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Abstract 
It is known that customers are the most important people for any organisationin today’scompetitive 

markets.Establishing long term, strong and good relationships with current and potential customers has come to 

the fore for continuing their existence in the market and also remaining in a profitable situation. Establishing 

customer loyalty is priority of traditional firms which have strategic marketing plans. Therefore, there have been 

many studies pertaining to customer loyalty within marketing. However, as in all other fields, many changes can 

be observed in customer loyalty. Now it has been possible to offer goods andservices through internet which is 

one of the most important invention of technological development and which has lots of impacts on working and 

lives of people. As a result of this, “electronicloyalty” term has emerged in the marketing agenda.  

The study has been carried out theoretically by examining national and international literature on definition of e-

loyalty, importance, features, models, ways of establishing E-loyalty. 
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1. INTRODUCTION 

 “A long time ago, there was money 

to be made in selling people a commodity. 

Making your productor service better and 

cheaper was a sure path to growth and 

profitability. Today, of course, the rules are 

different. Plenty of people can make 

something cheaper than you can, and 

offering a productor service that is 

measurably better for the same money is a 

hard edgetosustain” (Godin, 

2006:8).Technological progress has made 

the business firms, which make production 

on a large scale, fast and mass, to go into 

action. The number of the production units 

has increased rapidly at everywhere that 

technology reaches. International trade was 

proceeding at a specific angle for centuries 

because of the fact that transportation 

facilities were scarce. But it makes great 

progress with the mass production and the 

increasing number of the transportation 

vehicles such as huge cargo planes, ships, 

trains, trucks and lorries. Many factors, 

such as increasing population, adopting 

free market economy, changing living and 

working conditions of people, cause 

formation of big markets. That’s why the 

economic structures of the countries have 

become more complicated 
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 The change which started after industrial 

revolution obliges important changes in 

markets and marketing. No longer have the 

marketers understood that it is not possible 

to carry on their business life and activities 

by making monotonic production and 

offering the same product to the consumers 

(even if they have same expectations and 

necessities). The trend has changed today. 

“The desire and demand of the 

customersare top priorities” 

understanding is the focus of today’s 

marketing.  

“Because it’s so easy to outsource 

the actual manufacturing, suddenly your 

plant foreman isn’t your most important 

asset. Southwest does not succeedor fail 

because of its pilots—pilots are easy to 

find and hire now. It’s easy to make 

ballbearings, T-shirts, bottled water and 

mortgages. Makingisn’t hard anymore. 

Ford makes Jaguars, Anheuser-

Buschmakes Kirin, an anonymous plant in 

Vietnam makes Nikesneakers. The making 

is not hard or special or differentiating 

anylonger”(Godin, 2006:36). 

Some technologic devices such as 

microchips, notebooks and digital music 

players can be produced for famous brands 

such as IBM, Cisco, Asus and HP for 

intended number at an intended time at 

countries such as China, Malaysia, 

Indonesia, Taiwan and Thailand. Via using 

advanced technology products are 

produced more than requirement and put 
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on the market. In order to make customers 

choose you, you need some different 

advances.  

The business firms those are aware 

of this situation turn onto the activities aim 

to please and earn the customers’ loyalty 

by giving priority not only to production 

but also to their desires. Because, the 

reason for being of the firms is their 

customers’ needs. It comes into 

prominence to determine marketing and 

customer relations strategies according to 

the information taken from the customers 

by keeping in contact with them.  

For this reason, today’s big 

companies spend millions of dollars to 

produce non-temporal, long term loyal 

relations with their customers by learning 

their demands with different methods and 

efforts, providing their demands with the 

most proper and productive way. The 

changeover from product based marketing 

strategy to customer based marketing 

strategy is one of the most important 

changes of the companies. Many 

companies invest to the technologies 

allowing customer based relation 

marketing strategy. Today customers are 

more informed and the companies those 

are aware of this situation focus on the 

customer, customer demands and customer 

loyalty.  

 

2. CUSTOMER LOYALTY   

Today many business firms are no longer 

local and tend towards international 

activities. They increased their customer 

mass. Mass production and selling these 

products in various markets have become 

prior to the companies. However, customer 

relations and loyalty which was provided 

by personal efforts at local and small 

markets before industrial revolution have 

gained another dimension. A perfume 

which is produced at France or a tropical 

fruit which is produced at Costa Rica can 

be transported to the potential customer at 

international markets in a few days or 

sometimes in a few hours. Or needed 

product or service can be purchased in a 

few minutes via internet. Most of the time 

the customer and company don’t come 

across face to face.  

