
 

 

 
 
 

IMPLICATIONS OF DIFFERENT MENTAL AND BEHAVIORAL 
APPROACHES TO HAIRDRESSING SERVICES – CONSUMERS 

CLUSTERING APPROACH 
 
 
 

Monika Nalewajek 
Maria Curie Skłodowska University, Poland 

mnalewajek@wp.pl 
 

Radosław Mącik 
Maria Curie Skłodowska University, Poland 

radoslaw.macik@poczta.umcs.lublin.pl 
 
 
 
 
 
Abstract: 
Gaining customer’s satisfaction in the market is a key task faced by the company. This can be done by  
affecting the individual variables, which in case of different activities may be varying. In some markets, 
such as hairdressing services, building customer’s satisfaction is a difficult task, because of the fact 
that consumers can present both utilitarian and hedonistic approaches for this type of service. The 
essence is to understand customer’s needs and meet them out. Although it seems obvious, it 
becomes problematic, e.g., the hairdresser’s artistic vision is not always reflected in the consumer’s 
expectations, as well as the expectations of the consumer may be contrary to the knowledge that a 
hairdresser has, for example, the hairstyle, which he dreamed about is not appropriate for him). This 
article presents the results of the author’s own research (CAWI) on the Polish market of hairdressing 
services. The author proposes the hairdressing services typology using selected mental and 
behavioural variables as a base for cluster analysis. Next description of clusters and marketing 
implications for hairdressing service providers have been made. 
 
Keywords: hairdressing services, service quality management, customer typology, quality of life  
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1. INTRODUCTION 
 
Highly competitive companies cannot focus only on their product/offer development and increasing 
sales, because it is beneficial only in the short term. In such situations, it is necessary that the 
company’s focus point was directed on acquiring and managing customer’s satisfaction, building his 
loyalty (Tax & Brown 1998, Grönroos 2000, Stoma 2012). Companies have at their disposal a wide 
range of tools that can be helpful in their creation and shaping (Nowicki, Sikora 2010). 
 
In Poland, the market is dominated by small and medium-sized enterprises (GUS, Zadura-Lichota 
2012). These companies are focused on current operations, so it is difficult here to implement the 
concept of knowledge management or quality management by which the brand can increase 
competitive advantage. It successfully thrives in Japan (e.g.,TQM model, kaizen philosophy). Many 
companies are still trying to compete in prices, because the Polish consumer is very sensitive to this 
issue. Although nowadays more and more consumer are getting aware of how the market works – 
they are still dimly aware of the issues of ecology, philosophy of fair trade or even sustainable 
development (Shopping Show 2013, p. 14). In Poland, a smart shopper is an extremely common type 
of consumer (Shopping Show 2013, p. 25). He wants to get as much as possible in terms of price-
quality ratio. Since he is more rational in his choices than other customers, he can spend his time on 
searching products. He uses both physical and virtual channels, simultaneously taking advantages 
from new technologies and their features (e.g., smart phones and comparison shopping or enhanced 
reality tools). It makes the purchasing path more complicated, because he can verify the information at 
any time and place. 
 
Not for all markets price competition is the best strategy, which determines customer’s satisfaction. 
For a good example stands hairdressing service for which price may be a relevant factor when 
consumer chooses a hair salon, but his satisfaction is affected by a number of other factors, which are 
very often - difficult to handle with. Initial satisfaction with the service may vary if the hairstyle does not 
obtain the approval of society and the client is sensitive to this fact. As a result, even the customer left 
the hair salon satisfied, the salon cannot expect that he will get back, which makes building an 
effective policy of customer relationship management (CRM) difficult. 
 
2. THE SPECIFICITY OF HAIRDRESSING SERVICES 
 
The author’s primary research indicates that hairdressing services significantly differ from other 
services, especially those seemingly  similar, such as cosmetic ones [table 1]. The key issue is the 
fact that  carrying out  service by a hairdresser has an effect in terms of visible, permanent or relatively 
permanent change in the image of the consumer. This change can affect both self-esteem of a person 
or  his satisfaction  each day (for instance a well-cut hair, which do not require much attention in terms 
of styling). The effect of service can literally affects the customer’s life. Well-chosen and well-done  
hairstyle can increase self-confidence, or make someone to avoid public appearances, spending time 
with other people, because he will be ashamed of his look. For some professions, a particular hairstyle 
might also have an impact on the work a person performs (e.g., receptionist in the five-star hotel). 
 
