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Abstract 

In this report, it helps in providing the main purpose of the customer perceived value dimensions 

that helps in satisfying the customer needs as well as loyalty which helps in determining the 

positive impact in the marketplace. However, many factors have been described the customer 

satisfaction and loyalty where customer satisfaction plays a major role in making the report more 

informative. Therefore, customer perceived value helps the customers to be more understanding 

and helps in satisfying by serving them better services and products. Thus, a result is also been 

analyzed which helps in determining the positive impact and helps in overcoming all sorts of 

issues that have been raised. 
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1. Introduction 

1.1 Problem Identification 

Customer Perceived value is determined as merit based on the customer's satisfaction with the 

products or services in terms of their willingness to pay for that product. In accordance with the 

issues that can be identified as per the value of customer perception such as; customer support 

quality, customer reviews, the value of the company as well as the marketing rate of the company 

on which the products and services are dependent and thereby satisfying the customer needs.  

1.2 Importance of the problem 

Customer perceived value is considered to be important in the marketing concept that has been 

determined in recent years and one of its essential keys that helps the business to sustain itself in 

the competitive rate of the high market (Khoironi et al. 2018). It plays a great role in order to 

enhance the experience rate of the customer by fully satisfying them. Moreover, customer value 

can be improved by the market price, enhancing the efficiency rate, enhancing customer loyalty, 

and so on. In addition to that, the problems that have been stated above, customer satisfaction is 

fully dependent upon the products as well as the services that have been served to their customer 

and that leads to enhancing the marketing demand rate.  

1.3 Problem Statement 

In accordance with this literature, it has been reviewed that the dimension of the customer 

perceived value rate is dependent on the three major factors that help to identify the issue such as 
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reliability, functionality as well as on its convenience. However, all these major problems lead to 

analyzing the issues that affect the behavior of the customer rate. Based on the opinion Rashid et 

al. (2019), stated as per mobile communication the impact of the customer perceived value on 

behavioral intentions as well as the customer satisfaction rate provides some of the dimensional 

factors that help to satisfy the needs of the customer by serving them better services and 

products. Thus, as compared with the previous problem language barrier is one such major issue 

that leads to a rise in the issue and as a result, many customers are not able to understand and 

communicate. However, as per the current scenario, the issue has been resolved,and 

improvement in time management satisfies customers and this influences the behavior rate of the 

customer.  

1.4 Hypotheses and Their Correspondence to Research Design 

Some of the Hypothesis that helps in corresponding the research design:  

H1: Customer perceived value has a positive relationship with the customer satisfaction  

H2: Customer perceived value leads affects the product value which leads to a negative impact 

on the customer satisfaction rate.  

As per this research, this the customer perceived value is considered to be one of the most 

important factors that help in analyzing the product value rate on which customer satisfaction can 

be done. Thus, the research has been designed based on this hypothesis which helps in achieving 

the main objective and by improving all sorts of major issues.  

2. Method 

2.1 Identification of the research method 

Research methodology is considered to be a method that helps in determining, identifying as 

well as analyzing all sources of pieces of information that are relatable to the topic. Moreover, 

this sort of, study in research helps in gathering all sources of authentic information that are 

essential as well as helps the readers to gain all kinds of relatable information that helps in 

analyzing so that it can lead to overcoming all sorts of issues. 

In this research methodology, the secondary method has been conducted which helps in 

providing all sources of pieces of information that have been studied by the previous research. 

