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Abstract: By increasing development of e-commerce and its unavoidable role in developing the 
business, creation and keeping the loyalty of customers in cyber space has a great importance. Thus, 
the organizations by increasing the number of loyal customers and satisfying them try to benefits more 
in the competitive market. Today, most of the services by these organizations are given electronically 
and loyalty to the organizations is changed and it is in the form of e-loyalty. Thus, these organizations 
should be informed of this loyalty and effective factors on the formation of these permanent behaviors. 
In this study, after the investigation of literature of the effective factors on e-loyalty and its inhibiting 
factors, a new conceptual model was presented. By selecting 380 people of customers of these 
organizations and by confirmative factor analysis and exploratory, the effective factors and inhibiting 
factors of e-loyalty were identified and tested. The result of the research showed that e-satisfaction, 
mental image and brand, the quality of e-services-trust, switching costs, receive services characteristics 
and received services value and commitments are the most effective factors of e-loyalty of the 
customer, respectively and technical and technological barriers, security barriers, privacy, financial and 
economical, cultural and social barriers are the most important barriers of e-loyalty of customers. 
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INTRODUCTION 

 
The development e-commerce in B2C (organization to customer) , the importance of having loyal users of 

websites of the organizations. Most of the presented models in B2C of e-commerce are adequate to attain the 
customers and the emphasis of these models to attain the good profit via the loyalty of customers to buy a 
special product in the entire life service of the product . By rapid growth of e-commerce and online- exchange, 
attaining and keeping loyal customers in electronic markets are of great importance theoretically and practically. 
Despite the high importance of e-loyalty for the success of active organizations in e-commerce field like banks 
and financial institutions, in internet and electronic banking, there are a few theoretical and practical researches 
in this regard.  Most of the researches are restricted to the presentation of applied recommendations regarding 
the design of website to make their users loyal (Reichheld et al, 2000). 

There are many researches about the loyalty of customers. Two prominent writers have written 
comprehensive books about the loyalty of customers; Gummerus (2002) in the book “Total Relationship 
Marketing” and Christian Grönroos (2000) in the book “Service Management and Marketing” expressed the 
concept of loyalty to satisfaction and benefit. 

Despite some researches about loyalty, a few authors investigated about e-loyalty of customers. Methlie, L. 
and Nysveen (1999) discussed about e-loyalty of the banks customers; Ribbink et al (2004) studied this issue at 
a higher level and expressed how a company can give online services to its customers. 

Another research is performed by AlaEddin Mohd Khalaf Ahmad (2011) regarding e-banking operation and 
its effect on the satisfaction and loyalty of the customer in the banks of Jordan. The result of the research 
indicated that there is a significant relationship between e-banking and some parameters such as security, 
accessibility, speed, cost and confidentiality. 

In another research performed by Abdulbaset Mohamad Saleh (2009) in Malaysia titled “ the effect of e-
banking on the loyalty of the customers “ , the author was searching for better understanding of the relations 
between these two variables and the rustles indicated a direct and significant relationship. Another research 
regarding the determination of the factors making the customers loyal by Arne Floh and Horst Treiblmaier 
(2006) in Austria banks showed the important role of satisfaction and trust on electronic services of banks and 
loyalty of customers. Another research was performed by Mehdi Fathollah Zadeh et al (2011) regarding the 
presentation of a mode to determine the relation of customer satisfaction and loyalty in Iran banks and the 
proposed mode showed the significant relation between loyalty and some factors as satisfaction, participation, 
trust, commitment and communications. 

Oliver presented a definition of loyalty including three parts of recognition, feeling and behavioral 
inclination. He believed that loyalty is called a strong commitment to buy a product or superior service in future 
again as despite the effects and attempts of potential marketing of the competitors; the same brand or product is 
purchased (Beerli et al, 2004). According to the above issues, e-loyalty of the customers can be considered as a 
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new phenomenon not being investigated by researches. Thus, in this research, we identified the effective factors 
on e-loyalty of customers to e-banking services and this seems necessary considering the current business 
requirement moving toward cyberspace. 

Indeed, today attaining the satisfaction of customer is of great position in the strategies and goals of the 
organizations and institutions and top managers can well know that their success in business is in attracting the 
satisfaction of the customers. But there is a question that is final goal of an institution is only the satisfaction of 
the customer? This was correct in the past but now and considering the strong competition between most of the 
businesses and high dynamics of the organizations and its environment, we can not claim that customer 
satisfaction results into long-term relation of the customer with the organization. The commercial institutions are 
looking for some solutions to keep them permanently by creating loyalty in customers. 

Today, most of the organizations are faced with a fully dynamic environment and all of them, small or big 
put the attraction and keeping the commercial customers on the priority considering the rapid changes in 
competitive conditions and underlying conditions on the market. Thus, loyalty, namely e-loyalty to services is of 
great importance in business world and the organizations should be informed of the manner of creating loyalty 
and effective parameters on formation of these permanent relations in the customer. The important issue in this 
study and effective factors were identified and the priority of the factors affecting the e-loyalty of customers to 
e-services was investigated.  