Selection of appropriate service for the customer is also very complicated. Hairdresser has to take into 
account a lot of variables, such as customer’s personality (e.g. being conservative or eccentric), his 
habits relating to hair (the client often wears hair loose or up in a ponytail), the amount of time which 
he devotes to hair every day (customer who likes styling hair everyday or a client who wants to look 
great without putting much effort in it), the nature of customer’s work (a bank employee vs barmaid), 
sensitivity to a change (the customer who likes  always looking in different way and the one who feels 
good in one haircut for years), sensitivity to fashion, the level of self-acceptance of their appearance 
(an obese person, a person very slim), etc. 
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Table 1: The differences between the various types of services 

Factors: 
Service types 

Hairdressing service Cosmetics service Health care service 
use of the service necessary voluntary necessary 
an effect of the service the apparent permanent 

or relatively permanent 
change of image 

relatively permanent 
change in the image, not 
always visible 

health improvement, does 
not have to be visible on 
the outside 

sublinesubstitutability of 
service 

large (the capacity to 
accomplish the part of the 
services on your  own) 

large (the capacity to 
accomplish the part of the 
services on your own) 

small 

the importance of  
environment on the 
acceptance of services 
satisfaction  

it can be large and even 
crucial 

diverse minimal 

the importance of service 
provider personality  

very important diverse not important 

service provider skills very important very important very important 
the impact of service 
provider communication 
skills on the degree of 
satisfaction of service 

very important important minimal 

the material aspects of 
the service 

less important important very important 

Source: own elaboration. 
 
Risk that is taken during hairdressing services is very high. The client cannot see the hairstyle on his 
head until the service is provided. The final price is usually known after the service (for example, it is 
difficult to estimate the cost of dying hair before service). There is no guarantee for satisfaction, and 
the complaint does not restore the condition of the hair prior to the service. Hairdressing service is not 
permanent, so there is always demand for it. Hovewer, the hair salon should know how to fulfil 
customer’s satisfaction and be particularly concerned with the consumer’s  getting back to the same 
service provider again. It is also heterogeneous. You cannot make exactly the same hairstyle for many 
different customers due to many features which consumers do not realize (the shape of the face, skull 
shape, the height of the forehead, etc.). Therefore, a client who comes with a photo of hairstyle he 
would like to have, can often go out unsatisfied if the hairdresser did not adequately explain him the  
issues of suitability before making it. Such diversity makes it difficult to standardize and repeatability 
(which in the case of this type of service that is not always received well), which poses a challenge for 
building the perceived quality and satisfaction with services. 
 
Hairdressing services are  also specific, because, everyone needs them sooner or later. One’s hair 
grows fast, that is why some of consumers  have to use these services more often (haircut, dying of 
hair), for example, once a month. The rest group with hair growing slowly use them rarely, e.g. two 
times a year. The frequency of using of these services also depends on the hair length (shorter hair 
requires more attention). There is also a group of bald people (not using  hairdressing services) or 
who stylizes themselves on bald (a man cuts his hair on his own mostly). 
 
On the other hand, this service has high substitutability. There is no need to go to the hair salon to 
take an advantage of this service. A very clear trend to have something done on your own or with help 
of a well-known person, not necessarily by a professional hairdresser. This is commonly seen on web 
sites like Facebook, Pinterest, or even YouTube. The described behaviour can be dictated by: a lack 
of confidence in the hair salon, an unpleasant event from the past,  the consequent reluctance to the 
next visit (e.g. a deep dissatisfaction with the previous visit, the most common situations  such as  
cutting hair much shorter than the client asked for), sensitivity to price, or low complexity of hairstyles, 
in case customer takes care of  it on his own (e.g. a man who uses his own hair clipper). 
 
In addition, to be a hairdresser does not necessarily mean to have  formal education  in this field. The 
customer hardly ever checks it. Therefore, hairdressers with passion are perceived by customers as 
those with high reputation. Love what they do replaces the lack of formal education in this field. Since 
this profession requires skills, knowledge is less important and it seems to be only a supplement. 
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The success of the hair salon depends also on the location and the intensity of competition in the city. 
Good location and low competition can get customers to the hair salon. However customer’s loyalty 
depends on his satisfaction with the services and most significantly it is dependent on the assessment 
of the hairdresser - his skills (including communication skills), the way of customer service, courtesy, 
understanding of customer's needs. 
 
