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The Effects of Appearance Value on Scalp and Hair Care Behavior and Purchase
Intention of Related Products and Services Among Women in Their 20s and 30s

Seon Young Songland Yun Young Na®’

Dept of Beauty Care, Gwangju Health University; Gwangju, Korea
Dept of Beauty Art, Honam University; Gwangju, Korea

Abstract: This study aimed to examine the effects of appearance value on scalp and hair care behavior and purchase inten-
tion of related products and services among women in their 20s and 30s. Survey data were collected from 562 women
residing in Gwangju Metropolitan City and analyzed using SPSS 25.0. Exploratory factor, reliability, correlation, and multiple
regression analyses were conducted. The results were as follows. First, appearance value had a statistically significant pos-
itive effect on scalp and hair care behavior. Specifically, value internalization and sociocultural value significantly influenced
both scalp and hair perception and home care management. Second, appearance value also showed a direct and significant
positive effect on purchase intention, indicating that consumers' subjective perceptions of appearance value were directly
associated with purchase intention. Third, scalp and hair care behavior had a significant positive effect on purchase inten-
tion, with practical home care management exerting a relatively stronger effect than passive scalp and hair perception.
Overall, the findings indicate that appearance value and scalp and hair care behavior are important factors associated with
purchase intention. They provide empirical insights into consumer behavior related to scalp and hair care and may serve
as a useful reference for developing consumer-oriented products and marketing strategies in the beauty industry.
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Table 1. General characteristics of the research subjects

Division Frequency(N) Percent(%)
20s 269 479
Age
30s 293 52.1
High school graduate or below 99 17.6
Highest level .
ighes V¢! Associate or Bachelor’s degree 385 68.5
of education
Graduate school or higher 78 139
Less than 2 million won 172 30.6
Average 2 to less than 3 million won 190 33.8
monthly o
income 3 to less than 4 million won 100 17.8
4 million won or more 100 17.8
Total 562 100.0
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Table 2. Verification of validity and reliability of appearance value

. Ingredient
Question

Factor 1 Factor 2
The image I pursue from figures on TV/SNS 791 .163
Comparison between my appearance and people on TV/SNS 768 .083
E izlourel The desire to resemble people on TV/SNS 767 204
internalization Comparison of my appearance with societal standards of beauty 719 .144
Appearance management to create a positive image for others .705 .109
Appearance management influenced by attractive people on TV/SNS .694 .106
Diligent appearance management results in social success 189 .847
Factor 2 Having a tidy appearance reflects good self-management 123 799
Sociocultural values  Physical appearance plays a key role in achieving success in society 121 799
Individuals with exceptional looks attract more attention despite having the same abilities 139 750
Eigenvalues 3.387 2.676
Dispersion explanation(%) 33.866 26.756
Cumulative explanation(%o) 33.866 60.622
Reliability(Cronbach's a) .848 827

KMO=.870, Bartlett's test )(2:2130.038 (df=45, p=.000)

Table 3. Verification of validity and reliability of scalp and hair care behavior
. Ingredient
Question

Factor 1 Factor 2
Hospital-based management is the most effective for image improvement .872 142
Factor 1 Being mindful of scalp and hair management 783 362
Perception of scalp  Consistent management of scalp and hair contributes to social interactions 779 339
and hair Periodic use of hair salons to maintain hairstyle 770 161
Continuous beauty management to enhance appearance 754 .188
At-home use of dedicated products for scalp and hair management 282 .804
Factor 2 Healthy scalp and hair care routines for damage prevention 122 764
Scalp and hairhome =~ Management according to the condition of scalp and hair 209 759
care management  perqdic management of scalp and hair for healthy maintenance 203 753
Lifestyle management to support healthy scalp and hair 258 707
Eigenvalues 3.390 3.201
Dispersion explanation(%) 33.902 32.008
Cumulative explanation(%) 33.902 65.909
Reliability(Cronbach's o) .885 .847

KMO=.908, Bartlett's test y>=2826.273 (df=45, p=.000)

Table 4%t 7tk Q124 ZA3} UHe] 8<lo] =2HeH, w44 rrtA 9] she e

A8 5814 712 (r = 320,

KMO &E5& 9172 ‘/PE‘r‘;l*l Bartlett®] H3 4= 1841.329 p<.001), 7EWRS}r= 386, p<.001y= T3] -Rude]sEe)

