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Abstract

:

The COVID 19 pandemic brought significant changes in consumption habits, bringing about an era of more sustainable and healthier consumption. The objective of the present study is to measure brand loyalty to healthy foods in Peru, not only in a pandemic context, but also in a natural context based on the dimensions of the PERVAL value scale. Data were collected through an online survey and processed using partial least squares structural equation modeling (PLS-SEM). The results of the model among 396 consumers revealed that qualitative value and emotional value have the highest contribution to brand loyalty, followed by economic value and social value. These findings suggest that product quality should be taken as a priority and, although social value does not contribute much to health food brand loyalty, it is a trend sought after by consumers.
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1. Introduction


The cluster of cases due to the apparent pneumonia that started on 31 December 2019 in Wuhan, China, alarmed the whole of Peru, since on 10 January 2020 it was discovered that the apparent pneumonia was a genetic sequence of the virus that originated COVID-19 [1,2]. This virus arrived in Peru on 6 March 2020, generating the first death 5 days later [3,4] After this event, the population fell into uncertainty, fear and depression [5,6].



Although it has been shown that stress and worry lead to very little healthy eating [7], the population was characterized by an inclination to search for foods that contribute to the strengthening of the immune system [8,9]; in this sense, the population began to change their lifestyle encouraged by the global threat to their health, thus practicing a preventive method to help combat the spread of the COVID-19 disease [10,11] and prioritizing safety in the consumption of nutritious food [12].



This is framed by rapidly changing environmental factors that are profoundly altering the relationships between humans and the ecosystems in which they live [13]. These changes include overpopulation, loss of biological resources, destruction of ecosystems associated with industrial and commercial development, climate change, urbanization, modern agriculture using pesticides and other inputs, and erosion of the diversity of food crops due to years of genetic engineering focused on a few crops.



These factors mentioned above, are part of the alterations of the integrity of the environment causing significant changes in the health patterns of people, attracting with it diseases and factors of change in nutritional status [14]. The Convention on Biological Diversity recognizes in its preamble that “the conservation and sustainable use of 50 biological biodiversity is of paramount importance for meeting the food, health and other needs of a growing world population, for which access to and exchange of genetic resources and technologies is essential” [15]. Understanding these binding factors offers an expectation of consumer behavior on nutritionally relevant actions that provide sustainable solutions to climate change and human well-being [16]. In an era of unprecedented climatic and environmental change, nutritional knowledge becomes vital to enable individuals and populations to adapt as positively as possible [17]. The nutritional status of populations, as a recognizable and measurable outcome, should help guide other scientific disciplines and other intervention programs to identify sustainable solutions to the environmental and economic problems facing global communities.



Thus, interest in the consumption of healthy foods reached its peak due to consumer preference [18], and this fact of new consumer behavior in the COVID-19 era represented a key element of business growth that allowed greater brand visibility and an opportunity for new ventures related to healthy foods [19].



From the management perspective, the change in consumer behavior and the consumers’ experience with respect to healthy products is presented as an opportunity to generate added value as an aspect that differentiates them from their competitors, with quality intervening among other factors, which has the greatest impact on perceived value, as well as reputation and emotional value; in contrast, the price factor has a greater impact on perceived value [20]. For example, theories such as that of [21] state that there is a positive association between perceived value and purchase intention and, under this concept, in order to prevent the spread of the virus and protect the health of consumers, several companies implemented platforms as a sales tool highlighting the benefits they will obtain by buying healthier products. Similarly, the authors of [22] indicate that this alternative service has significantly improved the value perceived by consumers and has encouraged them to continue buying, in some cases achieving brand loyalty.



On the other hand, recent studies indicate that food labeling influences consumer perception [23]; that is, individuals are more attentive to nutritional warnings (octagons) that could discourage the consumption of the product, the health properties on the labeling (sugar-free, trans-fat-free, rich in calcium and others) and to the nutritional properties that highlight a specific nutrient (contains vitamin A, B and others).



Perceived value, in addition to other factors, is based on past experience [24]. Furthermore, without prejudice to this and during the pandemic period, consumer behavior showed a radical change due to their inclination toward healthy foods; for this reason, it is necessary to understand that people’s behavior varies according to the different situations they go through [25]. It is for the above reasons that the present investigation analyzed the contribution of quality, emotional value, price and social value to brand loyalty to nutritional products; that is to say, the aim was to know which of the dimensions mentioned above has the greatest contribution to brand loyalty to nutritional products, not only in a pandemic context, but also in a natural context.



The main objective of this research was to measure brand loyalty to healthy foods in the Peruvian market, not only in a pandemic context; but also in a natural context, based on the dimensions of the PERVAL value scale. The methodology of the present study was based on partial least squares structural equation modeling. Consequently, the research question is the following: How do PERVAL perceived value factors contribute to health food brand loyalty in Peru?



The results will allow the identification of guidelines for companies dedicated to the co-marketing of healthy foods to create strategies to attract their consumers, while promoting the sustainable development of the food industry. The study contributes in two ways: firstly, by contributing to the literature on consumer behavior with products that generate wellness and health in a sustainable context, and secondly, by providing an overview for companies that manufacture products that generate wellness and health in a sustainable context. A picture of consumer behavior for companies that manufacture healthy products, in order for them to understand and promote health-conscious behavior in their sales strategies.




2. Background


2.1. Brand Loyalty in Health Foods


The literature review describes that consumer loyalty results from the emotional attachment that the consumer feels towards a specific brand, thus generating a special preference compared to other brands offering the same service and/or product; in this context, [26,27] illustrate seven factors that are related to consumer loyalty, which are quality of service, customer satisfaction, truth, commitment, corporate image, switching cost and communication.



From another perspective, the authors of [28] refer to the idea that the consumer experience is a chain of important events that remain engraved in the customer’s memory, influencing this positive experience in their loyalty and purchase decision, strengthening the bond between the consumer and the brand. In this way, it is the consumer who recommends the product and/or service, thus increasing potential customers [29]. Specifically in healthy products, the authors of [30] state that food attributes with respect to the consumer product have a significant and positive influence on loyalty and satisfaction. Likewise, the authors of [31] detail that consumers generally buy food based on attributes or values. Similarly, in [32], they consider that it is a function of the post-purchase process of consumers. The authors of [33] found that familiarity and trust influence purchase intention and loyalty.



In the case of the loyalty that exists for a health food brand, the consumer goods sector and, particularly, the food industry are observing significant changes at a speed never seen before [34]. The transformation of consumer characteristics and preferences has caused companies to react and adapt in a variety of ways [35]. In order to stand out in a fiercely competitive industry, companies will have to define a strategy that helps them to anticipate market changes in an agile manner, incorporating their knowledge of the consumer into their decision-making processes and being flexible to adapt to different scenarios [36].



Although companies seek to obtain greater participation from their customers and to this end implement various customer loyalty programs, these are not always effective [37,38,39]. For example, customers are not satisfied when weighing the benefits and costs according to their expectations, so they invalidate the option of initiating a relationship with the brand [40]. For this reason, it is advisable that all companies after launching the loyalty program, evaluate whether the program really achieved its objectives; thus, [41] recommending an exhaustive review of the structure of loyalty programs; and, in addition, it is essential that managers evaluate the results of marketing strategies to identify the factors that contribute most to ensuring consumer loyalty [42].



On the other hand, it is said that, conceptually, consumers think that “organic” refers to a “healthier or natural” product because the terms overlap and are complementary [43]. The author of [44] mentions that perhaps the most serious problem is that consumers cannot differentiate the benefits of nutritious products from those of natural products, for example, that the former generate improvements in the health of the family and children, in the environment, taste or nutrition; that is, in general, consumers’ perception of natural and nutritious products is that they provide the same benefits. Considering the above, to contextualize the study in Peru, it is important to define the concepts, since, as happens with organic consumers throughout the world, most Peruvian consumers are unable to distinguish an organic or nutritious product from a natural one when choosing their food.



It is also known from various studies that this consumer situation arises as a result of perceived value [45,46,47]. For this reason, it is necessary to emphasize that this has an impact on consumer loyalty [48,49] and to deepen the relationship between perceived value and loyalty, the contribution of perceived value on loyalty has been analyzed, since it is divided into attitudinal loyalty and behavioral loyalty [50]; as was found when processing the information completed by 211 customers, where they found that functional value has the greatest influence on attitudinal loyalty, while emotional value has the greatest influence on behavioral loyalty.




