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Abstract. Online shopping has become an important way of life and a signifi-

cant sales channel that not only brings convenience but also promotes economic 

development. This paper examines the impact and mechanism of consumer val-

ues on consumer loyalty from the perspective of consumer values and loyalty. 

Empirical evidence demonstrates that functional, social, and emotional values 

directly influence consumer loyalty. Therefore, it is recommended to continu-

ously enhance the functionality of online shopping platforms to increase their 

recognition and establish a diversified interactive system to facilitate communi-

cation exchange with consumers. 
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1 Introduction 

Economic globalization has further propelled the networked trend of "buying globally 

and selling globally". Online shopping is not only a product of economic development 

at a certain stage, but also an inevitable trend of using technology in the economic 

field to drive the economy towards the world. Online shopping not only meets peo-

ple's demand for convenience in shopping, but also serves as a sales channel for busi-

nesses. When consumers choose their shopping methods, they integrate their personal 

values into them, and different values directly influence their consumption behavior, 

which ultimately manifests in consumer loyalty. Therefore, this paper mainly ad-

dresses whether consumer values have a direct impact on consumer loyalty and ex-

plores the mechanisms through which these values (functional value, social value, 

emotional value) respectively affect consumer loyalty to verify the role of consumer 

values in influencing consumer loyalty. 

2 Literature Review 

2.1 Consumer Values 

Scott (1973)[1] defined the meaning of consumer values, stating that it refers to the 

individual's relatively constant choices and preferences when engaging in actual con-
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sumption behavior, i.e., the process by which individuals select characteristics of
products they like from a multitude of products and services. Through an analysis of
the relationship between virtual haptic fit, perceived value, and consumer loyalty, it is
concluded that e-commerce companies should provide information that matches con-
sumers' informed needs, emphasize integrity and commitment, establish a database
matching consumer needs in order to enhance consumer loyalty [2]. In order for e-
commerce companies to gain consumers' trust, they need to understand consumers'
values and provide goods and services that match these values in order to gain their
trust and loyalty. Research on customer perceived value, customer satisfaction, prod-
uct involvement, and willingness to spread positive word-of-mouth shows that cus-
tomer perceived value has a direct impact on customer satisfaction which ultimately
affects consumers' willingness to spread positive word-of-mouth [4].

With the development of the Internet, higher levels of perceived quality and per-
ceived value for online products can promote higher levels of consumer satisfaction;
however, consumer expectations have little influence on consumer satisfaction; alt-
hough consumer satisfaction does not directly affect consumer loyalty levels, it will
affect through website trust which then impacts consumer loyalty; consumer com-
plaints will affect levels of customer satisfaction thereby affecting customer loyalty
[5]. The personal evaluation of the value of goods based on individual's consumption
values plays a crucial role in determining consumer behavior. Therefore, it is im-
portant to explore the relationship between personality traits types、consumer values,
and online shopping decisions with an emphasis on guiding consumers scientifically
based on their psychological characteristics towards establishing correct consumption
values as this holds significant importance for providing scientific marketing strate-
gies for businesses [6].

2.2 Consumer Loyalty

Consumer loyalty is the change in consumer attitudes caused by corporate reputation,
which may affect consumer loyalty intentions and behaviors. This study mainly fo-
cuses on the interaction between corporate reputation, consumer-company identifica-
tion, and relationship quality; analyzes the joint impact of consumer-company identi-
fication and relationship quality on consumer loyalty; integrates the mechanism of
corporate reputation's impact on consumer loyalty; and studies the feedback effect of
consumer loyalty attitudes on corporate reputation [7]. Through a questionnaire survey
of consumers participating in short video interactions, it was found that both product-
oriented interactions and interpersonal interactions can enhance consumer loyalty.
However, product-oriented interactions cannot influence perceived value, only inter-
personal interactions can significantly enhance perceived value [3]. The reliability,
responsiveness, security, and empathy of online shopping platform service quality
have an impact on consumer loyalty. Therefore, online shopping platforms need to
establish sound work norms, strengthen employee training, improve employee service
levels to increase customer satisfaction and loyalty to the platform [8]. When brands
engage in interactive marketing activities they should deeply explore the spiritual
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connotation of their brand to cultivate consumers' attachment psychology and brand
loyalty in order to achieve brand scale growth and long-term profitability [9].

