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A Study on the Relationships among Service Quality, Perceived
Value and Customer Loyalty - A Case Study of Nail Industry
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Abstract
Nail in the Taiwan beauty market, the more important, nail market performanc

e continues to grow, in 1996 the whole professional nail salon only about 15, unti
1 2010, professional nail salon has grown rapidly more than 1,500, grow more than
a hundred times, the The purpose of the study is to explore the relationship betw
een service quality, perceived value and customer loyalty in the nail industry. In th
is study, the population of the Chiayi area and some of the consumers in the nail
salon as the object of study, and the use of random sampling method to carry out
a questionnaire survey, issued a total of 237, 233 copies, 15 cases of invalid que
stionnaires, valid questionnaires For the 218, the effective questionnaire recovery ra
te of 91.9%. This study explores the relationship between service quality, perceived
value and customer loyalty.
1. To explore whether the different background variables for service quality and

customer loyalty whether there is a significant difference.
2. Explore whether the quality of service has a significant effect on perceived

value.
3. To explore the quality of service for customer loyalty whether there is a

significant impact.
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4. Explore whether perceived value has a significant mediating effect between
service quality and customer loyalty.

Keywords : Service Quality, Perceived Value, Customer Loyalty.
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