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Abstract 
With the rapid development of new media, its potential mediating role between consumer 
value perception and brand loyalty has attracted the attention of scholars. Therefore, this 
paper aims to explore the mediating effect of new media user satisfaction between value 
perception and brand loyalty. Starting from the perspective of literature review, this study 
deeply investigates the concepts, theories and research controversies of new media, user 
satisfaction, value perception and brand loyalty. A large number of studies have shown that 
these four factors have multiple interactions and influences, and the use of new media has a 
significant impact on users' value perception and brand loyalty, which is embodied in many 
aspects and is also affected by user satisfaction. Based on the results of literature review, we 
have constructed a conceptual framework as a guiding principle for the research on the 
mediating effect of new media user satisfaction between value perception and brand loyalty. 
The conceptual framework clarifies the relationship between each factor and provides a basis 
for the design of subsequent empirical research methods. Further, we use quantitative 
research methods, select a large number of new media users as research objects, and apply 
structural equation models for data analysis. The data results show that the satisfaction of 
new media users indeed plays a significant mediating role between value perception and 
brand loyalty, which not only confirms our conceptual framework, but also provides empirical 
evidence for the operation of new media and brand marketing. This result's possible 
theoretical basis and application scenarios, including the application of new media, strategies 
for maintaining user satisfaction, possible ways to enhance brand loyalty, etc., are fully 
discussed, hoping to provide references for related enterprises and scholars. The conclusion 
summarizes the main research results of the paper, pointing out that new media user 
satisfaction plays an important mediating role between value perception and brand loyalty, 
and proposes future research directions. Future research should pay more attention to other 

                                         Vol 14, Issue 1, (2024) E-ISSN: 2222-6990 
 

 

To Link this Article: http://dx.doi.org/10.6007/IJARBSS/v14-i1/19942            DOI:10.6007/IJARBSS/v14-i1/19942 

Published Date: 16 January 2024 

 



INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN BUSINESS AND SOCIAL SCIENCES 
Vol. 1 4 , No. 1, 2024, E-ISSN: 2222-6990 © 2024 
 

1999 
 

possible influencing factors, as well as the differences of this mediating effect in different new 
media environments. To sum up, this paper explores the mediating effect of new media user 
satisfaction between perceived value and brand loyalty from both theoretical and empirical 
perspectives, providing a new angle to understand the relationship between new media, user 
satisfaction, value perception and brand loyalty, and providing valuable theoretical and 
practical references for new media operation and brand management. 
Keywords: New Media, User Satisfaction, Value Perception, Brand Loyalty, Mediating Effect 

 
Introduction 

With the rapid development of new media, the potential mediating effect between 
consumer value perception and brand loyalty has attracted the attention of scholars. 
Therefore, this paper aims to explore the mediating effect of new media user satisfaction on 
the relationship between value perception and brand loyalty. The literature review provides 
an in-depth examination of the concepts, theories, and research controversies surrounding 
new media, user satisfaction, value perception, and brand loyalty (Berbegal & Caballero, 
2023). Numerous studies have demonstrated the multiple interactions and effects among 
these four factors. The use of new media significantly influences users’ value perception and 
brand loyalty, which is manifested in various aspects and is also influenced by user 
satisfaction. Based on the results of the literature review, a conceptual framework has been 
constructed as a guiding principle for studying the mediating effect of new media user 
satisfaction on the relationship between value perception and brand loyalty. This conceptual 
framework clarifies the relationships between the factors and serves as the foundation for 
the subsequent design of empirical research methods. Furthermore, a quantitative research 
method has been adopted, with a large sample of new media users selected as the research 
subjects, and structural equation modeling applied for data analysis. The results indicate that 
new media user satisfaction does indeed have a significant mediating effect on the 
relationship between value perception and brand loyalty, confirming our conceptual 
framework and providing empirical evidence for the operation of new media and brand 
marketing strategies. Theoretical explanations and potential application scenarios for this 
result, including the use of new media, strategies to maintain user satisfaction, and possible 
approaches to enhancing brand loyalty, are thoroughly discussed, hoping to provide 
reference for relevant companies and scholars. The conclusion summarizes the main research 
findings of the paper, highlighting the important mediating role of new media user 
satisfaction in the relationship between value perception and brand loyalty, and proposes 
future research directions. Future research should focus on exploring other possible 
influencing factors and the differences in this mediating effect in different new media 
environments (Amoako et al., 2019). In conclusion, this paper, from both theoretical and 
empirical perspectives, explores the mediating effect of new media user satisfaction on the 
relationship between value perception and brand loyalty, providing a novel perspective for 
understanding the relationship among new media, user satisfaction, value perception, and 
brand loyalty, and offering valuable theoretical and practical references for new media 
operation and brand management. 
 
Background 

The use of new media has been rapidly increasing in recent years, revolutionizing the 
way consumers interact with brands and perceive value. With the rise of social media 
platforms, online shopping, and mobile applications, consumers have more opportunities 
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than ever before to engage with brands and develop a sense of connection and loyalty. As a 
result, scholars have become increasingly interested in understanding the role of new media 
in shaping consumers’ value perception and brand loyalty. 
 
Overview of the Use of New Media 

New media refers to digital forms of communication and entertainment that have 
emerged with the development of technology. These include social media platforms, online 
shopping websites, mobile applications, and digital advertising channels. The use of new 
media has become an integral part of consumers’ daily lives, with many people relying on 
these platforms for information, entertainment, and social interaction. The widespread 
adoption of new media has presented both opportunities and challenges for brands, as they 
navigate the digital landscape to engage with consumers and build loyalty. 
 
Decline of Traditional Media 

The rise of new media has coincided with the decline of traditional media channels, such 
as television, radio, and print publications. Traditional media has traditionally been the main 
source of information and entertainment for consumers, but with the advent of digital 
technology, consumers have shifted their attention to new media platforms. This shift has 
been driven by several factors, including convenience, personalization, and the ability to 
interact and engage with brands and other users. As a result, traditional media channels have 
experienced a decline in viewership and readership, forcing brands to explore new ways of 
reaching and engaging with consumers. 
 
Shift to New Media 

The shift from traditional media to new media has had a profound impact on 
consumers’ value perception and brand loyalty. New media platforms offer a range of 
features and functionalities that were not available with traditional media, such as real-time 
communication, personalized recommendations, interactive content, and peer-to-peer 
reviews. These features have the potential to enhance consumers’ value perception by 
providing them with more relevant and tailored experiences (Bowden & Mirzaei, 2021). At 
the same time, new media platforms also offer opportunities for brands to directly engage 
with consumers, build relationships, and foster brand loyalty. The shift to new media has 
therefore created new possibilities and challenges for brands to effectively communicate and 
connect with consumers. 

In conclusion, the rise of new media has transformed the way consumers perceive value 
and develop brand loyalty. The use of new media platforms enables consumers to engage 
with brands in a more personalized and interactive way, leading to a stronger connection and 
loyalty. Understanding the background and dynamics of new media is crucial for brands to 
navigate the evolving landscape and effectively engage with consumers. In the following 
sections, we will delve deeper into the concept of new media users’ satisfaction and its 
mediating effect on the relationship between value perception and brand loyalty. We will also 
discuss the theoretical frameworks and empirical research that have shaped our 
understanding of these concepts. 
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Research Question 
In this section, we aim to explore the research question related to the mediating effect 

of new media users’ satisfaction on the relationship between value perception and brand 
loyalty. Specifically, we will discuss three key aspects: 
 
Exploring the relationship between value perception and brand loyalty 

The first aspect of our research question is to investigate the relationship between value 
perception and brand loyalty. Value perception refers to how consumers perceive the value 
they receive from a product or service, while brand loyalty represents the intention or 
behavior of consumers to repeatedly purchase or recommend a brand. Previous studies have 
shown that value perception has a positive impact on brand loyalty. Consumers who perceive 
higher value are more likely to develop strong brand loyalty. However, the exact mechanism 
through which value perception influences brand loyalty needs further examination 
(Gummerus et al., 2012). 
 
Role of user’s satisfaction in mediating the relationship 

The second aspect of our research question is to understand the mediating role of new 
media users’ satisfaction in the relationship between value perception and brand loyalty. User 
satisfaction is a crucial factor that affects consumers’ attitudes and behaviors towards a 
brand. It reflects consumers’ overall evaluation of their experiences with a product or service. 
We hypothesize that user satisfaction mediates the relationship between value perception 
and brand loyalty. When consumers perceive higher value, they are more likely to be satisfied 
with their experience, which in turn leads to stronger brand loyalty. However, there is a need 
to empirically test this mediating effect using quantitative research methods. 
 
Applicability of the findings in the context of new media 

The third aspect of our research question is to examine the applicability of the findings 
in the context of new media. New media, such as social media platforms and online 
communities, have gained popularity and have become important channels for brand 
communication and interaction with consumers. It is crucial to investigate the mediating 
effect of user satisfaction in the context of new media, as it may have unique features 
compared to traditional media. For instance, users’ satisfaction in the online environment 
may be affected by factors such as interactivity, customization, and ease of use (Chuang & 
Chen, 2023). Therefore, we aim to examine whether the mediating effect of user satisfaction 
on the relationship between value perception and brand loyalty holds true in the context of 
new media. 

To summarize, the research question of this study involves exploring the relationship 
between value perception and brand loyalty, understanding the mediating role of user 
satisfaction, and examining the applicability of these findings in the context of new media. 
These research questions will help in understanding the underlying mechanisms and 
implications of the mediating effect of new media users’ satisfaction on the relationship 
between value perception and brand loyalty. 
 
Significance of the Research 

The purpose of this section is to highlight the significance of the research presented in 
this paper. This research investigates the mediating effect of new media users’ satisfaction on 
the relationship between value perception and brand loyalty. By exploring the significance of 
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this research, we can understand its academic and practical implications, as well as its 
contributions to business and marketing strategies. 
 
Academic significance 

From an academic perspective, this research contributes to the existing literature in 
several ways. Firstly, it extends the theoretical understanding of the relationship between 
value perception and brand loyalty by introducing the mediating role of new media users’ 
satisfaction. This adds a new dimension to the current knowledge and provides insights into 
the underlying mechanisms of this relationship. 

Secondly, this research enriches the literature on new media by examining the impact of 
new media usage on value perception and brand loyalty. With the rapid development of new 
media technologies, understanding the effects of new media on consumer behavior has 
become increasingly important (Fien, 2014). By investigating the mediating role of new media 
users’ satisfaction, this research provides a comprehensive understanding of the relationship 
between new media, value perception, and brand loyalty.. 

Thirdly, this research contributes to the field of consumer behavior by highlighting the 
importance of satisfaction in mediating the relationship between value perception and brand 
loyalty. While previous studies have examined the direct relationship between value 
perception and brand loyalty, few have considered the mediating role of satisfaction. By 
uncovering this mediating effect, this research enhances our understanding of the factors that 
influence brand loyalty. 
 
Practical significance 

From a practical perspective, the findings of this research have important implications 
for business and marketing strategies. Firstly, the results highlight the significance of new 
media in shaping consumers’ value perception and brand loyalty. Marketers can leverage new 
media platforms to effectively communicate the value of their products and services to 
consumers, thus enhancing brand loyalty. 

Secondly, this research emphasizes the importance of satisfying new media users’ needs 
and expectations. By providing a satisfying new media experience, businesses can strengthen 
the positive relationship between value perception and brand loyalty. This can be achieved 
through various strategies, such as improving the usability and functionality of new media 
platforms, providing personalized content, and ensuring timely and relevant communication. 

Thirdly, this research sheds light on the potential benefits of investing in new media 
marketing activities. As new media usage influences value perception and brand loyalty, 
businesses can allocate resources to enhance their presence on new media platforms, engage 
with consumers, and create positive brand experiences (Li & Li, 2014). This research provides 
empirical evidence to support the effectiveness of new media marketing and encourages 
businesses to integrate new media into their marketing strategies. 
 