3 Research Design

3.1 Hypothesis Proposal

3.1.1 The Relationship between Functional Value and Consumer Loyalty.
Online shopping is a way of consumption, and different consumers will choose differ-
ent shopping platforms according to their preferences. These platforms not only meet
the shopping needs of consumers but also allow them to experience the joy of shop-
ping. Online shopping can meet consumers' 24-hour shopping needs, with a wide
variety of products, allowing consumers to freely choose products according to their
preferences. The same product can be compared in price among multiple different
stores, and relevant information about the product can be obtained based on shopping
reviews. If there are quality issues with the product, returns or exchanges can be re-
quested at any time through the backend.

The improvement of consumer value and satisfaction can enhance consumer loyal-
ty. Product value includes product quality, authenticity guarantee, and product pricing
which directly affect consumer loyalty and indirectly influence consumer loyalty to
the platform by affecting perceived value and consumer satisfaction [12]. Suggestions
for cultivating and maintaining consumer loyalty include optimizing pre-sale page
design, simplifying pre-sale processes; ensuring the quality of pre-sale items with
increased supervision; setting reasonable time pressure for pre-sales; improving logis-
tics service quality; stimulating consumer willingness to share [11]. Therefore, the
following hypothesis is proposed:

H1: Functional value positively influences consumer loyalty.

3.1.2 Social Value and Consumer Loyalty Relationship.
Through online shopping, one can connect with people from different regions around
the world while online communication allows understanding of different cultures and
viewpoints that provide reference for future purchases. The social experience in
online shopping affects consumer satisfaction which directly impacts consumer loyal-
ty [13]. Customer experience can affect trust in businesses as well as satisfaction which
then influences customer loyalty. The improvement of customer value and satisfaction
enhances customer loyalty where social value including platform reputation and plat-
form socialization has a direct impact on customer loyalty while also indirectly influ-
encing customer loyalty to the platform through affecting perceived value and cus-
tomer satisfaction [12]. Therefore, it is hypothesized as follows:

H2: Social value positively influences customer loyalty.

3.1.3  Emotional Value and Consumer Loyalty Relationship.
Online shopping meets customers' emotional needs where they feel relaxed without
pressure compared to traditional store shopping.The study theoretically demonstrates
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that meeting customers' demands for interaction,hedonism, sense of belong-
ing,enjoyment,negative evaluation directly or indirectly affects their brand's loyalties
[10] Online Shopping forms motivational emotional values, brand emotional values,
functional emotional values,and service emotional values .Through research, it was
found that emotional values have significant positive effects on brand loyalties[14].
Therefore, the following hypothesis is proposed:

H3: Emotional value positively influences brand loyalties.

3.2 Data Collection

This study utilized the online questionnaire platform, Wenjuanxing, to collect survey
data. The target population for the online survey was individuals who have experience
with online shopping, primarily consisting of young adults. The questionnaires were
distributed from September to October 2023, with a total of 420 questionnaires dis-
tributed. After excluding invalid responses, 392 valid questionnaires were collected,
resulting in an effective response rate of 93.3%.

4 Empirical Analysis

4.1 Reliability Test

The reliability of the survey questionnaire was tested using Cronbach's α coefficient
method. A Cronbach's α greater than 0.8 indicates satisfactory reliability. In this
study, SPSS 25.0 software was used to test the reliability of 392 survey question-
naires. As shown in Table 1, the Cronbach's α coefficients for each variable were all
greater than 0.8, indicating high reliability. Therefore, it can be concluded that the
scales used in this study have good internal consistency and high reliability.

Table 1. Analysis of Consumer Values and Consumer Loyalty Credibility

Variables Cronbach's Alpha Number of Items

Functional value 0.927 5
Social value 0.875 5
Emotional value 0.892 5
Consumer values 0.941 15
Purchase experience 0.909 5
Product quality 0.915 5
Transportation and delivery 0.921 5
Consumer loyalty 0.964 15
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4.3 Validity Testing

4.2.1 Model Fit Test.
The data were analyzed using AMOS 25.0 software, as shown in Table 2. The results
of the structural equation model fit test indicate that CMIN/DF (chi-square degrees of
freedom ratio) = 10.833 and RMSEA (root mean square error of approximation) =
0.159. Additionally, the test results for IFI, TLI, and CFI all exceed 0.8. Therefore,
based on a comprehensive analysis of the results, it can be concluded that the Con-
sumer Values CFA model exhibits good fit.

