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ABSTRACT

With the increasing involvement of customers at restaurants, their
behaviours have become an indispensable part in formation of
perceptions of value. To examine such a subtle and complicated process,
this study applies a multi-layer/multi-dimension approach to examine
how customer behavior predicts perceived value, which in turn leads to
satisfaction. Particularly, customer behavior, assessed with a hierarchical
framework, includes two dimensions: participation behavior (with four
sub-dimensions: information seeking, information sharing, responsible
behavior, personal interaction) and citizenship behavior (with four sub-
dimensions: feedback, advocacy, helping, and tolerance). Customer
perceived value consists of three dimensions: economic, individual,
and relational values. Data collected from 514 respondents reflect
those with dining experience at restaurants. The results show that a
customer’s perception of value gains greater impact from citizenship
behavior than participation behavior. The findings of the study contribute
to the evolving knowledge of customer behavior and offer industry
practitioners’ effective marketing strategies to maximize customer value.

Keywords: customer Perceived Value,Customer Citizenship
Behaviour,Customer Satisfaction Customer Behaviour, Customer
Participation Behaviour.

Introduction

the quality or benefits they perceive in the product relative
to the sacrifice they perceive by paying the price,” defined

Understanding Customer Perceived Value 3.1.1. Defining
Value Traditionally value has been defined in the marketing
literature as a ratio or trade-off between quality and
price. Zeithaml (1988) defined value as the consumer’s
overall assessment of the utility of a product based on the
perceptions of what is received and what is given. However
she expressed her concerns over the an exploratory study
where some consumers perceived value to be low price,
some considered value to be a balance between all the ‘get’
and ‘give’ components during a purchase and more often
than not as a trade-off between quality and price. Several
other definitions are prominent in the marketing literature.
“Buyers’ perceptions of value represent a trade-off between
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Monroe (1990). Anderson et al. (1993) defined value in
business markets as the perceived worth in monetary
units of the set of economic, technical, service and social
benefits received by a customer firm in exchange for the
price paid for the product, taking into consideration the
available suppliers’ offerings and prices. Bolton and Drew
(1991) believed perceived value to be a trade-off between
price and quality. According to Gale (1994), customer
value is market perceived quality adjusted for the relative
price of the product. “By customer value, we mean the
emotional bond established between a customer and a
producer after the customer has used a salient product or
service produced by that supplier and found the product
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to provide an added value” defined Butz and Goodstein
(1996). Woodruff (1997) defined customer value as follows:
“Customer value is a customer’s perceived preference
for the evaluation of those product attributes, attribute
performances, and consequences arising from use that
facilitate (or block) achieving the customer’s goals and
purposes in use situations.” Similarly, Ulaga and Chacour
(2001) stated that perceived value is the trade-off between
customers’ perceived benefits and perceived sacrifices in
availing the firm’s offering

