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ABSTRACT 
This article gives a review of the comprehensive 

concept of perceived product quality: definitions, 
impacts, factors affecting perceived product quality, 
determinants and consequences of perceived product 
quality, its dimensions.  Besides, it also gives the re-
commendations for making perceived quality match 
actual quality.  Nowadays, as businesses’ competition 
becomes greater, the concept of perceived product 
quality is rapidly becoming an important, strategic 
tool in marketing management to make a difference 
of their products.  In this article, perceived product 
quality is defined as the consumer’s perception of 
overall components of the product -- both the tangi-
ble and intangible characteristics. It is so different 
from actual quality that it can powerfully affect the 
profit margins, brand power and market share, brand 
equity, perceived value, returns on investment (ROI) 
and profitability.  Factors affecting perceived product 
quality have two cues the intrinsic cues and the 
extrinsic cues. The perceived product quality also has 
various dimensions such as performance, features, 
conformance, reliability, durability, serviceability, and 
“fit and finish”. In the last part, the recommenda-
tions to make perceived quality match actual quality 
are included in this article.   
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บทคัดยอ 

บทความชิ้นนี้มีวัตถุประสงคที่จะนําเสนอแนวคิด
เรื่องคุณภาพสินคาที่ถูกรับรู (Perceived Product Quality) 
ทั้งในดานความหมาย ผลกระทบ ปจจัยที่มีผลตอคุณภาพ
สินคาที่ถูกรับรู ตัวกําหนดและผลลัพธของคุณภาพสินคาที่
ถูกรับรู ตลอดจนองคประกอบของคุณภาพสินคาที่ถูกรับรู 
ทั้งนี้เนื่องมาจากในปจจุบัน ขณะที่การแขงขันทางธุรกิจมี
เพิ่มสูงขึ้น แนวคิดเรื่องคุณภาพสินคาที่ถูกรับรูจึงไดกลาย
มาเปนเครื่องมือเชิงกลยุทธในการจัดการทางการตลาดเพื่อ
สรางความแตกตางใหกับสินคามากยิ่งขึ้น ในบทความนี้ 
คุณภาพสินคาที่ถูกรับรู จึงหมายถึง การรับรูของผูบริโภคที่
มีตอองคประกอบทั้งหมดของสินคา ซึ่งรวมถึงสิ่งที่จับตอง
ไดและสิ่งที่จับตองไมได และที่สําคัญคือ คุณภาพสินคาที่
ถูกรับรูนั้นไมเหมือนกับคุณภาพสินคาที่แทจริงอยางแน 

นอน แนวคิดคุณภาพสินคาที่ถูกรับรูนี้นับวาสงผลกระทบ
อยางยิ่งตอผลกําไร พลังในตราสินคา สวนครองตลาด 
คุณคาตราสินคา คุณคาที่ ถูกรับรู ผลตอบแทนจากการ
ลงทุน และความสามารถในการทํากําไรของธุรกิจเปน
อยางมาก  ปจจัยที่สงผลตอคุณภาพสินคาที่ ถูกรับรูนั้น
สามารถแบงไดออกเปน 2 ลักษณะ คือ ปจจัยภายในและ
ปจจัยภายนอก นอกจากนี้ คุณภาพสินคาที่ถูกรับรูยังมี
หลายองคประกอบ ไดแก ประสิทธิภาพการทํางาน คุณ-
ลักษณะ ความนาเชื่อถือ ความสามารถตามเกณฑมาตรฐาน 
ความคงทน ความสามารถในการใหบริการ และความรูสึก
ถึงความมีคุณภาพ ในตอนทายของบทความ ผูเขียนได
เสนอแนวทางของการทําใหสินคานั้นถูกรับรูจากผูบริโภค
วาเปนสินคาที่มีคุณภาพ เพื่อใหสอดคลองกับคุณภาพ
สินคาที่แทจริง 
 