In addition to increase in customer 

number and the distance between the 

customer and the company, the changing 

customer presence makes it difficult to 

follow up and satisfy the customer. Today 

the major problem of the business firms is 

the decrease of the customer loyalty in 

time. One of the most prior aims of a 

company is to increase the number of the 

loyal customer (Sarac, 2006: 71). 

Nothing can prevent the customer 

to go for other companies for a better 

opportunity, unless the managers establish 

loyalty based relationships (Reichheld, 

2003: 4). So, the sales of the firm that loses 

their customers such as their profitableness 

and it cannot be possible for them to hold 

on in the market.  

There are many important 

expressions in the literature about customer 

loyalty and its importance. According to 

Gommans (2001: 43) “building brand 

loyalty, maintaining it, the main subject of 

marketing theory and marketing practice 

for sustainable competition advantage and 

customer pleasure are directly related to 

the profitableness of the company”. If your 

customer is happy they tend to be loyal. If 

they are loyal, they not only buy your 

products more but also they give advice to 

your potential customers 

(www.zoomerang.com). 

2.1. The Importance of Customer 

Loyalty  

 The descriptions at the literature 

about the customer loyalty bear a 

resemblance to each other: “although the 

customers, who want to purchase a product 

or service, have the conditions that can 

affect various marketing services and their 

choices and so they have the opportunity to 

choose their alternatives, customer loyalty 

can be defined as the willing of being 

continuous customer of the company they 

chosen before.” 

Another definition: customer 

loyalty is the behavior of purchasing the 
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same brand or product again. But this is a 

superficial description. More deeply it can 

be described as “in the circumstances that 

the customer has chance to change the 

product brand or the customer come across 

with the marketing of different brands, 

customer loyalty can be the responsibility 

to purchase the same good or service 

again” (Penget all, 2005: 75). 

It can easily be seen that the 

conditions those are expressed in the 

definitions occurs today’s markets. For 

example, people see many domestic and 

foreign origin detergents, oil, milk or many 

other products. Customers suddenly come 

across with the discounts of different 

brands, the chance to raffle after the 

purchase and suchlike marketing services. 

The customer loyalty comes into 

prominence. The important point is to 

secure the customer to be loyal.  

 

2.2. The Advantages of Customer 

Loyalty 

 Customer loyalty is one important 

factor increasing competitive capacity of 

the firms, cornerstone of entrepreneur 

improvement and the most important 

source of long term profit (Penget all, 

2005: 77). According to Deb and others 

about the loyal customer; “Loyal customer 

reduces the cost which the companies 

spend to pull new customers and help the 

companies to increase their profit. Besides, 

it makes easy to understand their loyal 

customers’ attitudes, the companies have 

deeper ideas about their customers’ 

demand and it becomes easier to provide 

their needs and please them.”  

 The most important advantages of 

customer loyalty for companies 

(Eskandari, 2009): 

 Cost: Earning a new 

customer is always much costlier. Because, 

the most important reasons for this 

situation are commercials, financial 

discount to new customer, commissions 

etc. for example; AVEA, which offers 

GSM service, offers 1600 minute/month 

scale of charges to 29 TL to the ones who 

transitioned from other operators, but it 

offers this scale of charges to 39 TL to 

their own customers. (www.avea.com.tr) 

this means annual 120 TL loss per 

customer. When commercials and other 

expenses are added an important number 

shows up.  

 Recommendation: It is an 

incontrovertible truth that people interact 

to each other. The customer who purchased 

a service or product may recommend it to 

others because of pleasure, thrust or 

something else. The cost of earning new 

customers decreases because potential 

customers purchase as a result of the 

recommendations at the decision period 

and the firms offering both service and 

product provide huge financial profits. 

Today, many companies such as language 

courses, holiday tours, hotels, restaurants 

and many other firms.  

 Price: Old and loyal 

customers are braver than the ones who 

will buy the product or the service for the 

first time. Because, they purchased it 

before and saw the service or the product 

and for this reason they are less sensitive 

about the price. It is known that new 

customers restrict their holiday at tableland 

and thermal spring tourism, but loyal 

customers are more generous about the 

length of their holiday.  

