The Relationship between Customer’ s Demand Cognition and Price Sensitivity Moderating
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ABSTRACT
This thesis reports the co-relation between consumer’ s age and the “ Demand Cognition” of “ Pre-need Funeral Agreement”
and its “ Price Sensitivity” . Attempts are made to find out the demand cognition and the price sensitivity in the consumer behavior
of pre-need funeral agreement, and analyze the interference degree of consumer’ s age when purchasing the pre-need funeral
agreement. This research uses the Descriptive statistical analysis, factor analysis, Reliability Analysis, Pearson correlation, Analysis
Of Variation, and regression analysis to discusses how consumer age relate to the demand cognition of pre-need funeral agreement
and price sensitivity. The research conclusion summarized as below: First, the result shows that the relation between consumers’
demand cognition and the price sensitivity is Positive Correlation. This states that consumers’ demand cognition is highly related to
the price sensitivity. Second, the result shows that the different age consumers have difference demand cognition. The elder
consumers have more significant demand cognition compare to the younger consumers. And the elder consumers’ demand
cognition is more focus on suppliers’ legitimacy, expertise, and service quality related field. Third, the age did affect the
relationship of consumers’  demand cognition and price sensitivity.
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