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The Influence of Emotional Marketing on Brand Awareness and
Relationship Continuity in Aesthetic Salons in China

XinTing Lyu and Yun-young Na'
Dept. of Beauty Art, Honam University, Gwangju, Korea

Abstract: This study aimed to unveil the causality between the emotional marketing of aesthetic salons and brand aware-
ness/relationship continuity in Chinese female consumers. For data collection, a self-administered questionnaire survey was
conducted among adult women in their 20s or older in Liaoning Province, China, from February 2 to 18, 2023, using WeChat.
From a total of 431distributed questionnaires, 393 copies were collected. Then, 369 copies, excluding 24 poorly answered
ones, were used for the final analysis. The collected data were analyzed using SPSS 25.0 and the summary of the results
of the study is as follows. First, in emotional marketing, sight, smell, hearing, and taste had a positive(+) influence on both
cognitive and affective experiences. Second, in emotional marketing, sight, smell, and taste displayed a positive(+) effect on
relationship continuity. Third, in brand awareness, both cognitive and affective experiences showed a positive(+) effect on
relationship continuity. Collectively, this means that the higher the cognitive and emotional marketing of brand awareness,
the higher the relationship continuity persistence. This study confirmed the causality among the emotional marketing of aes-
thetic salons, brand awareness, and relationship continuity; sight and taste were key factors that influenced brand awareness
and relationship continuity. In addition, hearing and smell were important, influencing the relationships among variables.
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Table 1 Validation of validity and reliability of emotional marketing

_ - Component
Vision Feelers Taste Hearing Smell
Shop exterior image is important 817 .199 .196 132 184
Lighting image is important 773 302 .169 181 173
color image 745 256 210 188 212
Space layout important 739 238 179 217 182
Product display status is important 705 264 216 209 240
Indoor air (humidity, temperature) important 225 .807 .105 178 181
Gown, towel. Touch is important 269 .760 075 204 238
The material of the bed, the temperature is important 221 737 115 294 243
Interior feel is important 263 705 .142 243 173
The material of the furniture in the waiting space is important 253 .698 .142 230 .194
Food and beverage diversity is important .189 134 776 152 131
Staff description of beverage/tea is important .073 —-.036 769 .149 195
Important to provide food and beverage that fits the shop image 151 111 .768 .184 167
Food and beverage is important 187 251 762 197 .045
Providing food and beverage that fits the customer's constitution is important 257 .095 .698 267 145
Employee voice is important .165 132 282 753 210
Ambient noise condition is important 214 299 .170 750 .086
Importance of spacing with other customers when managing 233 235 .168 724 171
Music tempo, volume is important 113 260 281 721 229
Music genre is important for shop image .190 248 228 720 250
The scent that fits the shop's image is important. 237 201 .169 224 187
Management tools/products are odorless 235 256 201 124 779
The scent/smell of the shop is a care product or aroma, etc 193 204 227 252 776
The scent/smell of the shop is a care product or aroma, etc 219 279 138 231 758
Eigen Value 3.708 3.701 3.519 3.511 3.120
Variance(%) 15.449 15419 14.662 14.628 13.000
Accumulate variance(%o) 15.449 30.869 45.531 60.159 73.159
Cronbach's o 915 904 875 .899 908
KMO = .947, Bartlett's test x2:6329.464 (df=276, p=.000)
Table 2 Validation of validity and reliability of brand awareness
Component
Item
emotional experience  Cognitive experience

Emotional marketing skin shop likes .881 218

Looking forward to the skin shop for emotional marketing .821 338

Emotional marketing Skin shop comfortable .805 310

Emotional Marketing Skin Shop Special Emotions 778 348

Emotional marketing Experience of seeing or hearing skin shops 182 .840

Emotional marketing skin shop has a new experience 343 .809

Emotional marketing skin shop interest 348 .806

Emotional marketing skin shops are different from other shops 351 768

Eigen Value 3.099 2.980

Variance(%) 38.731 37.245

Accumulate variance(%) 38.731 75.976

Cronbach's o .899 .885

KMO =906, Bartlett's test x> = 1932.234 (df=28, p=.000)
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Table 3. Validation of validity and reliability of relationship persistence

