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Abstract

This study examined the relative importance level of experience marketing on brand
attitude and brand loyalty in beauty salon franchise stores, and attempted to raise the
competitiveness of beauty salon services by presenting this elements as experience
marketing strategy directions for beauty salon franchise store management. A questionnaire
was used for this study on 350 adults residing in Gwangju Metropolitan City and SPSS
20.0 statistics package was used for analysis. In summary, the results of this study are as
follows. First, five factors that make up experience marketing in beauty salon franchise
stores were found. They were sensory marketing, relative marketing, emotional marketing,
cognitive marketing and behavior marketing. Brand loyalty was categorized into the two
factors, attitude loyalty and behavioral loyalty. Also, we found that experience marketing
had a statistically positive impact on brand loyalty. Secondly, experience marketing of
beauty salon franchise stores was found to have a statistically significant positive effect on
brand attitude. Thirdly, we found that the brand attitude of beauty salon franchise stores
had a statistically significant positive effect on brand loyalty.
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Table 1. Factor Analysis on Experience Marketing

Factor Eigen | Variance | Cronbac
Factor [tems . i
loading | value (%) h's a
The light brightness of this beauty salon was
.786
adequate
- The product display of this beauty salon was neat 783
- The inner coloring of this beauty salon was beautiful. 712
Factor |- The display of this beauty salon matched with the 692 9.96 37.06 85
1 Sense | atmosphere of beauty salon.
- | think the atmosphere of this beauty salon advances
614
the latest style.
- The music of this beauty salon matched well with the
539
atmosphere of beauty salon.
- In seems that the sympathy with other people using
this beauty salon brand is formed from the hair product 754
or service experience of beauty salon.
- The customer management program of this beauty 709
salon reminds me that | am a member of this brand. '
Factor |- This beauty salon feel intimate from the hair product
h : 674 8.21
2 or service experience of beauty salon. 2.05 .83
. . : (45.27)
Relation |- | feel like | have become an entertainer after the
) . ) .666
hairstyle experience at this beauty salon.
| can be related with other people through the
) ) .662
community of this beauty salon.
- | think the atmosphere of this beauty salon suits me 565
well. '
- This beauty salon makes me feel good because | feel 763
| am having newer experience than other people. '
Factor |- | have fun after coming into this beauty salon. .758 5.92
3 - | feel comfortable while | am in this beauty salon. .710 1.48 (51’ 19) .85
Feel |- | have uncommon (new) feeling while | am in this 694 '
beauty salon. '
- This beauty salon makes me feel vitality. .654
- | can easily understand hair products and hairstyle if |
L 784
visit this beauty salon.
- | can experience various products if | visit this beauty 714
salon. '
Factor [} get interested on how this beauty salon is different 681 138 5.51 84
4 Think | from the beauty salons of other brands. : (56.70)
- | gained interest on the style performed through the 671
experience at this beauty salon. '
| got to find out about new style through the
- ) 507
experience at this beauty salon.
The frequency of visit has increased after
o ) .783
Factor | experiencing this beauty salon 4.94
5 - | am familiar with visiting this beauty salon while 1.24 ' .80
: . . 725 (61.64)
Action | changing hairstyle.
- | enjoy doing hairstyle at this beauty salon. 704
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| will use
over

brand

FOI= OISAAML &
this

TEHX
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1L

- A/
would  recommend

others.

S EE

- | am satisfied with the ambience so | will visit

- | am satisfied with the convenience so | will
again.

Behavioral | visit again next time.
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- Even if it is a bit more expensive,

- Have affection for this beauty salon.
this beauty salon brand.

- Will use this before other brands.

A=l
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Table 3. Effect of Experience Marketing on Brand Loylaty