 Operating Expense: 

Having necessary information about 

gaining loyal customers decreases the 

operating expense. Free phone calls, e-

mail, brochure, introductory meetings, and 

individual interviews for potential new 

customers who don’t anything about the 

service or the product can be free for the 

customer but it can be really expensive for 

the business firms. These activities are 

much less for the loyal customers.  

 Income Growth: Loyal 

customer is more inclined to repetitive 

purchase and purchase other products of 

the company as a result of trust and 

pleasure, because he has enough 

information about the entire products and 

services. As a result there can be an 
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important income growth. For example, the 

companies using family brands can get a 

market share more easily when they enter 

to different fields.  

3. E- LOYALTY 

3.1. Importance of E-Loyalty:  

Internet revolution is expressed as 

the most important change effecting 

trading since money replaced to barter 

(Reichheldet all, 2000-1: 173).Internet has 

changed traditional marketing methods. As 

a result of this change, the distance 

between the company and the customer has 

grown.  

The internet customers have 

become much more powerful. The e-firms 

which are aware of the customers’ power 

have become to understand that the key to 

prejudice this situation in their favor is e-

loyalty.  

With the rapid growth of 

purchasing product and service with the 

help of electronic marketing and internet, 

providing and continuing customer loyalty 

has become the focus of the important 

marketing theories and services 
(Gommanset all,2001: 43). 

The loyalty of a customer on 

internet environment is much more 

important than in traditional marketing. 

When compared to the speed of internet, 

the future cyber marketing firms and 

online customers’ being slow will make 

customer loyalty more important (Penget 

all, 2005: 78). 

E-loyalty helps holding customers 

and decreases the costs to gain new 

customers who may return profit in the 

long term. (Reichheldet all, 2000-2: 105) 

Loyalty has a place in continuing 

profitableness of electronic services. 

Because gaining new customer at 

electronic marketing is much more 

expensive than gaining at traditional 

marketing (Oliveira, 2006: 2). Customer 

loyalty is seen as a really important source 

at electronic trading field and it is the 

magical weapon of the competition (Penget 
all, 2005: 81).  

3.2. Definition of E-Loyalty 

It is a well-known truth that from 

business to customer (B2C) kind electronic 

trading is rapidly growing and it will grow 

incrementally at the following years. 

Remarkable potential of online retail 

purchasing which is the alternative way of 

traditional shop purchasing is the proof of 

this fact (Devaraj, 2003: 184). Although 

customer loyalty has drawn attention for a 

long time, it has been ignored by many 

company those are active in cyber 

marketing. That’s why, focusing on 

providing and continuing customer loyalty 

is a new subject in terms of cyber 

marketing (Penget all, 2005: 75). In 

addition to this, online firms are slowly 

understanding the importance of their 

customers’ being loyal and today it takes 

part as electronic loyalty at marketing 

literature.  

Customer loyalty is an important 

subject for the firms serving in electronic 

environment to profit. Many researchers 

should understand it better how to hold the 

customers in electronic environment (Rui 

Sousa, 2007: 10). According to a 

comprehensive research by Bain & 

Company, 5% increase at the customer 

loyalty increases the profit of the company 

25-95%. According to the same study, 

gaining a new customer is seven times 

expensive than holding existing customer 
(http://www.zoomerang.com). 

E-firms which realized this 

situation ad potential before and set a 

course according to this have started to 
specify e-loyalty as their prior target.  

Traditional loyalty and electronic 

loyalty are not totally different. Common 

definition at the literature is: online loyalty 

or electronic loyalty is the customers’ not 

changing the website to another to 

purchase. (Cyr, 2006: 8).According to 

another definition is: e-loyalty is to expand 

traditional brand loyalty concept to online 
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customer behavior. Although the 

theoretical bases are identical with 

traditional brand loyalty and e-loyalty that 

is a new concept at the literature, -loyalty 

is specific in terms of internet based 

marketing and purchaser attitude. E-loyalty 

is related to high quality customer support, 

strong and on time distribution, affordable 

and reasonable prices, transportation and 

transaction, clear and dependable specialty 
and privacy policy (Gommans, 2001: 44). 

4. THE FACTORS AFFECTING E-

LOYALTY  

There are some differences between 

the elements of traditional customer loyalty 

and electronic loyalty. Before anything 

else, some physical elements those affect 

traditional purchasing don’t exist in 

electronic purchasing and some elements 

are limited. That’s why;there are important 

differences in terms of loyalty between 

them. Before the factors affecting 

electronic loyalty, the specialties of 

electronic purchasing should be explained. 

