E-Commerce Letters HLFRi$5PFiR, 2025, 14(2), 969-976 Hans X
Published Online February 2025 in Hans. https://www.hanspub.org/journal/ecl
https://doi.org/10.12677/ecl.2025.142610

LA EFE T H R E N E L8 R R E
SEA LIRS
—A RSl

IRE, TEF
IR FRE B, 1R BFEE

Weks H . 20254F1H3H; FABEM: 20254F1H17H; KAHB: 20254226 H

wm B

A SCHF A S GG 5 T T B B AR 22 R SR IR . E B CER, REILRI
REFE. R BURMAERXS, SREBRENASE. T8 RERE. BEITESUEN 2
JEBIRE AR . A IURE N BT A TR R, (RSO O RALE, RGN R OURAE
JOLE)E BRI PRIHAR, BIERE, BEHE; BUAMAKEDEERERR, WBEX, HR
WA BRI B FURAEA [F 4 B B BER AR, DR R ELRIR IR B3R L T 2% .

XKigid
WHREMEILC], BEEWE, =B

Research on the Impact of Consumer Value
Co-Creation on Brand Loyalty in the Context

of Social Media
—A Case Study of ANTA

Yibiao Wang, Zhiwei Qi

Business School of Shandong Jianzhu University, Jinan Shandong

Received: Jan. 3™, 2025; accepted: Jan. 17", 2025; published: Feb. 26", 2025

Abstract

This paper examines the impact of consumer value co-creation on ANTA'’s brand loyalty in the
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context of social media. Firstly, the relevant theories are sorted out, and value co-creation is divided
into the fields of production, consumption, and virtual brand community, and brand loyalty is di-
vided into attitude, behavior, and composite dimensions. Then, the impact of various fields on ANTA’s
brand loyalty was analyzed: in the production field, product design and development enhanced
emotion, promoted purchase and word-of-mouth communication, and deepened awareness; In the
consumer field, the interaction between purchase and after-sales enhances the experience, increases
the frequency, and shapes the image; Virtual brand communities enhance a sense of belonging, stim-
ulate purchases, and expand awareness through activities. The research shows that each field has a
positive impact on brand loyalty in different dimensions, which provides a reference for the formu-
lation of brand strategy.
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Figure 1. Framework diagram of value co-creation and brand loyalty theory
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