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Abstract

:

The Taiwanese government has decided to reduce the use of disposable plastics in response to the European Union’s announcement of the Circular Economy Action Plan. With the circular economy becoming a sustainable development trend, consumers have become the latter and the environment’s lifeblood. There has been a wave of unpacked stores around the world in recent years, encouraging consumers to reduce the use of plastics and bring their own bags or containers when shopping, thereby reducing the waste of resources. This research adopted qualitative and quantitative research methods to verify the model of involvement degree and perceived value on consumers’ purchase intentions in unpacked stores through expert interviews and structural equations and extract the key factors for promoting unpacked stores. The research results show that the three dimensions of involvement degree will indirectly affect consumers’ purchase intentions through the four dimensions of perceived value. Perceived value plays a mediating role between the involvement degree and purchase intention. Unpacked stores can be used to promote industry characteristics and image, and unpacked consumption thinking can be advanced through the Internet, education, or lectures based on community development. In this way, unpacked stores can be instilled in people’s psychological value.
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1. Introduction


Nowadays, plastic products have caused great pollution to the ecological environment. People’s desire for temporary convenience—for instance, using “plastic packaging”—has caused irretrievable damage to the earth’s environment. Plastics are classified as non-recyclable objects in waste classification and must be disposed of through landfills or incineration. If they are disposed of through landfills, the decomposition time is about 100 years or more. Meanwhile, incineration produces dioxin and various harmful substances in the process of chlorination, disinfection, and bleaching components [1,2,3,4]. The purpose of the packaging itself is to protect the product. However, in their attempts to make the product look attractive, people resorted to excessive packaging, leading to a waste of resources—an issue people should take into consideration [5,6,7,8,9].



In 2012, the European Union signed the “Manifesto for a Resource-Efficient Europe”, stating that it had no choice but to move towards a circular economy. Further, in 2015, it released the “Circular Economy Action Plan” to put forward specific strategies and action plans for zero waste goals and set a clear schedule [5,10,11]. On the other hand, the United Nations also adopted 17 Sustainable Development Goals (SDGs). Countries have implemented many related policies, designed various ways to increase the recycling rate, and implemented reduced packaging and other practices to guide people in changing their consumption and living habits.



Through the community-type unpackaged store, In.gredients, in Austin, United States, which combines the community garden and bar, people can realize zero-waste by directly purchasing goods in the store, and they can also enjoy the coolness and drink beer in the store; the Iceland supermarket in the United Kingdom proposed to completely remove the plastic packaging of its private-label commodities by 2023; Germany also launched a buying campaign in unpacked stores in 2014 to promote a whirlwind for unpacked stores; more plastic-free supermarkets are also appearing in Thailand, Vietnam, and other places; UnPackt consumers in Singapore can calculate the price based on the weight of the goods they buy, saving the consumables on the packaging; Taiwan Cat Hotel Green Web also sells unpackaged cat supplies and provides refilled cat litter. It offers containers to first-time consumers, which the latter can bring to the store for reuse at their next shopping trip [12,13,14,15,16,17,18,19,20,21,22,23].



At present, the past research does not have an in-depth discussion on unpacked stores. Thus, this research mainly used two dimensions of involvement degree and perceived value, combined with structural equation modeling analysis. The involvement degree is the level of concern or interest shown during the purchasing process [24,25,26,27]; hence, related to a particular purchase. Meanwhile, the perceived value means that the higher the consumer’s perception of the product, the higher their purchase intentions. Conversely, the higher the consumers’ perceived risk in the purchase decision-making process, the easier it is to hinder their purchase intentions [28,29,30,31]. Therefore, this research intended to explore the relationship between consumers and unpacked stores to extract the key factors affecting consumers’ purchase intentions and provide a direction and guidelines for developing unpacked stores in the future. The structure of this research is shown in Figure 1.



The research objectives are as follows:




	
Discuss the current environmental management issues facing unpacked stores;



	
Understand the development context and dimensions of unpacked stores through expert interviews;



	
Explore the model relationship between the involvement degree and the perceived value of consumers’ purchase intentions in unpacked stores through structural equation modeling;



	
Explore the relationship and influencing factors of the involvement degree on the perceived value;



	
Develop the elements of promoting and marketing unpacked stores by operators in the future;








1.1. Research Dimensions


1.1.1. Involvement Degree


Zaichkowsky divided the attributes of involvement into (1) involvement with products: consumers’ interest in products, needs, and values, and other behaviors that affect purchase intention; (2) involvement with advertisements: the consumer’s stimulation by information, advertising messages, etc. that affect purchase intention; (3) involvement with purchase decisions: the higher the consumers’ involvement in price comparison or collection of relevant information, the higher the level of purchase involvement. Noteworthily, these three involvement attributes are subject to the influence of personal, product, and situational factors.