 
MATERIALS AND METHODS 

 
Considering the above issues, the main objective of this paper is the investigation and priority of the 

effective factors on loyalty of the customers to e-services in the organizations that present their services 
electronically. However, as in the pressure of current competitive market, the organizations are in competition to 
give new e-services to attain more satisfaction of the customers and more profit, the creation and keeping the 
loyal customers in cyberspaces is not a simple issue. Thus, discovering the barriers of customers’ loyalty to e-
services is another purpose of this research to create a long-term relationship between the customers and 
organizations.  

 
Research Hypotheses: 

In this paper, the following assumptions will be tested: 
 
First hypothesis: The increase of satisfaction of e-customers increases e-loyalty. 
Second hypothesis: Increasing the trust of customers using e-services increases their loyalty. 
Third hypothesis: More positive image of the organization and the famous brand, increases e-loyalty. 
Fourth hypothesis: The close relationship with customer results into more e-loyalty. 
Fifth hypothesis: The characteristics of e-services result into more e-loyalty. 
Sixth hypothesis: The increase in switching cost of the customers increases e-loyalty. 
Seventh hypothesis: The presentation of e-services with high quality has considered effect in increasing e-

loyalty of the customers. 
Eighth hypothesis: Giving value to the customers via giving more e-services results into more el-loyalty. 
Ninth hypothesis: The loyalty of the older customer using e-services is more. 
Tenth hypothesis: The increasing commitment of a customer results into more e-loyalty. 
Eleventh hypothesis: Technical and technological barriers is the main barrier of e-loyalty of customers to 

e-services of the organizations. 
Twelfth hypothesis: The cultural and social barriers are the main barriers of e-loyalty of customers to e-

services of the organizations. 
Thirteenth hypothesis: The privacy and security barriers are the main barrier of el-loyalty to the customers 

to e-services of the organizations. 
Fourteenth hypothesis: The education and learning barriers are the main barrier of e-loyalty of customers 

to e-services of the organizations. 
Fifteenth hypothesis: The financial and economical barriers are the main barriers of e-loyalty of the 

customers to e-services of the organizations. 
 
Literature Review: 

Considering the trend of using internet, the studies show that development of internet in advanced countries 
is complete and internet organizations are more inclined toward online exchanges such as e-commerce and 
sharing data in the societies (Findahl,2008). There is no special definition of loyalty that can merely explain 
about the loyal behavior (Jean donio and paola massar, 2006) but some of the theories are mentioned as: 

E- loyalty: E-loyalty is defined as the mental interest of people to an e- seller that causes that a person 
repeats his purchase behavior (Anderson et al, 2003). E- Loyalty has various models as: 
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 Gummerus model: Trust increases satisfaction; as trusting a service giver from the view of customers 
means that the customers receive assured services and as the trust is based on total  quality of site, management 
of all the aspects of quality, security , responsiveness and technical performance of website , risk taking of 
loyalty is a vital issue (Gummerus et al, 2004).  

 Rodgers model: Online satisfaction is defined as an emotional reaction of the experience of online 
service. The studies showed the effect of multiple aspects of quality on online satisfaction (See figure 1). 

 

 
Fig. 1: Online loyalty model of Rodgers et al, 2005 

 
The results of Semeijn et al (2005) about the aspects of e-quality with the recent studies of Zeithaml et al 

(2000) were in line with e-services. Providing off-line quality like online quality at least is important in 
providing the total satisfaction. Especially, off-line value is gradually higher than online value while online 
enjoyment is gradually located in a top level than off-line enjoyment. The presented model combines the on-line 
and off-line components and shows a good fit. Also, a strong relation was found between total satisfaction of the 
customer and loyalty. Totally, the companies should focus on providing a good off-line with the size of their 
resources (Semeijn et al, 2005) (see figure 2). 

 

 
Fig. 2: Model of Semeijn et al, 2005 

 
There is another definition of loyalty including the concept of commitment from the customer: loyalty is a 

deep commitment to re-purchase of a superior product or service in future and it means re-purchase of a brand 
despite the presence of environmental effects and marketing measurements of the competitors to change 
behavior (Taylor, 2004). 

 Customer satisfaction: Customer satisfaction is the set of purchasing experience of a customer and his 
previous experiences. The satisfaction of the customer is affected by two factors:1. Expectations, 2. The 
performance of the experienced services. Lewis and Soureli investigated about why the customers get satisfied. 
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Their research showed that “delivery speed, qualification, good behavior of the staffs, reliability and 
responsiveness” are the most important factors of satisfaction in the customer (Lewis and Soureli,2006). 

   Brige (2006) emphasized on cultural differences in satisfaction issue. What Brige added in the previous 
researches was that some of these dissatisfactions and complains were relate to cultural issues. Some cultures 
more show dissatisfaction but the similar culture can be more loyal. 

    E-satisfaction was investigated completely by  Ribbink et al (2009). They extended the results of Paulo. 
The results of their investigation showed that when a customer is satisfied with an online retailer, is inclined to 
repeat his purchase by the same retailer and this increases the trust between them. 

