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 Background: The Internet’s commercialization has created a significant revolutionary 
impact on ways of doing business; shifting traditional businesses into e-business to 

enhance efficiency and increase profitability. From a technological standpoint, the 

Internet is ideally a cost-efficient and cost-effective method for providing services in 
the banking sector due to its potential to reduce operating costs and perform reliable 

banking transactions. Despite these advantages, when the interaction between the bank 

and the user becomes virtual, retaining customers and building stronger customer 
loyalty has become a challenge for financial institutions. Objective: The purpose of 

this study is to identify which factor essentially affects e-Customer loyalty of the online 

banking users in Bangkok, Thailand. It also aims to test the level of significance and 
relationships of e-Customer Trust, e-Service Quality and e-Customer Satisfaction 

towards customer loyalty of the experienced online banking users. Methodology: To 

measure the constructs of the research instrument, a survey questionnaire was 
administered and data were collected from the final consolidated sample of 408 

experienced online banking users in the Bangkok area, utilizing both convenience and 
snowball sampling techniques. The significance and relationships of e-Customer Trust, 

e-Service Quality and e-Customer Satisfaction towards e-Customer Loyalty of the 

online banking users were tested and analyzed using the Pearson Product Moment 
Coefficient of Correlation. Results:Based on the findings, e-Customer Trust, e-Service 

Quality and e-Customer Satisfaction were all significant factors that affect the e-

Customer Loyalty of online banking users in Bangkok, Thailand. However, 
experienced online banking users put greater emphasis on their positive experience as a 

basis of satisfaction towards online banking service and most of the users with positive 

experience tend to become loyal customers. Conclusion: The findings of this study 
signifies that e-Customer Satisfaction is the most essential factor that is accountable for 

creating and retaining loyal customers and it is therefore the key determining factor of 

the loyalty level of the online banking user.This provided a managerial implication to 
financial institutions on the essential factors to focus onfor customer retention and 

loyalty in the online banking service context to augment profitability. Further 

investigation of the factors contributing to customer satisfaction is highly suggested for 
future studies. 
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INTRODUCTION 

 

The Internet’s commercialization in 1995 has 

made a revolutionary impact on business which 

resulted in the origin of e-business. According to Li 

(2007), e-business has captured the attention of 

companies since its commercialization, which led to 

significant changes in ways of doing business. 

Subsequent to the introduction of the Internet, 

Turban et al. (2009) categorized companies into 

three; a brick-to-mortar company – companies 

operating in the physical environment or commonly 

known as offline businesses, a click-to-mortar 

company – companies operating in a physical 

environment using the internet as an additional 

channel for marketing and lastly, virtual companies – 

companies doing business online, popularly known 

as e-business. Sawhney and Zabin (2001) state that e-

business occurs when a company creates superior 

value for its customers by employing an electronic 

network and the technologies associated with it to 

improve, augment and transform the business process 

in a more effective and efficient system. This 

diversion of company types originated from intensive 

competition and increasing globalization leading to a 

decrease in the effectiveness of doing offline 

business. In view of this, companies were 
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encouraged to take part in e-business, not only to 

enhance efficiency, but also to increase profitability.  

Al-Hawari (2011) emphasized that the internet 

has been widely used as a method for developing and 

providing services in the banking sector. In addition, 

Rod et al., (2009) stated that banks have expanded 

the scope of competition in the sector – banks are not 

only competing in a traditional banking system but 

also have expanded in the e-environment of online 

banking services. Furthermore, Santos (2003) 

expounded that to build stronger customer 

relationships and to gain competitive advantage; 

banks are currently offering online banking services. 

According to Porter’s competitive advantage theory 

(1980), there are two key ways to create competitive 

advantage: to offer reasonably priced products and 

services or to make distinction by adding value and 

uniqueness. In addition, Kasemi and Khojaste (2010) 

state that, considering the competition in banks and 

financial institutions, customers have more 

alternatives, and retaining customers is based on 

establishing and strengthening customer loyalty. Park 

and Kim (2003) implied that one way to create 

competitive advantage is to build customer loyalty. 