Zaichkowsky developed the “Personal Involvement Inventory” (PII). This scale is used to evaluate the degree of consumer involvement, which is divided into the dimensions of need, interest, and value [32,33]. However, he believed that the PII scale lacks accuracy and is difficult to measure directly. Thus, Zaichkowsky later revised the PII scale to the RPII (Revised Personal Involvement Inventory). Consequently, the reliability and validity of this scale have become sufficient, as proven in the tests [34]. Therefore, this research used the RPII scale published by Zaichkowsky for the question items on the involvement degree in the questionnaire.




1.1.2. Perceived Value


Sweeney and Soutar divided perceived value into four dimensions, as follows: (1) Emotional value, which refers to the emotional feelings that consumers have through product consumption, such as pleasure, desire, and affection; (2) Quality value, which implies that consumers’ cognition of quality expectations is in line with their expected expectations, such as product materials, product functions, etc.; (3) Social value, which refers to the effect that products bring to consumers to improve or self-practice in the social system, such as social status, identification, reputation, etc.; (4) Price value, which refers to the utility brought by short-term or long-term costs as perceived by consumers, such as being cheap, expensive, etc. [35]. The concept of perceived value is shown in Figure 2 [28].






2. Materials and Methods


2.1. Expert Review Method


The interviewees of the experts in this research included staff from unpacked stores and experts and scholars on consumer psychology and the promotion of ecological conservation issues, as shown in Table 1. Through in-depth interviews with academic and industrial experts, professional knowledge and information were extracted to understand the impacts of unpacked stores on consumers and environmental conservation. The grounded theory was used to convert the verbatim manuscript into open coding, main axis coding, and selective coding based on the suggestions provided by the experts, as shown in Table 2, which are the key elements summarized by the experts and are used as a reference for the dimension items of the questionnaire [36,37,38,39].



The questionnaire was divided into a pre-test and a formal test, and the five-point Likert scale was used for measurement. The test subjects were consumers over 18 years old, and the questionnaires were sent online. The RPII scale published by Zaichkowsky was adopted as the reference for the questionnaire items for the involvement degree [34]. The third questionnaire item is the reverse question. The four dimensions developed by Sweeney and Soutar, namely emotional value, quality value, social value, and price value, were used as the reference for the items of the perceived value in this research [35]. In total, 30 subjects were asked to take the pre-test. One item of the involvement degree was deleted via the reliability analysis. After the deletion, there were 9 items for the involvement degree, 12 items for the perceived value, and 3 items for the purchase intention. A total of 342 subjects participated in the formal test, and the questionnaire items are shown in Table 3 and Table 4 [40].




2.2. Structural Equation Modeling


Structural Equation Modeling (SEM) is a multivariate statistical technology that combines factor analysis and path analysis to quantitatively study the interaction among multiple variables. In the past 30 years, SEM has been widely used in the field of social sciences and behavioral sciences, and it has been gradually applied to consumer market research in recent years. The model includes two types of variables. One type is structural variables, which cannot be directly observed, also known as latent variables and represented by ellipses. The other type is observation variables, which can be obtained through questionnaires or interviews and are represented by rectangles [41].



Purchase intention is the customer’s perception of whether the product or service meets his expectations to demonstrate purchase behavior. SEM, whose purpose is to explore the causal relationship between the dimensions, can be a modeling method used to study purchase intention. This research used SEM as the main research method to explore the influence factors of the involvement degree and perceived value on consumers’ purchase intention in unpacked stores is shown in Figure 3. An analysis of the complete causality of the structural model is shown in Section 3: Results.



The research hypotheses of this structural model are as follows, as shown in Figure 4:



Hypothesis 1.

Involvement degree has a significant impact on purchase intention.





Hypothesis 2.

Perceived value has a significant impact on purchase intention.





Hypothesis 3.

Involvement degree has a significant impact on perceived value.





Hypothesis 4.

Involvement degree has an indirect and significant impact on purchase intention through perceived value.







3. Results


3.1. Verification of Normality


In this model, it can be found that the absolute values of the skewness (−0.987–0.157) and kurtosis (−0.584–1.911) of all the observed variables (items) are less than 2. Thus, the observed variables in this research can be considered to have univariate normality. Secondly, the Mardia coefficient of the involvement degree, perceived value, and purchase intention are 219.130, and p (p + 2) is 624, which are both significantly larger than the Mardia coefficient. Therefore, it can be asserted that the sample data has multiple normalities [42,43,44,45].



Furthermore, it can be analyzed from the above verification that this model conforms to the multiple normalities. Therefore, the maximum likelihood estimation method can be used to verify the model fit. Refer to the confirmatory factor analysis table.




