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ABSTRACT
At present beauty salons have become universal, they represents symbols of fashion, The purpose of this study is to explore both side
of Taiwan and Chinas beauty salons Franchise industry's awareness on prices, perceived service quality and customer satisfaction
and level of customer loyalty. To retain and affiliates the study, the Use of questionnaire surveys were conducted, on Consumers
which have the impressions of this study. This paper proposed five assumptions. results found perceived prices on perceived services
quality and customer loyalty have significant positive correlation, perceived service quality of customer satisfaction have significant
positive correlation, Customer satisfaction on customer loyalty has significant positive correlation, only the perceived price has no
significant correlation. Franchise from the beauty salons of the overall strategy for both side should pay particular attention to price
setting, and upgrading the quality of sophisticated services to achieve best customer satisfaction and loyalty.
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