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Abstract 
This article aims to investigating the effects of perceived quality, risk and relative price on the perceived value 
and purchase intentions of mobile phones. The population comprises 293 persons of Business Administration 
MA students from the Islamic Azad University of Zanjan. 

The questionnaires were validated using face validity. In addition, the reliability was calculated using Cronbach 
Alpha, Split-half and Test- re-test. To analyze the data, with SPSS and LISREL software, Exploratory and 
Confirmatory Factor Analyses (to identify the effective factors) and Structural Equation Modeling (SEM) (to test 
the hypotheses) were calculated 

The findings indicate that perceived value does not influence purchase intentions. Perceived quality, perceived 
relative price and perceived risk do not influence purchase intentions through perceived value. Perceived risk, 
perceived quality and relative price all influence perceived value. Relative price influences perceived product 
quality and the latter, in turn, affects perceived risk. The results of the study show that it is essential to develop 
an understanding of value in the purchasing process. Moreover, the risk should be reduced to a minimum.  

Keywords: perceived value, perceived quality, perceived risk, perceived relative price, purchase intentions 

1. Introduction 
From the consumer’s perspective, perception is a process through which individuals are exposed to information, 
heed, understand and interpret it. Researchers have realized that the perceived quality and perceived relative 
price are assimilated in order to affect perceived value and the latter is the most significant effective factor on 
purchase intentions (Ha-Brookshire, 2012). 

Today, creating value for the customer is considered the best way to achieve longstanding success in many 
prominent companies (corporations). Methods such as globalizing competition, freeing national and international 
commerce, saturating the market and overcapacity as well as the technological development rate and other 
innovations, the ever growing customer expectations, touting and the like all have resulted in greater attention to 
the importance of perceived product price and value (Pisnik & Snoj, 2007). The paramount, most rational rule 
that applies to the customers is that their motivation must be met through proper value. One of the most 
important concepts among managers and academia is the transfer of value to the customers. Many researchers 
believe that it also must be part of the most fundamental concepts in market and capital/ asset strategies. 
According to research findings, the highest perceived value leads to more customer satisfaction, high loyalty 
levels, maintaining customers, and finally, to success. This challenge has gained an ever-increasing significance. 
In fact, it has been predicted that in the 21st century, the concept of value will be of more significance to the 
customers. Therefore, the researchers decided to unearth the relationship among the three concepts of perceived 
value, perceived quality and perceived risk (Snoj & Pisnik, 2004). 

Due to the increasing number of customers of mobile, thus it is important for retailers to understand what is their 
perception of product attribute? If a retailer wants to attract and retain their customers, should be understand 
customers’ behavior. Hence, it is important to investigate what influence of perceived quality, price and risk on 
perceived product value and to understand the Iranian customers` perceptions of these items. All in all, this study 
serves three goals. The first is to find the impacts of perceived quality, price and risk on perceived product value. 
The second is to investigate the influence of perceived product value on purchase intention for Mobile. Finally, 



www.ccsenet.org/ass Asian Social Science Vol. 12, No. 1; 2016 

104 
 

this study provides suggestion to both sellers/ retailer and marketing researchers, based on the results of the 
survey. 

This study proposes a research model, presenting several hypotheses based on the main structure of model. It 
also conducts a field research to test the hypotheses. Thus, the chief objective of this research is to investigate the 
effects of perceived quality, perceived relative price and perceived risk on perceived value and mobile 
purchasing intention.  

2. Literature Review 
From the consumer’s perspective, perception is a process through which individuals are exposed to information, 
heed, understand and interpret it (Ha-Brookshire, 2012). 

2.1 Perceived Product Value 

One noticeable definition has clarified this structure as follows: the proportion or exchange between quality and 
price (Monroe, 2002). The value perceived by the customer is indicative of some overall mental evaluation of 
specific products or services. In comparison to perceived relative price, perceived value is a structure imagined 
to be with merit, fair and right (Beneke & Flynn, 2013).  

The customer’s overall evaluation of the product’s benefit is based on what is presented and received (Zeithaml, 
1988). 

