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 The drive to understand the purchasing and consumption behaviour of individuals and 

market segments has created signicant interest in the construct of involvement. The aim 

of the research is to examine the effect of consumer involvement on purchase decision 
among customers of  Mobile in iran. The research method is a descriptive survey. The 

statistical population consists of students of Isfahan University in isfahan. The sample 

included 210 customers, which were selected randomly. Data have been collected by a 
researcher-developed questionnaire and sampling has been done through census and 

analyzed using SPSS and PLS. The validity of the instrument was achieved through 

content validity and the reliability through Cronbach Alpha and composite reliability. 
The results of hypothesis testing indicate that there is a significant relationship between 

consumer involvement and purchase decision. 
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INTRODUCTION 

 

 Knowledge about the causes of consumer purchase behavior and process of purchase decision-making is 

difficult.. The answer is usually in deep of thought consumers. The concept of consumer Involvement has an 

important role in explaining consumer behavior. Consumer motivation to achieve a specific purpose, was 

impressed by the effort that will be spent on the acquisition of goods or services. However, Whatever consumers 

believe that a particular good or service is appropriate to meet his needs, Will have greater motivation to achieve 

it. Involvement is the importance of that give a person in a particular position for a product and the benefits it. 

Involvement is related with person, product and position. The combination of these things at different times can 

affect the receive data associated with the product by the consumer. 

 Today, shortages of product for companies are Not As a problem. The problem is Shortage of customers. 

Most of the industries can be much more do the production than the amount that consumers are able to purchase 

and One of the most important issues in the field of consumer behavior is Information Processing by the 

consumer. Consumer information by processing is a process through which consumers are faced with 

information, Understand it,  keep in mind And then it can be retrieved for future use [3]. 

 The study of the factors affecting the consumer’s behavior and analyzing the amount of their effects on 

consumer’s behavior will lead to recognizing and understanding of consumer’s behavior and thus will enable the 

retekram to provide a product which has more compatibility and adaptability with consumer’s needs.  

 The degree of consumer involvement in a product category is now widely recognized as a major variable 

relevant to advertising strategy [15,16,17]. Depending on their level of involvement, individual consumers differ 

in the extent of their decision process and their search for information. Depending on their level of involvement, 

consumers may be passive or active when they receive advertising communication, and limit or extend their 

processing of this communication. 

 Theoretically, involvement is considered to be a motivational variable which has numerous impacts on 

consumer’s purchase and their relationships. [2].  

 This introduction indicates that the level of consumer involvement influence in purchasing decisions and 

processes by customers. So, The purpose of this research is to empirically investigate the impact of consumer 

involvement, on the satisfaction and purchase decision of consumers among customers of Mobile in iran. 
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Consumer involvement: 

 Consumer involvement can be defined as a person’s perceived relevance of the object based on inherent 

needs, values, and interests [19]. Consumer involvement is defined as a state of mind that motivates consumers 

to identify with product/service offerings, their consumption patterns and consumption behavior. Involvement 

creates within consumers an urge to look for and think about the product and service category and the varying 

options before making decisions on brand preferences and the final act of purchase. 

 Mental Involvement is a construct that has been defined and operationalized in many different ways. While 

no consensus exists, many researchers define involvement as the extent to which a stimulus or task is relevant to 

the consumer's existing needs and values [11,14,18].  

 Researchers and practitioners tend not to use the word "involvement" alone, but rather imply a distinction 

between types of involvement. Dimension of consumer Involvement is presented in table 1: 

 
Table 1: Dimension of consumer Involvement [8]. 

Dimension of consumer Involvement define 

Interest to the product Personal interest in the product and The level of significance that a person gives to the 
product. The level of Involvement is related Direct with the interests of individuals to the 

products. 

Value Based Pleasure 

 

This factor, indicates the extent which a product can to consent a person. Value Based 

Pleasure Is defined Emotional and capabilities appeal of the product To provide pleasure 

and influence on individuals 

value of Sign 
 

value of Sign, is symbolic value that consumers attribute to a product. In other words, 
this concept suggests that how much a consumer uses of A product to describe their 

personal values and self-concept. 

Risk Probability 

 

Risk Probability , is the level of uncertainty that consumers face when buying a product. 

