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In general, the research on customer satisfaction and customer loyalty of beauty
care product is mainly to analyze external customers, and for direct selling
members who are both customers and direct sellers, that is, the members of the
organization are also customers, lack of scholars have discussed this issue. The
main purpose of this study is to explore the correlation between direct selling
members' consumption experience, purchase intention, customer satisfaction and
customer loyalty through members of direct selling. The results of the study found
that there were significant differences in different demographic variables such as
region, age, marriage, education, occupation, personal monthly income and other
demographic variables of direct selling members in terms of consumption
experience, purchase intention, customer satisfaction and customer loyalty. The
results of this study also show that consumption experience has a significant
positive effect on purchase intention, consumption experience has a significant
positive effect on satisfaction, purchase intention has a significant positive effect
on satisfaction and satisfaction has a significant positive effect on loyalty.
Keywords: Beauty care product, consumption experience, purchase intention,
satisfaction, loyalty.

INTRODUCTION
With the aging of the population and the increase in the
average life expectancy of the people, if there is no healthy
body, the quality of life will definitely decline. Without
health, it means relying on the care of others or lacking the
ability to live independently, which is prone to self-denial
and chronic illness. According to the statistics of the
International SPA Association, the aromatherapy industry
in the world is growing rapidly in recent years, with an
annual growth rate of about 20% to 30%, which is quite an
astonishing figure. In the leisure tourism industry in the
United States, aromatherapy SPA has been developing at the
highest rate for several consecutive years. In Europe, the
average annual number of people using aromatherapy SPA
exceeds 20 million. In recent years, people's health
awareness has been on the rise, not only have they begun to
pay attention to sleep quality, exercise and diet, but also the
consumption awareness of promoting personal health has
also continued to rise. There are also more reports on

aromatherapy in news reports, which has promoted more
people's awareness the way to protect physical and mental
health without drugs is quite popular and willing to
support. Doing health prevention work early can not only
prolong life, but also good quality physical and mental
activities can reduce mortality. There are many ways to
maintain good physical and mental health. Generally
speaking, the research on customer satisfaction and loyalty
is mainly to analyze external customers and for direct
selling members who play the role of customers and direct
sellers, that is, the members of the organization are both
sales and customers and few scholars have explored this
topic. Since I have been in the beauty and body care
industry for a long time and have experience in
aromatherapy and direct sales, I would like to know
whether there is a correlation between the consumption
experience, purchase intention, customer loyalty and
customer satisfaction of members for a specific essential oil
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product.
LITERATURE REVIEW
Aromatherapy
Plant-related therapy has only developed into the so-called
aromatherapy after the 20th century. Since ancient times,
relevant records can be found in cultural relics and
documents excavated in various periods. It is known that
plants themselves have curative effects, and the smell and
juice of plants can be used to improve the quality of life. The
earliest use of plants in daily life was in sacrificial rituals,
and it also has the function of helping to preserve objects.
Make related products that are easy to apply on the body,
such as perfumes, balms, etc. The ancient Egyptian
civilization from 4000 to 3500 BC has also used plants in
various fields, such as medical treatment, makeup, magic,
and even mummification. A considerable number of plants
are also used, such as frankincense juice. Around 1000 BC,
these plants were used. Physiotherapy has gradually
become popular in the daily life of ordinary people, and the
use of ancient Egyptian fragrances and perfumes in this
period has gradually spread to neighboring countries. For
example, the ancient Greeks and ancient Romans also knew
that aromatic plants were used as refreshment and pain
relief.
During the middle Ages in Europe, spices, essential oils,
and perfumes rich in the Arab world were brought back
with the Crusades. Between the 12th and 13th centuries,
essential oil distilleries began to appear all over Europe.
After the 16th century, physiotherapy was quite popular,
such as the outbreak of the Black Death. At that time, it was
found that the employees of the perfume factory had a low
chance of being infected and they judged that the plants had
the effect of sterilization and disinfection. The doctors at
that time hung the herbs on their bodies, and also splashed
the herbs for deworming and disinfection on the street.
Aromatherapy is a term that only appeared in modern
times. It was first coined by the French chemist René.
Morris. When René Maurice Gattefossé was published in
scientific journals in 1935, the aromatherapy René used at
the time was Aromatherapy in French. The reason why I
became interested in research on plant essential oils and
their effects was not only the inheritance of the business to
trade in plant essential oils and perfume raw materials, but
also because of the explosion in Rene's laboratory in 1910.
At that time, Rene's arm was seriously injured. Rene soaked
her hands in lavender essential oil and discovered the
soothing and restorative effects of the essential oil by
accident, so it is important to the practical experience of
aromatherapy.
Direct selling
Berry (1997) defines direct selling as the acquisition of