3.2. Verification of Offending Estimate


Observing the structure model parameter estimation table, the variance of the error is between 0.082–0.401, all positive; the standardized regression weighting coefficient is between 0.028–0.930, and there is no phenomenon greater than 0.95; the standard error is between 0.102–0.391, the standardized regression weighting coefficient is between 0.028–0.930, and there is a minimal standard error.



It can be analyzed from the above verification that the structural model does not have the problem of offending estimates. Refer to the parameter estimation table.




3.3. Verification of Fit


As shown in the fit index verification table, we can determine from the absolute goodness-of-fit index that the chi-square value of the measurement model is 136.980, and the probability p is 0.000, which is less than 0.05. Except that the chi-square value has not passed the standard of an acceptable model, all other indices meet the passing standards.



The chi-square value concerned is usually greatly affected by the number of samples. Hence, scholars believe that paying too much attention to this index is unnecessary, and it can even be replaced by the chi-square degree of freedom ratio. This model’s chi-square degree of freedom ratio is 1.356, in line with the standard value. From the perspective of the absolute goodness-of-fit indices, incremental fit indices, and parsimony fit indices, all indices meet the standard of good fit.



It can be analyzed from the above verification that all indices of the structural model after the Bollen-Stine Bootstrap revision have reached the level of academic requirements. Hence, overall, it shows that this model is a model of good fit. Refer to the verification of fit indices in Table 5.




3.4. Verification of Convergent Validity


Observing the confirmatory analysis table of the measurement model, we found that the standardized regression weighting coefficients of all items are greater than 0.5, falling between 0.595 and 0.932, and the t value is greater than 1.96; hence, they are all significant. Further, the composite reliability of each sub-dimension is in the range of 0.855–0.924 and greater than 0.6, and the average variation extraction of each sub-dimension is greater than 0.5 between 0.590–0.802.



It can be analyzed from the above verification that the dimensions of the involvement degree, perceived value, and purchase intention can all meet the requirements of convergent validity. Therefore, the internal quality of the measurement model is quite good. Refer to the confirmatory factor analysis in Table 6.




3.5. Verification of Discriminant Validity


Observing the discriminant validity test table, we found the square root of the AVE of each dimension is between 0.759–0.896, which is more than 75% and greater than the correlation coefficient between each dimension.



The analysis results show that the square root of the AVE of each dimension satisfies the judgment criterion, indicating that the scale has discriminative validity. Therefore, it again proves that the inherent quality of the measurement model is remarkable.



It can be analyzed from the above test that in terms of the fit of the model, the standardized regression weighting coefficients of each item, the verification of the convergent validity, and the discriminant validity, the overall internal (reliability and validity) and external (fit) quality of the concept model is quite good and is suitable for structural model analysis. Furthermore, the causal relationship between the latent variables was verified. Refer to the discriminant validity test in Table 7.




3.6. Verification of Parameter Estimates


3.6.1. In Terms of the Involvement Degree Dimension


In the sub-dimension of the involvement degree, the load estimate is from 0.590–0.864, and the t value is greater than 1.96, reaching a significant level. The load estimate for Item 5, “I feel it appealing to buy goods at an unpacked store”, is the maximum value of 0.864. Its R2 value (SMC) is 0.746 and greater than 0.4, which means that it has explanatory power. The R2 value (SMC) ranges from 0.348–0.746, and only the R2 value (SMC) of Item 4, “I think it means a lot to me to buy goods at an unpacked store”, is 0.348 and not greater than the ideal standard of 0.4. The explanation ability of the remaining items is very high.



The factor load of each dimension was compared, and the most important factor is Item 5, “I think it is appealing to buy goods at an unpacked store”, (0.864), followed by Item 8, “I think it is engaging to buy goods at an unpacked store” (0.852), and the minimum is Item 4, “I think it means a lot to me to buy good at an unpacked store” (0.590).



From the above analysis, it is found that it is necessary to pay attention to the main key factors, such as consumers’ attention and curiosity for products, to enhance consumers’ awareness of the involvement degree in unpacked stores.




3.6.2. In Terms of Perceived Value Dimension


The perceived value dimension includes four sub-dimensions: emotional value, quality value, social value, and price value. The estimated load of emotional value is 0.925, the highest among all the sub-dimensions. The R2 value is 0.856 and greater than 0.4, which means it has a lot of explanatory power.



In terms of the sub-dimensions of quality value, social value, and price value, the estimated value of the load is between 0.6 and 0.7, and the t value is also greater than 1.96, reaching a significant level. In terms of R2, although only the social value does not reach the standard of 0.4 (0.385), it is also very close to the ideal standard of 0.4.



Therefore, in consumers’ perception of perceived value, emotional value (0.925) is the biggest key factor for consumers to perceive value, followed by price value (0.769) and quality value (0.756).