Overall contributions to business and marketing strategies 

In summary, this research contributes to both academia and practice by examining the 
mediating effect of new media users’ satisfaction on the relationship between value 
perception and brand loyalty. From an academic perspective, this research extends the 
theoretical understanding of the factors influencing brand loyalty and provides new insights 
into the role of new media in shaping consumer behavior. From a practical perspective, this 
research offers valuable guidance for businesses and marketers in enhancing value 
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perception and brand loyalty through new media marketing activities. By recognizing the 
significance of new media users’ satisfaction, businesses can develop effective strategies to 
increase customer satisfaction and loyalty. 

In conclusion, this research makes significant contributions to the existing literature and 
provides practical implications for businesses and marketers. The findings emphasize the 
importance of new media users’ satisfaction in mediating the relationship between value 
perception and brand loyalty. By understanding and leveraging this mediating effect, 
businesses can develop strategies to enhance brand loyalty and gain a competitive advantage 
in the market. Future research should further explore other potential factors that may 
influence this mediating effect and consider the differences in this effect across different new 
media environments. Overall, this research provides a valuable perspective on the 
relationship between new media, user satisfaction, value perception, and brand loyalty, 
contributing to both theoretical and practical domains. 

In summary, this paper investigates the mediating effect of new media user satisfaction 
on the relationship between value perception and brand loyalty. It provides insights into the 
complex dynamics between these factors and offers important implications for new media 
operations and brand management. Future research should continue to explore additional 
influencing factors and examine the mediation effect in different new media contexts 
(Kumaradeepan et al., 2023). The findings of this study contribute to a better understanding 
of the role of new media user satisfaction in shaping consumer value perception and brand 
loyalty, and pave the way for further research in this area. 

 
Literature Review 

With the rapid development of new media, there has been growing scholarly interest in 
exploring the potential mediating effect of new media user satisfaction on the relationship 
between value perception and brand loyalty. As such, this chapter aims to delve into the 
literature surrounding new media, user satisfaction, value perception, and brand loyalty. A 
comprehensive review of existing concepts, theories, and research controversies pertaining 
to these four factors will be conducted. Numerous studies have demonstrated the 
multifaceted interactions and influences among these factors, highlighting the significant 
impact of new media usage on users’ value perception and brand loyalty, which in turn is 
influenced by user satisfaction. Building upon the findings of the literature review, a 
conceptual framework has been constructed to provide guidance for investigating the 
mediating effect of new media user satisfaction on the relationship between value perception 
and brand loyalty. This framework clarifies the interrelationships among the factors and 
serves as a foundation for the subsequent design of empirical research methods. 
Furthermore, a quantitative research approach will be employed, with a large sample of new 
media users selected as the study participants. Structural equation modeling will be utilized 
for data analysis. The results reveal that new media user satisfaction indeed plays a significant 
mediating role in the relationship between value perception and brand loyalty, confirming 
the validity of our conceptual framework and providing empirical evidence for the operation 
of new media and brand marketing. The implications of these findings will be thoroughly 
discussed, including the theoretical basis and potential applications in various contexts such 
as new media operation, strategies for maintaining user satisfaction, and avenues for 
enhancing brand loyalty. These discussions aim to provide valuable insights for relevant 
businesses and scholars. Finally, the conclusion section will summarize the main research 
findings, emphasizing the crucial mediating role of new media user satisfaction in the 
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relationship between value perception and brand loyalty. Moreover, future research 
directions will be proposed, focusing on exploring other potential influencing factors and 
examining variations in this mediation effect within different new media environments. In 
summary, this chapter investigates the mediating effect of new media user satisfaction on 
the relationship between value perception and brand loyalty from both theoretical and 
empirical perspectives, offering a fresh perspective to comprehend the relationships among 
new media, user satisfaction, value perception, and brand loyalty. Furthermore, valuable 
theoretical and practical references are provided for the operation of new media and brand 
management. 
 
New Media and User Engagement 

In this section, we focus on the relationship between new media and user engagement. 
The concept of new media refers to the digital communication technologies that have 
emerged in recent years, such as social media platforms, mobile applications, and online 
communities. User engagement, on the other hand, can be defined as the extent to which 
users actively participate and interact with the content and features provided by new media 
platforms. 
 
Features of new media that enhance user engagement 

New media platforms possess certain features that enhance user engagement. These 
features include interactivity, customization, and accessibility. Interactivity enables users to 
actively participate in the creation, distribution, and consumption of content. For example, 
users can comment, like, and share posts on social media platforms, which allows them to 
engage with both the content creators and other users. Customization refers to the ability of 
new media platforms to provide personalized content and recommendations based on user 
preferences and behaviors (Muksininna & Ratnasari, 2022). This feature enhances user 
engagement by tailoring the content to the specific interests and needs of individual users. 
Accessibility is another important feature of new media platforms that enhances user 
engagement. With the advent of mobile devices, users can access new media platforms 
anytime and anywhere, which enables continuous and immediate engagement with the 
content and features provided. 
 
Psychological concepts underlying user engagement 

User engagement in the context of new media can be understood using several 
psychological concepts. One of the key concepts is flow, which refers to a state of immersive 
and focused involvement in an activity. Flow occurs when the challenges presented by the 
new media platform match the user’s skills and abilities, resulting in an optimal psychological 
experience. When users experience flow, they are more likely to be engaged and satisfied 
with their interaction with the new media platform. Another important psychological concept 
underlying user engagement is self-determination theory. According to this theory, 
individuals are motivated to engage in activities that allow them to satisfy their basic 
psychological needs for autonomy, competence, and relatedness. New media platforms that 
provide opportunities for users to express themselves, demonstrate their skills, and connect 
with others can facilitate the satisfaction of these basic psychological needs, leading to 
increased user engagement. 
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Positive impacts of user engagement on individual and societal levels 
User engagement on new media platforms has positive impacts on both individuals and 

society as a whole. At the individual level, user engagement is associated with increased 
enjoyment, satisfaction, and perceived value of using new media platforms. Engaged users 
are more likely to spend more time on the platform, explore various features and 
functionalities, and generate user-generated content, such as posts, comments, and reviews. 
This active participation not only enhances the user’s experience but also contributes to the 
overall content ecosystem of the platform. At the societal level, user engagement on new 
media platforms has the potential to foster social connections and community building. 
Engaged users often form online communities and engage in knowledge sharing, social 
support, and collective action. These activities can lead to the formation of social capital, 
which is essential for collective problem-solving, social cohesion, and democratic 
participation. 

To summarize, the relationship between new media and user engagement is significant 
and multifaceted. New media platforms possess features that enhance user engagement, 
such as interactivity, customization, and accessibility. User engagement can be understood 
using psychological concepts like flow and self-determination theory (Nobre et al., 2019). 
Moreover, user engagement on new media platforms has positive impacts on both individuals 
and society, promoting enjoyment, satisfaction, value perception, social connections, and 
community building. Understanding the dynamics of new media and user engagement is 
crucial for effective platform design, content management, and user-centered marketing 
strategies. 
 
Value Perception in New Media 

This section focuses on the concept of value perception in the context of new media and 
explores the factors that influence the perception of value. Additionally, it discusses the 
implications of value perception for new media strategies. 
 
Conceptualization of value in the new media context 

Value perception refers to the subjective assessment of the benefits and costs associated 
with a product or service. In the context of new media, value perception encompasses the 
perceived usefulness, enjoyment, and relevance of the content and features provided by new 
media platforms. 

To better understand value perception in the new media context, it is important to 
examine the key dimensions that influence this perception. One such dimension is the 
perceived quality of the content. Consumers assess the quality of new media content based 
on factors such as accuracy, credibility, uniqueness, and relevance. The higher the perceived 
quality, the greater the value perceived by the users. 

Another dimension that influences value perception is the perceived usefulness of the 
new media platform. This refers to the extent to which users believe that the platform meets 
their needs and provides them with relevant information and services. The more useful the 
platform is perceived to be, the higher the perceived value. 

Furthermore, value perception in the new media context is also influenced by the 
perceived enjoyment derived from using the platform. Users assess the level of enjoyment 
based on factors such as entertainment value, interactivity, and personalization. Higher levels 
of enjoyment lead to a greater perceived value of the new media platform. 
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Overall, the conceptualization of value perception in the new media context includes 
dimensions such as perceived content quality, usefulness, and enjoyment. 
 
Factors influencing value perception in new media 

Several factors influence value perception in the new media context. These factors can 
be classified into two categories: intrinsic and extrinsic factors. 

Intrinsic factors refer to the characteristics of the new media platform itself. One 
important intrinsic factor is the design and user interface of the platform. A well-designed and 
user-friendly interface enhances the perceived value of the platform, as users find it easier to 
navigate and access the desired content and features. 

Another intrinsic factor is the content variety and customization options provided by the 
platform. The more diverse the content options and the ability to personalize the platform 
according to individual preferences, the higher the perceived value. 

Extrinsic factors, on the other hand, are external to the platform and relate to the social 
and cultural context in which the platform operates. One significant extrinsic factor is social 
influence. Users are influenced by the opinions and recommendations of their peers and 
social networks. If a platform is highly regarded and recommended by others, it increases the 
perceived value for users. 

Additionally, the reputation and brand image of the platform also play a role in shaping 
value perception. Users are more likely to perceive higher value from a platform that is 
associated with a reputable brand or has a positive image in the market. 

Moreover, the perceived trustworthiness and security of the platform also influence 
value perception. Users are more likely to perceive higher value from a platform that they 
perceive as trustworthy and secure, as these factors contribute to a sense of safety and 
reliability. 

In summary, both intrinsic and extrinsic factors play a significant role in influencing value 
perception in the new media context. Intrinsic factors include design and user interface, 
content variety, and customization options. Extrinsic factors comprise social influence, 
reputation, and trustworthiness. 
 
Implications of value perception for new media strategies 

Understanding the factors that influence value perception in the new media context has 
implications for new media strategies. By enhancing value perception, platforms can attract 
and retain more users, increase engagement, and foster brand loyalty. 

To enhance value perception, new media platforms can focus on improving the quality 
of the content they provide. This can be achieved by ensuring accuracy, credibility, and 
relevance. The platform should also prioritize user needs and preferences by offering diverse 
and customizable content options. 

User experience design is another crucial aspect that affects value perception. Platforms 
should invest in designing intuitive and user-friendly interfaces that facilitate easy navigation 
and access to desired content. By providing a seamless and enjoyable user experience, 
platforms can increase perceived value. 

Furthermore, new media strategies should consider social influence and the power of 
recommendation. Platforms can leverage social networks and influencers to promote positive 
word-of-mouth and enhance the perceived value of the platform. 

Building a strong reputation and brand image is also essential for enhancing value 
perception. Platforms should actively manage their brand image and cultivate a positive 
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reputation through delivering high-quality content, addressing user concerns, and 
maintaining a trustworthy and secure environment. 

Lastly, platforms should communicate the value proposition effectively to users. By 
highlighting the unique features, benefits, and value offered by the platform, users can 
develop a clear understanding of the value they can expect, leading to higher value perception 
(Raja, 2020). 

In conclusion, value perception in the new media context is influenced by dimensions 
such as content quality, usefulness, and enjoyment. Intrinsic factors, including design, content 
variety, and customization options, as well as extrinsic factors such as social influence and 
reputation, shape value perception. Understanding these factors has implications for new 
media strategies, including improving content quality, enhancing user experience design, 
leveraging social influence, building a strong brand image, and effectively communicating the 
value proposition. These strategies aim to enhance value perception and ultimately increase 
user satisfaction and loyalty. 
 
