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Abstract

Purpose: The purpose of this study is to examine the effects of managers’
leadership types on customer orientation in the beauty industry, focusing on
the mediating effects of organizational commitment. Methods: The Statistical
Package for the Social Sciences (SPSS) and Analysis of Moment Structures
(AMOS) were conducted to identify the effects of leadership types on customer
orientation in the beauty industry through organizational commitment. Results:
While transformational leadership did not affect customer orientation in general,
it did so when organizational commitment was set as a mediator. Transactional
leadership had statistically significant effects on customer orientation, and it also
affected customer orientation through organizational commitment as a mediating
variable. Conclusion: In the beauty industry, charisma, individualized consideration,
and intellectual stimulation are factors of transformational leadership that affect
customer orientation through organizational commitment. Therefore, efforts should
be made to encourage charisma, individualized consideration, and intellectual
stimulation to increase employee satisfaction-the most important part of internal
marketing. In addition, exceptional management and conditional compensation
are factors of transactional leadership that affect organizational commitment
and customer orientation. Thus, when continuous efforts are made for superiors’
exceptional management and gestures of conditional compensation toward
employees, corporate profits will increase through organizational commitment and
customer orientation, which will prevent employees from changing jobs.

Keywords: Beauty industry, Transformational leadership, Transactional leadership,
Organizational commitment, Customer orientation
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Figure 1. Research model.

This model shown was to indicate effects of managers’
leadership types on customer orientation in the beauty
industry. Organizational commitment was used as a
parameter.
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Table 1. Demographic characteristics of the subjects

Division Frequency (N) Percent (%)
Male 46 19.2
Gender
Female 193 80.8
Under 20 5 2.1
20s 115 48.1
Age 30s 76 31.8
40s 35 14.6
Over 50 8 3.3
Non-grade school graduate 10 4.2
Non-high school graduate 120 50.2
Education
Non-university graduate 70 29.3
Graduate school education or higher 39 16.3
Single 162 67.8
Marital status
Married 7 32.2
Under KRW 1,000,000 6 2.5
KRW 1,000,000-2,000,000 67 28.0
Income KRW 2,000,000-3,000,000 128 53.6
KRW 3,000,000-4,000,000 26 10.9
Over KRW 4,000,000 12 5.0
Unemployed 46 19.2
Intern 68 28.5
Position
Designer 109 45.6
Higher positions 16 6.7
Total 239 100.0

Table 2. Descriptive statistics of major variables

. Standard - Maximum .
Variables Mean A — Minimum values ra— Skewness Kurtosis
Transformational 418 0.52 2.80 5.00 -0.226 -0.570
leadership
Charisma 4.16 0.55 2.25 5.00 -0.284 -0.196
Individualized
consideration 411 0.65 2.00 5.00 0.338 0.232
i el 4.30 0.60 2.67 5.00 -0.481 -0.458
stimulation
Transactional 3.77 0.49 217 5.00 0.220 0.457
leadership
Conditional_ 3.71 0.56 2.00 5.00 0.139 0.055
compensation
Exceptional 3.84 0.59 2.33 5.00 0.029 -0.136
management
Organi_zational 4.07 0.54 2.60 5.00 -0.301 -0.009
commitment
Customer 3.82 0.50 2.40 5.00 0.106 -0.226
orientation
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Table 3. Reliability analysis
Factors Number of questions Cronbach’s «
Transformational leadership 10 0.864
Transactional leadership 6 0.719
Organizational commitment 5 0.762
Customer orientation 5 0.679
Table 4. Analysis of measurement models
" " Estimate
) easuremen - )
Latent variables —— S.E. Critical ratio p
B B
Charisma 1.000 0.751
Transformational Indiv?dualiz_ed 1.139 0.789 0.100 11.352"" 0.000
leadership consideration
Intellectual stimulation 1.053 0.854 0.090 11.720™" 0.000
_ Canelifenel 1.000 0.714
Transactional compensation
| hi i sk
eadership 2ol 0.861 0.641 0.157 5.476 0.000
management
Organilzational 1.000 0.559
commitment 1
Organizational 0.872 0.501 0.147 5.945™" 0.000
commitment 2
Organi‘zational Organilzational 1.296 0.664 0.181 7155 0.000
commitment commitment 3
Organizational
commitment 4 1.286 0.724 0.172 7.481 0.000
Organizational 1.337 0.679 0.185 7.245" 0.000
commitment 5
Customer orientation 1 1.000 0.538
Customer orientation 2 1.390 0.623 0.229 6.078"" 0.000
Customer orientation Customer orientation 3 1.039 0.518 0.189 5.495™"" 0.000
Customer orientation 4 1.125 0.465 0.223 5.043™" 0.000
Customer orientation 5 1.127 0.535 0.203 5.552"" 0.000
"p<0.05; “'p<0.01; " p<0.001; B, unstandardized coefficients; B, standardized coefficients; S.E., standard error.
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Table 5. Correlations between variables

Transformational Transactional Organizational Customer
leadership leadership commitment orientation
Transformational leadership 1
Transactional leadership 0.267"" 1
Organizational commitment 0.357"" 0.289™" 1
Customer orientation 0.254™" 0.391°" 0.484™" 1

“"p<0.001.

Table 6. Goodness of fit of measurement models
X df p TLI CFI RMSEA

Measurement
models

xz, chi-squared test; df, degrees of freedom; TLI, turker lewis index; CFl, comparative fit index; RMSEA, root mean square error of approximation.

154.184 83 0.000 0.907 0.926 0.060

Table 7. Analysis results of structural models

Estimate

Route S.E. Critical ratio p

B B
Transf_ormational Iead_ership — 0.327 0.358 0.085 3.860°" 0.000
Organizational commitment
Transactional leadership — 0.278 0.285 0.102 2.719™ 0.007
Organizational commitment ’ ’ ’ ’ ’
Transformati_onal Igadership — -0.027 ~0.033 0.074 ~0.360 0.719
Customer orientation
ughssltlesa sl 0.357 0.420 0.108 3.208" 0.000
Customer orientation
Organizational commitment — 0.412 0.472 0.108 3.814" 0.000

Customer orientation

X’=154.184; df=83; p=0.000; TLI=0.907; CFI=0.926; RMSEA=0.060; "'p<0.01; ~'p<0.001; B, unstandardized coefficients; B, standardized
coefficients; S.E., standard error; X%, chi-squared test; df, degrees of freedom; TLI, Tucker Lewis index; CFl, comparative fit index; RMSEA, root
mean square error of approximation.

Table 8. Verification of mediating effects

Routes between variables Estimates of mediating effects Standard deviation 95% confidence interval

Transformational leadership—

Organizational commitment— 0.169 0.067 0.065-0.319
Customer orientation

Transactional leadership—

Organizational commitment— 0.135 0.057 0.047-0.247
Customer orientation
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