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Abstract : This study was conducted on men and women in their teens and 50s living in Seoul,
Incheon and Gyeonggi—do to find out the relevance between demographic characteristics of lifestyle
clusters and the characteristics of beauty salon use. To analyze the data of a total of 522 people
collected, statistical processing was performed with analysis of frequency, analysis of factor, analysis of
reliability, analysis of cluster, analysis of variance and analysis of cross. As a result, lifestyle group
types were classified as fashion and social focus types, family—oriented types, and family—free types.
These types were highly related to age, final education, and marital status among demographic
characteristics, and were also found to be highly relevant to the characteristics of beauty salon use,
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such as beauty salon location and frequently used beauty services. The results of this study are thought
to be the basic data that can be used for beauty salon marketing.
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Characteristics for beauty salons
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Fig. 1. Research Design.
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Table 1. Demographic characteristics

(N=522, %)
Frequency Percentage
Items (N) %)

Male 138 26.4

Gender Female 384 73.6

10’s 128 24.5

20’s 143 27.4

Age group 30s 60 11.5

40’s 79 15.1

50’s and above 112 21.5

High—-School Graduation 202 38.7

Academic Under College Graduation 123 23.6

background under University Graduation 137 26.2

More than Graduate school 60 11.5

No spouse 297 56.9

Marital status Spouse . . 191 36.6
Others (divorce, separation,

bereavement etc.) 34 6.5

Less than 10 69 13.2

Over 10 ~ Less than 20 95 18.2

Average monthly Over 20 ~ Less than 30 78 14.9

income Over 30 ~ Less than 40 58 11.1

(Unit, 10,000 won) | Over 50 ~ Less than 100 116 22.2

Over 100 ~ Less than 200 47 9.0

Over 200 59 11.3

Total 522 100.0
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Table 2. Hair salon usage characteristics

(N=522, %)
Frequenc Percentage
[tems C(IN) Y @) &
. Private 299 57.3
Hair salon 1 hise 164 31.4
form -

Single-person 59 11.3

Apartment area 305 58.4

Location Doyvntown 199 38.1
Inside a department store or

a shopping mall 18 34

Cutting 310 59.4

Colouring 85 16.3

Treatment Waving 64 12.3

Straightening 44 8.4

Drying(blow, iron) 9 1.7

Hair and scalp treatment 10 1.9

Once a month 178 34.1

Cycle Once every two months 125 239

Once every three months 69 13.2

Once every four months 150 28.7

Over 1 ~ Less than 3 226 43.3

One—time Over 3 ~ Less than 5 113 21.6

average cost | Over 5 ~ Less than 10 94 18.0

(Unit, 10,000 | Over 10 ~ Less than 15 56 10.7

won) Over 15 ~ Less than 20 22 4.2

Over 20 11 2.1

Excellent skill 264 50.6

So kind the staff 77 14.8

Low cost 78 14.9

Reason Comfortable 26 5.0

Convenient transportation 56 10.7

Famous brand hair salon 16 3.1

Benefit of membership 5 1.0

Total 522 100.0
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Factorl | Factor? | Factor3
Lifestyle scale items Trend Social Family | Commonality
oriented | oriented | oriented
I have much interest in styles of celebrity 0.807 0.092 0.055 0.663
I tend to accept trend more quickly than others 0.807 0.126 0.024 0.668
I pursue the latest fashion trends and hairstyles 0.780 0.172 0.127 0.654
When 1 pla}./ a hobby or.lelsure activities, I pay 0.748 0.288 0.068 0.647
much attention to my hairstyle
I am usually interested in appearance and beauty 0.733 0.253 0.157 0.627
[ am active in everything 0.238 0.753 0.212 0.669
I enjoy cultural life such as movie or 0.140 0.732 0.187 0.590
performance
On holidays, I enjoy hobbies or leisure activities 0.149 0.719 0.007 0.539
I have a lot of interest in society 0.131 0.657 0.333 0.559
I play a leading role in a social gathering 0.432 0.562 0.029 0.503
I play a leading role in a social gathering 0.121 0.161 0.892 0.835
I play a leading role in a social gathering 0.020 0.221 0.859 0.786
I te.nd to discuss things with my family when I 0.137 0.109 0.832 0.723
decide
Eigenvalues 3.345 2.654 2.466
Percentage of variance(%) 25.727)  20.414|  18.968
Cumulative(%) 25.727|  46.141|  65.109
Cronbach's Alpha 0.863 0.789 0.861
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Table 4. Clustering analysis of sample surveyed based on lifestyle

2 Groups
Lifestyle dimension Group 1 Group 2 F Sig.
(N=229, 43.9%) | (N=293, 56.1%)
Trend oriented -0.025 0.019 0.248 0.619
Social oriented -0.214 0.167 19.286]  0.000"""
Family oriented -0.892 0.697 858.745  0.000"""
3 Groups
Lifestyle dimension Group 1 Group 2 Group 3 F Sig.
(N=182, 34.9%) | (N=168, 32.2%) | (N=172, 33.0%)
Trend oriented 0.775A -0.680C -0.156B 150.493|  0.000"""
Social oriented 0.674A -0.335B -0.387B 83.867|  0.000""
Family oriented 0.212B 0.781A -0.987C 297.199|  0.000"""