INTRODUCTION 

As businesses’ competition becomes greater 
significantly, the concept of perceived product 
quality is increasingly becoming much on the minds 
of academicians and marketing practitioners today.  
That is because the concept of perceived product 
quality not only affects the purchase intention of the 
consumer but also affects the market share, brand 
profitability, brand power, and brand equity (Aaker, 
1996; Aaker & Jacobson, 1994; Garvin, 1984; 
Jacobson & Aaker, 1987; Stobart, 1994).  Also, the 
knowledge of the consumer perception of quality     
is useful for the effective management of people in   
a quality organization environment (Forker, 1991).  
However, full-version academic articles of this 
construct in Thailand is hardly found. Consequently, 
this article is hoped to explore and make all readers 
who are interested in this concept –not only acade-
mics, but also marketers, brand managers, marketing 
managers, and marketing communications managers-
- understand this concept deeply.  Above all, I hope 
that every marketing practitioner who has already 
read this article can apply the knowledge of this 
concept to the real world in improving and 
developing the perceived product quality in their 
consumer perceptions efficiently. 

 
 



DEFINITIONS OF PERCEIVED PRODUCT 
QUALITY 

There are various academics defining the con-
cept of perceived quality.  According to Aaker and 
Joachimsthaler (2000), perceived quality is “a special 
type of association, partly because it influences brand 
associations in many contexts and partly because it 
has been empirically shown to affect profitability.” 
As Zeithaml (1988) said that perceived quality is “the 
consumer’s judgment about a product’s overall 
excellence or superiority.”  Zeithaml (1988) empha-
sized that perceived quality is (1) different from 
objective or actual quality, (2) a higher level abstract-
tion rather that a specific attribute of a product, (3) a 
global assessment that in some cases resembles 
attitude, and (4) a judgment usually made within a 
consumer’s evoked set.  Similarly, the definition of 
perceived quality by Aaker (1991) is “the customer’s 
perception of the overall quality or superiority of the 
product or service with respect to its intended pur-
pose, relative to alternatives.”  In fact, the perceived 
quality is different from actual or objective quality, 
product-based quality, and manufacturing quality 
(Aaker, 1991).  It can be viewed as the difference 
between overall quality and undetected quality.  
Furthermore, perceived quality may lead to consumer 
satisfaction, which is determined by perceived 
performance and expectation (Chaudhuri, 2002).  
Although there are a lot of definitions from many 
scholars, each of the definition has a shared common 
meaning; that is, perceived product quality is the  
consumer’s perception of overall components of   
product--both tangible and intangible characteristics.  
It may also include performance, features, reliability, 
conformance, durability, serviceability, and aesthe-
tics etc.  Above all, it is different from the actual 
quality of products. 
 
IMPACTS OF PERCEIVED PRODUCT QUALITY 

The perceived product quality has a powerful 
effect on various variables about business’ per-
formances which can be described as follows: 

 
1) Profit margins 
Today, the widely-acknowledged importance of 

the perceived product quality has prompted scholars 
from a variety of disciplines to investigate and 
examine the impact of this concept (Aaker & 
Jacobson, 1987; Dodds, Monroe, & Grewal, 1991; 
Teas & Agarwal, 2000; Woodside & Taylor, 1978). 
First, perceived quality affects profit margins.  The 
evidence is from studies of the Profit Impact of 
Market Strategy (PIMS) database developed at the 
Marketing Science Institute and the Strategic 
Planning Institute in Cambridge during the 1970s and 
1980s.  This database today contains data from some 
3000 business units of 450 companies.  The PIMS 
database is widely recognized as the only complete 
database in the world of strategic information on 
many different industries.  Studies on the PIMS 
database dramatically confirm that market-perceived 
quality has the relationship with return on sales 
positively as shown in figure 1 (Stobart, 1994).  The 
customers usually rely on perceived brand quality 
because they want to buy the best possible products, 
and the enormous profits that owners of successful 

brands receive are in fact the reward for delivering 
high quality to their customers. 

 
Figure 1: Market-perceived quality boosts margins         
Return  
    on  
  Sales  
    (%) 
 
 
 
 
                              Inferior              Superior 
                        Market-perceived quality score 
 
Source: Stobart, P. (1994).  Brand power. London: 
MacMillan, p. 66. 
 