Moreover, Reichheld and Schefter (2000) also 

mentioned that developing loyal customers in the 

web is a secret weapon to e-business, most especially 

when the competition arises from just a mouse click; 

since the competition is just a mouse click away, 

Floh and Treiblmaier (2006) further emphasized the 

essentiality of e-customer loyalty in online banking 

both in a competitive and economic aspect. This 

implies that loyal customers do not only increase the 

demand in online banking services and augment 

profits; they also serve as a satisfying service 

reference for other customers, enabling the banking 

business to reduce its costs in attracting new 

customers. 

One of the factors that can affect positive 

customer feedback is loyalty and trust. In general, 

building customer trust, improving the level of 

customer satisfaction and creating customer loyalty 

are some of the main challenges for any business. As 

online transactions involve a number of uncertainties 

for the online banking customers, trust serves as a 

condition in exchange for loyalty and good customer 

feedback. The incorporation of trust in an electronic 

context has turned the traditional termed “trust” as 

“e-trust”.  According to Ribbink (2004), e-trust is 

believed to increase online customer loyalty. In this 

regard, building customer trust in online banking has 

become a critical element for success; this is due to a 

lack of physical interaction and the novelty of the e-

environment for customers. In addition to the factors 

affecting positive customer feedback in the area of 

online banking is the service quality offered 

electronically, also termed as “e-service quality”. 

According to Santos (2003), the internet simplifies 

and boosts the comparison between dissimilar 

offerings thus e-service quality becomes a core for e-

business to have it differentiated, thereby achieving 

competitive advantage. In view of this, active sites in 

the field of online banking need to think of 

techniques to reduce customer uncertainty and 

enhance customer confidence and satisfaction to 

finally convert it into customer loyalty. 

With the increasing demand for online banking 

service in Thailand, little was known about how to 

strategically retain customers’ loyalty. Despite the 

attractiveness of online banking service in the 

country, loyalty to the website among online banking 

customers has become a subject that matters to many 

competing online banking websites; thus, in this 

study, the researcher collected data from the 

experienced online banking service users in 

Bangkok, Thailand. According to Ribbink et al., 

(2004) customer loyalty is a bank’s concern because 

of its positive effect on long-term profitability. It is 

therefore crucial for banks offering online banking 

services to create and maintain loyal customers and 

monitor the profitability of each customer segment 

(Reignartz and Kumar 2002). 

 

Literature Review: 

e-Customer Loyalty: 

Theoretically, loyalty is the degree of 

commitment and satisfaction towards a specific 

product or service, which is mostly displayed 

through frequent or repeat purchase.  A new concept 

of loyalty has been commercially implemented 

through the internet; interpreted as e-loyalty and 

considered as the branch of loyalty in e-commerce. 

Lee (2009) describes e-loyalty as the inclination to 

observe and to revisit a website or to make future 

transactions. On the other hand, Oliver 

(1997)conceptualized  customer loyalty as a 

genuinely held commitment to re-buy or re-patronize 

a preferred product or service in the future 

consistently, thereby causing repeated purchase of 

the same brand or the same brand set, in spite of 

situational influences and efforts in marketing 

causing the potential to affect switching behavior of 

customers. 

Traditionally, the concept of loyalty has been 

explored intensively giving greater emphasis 

particularly to two dimensions: attitudinal and 

behavioral loyalty. Researchers Chaudhuri and 

Holbrook (2001) have interpreted loyalty from a 

psychological perspective with respect to the 

attitudinal dimension. This implies that the attitudinal 

dimension of loyalty consists of psychological 

involvement, the sense of goodwill towards a product 

or service, a positive feedback and favoritism. On the 

other hand, the researchers also interpreted that the 

behavioral dimension of loyalty concentrates on the 

repeated purchase behavior of customers. Chang et 

al. (2009) viewed loyalty as the incorporation of the 

two dimensions, attitudinal and behavioral loyalty, 

with which they have created as the integrated 

approach, thereafter favored by many researchers. 
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Utilizing the same approach, Anderson and 

Srinivasan (2003) defined e-loyalty as the positive 

attitudes of customers towards an e-commerce 

company, consequently resulting in a repeated 

purchase. 

