The Effects of the Consistency between Perceived Product and Service Quality on the
Customer Price Sensitivity

goougon

E-mail: 9901065@mail.dyu.edu.tw

ABSTRACT
Based on the perceived consistency between quality of product and service by customers, is it validated that product with good
quality will have good service quality? Good service quality can affirmatively promote sales of products, even improve the effect for
customers and make customers feel the better value. In the past, the manufacturing industries simply integrated the physical products
and associated services. Instead, the manufacturing industries change the strategy and develop products based on the customer
demands, then integrate high-quality products with rebuilt and upgraded services. This research studies whether the consistency
between the quality of product and service will have any effect on customer price sensitivity. A survey of seven hundred
questionnaires were conducted. Among the distributed questionnaires, three hundred and ninety seven questionnaires were collected
and there were three hundred and nine valid ones. Based on the studied results: there is positive dependency between high product
quality and high service quality on customer price sensitivity. There is positive dependency between high product quality and high
service quality on customer price sensitivity. There is positive dependency between high product quality and low service quality on
customer price sensitivity. There is no positive dependency between low product quality and high service quality on customer price
sensitivity. Additionally, there is no difference identified when there is inconsistency between self variables and dependent variables.
This indicates that it is subjective to customers on positive dependency of price sensitivity.
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