The summary of the factors affecting 

electronic purchasing (Peng, 2005: 78-81, 

XiaojuanOu and others, 2003: 1734, Deb, 

2009: 241, Long, 2004: 3):  

 Internet offers stronger 

searching engines for less effort and at 

short notice products and services for the 

customer. Thanks to forming electronic 

database and reaching the data easily 

techniques, the companies can reach the 

information about customers more easily 

and form an opinion about online customer 

value. Electronic trading benefits from 

many information technology practices 

both for customers and service and product 

offering companies.  

 The most important 

specialty of electronic transaction, of 

which importance raises day by day, is its 

difference form physical purchasing 

environment. This physical difference can 

cause panic and mistrustfulness at the 

customers. Another problem is the 

probability to be defrauded on electronic 

environment. Against these negativities the 

firms have to provide their customers’ 

trust.  

 The way of business doing 

of the online companies is different than 

the traditional ones. Traditional companies 

are face to face with their customers. This 

brings additional responsibilities and gives 

more opportunity to the employees those 

are in interaction with the customer. 

Frowning and any negative change at the 

tone of the voice can make the customer 

leave the business firm. Similarly, a smile 

and excitement may make the customer 

more interesting to the product or the 

service. Unfortunately, internet 

environment is lack of these opportunities 

those can come out well.  

 Customer chooses what to 

purchase at cyber environment using their 

five instinct just like at traditional markets. 

Choosing a cybershop which has high 

credit score is the most and supportive 

choice of the customer to decrease the 

shopping risk.  

 Customer makes his 

purchase choice depending upon his own 

trust and his online information due to his 

previous purchasing. But cyber 

environment is free environment in terms 

of the information given is right or wrong. 

On the other hand, trust that was gained as 

a result of the previous shopping is an 

effective factor on consumer attitude. The 

fact that all the information is open to 

everyone makes it possible for the 

customer to reach all the products and 

services of the whole companies. The price 

changes are realized rapidly and the 

competitors respond these changes 

immediately. As a result the price based 

advantage has been reduced to a large 

extent.  

 The consumers do not want 

to spend time and energy to search and 

compare prices at today’s cyber 

communication era because of fast life 

fluency and busy schedule. That’s why 

customers choose to be loyal to some 

shops serving online. In this way saving on 

time increases, physical costs reduce and 
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the risk of consumption reduces. In this 

point of view, internet using customers 

have instinctive preference for loyalty in 

the name of making the purchasing less 

risky and making decisions more 

rationally.  

 Gaining a new customer is 

four times more expensive than holding an 

old customer which is more applicable and 

can be more useful. It the cyber practices 

of cyber firms have the target to carry on 

their relations with the customers, loyal 

customer will return a profit to these firms 

eventually. At internet environment 

companies can communicate to their 

customers spontaneously and they can 

create very active databases thanks to 

technologic opportunities. They can do 

one-to-one private marketing in order to 

increase the customer’s pleasure. That’s 

why the efforts to have loyal customers 

should focus on the cyber customers’ 

shopping experiences. Word of mouth 

marketing is an available important 

marketing method at traditional marketing. 

In the public surveys carried on by 

Reichheld and Schefter (2000) it is proved 

that public praise marketing has much 

effect on electronic trading. More than half 

of the internet using loyal customers are 

the result of word of mouth marketing. The 

customers those took recommendations 

from loyal customers are more valuable 

than the ones gained by commercials and 

knocked down price.  

E-loyalty happens at internet 

environment. Internet is a perfect market 

because information stands at the tips of 

people’s fingers and they had the 

opportunity to compare the offers of the 

sales men spontaneously. But this specialty 

may cause the loss of customer loyalty. 

Unless the companies provide loyalty from 

their customers, they won’t provide 

repetitive purchase and future (XiaujuanOu 

and others, 2003: 1734). Because of the 

fact that your customer is only a click 

away to your competitors, gaining e-

loyalty is much more difficult than gaining 

traditional loyalty (Wolfgang, 2009). For 

this reason business firms have to be 

careful about some points at internet about 

loyalty.  