orders and provision of consumer goods and services in
transactions initiated and/or completed by salespeople,
usually in their home or workplace, in private locations
other than normal retail locations. From the 1980s to the
present, the direct selling industry has gone through 20
years in Taiwan. According to the statistics of the World
Direct Selling Alliance, the total turnover of Taiwan's direct
selling industry in 1999 reached NT$35.7 billion, ranking
10th in the world. It also has a population of 2.81 million,
second only to the United States and even higher than
Japan. Such brilliant achievements are enough to prove that
the efforts of Taiwan's direct selling business in the past 20
years have indeed achieved admirable harvests and results.
Pei-Chia (2016) examined the process of network
construction and its control effect on distributors through
qualitative research on direct selling in Taiwan. The results
of the study pointed out that when facing customers and
customers of distributor partners, they engage in multilevel emotional labor, social networks have not only acted to
facilitate economic communication, but have also become a
means of labor control permeating the public and private
lives of distributors, so it is the reason that direct selling
industry is booming in various countries. Linda (2013)
pointed out that the reason for the successful development
of the direct selling industry is that in addition to the skills
used in sales, the most important thing is to use the
advantages of technology to connect companies, direct
sellers and customers closely, and to build deep
interpersonal relationships and friendship.
Consumer experience and purchase intention
Psych statistical variables determine how markets are
segmented by group preferences in the market and by
consumers' perceptions of products, people, ideologies, or
other attitudes and media to make corresponding
individual decisions (Alpert and Gatty, 1969; Demby, 1989).
When consumers come into contact with products, the most
direct medium is through the senses. Schmitt (1999)
pointed out that the senses can stimulate consumers and
can provide consumers with a sense of satisfaction, but also
pointed out that the more sensory contact surfaces a
product has, the stronger the depth of the product. Solomon
(1998) believes that hearing in the senses is a word-ofmouth communication, which in turn can create a certain
degree of satisfaction. Consumers' knowledge of products
comes from actual use experience to some extent, so
consumers trust word-of-mouth communication far more
than mass media communication. Fishbein and Ajzen
(1975) put forward the theory of rational behavior (Theory
of Reasoned Action, TRA) to explain that consumers take
the voluntary behavior of activities after systematic and
rational thinking through the information they obtain.
Among them, individual behavioral intentions are affected
by attitudes and subjective norms. The more positive an
individual's behavioral attitude is, the higher the behavioral
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intentions are. On the other hand, subjective norms are
affected by social customs, other people's opinions, or
pressure and other factors that affect individual behavioral
intentions. Its research found that consumers' evaluation of
related products and brand attitudes, combined with the
stimulating effect of external factors (such as product
experience, etc.), constitute consumers' purchase intention.
When a rational consumer considers buying an item, he will
rationally judge whether the value of the product he
considers is higher than the price paid, and make a decision
whether to buy or not (Dickson and Sawyer, 1990).
Therefore, this study establishes the first research
hypothesis:
H1: There is a positive relationship between consumer
experience and purchase intention.

expectations, consumers may be dissatisfied; however,
when the operational performance of the product is greater
than the original expectations, consumers are not
necessarily satisfied, only if the expressive performance
equals or exceeds the original expectations. When the
expectations are met, consumers are likely to be satisfied.
Therefore, from the perspective of the operational
performance and expressive performance of the product, in
order to satisfy consumers, the product must meet
consumers' expectations in both operation and expression.
Whether consumer experience (including product and
service experience) can improve consumer satisfaction is
one of the focuses of this study. Therefore, this study
establishes the second research hypothesis:
H2: There is a positive relationship between consumer
experience and satisfaction.

