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Elucidation of CS generation model based on the two way of rational and affective
processes and its application to the quality design policy

Enkawa, Takao
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This study clarified that affective hedonic value influences more to CS(Customer
Satisfaction) than rational utilitarian value through the CS survey of 8 countries in the world intended
for the 15 products and services aiming at the elucidation of CS determinant mechanism. As a result a new
fact that hedonic company or brand image contributes to the CS than the perceived quality and value was
provided, and new findings useful on the quality design policy in the global market, that its influence
depends much on country culture and that it particularly large in USA and China, owere also given.
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