Although the firms know the 

difficulties of e-trading, there are some 

general mistakes. Here are the biggest 

mistakes made on e-trading (Gilpatrick, 

2001: 12):  

 Not making the website 

simple and understandable: In some sites 

there are too many links, information, 

banners (advertisement bands on the 

websites) and advertisements, those makes 

the website complicated.  

 Not investing to 

technology enough: As a result of not 

investing to technology enough, there can 

be some negative effects such as the 

servers’ not enduring because of 

overloading, not using appropriate 

interfaces and nor using mobile system for 

security.  

 Not employing staff 

member for call center or helper: There 

should be some staff member, free 

telephone lines and instant messaging 

service like MSN to answer urgent 

questions and needs of the customers.   

 Not answering the customer in 

time: Not answering the 

customers’ questions those they 

transmitted via e-mail or website in 

a short time is a huge mistake.  

 Not being long-term: E-trading is 

a long marathon. The plans and 

strategies should be at long date 

and competitive.  

4.1. The Factors Affecting E-trading  

Firstly the firms, which carry on 

electronic business, should know the factor 

that they should consider in order to gain 

e-loyalty. These are the general factors 

(Gommans, 2001: 49-52; Cyr, 2008: 53; 

Romulo, 2006: 4; XiaojuanOu, 2003: 

1739; Long, 2004; Sarac, 2006: 87;Long, 

2004: 63, http://www.zoomerang.com):  

 Electronic trust: Electronic 

trust has a role to accelerate and 

consolidate e-loyalty. Electronic trust is the 
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most important factor to decrease anxiety 

and panic at the services at which there is 

no physical appliance such as online 

banking. Thanks to the trust which is the 

result of these online services are used 

continuously and e-loyalty can be formed. 

The electronic trust of a customer doesn’t 

only provide continuity but also it is ended 

up with the recommendation of the 

customers to their friends and relatives.  

 Product produced 

according to the customer’s demand and 

interaction: these two factors contribute to 

electronic loyalty in terms of customer 

attitude. Media and Green revealed in their 

studies that most of the internet user 

customers prefer the products produced 

according to the customer’s demand and 

the websites presenting information. This 

clearly shows the importance providing the 

customer’s need (customization) in gaining 

electronic loyalty. Providing the 

customer’s wish is the result of his 

interactive participation on designing the 

ideal product. Computer producer Dell 

performs the opportunity of the customers 

forming their own computer with the help 

of hardware choosing facility successfully. 

High participation of the customer on the 

design of the product forms a strong and 

effective relationship with the brand. As a 

result brand loyalty is gained.  

 Pleasure: The continuous 

pleasure of a customer is ended up with 

electronic loyalty. If the customer is 

pleased after they purchased a product or 

service on virtual environment, they go 

towards the websites which had pleased 

before when they needed the same or 

similar product or service.  

 Investment: The firms who 

run business in an electronic environment 

should invest to high quality websites and 

electronic software in order to raise 

customer loyalty. This means privacy, 

security, ease of use, graphic style, 

endurance, fast answering and information 

quality at electronic services.  

 Promotions and 

advertisement tools: Online firms design 

their websites, promotions, advertisements 

and other marketing tools not only to gain 

customer but also to make them loyal. 

Electronic loyalty is not a onetime work, it 

is a continuous work. 

 Keeping operation 

information of the customers: Keeping 

operation information of the customer can 

be helpful in order to gain electronic 

loyalty for online sale companies. For 

example, it is important for a book firm to 

keep your past shopping information, 

personal information and liked products 

after you entered your username and 

password.  

 Background information 

with the customer: This background helps 

the electronic firm to offer product or 

service according to the customer’s wish 

and prevents competitive risks.  

 Participation of the 

customer to the design of the product: 
This participation guaranties to provide the 

customer’s expectation. Traditional brands 

which have high loyalty aren’t affected by 

specific scale price based competition and 

brand change to a certain degree.  

 Competitive price: It is not 

possible not to be effected negatively 

because competitor firms are only a click 

away and price comparison is available. 

That’s why offering competitive price is 

very important in gaining customer loyalty 

and continuing it for the firms those are in 

business at electronic environment.  

 Domain names: The 

tendency of forming brand shows that it is 

important to have internet domain name as 

the same as the brands name. In addition to 

having easy to remember names are 

important in forming brand image, the 

content of the web site is also important.  

