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Effects of SNS Marketing by Beauty Service Customers on Word of
mouth effect and purchase behavioral intention
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Abstract This study aimed to investigate the effects of social networking service (SNS) marketing on the
purchase behavioral intention and word-of-mouth effect on customers. For this purpose, visits were
made to 20 franchises and 157 beauty service customers in September 2021, and an empirical survey
was conducted using a questionnaire. The overall results of the study were as follows: Hypothesis 1 was
adopted as it had a positive effect on the word-of-mouth effect of SNS marketing. In addition, franchise
SNS marketing had a positive effect on purchase behavioral intention, and hypothesis 2 was also
adopted. Finally, hypothesis 3 was also adopted as the word-of-mouth had a mediating effect on the
relationship between SNS marketing and the purchase behavioral intention of customers. The
verification of the mediating effect was carried out through a mediating session analysis in which two
independent variables were simultaneously introduced, multicollinearity was not confirmed, and a partial
mediating effect satisfied the significance level. These results show that word-of-mouth effects play an
important role in giving customers' confidence in their purchase behavioral intentions after collecting
information acquired through SNS marketing. Therefore, this study can be evaluated as proving that not
only SNS marketing but also oral mediating effect through offline word-of-mouth influence the customer
purchase behavior intention.
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Table 1. Questionnaire composition

Measurement variable questios measure operational definition source
Demographic factors 5 Nominal, rank J. Na-Rae, K.Young-Ran(2015),
graphi scale Siamagka, N. T., Christodoulides,G.(2011).
Inforn?gtlon 5 Informatxon on b?auty Boyd and Ellison(2010)
provision services and skills
Communication between
Interaction 5 customers, consumers and Irena and Florian(2012)
SNS service members
marketing Ranking scale. Satisfy pleasure and
Entertainment 5 (5-point scale) pleasure through service Irena and Florian(2012)
use
Reliability 5 The degree of trust between Westerman et. al(2014)
users and service members
Word of mouth effect Oral intentions to others S. Jae Won(2013)
Purchase behavior intention 5 Reuse or revisit intention J. Na-Rae, K.Young-Ran(2015)
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FFEE AR Aol w84 o831 2008 A
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Rt A& RARE & A3 HEAE @F0IA SAl F
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0.929 )32 0.825% 7|£°=, 0.06~0.70Xt}t o}
AE7E ok sidEnh. wReF 3 EHp duiglol
0.6~0.7 H[Ete& UehAL 5ol A" Ay
Cronbach €3} gho] Z+ A 2219] Cronbach « %t
Hop 34 Yeidohd 352 AAlske] oA A28 &
e AW E 5 A 9 EA0As o] AAE
qet gho] IAER] Yof EAo] T2 ARSI

Table 2. itemized reliability and validity analysis

Scaleavera| modified | Cronbach
. . . Cronbach
ge if  |item-correl a if
deleted ation deleted “
Infornjla'tion 10.1392 771 778
provision
Interaction 10.5455 .674 .823 0.852
Entertainment | 10.0389 .688 .814
Reliability 10.2341 .649 .830
13.87 731 919
13.88 .830 .900
Word of
mouth effect 13.84 .889 .888 0.923
13.76 .828 .900
13.87 732 .920
14.08 .862 .903
14.09 .849 .906
Purchase
behavior 14.31 757 .925 0.929
intention
14.09 .850 .907
14.08 764 .923

4.1 ZACHAXEC]

Z*P‘JVMB] Ut E4S A EH Table 37t 2
o] Yepgtt, JHEXE IR} 15.9%, oAt 84.1%=
Epgom, fﬂ%ﬂf 209 53.5%= 7Fg A UelTh
TR0 2 40t 21.7%, 30t 12.1%2 Hepgon 2%
A= 7o) 65.6%, 71€ 31.2%= YeEhgth s
st Eo] 53.5%% 7P W EEE Hylom, thgo
2 ShEE 16.6%, I1E0|5t 14.0%, AEthE 12.1%,
£o2 Uehgth ¥48FAEL 2009Hd et 42.7%,
UGS 20.4%, 200~300%H U9k 14.0% &0 o}
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Table 3. General characteristics

