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The Definition and Relationship of Product Quality Dimensions and Perceived Quality

Y1 Xiaoming', LIANG Zukun®
(1. Guangzhou Anland ST Co. ,Ltd. .Guangzhou 511430, China;
2. Digital Grid Research Institute China Southern Power Grid,Guangzhou 510700, China)

Abstract: Quality dimensions and perceived quality are the important concepts in area of quality management and marketing. It is found that

there is definition conflict and no inherent relationship between them by literature review. Correction to current definition of quality dimensions

and perceived quality is done, and new concept of perceived quality of product life cycle is raised up with practical value analyzed. In the new

product development process, to increase the consumers’ purchasing intention and satisfaction, it is crucial to focus on the convert of quality di-

mensions to consumer’s required perceived quality. Firms should not use quality information of extrinsic attributes for excessive advertising, on

the contrary,they should improve the intrinsic quality attributes of quality dimensions to maximize the consumers’ satisfaction on the perceived

quality of product life cycle, then build up brand reputation and consumer’s loyalty.

Keywords: quality dimensions;perceived quality;attribute quality;product life cycle
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