Advances in Education #(E# &, 2018, 8(1), 1-12 Hans X
Published Online January 2018 in Hans. http://www.hanspub.org/journal/ae
https://doi.org/10.12677/2e.2018.81001

A Study on Relationships among Experience
Quality, Perceived Value and Satisfaction in
Beauty Customers

Kukllu Wu?, Tsaifeng Cheng?

1Department of Business Administration, Cheng Shiu University, Kaohsiung Taiwan
2Department of Education, National Kaohsiung Normal University, Kaohsiung Taiwan
Email: t2151@nknu.edu.tw

Received: Dec. 14”’, 2017; accepted: Dec. 26th, 2017; published: Jan. 3rd, 2018

Abstract

The main purpose of this study is to investigate relationships among experience quality, perceived
value and satisfaction in beauty customers. This study adopted a questionnaire survey and sub-
jects were selected from beauty customers in Kaohsiung city. Five hundred and fifty copies of for-
mal questionnaires were delivered to the subjects and there were 535 responders. The rate of va-
lid response data was 97.27%. Valid data were analyzed with statistical tests including descriptive
statistics, one-way ANOVA, Pearson product moment correlation, and canonical correlation. The
main results in this study were as follows: 1) Customers perceived moderate-high level of “expe-
rience. 2) Customers demonstrated moderate-high level of “perceived quality” and the subscale of
“sensory experience” had the highest score. “Perceived value” and the score of “cognitive value”
subscale was the highest. 3) Customers had perception of moderate-high level of “satisfaction” and
“staff service quality” was the highest subscale. 4). There were positive correlation among expe-
rience quality, perceived value and satisfaction in beauty customers. 5) There is overall relation-
ship between beauty customers experience quality and perceived value to satisfaction; Beauty
customers perceived the higher level of “social value”, having the better “satisfaction”.
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1. &g

RFEENFIRE, AN EI, AWARER KRB HHEKIERTE, AR LEL
SRR 2, HIR G RO RAT S . H i TR SR e FDL R R T se 4, REE A
BUKERAE W Q1E H Q2 FHE, MOy IR T ) 2.

455 )5 & (experience quality) i 9% & EARIG I RE R, PTERAS BORE MRS Sk BN N W RR TN
IV BRAE[L] o 055 S ot {2 (perceived value) 2 A7 it S IBUE IO LB, A BE3RAS I A H (KA X
[2]. W0 H., ZEMen—AN A, W I ROE R I, AT T EOR B AR AN AR [3], T
R RERZ AR B R A7 (AR 55 B, HLRNGE B P2 A O (R, R Se b B B 4 S

BUER B2 AMCEAUIRSS TR . 7P s, R IR IG5 & A A IR AT il B (B I 5 I [4] - T 9
H EELESROME AL, A 107 il B IR 55 45 RELE T B 3 R0 B e s (4L V9 9 Bt 7 2B K1 N 5]
AR I T AR e 95 -2 412 e I 2 6 5 (satisfaction) ,  $/ f3t 7 - 2 U A IR 25 AN IS St i SR B v Y
JO B TR [6] o S MV FRY AR o 8 A5 T W) ) LA 75 DA OB Y SRR B, S ] L T B3 4k 8 ORI AT
ISR A A, BEIEIRBCE 2 IR P, 2 TIRAR FSE.

L3ULH AT 2R SO SRR 2 7T, K2 FUfi ) B — SR B i PR 2 AR, DRLEA SC L SE b
BT, LA SR . R0 SE A8 5 T e R AR IR U I AR T, TS H LU R S R S R M
&, AT T8 RERT SR E B ARG i i Al 52 I, It 1 ik
BRI K AR
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2. EEICHEKE B
2.1, (A8 MR

PRI FEAMAL ] T — B MBS 58l Ja P AR R B AR [ 7], — BRI & AN A2, 767 SR I K
Frre AL SR SRS . SR ETHECIE AR, A9 H AL I & (experience quality) & X E: BIE R G S
R0 I R P E 1A A ) R BRAR S . ROE AL . A ARG AT R I AR AL, AR LR
R 25 Al BE AR O R IR ED R[] [8] [9] [10]. Z-FARIG R R &2, A — S E A LA
JETH[11] [12]:

1) 55 TEARFE NIRRT 2R 12575 5K, # IR T2 8 SRR I RIS =

2) RERMREG: N AT N G SO BT = A2 GG, RN TE ML R R 02 7 AR s 5 Mk AR
B NSRS A K

3) EEARLG: AL, WRUL. Urat. RHE. fil
(it o

4) TEEHARY: A TN N ER RIS BT AR BB AT N BEEAR, e —Fhdh bk SR AR BT 45

2.2. AmHE

KL H (perceived value)/& i 9 & 2k T H 82 AT SRAT S LA HE AOBU LA o R0 B A R TS E U 1T
TR RN, S BATA 6 5 AR R 228 [13]. X Abif] 5 s e e, SN — ﬁ%ﬁﬂ
PR R AR B EOCHE . T P EELESRIME SR, Ik 7 i K IR 5545 RE AL 2l R ol B e
WrAE, W B A A SRAT N[5 TR 1@%@Eﬁﬁi%Aﬁ%ﬁnTAmUT@AFEHMHQ

il

AR, R RO WL R

=k
il

[16] [17]:
1) AR OME: BUE A AR TR L A A F R AT R 5 IR S5 B R o5 N R AEAE 0
RN o

2) ThEEME: $RIE AN NN NERRE S H LG, IWNEA RS T RINME.

S)W%%ﬁ i MRS N ARV SS TG, X SE 25 il B R S5 R s sl B AR
7T NN RIS K i (= S

4) IWENAE: BUEESRETEY . AR 5 AR S0 U I A0 B AT IS SR
BB AR R 2 B T
23. BHEE

i 76 L (satisfaction) Ay —Ff i [ A PPALT SRR ITAL A2 SN Bl 28 6t A A REA R 55 B i, P 3RAS
F 7 L T 15 6 R e 0 3 A2 [ 18] B R B N T AN IR ST A B SRS ARSI R — AN R
ZEIRN KRR KA S 217 L [19] o B3 06 5B 2 — > 22 B T RO, AT X AN TR 7l B R 2 R 2 L A
Al R I [20] o ZREHT U IR TE TG0 LUR DU AN E i [21] [22]:
1) MRSAE: fexTBig R MR 5500 H 172 8L 5 S RIE 2 AR 55 2
2) M55 NG E T g5 N A (G IM) BRIk B8 7 5 IR 55 A5 L 2803 B L s BT v FA) i e IR 285
3) MREFIABE: WU AERI SN, iR I 55 PR 55 R B BOR A
4) Pt AET ERREATER . SREG MR R R R AR TG

24. FWRE. ARNMESHEEBEXEMRS
BT AL, AR o B BT T A S L S G AR [ 23] R BT i K AT LA IR RS M R
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[24] [25] [26]. AR50 57 &4 B A 1E M) SE M 0 50 8 [25] [26]. AL LRI el 0, (RIS BTE . HI5E
W8 -5 3 = B IR BB ARG . RS0 I S 2 s HAR IS, ARSI 2 s FOW R R [27]. Bk, A&
WO SR A R, BT RIS B RIS (S R T = IS K R AT

3. MIRA%E

WA HT IR B SCERAR DT, FERC AR AL B BRI TS8R, DL T AR 8 AN AR T2 [R] ) PR 50K
R, RHEFHEAZERWE 1R,

AW LA BT

AR A THRARTE. MBS ERI: JIR%eE B: WITRERE. miiEs
WS, WARDUZ BIFAHOCTE T WEAEEAE C: A WT RIS & RN AN E P AN 22 IO 2 B 2 A AH
KA

RBFFRXIFERF T, AT SR A A5 (IR 0T 50 REFEAR SO FORE 5, 128 /) % it 24
1000 A, KoL HURE 75 5K (purposed sampling) i BUE FiFE A 550 N THEFE. W& CARTIRE ZFEAR, H
2016 402 H 17 HRIBZHF R Nk H 5 R FF . 2FF 03 A 10 HIEWE, ZR M B IE 80 (F K 11l 27) 1]
& 15 )G, HRFEAN 535 17, A RUAAE H 4 ik 97.27%. AR5 T HRA Likert HEER Ty, 3t
A=AV ARG i R R A 20 R AN B SR L 20 s R R R L 20 . & o Mk T Y > 3.00,
FORARERZ BN HE RIFHSER ), FRIE T H 5 85 Z A0 R0 7 AT 0.512~0.816, 1 il
TR 5 BRI o RE AT 0.922~0.944, BAALE R EIR I = 8RB RIFHM A —2E, Kt 4a
T UM, ZRmdt T 8 b . AR 3 #h R 2R 53 Bk (principale axis factoring analysis), 73 54k
DU 2 % R T RO IR 22, FRIRORE A 5 il (promax) EAT (R 3 40 i, 45 SR ANk 1.