 Trust: Trust means belief and expectation of the fact that the commitment by the seller is reliable and 
the seller will not misuse the vulnerability of the buyer. Trust is the main and important factor in e-banking. 
Thus, when trust is a vital factor, attaining the trust of the customer is more vital. To attain the trust two indices 
of privacy and security are important and show the validity of the customer in e-organizations (Yousafzai,et al, 
2003). Trust is created when an individual believes that the other person has other useful indices besides 
profitability (Flavian et al, 2006). Trust is one of the signs of loyalty of customer. Louis and Surly defined that 
trust is “ security that at first means that behavior is guided from the goal of one person to another one and 
second it is based on qualification of a business to keep its commitments (Lewis and Soureli,2006). According 
to Ribbink et al (2009), behavior trust is the trust of a customer to an unknown provider; they believe that such 
this kind of truest is of great importance when an online trading is occurred. The system-based trust according to 
Ribbink et al is the one that customer has in the purchase or searching online products. While Grönroos 
considered system trust the trust that a customer feels about the special rules of an industry and the expert of the 
provider. 

 Received service value: Herington and Weaven (2007) mentioned e-trust as a reflection of off-line 
trust. They found that an electronic interactive relation can not be created without e-trust. The more the value of 
the services given to the customers and customers understand these values, the more their loyalty. 

He proposed the technical aspect as the output of the service performance or the result of the main service. 
The performance aspect is expressed as how a service is delivered to the customer. The temporary aspect is 
when a service can be used by a customer that whether the customer is limited to special times or he can use a 
service at any time. Distance dimension refers to this fact that where the customer can use the service and 
whether he needs a special place or it can be done in any place. Heinonen performed his research in Finland. 
The results of his research showed that distance dimension is the first important dimension and the temporary 
dimension is the second important dimension. Technical and performance dimensions are in the third and fourth 
position, respectively. Distance and temporary dimensions are affected considerably from the small changes at 
negative levels but they are less affected against positive changes (Heinonen, 2007). 

The model of e-services quality of Zeithaml is performed. The data analysis is done by SEM method and 
the results are: the quality of e-services is effective on e-loyalty. Effective factors on the quality of e-services are 
available data, easy use, privacy and security, graphical appearance, reliability and responsiveness. 

Clark (2007) presented a model including 6 effective factors on the loyalty of the customer by using The 
loyalty Guide volume. In this study, some factors such as the main presented value to the customer, the 
demographic characteristics, target market space, purchase share and satisfaction of the effective factors on 
loyalty of the customer are expressed. 

 
Research Methodology: 

The current study is applied in terms of purpose and a descriptive study of correlation type in terms of data 
collection. In this study, the relation between the variables is analyzed based on research purpose. As the current 
research objective is the identification of the effective factors and barriers of e-loyalty of customers and the 
study attempts to investigate the relation of some factors such as the satisfaction of the customers, trust, famous 
brand, services characteristics and services quality with customers loyalty of the organizations with cyber 
services by correlation research method. 

For data collection , library and field methods are used and at the beginning of the work to attain more 
information, the investigation and theoretical study of the issue and reference to the existing scientific resources 
(books, thesis and articles), library method was used and then for survey of the statistical sample, researcher-
built questionnaire, field method was used. Sample population of this research was all the people that are at least 
the customer of one of the organizations that provide their services electronically. The study sample of this 
research is including all the customers (man and woman) with above diploma degree and 6 months use of e-
services of the organizations. In this study, three private banks, 3 state banks and 3 virtual institutions pioneer in 
giving e-services were used. 

In this study, e-loyalty of the organizations is dependent variable and the independent variable is 
satisfaction of the customers, trust, image of the company, famous brand, on-line connection, services 
characteristics, change prices, the quality of received service, the value of received service, age, commitment 
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and technical and technological barriers, cultural and social barriers, security barriers and privacy, educational 
and learning barriers, economical and financial barriers are independent variables. 

 Considering the unknown numbers of the customers of each of the studied organizations that used e-
services, to determine the sample size, the following formula relate to the determination of the sample size of 
the unlimited population: 
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Validity and reliability: The validity concept answers this question that to what extent the measurement 
instrument analyses the mentioned attribute. The questions should be understood as they were meant by the 
researcher and the answer should be given as the researcher expected and the form that was expected by the 
researcher should be interpreted by the participant (Saunders et al, 2007). Thus, by the following methods, the 
validity of the data collection instrument was analyzed and supported: 

1. Identification of the examples of each variable considering its definition. 
2. Using the comments of experts regarding e-services. 
3. The study of similar questionnaires, articles, books and magazines. 
4. Initial distribution of the questionnaire among some of the customers and applying corrective 

comments. 
  