The value perceived by the customer is one of the most important determiners of an individual’s purchase 
intention, and consequently, purchase decision (Chang & Wang, 2011). Although research has shown that the 
conceptualization and measurement of this structure is difficult, there is a consensus over the fact that if the 
customer deems the value of specific products or services as high, their chances of making a purchase is high as 
well (Beneke, 2013; Monroe, 2002; Zeithaml, 1988). Evidence shows that the product value perceived by the 
customer is multi-faceted and a mental factor. Thus, an investigation of the various dimensions of value 
perceived by the customer is of utmost significance in developing effective strategies (Peterson & Yang, 2004). 
Value perceived by the customer not only depicts the image that exists in the individual’s mind of the 
manufacturing company, but indicates what ways the company must use to be able to send a correct message to 
the minds of customers and interpret their intentions (Sweeney & Soutar, 2001). Marketing activities are 
generally based on the customer’s value (Holbrook, 1994).  

A key study relating to perceived value pertains to the efforts of Newman and Gross (1991), and Sheth (1991). In 
an extensive, experiential research which encompassed such fields as economy, investment, clinical and social 
psychology, they identified the 5 dimensions of perceived value as follows (Moliner, 2007; Fiol, 2011): 

1. Social 

2. Emotional  

3. Functional  

4. Cognitive 

5. Conditional. 
In marketing, perceived value is defined as the customer’s assessment of expenses and benefits gained from 
purchasing a product or receiving a service (Yang & Peterson, 2004). The results of previous research suggest 
that perceived value augments customer satisfaction and future purchases (Jenkins, 2010). Perceived value is a 
factor that succeeds perceived quality and the latter can be considered as a prerequisite variable for value (Zins, 
2001). Therefore, this article aims to investigate the following hypotheses: 

H1: Perceived product value influences purchase intention. 

The correlation among perceived value, risk and product value for the customer is attributed to his/her 
knowledge or expertise regarding purchasing and product use. Perceived value is an amalgamation of various 
product attributes (tangible and intangible, esoteric and exoteric, etc.), and this amalgamation exists in the 
purchasing and use of the product (Korda, 2007). As stated by Agarwal & Teas (2001), Beneke (2013) and 
Sweeney (1999), the value perceived by the customer should be investigated on grounds of its influence on the 
indirect relationship among perceived relative price, perceived product quality, perceived risk and purchase 
intention. Thus, the following hypotheses have been posed:  

H 2-a) Perceived quality; b) Perceived relative price; c) Perceived risk influences purchase intention through 
perceived value. 
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2.2 Perceived Relative Price 

Jacoby (1971) defined perceived relative price as follows: one that the customer concludes from making a 
comparison between the price of the product and the prices of other products. Wangenheim and Bayon (2007) 
are of the belief that it is vital to gain a perception of the price since it reveals the exoteric markers and is one of 
the most important pieces of information based on which the customer decides to make a purchase. From the 
customer’s perspective, the price is something lost or sacrificed in order for the product to be attained (Zeithaml, 
1988). 

Jacoby and Olson (1977) have distinguished between Objective Price (the actual price of the product) and 
Perceived relative price (the price that the customer senses). According to research, consumers are not always 
aware of the actual price of the product. Instead, they remember the price that is meaningful to them (Dickson & 
Sawyer, 1985). The monetary cost is not the only factor, perceived by the consumer, which is sacrificed. Time, 
informational, and psychological prices are also among the sacrificed factors in purchasing a product (Zeithaml, 
1988). 

For many consumers, reliance on price is a quality indicator. There exists a general perceived quality- price 
linkage. There is a positive relationship between perceived quality and price. The utilization of price as an 
indicator of quality is founded on the following issues (Zeithaml, 1988):  

1- The availability of other quality indexes ; 

2- Disparity in the prices of various products; 

3- Disparity in the quality of various products; 

4- Consumers’ level of knowledge of the prices and; 

5- Consumers’ ability in recognizing quality in different product groups. 