MR LRI, RIS AN S R SR T A RIS R, BRIE R BRI E T R 1
Ab, FEARLUS RS AR M, R 60 @8 IER A4 . LT Cronbacha (N —EUMESE ) 737 A :
0.93. 0.95 }¢ 0.94, W] WAHIE THA R HMEE 5%,

AT 5 R
1 &5k
PES s B
3B R > AFEE
LB R
LIR% HE
C
. LIRE AR ER
B »
L4 3IREFE
ARG N
47 fh
L trE B
2 A >
3 A {E
405 E

Figure 1. Conceptual framework
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Table 1. Experience quality, perceived value and satisfaction constructive validity and reliability analysis
# 1 HKERE. MENESHEEENYNESEET—RR

AR T JZ 1 B REIE(E (Rl 2 7 fof 5 BB RS Cronbacha
Z 51k% 5 2.96 0.63~0.85 59.21 0.83
% 5k 5 2.56 0.60~0.82 63.98 0.81
ENSEY
KIPAR L 4 2.41 0.74~0.84 60.20 0.78
R AR 5 2.81 0.67~0.81 56.22 0.80
e 5 3.33 0.77~0.87 66.72 0.87
i DR E 5 2.97 0.67~0.82 59.38 0.83
HvEAE
THBEME 5 2.96 0.69~0.81 59.11 0.83
INHNME 6 345 0.69~0.85 57.54 0.85
M55 25 5 3.35 0.76~0.84 66.91 0.88
) NGRS 5 3.05 0.69~0.82 61.09 0.84
WHEE
R 2% 545 5 2.76 0.71~0.78 55.21 0.80
7 5 2.92 0.73~0.80 54.81 0.82

AW FeAEH SPSS 15.0 BAF AT BRI Z i Ab B, FrEis TG B E 2 Gt i BH 4
Hr(ltem Analysis). K24 #1(Factor Analysis). 15 Z 73 #7(Reliability Analysis). #1428 5 #0531 (One-Way
ANOVA). J/RFRFH % H 5% (Pearson product-moment correlation) A #. %! < (Canonical correlation).

4. IRER
4.1 ZAVBERFERE. MRNESHERLSH

411 MEFREREZINAIH

AR T ERAR RN S, P8 4.21, MR TSR E. 2RAMEREEAR BT
FENENDIZHZ ERER, GREMNEEENER, HBEHEFHRER, DURERRE &,
RO . 588 RIS 2 RBALR, Wk 2 Fin.

4.1.2. BREMBENE IO

DABL 5 S0 S B AR 2 T 11 5, P35 4.07, AR s AP RIS . 4 R FMTRRE A B A
TARMS M ENDEZ MM ENZRER, SREIFEENZES, BEFRHERSER, Ll
e, HERFHTUERNE . a0 ME. ShEeME, W 3 Fir.

4.13. MERBEZIVRIH

AR R T M0 55 5 315 4.16 73, U HH v P A B o R AR AS B[R 1 AR 5
IIHTI R S R TR I B 2 AR, BARBEFIERSR, WS ANRARRRNET, HEeRFEHASN
M55 W MRS IABE S dh, W 4 From

4.2, ZRUHERFRRE. MENESHEEZBXSH

421 HERESMENMEZEXIH
HI7% 5 AT, A ARG T R B AR I S RS A E BRI, ARG R B r fE(0.66), IAEIREKT(p <
0.001) £ IEAHK, HAML B & VANZ 5 R O E AN RIS, IRIEE R E KT, MRREN T
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Table 2. The summary of the analysis of the current situation of customer experience quality
%= 2. MEAERE IR TEER

