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Abstract: We draw upon the social capital theory in order to discuss how three dimensions of social
capital affect consumer value and loyalty to online outshopping platforms. After considering the
characteristics of consumers, we propose that the structural, relational, and cognitive dimensions of
social capital promote consumers’ perceptions of utilitarian and idea shopping value, and that those
perceived values increase loyalty to online outshopping platforms. The survey data of 291 Chinese
consumers with online outshopping platform experience are used to test the model. The results
show that different dimensions of consumers’ social capital influence their loyalty through different
values. Utilitarian value mediates the effects of structural capital and cognitive capital on loyalty,
whereas hedonic value (ideal shopping value) mediates the effects of structural and relational capital
on loyalty.
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1. Introduction

International online outshopping (IOO) refers to consumers buying products and services across
borders over the Internet with the click of a button [1,2]. Young people tend to favor IOO for cross-border
online shopping. According to iiMedia Research, 41 million Chinese were IOO shoppers in 2016, and
their numbers were expected to reach 74 million by 2018. Realizing the opportunities in international
e- and m-commerce, numerous online marketplace companies operate shopping platforms to provide
opportunities for consumers to purchase foreign products from foreign websites (e.g., Xiaohongshu,
VIP International, Amazon Global, Kaola.com, Ymatou, Tmall.HK, and JD.HK). Establishing and
maintaining consumer loyalty determines whether IOO platforms in China will survive and develop
sustainably. “Loyalty” refers to the affirmative recollections that prompt consumers to revisit an IOO
platform or repurchase products or services online [3]. Few studies have examined loyalty to IOO
platforms and, at that, have investigated, for the most part, domestic Consumer-to-Consumer (C2C) [4],
domestic Business-to-Consumer (B2C) [5,6], and offline IOO platforms [7,8].

Loyalty to an IOO platform differs from loyalty to a domestic B2C or C2C platform because
cross-border shoppers are brand-oriented, fashion-conscious, and expressive about foreign products
and outshopping [9,10]. Boeuf and Sénécal [2] have indicated that IOO consumer behavior is likely
driven by additional or distinct determinants. The experience of online outshopping differs from
domestic online shopping (e.g., B2C or C2C) because it involves, in part, the international components
of consumption (e.g., costs of shipping and customs, foreign language, well-known foreign brands) [1].
Moreover, it differs from offline outshopping in that it does not consider any physical travel that might
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affect the ease and simplicity of the purchase, as well as the role of trust in the retailer [2]. Therefore, it is
plausible that factors influencing loyalty to an IOO platform differ from factors influencing loyalty to
other platforms (e.g., domestic B2C or C2C, offline outshopping). Safari and Thilenius [11] investigated
consumers’ specific uncertainties when purchasing from foreign e-tailers. Wagner et al. [12] empirically
indicated that consumers’ online outshopping intentions are particularly affected by specific benefits
(e.g., exclusive brands/products and a wide selection) and risks (e.g., long delivery times, additional fees,
and warranty claims), while Boeuf and Sénécal [2] described six factors that may affect online shopping
intentions. In sum, the literature further indicated that IOO differs from domestic online shopping.

The existing research on IOO mainly focuses on the consumer’s online intention or purchasing
—or not purchasing—behavior, rather than repurchasing behavior or loyalty. The research on loyalty
in the context of IOO is scarce. Thus, we conceptualize and empirically analyze the antecedents
of this behavior. Research indicates that consumers’ perceptions of value with respect to online
shopping can foretell their loyalty. Perceived value comes from perceived benefits [13] and is the
ultimate motivation of consumer behavior [14]. Empirical studies have confirmed the relationship
between consumers’ perceived value and loyalty, and have conceptualized perceived value as a
multidimensional construct (e.g., utilitarian and hedonic values) [15,16]. Thus, we examine whether
consumers’ utilitarian and hedonic shopping values influence their loyalty to IOO platforms. Based on
IOO consumers’ characteristic pursuit of affordability, brand, fashion, and innovation, we consider
idea shopping value type of hedonic shopping value. Idea shopping is to keep up with the trends and
new fashions and see new products and innovations [4].

Cross-border shopping entails risks (e.g., product quality, refund policy, and language barriers) [17].
IOO platforms need to reduce perceived risks and raise perceived value. The ability to post online
reviews and recommendations boosts consumers’ social capital and consumption on the IOO platforms.
According to a report from iiMedia, 73.5% of Chinese IOO shoppers had shared experiences on
platforms or with friends in 2016, and that 62.1% respect product reviews [18]. Drawing on actor
network theory, Zahedi and Lu [19] claimed that online community platforms offer personalized social
network services that help consumers make decisions and construct personal network ties. Empirically,
social capital can be converted to economic or other advantages [20], reducing transaction costs [20]
and increasing enjoyment of social interactions [21]. However, previous studies have rarely examined
how consumers’ social capital affects the value they perceive, especially in the context of IOO platforms.