Typically customer more often chooses a particular hairdresser, not a hair salon. This means that 
even if in a renowned  salon work few people, the client arranges meeting with the particular one. If he 
finds his favourite hairdresser who can the best satisfy his needs, he rarely goes away. Quite popular 
is the situation when the hairdresser changes workplace the client follows him. Hence, being a novice 
in this profession is not easy, due to the need to create your own customers base. 
 
A very important role in  selection of hairdresser has recommendations. However, they can be divided 
into 3 categories: (1) the client recommend the hairdresser because of his skills, his professionalism, 
(2) customer service or (3) selects him because of his way of styling hair, which is similar to the 
customer’s terms of aesthetics. The most common cause of changing the hairdresser is dissatisfaction 
with the previous service (68 %) or a lack of competence of the previous hairdresser (36 %). A lot of 
customers begin relationships with hairdressers, but their contact can be described as less formal 
(43%), which means that the conversation goes beyond issues related to the service. They start 
talking about life, while 30% of  contacts remain official (applies strictly to performed services). A lower 
number of people start  contacts with  hairdressers based on acquaintance or friendship. 58% of 
respondents indicated that they would not have a problem to change the hairdresser. In addition, 46 % 
of customers would go to the hairdresser who they do not like but the quality of his services is high 
(23% of people did not know what they would have done in such a situation). Customers choosing the 
hairdresser are mainly focused on his skills. This fact and the wide availability of services at other 
salons cause that one dissatisfactory result of the service often leads to the change of the hair salon. 
Taking the human factor into account, the hairdresser is also a human and he can have a worse day. 
Unfortunately,  the fact is  that the hair salon  can easily lose its client. 
 
In addition, customers are strongly experienced by a failed service and usually resigns from the 
services of the hairdresser (especially if hair and the question of someone's own image is very 
important). The most common problems are  the hairdresser cut customers hair too much or the client 
was misunderstood. This is something the consumer remembers for a very long time and recalls often. 
 
Hairdressing services are also characterized by high seasonality in Poland. The best time is the 
winter-spring period (holidays, carnival, proms, communions, weddings), and the most difficult for the 
brand is the holiday period (trips, vacations) and November (the period immediately before 
Christmas). 
 
Rate the quality of service goes beyond the standard 4P in marketing  (product, place, price, 
promotion), but focuses on people who perform services, the process of service, physical evidence - 
decoration, using cosmetics, etc., pleasure of service (including its benefits) and post-service 
satisfaction. This gives the set of so called 7P or 8P in service (Mukerjee 2007). 
 
3. METHODOLOGY  

 
The article uses data from the CAWI research which was carried out in March 2014. Purposive 
sampling method has been employed. The survey consisted of 72 substantive questions and 8 
demographic ones. In the study, the 284 questionnaires were completed. Average time for filling the 
questionnaire was 32 minutes (median 27 minutes). 
 
Presented consumers typology is based on 18 item Likert-type scale measuring attitudes toward own 
hair and look. Exploratory factor analysis (EFA) has been performed allowing to extract four factors 
explaining about 60% of total variance – results are shown in table 2. Due to high cross-loadings 2 
variables were deleted from the scale, and the remaining 16 has been used to create index variables 
for four mentioned factors – their reliabilities and intercorrelations presents table 3. 
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Table 2: Results of exploratory factor analysis – attitudes toward own hair and look 
Matrix of rotated loadings a Components 

„for 
myself” 

Self-
esteem 

„for 
others” 

Fashion 

Items (translated into English)     /   Factor specific values 3,58 3,01 2,35 1,90 
I know my value (del) ,429 ,516   
I like my hair   ,619   
I like my look   ,869   
I feel good in my own body   ,819   
I pay attention to how I look  ,700    
I like to change hairstyles     ,797
Every day I want to look different     ,847
My hair defines me (del) ,441 ,354   
My hair and my look means a lot to me  ,660   
I pay a lot of attention to how I look  ,722   
I look the way I always wanted   ,801   
I take care of myself  ,747    
I choose cosmetics for my hair carefully ,709    
I want to please others   ,697 
I want to please me  ,658    
I care about be accepted by others    ,821  
Acceptance of my appearance by others is important to me    ,854  
I like to follow the fashion    ,570
Method of factors extraction: Principal components 
Method of factors rotation: Varimax with Kaiser’s normalization 
a low factor loadings (below 0,3) are omitted for simplicity purposes 
(del) denotes variables deleted from the final scale because of cross-factor loadings 

Source: Own elaboration. 
 
