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ABSTRACT
This study mainly explores the influence of conformity on the satisfaction after purchasing products. The research takes international
brand’ s leather products as subjects to study the effect of price perception on the satisfaction. There were totally 350 questionnaires
surveyed and 300 of them were returned. The effective questionnaires are 215. The result of the study shows that informative
conformity has positive effect on satisfaction. As to the interference effect of price perception on conformity and satisfaction, only
prestige sensitivity has obvious interference effect on the aspect of informative conformity.
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