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Abstract

This study seeks to evaluate customer perceived value in housing in order to increase 
the construction of housing value from the consumer’s point of view. A total of 240 
houseowners in the middle to upper housings in Medan city, Indonesia, participated 
in this study. The data analysis used in this study is the Partial Least Square (PLS) 
approach. The results indicate that the perception of consumer value is strongly influ-
enced by the economic value of the housing and the location function of the housing. 
Housing offered should be able to meet the needs of consumers and has the good mo-
bility and accessibility. The emphasis that needs to be put in encouraging the percep-
tion of consumer value is the ability of the product in general, namely housing units in 
answering the needs of consumers. 

Elisabet Siahaan (Indonesia), Khaira Amalia Fachrudin (Indonesia),  
Magdalena Linda Leonita Sibarani (Indonesia), Iskandar Muda (Indonesia)

Evaluating customer 
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and economic value
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INTRODUCTION 

Maslow (1943) puts forward the concept of basic needs for human be-
ings, including clothing, food, and boards. The board in the concept 
is a place to live, a shelter for the weather and the environment. In the 
concept of need, everyone must have a place to live. In fact, the hous-
ing market is not as easy as the theory of residential needs. The theo-
ry suggested that everyone will be looking for a place to stay and try 
to have it. Yet, house is not everyone can easily afford to. Housing or 
residence is the most expensive component compared to other basic 
needs. Large investments are needed to generate housing or buy hous-
ing. In other words, not everyone is willing to buy housing offered by 
the developer. Studies conducted by Zrobek et al. (2015) indicate that 
there are personal influences such as preference in a person’s decision 
to choose to buy a house. Preferences of someone will be different from 
other people. In these conditions it will be difficult for developers to 
produce housing in accordance with the preferences of everyone. In 
marketing a property and housing, it needs to raise the demand for 
housing itself. The demand relates to a person’s preference for the prod-
uct being offered (Siahaan, 2015). The ability of marketers in creating 
demand must be able to penetrate the prospective buyer’s perception of 
the product offered. Value concept plays an important role in market-
ing and demand creation (Kotler & Keller, 2012). Residential products 
that have a large cost must be able to create a perception of benefits 
far greater than the cost to be incurred by those consumers. Appraisal 
Institute (2008) agrees on a commonly used tag-line element “location, 
location, and location” to help provide an assessment of reasonable 
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property values. In this case, the location factor is one of the important consideration factors in build-
ing the perception of consumer value. Srour et al. (2002) in their study state that the value of the house 
and the value of the location of a residential are evaluated separately. In this case, location is a factor that 
gives its own value apart from the offered housing units. Kolbe et al. (2012) use the location as a refer-
ence assessment of the value of a site based on the rating geographical conditions of the site. Huderek-
Glapska and Trojanek (2013) and Zemke et al. (2018) evaluate aspects of using the criteria of accessibility 
and transportation that meet the needs of households, businesses, and other aspects as a basic reference 
in assessing the location factor accompanied by noise pollution. This indicates that the location has an 
important role in the value of a home. In addition, the economic concept is known as the economic value 
of a product, which is a function of DUST (Desire, Utility, Scarcity and Transferable) in determining the 
value of a product, including housing. 

1. LITERATURE  

STUDY 

1.1. Value and perceived value 

Utilization of the concept of customer perceived 
value today is increasingly and widely used by 
companies, particularly within the scope of sus-
tained business. This concept is also considered 
as one of the key factors in achieving business 
success, reaching and retaining customers, in 
an era of increasingly fierce competition (Aulia 
et al., 2016; Lin, 2018; Sirdeshmukh et al., 2018; 
Erkmen et al., 2018). Sanchez-Fernandez and 
Iniesta-Bonillo (2007) proposed a multi-dimen-
sional measurement for perceived value. The 
main key of this concept is the cost-benefit. The 
cost reflected all of buyers’ sacrifice to acquire 
the product, while the benefit reflected its ability 
or function to satisfy the needs (Lima et al., 2009; 
Ashraf et al., 2018; Bakar et al., 2018; Chekalina 
et al., 2018; Gordon et al., 2018; Gong & Yi, 2018; 
Simon & Tossan, 2018). When consumers feel 
the benefits gained outweigh the costs, customer 
satisfaction will be achieved and provide a pos-
itive value for the company’s products. Aulia et 
al. (2016) measured customer perceived value 
via three dimensions (see below).

