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Abstract Over the last few years, the concept of online loyalty has been examined
extensively in the literature, and it remains a topic of constant inquiry for both aca-
demics and marketing managers. The tremendous development of the Internet for
both marketing and e-commerce settings, in conjunction with the growing desire
of consumers to purchase online, has promoted two main outcomes: (a) increasing
numbers of Business-to-Customer companies running businesses online and (b) the
development of a variety of different e-loyalty research models. However, current
research lacks a systematic review of the literature that provides a general concep-
tual framework on e-loyalty, which would help managers understand their customers
better, take advantage of industry-related factors, and improve their service quality.
The present study is an attempt to critically synthesize results from multiple empir-
ical studies on e-loyalty. Our findings illustrate that 62 instruments for measuring
e-loyalty–with two or more items—are currently in use, influenced predominantly by
Zeithaml et al. (J. Marketing 60(2):31–46, 1996) and Oliver (Satisfaction: a behav-
ioral perspective on the consumer. New York: McGraw Hill, 1997). Additionally, we
propose a new general conceptual framework, which leads to e-loyalty dividing an-
tecedents into prepurchase, during-purchase and after-purchase factors, based on the
act of purchase. To conclude, a number of managerial implementations are suggested
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in order to help marketing managers increase their customers’ e-loyalty by making
crucial changes in each purchase stage.

Keywords E-loyalty · E-satisfaction · E-trust · Customer behaviour · E-commerce ·
Critical review · Framework

1 Introduction: loyalty in the Internet era

The penetration of the Internet in marketing and e-commerce settings has influenced,
to a great extent, the entire business world. From the customer’s viewpoint, it has cre-
ated new and possibly less costly ways of participating in commercial activities [182].
From the business perspective, market globalization, along with the decreasing effec-
tiveness of offline marketing, has motivated organizations to shift their plans to in-
clude Internet marketing [120]. Hence, consumers have increasingly favored online
shopping [166], gradually leading more Business-to-Customer (B2C) companies to
establish an Internet presence in an effort to attract new and maintain existing cus-
tomers for long-term profitability [203].

Building and maintaining brand loyalty has been a central theme of marketing the-
ory and practice in traditional consumer marketing [71]. For this reason, businesses
should be more interested in keeping long-lasting relationships with their customers
than in accumulating occasional exchanges [17]. Presently, the notion of brand loy-
alty has been expanded to include online loyalty (also known as e-loyalty or website
loyalty). The online shopping world has completely changed the relationship between
customers and retailers. The minimal cost to a customer to switch brands (compared
to the high costs for companies to acquire new e-customers) justifies the need for
online businesses to create a loyal customer base, as well as to monitor the profitabil-
ity of each segment in order to avoid unprofitable customer relationships during the
initial years of online operation [7, 166, 167]. Moreover, Reichheld et al. [163, 164]
and Day [51] have indicated that the notion of e-loyalty is the most important factor
affecting online business performance.

E-loyalty is “the customer’s favorable attitude towards an electronic business, re-
sulting in repeat purchasing behaviour” [7]. It encompasses high quality customer
support, on-time delivery, compelling product presentations, convenient and reason-
ably priced shipping and handling, and clear and trustworthy privacy policies [166].
As a result, the study of e-loyalty’s antecedents has become essential [161]; satisfac-
tion, trust, service quality, and perceived value among others are certain precursors.

Consequently, creating customer loyalty and satisfaction is the major objective
for online companies to increase profitability and obtain and maintain competitive
advantage. To do so, companies need to develop a thorough understanding of the an-
tecedents of loyalty on the World Wide Web [120]. Shankar et al. [181, p. 154] note
that “firms need to gain a better understanding of the relationship between satisfac-
tion and loyalty in the online environment to allocate their online marketing efforts
between satisfaction initiatives and loyalty programs”. Reichheld and Sasser [165]
suggested that increasing a business’s number of loyal customers by 5 % can result
in a 30 % to 85 % increase in profitability. However, the identification of factors that
might affect e-loyalty has puzzled academic scholars over the last decade [189, 195].
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2 Purpose

No problem facing the individual scientist today is more defeating than the
effort to cope with the flood of published scientific research, even within one’s
own narrow specialty.

Bentley Glass [70, p. 583]

Up to this point, various studies have tried to explain the concepts of loyalty
and satisfaction in online markets as well as the potential factors that influence
them [37, 154, 197]. However, many online companies fail to cultivate e-loyalty be-
cause they are not aware of the mechanisms involved in generating customer loyalty
on the Internet [169]. To the best of our knowledge, and despite the importance of e-
loyalty for a business’s success in the online market, there is a lack of comprehensive
and systematic reviews on e-loyalty that incorporate empirical results from the last
decade.

Hence, the purpose of this study is to concentrate all the available empirical lit-
erature on e-loyalty as studied in e-commerce settings and to answer the following
questions:

(1) What instruments are currently available to assess e-loyalty?
(2) Is there a common definition of e-loyalty? What are considered to be its most

widely accepted antecedents?
(3) What are the limitations of current research in the e-loyalty literature?

3 Methodology

3.1 Literature search

The literature review was conducted sourcing the following electronic databases:
Web of Science, Scopus, Business Source Premier, ABI Inform, and Google Scholar.
Search terms included different combinations of “e-loyalty”, “web loyalty”, “online
loyalty”, “web”, “e-commerce”, “intentions”, and “repurchase intentions”. Searches
extended until July 2011 with no cut-off date for past studies. Only articles written
in English were included. Articles could be from conference proceedings or jour-
nals, but only records with available abstracts were included. Dissertations, theses,
and other material from the “grey literature” were excluded [170, 208]. We included
studies that satisfied the following criteria: (a) They were sampling or experimental
surveys and reported quantitative results and (b) They had e-loyalty as a dependent
variable in the model the paper tested. Qualitative studies were excluded due to the
present review’s interest in instruments used for measuring e-loyalty and their psy-
chometric properties. Methodologically, a critical review of qualitative studies as-
sesses different concepts (e.g., sampling, coding, etc.) than one of quantitative stud-
ies, while qualitative studies are predominantly theory building and not theory testing
essays [53]. Our aim is to offer an evidence-based approach for all research questions
based on tested theories.
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Fig. 1 Literature search results

Our search method also resulted in papers that investigated loyalty in mobile
commerce (m-commerce) settings, loyalty towards social networking sites and on-
line gaming platforms, and certain attitudes towards websites. These papers were
excluded, since papers studying loyalty behaviors in e-commerce and marketing set-
tings were the primary interest.

The next step in the data collection process involved a type of snowball sam-
pling technique: the references listed in the obtained studies were used to locate ad-
ditional studies [80, 154]. Also, major review papers were screened for references
to ensure that all suitable papers were included. Our search method resulted in 3,128
academic papers, which were downsampled to 217 according to the inclusion criteria.
The screening procedure is shown in Fig. 1.

3.2 Academic papers

The papers included in our sample came mainly from the marketing and e-commerce
settings of various industries (book selling websites, travel websites, general retailing
websites, etc.). The total sample size, taken from all studies, was 103,858 people.
The first papers discussing some aspect of e-commerce loyalty appeared in 1998 and,
following a steady increase from 2003 to 2008, articles peaked at 120 to 140 in 2009
and 2010 (Fig. 2). Many papers from 2011 were still in publication, but given the
present review’s time limit and the fact that the number of papers up until that point
equaled about half of 2010’s total number, a figure of about 140 is expected for 2011.
This shows the ongoing interest of academic researchers for studying e-loyalty in e-
commerce settings. From the Web of Science sample of papers on e-loyalty (590),
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Fig. 2 Articles mentioning e-loyalty, web loyalty or online loyalty from Web of Science and Scopus

most papers published are authored by researchers from the USA (31.4 %), Taiwan
(16.1 %), China (14.3 %), South Korea (6.1 %), and the UK (8.2 %); the remaining
studies are from various other European, Asian, and American countries.

3.3 Synthesis of the literature

Several steps were followed in the process of synthesizing the concepts presented in
various studies and the impact they have had on e-commerce literature [234]. A table
of all studies was created, noting the following information for each study: authors
and year of publication, main area of study, scope of the paper, sample size, loy-
alty instrument used, number of items and Likert points, the instrument’s reliability,
and results of its confirmatory factor analysis. For each study, we noted the other di-
mensions/concepts measured by authors and results of their hypotheses concerning
e-loyalty. Finally, the number of citations each paper received from Google Scholar
and an impact ratio (citations in Google Scholar/year) were included to assess the
relative impact of each paper [37]. A detailed list of all papers identified is included
in the Supplementary Appendix (Table A2). As a next step, we identified the instru-
ments used for studying loyalty in e-commerce settings and constructed a unifying
model of all of the studies’ results.

4 Critical assessment of e-loyalty instruments

4.1 Overview of e-loyalty instruments

A useful starting point in assessing the e-loyalty literature is identifying general
trends across existing e-loyalty instruments. These questionnaires consist of a series
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of questions for the purpose of gathering information from respondents. Our search
process resulted in noting 62 e-loyalty instruments with a number of items ranging
from two to 16 (either on 5-point or 7-point Likert scales) and eight one-item in-
struments, outlined in Tables 1, 2, and 3, mentioning the information for each paper
gathered from the literature search. Out of the 62 instruments, 23 were self-defined
by authors and 39 were adaptations from previous loyalty or e-loyalty instruments.

The instruments are listed in chronological order in Tables 1, 2, and 3 with the
instrument by Lynch et al. [123] being the earliest one-item instrument; that of De-
varaj et al. [54] is the earliest self-defined instrument and Gefen and Straub’s [69]
is the earliest adapted loyalty instrument. A certain number of the instruments are
used more frequently than others, but most of them are unknown (as indicated by the
small number of citations). A possible explanation for this is that authors might find
many similarities between the least-cited and most-cited instruments, thus selecting
the more popular ones even when they consider parts of them irrelevant. The surveys
were created by researchers in a variety of disciplines, including e-commerce, busi-
ness, marketing, and information science, suggesting that e-loyalty is a complex field
that has drawn attention from multiple disciplines. The number of items per instru-
ment ranged from one to 16. More than 100 factors or dimensions were measured,
depending on the hypotheses made by the authors in their studies, and more than 33
factors were found to have some significant association with e-loyalty.

The impact ratio (IR) of each paper was also examined; it ranged from 0 [128] to
95.5 [108], with mean IR = 4.1. The impact ratio controls for year so it clearly depicts
the impact of each instrument independent of its year of publication [37]. According
to their IR, the most important papers describing a new e-loyalty instrument are those
by (a) Koufaris [108] (IR = 95.5) and Shankar et al. [181] (IR = 50.6) among the
one-item instruments; (b) Yen and Gwinner [225] (IR = 10.4) and Vatanasombut et
al. [206] (IR = 9.3) among the self-defined instruments; and (c) Srinivasan et al. [189]
(instrument use by subsequent authors: 40 times) and Gefen and Straub [69] (instru-
ment use by subsequent authors: 16 times) among the adapted instruments. From the
adapted instruments, the study by Zeithaml et al. [233] appears to have significantly
influenced e-loyalty literature, as 49 authors have adapted this instrument to measure
e-loyalty. Second comes Oliver [143–145], whose customer satisfaction theories have
been used as a basis to form an e-loyalty instrument in 11 studies.

4.2 Starting points for e-loyalty instruments: Zeithaml et al. [233] and
Oliver [143, 144]

It is worth analyzing the properties of the instruments with the greatest conceptual
influence, namely those of Zeithaml et al. [233] and Oliver [143, 144]. Zeithaml et
al. [233] offered a conceptual model of the impact of service quality on particular
behaviors that signaled whether customers remain with or defect from a company
(loyalty or disloyalty). Their methodological approach resulted in a configuration of
five items for loyalty, which had high internal consistency (0.93 to 0.94 across com-
panies). These loyalty items stressed the importance of recommending a company
to others, through positive words, advice, and friendly encouragement, or through
repetitive behaviors of continuing to patronize a business over the next years and



Critical review of the e-loyalty literature: a purchase-centred framework 337

Ta
bl

e
1

O
ne

-i
te

m
e-

lo
ya

lty
in

st
ru

m
en

ts
.C

on
fir

m
at

or
y

fa
ct

or
an

al
ys

is
w

as
no

td
on

e
on

th
es

e
m

ea
su

re
s

an
d

re
lia

bi
lit

y
ca

nn
ot

be
m

ea
su

re
d

fo
r

on
e-

ite
m

in
st

ru
m

en
ts

N
o.