The perceived Probability of making such a poor choice 

risk importance 

 

The perceived importance of the potential negative consequences associated with a poor 

choice of the product 

 

Purchase decision: 

 The investigation of consumer decision-making has a long tradition in marketing and consumer behaviour 

research. On issues related to consumer behavior Generally the consumer decision-making Included a series of 

steps, Such as Problem recognition, Information search, Evaluation, Purchase decision and Post purchase: 

1- Problem recognition: Problem/Need-recognition is the first and most important step in the buying decision. 

Without the recognition of the need, a purchase cannot take place. 

2- Information search: The information search stage is the next step that the consumers may take after they 

have recognized the problem or need in order to find out what they feel is the best solution. This is the buyers' 

effort at searching the internal and external business environments to identify and observe sources of 

information related to the focal buying decision. 

3- Evaluation: At this stage, consumers evaluate different products/brands on the basis of varying product 

attributes, and whether these can deliver the benefits that the customers are seeking. 

4- Purchase decision: This is the fourth stage, where the purchase takes place. According to Kotler, Keller, 

Koshy and Jha (2009), the final purchase decision can be disrupted by two factors: negative feedback from other 

customers and the level of motivation to comply or accept the feedback. 

5- Post purchase: These stages are critical to retain consumers. In short, consumers compare products with 

their expectations and are either satisfied or dissatisfied. This can then greatly affect the decision process for a 

similar purchase from the same corporation in the future 

 

Review of Literature: 

 Choubtarash et al [5], investigated the relationship between consumer involvement and purchase decision 

(Case study: Cell phone in iran) and resulted  there is significant relationship between dimensions of consumer 

involvement: Interest, Hedonic value, Sign value, Risk importance and Risk probability with purchase decision. 

 Hans et al [7] in research " Investigating the relationship between product involvement and consumer 

decision-making styles "confirmed that the Between product involvement and the consumer  decision  making 

styles Brand/Store Loyalty, a positive relationship exists, Between product involvement and the consumer  

decision  making styles Spontaneity, a negative relationship exists and Between product involvement and the 

consumer  decision  making styles Price-Value Consciousness, a negative relationship exists. 

 Kautsa et al (2012) in research " Relationship of Consumer Involvement, Credibility of the Source of 

Information and Consumer Satisfaction on Purchase Decision of Non-Prescription Drugs" and confirmed The 

relationship between Involvement, Credibility of the Source of Information and and Purchase Decision and 

showed positive influence of each other. s18770 

http://en.wikipedia.org/wiki/Information_Search_Process
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 Chen et al [4] investigated the impacts of consumer involvement on consumers’ purchase intentions toward 

fast foods and results reveal that the higher the degree of involvement an individual has the higher his/her 

purchase intention regarding fast foods. 

 OCass [12] in research "An assessment of consumers product, purchase decision, advertising and 

consumption involvement in fashion clothing" confirmed that the 91% of the variance of purchase decision 

involvement is explained by the variance in consumer involvement 

 Linda et al [10] investigated the influence of involvement on purchase intention for new world wine. The 

findings from study indicate that consumers high in product involvement, as well as those who are high in 

purchase involvement, continue to be price-conscious and responsive to deals when purchasing wine. 

 The conceptual framework guiding the research is presented in Figure 1:  

 

 
 

Fig. 1: Conceptual Model. 

 

Research Hypotheses: 

1- There is a positive and significant relationship between the Consumer involvement and Purchase decision 

among the student of  Isfahan University. 

2- There is a significant and positive relationship between Interest to the product and Purchase decision among 

the students of Isfahan University.  

3- There is a positive and significant relationship Value Based Pleasure  and Purchase decision among the 

students of Isfahan University.  

4- There is a positive and significant relationship between value of Sign and Purchase decision among the 

students of Isfahan University.  

5- There is a positive and significant relationship between Risk Probability and Purchase decision among the 

students of Isfahan University. 

6- There is a positive and significant relationship between risk importance and Purchase decision among the 

students of Isfahan University. 