2.2. Perceived Value


Perceived value can be defined as the benefit felt by the consumer when buying a product at a certain price [51]. According to the definition of what actually constitutes customer value differs in the literature [52], but for companies its preeminence has long been recognized as a source of customer loyalty and, above all, for long-term business success.



As far as the psychological approach of the consumer is concerned, it results after interaction with the brand [53]. Previous research has shown that perceived value determines consumer behavior and also directs it towards loyalty [54,55,56]. In particular, the writers of [57] report that this variable together with marketing strategies focused on value growth are essential in the scientific and practical field. Furthermore, a broader theoretical framework that studied perceived value was that announced by [58] who classify perceived value into utilitarian and hedonic values, where utilitarian value is conceptualized by [59] as the result of the functional and objective consumption experience and, on the other hand, hedonic value is that which originates from emotions when consuming a product and/or service [60]. In this regard, the authors of [61] involved hedonic dimensions in pleasure and gratification purchases, idea purchases, social purchases, role purchases and value purchases and, as utilitarian dimensions, achievement and efficiency.



According to the differentiations of approach, the authors conceptualized the dimensions that describe it, for example, in [62], they propose that the dimensions that encompass the perceived value are functional value, social value, emotional value, epistemic value and conditional value, being all the factors that influence the purchase and repurchase by the consumer. For their part, in [63], they indicate that the dimensions of perceived value are around functional value, social value, emotional value and perceived risk, mediated by community interaction that supports repurchase intention. More precisely, [64] further developed this approach and solidified the conceptual framework of perceived value (PERVAL) for the overall consumer perceived value of products and services, which is divided into four dimensions: emotional value, social value, qualitative value and eco-economic value. Indeed, these dimensions have been consolidated as the core of the measurement of perceived value and are currently considered as the primary measures of the concept [52].



It is evident then, that perceived value is a significant variable that can predict brand preferences leading to consumer loyalty [42,56,63]. Based on the above considerations and on the studies of [64,65,66], it is then proposed we find out the contribution of each of the dimensions to consumer loyalty.




2.3. Qualitative Value in Brand Loyalty in Health Foods


One of the ways to understand what every consumer is looking for, apart from safety, is quality, in order to maintain trust and also generate a positive orientation towards the brand [67,68]. They also support that high quality acts as an impulse to buy and a condition for positive purchasing attitudes, generating loyalty on the part of the consumer regardless of whether they have to pay a higher price [69,70,71]. This loyalty in turn implies familiarity with the brand and repurchasing behavior due to consumer satisfaction; symbolizing this for branding and business performance [72,73].



According to [74] quality is perceived considering the degree of superiority or excellence of a product. According to the findings of [55], they state that information and quality of service are antecedents of perceived value, and the latter is a primary driver of consumer loyalty. It is worth mentioning that quality has been extensively studied in the marketing and management literature, since the higher the quality, the greater the competitive advantage over the competition [75,76].



Previous literature has shown the relationship between quality and customer loyalty to various services and products [75,77,78], causing them to spread positive statements about the company and its products and also reinforcing the intention to buy again [75]. For example, [72,73,79,80] indicated that the quality of nutrition products has a positive and significant effect on consumer loyalty. Similarly, [81] showed that quality is the strongest predictor of customer loyalty. Based on the above, the following hypothesis is defined:



Hypothesis 1 (H1).

Qualitative value significantly contributes to brand loyalty to healthy foods.






2.4. Emotional Value in Brand Loyalty in Health Foods


Emotional value represents a special attachment to the brand, the irreplaceable feeling felt by the consumer that represents an antecedent that promotes loyalty to the brand. [82]. Likewise, the scientific literature argues that emotional attachment is a variable that influences the increase or decrease in satisfaction and predicts consumer loyalty [83,84]. According to [85], emotional value is a precedent for achieving consumer loyalty and a sign of customer satisfaction.



Apart from the emotional value, it indicates the perceived usefulness derived from a product or service by eliciting feelings or affective states [86]. According to [87], the perceived emotional value of a brand originates in how consumers feel about the brand and the company itself.



In addition, when purchasing products and services, feelings are frequently associated with them [88]. In other words, it is the feeling that originates from the acquisition of a product and/or service, and this emotional state can vary over time [89], representing a positive effect on consumer loyalty [90], as supported by [91] when stating that emotional value significantly influences consumer loyalty. Similarly, [87] highlighted that, in order to attract loyal customers, brands need to develop a strong relationship of love or attachment with their consumers; in other words, customers who feel more attached to the brand are satisfied and committed to it, so they become more loyal. Therefore, the second hypothesis is proposed:



Hypothesis 2 (H2).

Emotional value significantly contributes to brand loyalty to healthy foods.






2.5. Economic Value in Brand Loyalty in Health Foods


Consumers’ preferences regarding the purchase of a product/service change according to their economic perceptions, since they tend to compare prices according to quality, seeking equity between what they pay and what they receive; in this sense, price has become a strong predictor of consumer satisfaction in a positive way in customer satisfaction [81]. As mentioned by [92], price is the main driver of consumer choice.



It is important to highlight that price is a critical determinant when deciding to purchase a product and/or service [93]; for this reason, it is important that consumers have a good perception about it; that is, these must be equitable to avoid adverse effects on them, even more so knowing that this represents an important factor in determining consumer loyalty [94,95], without neglecting that a very low price could affect the judgment of customers, considering that this is also an indicator for the consumer to determine the quality of the product and/or service [96,97,98].



The authors of [99,100] report that it is consumers who depend on price to purchase a product and/or service; therefore, based on this assertion, some companies use cash back as a strategy to build customer loyalty and thus obtain better business results. For example, [94,101] argue that price equity and fair price have a substantial effect on consumer loyalty, in addition to price and quality, with price being the most sensitive. In fact, [102] measured the perception of price through the benefits offered, the reasonableness of the price and the price–quality ratio. These facts lead to the definition of the third hypothesis:



Hypothesis 3 (H3).

Economic value contributes significantly to brand loyalty to healthy foods.






2.6. Social Value in Brand Loyalty


Regarding social value, [86] describe it as the perceived usefulness of the product or service in one or two social groups, such as demographic, cultural or socioeconomic groups. Therefore, social value involves actions that seek the welfare of the community and social welfare; in this way, social value contributes significantly to customer loyalty [103,104].



Customer loyalty focuses on social value, which influences repurchase behavior [105,106]. In addition, it describes the usefulness of the product and/or service derived from the social self-concept, anticipating this fact to the intention of loyalty on the part of the client, thus ensuring that they can maintain a long-term relationship [107,108]. In this regard, [109] they argue that social value is related to a person’s desire to be recognized, approved and accepted in their environment. For their part, [110] argue that social responsibility is a very important factor that allows the consumer to feel satisfied and proud of consuming the products and/or services. For example, ref. [51] found that social value was a good predictor of loyalty to play certain types of video games, since players feel connected to other players. Similarly, [111] highlighted that social value by gaining social approval, giving a positive impression and appearing intelligent when buying certain products created greater loyalty to the brand or to the store itself. Therefore, based on these studies, the fourth hypothesis is established:



Hypothesis 4 (H4).

Social value significantly contributes to health food brand loyalty.







3. Materials and Methods


This study had a non-experimental cross-sectional design and a non-probabilistic convenience sampling was applied [112]; the population was considered to be the consumers of healthy products of the UNION brand which develops, manufactures and distributes foods that contribute to the improvement and conservation of health in Lima, Peru. Likewise, it was considered that they were willing to participate in the research and accept informed consent; that is, that participation was voluntary and anonymous [113,114]. According to the recommendations of different authors, the required sample size, as indicated by [115,116], states that the optimal sample should be greater than 100 subjects and that the minimum acceptable is at least five times the number of variables to be analyzed; however, they recommend that 10 times the number of items to be analyzed would be more acceptable. Therefore, the instrument in the present study consisted of 15 essential items and 5 complementary items and, taking into account the recommendations of the authors, a minimum sample of 250 subjects was established. Finally, a sample of 396 subjects was obtained. Figure 1 presents the theoretical model.