JETH A4 TR ik SFHL FRRF R bt dm 22 FlE HEE
12 51k5% 5 20.92 4.18 3.03
2RI 5 20.53 411 2.92
29.34%** 3>4>1>2
IBE AL 4 17.20 4.30 2.37
A TR 5 21.21 4.24 2.85
BRI 19 79.87 421 9.56 _
**%p < 0001,
Table 3. The summary of the analysis of the current situation of perception value
%= 3. MnMMEZ A TEESR
JETH A4 R ik SFEHL LT 1 K bRt 22 FlE HEE
1EME 5 20.69 413 3.18
2D RN E 5 20.48 409 3.00
19.20%** 4>3>1>2
3G E 5 21.01 4.20 2.98
ANFIE 6 25.40 423 3.53
AR Z 1 21 87.58 417 11.19
**%p < 0001,
Table 4. The summary of the analysis of the current situation of satisfaction
=4 BEEZIASTHER
JETH A4 R ik SFHL FRRF YL bt Am 22 FlE HEE
URss N4 5 21.17 423 3.03
NS 5 21.52 4.30 2.86
65.85%** 2>1>3>4
K)ii & E78E 5 20.27 4.06 3.25
477 5 20.22 4.04 3.09
L2 N] 20 79.87 4.16 9.56 _
**%p < 0.001.
Table 5. Experience quality and perceived value of the relevant summary
=5 AERESHENMEZHEXBER
P el W I BT
Z 5k \ 0.50%** 0.51*** 0.47%** 0.49%** 0.56***
PRIENT 0.56%** 0.49%** 0.51*** 0.51%** 0.59%**
JRE KL 0.50%** 0.49%** 0.52%** 0.52%** 0.57%**
(SaK:Y v 0.46%** 0.49%** 0.49%** 0.49*** 0.54%**
AR Z 1 0.59%** 0.58%** 0.58*** 0.59*** 0.66***
**%p < 0,001,
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0.46~0.56 8], ZIEAHI . HIMATRL, W TR A &, WERMEME Bty ke, &
RFTR G, W EEE.

422 RERBSHREEZEXIH

I 6 HRTAN, A AR 6 T B R A T S 0 R B R AR SR T, A O R B r {H(0.61), IABIRAE KT (p <
0.001), HEREIEMC. AIGHEUAZHSAHEENNZEH MG, BB BHEKE, HXRENT
0.33~0.51 . [d], ZIEAHIC. HHICTTEN, AR TAR50 5 &2 Aot frm, W Sl ke, AR
EEEVERAS, R A .

4.2.3. ARMESHEEZBXIH

M3 7 AR, SR RSB AR R T S R R T, AR R K r 16(0.82), BFIRE KT
(p<0.001), HEIEMI. AT, M EIINR IS HE RN R AR, BEREEKT,
KA T 0.53~0.68 i), IEMIC. HIBLARL, Bl T E@m, Wl @ir: k.,
wHHMEEAR, NHEEEE.
43 RAUBMEFERE. ARNMESHBEZRBEXIH

LU LAR BRI AN SR (S SRS RIBRLS . B RS  aiRkag), AR E R DY A2
JRR(HEOME S DB E . A AR E) 95— AT (P A2 ), AT 5 1 DY A 2 J= i (I 55
WA RN RRGT . IRSIAET 7 ) N8 AR (R AL ), BE1 T LR R AR SC 0 i, A 8
5K 2. 22k Get MR

Table 6. Experience the quality and satisfaction of the relevant summary

F 6. HEREBSHEEZHEXHER

ey N AP W58 b IR
Z 55 0.51%+* 0.45%** 0.41 %%+ 0.46%+* 0.54%+*
RIARLS: 0.51%** 0.47%* 0.49%** 0.48%** 0.57%*x
RE AL 0.51%** 0.49%** 0.45%+* 0.44%xx 0.56%**
IR 0.39%** 0.33%** 0.34%x* 0.41%%* 0.42%%*
KR 0.55%+* 0.51%** 0.50%** 0.53%+* 0.61%+*