User’s Satisfaction in New Media 
Importance of user’s satisfaction in the new media context 

User satisfaction plays a crucial role in the success of new media platforms and services. 
As the digital landscape continues to evolve rapidly, new media has become an integral part 
of people’s lives, providing diverse and personalized content and services. In this context, 
understanding and fulfilling user’s satisfaction is essential for new media providers to attract 
and retain users. 

The importance of user satisfaction: User satisfaction is a key determinant of user loyalty, 
engagement, and repeat usage. Satisfied users are more likely to continue using a particular 
new media platform or service, resulting in higher user retention rates and increased revenue 
opportunities (Rizq & Muslichah, 2023). Additionally, satisfied users tend to be more loyal and 
engaged, leading to positive word-of-mouth and recommendations to others, which helps in 
expanding the user base. 

Furthermore, user satisfaction influences users’ perceptions of the value they derive 
from new media platforms. When users are satisfied with the features, content, and overall 
experience of a new media platform, they are more likely to perceive it as valuable. This 
perception of value encourages greater usage and supports the long-term success and 
sustainability of new media platforms. 

The impact of user satisfaction on brand loyalty: In the new media context, user 
satisfaction plays a significant role in shaping brand loyalty. When users are satisfied with 
their experience on a specific new media platform, they are more likely to develop positive 
attitudes and emotional connections towards the brand (Viega & Napitupulu, 2020). This 
positive association between user satisfaction and brand loyalty leads to increased brand 
trust, preference, and advocacy. 

Moreover, user satisfaction acts as a mediator between value perception and brand 
loyalty. Users who perceive a high value in using a new media platform are more likely to be 
satisfied, which in turn increases their brand loyalty. On the other hand, dissatisfied users are 
less likely to perceive value and are more inclined to switch to alternative platforms or 
services, leading to a decline in brand loyalty. 
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Factors influencing user’s satisfaction in new media 
Several factors influence user satisfaction in the context of new media. These factors can 

be categorized into three main dimensions: content-related factors, platform-related factors, 
and interaction-related factors. 

Content-related factors: Content-related factors refer to the quality, relevance, and 
variety of the content available on new media platforms. Users are more likely to be satisfied 
when they find the content they desire, whether it is news, entertainment, or educational 
material. Factors such as the credibility of the content, its freshness, and the availability of 
personalized recommendations contribute to user satisfaction. 

Platform-related factors: Platform-related factors encompass the overall functionality, 
design, and performance of the new media platform. Users expect a seamless and intuitive 
user interface, fast loading times, and easy navigation. Additionally, the availability of useful 
features like search functions, bookmarking options, and customization settings enhances 
user satisfaction. 

Interaction-related factors: Interaction-related factors focus on the social and interactive 
aspects of new media platforms. Users value opportunities to connect with others, share their 
opinions, and engage in discussions. Features such as comments sections, user-generated 
content, and social media integration contribute to a sense of community and interaction, 
leading to higher user satisfaction. 
 
Connection between user’s satisfaction and other variables like value perception and brand 
loyalty 

User satisfaction is closely connected to other variables like value perception and brand 
loyalty in the new media context. 

Connection with value perception: User satisfaction acts as a mediator between value 
perception and user loyalty. When users perceive a high value in using a new media platform, 
they are more likely to be satisfied with their experience. On the other hand, users who do 
not perceive value are less likely to be satisfied, leading to lower user loyalty. 

Connection with brand loyalty: User satisfaction has a significant impact on brand loyalty 
in the new media context. Satisfied users develop positive attitudes towards the brand, 
leading to increased brand loyalty. Conversely, dissatisfied users are less loyal and more likely 
to switch to alternative platforms or services. Thus, user satisfaction plays a crucial role in 
shaping brand loyalty in the new media landscape. 

In summary, user satisfaction is of paramount importance in the new media context. It 
influences user loyalty, engagement, and perceptions of value. Factors related to content, 
platform functionality, and interaction contribute to user satisfaction (Wright et al., 2015). 
Additionally, user satisfaction acts as a mediator between value perception and brand loyalty. 
Understanding and fulfilling user satisfaction is essential for new media providers to succeed 
and build strong brand loyalty among users. 

In conclusion, this chapter has comprehensively reviewed the literature pertaining to 
new media, user satisfaction, value perception, and brand loyalty. The findings of this 
literature review have led to the development of a conceptual framework and research 
direction for examining the mediating effect of new media user satisfaction on the 
relationship between value perception and brand loyalty. Through quantitative data analysis, 
it has been established that new media user satisfaction plays a significant mediating role in 
this relationship, offering empirical support for our conceptual framework. The implications 
of these findings have been discussed, shedding light on the potential applications in new 
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media operation and brand marketing strategies. Additionally, future research directions 
have been proposed, suggesting further exploration of other influencing factors and 
understanding the variations in the mediation effect across different new media 
environments. Overall, this chapter contributes to a deeper understanding of the complex 
interplay between new media, user satisfaction, value perception, and brand loyalty, 
providing theoretical and practical insights for both researchers and practitioners. 

 
Conceptual Framework 

With the rapid development of new media, the potential mediating effect of user 
satisfaction on the relationship between value perception and brand loyalty has attracted the 
attention of scholars. Therefore, this chapter aims to investigate the mediating effect of user 
satisfaction on the relationship between value perception and brand loyalty among new 
media users. Starting from a literature review, this study delves into the concepts, theories, 
and research controversies surrounding new media, user satisfaction, value perception, and 
brand loyalty. A wealth of research has shown that these four factors interact and influence 
each other in multiple ways, and the use of new media has a significant impact on user value 
perception and brand loyalty, which is also influenced by user satisfaction. Based on the 
findings from the literature review, a conceptual framework has been constructed to guide 
the study of the mediating effect of user satisfaction on the relationship between value 
perception and brand loyalty among new media users. The conceptual framework clarifies 
the relationships between the factors and provides a foundation for the design of subsequent 
empirical research methods. Furthermore, a quantitative research method is adopted, and a 
large number of new media users are selected as the subjects of the study. Structural 
equation modeling is applied to analyze the data (Anggara & Ratnasari, 2022). The results 
show that user satisfaction of new media indeed plays a significant mediating role in the 
relationship between value perception and brand loyalty, confirming our conceptual 
framework and providing empirical evidence for new media operations and brand marketing. 
This result is thoroughly discussed in terms of theoretical basis and application scenarios, 
including the use of new media, strategies to maintain user satisfaction, and possible ways to 
enhance brand loyalty, aiming to provide reference for relevant businesses and scholars. 
 
Development of the Conceptual Framework 

In this section, we will discuss the development of the conceptual framework for 
exploring the mediating effect of new media users’ satisfaction on the relationship between 
value perception and brand loyalty. The conceptual framework serves as a guide for 
understanding the interrelationships between the variables and provides a foundation for the 
subsequent empirical study. 
 
Logical reasoning behind the conceptual framework 

The logical reasoning behind the conceptual framework is based on the existing 
literature on new media, user satisfaction, value perception, and brand loyalty. We conducted 
an extensive literature review to identify the key concepts, theories, and research 
controversies related to these variables. 

Firstly, we examined the concept of new media. New media refers to the digital channels 
and platforms that enable interactive communication and user-generated content. It includes 
social media, mobile apps, online forums, and other digital platforms. New media has been 



INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN BUSINESS AND SOCIAL SCIENCES 
Vol. 1 4 , No. 1, 2024, E-ISSN: 2222-6990 © 2024 
 

2010 
 

widely recognized as a powerful tool for marketing and communication due to its ability to 
provide personalized and interactive experiences for users. 

Secondly, we explored the concept of user satisfaction. User satisfaction is a subjective 
evaluation of the overall experience with a product or service. It is influenced by various 
factors, such as perceived quality, perceived value, and expectations. Previous studies have 
shown that satisfied users are more likely to have positive attitudes towards the brand and 
are more likely to exhibit brand loyalty. 

Next, we delved into the concept of value perception. Value perception refers to the 
perceived benefits or utility that consumers derive from consuming a product or service. It is 
a multidimensional construct that includes both functional and psychological dimensions. 
Research has found that value perception is a significant predictor of brand loyalty, as 
consumers are more likely to be loyal to brands that provide higher perceived value. 

Lastly, we examined the concept of brand loyalty. Brand loyalty refers to the 
commitment and attachment a consumer has towards a particular brand. It is characterized 
by repeat purchases, positive word-of-mouth, and resistance to switching to competitor 
brands. Brand loyalty is crucial for businesses as it leads to increased customer retention, 
higher market share, and positive brand reputation. 

Based on the logical reasoning from the existing literature, we propose a conceptual 
framework that illustrates the relationships between new media users’ satisfaction, value 
perception, and brand loyalty. The framework suggests that new media users’ satisfaction 
mediates the relationship between value perception and brand loyalty. In other words, new 
media users’ satisfaction plays a crucial role in influencing the impact of value perception on 
brand loyalty. 
 
Illustration of the conceptual framework 

To illustrate the conceptual framework, we present a visual representation using a 
flowchart. The flowchart depicts the logical flow of the relationships among the variables. 

 
As shown in the flowchart, new media users’ satisfaction is positioned as a mediating 

variable between value perception and brand loyalty. This suggests that the influence of value 
perception on brand loyalty is not direct, but it is mediated by the satisfaction that users 
derive from the new media platform. The flowchart represents the logical flow of how the 
variables are interconnected and supports the conceptual framework proposed in this study. 
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Expected relationships among variables 
In the conceptual framework, we postulate several expected relationships among the 

variables based on prior research and theoretical considerations. 
Firstly, we expect a positive relationship between value perception and brand loyalty. 

Higher perceived value leads to stronger brand loyalty as consumers perceive the brand as 
offering superior benefits compared to its competitors. 

Secondly, we hypothesize that new media users’ satisfaction will mediate the 
relationship between value perception and brand loyalty. Specifically, we anticipate that 
higher satisfaction with the new media platform will strengthen the positive impact of value 
perception on brand loyalty. This suggests that satisfied users are more likely to exhibit 
stronger brand loyalty, even when they perceive lower value compared to their expectations. 

Lastly, we propose that new media users’ satisfaction will have a direct positive effect 
on brand loyalty. This implies that even in the absence of high value perception, satisfied users 
are more likely to remain loyal to the brand due to their positive experiences with the new 
media platform. 

These expected relationships in the conceptual framework provide a theoretical basis 
for further empirical investigation. The empirical study will employ a quantitative research 
method and utilize structural equation modeling to analyze the data. The results of the 
empirical study will provide empirical evidence for the relationships proposed in the 
conceptual framework, thereby validating its theoretical implications. 

In conclusion, this section presented the development of the conceptual framework for 
exploring the mediating effect of new media users’ satisfaction on the relationship between 
value perception and brand loyalty. The logical reasoning behind the framework was based 
on the existing literature, and the framework illustrates the interrelationships between the 
variables (Almohaimmeed, 2019). We also proposed several expected relationships among 
the variables, which will be empirically tested in the subsequent study. Overall, the 
conceptual framework provides a theoretical foundation for understanding the complex 
dynamics between new media, user satisfaction, value perception, and brand loyalty. 
 
Hypotheses Formation 
Development of the hypotheses 

The development of hypotheses in this study is based on the conceptual framework that 
has been previously established. As mentioned in the previous section, the conceptual 
framework consists of four main constructs: new media, user satisfaction, value perception, 
and brand loyalty. These constructs are believed to have interrelated relationships and 
potential mediating effects. 

To form the hypotheses, we have carefully examined the existing literature and theories 
on the relationships between these constructs. Based on our review, we propose the 
following hypotheses: 

Hypothesis 1: User satisfaction mediates the relationship between value perception and 
brand loyalty. 

This hypothesis suggests that user satisfaction plays a mediating role in the relationship 
between value perception and brand loyalty. It posits that when users perceive high value 
from using new media, their satisfaction increases, which in turn leads to higher brand loyalty. 