Literature Review
Brand Value

It is evidenced in the existing literature that brand loyalty
provides businesses with marketing advantages such as
reduced marketing costs and positive word of mouth
communication Among the key constructs, perceived
value received much attention from scholars. There are
variousdefinitions of the key construct of this study: perceived
value. Among the definitions, Zeithmal’s definition is widely
accepted in consumer behavior literature. Zeithmal defined
perceived value perception as “the consumer’s subjective/
objective evaluation towards the utility of a service with
regards to the perceptions of what is obtained and what is
provided (p. 14).” In the given definition, value indicates the
relative utility. Therefore, a more inclusive conceptualization
and sophisticated measure have been called upon. More
importantly, scholars postulated that perceived value of
consumers can be categorized as a multi-dimensional
concept. Later, Sheth et al. Suggested that perceivedvalue
is a five-dimensional construct: emotional, functional,
social, conditional, and epistemic. Such multi-dimensional
conceptualization provided the best foundation for a better
conceptualization of perceived value. Gronroos .reduced
the dimensions into two sub-dimensions (emotional and
cognitive perceived value). In 2001, Sweeney and Soutar
postulated that consumers’ perceived values are categorized
into three dimensions: emotional, social, and functional
values. Among the three value perceptions, the utilitarian
value perspective emphasizes customers’ value perception
on functional outcomes of product-related attributes in
the buying situations. When consumers’ expectations are
satisfied, or if a balance between quality and cost is well-
balanced, Sustainability 2020, 12, 1663 3 of 9 the customers
feel utilitarian value. Having a subjective satisfaction from
the ambience leads into enjoyment (hedonic value) This is
an important reason why consumers visit a co_eehouse.
Many researchers have demonstrated the importance of
social value. According to Rintamaki, Kanto, Kuusela, and
Spence, social value, a less understood dimension, has
been categorized into a sub-dimensionalconstruct which
contributes to utilitarian and hedonic value or into one of
three dimensions .Integrating the previous studies, this
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study proposes three dimensional constructs, because
co_eehouse consumers pursue utilitarian value (price),
hedonic value (mood in the co_eehouse), and social value
(social function in the co_ee house) 2.2. Brand Prestige
in the Formation of Brand Credibility Brand credibility
refers to “the believability of the product information
contained in a product”.According to them, a brand
corresponds to the accumulation of past marketing
strategies and activities.Consumers believe that highly
credible brands will perform consistently what they promise
to Consumers, and therefore, less risks are associated
with the consumption of such brands. Brand.credibility is
critical particularly when consumers are uncertain about
brands, and when the approachto information is limited.
Acredible brand, therefore, equates to the cost e_ectiveness
in communicationwith consumers as it assures high message
acceptance .Jeng (2016) conducted an empirical study to
check the impact of brand credibility on consumers’actual
ticket buying intentions. They conducted a structural
equation modeling method with data collected from airline
passengers. They concluded that consumers’ perceived
credibility towards brand increases decision convenience,
and thus creates perceived loyalty. An, Do, Ngo, and Quan
(2019) used a sample of students to reveal how brand
credibility creates students’"WOMspread out intentions.
Their analysis revealed that brand plays a symbolic role
when consumers consider actual purchase.Hwang and
Lee (2019) used a sample of senior tourists to examine
their brand prestige perception. SEM outputs revealed
that seniors’ prestige perception directly leads to well-
being perception, thus deriving brand attachment. Jin,
Lee, and Jun’s (2015).study found that luxury restaurant
brand’s prestige level plays a critical role in the formation
of luxury restaurant selection. Their study expanded brand
prestige research into the restaurant field, thus expanding
the previous brand prestige research area. Their study was
further expanded by Kim, Ham, Moon, Chua, and Han
(2019) Kim, Ham, Moon, Chua, and Han (2019) analyzed
a restaurants’” GROCERANT customers group, and found
that restaurant experience creates prestige level. Then,
the prestige level enhances value perception and loyalty
perception. 2.3. Brand Trust The degree of the feeling
of uncertainty in service purchase and consumption
creates perceived risk and aversion. This study borrowed
the definition of brand trust suggested by Chaudhuri and
Holbrook which defines it as the willingness of the buyer
relying on the brand performing its stated role. Therefore,
being trusted implies that the user has high confidence in
performance and a lack of uncertainty.

Brand Loyalty It has been well demonstrated that loyal
consumers are more willing to build a mutually beneficial
relationship and favorable behavioral outcomes .The role
of brand in such relationships is well discussed .Although
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brand loyalty has been discussed over three decades, it has
been limitedly defined only from a behavioral perspective
.Dick and Basu’s conceptualization of loyalty encompassed
the two dimensions of loyalty: attitude and behavior (more
specifically favorable attitude and repeat purchase). There
are various definitions of brand loyalty. Oliver suggested
this definition of brand loyalty: “a subjective belief to re-
purchase a favorable service continuously, consequently
leading to repetitive same company’s service Sustainability
2020, 12, 1663 4 of 9 Attitudinal loyalty indicates the
commitment level that consumers have toward the
brand, whereas the purchase loyalty is the willingness
of consumers to purchase the brand. Other researchers
suggest encompassing purchase loyalty in behavioral
intention. In this study,behavioral loyalty includes not only
the purchase intention but also the behavioral intention
to recommend the brand to others.2.5. Relationship
among Consumer Value Perception, Brand Prestige, Brand
Credibility, and Relational Outcomes.lIt is supported in the
literature that the e_ects of value dimensions may depend
on the type of expected service or product being considered
.Consistency in performance over time and signals of the
quality of the given service/product are important attributes
in deciding brand credibility.Brand prestige indicates a
brand’s positioning strategy which places a relatively high
level of luxury perception into consumers’ minds Baek et
al. postulated that brand credibility is directly associated
with tangible and utilitarian sides of value perception.
They argue that brand credibility could be created via
higher consistency. Therefore, utilitarian value shapes
brand credibility and, on the other hand, it is expected
that hedonic quality cues and social benefits will eventually
enhance brand prestige. Integrating the above discussion,
this study proposes that the consumer’s utilitarian value
perception that patrons develop through buying and
consumption of a product/service will increase consumers’
perception of brand credibility. On the contrary, social and
hedonic value that customers perceive will have a direct
impact on brand prestige.

Conclusion

Review of marketing literature indicates the existence of
competing models that establish the relationships between
perceived value, customer satisfaction and customer loyalty.
Few authors assume a direct relationship between customer
perceived value and behavioral intentions, as opposed
to some who opine that satisfaction acts as a mediating
variable in the relationship. As the perceived value literature
evolved researchers examined the relationships between
perceived value and behaviour mediated through customer
satisfaction, however, instead of considering value to be a
construct of higher order, it was viewed as being comprised
of individual value dimensions. Although the dimensions of
value adapted by the researchers are specific to the context

of the study and the author’s arguments on the scales used,
the findings provide empirical evidence to the existence
of the relationship between the individual dimensions and
satisfaction and loyalty. The results of these studies also
reveal the differential impact of the value dimensions on
the dependent variables.
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