**%p < 0.001.

Table 7. Perceived value and satisfaction of the relevant summary

F= 7. MRENMESHEECHXBER

i mans AP 5 b i bR
A 0.68%** 0.64*** 0.66*** 0.60%** 0.76%**
DhRem 8 0.67%** 0.59%** 0.53*** 0.60%** 0.70%**
15 IRANME 0.62%** 0.59*** 0.57*** 0.61%** 0.70%**
IEIE 0.62*** 0.60%** 0.61%** 0.63*** 0.72%**
AR 0.73*** 0.69%** 0.67*** 0.69%** 0.82%**

**%p < 0.001.
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43.1. AREXREMES
HWA LA S R EUEF] 0.001 LA R EEK, HMBIAHERE p=0.84 F1 p =0.26 [KlL, AK 5
B VUASZ A EN SN E TUASZ T, 5 B E o A S8 R 2K B 21356 2 DO A 2 0 .

432 BMBBEMS

1) AR TS — AN BB IR 3R () PT A3 BH 50b AR T 28 — SR TR 36 (1) S AR B 11 71.3%, T 80b AR T3
(A28 A LR TR 38 (1) TT DA SO0 A0 T A A5 5 5 11 72,27 %, {E 428 ) A2 T 5 258 b A T 1) 3% 35047 51.51%,
AL 2 ) AR T o 55— M TR BRI 3R (L, L) AT DA ROhR A8 T A8 S 1 51.51%.

2) FEHIAR T AN AR 3R (0 2) W] LA PH S80hR AR T (1) 25 L 2[RI 3R (2) AR B (1) 7.0%, 17 50bR AR Tl
(1958 — AN SRS TR 3R (52) T DAAAARE 0bR A8 0L A% S B 119 9.16%, H 281 245 105 2850 4% T 14 B 3% 30477 .6 2%,
g AR T i 2 — LR IR R (L, ) AT DASRRE S5O AR 0 AR S 2 1) 0.62% .

3) MR IR AR B IE 5 — 25 AN AR R EIE Ay, it 52.13%, 52, 54K,
RIAARLS . B R AR i ThaethE . FENE IR E S )\ G T, 2l
—ANEE A MR R LSS RGN A IRF NIRRT RSG5 555 DY S R 2 1
MARSR RN 52.13%.

4.3.3. ARLHME

P TR A O B AR E I DLSE — N SURAR SRR, SR A EIE RN, AT\ AN AR T 2 R A
FH 35— A 2R D] 2 e DU AN 35bR AR T o A28 AR TR 28 — AN LB PR 3R (1) 5 )\ B TUH KR, 2 585
RERARLS . JRERL . AR, M E. DhReti i BN E. INEIESE NIRRT, 45
Z¥ 90649, —0.676. —0.662. —0.498. —0.893. —0.840. —0.835. —0.850; i Rih5AL Tl ) 45 — > # 7Y [K]
F M) YA BRI H 53 RS N2 RS N30 IR A EE . P= i &, 450 & 408-0.281.-0.101,
—-0.016. —0.050. —0.236. —0.421. —0.074. —0.118 FHULAIHIE S — AWK R, B 2 AR5 &

Table 8. Experience quality and perceived value of the various levels and satisfaction of the various levels of the relevant

Siurgm?%ﬁﬁéﬂ MENMEETEASHEES S EE SAEXHER
) AR 51 R 3R bR AT R 3R
x x2 (Y 2250) nl n2

Z 5k -0.65 -0.28 i ke -0.91 -0.25
RIS -0.68 -0.10 i IS -0.85 -0.03
R A -0.66 -0.02 R 25 38 -0.82 -0.55
R AR -0.50 -0.05 P b -0.82 -0.06
i -0.89 -0.24
e E -0.84 -0.42
HEME -0.84 -0.07
IENNE -0.85 -0.12

i AR R HOE S b 56.08 430 AR RO 23 L 72.27 9.16
HikEH 39.97 0.29 LR 51.51 0.62

p2 0.71 0.07
IR A K 0.84%** 0.26%**
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BEsARER

g s

FETH
WA
Thas S
-.82
s 7
AL
***p < 0.001

Figure 2. Beauty customer experience quality, perceived value and satisfaction typical correlation
analysis path diagram