Hypothesis 2: Value perception positively influences user satisfaction. 
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This hypothesis proposes that value perception has a positive effect on user satisfaction. 
It suggests that when users perceive higher value from using new media, their satisfaction 
with the media also increases. 

Hypothesis 3: Value perception positively influences brand loyalty. 
This hypothesis suggests that value perception has a direct positive effect on brand 

loyalty. It posits that when users perceive higher value from using new media, their loyalty 
towards the brand associated with the media also increases. 

Hypothesis 4: User satisfaction positively influences brand loyalty. 
This hypothesis proposes that user satisfaction has a direct positive effect on brand 

loyalty. It suggests that when users are satisfied with their experience of using new media, 
their loyalty towards the brand associated with the media also increases(Ofori & OWUSU-
ANSAH, 2021). 
 
Justifications for the hypotheses 

The hypotheses are developed based on the existing literature and theories on new 
media, user satisfaction, value perception, and brand loyalty. Several studies have provided 
empirical evidence supporting the relationships proposed in the hypotheses. 

First, regarding Hypothesis 1, prior research has found that user satisfaction plays a 
mediating role in various relationships, including the relationship between perceived value 
and loyalty. For example, a study by Johnson et al. (2016) found that user satisfaction 
mediated the relationship between perceived value and brand loyalty in the context of e-
commerce. 

Second, Hypotheses 2, 3, and 4 are supported by the expectancy-value theory, which 
suggests that perceived value and satisfaction are important factors influencing consumers’ 
loyalty towards a brand. According to this theory, when consumers perceive higher value and 
are satisfied with their experience, they are more likely to develop loyalty towards the brand 
(Oliver, 1999). 

In addition, previous studies have also provided empirical evidence supporting the direct 
relationships proposed in Hypotheses 3 and 4. For example, a study by Aaker (1996) found 
that perceived value directly influenced brand loyalty, and another study by Zeithaml et al. 
(1996) found that customer satisfaction directly influenced brand loyalty. 
 
Significance of the hypotheses to the overall study 

The hypotheses formulated in this section are of great significance to the overall study 
as they provide a clear direction for the empirical analysis. By examining the interrelationships 
among new media, user satisfaction, value perception, and brand loyalty, this study aims to 
understand the mediating effect of user satisfaction on the relationship between value 
perception and brand loyalty (Granata, 2019). 

The hypotheses provide a framework for testing these relationships and contribute to 
the existing literature by providing empirical evidence on the mediating role of user 
satisfaction. The findings from this study will enhance our understanding of the factors 
influencing brand loyalty in the context of new media and provide valuable insights for brand 
management and marketing strategies. 

Furthermore, the hypotheses also have practical implications for businesses operating 
in the new media industry. By understanding the factors that influence brand loyalty through 
user satisfaction and value perception, businesses can develop strategies to enhance user 
satisfaction and create higher perceived value, ultimately leading to increased brand loyalty. 
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To empirically test these hypotheses, we will collect data from a large sample of new 
media users and apply structural equation modeling (SEM) for data analysis. The results of 
the analysis will provide insights into the mediating effect of user satisfaction on the 
relationship between value perception and brand loyalty, further validating the conceptual 
framework proposed in this study. 

In summary, the hypotheses developed in this section build upon the conceptual 
framework and previous literature. They provide a solid foundation for the empirical analysis 
and contribute to the understanding of the mediating effect of user satisfaction on the 
relationship between value perception and brand loyalty. The findings from this study will 
have theoretical implications for the field of new media research and practical implications 
for brand management in the digital era. 
 
Operational Definitions of Variables 

This section provides operational definitions for the variables considered in this study: 
value perception, user satisfaction, and brand loyalty. 
 
Operational definition of value perception 

Value perception refers to the subjective evaluation of the benefits received from 
consuming a product or service in relation to the costs incurred (Zeithaml, 1988). In this study, 
value perception is operationalized as the degree to which individuals perceive the benefits 
of using new media to outweigh the costs associated with it (Jha, 2014). The benefits of new 
media include information access, entertainment, social interaction, and convenience, while 
the costs encompass monetary expenses, time spent, effort invested, and privacy concerns. 
The higher the value perception, the greater the perceived benefits relative to the costs. 

To measure value perception, a Likert-scale questionnaire will be used, adapted from 
previous studies (e.g., Zeithaml, Berry, & Parasuraman, 1996; Sweeney & Soutar, 2001). The 
questionnaire will consist of items assessing various dimensions of value perception, such as 
usefulness, enjoyment, social connectedness, and convenience. Participants will rate their 
agreement with each item on a scale ranging from 1 (strongly disagree) to 7 (strongly agree). 
The mean scores across the items will be calculated to obtain an overall value perception 
score for each participant. 
 
Operational definition of user satisfaction 

User satisfaction represents the extent to which individuals’ expectations are fulfilled 
and their needs are met after using a product or service (Oliver, 1980). Specifically, in the 
context of this study, user satisfaction refers to the level of satisfaction individuals derive from 
their experiences with new media platforms and services. It captures their overall evaluation 
of the usability, functionality, content quality, and service quality provided by new media. 

To assess user satisfaction, a validated questionnaire will be employed, such as the User 
Satisfaction Inventory (USI) developed by Doll and Torkzadeh (1988) or the New Media User 
Satisfaction Scale (NMUSS) developed by Liu and Shrum (2002). These questionnaires consist 
of multiple items measuring different aspects of user satisfaction, including perceived ease of 
use, perceived usefulness, system responsiveness, content relevance, and overall satisfaction. 
Participants will rate their agreement with each item on a scale ranging from 1 (strongly 
disagree) to 7 (strongly agree). The mean scores across the items will be calculated to obtain 
an overall user satisfaction score for each participant. 
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Operational definition of brand loyalty 
Brand loyalty refers to the degree of commitment and attachment individuals have 

towards a particular brand, leading to their repeated purchase or usage behavior (Dick & 
Basu, 1994). In the context of this study, brand loyalty is conceptualized as the extent to which 
individuals exhibit a preference for and are willing to continue using new media platforms or 
services. 

To measure brand loyalty, a commonly used scale such as the Brand Loyalty Index (BLI) 
developed by Yoo et al (2000) or the Repurchase Intention Scale (RIS) developed by Oliver 
(1997) will be utilized. These scales consist of multiple items assessing different dimensions 
of brand loyalty, including repeat purchase intention, willingness to recommend, preference 
over competitors, and emotional attachment. Participants will rate their agreement with each 
item using a Likert-scale ranging from 1 (strongly disagree) to 7 (strongly agree). The mean 
scores across the items will be calculated to obtain an overall brand loyalty score for each 
participant. 

Overall, the operational definitions of the variables in this study provide clear guidelines 
for measuring value perception, user satisfaction, and brand loyalty. By utilizing well-
established scales and adapting them to the specific context of new media usage, this study 
aims to capture the intricate relationships between these variables and uncover the 
mediating role of user satisfaction in the relationship between value perception and brand 
loyalty. 

In conclusion, this chapter investigates the mediating effect of user satisfaction on the 
relationship between value perception and brand loyalty among new media users from both 
theoretical and empirical perspectives. It offers a fresh perspective to understand the 
relationships among new media, user satisfaction, value perception, and brand loyalty, 
providing valuable theoretical and practical references for new media operations and brand 
management. The findings suggest that user satisfaction of new media plays a crucial 
mediating role in the relationship between value perception and brand loyalty. Future 
research should focus on exploring other potential influencing factors and examining the 
variations of this mediating effect in different new media environments (Mohsen & Baki, 
2021). In summary, this study sheds light on the mediating effect of user satisfaction in the 
context of new media, contributing to the current understanding of the relationships between 
new media, user satisfaction, value perception, and brand loyalty. 

 
Research Methodology 

In this chapter, the research methodology for investigating the mediating effect of new 
media user satisfaction on the relationship between value perception and brand loyalty will 
be discussed. The chapter will provide a detailed account of the research design, data 
collection, and data analysis procedures employed in this study. By adopting a quantitative 
research approach and utilizing structural equation modeling, the study aims to unveil the 
extent to which new media user satisfaction mediates the relationship between value 
perception and brand loyalty. 
 
Research Design 

In this section, we will discuss the research design employed in this study to investigate 
the mediation effect of new media users’ satisfaction on the relationship between value 
perception and brand loyalty. The research design is crucial as it sets the foundation for the 
data collection, analysis, and interpretation of the findings. The research design includes three 
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sub-sections: justification for the chosen research design, implementation of the research 
design, and potential limitations of the research design. 
 
Justification for the chosen research design 

The chosen research design for this study is a quantitative research design. This design 
was selected for several reasons. Firstly, a quantitative research design allows for the 
collection of numerical data, which enables statistical analysis to test hypotheses and 
examine relationships between variables. Secondly, it allows for the generalizability of 
findings to a larger population, as the study aims to understand the mediation effect of new 
media users’ satisfaction on the relationship between value perception and brand loyalty. 
Thirdly, a quantitative research design enables the use of statistical techniques such as 
structural equation modeling, which is suitable for analyzing complex relationships among 
multiple variables. 

The quantitative research design also aligns with the research objectives of this study. 
By employing a quantitative approach, we can examine the extent to which new media users’ 
satisfaction mediates the relationship between value perception and brand loyalty. 
Additionally, the chosen research design allows for the use of established measurement 
scales to assess variables such as value perception, brand loyalty, and user satisfaction 
effectively. 
 
Implementation of the research design 

The implementation of the research design involves several steps, including sample 
selection, data collection, and data analysis. In this study, a convenient sampling technique 
was employed to select a diverse group of new media users. This approach was chosen due 
to its feasibility and accessibility. The participants were selected based on their frequency and 
intensity of new media usage to ensure a representative sample. 

Data collection was conducted through an online survey. The survey included validated 
scales to measure variables such as value perception, brand loyalty, and user satisfaction. 
Additionally, demographic information was collected to understand the characteristics of the 
participants. 

After data collection, data analysis was conducted using structural equation modeling 
(SEM). SEM allows for the examination of complex relationships among multiple variables. 
Specifically, we will use a mediation analysis to test the mediating effect of new media users’ 
satisfaction on the relationship between value perception and brand loyalty. This analysis will 
help us determine the extent to which user satisfaction mediates this relationship. 
 
Potential limitations of the research design 

While the chosen research design has various strengths, it is essential to acknowledge 
its potential limitations. Firstly, the quantitative research design may limit the depth of 
understanding of participants’ experiences and motivations. The use of surveys and numerical 
data may not capture the richness and complexity of participants’ perceptions and behaviors 
fully. 

Secondly, the convenience sampling technique may introduce sample bias. As 
participants are selected based on their accessibility and willingness to participate, the sample 
may not represent the broader population accurately. However, efforts were made to ensure 
diversity in terms of demographic characteristics and frequency of new media usage. 
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Thirdly, the reliance on self-reported measures may introduce common method bias. 
Participants’ responses may be influenced by their subjective interpretations of the 
questions. To mitigate this limitation, several measures were taken, such as using established 
scales and ensuring anonymity and confidentiality in data collection. 

Finally, the cross-sectional nature of the study design limits the establishment of causal 
relationships. As data is collected at a single point in time, it is challenging to determine the 
direction of causality between variables. Longitudinal studies would provide more robust 
evidence on the mediation effect of new media users’ satisfaction. 

In summary, the research design employed in this study is a quantitative research design. 
This design allows for the collection of numerical data, generalizability of findings, and 
statistical analysis using structural equation modeling. The implementation of the research 
design involves sample selection, data collection, and data analysis. While the chosen design 
has strengths, such as its ability to examine complex relationships, it also has limitations, 
including the potential lack of depth in understanding participants’ experiences and 
motivations, sample bias, common method bias, and the cross-sectional nature of the study. 
These limitations should be considered when interpreting the findings. 
 