(@=21, p=000)2 e, WSe] & FAEA dude  S9ecd Fulwy A4 SAKCR Feue Al A
60.306%% LFERSTE, EWULE A= AE A 8892 HHAZE e Ao U, 2RIEX| 9] &9 el AlS)
ER} 7} Wigse mi Al uhel xo s B 2 gl 87| (r= 407, p<.001), 7EXIUABHr = 455, p <.001)=
Ty 2 Ee] sl ald Fu 2 gAo] et B

43, ALFEA| A AF ez ot A(+)e] FAAATt e Ao veith

rrix|9} - madeE, Fuloze] FHAAE dot TS, Qmrix]e] sl eqld ARSI 7R (r =359, p<.001),
H7] $18te] Al 248 AAg A= Table 59 2t} FEESHr = 387, p<.001)= Fujeleel EAFoR §ojn
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Table 4. Verification of validity and reliability of purchase intention

) Ingredient
Question

Factor 1

The effectiveness and quality of scalp and hair products are key factors in purchase decisions .887

Factor 1 It is beneficial to use specialized shops or hospital services for scalp and hair management .854
Purchase Ongoing management of scalp and hair health .829
intention The convenience of scalp and hair products is a key factor .820
The importance of price in decisions regarding scalp and hair products, shops, and hospital services .805

Eigenvalues 3.523

Dispersion explanation(%) 70.469

Cumulative explanation(%) 70.469

Reliability(Cronbach's o) .895

KMO=.877, Bartlett's test *=1586.389 (d£=10, p=.000)

Table 5. Descriptive statistics and correlation verification

Appearance value

Scalp and hair care behavior

Division . . L Perception of  Scalp and hair home Purchase intention
Sociocultural values Value internalization .
scalp and hair care management
Sociocultural values 1
Value internalization 350"
Perception of scalp and hair 320" .386 1
Scalp and hair home care management 407" 455 534" 1
Purchase intention 359" 387 376 515" 1

Hxx

p<.001

g A hel ABRATE e ZoE Yekth rixge g F
v-muge] e s91ay T R Q4= 376, p<
001), F3- 23 A A2 (r=.515, p<.00)E Tz}
SAHR Fevld H(+)e] JBBAT e A2 YERt
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Table 6. Effects of appearance value on scalp and hair care behavior
o Non-standardized coefficient Standardized coefficient
Division t P
B SE B
) (Constant) 1.130 .190 5.955 .000
Perception of scalp ¢ o cuitural values 220 043 210 5.170"" 000
and hair ok
Value internalization 377 .049 313 7.684 .000
R=188, Adj. R=.185, F=64.732"", p=.000, Durbin-Watson=1.576
_ (Constant) 1.186 .166 7.161 .000
Scalpand hairhome g . eural values 274 037 283 73717 000
care management -
Value internalization 397 .043 356 9.264 .000
R=277, Adj. R=274, F=107.103", p=.000, Durbin-Watson=1.381
<001
Table 7. Effects of appearance value on purchase intention
Dependent ) Non-standardized coefficient Standardized coefficient
. Independent variable t p
variable S.E B
(Constant) 1.813 .160 11.317 .000
Sociocultural values 228 036 255 6340 .000
Purchase intention Kok
Value internalization .306 .041 298 7.398 .000
R=207, Adj. R=204, F=72.798 ", p=.000, Durbin-Watson=1.617
***p<'001
Table 8. Effects of scalp and hair care behaviors on purchase intention
Dependent ) Non-standardized coefficient  Standardized coefficient
i Independent variable 4 p
variable B S.E p
(Constant) 1.867 .129 14.475 .000
Purchase Perception of scalp and hair 121 .036 141 3325 .001
intention  Scalp and hair home care management 406 .039 440 10.352" .000
R=279, Adj. =277, F=108.397"", p=.000, Durbin-Watson=1.995
“p<01, " p<.001
A3, ARSI 7E Sad 219 gkl ol Ty mdk el (=141, p<.01)°] Pl EAZHOE
3 A= Lee(2016)7} AlA BRI An|zle] Fujd)so] qugk AHe L PR Ao etk wibx] Faf
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