B2 XFMEARRE. MRNESHEERBEXSNEEE

55 R GE B T3 B A AR TR R A o (2B W TR I, R P R (D6 T R R AR AR
HAL S ERBUAE, IR 55 P92 R o
5. GRS EN
5.1. &g
511 BEHAEREBERTEEE, HHREAERSS, XREABRRKE

RIEATT TR, SRl BRI R R h e, i Z I 5, DURE AR e, 1%
RS8N e ik
512 BIEARNERPBER, XLUAANESS, WENERK

MHIFFER R I, S b B B A e B g b e ), s 02 W &, DOARIM B s, mizhee
B AR
513 ME#RERTEEE, UBRSARRRRS, =RAIRKE

TRIGFFEAT AN, SRV R A o B R i IR R i, b 2, BUIRSS N R e
77 it R R R A
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5.14. XBUBMEFERE. MENESHBERKILEZESIERX

ARG B DA R AR, 2 5 R HE DA )2 KRR R T R A R IR, JRRVEUE
RIS S B IS A, DR o A IR A

RIS DU 2 LR R I, 5 Z AR Z 1 R S A, TRBI SR i 18
AT J5 B SRR A R, X IR R RS2 U A

FASEANELDIAN 00 2 SRR R T, Y 5 DY AN 2 B AR R T TRl B IEAH O, IR SE A i £E
FRGEA A A IRy, X R R IR 2 A

515 EFUmEARRBSHENENHEEEEAABEX, HPHSNENRES, BRELF

WRIGIF TR, RABRRETT R R (5 2R AR, IR ARG BT RS R i
{IERSRESVERER: 2 NINPRES E Pl TTEes Sl Ty e N U B = 92 =) -t 0= S i 42 I @ RS
SEMECCH A A ] ) SR A Sm Rk

5.2. il

5.2.1. XERIMAIERIS

1) R BRI RS B A 2 54k, AR IR

WA AT TR I, 5525 03 FUBE A LA Th B AR B SRR, DRIk 9 28 i I 12 38 io 45 o 7 24 o T g
Pl, Bilhn: FERBETT AR IRN BV @A, TR TR R BT, KA N Th RSN A 75 SR 2 e
BE.
2) R E QRRIETHIRSS Z 0, $8 w0 R
AT 5T R B 75 L 75 R 6 IR 5 R A B B A R o AR O, BB R v K 8 2R R4 A I
FRMHERE, IRTHAK R R R A, USRI B b 0 [ B Ao e e N H e SR T BRE, ARk
LH A0 A B ARG PR R A7, R RN, ARTH IR R

5.2.2. FERLEEIR

1) sk 5 T RE A U B s BRGS0 i

AR FE R IS 25 X 6 25 7 i FAD PR 28 B SETRAR (L= T 2 AR . THRE T AN T /R, KX L8 72 i
JEW KPP A R FIFERE R . Rk Se 2l B T 7% BN 03 T7e SR A, A2 ) e HE S 28 T iR
RIS SR, MAHAMSEE TG, SO b ik s, CAEAIEBEBI0 A, &btk
B RS SN, BT ARG B

2) B AN N A IR B BT, AR I w5 B S S

KRR RIERD TS, FFE RN R TE MM ERI, EEf sy kmyy, HEmE
2 H RV, T IREM AR, A bR TR A RE AN, B B
BN AN BT RE . R R P T, ARG 3¢ 5 2 M i A (AR T 1) 2 ]

3) TAIEMRSS IRBE . i P PR B BRI, DASR T S5 AR A

ARTIF T e B 280 o R0 A B FL A 9 050 ) e T 5 P8 oG, R 55 R 353 2 T 2 il 72 3 SR
Bl BT LASE 2 V0 0 BT 15 N 1 PR 5 o 250 R 5 6 RO TR ARG JE 47 REAE PR TR B s LA B 1
FIVE DR L IR 55 A 558 14D 58 ) P o B i 5T 25 1 35 o

4) BESTEAEARS N G R OISR ARG SRR ISR, 1 3k vt A A8

A FCGE RR I, 75 VAR SR 5 R0 A B 2 R (R R i S TE R O, LT 3 o S 2 il R
AR . D, B I RS N RE RN NG, RRFERIMLRES), KdEm AR
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s PROESEAIN N 54T IS, O B 5 B B A B AR IE 1A 3 Bl o
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