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Abstract

Same as other product brands, it is very important for jewelry brands to correctly identify
customer characteristics, and seek high level service quality, and develop products that can set
apart from competitions in order to increase customer satisfaction and strengthen repurchase
intention. This study, in consideration of these pruduct characteristics, aims to verify whether
service quality and/or product traits impact customer satisfaction. In addition, the study
investigates whether customer trait plays a role of moderator in its effect on customer
satisfaction. Finally, the study provides useful theoretical and practical implications on
customer segmentation strategies that are contingent upon customer characteristics.
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Table 6. Regression Analysis on Service Quality, Product Traits, and Customer Satisfaction

Non-stard
coeff(B) SE. Stard coeff (Beta) t p-value VIF

(const) .269 183 1.466 143
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Price .049 .026 073 1.884 .060 1.340

R2= 757, df1=7, df 2=382, F=73.049, sig.F=.000
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Table 7. Analysis of Moderating Role of Customer Traits on Customer Satisfaction
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