Item

Component

Relationship persistence

Emotional marketing implementation Skin shops are compulsive to purchase .830
Emotional marketing implementation skin shop priority selection 827
Emotional marketing implementation Other recommendations for skin shops 821
Emotional marketing is implemented. Choose even if the skin shop is expensive 776
If the quality and price of treatment management are the same, select an emotional marketing skin shop 739
Eigen Value 3.195
Variance(%) 63.896
Accumulate variance(%o) 63.896
Cronbach's o 855
KMO=.844, Bartlett's test >=782.460 (df=10, p=.000)
Table 4. Descriptive statistics and correlation verification
Emotional marketing Brand awareness
Component M+SD - . Cognitive ~ Emotional Relat.ionship
Feelers Vision Smell Hearing Taste experience  experience persistence
Feelers 4.05 +.684 1
Vision 398+.682 651 1
Smell 393+.761 605 592 1
Hearing 3.97+.691 628" 567 583" 1
Taste 369+.712 408" 5177 4817 569" 1
Cognitive experience 3.59+.807 409 5257 480" 5127 5547 1
Emotional experience 3.76+.748 432" 5327 4347 5107 4607 6557 1
Relationship persistence 3.82+.686 483" 570" 5477 459" 508" 559" 548" 1
*p<.001
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Table 5. The influence of emotional marketing of Chinese aesthetic shop on brand awareness

Dependent Independent Non-standardized coefficient Standardization coefficient ; »
variable variable B SE B
(Constant) 172 228 755 451
Feelers -.053 071 —.045 —.742 459
- Vision 270 .069 228 3.886%** .000
;(;EE:; Smell 142 059 134 2399+ 017
Hearing 192 .069 165 2.789%* .006
Taste 335 .059 296 5,727k .000
R?= 414, Adj R*= 406, F-value=51309%** p= 000
(Constant) 696 220 3.163 .002
Feelers 011 .068 .010 156 .876
) Vision 317 .067 289 4.726%** .000
i?g;:g;‘i Smell 054 057 055 940 348
Hearing 239 066 221 3.597%** .000
Taste 162 056 154 2.870%* .004
R?= 365, Adj R?= 357, F-value =41.813*** p=.000
9 < 05, *p< 01, ***p< 001
Table 6. The impact of emotional marketing in Chinese aesthetic shop on relationship persistence
Dependent Independent Non-standardized coefficient Standardization coefficient , »
variable variable B SE B
(Constant) 821 191 4.290 .000
Feelers .080 .060 .080 1.347 179
) ] Vision 266 058 265 4.576%** .000
];Zlf:i‘;;lz};p Smell 214 050 237 4.209%%% 000
Hearing -.010 .058 -010 —-.178 .859
Taste 222 .049 230 4.522%%* .000
R?= 431, Adj R*= 423, F-value = 54.996***, p= 000
*x¥p< 001
Table 7. The influence of brand awareness of Chinese aesthetic shop on relationship persistence
Dependent Independent Non-standardized coefficient Standardization coefficient , »
variable variable B S.E B
(Constant) 1.655 152 10.863 .000
Relationship Cognitive experience 298 .047 350 6.376%** .000
persistence Emotional experience 293 .050 319 5.808*** .000
R?= 370, Adj R*=.367, F-value = 107.590*** p =000
wakp < 001
4253 HIE AAEE AARASAN (o] 9% vIE &l TAHCR fFefrdt Aol YIS VAT Ae=
Aelrh, ehgeh wWebd BAE QXmel AXd 3P, #9H AYel
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I 2t XA BAE QIR EE ¢F 37.0%2 AEEe X
4
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ERATHF = 107.590, p<.001). &, SHPHFERE Qx4 g
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