Reliability Of The Questionnaire: 
Reliability means that whether a scale in research questionnaire is reliable or not. If a high reliable 

questionnaire is re-distributed or is completed by another researcher, similar answers are received (Saunders et 
al, 2007). One of the common and valid methods to test the internal reliability for the questionnaire is 
Cronbach’s alpha. The reliability of the questionnaire for loyalty factors was 81% and for Inhibiting factors was  
87% , by this method that indicates high reliability of the questionnaires. (Table 4-7) 
 
Results: 

For data analysis, confirmatory factor analysis and exploratory factor analysis were used. To identify the 
effective factors on e-loyalty of the customers due to the strong literature and considerable models, confirmatory 
factor analysis was used and to determine the main barriers due to the lack of previous structure, exploratory 
factor analysis was used. KMO index in confirmatory method was 0.77 and 0.78 in exploratory factor analysis 
and it was close to 1 and indicated the adequacy of sampling of the study. Also, sig of Bartlett’s test in both 
cases was less than 0.05 that indicated that the matrix was not unit and factor analysis can be used to identify the 
use of structure. 
 
Hypotheses Test Of The Effective Factors On E-Loyalty By Confirmatory Factor Analysis: 

KMO index indicates the effective factors on loyalty, 0.719 that is near 1 and the adequacy of the sampling 
and shows that the number of mentioned data is good for factor analysis. Also, sig value of Bartlett’s test is less 
than 0.05 that shows correlation matrix is not unit and factor analysis can be used to identify the construct 
(Table 1). 

 
Table 1: KMO and Bartlett's Test of effective factors on loyalty 

KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 0.719 

Bartlett's Test of Sphericity 

Approx. Chi-Square 1416.231 

df 210 

Sig. 0.000 

 
According to Table 4.2, the higher the amount of extracted value than 0.5, the extracted factors display the 

variables better and if this value is small, extraction of another factor is necessary. As the results were not 
satisfactory, some of the variables with extracted values less than 0.5, such as 16th, 10th and 11th variables were 
removed in consecutive rows as the extracted value of none of the variables was less than 0.5. Thus, the 
operation validity is ended. 

After the deletion of the questions based on Table 3, it is observed that by 7 extracted factors, total variance 
was 61.43%.  In the next stage, rotated matrix of correlation coefficients of each factor and the relate variable 
were classified. After the questions considering the highest correlation in each row to the relate factor, extracted 
factors of the effective factors on e-loyalty of the customers were adjusted with the mentioned hypotheses. 
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Table 2: Extraction Method: Principal Component Analysis of effective factors on loyalty 
Communalities 
Question Initial Extraction Question Initial Extraction 
q2.1 
q2.2 
q2.3 
q2.4 
q2.5 
q2.6 
q2.7 
q2.8 
q2.9 
q2.12 
q2.13 

1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 

0.745 
0.623 
0.831 
0.555 
0.557 
0.547 
0.593 
0.581 
0.592 
0.590 
0.671 

q2.14 
q2.15 
q2.17 
q2.18 
q2.19 
q2.20 
q2.21 
q2.22 
q2.23 
q2.24 

1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 
1.000 

0.657 
0.522 
0.640 
0.606 
0.580 
0.593 
0.537 
0.540 
0.671 
0.670 

 
Table 3: Total Variance Explained of effective factors on loyalty 

Total Variance Explained 

Component 

Initial Eigen values Extraction Sums of Squared Loadings Rotation Sums of Squared Loadings 

Total 
% of 
Variance 

Cumulative % Total % of Variance
Cumulative 
% 

Total 
% of 
Variance 

Cumulative %

1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
11 
12 
13 
14 
15 
16 
17 
18 
19 
20 
21 

3.833 
2.227 
1.788 
1.475 
1.321 
1.216 
1.041 
0.920 
0.866 
0.730 
0.716 
0.642 
0.622 
0.592 
0.571 
0.535 
0.524 
0.426 
0.400 
0.362 
0.194 

18.252 
10.606 
8.512 
7.024 
6.290 
5.789 
4.956 
4.383 
4.124 
3.477 
3.412 
3.056 
2.960 
2.819 
2.719 
2.546 
2.493 
2.030 
1.905 
1.721 
0.925 

18.252 
28.859 
37.371 
44.394 
50.685 
56.473 
61.430 
65.813 
69.936 
73.413 
76.825 
79.881 
82.841 
85.660 
88.379 
90.925 
93.418 
95.448 
97.354 
99.075 
100.000 

3.833 
2.227 
1.788 
1.475 
1.321 
1.216 
1.041 

18.252 
10.606 
8.512 
7.024 
6.290 
5.789 
4.956 

18.252 
28.859 
37.371 
44.394 
50.685 
56.473 
61.430 

2.391 
2.182 
1.871 
1.784 
1.578 
1.563 
1.532 

11.385 
10.390 
8.908 
8.495 
7.513 
7.444 
7.295 

11.385 
21.775 
30.683 
39.178 
46.691 
54.135 
61.430 

 
Rotated matrix of the correlation coefficients is including the factor load of each of the variables in the 

residual factors and the interpretations of the results are as follows: 
 Satisfaction factor of the customer has high correlation with loyalty. 
 Trust factor from the view of customer has high correlation with loyalty factor. 
 Image of the company and famous brand from the customer view are highly correlated and associated 

with loyalty. 
 Service characteristics factor from the view of customer is directly associated with loyalty and shows 

high correlation. 
 Switching costs from the view of customer was directly affected by loyalty and shows high correlation. 
 Quality factor from the view of customer has direct influence on loyalty factor and shows high 

correlation. 
 Received service value factor from customer view has direct and positive correlation with e-loyalty of 

customers. 
After the determination of the extracted factors, reliability of 21 effective variables on loyalty by 

Cronbach’s alpha was attained in table 4 that shows acceptable reliability of the factors. 
 