However, the conceptual variables that have been analyzed by studying the research are 

customer-perceived value. Since, customer perceived value is been described as the major 

variable, because it helps the customer to understand as well as achieve the main objective in 

terms of purchasing any sort of products from their company as compared with the price that 

they are paying. As compared with the operational variables that have been conducted in this 

research study are customer satisfaction and customer loyalty. Customer satisfaction, as well as 

customer loyalty, plays a major role in order to make the brand increase their economic and 

demand rate in the marketplace which will influence many customers in the marketplace by 

leading a positive impact.  
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2.2 Data Analysis  

The data analysis from which the data are predicted is been associated with the structural as well 

as measurement model which is been implemented. However, the measurement model helps in 

establishing the validity and the reliability of the structural model which mainly signifies the 

hypothetical relationship (Amarasingh et al. 2018). A secondary research method is been 

conducted in this research, therefore all the data that has been gathered in this research are 

collected from various journal articles that are from Google Scholar, ProQuest, and websites. In 

accordance with the reliability analysis from which the data are gathered in this research, helps in 

providing all sorts of consistent results when the measurements are been taken. The data that has 

been analyzed in this research is more reliable and is been already published in a peer-reviewed 

article.  

2.3 Sampling Procedures 

In this research methodology, the researcher has conducted a secondary research method in order 

to determine all sorts of results that help in making the research to be more authentic. In addition 

to that, approximately 10 journal articles have been chosen by the researcher in order to 

determine as well as gather all the data that is considered to be authentic, out of which only 5 

journal articles have been selected in this research that helps in making the research to be more 

relatable with the topic.  

The data has been collected from the research has followed ethical rules and regulations. Ethical 

rules allow the research to be done with efficacy as later ethical issues can be ignored in any 

aspect. Data protection act 2020 has provided the required security for the research data. The 

research has managed the privacy of all the data during the data collection and analysis process 

which has made the research ethically correct and accurate for future implications majorly.  

The secondary research method is considered to be a method that can be determined by using the 

data that is already been existed. In addition to that, all the data that has been measured as well as 

covariates are been acquired by performing the previous study which is been accessed by the 

researcher. As stated by Mohd Sataret al. (2019), the three methods that help in making the 

research to be more authentic by conducting secondary research in it are such as; from libraries, 

journal articles, organizational reports, and so on.  

The covariates model is been represented as the variables that have been analyzed by identifying 

all sorts of data through a statistical model (Kim et al. 2019). Therefore, the research designs that 

have been used in this secondary research through which all sources of data have been collected 

are "books, personal sources, journals, newspapers, websites, government records".  

The research design in the research methodology helps in allowing the research to be done in a 

more systematic way. There are various types of research designs such as; descriptive, 

experimental as well as correlations. However, in this research secondary methods have been 

conducted in this research and therefore, a descriptive research design is been used in this 

research. In accordance with this research design, the data that has been provided in this research 

makes, the data to be more descriptive so that it can help the research to be more authentic as 

well as beneficial.  
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3. Results 

3.1 Findings 

By analyzing this research, secondary research data has been conducted in this research, which 

provides all sorts of relevant pieces of information which makes the research to be more 

authentic. In addition to that, the data that has been gathered from all the existing pieces of 

information that have been collected by some of the journal articles, and its source pieces of 

information (Khoironiet al. 2018). In addition to that, all the results that have been analyzed by 

this research make the data to be more authentic and informative which helps in determining the 

correct sorts of results. However, by conducting the secondary research, all the data that has been 

gathered in this research by collecting from the existing data which helps in influencing most of 

the researchers by making the research to be more authentic. In addition to this, the result that 

has been determined by conducting the secondary research method in it is thematic analysis. 

Thematic analysis has been gathered from the research that helps in making it more authentic as 

well as reliable which provides a source of information that is considered to be as more reliable 

by considering various variables in it that helps in determining the research. Secondary research 

is been conducted in this research in order to analyze the result because it is considered to be as 

cost-effective, but it lacks uniqueness that makes the research to be more viable.  

The results of this research indicate that the coefficient path leads to a positive impact that has 

been associated with the independent as well as the dependent variable. However, an 

independent variable that is been selected is customer perceived value (novelty, product, social 

dimension, and so on) whereas, the dependent variable consists of behavioral intentions as well 

as customer satisfaction rate (Özkanet al. 2019). The structure model results that have been 

determined in this research represent the customer perceived value, on which some of the factors 

that have been affected are the customer rate which can be analyzed by conducting this research 

and that helps in satisfying the results to be more descriptive.  