Consumer experience and satisfaction
Consumer experience and loyalty
Schmitt (1999) proposed that customers experience stimuli
after observing or participating in events to induce their
motivation, resulting in consumption behavior or thinking
identification, in order to enhance the value of products as
the concept of "experience marketing". What customers
want is to make their senses dizzy, the experiences of
products that touch their hearts and stimulate their minds
are usually not spontaneous. Pine and Gilmore (1999) also
mentioned the concept of experiential marketing in the
book The Experience Economy, pointing out that a company
consciously uses services as the stage, commodities as
props, integrates consumers into it, and manufactures
products for consumers that come up with a series of
activities that are worth remembering. McLuhan (2000)
believes that each person's perception of experience is
different, and experience comes from individual emotions
and interactions with things. Kotler (1997) pointed out that
consumer satisfaction is derived from the expectations and
expectations before product purchase, and the actual postpurchase perception of product functional characteristics
or service performance. The gap between the two will be
positive satisfaction and negative satisfaction. Tehrani
(2002) believes that companies can continue to build
relationships with customers in a humane way to achieve
customer satisfaction. Novak (2002) proposed that from an
industry point of view, customer satisfaction is a leading
indicator of wealth creation.
In addition, Swan and Combs (1976) believed that the
performance of the product includes the operational
performance and the expressive performance of the
product; the former refers to whether the physical
performance of the product meets the actual needs (called
physical performance), and the latter refers to the
performance of the product. Psychological satisfaction
(called mental performance). When the operational
performance of the product is lower than the original

Reynolds (1974) pointed out that loyal customers would
visit the store frequently or repeatedly during a certain
period of time when the customer had a demand and found
that customer loyalty is the key factor in creating the profit
of the business. Newman and Werbel (1973) defined
customer loyalty as the fact that when a customer buys a
product, they do not conduct research or search for
information from other companies, but directly buy the
same brand of products again. Oliver et al. (1981) pointed
out that loyal customers will not change their willingness
and commitment to repurchase their favorite products or
services in the future even if they are tempted by external
marketing tactics or influenced by the environment. Bolton
and Drew (1991) found out that service quality and
customer satisfaction will affect customer perceived value,
and then customer perceived value will affect customer
loyalty. It can be seen from the above that the customer's
experience of service begins to further demand higher
service quality. In addition, due to the rise of the concept of
experiential marketing and relationship marketing, the
service industry has begun to emphasize the creation of an
environment and the establishment of long-term customer
relationships to achieve market differentiation and attract
consumers. Therefore, this study establishes the third
research hypothesis:
H3: There is a positive relationship between consumer
experience and loyalty.
Purchase intention and satisfaction
The real purpose of consumer satisfaction research is to
predict consumer behavioral responses to post-purchase.
Therefore, people began to study consumer satisfaction
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Figure 1: Research structure.

from a behavioral perspective. One view is that the
influence of consumer satisfaction on shopping intention is
indirectly through attitude. For example, Oliver's (1981)
study found that a high level of satisfaction can increase
consumers' preference for products, thereby increasing
their repeat purchase intentions for the brand's products.
Bearden and Teel (1983) found that the influence of
consumer satisfaction on purchase intention is mediated by
attitude in the study of car service. But some people think
that consumer satisfaction will have a direct effect on
purchase intention. For example, TARP (1979) survey found
that a considerable proportion of dissatisfied consumers
are unwilling to buy products of the same brand. The
research of LaBarbera and Mazursky (1983) found that
consumer satisfaction has a considerable influence on
purchase intention, but the intensity of the influence of
satisfaction on purchase intention will decrease with the
increase of consumer loyalty level. Research by Oliver and
Swan (1989) showed that consumer satisfaction has a great
influence on car purchase intention. There are also some
experiments in the field of services that demonstrate a
direct relationship between satisfaction and purchase
intention. Cronin and Taylor (1992) found in their research
on banking, catering and other service industries that
consumer satisfaction is one of the important variables
affecting purchase intention. Therefore, this study
establishes the fourth hypothesis:
H4: There is a positive relationship between purchase
intention and satisfaction
Satisfaction and loyalty
Engel (1990) defined brand product satisfaction as the
result of consumers' subjective evaluations that the selected
brand products meet or exceed their expectations. He
divided consumers' satisfaction with brand products into
obvious satisfaction and potential satisfaction. The former
refers to consumers' satisfaction with the product by
comparing their expectations with performance and
evaluating product performance, which is the result of
evaluating brand products on the basis of fine processing;