Table 2. Model Fit Test

Indicator Results of the actual measurement
CMIN/DF 10.833
RMSEA 0.159

IFI 0.835
TLI 0.801
CFI 0.835

4.2.2  Convergence Validity Testing.
AMOS25.0  software  was  used  for  data  statistics  and  analysis,  as  shown  in  Table  3.
Under the premise of good fit of the Consumer Values Scale CFA model, further
examination will be conducted on the convergent validity (AVE) and composite relia-
bility (CR) of each dimension of the scale. The examination process involves calculat-
ing the standardized factor loadings of each measurement item on its corresponding
dimension using the established CFA model, and then computing the values of con-
vergent validity and composite reliability for each dimension according to the formu-
las. According to standards, AVE should reach a minimum requirement of 0.5, and
CR should reach a minimum requirement of 0.7 in order to indicate good convergent
validity and composite reliability. The calculation formulas are as follows:

CR= 2)( iκ / 2)( iκ + iπ

AVE= ni /2κ

Table 3. Convergence Validity and Composite Reliability Test of Consumer Values Scale
Dimensions

Path Relationship Estimate AVE CR

GN1 <--- Functional Value 0.912

0.749 0.937
GN2 <--- Functional Value 0.922
GN3 <--- Functional Value 0.938
GN4 <--- Functional Value 0.851
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GN5 <--- Functional Value 0.676
SH1 <--- Social Value 0.752

0.593 0.879
SH2 <--- Social Value 0.75
SH3 <--- Social Value 0.818
SH4 <--- Social Value 0.856
SH5 <--- Social Value 0.659
QG1 <--- Emotional Value 0.771

0.629 0.894
QG2 <--- Emotional Value 0.807
QG3 <--- Emotional Value 0.819
QG4 <--- Emotional Value 0.749
QG5 <--- Emotional Value 0.814

4.2.3 Discriminant Validity Test.
The discriminant validity test results for each dimension indicator are shown in Table
4. It can be seen that all variable coefficients are positive and less than the square root
of their average value, indicating good overall discriminant validity.

Table 4. Discriminant Validity Test for Each Dimension

Variable Functional Value Social Value Emotional Value
Functional Value 0.749

Social Value 0.586 0.593
Emotional Value 0.754 0.811 0.629

Square root of AVE value 0.87 0.77 0.79

4.4 Hypothesis Testing of Consumer Value and Consumer Loyalty

According to the correlation analysis of functional value and consumer loyalty in
Table 5, it is found that functional value has a positive impact on consumer loyalty
(Pearson correlation coefficient = 0.769, P < 0.01). The significant correlation be-
tween the two indicates that the hypothesis H1 is established.

Table 5. Correlation Analysis of Functional Value and Consumer Loyalty (N=392)

Functional Value Consumer Loyalty

Functional Value Pearson correlation 1 .769**
Sig. (two-tailed) 0

Consumer Loyalty Pearson correlation .769** 1
Sig. (two-tailed) 0

**. At the 0.01 level (two-tailed), the correlation is statistically significant
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The correlation analysis of social value and consumer loyalty in Table 6 shows that
social value positively influences consumer loyalty (Pearson correlation coefficient =
0.693, P < 0.01). It is found that the two are significantly correlated, therefore, hy-
pothesis H2 is established.

Table 6. Correlation Analysis of Social Value and Consumer Loyalty (N=392)

Social Value Consumer Loyalty
Social Value Pearson correlation 1 .693**

Sig. (two-tailed) 0
Consumer Loyalty Pearson correlation .693** 1

Sig. (two-tailed) 0
**. At the 0.01 level (two-tailed), the correlation is statistically significant

According to the correlation analysis in Table 7, emotional value has a positive
impact on consumer loyalty (Pearson correlation coefficient = 0.880, P < 0.01). It is
found that there is a significant correlation between the two, so we can assume that
H3 holds true.

Table 7. Correlation Analysis of the Relationship between Emotional Value and Consumer
Loyalty (N=392)

Emotional Value Consumer Loyalty
Emotional Value Pearson correlation 1 .880**

Sig. (two-tailed) 0
Consumer Loyalty Pearson correlation .880** 1

Sig. (two-tailed) 0
**. At the 0.01 level (two-tailed), the correlation is statistically significant。

Based on the analysis of the above table, it can be concluded that the hypotheses
H1, H2, and H3 are verified. Therefore, it can be inferred that online consumers' val-
ues influence consumer loyalty.

5 Conclusion

This study empirically investigates the impact of consumer value on consumer loyalty
from the perspective of consumer value. The study conducts verification from the
aspects of reliability and validity testing, hypothesis testing, etc. The results indicate
that functional value is positively related to consumer loyalty, social value is positive-
ly related to consumer loyalty, and emotional value is positively related to consumer
loyalty. This provides certain guiding suggestions for the strategic marketing frame-
work development of e-commerce enterprises.
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