2) Brand Power and Market Share 
Stobart (1994) said that perceived product 

quality can result in brand power and dominant 
market share as shown in Figure 2. Let us now 
consider how the entrepreneurs and managers create 
power brands.  They must start with a clear sense of 
needs and desire of a well-defined group of 
customers.  They produce products and supply the 
associated services that meet those needs ex-
ceptionally well.  Effective ‘quality control’ mea-
sures ensure they do things right the first time in 
delivering those products and services.  Therefore, 
they achieve superior quality in areas that matter to 
the customer together with a cost structure no higher 
than that of lower-quality competitors.  Then, they 
advertise to communicate their products’ advan-
tages.  The customer perceives the quality and the 
exceptional value is offered.  The result: a power 
brand is created and dominant market share follows. 

 
3) Brand Equity 
Aaker (1991) stated that perceived product 

quality is one of the key dimensions of brand equity 
as shown in Figure 3. Perceived quality will directly 
influence purchase decisions and brand loyalty, 
especially when a buyer is not motivated or able to 
conduct a detailed analysis.  It can also support a 
premium price which, in turn, can create a gross 
margin that can be reinvested in brand equity.  From 
Figure 3, having brand equity will provide values to 
customers by enhancing customers’: (1) interpret-
tation/processing of information (2) confidence in the 
purchase decision and (3) satisfaction.  As part of its 
role in adding value for the customer, brand equity 
has also the potential to add values for the firm       
by increasing (1) efficiency and effectiveness of 
marketing programs (2) brand loyalty (3) prices/ 
margins (4) brand extensions (5) trade leverage and 
(6) competitive advantages.  Furthermore, perceived 
product quality can be the basis for a brand exten-
sion.  If a brand is well-regarded in one context, the 

0
2
4
6
8
10
12

-1.5 -0.5 0.5 1.5

3



assumption will be that it will have high quality in 
related context as well.  

 
4) Perceived Value 

Besides, perceived product quality affects perceived 
value because it provides value in several ways.  
First, in many contexts, perceived quality of a brand 
provides a pivotal reason-to-buy, influencing which 
brands are included and excluded from consideration, 
and the brand that is to be selected.  A customer often 
will lack the motivation to obtain the information that 
might lead to an objective determination of quality in 
given application.  Sometimes, the information may 
simply be unavailable or the customer may not have 
the ability or resources to obtain or proceed it.  In 
many cases, perceived quality becomes central in the 
customers’ decisions.  Second, perceived product 
quality can be used as a positioning strategy of 
various products, whether a car, a computer, or a 

shirt.  These products can be shown as a premium 
product for the high-end consumers.  Third, a 
perceived product quality advantage provides the 
option of charging a premium price. Also, the price 
premium can increase profits and provide resources 
with which to reinvest in the brand. These resources 
can be used in such brand-building activities as 
increasing awareness or associations, or in R&D 
activities to improve the product. A price premium 
not only provides resources, but can also reinforce 
the perceived quality. Fourth, perceived product 
quality can also be meaningful to retailers, dis-
tributors, and other channel members and thus aids  
in gaining distribution. We should know that the 
image of a channel member is affected by the 
products or services included in its line. As a result, 
stocking “quality products” can attract customers 
significantly. 

 
 
 
Figure 2: Power brands: the essentials 
 
  
 
  
 
  
 
  
 
  
 
  
 
  
 
  
 
  
 
  
 
  
 

 Source: Stobart,P.(1994).  Brandpower London: Macmillan, p. 69. 
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Figure 3: Brand Equity 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Source: Aaker, D. A. (1991). Managing brand equity: Capitalizing on the value of a brand name.  New York: 
Free Press, p. 17. 
 
 

Lastly, the perceived product quality can be 
exploited by introducing brand extensions, using the 
brand name to enter new product categories. A strong 
brand with respect to perceived quality will be able to 
extend further, and will find a higher success 
probability than a weaker brand (Aaker, 1991). 

 
5) Returns on Investment (ROI) and 

Profitability 
Buzzle and Gale (1987) said in their book The 

PIMS Principles: “In the long run, the most 
important single factor affecting a business unit’s 
performance is the quality of its products and service, 
relative to those of competitors”.  They said that the 
perceived quality has a powerful effect on Returns on 
Investment (ROI) and Return on Sales (ROS).  The 
lowest-20-percentile businesses had around a 17% 
ROI, whereas those in the top-20-percentile earned 
nearly twice as much (Aaker, 1991).  
 