For data collection, an online survey was used as an instrument, which was hosted in Google Form for its digital application. Regarding the item used to evaluate customer loyalty, the validated metric was used in the marketing area, called Net Promoter Score (NPS) created by [117], which consisted of a score calculated from a questionnaire sent to customers to find out if they would recommend your brand. This measurement is made from the classification given by users, in a range from 0 to 10 considering that 0 is zero probability and 10 is high probability, would you recommend the UNION brand product line? Those who answered from 0 to 6 were considered as the minimum intention of the consumer to re-recommend the products and 9 to 10 represents the maximum [118]. Regarding the value perceived by the consumer, this was measured using the PERVAL scale, which was developed by [119]. The scale has 19 items evaluated on a five-point Likert-type scale (1 = strongly disagree and 5 = strongly agree). The PERVAL scale items were based on [52,120,121]. Table 1 shows the instrument used for the study.



The perceived value scale was translated into Spanish and then underwent a revalidation process consisting of several steps. First, the questions were translated into Spanish by a native speaker, then the authors with an academic background validated them according to the reality of the sector in the case of healthy products, followed by validity with 4 experts in the field of management with specialization in marketing. In addition, before the final application of the questionnaire, a pilot test was conducted with 45 consumers, which made it possible to demonstrate the reliability of the questionnaire in Spanish for the Peruvian context. This pilot sample was only used to verify the reliability of the instruments, they were not taken into account for the definitive analyses of this study.




4. Results


Two statistical programs were used for data analysis, including IBM SPSS version 22 (Puebla, Mexico) for the analysis of demographic data of the respondents, which are shown in Table 2, and Smart-PLS version 3.0. (Puebla, Mexico) for testing the conceptual model (see Figure 1) using the two-step approach: evaluating the measurement model and evaluating the structural model [122]. Regarding the evaluation of the measurement model, the reliability, convergent, and discriminant validity tests were performed [122]. As for the evaluation of the structural model, the significance of t-value, the coefficient of determination (R2), and the effect size (f2) were sought. Next, the predictive relevance of the structural model was measured using the Q2 index. Finally, the overall model fit was measured using the root mean square residual (SRMR) and the goodness of fit (GOF). It is important to note that the use of PLS-SEM has received tremendous recognition from marketing scholars in interdisciplinary research [123].



4.1. Evaluation of the Measurement Model


In the measurement model, factor loadings, Cronbach’s alpha, composite reliability (CR) and average variance extracted (AVE) were evaluated [122,124]. As for the factor loadings, all were above the recommended threshold 0.5 with the exception of items C04, C05, E05 which were eliminated and recalculated by applying the consistent PLS algorithm and, likewise, Cronbach’s Alpha and CR exceeded the suggested threshold of 0.70 [122,125]. Next, the AVE was examined, where the scores for each of the latent variables were above 0.50 [122] (see Table 3).



For discriminant validity, the Heterotrait-Monotrait (HTMT) correlation criterion was used, the values of which were below the threshold of 0.90 as suggested by [126] (see Table 4).




4.2. Evaluation of the Structural Model


After performing the reliability, convergent and discriminant validity tests, the evaluation of the structural model was performed by applying the PLS bootstrap-ping algorithm with a complete result, with a subsample of 5000, and a one-tailed t-test, with a significance level of 0.05%. Figure 2 shows the results of the structural model with the path coefficient, which should be a number between −1 and +1 [122].



Table 5 shows the path coefficients of each of the hypotheses and their significance; Furthermore, the results of the hypothesis test where it can be observed that the variable that most contributes to loyalty to the UNION brand is the qualitative value (β = 0.385, p < 0.000), followed by the emotional value (β = 0.350, p < 0.000), economic value (β = 0.152, p < 0.001) and, social value (β = 0, 065, p < 0.016).




4.3. Hypothesis Testing Results


Regarding the coefficient of determination (R2), it can be determined that the predictive power of the model was moderate (R2 = 0.697), since according to Hair Jr. et al. (2019) in the marketing area values of 0.75, 0.50, and 0.25 are considered significant, moderate, and weak, respectively. Regarding the size effects of the qualitative value, emotional value and economic value constructs were moderate (f2 of 0.173, 0.121, 0.036); however, the social value construct was small (f2 of 0.16), as an f2 value of 0.02, 0.15 and 0.35 represents small, moderate and large effects, respectively [122].



Regarding the predictive relevance of the structural model, this was calculated by the blindfolding technique, whose value greater than zero for a specific endogenous latent variable indicates the predictive relevance of the nomogram for a dependent construct [122]. In this case, Q2 was greater than zero (Q2 = 0.674), so the quality of the model is approved. Finally, the model fit indicators where the SRMR value is 0.37, it was below the recommended threshold value of 0.080 [127,128] and, therefore, the model fit is confirmed.





5. Discussion


The old concept of exchange, on which marketing is based and which places more emphasis on consumer behavior, has broadened its horizons, making the competition strive to better satisfy consumer needs, but not only functional needs: well-being, eating, drinking, dressing or moving from one place to another [129]. In today’s competitive environment, it is also necessary to meet the customers’ needs for self-expression, security, information, sensation-seeking, escape or curiosity. The customers of a brand are members of a “tribe”, with a series of common elements that make them feel identified [130].



Regarding the first hypothesis raised, it was found that quality is definitely an indicator that contributes 32% significantly to brand loyalty, so H1 was accepted and this finding is supported by [55] who suggest that this indicator presents a behavior of primordial impulse; in this sense, it is necessary that the company under study complies with all the guidelines of ISO 9001 considering that compliance with this standard could incur greater loyalty on the part of consumers. At the same time, according to [75,77,78], it showed the relationship between quality and customer loyalty, reinforcing the intention to buy again.



On the other hand, regarding the contribution of emotional value to brand loyalty, it was found that it represents a contribution in second order with 28.70%, so H2 was accepted; thus, it is important to know the customer’s emotional state may change over time, having, in addition, a positive effect on loyalty [89,90]. Emotional value also significantly influences consumer loyalty. Likewise, there is evidence showing that economic value is a third-order indicator that contributes 10.35% to loyalty, so H3 was accepted and this finding was supported by [93] who suggests that price is a critical determinant when deciding to purchase a product and/or service and it is important that consumers have a good perception of it, representing an important factor in determining consumer loyalty [95]. However, this statement differs from the importance given to this indicator by some self-researchers, who specify that price is sensitive and has a substantial effect on loyalty [94,101].



Finally, it was found that social value is the indicator that does not contribute much to loyalty with only 2.45%; nevertheless, H4 was accepted. The result agrees with what was said by the authors of [110], who state that social value generates pride in consumers and leads them to loyalty. Just like [51,111], who found that social value was a good predictor of loyalty.




6. Conclusions


In conclusion, the present work contributes to the field of healthy food, giving a favorable outlook to companies that wish to enter the market with this type of products, considering quality, economic and emotional value and, finally, social value in their strategies. There is evidence that proves the study hypotheses that concludes that, according to the measurement model, the indicators have an important contribution to loyalty. Of the four dimensions of perceived value, quality stands out with a beta value of 0.385, followed by emotional value with a beta value of 0.350, then economic value with 0.152, and finally social value with a beta value of 0.065. However, there are some theoretical and managerial implications in the field of healthy food brand loyalty.



6.1. Managerial Implications


A responsibility within the managerial field is to identify the contribution of the perceived value dimensions to loyalty. Although this contribution is known in theory, this study has shown through statistical evidence that in the case of brand bonding, one of the dimensions may contribute more than the others. Although consumers can change their preferences, this study suggests that the company should consider taking the quality of its products as a priority. Although social value does not contribute much to brand loyalty, it is important not to neglect this aspect because recent studies show that social responsibility is a trend sought after by consumers.




6.2. Theoretical Implications


Based on the literature review, the importance of perceived value on brand loyalty has been demonstrated, and efforts to achieve consumer loyalty is a priority for the various companies because their growth depends on it. That is why a new model is offered that contributes to other similar investigations. The statistical results lead us to create a new strategy to achieve brand loyalty through quality. Therefore, this contribution generates a theoretical background that deserves to be verified with further studies.




6.3. Limitations and Future Research


One of the limitations was that it was focused on a single region of Peru, so it could be replicated in other entities or countries in Latin America. Likewise, a specific brand is mentioned in the survey, so a comparison can be made between brands of healthy products. Another limitation is the measure applied, so other variables could be added that contribute even more to the model. Finally, the size of the sample could be expanded and comparative studies could be made between men and women to find out who is more loyal to the consumption of healthy products.