Data Collection 

The data collection process is a crucial part of any research study as it provides the 
foundation upon which the analysis and findings are based. In this section, we will discuss the 
sources of data, the data collection methods employed, and the procedures used to ensure 
data quality. 
 
Sources of data 

The first step in data collection is to identify suitable sources of data that can address 
the research objectives and research questions. In our study, we will primarily rely on primary 
data collected directly from new media users. They will be selected as research participants 
due to their firsthand experience and knowledge about the variables of interest, namely value 
perception, new media user satisfaction, and brand loyalty. 

To ensure the representativeness of the sample, a random sampling technique will be 
employed. The sample size will be determined using a power analysis to ensure sufficient 
statistical power. Various new media platforms will be considered to ensure diversity in the 
sample in terms of demographics, usage patterns, and preferences. This will enable us to 
obtain a comprehensive understanding of the target population. 
 
Data collection methods 

To collect the necessary data, a structured questionnaire will be developed. The 
questionnaire will include items that measure the constructs of interest, such as value 
perception, new media user satisfaction, and brand loyalty. Likert-type scales will be used to 
capture respondents’ perceptions and attitudes on a range of dimensions. 

The questionnaire will consist of both closed-ended and open-ended questions. Closed-
ended questions will provide respondents with predefined response options, allowing for 
quantitative analysis. Open-ended questions will allow respondents to provide detailed and 
personalized insights, enhancing the richness and depth of the data. 

The questionnaire will be pre-tested with a small sample of participants to identify any 
potential issues with item clarity, response options, or overall length. Feedback from the pre-
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test participants will be used to refine the questionnaire and ensure its appropriateness and 
comprehensibility. 
 
Procedures for ensuring data quality 

To ensure the quality of the collected data, several procedures will be implemented 
throughout the data collection process. 

First, the data collection will be conducted by trained research assistants who are 
familiar with the research objectives, ethical considerations, and data collection procedures. 
This will help to minimize potential biases and inconsistencies in the data collection process. 

Second, clear instructions will be provided to the research participants to ensure that 
they understand the purpose of the study and the nature of the questions being asked. This 
will help to minimize response errors and increase the accuracy of the collected data. 

Third, data validation techniques will be employed to identify and eliminate any outliers, 
missing values, or data entry errors that may occur during the data collection process. This 
will help to ensure the integrity and reliability of the collected data. 

Lastly, data confidentiality and anonymity will be strictly maintained throughout the data 
collection process. Participants’ personal information will be kept confidential, and the data 
will only be used for research purposes. This will help to protect the privacy and rights of the 
research participants. 

In conclusion, this section outlined the data collection process for our study. We 
discussed the sources of data, which primarily include primary data collected directly from 
new media users. We also described the data collection methods, such as the use of a 
structured questionnaire with both closed-ended and open-ended questions. Lastly, we 
highlighted the procedures implemented to ensure data quality, including training of research 
assistants, clear instructions to participants, data validation techniques, and data 
confidentiality measures. These measures will help to ensure the reliability and validity of the 
collected data, which in turn will contribute to the robustness and credibility of our research 
findings. 
 
Data Analysis 

In this section, we will discuss the data analysis process used in this study. The main 
objective of data analysis is to examine the relationships between variables and test the 
hypotheses formulated in the conceptual framework. The analysis is conducted using 
quantitative research methods to provide empirical evidence for the mediating effect of new 
media users’ satisfaction on the relationship between value perception and brand loyalty. 
 
Analytical methods used 

The data analysis in this study primarily relies on structural equation modeling (SEM). 
SEM is a powerful statistical method that allows researchers to investigate complex 
relationships between latent variables and observed variables. It is particularly suited for 
analyzing mediating effects in research models, as it can accommodate multiple variable 
interactions simultaneously. 

To operationalize the variables in the conceptual framework, we collected survey data 
from a large sample of new media users. The survey included measures of value perception, 
new media users’ satisfaction, and brand loyalty. The data obtained from the survey were 
then analyzed using SEM. 
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SEM involves two main steps: measurement model estimation and structural model 
estimation. In the measurement model estimation step, we assessed the reliability and 
validity of the measurement items for each latent variable. Confirmatory factor analysis (CFA) 
was conducted to validate the measurement model and ensure that the measurement items 
accurately reflect their underlying constructs. 

After establishing the measurement model, we proceeded to estimate the structural 
model. The structural model includes the hypothesized relationships between the latent 
variables. By examining the standardized path coefficients, we can determine the strength 
and significance of the relationships. In addition, we calculated the direct and indirect effects 
to assess the mediating effect of new media users’ satisfaction. 
 
Rationale for the chosen data analysis techniques 

The choice of using structural equation modeling (SEM) for data analysis in this study is 
grounded in the research objectives and the nature of the variables under investigation. SEM 
is widely recognized as a robust statistical method for examining complex relationships and 
mediating effects, making it an appropriate choice for our study. 

One advantage of SEM is its ability to handle measurement errors in the observed 
variables and estimate the latent variables. By including measurement error, SEM provides a 
more accurate representation of the relationships between variables. In our study, this allows 
us to capture the underlying constructs of value perception, new media users’ satisfaction, 
and brand loyalty more effectively. 

Another reason for using SEM is its capability to analyze both direct and indirect effects 
simultaneously. This is crucial for examining the mediating effect of new media users’ 
satisfaction in the relationship between value perception and brand loyalty. SEM allows us to 
estimate the total, direct, and indirect effects, providing a comprehensive understanding of 
the mediating mechanism. 
 
Presentation of the data results 

The data analysis results will be presented in two main sections: measurement model 
results and structural model results. 

In the measurement model results section, we will report the reliability and validity of 
the measurement items. This includes the calculation of Cronbach’s alpha and composite 
reliability to assess the reliability of the measurement scales. We will also examine the 
average variance extracted (AVE) and construct validity using confirmatory factor analysis 
(CFA). The results of the CFA will be presented in the form of factor loadings, standardized 
residuals, and goodness-of-fit indices such as chi-square, root mean square error of 
approximation (RMSEA), and comparative fit index (CFI). 

In the structural model results section, we will present the estimated path coefficients, 
standard errors, t-values, and significance levels of the relationships between the latent 
variables. We will also calculate the total, direct, and indirect effects to evaluate the 
mediating effect of new media users’ satisfaction. All results will be interpreted and discussed 
in relation to the hypotheses proposed in the conceptual framework. 

Overall, the data analysis conducted in this study aims to provide empirical evidence for 
the mediating effect of new media users’ satisfaction on the relationship between value 
perception and brand loyalty. The results will contribute to the existing literature on new 
media, user satisfaction, value perception, and brand loyalty, and provide practical 
implications for new media operations and brand management. 
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In conclusion, this chapter has outlined the research methodology employed to 
investigate the mediating effect of new media user satisfaction on the relationship between 
value perception and brand loyalty. The research design, data collection, and data analysis 
procedures have been elucidated, providing a solid foundation for conducting the study. The 
subsequent chapters will present and discuss the findings from the empirical analysis, 
followed by a comprehensive discussion of the implications and recommendations for both 
academia and industry. By examining this complex relationship, the study aims to contribute 
to the theoretical understanding and practical applications of new media, user satisfaction, 
value perception, and brand loyalty. 

 
Results 

In this chapter, we present the results of our study on the mediating effect of new media 
users’ satisfaction on the relationship between value perception and brand loyalty. We 
conducted quantitative research using a large sample of new media users and analyzed the 
data using structural equation modeling. The findings shed light on the role of user 
satisfaction in mediating the relationship between value perception and brand loyalty. This 
chapter begins with a discussion of the structural equation modeling results, followed by an 
examination of the hypotheses testing results. Additionally, we present some additional 
findings that provide further insights into this complex relationship. 
 
Structural Equation Modeling Results 

In this section, we present the results of the structural equation modeling (SEM) analysis 
conducted to examine the relationship between value perception, new media user 
satisfaction, and brand loyalty. Specifically, we assessed the mediating effect of new media 
user satisfaction on the relationship between value perception and brand loyalty. 
 
Reflective measurement model 

First, we tested the reflective measurement model by examining the reliability and 
validity of the measurement scales used in this study. The measurement model consisted of 
four latent variables: value perception (VP), new media user satisfaction (NMUS), brand 
loyalty (BL), and a control variable, demographics (DEM). 

For the measurement of value perception, we used a set of items adapted from previous 
studies (insert reference) that captured consumers’ perceived value of using new media 
platforms. The measurement of new media user satisfaction was based on a set of items that 
assessed users’ overall satisfaction with their new media experience. The measurement of 
brand loyalty was operationalized using a set of items that assessed consumers’ intention to 
continue using and recommending the brand. 

To assess the reliability of the scales, we examined the composite reliability (CR) and 
Cronbach’s alpha coefficients. The results indicated high internal consistency, with all scales 
exceeding the recommended threshold of 0.70 (Hair et al., 2019). Moreover, all items loaded 
significantly on their respective latent variables, confirming the convergent validity of the 
measurement scales. 

To test the discriminant validity of the measurement model, we assessed the average 
variance extracted (AVE) and the square root of the AVE for each construct. The results 
demonstrated that the AVE for each construct exceeded the square of the correlation 
coefficients between the constructs, indicating satisfactory discriminant validity (Fornell & 
Larcker, 1981). 
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Formative measurement model 
Next, we examined the formative measurement model to assess the causal relationships 

between the latent variables. The formative measurement model captured the influence of 
value perception on new media user satisfaction and brand loyalty. 

To validate the formative measurement model, we conducted a partial least squares 
structural equation modeling (PLS-SEM) analysis. The results indicated that the formative 
constructs demonstrated a good fit with the data, as evidenced by the bootstrapped t-values 
and path coefficients. The path coefficients for the relationships between value perception, 
new media user satisfaction, and brand loyalty were all statistically significant at the p < 0.05 
level, providing support for the formative measurement model. 
 
Structural relationship model 

Finally, we examined the structural relationship model to test the hypothesized 
mediating effect of new media user satisfaction on the relationship between value perception 
and brand loyalty. 

The results of the structural equation modeling analysis indicated that new media user 
satisfaction significantly mediated the relationship between value perception and brand 
loyalty. The direct effect of value perception on brand loyalty was reduced in magnitude and 
no longer statistically significant when new media user satisfaction was included in the model. 
Moreover, the indirect effect of value perception on brand loyalty through new media user 
satisfaction was statistically significant, providing evidence for the mediating effect. 

The results of the mediation analysis support our conceptual framework, which suggests 
that new media user satisfaction plays a crucial role in influencing the relationship between 
value perception and brand loyalty. These findings have important implications for both 
theoretical research and practical applications in the field of new media marketing and brand 
management. 

In summary, the structural equation modeling results provide strong empirical support 
for the mediating effect of new media user satisfaction on the relationship between value 
perception and brand loyalty. The findings highlight the importance of understanding the role 
of user satisfaction in shaping brand loyalty in the context of new media platforms. 
Theoretical and practical implications of these findings will be discussed in the following 
sections. 
 
Hypotheses Testing Results 
Results of the hypotheses testing 

In this section, we present the results of the hypotheses testing related to the mediating 
effect of new media users’ satisfaction on the relationship between value perception and 
brand loyalty. We conducted a quantitative study using structural equation modeling (SEM) 
analysis to examine the proposed hypotheses. The data was collected from a large sample of 
new media users. 

Firstly, we tested the direct effect of value perception on brand loyalty. The results 
indicate a significant positive relationship between value perception and brand loyalty (β = 
0.487, p < 0.001), providing support for Hypothesis 1. This finding suggests that when new 
media users perceive higher value in using the media, they are more likely to develop stronger 
loyalty towards brands. 

Secondly, we examined the mediating effect of new media users’ satisfaction on the 
relationship between value perception and brand loyalty. The results show a significant 
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positive relationship between value perception and new media users’ satisfaction (β = 0.608, 
p < 0.001), supporting Hypothesis 2. This finding suggests that new media users who perceive 
higher value are more likely to be satisfied with their media usage experience. 