Table 3: Reliability and intercorrelations of index variables representing identified four factors 

Dimensions # of items Cronbach’s 
alpha 

Intercorrelations 
“for myself” Self-esteem “for others” Fashion 

“for myself” 6 ,834 1 ,251** ,353** ,192** 
Self-esteem 4 ,806  1 -,052 -,016 
“for others” 3 ,795   1 ,301** 
Fashion 3 ,658    1 
** denotes correlations significant on the level of p<0,01 (two-tailed) 
Source: Own elaboration 
 
Low intercorrelations and enough high level of reliability allowed to progress to the next step of 
analysis. 
 
The next step was to perform cluster analysis (k-means type) on four identified dimensions. Three 
clusters of consumers has been identified (with 278 usable observations), their profiles are presented 
in table 4. 
 
Table 4: Identified cluster profiles (averages for clusters in 1-5 scale) 

Dimensions 
Clusters 

1 2 3 
“for myself” 3,88 3,89 4,30 
Self-esteem 2,80 3,95 3,92 
“for others” 3,78 2,96 4,08 
Fashion 2,70 1,89 3,25 
N for cluster 92 59 127 
Source: own elaboration. 
 
Identified clusters can be described as follows in terms of intensity of dimensions used for clustering: 

• Cluster 1 is characterized by the lowest self-esteem comparing to other clusters, relatively 
average fashion consciousness, also the lowest (but similar to cluster 2) orientation “for-
myself”, and relatively high orientation “for others” – their hairdressing service usage patterns 
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are signalizing strong seeking confirmation of their choices from the peers, to increase self-
esteem, so their motivation is mainly external, 

• Cluster 2 is characterized by the highest self-esteem, rather strong orientation “for myself”, the 
lowest lever of “for other” orientation, and also the lowest fashion consciousness – they use 
hairdressing services for themselves not for their peers, and are rather utilitarian-oriented, 

• Cluster 3 is characterized by high values of all dimensions used, particularly the fashion 
consciousness, their hairdressing service usage patterns reveal stronger internal motivation 
for the choices. 

All clusters were not differing in terms of demographic variables other than gender of the respondent – 
in clusters 1 and 3 the share of men was on the level about 4-5% of the group, while in cluster 3 men 
were about 23% of this group. 

In later part of the paper mentioned clusters are thoroughly described and compared in terms of their 
behaviors connected with hairdressing service usage. 

4. THE TYPOLOGY OF CONSUMERS 
 

4.1. Consumer type #1: concentrated on a chosen hairstyle - looking for an 
appropriate hairdresser 

 
This consumer at first glance does not differ significantly from those classified to the cluster #3. 
Generally, he likes going to the hairdresser, and treats it as pleasure and relaxation. In this group, 
hairdresser is most associated with craftsman, so the connotation is neutral (this is someone who has 
to do something using classic tools and trained skills, for what is paid for, nothing else). In this group, 
most consumers know what hairstyle they want to have after leaving the hairdresser (54%), but also a 
lot of people do not have explicit ideas (42%). This consumer the most frequently, comparing to other 
groups, changes the hair salon, and the most frequently this change is made by fortune (44.8%). A 
large part of this group does not like to experiment with their appearance and usually has a very 
similar hairstyle (77.2%). The consumers from this cluster have also the most positive attitude to the 
hairdressers working at home, because they are not sensitive to salon design style, its equipment or 
local conditions. 
 
