Tables:
Table1. Number of Indicator and Sources for Construct Measures
	Source
	Questions

	Number
of indicators
	Construct

	

Wang et al, 2004

	
1-2-3-4
5-6-7
8-9-10-11
12-13-14-15-16-17
	
4
3
4
6
	Customer Value
Functional value
Social value
Emotional value
Perceived Sacrifices


	
Babin, 1994
	
18-19
20-21-22
	
2
3
	Perceived Value
Utilitarian value
Hedonistic value

	Wang et al, 2004
	23-24-25
	3
	Customer Satisfaction

	Wang et al, 2004
	26-27-28
	3
	Brand Loyalty

	Woon, Moe et al, 2011
	29-30-31
	3
	Repurchase Intention




Table2.Factor loadings, Cronbach's alpha, combined reliability, and the average variance extracted
	Construct
	Factor Loadings
	Cronbach's Alpha
	Combined Reliability
	Average Variance Extracted

	
Functional Value
	FV1
FV2
FV3
FV4
	0.72
0.64
0.68
0.64
	
0.76
	
0.77
	
0.44

	
Social value
	SV1
SV2
SV3
	0.78
0.55
0.64
	

0.71
	

0.70
	

0.43

	
Emotional Value
	EV1
EV2
EV3
EV4
	0.76
0.64
0.71
0.77
	

0.80
	

0.81
	

0.52

	

Perceived Sacrifice
	PS1
PS2
PS3
PS4
PS5
PS6
	0.68
0.74
0.81
0.73
0.69
0.51
	


0.83
	


0.83
	


0.51

	
Utilitarian Value
	UV1
UV2
	0.82
0.87
	
0.83
	
0.83
	
0.71

	
Hedonistic Value
	HV1
HV2
HV3
	0.88
0.87
0.88
	
0.91
	
0.75
	
0.76

	
Customer Satisfaction
	CS1
CS2
CS3
	0.72
0.67
0.72
	
0.74
	
0.74
	
0.50

	
Brand Loyalty
	BL1
BL2
BL3
	0.76
0.78
0.72
	
0.79
	
0.75
	
0.56

	Repurchase intention
	RI2
RI3
	0.72
0.87
	
0.81
	
0.79
	
0.63



Table3. Correlation between Squared Inter Construct Correlation
	SIC
	Constructs measured

	0.0961    0.0784    0.0361    0.0729    0.0484       0.25       0.09         0.12
	Functional Value

	0.0961    0.193       0.04      0.0729      0.09       0.0729      0.09         0.22 
	Social value

	0.0784     0.193     0.044     0.0625      0.122     0.0784     0.0961      0.18
	Emotional Value

	0.0361     0.04      0.0441    0.0361      0.0484      0.21      0.784      0.0729
	Perceived Sacrifice

	0.0729   0.0625    0.0729    0.0361       0.108      0.122     0.0784     0.129
	Utilitarian Value

	0.122      0.09      0.0484     0.0484       0.108      0.122     0.0676     0.129
	Hedonistic Value

	0.625    0.0729    0.0784      0.0441       0.122      0.09       0.115      0.144 
	Customer Satisfaction

	0.09        0.09      0.0961      0.0784       0.784     0.0676     0.115      0.25
	Brand Loyalty

	0.122      0.22        0.18        0.0729       0.129      0.129       0.144      0.25
	Repurchase intention



Table4. Demographic Characteristics
	Percent
	Number
	Demographic variables

	
51.50
48.50
100
	
189
201
390
	Gender
Men
women
Total sum

	
15.1
26.7
16.2
6.9
35.1
100
	
59
104
63
27
137
390
	Age

Under 25 years
Between 26 to 30 years
Between 31 to 35 years
Between 36 to 40 years
Above 41 years
Total Sum

	
35.6
64.4
100
	
139
251
390
	Marital Status
Single
Married
Total Sum

	
29.7
13.3
40.5
16.4
100
	
116
52
158
64
390
	Education
Diploma & under diploma
Upper Diploma 
Bachelors
MA &PhD
Total Sum

	
41.8
23.8
23.1
11.3
100
	
163
93
90
44
390
	Job
Employee
Self-employed
Housekeeper
Student
Total Sum

	
24.3
46.7
29.0
100
	
95
182
113
390
	Household expenditure per month
Under 0.5 Million
Between 0.5 to 1 million
Upper 1 million
Total Sum

	
12.8
34.1
18.7
22.1
12.3
100
	
50
133
73
86
48
390
	Shopping Experience
Under 3 year
Between 3 to 6 year
Between 6 to 9 year
Between 9 to 12 year
Upper 12 year
Total Sum



Table5. Fitness indexes of the measurement model of research
	    Reported amount
	The minimum amount required
	Indexes

	664.26
	
	Chi-square

	369
	
	DF

	1.80
	3>
	Chi-square to DF

	0.90
	0.9≤
	NFI

	0.93
	0.9≤
	NNFI

	0.90
	0.9≤
	GFI

	0.94
	0.9≤
	IFI

	0.94
	0.9≤
	CFI

	0.038
	0.08>
	RMR

	0.045
	0.08>
	RMSEA



Table6. Fitness Indexes of Structural Model 
	Reported amount
	The minimum amount required
	Index