 The concept of loyalty within the context of e-

commerce in association with the integrated 

approach has extended into a new concept called “e-

customer loyalty”. The theoretical foundation of 

loyalty and e-customer loyalty are quite similar. e-

Customer loyalty is differentiated based on its own 

uniqueness in characteristics due to the e-commerce 

nature and also because of the employment of the 

Internet (Gommans, Krishnan and Scheffold, 2001). 

Schutz (2000) further characterized e-customer 

loyalty as distribution driven, customer controlled 

and technologically facilitated.  

 

e-Customer Trust: 

In various business fields trust is a crucial 

success factor. Chaudhuri and Holbrook (2001) also 

implied that loyalty contributes to the ongoing 

process of continued and maintained value and as a 

vital relationship that has been created by trust. In the 

traditional business context, trust is conceptualized as 

the assurance of quality and capacities a company 

offers; a psychological state conceding the intention 

to accept vulnerability depending on positive 

expectations of the intentions or others behavior 

(Mcknight et al., 2002, Young et al., 2007). In 

addition, McKnight and Chervany (2002) described 

trust as a feeling of assurance during vulnerability, 

uncertainty and circumstances with incorporated risk 

is expected. Shankar et al., (2005) stated that offline 

trust and online trust are correspondingly developed 

through customer interaction, which is influenced by 

positive impressions, perceived expectations and 

information quality.  

With the gradual growth increase of the online 

business concept, many researchers found that trust 

is particularly significant in the virtual community, 

especially when building a long-term e-business 

relationship. Pavlou (2003) states that improving the 

technology of the website is not the only important 

factor to consider. Ensuring that the online business 

evokes trust from its customers is also another 

significant factor that needs close attention in 

managing an online business. In addition, according 

to Reicheld et al., (2000) trust is more important than 

price and, therefore, the most important factor for 

customers when making purchase decisions. In an 

online context, Urban et al., (2009) describes e-

customer trust as a process established over recurrent 

visits to a site. As a user gains experience therefore, 

and has confidence that his or her expectations are 

met during the visits, trust is thereby developed. 

Chaudhuri and Holbrook (2001) further implied that 

loyalty contributes to the ongoing process of 

continued and maintained value and has a vital 

relationship that has been created by trust. 

e-Service Quality: 

Parasuraman et al. (1985) stated that perception 

of service quality resulted from the comparison 

between the expected quality of service and the 

actual service provided. In an online purchase 

context, a customer’s experience is comprised of 

various sub-processes such as searching and 

collecting the information required, product 

evaluation, deciding purchases, creating transactions, 

delivery of goods, product returns as well as 

customer service. These sub-processes act as the 

constituents shaping the online shopping experience, 

according to Wolfinbarger and Gilly (2003). 

Additionally, Riel et al., (2001) state that, when the 

shopping experience is evaluated, customers are 

inclined to focus on the whole experience, which 

integrates various sub-processes rather than every 

single experience. 

E-service quality is one of the most studied 

topics in marketing due to its significant link to 

satisfaction, retention, loyalty and cost. In the e-

business environment, it plays a significant role in 

defining purchase decisions. As mentioned earlier, 

customers do not only evaluate the products or 

services offered, but also how their needs are met 

and the online experience as a whole; thus, this 

represents how a customer measures service quality 

in an online context. According to Santos (2003), the 

internet simplifies and boosts the comparison 

between dissimilar offerings and thus, e-service 

quality becomes a core for e-business to differentiate 

them, thereby achieving competitive advantages. 