1.1.1. Product-related value 

Products are goods or services that consumers 
use to meet their needs. The two needs are based 
on the value of experience, convenience, sacrifice, 
benefits, along with the ergonomics of the prod-
uct (Creusen & Schoormans, 2005; Wang et al., 
2004, 2018).

1.1.2. Social-related value 

This dimension describes the benefits from the 
standpoint of social value obtained on the con-
sumption made. Gallarza and Gil (2006) suggest-
ed social acceptance as perceived value in the basic 
needs theory. This value is based on the need for 
acceptance in social groups and the need for appre-
ciation, which is derived from the concept of needs 
by Maslow (1943). The values were perceived based 
on social environment (Harris et al., 2005).

1.1.3. Personal-related value 

Every individual has a preference value respective-
ly (Huber et al., 2001; Leckie et al., 2018; Carlson 
et al., 2018). This value is unique in building their 
character and decisions. This value is measured 
based on the need to be yourself and do what is 
thought to be right. A value can be reflected by 
each individual’s personal taste (Khalifa, 2004).

1.2. Value concept in housing 
properties 

The supply point of view is formed by the scarcity 
and benefits of the housing itself. The combination 
of supply and demand forms the value of housing. 
Therefore, the value in this context is a function 
of desire, benefits, scarcity, as well as purchasing 
power (Oloke et al., 2013). 

1.3. Factors that affect  
perception of value 

Ge and Du (2007) argue that the essence of the 
value of a housing in the property market is de-
termined by various factors. These factors, among 
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others, are the age of the building, location, area, 
the characteristics of the environment, econom-
ic activities, transport, population, etc. (Joslin, 
2005). Of the various concepts, two of the most 
instrumental factors in the assessment of a con-
sumer’s perspective are summarized in two con-
cepts, namely the economic value and location 
(Willmore, 2011; Birinci et al., 2018; Dedeoglu et 
al., 2018; Lee & Phau, 2018; Hwang et al., 2019).

1.4. Location 

Kotler and Keller (2012) state that the location is one 
of the forms of the marketing mix, place, where the 
choice of product marketing is made. In the context 
of the value of a housing, Appraisal Institute (2008) 
defined location as a function of 3L, ’location, lo-
cation and location’. The first location is referred to 
easiness to access the given location. The second one 
refers to mobility aspect and the last one to public 
facilities. Willmore (2011) believes that location is a 
very important factor in shaping the value of a hous-
ing in the minds of consumers. In the 3L function, 
the location has three approaches.

1.4.1. Accessibility 

The location in this case relates to the proximity 
of the residential location with the access to the 
main highway. 

1.4.2. Mobility 

The location in this case relates to the proximity 
between the location of daily necessities housing, 
e.g. workplace, children’s school, market, etc.

1.4.3. Amenities 

Location in this case relates to the proximity be-
tween locations with public facilities such as hospi-
tals, terminals, and so forth. Lundgren (2013) added 
location elements of the surrounding environment 
as an important aspect of location assessment, par-
ticularly from the point of view of consumers (resi-
dency). Anderson et al. (2010) suggested the element 
of environment in addition to 3L while assessing the 
locational aspect. It is important to evaluate the loca-
tional aspect. Previous study indicated that different 
location held a different value to others (Kolbe et al., 
2013; Wojnarwsky et al., 2017).

1.5. Economic value 

The concept of value is a different concept with the 
price. Values are constructs with multiple points 
of view and no single conception refers to a value 
(Sweeney, 1994). Economic value is an agreement be-
tween buyer and buyer, beyond the market equilib-
rium price (Willmore, 2011). Betts (2012) stated that 
real estate such as residential, has no intrinsic value. 
The value itself was derived from right and benefit. 
Betts also stated that economic value of housing is 
the development of the concept of the DUST (Desire, 
Utility, Scarcity, and Transferable) function. The 
function can be seen in the demand (desire, trans-
ferable) and supply (utility, scarcity) side.