To fill these gaps in the literature, we draw upon theories of social capital and perceived value,
consider the characteristics of IOO consumers, and propose that consumers’ social capital and perceived
shopping value influence consumer loyalty to IOO platforms. We examine how the structural, relational,
and cognitive dimensions of social capital influence consumers’ perceived value [6]. Further, we assess
how perceived value affects consumers’ loyalty to IOO platforms.

This research represents a relatively unexplored area in the context of IOO and it will enrich
existing studies of consumers’ online shopping and offline outshopping. The results of this study
will also help professional marketers to arrive at a broader theoretical understanding of the drivers of
consumers loyalty to IOO platform. The results will provide important guidelines for building loyalty
to IOO platforms through perceived shopping value, as well as for the formulation of social strategies
that encourage consumers to actively engage in online communities on IOO platforms. Ultimately,
understanding why and how consumers revisit or repurchase products on IOO platforms can help
businesses to stay competitive in the global market.

2. Literature Review

2.1. Perceived Value

First-time and repeat customers have separate motives for accessing IOO websites. Experienced
customers better comprehend and evaluate information and update their evaluation criteria [22].
Means-end chain (MEC) theory establishes a theoretical connection between consumers’ perceived
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values and continuance behavior. According to Gutman [14], MEC has three levels of cognitive
abstraction: attributes, consequences, and values. Values ultimately motivate consumer behavior.
In other words, consumer behavior is value-driven. Therefore, it is reasonable to directly correlate
customers’ perceived shopping value and continuance shopping. Empirical studies have confirmed
this correlation [4,10,21].

Perceived value refers to the consumer’s comparison of a product’s cost and quality [23]. Walter
et al. [24] defined it as a tradeoff between multiple benefits and sacrifices. Liljander and Strandvik [25]
adopted perceived benefits and perceived prices. Afuah [26] regards value as a function of the extent to
which it contributes to customers’ utility or pleasure. Although operationalization differs, the consensus
is that perceived value has two dimensions: utilitarian value and hedonic value [27–30]. Utilitarian
value is the functional, goal-directed, and rational reason for using a product or service. Hedonic value
is the multisensory, novel, fantastical, and emotive aspect of shopping [31]. Arnold and Reynolds [32]
cite six dimensions of hedonic value: adventure, social, gratification, idea, role, and value.

Hedonic and utilitarian attributes together capture the essence of products and services and are
understood consistently across disciplines. Instances include the hedonic and pragmatic quality
of human–computer interactions [33], the perceived usefulness and enjoyment of accepting a
technology [34–36], and the extrinsic (i.e., perceived usefulness) and intrinsic motivation (i.e., perceived
enjoyment, playfulness, and flow) in self-determination theory [37,38]. All consumption involves
utilitarian and hedonic values [13,15,31,39–42], and both drive consumer loyalty [13,43,44].

We surmise that perceived utilitarian and idea shopping value (a subcategory of hedonic value)
directs consumer loyalty. In the context of IOO, consumers’ shopping involves seeking the benefits
of convenience, broad product offering, and monetary savings, and so on, which are the most
common reinforcers of online shopping with utilitarian value [6,40,45]. Fashion consciousness and
perceived expressiveness towards foreign products also influence consumers’ international outshopping
behaviors [9,10]. Finding, assessing, and appreciating new trends, brands, product launches, and
pre-launching information through online stores as idea shopping value also influence consumers’
online shopping behaviors [4]. IOO platforms serve idea shopping because they keep abreast of trends
and showcase new products.

2.2. Social Capital Theory

Social capital refers to “the sum of the actual and potential resources embedded within, and
derived from, the network of relationships possessed by an individual or social unit” [46] (p. 243).
Social capital is the resources embedded in social networks [47]. Coleman regards social capital as a
personal resource acquired through social networks. Interpersonal communication leads to information
exchange and generates intragroup goals and expectations. Luo et al. [48] called social capital a
common resource of groups that should serve group interests. Putnam [49] suggested that social capital
is a feature of organizations that improves trust among members and prompts reciprocal behavior.

Social capital has three dimensions: structural, relational, and cognitive [46]. Structural capital
pertains to the integrity of a social network—it is a pattern of interactions among individuals and
organizations that reflects ties between people and units [50]. Relational capital refers to relationships
people form over long-term interactions. These relationships affect behavior and facilitate social contact,
identity, and reputation [46,51]. Cognitive capital embodies shared languages, rules, and modes of
expression that reduce communication barriers and cost, as well as spread understanding. Shared
language, a major instantiation of cognitive capital, emphasizes the common terms, communication
patterns, and narrative forms used in communicating [51], and facilitates the formation of common
goals [52]. To summarize the work of Sun et al. [51] and Huang et al. [4], structural capital manifests as
social interactions, relational capital as mutual trust, and cognitive capital as shared language.