Because of the increasing significance of e-

service quality, many researches, both from 

academic and business fields, have conducted 

numerous studies to define and measure e-service 

quality (Zeithalm, Parasuraman and Malhotra 

(2002)). Due to this, several scales have been 

developed by many different scholars such as; eSQ 

by Zeithalm et al., (2002) which consists of seven 

different dimensions, namely, ease of use, privacy, 

graphic design, information availability, reliability 

and compensation and contact. In addition, Webqual 

by Loiacono et al. (2002) which concentrates on 

website quality, or the etailQ Wolfinbarger and Gilly 

(2003). The etailQ model breaks down e-service 

quality into four different dimensions: website 

design, fulfillment/reliability, privacy/security and 

customer service.  

 

e-Customer Satisfaction: 

The key to retaining customers is customer 

satisfaction. Customer satisfaction is measured in 

terms of how satisfied a customer is with the 

supplied product or service. Kotler (2010) defined 

customer satisfaction as a consumer’s feeling of 

pleasure or disappointment resulting from comparing 

a product’s perceived performance in relation to his 

or her expectation. Two perspectives are needed to 

consider when a research is conducted concerning 
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customer satisfaction; firstly, the economic 

perspective associated with the economic 

performance and, secondly, a non-economic 

perspective which is concerned with psychological 

drives. Casalo et al., (2007) describe psychological 

drives as the promise fulfilled and/or the relationship 

ease between partners. Additionally, satisfaction can 

also be conceptualized into two facets: transaction 

specific satisfaction and cumulative or overall 

satisfaction. Oliver (1993) conceptualized customer 

satisfaction as a transaction-specific construct 

resulting from an immediate post-purchase reaction. 

It is further explained that transaction-specific 

satisfaction indicates the emotional response 

encountered from an attribute of a specific service. 

On the other hand, Shankar et al., (2003) stated that 

cumulative or overall satisfaction indicates the 

factors that occurred over a repeated transaction 

during an encounter.  

In an online context, Taylor and Strutton (2010) 

expressed that e-satisfaction is discussed in great 

detail by scholars when conducting a research about 

e-loyalty. Chang et al., (2009) state that overall 

satisfaction best reflects a better indicator of e-

loyalty compared with transaction specific 

satisfaction, because it represents the cumulative 

encounters of customers towards e-service quality. In 

addition, Oliver (1999), Anderson and Srinivasan 

(2003) describe that e-customer satisfaction yields 

from the topic of customer satisfaction which is 

based on the overall level of satisfaction after the 

comparison of customer outcomes and expectations. 

Szymanski and Hise (2000) further defined e-

customer satisfaction as a collective effect of a group 

of distinct experiences with a service provider over a 

period of time. 

 

The relationship between e-Customer Trust and e-

Customer Loyalty: 

Trust denotes a customer’s feeling of assurance 

during vulnerability, uncertainty and circumstances 

with incorporated risky experience and has a 

significant effect on customer loyalty. Previous 

studies instituted the significance of building trust as 

a critically significant factor in creating loyalty in e-

business. In addition, the study of Cyr et al., (2007) 

showed that when e-loyalty is investigated in an e-

service context, loyalty varies on the level of trust of 

the customer; for instance, a high level of customer 

trust will result in a high level of customer loyalty. 

Chen et al., (2010) also found that trust from the 

customer increases the probability of Website revisit, 

which results in loyalty. Many researchers have 

conceptualized the same findings; Park and Kim 

(2003) stated that establishing e-trust is closely 

related to the ability to retain customers and which 

consequently turns into loyalty. This argument is 

further supported with the study conducted by 

Reichheld et al., (2000), Kim et al., (2009) and 

Urban et al., (2000) claiming that trust is deliberately 

a crucial component in customer retention, 

considering that online transaction is usually 

associated with the high risk of providing a 

customer’s personal information. 

In an online banking context, the study of Yee 

and Faziharudean (2010) showed that customer trust 

has a positive impact on customer loyalty in online 

banking websites in Malaysia. This finding is further 

supported by the investigation conducted by Floh and 

Treiblmaier (2006), who found out that trust is seen 

as the most important antecedent of customer loyalty. 

The study also showed that website quality, service 

quality and overall satisfaction are significant 

antecedents of customer loyalty in online banking. 