Chen and Chang (2005) have discovered a weak connection between the perceived value of a product and its 
perceived relative price. But they state that the perceived product price affects the perceived value of the product 
through its perceived risk. Price is an index (indicator) of quality in situations where the exoteric (external) 
factors would not function better. What is of significance to the customers is whether perceived product value is 
greater than or equal to perceived product price. Consequently, when customers are exposed to different products, 
they select one that has more net value, i.e. a product that enjoys a positive disparity between its perceived value 
and perceived relative price (Pisnik korda, 2007; Eggert & Ulaga, 2002). 

When the real price of a product is not clear, consumers would estimate its price using other features such as its 
brand name and would therefore guess about its quality. When the consumer is faced with the features of a new 
product, s/he would develop the perceived relative price and quality (Brookshire, 2012; Zeithaml, 1988). 
Therefore, the third hypothesis is as follows: 

H3: Perceived relative price influences perceived product value. 

2.3 Perceived Product Quality 

According to the views of Olshavsly (1985), quality is a type of overall assessment. Perceived quality can be 
defined as follows: the customer’s perception of a product’s or service’s overall quality or superiority compared 
to his/her inclination towards their alternative. Perceived quality cannot necessarily be objectively determined in 
a specific section since it is a perception and to some extent relevant to a judgment about something of 
importance to the customers (Aaker, 1991). 

Perceived quality is a customer’s judgment about a product’s or service’s perfection of overall superiority 
(Zeithaml, 1988). Perceived product quality depends on the customer’s views regarding the overall experience of 
using that product and is not merely constrained to the features of a particular one (Zeithaml, 1988). An 
understanding of quality is established only when there is a dynamic relationship between the manufacturer and 
the customer (Eriksson, 1999). Since a lot of experimental studies have shown the positive correlation between 
quality and a product’s level of success, market managers should be able to implement market strategies 
successfully in order to enhance the consumer’s understanding of the high quality of the product. Consumers 
consider the brand name, price, the seller’s reputation and the physical appearance of a product as indicators of 
its quality (Lee, 2009). 

Perceived quality is an approach rooted in the comparison between the consumer’s expectations and the 
product’s actual performance (Erdogmus, 2012). Various studies have discovered a sort of correlation between 
perceived product quality and perceived value (Dodds, 1991; Khalifa, 2004). The presence of perceived product 
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quality in the perceived product value model and subsequently in purchase intention indicates that the product’s 
quality is a significant determiner of brands sells and their positions (Garretson, 2002). Previous research points 
to a positive correlation between perceived product quality and perceived product value. Thus, the product’s 
perceived high quality leads to an increase and enhancement of perceived value and consequently a growth in the 
customer’s intention to make a purchase (Cronin, 2000; Snoj, 2004; Beneke, 2013). Hence, the formation of the 
4th hypothesis: 

H4: Perceived quality influences perceived value. 

Research conducted by Calgate and Vareky (2001) & Gerstner (1985) show that the perceived relative price is 
also a determiner of perceived quality, and that there exists a positive correlation between these variables. 
Therefore, this search hypothesizes that: 

H5: Perceived relative price influences perceived quality. 

The studies conducted by Monroe and Krishnan (1985) have found a positive correlation between price and 
perceived product value, which is realized via the effect of perceived quality on price. This fact depicts the 
intermediary nature of the product’s quality for perceived relative price. Consequently, on order to test such 
effect, the hypothesis below follows: 

H6: Perceived relative price affects perceived value through perceived quality. 

Many studies have tested the effect of perceived quality on purchase decision in an experimental fashion (Chang 
& Wildt, 1994; Monroe & Krishnan, 1985). According to the findings of previous research, there is an indirect 
relationship between perceived quality and purchase intention. Here perceived value and satisfaction act as 
mediators (Chang & Wildt, 1994; Tsiotsou, 2006). Some studies suggest that perceived quality has a direct, 
positive effect on purchase intention (Boulding, 1993; Kwak & Kang, 2009). 

2.4 Perceived Risk 

Dowling (1986) defines perceived risk as follows: suspicion of the desirable performance of a product that is 
present in all customers when deciding to make a purchase.  

