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ABSTRACT
With the coming of experience economy, the requirement of hairdressing has changed from traditional basic demand to the desire of
valuable experience. For contenting the customers, the hairdressing industry should emphasize not only professional skill, but also
the creating of unique experience. This study collected 30 consuming stories from different customers. Because to analyze the
consumer experience will involve the psychological progress of customer, this study analyzes the cases by grounded theory.
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