In organizational settings, previous studies have found that social capital facilitates coordination
and cooperation for mutual benefit [53]. Tsai and Ghoshal [52] empirically demonstrated that
social capital facilitates information exchange. In young technology-based firms, Yli-Renko et al. [54]
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examined the relationship between social capital and knowledge exploitation. In virtual communication,
Wasko et al. [55] and Chang and Chuang [56] verified that social capital affects knowledge-sharing.
Chen and Lu [57] argued that, in social networking services, a user’s relational capital sustains
their commitment and participation. Lee et al. [58] hold that social capital creates perceived social,
experiential, informational, and transactional value. Per Piyathasanan et al. [59], social capital is a
communal experience that elevates perceived economic and social values and influences customer
loyalty in a virtual environment. Zhang et al. [60] indicated that social interaction can positively
influence social, information, and hedonic value, and that only social value and hedonic value lead
to high continuance intention to use WeChat. Social interaction ties can positively influence online
community users’ participation intention [61,62]. Hossain et al. [63] found that social capital significantly
and positively influences electronic word-of-mouth (eWOM) communication. Furthermore, some
studies explored the impact of social capital on online shopping platform. Huang et al. [4] indicated
that social capital between buyers and sellers (i.e., cognitive, structural and relational capital)
positively influence online buyers’ satisfaction and loyalty on C2C platforms. For business-to-business
transactions, Zahedi et al. [64] used a critical realism approach to identify constructs salient to
vendors-exchange relationships, and found that trust as social capital contributed to the perceived
value of cooperative relationships. Most studies of B2C platforms focus on the influence of the social
relationship between consumers and retailers (i.e., trust) on consumers’ repurchase intention [65–67].
However, few studies have addressed social capital between consumers. In this study, we consider
the social capital among consumers because sharing and communication among consumers on IOO
platforms is more important to help consumers make decisions and reduce risks.

On IOO platforms, consumers form social capital through mutual sharing and the communication
of goods, businesses, and shopping experiences. Structural capital embodies patterns of consumers’
connections on the IOO platform, and is operationalized as opportunity, as well as frequency and
intensity of communities. Trust and shared language among consumers on the IOO platform constitute
consumers’ rational and cognitive capital, respectively. In that regard, IOO resembles domestic
e-commerce platforms, and abundant research has shown that social capital formed there affects
consumers’ perceptions of value, and thus loyalty. For instance, Yang and Zhou [68] discovered that
visual social capital influences users’ perceptions of information value, and thus purchasing decisions.
Studies based on the stimulus-organism-response paradigm have proposed that social interaction
on websites affects consumers’ perceptions and emotional involvement [69], pleasure [70], and flow
experience [71,72] which, in turn, promote purchasing behavior. We consider that social capital formed
by consumers on IOO platforms promotes their perceived value and thus increasing their loyalty.

2.3. Customer Loyalty

Early studies of consumer loyalty were grounded on such behaviors as repeat consumption and
continued use. Later research found that behavior does not differentiate real from false loyalty, and
emotional factors entered the literature. Researchers surmised that positive attitudes precede repeat
consumption. According to Oliver [73], combining considerations of loyal behaviors and loyal attitudes
has attracted scholarly recognition and acceptance [74,75].

Researchers generally agree that customer loyalty follows traditional rules and e-networks and
traditional businesses can measure it as behaviors and attitudes. For example, Gruen et al. [76]
interpreted repeat purchases and online endorsements as proxies for brand loyalty in the e-business era.
Nonetheless, traditional and e-network environments differ. First, the Internet breaks geographical
and time constraints, and expands the choice of products and services. It lowers switching costs,
making it harder for firms to cultivate and maintain loyalty. Second, notions of what constitutes loyalty
to a website have changed. Corstjens and Lal [77] believe, for instance, that it is repeat visits and
repeat consumption of different products. Gefen [78] defined online loyalty as consumers returning
to a website for additional purchases. Srinivasan et al. [79] stated that online loyalty is a consumer’s
preference for a retailer that leads to repeat purchases. Third, loyalty to websites differs from loyalty to
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brands. In an e-network context, information technology tailors information for online consumers
and further facilitates cognitive loyalty. We define consumer loyalty to IOO websites as repeat visits,
positive recommendations, and repeat purchases.

Studies of what influences loyalty on e-networks emphasize characteristics of consumers,
products/services, sellers, and websites [80]. They include consumer satisfaction [81], trust, and
commitment, an awareness of a website’s value, and switching costs. Other factors include
product/service quality, discounts/rewards, and quantity, as well as sellers’ reliability and high-quality
support, website interactivity [82] and ease of use, content and selectivity of product/service, interface
friendliness, system quality, personalized service, and service quality [83,84]. In this paper, we focus
on the linkage between perceived value and loyalty. Scholars have long studied this relationship for
real-world products and services [42] and the virtual community [59,60], but few have considered it in
IOO platforms. In addition, Chaston and Mangles [85] and Toufaily et al. [80] proposed that, apart
from transactions, a website’s social functions are most salient to its competitiveness. Therefore, we
examine how relation-based factors affect loyalty.