 
 
 

Figure 4: The Value of Perceived Quality 
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Source: Aaker, D. A. (1991). Managing brand equity: 
Capitalizing on the value of a brand name.  New York: 
Free Press, p. 86. 
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Besides, a detailed examination of the relation-
ship of perceived quality and other key strategic 
variables in addition to ROI, by Jacobson and Aaker 
(1987), provides insights on how perceived quality 
does create profitability: 1) perceived product quality 
affects market share. After controlling for other 
factors, products of higher quality are favored and 
will receive a higher share of the market. 2) per-
ceived product quality affects price. Higher perceived 
product quality allows a business to charge a higher 
price.  The higher price can directly improve pro-
fitability or allow the business to improve quality and 
further more to decrease competitive barriers.  
Further-more, a higher price tends to increase 
perceived quality by acting as quality cue. 3) 
perceived product quality has a direct impact on 
profitability in addition to its effect on the market 
share and price.  Improved perceived quality will 
increase profitability even when the price and market 
share are not affected.  Perhaps the cost of retaining 
existing customers declines less with higher quality, 
or competitive pressures are reduced when quality is 
improved. In any case, there is a direct link between 
quality and ROI.  4) perceived product quality does 
not affect cost negatively. In fact, it doesn’t affect 
costs at all. The image that there is a natural 
association between a quality/prestige niche strategy 
and high cost is not reflected in the data (Aaker, 
1991). 
 
FACTORS AFFECTING PERCEIVED PRODUCT 
QUALITY 

Understanding of the factors affecting perceived 
product quality is necessary for all marketing prac-
titioners to design marketing strategies efficiently.  In 
general, there are two types of factors discussed 

among marketing academics. These are intrinsic cues 
and extrinsic cues.  The intrinsic cue concerns phy-
sical characteristics of the product itself, such as size, 
color, flavor, or aroma.  In some cases, consumers 
use these physical characteristics to judge product 
quality (Schiffman & Kanuk, 2000). As Bhuian 
(1998) said that intrinsic marketing cues refer to 
attributes that can not be changed or manipulated 
without also changing the physical characteristics of 
the product itself. Studies show that the perceived 
product quality varies with the variations in the 
nature of consumer perceptions of intrinsic marketing 
cues associated with those products (Schiffman & 
Kanuk, 2000).   

However, frequently, consumers can not use 
intrinsic cues in making decisions. Hence, they often 
evaluate quality on the basis of extrinsic cues that are 
external to the product itself, such as price, brand 
image, manufacturer’s image, retail store image, or 
even the country of origin (Schiffman & Kanuk, 
2000). As Lin and Kao (2004) said that perceived 
product quality may be influenced from distribution 
channels, brand image, country of origin, price, and 
certificates. Besides, Thakor and Katsanis (1997) 
said that the extrinsic cues that affect perceived 
quality are price, warranty, advertising, market share, 
and the country of origin. Likewise, Dodds, Monroe, 
and Grewal (1991) studied effects of price, brand 
name, and store name on perceived quality.  This 
study shows that not only price but also brand name 
and store name have the relationships with perceived 
product quality positively as shown in Figure 5.   

As mentioned earlier, I may conclude that 
perceived product quality can be affected by various 
factors, both intrinsic cues and extrinsic cues. Thus, 
all marketing managers should be aware and deepen 
those factors in creating the brand image. 

 
 
Figure 5: Model of the effect of price, brand, and store name on product evaluation 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Source: Dodds, W. B., Monroe, K. B., & Grewal, D.  (1991).  Effects of price, brand, & store information on buyers 

product evaluations.  Journal of Marketing Research, 28(3), p. 308. 
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I suggest that they should examine which factors 
affect perceived quality of their products by surveying 
the consumer’s opinions, or using the qualitative 
research methods, such as in-depth interviews and focus 
group discussions. These approaches will make them 
understand customers more deeply. 

DETERMINANTS AND CONSEQUENCES OF 
PERCEIVED PRODUCT QUALITY 

As reviewed earlier, I can propose the model of 
determinants and consequences of perceived product 
quality as shown in Figure 6. 