Dependent Variable | Independent Variable B St;?:;rd B t F Value 7
Sense .18 .07 .18 2.829™
Relation 18 .06 A7 2.863"
Loylaty Think .09 .06 10 1.429
) Action .06 .05 .07 1.214
Experience
Marksting Sense | .16 07 14 | 232"
Relation 18 .07 A7 2.848"
Behavioral Feel 23 07 22 | 3579 | 2363 | .26
Loylaty Think 15 07 14 | 2.167
Action -.07 .05 -.08 -1.301
Total .63 .05 .54 12.028™ | 144.66™ .30
Significant at *p<0.05 and **p<0.01 and ***xp<0.001.
HHCS SHS0 g2 0RO 8 HdEodp ©|0I8tCh.
(Chung et al,, 2009; Ha, 2006; Hwang & Lee, 0l24ae EdiE EHZ0 OIXl= HMEO0HHES Xt
2011; M. Kim, 2004; Kwon, 2003; Moon et al., A 2 AHMECZ A4HEH, CIXOAE D
2008)2 HARZWE HLHAISHCY, SOPIE S Mg IS0l EHE HEUH SHA
O2 ROG JEE OIXl= N2 LIERCH Ol
4, HEOE0| EHE Ei<0fl OlXl=s 9& gt Zl= AHIXe 2EHQ S-E HE 842
oS Ml Fas =I| 20 OHAER
TUTOIE DIZANA MBI SHe ge  2ENAN WP S260, DAKH 3T Duc
of gE2 DIXSIIE WS fs MEogs  HEE S0F= X2 Uie 3kottd A=l
S2UH0IOZ, BC HES Z=2H0102 5l CF Jeflt 20l e 38 eAag =0l XA
F3|724HS AAIE 2 Table 49 201 LIELCH, Bt QRS2 SHFE BSS mLots LSHE
M=oz, MEOPIZ0l 2¥c fgs ggs S S¥E HE0 RS2l ¥= Heg UbE
£ HYE2 36%2 DIIATA20, ME0AHE0 2 O, ol= DIE4 MEWH Ul 222 QX561
ME  ESO EHECR  RosH  (F=195.90, HSE 2 = ALt 20 e Bze Hz2
p<.001) HEASHB =.60, 1t=14.00, p<.001)2 O Y & ACks AS AMEHTL Ol= WEDHHE
& 2102 UECL Ol2fe 2De Soxse T 0 SYE BE0 23 9HS NHGD el
BHTI0|X 0|24 HE0| BT HEE HYsie ot HHHAP(Chung et al,, 2009, Huh, 2006;
Ltel g eiololeks 2D MEORIES =2 90X Jungwoo Kim, 2009; Park & Hwang, 2005)9 &
4 0ISA0 U8 2HE B S0 A T ZUE LSEO
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Table 4. Effect of Experience Marketing on Brand Attitude

Dependent Variable | Independent Variable B St;rr]rc(j)arrd B t F— Value Jod
Sense 21 .06 .21 3.697™
Relation .23 .06 .23 4,152
Brand Experience | Feel 27 .06 27 | 48727 | 44.36™ 39
Attitude Marketing Think .06 .06 .06 1.015
Action .01 .05 .01 .253
Total .75 .05 .60 13.997"" | 195.90™ .36
Significant at  **xp<0.001.
Table 5. Effect of Brand Attitude on Brand Loyalty
Dependent Variable | Independent Variable B St;?:)&rlrd B t F- Value Jod
Ait't”ldte 60 05 58 | 13.343™ | 178.08™ | .34
oy.ay Brand
Behavioral Attitude 67 04 64 | 153207 | 234.76™ | .40
Loylaty
Total .63 .04 68 17.217" | 296.43™ .46
Significant at  **xp<0.001.
5. BRC ETOF BHE SEHT0| OlXl= g8 Ol CHet S22ttt Of=H0l S HEH SeH=0f CHst X
EXO ST Y AHLEE INEZ DHE
IeHXI0IX DISAWAM E-E B BiE = o LIXE Z I%old, EF 0|84 BiEr= I8
SE0 G2 0IXI=JtE Trefohd| <ol S B StEl= MBIAE MSBHA BeiE SHAEE =00t
T E Sgdoloz BHt SH4TE FHHoICo=E & A0ICH &8t T 0I=4a HAIESHNA dloC
ot Cr=3HEAES AASH 2 Table 52 20| ool JlsgEotezs AEEIF 0l M2
LIEFSCE. SEHOZ MY HHE RXStL SHIMZ2
HHECZ, BeiE EHEDI BHE SH4EE &Y UE=0 UHA 2Rt H2 NRe AT 20t
St & HYEEE2 46%Z IWIADUCH, B HIE Ct AF=EICH Ol E8HE0 CHet EfEoF S9N
b BYHE S0 SHESZ 2298 (F= 296.43, UL-E BHE SLHE0 2FH0 JEgs 0RO
p<.001) HEASHB =68, t=17.22, p<.001)2 0| gt8l M. Kim(2004), Chung et al. (2009), 2HIl &
Xl HJO=Z LIEMGCH 0148 2= SEAS0| 2 SO Bt EHEIF BHE SHZ0 7olst I8
Xole 01842 BdE BTt B S8EE & £ 0zt 8l E. Kim(2011), H. Lee and
YHote GtLel =2 Bi010|2te 20 BEsiE HEE Suh(2012), =2 S35 0A2 HME0l EH= EY
= CXEs-5F 0240 Bt SHTIH =0e= T2 BHeE SHEO JSAHE  HOlst
A2 20IStCh. Wang(2013), INAEZCZA Bic EE9 B
Oldet Zlt= DI24AES JE& DHS0| Bl EHEO HEAHE 948! B. Ko and Suh(2013)2
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