 Operative security: In 

electronic environment operational security 

and privacy plays an important role in 

gaining customer loyalty. According to 

recent researches the main reason why the 

customers don’t extend their online 

purchasing is the possible online credit 

card fraud. Privacy anxieties of the 
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customers have caused some failures those 

come out image erosion of some important 

brands. There are some techniques and 

tools those firms can use in order to gain 

electronic trust which is the most important 

fact for electronic loyalty. The most 

common ones are cryptography, approval 

and authorization.  

 Brand trust: Trust has a 

very close relationship with electronic 

privacy and it is a very important factor in 

purchasing attitude. Generally, because 

you cannot look into the sales man’s eyes, 

you cannot touch the product, you cannot 

smell or feel it developing trust with these 

methods isn’t possible at electronic 

marketing. Brand trust contributes to 

reduce suspense. Trust is one of the 

attitudinal factors forming loyalty at the 

same time. That’s why brand trust sweeps 

away some disadvantages caused by some 

misunderstandings such as internet is not a 

reliable shopping environment. These 

misunderstandings still prevent many 

potential customers purchase online.  

 Ease of use of the website: 

Another unique factor in gaining electronic 

loyalty is an important role which is 

formed by first impression such as the ease 

of use of the website, ease of surf, fast 

loading pages and fast purchasing.  

 Appropriate content of the 

website:A website should be designed as 

to offer appropriate content to its customer 

group. Global electronic marketers should 

multiply their language choices as much as 

they can because they can be reached 

everywhere and they address to the whole 

world. It is also recommended that the 

companies should change the content of 

their websites appropriate to local 

circumstances. While designing a website 

appropriate for local markets, it is 

necessary to understand the local culture 

and it is also necessary to design the 

website according to the culture. For 

example colors have different meanings for 

communities. And Arabians and Chinese 

people don’t look at the same point of the 

screen as the western people because they 

have different reading way.  

 The loading speed of the 

page: Electronic firms should be aware of 

the fact that most of their customers’ time 

is restricted. If the loading speed of the 

page is very slow, it can put the customer 

away. The surf inside the website should 

be easy and people should be able to find 

the information in a short time. According 

to many researches 58% of the internet 

users make surfing mistakes and these 

cause time loss. Users make less mistakes 

if the hierarchic structure of the website is 

wide more than deep.  

 Server reliability and 

answering speed:In addition to website 

design, the reliability of the servers 

offering site service and fast presentation 

and answering are the technical subjects 

which have important effect on electronic 

loyalty. The servers which collapsed 

during gaining information, surfing and 

ordering goods will have some negative 

effects on gaining the loyalty of the 

customers.  

 Order follow-up and fast 

delivery: Order and delivery is the other 

factors those have effects on the 

development of customer loyalty. The 

logistic system that guaranties fast delivery 

plays an important role on development of 

loyal attitude and contributes to customer 

loyalty.  

 Online customer support 

line: Sometimes web designers have to 

design complicated websites because of 

some reasons and circumstances. On this 

situation a free telephone line and instant 

messaging service on the internet should 

be supported. Because there aren’t some 

senses like touching, smelling, feeling or 

seeing on internet shopping, one way to 

overcome this negativity is to sell well-

known, high quality and guarantied 

products.  

 Electronic mail: Electronic 

mail is used by many companies in order 

to announce innovations to the customers, 

learn their wishes, answering their 
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questions, give technical support and 

having feedback by sending them 

questionnaire. Interacting to the customers 

via electronic mail increases the 

impression of the customers in a good way. 

The secret behind electronic loyalty is the 

firms’ giving priority to the pleasure of the 

customers. Thanks to this the companies 

may know which tools to use and which 

communication methods to try.  

 Fast solution: The wish, 

demands and complaints, which are sent 

via electronic mail, of the customers 

should be answered immediately. All of 

these are depend on performing customer 

relations more healthily in electronic 

environment and play a critical role in 

loyalty.  

 Customer demands: Any 

bad event can sweep away al the good 

things. This bad experience, which can be 

happen after purchasing via e-mail or 

instant messaging (MSN Messenger etc.), 

can grow bigger and as a result its effect 

may be huge. You should know 

immediately if your online firm does 

something to disturb your customer. It is 

very important to give the customers 

opportunity to make a comeback about 

their special pleasures, their dislikes and 

their pleasure levels. It is vital to survey 

and observe the comebacks constantly. 