It is found from the above analysis that emotional value, price value, quality value, and social value are all important influencing factors in enhancing consumers’ perception of the value of unpacked stores. Among them, emotional value is the most crucial to the perceived value of unpacked stores. In the future, various activities, such as education and lectures, can be used to convey the idea of unpacked consumption and emphasize the environmental damage from over packaging.




3.6.3. In Terms of Purchase Intention Dimension


The purchase intention dimension includes three questionnaire items, namely “I am willing to buy goods at unpacked stores”, “I will give priority to shopping at unpacked stores when I need to buy something”, and “I am willing to recommend unpacked stores to others”.



The load estimate of “I am willing to recommend unpacked stores to others” is 0.850 and is the highest. Meanwhile, the R2 value of 0.723 is much greater than 0.4, indicating that it has very good explanatory power.



The load estimates of the remaining two items are between 0.7 and 0.8, and the t-value is also greater than 1.96, reaching a significant level. The R2 reaches the standard of 0.4, indicating that it has very good explanatory power.



According to the above analysis, the three items, “I am willing to buy goods at unpacked stores”, “I will give priority to shopping in unpacked stores to buy goods when I need to buy something”, and “I am willing to recommend unpacked stores to others” are the main factors affecting purchase intention. Among them, “I am willing to recommend unpacked stores to others” is the most critical to consumers’ purchase intention, indicating that consumers also have an inherent psychological emphasis on unpacked consumption. In the future, products, advertisements, audio, and videos can be used to promote the thinking of unpacked consumption to the public in multiple directions. Refer to the parameter estimations in Table 8.





3.7. Verification of Impact Effect


Perceived value has a positive direct effect on purchase intention, and its effect value is 0.901; the involvement degree has an indirect positive effect on purchase intention through perceived value, and its total effect is 0.866; the involvement degree has a positive direct effect on perceived value, and its effect value is 0.930.



The above analysis results show that:



Hypothesis 5.

Involvement degree has no significant positive impact on purchase intention.





Hypothesis 6.

Perceived value has a significant positive impact on purchase intention.





Hypothesis 7.

Involvement degree has a significant positive impact on perceived value.





Hypothesis 8.

Involvement degree has a significant indirect and positive impact on purchase intention through perceived value.





It can be analyzed from the above tests that perceived value plays a significant mediating role between involvement degree and purchase intention, and the mediating effect is a full mediation. Refer to the influence effects in Table 9.





4. Discussion


4.1. Key Elements and Suggestions for Unpacked Stores Provided by Experts


Unpacked stores are different from general stores in that they have different product attributes and advocate environmental protection. These stores do not offer plastic packaging products, and consumers are encouraged to bring their own bags and containers to store their purchases. Many unpacked stores price consumer goods according to weight, providing another emerging consumption model and incorporating the feeling of experience elements [46,47]. Consumers hope that the quality of goods is guaranteed and excellent and that unpacked stores give them more product options and allow them to buy only the amount they need. However, at present, unpacked stores are not universal and comprehensive throughout the world. The main problems include the difficulty in competing with general supermarkets’ product prices. Meanwhile, consumers’ ideas of buying products for ecological conservation are only a way to purchase products, and they do not necessarily have substantial psychological value or behavior to implement sustainability. Therefore, the government and private organizations must formulate relevant methods to promote more characteristics and philosophy of unpacked stores [48,49,50].



In the future, the promotion elements of unpacked stores should be diversified goods for consumers to choose from. Consumers should be given the freedom to decide to purchase the quantity, and the cost of the container should be converted into a discounted price. They should also be encouraged to bring their own containers. Further, the products sold must be accompanied by an inspection report. The idea of unpacked consumption can be promoted through the Internet, education, or lectures, starting with developing small supermarkets in the community. If the ecological conservation policy is introduced, it will be beneficial to promote unpacked stores in the future, allowing consumers to change and improve their moods by buying in unpacked stores [25,31,35].




4.2. Impact of Involvement Degree on Consumers’ Purchase Intentions


The involvement degree does not directly affect purchase intention. However, it significantly affects purchase intention through perceived value. In addition, the involvement degree itself has a direct and significant impact on the perceived value. Therefore, it can be found that the involvement degree is based on the combination of involvement with products, involvement with advertisements, and involvement with purchase decisions proposed by Zaichkowsky [32]. Further, perceived value can be divided into emotional value, quality value, social value, and price value, according to Sweeney and Soutar [35]. Hence, the three dimensions of involvement degree will indirectly affect consumers’ purchase intentions through the four dimensions of perceived value. Perceived value plays a mediating role between the involvement degree and purchase intention. In the future, the promotion of products can affect consumers’ purchase intentions via subjective perception, product quality, image, and price through video and audio advertisements supporting promotional behaviors [24].