the latter refers to the lack of evaluation of the brand. When
the motivation or ability of the product is not obvious, it is
impossible for consumers to make an obvious comparison
between expectations and performance. At this time, this
kind of satisfaction that is not realized by consumers is
called potential satisfaction, which is the result of implicit
evaluation. Blomer and Kasper (1995) found out that
apparent satisfaction directly affects brand loyalty, because
satisfaction is based on a positive and explicit evaluation of
the brand, which leads consumers to commit to the brand,
and the commitment to the brand is a necessary condition
for generating true brand loyalty, so satisfaction will be
positively correlated with brand loyalty. Potential
satisfaction is based on implicit evaluations of brand
choices, and consumers simply accept the brand, not
necessarily resulting in a commitment to the brand.
Although there is a positive correlation between latent
satisfaction and true brand loyalty, there is no significant
correlation between satisfaction and true brand loyalty, and
the research results also support this view. In addition, the
study also found that the motivation and ability to evaluate
brand choice has a direct impact on true brand loyalty.
Therefore, this study establishes the fifth research
hypothesis:
H5: There is a positive relationship between satisfaction
and loyalty
RESEARCH METHODS
Research structure
According to the research purpose and the review of the
compiled literature, the structure of this research is set as
shown in Figure 1. Base on the research structure, the
research hypothesis as follow:
H1: There is a positive relationship between consumer
experience and purchase intention
H2: There is a positive relationship between consumer
experience and satisfaction
H3: There is a positive relationship between consumer
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experience and loyalty
H4: Satisfaction is positively related to purchase intention
H5: Satisfaction is positively related to loyalty where the
consumption experience includes the experience of using
tangible products, service operations, and the environment.
Questionnaire design and distribution
The questionnaire content of this research mainly refers to
domestic and foreign related literature, and is designed
according to the characteristics of direct selling companies.
The questionnaire is divided into six parts: basic
information of members, member characteristics,
consumption experience, purchase intention, satisfaction
and loyalty. Under the constraints of limited manpower,
time and funds, this study adopts the convenience sampling
method to distribute questionnaires to the members of the
case companies. A total of 329 questionnaires were
distributed, 309 questionnaires were recovered, and 309
questionnaires were valid, with an effective recovery rate of
94%.
RESULTS
Case introduction
American business dōTERRA was established in Utah, USA
in 2008 and Taiwan branch was established in 2009. It is a
multinational multi-level marketing company dedicated to
developing the essential oil industry and promoting
aromatherapy. Its product line includes professional and
pure adjustment-grade essential oils, nutritional health care
products, essential oil skin care products, salon-grade hair
care products, and household cleaning supplies, etc. Direct
selling members are located in more than a dozen countries
around the world, and the number of members exceeds 10
million, including more than 60% of full-time and part-time
distributors. In 2017, it was selected as the best mediumsized enterprise employer in the United States by Forbes
magazine for two consecutive years. The main sales model
of doTERRA is what (purpose), why (reason), and how
(execution) surroundings. Also help people identify the gap
between their current overall health and desired health
goals by sharing their experiences and demoing the
product, making it clear that they will be shown something
that will change their life, and letting them know when the
demo is over there will be opportunities to buy from time to
time. According to the International Standard Organization
(ISO), SOP has the advantages of operability and
transferability. Therefore, in the sales guide of doTERRA,
Standard Operational Procedure (SOP) will also be used to
make sure each member can easily work according to the
table to achieve sales goals. For example, start with a strong
opening that allows attendees to connect and express an