The concept of perceived risk is revealed in the purchase made by the consumer; it is a sense of skepticism 
regarding the outcome of the deal/ transaction made. It is the skepticism that the consumer faces when they 
cannot foresee the results of the purchase decision. Perceived risk is an abstract concept with various definitions, 
each specific to the conditions of products and customers (Mishra, 2013). 

Mitchell (1998) is of the belief that perceived risk is “a multi-dimensional phenomenon” and is divided into 
different subcategories. The six types of general risk include functional (practical/ performance), physical, 
financial, social, psychological and time risks (Jacoby & Kaplan, 1972; Laforet, 2007; Beneke, 2013). 

In general terms, perceived risk is a particular effect faced by the consumer in the initial phases of purchase 
(Zeithaml & Bitner, 2003). The consumer’s purchasing process is linear and encompasses 5 stages: 

Stage 1: Need identification; Stage 2: Search for information; Stage 3: Evaluation of offers; Stage 4: Purchase 
decision, and; Stage 5: Behavior after the purchase. 

At the Need Identification stage, the consumer first perceived the risk. This occurs when they realize they need a 
product or service. Due to the presence of undesirable perceived risk stages, consumers utilize Risk Reduction 
Strategies (RRSs) during stages 2 and 3, such as relying on personal suggestions and collecting further 
information about the product or service in question (Blackwell, 2003; Cunningham & Gerlach, 2005). The 
results led to the identification of 6 types of Risk Reduction Strategies (RRSs) appearing below in order of 
importance (Mitchell & Greatorex, 1989; Bruwer & Fong, 2013):  

1- Collection of Information; 

2- Brand Loyalty; 

3- Mental Image of the Store; 

4- Famous Brands; 

5- Price; 

6- Certainty. 

Customers are always aware of the loss that a product could incur (Sweeney, 1999); therefore, a product with a 
high probability of performance would have a low perceived value (Livesey & Lennon, 1993; Beneke, 2013). 
Consequently, it is hypothesized that: 
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H7: Perceived risk influences perceived value. 

Based on previous research, customers rely on their perceptions regarding quality rather than having an 
understanding of risk (Sweeney, 1999; Batra & Sinha, 2000). Previous studies have emphasized that the higher 
the perceived quality, the lower the perceived risk (Batra & Sinha, 2000; Beneke, 2013). Thus we assume that: 

H8: Perceived quality influences perceived risk.  

In addition, perceived risk acts as a mediator between perceived product value and perceived product quality 
(Agarwal & Teas, 2001; Snoj, 2004; Beneke, 2013). Therefore, we assume that: 

H9: Perceived quality affects perceived value through perceived risk. 

2.5 Purchase Intention 

Purchase intention is indicative of the consumer’s level of positivity regarding the purchase of a product 
(Nguyen-Hau le, 2013). Previous studies on the market reveal that the perceived value of a product or brand 
leads to the development of a behavior towards that product or brand. Perceived value has a positive effect on 
personal inclinations/ tendencies (including purchase intention), and this effect is identified via 3 direct and 
indirect courses, customer satisfaction and company image. Therefore, purchase intention, reflective of the 
consumer’s views regarding buying a product, is strictly linked to its perceived value (Nguyen-Hau le, 2013). 
Many consumers select a product based on its features, not the price tag. These features are perceived quality and 
value. This is not to say that price does not hold any importance at the product selection level since a lot of 
consumers allocate some budget for the product they plan to purchase. Rather, it means that price, too, is one of 
the factors considered during a purchase, just not the most significant one (Veloutsou, 2010). 

3. Conceptual Model 
This model is adopted from that of Sweeney’s (1999), depicted in Figure 1. According to this model, perceived 
risk, relative price and risk all have a direct influence on perceived product value. Perceived value, in turn, has a 
direct influence on purchase intention. The relationship between relative price and perceived product quality and 
also that of perceived quality and perceived risk are illustrated in Figure 1. These relationships may affect 
perceived value, and eventually, purchase intention.  

 

 
  
    
  
      
 

 

Figure 1. The conceptual model of this research (Sweeney, 1999) 
 

4. Research Methodology 
This study used two phase to collect data: pretest and final test. Before the final survey, a pretest was conducted 
for evaluating reliability by a printed questionnaire were summarized in Table 2. The questionnaire’s reliability 
was established via Cronbach Alpha (with a coefficient of 0.92), split-half (with a coefficient of 0.92) and 
test-re-test (with a coefficient of 0.88). It was also validated using face validity (expert opinion). 

