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A quantitative review of the relationship
between service quality, experiential marketing
and customer contentment in the hairdressing
service industry

Hsiao, Ya-Mei

Meiho Institute Technology

Abstract

In recent years, the hairdressing industry has become one of the most important
components in the service industry market. Customers have gradually paid more attention to
fashion trends and health appeals in their consumption patterns of hairdressing. In the face of
market competition and an environment where customers are becoming increasingly picky,
the satisfactory cognition generated from the quality of services and customer experience
during the process of being served has become a subject in the competitive market. This study
explores the relationship between service quality, experiential marketing and customer
satisfaction in the hairdressing service industry.

This study is based on a convenient and rapid sampling survey method. The samples were
random questionnaire subjects from hairdressing customers. A total of 182 valid samples were
returned, with a recovery rate of 91%. Statistical analysis methods such as factor analysis,
independent sample t-tests, and regression analysis were used in the study. The empirical
results show that the impact of service quality on customer satisfaction is directly related to
experiential marketing. To enhance customer satisfaction, it is essential to strengthen service
quality, as higher customer recognition of service quality leads to increased satisfaction. The
study results indicate significant positive effects: firstly, service quality has a significant
positive impact on experiential marketing; secondly, service quality has a significant positive
impact on customer satisfaction; thirdly, experiential marketing has a significant positive
impact on customer satisfaction. Finally, there is a partially mediating effect in the
relationships among service quality, experiential marketing, and customer satisfaction. The
results of this study can be used to provide reference for hairdressing service operators to
strengthen service quality and experience marketing strategy directions and suggestions, in
order to achieve the goal of sustainable management of the hairdressing industry.

Keywords: hairdressing service industry, service quality, experiential marketing,

customer satisfaction
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