 
 
Figure 6: Model of determinants and consequences of perceived product quality 
 
 

 
 
 

From Figure 6, the determinants of perceived 
product quality can be divided into two types. One   
is intrinsic cues that are physical characteristics        
of the product itself including size, color, flavor, 
appearance, or aroma.  Consumers can use these 
physical characteristics to judge product quality.  
Consequently, some companies invest heavily in 
improving physical characteristics of their products.  
For example, General Motor’s Cadillac division hired 
an Italian automobile-design firm, Pininfarina, to 
design its new Allante to give it a European 
appearance.  The other is extrinsic cues, the attributes 
that are not part of the physical product.  Price, brand 
image, manufacturer’s image, retail store image, the 
country of origin, distribution channels, brand image, 
certificates, warranty, advertising, market share, 
brand name, or store name can thus be considered to  
 

be extrinsic cues.  Past researches suggest that con-
sumer perceptions of product quality are generally 
formed on the basis of an array of extrinsic cues 
because, in some cases, consumers can’t use the 
physical characteristics to judge product quality 
easily.  Hence, marketing practitioners shouldn’t 
overlook these cues. 

Furthermore, the model shows the consequences 
of perceived product quality as well.  We will see 
that perceived product quality not only affects profit 
margins, but also affects brand power and market 
share, brand equity, perceived value, returns on 
investment (ROI) and profitability, and consumers’ 
willingness to buy as discussed before.  There are 
various researches showing the consequences of 
perceived product quality on these variables.  In other 
words, the more consumers perceive product quality,  
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the more businesses gain several benefits.  However, 
despite this apparent importance, relatively little 
empirical work about perceived product quality has 
been undertaken in Thailand.  In my view, there is 
still the need for developing researches in the area of 
perceived product quality, or even perceived service 
quality in Thailand to create competitive advantages 
in product quality distinctively. 
 

DIMENSIONS OF PERCEIVED PRODUCT 
QUALITY 

If perceived product quality is to be managed 
efficiently, it is necessary to consider the dimensions 
of it.  With respect to product quality, Harvard’s 
David A. Garvin suggests seven perceived product-
quality dimensions (Aaker, 1991).  The first is per-
formance, the primary operating characteristics of  
the product.  For an automobile, these could include 
traits like acceleration, handling, cruising speed, and 
comfort. For a television set, they would include 
sound and picture clarity, color, and ability to receive 
distant stations.  The second is features--the bells and 
whistles of products.  They are secondary elements  
of products that supplement the product’s basic 
functioning. Examples include free drinks on a plane 
flight, permanent press as well as cotton cycles on     
a washing machine, and automatic tuners on a     
color television set.  The third is conformance with 
specifications (the absence of defects).  This is a 
traditional, manufacturing-oriented view of quality. 

The fourth is reliability.  It is the consistency    
of performance from each purchase to the next. 
Japanese manufacturers typically pay great attention 
to this dimension of perceived quality, and used it to 
gain a competitive edge in the automotive, consumer 
electronics, semiconductor, and copying machine 
industries (Garvin, 1984).  Next, the fifth is dura-
bility (a measure of product life): How long will it 
last? Volvo has long positioned its car as durable.      
It once showed pictures of 10-year-old Volvos still 
running well (Aaker, 1991). 

The sixth is serviceability.  It reflects the ability 
to service the product, or the speed, courtesy, and 
competence of repair.  A number of companies have 
begun emphasizing this dimension of perceived 
quality. Caterpillar Tractor promises that it will 
deliver repair parts anywhere in the world within 
forty-eight hours and Mercedes guarantees of twenty-
four-hour services in California and Arizona show 
that even top-of the-line producers believe that this 
approach has value (Garvin, 1984).  The seventh is 
“fit and finish”.  It refers to the appearance or feel   
of quality.  For automobiles, it might be reflected    
by the paint job and fit of the doors.  “Fit and finish” 
is important because it is a dimension which cus-
tomers can judge.  The assumption is usually that if 
the business cannot produce good “fit and finish” 
products, the products will not probably have the  
 

other, more important, quality attributes (Aaker, 
1991).  