This consumer frequently goes out unsatisfied from a hairdresser and interestingly, most of his 
satisfaction is subordinated to the opinions of others. The situation is less accepted when the 
hairdresser cannot admit to own mistakes. Higher quality of service offered by another hairdresser 
definitely convinces him to change it (70%). This group the most often strongly feels that a current 
hairdresser does not pay attention to their needs. They do not like being  convinced by them to 
change their mind. In terms of choosing a new hairdresser, they are the most sensitive to  friend’s 
recommendations (they are strongly focused on someone who is professional) and the least sensitive 
to the opinions that focus on the way of customer service. Similarly, they do not pay attention to way of 
styling hair, in which hairdresser is specialized. In 95% of cases, this type of consumer was female. 
 
The question that arises, is how to care for the satisfaction of such a client? What can be done to 
improve the quality of services in his eyes and keep him with a brand? 
 
The consequences for marketing 
 
Described consumer is a very demanding client. He focuses on obtaining a certain result (does not 
like to experiment with his/her appearance), in this case he wants to get a particular hairstyle. What is 
worth pointing out, he does not always know what hairstyle he wants to have, or he is not always able 
to articulate how it should look. That is why his satisfaction is very difficult to gain.  What was 
previously mentioned, the fulfilment of his needs is a key factor. In the case of this client, hairdresser 
usually has only one chance to please him, because if he goes out unhappy, probably he will change 
the hair salon and will never return. The research shows that this type of customer is the most 
common of all dissatisfied customers, so he is strongly rotating client. He does not pay attention to the 
process of selecting a hairdresser. His decisions are made spontaneously and they  can also be easily 
obtained, as well as quickly lost by a particular service provider. It is visible that he strongly focuses 
his attention on the person of hairdresser, his professional skills and also communication skills, 
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because the effect (specific hairstyle) is the most important for him. He expects honesty, reliability and 
quality in the execution of what he said. 
 
To satisfy this type of client, there is need to focus on and invest in staff training, because the 
customer satisfaction depends mainly on this factor. The decoration of the hair salon, smells, music 
are in this case irrelevant background. Hairdresser should be strongly focused on customer’s needs 
and abandon attempts to propose hairstyles that would manifest his artistic visions. It must have well-
developed communication skills to be able to dissuade gently the client from a hairstyle that does not 
suit him and in such a way that he does not feel forced to change his mind. It is worth noting that this 
is a client who really care about his appearance and who wants to feel good in his own body. 
 
The client’s focus on outcomes and lower attachment to a particular hairdresser is a chance for a 
simple way to promote that kind of business. Web gallery (on own page or in social media like 
Facebook, Pinterest) with variety of hairstyles to show tangible effects that are able to get the specific 
hairdressers salon, comments under the pictures people who appreciate the professionalism of 
hairdresser salon seem to be the best and cheapest advertising. It requires only the quality of 
published materials and the time and commitment needed to create this type of content. 
 

4.2. Consumer type #2: utilitarian 
 

This client likes attending the hair salon the least. He treats going there negatively (this is the most-
delayed action or an unpleasant necessity) or neutral (nothing special, it is just a visit like any other). 
This group the most frequently than others associates hairdresser with the vision of an executioner 
from the middle ages, perceiving him strongly negatively (18.6% - 4-5 times more frequently than in 
the other groups) and the least frequently - with the artist (37.3%). They are more conscious what 
hairstyle they want to have after leaving the hair salon (71.4%), they are least likely to change 
hairdressers (they have a favourite hairdresser - like the others, but ¼ does not go at all to the 
hairdresser). They  draw more attention to the choice of a hairstyle than group #1 (the choice is more 
thought over). Consumers in this group more often have an official contact with the hairdresser, which 
means that conversation focuses strictly on the service and rarely goes beyond it. The most important 
issues for them are total time of service and its cost. They really do not like to make an appointment in 
hair salon because they strongly prefer use such service on “walk-in” rule. They declare more often 
than others (70%) that they choose a hairstyle on their own – the most often they are compared to 
other clusters and the hairdresser has the least impact on their choice (in one case for four). They 
definitely do not like experimenting with their appearance, each of their hairstyle is similar to that which 
already have had (93.2%). More than others they prefer to perform hairdressing services by friends or 
themselves. 
 