3.2 Recruitment 

The themes that have been generated in this research methodology make the research analyses of 

all the data that has been gathered in this research which makes it more authentic. The main 

purpose of this thematic analysis helps in summarizing the large data set which helps the 

researcher to be more focused on the approach of good structure in terms of controlling as well 

as handling its data. Thematic analysis is been represented as a method that helps in analyzing 

the qualitative data that helps the researcher to be more reliable as well as authentic in terms of 

enhancing the research to be more informative. The types of thematic analysis have been 

determined in this research that helps in making the research to be more reliable and authentic.  

The main strength of thematic analysis that helps in making the research to be more reliable by 

analyzing a broad range of analytic options that helps in gathering all sources of data which helps 

in making the research to be more effective. 

However, from various journal articles, the themes have generated as well as the codes of the 

themes have been extracted that help in providing the main findings of the research which makes 

it suitable. In addition to that, by conducting the secondary research method, thematic coding can 
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be analyzed in terms of enhancing as well as understanding the dependent and independent 

variables (Rashid et al. 2019). The thematic analysis helps the research to be more reliable as 

well as helps in analyzing the measurement as well as the variables rate that leads to a great 

impact in the secondary research.   

3.3 Data analysis 

The thematic analysis can sometimes lead to enhancing the challenging factors because many 

articles can able to delete the detailed pieces of information which have been provided in this 

research. Some of the strategies that help in making the thematic analysis data to be more 

authentic help in making the research to be more reliable (Carranza et al. 2018). By analyzing the 

results, helps in making the secondary research to be more justified which leads to enhancing the 

positive hypothesis that has been obtained in this research. Therefore, the data that has been 

gathered in this research helps in making the research to be more authentic as well as reliable. 

The thematic coding helps in enhancing as well as making the research to be more reliable since 

all the data has been extracted from the existing sources. In addition to that, some of the issues 

that can be observed while extracting the thematic data on the customer satisfaction rate 

sometimes the findings are not been analyzed correctly in this research, it takes more time in 

terms of completing the research. Therefore, the iterative comparison is been done in terms of 

making the data that has been gathered from this research more beneficial as well as effective.  

4. Discussion 

The research helps in determining the study of the customer perceived value that provides 

various model approaches that are reflective or formative. By analyzing various studies, it has 

been determined that customer-perceived value arises by affecting the customer behavior 

rate. According to the customer model, the main purpose behind this customer perception is to 

analyze as well as fulfill all the requirements of their customers by serving them with better 

services and products. The theoretical and practical implications which is been determined by 

analyzing the previous studies it has been analyzed that the customer's perceived value is been 

affected by the pricing rate, because when the price rate increases then the perceived sacrifice, as 

well as the perceived quality, gets affected by the perceived value (Keshavarz, et al. 2018). 

However, the difference between the customer behavior rate as well as the customer perceived 

value leads to a positive impact in terms of repurchasing and the intention of purchasing items.  

Moreover, there are three significant factors that help in analyzing customer satisfaction in terms 

of customer loyalty such as customer perceived service, customer-perceived quality as well as 

customer perceived value. As stated by El-Adlyet al. (2019), some of the problems that can be 

analyzed in terms of customer-perceived value dimensions, are based on pricing, reputation, task, 

availability, and so on. Therefore, all these problems can be determined in their customer 

satisfaction that leads to a negative impact on customer satisfaction as well as on its loyalty. In 

addition to that, psychological, functional, and financial risks are such risks that arise when the 

customer's perceived value is been determined in terms of satisfying the customer. So, the cost 

that is been associated with the purchasing behavior rate of the customer may lead to affecting 

the cost price as well as the service or the product that the customers are willing to pay. The 
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problem that has been analyzed by studying the previous study leads to arise some negative 

factors it affects the management and the customer relationship for the development in the 

marketing rate. Therefore, it is very much essential to determine the risk factor that enhances the 

issues of the customer perception rate on which the product rate, as well as the service rate, is 

dependent. In addition to that, if the customer is not fully satisfied then the company will not 

able to enhance the demand rate and therefore it leads to affecting the cost of production and 

customer loyalty (Wiedmann et al. 2018). Marketing sometimes leads to affecting the customer 

value rate because of the product or the services that have been served to their customers in 

terms of enhancing some sorts of major issues that lead to rising market complications. Some of 

the perceived risks that arise such as; "financial, performance, physical, psychological, and social 

risk", all these risks affect the significant complications of this research design that leads in 

arising some of the negative factors that affect the customer value rate.  