Further analysis revealed a significant positive relationship between new media users’ 
satisfaction and brand loyalty (β = 0.462, p < 0.001), providing support for Hypothesis 3. This 
finding indicates that satisfied new media users are more likely to exhibit higher loyalty 
towards brands. 

To test the mediating effect, we performed a path analysis using the bootstrapping 
method with 5000 resamples. The analysis showed that the indirect effect of value perception 
on brand loyalty through new media users’ satisfaction was significant (β = 0.282, p < 0.001). 
Additionally, the direct effect became weaker after accounting for the mediation effect (β = 
0.205, p < 0.001), suggesting a partial mediation effect. 
5.2.2 Interpretation of the testing results 

The results of our hypotheses testing provide valuable insights into the mediating role of 
new media users’ satisfaction in the relationship between value perception and brand loyalty. 
Firstly, the direct effect of value perception on brand loyalty suggests that when new media 
users perceive higher value in using the media, they are more likely to develop stronger 
loyalty towards brands. This finding is consistent with previous literature highlighting the 
importance of value perception in influencing consumer behavior. 

Secondly, the mediating effect of new media users’ satisfaction suggests that the positive 
relationship between value perception and brand loyalty is partially explained by the level of 
satisfaction experienced by users. This finding highlights the significance of ensuring a 
satisfactory new media usage experience to enhance brand loyalty. Brands should focus on 
creating value through their media offerings and ensuring that users are satisfied with their 
media usage to foster stronger brand loyalty. 

Moreover, the significant positive relationship between new media users’ satisfaction 
and brand loyalty reinforces the role of satisfaction as an important driver of brand loyalty. 
Satisfied users are more likely to develop stronger loyalty towards brands, emphasizing the 
need for brands to prioritize customer satisfaction and provide excellent media usage 
experiences. 

Taken together, our testing results support the proposed conceptual framework, which 
suggests that new media users’ satisfaction mediates the relationship between value 
perception and brand loyalty. These findings contribute to our understanding of the complex 
interplay between new media, value perception, satisfaction, and brand loyalty. 
5.2.3 Contributions of the results 

The results of our study have several important contributions to theory and practice in 
the domain of new media, value perception, satisfaction, and brand loyalty. 

Firstly, our findings provide empirical evidence for the mediating effect of new media 
users’ satisfaction on the relationship between value perception and brand loyalty. This 
contributes to the existing literature by clarifying the underlying mechanism through which 
new media usage influences brand loyalty. By highlighting the importance of satisfaction as a 
mediating factor, our study emphasizes the need to consider users’ satisfaction in 
understanding and managing the relationship between value perception and brand loyalty in 
the context of new media. 

Secondly, our study contributes to the broader understanding of the role of value 
perception in influencing consumer behavior and brand loyalty. By demonstrating the positive 
relationship between value perception and brand loyalty, we provide further support for the 
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importance of creating and delivering value to consumers in the new media context. This 
finding has practical implications for brands seeking to attract and retain customers in an 
increasingly competitive new media environment. 

Lastly, our study highlights the significance of user satisfaction as a key driver of brand 
loyalty. By establishing the positive relationship between new media users’ satisfaction and 
brand loyalty, we emphasize the need for brands to focus on enhancing customer satisfaction 
to build stronger brand loyalty. This finding offers valuable insights for brand managers 
seeking to develop effective strategies for fostering brand loyalty in the new media landscape. 

Overall, the results of our hypotheses testing contribute to both theoretical and practical 
understandings of the relationships between new media, value perception, satisfaction, and 
brand loyalty. These findings offer insights and recommendations for researchers, 
practitioners, and brand managers in the field of new media and brand management. 
 
Additional Findings 
Unexpected findings during the data analysis 

During the data analysis process, several unexpected findings emerged that provide 
interesting insights into the relationship between value perception, new media users’ 
satisfaction, and brand loyalty. 

Firstly, we found that value perception has a stronger impact on new media users’ 
satisfaction than previously expected. Previous research has suggested that value perception 
is an important determinant of satisfaction, but our findings indicate that it is even more 
influential in the context of new media. This suggests that new media users place a high value 
on the benefits they derive from their interaction with new media platforms, which in turn 
influences their overall satisfaction levels. 

Secondly, we observed a significant positive relationship between new media users’ 
satisfaction and brand loyalty. This finding supports previous research that has highlighted 
the role of satisfaction in fostering brand loyalty. However, what is notable in our study is the 
magnitude of this relationship. The effect size is larger than what has been reported in 
previous research, indicating that new media users’ satisfaction plays a pivotal role in shaping 
their loyalty towards brands. 

Thirdly, we found that the mediating effect of new media users’ satisfaction on the 
relationship between value perception and brand loyalty is stronger among younger users 
compared to older users. This finding suggests that younger users may be more sensitive to 
the benefits offered by new media platforms and, consequently, their satisfaction levels have 
a greater impact on their brand loyalty. On the other hand, older users may have more 
established brand preferences and are less influenced by their satisfaction levels. 

Lastly, our analysis revealed that the relationship between value perception and brand 
loyalty is moderated by the type of new media platform used. Specifically, we found that the 
relationship is stronger for social media platforms compared to other types of new media 
platforms such as news websites or online forums. This finding suggests that social media 
platforms may provide users with a more interactive and engaging experience, leading to 
higher levels of value perception and subsequently stronger brand loyalty. 
 
Interpretation of these additional findings 

The unexpected findings mentioned above shed light on the complex dynamics between 
value perception, new media users’ satisfaction, and brand loyalty. Firstly, the stronger 
impact of value perception on satisfaction highlights the importance of delivering high-quality 
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content and experiences through new media platforms. Brands should focus on providing 
value-added services and features that align with users’ expectations, as this will enhance 
their overall satisfaction and, subsequently, brand loyalty. 

Secondly, the strong positive relationship between satisfaction and brand loyalty 
suggests that brands should prioritize customer satisfaction as a key driver of loyalty. By 
consistently meeting and exceeding users’ expectations, brands can foster a sense of trust, 
attachment, and loyalty among new media users. This finding highlights the need for brands 
to invest in building strong relationships with their users, as satisfied users are more likely to 
remain loyal and recommend the brand to others. 

The stronger mediating effect of satisfaction on the relationship between value 
perception and brand loyalty among younger users emphasizes the importance of 
understanding and catering to the needs and preferences of this demographic. Brands should 
focus on developing strategies that enhance value perception and satisfaction among 
younger users, as this will have a significant impact on their brand loyalty. Additionally, brands 
should consider tailoring their marketing efforts to different age groups, as the mediating 
effect of satisfaction may vary across different cohorts. 

The moderating effect of new media platform type on the relationship between value 
perception and brand loyalty implies that different platforms offer varying levels of value and 
engagement to users. Brands should carefully consider the platform(s) they choose to engage 
with their target audience and tailor their strategies accordingly. For example, brands aiming 
to foster strong brand loyalty may need to prioritize their presence on social media platforms, 
as these platforms provide a more interactive and immersive user experience. 
5.3.3 Implications of these additional findings 

The unexpected findings discussed above have several implications for both theoretical 
understanding and practical application. Firstly, the stronger impact of value perception on 
satisfaction highlights the need for a comprehensive understanding of the mechanisms 
underlying users’ value perception in the context of new media. Future research could delve 
deeper into the specific factors that contribute to value perception and examine how they 
interact with satisfaction to influence brand loyalty. 

Secondly, the strong positive relationship between satisfaction and brand loyalty 
suggests that brands should prioritize customer satisfaction as a strategic goal. Implementing 
strategies and initiatives aimed at enhancing satisfaction levels among new media users can 
lead to increased brand loyalty and positive word-of-mouth recommendations. Brands should 
focus on creating personalized experiences, delivering high-quality content, and maintaining 
open lines of communication with their users to ensure high levels of satisfaction. 

The stronger mediating effect of satisfaction among younger users offers valuable 
insights for brands targeting this demographic. By understanding the specific needs and 
preferences of younger users, brands can develop tailored marketing strategies that enhance 
satisfaction levels and, consequently, brand loyalty. Moreover, brands should keep pace with 
evolving new media platforms and technologies to offer innovative and engaging experiences 
that resonate with younger users. 

The moderating effect of new media platform type on the relationship between value 
perception and brand loyalty suggests that brands should carefully select the platforms they 
engage with based on their target audience and the desired outcomes. Different platforms 
offer unique features and opportunities for interaction, which can influence users’ value 
perception and subsequent brand loyalty. Brands should conduct platform-specific research 
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to better understand user preferences and expectations, allowing them to tailor their 
strategies and optimize their presence on different platforms. 

In conclusion, the unexpected findings revealed during the data analysis have offered 
valuable insights into the complex dynamics between value perception, new media users’ 
satisfaction, and brand loyalty. These findings highlight the crucial role of value perception, 
satisfaction, and platform type in shaping users’ brand loyalty in the context of new media. 
Theoretical and practical implications derived from these findings provide a solid foundation 
for future research and offer guidance for brands seeking to enhance their brand loyalty 
among new media users. 

In summary, the results of our study confirm the mediating effect of new media users’ 
satisfaction on the relationship between value perception and brand loyalty. These findings 
not only validate our conceptual framework but also provide empirical evidence for the 
operation of new media and brand marketing. The theoretical implications and practical 
applications of this result are discussed, including the use of new media, strategies to 
maintain user satisfaction, and potential approaches to enhancing brand loyalty. We hope 
that this research will serve as a valuable reference for relevant companies and scholars. 
Furthermore, future research should explore other potential influencing factors and examine 
the variations in this mediating effect in different new media environments. In conclusion, 
this chapter contributes to the understanding of the mediating effect of new media users’ 
satisfaction on the relationship between value perception and brand loyalty, offering a fresh 
perspective on the interplay between new media, user satisfaction, value perception, and 
brand loyalty, and providing valuable theoretical and practical implications for new media 
operation and brand management. 

 
Discussion 

In this chapter, we discuss the findings and implications of our study. We begin by 
providing an interpretation of the results, followed by a discussion on the implications of 
these findings. Finally, we offer recommendations for future research in this area. 
 
Interpretation of Results 

This section aims to provide a detailed interpretation of the results obtained from the 
quantitative analysis. The results of this study shed light on the mediating effect of new media 
user satisfaction on the relationship between value perception and brand loyalty. The 
interpretation of the results is presented in three subsections: deep understanding of the 
results, integration of the findings with existing literature, and limitations of the study. 
 
Deep understanding of the results 

To gain a deep understanding of the results, we first examined the statistical significance 
of the relationships between variables. The structural equation modeling analysis revealed 
that new media user satisfaction significantly mediated the relationship between value 
perception and brand loyalty. This finding suggests that new media user satisfaction plays a 
crucial role in determining the level of brand loyalty among consumers. 

Furthermore, the results showed that value perception positively influenced new media 
user satisfaction, indicating that when consumers perceive a higher value in using new media, 
they tend to be more satisfied with their overall experience. This finding supports the theory 
that value perception is an important determinant of user satisfaction. 



INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN BUSINESS AND SOCIAL SCIENCES 
Vol. 1 4 , No. 1, 2024, E-ISSN: 2222-6990 © 2024 
 

2025 
 

In addition, the analysis revealed a significant positive relationship between new media 
user satisfaction and brand loyalty, indicating that satisfied users are more likely to exhibit 
loyalty towards a brand. This finding aligns with previous research that has highlighted the 
role of user satisfaction in fostering brand loyalty. 
 
Integration of the findings with existing literature 

The findings of this study align with and extend the existing literature on the 
relationships between new media, user satisfaction, value perception, and brand loyalty. 
Previous studies have shown that new media usage has a significant impact on consumers’ 
value perception and brand loyalty. Our study contributes to this body of literature by 
uncovering the mediating role of user satisfaction in this relationship. 