On the other hand, Morrison and Firmstone (2000) 

identified e-trust as an important pre-requisite for 

online purchase. Also, the study of Pratminingsih et 

al. (2013) has shown that trust considerably affects 

loyalty in the online shopping setting. In this regard, 

Reichheld et al. (2000) asserted that to gain customer 

loyalty in e-business, gaining customer trust must be 

firstly undertaken.Based on the aforementioned 

findings of previous researchers, it can therefore be 

argued that; 

 

H1: e-Customer Trust has a positive 

relationship on e-Customer Loyalty of the online 

banking users. 

 

The relationship of e-Service Quality and e-

Customer Loyalty: 

In today’s competitive business environment, 

deliverance of service quality is considered to be a 

very significant strategy. Theorists, Parasuraman, 

Berry and Zeithmal (1985) stated that a customer’s 

perception of service quality is based on the 

comparison between their expectations of the service 

with the actual performance of the service offered by 

the service provider. Previous studies confirmed the 

existence of a positive relationship between service 

quality and customer loyalty (Anderson and Sullivan, 

1993; Cronin and Taylor, 1992; Harrison-Walker, 

2001). Zeithaml et al. (1996) further confirmed that 

the existing relationship between service quality and 

customer retention at a high level is an indication of 

a superb service quality; thereby, it has a significant 

impact on the customer behavior. This implies that 

superior service quality leads to customer loyalty, 

whilst inferior service quality leads to customer 

switching behavior. 

In the e-business context, Carlson and O’Cass, 

(2010) stated that e-service quality influences 

customer loyalty in terms of website revisit and the 

spread of positive word-of-mouth. On the other hand, 

Gounaris et al. (2010) indicated that a customer 

revisits a particular website based on his/her 

experience of the services offered by the website. 

Furthemore, Ganguli and Roy (2011) have proved 

the positive relationship between e-service qulity and 

e-customer loyalty in the e-business context. In 
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addition, the studies of Al-Hawari (2014) and Ghane 

et al. (2011) found that there is a positive 

relationship between e-service quality and e-

customer loyalty in the online banking service 

context.Based on the findings of previous 

researchers, it can therefore be predicted that; 

 

H2: e-Service Quality has a positive relationship 

on e-Customer Loyalty of the online banking users. 

 

The relationship of e-Customer Satisfaction and e-

Customer Loyalty: 

Many studies have shown that loyalty’s leading 

determining factor is customer satisfaction. Zins 

(2001) stated that a higher level of customer 

satisfaction will lead to greater loyalty. Additionally, 

Shankar, et al. (2003) stated that the impact of online 

satisfaction is stronger than offline satisfaction. 

With respect to the e-environmental setting, 

customers who are satisfied with the purchase 

believe that e-commerce will conduct the same 

performance in the future, this belief more likely 

establishes a long-term relationship with the e-

commerce company. Subsequently, repurchase level 

increases during the span of the relationship; 

resulting in an increased level of commitment, which 

in turn results to an increased level of satisfaction. 

Thus, this implies that in an online context, the level 

of e-satisfaction is highly associated with the level of 

e-customer loyalty, Cristobal et. al. (2007). This is 

further supported with the findings of Chang et al. 

(2009) whose study claimed that satisfied customers 

most probably repeat their purchase from an the e-

commerce company. Ribbink et al. (2004) and 

Anderson and Srinivansan (2003) also claimed that 

satisfied customers as less probable to find 

replacements and shift to competitors than a 

dissatisfied customer. Based on the findings of these 

previous studies, it is justifiable to further predict that 

in an online context, the level of customer loyalty 

varies on the level of customer satisfaction, it can 

therefore be claimed that; 

 

H3: e-Customer Satisfaction has a positive 

relationship on e-Customer Loyalty of the online 

banking users. 

 

Conceptualframework: 

Established from the concepts of the literature 

review, a research framework was developed, as 

shown in Figure 1. The research framework consists 

of e-Customer Loyalty as the dependent variable and 

the factors affecting e-Customer Loyalty namely, e-

Customer Trust, e-Service Quality and e-Customer 

Loyalty as the independent variables. 