2. METHODS

2.1. Research design 

The nature of this study was explanatory research. 
Sekaran (2003) suggested explanatory research to 
evaluate and explain the logical relationship be-
tween variables. The study employed a mixture of 
qualitative and quantitative approaches. The per-
ceptions were converted to each of their numerical 
value to be analyzed furthermore.

2.2. Operational definition 

Table 1 summarizes the operational definition of 
research variables.

Table 1. Operational variables

Var Definition Dimension Measurement 
scale

Lo
ca

tio
n 

fa
ct

or The concept of a 
housing assessment 
based on the location 
of the housing is 
combined with various 
consumer purposes 

Accessibility 

Likert

Mobility 
Facility 

Environment 

Ec
on

om
ic 

va
lu

e 

The concept of 
assessment of a 
housing based on the 
economic value owned 
by the housing 

Desire 

Likert
Utility 

Scarcity 

Transferable 

Th
e 

co
ns

um
er

’s 
pe

rc
ep

tio
n 

of
 v

al
ue

 

The key to success 
developer to create 
satisfaction based on a 
comparison between 
the acquisition of 
consumers at the 
expense of issuance 

Product-
related value 

Likert
Social-

related value 

Personal-
related value 
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2.3. Sample  
and data collection

There were numerous upper-middle class resi-
dential in Medan, North Sumatera, Indonesia. 
This study asked permission to conduct study 
to the developers. As the permission granted, 
the study was conducted at Citra Garden, Citra 
Wisata, White House Garden, Tasbih Housing (I 
& II), Royal Monaco, Gatsu Indah, Asoka Raya 
Regency and Johor Regency, Medan, Indonesia. 
A data pool was created based on developers da-
ta. The sample was taken randomly based on the 
pooled data. The selection of random samples 
can be done in the ongoing process, when the 
population of the sample frame is not yet availa-
ble. By using random samples, selected samples 
tend to be more widespread in the entire popu-
lation. Therefore, the sample is considered more 
representative of the population. A number of 
240 samples participated in this study. Inferential 
statistical analysis was used to answer the re-
search hypotheses by using Partial Least Square 
method using SmartPLS 3.0 (Ringle et al., 2017). 
The advantage of using SmartPLS is the ability 
to process data for both formative and reflec-
tive SEM models. Formative SEM models have 
characteristics including latent variables or con-
structs constructed by indicator variables where 
the arrow leads from the construct variable to 
the indicator variable. Reflective SEM model is 
an SEM model where the construct variable is 
a reflection of the indicator variable so that the 
arrow leads from the indicator variable to the 
latent variable. Statistically, the consequence is 
that there will be no error value in the indicator 
variable.

3. RESULT  

AND DISCUSSION 

3.1. Result

3.1.1. Instrument reliability 

Reliability test was done in Bumi Miraj Permai 
housing. Instrument reliability was measured us-
ing Cronbach’s Alpha. The instrument reliability 
test results are summarized in Table 2.

Table 2. Reliability analysis

Source: SmartPLS result (2018).

Variable Number  
of indicators

Cronbach’s 
alpha

Customer perceived 
value 14 0.873

Economic value 12 0.881
Location factor 12 0.902

Table 2 indicates that the instances used in this 
study had been consistent in measuring the an-
swers of the study respondents. Cronbach’s alpha 
value > 0,7 indicated good reliability of the re-
search instruments. 

3.1.2. Descriptive statistics analysis results 

3.1.2.1. Location variables 

Location could be a factor of consideration for 
consumers in choosing a suitable residence for 
themselves. The Global Appraisal Institute carried 
out the three “L” placements of location as the ac-
cessibility of the premises for the user, the location 
as the mobility of the user, and the location as the 
availability of the facility essential to the user as a 
determinant of the fair value of a residence. 