3. Hypothesis and Model

3.1. Structural Capital and Consumers’ Perceptions of Value

Structural capital embodies patterns of human connections [46]. In visual communication,
the intensity of network relations, time spent, and frequency of communication comprise social ties [86].
Structural capital influences consumers’ perceptions of value through acquiring resources and enabling
people to share and apply information. Social capital theory suggests that social ties, a dimension
of structural capital, bind people and stream information and resources [46]. The strength of ties
can be measured by time, emotional intensity, and intimacy [66]. We argue that structural capital
is operationalized as the intensity of relationships, opportunity to communicate, and frequency of
interactions among online consumers.

The structural dimension of social capital reduces the time and effort needed to collect information
by opening informational channels [56]. Social interconnectedness strengthens informational exchange
and bestows cost-effective access to information while avoiding false expectations for transactions.
Consumers perceive utilitarian value when there is no discrepancy between their experience of, and
their expectations for, a product and the shopping process. They believe that information on the IOO
platform helps them to align their choices and expectations. Socially interactive connections help
consumers to share and receive information about products, their promotion, quality, and relevance to
personal needs. Thus, structural capital not only enriches product information, but also reduces the
costs of searching and purchasing.

H1. Structural capital enhances IOO consumers’ utilitarian value.

Social interconnectedness helps consumers pursue “fashion”. IOO consumers seek fashion
and novelty and become dissatisfied if life curtails their experience of acquiring “more things”.
Interconnectedness accelerates the sharing of information [86] and other consumers’ access to “new”
products and “fashion”, thus affecting consumers’ perception of fashion value. At the same time,
the pursuit of “fashion” presents symbolic features, and interconnectedness helps consumers to become
leaders of fashion consumption. Socially interconnected consumers more easily consult others on
the IOO platform and derive the psychological satisfaction of becoming fashion leaders. Therefore,
we propose:

H2. Structural capital enhances IOO consumers’ idea shopping value.
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3.2. Relational Capital and Consumer Perceptions of Value

Relational capital describes interpersonal relationships [46]. One dimension of relational
capital, [87,88], trust, is essential for Internet communities [89], where it is constructed through
virtual interactions that create perceptions of members’ abilities, benevolence, and integrity [90]. In an
atmosphere of trust, consumers are more likely to offer responsible contributions, accept information
from others, and perceive more value in informational resources [91]. Mutual trust provides consumers
more objective and accurate information and aid—in this way, they can spend less effort understanding
information about goods and sellers before buying, and more options to make more accurate choices
to promote their perceived utilitarian value. We propose the following:

H3. Relational capital enhances IOO consumers’ utilitarian value.

Trust facilitates communication between consumers and enhances their confidence across IOO
platforms, so they enjoy shopping and more willingly share experiences. Consumers’ pursuit of novelty
may engender social disapproval, but trust among consumers reduces and promotes the pursuit of
fashion. Therefore, we propose:

H4. Relational capital enhances IOO consumers’ idea shopping value.

3.3. Cognitive Capital and Consumers’ Perceptions of Value

Cognitive capital includes resources through which people in social networks share
interpretations [48,89]. Shared cognitions strengthen people’s appraisal and understanding of each other
and improve perceived value by reducing the effort required to understand each other [51]. Meaningful
exchange requires a shared language. Shared language includes norms, standards and assumptions [92],
which are dimensions of cognitive capital. By facilitating understanding, shared language impacts
the transfer and understanding of information [93], thereby enhancing relations among participants
and information sharing [94]. Nahapiet and Ghoshal [46] declared that shared language is beneficial
for members to communicate, access information, improve common understanding of the benefits of
information-sharing, and facilitate informational combination and exchange.

A shared language enables consumers to combine product and shopping information, avoid
misunderstandings in communication, and to share resources without barriers [51]. Common
understanding raises awareness of information from fellow consumers and provides further valuable
information. Cognitive capital promotes mutual understanding and strengthens communication,
which reduces the effort required to obtain information about product quality and price. This bolsters
the perception of utilitarian value.

H5. Cognitive capital enhances IOO consumers’ utilitarian value.

In addition, shared language contains information that facilitates sharing “new” products and
“new” ways to pursue “fashion”. We propose:

H6. Cognitive capital enhances IOO consumers’ idea shopping value.

3.4. Perceived Value and Loyalty

As motivational constructs, values serve as standards or criteria that guide the selection and
evaluation of actions and things. Thus, consumers’ perceived values are the highest goals in the MEC
hierarchy. They motivate and direct customer behavior and decisions [14]. Repeat purchases are
primarily based on value judgments of whether a past consumption experience helped consumers to
achieve their goals [6].



