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The Impact of Self-Congruity and Perceived Value on Customer Loyalty
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Abstract Scholars and companies have made a lot of effort to increase customer loyalty to achieve long-term
customer retention and sustainable profitability. The author proposes a conceptual model with the purpose of
understanding the antecedent variables which have impact on customer attitudinal/behavioral loyalty. In addition,
this article examines the mediating effects of perceived value between self-congruity and customer loyalty. The
results show that self-congruity has significant, direct, and positive effects on perceived value and customer
loyalty. Meanwhile, self-congruity indirectly affects attitudinal and behavioral loyalty, that is, the mediating
effects of perceived value are significant. The author proposes the implications of these findings for practitioners
and related industries.
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Figure 1. Research framework
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Table 1. Measurement
Constructs and Scale Items Code | Sources
Self-Congruity
o I feel like I am part of the application. .
.. SC1
o People who use the application are very
.. SC2 [31,32]
similar to me. SC3
o Using the application reflects who I am.
Perceived Value
0 The economical prices of the application
available PV
o The overall value you get from the PV2
application for your money and effort PV3 [98.33]
o The extent to which the application gives ’
. .. PV4
you a feeling of being in control
o The overall convenience of using the
application
Attitudinal Loyalty
o I am emotionally attached to the
application. ALl
o I feel personally satisfied when I use the | AL2 [34,35]
application. AL3
o I am very committed to the application.
Behavioral Loyalty
o I will say positive thing about the
application. BL1
o I will recommend the application to| BL2 [34,35]
someone. BL3
o I will continue the application.
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Table 2. Description of respondents
Variables of the sample | Details No. | Percentage(%)
gender men 131 524%
women 119 476%
age under 20 79 31.6%
21-30 87 34.8%
31-40 64 256%
over 40 20 8.0%
Application Delivery 91 36.4%
Type Game 79 31.6%
Music 64 256%
Etc 16 6.4%
Application Advertising | 145 58.0%
Recognition Reference B 38.0%
Etc 10 4.0%
ArgA 5 FAL 131%(524%), 9148 1199
(476%) o= Yepgom Axoid vlg =3 A
FRom TAHe] JE AL & F Ytk AT
gl 1 wol BEF ATAC EE Wt v
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Table 3. Results of validity and reliability

. . Composite | Cronbach's
Construct | Item | Loading relialt))(i)lity alpha o
Self- SC1 677 760 759
Congruity | SC2 631
SC3 789
Perceived | PV1 619 856 321
Value pPV2 855
PV3 850
PV4 756
Attitudinal | ALL 714 715 712
Loyalty AL2 611
AL3 697
Behavioral | BL1 91 768 748
Loyalty BL2 554
BL3 812
KMO test : 0870
Bartlett’s Test : 0.000
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Table 4. Correlation and AVE(Average Variance Extracted)
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Table 5. Regression with self-congruity and attitudinal loyalty

Construct AVE 1 2 3 4 Unstandardized | Standardized
1. (bjilf* ) 515 718 Model Coefficients Coefficients ¢ Sig.
- N B |StdErmor Beta

2 Perceived 602 %50 76

Value ’ * ' constant 1.644 182 9.046 | 0.000
3. Attitudinal . g .

Loalty A4%6 666 A3 675 Self-Congruity | .655 043 666 15412 | 0.000
4. Behavioral " R? = 0444, Adj. R® = 0442, F = 237531, p = 0.000

Loyalty 231 A0 32 923 729 Dependent variable : Attitudinal loyalty

* ! The diagonal figures mean the square root of AVE by the
construct.
All correlation values are set at the 0.05 level.
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Table 6. Regression with self-congruity and behavioral loyalty

Unstandardized | Standardized
Model Coefficients Coefficients ¢ Si.
B |StdError Beta
constant 3.048 181 16.794 | 0.000
Self-Congruity | 434 042 509 10.215 | 0.000

R? = 0259, Adj. R* = 0.257, F = 104.339, p = 0.000
Dependent variable : Behavioral loyalty
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Table 7. Mediation with attitudinal loyalty

Step Beta t p R?
1 0.3 6.449 0 0.122
2 666 15412 000 0.444
3 mdepe.ndent 534 13.227 000 0491
mediator 233 5.283 000
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Table 8. Mediation with behavioral loyalty

Step Beta t D R?
1 0.35 6.449 0 0.122
2 509 10.215 000 0.259
3 independent 424 8.249 000 0311
mediator 244 4741 000 '
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