The first section of questionnaire asked demographic information such as gender, monthly income, age and 
mobile brand. The second section of questionnaire content 25 items were designed to collect data on the 
variables. All items were measured on five-point Likert scales with anchors of totally agree (5) and totally not 
agree (1).  

At the second step (final survey), for data collecting, a self-administered questionnaire was administered 
between 293 graduate students of Business Administration of Zanjan Branch, Islamic Azad University, and they 
explained their idea about mobile. Random sampling has been utilized for this research. 
To investigate the research hypotheses, descriptive as well as inferential statistics were utilized with the help of 
SPSS 20 and LISREL 8.8 software.  

Perceived Risk 

Purchase 
intention 

Perceived
product value 

Perceived 
product quality
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Relative Price 
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Table 1. Reliability test results 

Test Type Phase Sample Number Result 

Cronbach Alpha 
Pre-test 30 0.920 

Post-test 293 0813 

Split half Pre-test 30 0.929 

Test-Retest Pre-test 30 0.887 

 

5. Research Findings and Data Analysis 
The sample was studied using frequency distribution tables, statistical diagrams and calculations of numerical 
descriptors such as central and distribution measures. Research variables, the number of questions posed for each 
one, as well as descriptive statistics pertaining to each of the variables such as mean, variance, standard deviation, 
are all brought in the Table 2. 

 
Table 2. Items of questionnaire 

ReferenceT-Value Factor loading Description 

   Perceived product quality (Cronbach’s α=0.88, AVE=0.68) 

Korda 
(2007) 

& 

Le (2013)

……… 0.75 The performance of my mobile phone is very good 

12.85 0.78 The overall quality of my mobile phone is very high 

5.61 0.35 The durability of my mobile’s phone battery is very long 

……… 0.78 My mobile phone has a lot of functions 

13.18 0.78 My mobile phone has a wide range of individual functions and settings 

11.94 0.73 My mobile phone has consistent quality 

11.19 0.69 My mobile phone has an acceptable standard of quality 

   Perceived relative price (Cronbach’s α=0.77, AVE=0.59) 

Korda 
(2007) 

& 

Le (2013)

15.23 0.80 My mobile phone is reasonably priced 

17.47 0.88 My mobile phone offers value for money 

13.01 0.72 My mobile phone is a good product for the price 

13.14 0.77 The price of my mobile phone was 

13.80 0.80 The maintenance costs of my mobile phone are 

   Perceived Risk (Cronbach’s α=0.71, AVE=0.72) 

Korda 

(2007) 

& 

Yong 
(2008) 

10.10 0.62 I ….. that My mobile phone (will be) was very quickly out-of-date 

7.89 0.49 It is probable that….. would not be worth its cost 

13.26 0.77 The possibility that my mobile phone wouldnot work as I expected is 

11.57 0.69 
The possibility of loosing money, because of the reparing and other costs to 
maintain my mobile phone is 

11.94 0.70 Safety (e.g. harmful impact on health) of my mobile phone is 

   Perceived product Value (Cronbach’s α=0.89, AVE=0.75) 

Korda 

(2007) 

8.50 0.51 
I …. That for the money I gave for my mobile phone, I got the product with a 
lot of benefits. 

9.82 0.60 For me, the overall value of my mobile phone is 

11.40 0.69 The utility of my mobile phone is 

8.72 0.54 Money and all other efforts put in getting my mobile phone were 

   Willingness to buy (Cronbach’s α=0.73, AVE=0.68) 

Le (2013)

& 

Agarwal 

(2011) 

…… 0.77 I’m willing to buy mobile phone even though choices are limited 

8.72 0.64 I don’t mind spending more time sourcing for my mobile phone 

6.05 0.42 I would still buy mobile phone even though conventional alternatives are on sale

…… 0.77 I would recommend mobile phone to friends or relatives 
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The fitness measures for the research model and their results: 

  =2.92, (RFI)=0.92, (RMSEA)=0.08, (CFI)=0.95, (NFI)=0.93, (PNFI)=0.82 

Based on the calculated amounts, the fittings were excellent. 