Table  4: Reliability Statistics of effective factors on e-loyalty 

Reliability Statistics 

Cronbach's Alpha N of Items 

0.81 21 

   
To test the normality of the factors, Kolmogorov - Smirnov test was used (Table 5). As sig of all the factors 

was less than 0.05, it can be said that the distribution of each of the factors is not normal. As none of the factors 
are normal, for data analysis of this study, non-parametric test should be used. In the priority of the extracted 
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factors, Friedman average ranking method was used. Sig value in Friedman test was less than 5% that indicated 
dissimilar importance of these factors from the view of participants. In this test, the variable with less average is 
the most important and effective factors. Thus, customer satisfaction is in the highest priority and received 
services value is at the bottom of the priority. The priority order is shown in Table (Table 6 & 7) . 

 
Table 5: Normality Test of effective factors on loyalty 

One-Sample Kolmogorov-Smirnov Test 

  satisfy Trust servalue swich bndimag atetudsrv servqual 

N 380 380 380 380 380 380 380 

Normal Parametersa 
Mean 4.1800 3.9022 3.7778 3.8533 3.9067 3.8411 3.9044 

Std. Deviation 0.73671 0.69936 0.71291 0.55534 0.52739 0. 49480 0. 53191 

Most Extreme Differences 

Absolute 0.226 0.139 0.172 0.158 0.147 0.153 0.178 

Positive 0.134 .077 0.079 0.129 0.133 0.114 0.115 

Negative -0.226 -0.139 -0.172 -0.158 -0.147 -0.153 -0.178   

Kolmogorov-Smirnov Z 3.910 2.406 2.986 2.743 2.544 2.643 3.082 

Asymp. Sig. (2-tailed) 0.000 0.000 0.000 0.000 0.000 0.000 0.000 

 

To prioritized extracted factors can use Friedman ranking method. The first output of the Friedman test the 
Value of sig is less than.05. The Values of  these factors indicate That importance of the respondents are not 
uniform. Factor of customer satisfaction  is the highest priority and perceived service value factor is the lowest 
priority. Order factors are presented in Table 8.   

 
Table 8: Ranking of E-loyalty factors                                        

Factors Mean Rank S.D Factors Mean Rank S.D 

satisfy 5.21 0.73671 swich 3.66 0.55534 

bndimag 3.95 0.52739 atetudsrv 3.64 0.49480 

servqual 3.94 0.53191 servalue 3.56 0.71291 

Trust 3.90 0.69936    

 
Table 6: Friedman Test statistics for e-loyalty factors 

N of Items 21 
Cronbach's Alpha 0.83 
Df 210 
Asymp. Sig. 0.000 

  
Table 7: Friedman Test statistics for inhibit factors 

N of Items 12 
Cronbach's Alpha 0.87 
Df 105 
Asymp. Sig. 0.000 

 

Hypotheses Test Of The Main Barriers Of E-Loyalty: 
To test the barriers of e-loyalty of the customers, KMO index was 0.779 that is higher than 0.6 that 

indicates that the sample size is adequate for factor analysis. Also, sig value of Bartlett’s test is less than 0.05 
that indicates that factor analysis is good to identity factor model structure and the hypothesis of known 
correlation matrix is rejected (Table 9). 

 
Table 9: KMO and Bartlett's Test of barriers in e-loyalty of the customers 

KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 0.779 

Bartlett's Test of Sphericity 

Approx. Chi-Square 1.048E3 

df 105 

Sig. 0.000 

 

With the re-analysis of variance and the output (Table 10) Shared values of a variable are not less than 0/5. 
Thus the validity of the operation ends. 
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Table 10: Extraction Method: Principal Component Analysis of barriers in e-loyalty of the customers 
Communalities 
Question Initial Extraction Question Initial Extraction Question Initial Extraction 
q3.1 1.000 0.563 q3.6 1.000 0.503 q3.11 1.000 0.512 
q3.2 1.000 0.593 q3.7 1.000 0.481 q3.12 1.000 0.515 
q3.3 1.000 0.371 q3.8 1.000 0.547 q3.13 1.000 0.342 
q3.4 1.000 0.649 q3.9 1.000 0.624 q3.14 1.000 0.702 
q3.5 1.000 0.575 q3.10 1.000 0.509 q3.15 1.000 0.640 

 

In Table 9 the extracted values of three variables (questions) are less than 0.5 that should be removed of the 
set of variables. According to the result of Table 11, it is observed that four extracted factors with eight values 
2.211, 2.124, 1.605 and 1.356 are remained in the analysis. These four factors can explain about 60.802% of 
change of the variables that compared to 54.165 % of the previous stage, is higher. 

