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The Effect of Make-up Artist Experiences on Brand Loyalty
through Mediation of Trust and Brand Satisfaction

Hyang Soo Sin" and Young Sun Rhee
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Abstract: This study aimed to determine the factors of the make-up artist experience and establish their effects on brand
loyalty through the mediation of trust and brand satisfaction. The step of first surveyed the make-up artist experience
level through precedent research and made concept frame of study. The step of second checked up the effects of make-
up artist experience through the desires for change. The step of third established to the effects of brand loyalty through
make-up artist experience brand through mediation of make-up artist trust and brand satisfaction. The survey was carried
out on 440 women aged 20 to 40 who experienced make-up services in Seoul, Gyeonggi-do, Sejong and Daejeon. The
data were analyzed using SPSS 23.0, and AMOS 18.0 using frequency analysis, factor analysis, reliability analysis, struc-
tural model analysis and ¢-tests. 1)Make-up artist experiences were divided into informational/ relational experiences and
emotional experiences. 2)Desires for change influenced positive effects about information/relational experience and emo-
tional experience. 3)The information/relation experiences influenced positive effects about artist trust and brand sat-
isfaction. 4)The emotional experiences influenced positive effects about make-up artist trust and brand satisfaction. 5) The
make-up artist trust influenced positive effects about brand satisfaction. Trust in the make-up artist did not directly influ-
ence brand loyalty, but influenced it through satisfaction. 6)The brand satisfaction influenced positive effects about brand
loyalty. This study identified the roles of make-up artist and the importance of the make-up experience.

Key words: make-up artist experiences (F1©]3Y ©}E]2~E A|4), desire for change (tﬂi}d‘l?), make-up artist trust (4]
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Table 1. Factor analysis and cronbach’s alpha of make-up artist experiences

Factors Measures Loadings Eigen value o
I found well-matching make-up method for me through make-up artist. 82
. The make-up artist showed interest to the customer during making the make-up. 81
Informational/ o , 259 21
relational experience The make-up artist listened to the customer's story carefully(worry and problem about 7 - .

make-up) during making the make-up.

I got to know the make-up trends with make-up provided by the make-up artist. .69
I enjoyed having make-up by the make-up artist. .83
Emotional . .
. I felt the time was very fast when the make-up artist gave me a make-up. .82 2.04 74
experience
I felt better because of receiving the make-up from artist. 72
o] AAe] 33.6%(148%)= 7HE B2 HES ARk S gatsien HWolay ole|2E AP acle] HA ik
Ape] gk g 8= 309 o) d~509H WRho] 34.5%(1529) 65.10%5 AW3l= Aoz Yepdth 2+ a9ld tigk Alge
2 7P wol Yehith AZus} Y3K(Cronbach’s alpha)#to] 5% .70 o’doZ e}
U SAEFe] AEAEE Ze AR YehsithLee & Rim,
42 SXHTTO| ElgTe} MET 2017). A 3l gk QQ1EA A= Table 15} 2t
wo]zig] ofE|l2E Aol ofElAE N, MAS ¥, B
A= FHES e GRS FEYPY ZYOoT B 43 TEYWHA DA
oldo] AFEA 164 AN Hhsh o] Wlo]zg ofE|E B AT GAIE 29145} Cronbachs a A8 o8
Aol tstel g 8RS AN 14 QARHE AT B4 A4S vigo AT B A3 9 el
& A3k THA7E 06 ok Aol Wi ke 3EF  AEFA] Sl AMOSE olg3te] A1 QoML 4
gl AASE AUS @ F 2 AR AN skith B0 SARNS AN 3] Z3FE thsted
I Az vlo]ay olE2E AYHS 27K Q291w Yehts A Z el (Convergent  validity)?+ -8 €34 (Discriminant
o 21 “gu g #A AP, afle g ARrew | validityye SRtk 2 WQle] A A x| A= x=
Table 2. Confirmatory factor analysis
Factors b SE t-value B AVE CR
1 1.000 157
2 0.683 .063 10.836 544
Desire for change 3 0.996 .069 14.348 712 0.610 0.885
4 1.066 064 16.782 .854
5 0.822 061 13.491 671
Inf on/ 1 1.000 .655
" T’t‘i‘azol 2 1.046 083 12.552 727 0650 0885
cranona 3 1.081 086 12.634 734 ' ’
experience
4 1.000 094 13.031 766
Emotional 1 1.000 724
motiona 2 1323 104 12.767 762 0.635 0.838
experience 3 0.938 082 11.383 640
1 1.000 730
Make-up 2 1.072 072 14.875 U751
artist trust 3 1.081 .076 14.144 714 0752 0916
4 1.187 072 16415 .836
1 1.000 .678
. . 2 1.071 .088 12.190 .654
Brand satisfaction 3 1266 091 13.847 757 0.709 0.907
4 1.354 .098 13.851 757
1 1.000 752
Brand loyalty 2 1.253 .073 17.135 .850 0.799 0.923
3 1.198 071 16.805 .828

x=488.322(df=215, p=.000), GFI=.910, AGFI=.884, NFI=.901, CFI=.942, RMR=023
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Table 3. Correlation analysis

Factors Desire for change Il;lfomationa.l/ Emot.ional Make-up artist Branq Brand
relational experience experience trust satisfaction loyalty
Desire for change 610
Informational/relational experience 270%* 659
Emotional experience 283%* .343%* 635
Make-up artist trust 238%* 538%* 3324 752
Brand satisfaction 272%* 548 A460%* 632 .709
Brand loyalty 258%* 326%* 302%* 354 S91** 799
**p<.01, Diagonal line is AVE.
Table 4. Standardized regression weights
Category Estimate SE CR p
Desire for change — informational/relational experience 296 056 5.002 .000
Desire for change — emotional experience 358 057 5.641 .000
Informational/relational experience — make-up artist trust 603 .070 8.061 .000
Informational/relational experience = brand satisfaction 267 076 3.421 .000
Emotional experience — make-up artist trust 226 .064 3.514 .000
Emotional experience — brand satisfaction 267 .066 4.209 .000
Make-up artist trust = brand satisfaction 388 .081 5.007 .000
Make-up artist trust = brand loyalty .146 .084 1.865 .062
Brand satisfaction — brand loyalty .618 .090 7.101 .000
*H*p<,001
488.322(df=215, p=.000), GFI=910, AGFI=.884, NFI=901, CFI (Average Variance Extracted; AVEYS =43t /HdAlE =
—942, RMR=0230.2 Ueh} 7124 ol S=aleld 5 & 07 ol Saial 230 05 ool 248 e A%
ARFPL o] e Ao et JFEdS dot sl & 4= EH(Lee & Rim, 2017), £ d5<] 7id 4l
H7] $18l 70 AlZ]%=(Construct reliability)e} Howat FE3% H=e 07 o] AlE S AL, Hait FEUS B

® ® ®
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e | skill | Imannersll imagel I trust |€,2?
E::H!!H nformationa

/relational .603*** recommend| [ RePect | |revisiter|
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;

X purchases
gxperience

¥

[ rewz '/ ysgen
emotional
m experience

|pleasure1| |pleasureZ| |f9f"95h|

overa produc make-up
satisfactionf|_solving

R=.000 CMIN/DF=1.921

R U Absolute fit index | Incremental fit index
GFI =923 NFI =913
AGFI =.904 CFI =.956
RMSEA =.046 TLI =.946

Fig. 1. Structural equation model.
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