For this customer satisfaction with the services depends on opinions of others only in small degree. 
They are the least sensitive to situations in which the hairdresser constantly does similar hairstyle to 
each client, and when they do not see when he develops professionally. Among all groups, they 
change the hair salon the fastest, when they feel that the hairdresser is not honest with the customer, 
he has nothing interesting to say, and when he cannot admit to mistake. They mostly would be willing 
to change the hair salon if the price was lower in other place (55%) or there was a better location. 
They least frequently declare that they will do it because of the higher quality of service, which may 
suggest that the current level meets their expectances or show a lack of faith in the fact that this 
switch will change anything, so maybe the whole process is not worth putting the effort in to get the 
same or similar effect. Many of them are easily noticing a friendly approach to clients and their needs. 
From all groups they are the least satisfied with the services of their current hairdresser. They believe 
that their hairdresser does not have an interesting personality, does not know how to talk to a 
customer, neither he hears nor advises, has not got high-level skills. This group also is the least likely 
to indicate that their hairdresser is a young person, they do not feel in his company well, they consider 
that their hairdresser is not interested in their person and does not know how to choose the hairstyle 
taking into account the individual differences (e.g., their face shape), attitudes, personality and 
preferences. They believe that he cannot satisfy each customer, what means that he knows only few 
hairstyle and do them as often as he can. They do not see him as a creative and constantly learning.  
However, they are the least likely to leave the salon unhappy. They are also the least sensitive to the 
education of hairdressers and certificates and diplomas that are hung in hair salons or the quality of 
cosmetics used there. They do not have a strong preference concerning either age or gender of the 
hairdresser. It seems that hairdressing services are seen as something ordinary by them. 
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When they are choosing a hairdresser, similar to group #1, they draw attention to the opinions of 
hairdresser’s professionalism and like group #3 to opinions about the way of customer’s service. 
However, the most of all distinguished by the fact that they pay attention to these opinions, which 
represents this type of styling similar to their preferences. They pay attention to the prestige of the 
hairdresser the least, but the most of all, they notice the way in which he speaks with a customer. 
Similarly – they are also the least sensitive to the prestige of the hair salon and its decor. One fourth of 
this group were men. 
 
The consequences for marketing 
 
In the light of the research results, this client is the most utilitarian of all. He does not attach 
importance to his appearance, because hairdressing service is treated as a necessity and has neutral 
or negative connotations. He does not subordinate his satisfaction with the services with the opinions 
of others. In this group, customer’s behaviour is routine, thus, he still has the same hairstyle and 
despite dissatisfaction with the current hairdresser - does not change him. This customer does not 
begin relationships with the hairdresser (has the most official contact with him among others groups), 
probably due to the same perception of the service – he just needs to do it. Therefore, he takes care 
about the time of service, the price (the average amount paid for service is about 32 PLN (8 EUR) - it 
is about 15-16 PLN (4 EUR) less than in other groups (approximately by 32-35 %)) and the fact that 
this service could be performed without reservation in advance. He rarely leaves the salon unhappy, 
probably because of his low expectations concerning his hairstyle. 
 
To meet such client’s expectations concerning the hairdressing service there is need to focus on the 
process of service, so as to achieve a satisfactory time and price. The service should not be very 
engaging, so it is good to have client's records, which shows what the client had made before, and do 
not ask him about it again - this method does not treat him as new client and appreciates his loyalty. 
This client would feel appreciated also if a hairdresser remembered his previous visits and knew his 
expectations. This process will let to spare less both time and effort associated with asking the client 
again. In this case, the incentive may become lower prices loyalty programme, which would help to 
change his attitude to the hairdresser and appreciate him. 
 
This type of customer does not pay attention to design of the hair salon or utility facilities, accessibility 
of the hair salon or convenient location. 
 

4.3. Consumer type #3: Loyal Hedonist 
 
This client prefers to attend the hair salon and perceives the visit as a pleasure and the way of 
relaxation (62.2% of the group). He most often associates hairdresser with the artist, and the least of 
the executioner. People from this group usually know what hairstyle they want to have after going out 
from the hair salon and most frequently they have their favourite hairdresser (75.6%). These 
consumers are the most careful among other groups in choosing a hairdresser. They the least have 
an official contact with him, most often this contact is less official (speaking on other topics than the 
service itself). They prefer to book a visit in advance and accept that the service takes a particular  
time. These customers are the most likely to test out hairstyles. In terms of the place of service they 
highly prefer the hair salon. 
 