intention to serve them, while removing outside
distractions, such as turning off the TV, and keeping
everyone in the same room. Next, take control of the
atmosphere by getting ready to speak with confidence and
enthusiasm. Avoid filler words like "um," "uh," and "you
know," and emphasize that it's a solution to a sales problem,
not a product. Finally ask each attendee why they came and
find out the answers they are looking for so that the things
that matter most to them can be covered in the
presentation.
Descriptive statistics of sample characteristics
The sample characteristics include five items such as
region, age, marriage, education level, and monthly income;
the direct selling membership characteristics include four
items, including the monthly purchase of essential oils,
membership nature, membership years, and product users.
In terms of regions, the Republic of China accounts for the
highest proportion at 87.2%, followed by Malaysia at 6.7%;
the age group is 41-50 years old, accounting for 39.5%; the
marital status is married, accounting for 58.4%; College or
above accounted for more than 80%; the average monthly
personal income of 20,000-40,000 Taiwan dollars
accounted for 38.9%, and 40,000-80,000 Taiwan dollars
accounted for 37.1%; the monthly purchase of essential oils
accounted for 76.3% of the amount below 4,000 Taiwan
dollars, and the purchase amount of more than 5,000
Taiwan dollars accounted for 76.3%. The ratio is less than
10%; among the membership attributes, the majority is
part-time and pure consumers, accounting for 91%; the
membership experience is mostly less than 3 years,
accounting for more than 80%; the users who buy essential
oils are themselves and their family members, accounting
for more than 95%. The results are detailed in Table 1. In
addition, in the item "How to contact and learn about the
brands and products of DoTERRA Essential Oil Company",
90% of the members were introduced by relatives and
friends, and only 10% were informed by advertisements or
other channels. In the multiple-choice item "The most
important factors to consider when becoming a full-time or
part-time direct selling member", the most important
factors to consider are the demand for product use and the
increase of income. The details are shown in Table 2. In the
multiple-choice items of "topics most frequently discussed
when contacting or meeting with superior members", the
most frequently discussed topics are in order of product
function, work status, performance progress, and problems
faced. The details are shown as Table 3.
Reliability and validity analysis
In this study, 50 people were pre-tested at the beginning of
the questionnaire. The reliability of each subscale was
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Table 1: Descriptive statistics of sample characteristics.

Basic data variables

No. of percentage Distributor features
No. of percentage
samples
samples
Region
Taiwan
287
87.20% Purchase amount Below 3000
152
46.20%
of essential oils
Malaysia
22
6.70%
3001-4000
99
30.10%
monthly
Japan
5
1.50%
4001-5000
41
12.50%
(Taiwan
dollars)
Vietnam
2
0.60%
5001-6000
17
5.20%
Canada
1
0.30%
6001-7000
5
1.50%
Age
21-30
33
10%
More than 7001
15
4.60%
31-40
86
26.10% Membership
Full-time
28
9%
Distributor
41-50
130
39.50%
Part-time
87
26.40%
Distributor
Over 51
80
24.30%
Consumer
214
65%
Marriage
Married
192
58.40% Join membership Less than one
161
48.90%
years
year
Unmarried
137
41.60%
1.1-3year
105
31.90%
Education
Junior high school
12
3.60%
Join membership 3.1-5year
39
11.90%
and below
years
Senior high school
60
18.20%
5.1-10year
21
6.40%
University/College
201
61.10%
More
3
0.90%
then10.1year
Institute and above
56
17%
Product user
Own
270
82.10%
Income /month Below 20000
36
10.90%
Families
51
15.50%
(Taiwan dollars) 20001-40000
128
38.90%
Friends
4
1.20%
40001-80000
122
37.10%
Customers
4
1.20%
80001-120000
28
8.50%
More than 120001
15
4.60%

Table 2: Full-time and part-time factors for direct selling members.

Response

Factors

Start own business
Product usage requirements
Increase income
Make friends
Free working hours
Want to unleash your potential
Joined out of favor

Total

above 0.9, and the reliability of the questionnaire was
within the acceptable range. After the formal investigation,
further confirmatory factor analysis was conducted for each
subscale, and the explained variance was above 50%. In
addition, the factors extracted from each dimension were
consistent with the content of the operational definition of
this study. Therefore, the amount of this study was
appropriate construct validity. In addition, the Cronbach's α
value of each subscale is above 0.9, indicating that the

Numbers
63
269
131
55
60
37
16
631

Percent
of
observations
Percentage
10.0%
42.6%
20.8%
8.7%
9.5%
5.9%
2.5%
100.0%

19.4%
82.8%
40.3%
16.9%
18.5%
11.4%
4.9%
194.2%

research questionnaire has an appropriate level of
reliability.
ANOVA
This study used monophonic analysis of variance to
examine the differences between the characteristics and
variables of different direct selling members. If the
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Table 3: The most frequently discussed topics between members and senior members.