3.1.2.2. Accessibility constructs 

Location factor of accessibility relates to how eas-
ily the location is reachable by the owner or own-
er-related. The higher the accessibility level of a 
place was, usually the higher the value of the lo-
cation got. The results of descriptive statistics for 
accessibility construct are summarized in Table 3.

Table 3. Accessibility construct descriptive statistics

Source: SmartPLS Result (2018).

Statement

Response

A
v

e
ra

g
e

St
ro

ng
ly

 
di

sa
gr

ee

Di
sa

gr
ee

Le
ss

 a
gr

ee

A
g

re
e

St
ro

ng
ly

 
a

g
re

e

The housing is close  
to the highway 0% 0% 8% 42% 50% 4.42

This housing is easy  
to reach by car 0% 0% 18% 28% 54% 4.35

The housing is close  
to the trajectory  
of public transport 

0% 0% 16% 65% 19% 4.03

Accessibility score 4.27
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Table 3 indicates that the majority of respondents 
(18%) still stated that their residential location was 
a bit difficult to reach by car. As many as 16% of 
respondents also considered that the location of 
housing was still less close to public transport 
trajectory. 

3.1.2.3. Mobility construct

The results of the descriptive statistics on mobility 
construct are summarized in Table 4.

Table 4. Mobility construct descriptive statistics
Source: SmartPLS Result (2018).

Statement

Response
A

v
e

ra
g

e
 

St
ro

ng
ly

 
di

sa
gr

ee

Di
sa

gr
ee

Le
ss

 a
gr

ee

A
g

re
e

St
ro

ng
ly

 
a

g
re

e

This housing is close 
to where I work 0% 8% 58% 29% 5% 3.31

This housing is close 
to my child’s school 
location 

0% 0% 6% 19% 75% 4.69

The housing is close to 
the grocery store 0% 0% 8% 68% 24% 4.17

Mobility score 4.06

Table 4 indicates that in general the housing 
owned has an average score of 4.06. This indicated 
that proximity to the work site was more ruled out 
in the choice of shelter when compared to the lo-
cation of schoolchildren and the market for shop-
ping for daily needs.

3.1.2.4. Facility construct

The evaluation results of descriptive statistics to 
facility construct are summarized in Table 5.

Table 5. Facility construct descriptive statistics 
Source: SmartPLS Result (2018). 

Statement

Response

A
v

e
ra

g
e

St
ro

ng
ly

 
di

sa
gr

ee

Di
sa

gr
ee

Le
ss

 
a

g
re

e

A
g

re
e

St
ro

ng
ly

 
a

g
re

e

This housing is close 
to hospital 0% 13% 27% 46% 15% 3.63

The housing is close 
to shopping center 0% 0% 6% 68% 27% 4.21

This housing has a 
beautiful view 0% 8% 18% 48% 25% 3.90

The housing is close 
to the city center 0% 0% 17% 49% 34% 4.18

Facility score 3.98

Table 5 provides information that in gener-
al the facility was already perceived quite well 
by the respondents with an average score of 
3.98. In general, the housing projects had been 
perceived as close to both hospitals, shopping 
centers, parks or beautiful scenery, as well as 
downtown. 

3.1.2.5. Environment construct

The environment construct evaluation is summa-
rized in Table 6.

Table 6. Environment construct descriptive 
statistics

Source: SmartPLS Result (2018).

Statement

Response

A
v

e
ra

g
e

St
ro

ng
ly

 
di

sa
gr

ee

Di
sa

gr
ee

Le
ss

 a
gr

ee

A
g

re
e

St
ro

ng
ly

 a
gr

ee

The area around this 
housing is free from 
criminal acts 

0% 0% 0% 42% 58% 4.58

This housing is free from 
noise 0% 0% 0% 34% 66% 4.66

This housing has a well-
established impression 0% 0% 8% 71% 21% 4.13

This housing area is free 
from floods 0% 0% 7% 73% 21% 4.14

Environment score 4.38

Generally, Table 6 indicates that environmental 
construct in location variable was already in a very 
good perception.

3.1.2.6. Economic value variable  

of housing 

The economic value of a product was based on the 
DUST function, which was a combination of de-
sire, utility, scarcity, and transferable. The classic 
example that was often given in the learning of 
Economic Value was why the Diamond was much 
more expensive than water which was the basic 
human’s need. 