Author Contributions


Conceptualization, E.E.G.-S. and Á.A.-D. methodology, E.E.G.-S., J.M.-P. and Á.A.-D.; software, E.E.G.-S., J.M.-P. and Á.A.-D.; validation, E.E.G.-S., Á.A.-D. and J.M.-P.; formal analysis, E.E.G.-S., Á.A.-D. and J.M.-P.; investigation, E.E.G.-S. and Á.A.-D.; resources, Á.A.-D.; data curation, E.E.G.-S., D.Y.M.-L., J.A.E.-P., Á.A.-D., J.M.-P. and L.C.S.D.; writing—original draft preparation, E.E.G.-S., D.Y.M.-L., J.A.E.-P., Á.A.-D., J.M.-P. and L.C.S.D.; writing—review and editing, E.E.G.-S., D.Y.M.-L., J.A.E.-P., Á.A.-D., J.M.-P. and L.C.S.D.; visualization, E.E.G.-S., D.Y.M.-L., J.A.E.-P., Á.A.-D., J.M.-P. and L.C.S.D.; supervision, Á.A.-D.; project administration, E.E.G.-S. and Á.A.-D.; funding acquisition, E.E.G.-S., D.Y.M.-L., J.A.E.-P., Á.A.-D., J.M.-P. and L.C.S.D. All authors have read and agreed to the published version of the manuscript.




Funding


This research is funded by the researchers.




Institutional Review Board Statement


Not applicable.




Informed Consent Statement


Not applicable.




Data Availability Statement


Data are available on request from the authors.




Conflicts of Interest


The authors declare no conflict of interest.




References


	



OMS Organización Mundial de la Salud. August 2020; pp. 1–4. Available online: https://www.who.int/es (accessed on 16 June 2022).

	



Russell, A.; Powers, M. COVID-19 and the Media Introductory Note. Soc. Media Soc. 2020, 6, 4–5. [Google Scholar] [CrossRef]

	



Romero-Rodríguez, J.M.; Aznar-Díaz, I.; Hinojo-Lucena, F.J.; Cáceres-Reche, M.P. Models of Good Teaching Practices for Mobile Learning in Higher Education. Palgrave Commun. 2020, 6, 80. [Google Scholar] [CrossRef]

	



Cáceres-Bernaola, U.; Becerra-Núñez, C.; de Tai, S.M.-T.; Ravelo-Hernández, J. Primer Fallecido Por COVID-19 En El Perú. An. Fac. Med. 2020, 81, 201–204. [Google Scholar] [CrossRef]

	



Millones-Liza, D.; Garcia-Salirrosas, E. Analysis of the Loyalty and Intention to Return of the University Student: Challenges of Educational Management in a Crisis Context. In Proceedings of the 2021 12th International Conference on E-Business, Management and Economics ICEME, Beijing, China, 17–19 July 2021. [Google Scholar] [CrossRef]

	



Yıldırım, M.; Solmaz, F. COVID-19 Burnout, COVID-19 Stress and Resilience: Initial Psychometric Properties of COVID-19 Burnout Scale. Death Stud. 2020, 46, 524–532. [Google Scholar] [CrossRef] [PubMed]

	



Arora, T.; Grey, I. Health Behaviour Changes during COVID-19 and the Potential Consequences: A Mini-Review. J. Health Psychol. 2020, 25, 1155–1163. [Google Scholar] [CrossRef] [PubMed]

	



Deng, J.; Hou, X.; Zhang, T.; Bai, G.; Hao, E.; Chu, J.J.H.; Wattanathorn, J.; Sirisa-ard, P.; Soo Ee, C.; Low, J.; et al. Carry Forward Advantages of Traditional Medicines in Prevention and Control of Outbreak of COVID-19 Pandemic. Chin. Herb. Med. 2020, 12, 207–213. [Google Scholar] [CrossRef]

	



Belon, K.E.; Serier, K.N.; VanderJagt, H.; Smith, J.E. What Is Healthy Eating? Exploring Profiles of Intuitive Eating and Nutritionally Healthy Eating in College Women. Am. J. Health Promot. 2022, 36, 823–833. [Google Scholar] [CrossRef]

	



Li, Z.; Zhao, A.; Li, J.; Ke, Y.; Huo, S.; Ma, Y. Food and Nutrition Related Concerns Post Lockdown during Covid-19 Pandemic and Their Association with Dietary Behaviors. Foods 2021, 10, 2858. [Google Scholar] [CrossRef]

	



Šuriņa, S.; Martinsone, K.; Perepjolkina, V.; Kolesnikova, J.; Vainik, U.; Ruža, A.; Vrublevska, J.; Smirnova, D.; Fountoulakis, K.N.; Rancans, E. Factors Related to COVID-19 Preventive Behaviors: A Structural Equation Model. Front. Psychol. 2021, 12, 676521. [Google Scholar] [CrossRef]

	



Sim, S.; Wiwanitkit, V. Food Contamination, Food Safety and COVID-19 Outbreak. J. Health Res. 2021, 35, 463–466. [Google Scholar] [CrossRef]

	



Guo, H.; Liu, G.; Liao, J.; Li, X.; Zhang, L.; Shen, G.; Fu, W.; Sun, Z. Study of RADARSAT-2 Synthetic Aperture Radar Data for Observing Sensitive Factors of Global Environmental Change. J. Appl. Remote Sens. 2014, 8, 084593. [Google Scholar] [CrossRef]

	



Schneider, E.B. The Effect of Nutritional Status on Historical Infectious Disease Morbidity: Evidence from the London Foundling Hospital, 1892–1919. Hist. Fam. 2022, 27, 1–31. [Google Scholar] [CrossRef]

	



Campbell, C.L.; Wagoner, T.B.; Foegeding, E.A. Designing Foods for Satiety: The Roles of Food Structure and Oral Processing in Satiation and Satiety. Food Struct. 2017, 13, 1–12. [Google Scholar] [CrossRef]

	



Qiao, K.; Dowell, G. Environmental Concerns, Income Inequality, and Purchase of Environmentally-Friendly Products: A Longitudinal Study of U.S. Counties (2010–2017). Res. Policy 2022, 51, 104443. [Google Scholar] [CrossRef]

	



Kreczmańska-Gigol, K.; Gigol, T. The Impact of Consumers’ Green Skepticism on the Purchase of Energy-Efficient and Environmentally Friendly Products. Energies 2022, 15, 2077. [Google Scholar] [CrossRef]

	



Knorr, D.; Khoo, C.S.H. COVID-19 and Food: Challenges and Research Needs. Front. Nutr. 2020, 7, 598913. [Google Scholar] [CrossRef]

	



Müller, J.; Acevedo-Duque, Á.; Müller, S.; Kalia, P.; Mehmood, K. Predictive Sustainability Model Based on the Theory of Planned Behavior Incorporating Ecological Conscience and Moral Obligation. Sustainability 2021, 13, 4248. [Google Scholar] [CrossRef]

	



Queiroz, A.; Spanhol, C. Mensurando o Valor Percebido Em Serviços de Alimentação: Uma Pesquisa Com Consumidores de Fast Food. Rev. Bras. Educ. 2018, 17, 532–544. [Google Scholar] [CrossRef]

	



Yuan, C.; Wang, S.; Yu, X. The Impact of Food Traceability System on Consumer Perceived Value and Purchase Intention in China. Ind. Manag. Data Syst. 2020, 120, 810–824. [Google Scholar] [CrossRef]

	



Lin, J.; Li, T.; Guo, J. Factors Influencing Consumers’ Continuous Purchase Intention on Fresh Food e-Commerce Platforms: An Organic Foods-Centric Empirical Investigation. Electron. Commer. Res. Appl. 2021, 50, 101103. [Google Scholar] [CrossRef]

	



Guadalupe, G.; Lerma-García, M.; Fuentes, A.; Barat, J.; Bas, M.; Fernández-Segovia, I. Presence of Palm Oil in Foodstuffs: Consumers’ Perception. Br. Food J. 2019, 121, 2148–2162. [Google Scholar] [CrossRef]

	



Uehara, W.; Assarut, N. Foreign Food Consumption as an Extraordinary Experience: A Comparative Study on the Perceived Value of Japanese and Thai Consumers. Tourism 2020, 68, 120–129. [Google Scholar] [CrossRef]

	



García-Salirrosas, E. Satisfaction of University Students in Virtual Education in a COVID-19 Scenario. In Proceedings of the 2020 3rd International Conference on Education Technology Management, London, UK, 17–19 December 2020; pp. 41–47. [Google Scholar] [CrossRef]

	