R
ef

er
en

ce
Sa

m
pl

e
si

ze
(N

)
L

ik
er

tp
oi

nt
s

O
th

er
di

m
en

si
on

s
m

ea
su

re
d

IR

1
Ly

nc
h

et
al

.[
12

3]
29

9
7

T
ru

st
,A

ff
ec

t,
Si

te
Q

ua
lit

y
17

.4

2
K

ou
fa

ri
s

[1
08

]
28

0
7

Pr
od

uc
tI

nv
ol

ve
m

en
t,

W
eb

Sk
ill

s,
V

al
ue

-A
dd

ed
Se

ar
ch

M
ec

ha
ni

sm
s,

C
ha

lle
ng

es
,P

er
ce

iv
ed

C
on

tr
ol

,S
ho

pp
in

g
E

nj
oy

m
en

t,
C

on
ce

nt
ra

tio
n,

Pe
rc

ei
ve

d
U

se
fu

ln
es

s,
Pe

rc
ei

ve
d

E
as

e
of

U
se

95
.5

3
Sh

an
ka

r
et

al
.[

18
1]

D
at

a
se

t1
:N

=
14

4;
D

at
a

se
t2

:
(o

nl
in

e
sa

m
pl

e)
N

=
19

0;
D

at
a

se
t3

:(
of

fli
ne

sa
m

pl
e

un
m

at
ch

ed
)
N

=
40

3

7
O

nl
in

e
M

ed
iu

m
,S

er
vi

ce
E

nc
ou

nt
er

Sa
tis

fa
ct

io
n,

O
ve

ra
ll

Sa
tis

fa
ct

io
n

50
.6

4
K

im
an

d
K

im
[1

04
]

30
3

7
D

em
og

ra
ph

ic
s

(g
en

de
r,

ag
e,

in
co

m
e,

ed
uc

at
io

n,
nu

m
be

r
of

ch
ild

re
n)

,
T

ra
ns

ac
tio

n/
C

os
t,

In
ce

nt
iv

e
Pr

og
ra

m
s,

Si
te

D
es

ig
n,

In
te

ra
ct

iv
ity

7.
3

5
Ji

an
g

an
d

R
os

en
bl

oo
m

[9
5]

T
he

st
ud

y
in

cl
ud

es
41

6
e-

ta
ile

rs
w

ith
ov

er
a

qu
ar

te
r

of
a

m
ill

io
n

in
di

vi
du

al
co

ns
um

er
re

sp
on

de
nt

s

10
C

us
to

m
er

Pr
ic

e
Pe

rc
ep

tio
n,

C
us

to
m

er
Sa

tis
fa

ct
io

n
at

C
he

ck
-o

ut
,

C
us

to
m

er
Sa

tis
fa

ct
io

n
af

te
r

D
el

iv
er

y,
O

ve
ra

ll
C

us
to

m
er

Sa
tis

fa
ct

io
n

11
.5

6
M

ith
as

et
al

.[
13

0]
M

or
e

th
an

12
,0

00
cu

st
om

er
s

ac
ro

ss
43

W
eb

si
te

s
10

W
eb

si
te

st
ru

ct
ur

e,
W

eb
si

te
co

nt
en

t,
W

eb
si

te
fu

nc
tio

na
lit

y,
G

ov
er

nm
en

tv
s.

C
om

m
er

ci
al

do
m

ai
n

–
Ph

ys
ic

al
go

od
s

vs
.s

er
vi

ce
s

do
m

ai
n,

In
fo

rm
at

io
n

ri
ch

ne
ss

do
m

ai
n,

T
ra

ns
ac

tio
n

ri
ch

ne
ss

do
m

ai
n

13

7
C

as
ta

ñe
da

et
al

.[
30

]
10

3
5

A
tti

tu
de

s
to

w
ar

d
In

te
rn

et
us

e,
B

ra
nd

,W
eb

si
te

,S
at

is
fa

ct
io

n
3

8
A

bd
ul

-M
uh

m
in

[1
]

43
6

7
Sa

tis
fa

ct
io

n
w

ith
:O

nl
in

e
Pr

od
uc

tP
ri

ce
s,

D
el

iv
er

y
T

im
e,

D
el

iv
er

y
C

os
t,

O
nl

in
e

Pr
od

uc
tQ

ua
lit

y,
O

nl
in

e
C

us
to

m
er

Se
rv

ic
e,

R
eq

ui
re

d
O

nl
in

e
Pa

ym
en

tM
et

ho
d,

O
nl

in
e

Pa
ym

en
tS

ec
ur

ity
,O

ve
ra

ll
Sa

tis
fa

ct
io

n
w

ith
pr

ev
io

us
O

nl
in

e
Pu

rc
ha

se
,A

tti
tu

de
s

to
w

ar
d

O
nl

in
e

Pu
rc

ha
se

0

N
ot

e:
IR

,I
m

pa
ct

R
at

io



338 A.C. Valvi, K.C. Fragkos

Ta
bl

e
2

Tw
en

ty
th

re
e

se
lf

-d
efi

ne
d

e-
lo

ya
lty

in
st

ru
m

en
ts

N
o.

R
ef

er
en

ce
N

N
o.

of
It

em
s

(L
ik

er
tp

oi
nt

s)
R

el
ia

bi
lit

y
Fi

tI
nd

ic
es

(i
f

C
FA

Pe
rf

or
m

ed
)

O
th

er
di

m
en

si
on

s
m

ea
su

re
d

IR

1
D

ev
ar

aj
et

al
.[

54
]

13
4

4(
7)

N
R

N
R

E
ffi

ci
en

cy
(T

im
e,

E
as

e-
of

-u
se

,E
ff

or
t)

,
V

al
ue

(P
ri

ce
,Q

ua
lit

y)
,I

nt
er

ac
tio

n
(I

nf
or

m
at

io
n,

Sa
fe

ty
,L

oa
d

T
in

e,
N

av
ig

at
io

n)
,P

ur
ch

as
e

D
ec

is
io

n

3.
4

2
Y

en
an

d
G

w
in

ne
r

[2
25

]
45

9
2(

7)
R

el
ia

bi
lit

y
co

ef
fic

ie
nt

:0
.8

5
C

FA
no

td
on

e
Pe

rc
ei

ve
d

C
on

tr
ol

,P
er

fo
rm

an
ce

,
C

on
ve

ni
en

ce
,E

ffi
ci

en
cy

,C
on

fid
en

ce
B

en
efi

ts
,S

pe
ci

al
T

re
at

m
en

tB
en

efi
ts

,
Sa

tis
fa

ct
io

n

10
.4

3
T

ha
tc

he
r

an
d

G
eo

rg
e

[2
00

]
44

1
2(

N
R

)
C

om
pl

et
e

re
lia

bi
lit

y
(I

C
R

):
0.

93
0

C
FA

no
td

on
e.

E
FA

w
as

ex
ec

ut
ed

Po
si

tiv
e

A
ff

ec
t(

A
es

th
et

ic
s,

E
nt

er
ta

in
m

en
t)

,
C

om
m

itm
en

t(
L

ea
rn

in
g

C
os

ts
,T

ra
ns

ac
tio

n
C

os
ts

,A
rt

ifi
ci

al
C

os
ts

),
C

us
to

m
er

Sa
tis

fa
ct

io
n

(P
ri

ci
ng

,C
on

ve
ni

en
ce

,
Se

le
ct

io
n)

,T
ru

st
-

So
ci

al
In

vo
lv

em
en

t
C

om
m

itm
en

tI
nt

er
ac

tio
n

4.
3

4
L

im
an

d
D

ub
in

sk
y

[1
16

]
23

7
2(

7)
C

ro
nb

ac
h’

s
α

:0
.9

0
A

cc
ep

ta
bl

e
m

od
el

fit
:

χ
2

=
23

6.
07

,d
f=

18
8,

R
M

SE
A

=
0.

02
9

Se
lf

-e
ffi

ci
en

cy
,F

ac
ili

ta
tio

n
of

ab
ili

ty
,

Fa
m

ily
,F

ri
en

ds
,M

er
ch

an
di

se
,R

el
ia

bi
lit

y,
N

av
ig

at
io

n,
Pe

rc
ei

ve
d

B
eh

av
io

ra
lC

on
tr

ol
,

Su
bj

ec
tiv

e
N

or
m

,A
tti

tu
de

to
w

ar
d

on
lin

e
sh

op
pi

ng

4.
2

5
O

ls
on

an
d

B
oy

er
[1

48
]

24
2

2(
7)

:W
eb

si
te

at
tr

ac
tiv

en
es

s
5(

7)
:I

nt
er

ne
t

im
pr

ov
em

en
t

W
eb

si
te

at
tr

ac
tiv

en
es

s:
0.

57
In

te
rn

et
im

pr
ov

em
en

t:
0.

86

C
FA

no
td

on
e

Pa
tr

on
Fa

ct
or

s
(P

at
ro

n
St

ra
te

gy
an

d
W

eb
si

te
In

te
ra

ct
io

n)
,T

ec
hn

ol
og

ic
al

Fa
ct

or
s

(W
eb

si
te

Fu
nc

tio
na

lit
y)

1.
5

6
H

ac
km

an
et

al
.[

78
]

17
1

3(
7)

C
om

po
si

te
re

lia
bi

lit
y:

0.
87

4
C

FA
no

td
on

e
Sa

cr
ifi

ce
,O

nl
in

e
Se

rv
ic

e
Q

ua
lit

y,
O

nl
in

e
Se

rv
ic

e
V

al
ue

,O
nl

in
e

Se
rv

ic
e

Sa
tis

fa
ct

io
n

3.
2

7
Pa

rk
an

d
K

im
[1

53
]

21
3

3(
5)

C
ro

nb
ac

h’
s
α

:0
.8

3
C

FA
no

td
on

e
Pe

rc
ei

ve
d

tim
e

ri
sk

,P
er

ce
iv

ed
co

ns
um

pt
io

n
de

la
y,

A
tti

tu
de

to
w

ar
d

th
e

W
eb

si
te

1



Critical review of the e-loyalty literature: a purchase-centred framework 339

Ta
bl

e
2

(C
on

ti
nu

ed
)

N
o.

R
ef

er
en

ce
N

N
o.

of
It

em
s

(L
ik

er
tp

oi
nt

s)
R

el
ia

bi
lit

y
Fi

tI
nd

ic
es

(i
f

C
FA

Pe
rf

or
m

ed
)

O
th

er
di

m
en

si
on

s
m

ea
su

re
d

IR

8
W

an
g

an
d

H
ea

d
[2

10
]

17
7

2(
7)

C
ro

nb
ac

h’
s
α

:0
.6

3
A

cc
ep

ta
bl

e
m

od
el

fit
:

E
xo

ge
no

us
co

ns
tr

uc
ts

:
χ

2
=

45
.2

,d
f=

38
,

χ
2
/
df

=
1.

2,
p

=
0.

20
,

G
FI

=
0.

96
,

A
G

FI
=

0.
92

,
C

FI
=

0.
99

,
R

M
SE

A
=

0.
03

E
nd

og
en

ou
s

co
ns

tr
uc

ts
:

χ
2

=
32

.2
,d

f=
21

,
χ

2
/
df

=
1.

5,
p

=
0.

06
,

G
FI

=
0.

96
,

A
G

FI
=

0.
92

,
C

FI
=

0.
99

,
R

M
SE

A
=

0.
06

E
xo

ge
no

us
co

ns
tr

uc
ts

(P
er

ce
iv

ed
C

on
su

m
er

Po
w

er
,P

er
ce

iv
ed

R
el

at
io

ns
hi

p
In

ve
st

m
en

t,
Pe

rc
ei

ve
d

In
te

ra
ct

io
n,

Pe
rc

ei
ve

d
Sh

op
pi

ng
R

is
ks

),
E

nd
og

en
ou

s
co

ns
tr

uc
ts

(P
er

ce
iv

ed
Sw

itc
hi

ng
C

os
ts

,
Sa

tis
fa

ct
io

n,
T

ru
st

)

7.
75

9
H

ua
ng

[8
9]

26
9

18
(5

)
C

ro
nb

ac
h’

s
α

:0
.8

1
A

cc
ep

ta
bl

e
m

od
el

fit
:

χ
2
/
df

=
1.

18
,p

=
0.

09
,

G
FI

=
0.

95
,

A
G

FI
=

0.
92

,I
FI

=
1,

C
FI

=
1,

N
FI

=
0.

98
,

R
M

R
=

0.
04

,
R

M
SE

A
=

0.
03

E
-q

ua
lit

y
(p

ri
ce

be
ne

fit
s,

us
ef

ul
in

fo
rm

at
io

n,
cu

st
om

iz
at

io
n,

in
te

ra
ct

iv
ity

,
ac

ce
ss

ib
le

bu
si

ne
ss

pr
oc

es
s,

re
sp

on
si

ve
ne

ss
),

T
ru

st
(p

ro
m

is
e

fu
lfi

llm
en

t,
co

m
pa

ny
re

pu
ta

tio
n,

tr
an

sa
ct

io
n

co
nfi

de
nt

ia
lit

y,
pr

of
es

si
on

al
ab

ili
ty

be
lie

f,
be

ne
vo

le
nc

e
be

lie
f)

2.
3

10
L

in
et

al
.[

11
8]

59
0

3(
7)

C
on

st
ru

ct
re

lia
bi

lit
y:

0.
77

9
A

cc
ep

ta
bl

e
m

od
el

fit
In

ce
nt

iv
e,

C
on

fir
m

at
io

n,
Sa

tis
fa

ct
io

n,
T

ru
st

0



340 A.C. Valvi, K.C. Fragkos

Ta
bl

e
2

(C
on

ti
nu

ed
)

N
o.

R
ef

er
en

ce
N

N
o.

of
It

em
s

(L
ik

er
tp

oi
nt

s)
R

el
ia

bi
lit

y
Fi

tI
nd

ic
es

(i
f

C
FA

Pe
rf

or
m

ed
)

O
th

er
di

m
en

si
on

s
m

ea
su

re
d

IR

11
M

a
et

al
.[

12
4]

26
6

N
R

(6
)

C
ro

nb
ac

h’
s
α

:
0.

60
–0

.8
8

A
cc

ep
ta

bl
e

m
od

el
fit

:
M

od
el

1:
χ

2
=

71
8.

55
,

χ
2
/
df

=
2.

37
,

N
N

FI
=

0.
91

,
C

FI
=

0.
92

,
R

M
SE

A
=

0.
07

5
M

od
el

2:
χ

2
=

66
2.

63
,

χ
2
/
df

=
2.

37
,

N
N

FI
=

0.
91

,
C

FI
=

0.
93

,
R

M
SE

A
=

0.
07

3

C
on

te
nt

,C
on

ve
ni

en
ce

C
om

m
un

ic
at

io
n,

C
on

ce
rn

,C
re

di
bi

lit
y,

C
ha

ra
ct

er
,

C
us

to
m

iz
at

io
n

0

12
V

at
an

as
om

bu
te

ta
l.

