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The Moderating Effect of Consumer Innovativeness Per-
sonality on the Relationship between Country-
of-Origin and Price Sensitivity.

Student: Kuan-Lin Su Advisor: Chien-Heng Chou

Chinese Culture Univserity

ABSTRACT

The study is attempted to find the Moderating effect of consumer innovativeness
personality on the relationship between where the brand from and consumer price sensi-
tivity in the cosmetics market. The research hypotheses are established according to lite-
rature and logical inference. The study is based on“between group” surveys in the formal
questionnaire’s design. When a respondent fills out the questionnaire, the questions in the
questionnaire are formed by the combination of the brand image and manufacturing im-
age and price level for a certain brand. Because all of the brand image, manufacturing
image and price level have two. levels, these three factors can create eight different types
of questionnaires. The sample size will be 500 selected by the convenient sampling me-
thod, and one of sample criteria is the sample selections that are from Chinese Culture
University and Supplementary Junior College of National Open University students. The
study results show that the manufacturing image was significant related to consumer price
sensitivity, and these hypotheses were supported by the empirical data. Because of the in-
terference from the consumer innovativeness personality, the sensitivity between where
the brand from and consumer price sensitivity is reduced. Finally, the research results will
be discussed on the management implication and used for the suggestion on the directions

of future researches.

Keywords: country-of-origin, price sensitivity, effect of consumer innovativeness.
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