Otherwise your company will be damaged, 

will miss opportunities and will make itself 

away from competitive advantages.  

6. E-LOYALTY MODELS  

The online working companies 

have made many researches about how to 

develop customer loyalty. For this aim 

many e-loyalty models have taken part in 

literature. The seven ingredients 

recommended for applicable electronic 

loyalty models 

(www.thecustomerinstitute.com):  

 Value: It is important to 

offer a competitive price because the price 

of a product or service can easily be 

compared with only a click.  

 Forming brand: Brand 

names are more important at internet 

environment. The name of the domain of 

the website being the same with the brand 

name is good for its being memorable and 

good for its image. Web content is 

necessary to improve the image.  

 Trust: Trust is thought to 

have an important role in developing 

loyalty and continuing it. Many customers 

are afraid of identity fraud and because of 

this they avoid to give their identity 

information to the websites. There are 

some ways to develop trust to websites. 

Cryptography and authorized access are 

some of them. Some firms such as IBM, 

Apple, Heinz, Proctor and Gamble recall 

trust. 

 Cosines of the website: 

First impression is very important in terms 

of e-loyalty. Ease of surfing, strength of 

the server, fast shopping, fast checking, 

fast page loading, and personal interface 

forms e-loyalty.  

 Technology: According to 

researches, 58% of the internet users make 

mistakes while using the websites. Search 

for information and surfing inside the site 

should be easy and fast.  

 Safety:For some internet 

users internet makes unsecured, not honest 

and steady overtures. Some technological 

safety expert firms secure their customers 

about privacy and supplying safety to their 

customers.  

 Customer services: In 

order to develop e-loyalty a website should 

have a well customer service system.  

System should be founded that consist of 

phone counseling, frequently asked 

questions link and that can evaluate the 

orders and deliver at the right time to the 

right place. In putting away the lack of 

confidence, being effective at purchasing 

process high quality, well-known and 
guarantied products should be offered.  

CONCLUSION  

The importance of loyal customers 

is put into words on all occasions in 
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today’s competitive markets. Many 

companies those have difficulty in 

continuing their activities and increasing 

their profits have understood the 

importance of the loyalty of the customers 

and started to work hard for developing 

customer loyalty. Many companies are 

trying to purchase information about their 

customers and to offer products and 

service those they could prefer and wish 

for. Consequently for online operating 

companies developing e-loyalty and 

having loyal customers are important tools 

to help the firms at the competition with 

other companies. As it can be seen with the 

help of literature scanning at the research, 

it is a well-known phenomenon that 

gaining new customer is much more 

expensive than holding existing customer 

of a company. In an environment in which 

the competitors’ products, services and 

their prices can be learnt and compared in 

a few seconds, the companies, which will 

develop e-loyalty and have loyal 

customers, will decrease their costs and 

increase their profits. The marketing 

experts should develop plans and apply 

them in order to establish strong 

relationships with their customers for long 

and trust based relationships. The plans 

and studies which are done to develop e-

loyalty should be supported by technical 

substructure which is especially important 

in developing trust of the customer. 

Because trust is very important in terms of 

developing loyalty and the companies 

should have very good technological 

substructure in order to gain the customers’ 

trust at cyber environment.  

 

REFERENCES 

ALHAIOU,Talhat; Irani, Zahir; 

Maged, Ali., 

(2009),“TheRelationshipBetween E-CRM 

ImplementationAnd E-Loyalty At 

DifferentAdoptionStages Of 

TransactionCycle” 

EuropeanandMediterranean Conference 

n Information Systems, Crowne Plaza 

Hotel, Ġzmir. 

BLEUEL, William, 

http://www.thecustomerinstitute.blogspo

t.com/2009/02/trust-and-e-loyalty.html 

(Access Date: 16.06.2011) 
CYR, Dianne, (2001), “Managing 

E-loyalty Through Experience Design”, 

INE Application, c.1: 2. 

CYR, Dianne, (2008) 

“ModelingWebsite Design acrossCultures: 

RelationshipstoTrust, Satisfactionand E-

loyalty,” Journal of Management 

Information System, c.24/4: 47-72. 

CYR, Dianne; Head, Milena; 

AlexIvanov, (2006), 

“esignAestheticsLeadingto M-Loyaltyin 

Mobile Commerce”, Information & 

Management, Forthcoming in 

Information and  Management, c.1: 8-

15. 