[2
06

]
10

04
3(

N
R

)
R

el
ia

bi
lit

y
co

ef
fic

ie
nt

:0
.9

2
C

FA
no

td
on

e
R

el
at

io
ns

hi
p

Te
rm

in
at

io
n

C
os

t,
R

el
at

io
ns

hi
p

be
ne

fit
,U

se
r

(p
er

ce
iv

ed
)

em
pl

oy
m

en
t,

Sh
ar

ed
V

al
ue

,
C

om
m

un
ic

at
io

n,
Pe

rc
ei

ve
d

se
cu

ri
ty

,
R

el
at

io
ns

hi
p

C
om

m
itm

en
t,

T
ru

st

9.
3

13
W

an
g

an
d

X
u

[2
12

]
72

6
N

R
(7

)
C

ro
nb

ac
h’

s
α

:
>

0.
80

0
C

FA
no

td
on

e
O

nl
in

e
pe

rc
ei

ve
d

va
lu

e,
O

nl
in

e
cu

st
om

er
sa

tis
fa

ct
io

n,
O

nl
in

e
cu

st
om

er
tr

us
t,

O
nl

in
e

sw
itc

hi
ng

0

14
C

ha
ng

et
al

.[
32

]
24

15
N

R
(5

)
R

el
ia

bi
lit

y
co

ef
fic

ie
nt

:0
.8

69
Fa

ct
or

an
al

ys
is

w
as

ex
ec

ut
ed

C
om

pe
ns

at
io

n,
C

om
m

un
ic

at
io

n,
E

xp
la

na
tio

n,
R

es
po

ns
e,

Sy
st

em
,

D
is

tr
ib

ut
iv

e,
In

te
rn

at
io

na
l,

Pr
oc

ed
ur

al
Ju

st
ic

e

0

15
H

ua
ng

et
al

.[
90

]
14

7
3(

5)
C

ro
nb

ac
h’

s
α

:0
.9

09
A

cc
ep

ta
bl

e
m

od
el

fit
:

χ
2
/
df

=
30

.1
/
39

,
G

FI
=

1,
A

G
FI

=
0.

93
,

N
FI

=
0.

99
,

R
M

SR
=

0.
08

1

L
og

is
tic

s
Se

rv
ic

e
Q

ua
lit

y
(I

nf
or

m
at

io
n

Q
ua

lit
y,

O
rd

er
in

g
Pr

oc
ed

ur
es

,T
im

el
in

es
s,

O
rd

er
C

on
di

tio
n,

O
rd

er
D

is
cr

ep
an

cy
),

Sa
tis

fa
ct

io
n

0



Critical review of the e-loyalty literature: a purchase-centred framework 341

Ta
bl

e
2

(C
on

ti
nu

ed
)

N
o.

R
ef

er
en

ce
N

N
o.

of
It

em
s

(L
ik

er
tp

oi
nt

s)
R

el
ia

bi
lit

y
Fi

tI
nd

ic
es

(i
f

C
FA

Pe
rf

or
m

ed
)

O
th

er
di

m
en

si
on

s
m

ea
su

re
d

IR

16
K

ar
ah

an
na

et
al

.[
10

2]
4,

83
8

3(
10

)
C

om
po

si
te

re
lia

bi
lit

y:
>

0.
91

C
FA

no
td

on
e

In
fo

rm
at

io
n

Q
ua

lit
y,

Sy
st

em
Q

ua
lit

y,
Pe

rc
ei

ve
d

U
se

fu
ln

es
s,

Pe
rc

ei
ve

d
V

al
ue

,
T

ru
st

,E
-S

at
is

fa
ct

io
n

0

17
M

ut
ha

ly
an

d
H

a
[1

36
]

40
2

2(
7)

C
ro

nb
ac

h’
s
α

:
0.

7–
0.

9
A

cc
ep

ta
bl

e
m

od
el

fit
C

us
to

m
iz

ed
in

fo
rm

at
io

n,
W

eb
in

te
ra

ct
iv

ity
,

Po
si

tiv
e

E
m

ot
io

na
lB

on
d,

Po
si

tiv
e

at
tit

ud
e,

0

18
C

he
n

et
al

.[
36

]
23

0
N

R
(1

0)
N

R
C

FA
no

td
on

e
O

nl
in

e
Sh

op
Im

ag
e,

O
nl

in
e

Sh
op

pi
ng

E
xp

ec
ta

tio
ns

,P
ur

ch
as

in
g

ex
pe

ri
en

ce
,

Pe
rc

ei
ve

d
V

al
ue

,C
us

to
m

er
Sa

tis
fa

ct
io

n

0

19
C

hi
ag

ou
ri

s
an

d
R

ay
[3

8]
25

1
2(

7)
C

ro
nb

ac
h’

s:
0.

75
7

A
cc

ep
ta

bl
e

m
od

el
fit

:
χ

2
=

69
1.

56
2,

df
=

18
8,

N
FI

=
0.

93
,

N
N

FI
=

0.
94

,
C

FI
=

0.
95

,I
FI

=
0.

95
,

R
M

SE
A

=
0.

08

A
dv

er
tis

in
g

L
ik

ea
bi

lit
y,

R
ep

ut
at

io
n,

Pe
rc

ei
ve

d
Si

te
Se

cu
ri

ty
,H

ed
on

ic
V

al
ue

,
U

til
ita

ri
an

V
al

ue

0

20
G

ou
na

ri
s

et
al

.[
73

]
24

0
4(

5)
:W

or
d

of
m

ou
th

(W
O

M
)

3(
5)

:S
ite

re
vi

si
t

3(
5)

:
Pu

rc
ha

se
in

te
nt

io
ns

C
ro

nb
ac

h’
s
α

:0
.8

0
(W

O
M

),
0.

78
(S

ite
re

vi
si

t)
,0

.7
9

(P
ur

ch
as

e
in

te
nt

io
ns

)

A
cc

ep
ta

bl
e

m
od

el
fit

:
G

FI
=

0.
94

,C
FI

=
0.

96
,

R
M

SE
A

=
0.

07

E
-S

er
vi

ce
Q

ua
lit

y
(U

se
r

fr
ie

nd
lin

es
s,

In
fo

rm
at

io
n,

A
da

pt
at

io
n,

A
es

th
et

ic
s)

,
E

-S
at

is
fa

ct
io

n
(P

ro
ce

ss
,E

nc
ou

nt
er

)

2

21
L

iu
an

d
H

un
g

[1
21

]
20

4
3(

5)
C

om
po

si
te

re
lia

bi
lit

y:
0.

84
C

FA
no

td
on

e
A

bi
lit

y,
In

te
gr

ity
,B

en
ev

ol
en

ce
,

E
nv

ir
on

m
en

ta
lp

er
ce

pt
io

n
1

22
X

ue
[2

20
]

21
2

3(
5)

C
ro

nb
ac

h’
s
α

:0
.6

57
C

FA
no

td
on

e
Pe

rs
on

al
Fa

ct
or

s
(S

ki
lls

),
N

et
w

or
k

Fa
ct

or
s

(I
nt

er
ac

tiv
e

Sp
ee

d,
U

se
fu

ln
es

s,
E

nt
er

ta
in

m
en

t)
,T

as
k

Fa
ct

or
s

(I
m

po
rt

an
ce

,
C

ha
lle

ng
in

g,
T

im
e-

B
ou

nd
,H

ea
rt

Fl
ow

0



342 A.C. Valvi, K.C. Fragkos

Ta
bl

e
2

(C
on

ti
nu

ed
)

N
o.

R
ef

er
en

ce
N

N
o.

of
It

em
s

(L
ik

er
tp

oi
nt

s)
R

el
ia

bi
lit

y
Fi

tI
nd

ic
es

(i
f

C
FA

Pe
rf

or
m

ed
)

O
th

er
di

m
en

si
on

s
m

ea
su

re
d

IR

23
K

im
et

al
.[

10
5]

34
0

4(
5)

C
om

po
si

te
re

lia
bi

lit
y:

0.
86

0
A

cc
ep

ta
bl

e
m

od
el

fit
:

χ
2

=
24

4.
98

,d
f=

13
7,

p
<

0.
00

01
,

G
FI

=
0.

92
9,

A
G

FI
=

0.
90

2,
C

FI
=

0.
95

9,
R

M
SR

=
0.

02
3

N
av

ig
at

io
n

Fu
nc

tio
na

lit
y,

Pe
rc

ei
ve

d
Se

cu
ri

ty
,T

ra
ns

ac
tio

n
C

os
t,

T
ru

st
,

Sa
tis

fa
ct

io
n

7

N
ot

es
:

N
R

,
N

ot
R

ep
or

te
d;

IR
,

Im
pa

ct
R

at
io

;
C

FA
,

C
on

fir
m

at
or

y
Fa

ct
or

A
na

ly
si

s;
df

,
D

eg
re

es
of

Fr
ee

do
m

;
G

FI
,

G
oo

dn
es

s
of

Fi
t

In
de

x;
A

G
FI

,
A

dj
us

te
d

G
oo

dn
es

s
of

Fi
t

In
de

x;
N

FI
,N

or
m

ed
Fi

tI
nd

ex
;N

N
FI

,N
on

-N
or

m
ed

Fi
tI

nd
ex

;C
FI

,C
om

pa
ra

tiv
e

Fi
tI

nd
ex

;I
FI

,I
nc

re
m

en
ta

lF
it

In
de

x;
R

M
R

,R
oo

tM
ea

n
R

es
id

ua
l;

R
M

SR
,R

oo
tM

ea
n

Sq
ua

re
R

es
id

ua
l;

R
M

SE
A

,R
oo

tM
ea

n
Sq

ua
re

E
rr

or
of

A
pp

ro
xi

m
at

io
n



Critical review of the e-loyalty literature: a purchase-centred framework 343

Ta
bl

e
3

T
hi

rt
y

ni
ne

e-
lo

ya
lty

in
st

ru
m

en
ts

ad
ap

te
d

fr
om

pr
ev

io
us

lo
ya

lty
or

e-
lo

ya
lty

in
st

ru
m

en
ts

N
o.

R
ef

er
en

ce
s

N
A

da
pt

ed
L

oy
al

ty
In

st
ru

m
en

t
N

o.
of

ite
m

s
(L

ik
er

tp
oi

nt
s)

R
el

ia
bi

lit
y

Fi
ti

nd
ic

es
(i

f
C

FA
pe

rf
or

m
ed

)
O

th
er

di
m

en
si

on
s

m
ea

su
re

d
(i

te
m

s)
IR

1
G

ef
en

an
d

St
ra

ub
[6

9]
20

2
D

av
is

et
al

.[
49

,5
0]

3(
7)

C
ro

nb
ac

h’
s
α

:0
.7

9
C

FA
no

td
on

e
Pe

rc
ei

ve
d

E
as

e
of

U
se

,
Pe

rc
ei

ve
d

U
se

fu
ln

es
s,

In
te

nd
ed

In
qu

ir
y

56
.7

2
L

ee
et

al
.[

11
1]

28
9

A
nd

er
so

n
[5

]
2(

N
R

)
C

ro
nb

ac
h’

s
α

:0
.7

29
C

FA
no

td
on

e
C

om
pr

eh
en

si
ve

in
fo

rm
at

io
n,

Sh
ar

ed
V

al
ue

,C
om

m
un

ic
at

io
n,

U
nc

er
ta

in
ty

,N
um

be
r

of
co

m
pe

tit
or

s,
Sp

ec
ifi

ci
ty

,T
ru

st
,

T
ra

ns
ac

tio
n

C
os

t

10
.9

3
L

im
ay

em
et

al
.

[1
17

]
70

5
Pa

rk
er

et
al

.[
15

5]
;

Ta
yl

or
an

d
To

dd
[1

96
]

3(
5)

N
R

C
FA

no
td

on
e

Su
bj

ec
tiv

e
N

or
m

s,
A

tti
tu

de
,

Pe
rc

ei
ve

d
C

on
se

qu
en

ce
s,

B
eh

av
io

ra
lC

on
tr

ol
,P

er
so

na
l

In
no

va
tiv

en
es

s,
In

te
rn

et
Sh

op
pi

ng

17
.6

4
B

ha
tta

ch
er

je
e

[1
9]

17
2

M
at

hi
es

on
[1

27
]

3(
7)

C
ro

nb
ac

h’
s
α

:0
.8

87
C

FA
w

as
do

ne
C

on
fir

m
at

io
n

(S
al

es
,S

er
vi

ce
,

M
ar

ke
tin

g)
,S

at
is

fa
ct

io
n,

Pe
rc

ei
ve

d
us

ef
ul

ne
ss

,L
oy

al
ty

in
ce

nt
iv

es

30

5
G

ef
en

an
d

D
ev

in
e

[6
8]

17
6

Z
ei

th
am

le
ta

l.
[2

33
]

3(
5)

C
ro

nb
ac

h’
s
α

:>
0.

80
C

FA
no

td
on

e.
E

FA
w

as
ex

ec
ut

ed
.G

oo
d

fa
ct

or
ia

lv
al

id
ity

Se
rv

ic
e

Q
ua

lit
y

(T
an

gi
bl

es
,

E
m

pa
th

y,
R

el
ia

bi
lit

y,
R

es
po

ns
iv

en
es

s,
A

ss
ur

an
ce

),
Pe

rc
ei

ve
d

ri
sk

w
ith

ve
nd

or
,

Pe
rc

ei
ve

d
sw

itc
hi

ng
co

st
s,

Pe
rc

ei
ve

d
re

la
tiv

e
pr

ic
e

of
bo

ok
s,

L
ac

k
of

an
no

yi
ng

ba
nn

er
s,

B
en

efi
ci

al
se

ar
ch

en
gi

ne
s,

Si
te

se
cu

ri
ty

,Q
ui

ck
re

sp
on

se
tim

e,
C

us
to

m
er

re
co

gn
iti

on

2.
7



344 A.C. Valvi, K.C. Fragkos

Ta
bl

e
3

(C
on

ti
nu

ed
)

N
o.