3.1.2.7. Desire construct 

Descriptive statistical evaluation of desire con-
struct is summarized in Table 7.
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Table 7. Desire construct descriptive statistics
Sources: SmartPLS Result (2018).

Statement

Response

A
v

e
ra

g
e

St
ro

ng
ly

 
di

sa
gr

ee

Di
sa

gr
ee

Le
ss

 
a

g
re

e

A
g

re
e

st
ro

ng
ly

 
a

g
re

e

This house is my dream 
house 0% 0% 5% 75% 21% 4.16

This house has an 
ornament with 
aesthetic value that I 
think is good

0% 0% 18% 31% 60% 4.78

I have searched for 
alternative house 
options before buying 
a house in this housing

0% 0% 21% 43% 45% 4.61

Desire score 4.52

Table 7 indicates that housing owned or occupied 
by the respondent was housing that was really in-
teresting with the average value of the desire con-
struct of 4.52.

3.1.2.8. Utility construct 

Descriptive statistical evaluation of utility con-
struct is summarized in Table 8.

Table 8. Utility construct descriptive statistics

Sources: SmartPLS Result (2018).

Statement

Response

A
v

e
ra

g
e

St
ro

ng
ly

 
di

sa
gr

ee

Di
sa

gr
ee

Le
ss

 
a

g
re

e

A
g

re
e

St
ro

ng
ly

 
a

g
re

e

This house provides 
everything I need as 
a place to stay

0% 0% 0% 40% 60% 4.60

This housing is free 
from bad things that 
I worry about

0% 0% 0% 28% 72% 4.72

This house provides 
optimal comfort for 
my family

0% 0% 0% 23% 77% 4.77

Utility score 4.69

Table 8 indicates that the utility of housing owned 
by the respondent was optimal. Occupied house 
was a house that was able to provide all the hous-
ing needs of its owner.

3.1.2.9. Scarcity construct

Descriptive statistics of scarcity construct is sum-
marized in Table 9.

Table 9. Scarcity construct descriptive statistics

Sources: SmartPLS Result (2018).

Statement

Response

A
v

e
ra

g
e

 

St
ro

ng
ly

 
di

sa
gr

ee

Di
sa

gr
ee

Le
ss

 a
gr

ee

A
g

re
e

St
ro

ng
ly

 
a

g
re

e

All the housing in this 
place in my opinion is 
fully charged

0% 0% 10% 58% 32% 4.22

I find it difficult to 
find another housing 
comparable to this 
one

0% 0% 8% 77% 15% 4.07

I feel looking for a 
new place to stay is 
difficult

0% 0% 19% 63% 18% 3.98

Scarcity score 4.09

Table 9 indicates that the presence of similar hous-
ing was quite rare with an average value of 4.09. 
In general, similar housing was already difficult to 
find and generally was full.

3.1.2.10. Transferable constructs 

Descriptive statistical analysis of transferable as-
pects is summarized in Table 10.

Table 10. Transferable construct descriptive 
statistics

Sources: SmartPLS Result (2018). 

Statement

Response

A
v

e
ra

g
e

St
ro

ng
ly

 
di

sa
gr

ee

Di
sa

gr
ee

Le
ss

 a
gr

ee

A
g

re
e

St
ro

ng
ly

 
a

g
re

e

The affairs of 
the housing 
correspondence are 
easy to complete 

0% 0% 0% 58% 42% 4.42

This housing has a 
clear legal status 0% 0% 0% 65% 35% 4.35

I see that this housing 
has a high potential 
for resale 

0% 0% 7% 69% 24% 4.18

Transferable score 4.31

Table 10 summarizes that in general the respond-
ents occupied housing which was easily trans-
ferable. In addition, respondents perceived that 
the resale price of housing was also promising. 
Nevertheless, as many as 7% of the respondents 
did not agree with it.
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3.1.2.11. Customer perceived value variable 

The essence of the value was the difference be-
tween benefits gained and the sacrifice that should 
be done by someone. 