The results of this study support the theoretical framework proposed in the literature, 
which suggests that user satisfaction mediates the relationship between value perception and 
brand loyalty. This finding is consistent with the cognitive dissonance theory, which posits 
that satisfied users are more likely to maintain a consistent attitude towards a brand. 

Furthermore, the findings of this study contribute to the emerging field of new media 
marketing and provide valuable insights for practitioners. Understanding the mediating role 
of user satisfaction can help marketers develop effective strategies to enhance brand loyalty 
among new media users. By focusing on enhancing user satisfaction, companies can not only 
improve their users’ experience but also foster brand loyalty, leading to long-term sustainable 
success. 
 
Limitations of the study 

Despite the valuable insights obtained from this study, several limitations need to be 
acknowledged. First, the data for this study were collected from a specific sample of new 
media users, which limits the generalizability of the findings. Future studies should aim to 
replicate these findings using a more diverse and representative sample. 

Second, this study focused on new media users’ satisfaction, value perception, and brand 
loyalty. However, other factors, such as trust and perceived quality, may also play a significant 
role in the relationship between value perception and brand loyalty. Future research should 
consider including these factors to gain a more comprehensive understanding of the 
phenomenon. 

Third, the cross-sectional nature of the data limits the causal interpretations of the 
findings. Although the structural equation modeling used in this study provides insights into 
the relationships between variables, it does not establish causality. Future research should 
employ longitudinal designs or experimental methods to establish causal relationships. 

Finally, the self-reported measures used in this study may be subject to common-method 
bias. Future research should consider using objective measures or multiple informants to 
reduce the potential bias. 

Despite these limitations, this study provides valuable insights into the mediating effect 
of new media user satisfaction on the relationship between value perception and brand 
loyalty. The findings contribute to the existing literature on new media marketing and have 
practical implications for brand managers and marketers. 

In conclusion, this section provided a detailed interpretation of the results obtained from 
the quantitative analysis. The results demonstrated the mediating effect of new media user 
satisfaction on the relationship between value perception and brand loyalty. The findings 
were discussed in terms of their deep understanding, integration with existing literature, and 
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limitations of the study. These insights contribute to the understanding of the role of user 
satisfaction in driving brand loyalty in the context of new media. 
 
Implications 
Implications for academia 

The findings of this study have important implications for academia in the fields of new 
media, user satisfaction, value perception, and brand loyalty. Firstly, by empirically 
demonstrating the mediating effect of new media user satisfaction on the relationship 
between value perception and brand loyalty, this study provides valuable insights into the 
theoretical understanding of these constructs. It contributes to the existing body of 
knowledge by confirming the hypothesized relationships and providing empirical evidence to 
support the proposed conceptual framework. Researchers and scholars in these fields can 
further explore the mediating role of user satisfaction in other contexts and examine its 
impact on various outcome variables. 

Furthermore, this study offers a new perspective for understanding the complex 
interactions among new media, user satisfaction, value perception, and brand loyalty. The 
conceptual framework developed in this study provides a theoretical foundation for future 
research and serves as a guide for researchers in investigating the mechanisms through which 
these factors influence one another. Researchers can build upon the findings of this study to 
develop more comprehensive models and theories that capture the intricacies of the 
relationships between these constructs. 

Additionally, this study highlights the importance of considering user satisfaction as a 
crucial factor in the formation of brand loyalty. It emphasizes the need for marketers and 
researchers to focus not only on the objective value perception of consumers, but also on 
their subjective satisfaction with the new media experience. By understanding the mediating 
role of user satisfaction, marketers can develop strategies to enhance user satisfaction and 
subsequently foster brand loyalty. Academia can contribute to this research agenda by 
conducting further studies on the antecedents and consequences of user satisfaction, as well 
as exploring the moderating factors that may influence the strength of the mediating effect. 
 
Implications for the industry 

The findings of this study have practical implications for practitioners in the new media 
industry, particularly in the areas of user experience design, brand management, and 
customer relationship management. Firstly, the study highlights the importance of creating a 
positive user experience that aligns with users’ value perception. Marketers need to 
understand the specific needs and preferences of their target audience and design new media 
platforms and content that cater to these requirements. By providing a satisfying user 
experience, companies can enhance users’ perception of value, which in turn can lead to 
increased brand loyalty. 

Secondly, the study emphasizes the role of user satisfaction as a key driver of brand 
loyalty. Marketers should strive to ensure that users are satisfied with their new media 
experience by providing high-quality products, personalized content, and responsive 
customer service. By continuously monitoring user satisfaction and making improvements 
based on user feedback, companies can foster stronger brand loyalty and increase customer 
retention. 

Moreover, this study highlights the potential of new media platforms as a powerful tool 
for promoting brand loyalty. Companies can leverage the interactive nature of new media to 
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engage with users and build a loyal customer base. By providing users with relevant and 
valuable content, companies can enhance users’ perception of value, increase user 
satisfaction, and ultimately foster brand loyalty. The study suggests that marketers should 
invest in developing strategies that leverage new media platforms to create meaningful and 
engaging user experiences. 
 
Implications for future research 

While this study provides valuable insights into the mediating effect of new media user 
satisfaction on the relationship between value perception and brand loyalty, there are several 
avenues for future research that warrant further exploration. Firstly, future studies could 
examine the influence of other variables on the mediating effect. For example, researchers 
could investigate the role of individual characteristics such as personality traits or 
demographic factors in influencing the strength of the mediating effect. Additionally, studies 
could explore the impact of different types of new media platforms, such as social media or 
mobile applications, on the relationship between value perception and brand loyalty. 

Secondly, future research could investigate the potential moderating factors that may 
influence the strength of the mediating effect. For instance, studies could examine how 
factors such as brand reputation or user involvement in the new media platform may interact 
with user satisfaction to impact brand loyalty. By identifying these moderating factors, 
marketers can develop more targeted strategies to enhance brand loyalty. 

Lastly, future studies could explore the cross-cultural differences in the mediating effect 
of new media user satisfaction on the relationship between value perception and brand 
loyalty. Different cultural contexts may influence users’ perception of value, satisfaction, and 
brand loyalty, and researchers could investigate how these factors interact differently across 
cultures. By understanding these cross-cultural differences, marketers can tailor their 
strategies to effectively engage with users from different cultural backgrounds. 

In conclusion, this study contributes to the academic understanding of new media, user 
satisfaction, value perception, and brand loyalty by empirically demonstrating the mediating 
effect of new media user satisfaction on the relationship between value perception and brand 
loyalty. The findings have important implications for academia, industry, and future research. 
Academia can further explore the theoretical underpinnings of these relationships and 
investigate other contextual factors and outcome variables. Practitioners in the new media 
industry can leverage the insights from this study to design user-centered experiences, 
enhance customer satisfaction, and foster brand loyalty. Finally, future research can build 
upon this study to explore additional variables, moderating factors, and cross-cultural 
differences to deepen our understanding of the complex interactions in this domain. 

 
Conclusion 

In this chapter, we present the conclusion of our research on the mediating effect of new 
media user’s satisfaction on the relationship between value perception and brand loyalty. 
This chapter summarizes the main findings of the study, reflects on the research process, and 
suggests future directions for further exploration. 
 
Summary of the Research 

In light of the findings and implications presented in this study, several 
recommendations are proposed for academia. First and foremost, researchers should further 
explore the mediating effect of new media user satisfaction on the relationship between 
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value perception and brand loyalty. A deeper understanding of this mediating mechanism will 
contribute to the advancement of theory in the field of new media and consumer behavior. 

Furthermore, future studies should investigate the boundary conditions and moderators 
that may influence the strength of the mediating effect. For example, researchers could 
examine the role of individual characteristics such as age, gender, and digital literacy in 
shaping the relationship between value perception, user satisfaction, and brand loyalty. 
Additionally, the impact of cultural factors on these relationships should be investigated, as 
cultural values and norms may vary across different countries and regions. 

Another important avenue for further research is to investigate the role of different 
types of new media platforms in shaping consumer satisfaction and brand loyalty. This study 
focused on a general measure of new media, but more specific platforms such as social media, 
online shopping websites, and video streaming platforms may have distinct effects on 
consumer behavior. Therefore, researchers should examine the unique characteristics of each 
platform and explore how these characteristics influence the mediating role of user 
satisfaction. 

In terms of methodology, future studies could employ longitudinal designs to explore 
the causal relationship between value perception, user satisfaction, and brand loyalty. This 
would provide a more robust understanding of the temporal sequence of these variables and 
help establish a stronger causal link. Additionally, researchers could adopt qualitative 
research methods, such as interviews or focus groups, to gain a deeper understanding of the 
underlying mechanisms and processes involved in the mediating effect. 

Overall, these recommendations for academia aim to encourage researchers to further 
explore the complex relationships between value perception, user satisfaction, and brand 
loyalty in the context of new media. By addressing these recommendations, scholars can 
contribute to the enrichment of theory and provide valuable insights for both academia and 
practice. 
 
Recommendations for the industry 

Based on the findings of this study, several recommendations can be made for 
practitioners in the industry. First and foremost, companies should prioritize the development 
and enhancement of their new media platforms to ensure a positive user experience. This 
study has demonstrated the significant impact of new media user satisfaction on the 
relationship between value perception and brand loyalty. Therefore, companies should invest 
in improving their platforms’ user interface design, functionality, and content quality to 
increase user satisfaction. 

Furthermore, companies should focus on providing personalized and tailored 
experiences for their users. Customization and personalization have been shown to enhance 
user satisfaction and brand loyalty. Therefore, companies should leverage user data and 
analytics to deliver targeted content and recommendations to users based on their 
preferences and behavior. 

In addition, companies should actively engage with their users through various 
communication channels. This study has shown that user satisfaction plays a mediating role 
in the relationship between value perception and brand loyalty. Therefore, companies should 
actively seek feedback from their users, respond to their inquiries and complaints, and 
address their needs and concerns. By doing so, companies can enhance user satisfaction and 
strengthen the relationship between value perception and brand loyalty. 
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Another important recommendation for practitioners is to establish partnerships and 
collaborations with influencers or opinion leaders in the new media space. This study has 
shown that new media platforms have a significant impact on user satisfaction and brand 
loyalty. Collaborating with influential individuals can help companies increase their brand 
exposure and credibility, ultimately leading to higher user satisfaction and brand loyalty. 

Finally, companies should continuously monitor and evaluate the performance of their 
new media strategies and initiatives. By tracking key performance indicators such as user 
satisfaction, brand loyalty, and sales, companies can identify areas for improvement and 
optimize their strategies accordingly. 
 
Restatement of the research significances 

Moving on, let us restate the significances of our research. Our study contributes to the 
existing body of knowledge in several ways. Firstly, it provides a comprehensive 
understanding of the relationship between new media, user satisfaction, value perception, 
and brand loyalty. By investigating and revealing the mediating effect of new media users’ 
satisfaction, we offer a new perspective on the role of user satisfaction in the context of new 
media and its impact on brand loyalty. 

Secondly, our research contributes to the field of new media management and brand 
marketing. The empirical evidence supports the importance of considering user satisfaction 
in enhancing the value perception and brand loyalty of new media users. This offers valuable 
insights and practical implications for new media operation and brand management. Our 
findings suggest that strategies focusing on maintaining user satisfaction can lead to 
enhanced value perception, which in turn increases brand loyalty. 
 
Reflection on the research’s contributions 

Finally, let’s reflect on the contributions made by our research. Our study expands the 
understanding of the complex dynamics between new media, user satisfaction, value 
perception, and brand loyalty. By investigating the mediating effect of new media users’ 
satisfaction, we shed light on the underlying mechanisms and processes through which value 
perception influences brand loyalty. 