From various dimensions of perceived quality, it 
can be concluded that perceived product quality can  
be different from the actual quality of products 
(manufacturing quality) significantly; that is, although 
the actual quality of products is good, it‘s possible  
that the products may be perceived negatively.  Thus, 
all marketing managers shouldn’t overlook the 
perceived quality concept and they must make con-
sumer perceptions of quality match actual quality. 
 

RECOMMENDATIONS FOR MAKING PER-
CEIVED PRODUCT QUALITY MATCH ACTUAL 
QUALITY 

As mentioned earlier, perceived product quality 
is so different from actual quality or manufacturing 
quality.  Hence, it is important that all marketing 
managers make the perceived product quality match 
actual quality.  If they’re sure that their products have 
quality (actual quality).  The three following recom-
mendations will make the perceived product quality 
match actual quality efficiently: 1) You must com-
municate the information about product quality to 
your customers continuously by using the integrated 
marketing communications tools such as advertising, 
public relations, sales promotion, direct marketing, 
personal selling etc. (Kotler, 2000).  2) Don’t talk 
boastfully about your product quality.  Although your 
products are of high-level quality, you shouldn’t 
boast about your products too much.  Often, it will 
make your customers feel the products can’t satisfy 
them as they highly expected before.  Also, the 
dissatisfaction of your customers will happen.  
Lastly, 3) You must pay attention to the factors 
affecting the quality of products as mentioned earlier 
such as price policy, store image, advertising, 
warranty, and brand image etc.  Those factors can 
affect perceived product quality directly.  Certainly, 
it can easily make your perceived quality change 
negatively.  For example, you shouldn’t use the low 
pricing strategy too much.  It can make the perceived 
product quality decrease extremely because most 
consumers often believe that the extremely cheap 
products are suitable for the low-end consumer 
(Dodds et al., 1991).  Surely, your brand image will 
not be desirable.  Besides, you must select the good-
image distribution channels.  It will make customers 
perceive your products positively as well.  Also, 
using advertising, a warranty, and creating brand 
image can help building your perceived product 
quality effectively as well.  I strongly believe that 
once these recommendations have been adopted, the 
perceived product quality in the consumers’ minds--
including profit margins, perceived value, brand 
power, market share gains, brand equity, returns on 
investment (ROI), and profitability--can hardly be far 
behind.  

 



CONCLUSION 
The concept of perceived product quality is 

regarded as an significantly important construct for 
all marketing managers.  It is becoming a strategic 
tool to make a difference from competitors.  The per-
ceived product quality is defined as the consumer’s 
perception of the overall components of a product--
both tangible and intangible characteristics.  It may 
also include performance, features, reliability, con-
formance, durability, serviceability, and aesthetics 
etc.  Above all, it’s not actual quality of products.  It 
has a powerful effect on profit margins, brand power 
and market share, brand equity, perceived value, 
Returns on Investment (ROI) and profitability.  The 
factors affecting perceived product quality are both 
intrinsic cues and extrinsic cues.  The intrinsic cue 
concerns physical characteristics of the product itself, 
such as size, color, flavor, or aroma.  The extrinsic 
cues are external to the product itself, such as price, 
brand image, manufacturer’s image, retail store 
image, or even the country of origin.  The perceived 
product quality has various dimensions such                    
as performance, features, conformance, reliability, 
durability, serviceability, and “fit and finish”.  Con-
sequently, All marketing managers shouldn’t overlook 
the perceived quality concept and they must make 
consumer perceptions of quality match actual quality.  
The three following recommendations will be helpful 
for them.  That is: (1) To communicate the quality 
information continuously (2) Don’t talk boastfully 
about your products quality (3) To be aware of 
factors affecting quality of products and use them 
efficiently.  Lastly, I hope that this article will be 
very helpful for any person in the business or 
marketing field, especially all marketing managers  
or marketing communications managers to match   
the product quality perceived in the consumer’s 
minds efficiently.  Likewise, I strongly expect that 
this article will make academics and marketing 
practitioners in Thailand turn to give attention to 
study this concept more increasingly.  The empirical 
research in this area in Thailand is still needed.  
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