4.3. Impact of Perceived Value on Consumers’ Purchase Intentions


Perceived value has a positive relationship with purchase intention, which means that the higher the emotional, quality, social, and price values, the higher the purchase intention. The factor load is the emotional value (0.925) > price quality (0.769) > quality price (0.756) > social value (0.621). This result means that the first consumers who will buy at unpacked stores care about the overall perception of unpacked stores—whether the shopping pleasure can be satisfied by sustainable behavior, and whether the price is affordable, whether the quality is good, and whether their own behavior is approved by the social perception [24]. In the future, the promotion conditions of unpacked stores for consumers can be determined in terms of the involvement degree and perceived value, which may serve as the reference standards and basis for the unpacked store industry.




4.4. Limitations


The subjects of this research were limited to adult consumers in Taiwan who were over 18 years old. Taiwan courts deem people over 18 years old to have full capacity to control their behavior, which means they have mature purchasing thinking skills and are more economically viable. Therefore, the subjects of this research were consumers over 18 years of age, and the questionnaires were distributed in the form of online questionnaires.




4.5. Recommendations


It is suggested that future research can explore different specific groups or regions to make this topic more comprehensive, compare differences, and make in-depth analyses in terms of groups and regions. It is hoped to improve consumers’ attention to ecological destruction and resource waste to enable the future to move towards the development of a circular and green economy [1,3].





5. Conclusions


This research used structural equation modeling (SEM) to verify the model of consumers’ purchase intentions in unpacked stores through the involvement degree and perceived value. It combined the grounded theory of expert interviews to extract open interpretations to understand the relevant dimensions affecting the consumption of unpacked stores and extract the key factors for promoting unpacked stores in the future.



Experts of unpacked stores and the surrounding research area suggested that the key factors for promoting unpacked stores include diversified products for consumers to choose from, consumers’ freedom to choose according to their own demand, promoting unpacked consumption through education and lectures, and developing small supermarkets in the community.



In the model verification results, the involvement degree (including involvement with products, involvement with advertisements, and involvement with purchase intention indirectly) significantly affected purchase intention through perceived value. Meanwhile, perceived value (including emotional, quality, social, and price values) significantly affected purchase intention, with emotional value as the key factor. Consequently, it can be seen that the key to consumers’ purchase intention lies in their own cognition and feelings of unpacked products. In the future, the cultivation of consumers’ unpacked thinking should be deepened. Other value influences were also strong—in the order of price value, quality value, and social value—which means consumers are also conscious of price and quality as the purchasing criteria. Further, the involvement degree had a direct and significant impact on perceived value, indicating a relationship between the two.



This research aimed to improve people’s sustainable psychological values through the topic of unpacked stores. Simultaneously, it conceived methods to reduce the environmental impact under the circular economy to maintain a good state of symbiosis with the ecology, which will serve as a reference direction and criterion for promoting the unpacked store industry in the future.
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Figure 1. Research Structure. 
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Figure 2. Concept Model of Perceived Value. 
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Figure 3. Latent Variable Path Analysis. 
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Figure 4. Research Hypotheses. 






Figure 4. Research Hypotheses.



[image: Sustainability 13 12563 g004]







[image: Table] 





Table 1. Information of interviews.






Table 1. Information of interviews.





	Number
	Interviewee
	Organization
	Relevant Experience/Research Field





	A
	Huang, founder
	Unpacked store—unpackaged.u
	Founder of the store, unpackaged.u



	B
	Yang, founder
	Sustainable Grocery Store—Housekeeping
	Founder of Housekeeping



	C
	Huang, Assistant Professor
	Department of Communication Design China University of Technology
	User and consumer psychology, creative marketing, content marketing, cultural and creative business management, innovation, and entrepreneurship
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Table 2. Key Elements Summarized by Experts.






Table 2. Key Elements Summarized by Experts.










	
	Key Outline
	Elements Summarized





	1
	Features of unpacked stores
	
	
The product categories are different from those of ordinary supermarkets.



	
Consumers are encouraged to bring their own containers when buying.



	
They provide another mode of consumption.



	
The feeling of integrating experience elements.








	2
	Problems faced
	
	
The concept of ecological conservation is just a way to buy goods.



	
It is difficult to compete with the product prices of general supermarkets.



	
Relevant measures need to be formulated through the government and non-governmental organizations.








	3
	Consumer demand
	
	
Product quality should be good.



	
More styles should be provided for a single product.



	
Consumers can buy the needed quantity.








	4
	Promotion elements for unpacked stores
	
	
Diversified products for consumers to choose from.



	
Consumers can purchase the quantity for their demand and consume with less pressure.



	
The cost of the container is converted to a discounted price.



	
The quality of the goods sold is good, and an inspection report is attached.



	
Unpacked consumption is advocated through education and topic lectures.



	
The efficiency of transmission through the network is the most direct and fastest.



	
Begin with the development of small supermarkets in the community.