Response

Discussed topics

Total

Work status
Sale performance
Problems
Current affairs
family
and
children
Competition
Product Features

Percent
observations

Numbers
118
96
89
47
69

Percentage
16.7%
13.6%
12.6%
6.6%
9.8%

36.2%
29.4%
27.3%
14.4%
21.2%

12
276
707

1.7%
39.0%
100.0%

3.7%
84.7%
216.9%

difference reached a significant level, the Post Hoc multiple
comparison method was used to understand the difference
between the groups. The results obtained are as follows. In
terms of regions, there are significant differences between
products in the consumption experience aspect and
essential oil service experience; in the aspect of purchase
intention, the products are fashionable and novel, and there
are significant differences in purchasing convenience and
recommendations from relatives and friends. In the aspect
of satisfaction, there are significant differences in active
service, dedicated personnel answering questions, the
agreement between advertisement content and facts, and
the professional knowledge of service personnel. In the
aspect of loyalty, there is no significant difference. In terms
of age, there are significant differences in the consumer
experience aspect in terms of product comfort after use,
changes in beauty methods after use, sharing of experience,
and consideration in the service process. In the aspect of
purchase intention, there are significant differences in the
fashion and novelty of products, fashion trends, excellent
products, brand impression, functional requirements,
sharing experience and maintenance experience, etc. The
advertisement content in the satisfaction aspect is
consistent with the facts, course content, speed of replying
to comments, price reasonable, complete product line,
significant differences in product functions and services. In
the aspect of loyalty when purchasing new products that
have just been launched, other brand products will not be
considered when price adjustment, high purchase rate in
the same period, the price is considered reasonable. The
budget for all skin care products is all in this brand, and
there is a significant difference in being a part of this brand.
In terms of marriage, in the aspect of consumption
experience, purchase intention, satisfaction and loyalty,
there is no significant difference in other questions except
for the essential oil service consideration. In terms of
education, there is no significant difference in the aspect of
consumption experience, purchase intention, and
satisfaction. In the aspect of loyalty, there are significant
differences between those who think they are part of this

of

brand and have a strong sense of belonging to this brand. In
terms of occupation, in the aspect of consumption
experience, the environment and atmosphere attract
purchases, the facilities and decorations make the new
camp happy, the friendly attitude of the service staff
increases the willingness to purchase, the experience of
products and services is a part of life, because the
experience changes the maintenance method. The overall
service performance improves the purchase intention, and
there are significant differences in the thoughtfulness in the
service process; in the aspect of purchase intention, those
who are attracted by related activities, have a good
impression of this brand, share the maintenance experience
of this brand's products, and purchase this brand. There are
significant differences between products as skin care
products in the aspect of satisfaction, the reasonable
product prices, product packaging compliance with
functions are significant differences, besides all the
questions in the aspect of loyalty are significantly different.
In terms of monthly income, in the aspect of consumption
experience, apart from being willing to spend all beauty
budgets on this brand's products, discussing this brand's
products with other customers, and the problems of this
brand's products are significant differences.
In the aspect of purchase intention, except for being
attracted by related activities and thinking that this product
has a special formula are significant differences. All the
questions in the aspect of satisfaction are significant
differences. In the aspect of loyalty, except for the personal
significance of the brand's products and the belief that one
is a part of the brand, other questions have significant
differences. In terms of the amount spent on skin care
products per month, there are significant differences in all
items in the aspect of consumption experience. There are
significant differences in all the questions of loyalty. In
terms of the nature of members, there are significant
differences in all questions in the aspect of consumption
experience, purchase intention, satisfaction, and loyalty. In
terms of membership years, there is no significant
difference in the aspect of consumption experience. In the
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Table 4: Variability analysis.