3.1.2.12. Product-related value 

The perceived value of the product was related to 
the user’s functional evaluation of the product it-
self. Descriptive statistical evaluation for the value 
perception dimension is summarized in Table 11.

Table 11. Product construct descriptive statistics

Source: SmartPLS Result (2018).

Statement

Response
A

v
e

ra
g

e
 

St
ro

ng
ly

 
di

sa
gr

ee

Di
sa

gr
ee

Le
ss

 
a

g
re

e

A
g

re
e

St
ro

ng
ly

 
a

g
re

e

I feel this house is 
suitable as a family 
residence 

0% 0% 4% 61% 35% 4.31

I feel the price of 
this house is in 
accordance with 
what I expect 

0% 0% 5% 60% 35% 4.30

I feel this home is 
comfortable as my 
place to rest 

0% 0% 10% 59% 31% 4.21

I feel generally 
satisfied with the 
house I bought 

0% 0% 0% 59% 41% 4.41

Product score 4.31

Table 11 indicates that the perception of consum-
ers in terms of the value of its existing home was in 
excellent condition with the average value of 4.27.

3.1.2.13. Social-related value 

Descriptive statistical evaluation dimension of per-
ceived value from a social perspective on houses that 
had been purchased is summarized in Table 12.

Table 12. Social construct descriptive statistics
Source: SmartPLS Result (2018). 

Statement

Response

A
v

e
ra

g
e

St
ro

ng
ly

 
di

sa
gr

ee

Di
sa

gr
ee

Le
ss

 
a

g
re

e

A
g

re
e

St
ro

ng
ly

 
a

g
re

e

I feel living in this 
housing makes me 
more appreciated by 
the family 

0% 13% 33% 36% 18% 3.60

Statement

Response

A
v

e
ra

g
e

St
ro

ng
ly

 
di

sa
gr

ee

Di
sa

gr
ee

Le
ss

 
a

g
re

e

A
g

re
e

St
ro

ng
ly

 
a

g
re

e

I feel that living in this 
housing makes me 
more appreciated by 
co-workers 

0% 1% 5% 75% 19% 4.13

Relatives like to praise 
me for the ownership 
of this house 

0% 0% 13% 54% 33% 4.21

A colleague who visits 
give me compliments 
for the house I have 

0% 2% 7% 57% 35% 4.25

Social mean 4.05

Table 12 indicates that the average perception of 
the value of changes in social values that the re-
spondent felt quite well is with the average value of 
4.05. The fewest social change happened to the re-
spondent was a change of social status in the eyes 
of the family or relatives with an average score of 
3.60, which is in the range under a proper category. 

3.1.2.14. Personal-related value 

Descriptive statistical evaluation for the dimen-
sion of perceived value from a personal stand-
point on a house that had been bought is summa-
rized in Table 13.

Table 13. Personal construct descriptive statistics

Source: SmartPLS Result (2018). 
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Staying in this housing 
makes me feel more 
classy

0% 19% 57% 20% 4% 3.09

People like to praise 
my successes, one of 
them through living in 
this housing

0% 0% 12% 67% 22% 4.10

This housing makes 
me able to keep my 
family better 

0% 0% 0% 54% 46% 4.46

This house helps 
me prepare for the 
children in the future 

0% 0% 0% 57% 43% 4.43

Personal score 4.02

Table 13 indicates that respondents had a quite 
strong personal goal in choosing the housing. 
The average score of the lowest in the functions 
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of personal perception of home ownership was a 
matter of life more classy with an average score 
of 3.09.

3.1.2.15. Evaluation model of customer perceived 

value housing 

3.1.2.15.1. Validity and model 

Model suitability test on partial least squares was 
done by evaluating external model using the inter-
nal consistency reliability, convergent validity, and 
discriminant validity. Internal consistency was 
evaluated using a composite value of reliability in 
the construct (Bagozzi & Yi, 1998). Convergent va-
lidity was evaluated by using the value of Average 
Variance Extracted (Hair et al., 2011). Validity 
testing for reflective indicators in SmartPLS uses 
a correlation between item scores and construct 
scores. Measurements with reflective indicators 
indicate a change in an indicator in a construct if 
other indicators of the same construct change (or 
are removed from the model). Reflective indica-
tors are suitable for measuring perceptions so that 
this study uses reflective indicators. An indicator 
is declared valid if it has the highest loading factor 
to the intended construct rather than loading fac-
tors to other constructs (see Figure 1).