 

Analysis data: 

 The current research enjoys a descriptive-correlative design. The subjects are chosen among the students of 

the Isfahan University: Questionnaire in this study is the main tool for data collection. Data collection is done 

through random sampling. First, a group of 30 persons were selected from the subjects and the questionnaire 

distributed among them. After extracting the data from the responses of the intended group and the variance 

estimate, the volume of the sample of the study was drawn by using cookran formula 210 persons were selected 

randomely as the subjects of the study. Data collection tools in this study are two separate questionnaires for 

assessing Consumer involvement and Purchase decision. The validity of the questionnaire was approved 

through instrument (questionnaire) readers, advisors, and experts. Furthermore, to test the questionnaires 

reliability we used Cronbach's α scores for each variable as shown in Table 2.The statistical populations of this 

study are the employees in university of Isfahan. Both quantities indicate that the research tool is reliable. To 

describe the demographic variables and research variables, descriptive statistics was used. Furthermore, to study 
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the relationship between the research variables, Pearson correlation-coefficient was used. The spss and the PLS 

software were also used to determine the correlation and analyze the data. 

 
 

 

 

Table 2: Reliability coefficient of research variables related to given hypotheses. 

Feature Number of Questions Cronbach’s Alpha Coefficient 

Consumer involvement 20 90.2 

Purchase decision 6 92.1 

Value Based Pleasure 4 83 

value of Sign 4 89.7 

Risk Probability 4 91 

risk importance 4 85.6 

Interest to the product 4 79.3 

Whole questionare 26 93.2 

 

 In Table 2 our research the reliability of the items is checked through Cronbach’s alpha that is 93.2 which 

shows that our research variables are reliable and there exists internal consistency between them. 

 

Findings analysis: 

Descriptive data: 

 Table 3 Descriptive statistical data shows the relation to the customers participated to the research (n = 

210). The social demographic qualification of the participants are as follows: 113 male (53.3 %) and 97 female 

(46.7 %)  participated to the research: 

 
Table 3: Demographic qualifications of participants: Gender. 

Gender Frequency (%) 

Male 113 53.3 

Female 97 46.7 

 

 The educational background of the participants are; 53 people  (%25.2) diploma, 44 people (%20.9)  have 

Associate course, 90 people  have b.sc degree (%42.8), 21 people (%10.0) have m. sc degree: 

 
Table 4: Demographic qualifications of participants: Education. 

Education Frequency (%) 

Diploma 53 25.2 

Associate course 44 20.9 

b.sc 90 42.8 

m. sc 21 10.0 

 

 In The structural equation modeling combined coefficient higher than 7/0 for each structure indicates the 

reliability is good. In Table 5 the composite reliability of each variable was examined and The coefficients for 

allvariables above .7 and According to the indexes it can be concluded that the model have a relatively good 

fitness. 

 
Table 5: AVE values and composite reliability. 

Composite reliability AVE variable 

.953 .650 Interest to the product 

.923 .750 risk importance 

.923 .705 Risk Probability 

.919 .743 Value Based Pleasure 

.921 .700 value of Sign 

.956 .815 Purchase decision 

 

 Table 6 Correlation Between research variables was examined: For example, the correlation between two 

variables Interest to the product and risk importance is .806 Which indicates a high correlation between these 

two variables. 

 
Table 6: Correlation Between research variables. 

variable 1 2 3 4 5 6 

Interest to the product .806 - - -   

risk importance .813 .866 - -   

Risk Probability .845 .824 .840 -   

Value Based Pleasure .781 .730 .816 .862   

value of Sign .905 .794 .817 .776 .837  
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Purchase decision .897 .769 .786 .770 .865 .903 

 

 Structural relationships in the conceptual model were tested with PLS. The maximum likelihood fitting 

function was used to estimated parameters. According to the indexes it can be concluded that the model have a 

relatively good fitness. 
 

Table 7: Results of the best fitting model. 

1.1. Hypothesis Standard Error 
(STERR) 

Standard 
Deviation 

(STDEV) 

Sample Mean 
(M) 

Original 
Sample (O) 

T Statistics 
(O/STERR) Dependent variable Independent 

variable 

Consumer 

involvement 
Purchase decision .086 .086 .518 .503 .840 5 

Interest to the 
product 

Purchase decision .083 .083 .086 .095 .142 1 

risk importance Purchase decision .087 .087 .156 .145 .668 1 

Risk Probability Purchase decision .088 .088 .353 .367 .182 4 

Value Based 
Pleasure 

Purchase decision .079 .079 .465 .458 .804 5 

value of Sign Purchase decision .078 .078 .196 .202 .596 2 

 

Results: 

 In the Table 8 research Hypothesis was examined. The Information about any hypothesis Included Beta, T, 

and Result For each of the variables in research Hypothesis was examined. For example, in The first hypothesis, 

Beta is .503, T is 5.804 and Hypothesis was Accepted.  

