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Abstract

Purpose: This study examines the impact of relationship benefits on relationship
solidification and loyalty of customer who frequent stores offering beauty services.
It also highlights the importance of establishing a positive relationship with
customers at the site where beauty services are provided. Methods: The SPSS
Ver. 22.0 program was used to conduct frequency, factor, reliability, and regression
analyses. From March 6 to April 1, 2023, 240 customers who visited stores offering

beauty services in Seoul and the metropolitan area were surveyed, and 232 copies
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were used as final analysis data, excluding eight copies that could not be used as
samples, Results: First, relationship benefits have a positive effect on relationship
cohesion. In particular, information benefits have the greatest influence cohesion,
followed by trust benefits and special treatment benefits. Furthermore, relationship

benefits have a positive effect on customer loyalty, and among them, trust benefits

had the greatest influence on customer loyalty, followed by information benefits
and special treatment benefits. Second, relationship solidarity positively affects
customer loyalty. Conclusion: Relationship benefits, which are subjective benefits
perceived by customers through experience, place a premium on the formation of
positive relationships with customers. Moreover, maintaining an emotional state
of affection for beauty services can lead to efficient management performance
through continuous economic exchange relationships.

Keywords: Beauty service industry, Relationship benefits, Relationship commitment,
Customer loyalty, Relationship formation
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Relationship H1 Relationship H2 Customer
benefits commitment loyalty
H3
Figure 1. Research model.
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Table 1. General characteristics
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Zskict. WA 1741011131 2 Lee & Kim (2019)0] 53 47 st9le
Q19 187] E&o 2 Aot aL, TAEES Ra & Woo (2015)7F A
3t 270 st9 a1l 67 e Adsiglen, 1454 == Han
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H A== SPSS 22,0 (IBM, USAYE ARgste BAstgitt, 24714
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HHKwon & Sheen, 2018), 7HdAZI TAZALT 1 AFA ol
g BAEE 2219 FFE H=F EA517] 3] FEA (regression
analysis)& A SIS,

Item Frequency(N) Percent (%)
Gender Male 47 20.3
Female 185 79.7
Total 232 100.0
Age Under 20s 184 79.3
30s 25 10.8
Over 40s 23 9.9
Total 232 100.0
Single 197 84.9
Marriage status Married 35 151
Total 232 100.0
Below 1 million 107 46.1
Above 1 million to below 2 million 56 241
Average monthly income (KRW) Above 2 million to below 3 million 49 211
Above 3 million 20 8.7
Total 232 100.0
High school graduate or lower 25 10.8
Academic background College/University student or graduate 197 84.9
Graduate school graduate 10 4.3
Total 232 100.0
Student 100 43.1
Company staff 69 29.7
Job Professional 21 9.1
Self-employment and service occupation 12 5.2
Others 30 12.9
Total 232 100.0
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Results and Discussion
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Table 2. Results of the exploratory factor and reliability analyses of relationship benefits

Factor loading

Questionnaire Information
benefits
Provide a variety of information 0.832
Rapid information delivery 0.826
Present information 0.815
Continuous information delivery 0.748
Accurate performance of services 0.277
Service reliability 0.368
Anticipation 0.356
A feeling of trust 0.264
Rapid service 0.301
Special services 0.248
My special treatment. 0.251
Show someone to one's favorite seat 0.255
Have a lot of interest in 0.412
Know your name 0.250
Employee intimacy 0.304
Possibility of developing into friendship 0.128
The joy of a relationship 0.184
Recognize me well 0.437
Eigenvalue 4.108
Description variable (%) 22.823
Cumulative variance (%) 22.823
Cronbach's o 0.926

penetts P enets | Social benefis
0.262 0.167 0.136
0.220 0.197 0.254
0.276 0.197 0.226
0.291 0.345 0.154
0.814 0.244 0.279
0.766 0.292 0.244
0.721 0.245 0.266
0.719 0.243 0.391
0.248 0.824 0.169
0.203 0.757 0.404
0.296 0.720 0.373
0.487 0.568 0.331
0.365 0.539 0.404
0.277 0.318 0.762
0.423 0.241 0.697
0.251 0.411 0.675
0.259 0.421 0.633
0.433 0.192 0.626
3.525 3.514 3.436
19.581 19.523 19.089

42.403 61.926 81.014
0.929 0.918 0.924
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Table 3. Results of the exploratory factor and reliability analyses of relationship commitment