Figure 1 indicates that all the indicators of re-
search were appropriate in describing each varia-
ble construct in the study. The limit value used in 
this study was 0.6. All the indicators had a loading 
factor > 0,6 which indicated that the indicator was 
explaining the model shown in Table 14 and Table 
15.

Table 14. Research model validity and reliability

Source: SmartPLS Result (2018).

Variable Composite 
reliability

Average variance 
extracted

Customer perceived value 0932 0820
Economic value 0922 0.746
Locational factor 0.840 0573

Table 15. Fornell-Larcker criterion

Source: SmartPLS Result (2018).

Variable Customer 
perceived value

Economic 
value

Location 
factor

Customer 
perceived value 0906 – –

Economic value 0259 0864 –

Location factor 0.139 0739 0.757

Table 14 and Table 15 conclude that the model pro-
posed in this study met the criteria of reliability 
and validity in the PLS model conformity test.

Figure 1. Outer loading research model

Sources: SmartPLS Result (2018).
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3.1.2.15.2. Evaluation model 

Evaluation model is summarized in Figure 2. 
Figure 2 provides that in terms of location, acces-
sibility and mobility overall played an important 
role for the location factor. 

3.1.2.16. Hypotheses testing 

The results of the bootstrap evaluation is summa-

rized in Table 16.

Table 16 indicates that both research hypoth-
eses were accepted. There was a positive and 
significant effect of the location factor on con-
sumer’s perceptions of the value of housing 
(sig = 0.042 < 0.05). Furthermore, the economic 
value factor of housing had a positive and sig-
nificant inf luence on consumer’s perceptions of 
the value of housing (sig = 0.000 < 0.05).

CONCLUSION 

The economic value of this research acted as a dominant variable in driving consumer value perception. 
The developers should ensure that the main function of the home is a comfortable refuge from the weath-
er. Customer perceived value is predominantly explained by the ability of the product to meet consum-
ers’ expectations. Consumers will highly evaluate the economic value of the housing units offered by the 
residential. The price offered will be very sensitive to the perceived value of the product. From the social 
perspective of the housing offered, it should be able to give a classy impression that can increase consumers’ 
interest. The study showed that both locational and economic values have a positive and significant effect 
on the customer perceived value. A better locational aspect would increase the perceived value. It is more 
likely for a customer to purchase a house within strategic location. It is important to select a location with 
good accessibility and mobility aspect. Economic value acted as a dominant aspect to create customer per-
ceived value (Demirgunes, 2015; Heskett, 2009). The perceived value will be improved as customer had a 
better perceived house economic value. Determining the location and how to manage the site and explain 
the benefits of the location of a housing to prospective customers is an important factor in building value 
in the minds of consumers. Aspects most preferred by consumers are the mobility on routine household 
expenditures and the child mobility. The location chosen and built should be close to the highway and able 
to be easily accessed by car. The economic value of the housing is the dominant factor in building the value 
in consumer’s mind. It should be noted that the utility of housing offered must be aligned to or be greater 
than consumers’ expectations. Consumers pay a huge attention to the product issue, namely the housing 
unit itself. The practical implication of this research is the need for the provision of funds from the gov-
ernment in the form of the procurement of toll road infrastructure and the construction of public facilities 
such as water and gas electricity that support housing. Social implications in the form of characteristics of 
home buyers and income factors can be influential in this study. 
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Table 16. Hypotheses testing
Source: SmartPLS Result (2018).

Hypothesis Path 
coefficient Significance Decision

Location factor of housing positively and significantly affects consumer’s 
perceptions 0.114 0.042 Accept

Economic value factor of housing positively and significantly affects consumer’s 
perceptions 0.344 0.000 Accept
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