	
The introduction of ecological conservation policies is beneficial to future developments.



	
The consumer’s mood is improved after a purchase is made.
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Table 3. Sociodemographic Characteristics.






Table 3. Sociodemographic Characteristics.





	Region
	Taiwan





	Age
	over 18 (19–25 28%; 26–35 14%; 36–45 23%; Over 46 28%)



	People (N)
	342 (male 45% female 55%)



	Education
	below high school 20%; university 35%; above graduate school 45%



	Marital
	married 44%; unmarried 56%



	Salary (month)
	below 10,000 18%; 10,000–30,000 29%; 30,000–60,000 39%; over 60,000 14%



	Questionnaire
	on-lines, social-media channels
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Table 4. Questionnaire Survey.






Table 4. Questionnaire Survey.





	
(1) Involvement degree






	
a1

	
I think it is important to buy goods at an unpacked store.




	
a2

	
I think it is interesting to buy goods at an unpacked store.




	
a3

	
I think it is exciting to buy goods at an unpacked store.




	
a4

	
I think it means a lot to me to buy goods at an unpacked store.




	
a5

	
I think it is appealing to buy goods at an unpacked store.




	
a6

	
I think it is fascinating to buy goods at an unpacked store.




	
a7

	
I think it is valuable to buy goods at an unpacked store.




	
a8

	
I think it is engaging to buy goods at an unpacked store.




	
a9

	
I think it is needed to buy goods at an unpacked store.




	
(2) Perceived value




	
Emotional value




	
b1_1

	
I think it feels great to buy goods at an unpacked store.




	
b1_2

	
I think it will bring me a pleasant feeling if I buy goods at an unpacked store.




	
b1_3

	
I think I will take the initiative to buy goods at an unpacked store if I need to buy something.




	
Quality value




	
b2_1

	
I think the quality of the goods provided by unpacked stores is excellent.




	
b2_2

	
I think the quality of the goods provided by unpacked stores is above a certain level.




	
b2_3

	
I think the quality of the goods provided by unpacked stores is stable.




	
Social value




	
b3_1

	
I think it will improve my social status if I buy goods at an unpacked store.




	
b3_2

	
I think it will enhance my distinctive image if I buy goods at an unpacked store.




	
b3_3

	
I think I will gain more recognition from others if I buy goods at an unpacked store




	
Price value




	
b4_1

	
I think the prices of the goods sold in unpacked stores are reasonable.




	
b4_2

	
I think that if I buy goods at an unpacked store, the cost-effectiveness would be in line with my expectations.




	
b4_3

	
I think it is worth the money if I buy goods at an unpacked store.




	
(3) Purchase intention




	
c3_1

	
I am willing to go to unpacked stores to buy goods.




	
c3_2

	
I will give priority to shopping at unpacked stores when I need to buy something.




	
c3_2

	
I am willing to recommend unpacked stores to others.
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Table 5. Verification of Fit Indices.






Table 5. Verification of Fit Indices.





	
Statistical Verification Value

	
Standard Value

	
Original Result

	
Bootstrap

Corrected Result

	
Fit Judgment






	
Absolute goodness-of-fit indices

	
χ2(p ≥ α value)

	
The smaller, the better

	
537.872

(p = 0.000)

	
136.980

(p = 0.000)

	
Not meeting the standard value




	
χ2/df

	
<3

	
5.325

	
1.356

	
Meeting the standard value




	
GFI

	
>0.9

	
0.813

	
0.953

	
Meeting the standard value




	
AGFI

	
>0.9

	
0.748

	
0.936

	
Meeting the standard value




	
RMR

	
<0.08

	
0.040

	
0.040

	
Meeting the standard value




	
SRMR

	
<0.08

	
0.057

	
0.057

	
Meeting the standard value




	
RMSEA

	
<0.08

	
0.113

	
0.032

	
Meeting the standard value




	
Incremental goodness-of-fit indices

	
NFI

	
>0.9

	
0.875

	
0.968

	
Meeting the standard value




	
NNFI

	
>0.9

	
0.876

	
0.990

	
Meeting the standard value




	
CFI

	
>0.9

	
0.896

	
0.991

	
Meeting the standard value




	
RFI

	
>0.9

	
0.852

	
0.962

	
Meeting the standard value




	
IFI

	
>0.9

	
0.896

	
0.991

	
Meeting the standard value




	
Parsimony goodness-of-fit indices

	
PNFI

	
>0.5

	
0.737

	
0.815

	
Meeting the standard value




	
PGFI

	
>0.5

	
0.604

	
0.707

	
Meeting the standard value




	
CN

	
>200

	
80

	
313

	
Meeting the standard value
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Table 6. Confirmatory Factor Analysis.






Table 6. Confirmatory Factor Analysis.