Alok, K.R.; Srivastava, M. The Antecedents of Customer Loyalty: An Empirical Investigation in Life Insurance Context. J. Compet. 2013, 5, 139–163. [Google Scholar] [CrossRef]

	



Coste, M.; Pereira, L.; Charman, A.; Petersen, L.; Hawkes, C. ‘Hampers’ as an Effective Strategy to Shift towards Sustainable Diets in South African Low-Income Communities. Dev. S. Afr. 2022, 39, 4. [Google Scholar] [CrossRef]

	



Pekovic, S.; Rolland, S. Recipes for Achieving Customer Loyalty: A Qualitative Comparative Analysis of the Dimensions of Customer Experience. J. Retail. Consum. Serv. 2020, 56, 102171. [Google Scholar] [CrossRef]

	



Hansen, T.; Thomsen, T.U. The Influence of Consumers’ Interest in Healthy Eating, Definitions of Healthy Eating, and Personal Values on Perceived Dietary Quality. Food Policy 2018, 80, 55–67. [Google Scholar] [CrossRef]

	



Muro-Rodríguez, A.I.; Pérez-Jiménez, I.R.; Esteban-Dorado, A.; Martínez-Ruiz, M.P. Food Values, Satisfaction, and Loyalty: Some Evidence in Grocery Retailing Acquired during the COVID-19 Pandemic. Sustainability 2021, 13, 3908. [Google Scholar] [CrossRef]

	



Gómez, M.; Martínez, M.; Izquierdo, A. Food Values and the Spanish Consumer: Evidences Obtained in Different Segments. Nutr. Food Sci. Int. J. 2018, 5, 555651. [Google Scholar] [CrossRef]

	



Izquierdo-Yusta, A.; Gómez-Cantó, C.M.; Martínez-Ruiz, M.P.; Pérez-Villarreal, H.H. The Influence of Food Values on Post–Purchase Variables at Food Establishments. Br. Food J. 2020, 122, 2061–2076. [Google Scholar] [CrossRef]

	



Calvo, C.; Pierre, J.; Mangin, L. Food Private Label Brands: The Role of Consumer Trust on Loyalty and Purchase Intention. Esmerald Insight 2016, 118, 28. [Google Scholar] [CrossRef]

	



Arce-Urriza, M.; Cebollada-Calvo, J.J. Una Comparación Del Comportamiento Del Consumidor En Los Canales Online y Offline: Sensibilidad Al Precio, Lealtad de Marca y Efecto de Las Características Del Producto. Cuad. Econ. Dir. Empres. 2011, 14, 102–111. [Google Scholar] [CrossRef]

	



García-Salirrosas, E.E.; Acevedo-Duque, Á.; Marin Chaves, V.; Mejía Henao, P.A.M.; Olaya Molano, J.C. Purchase Intention and Satisfaction of Online Shop Users in Developing Countries during the COVID-19 Pandemic. Sustainability 2022, 14, 6302. [Google Scholar] [CrossRef]

	



Müller-Pérez, J.; Acevedo-Duque, Á.; Llanos-Herrera, G.R.; García-Salirrosas, E.E.; Ovalles-Toledo, L.V.; Sandoval Barraza, L.A.; Álvarez-Becerra, R. The Mexican Ecological Conscience: A Predictive Model. Sustainability 2022, 14, 7050. [Google Scholar] [CrossRef]

	



Sproesser, G.; Klusmann, V.; Schupp, H.T.; Renner, B. Comparative Optimism about Healthy Eating. Appetite 2015, 90, 212–218. [Google Scholar] [CrossRef] [PubMed]

	



Bruneau, V.; Swaen, V.; Zidda, P. Are Loyalty Program Members Really Engaged? Measuring Customer Engagement with Loyalty Programs. J. Bus. Res. 2018, 91, 144–158. [Google Scholar] [CrossRef]

	



Steinhauser, J.; Hamm, U. Consumer and Product-Specific Characteristics Influencing the Effect of Nutrition, Health and Risk Reduction Claims on Preferences and Purchase Behavior—A Systematic Review. Appetite 2018, 127, 303–323. [Google Scholar] [CrossRef]

	



Steinhoff, L.; Palmatier, R. Understanding Loyalty Program Effectiveness: Managing Target and Bystander Effects. J. Acad. Mark. Sci. 2016, 44, 88–107. [Google Scholar] [CrossRef]

	



Zilinska, M.; Vrbka, J.; Kalinova, E. Does the Implementation of Loyalty Programmes Lead to Gaining a Loyal Customer? Ad Alta J. Interdiscip. Res. 2021, 11, 392–396. [Google Scholar] [CrossRef]

	



Tian, Y.; Kamran, Q. A Review of Antecedents and Effects of Loyalty on Food Retailers toward Sustainability. Sustainability 2021, 13, 13419. [Google Scholar] [CrossRef]

	



The Hartman Group, Inc. Beyond Organic & Natural; The Hartman Group, Inc.: Bellevue, WA, USA, 2010. [Google Scholar]

	



Rogers, G. Lohas Consumers Beyonce Healthy Food & Beverage Choices; Natural Marketing Institute: Philadelphia, PA, USA, 2013. [Google Scholar]

	



Chen, C.F. Investigating Structural Relationships between Service Quality, Perceived Value, Satisfaction, and Behavioral Intentions for Air Passengers: Evidence from Taiwan. Transp. Res. Part A Policy Pract. 2008, 42, 709–717. [Google Scholar] [CrossRef]

	



Chen, Z.; Dubinsky, A.J. A Conceptual Model of Perceived Customer Value in E-Commerce: A Preliminary Investigation. Psychol. Mark. 2003, 20, 323–347. [Google Scholar] [CrossRef]

	



Mbango, P. The Role of Perceived Value in Promoting Customer Satisfaction: Antecedents and Consequences. Cogent Soc. Sci. 2019, 5, 1684229. [Google Scholar] [CrossRef]

	



Gallarza, M.; Saura, I. Value Dimensions, Perceived Value, Satisfaction and Loyalty: An Investigation of University Students’ Travel Behaviour. Tour. Manag. 2006, 27, 437–452. [Google Scholar] [CrossRef]

	



Zauner, A.; Koller, M.; Hatak, I. Customer Perceived Value—Conceptualization and Avenues for Future Research. Cogent Psychol. 2015, 2, 1061782. [Google Scholar] [CrossRef]

	



Virvilaite, R.; Piligrimiene, Z.; Kliukaite, A. The Relations between Consumer Perceived Value and Loyalty. Transform. Bus. Econ. 2015, 14, 76–91. [Google Scholar]

	



Purnami, L.D.; Agus, A.A. The Effect of Perceived Value and Mobile Game Loyalty on Mobile Game’s In-App Purchase Intention. In Proceedings of the 2020 3rd International Conference on Computer and Informatics Engineering (IC2IE), Yogyakarta, Indonesia, 15–16 September 2020; pp. 224–229. [Google Scholar] [CrossRef]

	



Hamari, J.; Hanner, N.; Koivisto, J. “Why Pay Premium in Freemium Services?” A Study on Perceived Value, Continued Use and Purchase Intentions in Free-to-Play Games. Int. J. Inf. Manag. 2020, 51, 102040. [Google Scholar] [CrossRef]

	



Li, M.; Hua, Y.; Zhu, J. From Interactivity to Brand Preference: The Role of Social Comparison and Perceived Value in a Virtual Brand Community. Sustainability 2021, 13, 625. [Google Scholar] [CrossRef]

	



Nowiński, W.; Haddoud, M.Y.; Lančarič, D.; Egerová, D.; Czeglédi, C. The Impact of Entrepreneurship Education, Entrepreneurial Self-Efficacy and Gender on Entrepreneurial Intentions of University Students in the Visegrad Countries. Stud. High. Educ. 2019, 44, 361–379. [Google Scholar] [CrossRef]

	



Molinillo, S.; Aguilar-Illescas, R.; Anaya-Sánchez, R.; Liébana-Cabanillas, F. Social Commerce Website Design, Perceived Value and Loyalty Behavior Intentions: The Moderating Roles of Gender, Age and Frequency of Use. J. Retail. Consum. Serv. 2021, 63, 102404. [Google Scholar] [CrossRef]

	



Slack, N.; Singh, G.; Sharma, S. Impact of Perceived Value on the Satisfaction of Supermarket Customers: Developing Country Perspective. Int. J. Retail Distrib. Manag. 2020, 48, 1235–1254. [Google Scholar] [CrossRef]