Sustainability 2019, 11, 5371 7 of 18

According to Wolfinbarger and Gilly [95], hedonic and utilitarian motivations guide the behavior
of online shoppers [41]. Hong et al. [30] revealed that utilitarian and hedonic values affect consumers’
intention to continue buying Smartwatches. Oghuma, et al. [96] showed that perceived usefulness
(a utilitarian factor) and perceived enjoyment (a hedonic factor) affect users’ intentions to continue
using mobile instant messaging. Fang et al. [97] and Chiu et al. [6] illustrated that perceived
utilitarian and hedonic values influence online shoppers’ repurchase decisions. Evidence has revealed
that utilitarian value is an extrinsic motivation for the effective use of IT [98–101]. Hedonic value
(perceived playfulness and enjoyability) as an intrinsic motivation determines users’ intentions to
continue [102–105]. In addition to pursuing quality and price, IOO consumers seek “fashion” that
brings them satisfaction in pursuing novelty, thus bringing consumers the recognition of fashion
consumption and the pleasure of free choice in the consumer experience, all of which impact consumer
loyalty. Therefore, we propose:

H7. Utilitarian value influences loyalty to IOO websites.

H8. Idea shopping value influences loyalty to IOO websites.

We model IOO consumers’ perceptions of value through the lens of social capital. We argue
that social capital generates utilitarian and hedonic value. It generates utilitarian value by reducing
transaction costs and elevating shopping convenience [20]. Social capital boosts positive social
outcomes of fashion consuming, such as improving idea shopping. In turn, consumers’ perceptions of
value affect their loyalty to the IOO platform. Figure 1 illustrates these hypotheses.
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Figure 1. Research Model.

4. Research Design

4.1. Measurement and Data Collection

We measured six constructs adapted from previous studies. Scales of consumer loyalty are from
Gefen [78], and items denoting the three factors of social capital are adapted from Chiu et al. [86].
We measured utilitarian value and idea shopping per Chiu et al. [6]. Age, gender, education, and
income are control variables. Most items were initially in English—we translated them into Chinese
and modified them for easier comprehension. All the items use a seven-point Likert scale spanning 1
(strongly disagree) to 7 (strongly agree). Using the seven-point Likert scale captures more differences
and has better validity. Appendix A describes the items.

4.2. Data Collection

We tested our model with samples collected from an online survey by Sojump (http://www.sojump.
com), China’s premier online survey service. Considering the objective of our research is consumers’
loyalty on IOO platforms, we required the respondents who were consumers with IOO experience.
The IOO platforms include Kaola.com, Meilishuo Hugo, Ymatou, Xiaohongshu, Tmall.HK, Amazon

http://www.sojump.com
http://www.sojump.com
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Global, JD.HK, and VIP International because these IOO platforms are popular in China. Sojump was
chosen because it can assure respondents’ variety and quantity, and we can confirm that our sample
interviewees have experience in using the Internet and an online questionnaire. Sojump randomly
selected 409 experienced consumers with IOO and released questionnaires to them.

Before the respondents filled in the questionnaire, the research objectives were explained to them
and they were asked whether they had engaged in online outshopping before. If no online outshopping
experience was reported, it was suggested they did not participate in the rest of the study. If they had
online outshopping experience, they were asked to choose one IOO platform they often used from the
list of multiple IOO platforms (e.g., Kaola.com, Meilishuo Hugo, Ymatou, Xiaohongshu, Tmall.HK,
Amazon Global, JD.HK, and VIP International), and then complete the rest of the questionnaire based
on the platform of their choice.

To ensure validity, we deleted incomplete responses, responses having identical answers, and
questionnaires completed in a suspiciously brief time. Overall, 291 valid and complete questionnaires
were retained for data analysis. Therefore, the percentage of valid responses out of all responses was
71.2%. Table 1 shows respondents’ demographic characteristics.

Table 1. Sample Demographics (N = 291).

Measure Items Frequency (N = 291) Percentage

Gender
Male 116 39.9

Female 175 60.1

Age

<25 38 13.1
26–30 103 35.4
31–35 83 28.5
36–40 38 13.1
>40 29 10

Education
High school 32 11

Bachelor 241 82.8
Master or PhD 18 6.2

Income (Yuan)

<2000 11 3.8
2000–5000 67 23.0
5000–8000 131 45.0

8000–15,000 64 22.0
>15,000 18 6.2

5. Data Analysis and Results

We analyzed the data using SmartPLS3.00. It has no strict assumption of normal data, nor does it
require a large sample condition. Furthermore, it can run simultaneously measurement models and
structural models while integrating confirmatory factor analysis and linear regression.

5.1. Reliability and Validity

To validate the measurement model, we assessed the reliability, convergent validity, and
discriminant validity of all constructs assessed for the samples. To measure scale reliability,
we computed composite reliability (CR) values [106]. The recommended threshold is 0.70 for both [107].
Table 2 shows that all CR values exceed 0.70 and fall between 0.806 and 0.870, indicating the internal
consistency of measured items and acceptable reliability [108].