R
ef

er
en

ce
s

N
A

da
pt

ed
L

oy
al

ty
In

st
ru

m
en

t
N

o.
of

ite
m

s
(L

ik
er

tp
oi

nt
s)

R
el

ia
bi

lit
y

Fi
ti

nd
ic

es
(i

f
C

FA
pe

rf
or

m
ed

)
O

th
er

di
m

en
si

on
s

m
ea

su
re

d
(i

te
m

s)
IR

6
G

ef
en

[6
7]

16
0

Z
ei

th
am

le
ta

l.
[2

33
]

4(
7)

C
om

po
si

te
re

lia
bi

lit
y:

0.
92

2
C

FA
do

ne
.

A
cc

ep
ta

bl
e

m
od

el
fit

Se
rv

ic
e

Q
ua

lit
y

(T
an

gi
bl

es
,

E
m

pa
th

y,
R

el
ia

bi
lit

y,
R

es
po

ns
iv

en
es

s,
A

ss
ur

an
ce

),
C

us
to

m
er

T
ru

st
,P

er
ce

iv
ed

ri
sk

w
ith

ve
nd

or
,C

os
tt

o
sw

itc
h

ve
nd

or

33
.4

7
Sr

in
iv

as
an

et
al

.[
18

9]
N

ot
e:

T
hi

s
st

ud
y

is
si

m
ila

r
w

ith
A

nd
er

so
n

an
d

Sr
in

iv
as

an
[7

],
bu

tt
he

po
te

nt
ia

l
di

m
en

si
on

s
th

at
af

fe
ct

e-
lo

ya
lty

di
ff

er

12
11

Z
ei

th
am

le
ta

l.
[2

33
];

G
re

m
le

r
[7

4]
7(

7)
C

ro
nb

ac
h’

s
α

:0
.9

20
C

FA
do

ne
C

us
to

m
iz

at
io

n,
C

on
ta

ct
in

te
ra

ct
iv

ity
,C

ar
e,

co
m

m
un

ity
,

C
on

ve
ni

en
ce

,C
ul

tiv
at

io
n,

C
ho

ic
e,

C
ha

ra
ct

er
,S

ea
rc

h,
W

or
d-

of
-m

ou
th

,W
ill

in
gn

es
s

to
pa

y
m

or
e

59
.8

8
L

ua
rn

an
d

L
in

[1
22

]
18

0
C

ha
ud

hu
ri

an
d

H
ol

br
oo

k
[3

3]
2(

7)
C

ro
nb

ac
h’

s
α

:0
.8

9
C

FA
no

td
on

e
T

ru
st

,C
us

to
m

er
Sa

tis
fa

ct
io

n,
Pe

rc
ei

ve
d

V
al

ue
,C

om
m

itm
en

t
10

.3

9
Ta

yl
or

an
d

H
un

te
r

[1
98

]
24

4
O

liv
er

[1
43

,1
45

];
Pr

itc
ha

rd
et

al
.[

16
0]

4(
9)

R
el

ia
bi

lit
y

co
ef

fic
ie

nt
:0

.8
34

A
cc

ep
ta

bl
e

m
od

el
fit

:
χ

2
=

18
2.

83
,

df
=

10
5,

G
FI

=
0.

92
,

C
FI

=
0.

99
,

N
FI

=
0.

99
,

L
FI

=
0.

99
,

R
M

SE
A

=
0.

05
5,

SR
M

R
=

0.
02

5

T
ru

st
,A

ff
ec

t,
R

es
is

ta
nc

e
to

C
ha

ng
e,

V
al

ue
B

ra
nd

A
tti

tu
de

,
Sa

tis
fa

ct
io

n

3.
5



Critical review of the e-loyalty literature: a purchase-centred framework 345

Ta
bl

e
3

(C
on

ti
nu

ed
)

N
o.

R
ef

er
en

ce
s

N
A

da
pt

ed
L

oy
al

ty
In

st
ru

m
en

t
N

o.
of

ite
m

s
(L

ik
er

tp
oi

nt
s)

R
el

ia
bi

lit
y

Fi
ti

nd
ic

es
(i

f
C

FA
pe

rf
or

m
ed

)
O

th
er

di
m

en
si

on
s

m
ea

su
re

d
(i

te
m

s)
IR

10
B

au
er

an
d

H
am

m
er

-
sc

hm
id

t
[1

6]

49
2

C
ro

ni
n

an
d

Ta
yl

or
[4

4,
45

]
3(

7)
C

ro
nb

ac
h’

s
α

:0
.8

1
A

cc
ep

ta
bl

e
m

od
el

fit
:

χ
2
/
df

=
3.

5,
G

FI
=

0.
97

,
A

G
FI

=
0.

96
,

R
M

SE
A

=
0.

07
,

R
M

R
=

0.
07

Se
rv

ic
e

Q
ua

lit
y

(c
on

te
nt

,
co

m
m

un
ic

at
io

n,
co

m
m

er
ce

,
ch

al
le

ng
e,

co
nfi

gu
ra

tio
n,

cu
st

om
er

ca
re

),
Sw

itc
hi

ng
B

ar
ri

er
s,

C
us

to
m

er
Sa

tis
fa

ct
io

n

1.
6

11
C

hi
ou

[4
0]

20
9

M
un

cy
[1

35
];

Se
lin

et
al

.[
17

9]
3(

5)
C

ro
nb

ac
h’

s
α

:0
.8

90
A

cc
ep

ta
bl

e
m

od
el

fit
:

χ
2

=
38

9.
6,

df
=

19
4,

p
<

0.
00

01
,

C
FI

=
0.

93
,

N
N

FI
=

0.
92

,
R

M
SE

A
=

0.
07

Fu
tu

re
In

te
rn

et
Se

rv
ic

e
Pr

ov
id

er
ex

pe
ct

an
cy

,
A

ttr
ib

ut
iv

e
Se

rv
ic

e
Sa

tis
fa

ct
io

n,
Pe

rc
ei

ve
d

T
ru

st
,

Pe
rc

ei
ve

d
V

al
ue

,O
ve

ra
ll

Sa
tis

fa
ct

io
n

14

12
G

um
m

er
us

et
al

.[
75

]
42

1
Z

ei
th

am
le

ta
l.

[2
33

]
6(

7)
N

R
A

cc
ep

ta
bl

e
m

od
el

fit
:

E
nd

og
en

ou
s

va
ri

ab
le

s:
χ

2
=

15
.9

6,
df

=
6,

G
FI

=
0.

99
,

A
G

FI
=

0.
96

,
R

M
SE

A
=

0.
06

3
E

xo
ge

no
us

va
ri

ab
le

s:
χ

2
=

32
.3

2,
df

=
25

,
G

FI
=

0.
98

,
A

G
FI

=
0.

97
,

R
M

SE
A

=
0.

02
6

Se
rv

ic
e

Q
ua

lit
y

(U
se

r
In

te
rf

ac
e,

R
es

po
ns

iv
en

es
s,

N
ee

d
fu

lfi
lm

en
t,

Se
cu

ri
ty

),
T

ru
st

,S
at

is
fa

ct
io

n

10
.9



346 A.C. Valvi, K.C. Fragkos

Ta
bl

e
3

(C
on

ti
nu

ed
)

N
o.

R
ef

er
en

ce
s

N
A

da
pt

ed
L

oy
al

ty
In

st
ru

m
en

t
N

o.
of

ite
m

s
(L

ik
er

tp
oi

nt
s)

R
el

ia
bi

lit
y

Fi
ti

nd
ic

es
(i

f
C

FA
pe

rf
or

m
ed

)
O

th
er

di
m

en
si

on
s

m
ea

su
re

d
(i

te
m

s)
IR

13
H

a
[7

6]
24

3
A

nd
er

so
n

an
d

W
ei

tz
[6

]
3(

5)
C

ro
nb

ac
h’

s
α

:0
.8

8
C

FA
w

as
do

ne
Pe

rc
ei

ve
d

be
ne

fit
s,

R
el

at
io

ns
hi

p
le

ng
th

,P
er

ce
iv

ed
ri

sk
,C

om
pl

ai
nt

,C
us

to
m

iz
ed

in
fo

rm
at

io
n,

W
eb

in
te

ra
ct

iv
ity

,
H

ig
h

in
vo

lv
em

en
t,

B
ra

nd
tr

us
t

1.
14

14
H

ar
ri

s
an

d
G

oo
de

[7
9]

49
8

O
liv

er
[1

43
,1

45
]

16
(7

)
C

ro
nb

ac
h’

s
α

:
0.

69
–0

.8
8

(4
sc

al
es

of
lo

ya
lty

)

E
ac

h
in

di
ca

to
r

lo
ad

ed
si

gn
ifi

ca
nt

ly
on

its
de

si
gn

at
ed

fa
ct

or
(p

<
0.

01
).

O
ve

ra
ll,

C
FA

pr
od

uc
ed

χ
2
/
df

w
el

lb
el

ow
th

e
cr

ite
ri

on
of

M
ar

sh
an

d
H

oc
ev

ar
w

ith
A

G
FI

si
gn

ifi
ca

nt
ly

be
tte

r
th

an
a

on
e

fa
ct

or
m

od
el

Se
rv

ic
e

Q
ua

lit
y,

Sa
tis

fa
ct

io
n,

Pe
rc

ei
ve

d
V

al
ue

,t
ru

st
38

15
H

si
eh

et
al

.
[8

7]
33

2
M

or
ga

n
an

d
H

un
t

[1
34

];
G

ar
ba

ri
no

an
d

Jo
hn

so
n

[6
6]

4(
7)

N
R

A
cc

ep
ta

bl
e

m
od

el
fit

:
χ

2
=

51
6,

df
=

18
6,

p
<

0.
05

,
G

FI
=

0.
90

,
C

FI
=

0.
93

,
SR

M
R

=
0.

04

Fi
na

nc
ia

l–
So

ci
al

–
St

ru
ct

ur
al

B
on

ds
10

.3



Critical review of the e-loyalty literature: a purchase-centred framework 347

Ta
bl

e
3

(C
on

ti
nu

ed
)

N
o.

R
ef

er
en

ce
s

N
A

da
pt

ed
L

oy
al

ty
In

st
ru

m
en

t
N

o.
of

ite
m

s
(L

ik
er

tp
oi

nt
s)

R
el

ia
bi

lit
y

Fi
ti

nd
ic

es
(i

f
C

FA
pe

rf
or

m
ed

)
O

th
er

di
m

en
si

on
s

m
ea

su
re

d
(i

te
m

s)
IR

16
Pa

ra
su

ra
m

an
et

al
.[

15
2]

54
9

In
te

rn
et

us
er

s;
65

3
A

m
az

on
.c

om
co

st
um

er
s;

20
5

W
al

m
ar

t.c
om

cu
st

om
er

s

Z
ei

th
am

le
ta

l.
[2

33
]

5(
5)

C
ro

nb
ac

h’
s
α

:0
.9

3
(A

m
az

on
),

0.
96

(W
al

m
ar

t)

A
cc

ep
ta

bl
e

m
od

el
fit

fo
r

E
-S

-Q
U

A
L

:
A

m
az

on
.c

om
:

χ
2

=
12

78
.2

1,
df

=
20

3,
C

FI
=

0.
98

,
N

FI
=

0.
98

,
R

FI
=

0.
97

,
T

L
I=

0.
98

,
R

M
SE

A
=

0.
09

W
al

m
ar

t.c
om

:
χ

2
=

73
9.

86
,

df
=

20
3,

C
FI

=
0.

97
,

N
FI

=
0.

96
,

R
FI

=
0.

95
,

T
L

I=
0.

96
,

R
M

SE
A

=
0.

11

E
-S

-Q
U

A
L

(e
ffi

ci
en

cy
,

fu
lfi

llm
en

t,
sy

st
em

av
ai

la
bi

lit
y,

pr
iv

ac
y)

,E
-R

ec
S-

Q
U

A
L

(R
es

po
ns

iv
en

es
s,

C
om

pe
ns

at
io

n,
C

on
ta

ct
),

Pe
rc

ei
ve

d
V

al
ue

80
.2

17
R

od
ge

rs
et

al
.

[1
72

]
83

6
D

eL
on

e
an

d
M

cL
ea

n
[5

2]
;P

itt
et

al
.[

15
6]

4(
5)

C
ro

nb
ac

h’
s
α

:0
.8

4
A

cc
ep

ta
bl

e
m

od
el

fit
:

χ
2

=
12

46
,d

f=
36

5,
G

FI
=

0.
90

,
A

G
FI

=
0.

88
,

N
FI

=
0.

91
,

R
M

R
=

0.
04

In
fo

rm
at

iv
en

es
s,

E
nt

er
ta

in
m

en
t,

In
te

ra
ct

iv
ity

,
A

cc
es

s,
Ta

ng
ib

ili
ty

,R
el

ia
bi

lit
y,

R
es

po
ns

iv
en

es
s,

A
ss

ur
an

ce
,

E
m

pa
th

y,
In

fo
rm

at
io

n
Q

ua
lit

y,
Sy

st
em

Q
ua

lit
y,

Se
rv

ic
e

Q
ua

lit
y,

O
n-

L
in

e
Sa

tis
fa

ct
io

n

9.
8

http://Amazon.com
http://Amazon.com
http://Walmart.com


348 A.C. Valvi, K.C. Fragkos

Ta
bl

e
3

(C
on

ti
nu

ed
)

N
o.