The main purpose of conducting this study is to gather the approaches that is been implemented 

in this research. Some of the main objectives of this research that are implemented in this 

research study from where all sources can be gathered are such as; data collection, executing the 

plan and so on (Lawton et al. 2019). Therefore, research methodology is been broadly divided 

into some main parts that help in providing some of the methods from which the data can be 

collected such as; simulation, observational, derived as well as experimental. All the data that has 

been gathered helps in making the research to be relevant and therefore, makes the research to be 

more authentic.  In addition to that, various hypotheses have been implemented in terms of 

evaluating the relationships that have been predicted by providing the conceptual as well as the 

operational variables. As stated by Largan et al. (2019), customer-perceived value is beneficial 

because this model helps the customer to get satisfied and by maintaining a good relationship 

with the company as their review will help the company to get enhance their demand rate in the 

marketplace. In addition to that, this type of design helps in gathering all sorts of data as well as 

accumulating the impact of customer perceived value on customer satisfaction and customer 

loyalty during the implementation of this research (Wiedmann et al. 2018).  

Some of the factors that help in influencing the customer satisfaction rate are such as; 

"Requirement Necessary factors, Excitement factors. Performance factors". All these factors help 

in satisfying the requirements of the customer rate that leads in enhancing as well as providing 

better services to their customer by fulfilling all its essential needs and requirements. Therefore, 

a good product, a fair price as well as good value products is been determined by the needs of the 

customer rate. In addition to that, "a company consistently meeting and exceeding customer 

expectations" leads to enhancing the customer's loyalty to the market rate. As stated by Kim et 

al. (2019), the three main features of customer loyalty are such as trust, affinity as well as 

attachment. Therefore, enhancing customer loyalty leads to making the research to be more 

suitable as well as reliable.  

The customer relationship management model is been implemented in this research in terms of 

determining the company as well as by managing the relationships with the customers in terms 

of forming retention as well as on its acquisition level (Mohd Sataret al. 2019). Therefore, the 

four major steps of customer relationship management are such as support, marketing, product as 
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well as sales. All these major components of this customer relationship model help in making the 

model to be more supportive by leading a positive impact in the marketplace.  

References 

Amarasinghe, S.L., Su, S., Dong, X., Zappia, L., Ritchie, M.E. and Gouil, Q., 2020. 

Opportunities and challenges in long-read sequencing data analysis. Genome 

biology, 21(1), pp.1-16. 

Bujang, M.A., Omar, E.D. and Baharum, N.A., 2018. A review on sample size determination for 

Cronbach’s alpha test: a simple guide for researchers. The Malaysian journal of medical 

sciences: MJMS, 25(6), p.85. 

Carranza, R., Díaz, E. and Martín-Consuegra, D., 2018. The influence of quality on satisfaction 

and customer loyalty with an importance-performance map analysis: Exploring the 

mediating role of trust. Journal of Hospitality and Tourism Technology, 9(3), pp.380-396. 

Chen, S.C. and Lin, C.P., 2019. Understanding the effect of social media marketing activities: 

The mediation of social identification, perceived value, and satisfaction. Technological 

Forecasting and Social Change, 140, pp.22-32. 

El-Adly, M.I., 2019. Modelling the relationship between hotel perceived value, customer 

satisfaction, and customer loyalty. Journal of Retailing and Consumer Services, 50, 

pp.322-332. 