Using SEM, the relationships among perceived value, risk, relative price, quality and also purchase intention 
were investigated in this study. The results obtained from such investigation are presented in the table 4. 

The results in Table 4 indicate that this hypothesis, considering a factor loading of -0.06, a T value of -0.44 and a 
0.32 level of significance was not accepted. This means that perceived value does NOT affect a customer’s 
intention to purchase a mobile phone. 

As the results in Table 4 illustrate, considering a 0.03 factor loading, a 0.03 indirect effect and a 0.32 level of 
significance, H2a was rejected since the effect of perceived value at a 99% level of significance on purchase 
intention with a T value of -0.44 was rebutted. Since the relationship between perceived value and purchase 
intention was not confirmed either, all the relationships in which this variable is believed to play an intermediary 
role are also rejected. That is to say the perceived quality of a mobile phone does NOT affect the intention to 
purchase one via perceived value. 

 

Table 4. The final results regarding testing the hypotheses 

Hypotheses Statistics Test Statistics Value Sig Factor Loading Results 

H1 T -0.44 0.32 -0.06 Rejected 

H2-1 T ………… 0.32 0.03 Rejected 

H2-2 T ……….. 0.32 0.014 Rejected 

H2-3 T ………. 0.32 0.02 Rejected 

H3 T -3.37 0.0 -0.24 Confirmed 

H4 T 4.71 0.0 0.62 Confirmed 

H5 T 8.51 0.0 0.60 Confirmed 

H6 T ……… 0.0 0.37 Confirmed 

H7 T 3.10 0.0 0.34 Confirmed 

H8 T 10.62 0.0 0.81 Confirmed 

H9 T ……… 0.0 0.27 Confirmed 

 

According to Table 4, with a 0.014 factor loading, a 0.06 indirect effect and a 0.32 level of significance, H2b was 
not accepted. Perceived value at a 99% level of significance does not affect purchase intention with a -0.44 T. 
Since the effect of perceived value on purchase intention was not confirmed, therefore, all the relationships in 
which this variable is believed to play an intermediary role are also rejected. That means perceived relative price 
does NOT affect the intention to purchase a mobile through perceived value. 

The results in Table 4 illustrate that with a 0.02 factor loading, a -0.06 indirect effect and a 0.32 level of 
significance, H2c was rejected since the effect of perceived value at a 99% level of significance on purchase 
intention with a T value of -0.44 was rebutted. Since the relationship between perceived value and purchase 
intention was not confirmed either, all the relationships in which this variable is believed to play an intermediary 
role are therefore rejected. That is to say the perceived risk does NOT affect the intention to purchase a mobile 
via perceived value. 

The results from Table 4 showed that with a -0.24 factor loading, a -3.37 T value and a 0.00 level of significance, 
H3 was approved. In other words, the perceived relative price of a mobile phone does influence the perceived 
value of one. 

As illustrated in Table 4, with a 0.62 factor loading, a 4.71 T value and a 0.00 level of significance, H4 was 
accepted. That means perceived quality influences the perceived value of a mobile phone. 

The results from Table 4 indicated that with a 0.60 factor loading, an 8.51 T value and a 0.00 level of 
significance, H5 was accepted. In other words, the perceived relative price of a mobile phone DOES influence 
the perceived quality of one. 
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As Table 4 illustrates, with a factor loading of 0.37, an indirect effect of 0.37 and given that the T for perceived 
relative price on perceived quality and the T value for perceived quality on perceived value at a 99% level of 
significance is greater than 1.96, H6 is confirmed, i.e. perceived relative price influences the perceived value of a 
mobile phone via perceived quality.  

The results from Table 4 show that with a 0.34 factor loading, a 3.10 T value and a 0.00 level of significance, H7 
was accepted. This means perceived risk is effective on the perceived value of a mobile phone 

The results from Table 4 indicated that with a 0.81 factor loading, a 10.62 T value and a 0.00 level of 
significance, H8 was accepted. In other words, the perceived quality of a mobile phone does influence its 
perceived risk. 

