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ABSTRACT 

The objective of this study was to examine factors that influence 

customer e-loyalty. In this respect, we identified three factors that may 

influence customer e-loyalty, namely trust, customer satisfaction, and sense 

of belonging. We used Internet banking as the target technology and college 

students as subjects for this study. One hundred and nineteen questionnaires 

were used for the data analysis and multiple regression analyses were 

conducted to analyze the data. Trust, customer satisfaction, and sense of 

belonging were found to have a significant impact on customer e-loyalty in 

Internet banking. 

Keywords: Customer E-loyalty, Trust, Customer Satisfaction, Sense of 

Belonging 

 

1. INTRODUCTION 

The revolution in information technology has a direct influence on the 

way business is conducted. In the banking industry, one of the most notable 

and momentary developments has been the introduction of Internet banking. 

Internet banking offers customers the flexibility of 24-hour access to 

banking services without the need to visit the bank for most services and 

transactions
1
.  

The banking sector has witnessed major developments over the past 

three decades, especially in the automation of banking services and the use 
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of banking technologies to achieve cost goals and better serve their 

customers
2
. Pikkarainen et al.

3
 pointed out that Internet banking is one of 

the cheapest channels for banking products. According to Reichheld et al.
4
 

and Reichheld and Schefter
5
, the high costs associated with winning new 

e-customers, which is essential for banks to maintain their current customers 

and make them loyal. Meanwhile, customer loyalty in the Internet banking 

era has become a critical issue because it has a constructive and positive 

influence on banks’ long-term profitability
6
. Therefore, there is a need to 

determine what influences customer e-loyalty. As such, the main purpose of 

this study was to investigate whether trust, customer satisfaction, and sense 

of belonging influence customer e-loyalty in Internet banking. 

2. LITERATURE REVIEW 

Customer e-loyalty is a new concept and is considered to be a branch 

of concept of loyalty, which is implemented in the e-commerce domain. 

This was introduced first by Reichheld and Schefter
5
. Additionally, Sohn 

and Lee
7
 defined e-loyalty as “customers' behaviour to visit and revisit the 

specific website and make transactions comfortably.” E-loyalty was also 

defined as "a customer's favorable attitude toward the e-retailer that results 

in repeat buying behavior" by Srinivasan et al.
8
. The high competitiveness in 

the online retail environment has resulted in enhancing e-loyalty, which has 

become a key for the survival of online retailers, as competition is just ‘a 

mouse click away’
5
.   

Trust has been indicated as one of the major determinants of e-loyalty 

in most retailing environments
8, 9

. Lewis and Soureli
10

 defined trust as “a 

feeling of security, based primarily on the belief that one party's behavior is 

guided by favorable intentions towards the best interest of the other.” 

Moorman et al.
11

 define trust as “the willingness to rely on an exchange 

partner in whom one has confidence.” As such, trust in e-retailing is the 

belief or expectation that the retailer can keep promises and can be 

depended on
12

. In the context of online banking, trust assists in removing 

perceptions that are related to risk and insecurity among online customers 

when they are engaged in online financial activities. To gain and sustain a 

competitive advantage, online providers need to create trust, which later 

enhances e-loyalty
5
. Prior studies

13, 14
 have indicated that trust is considered 

to be an important aspect to developing long-term customer relations. Floh 

and Treiblmaier
15

 showed that the relationship between trust and customer 

loyalty is directly proportional. 

Another driver of e-loyalty is customer satisfaction
16, 17

. Customer 

satisfaction is defined as “an overall evaluation based on the total purchase 
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and consumption experience focused on the perceived product or service 

performance compared with pre-purchase expectations over time”
18

. Many 

researchers
19, 20, 21

 have examined the significant role of satisfaction in 

forming customer loyalty and have shown a positive effect of satisfaction on 

the continued activities in online transactions. For example Ribbink, et al.
6
 

found that when customers are satisfied with a specific online retailer, they 

are willing to repeat purchases with that retailer. Moreover, other 

researchers have found a direct effect of satisfaction on customer e-loyalty
22, 

23
. 

Several studies
5, 24, 25, 26

 have also recognized and acknowledged sense 

of belonging and loyalty as the prime factors, which can determine the 

success of the online customer relationship. Hagel and Armstrong
27

 

suggested that the intention to buy is influenced by a sense of belonging. 

Roberts
28

 argued that individuals with a higher sense of belonging put more 

time and effort into their online participation. Consequently, a sense of 

belonging influences a customer’s repeat purchasing behaviors
29

. In a study 

conducted by Morgan and Hunt
26

, sense of belonging influenced loyalty to 

an online relationship. Similarly, Moorman et al.
11

 found that sense of 

belonging positively affected customer loyalty. In an online business, Kim 

et al.
30

 suggested that sense of belonging was regarded an essential feature 

for winning customer loyalty. Specifically, sense of belonging allows the 

customer to be part of the seller, thus, creates a lasting relationship with the 

seller
26, 31

. In this study, we defined sense of belonging as the experiences of 

customer involvement in a bank via Internet banking so that the customer 

feels himself as an integral part of the bank. 