 
Table 11: Total Variance Explained of barriers in e-loyalty of the customers 

Total Variance Explained 

Component 

Initial Eigen values Extraction Sums of Squared Loadings Rotation Sums of Squared Loadings 

Total 
% of 
Variance 

Cumulative % Total % of Variance Cumulative % Total % of Variance Cumulative % 

1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
11 
12 

3.558 
1.307 
1.271 
1.160 
0.820 
0.734 
0.687 
0.627 
0.546 
0.487 
0.412 
0.390 

29.651 
10.894 
10.594 
9.663 
6.837 
6.119 
5.728 
5.227 
4.550 
4.057 
3.432 
3.248 

29.651 
40.545 
51.139 
60.802 
67.639 
73.758 
79.486 
84.713 
89.262 
93.320 
96.752 
100.000 

3.558 
1.307 
1.271 
1.160 

29.651 
10.894 
10.594 
9.663 

29.651 
40.545 
51.139 
60.802 

2.211 
2.124 
1.605 
1.356 
 

18.425 
17.702 
13.377 
11.298 

18.425 
36.127 
49.504 
60.802 

 

Four extracted factors with the required variables, technical and technological factors, cultural and social 
factors, security and privacy and financial and economical factors had the following results: 

 Social cultural factor was inconsistent with the mentioned issues with research hypotheses in this 
barrier. 

 Security and privacy factor was consistent with the security and privacy barriers in the hypotheses. 
 Financial and economical factor was consistent with financial and economical barriers in the 

hypotheses. 
 Technical and technological barriers factor was consistent with technical and technological barriers in 

the hypotheses. 
The reliability of 12 variables assessing the loyalty barriers by Cronbach’s alpha was 0.807. Thus, the 

questionnaire has acceptable reliability in assessing the loyalty barriers (Table 12). 
 

Table 12: Reliability Statistics of Inhibiting factors on e-loyalty 

Reliability Statistics 

Cronbach's Alpha N of Items 

0.807 12 

 
Normality Test Of The Achieved Factor Loads: 

 
To test the normality of the distribution of the extracted factors, Kolmogorov - Smirnov test was used. As 

the sig value of all the factors is less than 0.05, it can be said that distribution of none of the factors is normal 
(Table 13). 

In the prioritization of the barriers, Friedman average ranking was used. As sig value was less than 0.05, it 
indicates that the importance of these factors is not similar. Technical and technological barriers were at the 
highest rank and cultural and social barriers with the least average were at the bottom of the rank. The priority 
order of the barriers is shown in Table 14. 
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Table 13: Normality Test of barriers in e-loyalty of the customers 

One-Sample Kolmogorov-Smirnov Test 

  Techlogy Socalturl ScurPrivcy econFincial 

N 380 380 380 380 

Normal Parametersa 
Mean 3.7083 3.5667 3.6892 3.6133 

Std. Deviation 1.41626 0.63494 0.69717 0.86001 

Most Extreme Differences 

Absolute 0.201 0.116 0.102 0.128 

Positive 0.201 0.081 0.094 0.106 

Negative -0.182 -0.116 -0.102   -0.128 

Kolmogorov-Smirnov Z 3.489 2.007 1.769 2.210 

Asymp. Sig. (2-tailed) 0.000 0.001 0.004 0.000 

 
Table 14: Ranking of barriers in e-loyalty of the customers 

Friedman Test 

Parameters Mean Std. Deviation 

Techlogy 2.55 1.41626 

ScurPrivcy 2.54 0.69717 

econFincial 2.53 0.86001 

Socalturl 2.38 0.63494 

 

9th and 10th hypotheses that are relate to the effective factors on loyalty, Chi-square test was used. To test 
this issue, the age of the customers were divided into 4. Thus, the customers less than 20 years were at the first 
category, the customers between 20 to 30 were in the second category, the customers between 31 to 40 were in 
the third category and the customers above 40 were in the fourth category. 

In the 9th hypothesis, loyalty was divided into less, moderate and much. The least score was relating to 
loyalty and the highest score was 8. The score less than4 was for low loyalty, the score between 4 to 6 was 
moderate loyalty and the score above 6 was relate to high loyalty. 

Contingency Table of two factors of age and loyalty of customers were shown in Table 15. As the test 
statistics is more than critical value and p-value is more than significance level at confidence level 95%, there is 
not significant relation between the age of customers and their loyalty . 

 
Table 15: Contingency Table of two factors of age and loyalty of customers & result of Independent test 

Age 
Loyalty

Sum 
Low Average High 

Lower than 20 8 28 25 61 

21-30 19 73 61 153 

31-40 10 45 42 97 

More than 40 7 28 34 69 

Sum 44 174 162 380 

Independence test Result p-Value Ass. sing Test statistic Critical value 

Result of test oH
  is rejected

 0.144 0.05 9.575 9.488 

 

To test the tenth hypothesis, the commitment of the customers is divided into three categories low, 
moderate and high. To test the relationship between commitment and loyalty factor, chi-square test was used. 