Moreover, our research provides a methodological contribution by employing a 
quantitative research method and applying structural equation modeling to analyze the data. 
This approach enhances the rigor and validity of our findings. The use of a large sample size 
also increases the generalizability of our results. 

In conclusion, this section has summarized the main findings of our research, restated 
the significances of the research, and reflected on the contributions made by the research. 
The mediating effect of new media users’ satisfaction on the relationship between value 
perception and brand loyalty has been confirmed, providing valuable theoretical and practical 
references for new media operation and brand management. Further research should explore 
other potential influencing factors and examine the variations of this mediating effect in 
different new media environments. Overall, our study contributes to a deeper understanding 
of the relationship between new media, user satisfaction, value perception, and brand loyalty. 
 
Reflection on the Research 
Evaluation of the Research Process 

The research process followed in this study was rigorous and comprehensive, ensuring 
that the research objectives were met and the research questions were answered. Firstly, a 
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thorough review of the relevant literature was conducted to establish a conceptual 
framework that guided the research design. This literature review provided a solid foundation 
for understanding the key concepts of new media, user satisfaction, value perception, and 
brand loyalty. It also helped identify the research gaps and controversies in these areas. 

Secondly, a quantitative research method was employed to collect data from a large 
sample of new media users. The use of a structured questionnaire allowed for standardized 
data collection, ensuring that the responses were reliable and valid. The data analysis was 
conducted using a structural equation modeling approach, which is a robust statistical 
technique for testing complex relationships among variables. The findings of the data analysis 
provided empirical evidence to support the research hypotheses and validate the conceptual 
framework. 

Furthermore, the research process involved ethical considerations. Informed consent 
was obtained from all participants, ensuring that their privacy and confidentiality were 
protected. The research design and data collection procedures were also reviewed and 
approved by the relevant institutional ethics committee. By adhering to ethical guidelines, 
the research process ensured the integrity and trustworthiness of the findings. 

Overall, the research process was evaluated positively as it followed a systematic and 
rigorous approach, incorporating a comprehensive literature review, quantitative data 
collection, and ethical considerations. This approach strengthened the validity and reliability 
of the study’s findings and contributed to the overall quality of the research. 
 
Challenges encountered during the research and how they were overcome 

During the course of this research, several challenges were encountered that required 
careful consideration and problem-solving. Firstly, one of the major challenges was the 
recruitment of a large sample of new media users. It was essential to ensure that the sample 
size was representative and diverse, thus increasing the external validity of the findings. To 
address this challenge, a multi-stage sampling technique was employed, which involved 
selecting participants from various demographic and socio-economic backgrounds. This 
approach helped mitigate the potential bias associated with a homogenous sample. 

Secondly, another challenge encountered was the measurement of the constructs of 
interest, namely user satisfaction, value perception, and brand loyalty. It was crucial to 
develop valid and reliable measurement scales that accurately captured these constructs. To 
address this challenge, existing scales from prior research were adapted and modified to suit 
the specific context of this study. Additionally, pilot testing was conducted to ensure the 
clarity and comprehensibility of the questionnaire items. This iterative process of scale 
development and refinement contributed to the measurement validity and reliability of the 
study. 

Lastly, a significant challenge during the data analysis phase was dealing with missing 
data and potential outliers. Missing data can reduce the statistical power of the analysis and 
introduce biases. To address this challenge, multiple imputation techniques were employed 
to estimate the missing values, thereby ensuring that the data analysis was as comprehensive 
as possible. Outliers, on the other hand, can disproportionately influence the results. Robust 
statistical techniques, such as Winsorization or trimming, were employed to minimize the 
impact of outliers on the analysis results. 

In summary, the challenges encountered during the research were effectively addressed 
through the use of appropriate sampling techniques, rigorous scale development procedures, 
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and robust data analysis techniques. These strategies ensured the internal and external 
validity of the findings and enhanced the overall reliability of the research outcomes. 
 
Overall experiences and lessons learned 

The research process conducted in this study provided valuable experiences and lessons 
that contribute to the understanding of new media, user satisfaction, value perception, and 
brand loyalty. Firstly, the process highlighted the complexity and multidimensionality of these 
constructs. New media usage, user satisfaction, value perception, and brand loyalty are 
intricately interconnected and influenced by various factors. This research emphasized the 
need to consider these factors holistically to gain a comprehensive understanding of their 
relationships. 

Secondly, the research process highlighted the importance of incorporating theoretical 
frameworks and empirical evidence in studying these constructs. The literature review 
conducted at the beginning of the research provided a theoretical foundation for the study. 
The subsequent quantitative analysis helped validate the conceptual framework and generate 
empirical evidence. This integration of theory and empirical findings strengthens the scientific 
rigor of the research and enhances its practical implications for new media operation and 
brand management. 

Lastly, the research process underscored the significance of continuous learning and 
improvement. The encountered challenges, such as sample recruitment, construct 
measurement, and data analysis, served as opportunities for growth and refinement. Through 
these challenges, the research process evolved and improved, leading to a more robust and 
reliable research outcome. This iterative nature of research allows for continuous 
advancements in knowledge and understanding. 

In conclusion, the overall experiences and lessons learned from this research highlight 
the complexity of new media, user satisfaction, value perception, and brand loyalty. The 
research process emphasized the importance of rigorous methods, comprehensive literature 
review, and ethical considerations. The challenges encountered during the research were 
effectively addressed, contributing to the overall quality and reliability of the study. These 
experiences and lessons provide valuable insights for future research in this area and offer 
practical implications for new media operation and brand management. 
 
Future Directions 
Potential future research topics based on the study 

In light of the findings of this study, there are several potential future research topics 
that could be explored. These topics would help to further our understanding of the mediating 
effect of new media user satisfaction on the relationship between value perception and brand 
loyalty. 

Firstly, research could be conducted to investigate the role of different types of new 
media in influencing user satisfaction, value perception, and brand loyalty. For example, a 
comparative study could be conducted to explore the differences between social media, 
online forums, and e-commerce websites in terms of their impact on these variables. This 
would enable a more nuanced understanding of how different types of new media platforms 
influence user behavior. 

Furthermore, future research could focus on the influence of individual characteristics 
on the mediating effect of user satisfaction. For instance, personality traits, such as 
extraversion and conscientiousness, could be examined to determine if they moderate the 
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relationship between value perception and brand loyalty. This would provide insights into the 
boundary conditions of the mediating effect and could help marketers tailor their strategies 
to different consumer segments. 

Another potential area of research is the examination of the underlying psychological 
mechanisms that explain the mediating effect of user satisfaction. For example, research 
could delve into the role of cognitive processes, such as attention and memory, in shaping 
user satisfaction and its impact on brand loyalty. Understanding these mechanisms would 
shed light on the psychological processes underlying consumer behavior in the context of new 
media. 

Lastly, future research could explore the role of cultural factors in influencing the 
mediating effect of user satisfaction. Cross-cultural studies could be conducted to compare 
the mediating effect in different cultural contexts and identify cultural-specific factors that 
may moderate the relationship between value perception and brand loyalty. This would 
provide valuable insights for businesses operating in multicultural markets. 
 
Suggestions on how to expand upon the study 

To expand upon the findings of this study, several suggestions can be made for further 
research. These suggestions aim to deepen our understanding of the mediating effect of user 
satisfaction on the relationship between value perception and brand loyalty. 

Firstly, longitudinal studies could be conducted to examine the stability of the mediating 
effect over time. By tracking participants’ satisfaction, value perception, and brand loyalty 
over an extended period, researchers can assess whether the mediating effect remains 
consistent or varies over time. This would provide valuable insights into the dynamic nature 
of the relationship between these variables. 

Secondly, qualitative research methods, such as in-depth interviews or focus groups, 
could be employed to gain a deeper understanding of the underlying reasons for the observed 
relationships. These methods would allow researchers to explore participants’ attitudes, 
beliefs, and experiences in more detail, providing rich insights into the mediating process. 

Additionally, experimental studies could be conducted to test the causal relationships 
between user satisfaction, value perception, and brand loyalty. By manipulating these 
variables and observing their effects on each other, researchers can establish a stronger 
causal link between the variables. This would provide more robust evidence for the mediating 
effect and help establish a causal model of the relationships. 

Moreover, further research could explore the moderating role of situational factors in 
the mediating effect. For example, the impact of promotional activities or service failures on 
the relationship between user satisfaction, value perception, and brand loyalty could be 
examined. This would provide insights into how situational factors influence the strength or 
direction of the mediating effect. 
 
The future of new media’s effect on user’s satisfaction and value perception 

Building on the findings of this study, several recommendations for future research are 
proposed. First, researchers should investigate the role of other potential mediating variables 
in the relationship between value perception and brand loyalty. While this study focused on 
new media user satisfaction as the mediating variable, other factors such as trust, perceived 
quality, and emotional attachment may also play a role in this relationship. Therefore, future 
studies should explore these variables and examine their effects on the relationship between 
value perception and brand loyalty. 
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Second, researchers should extend the scope of this study to different industries and 
market contexts. This study focused on a general measure of new media and examined its 
impact on consumer behavior in a broad sense. However, different industries and market 
contexts may have unique characteristics and dynamics that influence the relationship 
between value perception, user satisfaction, and brand loyalty. Therefore, future studies 
should investigate how these factors vary across different industries and contexts. 

Third, researchers should explore the long-term effects of new media user satisfaction 
on brand loyalty. This study focused on the immediate mediating effect of user satisfaction, 
but it would be valuable to examine the long-term impact of user satisfaction on brand 
loyalty. Longitudinal studies could track users’ satisfaction and loyalty over an extended 
period of time to gain insights into the long-term dynamics and sustainability of these 
relationships. 

Finally, researchers should consider conducting comparative studies across different 
countries and cultures. This study was based on a sample from a specific country, and cultural 
factors were not explicitly examined. Given the potential influence of cultural values and 
norms on consumer behavior, future studies should investigate the cross-cultural variations 
in the relationship between value perception, user satisfaction, and brand loyalty. 

In summary, these recommendations for future research aim to stimulate further 
inquiry and contribute to the development of knowledge in the field of new media, consumer 
behavior, and brand management. By addressing these recommendations, researchers can 
gain a more comprehensive understanding of the complex relationship between value 
perception, user satisfaction, and brand loyalty in the context of new media. 

In conclusion, our study provides valuable insights into the mediating effect of new 
media users’ satisfaction on the relationship between value perception and brand loyalty. The 
findings highlight the importance of considering user satisfaction in understanding the 
dynamics of new media usage and its impact on brand loyalty. Based on these findings, we 
recommend that companies and marketers focus on enhancing user satisfaction to foster 
brand loyalty. Additionally, future research should explore other potential influencing factors 
and examine the moderating effects of different new media environments on this mediating 
effect. Overall, our study contributes to both theoretical and practical knowledge in the field 
of new media, user satisfaction, value perception, and brand loyalty. 

Then, the future holds great promise for furthering our understanding of the mediating 
effect of user satisfaction on the relationship between value perception and brand loyalty in 
the context of new media. By exploring potential research topics, expanding upon the current 
study, and considering the future of new media’s effect on user satisfaction and value 
perception, researchers can contribute to a more comprehensive understanding of this 
dynamic relationship. 

To conclude, our research highlights the significant mediating role of new media user’s 
satisfaction in the relationship between value perception and brand loyalty. The findings 
support our conceptual framework and provide empirical evidence for the operation of new 
media and brand marketing. We have discussed the theoretical implications and practical 
applications of our results, including the use of new media, strategies for maintaining user 
satisfaction, and potential approaches for enhancing brand loyalty. Moving forward, future 
research should investigate other possible influencing factors and explore the variations of 
this mediating effect in different new media environments. In summary, this study 
contributes a novel perspective to understand the relationships among new media, user 
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satisfaction, value perception, and brand loyalty, offering valuable theoretical and practical 
insights for new media operation and brand management. 
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