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Abstract

Customer perceived value refers to the overall evaluation of the effectiveness of a product or ser-
vice after weighing the benefit the customer can perceive with the cost of acquiring the product or
service. This study explores the dimension definition of Cambodian young people on house pur-
chasing perceived value, constructs the four dimensions of external function value, internal func-
tion value, psychological value and emotional value. On this basis, a measurement scale is devel-
oped. Through the reliability analysis, exploratory factor analysis, the final scale consists of four
dimensions and 17 measurement items, and the scale has good reliability and validity.
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Table 1. Measurement index of housing perceived value
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Table 2. Demographic description analysis
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Table 3. Internal consistency analysis
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Table 4. Exploratory results on factor analysis
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Table 5. Sub-index data description
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Table 6. Discriminant validity analysis
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