As Table 4 illustrates, with a factor loading of 0.27, an indirect effect of 0.27 and given that the T for perceived 
quality on perceived risk and the T value for perceived risk on perceived value at a 99% level of significance is 
greater than 1.96, this H9 is confirmed, i.e. perceived quality influences the perceived value of a mobile phone 
via perceived risk.  

6. Discussion and Implication Suggestion 
Today, with fierce competition in attracting new customers, maintaining existing ones and gaining a greater 
market share, organizations across the world are obliged to develop new products and create distinctive features 
in them. With regard to the results, the levels of perceived quality, value and risk as well as the relative price and 
purchase intentions among the students (participants) are appropriate and above average, which goes to show 
that the status is favorable. Moreover, considering the results of this research, perceived value does not affect 
purchase intentions; also perceived quality, perceived risk and relative price do not influence purchase intention 
via perceived value. However, perceived quality does affect perceived value and increases purchase intention. 
Quality influences risk as well in that, as the former grows, the latter declines. Therefore, company CEOs must 
seek to employ strategies that enhance quality and reduce risk. There is a direct relationship between perceived 
value and perceived relative price in mobile phones. This relationship is strengthened once the perceived quality 
appears as an intermediary factor. In addition, perceived relative price affects perceived quality. Higher prices 
correspond with better quality and this very factor leads to lower risk and higher value. The high level of 
perceived value results in greater customer satisfaction, loyalty and better performance. Indeed, investors should 
invest on resources which elevate the consumers’ understanding of product value.  

In line with this study, the following suggestions are presented: 

Managers are recommended to implement two strategies in order to enhance perceived product value: either 
reducing the price while establishing steady product performance or enhancing the performance while the price 
is fixed. Manufacturers are advised to focus on high quality and consequently provide their customers with the 
greatest value. Instances of quality enhancement of mobile phones include an enhancement in the quality of their 
cameras as well as their playback sounds.  

Companies should raise the consumers’ knowledge about the products as well as their quality so that the price 
would not be the only parameter in product selection. 

Manufacturers are also advised to choose their prices fairly since high prices reduce purchase intentions while 
lower prices could convey inferior quality and value. Raising the prices with an extra option beside them 
indicates we are highly capable of making decisions. Utilizing price points would help us win the hearts and 
minds of our customers in the long run. An instance here would be purchasing a mobile phone and receiving a 
free memory stick. 

In order to enhance the product’s perceived quality, an assessment of needs should be performed to identify the 
needs, wants, tastes and interests of customers. In addition, to increase the perceived value of a product, a 
balance should be struck between the received product and the price paid by the customer.  

Managers are recommended to heed the following points in order to reduce the risk associated with using mobile 
phones: they should decrease social and psychological risks through catalog, warranty, etc. Companies should 
attempt to present themselves as successful in the minds of people by advertising and providing information 
about their quality, competitive products in the market in order to inform people of their capacities. 

Manufacturers are advised to showcase the advances in the quality of their products by displaying how their 
products work inside stores, TV advertisements and also the customer’s word of mouth marketing channels. In 
today’s competitive market where one encounters an innovation every moment and desires variety in their life, 
companies cannot sell their existing products through mere brand association; they need to innovate.  
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The use of a student sample may be a limitation to generalizability of this study`s findings and future research 
should be conducted with a different sample that is more representative of the Iranian Consumers. Also, this 
study focused only on Mobile. Future research should consider several products that are available in Iran and 
extend this study toward another goods. 

7. Suggestions for Further Research 
 An investigation of the effect of distribution channels and their qualitya , as one of the mixed elements of 

marketing, on perceived value by customers; an investigation of the influence of advertising on perceived 
value among the youths  

 A study of the effect of perceived quality and value on the intention of the customer to order products for 
others 

 Researchers should develop models with more parameters related to perceived value as well as discuss 
further the linkage among perceived value, purchase decision and customer satisfaction and loyalty.  

 The investigation of this subject in the field of services marketing.  
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