R
ef

er
en

ce
s

N
A

da
pt

ed
L

oy
al

ty
In

st
ru

m
en

t
N

o.
of

ite
m

s
(L

ik
er

tp
oi

nt
s)

R
el

ia
bi

lit
y

Fi
ti

nd
ic

es
(i

f
C

FA
pe

rf
or

m
ed

)
O

th
er

di
m

en
si

on
s

m
ea

su
re

d
(i

te
m

s)
IR

18
Z

ha
ng

an
d

Pr
yb

ut
ok

[2
36

]
41

8
B

ag
oz

zi
et

al
.[

10
]

3(
7)

C
ro

nb
ac

h’
s
α

:0
.8

70
C

FA
no

td
on

e
In

di
vi

du
al

PC
Sk

ill
D

if
fe

re
nc

es
,e

-S
er

vi
ce

C
on

ve
ni

en
ce

,W
eb

Si
te

Se
rv

ic
e

Q
ua

lit
y,

E
-S

at
is

fa
ct

io
n,

Pe
rc

ei
ve

d
R

is
k

8.
5

19
B

al
ab

an
is

et
al

.
[1

1]
19

2
R

ey
no

ld
s

an
d

B
ea

tty
[1

68
]

4(
7)

C
ro

nb
ac

h’
s
α

:0
.8

10
C

FA
sh

ow
ed

th
at

on
e

ite
m

(I
do

n’
tp

la
n

to
sh

op
at

th
at

e-
st

or
e

in
th

e
fu

tu
re

)
di

d
no

t
ha

ve
a

go
od

fit
.A

ft
er

th
e

om
is

si
on

of
th

at
ite

m
,t

he
fit

of
th

e
m

od
el

w
as

ac
ce

pt
ab

le

C
on

ve
ni

en
ce

,E
co

no
m

ic
,

E
m

ot
io

na
l,

Sp
ee

d,
Fa

m
ili

ar
ity

,
U

na
w

ar
en

es
s,

Pa
ri

ty

12
.8

20
Fl

av
iá

n
et

al
.

[6
1]

35
1

R
ow

le
y

an
d

D
aw

es
[1

75
];

Y
oo

n
an

d
K

im
[2

30
];

Fl
av

iá
n

et
al

.
[6

2]

3(
7)

C
ro

nb
ac

h’
s
α

:0
.7

67
(L

oy
al

ty
to

w
eb

si
te

),
0.

81
9

(L
oy

al
ty

to
co

m
pe

tit
or

w
eb

si
te

)

G
oo

dn
es

s-
of

-fi
tt

es
t

fo
un

d
th

at
al

lt
he

co
nfi

rm
at

or
y

m
od

el
s

w
er

e
ac

ce
pt

ab
le

Pe
rc

ei
ve

d
us

ab
ili

ty
,T

ru
st

,
Sa

tis
fa

ct
io

n
47

21
Fl

oh
an

d
T

re
ib

lm
ai

er
[6

3]

20
75

H
om

bu
rg

an
d

G
ie

ri
ng

[8
4]

2(
6)

R
el

ia
bi

lit
y

co
ef

fic
ie

nt
:0

.7
00

C
FA

w
as

do
ne

W
eb

si
te

Q
ua

lit
y,

Se
rv

ic
e

Q
ua

lit
y,

O
ve

ra
ll

Sa
tis

fa
ct

io
n,

T
ru

st

9.
8



Critical review of the e-loyalty literature: a purchase-centred framework 349

Ta
bl

e
3

(C
on

ti
nu

ed
)

N
o.

R
ef

er
en

ce
s

N
A

da
pt

ed
L

oy
al

ty
In

st
ru

m
en

t
N

o.
of

ite
m

s
(L

ik
er

tp
oi

nt
s)

R
el

ia
bi

lit
y

Fi
ti

nd
ic

es
(i

f
C

FA
pe

rf
or

m
ed

)
O

th
er

di
m

en
si

on
s

m
ea

su
re

d
(i

te
m

s)
IR

22
K

oo
[1

06
]

35
3

B
lo

em
er

[2
1]

;
M

ac
in

to
sh

an
d

L
oc

ks
hi

n
[1

26
]

4(
7)

:R
e-

pa
tr

on
iz

e
in

te
nt

io
n

2(
7)

:S
to

re
co

m
m

itm
en

t
co

ns
is

te
d

C
ro

nb
ac

h’
s
α

:0
.9

55
(r

e-
pa

tr
on

iz
e

in
te

nt
io

n)
,0

.8
42

(s
to

re
co

m
m

itm
en

t)

A
cc

ep
ta

bl
e

m
od

el
fit

:
χ

2
=

21
.9

1,
df

=
4,

p
<

0.
00

1,
G

FI
=

0.
98

,
A

G
FI

=
0.

91
,

N
FI

=
0.

99
,

N
N

FI
=

0.
97

,
C

FI
=

0.
99

,
R

M
R

=
0.

02
5,

SR
M

R
=

0.
01

2

E
nd

St
at

es
of

E
xi

st
en

ce
,

Pe
rs

on
al

V
al

ue
s

(M
at

ur
ed

So
ci

et
y,

Sa
fe

W
or

ld
,

H
ap

pi
ne

ss
,E

st
ee

m
L

if
e)

,
O

nl
in

e
St

or
e

A
ss

oc
ia

tio
ns

(W
eb

Si
te

D
es

ig
n,

V
is

ua
l

A
pp

ea
l,

H
yp

er
lin

ks
,P

ro
du

ct
A

ss
or

tm
en

t,
In

fo
rm

at
io

n,
Se

cu
ri

ty
Fe

at
ur

e,
A

ft
er

-s
al

e
Se

rv
ic

es
),

B
eh

av
io

r

4

23
O

ve
rb

y
an

d
L

ee
[1

49
]

81
7

U
ng

er
an

d
K

er
na

n
[2

05
]

5(
7)

R
el

ia
bi

lit
y

co
ef

fic
ie

nt
:0

.9
0

A
cc

ep
ta

bl
e

m
od

el
fit

:
χ

2
=

63
4.

31
3,

df
=

10
0,

p
<

0.
00

01
,

G
FI

=
0.

90
9,

C
FI

=
0.

93
4

U
til

ita
ri

an
V

al
ue

,H
ed

on
ic

V
al

ue
,P

re
fe

re
nc

e
10

.2

24
T

sa
ie

ta
l.

[2
02

]
N

ot
e:

Si
m

ila
r

w
ith

th
e

pa
pe

r
w

ri
tte

n
by

T
sa

i
an

d
H

ua
ng

[2
01

]

52
6

B
ur

nh
am

et
al

.[
23

];
B

an
sa

le
ta

l.
[1

2–
14

]
3(

7)
C

om
po

si
te

re
lia

bi
lit

y:
0.

95
C

FA
w

as
do

ne
E

xp
ec

te
d

V
al

ue
Sh

ar
in

g,
Pe

rc
ei

ve
d

Sw
itc

hi
ng

C
os

ts
,

C
om

m
un

ity
B

ui
ld

in
g,

Pe
rc

ei
ve

d
Se

rv
ic

e
Q

ua
lit

y,
Pe

rc
ei

ve
d

T
ru

st
,S

w
itc

hi
ng

B
ar

ri
er

s,
O

ve
ra

ll
Sa

tis
fa

ct
io

n,
R

el
at

io
na

lO
ri

en
ta

tio
n

7.
6



350 A.C. Valvi, K.C. Fragkos

Ta
bl

e
3

(C
on

ti
nu

ed
)

N
o.

R
ef

er
en

ce
s

N
A

da
pt

ed
L

oy
al

ty
In

st
ru

m
en

t
N

o.
of

ite
m

s
(L

ik
er

tp
oi

nt
s)

R
el

ia
bi

lit
y

Fi
ti

nd
ic

es
(i

f
C

FA
pe

rf
or

m
ed

)
O

th
er

di
m

en
si

on
s

m
ea

su
re

d
(i

te
m

s)
IR

25
Z

ha
ng

et
al

.
[2

35
]

70
4

Ig
ba

ri
a

et
al

.[
91

]
4(

7)
C

ro
nb

ac
h’

s
α

:0
.8

7
C

FA
no

td
on

e.
E

FA
w

as
ex

ec
ut

ed
Si

te
C

ha
ra

ct
er

is
tic

s,
Pe

rc
ei

ve
d

Se
cu

ri
ty

,U
se

r
C

om
pu

te
r

Sk
ill

s
an

d
In

te
rn

et
E

xp
er

ie
nc

es
,

Pe
rc

ei
ve

d
C

on
ve

ni
en

ce
,U

se
r

Sa
tis

fa
ct

io
n

2

26
L

in
[1

19
]

43
4

G
ef

en
an

d
St

ra
ub

[6
7,

69
];

Se
lf

-d
efi

ne
d

in
st

ru
m

en
t

4(
5)

C
ro

nb
ac

h’
s
α

:0
.7

8
(S

tic
ki

ne
ss

),
0.

79
(I

nt
en

tio
n

to
tr

an
sa

ct
)

A
cc

ep
ta

bl
e

m
od

el
fit

:
χ

2
/
df

=
2.

26
3,

G
FI

=
0.

91
,

A
G

FI
=

0.
89

,
C

FI
=

0.
94

,
N

FI
=

0.
93

,
R

M
SE

A
=

0.
04

7

C
on

te
nt

,C
on

te
xt

,
In

fr
as

tr
uc

tu
re

,P
os

iti
ve

at
tit

ud
e,

T
ru

st

4.
75

27
W

oo
d

an
d

va
n

H
ee

rd
en

[2
19

]
10

8
R

ei
ch

he
ld

[1
62

]
3(

11
)

C
ro

nb
ac

h’
s
α

:N
R

(e
-L

oy
al

ty
),

0.
92

6
(e

-S
er

vi
ce

Q
ua

lit
y)

,
0.

93
7

(e
-S

at
is

fa
ct

io
n)

,
0.

93
6

(e
-V

al
ue

)

C
FA

no
td

on
e

O
nl

in
e

e-
Se

rv
ic

e
Q

ua
lit

y
(U

se
r

in
te

rf
ac

e,
Se

cu
ri

ty
,

R
es

po
ns

iv
en

es
s,

C
us

to
m

iz
at

io
n,

V
al

ue
-a

dd
ed

se
rv

ic
es

),
e-

Sa
tis

fa
ct

io
n,

e-
V

al
ue

0.
25

28
Y

un
an

d
G

oo
d

[2
31

]
20

3
Si

rg
y

et
al

.[
18

6]
3(

7)
N

R
.O

ve
ra

ll
C

ro
nb

ac
h’

s
α

:
0.

73
–0

.9
2

A
cc

ep
ta

bl
e

m
od

el
fit

:
χ

2
=

19
6.

53
,

df
=

12
6,

C
FI

=
0.

97
,

N
FI

=
0.

92
,

G
FI

=
0.

90
,

R
M

SE
A

=
0.

05

E
-m

er
ch

an
di

se
,E

-s
er

vi
ce

,
E

-s
ho

pp
in

g
at

m
os

ph
er

e,
E

-t
ai

l
st

or
e

im
ag

e,
E

-p
at

ro
na

ge
in

te
nt

io
ns

4.
25



Critical review of the e-loyalty literature: a purchase-centred framework 351

Ta
bl

e
3

(C
on

ti
nu

ed
)

N
o.

R
ef

er
en

ce
s

N
A

da
pt

ed
L

oy
al

ty
In

st
ru

m
en

t
N

o.
of

ite
m

s
(L

ik
er

tp
oi

nt
s)

R
el

ia
bi

lit
y

Fi
ti

nd
ic

es
(i

f
C

FA
pe

rf
or

m
ed

)
O

th
er

di
m

en
si

on
s

m
ea

su
re

d
(i

te
m

s)
IR

29
C

as
al

ó
et

al
.

[2
9]

14
2

Te
o

et
al

.[
19

9]
;

A
lg

es
he

im
er

et
al

.[
3]

2(
7)

C
om

po
si

te
re

lia
bi

lit
y:

0.
70

0
A

cc
ep

ta
bl

e
m

od
el

fit
:

χ
2

=
15

6.
34

0,
df

=
84

,
N

FI
=

0.
87

9,
N

N
FI

=
0.

94
1,

C
FI

=
0.

95
2,

IF
I=

0.
95

3,
R

M
SE

A
=

0.
06

2
(9

0
%

C
I

0.
04

0–
0.

08
3)

U
sa

bi
lit

y,
Sa

tis
fa

ct
io

n
5

30
C

he
n

et
al

.[
35

]
97

6
G

ef
en

an
d

St
ra

ub
[6

9]
14

(5
)

C
ro

nb
ac

h’
s
α

:
>

0.
80

0
Pa

rt
ia

lL
ea

st
Sq

ua
re

s
C

FA
ex

ec
ut

ed
V

E
M

el
em

en
ts

(S
en

se
,

In
te

ra
ct

io
n,

Pl
ea

su
re

,F
lo

w
,

C
om

m
un

ity
),

Sh
op

pi
ng

O
ri

en
ta

tio
ns

(e
co

no
m

ic
-c

on
ve

ni
en

ce
or

ie
nt

at
io

n
in

te
rn

et
ex

pe
ri

en
ce

,
O

nl
in

e
B

ro
w

si
ng

In
te

nt
io

n,
O

nl
in

e
Pu

rc
ha

se
In

te
nt

io
n

1

31
H

a
an

d
Ja

nd
a

[7
7]

38
6

Ja
co

by
an

d
C

he
st

nu
t[

93
];

U
nc

le
s

et
al

.[
20

4]

3(
7)

:B
ra

nd
L

oy
al

ty
,

2(
7)

:R
ep

ur
ch

as
e

In
te

nt
io

n

C
ro

nb
ac

h’
s
α

:0
.9

0
(B

ra
nd

L
oy

al
ty

),
0.

83
(R

ep
ur

ch
as

e
In

te
nt

io
n)

A
cc

ep
ta

bl
e

m
od

el
fit

:
χ

2
=

10
9.

20
,

df
=

60
,p

<
0.

00
1,

χ
2
/
df

=
1.

82
,

G
FI

=
0.