  

 
Fig. 1: Research Framework  

 

Research Methodology: 

This research used the descriptive research of 

the target respondents, who were the experience 

online banking users in Bangkok, Thailand to 

analyze what factors significantly affects their 

loyalty in the online banking services. A self-

administered five-point Likert scale survey 

questionnaire focusing on e-customer loyalty was 

used to collect the data from experienced online 

banking users. The researcher utilized the 

convenience sampling technique to communicate 

with the target respondents through; (1) electronic 

interactive media (i.e., the Internet) to distribute the 

survey questionnaire and through, (2) non-interactive 

media, with which the researcher adapted mall 

intercept interview, wherein the researcher 

personally conducted the survey at shopping malls 

and public areas of Bangkok. On the other hand, the 

researcher also utilized the snowball technique, 

wherein the sampling procedure was conducted 

through referralsto optimize the probability of 

obtaining the targeted sample size. Data collection 

was conducted into two stages; 

Stage 1: At the first stage of the sampling 

procedure, the researcher conducted a pilot test of the 

questionnaire to refine the questions of the research 

instrument. To test the reliability of the survey 

questionnaire designed, the researcher administered 

the research instrument to 20 experienced online 

banking users. And referenced the results in 

accordance to the acceptable level of Alpha 

coefficient in business research to be higher than 
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0.60 (Hair et al., 2010). Results are presented in Table 1.  

 
Table 1: The Summary of the Reliability Analysis of Research Instrument 

Variable N of Items Cronbach's Alpha (α) 

 

e-Customer Trust 4 0.664 

 
e-Service Quality   0.928 

     Ease of Use 3 0.765 

     Security & Privacy 4 0.861 
     Reliability 3 0.807 

     Customer Service 3 0.800 

 
e-Customer Satisfaction 5 0.828 

 

e-Customer Loyalty 4 0.875 

 

Reliability Analysis of Research Instrument 26 0.952 

 

The overall reliability analysis of the research 

instrument resulted to a Cronbach’s Alpha (α) of 

0.952, this means that the designed research 

instrument by the researcher is suitable and highly 

reliable to collect the data and seek answers for the 

objectives of the study.The result of the reliability 

test was used as the basis to proceed with the second 

stage of sampling procedure – the data collection. 

Stage 2: The second stage of the sampling 

procedure was the administration of the research 

instrument, refined from Stage 1. In order to know 

the usage frequency of experienced online banking 

users, the researcher opted to add an additional 

question about how often the respondent uses online 

banking service. Data were collected successfully 

from 408 experience online banking users, which 

were consolidated from both electronic interactive 

media and non-interactive media responses. 

 

RESULTS AND DISCUSSION 

 

Profile of Respondents: 
From both convenience sampling and snowball 

sampling techniques utilized by the researcher, 408 

experienced online banking users responded 

successfully. Table 2 shows the profile of the 

respondents.

 
Table 2:Profileof Respondents 

Variable Frequency (ƒ) Percentage (%) 

Gender 
 

  

Male 183 44.9 

Female 225 55.1 

Nationality 
 

  

Thai 304 74.5 

Others (Foreign Nationals) 104 25.5 

Age 
 

  

18-29 years old 128 31.4 

30-49 years old 214 52.5 

50-60 years old 53 13 

60 years old and  
over 

13 3.2 

Educational Level 
 

  

High School Graduate 15 3.7 

Bachelor Degree 199 48.8 

Master Degree 170 41.7 

Doctorate Degree 24 5.9 

Monthly Income 
 

  