The convergent validity method in the work of Fornell and Larcker [109] suggests that the
convergent validity of variables is high if the average variance extracted (AVE) of all constructs exceeds
0.5 and all item loadings are significant and exceed 0.7. As Table 2 shows, the value of factor loadings
exceeds 0.72, and AVEs of all constructs fall between 0.559 and 0.769. The results indicate adequate
convergent validity.
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We evaluated discriminant validity using two criteria proposed by Fornell and Larcker [109]:
correlations among constructs should be below 0.85 [110], and square roots of AVEs for each construct,
should exceed correlations among other constructs in the model [109]. As Table 3 shows, the results
met both criteria, demonstrating acceptable discriminant validity.

Table 2. Results of confirmatory factor analysis.

Constructs CR AVE Items Mean SD Loading

Consumer Loyalty 0.844 0.730
CL1 0.744 0.744 0.879
CL2 0.655 0.655 0.830

Idea Shopping 0.870 0.770
IS1 0.771 0.771 0.873
IS2 0.866 0.866 0.882

Cognitive Capital 0.824 0.701
CC1 0.766 0.766 0.860
CC2 0.679 0.679 0.814

Structural Capital 0.835 0.559

SC1 0.684 0.684 0.743
SC2 0.793 0.793 0.723
SC3 0.754 0.754 0.766
SC4 0.736 0.736 0.758

Relational Capital 0.835 0.559
RC1 0.839 0.839 0.737
RC2 0.766 0.766 0.824
RC3 0.816 0.816 0.853

Utilitarian Value 0.806 0.581
UV1 0.638 0.638 0.809
UV2 0.726 0.726 0.716
UV3 0.714 0.714 0.758

Table 3. Correlations of latent variables.

1 2 3 4 5 6 7 8 9 10

1 Age 1
2 Education −0.029 1
3 Gender 0.116 −0.041 1
4 Income 0.260 0.277 −0.003 1
5 Structural Capital 0.001 0.11 −0.008 0.126 0.748
6 Relational Capital −0.086 0.116 −0.046 0.117 0.610 0.806
7 Cognitive Capital −0.005 0.135 −0.006 0.184 0.636 0.435 0.837
8 Utilitarian Value 0.024 0.019 −0.078 0.048 0.511 0.380 0.583 0.762
9 Idea Shopping −0.053 0.086 −0.058 0.107 0.544 0.417 0.388 0.370 0.877
10 Consumer Loyalty 0.013 0.04 −0.075 0.085 0.558 0.485 0.545 0.576 0.492 0.855

Note: Square roots of AVE appear in bold font.

To assess multicollinearity, we calculated variance inflation factor values for all constructs in the
model. None exceeded 1.6, indicating no serious multicollinearity. We tested for common method bias
(CMB) because all samples were self-reported and collected simultaneously. Following the study of
Podsakoff and Organ [111], we used Harmon’s one-factor test to assess CMB. The results revealed that
the first factor accounts for 39.8% of variance in the model, but no single factor accounts for a majority
of the variance.

5.2. Structural Model Analysis

We estimated the theoretical model and hypotheses via bootstrapping to determine path
significance and explanatory power (bootstrapped sample = 1000). Figure 2 shows the results
of partial least squares (PLS) analysis. First, we examined the relationships among the three dimensions
of social capital and perceived value. The results indicated that structural capital exerts significant
positive effects on utilitarian value (β = 0.191, p < 0.001) and idea shopping (β = 0.426, p < 0.001).
Hypotheses 1 and 2 are supported.
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Relational capital exhibits significant positive effects on idea shopping (β = 0.131, p < 0.05), but not
on utilitarian value (β = 0.070, p > 0.05). Hypothesis 3 is not supported, and Hypothesis 4 is.

Cognitive capital has positive and significant effects on utilitarian value (β = 0.430, p < 0.001),
but not on idea shopping (β = 0.060, p > 0.05). Hypothesis 5 is supported, and Hypothesis 6 is not.

Second, we examined how each type of value affected loyalty to the IOO platform. The path from
utilitarian value (β = 0.456, p < 0.001) to loyalty to the platform is positive and significant, supporting
Hypothesis 7.

Hypothesis 8 concerning the relationship between idea shopping and loyalty to the platform
(β = 0.318, p < 0.001) is supported.

With respect to indirect effects of perceived value, we found that utilitarian value mediated
the impact of structural and cognitive capital on loyalty (β = 0.196, p < 0.001; β = 0.087, p < 0.05,
respectively). Idea shopping also mediates the impact of structural and relational capital on loyalty
(β = 0.135, p < 0.001; β = 0.042, p < 0.05, respectively) (Table 4). R2 measures the explanatory power
of independent variables. It shows that 42.3% of variance in consumer loyalty is explained by the
three dimensions of social capital and two aspects of perceived value. Furthermore, R2 for utilitarian
value (0.377) and idea shopping value (0.311) showed that the antecedents of social capital explain a
significant proportion of variation in these variables.

Figure 2. Results of structural model analysis.