96
6,

A
G

FI
=

0.
92

3,
N

FI
=

0.
97

7,
C

FI
=

0.
99

0,
R

M
SE

A
=

0.
04

6

Pe
rc

ei
ve

d
V

al
ue

,
D

is
co

nfi
rm

at
io

n,
A

ttr
ib

ut
io

n,
Sa

tis
fa

ct
io

n

3.
6



352 A.C. Valvi, K.C. Fragkos

Ta
bl

e
3

(C
on

ti
nu

ed
)

N
o.

R
ef

er
en

ce
s

N
A

da
pt

ed
L

oy
al

ty
In

st
ru

m
en

t
N

o.
of

ite
m

s
(L

ik
er

tp
oi

nt
s)

R
el

ia
bi

lit
y

Fi
ti

nd
ic

es
(i

f
C

FA
pe

rf
or

m
ed

)
O

th
er

di
m

en
si

on
s

m
ea

su
re

d
(i

te
m

s)
IR

32
W

an
g

[2
13

]
24

0
M

oo
n

an
d

K
im

[1
33

];
H

on
g

et
al

.[
85

]
3(

7)
C

om
po

si
te

re
lia

bi
lit

y:
0.

89
A

cc
ep

ta
bl

e
m

od
el

fit
:

χ
2

=
21

8.
16

,
df

=
17

4,
A

G
FI

=
0.

89
,

N
N

FI
=

0.
96

,
C

FI
=

0.
97

,
IF

I=
0.

97
,

R
M

SE
A

=
0.

03

In
fo

rm
at

io
n

Q
ua

lit
y,

Sy
st

em
Q

ua
lit

y,
Se

rv
ic

e
Q

ua
lit

y,
Pe

rc
ei

ve
d

V
al

ue
,U

se
r

Sa
tis

fa
ct

io
n

11

33
Y

oo
n

et
al

.[
22

9]
30

3
N

R
N

R
(7

)
N

R
T

he
C

FA
of

th
e

fu
ll

m
ea

su
re

m
en

tm
od

el
sh

ow
ed

al
lo

f
th

e
in

di
ca

to
rs

si
gn

ifi
ca

nt
ly

lo
ad

ed
on

th
ei

r
co

rr
es

po
nd

in
g

la
te

nt
co

ns
tr

uc
ts

(p
<

0.
01

)

Pe
rc

ei
ve

d
re

la
tio

ns
hi

p
in

ve
st

m
en

t(
A

ct
iv

e
co

nt
ro

l,
Sy

nc
hr

on
ic

ity
,T

w
o-

w
ay

co
m

m
un

ic
at

io
n,

D
ir

ec
tm

ai
l,

T
re

at
m

en
ts

,R
ew

ar
ds

),
R

el
at

io
ns

hi
p

qu
al

ity

5.
3

34
H

su
et

al
.[

88
]

41
2

St
um

an
d

T
hi

ry
[1

93
]

5(
5)

C
ro

nb
ac

h’
s
α

:0
.8

3
C

FA
w

as
do

ne
Pr

od
uc

tI
nf

or
m

at
io

n,
A

dv
er

tis
em

en
tI

nf
or

m
at

io
n,

C
us

to
m

er
Se

rv
ic

e,
Se

cu
ri

ty
,

Pr
ic

e,
R

ec
om

m
en

da
tio

n

0



Critical review of the e-loyalty literature: a purchase-centred framework 353

Ta
bl

e
3

(C
on

ti
nu

ed
)

N
o.

R
ef

er
en

ce
s

N
A

da
pt

ed
L

oy
al

ty
In

st
ru

m
en

t
N

o.
of

ite
m

s
(L

ik
er

tp
oi

nt
s)

R
el

ia
bi

lit
y

Fi
ti

nd
ic

es
(i

f
C

FA
pe

rf
or

m
ed

)
O

th
er

di
m

en
si

on
s

m
ea

su
re

d
(i

te
m

s)
IR

35
Ji

n
[1

00
]

80
0

Y
oo

et
al

.[
22

8]
3(

7)
C

ro
nb

ac
h’

s
α

:0
.8

52
A

cc
ep

ta
bl

e
m

od
el

fit
:

χ
2

=
12

71
.5

88
,

df
=

42
8,

p
<

0.
00

01
,

χ
2
/
df

=
2.

97
1,

G
FI

=
0.

90
1,

A
G

FI
=

0.
87

2,
C

FI
=

0.
94

6,
N

FI
=

0.
94

2,
R

M
R

=
0.

06
9

W
eb

si
te

re
so

ur
ce

,W
eb

de
si

gn
,

W
eb

si
te

se
rv

ic
e,

In
te

ra
ct

iv
ity

,
B

ra
nd

ex
pe

ri
en

ce
,P

er
ce

iv
ed

qu
al

ity
,B

ra
nd

at
tr

ac
tiv

en
es

s,
B

ra
nd

re
la

tio
ns

0

36
C

he
n

an
d

D
ib

b
[3

4]
45

2
E

ro
gl

u
et

al
.[

59
]

4(
5)

C
ro

nb
ac

h’
s
α

:0
.8

8
C

FA
no

td
on

e.
E

FA
w

as
ex

ec
ut

ed
W

eb
Si

te
Q

ua
lit

y
(W

eb
si

te
us

ab
ili

ty
,S

ec
ur

ity
an

d
pr

iv
ac

y,
Sp

ee
d

of
do

w
nl

oa
d,

Pr
od

uc
t

in
fo

rm
at

io
n

qu
al

ity
,S

er
vi

ce
in

fo
rm

at
io

n
qu

al
ity

,A
es

th
et

ic
as

pe
ct

s)
,F

am
ili

ar
ity

w
ith

th
e

w
eb

si
te

,T
ru

st
,A

tti
tu

de
s

to
w

ar
d

th
e

si
te

2

37
C

hu
ng

an
d

Sh
in

[4
3]

21
5

M
ol

in
ar

ie
ta

l.
[1

32
]

3(
7)

C
ro

nb
ac

h’
s
α

:0
.8

68
C

om
po

si
te

re
lia

bi
lit

y:
0.

98
2

A
cc

ep
ta

bl
e

m
od

el
fit

:
χ

2
=

41
8.

14
7,

df
=

30
7,

χ
2
/
df

=
1.

36
2,

G
FI

=
0.

88
2,

A
G

FI
=

0.
84

4,
N

FI
=

0.
90

3,
IF

I=
0.

97
2,

T
L

I=
0.

96
5,

C
FI

=
0.

97
2,

R
M

SE
A

=
0.

04
1

Si
te

C
ha

ra
ct

er
is

tic
s

(S
ho

pp
in

g
C

on
ve

ni
en

ce
,S

ite
D

es
ig

n,
In

fo
rm

at
iv

en
es

s,
Se

cu
ri

ty
,

C
om

m
un

ic
at

io
n)

,C
us

to
m

er
Sa

tis
fa

ct
io

n,
E

-T
ru

st
,

E
-C

om
m

itm
en

t

0



354 A.C. Valvi, K.C. Fragkos

Ta
bl

e
3

(C
on

ti
nu

ed
)

N
o.

R
ef

er
en

ce
s

N
A

da
pt

ed
L

oy
al

ty
In

st
ru

m
en

t
N

o.
of

ite
m

s
(L

ik
er

tp
oi

nt
s)

R
el

ia
bi

lit
y

Fi
ti

nd
ic

es
(i

f
C

FA
pe

rf
or

m
ed

)
O

th
er

di
m

en
si

on
s

m
ea

su
re

d
(i

te
m

s)
IR

38
Ji

an
g

et
al

.[
96

]
18

6
L

ie
ta

l.
[1

14
]

4(
7)

C
ro

nb
ac

h’
s
α

:0
.9

6
C

FA
no

td
on

e.
E

FA
w

as
ex

ec
ut

ed
A

ct
iv

e
C

on
tr

ol
(H

ig
h/

L
ow

),
R

ec
ip

ro
ca

lC
om

m
un

ic
at

io
n

(P
re

se
nt

/A
bs

en
t)

,C
og

ni
tiv

e
In

vo
lv

em
en

t,
A

ff
ec

tiv
e

In
vo

lv
em

en
t,

Pr
od

uc
tT

yp
e

(F
un

ct
io

na
l/E

xp
re

ss
iv

e)

3

39
Jo

ne
s

an
d

K
im

[1
01

]
20

0
C

hi
an

g
an

d
D

ho
la

ki
a

[3
9]

3(
5)

R
el

ia
bi

lit
y

co
ef

fic
ie

nt
:0

.8
6

C
FA

no
td

on
e

B
ra

nd
T

ru
st

,O
ff

-l
in

e
pa

tr
on

ag
e,

C
lo

th
in

g
in

vo
lv

em
en

t,
Pe

rc
ei

ve
d

w
eb

si
te

qu
al

ity
(u

sa
bi

lit
y

an
d

in
fo

rm
at

io
n

qu
al

ity
,v

is
ua

l
ap

pe
al

an
d

im
ag

e,
in

te
ra

ct
iv

ity
an

d
in

no
va

tiv
en

es
s)

0

N
ot

es
:

N
R

,N
ot

R
ep

or
te

d;
IR

,I
m

pa
ct

R
at

io
;

C
FA

,C
on

fir
m

at
or

y
Fa

ct
or

A
na

ly
si

s;
E

FA
,E

xp
lo

ra
to

ry
Fa

ct
or

A
na

ly
si

s;
df

,D
eg

re
es

of
Fr

ee
do

m
;

G
FI

,G
oo

dn
es

s
of

Fi
t

In
de

x;
A

G
FI

,
A

dj
us

te
d

G
oo

dn
es

s
of

Fi
t

In
de

x;
N

FI
,

N
or

m
ed

Fi
t

In
de

x;
N

N
FI

,
N

on
-N

or
m

ed
Fi

t
In

de
x;

C
FI

,
C

om
pa

ra
tiv

e
Fi

t
In

de
x;

IF
I,

In
cr

em
en

ta
l

Fi
t

In
de

x;
R

FI
,

R
el

at
iv

e
Fi

t
In

de
x;

T
L

I,
T

uc
ke

r-
L

ew
is

In
de

x;
R

M
R

,
R

oo
t

M
ea

n
R

es
id

ua
l;

SR
M

R
,

St
an

da
rd

iz
ed

ro
ot

m
ea

n
sq

ua
re

re
si

du
al

;
R

M
SR

,
R

oo
t

M
ea

n
Sq

ua
re

R
es

id
ua

l;
R

M
SE

A
,

R
oo

t
M

ea
n

Sq
ua

re
E

rr
or

of
A

pp
ro

xi
m

at
io

n



Critical review of the e-loyalty literature: a purchase-centred framework 355

considering it a first choice for buying. Zeithaml et al. [233] considered these loyalty
concepts more as behavioral intentions than active behaviors, introducing as well el-
ements of word of mouth as a proxy for loyalty, since recommendations were a very
important part of their instrument. Their analysis signified the crucial role of satis-
faction as an antecedent of loyalty, as satisfaction is based on certain expectations for
service quality that, when met, produce satisfaction and, eventually, loyalty.

Oliver [143–145] provides a detailed approach that considers satisfaction a vari-
able that crucially affects loyalty, with satisfaction being just one antecedent of loy-
alty among others. He provides a series of six scenarios on the relationship of satis-
faction to loyalty, which is not analyzed here. This framework provides practitioners
with means to develop loyalty through satisfaction. In the development of loyalty,
Oliver noted five phases, namely cognitions, affections, intentions (conative phase),
actions, and fortitude. This approach emphasizes the customer’s personal feelings and
emotions rather than word-of-mouth practices, as suggested by Zeithaml [233]. In-
tentions are also present but actions and emotions are a paramount element of Oliver’s
loyalty. Oliver tries to limit the definition of loyalty to the customer’s immediate uni-
verse, without extending it to include the consequences of loyalty, such as word of
mouth. The advantage of Oliver’s axiomatic conceptions is that they distinguish loy-
alty from consequential proxies of loyalty; this distinction provides opportunities for
formation of loyalty instruments as well as identifying antecedents or consequences
of loyalty in a multitude of situations.1

In conclusion, there are various e-loyalty instruments in the literature, including
some that are never used and some that appear quite frequently across different works.
Moreover, the number of items varied with each instrument, even in those adapted
from the same source. It would be useful for future studies to include several items
with either 5- or 7-point Likert scales. One reason for this is that an instrument with
five to 10 items usually produces acceptable reliability, making its use appropriate
for a research study or a commercial setting. Finally, there is clearly a need to create
a standardized e-loyalty instrument in order to ensure comparability among various
studies.

5 Definitions of e-loyalty

Customers’ online loyalty has been discussed extensively in various scientific papers.
The present review found that researchers often use concepts similar to e-loyalty, such
as continuance intention [19, 20, 107], re-purchase intention [116, 123, 153, 202],
re-patronize intention [106], commitment [76], stickiness [102, 119], and word of
mouth [43, 103]. All of these approaches are measured by various items that depict
the concepts approached. For example, if repurchase intention was stressed as loyalty
behaviour, then the researcher would most probably ask, “How many times have you
bought from this website since your first purchase?” On the other hand, if the author
was interested in word of mouth as a loyalty proxy, the question asked might appear

1Oliver [143, 144] has provided many exemplar phrases for the concepts in his texts, which, by simple
alterations, can create new items for instruments.
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as “Would you recommend this website to others?” Thus, loyalty seems to have many
aspects that may be relevant to its study.

According to Oh and Parks [142], there are three approaches towards loyalty: be-
havioral, attitudinal, and integrated. The first examines customers’ tendency to repeat
and continue their past purchases, while the second refers to the customers’ psycho-
logical involvement, favoritism, and sense of goodwill towards a particular product
or service [31]. The integrated approach is a combination of both behavioral and at-
titudinal approaches, with the aim of creating a new concept of loyalty. There is a
general belief that the examination of loyalty must be based on both behavioral and
attitudinal features [112, 177].