Ge, Y., Yuan, Q., Wang, Y. and Park, K., 2021. The structural relationship among perceived 

service quality, perceived value, and customer satisfaction-focused on starbucks reserve 

coffee shops in Shanghai, China. Sustainability, 13(15), p.8633. 

Keshavarz, Y. and Jamshidi, D., 2018. Service quality evaluation and the mediating role of 

perceived value and customer satisfaction in customer loyalty. International Journal of 

Tourism Cities. 

Khoironi, T.A., Syah, H. and Dongoran, P., 2018. Product quality, brand image and pricing to 

improve satisfaction impact on customer loyalty. International Review of Management 

and Marketing, 8(3), p.51. 

Kim, S., Ham, S., Moon, H., Chua, B.L. and Han, H., 2019. Experience, brand prestige, 

perceived value (functional, hedonic, social, and financial), and loyalty among 

GROCERANT customers. International Journal of Hospitality Management, 77, pp.169-

177. 

Largan, C. and Morris, T., 2019. Qualitative secondary research: A step-by-step guide. Sage. 

Lawton, C., 2019. Effective use of secondary quantitative data sources. In Handbook of Research 

Methods on the Quality of Working Lives (pp. 177-193). Edward Elgar Publishing. 

Mohd Satar, N.S., Dastane, D.O. and Ma’arif, M.Y., 2019. Customer value proposition for E-

Commerce: A case study approach. International Journal of Advanced Computer Science 

and Applications (IJACSA), 10(2), pp.454-458. 

Özkan, P., Süer, S., Keser, İ.K. and Kocakoç, İ.D., 2019. The effect of service quality and 



     International Journal of Advanced Engineering and Management Research  

Vol. 8, No. 03; 2023 

ISSN: 2456-3676 

www.ijaemr.com Page 38 

 

customer satisfaction on customer loyalty: The mediation of perceived value of services, 

corporate image, and corporate reputation. International Journal of Bank Marketing. 

Rashid, A. and Rokade, V., 2019. Service quality influence customer satisfaction and 

loyalty. UKH Journal of Social Sciences, 3(1), pp.50-61. 

Slack, N., Singh, G. and Sharma, S., 2020. The effect of supermarket service quality dimensions 

and customer satisfaction on customer loyalty and disloyalty dimensions. International 

Journal of Quality and Service Sciences. 

Suchánek, P. and Králová, M., 2019. Customer satisfaction, loyalty, knowledge and 

competitiveness in the food industry. Economic research-Ekonomska istraživanja, 32(1), 

pp.1237-1255. 

Tzavlopoulos, Ι., Gotzamani, K., Andronikidis, A. and Vassiliadis, C., 2019. Determining the 

impact of e-commerce quality on customers’ perceived risk, satisfaction, value and 

loyalty. International Journal of Quality and Service Sciences. 

Wiedmann, K.P., Labenz, F., Haase, J. and Hennigs, N., 2018. The power of experiential 

marketing: exploring the causal relationships among multisensory marketing, brand 

experience, customer perceived value and brand strength. Journal of Brand 

Management, 25(2), pp.101-118. 

 


	The Effects of Customer Perceived Values’ Dimensions on Satisfaction and Consequently on Customer Loyalty
	Wu Fan
	Sultan Idris Education University, Faculty of Management and Economics,
	Tanjong Malim, Perak, Malaysia
	doi: 10.51505/ijaemr.2023.8303                      URL: http://dx.doi.org/10.51505/ijaemr.2023.8303
	Abstract
	In this report, it helps in providing the main purpose of the customer perceived value dimensions that helps in satisfying the customer needs as well as loyalty which helps in determining the positive impact in the marketplace. However, many factors h...
	Keywords: customer perceived value, customer behavioral intention, customer satisfaction
	1.1 Problem Identification
	1.3 Problem Statement
	1.4 Hypotheses and Their Correspondence to Research Design

	2. Method
	2.1 Identification of the research method
	2.2 Data Analysis
	2.3 Sampling Procedures

	3. Results
	3.1 Findings
	3.2 Recruitment
	3.3 Data analysis

	4. Discussion