Spec. Respondents | Percentage
male 25 15.9
Gender female 132 841
Teenage 1 6
twenties 84 53.5
Age Thirties 19 12.1
forties 34 21.7
fifties 14 8.9
sixties 5 3.2
A high school graduate
or lower. 22 14.0
College 19 12.1
Academic University 84 53.5
cradute schoo % 166
etc. 6 3.8
Single 103 65.6
Marriage Married 49 31.2
etc. 5 3.2
0 32 20.4
~ 2,000,000 67 42.7
ﬁl‘fﬁi‘; 200~3002H9) Bt 2 14.0
income 300~4009+Hd =9k 14 8.9
400~5009+ w9k 10 6.4
5009+ o4 12 7.6

FQRFO] EAE YolR7] 5f Table 49+ Zo] ¥
, BFUEAE AnEoITh WA F45Hp A
Bt 3.46(SD=0.68)2 UErgth Sl SNSU}
o] B2 3.41(SD=0.58)Z Yeltor, w7
Peolwo] BFL 3.53(SD=0.70)°0.2 HLEME}.

Ol

o é A=

Table 4. Characteristics of major variables

N M SD
Word of mouth 157 3.46 68360
effect
SNS marketing 157 3.41 .57599
Purchase
behavior 157 3.53 70477
intention

4.3 YA 24

Table 59F #o] S&HR Aot SHH
]l SNSuHAR L, vzl A avtere] Afo]o] "J%ﬂr
A 2423, SNSuHAR ] A r=.749, 7
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F=OJE r=8040F BT kO] AFFAA T} Y Aog

Table 6. Mediated regression analysis, step 1.

1H
e spec B t P
o8 7+ RN EFRSE7E Y teF (constant) 832 | 2486 | 014
AE AET| 5] JLASE AmE 47 =.021 ~ SNS marketing 861 | 13.008 | .000
r=.734 Ato]9] ATA R e} EHWHSE Alo]9] o Gender -.152 | -1.445 | .151
FEA) A v o 208 dehgrh — 07 | 84 | o
dummy_Married(single) -.027 | -.203 .840
d _etc.(single) 333 1.299 | .196
Table 5. Correlation T o onee -
dummy_College(high school) .074 512 .609
Word of NS Purchase dummy_University(high school) .058 .506 .614
mguth marketing 'behav'ior Age dummy_Graduate school(high school) .073 514 .608
effect intention
dummy_etc.(high school) .239 1.088 279
Word of -
mouth Average monthly income -.090 | -2.852 | .005
effect R2 596
SNS, 749" F(p) 21.525(.000)
marketing
Purchase
behavi 804 734 = oI5
behavior | 804~ | .73 4.4.2 SNSUPIEI0] FOfMSOIS0] DRI 3t
047 g|tEA 2EL
Age 042 .056 021 (74 sl#i=A 2EH)
Average Table 7374‘ '7E]‘O] SNSU]'}"E]OO] —_rLuHTB‘lOJ%Q,]EO]] U]i]
monthly -.153 -.049 -.148 487 L o3 AFmOF =T M0 BAE A
income - %ooa g“'q/v\q' ﬂ;q, ]—4'“6—(')'1_3'5 ”1!.41?_]: EJ’]—
VIF7} 1.124~3.4592 th5-3442 gl 222 &o
- oish Pt FEE2 21.821(PC.001)E BAZoRE 9u] Q=
4.4 SNSOHAEO| FIHAS2=0| O|X|l= oM

THEIe| gl 2
u]- 8| A4 9] SNSHFA| o] FufjeE-9lo] ]|
= 9% I HolA +HET] WiaIE E45H
A3l Baron & Kenney(1986)7F AAISE 3A o7 3]
B4 A

=)

4.4.1 SNSOAIEO0| XS0 O|Xl= B
(UHHSIHEA] 1TEA)

Table 63} Zo] SNSHHAI" O] FA Lo v|A]=
T ATEYT. WA, F3AES B4 3t VIF
7} 1.124~3.4592 thga341/32 gle Ao2 saytt
Fat2 23.510(P<.00DE FAZCE 9u] Q= BFo
2 BN I8y AE 59.0%2 Ve

o= AL S WA= FTF BHoA B
AHSE AL SNSHHAR Y] S AT E A,
B=.861(p<0.001) 2= ettt waka] o7 3HEA
1AM = FAET ] FFS vA= 2Rl = SNSHE
Aol EAHo=z ou] A yERHT

mgo= FAHI. I2lal e 57.2%% UEdT

thgos PPEAe] JFS vlX GF BA
A §ARSE 25t SNsubEe] Qaee A

A3}, B=.868(p<0.001) 2.8 et} waba uj7) 3
AEY 2eAoME FofjgEol o] IS uXE 82l
o2 SNSuHlglo] BAZo=z o] 9lA vehdtt.

