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Consultative Selling Approach: Emotional Attachment as Mediator to

Customer Loyalty in Premium Beauty Business
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Abstract

The premium beauty industry is facing intensifying competition from advancements in technology
and artificial intelligence (Al) systems that play a role in customer service. However, Al's capabilities
remain limited in fostering emotional relationships and long-term customer bonds. This research aims
to study strategies for building customer loyalty in the premium beauty business, with a focus on the
role of "strategic consulting," which consists of the independent variable Consultative Selling—defined
as the process where sales staff act as personal advisors, listening to needs, analyzing problems, and
offering personalized solutions that emphasize value over products to build trust in the premiuim bgauty
business. The mediating variable is Emotional Attachment, comprising the ability to apalyze imdividual
needs, emotional understanding, and long-term customer relationship management, “Fhe® dependent
variable is Customer Loyalty, measured by repeéatjpurchase behavior, referrals, and witlingness to pay a
premium. The study employs a documentary“research approach, collegting and analyzing academic
documents, research articles, and gase studies in“the beauty industry frameoeth Thai and international
databases. The findings reveal that.strategicconsulting positively-impacts customer loyalty by creating
Emotional Attachment that leads %o long-term Loyalty, reduees thie cost of acquiring new customers,
and demonstrates that hunhan“care can deliver superior ‘experiential value compafted to technology-
driven services alone. The research scope covers thrée'primary premium beauty“business segments: (1)
premium aestheticelinics emphasizing medical, _beadty services and evidence-haséd outcomes; (2)
premium brandhbeauty colinters in department.stores emphasizing expériential purchasing and product
consultation;"and*(3) premium spas and\wellness centers emphasizing (hélistic care and emotional

experience.

Keywords: Customer Loyalty, Premium Aesthetic Industry, Consultative Selling, Emotional Attachment.
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