Oliver’s [143] definition comprises both of these types of features: he presented
a loyalty framework based on a cognition-affect-conation-action historical pattern.
According to Oliver [143, 145], loyalty is “a deeply held commitment to rebuy or
repatronize a preferred product/service consistently in the future, thereby causing
repetitive same-brand or same brand-set purchasing, despite situational influences
and marketing efforts having the potential to cause switching behaviour.” Another
conceptualization of loyalty used by e-loyalty researchers is that of Neal [138, p. 21],
who defines customer loyalty as “the proportion of times a purchaser chooses the
same product or service in a specific category compared to the total number of pur-
chases made by the purchaser in that category, under the condition that other accept-
able products or services are conveniently available in that category.”

The existence of various definitions denotes that loyalty remains a research topic
under constant inquiry and their elements provide an opportunity for researchers and
practitioners to grasp the multiple aspects attributed to loyalty. E-loyalty draws its
definitions from classical customer behaviour theory, but can any approach be partic-
ularly preferred in an e-commerce setting? For the marketing researcher/practitioner,
it seems more general to accept an integrated approach, which combines both behav-
ioral and attitudinal aspects of loyalty. This approach provides the conceptual basis
for specific e-loyalty instrument formation, both in real and research settings. This
definition of e-loyalty also coincides with the fact that many authors base their stud-
ies on Oliver’s approach to loyalty (discussed in the previous section), which is very
close to an integrated one. Definitions that deal with loyalty based on word-of-mouth
concepts risk the danger of lacking specificity, since word of mouth is allegedly a
consequence of loyalty and satisfaction [143–145], rather than a proxy of them.

6 Conceptual framework for e-loyalty

E-loyalty instruments have taken into account many factors that could be loyalty’s
antecedent in the e-commerce environment. In the present section, an attempt to re-
late all factors in a conceptual framework is made. We will argue that antecedent
factors of e-loyalty can be broadly categorized into three categories centred on pur-
chase, including pre-purchase, during-purchase and after-purchase factors. The act of
purchase has been suggested to comprise a series of activities:

As a consumer, you (1) recognize that you have a need to satisfy; (2) search
for alternatives that might satisfy the need; (3) evaluate the alternatives and
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choose the best one; (4) purchase and use the chosen alternative; (5) evaluate
how successfully your need has been satisfied; (6) provide feedback about your
evaluation to others; and (7) end the consumer purchase process [216, p. 35].

Thus purchases are not isolated, one-time events that occur automatically [26],
but involve a stepped process, based on gradual decision-making or simply sit-
uational/habitual conditions (e.g., necessity, cultural situations, recommendations,
etc.) [147]. The purchase process establishes the need for a framework centred on
it, since if sellers can influence this process (through certain factors), they will be
able to convince buyers to make the desired purchase.

For e-loyalty, all studies included in the present review have demonstrated some
association with pre-purchase, during-purchase, and after-purchase factors. Thus, it
is valid to consider a theoretical model under which these are combined and can lead
to e-loyalty. The framework is shown in Fig. 3, while references to each factor can be
found in Table A1 of the Supplementary Appendix.2

The model is read from left to right: Pre-purchase factors are considered as initial
factors that are to some degree interrelated and directly affect during-purchase fac-
tors, but can’t directly affect loyalty. During-purchase factors are in general related
attitudinal concepts that can affect loyalty both and through after-purchase factors. Fi-
nally, after-purchase factors are behavioral and attitudinal concepts that are directly
related to e-loyalty, and their alteration can have pervasive effects on e-loyalty.

6.1 Pre-purchase factors

This first group of variables consists of two major sub-categories. First, there are
general external factors that take into account the continuously changing views of the
online market. These include the competitors’ attitudes and reputations (labeled e-
competitors’ attitude and e-reputation, respectively). Second, there are customers’
specific and unchangeable characteristics, which include customer characteristics
variables and PC knowledge variables. All of the pre-purchase factors have been
studied extensively by researches who endeavor to understand e-loyalty and its deter-
minants. As a result, these variables will be presented first.

6.1.1 E-competitors’ attitudes

In every industry, the knowledge of one’s competitors is crucial, and applying Porter’s
Five Forces in marketing settings is imperative for defining strategies to cope with
this issue.3 Switching costs, switching barriers, and price variations are variables

2Researchers have used one or more concepts to express most factors. These have been included in the
boxes under the main factor name. References to each concept are provided in the Supplementary Ap-
pendix and can be used for the specific definition of each concept.
3Porter’s Five Forces model draws upon industrial organization economics to derive five forces that deter-
mine competitive intensity. They include three forces from ‘horizontal’ competition: threat of substitute
products, threat of established rivals, and threat of new entrants; and two forces from ‘vertical’ competi-
tion: bargaining power of suppliers and bargaining power of customers [157, 187]. His models have been
extended to the online commercial environment as well [158].
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that involve competitors’ knowledge; as such, many authors have examined them
as ancillary antecedents of e-loyalty, as they might not directly lead to loyalty but
rather affect service quality dimensions, which are discussed below. Fuentes-Blasco
et al. [65] examined the moderating effect of switching costs on e-loyalty in a sample
of 191 online customers and noted that the higher the website switching costs, the
stronger the link between perceived value and e-loyalty. Yen [226, 227] also inves-
tigated the effect of switching costs on e-loyalty in two different samples of online
shopping customers and noted a positive direct association between perceived value
and e-loyalty in both samples [path coefficient βduring retention of the customer = 0.55,
p < 0.01 from Yen [227]]. Balabanis et al. [11] and Tsai et al. [202] describe similar
results for switching barriers.

Price, however, seems to affect e-loyalty in an unclear way, despite the many stud-
ies that have discussed it as a possible determinant of e-loyalty [39, 54, 68, 107].
For instance, Jiang and Rosenbloom [95] examined the role of price on customer re-
tention and found a positive direct, albeit weak, association between favorable price
perceptions and customer intention to return (path coefficient = 0.193, p < 0.05).
Swaid and Wigand [194] considered price an important internal parameter of loy-
alty behaviors and defined an aspect of it, which they named “price tolerance”. They
noted a positive association of price tolerance with certain service quality factors.
Nevertheless, the study by Wang et al. [211] on 491 Chinese online customers un-
covered a non-significant negative association of e-loyalty with price, contradicting
the previous findings. They explained this observation as a consequence of the infant
stage of Chinese B2C e-commerce development, since most consumers give greater
importance to service quality dimensions than price.

6.1.2 E-reputation

Reputation is generally regarded as the current assessment of a firm’s desirability, as
seen by some external person or group of people [109, 191]. In classical strategic
management, reputation sustains competitive advantages [86, 215], so e-reputation
is closely connected to e-competitors’ attitudes [72]. For online websites, reputa-
tion either stems from the website itself or from certain offline corporate activities,
if existent. Caruana and Ewing [28, p. 1104] argue for the significance of corporate
reputation for websites and note that “many customers have difficulty remembering
even prominent websites and are reluctant to pay for products from online retailers
they know little about. Thus, a strong corporate reputation can be a major asset to
online retailers.” Their hypothesis was confirmed by noting a strong positive asso-
ciation leading to e-loyalty from their own survey. Goode and Harris [72] examined
the role of online reputation with regard to e-loyalty and found a positive direct path
coefficient (0.37, p < 0.001) from online reputation to behavioral intentions for an
e-tailer website. Yee and Faziharudean [224] reported comparable results from the
Malaysian online banking sector. Finally, rather than directly affecting loyalty, Yang
and Jing [222] suggest that reputation leads to loyalty through the development of
trust.
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6.1.3 Customer characteristics

Customer characteristics comprise a type of rather constant variables in a customer’s
profile, in the sense that a commercial agent cannot alter them and simply takes them
into account. Thus it is reasonable to consider them as pre-purchase factors that affect
the purchase process but are distinctly different from the two previous factors, which
are centred more on strategic variables than consumer characteristics. The literature
review revealed many studies examining the effect of demographic variables on e-
loyalty [115, 131, 171, 203, 237]. Demographics broadly include the type of online
buyer and his or her personal attitude, online buying habits, and general demographic
characteristics, such as gender, age, income, and education. Computer knowledge
has also been studied as an antecedent of e-loyalty, but due to the particularity of
the e-commerce environment—which requires computer skills—this is discussed as
a separate pre-purchase factor below.

Kim and Kim [104] examined the effect of certain demographic variables (gender,
age, income, education, and number of children) on online purchase intentions and
showed that gender, income, and number of children had significant direct effects,
while education had an indirect effect. The positive influence of a customer’s age and
gender on satisfaction and loyalty was also supported by O’Cass and Carlson [141],
but their results were moderate and non-significant. Román [173] noted the moderat-
ing effects of customers’ demographics (age, education, gender) on loyalty intentions
in his sample online customers. Finally, from Saudi Arabia, Abdul-Muhmin et al. [2]
found that the adoption of B2C e-commerce is higher among older, highly educated,
high-income respondents [1, 57]. Many other studies reported demographic associ-
ations with customer behaviour concepts [82, 171, 188], but as they didn’t fulfil the
present review’s inclusion criteria they are not described here.

6.1.4 PC knowledge

Highly connected to demographic factors are customers’ computer and Internet liter-
acy, knowledge, and skills (e.g., the described gender gap in computer/Internet Use)
[58, 92, 159, 183]. These skills are necessary for carrying out online purchases and
could increase satisfaction and/or loyalty. Studies measuring computer skills took into
account customers’ Internet and online buying experience along with knowledge and
skills. According to Dinev and Hart [55], computer literacy is defined as the ability to
use an Internet-connected computer and Internet applications to accomplish practical
tasks. As stated by Taylor and Strutton [197], consumers with high levels of positive
feelings about computers and online shopping have higher levels of computer affinity
than consumers who “can do without their computer for several days and would not
miss them if they were broken” [190, p. 139].

For instance, Zhang et al. [235] investigated the factors that affect e-service sat-
isfaction by using a sample of 704 university students. Their results showed a direct
influence of the user’s computer skills and Internet experiences on his or her intention
to use. Furthermore, Lee et al. [110] studied the influence of computer self-efficiency
and computer anxiety on repurchase intention in a sample 274 online buyers. Their
results indicated that the effect of website information satisfaction on efficiency is
stronger for those with lower computer self-efficacy than for those with higher com-
puter self-efficacy.
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6.2 During-purchase factors

Moving on to factors affecting e-loyalty during purchase, web service quality and cus-
tomer pleasure/enjoyment appear to be very important (Fig. 3). In the present model,
they have been labeled as Web-ServQual and Customer e-Pleasure. These factors are
asserted to have an interrelation, since e-pleasure can be affected by quality dimen-
sions [47]. Pre-purchase factors, including e-competitors’ attitude and e-reputation,
at least partially define service quality [15], since the force of competition can cause
differentiation strategies for service quality to give competitive advantage in an in-
dustry [158]. Customer e-pleasure, on the contrary, arguably depends on customers’
characteristics or computer literacy, as psychological emotions are largely dependent
on personal characteristics [27]. Thus, taking into account the associations noted in
the literature, Web-ServQual includes website design, assurance, secure communica-
tions, usability, shopping process value, website brand, online atmosphere, informa-
tion quality, and product assortment [137]. Customer e-pleasure includes shopping
enjoyment and perceived ease of use.

6.2.1 Web-ServQual

Web-ServQual comprises many similar concepts that can lead to loyalty while the
leading paths can vary (Fig. 3). It draws its dimensions from classical service qual-
ity models, but due to online settings there are additional factors to take into ac-
count [15, 234]. Web-ServQual can be defined as the extent to which a website fa-
cilitates efficient and effective shopping, purchasing, and delivery of products and
service [234]. A range of academic articles from the present critical review found a
positive direct or indirect—through satisfaction or trust—association between service
quality dimensions and customer loyalty, with website design and associated usabil-
ity factors being the most frequent features reported [28, 72, 97, 184, 218]. This
association also depends on the sample examined, since website design, for instance,
might not play a prominent role in affecting loyalty behaviors in novice e-commerce
markets (e.g., in China, see Wang et al. [211]). The associated concepts of assurance,
security on online websites, and privacy concerns are also very important variables
for customers and are important components of Internet marketing strategies [197].

Regarding links with loyalty, Semeijn et al.’s [180] survey of 150 online cus-
tomers, among others, resulted in a direct association between assurance and loyalty.
Swaid and Wigand [194] found that assurance leads to loyalty through an indirect
path, affecting initial price tolerance reliability. Finally, online atmosphere has also
been advocated as an antecedent of e-loyalty, e.g., in the study of Verhagen and van
Dolen [207], who found a direct positive link from online atmosphere to online pur-
chase intentions.

Thus, web service quality can affect loyalty directly or through other factors. The
direct effect of service quality on loyalty has been noted as early as Parasuraman’s
original studies on service quality [150, 151]. Customers have expectations for the
service quality they receive and if the service performance exceeds their expectations,
they become satisfied and then loyal [44, 45]. In addition, when their expectations are
surpassed, their attitudes and intentions towards rebuying also increase, thus effecting
loyalty directly [233]. The link, however, of service quality with loyalty might be
weaker than that with satisfaction [44, 45].
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6.2.2 Customer e-pleasure

Pleasure is thought to be a feeling of enjoyment and entertainment, contrasted with
things done out of necessity [176]. For e-commerce, customer e-pleasure includes
shopping enjoyment and perceived ease of use, concepts linked together with their
common roots in enjoyment and lack of uneasiness [41]. These attitudes and emo-
tions are closely related to service quality as a during-purchase factor, because if
customers’ expectations for quality are met and surpassed, an immediate reaction
of pleasure occurs during the purchase process [46, 47]. Enjoyment as an emo-
tion is dependent on demographic characteristics. In traditional commercial settings,
Hart et al. [81] conducted a survey with a sample of 536 customers and found that
shopping experience enjoyment has a significant positive influence upon customers’
repatronage intentions. Their results showed that men have a stronger relationship
of enjoyment with repatronage than women. As an attitude and emotion, pleasure
strongly affects post-purchase factors. In online shopping, Chiu et al.’s research [42],
among many other similar studies [24, 25, 46, 47, 108, 217, 221], showed that
perceived ease of use, perceived usefulness, and enjoyment are significant positive
predictors of customers’ repurchase intentions. Thus, pleasure can conceivably be
thought of as an antecedent of loyalty.