Considering the results of Table 16, as the statistics is more than critical value and p-value is less than 
significance level, at confidence level 95%, it can be said that there is a significant relationship between the 
commitment of customers and their loyalty. 
 
Table 16: Results of Independent test of two factors of commitment of customers and loyalty of them 

Independence test Result p-Value Ass. sing Test statistic Critical value 

Result of test oH   is rejected 0.012 0.05 12.952 9.488 

 

Conceptual Research Model: 
Of 8 effective factors on e-loyalty of the customers with two factors of demographic factor of age and 

commitment, only two factors of on-line connection and the age of respondents on e-loyalty didn’t have any 
influence. Also, five main barriers of e-loyalty raised in the conceptual model are presented in the following 
model (Figure 4.1). 
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Fig. 3: Conceptual model of research after hypotheses test 
 
Discussion: 

Of 15 hypotheses, 10 hypotheses were related to effective factors on e-loyalty of the customers and 5 
hypotheses were related to main barriers in e-loyalty of the customers. In the analysis of the effective factors on 
e-loyalty of the customers by confirmatory factor analysis method, first, second, third, fifth, sixth, seventh, 
eighth and tenth hypotheses were supported and the fourth and ninth hypotheses were rejected. On-line 
connection factor and the age of customers that were as effective factors on e-loyalty of the customers, were not 
supported. Of 8 hypotheses tested by confirmatory factor analysis, 7 factors of customer satisfaction, trust, 
positive image, services characteristic, switching costs, received services value and services quality were 
supported and hypothesis of online connection was rejected. The relation of two factors of commitment and the 
age of customers with e-loyalty was investigated by chi-square test that the relation of commitment factor with 
loyalty is supported and the relation of the age of the respondents with loyalty was rejected. 

In the analysis of the main barriers of e-loyalty of the customers by exploratory factor analysis, 11th, 
12th,13th and 15th were supported and 14th hypothesis was rejected. The learning and educational barriers factor 
that are the main barriers of e-loyalty barrier of the customers were not supported. Of 5 hypotheses that were 
tested by exploratory factor analysis, technical and technological barriers factor, cultural and social barriers, 
security and privacy barriers and financial and economical barriers were supported and only learning and 
educational barriers hypothesis was rejected. 

According to the results of first hypothesis test, it is concluded that there is direct association between 
customers satisfaction of e-services and e-loyalty. Although the relation between two factors is investigated in  
most of the researches and at the beginning there was a significant and direct relation between these two factors, 
correlation coefficient in confirmatory factor analysis showed that there is direct association between these two 
factors but this association is not complete as there were customers that despite having high score to the 
customer satisfaction, they were not loyal to the mentioned organization. But there were some customers who 
were considerably loyal to the organization but gave less score to the e-satisfaction. This can be due to the fact 
that in addition to satisfaction, other factors were effective in e-loyalty of the customer. 

By second hypothesis test that was supported at level 95%, it was concluded that there was direct relation 
between e-trust and e-loyalty. It means that the higher the e-trust of the customer, the higher e-loyalty. But this 
relation is not very complete and as it was said, customer trust to e-services is one of the effective factors on e-
loyalty, such that sometimes the customers with high trust to e-services have less e-loyalty to the organization 
and this factor is one of the effective factors of keeping customer. 

Mental image of the company, famous brand are two loyalty factors of the customer (Methlie and Nysveen, 
1999; Lotso Dasko,2004; Lewis and Soureli, 2006; Bloemer, de Ruyter, and Peeters, 1998). The output of factor 
analysis of the third hypothesis showed the support of this hypothesis. Mental image factor and famous brand 
have direct relation with e-loyalty of the customers. This relation is rather strong considering the high extracted 
correlation coefficient. This factor in previous researches was one of the effective factors on loyalty and in this 
study, it was supported. All the people with positive image about the organization, didn’t have high loyalty. 

Fourth hypothesis test showed that online connection doesn’t have direct relationship with e-loyalty of the 
customers. This factor before the classification of the factors due to extracted value less than 0.5 was excluded 
from the output of factor analysis that indicated the lack of influence of this factor on e-loyalty of the customers. 
There are some researches that supported the internet relation factor in customers loyalty and one of the reasons 
of rejecting online connection factor can be the low number of the customers that were using e- services of the 
organizations. 

In 5th hypothesis test , e-services characteristic had direct relation with e-loyalty factor. Giving high quality 
services and the services with added-value are effective in making him loyal to using e-services. Despite the 
high and positive correlation with loyalty factor, there were customers with high e-loyalty but low e-services 
characteristic was selected. The 6th hypothesis test supported the fact that the higher the switching costs from 
customer view, e-loyalty of the customer is increased. Although , confirmatory factor analysis one of the 
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variables evaluating switching costs, was excluded but three remaining variables of this factor had high 
correlation to e-loyalty of the customers. Considering the achieved correlation coefficient, the effect of 
switching costs on e-loyalty is less compared to the satisfaction and e-trust. This is due to the fact that loyalty is 
based on satisfaction and customer trust and loyalty to organizations should be based on customer satisfaction 
and trust than creating some barriers for the customer. 