Table 4. Results of indirect effects

Indirect Effect Indirect
Effect Coefficients

95% Bias Corrected
Confidence Intervals

Cognitive Capital→ Idea Shopping→ Loyalty 0.019 [−0.026, 0.073]
Structural Capital→ Idea Shopping→ Loyalty 0.135 [0.075, 0.212]
Relative Capital→ Idea Shopping→ Loyalty 0.042 [0.004, 0.093]

Cognitive Capital→ Utilitarian Value→ Loyalty 0.196 [0.116, 0.282]
Structural Capital→ Utilitarian Value→ Loyalty 0.087 [0.014, 0.162]
Relative Capital→ Utilitarian Value→ Loyalty 0.034 [−0.017, 0.092]

6. Discussion and Implications

6.1. Discussion

The growing significance of marketing IOO platforms motivates researchers to explore factors
that influence loyalty to IOO platforms. The characteristics of IOO consumers motivate researchers
to explore how perceived value and other factors influence loyalty to IOO platforms. This study
verified that perceived utilitarian value and idea shopping value influence loyalty to IOO platforms
and mediate how social capital affects loyalty.

First, in the context of IOO, social capital presents a useful perspective for improving consumers’
perceived value. Consistent studies of other e-commerce scenarios that use social capital theory [4,21,86],
we clarified the relationships among dimensions of social capital and perceived values in IOO platforms.
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However, the three types of perceived social capital have differing relations with perceived value.
On the one hand, the results show that structural capital and cognitive capital increase utilitarian value,
whereas relational capital exerts no impact on it. Further, our results show that cognitive capital exerts
a stronger effect on utilitarian value. An explanation may be that time and money are an important
aspect of shopping online. Social interaction ties provide opportunities of communication, and shared
language enhances the efficiency of communication [4]. Utilitarian value involves consumers perceived
convenience and monetary saving, and so on. Through communicating among consumers, consumers
could access and understand more useful information to help making decision.

On the other hand, structural and relational capital have a significant impact on perceived idea
shopping value, and structural capital exerts a stronger effect on idea shopping value. That is because
frequent social interactions, a manifestation of structural capital, help consumers know each other and
show “fashion”.

Similarly, relationship capital reflects interpersonal relationships. Better relationships are
conducive to the consumer’s pursuit of “new” products and “new” methods in the riskier context of
IOO shopping [86], and to establish and keep the identity of leaders in fashion consumption. Contrary
to our expectations, shared language exerts no significant impact on perceived idea shopping value.
Perhaps consumers who share language with other IOO shoppers focus more on the efficiency of
online outshopping than the experience of it. This implies that they may contribute simply for the time
saving or economical aspect, and not for the purpose of “fashion”.

Second, we found that both utilitarian and idea shopping values affirmatively affect consumer
loyalty to IOO platforms. Among IOO consumers, utilitarian value is important for domestic online
shoppers [16] and offline cross-border shoppers. In addition, the value of fashion consumption
influences repeat visits to IOO platforms. We find that if consumers repeatedly shop on an IOO
platform, the satisfaction of acquiring “fashion” explains their loyalty. This finding demonstrates that
IOO platforms aid consumers’ pursuit of “fashion” or “novelty” and somewhat satisfy their desire
for “novelty”.

Third, our results show that perceived value mediates the impact of social capital on consumer
loyalty to an IOO platform. Moreover, values have different mediating effects on the relation between
components of social capital and loyalty. For example, utilitarian value mediates how structural
and cognitive capital affects consumer loyalty, whereas idea shopping value mediates how structural
and relational capital affect it. As mentioned above, both utilitarian value and hedonic value are
positively associated with consumers’ loyalty. On the one hand, social interactive ties and shared
language increase the opportunity and efficiency of communication, respectively, in turn promoting
shopping efficiency. Shopping efficiency is mainly manifested by convenience, product offerings,
product information and monetary savings. Thus, utilitarian value mediated the influence of structural
capital and cognitive capital on consumers’ loyalty. On the other hand, social interactions and trust
promote showing and keeping of “fashion” identity among consumers, respectively. The “fashion”
identity explains consumers’ attempt to make sense of themselves. For consumers, structural and
relational capital influence their loyalty through perceived idea shopping value. These findings show
that outshoppers pursue different values and that such values play different roles.

6.2. Theory Implications

This study offers several implications for theory. First, it provides granular insights into the
nature of social capital and its impact on consumer value in IOO scenarios. Previous studies widely
used social capital to test interactions between people, such as information exchange and knowledge
sharing [21,112]. Few studies have examined how social capital relates to IOO platforms. This study
takes the initiative in adopting social capital as antecedent to consumers’ perceptions of value and
demonstrating the relationships between them.

Second, our conclusions enrich the understanding of how the three dimensions of social capital
affect consumers’ perceived values. Specifically, structural and cognitive capitals exert significant



Sustainability 2019, 11, 5371 12 of 18

positive effects on functional value, whereas fashion consumption value is influenced by structural
and relational capital but not cognitive capital. This finding verifies that the three dimensions of social
capital have different mechanisms of action in different research contexts. In the context of C2C, Huang
et al. [4] found that their roles differ for different satisfactions. They also have different effects on
quantity and quality of knowledge-sharing [86]. In the context of firm-based communities, dimensions
of social capital have different effects on users’ continued use [113].