"":Correlation is significant at the .001 level, Duncan— test results indicate that groups with
significant differences at p<.05 level are marked as A>B)C.
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Table 5. Cross tabulation analysis results between lifestyle types and demographic characteristics
(N=522, %, %)

_ Lifestyle types Row
Items Emphasizing Emphasizing| Indifferent | total |x* (df) Sig.
trend - . .
. family to family | (%)
social
60 34 34 128
10’s 46.9 26.6 26.6 100.0
33.0 20.2 19.8 24.5
52 36 55 143
20’s 36.4 25.2 38.5 100.0
28.6 214 32.0 27.4
19 20 21 60
Age |307s 31.7 333 35.0 100.0 21('86)74 0.006""
10.4 11.9 12.2 11.5
18 36 25 79
40’s 22.8 45.6 31.6 100.0
9.9 21.4 14.5 15.1
33 42 37 112
50’s and above 29.5 37.5 33.0 100.0
18.1 25.0 21.5 21.5
. 78 56 68 202
Ig;izui;iond 38.6 27.7 33.7 100.0
429 33.3 39.5 38.7
38 29 56 123
nder Coll
Academic [Cj}rac(;uagznege 30.9 23.6 4.5 100.0
Back— 20.9 17.3 32.6 23.6 | 24.592 0.000"""
ground [under University 42 >7 38 137 ©
Graduation 30.7 41.6 27.7 100.0
23.1 33.9 22.1 26.2
24 26 10 60
More than
Graduate school 40.0 433 16.7 100.0
13.2 15.5 5.8 11.5
127 74 96 297
No spouse 42.8 24.9 32.3 100.0
69.8 44.0 55.8 56.9
. 49 88 54 191
1\54;1521 Spouse 25.7 46.1 28.3 100.0 43(;)15 0.000"""
26.9 52.4 314 36.6
Others(divorce, 6 6 22 34
separation, 17.6 17.6 64.7 100.0
bereavement etc.) 3.3 3.6 12.8 6.5
182 168 172 522
Column total(%) 34.9 32.2 33.0 100.0
100.0 100.0 100.0 100.0

**50.01, ***p<0.001

- 1425 -



Vol. 37, No. 5 (2020)

srolaetel fu A, HFote U AEA
e ATEANA 540 Folulg BAYS uE
S[17)0] FAG A8 - Boba] B @ Al
(A=)l wet etolmietele] Aol Helrte 4
TANE A A5te, ug][18]9] DY o] m et
U fdo] A, 9%, BTN, HEGY U 45

o) whe foulgt zpolE Helth= A2 ie}
T fAfsich mfAde] o] Bl A54<1 §9 -
At FAE o] 10thet 20t 2 HZo] gt
A2 Hlgo| 7|2ty {3 g Fot= Aol
Eoh= o|d9[19]9] AtAuete [-AlsiT,
old AIE2 gro|mAEdo] Syt A T2
22 AFs] 9] (vertical social position)@} A
Ao] Ert= Weingartner# Rossel[20]2] A2}
o} grolm At f3ol AR - 23 T2 A
8Qlo] Zgett= o]gdat Wgri[14]¢] A2
g A A8t
J#B= gto|ZAetd | A", HFsE
] A/dee -2 JATTA S EAdo] feln|gt
TEE /gD & & QU

e e

3.3.2. golZ2Aed #1739 vl
£4

go|ZAEY [P} vjgAHolg B F
&2 #AAS A2 watEAd9 Auk= Table 6
3 2t golm ARt (3t wjgAHolg 549
o|-got= ml-8A 9] QA|et nl-gAH| A Tro] REA
o2 FOgt F&5A WAVE EAIoh= ALz e
it

- A AP JE2 o E JuE o
2 AWFAT e §IAgE HEU3. TP Y= Y
WS Wofl YxIg M E(33.3%)E ©]8oh= Hl&
o] =T F2 0]80t= v gAH[ A ujE] AE
H o] E(50.0%), E&}o|(44.4%) 9 HE(38.1%) 5
o2 et 7IEEAY e 2 JuE B

FE7I ofE @hAlof] A3 A 2(39.0%)5
o|-got= H-go] =, F2 o]8&ot= H-EAIH|
2= HHUE Yo]H(40.6%) GM(34.1%), Eet
0](33.3%) Y "z AEHO|E(31.8%) o= 1}
Rt 71 R e F2 agE d W5t
A Woll A2 AR (44.4%)F AgEA710] 93]
2t HE(33.7%)E ol&ste HlEo] U F=
olgot= mEAHIAE Y ¥ Ry Z2Y
(70.0%), AH4(41.2%), HMHAE °]|HB.(35.9%)
2 71E(31.3%) So7 et

nlgA §1%]9] A9 WHe] Talo] BH A3

QT B - A FAE FEE 49 55
2 47 MIT 5 U1 B2Hol B AR
292 5 REAT B A7) gt 0§
2 o g3t Hgo] Rtk AEFAY FHE £
MASH GYEEe BS 5 g FEht obste

% olgstelet. 223 7}

o} 915 ol Tl g 1% RAIY
e A4l 1 A~ ol gl Helgh £
olf ANFAIT $1% ] gAS ol o g3t
Ao ehdeh o Avks A4 e T
o BFE AT} fale] AT WY B vl
o 91xsk WS M wol BeEgThs 29l
[2119] A7 Aot fAtSHeE.