 
Table 8: analyzing the hypotheses of research. 

Result T Beta Dependent variable Independent variable Hypothesis 

Accepted 5.804 .503 Purchase decision Consumer involvement 1 
not Accepted 1.142 .095 Purchase decision Interest to the product 2 

not Accepted 1.668 .145 Purchase decision risk importance 3 

Accepted 4.182 .367 Purchase decision Risk Probability 4 

Accepted 5.804 .458 Purchase decision Value Based Pleasure 5 

Accepted 2.596 .202 Purchase decision value of Sign 6 

 

1 hypothesis: There is a positive and significant relationship between the Consumer involvement  and Purchase 

decision among the student of  Isfahan University: 

As shown in table 8, since observed Beta is equal to .503 and T is 5.804, so there is a relationship between the 

Consumer involvement  and Purchase decision among the student of  Isfahan University with 95% confidence. 

2 hypothesis: There is a significant and positive relationship between Interest to the product and Purchase 

decision among the students of Isfahan University: 

 As shown in table 8, since observed Beta is equal to .095 and T is 1.142, so there is not a significant 

relationship between Interest to the product and Purchase decision among the students of Isfahan University 

with 95% confidence. 

3 hypothesis: There is a positive and significant relationship between risk importance and Purchase decision 

among the students of Isfahan University: 

 As shown in table 8, since observed Beta is equal to .145 and T is 1.668 so there is not a significant 

relationship between risk importance and Purchase decision among the students of Isfahan University with 95% 

confidence. 

4 hypothesis: There is a positive and significant relationship between Risk Probability and Purchase decision 

among the students of Isfahan University: 

 As shown in table 8, since observed Beta is equal to . 367 and T is 4.182, so there is a relationship between 

Risk Probability and Purchase decision among the students of Isfahan University with 95% confidence. 

5 hypothesis: There is a positive and significant relationship between Value Based Pleasure and Purchase 

decision among the students of Isfahan University: 

 As shown in table 8, since observed Beta is equal to .458 and T is 5.804, so there is a relationship between 

Value Based Pleasure and Purchase decision among the students of Isfahan University with 95% confidence. 

6 hypothesis: There is a positive and significant relationship between value of Sign and Purchase decision 

among the students of Isfahan University: 

 As shown in table 8, since observed Beta is equal to .202 and T is 2.596, so there is a relationship between 

value of Sign and Purchase decision among the students of Isfahan University with 95% confidence. 

 

Conclusions: 
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 In order to understand the behavior of customers, understand the structure of the mind and mental 

involvement plays an important role. Many researchers, this variable as an important variable that plays a 

significant role in predicting customer behavior has been used. Customer involvement creates interest and 

attachment to be produce and This leads to the desire of customers to gather information on the buying decision. 

The purpose of this study was to analyze the relationship between subjective involvement of consumers and 

purchasing decision. The results of the data analysis confirmed all the research hypotheses. 

 The results showed a significant and positive relationship between Customer involvement and buying 

process. According to the results, marketers and retailers must to consider the Customer involvement as one of 

the Effective variables in the buying process. Also, the risk Probability has a positive and significant 

relationship with the customer buying process and Based on this result, marketers and retailers need to pay 

particular attention to mitigate Purchase risks to consumers and buyers.  The results also showed that perceived 

enjoyment by buyer Of purchase process was a significant and positive relationship with Customer 

involvement.. Finally, according to the results of this study can be said that There is positive and significant 

relationship between the brand value in company's and consumer's involvement. According to the results of this 

study, the following recommendations are offered: 

- With regard to impact consumer involvement in Purchase process, marketers and retailers Should to pay 

particular attention to the interests, feelings and emotions in buyer. In this respect, build and deliver ads that 

show the importance to consumer Emotions seems to be a good option; 

- In addition, Since the value of the mark have a important role in product involvement by the customer, 

Marketing managers must take place much attention to the promotion of the Brand Position in product, 

Customer trust towards the brand and brand personality. also attractive Brand design plays an important role in 

increasing customer involvement.  

- Marketing Managers should to identify The factors that contribute to risk for the consumer And seek to 

minimize them. Factors such as trust to purchase, honest seller, Conform consumer expectations of product with 

Product Functionality can have an important role in reducing the risk of product. 
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