Personal characteristics
Country
Age
Marriage
Education
Occupation
Monthly income
Spent per month
Membership
Join Membership Years
Product user

Consumer experience
Partially support
Partially support
Not support
Not support
Partially support
Partially support
Support
Support
Not support
Not support

aspect of purchase intention, there is no significant
difference in the question items except that product and
service experience has become a part of life. In the aspect of
satisfaction, except for the service staff who actively
understands customer needs, there are significant
differences in other items, meanwhile, there are significant
differences among the questions in the aspect of loyalty. In
terms of product users, there are no significant differences
in the aspect of consumption experience, purchase
intention, and satisfaction. In the aspect of loyalty, there is
no significant difference in the questions except for the
sense of perception. Based on the above analysis, there is a
significant difference (p<0.05) between the personal
characteristics of direct selling members and the test
results of consumption characteristics. The summary is
shown in Table 4.
Correlation and regression analysis
Correlation analysis
Through the Pearson product-difference correlation
analysis, this study examines whether there is a positive
relationship between consumer experience, purchase
intention, satisfaction and loyalty. Then, with loyalty as the
dependent variable and consumption experience, purchase
intention and satisfaction as independent variables, the
regression analysis is carried out. After analysis, the
Pearson correlation coefficient between consumption
experience and purchase intention is 0.449, and the
significance is 0.000 (p<0.05). It can be inferred that there
is a positive relationship between consumption experience
and purchase intention, so research hypothesis 1:
consumption experience and purchase intention, there is a
positive relationship with purchase intention, which is
consistent with Schmitt (1999) that the senses can
stimulate consumers, and the more sensory contact
surfaces of the product, the stronger the depth of the
product. The Pearson correlation coefficient between
consumption experience and satisfaction is 0.500, and the

Purchase intention
Partially support
Partially support
Not support
Not support
Partially support
Partially support
Support
Support
Partially support
Partially support

Satisfaction
Partially support
Partially support
Not support
Not support
Partially support
Support
Support
Support
Partially support
Not support

Loyalty
Not support
Partially support
Not support
Partially support
Support
Partially support
Support
Support
Support
Partially support

significance is 0.000 (p<0.05). Similarly, it can be inferred
that there is a positive relationship between consumption
experience and satisfaction, so research hypothesis 2:
consumption experience and satisfaction, satisfaction has a
positive relationship, which is consistent with Kotler's
(1997) claim that consumer satisfaction comes from
expectations and expectations before product purchases.
In addition, the Pearson correlation coefficient between
purchase intention and satisfaction is 0.515 and the
significance is 0.000 (p<0.05). It can be inferred that
purchase intention and satisfaction have a positive
relationship, so research hypothesis 3: purchase intention
and satisfaction, a positive relationship between degrees is
established, which is similar to the findings of LaBarbera
and Mazursky (1983), Oliver and Swan (1989), and Cronin
and Taylor (1992). Finally, the relationship between
satisfaction and loyalty is discussed. The Pearson
correlation coefficient between satisfaction and loyalty is
0.528, and the significance is 0.000 (p<0.05). It can be
inferred that there is a positive relationship between
satisfaction and loyalty, so research hypothesis 4:
Satisfaction and loyalty have a positive relationship, this
conclusion is consistent with Blomer and Kasper (1995)
that obvious satisfaction directly affects brand loyalty. Table
5 is a summary table of the correlation analysis.
Regression analysis
Regression analysis is a predictive modeling technique that
studies the relationship between dependent variables
(targets) and independent variables (forecasts). It is
commonly used in applications such as predictive modeling,
time series modeling, and finding relationships between
variables. This study mainly discusses the relationship
between direct selling members' consumption experience,
purchase intention, satisfaction and loyalty. Taking loyalty
as the dependent variable, the independent variables are
consumption experience, purchase intention and
satisfaction. Through regression analysis, we can obtain the
dependent variable (loyalty) degree) and independent
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Table 5: Pearson correlation analysis

Variable relationship

Consumer experience and purchase intention
Consumer experience and satisfaction
Purchase Intention and Satisfaction
Purchase Intention and Loyalty
Satisfaction and Loyalty

Pearson
correlation
coefficient
0.449
0.500
0.515
0.504
0.528

Significance
(two-tailed)

positive
relationship

0.000
0.000
0.000
0.000
0.000

support
support
support
support
support

Table 6: Analysis of variance test regression model.

Model
1

Regression
Residual
Total

Sum of
Squares
1544.276
2243.795
3788.070

df

Mean
Square
514.759
0.459

3
4886
4889

F

Sig.