They are customers who frequently boast of their hairstyle after leaving the hairdresser and the least 
likely to be unhappy after that. They the most often of identified groups change the hairdresser when 
they see that he makes similar hairstyle to each customer and when the hairdresser does not develop. 
They pay attention to many factors. They appreciate the most their hairdresser for personality, draw 
attention to the professionalism of hairdresser (81%), the way in which he speaks with the customer 
and how the customer service is performed (in both cases is similar to group #2), prestige and 
reputation of the hair salon in which the hairdresser works, design and beauty of the salon. 
 
In their opinion, their current hairdresser knows the latest trends, has an interesting personality (this 
group is most sensitive to this fact), takes into account the comments and suggestions of the client 
when performing the service, is passionate about his job (he loves what he does), he is able to speak 
with a customer, he is a young person, creates an atmosphere in which the client feels comfortable 
and understands what the client wants to tell him. What is more, he takes care of getting additional 
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training, he can listen, is honest, knows how to satisfy each customer and always do the hairstyle he 
was asked for. 
 
The consequences for marketing 
 
In the light of the obtained results it can be concluded that it is a loyal customer with strong hedonistic 
attitudes to the service. He needs a lot of notice, engagement, paying much attention to his needs, 
discussing them, providing tips and suggestions that will help him to decide on hairstyle. The 
hairdresser should be a person who loves what he does and who constantly develops. Moreover, he 
should follow trends and be happy when he has the possibility to share this knowledge. Such a worker 
must have highly developed social skills to be able to interact with client while performing customer 
service. This significantly differs from the two previously mentioned clients. For this client, it is 
important to celebrate the service. He likes making reservations, since he thinks about the service 
earlier. He does not like to be in hurry. He respects or even requires being taken care of him for a 
specified period of time. This consumer draws attention to many details which influence his perception 
and satisfaction with services: the place and its reputation, environment, people, smells, music, 
cosmetics quality. He needs not only the service but also discussion on various topics, since he is 
strongly focused on hairdresser’s personality. He likes remaining with a hairdresser in semi-formal 
relationships. 
 
This client puts trust in his hairdresser the most of all groups. He feels strong attachment to him, which 
makes possible to convince his client to change hairstyle, despite the fact that he had his own different 
vision. The main task of salon is to encourage not only the customer but also the hairdresser to stay 
because when the hairdresser changes workplace, the clients follows (hence there should be 
implemented suitable personnel policy and motivational systems at work, atmosphere conducive to 
development). In the hair salon booking system should include the customer base, a history of service 
and their favourite hairdressers (because the client still wants to go to the same one). In this way, it is 
possible to show the customer care and respect to the customer in the best way. 
 
When paying attention to such a client, it is needed to take care of the continuous development of 
employees, to tangible proves of the quality of service: certificates, diplomas, awards. Caring out 
marketing activities, there should be exhibited outstanding achievements of hairdressers, their work at 
various shows and other events, brag about it. This way raises the prestige of both space and 
hairdressers, as personal brands (brands in themselves). 
 
5. CONCLUSIONS 
 
The appropriately done consumer segmentation allows not only to fit better products for them or direct 
right promotional messages, but also allows to take care of customer satisfaction and its perception of 
service quality in more effective way. 
 
Typology of consumers helps to extract points of the sensitivity e.g., what the consumer is aware of  
and how he reacts to it. Giving special care to the hair salon and its atmosphere for one group can be 
perceived as overwhelming but simultaneously for other clients can be seen as confirmation of the 
high quality of service and taking care of the customer. The similar function has behaviour and 
competence of hairdresser, what the study has clearly demonstrated. Beginning a relationship with the 
customer can both increase and decrease satisfaction with the service. 
 
These results confirm that the quality of service is understood in different ways by the consumer. 
Worth noting is the fact that without an understanding of how the customer perceives hairdressing 
services it is extremely difficult to satisfy him, which can lead to loss of customers or sales loss. 

Self-perception of the consumer can be connected with his personality, attitudes and beliefs toward 
himself, or how he is perceived by peers. In this case hairdressing services, the hairdresser as a 
service provider and a person – create various needs and expectations, and have their effect in the 
outcomes of delivered service. Hence, investigating mentioned issues and implementing findings in 
hairdressing service practice allow to archive better business outcomes for the salon, as well as earn 
higher customer’s satisfaction and loyalty. 
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