	



Gadeikiene, A.; Svarcaite, A. Impact of Consumer Environmental Consciousness on Consumer Perceived Value from Sharing Economy. Eng. Econ. 2021, 32, 350–361. [Google Scholar] [CrossRef]

	



Yang, F.; Tang, J.; Men, J.; Zheng, X. Consumer Perceived Value and Impulse Buying Behavior on Mobile Commerce: The Moderating Effect of Social Influence. J. Retail. Consum. Serv. 2021, 63, 102683. [Google Scholar] [CrossRef]

	



Hwang, J.; Griffiths, M. Share More, Drive Less: Millennials Value Perception and Behavioral Intent in Using Collaborative Consumption Services. J. Consum. Mark. 2017, 34, 132–146. [Google Scholar] [CrossRef]

	



Bucher, E.; Fieseler, C.; Lutz, C. What’s Mine Is Yours (for a Nominal Fee)—Exploring the Spectrum of Utilitarian to Altruistic Motives for Internet-Mediated Sharing. Comput. Hum. Behav. 2016, 62, 316–326. [Google Scholar] [CrossRef]

	



Cardoso, P.R.; Pinto, S.C. Hedonic and Utilitarian Shopping Motivations among Portuguese Young Adult Consumers. Int. J. Retail Distrib. Manag. 2010, 38, 538–558. [Google Scholar] [CrossRef]

	



Sheth, J.; Newman, B.; Gross, B. Consumption Values and Market Choices: Theory and Applications; Southwestern Publishing: Cincinnati, OH, USA, 1991; p. 224. ISBN 0538805633. [Google Scholar]

	



Zang, W.; Qian, Y.; Song, H. The Effect of Perceived Value on Consumers’ Repurchase Intention of Commercial Ice Stadium: The Mediating Role of Community Interactions. Int. J. Environ. Res. Public Health 2022, 19, 3043. [Google Scholar] [CrossRef]

	



Sweeney, J.C.; Soutar, G.N. Consumer Perceived Value: The Development of a Multiple Item Scale. J. Retail. 2001, 77, 203–220. [Google Scholar] [CrossRef]

	



Cisneros-sandoval, W.; Sandoval-Castro, J.; García-salirrosas, E.; Flores-González, M.; Millones-Liza, D. Perceived Value and Consumer Loyalty of Healthy Products in the Peruvian Market, Lima 2021. J. Manag. Inf. Decis. Sci. 2021, 24, 1–7. [Google Scholar]

	



Watjatrakul, B. Online Learning Adoption: Effects of Neuroticism, Openness to Experience, and Perceived Values. Interact. Technol. Smart Educ. 2016, 13, 229–243. [Google Scholar] [CrossRef]

	



Misra, R.; Singh, S.; Mahajan, R. An Analysis on Consumer Preference of Ayurvedic Products in Indian Market. Int. J. Asian Bus. Inf. Manag. 2020, 11, 925–941. [Google Scholar] [CrossRef]

	



Papista, E.; Dimitriadis, S. Consumer—Green Brand Relationships: Revisiting Benefits, Relationship Quality and Outcomes. J. Prod. Brand Manag. 2019, 28, 166–187. [Google Scholar] [CrossRef]

	



William, Y.; Kumju, H.; Seonaidh, M.; Caroline, J.O. Sustainable Consumption: Green Consumer Behaviour When Purchasing Products. Sustain. Dev. 2009, 18, 20–31. [Google Scholar] [CrossRef]

	



Kataria, S.; Saini, V. The Mediating Impact of Customer Satisfaction in Relation of Brand Equity and Brand Loyalty: An Empirical Synthesis and Re-Examination. South Asian J. Bus. Stud. 2020, 9, 62–87. [Google Scholar] [CrossRef]

	



Ali, A.; Xiaoling, G.; Sherwani, M.; Ali, A. Antecedents of Consumers’ Halal Brand Purchase Intention: An Integrated Approach. Manag. Decis. 2018, 56, 715–735. [Google Scholar] [CrossRef]

	



Hanifati, L.; Salehudin, I. The Effect of Perceived Product Quality, Brand Personality, and Loyalty on Brand Switching Intention of Technological Products. South East Asian J. Manag. 2021, 15, 169–187. [Google Scholar] [CrossRef]

	



Khan, M. Customers Loyalty Concept and Definition. Int. J. Inf. Bus. Manag. 2013, 5, 168–191. [Google Scholar]

	



Caruana, A.; Ewing, M. How Corporate Reputation, Quality, and Value Influence Online Loyalty. J. Bus. Res. 2010, 69, 1103–1110. [Google Scholar] [CrossRef]

	



Su, D.; Nguyen-Phuoc, D.; Duong, T.; Dihn, M.; Luu, T.; Johnson, L. How Does Quality of Mobile Food Delivery Services Influence Customer Loyalty? Gronroos’s Service Quality Perspective. Int. J. Contemp. Hosp. Manag. [CrossRef]

	



Landry, M.; Lemieux, S.; Lapointe, A.; Bédard, A.; Bélanger-Gravel, A.; Bégin, C.; Provencher, V.; Desroches, S. Is Eating Pleasure Compatible with Healthy Eating? A Qualitative Study on Quebecers’ Perceptions. Appetite 2018, 125, 537–547. [Google Scholar] [CrossRef]

	



Hapsari, R.; Clemes, M.; Dean, D. The Impact of Service Quality, Customer Engagement and Selected Marketing Constructs on Airline Passenger Loyalty. Int. J. Qual. Serv. Sci. 2017, 9, 21–40. [Google Scholar] [CrossRef]

	



Shankar, A.; Jebarajakirthy, C. The Influence of E-Banking Service Quality on Customer Loyalty: A Moderated Mediation Approach. Int. J. Bank Mark. 2019, 37, 1119–1142. [Google Scholar] [CrossRef]

	



Al Chalabi, H.; Turan, A. The Mediating Role of Perceived Value on the Relationship between Service Quality, Destination Image, and Revisit Intention: Evidence from Umbul Ponggok, Klaten Indonesia. Glob. Bus. Manag. Res. Int. J. 2017, 9, 37–67. [Google Scholar]

	



Mukerjee, K. The Impact of Brand Experience, Service Quality and Perceived Value on Word of Mouth of Retail Bank Customers: Investigating the Mediating Effect of Loyalty. J. Financ. Serv. Mark. 2018, 23, 12–24. [Google Scholar] [CrossRef]

	



Fourie, S.; Goldman, M.; McCall, M. Designing for Loyalty Programme Effectiveness in the Financial Services Industry. J. Financ. Serv. Mark. 2022, 27, 3. [Google Scholar] [CrossRef]

	



Ghorbanzadeh, D.; Rahehagh, A. The Role of Emotional Structures in the Relationship between Satisfaction and Brand Loyalty. Cogent Psychol. 2020, 7, 1782098. [Google Scholar] [CrossRef]

	



Wu, H.C.; Cheng, C.C.; Ai, C.H. What Drives Green Experiential Loyalty towards Green Restaurants? Tour. Rev. 2021, 76, 1084–1103. [Google Scholar] [CrossRef]

	



Matzler, K.; Strobl, A.; Thurner, N. Swithching Experience, Customer Satisfaction, and Switching Costs in the ICT Industry. J. Serv. Manag. 2022, 26, 117–136. [Google Scholar] [CrossRef]

	



Samudro, A.; Susanti, V. The Model Development of Industrial Brand Loyalty: Assessing the Rational and Emotional Aspects as Antecedents of Loyalty. Cogent Bus. Manag. 2021, 8, 1896871. [Google Scholar] [CrossRef]

	



Zailani, S.; Iranmanesh, M.; Hyun, S.S.; Ali, M.H. Applying the Theory of Consumption Values to Explain Drivers’willingness to Pay for Biofuels. Sustainability 2019, 11, 668. [Google Scholar] [CrossRef]

	



Chen, L.; Chen, G.; Ma, S.; Wang, S. Idol Worship: How Does It Influence Fan Consumers’ brand Loyalty? Front. Psychol. 2022, 13, 850670. [Google Scholar] [CrossRef]

	



Lin, P.C.; Huang, Y.H. The Influence Factors on Choice Behavior Regarding Green Products Based on the Theory of Consumption Values. J. Clean. Prod. 2012, 22, 11–18. [Google Scholar] [CrossRef]

	