Questionnaire

Factor loading

Affective commitment Calculative commitment

Have affection for the service 0.882 0.343
It is fun to maintain a relationship 0.841 0.352
Have a good feeling about 0.832 0.422
I will continue to use the service 0.319 0.857
There are many things to give up if you use other stores 0.418 0.769
Have many benefits 0.450 0.690
Eigenvalue 2.930 2.048
Description variable (%) 48.837 34.131
Cumulative variance (%) 48.837 82.969
Cronbach's o 0.929 0.845
Table 4. Results of the exploratory factor and reliability analyses of customer loyalty
Questionnaire Factor loading
Will revisit 0.934
I will recommend it to others 0.908
I will visit more often 0.892
Eigenvalue 2.493
Description variable (%) 83.116
Cumulative variance (%) 83.116
Cronbach's o 0.897
Table 5. The effect of relationship benefits on relationship commitment
Unstandardized coefficient Standgrgjized
coefficient ¢ 0
B S.E B
(a constant) 0.451 0.128 3.527 0.001
Relationship benefits 0.899 0.035 0.861 25.659 0.000

R?=0.741, F=658.369, p<0.001

Dependent variable: relationship commitment.
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Table 6. The effect of relationship commitment on customer loyalty

Unstandardized coefficient Stan?grgiz?d
coefficien ¢ o
B S.E B
(a constant) 0.395 0.121 3.259 0.001
Relationship commitment 0.922 0.032 0.883 28.479 0.000
R’=0.779, F=811.063, p<0.001
Dependent variable: customer loyalty.
Table 7. The effect of relationship benefits on customer loyalty
Unstandardized coefficient Stan(?fgr(jizcid
coefficien ¢ o
B S.E B
(a constant) 0.559 0.148 3.769 0.000
Relationship benefits 0.900 0.041 0.825 22.128 0.000

R°=0.680, F=489.634, p<0.001

Dependent variable: customer loyalty.

Table 8. Analysis of the influence of relationship benefit factors on relationship commitment

Unstandardized coefficient Stan?f?rdized Collinearity statistics
Independent variable coefficient t P Statistics
B S.E. B Tolerance VIF
1 (a constant) 0.784 0.151 5.175 0.000 F=376.865H*
2_
Confidence benefits 0.763 0.039 0.788 19.413 0000  R-0.621 1.000 1.000
(a constant) 0.698 0.144 4.832 0.000
2 Confid benefit: 0.523 0.059 0.540 8.808 0.000 F=223.383" 0.394 2.537
onfiaence penerits b H 5 5 . adj R2=0658 b R
Social benefits 0.286 0.055 0.319 5.207 0.000 0.394 2.537
(a constant) 0.564 0.134 4.211 0.000
3 Confidence benefits 0.446 0.056 0.461 8.025 0.000  £F=191.898"" 0.377 2.650
=I5
Social benefits 0.025 0.064 0.028 0.399 0.690 adi-R=0.713 46 4.068
Special treatment benefits 0.394 0.059 0.426 6.660 0.000 0.304 3.291
(a constant) 0.313 0.128 2.442 0.015
Confidence benefits 0.315 0.055 0.325 5.767 0.000 0.328 3.045
4 Social benefits 0.006 0.059 0.006 0.095 0.925 ,a:;JlSRg=50O7259 0.245 4.079
Special treatment benefits 0.272 0.057 0.294 4.752 0.000 0.273 3.666
Information benefits 0.334 0.050 0.343 6.670 0.000 0.394 2.537

“"p<0.001; Dependent variable: relationship commitment.
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Table 9. Analysis of the influence of relationship benefit factors on customer loyalty

Unstandardized coefficient

Standardized

Collinearity statistics

Independent variable coefficient t o Statistics
B S.E. B Tolerance VIF
4 (a constant) 0.768 0.158 0.000 F=376.865""
2_
Confidence benefits 0.797 0.041 0.788 19405 0000  R=0.621 1.000 1.000
(constant) 0.688 0.153 4.506 0.000
2 Confid benefit: 0.574 0.063 0.568 9.148 0.000 F=214.846"" 0.394 2.537
onfidence benefits ; ! : h ! adj. R’=0.649 : :
Social benefits 0.265 0.058 0.283 4.558 0.000 0.394 2.537
(A constant) 0.592 0.149 3.976 0.000
3 Confidence benefits 0.519 0.062 0.513 8.399 0.000  F=160.474""" 0.377 2.650
. 2_
Social benefits 0.077 0.071 0.082 1.087 0278 adl-R=0.674 (546 4.068
Special treatment benefits 0.284 0.066 0.294 4.317 0.000 0.304 3.291
(a constant) 0.413 0.151 2.740 0.007
Confidence benefits 0.425 0.064 0.421 6.634 0.000 0.328 3.045
4 Social benefits 0.063 0.069 0.067 915 0.361 g:]l?&g=6066995 0.245 4.079
Special treatment benefits 0.196 0.067 0.204 2.927 0.004 0.273 3.666
Information benefits 0.239 0.059 0.235 4.063 0.000 0.394 2.537
“"p<0.001; Dependent variable: customer loyalty.
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