As mentioned previously, we empirically examined the three factors 

that may influence e-loyalty namely: trust, customer satisfaction, and sense 

of belonging. Three hypotheses of this study included: 

Hypothesis 1: Trust has a positive effect on customer e-loyalty in Internet 

banking. 

Hypothesis 2: Customer satisfaction has a positive effect on customer 

e-loyalty in Internet banking. 

Hypothesis 3: Sense of belonging has a positive effect on customer 

e-loyalty in Internet banking. 
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3. METHODOLOGY 

Students from a public university in Malaysia participated in this study. 

We used a questionnaire as the method to collect data and all items intended 

to measure the variables in this study (i.e., trust, customer satisfaction, sense 

of belonging and customer e-loyalty) were adopted from previously 

validated instruments
32, 33, 34

. We performed a factor analysis to assess the 

validity of the instrument and used multiple regressions to test the model. 

4. ANALYSIS 

We collected a total of 129 questionnaires out of 130 questionnaires 

distributed, which indicates a 99.2% rate of return. Of the 129 returned 

questionnaires, 10 were incomplete questionnaires and were discarded. 

Having dropped cases of incomplete questionnaires, we used a total of 119 

questionnaires for the data analysis, which indicates a response rate of 

91.15%. About 57% of the respondents were female and 43% were male. 

The mean age of the respondent was about 25 years old. Among the 

respondents, 66% had more than one year of experience with Internet 

banking and about 33% had less than one year of experience. 

We conducted a principal component factor analysis with Varimax 

rotation. The KMO measure of sampling adequacy value for the item was 

0.871, which was more than the recommended minimum of 0.6
35

. In 

addition, the Bartlett’s Test of Sphericity was also significant (Chi square = 

1100.756, p < 0.001). Trust, customer satisfaction, sense of belonging, and 

customer e-loyalty loaded well on their factors and explained 76.46% of the 

variance. The internal consistency method was employed using Cronbach’s 

alpha and the Cronbach’s alpha values for the components ranged from 

0.762 to 0.810. The Chronbach’s alpha values indicated the reliability of the 

measurement used in this study. 

Having confirmed the construct validity and instrument reliability, we 

ran a multiple regressions analysis. Table 1 summarizes the regressions 

results. 
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Table 1. Regressions result 

 DF Sum of squares Mean square 

Regression 3 23.792 7.931 

Residual 115 30.415 .264 

Variable Beta t VIF 

Trust .290*  3.191  1.689 

Customer Satisfaction .295*  3.083  1.877 

Sense of Belonging .205*  2.427  1.462 

Multiple R = .663;  R square = .439;  Adjusted R square= .424 

Standard error= .51427  

Note: * significant at p < 0.05; *** significant at p < 0.001; N=119 

 

As shown in Table 1, the F statistic for the final model indicated a 

significant model. The regression results also showed that trust (β = .29, p 

< .05), customer satisfaction (β = .295, p <.05), and sense of belonging (β 

= .205, p < .05) on customer e-loyalty was statistically significant, which 

supported the three hypotheses in this study. Overall, trust, customer 

satisfaction, and sense of belonging together explained 43.9% of the 

variance in customer e-loyalty.  

5. DISCUSSION AND CONCLUSION 

The results of this study support that customer e-loyalty is directly 

affected by satisfaction, trust, and sense of belonging. Consistent with 

findings in the other empirical studies
6, 15, 22

, this study also indicated the 

importance of both trust and customer satisfaction in influencing customer 

e-loyalty of Internet banking. As sense of belonging has not been widely 

tested in the field, we elaborates a bit on the practical implications of this 

study’s findings related to this construct. Specifically, sense of belonging is 

an important factor for predicting customer e-loyalty and is consistent with 

findings of similar previous studies, such as Kim et al.
30

. From a managerial 

perspective, Internet banking providers should enhance individual 

customer’s sense of belonging to Internet banking. Several mechanisms can 

help users identify themselves as members of that particular bank. For 

example, Internet banking providers can give members more privileges, 

such as highly secure e-mail, compared to non-members, so as to give the 

members a feeling of being more valuable to the bank.  

There are some limitations to this research as with any study. The 

research was conducted on college students from a public university in 

Malaysia. Therefore, the study might not reflect customer’s e-loyalty toward 

Internet banking services in a larger population. Another limitation might be 

the fact that other factors need to be tested to show their influence on 
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customer e-loyalty. Thus, future research could extend the study by testing 

other factors, such as electronic word of mouth and e-branding. 
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