Godovykh, M.; Tasci, A.D.A. The Influence of Post-Visit Emotions on Destination Loyalty. Tour. Rev. 2021, 76, 277–288. [Google Scholar] [CrossRef]

	



Baek, W.Y.; Kim, K.; Kim, D.H.; Byon, K.K. The Impacts of the Perceived Golf Course Brand Globalness on Customer Loyalty through Multidimensional Perceived Values. Sustainability 2020, 12, 978. [Google Scholar] [CrossRef]

	



Ribeiro, M.; Woosnam, K.; Pinto, P.; Albino, J. Tourists’ Destination Loyalty through Emotional Solidarity with Residents: An Integrative Moderated Mediation Model. J. Travel Res. 2017, 57, 279–295. [Google Scholar] [CrossRef]

	



Phang, G.; Zheng, N.; Xu, M.; Thurasamy, R. Customer Loyalty in Sabah Full Service Restaurant. Asia Pac. J. Mark. Logist. 2020, 32, 1407–1429. [Google Scholar] [CrossRef]

	



Cavallo, A. Are Online and Offline Prices Similar? Evidence from Large Multi-Channel Retailers. Am. Econ. Rev. 2017, 107, 283–303. [Google Scholar] [CrossRef]

	



Opata, C.N.; Xiao, W.; Nusenu, A.A.; Tetteh, S.; Asante Boadi, E. The Impact of Value Co-Creation on Satisfaction and Loyalty: The Moderating Effect of Price Fairness (Empirical Study of Automobile Customers in Ghana). Total Qual. Manag. Bus. Excell. 2021, 32, 1167–1181. [Google Scholar] [CrossRef]

	



Mookherjee, S.; Lee, J.; Sung, B. Multichannel Presence, Boon or Curse?: A Comparison in Price, Loyalty, Regret, and Disappointment. J. Bus. Res. 2021, 132, 429–440. [Google Scholar] [CrossRef]

	



Zhong, Y.; Moon, H. Physical Environment Quality, and the Moderating. Foods 2020, 9, 460. [Google Scholar] [CrossRef]

	



Shoemaker, S.; Dawson, M.; Johnson, W. How to Increase Menu Prices without Alienating Your Customers. Int. J. Contemp. Hosp. Manag. 2005, 17, 553–568. [Google Scholar] [CrossRef]

	



Al-Msallam, S. Customer Satisfaction and Brand Loyalty in the Hotel Industry. Eur. Sci. J. 2015, 1, 1857–7881. [Google Scholar]

	



Afonso, V.; Agnihotri, R.; Secero, M.; Luiz, E. How Cashback Strategies Yield Financial Benefits for Retailers: The Mediating Role of Consumers’ Program Loyalty. J. Bus. Res. 2022, 141, 200–212. [Google Scholar] [CrossRef]

	



Calzolari, G.; Denicolò, V. Loyalty Discounts and Price-Cost Tests. Int. J. Ind. Organ. 2020, 73, 102589. [Google Scholar] [CrossRef]

	



Ahmed, S.; Ahmed, A.; Ahmed, E.; Yaman, U.; Sufi, T.; Mostofa, G. The Intricate Relationships of Consumers’ Loyalty and Their Perceptions of Service Quality, Price and Satisfaction in Restaurant Service. TQM J. 2022, 34, 7. [Google Scholar] [CrossRef]

	



Sharma, R.; Kaur, B. E-Mail Viral Marketing: Modeling the Determinants of Creation of “Viral Infection”. Manag. Decis. 2020, 58, 112–128. [Google Scholar] [CrossRef]

	



Sheth, J.N.; Newman, B.I.; Gross, B.L. Why We Buy What We Buy: A Theory of Consumption Values: Discovery Service for Air Force Institute of Technology. J. Bus. Res. 1991, 22, 159–170. [Google Scholar] [CrossRef]

	



García-Salirrosas, E.E.; Mayorga, J. Brand Personality as a Consistency Factor in the Pillars of CSR Management in the New Normal. J. Open Innov. Technol. Mark. Complex. 2021, 7, 134. [Google Scholar] [CrossRef]

	



Lee, A.; Lambert, C.U.; Law, R. Customer Preferences for Social Value over Economic Value in Restaurants. Asia Pac. J. Tour. Res. 2012, 17, 473–488. [Google Scholar] [CrossRef]

	



Tajeddini, K.; Gamage, T.C.; Hameed, W.U.; Qumsieh-Mussalam, G.; Chaijani, M.H.; Rasoolimanesh, S.M.; Kallmuenzer, A. How Self-Gratification and Social Values Shape Revisit Intention and Customer Loyalty of Airbnb Customers. Int. J. Hosp. Manag. 2022, 100, 103093. [Google Scholar] [CrossRef]

	



Han, H.; Chua, B.L.; Lee, S.; Koo, B. Quality, Emotion, Price, and Social Values in Building Passenger Loyalty: Impact of Relationship Quality (Mediator) and in-Flight Physical Environments (Moderator). J. Travel Tour. Mark. 2021, 38, 123–138. [Google Scholar] [CrossRef]

	



Jones, D.; McCleary, K. Expectations of Working Relationships in International Buyer-Seller Relationships: Development of a Relationships Continuum Scale. Asia Pac. J. Tour. Res. 2007, 12, 181–202. [Google Scholar] [CrossRef]

	



Zhu, G.; So, K.; Hudson, S. Inside the Sharing Economy: Consumer Motivations behind the Adoption of Mobile Applications. Int. J. Contemp. Hosp. Manag. 2017, 9, 499. [Google Scholar] [CrossRef]

	



Servera-Francés, D.; Piqueras-Tomás, L. The Effects of Corporate Social Responsibility on Consumer Loyalty through Consumer Perceived Value. Econ. Res. Istraz. 2019, 32, 66–84. [Google Scholar] [CrossRef]

	



Talwar, S.; Talwar, M.; Kaur, P.; Dhir, A. Consumers’ Resistance to Digital Innovations: A Systematic Review and Framework Development. Australas. Mark. J. 2020, 28, 286–299. [Google Scholar] [CrossRef]

	



Malhotra, N. Investigación de Mercados: Un Enfoque Aplicado, 4th ed.; Pearson Educación, México: Mexico City, Mexico, 2004; ISBN 970-26-0491-5. [Google Scholar]

	



Ramírez-Castillo, N.A.; Müller-Pérez, J.; Acevedo-Duque, Á.; Müller-Pérez, S.; González-Díaz, R.R.; Suarez Campos, J.; Ovalles-Toledo, L.V. Sustainable Moviegoer Intention to Attend Cinemas Based on the Theory of Planned Behavior. Sustainability 2021, 13, 8724. [Google Scholar] [CrossRef]

	



Han, H.; Lee, S.; Al-Ansi, A.; Kim, H.-C.; Ryu, H.B.; Kim, J.J.; Kim, W. Convention Tourism and Sustainability: Exploring Influencing Factors on Delegate Green Behavior That Reduce Environmental Impacts. Sustainability 2019, 11, 3903. [Google Scholar] [CrossRef]

	



Frías-Navarro, D.; Soler, M.P. Prácticas Del Análisis Factorial Exploratorio (AFE) En La Investigación Sobre Conducta Del Consumidor y Marketing. Suma Psicol. 2012, 19, 47–58. [Google Scholar]

	



Hair, J.F.; Anderson, R.E.; Tatham, R.L.; Black, W.C. Informacin General, 5th ed.; Corp, P.H., Ed.; Prentice Hall: Hoboken, NJ, USA, 1998; ISBN 0138948585. [Google Scholar]

	



Reichheld, F. The One Number You Need to Grow. Harv. Bus. Rev. 2003, 12, 46–54. [Google Scholar]

	



Mittal, B. Retrospective: Why Do Customers Switch? The Dynamics of Satisfaction versus Loyalty. J. Serv. Mark. 2016, 30, 569–575. [Google Scholar] [CrossRef]

	



Saiz-Álvarez, J.M.; Vega-Muñoz, A.; Acevedo-Duque, Á.; Castillo, D. Cuerpo B: Un enfoque socioeconómico para la poscrisis de COVID-19. Front. Psychol. 2020, 11, 1867. [Google Scholar] [CrossRef]

	



De Oliveira, C.; Marini, K.; Resende, A.M. Café e Valores de Consumo Dos Brasileiros. Rev. Bras. Mark. 2018, 17, 220–236. [Google Scholar] [CrossRef]

	