< 10, 000 36 8.8 

10,001 – 25, 000 60 14.7 

25,001 – 50, 000 167 40.9 

50,001 – 75,000 77 18.9 

75,0001 – 100, 000  38 9.3 

> 100, 000 30 7.4 

Usage Frequency of Online Banking  

Monthly 172 42.2 

Fortnightly 81 19.9 

Weekly 141 34.6 

Daily 14 3.4 

Total N = 408 100 
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In a month long data collection, a total of 408 

experienced online banking users successfully 

responded, this data were collected and consolidated 

from both convenience and snowball sampling 

techniques utilized by the researcher. Descriptive 

statistics showed that there were slightly more female 

respondents or 55.1% (225) than males of 44.9% 

(183). The majority or 74.5% (304) of the total 

respondents were Thai nationals and the remaining 

25.5% (104) were foreign expatriates in Bangkok, 

Thailand; these consist of Europeans, Americans and 

other Asian ethnicities. The majority of the 

respondents were adults within the age category of 

30-49 years old, who were bachelor degree graduates 

and had a monthly income of 25,001-50,000 Thai 

Baht. In terms of frequency of usage of online 

banking services, the statistics showed that most of 

the experienced users useonline banking on a 

monthly basis.  

 

Inferential Analysis: 

To examine the factors affecting the e-Customer 

loyalty of online banking users in Bangkok, 

Thailand, the researcher used the Pearson Product 

Moment Coefficient of Correlation (r) to test the 

hypotheses of the research model utilizing SPSS 19. 

H1, H2 and H3 were examined from a sample size of 

408 respondents by evaluating the correlation 

coefficients and the significance level among the 

constructs of the research framework; the results are 

summarized in Table 3. 

 
Table 3: Pearson Correlation Results 

H
y

p
o
t

h
es

is
 

Pearson Correlation 

(r) 
p - value Results 

H1  0.573 .000 Accepted 

H2 0.569 .000 Accepted 

H3 0.667 .000 Accepted 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

Research Hypotheses Results: 

As indicated in Table 3, the results showed that 

e-Customer Trust, e-Service Quality and e-Customer 

Satisfaction had a positive relationship with e-

Customer Loyalty, with a confidence level of 99%. 

Figure 2 illustrates the hypotheses results of the 

research framework; 

 

 
 

Fig. 2: Research Hypotheses Results 

 

H1: The Relationship of e-Customer Trust and e-

Customer Loyalty: 

From the results shown in Table 3, the study 

suggests that there is a significant relationship 

between e-Customer Trust and e-Customer Loyalty. 

As indicated from the Pearson Correlation result the 

sig. 2-tailed level (p – value) at .000 is less than .01 

(p < .01), this implies a statistically significant 

relationship between e-Customer Trust and e-

Customer Loyalty at a 99% confidence level, 

providing support for H1. Consequently, the 

correlation coefficient result of 0.573 indicates that 

e-Customer Trust positively affects e-Customer 

Loyalty at 57.3%. The result further implied that the 

user’s level of trust would moderately and positively 

affect the user’s level of loyalty towards online 

banking at 32.83%, as shown in the result of H1’s 

coefficient determination (r
2
 =  0.573

2
). The analysis 

of the result means that the higher the level of trust 

inculcated within a user the higher level of the user’s 

loyalty; likewise, a lower level of trust would result 

to a lower level of loyalty. This finding is similar 

with the findings of previous researchers – Yee, 

B.Y., and Faziharudean, T.M., (2010) found that 

customer trust has a positive influence on customer 

loyalty towards online banking websites in Malaysia. 

Salehnia et al., (2014) also found that e-trust has a 

positive effect on e-loyalty in internet banking, based 

on the researcher’s case study of Mellat Bank in Iran. 

 

H2: The Relationship of e-Service Quality and e-

Customer Loyalty: 
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Based on the results shown in Table 3, the study 

suggests that there is a significant relationship 

between e-Service Quality and e-Customer Loyalty. 

