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Abstract 

One of the main factors in the restaurant industry is attractive investment and its effect on customers' willingness to pay extra for 
added pleasure. Therefore, this research was conducted with the aim of investigating the effect of perceived luxury on the 

willingness to pay extra with the mediating role of perceived quality and self-congruity among customers of luxury restaurants in 
Ahvaz. The current research is applied in terms of purpose, descriptive in terms of method, and causal in nature. The statistical 
population included all customers of luxury restaurants in Ahvaz city, which was sampled by a non-random method and available 
to 384 people and analyzed through the standard questionnaire of Lee et al. (2022). The results showed that the unique social and 
functional values of the restaurant are among the most important values necessary for the willingness to pay extra, and the effect 
coefficient of perceived luxury on the willingness to pay extra in customers, the effect coefficient of luxury on the variable of 
perceived quality, the effect coefficient of perceived luxury Based on self-congruity, the coefficient of influence of perceived 
quality on willingness to pay extra and the coefficient of influence of self-congruity on willingness to pay extra were calculated 

as 0.35, 0.58, 0.52, 0.31 and 0.24 respectively. 
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