A7 olgot nlgAEAe 49§ - A
A9 Ae W2 2EdolE, Eeo] % A=A
¥ $AL NSk &g Azstdr. ok 9m
of Tl Be A HHUSE 7408 A
Sl 2g olgiths QhBl22]] Aa A7
Zaket QuEGT 71 EAY P HedE
golust gAY b nlgAuL Het oF A
SEE A2e ATsid 715 TRaE Age
29 Sy ey gAY Al w7
4o BEHTE WEAHAS O Pusnct A

°

4. 2 B

£ AL AR el L gty AUe o
obRi, solmietle] UL s|EoR 2UH
eolm bl g el T T8k E4 o
84o]8 4 3bo] BARE LA, o] ¢

S AFATE Higez FAHE HEAE Ae, <

il

A 9 A7) =] AFsh= 109014 50t ] 3 E

)

Aoz mHtdS o] g3t ZAME AAJSt 4
AH Z 52299 A AFEA ] @A HzR
A QBN NFEEY FEN HARA g
DARAE AASHA

EE ko] glo|mAetYd 2L FAAGE, A
w9 7tEAgo R Yot gho] e
2ol o2 #-FE2 3T AT 8919
S0l &2 43 - An SAE, 7HEAT 299
S0 /M B2 IESAE a8 HEASE &
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Table 6. Cross tabulation analysis results between lifestyle types and hair salon usage characteristics
(N=522, %, %)

Lifestyle types Row
Items Emphasizing | Emphasizing | Indifferent to | total | x* (df)| Sig.
trend *+ social family family (%)
89 119 97 305
Apartment area 29.2 39.0 31.8 100.0
48.9 70.8 56.4 58.4
87 45 67 199 18.831 .
Location |Downtown 437 22.6 33.7 100.0 ('4) 0.001
478 26.8 39.0 38.1
Inside a department 6 4 8 18
store or a shopping 333 22.2 44.4 100.0
mall 3.3 2.4 4.7 3.4
118 95 97 310
Cutting 38.1 30.6 31.3 100.0
64.8 56.5 56.4 59.4
21 29 35 85
Colouring 24.7 34.1 41.2 100.0
11.5 17.3 20.3 16.3
15 26 23 64
Waving 23.4 40.6 35.9 100.0
8.2 15.5 134 12.3 | 22.434 .
Treatment % " 3 a4 (10) 0.013
Straightening 50.0 31.8 18.2 100.0
12.1 8.3 4.7 8.4
Drying 4 3 2 9
(blow. iron) 444 333 22.2 100.0
’ 2.2 1.8 1.2 1.7
. 2 1 7 10
tar and scalp 20.0 10.0 700 | 100.0
1.1 0.6 4.1 1.9
182 168 172 522
Column total(%) 34.9 32.2 33.0 100.0
100.0 100.0 100.0 100.0

*p<0.05, **p<0.01

Qo] E4o] 7P e tEREAger WHst A §3 - Al A §3T HESAIES dekd
At Astol ol 71 Wk, 7HEF g HAEHs

gro|mieted FHRFHELS ATEATH EA At &2 99| Hlgol A Uewth 18,
E 3 99, AFsh & ohJeg AEofiet foin| FHAFFEDL AR FAGNA {3 - At
g Fgo] ettt $HRFES A9 J?:‘Ed FH FEL HEAA, THEFAIRL 71 ElA, 7t
*éow 9 - AL FA G2 10telA, 7HE ZEPHGL ZIetollAl 71 A Wb eh(P05).
Al 40thollA, ﬂi%ﬂ&ﬁo&i 0 ~EH ZAGHEL nlgAe A5

o Lejelor & SHE % 9184 9iRek A of
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of uehgeh. FARAE 91X 0] BAMIA £
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1, AEFAGS
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e F2 olgste Aoz Ueigth FARIE
3} A5 ol ks ulGAH| 2] Bl b -
AT FA FRE ] AEdelE A& Bl W
o, HEFAGL WEUE foln &g AT
sgon, JEREgge Aae 2 sk gle

E e THPL05).

2 A7AY Sl naEY FUKYES A7E
At EHE 5 A%, AFstes 2eolnet
oJulgh PN B, HlgAolg EHE F o
B4 A} A7 ol nlgAHL 2L G
3} BRo] B2 Ao et ol LHlAtE
o A S4olt A 27 AT 4 Uk
oY Aol #8945 g 12wt 9

Aoz AzE,

B a7 A% oy 43014 AL, 94 2 3
Ao Fstel Ae AGH AAHL 7}
ABg ATFIES Avsels] Sl chopet
AGe o & F5ATY AL A,
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