Table 7. Mediated regression analysis, step 2.

spec B t p
(constant) .868 2.477 .014
SNS marketing .868 12.520 .000
Gender =211 -1.918 .057
Age .048 .825 411
dummy_Married(single) .001 .005 .996
dummy_etc.(single) 461 1.715 .089
dummy_College(high school) .067 439 661

dummy_University(high school) 216 1.795 .075

dummy_Graduate school

(high school) .095 .635 .526
dummy_etc.(high school) 294 1.278 203
Average monthly income ~.084 22.546 012

R2 .582
F(p) 20.365(.000)
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Table 8. Mediated regression analysis, step 3.

B t P VIF

(constant) 426 1.387 .168
SNS marketing .395 4.471 .000 2.426
Word of mouth effect 554 7.393 .000 2.474
Gender -.128 | -1.356 | .177 1.162
Age .022 .450 .654 3.476
dummy_Married(single) .019 167 .868 2.866
dummy_etc.(single) 283 1.229 221 1.594
o 023 | 179 | 88 | 1752
d“?}g—g:ﬁgfg”‘/ 182 | 1779 | 077 | 2563
Sfﬁifl‘(l}yﬁ—gfi‘iﬁfn 061 | 481 | .631 | 2.183
dummy_etc.(high school) | .160 .817 415 1.393
Average monthly income | _ 035 |-1217| .226 1.740

R2 702
F(p) 28.40(.000)

WA, Eg348S E427 VIFZE 1.162~3.4762
EEAEL gl ZloE ERdth FR 31.109
(P<.000)E BAHCR ou] Qle BP0 g BAMEQt
I8y AgEE 70.2%2 YERgTh

o g PP ro] FFS vXe BHNA &
AASE FYotal SNSPHAE 9 FHRTY] JgFolA
SNSEHAIELS- B=.395(p»0.001), FAEIR= B=.554(P<.001)
2 Ueht

iASFES 2eA A e wisEse

2 Ut &, 7] FAEA 284014 9] Y= 8
o= 95 %l SNSHHAIR o] 3dA A FiB 5o =9
FF FA yelonz (B=.868(P<.001)) B=.554
(P<.001) +A&EIH= BE oi7f] 537} s AR Y
EftTY.

3TA w7l FHEA Hste] wiAEIT BAHL
2 9Ju]7} Q=R Gotr 7] 5] Sobel's Z-values At
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Table 9. Hypothesis test

H1. SNS marketing at hair salons will have a positive

(+) effect on word of mouth intentions e
H2 SNS marketing at hair salons will have a positive o
(+) effect on Purchase behavioral intentions.
H5. Word of mouth intentions will have a mediating
effect in the relationship between SNS marketing o

and Purchase behavioral intentiont of hair
salons.

5. 22

ol AAan}t AA, wl-GAHATH SNSHIA D
o] FAETC] WA= FFo] FHAQA = A 7t
A1 A=t &4, ZAlRo]= SNSHHIE-L Jtaf
Psorol| FHAN FFE vA 7Hd2E= A=A
AR, o|gAu|ATAo] SNSuHA " FuidEolzo]
AN FHEI = -] WETLE 24 TAR
7Hd3% =S

o] Z2 ZAil= u|gAH|ATZHO] SNSHHA GO EA|
9] FRAF| e T ARUACIA &5 4T
T 9 FRAHE ik 7 AlE I AFFOE
A FHRIE =9 £ ot g A9 HFolghs i
TY=E FHSNE = UFS AARE ACoE Brek
= Utk ol= AFAl14]0] #1l SNSAAlA 9 Abxlolut
=& 5% QAAES st A2 vhEol EAU &
= ERIoA 378491 FHEIT FFXRZ o]ofRE
A 5] £t E3F Newson & Patten[22]°]

L
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