There was direct relation between e-services quality and e-loyalty of the customers to the organization in 7th 
hypothesis test. Factor analysis extracted this factor as one of the effective factors on loyalty and showed direct 
and rather high relation with e-loyalty. It seems that the quality of e-services is one of the effective factors on e-
loyalty but all the customers with high score to the quality of e-services  didn’t have high loyalty. There were 
customers with high loyalty but the quality of the services were not important factor in loyalty. There were some 
customers with high loyalty but the quality of services was not an important factor in loyalty. But considering 
the ranking of these factors, the effect of services quality on loyalty is less than the effect of customer 
satisfaction and more than the effect of trust and switching costs. 

In 8th hypothesis that high correlation coefficient was extracted by factor analysis, there was positive and 
direct relation between received services value and e-loyalty of the customers to the organization. But the effect 
of this factor on e-loyalty of the customers is at the bottom rank. 

Among the hypotheses, the 9th effective factor on loyalty was the investigation of the age factor and age 
periods on the e-loyalty of the customers. The aim was knowing the fact that whether being in a special age 
group, had more effect on e-loyalty of the customers of the organizations. The result of chi-square to investigate 
the relation between age and loyalty factor showed the lack of significant relationship. But in the previous 
researches, the effect of this factor on loyalty was not mentioned and this extra factor was not supported to 
investigate the effective factors on loyalty. 

The second factor for better identification of the effective factors on loyalty in the hypotheses is customers’ 
commitment. The result of 10th hypothesis supported the significant relationship between the commitment of 
customers and e-loyalty. This relationship was investigated by Chi-square test and showed the significant 
relationship between these two factors. Thus, the more the commitment of a customer to e-services of the 
organizations, the more his loyalty to the organization and vice versa.  

According to the exploratory factor analysis test on the barriers of loyalty, technical and technological 
barriers were identified as one of the main barriers of loyalty and were extracted with high correlation. Thus, the 
11th hypothesis is supported. Despite the direct relation between technological barriers and main barriers of 
loyalty, as this relation is not complete, technical and technological barriers were as one of the loyalty barriers 
not as the only factor. It can be said that exploratory factor analysis method identified the construct and 
classified the relate barriers and 11th hypothesis by extraction of technical and technological barriers supported 
as one of the main barriers of e-loyalty. 

Another factor that exploratory factor analysis extracted as the main barriers of e-loyalty of the customers is 
social and cultural barriers that supported the 12th hypothesis as one of the main barriers of e-loyalty were 
cultural and social barriers. This factor is extracted with rather high correlation but in simple average ranking, it 
is at the bottom of the rank of e-loyalty barriers. 

Other barriers of loyalty according to the extracted factor table were security and privacy barriers that after 
technical and technological barriers were identified as the most important loyalty barrier. By extraction of this 
factor and extracted correlation coefficient of this factor, the relationship with loyalty barriers is supported and 
13th hypothesis is supported. 

14th hypothesis that are educational and learning barriers is one of the main barriers of customers’ loyalty to 
e-services of the organizations. Considering the extracted barriers, financial and economical barriers were 
classified as one of the main barriers of loyalty of the customers to e-services. Thus,  

15th hypothesis was supported. The effect of this barrier is more than the effect of cultural and social 
barriers and less than technical and technological barriers and security and privacy barriers. 
 
Conclusion: 

According to the results, the most important effective factor on loyalty of the customers in e-services is 
satisfaction factor. Attaining customer satisfaction with high quality services, fulfillment of the expectations of 
the customers  at the best form and beyond it, being pioneer in presenting new services to facilitate customers 
affairs will guarantee the survival of online business. Considering the results, the importance of brand in  online 
business is in the second rank of the effective factors on loyalty. Thus, the attempt to create a positive image and 
attaining the trust of the customers with giving high quality, attractive services can increase the loyalty of 
customer by e-services of a special brand. Using advertisements for creating organization prestige can be 
effective in creating a positive image to a special brand. 

Teaching new skills of e-services to the staffs of the organizations in the form of workshops and at service 
are the main components of the quality of services that can be an effective factor in keeping the continuous 
improvement of the quality of e-services of the organizations. 
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The security and the lack of trust are the most important concern of internet users in using e-services. Trust 
is of great importance for the users that are connected to online network to use e-services or use e-devices for 
personal works. The results of the research supported the importance of this issue. Satisfaction alone can not 
guarantee the long-term commitment of the customers to a provider of services and a perspective beyond 
satisfaction should be taken to improve the protection of the customer. 

Considering the results of the research, development of culture is at final rank of the barriers of e-loyalty of 
the organizations but by a brief view, the importance of cultural factors are revealed. The development of social 
backgrounds and public attempts to make culture and generalization of the use of e-systems are effective. 

Modification, improvement and upgrading the technical and telecommunication infrastructures and 
improving them qualitatively and quantitatively can increase the trust of customers and their loyalty. 

Increasing the security value and reduction of penetration into e-services system is another effective factor 
in increasing the trust and satisfaction of the customers. This issue is possible by development of specialized 
human resources. 
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