Third, we find that different values still have significant positive effects on consumer loyalty.
As many studies have confirmed, utilitarian and hedonic value have significant positive effects on
consumer loyalty [6,80,114]. Drawing from earlier research, we find that idea shopping (a hedonic
value) is important in IOO contexts. This finding deepens our understanding of consumers’ pursuit of
different values in choosing IOO platforms while expanding application of value theory.

Fourth, our research expands upon the direct effects of social capital found in earlier research into
consumers’ continued behavior. It describes how different dimensions of social capital affect consumer
loyalty as mediated by utilitarian value and fashion consumption value (Table 4). This suggests that
social capital does not fully influence loyalty to IOO platforms, but more likely promotes loyalty
through utilitarian value and fashion consumption value.

6.3. Practical Implications

This study has several practical applications. First, generating social capital among consumers
fosters their loyalty to IOO platforms. Methods for generating social capital include providing
technical support, such as instant messaging, online forums, and Q&A functions to promote consumer
interactions. Many IOO platforms limit communication between consumers to posting and reading
comments. Designers of IOO platforms should encourage instant communication and Q&A as
interactive functions.

Second, the managers of IOO platforms and sellers should encourage consumer communication
and exchange. Strategies include incentives and events that generate consumers’ social capital.

Third, platform managers should help consumers develop social capital that dovetails with
different values. Consumers who emphasize utility should be provided with more opportunities to
strengthen structural and cognitive capital. For consumers concerned about fashion, platforms should
establish communication channels and trust mechanisms to facilitate relationship capital.

7. Limitation and Future Research

Our study’s limitations suggest that future research is warranted. First, we used cross-sectional
data to test the model. Since IOO platforms are dynamic, the relationship between social capital
and perceived value may be a persistent phenomenon. Therefore, a time-based vertical design could
validate models and explore changing capital in social interactions within IOO platforms.

Second, we mainly addressed social capital among consumers. In e-commerce, social capital
pertains to consumers, sellers, and platforms, and it affects the consumers’ perception of value and
loyalty. Therefore, future research should consider social capital among different objects.

Third, in view of the characteristics of IOO consumers, we considered only shopping for fashion
(idea shopping) as a hedonic value. More value factors deserve consideration. Fourth, we surveyed
Chinese consumers. Comparative research in other countries and cultures will generate more
universal results.

8. Conclusions

This study has upheld our conjectures about the relationships between consumer social capital,
consumer-perceived shopping value, and loyalty to IOO platforms. This research, grounded in social
capital theory, consumption value theory, and characteristics of IOO consumers, proposes that the three
dimensions of consumer social capital (structural, relational, and cognitive) boost the utilitarian value
of consumers and the perception of fashion consumption value. These, in turn, foster consumer loyalty.
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The dimensions of social capital have differing effects on diverse consumption values. Structured
capital can promote functional and fashion consumption value at the same time, whereas cognitive
capital promotes only utilitarian value among consumers. Relational capital effectively promotes
only value that consumers assign to shopping for fashion. We found that structural capital acts
on consumer loyalty through utilitarian value and fashion value, whereas cognitive capital acts on
consumer loyalty only through utilitarian value, and relational capital acts on consumer loyalty only
through fashion consumption value. In sum, this study provides theoretical and practical guidance to
improve consumer loyalty to IOO platforms. Future research should explore different components of
social capital and different consumption values in IOO environments.
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Appendix A

Table A1 shows items that represent and measure the study’s six latent variables.

Table A1. Constructs and their measurement items.

Constructs Measurement Items References

Social ties (ST)

ST1 Shopping on this IOO website allows me to communicate and
exchange with other members.

Chiu, Hsu and
Wang [85]

ST2 While shopping on this IOO website, I like to communicate and
exchange with other members.
ST3 While shopping on this IOO website, everyone will help and share
with each other.
ST4 For me, shopping on this IOO website constitutes an opportunity to
communicate and exchange with other members.

Trust (TR)
TR1 Members of this IOO website do not take advantage of each other.
TR2 Members of this IOO website have mutual trust.
TR3 Members of this IOO website sincerely treat each other.

Shared
language (SL)

SL1 On this IOO website, we use certain understandable ways
to communicate.
SL2 On this IOO website, we use understandable descriptions in
released information and content.

Utilitarian
value (UV)

UV1 This IOO website provides a number of product offerings and suits
the buyers’ preferences.

Chiu, Wang,
Fang and
Huang [6]

UV2 I saved money when I shopped on this IOO website.
UV3 Using this IOO website would be a convenient way to shop.

Idea
shopping (IS)

IS1 I shop on this IOO website to keep up with trends.
IS2 I shop on this IOO website to keep up with new fashions.

Consumer
loyalty (CL)

CL1 I will recommend this IOO website to others. Gefen [77]
CL2 I will continue using this IOO website.
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