1120.918

0.000b

Table 7: Regression model

Model

Unstandardized

（Constant）

B
0.094

Std.Error
0.066

Consumer experience
Purchase Intention
Satisfaction

0.304
0.280
0.311

0.014
0.015
0.016

variables (consumption experience, purchase intention and
satisfaction). After analysis by the statistical software SPSS,
R=0.638, R2=0.408, adjusted R2=0.407, standard skewness
error=0.67766. The significance of the regression model
was tested by analysis of variance as shown in Table 6. With
loyalty as the dependent variable, consumption experience,
purchase intention, and satisfaction as the independent
variables, the regression model and Beta coefficient are
shown in Table 7. Except that the coefficient term is not
significant, the test results of other independent variables
are all significant, indicating that the regression model is
available. The regression equation can be presented
as:Loyalty = 0.281 (Consumer Experience) + 0.243
(Purchase Intention) + 0.262 (Satisfaction).
CONCLUSION AND SUGGESTIONS
Conclusion
In terms of personal characteristics of direct selling
members, members from the Republic of China account for
the highest proportion, followed by members from
Malaysia; most of them are aged 41-50; most of them have

Standardized
Coefficients
Beta

T

Sig.

1.427

0.154

0.281
0.243
0.262

21.369
18.300
19.110

0.000
0.000
0.000

college/university education; more are married. The
income of 20,000-80,000 yuan accounts for about 90%, the
monthly purchase amount of essential oils is less than 4,000
yuan, more than 90% of the members are part-time and
pure consumers; the membership years are mostly less
than 3 years, more than 95% of the members buy essential
oils for yourself and your family. This study found that the
consumption experience of direct selling members has
some significant differences in demographic variables such
as region, age, occupation, and average monthly income;
there are significant differences in demographic variables
such as monthly spending on skin care products and
membership nature. No significant differences in
demographic variables such as marriage, education,
membership, and product users. There are some significant
differences in demographic variables such as region, age,
occupation, average monthly income, membership years,
and product users in direct selling members' willingness to
purchase; demographic variables such as monthly spending
on skin care products and membership nature vary. There
were significant differences in terms of demographic
variables; there were no significant differences in
demographic variables such as marriage and education. The
satisfaction of direct selling members has some significant
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differences in demographic variables such as region, age,
occupation, and membership years; there are significant
differences in demographic variables such as average
monthly income, monthly spending on skin care products,
and membership nature. No significant differences in
demographic variables such as educational attainment and
product users. In terms of the relationship between
consumption experience, purchase intention, satisfaction
and loyalty of direct selling members, the results show that
there is significant positive effect between consumption
experience and purchase intention, there is significant
positive effect between consumption experience and
satisfaction, there is significant positive effect between
purchase intention and satisfaction, and there is significant
positive effect between satisfaction and loyalty as well.
Suggestion
Based on the aforementioned research results, some
recommendations are made for direct sellers. The research
found that the rate of direct selling members getting
information about the company through the introduction of
relatives and friends is over 90%, while the rate of getting
relevant information through advertising is quite low.
Therefore, it can be considered to transfer part of the
budget of advertising and publicity to the interpersonal
relationship of direct selling members for building and
network expansion. When choosing to join the company to
become a full-time or part-time direct selling member, the
main consideration is the demand for product use and the
increase of income, and the ratio of creating your own
business only accounts for 10%, which is obviously low.
Because in order to strengthen the organization's
constitution and competitiveness, it is necessary for
members to convert the concept of occupation into the
concept of business. Therefore, it is recommended to
establish and strengthen the culture of intrapreneurship in
order to establish a sustainable business map. The most
frequently discussed topics when contacting or meeting
with superior members are product functions, followed by
current work status, performance progress and problems
faced. The competition in the same industry only accounts
for 1.8%. Although it is very important to know oneself, it is
important to know the other. Equally important
recommendations should involve more information on the
market in order to stay in the best position of the
competition.
RECOMMENDATIONS FOR FUTHER RESEARCH
This research is mainly aimed at DoTERRA Corporation. In
the future, different business organizations can be used as

the research scope to compare the characteristics and sales
behavior of its direct selling members. The direct selling
industry has significant growth every year, but the relative
competition is also fierce. How to stand out in the fiercely
competitive market is also a topic worthy of research, and
follow-up research can further explore the charm of
combining products with environmental protection issues.
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