	
Dimension

	
Observed Variable

	
M

	
SD

	
SK

	
KU

	
SFL(t)

	
SE

	
SMC

	
EV

	
α

	
CR

	
AVE






	
Involvement degree

	
Involvement degree

	

	

	

	

	

	

	

	

	
0.923

	
0.895

	
0.590




	
a1

	
3.839

	
0.863

	
−0.643

	
0.816

	
0.714 (14.994) *

	
0.184

	
0.510

	
0.364

	

	




	
a2

	
4.009

	
0.764

	
−0.924

	
1.767

	
0.73 (15.464) *

	
0.161

	
0.533

	
0.271

	

	




	
a3

	
3.640

	
0.858

	
−0.217

	
−0.043

	
0.828 (18.562) *

	
0.171

	
0.685

	
0.231

	

	




	
a4

	
4.199

	
0.786

	
−1.055

	
1.911

	
0.595 (11.837) *

	
0.176

	
0.354

	
0.398

	

	




	
a5

	
3.713

	
0.890

	
−0.659

	
0.519

	
0.863 (19.816) *

	
0.173

	
0.744

	
0.202

	

	




	
a6

	
3.558

	
0.850

	
−0.226

	
0.113

	
0.843 (19.084) *

	
0.168

	
0.711

	
0.208

	

	




	
a7

	
4.029

	
0.795

	
−0.858

	
1.440

	
0.672 (13.82) *

	
0.173

	
0.452

	
0.346

	

	




	
a8

	
3.556

	
0.881

	
−0.221

	
0.159

	
0.849 (19.348) *

	
0.173

	
0.722

	
0.215

	

	




	
a9

	
3.833

	
0.838

	
−0.368

	
0.027

	
0.685 (14.17) *

	
0.181

	
0.470

	
0.371

	

	




	
Perceived value

	
Emotional value

	

	

	

	

	

	

	

	

	
0.835

	
0.857

	
0.668




	
b1_1

	
3.798

	
0.776

	
−0.466

	
0.615

	
0.857 (19.223) *

	
0.154

	
0.735

	
0.159

	

	




	
b1_2

	
3.693

	
0.812

	
−0.407

	
0.574

	
0.84 (18.547) *

	
0.164

	
0.706

	
0.193

	

	




	
b1_3

	
3.535

	
1.006

	
−0.512

	
−0.180

	
0.751 (15.816) *

	
0.213

	
0.563

	
0.441

	

	




	
Quality value

	

	

	

	

	

	

	

	

	
0.921

	
0.924

	
0.802




	
b2_1

	
3.576

	
0.886

	
−0.180

	
−0.109

	
0.856 (19.413) *

	
0.174

	
0.732

	
0.210

	

	




	
b2_2

	
3.553

	
0.942

	
−0.289

	
−0.210

	
0.932 (22.412) *

	
0.175

	
0.869

	
0.116

	

	




	
b2_3

	
3.544

	
0.927

	
−0.195

	
−0.339

	
0.897 (20.995) *

	
0.177

	
0.804

	
0.168

	

	




	
Social value

	

	

	

	

	

	

	

	

	
0.899

	
0.899

	
0.748




	
b3_1

	
2.959

	
1.052

	
0.157

	
−0.493

	
0.854 (18.983) *

	
0.211

	
0.730

	
0.298

	

	




	
b3_2

	
3.202

	
1.090

	
−0.134

	
−0.584

	
0.872 (19.686) *

	
0.216

	
0.760

	
0.284

	

	




	
B3_3

	
3.266

	
1.046

	
−0.177

	
−0.523

	
0.869 (19.522) *

	
0.208

	
0.754

	
0.268

	

	




	
Price value

	

	

	

	

	

	

	

	

	
0.909

	
0.909

	
0.769




	
b4_1

	
3.480

	
0.859

	
0.077

	
−0.244

	
0.846 (18.983) *

	
0.171

	
0.716

	
0.209

	

	




	
b4_2

	
3.558

	
0.860

	
−0.098

	
−0.372

	
0.873 (19.969) *

	
0.168

	
0.762

	
0.176

	

	




	
b4_3

	
3.523

	
0.834

	
−0.105

	
0.173

	
0.91 (21.389) *

	
0.158

	
0.828

	
0.119

	

	




	
Purchase intention

	
Purchase intention

	

	

	

	

	

	

	

	

	
0.850

	
0.855

	
0.663




	
c1

	
3.930

	
0.789

	
−0.987

	
1.775

	
0.792 (16.997) *

	
0.164

	
0.628

	
0.231

	

	




	
c2

	
3.582

	
0.968

	
−0.563

	
0.005

	
0.795 (17.07) *

	
0.201

	
0.633

	
0.343

	

	




	
c3

	
3.857

	
0.828

	
−0.813

	
1.134

	
0.855 (19.036) *

	
0.166

	
0.730

	
0.184

	

	




	

	
Mardia

	
219.130

	
p (p + 2) = 624

	
0.962

	








* is significant when it is 0.05; M is the mean; SD is the standard deviation; SK is the skewness; KU is the kurtosis; SFL(t) is the standardized regression weighting coefficient (standardized factor loading), t is the value of t; SE is the standard error of factor loading; SMC is the squared multiple correlations; EV is the error variance; α is Cronbach’s α value; CR is the composite reliability; AVE is the average variance extracted; p is the number of observed variables.
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Table 7. Discriminant Validity Test.