ÇOBAN, Suzan, (2005), “Müşteri 

Sadakatinin Kazanılmasında Veritanablı 

Pazarlamanın Kullanılması,” Erciyes 

Üniversitesi, SBE Dergisi,  c.19: 295-307.  

DEB, Madhurima; Chavali, Kavita, 

(2009), “A Study on theSignificance of E-

Trustand E-Loyalty inOnline 

Banking,”AIMS International Journal of 

Management, c.3: 241-257. 

DEVARAJ, Sarv, Fan, Ming; 

Kohli, Rajiv, (2003), “E-Loyalty: 

ElusiveIdealorCompetitiveEdge?,” 

Communications of theAcm, September, 

2003/Vol. 46, No. 9. 

ESKANDARI, JavadKhoee, 

(2009), “InfluentialFactors of Customer E-

loyalty in Iranian E-stores”, 

LuleaUniversity of Technology. 

GILPATRICK, Kristin, (2001), “E-

loyaltyStrategy, CreditUnion 

Management, August, c.1: 11-14. 

GODIN, Seth, (2006), 

AllMarketersareliars, Penguin, New 

York. 

GOMMANS, Marcel; Krishnan, 

Krish S.;Scheffold, Katrin B., (2001) 

“FromBrandLoyaltyto E-Loyalty: A 

Conceptual Framework,” Journal of 

EconomicandSocialResearch, c.3: 43-58. 

LONG, Karl, (2004), 

"CustomerLoyaltyandExperience Design 

Recep ÇĠÇEK*,Özgür KARABAĞ, Int. J. Eco. Res., 2012, v3i6, 18-28 ISSN: 2229-6158

IJER | NOVEMBER - DECEMBER  2012 
Available online@www.ijeronline.com

27



in E-business”, Design Management 

Review, Spring,  

OLIVERIA, Romulo; Sousa, Rui, 

(2006), “E-Service Quality: the link 

betweenqualityandloyalty,” XII ICIEOM 

- Fortaleza, CE, Brasil, October 9-11, c.1: 

1-6. 

PENG, Hong; Zhihao, Chen, 

(2005), “CustomerLoyaltyandCyber-

marketing: IdeaisticEvolution”, China-

USA Business Review, c.9: 1537-1514.  

REICHHELD, F.F.;Schefter, P., 

(2000-2), "E-loyalty: Yoursecretweapon on 

the web,” Harvard Business Review, 

c.78: 105-113. 

REICHHELD, Frederic, (2003), 

“Loyalty Rules: How 

Today’sLeadersBuildLastingRelationship”, 

Harvard Business School Press, Bain-

CompanyInc. 

REICHHELD, Frederick 

F.;Markey, Robert G. Jr.; Hopton, 

Christopher, (2000-1), “E-customerloyalty: 

Applyingthetraditionalrules of businessfor 

online success,” EuropeanJournal, c.12: 

173-179 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

SARAÇ, Ömer, (2006), 

“Elektronik Ortamda Müşteri Ġlişkileri 

Yönetiminin Müşteri Sadakatini Sağlaması 

Bakımından Ġncelenmesi ve Kilit 

Unsurların Belirlenmesi”, Yüksek Lisans 

Tezi, Marmara Üniversitesi, Sosyal 

Bilimler Enstitüsü, Ġstanbul. 

WOLFGANG, Jank; Yahav, 

Inbal,(2009), “E-Loyalty Networks in 

Online Auctions,”JulyWorkingPaper No: 

RHS-06-101. 

XIAOJUAN OU, Carol; LingSia, 

Choon,  (2003), “CustomerLoyaltyStrategy 

in the Internet Era”, 7th Pacific Asia 

Conference on Information Systems, 10-

13 July, Adelaide, South Australia, p.1734-

1741. 

http://www.zoomerang.com/Whitep

aper/Measuring-Tracking-Customer-

Satisfaction  

(Access Date: 16.06.2011). 

http://wps.prenhall.com/wps/media/

objects/2519/2580469/addit_chmatl/TURB

MC12_0131854615OF.pdf 

(Access Date: 16.06.2011). 

 

Recep ÇĠÇEK*,Özgür KARABAĞ, Int. J. Eco. Res., 2012, v3i6, 18-28 ISSN: 2229-6158

IJER | NOVEMBER - DECEMBER  2012 
Available online@www.ijeronline.com

28