Gallarza, M.G.; Maubisson, L.; Rivière, A. Replicating Consumer Value Scales: A Comparative Study of EVS and PERVAL at a Cultural Heritage Site. J. Bus. Res. 2021, 126, 614–623. [Google Scholar] [CrossRef]

	



Hair, J.F., Jr.; Hult, G.T.M.; Ringle, C.M.; Sarstedt, M.; Castillo Apraiz, J.; Cepeda Carrión, G.A.; Roldán, J.L. Manual de Partial Least Squares Structural Equation Modeling (PLS-SEM) (Segunda Edición); OmniaScience: Terrassa, Spain, 2019; ISBN 9788494799624. [Google Scholar]

	



Bhutto, M.H.; Tariq, B.; Azhar, S.; Ahmed, K.; Khuwaja, F.M.; Han, H. Predicting Consumer Purchase Intention toward Hybrid Vehicles: Testing the Moderating Role of Price Sensitivity. Eur. Bus. Rev. 2020, 32, 2–23. [Google Scholar] [CrossRef]

	



Hair, J.F.; Hult, G.T.M.; Ringle, C.M.; Sarstedt, M. A Primer on Partial Least Squares Structural Equation Modeling (PLS-SEM), 2nd ed.; SAGE: New York, NY, USA, 2017. [Google Scholar]

	



Sarstedt, M.; Hair, J.F.; Pick, M.; Liengaard, B.D.; Radomir, L.; Ringle, C.M. Progress in Partial Least Squares Structural Equation Modeling Use in Marketing Research in the Last Decade. Psychol. Mark. 2022, 20, 277–320. [Google Scholar] [CrossRef]

	



Henseler, J.; Hubona, G.; Ray, P. Using PLS Path Modeling in New Technology Research: Updated Guidelines. Ind. Manag. Data Syst. 2016, 116, 2–20. [Google Scholar] [CrossRef]

	



Katebi, A.; Homami, P.; Najmeddin, M. Acceptance Model of Precast Concrete Components in Building Construction Based on Technology Acceptance Model (TAM) and Technology, Organization, and Environment (TOE) Framework. J. Build. Eng. 2022, 45, 103518. [Google Scholar] [CrossRef]

	



Hlatshwako, T.G.; Shah, S.J.; Kosana, P.; Adebayo, E.; Hendriks, J.; Larsson, E.C.; Hensel, D.J.; Erausquin, J.T.; Marks, M.; Michielsen, K.; et al. Online Health Survey Research during COVID-19. Lancet Digit. Health 2021, 3, e76–e77. [Google Scholar] [CrossRef]

	



Iyer, P.; Davari, A.; Paswan, A. Determinants of Brand Performance: The Role of Internal Branding. J. Brand Manag. 2018, 25, 202–216. [Google Scholar] [CrossRef]

	



Muhonen, T.; Hirvonen, S.; Laukkanen, T. SME Brand Identity: Its Components, and Performance Effects. J. Prod. Brand Manag. 2017, 26, 52–67. [Google Scholar] [CrossRef]








[image: Sustainability 14 10529 g001 550] 





Figure 1. Theoretical model. 
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Figure 2. Results of the structural model. Source: Our own elaboration based on data analysis in Smart-PLS3. 
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Table 1. Instrument for data collection. * The item QVCO4 was only used as a control, therefore it was not used in the analysis.
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Qualitative Value

	
QV1

	
Whenever I buy UNIÓN products, they are always of quality.




	
QV2

	
The presentation of UNIÓN products is adequate.




	
QV3

	
UNIÓN products have an acceptable standard of quality.




	
* QV4

	
UNIÓN products are inadequately processed.




	
QV5

	
The shelf life of UNIÓN products is adequate.




	
QV6

	
I am satisfied with the consumption of UNIÓN products.




	
EmotionalValue

	
EV1

	
Consuming UNIÓN products gives me satisfaction.




	
EV2

	
It often causes me to consume UNIÓN products again.




	
EV3

	
I feel calm when consuming UNIÓN products.




	
EV4

	
Consuming UNIÓN products makes me feel good.




	
EV5

	
I am pleased to consume UNIÓN products.




	
Economic Value

	
ECV1

	
The price I pay for UNION products is reasonable.




	
ECV2

	
UNION products offer good value for money.




	
ECV3

	
The benefits of UNION products correspond to their price.




	
ECV4

	
UNION products are worth the price.




	
Social

Value

	
SV1

	
Consuming UNION products gives me status.




	
SV2

	
It increases my level of relationship with others by consuming UNION products.




	
SV3

	
When I consume UNION products I make a good impression.




	
SV4

	
Consuming UNION products allows me to enjoy social approval.




	
NPS

	
L1

	
On a scale of 0–10, would you recommend the healthy product line of the UNION brand, considering that 0 is zero probability and 10 is high probability?
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Table 2. Demographics of respondents (n = 396).
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Characteristics

	
Category

	
Frequency

	
Percentage






	
Gender

	
Male

	
156

	
39.4




	
Female

	
240

	
60.6




	
Age

	
Under 20

	
82

	
20.7




	
21–30

	
101

	
25.5




	
31–40

	
95

	
24.0




	
41–50

	
64

	
16.2




	
51–60

	
43

	
10.9




	
Over 60

	
11

	
2.8




	
Marital status

	
Single

	
216

	
54.5




	
Married

	
167

	
42.2




	
Divorced

	
7

	
1.8




	
Other

	
6

	
1.5




	
Occupation

	
Student

	
142

	
35.9




	
Employee

	
136

	
34.3




	
Entrepreneur

	
11

	
2.8




	
Self-employed

	
63

	
15.9




	
Civil servant

	
13

	
3.3




	
Retired

	
8

	
2.0




	
Other

	
23

	
5.8




	
Incomes

	
Between

USD 130 to 335

	
155

	
39.1




	
Between

USD 3350 to 645

	
113

	
28.5




	
Between

USD 645 to 1030

	
78

	
19.7




	
Between

USD 1030 to 1800

	
34

	
8.6




	
Over USD 1800

	
16

	
4.0
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Table 3. Evaluation of the measurement model. Source: Our own elaboration from data analysis in Smart-PLS3.
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Construct

	
Items

	
Factor

Loadings > 0.5

	
Cronbach’s Alpha

0.60–0.90

	
Composite

Reliability

0.60–0.90

	
AVE

>0.5

	
HTMT






	
Qualitative value

	
QV1

	
0.774

	
0.852

	
0.852

	
0.591

	
Si




	
QV2

	
0.708




	
QV3

	
0.775




	
QV6

	
0.815




	
Emotional value

	
EV1

	
0.845

	
0.915

	
0.915

	
0.730

	
Si




	
EV2

	
0.822




	
EV3

	
0.886




	
EV4

	
0.864




	
Economic value

	
ECV1

	
0.817

	
0.945

	
0.945

	
0.813

	
0.85




	
ECV2

	
0.923




	
ECV3

	
0.928




	
ECV4

	
0.933




	
Social value

	
SV1

	
0.964

	
0.937

	
0.935

	
0.785

	
0.85




	
SV2

	
0.858




	
SV3

	
0.965




	
SV4

	
0.738
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Table 4. Heterotrait-Monotrait correlation criterion (HTMT). Source: Our own elaboration based on Smart-PLS3 data analysis.
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	Loyalty
	Qualitative Value
	Economic Value
	Emotional Value
	Social

Value





	Loyalty
	
	
	
	
	



	QV
	0.837
	
	
	
	



	EV
	0.681
	0.701
	
	
	



	ECV
	0.82
	0.89
	0.742
	
	



	SV
	0.374
	0.281
	0.446
	0.425
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Table 5. Hypothesis test results. Source: Our own elaboration from data analysis in Smart-PLS3.
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	Relationship of

Hypotheses
	Path

Coefficient
	t-Value
	p-Value
	f2
	Accepted/

Rejected





	H1 QV → L
	0.385 ***
	7.436
	0.000
	0.173
	Accepted



	H2 EV → L
	0.350 ***
	5.882
	0.000
	0.036
	Accepted



	H3 ECV → L
	0.152 ***
	3.146
	0.001
	0.121
	Accepted



	H4 SV → L
	0.065 **
	2.300
	0.016
	0.011
	Accepted







Bootstrapping was performed on 5000 subsamples, one-tailed full t-value; 2.33 (p < 0.01 **), and 3.092 (p < 0.001 ***).
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