Table 7. Discriminant Validity Test.





	
Dimension

	
Number of Items

	
Correlation Coefficient




	
A

	
B

	
C

	
D

	
E

	
F






	
Involvement degree

	
9

	
0.759

	

	

	

	

	




	
A. Emotional value

	
3

	
0.966

	
0.817

	

	

	

	




	
B. Quality value

	
3

	
0.670

	
0.712

	
0.896

	

	

	




	
C. Social value

	
3

	
0.565

	
0.597

	
0.622

	
0.865

	

	




	
D. Price value

	
3

	
0.708

	
0.742

	
0.780

	
0.713

	
0.877

	




	
E. Purchase intention

	
3

	
0.866

	
0.889

	
0.718

	
0.567

	
0.768

	
0.815
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Table 8. Parameter Estimations.






Table 8. Parameter Estimations.





	
Parameter

	
Standardized

Regression Weighting Coefficient

	
Standard Deviation

	
t Value

	
Error Variance

	
Squared Multiple Correlations






	
Involvement degree

	
->

	
a1

	
0.720 *

	
0.183

	
15.144

	
0.358

	
0.519




	
Involvement degree

	
->

	
a2

	
0.724 *

	
0.162

	
15.256

	
0.277

	
0.524




	
Involvement degree

	
->

	
a3

	
0.826 *

	
0.171

	
18.489

	
0.232

	
0.683




	
Involvement degree

	
->

	
a4

	
0.590 *

	
0.177

	
11.694

	
0.401

	
0.348




	
Involvement degree

	
->

	
a5

	
0.864 *

	
0.173

	
19.839

	
0.201

	
0.746




	
Involvement degree

	
->

	
a6

	
0.843 *

	
0.168

	
19.084

	
0.208

	
0.711




	
Involvement degree

	
->

	
a7

	
0.668 *

	
0.173

	
13.681

	
0.350

	
0.446




	
Involvement degree

	
->

	
a5

	
0.852 *

	
0.172

	
19.437

	
0.211

	
0.727




	
Involvement degree

	
->

	
a9

	
0.686 *

	
0.181

	
14.177

	
0.370

	
0.471




	
Perceived value

	
->

	
b1

	
0.925 *

	
0.102

	
11.302

	
0.082

	
0.856




	
Perceived value

	
->

	
b2

	
0.756 *

	
0.111

	
9.599

	
0.311

	
0.572




	
Perceived value

	
->

	
b3

	
0.621 *

	
0.116

	
8.559

	
0.575

	
0.385




	
Perceived value

	
->

	
b4

	
0.769 *

	
0.103

	
9.667

	
0.250

	
0.592




	
Purchase intention

	
->

	
c1

	
0.790 *

	
0.126

	
8.262

	
0.234

	
0.623




	
Purchase intention

	
->

	
c2

	
0.803 *

	
0.153

	
8.508

	
0.332

	
0.645




	
Purchase intention

	
->

	
c3

	
0.850 *

	
0.140

	
8.390

	
0.190

	
0.723




	
Involvement degree

	
->

	
Perceived value

	
0.930 *

	
0.270

	
9.363

	
0.049 1

	
0.864 3




	
Involvement degree

	
->

	
Purchase intention

	
0.028

	
0.391

	
0.192

	
0.054 2

	
0.860 3




	
Perceived value

	
->

	
Purchase intention

	
0.901 *

	
0.198

	
4.476








* means it is significant at 0.05. 1: The structural error of perceived value. 2: The structural error of purchase intention. 3: The ability of independent variables to explain dependent variables (R2).
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Table 9. Influence Effects.






Table 9. Influence Effects.





	
Latent Independent Variable

	
Latent Dependent Variable

	
Direct Effect

	
Indirect Effect

	
Overall Effect

	
Is the Hypothesis

Established






	
Involvement degree

	
Purchase intention

	
0.028

	
0.838 * (0.930 * 0.901)

	
0.866

	
H1 is not established

H4 is established




	
Perceived value

	
0.901 *

	
—

	
0.901

	
H4 is established




	
Involvement degree

	
Perceived value

	
0.930

	
—

	
0.930

	
H4 is established








* is significant when it is 0.05; — means there is no such effect.
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