6.3 After-purchase factors

After-purchase factors essentially include those attitudes and perceptions that follow
the purchase of a certain product from an online vendor. These involve trust, sat-
isfaction, perceived value, and convenience motivation (Fig. 3). Many authors have
reported these four factors as leading directly to e-loyalty, stressing the importance of
these attitudinal factors in developing loyal behaviour [209, 214]. During-purchase
factors previously described have been reported as affecting these factors [113], so
direct links between Web-ServQual and Customer e-Pleasure and after-purchase fac-
tors have been added, explaining these associations.

6.3.1 E-satisfaction

Satisfaction is considered to be the most discussed factor in the literature that leads
to e-loyalty [37, 197]. Customers become satisfied after they evaluate the quality of
their purchase—as defined in the during-purchase stage—and their experience from a
particular online purchase [197, 234]. According to Oliver [143, 145], satisfaction is
defined as “the summary psychological state resulting when the emotion surrounding
disconfirmed expectations is coupled with a consumer’s prior feeling about the cus-
tomer experience.” Extending this definition, e-satisfaction can be considered to be
“the contentment of the customer with respect to his/her prior purchasing experience
with a given electronic commerce firm” [7]. In the present literature, Chang et al. [31,
p. 427] defined customers’ satisfaction as “the psychological reaction of the customer
with respect to his or her prior experience with the comparison between expected and
perceived performance.” The noteworthy findings of Fournier and Mick [64] showed
that satisfaction is an active and dynamic process with a strong social dimension,
integrating meaning and emotion as well as contextual factors.
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The positive relationship between satisfaction and e-loyalty has been investigated
by a large number of studies [4, 7, 16, 75, 98, 122]. Almost all of these studies found
a significant positive link between loyalty and satisfaction, which is frequently very
strong. A frequent finding is that satisfaction is positively related to loyalty, with
the effect moderated by inertia, convenience motivation, and purchase size [7, 61].
These observations have been constant over various countries and cultures. How-
ever, other studies who have found weaker associations between satisfaction and
loyalty [48, 198]. Dai et al. [48] observed that satisfaction had a weak impact on
customer loyalty (β = 0.43, p < 0.10), but was significantly associated with word-
of-mouth communication (β = 0.20, p < 0.01).

6.3.2 E-trust

Trust is another significant factor affecting a customer’s intention to purchase or re-
purchase from the same online vendor [129, 185]. The majority of scientific papers
from the fields of advertising, marketing, or e-commerce have established a posi-
tive and direct relationship between trust and e-loyalty [214]. Similar concepts in use
include perceived risk, benevolence belief, and reliability [113]. Some marketing au-
thors distinguish between trust, trusting beliefs, and trusting behaviors. Some argue
that trusting beliefs are a necessary but not sufficient condition for the existence of
trust, given that trusting beliefs do not always lead to trusting intentions [18, 178].
However, Morgan and Hunt [134] state that trusting beliefs are valid measures of
trust, which they define as the “confidence in the exchange partner’s reliability and
integrity”. Also, as noted by Doney and Cannon [56], trust is “the perceived credi-
bility and benevolence of a target.” In the e-loyalty literature, Gefen [67, p. 30] has
defined trust as “the willingness to make oneself vulnerable to actions taken by the
trusted party based on the feelings of confidence or assurance.”

Many e-commerce studies have shown a positive association between e-trust and
e-loyalty [8, 40, 61, 63, 122]. For example, Lee et al. [111], in a sample of 289 online
customers, identified the key design factors for customer loyalty, and they found a
strong impact of trust on customer loyalty (path coefficient = 0.781, p < 0.01). Also,
Gefen [67] investigated the influence of service quality on trust and loyalty, and the
findings again showed a similar positive direct relationship between trust and loyalty.

However, some researchers have found slight or even no association between trust
and loyalty. For instance, Taylor and Hunter [198] investigated the antecedents of sat-
isfaction, brand attitude, and loyalty within the B2B e-Customer Relationship Man-
agement (e-CRM) industry in a sample of 244 customers, and they found that trust
does not lead to loyalty. Similarly, Herington and Weaven [83] and Jin et al. [99]
found no direct or significant link with loyalty. The reasons for this lack of associ-
ation could be the different approaches used regarding trust, as many consider trust
to be the credibility of services or reputation or even whether a customer trusts the
corporation in general. Also, the customer’s experience with online shopping affects
the level of trust, illustrating that trust is a complex concept and demands caution
when being studying.

Ribbink et al. [169] investigated the effects of trust, quality, and satisfaction on
loyalty in a sample of 184 online book and CD customers. They concluded that e-trust
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leads less to e-loyalty than to satisfaction, which may imply that trust is not a major
contributor to loyalty in the online environment [60]. Interestingly, Lynch et al. [123]
found that the impact of trust on e-loyalty varies across regions of the world and
across different product categories.

6.3.3 Perceived value

In marketing literature, the notion of perceived value has been extensively exam-
ined as an antecedent and mediator of e-loyalty. Perceived value has been exam-
ined through similar concepts such as perceived usefulness, benefits, and usability.
Zeithaml [232, p. 14] defines value as “the consumer’s overall assessment of the util-
ity of a product based on perceptions of what is received and what is given.” Almost
concurrently, Oliver and DeSarbo [146] defined perceived value as the ratio of con-
sumer’s outcome/input to that of the service provider’s outcome/input. They primar-
ily stressed the root of perceived value in equity theory, which refers to the customer
evaluation of what is fair, right, or deserved for the perceived cost of the offering [22].
In the present literature, the dominant definition of perceived value is similar to that
of Zeithaml [232].

Perceived value contributes to loyalty towards an e-business by reducing an in-
dividual’s need to seek alternative service providers [31]. Characteristically, when
customers feel that they are not getting the best value for their money, they will begin
searching for alternatives, which means that their loyalty declines dramatically.

The association between perceived value and customers’ loyalty/intention to pur-
chase or repurchase has been proven to be positive in many studies [48, 212, 213,
223]. Luarn and Lin [122] investigated the main antecedent influences on loyalty for
the e-service context in a sample of 180 customers and found that perceived value
is associated with loyalty both positively and directly (β = 0.230, p < 0.001). Also,
Chiou [40] examined the antecedents of customers’ loyalty towards Internet Service
Providers, and they similarly concluded that perceived value was linked directly and
positively with e-loyalty (β = 0.67, p < 0.05). Moreover, Koufaris [108] measured
the intention of 280 online customers to return to a specific web-based store, and he
concluded that the perceived usefulness of an online store is associated positively and
directly with the intention to return. A recent meta-analysis verified this association
as well [197].

6.3.4 Convenience motivation

Convenience motivation is difficult to conceptualize, as it depends on customers’
motivations, which vary widely. Online customers are considered to be driven by a
need for convenience as opposed to gathering information and saving money [7, 94].
Convenience motivation has been discussed broadly in marketing and e-commerce
literature as it is regarded as a contributing factor that leads to their growth [174].
It can lead to loyalty either directly or indirectly. Anderson and Srinivasan [7] con-
sidered the mediating role of convenience motivation on loyalty. The parameter esti-
mate for the main effect of convenience motivation on e-loyalty was insignificant, but
the parameter estimate for the interaction aspect of e-satisfaction with convenience
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motivation proved significant (p < 0.05). This confirmed the hypothesis that con-
venience motivation does indeed positively moderate the impact of e-satisfaction on
e-loyalty. Wang et al. [211] measured the dimension of convenience in their model,
and they found that convenience is directly and positively associated with loyalty
(path coefficient = 0.394, p < 0.05). They suggested that retailers can take advan-
tage of the customization and contact interactivity in order to enhance customers’
convenience and satisfaction, which will drive the user to visit the site again in the
future.

7 Conclusion

This is the first systematic critical review of the e-loyalty literature comprising a
large number of sources based on quantitative analyses. Concerning the first research
question on available e-loyalty instruments, there appears to be no consensus on the
process of measurement, with about 60 instruments currently in use. There is, how-
ever, a dominant influence from two particular sources [143, 233], thus showing at
least a common theoretical background. Another issue that surfaced is that authors
studied e-loyalty under a different perspective, with some focusing on behavioral as-
pects, some on attitudinal, some on integrated approaches and some on consequences
of loyalty such as word-of-mouth advertising and recommendations. This was also
the case in the definition of e-loyalty, discussed below. Nevertheless, one important
contribution that should be attempted by e-commerce researchers is to standardize a
common instrument to measure loyalty, in a manner similar to that followed by the
American Psychiatric Society, which has created the Diagnostic and Statistic Manual
for Mental Disorders. The importance for this common measure of loyalty would be
underscored by the ability to compare studies more reliably and create convenience
in qualitative or quantitative synthesis of the literature. This instrument should not
be limited to a few items for the sake of brevity, but it should be concise, accurate,
diverse, accessible, and adjustable for multiple settings and cultures. Accredited in-
ternational or national marketing professional bodies could attempt this.

Regarding the second research question of the definition of e-loyalty, there are
various approaches to this (behavioral, attitudinal, integrated). In terms of generality,
a more appropriate definition is an integrated one, which comprises both attitudinal
and behavioral aspects. This definition can provide a reasonable basis for a succinct
e-loyalty instrument, which is necessary for the suggested standardization. The an-
tecedents of e-loyalty were structured in a purchase-centred framework and catego-
rized into pre-purchase, during-purchase and after-purchase factors. Each category
contains from two to four factors, which comprise multiple similar concepts from
the literature. This is the first evidence-based unifying approach in e-loyalty litera-
ture that creates a classification of customer behaviour concepts in e-commerce. The
original point of the present framework compared to existing models is that it is cat-
egorized around the concept of purchase, which is theorized as a process and not a
one-time event. Existing theories have focused on the analysis of online consumer be-
haviour around e-service quality [15, 234] or e-commerce in general [113, 139, 214],



366 A.C. Valvi, K.C. Fragkos

offering important classifications but neglecting to signify the importance of the ulti-
mate consumer action [9], which is loyalty behaviour [145]. This new approach has
immediate managerial implications, discussed below.

This approach first stresses the necessity of considering the role of pre-purchase
customer and industry characteristics in the development of loyalty. A very common
feature in existing models is to emphasize during- and after-purchase characteristics
(e.g., service quality, satisfaction, perceived value), lacking the investigation of cus-
tomer or industry characteristics; these are frequently considered as constants, which
might not explain much of e-loyalty’s variability. Next, this new necessity is extended
to all factors around the purchase process by links intertwining them, which signify
that factors of one category have certain antecedents, whose lack of description leads
to an incomplete model of e-loyalty. Thus, only simultaneous research of factors from
each category can give the opportunity to approach a model, which explains the ma-
jority of variation in e-loyalty.

Finally, regarding the third research question, on limitations of the existing re-
search, these were mentioned above: a standard definition followed by a standardized
instrument for e-loyalty does not currently exist, leading to various interpretations
of different models. Moreover, authors’ models appear to lack factors from all cat-
egories, thus inherently decreasing the possibility of giving a comprehensive model
for e-loyalty. Methodological limitations of the studies in the present review include
the possible presence of confirmation bias, which is a tendency to favor information
that confirms authors’ beliefs or hypotheses [125, 140]. This can be indicated by the
fact that the majority of studies have been strongly influenced by several few sources,
which appear to be cited repeatedly. A final methodological limitation concerns the
lack of reporting or performing confirmatory factor analysis in certain studies’ mod-
els (n = 88), thus not assessing the models measurement fit. These limitations could
affect the conclusions of the present systematic review, something that readers have
to take into account.

This framework has certain progressive qualities that could influence managerial
practice and strategy. First, pre-purchase factors are identified as relatively stable;
thus, managers cannot tackle them immediately, and their alteration should be in-
cluded in a long-term strategy. The optimal way to influence these factors is to obtain
a deep knowledge of them. For example, extensive market and industry research will
create a solid body of knowledge on customer characteristics and industry status. In
this set of factors, the only aspect that can be altered is e-reputation. The corporation
itself creates this, but it requires time and effort from the staff. Nevertheless, man-
aging to influence these factors can assist companies in dealing with competition or
even with threat of new entrances.

The second set of factors influencing e-loyalty is more easily altered by man-
agers, as service quality and customer pleasure can be readily confronted by
them [238, 239]. In an earlier review on web service quality, Zeithaml et al. [234]
quoted Jeff Bezos, CEO of Amazon.com,4 who stressed the importance of focusing

4Over the Internet, word of mouth has a far wider reach. In the offline world, 30 % of a company’s
resources are spent providing a good customer experience and 70 % goes to marketing. But online, he says,
70 % should be devoted to creating a great customer experience and 30 % should be spent “shouting”
about it. Jeff Bezos, Amazon.com [192].

http://Amazon.com
http://Amazon.com
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an Internet company’s resources on providing a good online experience (i.e., good
service quality). Customer pleasure can also be improved, although it has some de-
pendence on each customer’s personality and characteristics. Finally, after-purchase
factors are, in a way, an image of the efforts of the online company to attract the cus-
tomer. If the company has created successful during-purchase factors, it will create
satisfaction, trust, a sense of perceived value, and convenience. Together, these will
lead to e-loyalty.
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