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6. New contributions of the thesis: 

- Theoretical contributions
First, this thesis establishes a theoretical framework to determine the relationship between perceived value and consumer loyalty toward energy-efficient household appliances in Hanoi. The study identified key dimensions of perceived value that influence consumer loyalty toward energy-efficient appliances.  

Second, this thesis develops a research model to study the impact of perceived value dimensions on consumer loyalty toward energy-efficient appliances. Scale items of constructs were adopted from prior literature to be relevant to the research context of Vietnam. 
Third, this thesis is the first to explore how product category moderates the relationship between perceived value dimensions and consumer satisfaction with energy-efficient household appliances. Previous research has shown that consumer satisfaction acts as a mediating variable that links perceived value dimensions to consumer loyalty. By examining both the mediating effect of satisfaction and the moderating role of product category, this study elucidates the mechanism by which perceived value affects consumer loyalty. Thus, it contributes to the theoretical understanding of this relationship. 
The research model of this thesis extends the PERVAL theory by examining how different dimensions of perceived value affect consumer satisfaction and loyalty toward energy-efficient appliances. It also enriches the cognitive evaluation theory of emotion by clarifying the boundary conditions between consumers’ cognitive and emotional phases. Additionally, it enhances loyalty chain stages theory by diving conative loyalty into three specific behavioral intentions: willingness to pay premium prices, repurchase intention, and positive word-of-mouth intention.
- Practical contributions
First, this research reveals how perceived value affects consumer loyalty toward energy-efficient household appliances differently in Vietnam compared to other countries. Furthermore, this thesis combines PLS-SEM, descriptive statistics, and importance-performance map analysis (IPMA) to categorize five dimensions of perceived value into three groups and identify which groups need priority for improvement. Some dimensions requiring enhancement fall under manufacturers’ responsibility, while others belong to distributors. These findings offer valuable insights for both manufacturers and distributors to identify priority areas in perceived value, helping them develop targeted marketing strategies for products, pricing, distribution, and communication channels. 

Second, multigroup analysis confirms that product category moderates the relationship between perceived value and consumer satisfaction. This finding offers fresh insights for businesses and policymakers in identifying which perceived value dimensions should be improved to nurture consumer loyalty toward each product category. 

Third, this thesis examined differences in perception of research constructs across five demographic characteristics: gender, age, educational level, income, and number of children per household. The findings highlighted significant variations in how different demographic groups evaluated several research constructs. These insights provide valuable guidance for manufacturers and distributors of energy-efficient household appliances in targeting specific consumer segments and positioning their products effectively in the market. 

- New proposals for policies, solutions

The thesis demonstrates how perceived value plays a crucial role in shaping consumer satisfaction and promoting loyalty toward energy-efficient household appliances. The thesis offers solutions to help manufacturers, distributors, and policymakers enhance consumer loyalty by clearly identifying the components of consumer perceived value for energy-efficient appliances. These recommendations stem from key research findings and market development forecasts.
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