	664.26
	
	K Square

	369
	
	DF

	1.80
	3
	Chi-square to DF

	0.90
	0.9≤
	NFI

	[bookmark: _GoBack]0.93
	0.9≤
	NNFI

	0.90
	0.9≤
	GFI

	0.94
	0.9≤
	IFI

	0.94
	0.9≤
	CFI

	0.038
	0.08>
	RMSEA



Table7. Variables Correlation
	repurchase intention
	brand         loyalty
	customer   satisfaction
	hedonistic value
	utilitarian
value
	perceived       value
	emotional       value
	social         value
	functional value
	

	
	
	
	
	
	
	
	
	1
	functional value

	
	
	
	
	
	
	
	1
	0.31
	social value

	
	
	
	
	
	
	1
	0.44
	0.28
	emotional value

	
	
	
	
	
	1
	0.21
	0.20
	0.19
	perceived sacrifice

	
	
	
	
	1
	0.19
	0.27
	0.25
	0.27
	utilitarian value

	
	
	
	1
	0.33
	0.22
	0.35
	0.30
	0.22
	hedonistic value

	
	
	1
	0.30
	0.35
	0.21
	0.28
	0.27
	0.25
	customer satisfaction

	
	1
	0.34
	0.26
	0.28
	0.28
	0.31
	0.30
	0.30
	brand loyalty

	1
	0.50
	0.38
	0.36
	0.36
	0.27
	0.43
	0.47
	0.35
	repurchase intention




Table8. Path Coefficient, T Amount of Hypotheses
	Hypothesis
Number
	From Index
	
	To Index
	Path Coefficients
	T value
	Standard Error
	Meaningfulness
	Result

	Hypothesis 1

	Functional value
	
	Customer satisfaction
	0.35
	1.75
	0.21
	Not meaningful
	Not confirmed

	Hypothesis 2
	Social value
	
	Customer satisfaction
	-0.15
	-0.25
	0.51
	Not meaningful
	Not confirmed

	Hypothesis 3
	Emotional value
	
	Customer satisfaction
	0.24
	0.44
	0.48
	Not meaningful
	Not confirmed

	Hypothesis 4
	Perceived sacrifice
	
	Customer satisfaction
	0.32
	2.08
	0.064
	Meaningful
	Confirmed

	Hypothesis 5
	Utilitarian value
	

	Customer satisfaction
	0.38
	4.46
	0.065
	Meaningful
	Confirmed

	Hypothesis 6
	Hedonistic value
	
	Customer satisfaction
	0.49
	1.25
	0.070
	Not meaningful
	Not confirmed

	Hypothesis 7
	Functional value
	
	Brand loyalty
	0.46
	1.39
	0.43
	Not meaningful
	Not confirmed

	Hypothesis 8
	Social value
	
	Brand loyalty
	-0.81
	-0.82
	1.05
	Not meaningful
	Not confirmed

	Hypothesis 9
	Emotional value
	
	Brand loyalty
	0.77
	0.83
	0.99
	Not meaningful
	Not confirmed

	Hypothesis 10
	Perceived sacrifice
	
	Brand loyalty
	0.13
	1.23
	0.12
	Not meaningful
	Not confirmed

	Hypothesis 11
	Utilitarian value
	
	Brand loyalty
	0.21
	-2.23
	0.14
	Meaningful
	Not confirmed

	Hypothesis 12
	Hedonistic value
	
	Brand loyalty
	-0.20
	-1.35
	0.13
	Not meaningful
	Not confirmed

	Hypothesis 13
	Functional value
	
	Repurchase intention
	-0.47
	-0.72
	1.17
	Not meaningful
	Not confirmed

	Hypothesis 14
	Social value
	
	Repurchase intention
	1.53
	0.86
	2.62
	Not meaningful
	Not confirmed

	Hypothesis 15
	Emotional value
	
	Repurchase intention
	-1/09
	-0/66
	2.46
	Not meaningful
	Not confirmed

	Hypothesis 16
	Perceived sacrifice
	
	Repurchase intention
	-0.03
	-0.26
	0.18
	Not meaningful
	Not confirmed

	Hypothesis 17
	Utilitarian value
	
	Repurchase intention
	0.23
	0.74
	0.40
	Not meaningful
	Not confirmed

	Hypothesis 18
	Hedonistic value
	
	Repurchase intention
	0.18
	0.66
	0.34
	Not meaningful
	Not confirmed

	Hypothesis 19
	Customer satisfaction
	
	Brand loyalty
	0.78
	3.24
	-0.30
	Meaningful
	Confirmed

	Hypothesis 20
	Customer satisfaction
	
	Repurchase intention
	-0.11
	-0.23
	0.82
	Not meaningful
	Not confirmed

	Hypothesis 21
	Brand loyalty
	
	Repurchase intention
	0.74
	1.60
	0.65
	Not meaningful
	Not confirmed




