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The Effect of Online Consumer’s Shopping Values
on Consumer Satisfaction and Loyalty
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Abstract This study analyzed the influence of online consumers' shopping values on customer satisfaction and
loyalty. The shopping values in this paper include the utilitarian-, hedonic-, and social engagement-shopping values.
The hypothesized research model was proposed based on five main constructs: three shopping values, customer
satisfaction, and customer loyalty. This study tested the hypothesized model using the data from 182 consumers who
purchased accommodation products over the last six months. The findings showed that consumers' shopping values
have a significant impact on customer satisfaction. In addition, the customer satisfaction has a significant influence
on customer loyalty. Online accommodation booking sites need to make efforts to recognize the consumers' different
shopping values and social influences to use a website as a tool for managing customer relationships.

Keywords : utilitarian shopping values, hedonic shopping values, social engagement shopping values, customer

satisfaction, customer loyalty
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Fig. 1. Research model
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Table 1. Measurement Items

Construct Measurement items
Utilitarian Shobpin 1. I tend to visit travel reservation sites only when I have something I need to purchase
i lal o PpIng 2. When Internet shopping online, I tend to look only for products that I need/want
VBZ] 3. Travel reservation site enables quick shopping
4. Travel reservation site enables easy shopping
. . 1. To me, Internet shopping is very pleasant/fun
Hcdonizl::soppmg 2. Internet shopping makes me feel as though I have escaped from daily life
[30] 3. T lose track of time when I shop online
4. T get excited when I choose from products offered in travel reservation site
. 1. T enjoy talking and chatting with salespeople
Sg}?al ?:gagelm ent 2. Contacting with other online shoppers gets me exited
OPP[ lgg]va ues 3. Online shopping is an opportunity for social interactions
4. 1 enjoy hanging out with other online shoppers by sharing information
e-Satisfaction 1. I am relatively satisfied with the Internet shopping experience I have had on travel reservation site
9] 2. I think Internet shopping is pleasant when I shop on this travel reservation site
3. Compared to other travel reservation sites, I am satisfied with the shopping experience I have had on this Internet shopping site
e-Lovalt 1. I intend to continue to purchase goods from the Internet shopping site that I regularly use
[22] Y 2. I intend to acquire product information from the Internet shopping site that I regularly use
3. Except for any unanticipated reasons, I intend to continue to use the Internet shopping site that I regularly use
AT 14 QQ1EAS AL WA U4 A 2Fdsddlel #e 7H 2(3=0.43, p<0.001)E EF -
4 312 913 Cronbach A% A5 s ALY g Ao YA EF AH BAFT 297
HAES A3 Av([Table 1] #3), Nunnally[31]7} X7} aalwhEso] n)x|i= odako)] 73k 7M 3(B=0.22,
A 0.825 BT Aslatednt 1Elal ZF AddEel p<0.001) A Froet s RolFal ik v ate
FURPAS AEe) A HH QRAS A 2 DANSIh Ao el vAs el e 44
ste] A 2d HFme} 187) SAES 5/ AN 45 FAHALE FofsiAl ASEHATHB=0.78, p<0.001)
ol digk AAxE Ak E‘r. A3, A A= (Table 4 %),
B 0.695 o, 3k 9.9901 308 ol
= X GAE AZ=T 4 9) L B 1 . . .
T p0.001°1 A -1 B AT 5 Il Table 2. Unidimensionality Analysis
A=Y kiRt TS AAZ=F] [e) o
A= B dsstalon, I R standardized Item-to-total
- g2 A 250 Constructs B-coefficient AVE correlation cronbach
AVE(average variance extracted)# RZHANA A2
e AR AL ZAUSE 00X o e Utilitarian 1 0.72(10.16) 0.53 0.90 0.82
e REAAA Aet 5 el e Utilitarian 2 0.74(10.69)
oz Ak dEErdAd °] Felsbr] flaiM= Utilitarian 3 |  0.71(10.09)
AVE o] 050 ool S F& izha 9] che ¢ Ml 0730070
Hedonic 1 0.88(14.31) 0.65 0.89 0.89
ANd e A AI 2] FhR T Aok St [Table 2] Hedonic 2 0.82(12.84)
£ =3 U, AVEFC] 25 0.502 A3lstn Aaas Hedonic 3
o o o Ao = . LA Hedonic 4 0.86(13.69)
AFEE =2 %E BT wio] wdehdAe] Social 1 0,60 0.99) 084 091 091
gtk & 4 gtk Social 2 0.93(14.94)
Social 3 0.79(11.77)
Social 4
5.2 ﬁ.‘ﬂ.E% ?:-Ilg Satisfaction 1 0484(13 37) 0.66 0.85 0.85
. B o Lo Satisfaction 2 0.84(13.39)
BEEA Av 7P 2R vojgo] A43ghs Satisfaction 3 | 0.76(11.39)
HoFan  Qrk X2:233'45’ df=127  (p<0.001); Loyalty 1 0.89(14.72) 0.88 0.93 0.94
Loyalty 2 0.98(17.08)
GFI=0.87; AGFI=0.83; CFI=0.98; RMSEA=0.06. 2} & Loyalty 3

A &AL BAREES] A gl Tk 7H

1(B=0.38, p<0.001)7} 314 xg7px|e} 1

J‘
=

Z
ikl =

353

*Chi—square(df:120):207.11(p<A001); GFI=0.88; CFI=0.98; AGFI=0.83;
RMSEA=0.06
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Table 3. Discriminant Validity and Correlation Estimates

1 2 3 4 5
1. Utilitarian Shopping Values 0.73
2. Hedonic Shopping Values 0.50%* 0.81
3. Social  engagement Shopping Values 0.35%* 0.38%* 0.92
4. e-Satisfaction 0.57%* 0.50%* 0.60%* 0.81
5. e-Loyalty 0.44** 0.59** 0.45%* 0.62%* 0.94
* Diagonals: (average variance extracted from the observed variables by the latent variables)l/2 = (P12/q)1/2
* Off-diagonals show the correlations among the constructs: **p < .05, *** < 001
Table 4. Research Results
Proposed model
Hypothesized relationship Standardlz(l:d path tvalue Results
coefficient
H1 Utilitarian shopping values — e-satisfaction 0.38 4.68%%* Supported
H2 Hedonic shopping values — e-satisfaction 0.43 6.04%** Supported
H3 Social engagement shopping values — e-satisfaction 0.22 2.7THF* Supported
H4 e-satisfaction — e-loyalty 0.78 10.09%** Supported
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