As indicated from the Pearson Correlation result the 

sig. 2-tailed level (p – value) at .000 is less than .01 

(p < .01), this implies a statistically significant 

relationship between e-Service Quality and e-

Customer Loyalty at a 99% confidence level, 

providing support for H2. Consequently, the 

correlation coefficient result of 0.569 indicates that 

e-Service Quality positively affects e-Customer 

Loyalty at 56.9%. The result further implied that the 

level of service quality experienced by the user 

would moderately and positively affect the user’s 

level of loyalty towards online banking at 32.37%, as 

shown in the result of H2’s coefficient determination 

(r
2
 =  0.569

2
). The analysis of the result means that 

the level of service varies depending on the 

experience of the user; thus, this experience would 

lead to the user’s loyalty towards online banking 

services. This implies that a better level of service 

experienced by the user would lead to a higher level 

of loyalty; likewise, a poorer level of service 

experienced by the user would result to a lower level 

of loyalty. Similarly, this finding is in agreement 

with the findings of previous researchers – Yee, 

B.Y., and Faziharudean, T.M., (2010) found that 

service quality has a positive influence on customer 

loyalty towards online banking websites  in 

Malaysia. Al-Hawari M., (2014) on the other hand 

found that online service quality has a positive 

influence a on customer’s e-loyalty, amongst 

introvert and extravert online banking users in United 

Arab Emirates. 

 

H3: The Relationship of e-Customer Satisfaction 

and e-Customer Loyalty: 

 Lastly, the result shown in Table 3 suggests that 

there is a significant relationship between e-

Customer Satisfaction and e-Customer Loyalty. As 

indicated from the Pearson Correlation result the sig. 

2-tailed level (p – value) at .000 is less than .01 (p < 

.01), this implies a statistically significant 

relationship between e-Customer Satisfaction and e-

Customer Loyalty at a 99% confidence level, 

providing support for H3. Consequently, the 

correlation coefficient result of 0.667 indicates that 

e-Customer Trust positively affects e-Customer 

Loyalty at 66.7%. The result further implied that the 

user’s level of satisfaction would strongly and 

positively affect the user’s level of loyalty towards 

online banking at 44.48%, as shown in the result of 

H3’s coefficient determination (r
2
 =  0.667

2
). The 

analysis of the result implied that level of satisfaction 

of the user essentially affects the user’s level of 

loyalty. Thus, this means that an increasing number 

of highly satisfied usercreates numbers of loyal 

online banking users. Moreover, the result also 

implies that satisfaction is an important factor in 

determining the level of loyalty of the online banking 

user in Bangkok, Thailand. This finding is similar 

with the findings of previous researchers – Ghane et 

al., (2011) found that e-satisfaction is positively 

related to e-loyalty in e-banking settings (from a case 

study of e-banking in Iran) and Al-Hawari M., 

(2014) also found that customers’ e-satisfaction has a 

positive influence on their e-loyalty (from a study 

conducted between introvert and extravert online 

banking users in the United Arab Emirates). 

 

Conclusion And Recommendation: 

Based on the results, the researcher found that e-

Customer Trust, e-Service Quality and e-Customer 

Satisfaction were all significant factors that affect the 

e-Customer Loyalty of online banking users in 

Bangkok, Thailand. However, experienced online 

banking users put greater emphasis on their positive 

experience as a basis of satisfaction towards online 

banking services. Positive experience, on the other 

hand, was a construct of e-Customer Loyalty from 

the research instrument; the statistics also showed 

that most of the users with positive experiences tend 

to become loyal customers. This signifies that e-

Customer Satisfaction is the most essential factor that 

is accountable for creating and retaining loyal 

customers and it is therefore the key determining 

factor of the loyalty level of the online banking user. 

To serve the increasing demand of online 

banking services in Bangkok, Thailand and 

strategically maintain customer retention, the 

researcher recommends that financial institutions 

offering online banking services implement a 

strategy focusing on factors which boost customer 

satisfaction in an online banking context, to secure 

customer loyalty and thereby, augment profitability.  

 

Limitations And Recommendation For Future 

Study: 

e-Customer Loyalty of online banking users in 

Thailand may vary across different financial 

institutions offering online banking services. 

Therefore, if the findings of this research are to be 

applied to various financial institutes, further 

research will have to be conducted to validate the 

consistency of the findings of this research. In view 

of this, it would be interesting to consider conducting 

a case study of different financial institutes in 

Thailand, to validate the accuracy of the result of this 

research. 

In addition, the researcher also suggests further 

examination of the factors which contribute to 

customer satisfaction in an online banking setting for 

future studies. 
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