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Abstract

In recent years, female consumers usually pay more attention on the
innovation of their own makeups and fashion styles before attending social
activities, ceremonies, and weddings. Thus, the economic benefits of personal
makeup and makeup artist personal studio just spring up like mushrooms,
which form a big competitive market. the makeup artists also change their
makeup products from the general products sold in drug stores to the famous
and branded one. They hope by using the branded products, they can show
and improve their professionalism to the customers.

This study investigates the relationship between brand image, service
quality, customer satisfaction, and customer loyalty. The Channel of Make Up
For Ever cosmetics was used as the example to explore the relationship on
how the Channel can shape customer loyalty. Furthermore, it also explores
the impact of service quality,customer satisfaction, and customer loyalty. In
this study, 190 bridal makeup artists and professional stylists in Taiwan were
used as the object of study. Based on brand image, service quality, customer
satisfaction, and customer loyalty, a total of 190 questionnaires were collected
(response rate: 100%). SPSS 18 statistical software was use for data analyzing
and verification. The result shows that: brand image and quality of service

have a positive impact towards customer satisfaction; Customer loyalty has a



positive impact towards brand image; Quality of service and customer

satisfaction indirectly affect customer loyalty.

Keywords: Brand Image, Service Quality, Customer Satisfaction,

Customer Loyalty
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