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ianuuanavedeiied 1Ay iz ANANAYDIgNAT (Customer Loyalty) 1azAUANA

ad a 4 a’/‘ 1 < A a
Y03gnA IUTZVUBINNTOUNE (Customer e-loyalty) TAgNIdo9a 19N ToDANUHENINYOU
09)1 A o J 1 A . A = 09)1 I =
nazaNuAlanazglduned1adeliied (Ou & Sia, 2003) tied1nlumsAnkIAT U UMSANYI

[ % o w [

a 9 Y d o q’j Aav Y] dysia = Yo =
1141J§1J‘1/]ﬂ]@\15114ﬂ"|@@1!“1ﬁ1! ﬂ\il.!l!GL‘LNWH’JﬁlfJﬂ‘Ulll.!Q'Ji]EﬁNiWﬂTﬁnﬂﬂﬂ’ﬂiﬂl@ﬂﬂ'ﬂﬂﬂﬂﬂ"ﬂ@ﬂ

Y 1 g A ) ’Y ¥ = 3 A < Y a
Qﬂﬂ131 Lﬂummuawmaﬂuimm@au"laus1u°lm1uwmmmﬂuwmu L”]J‘L!Nﬁ(lﬁlﬂﬂﬂ"li
LA 2 A
HDPIDYINADLUDN

{1 v aw o Yo o w @ Y 1 a
ﬁF\I'lLliJ'l“Llﬂ'J"l]ﬁlllﬁzuﬂf‘ﬂiﬂﬁﬂ@1Wﬂ1ﬂ1ﬂﬂﬂ31hﬂl@\‘]ﬂ'ﬂuﬂﬂahlﬂlﬁﬂﬂllﬂwq@ﬂiill

9 4

Y a LY 1 = [ " Y =\ "o o Y a LY (Y
ﬂlﬂﬁﬁjﬂiiﬂﬂ!ﬂ?ﬂﬂ LmﬂWiﬁﬂH'lGluigflgﬂﬁ\i]liJulﬂNENLWEJ\‘]LL?W]’J’J@@1HWE]G]ﬂiillwnuu LAY
@ a 9 Aa 9 9 . .
:i’mmmﬁuﬂmmg«,uﬂnmﬁuﬂﬂma (e.g., Andreassen and Lindestad, 1998; Boulding et.al,

1993 9199411 Walsh, Evanschitzky and Wunderlich, 2008: 988) #0And8371 Wa (n.d) ina1n

av ' v

NIINIFBU19EIY (PE191%U Day, 1969; Jacoby and Chestnut, 1978) IALuziii Mnany

[

Aunganssudalameans msz liansasiunnNuLANAI9TEHIN ANNANANILRDT

(True loyalty) uazANuinaf 11uia359 (Spurious loyalty) 1@ iileuduninIseuraniu
Y] 1 Y I 1 ] 3 ~ Y] v A 9 a 3 o ] dy [} (] ~
gnAleea iU Ueeaseimsianuing laeldnganssuiudite® edrauru szeznan
9 Y q U < s A = o = < s @ A = Yo a
wouwdn 15wy led vseanudlumsnduniBeuyuiulyd HuTesnnnez l¥dadu

=

W
) < o A o a1 d s a A \ v v o < ¢
'J’]Ejl ‘(’JNGIﬂJ!'J‘Ull“]f@]uuuﬂ’nuﬂﬂﬂ@]@L'J‘Uul"]fﬂfﬂﬁﬁﬁﬁ'ﬂllu L“IN318I%JVIHJHEJfJ‘JJMJn‘}Julem%%
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! v 9 Y 9y A v a 9 1w o tﬂy Ay FY 1 a
NSAULALVINIAURIVDYALNYIN VAU !,W]ﬂﬁﬂulﬂﬂ1ﬂ1§“ﬂﬂﬂ31uﬂ11usﬁﬂ\1ﬂ1\iﬂﬂﬁ (Cyr et.al,

v 0’-" @ o o g 3 aa
2007; Mukerji, Butt and Carleton, 2006) agtiulumsdannuinavesgnarsuiudessauiiaiia

NAUARLOLNOANTTNIAIAI8AU (Anderson and Srinivasan, 2003)

3197 2 dgUMmdineannuazmsiannuana

[adapted from
Zeithaml et al.
(1996), Srinivasan
et al. (2002)]

(e-loyalty as a customer’s favorable
attitude toward the e-retailer that results

in repeat buying behavior)

Author Definition Measurement
. v A W Ada Y A~ o A Aaa v g P
Chung and Shin anusnaluiruaanAvesgni 1. sunaludsnanernudn laaiiae
1 1< a a { g’ 4
(2008) aodwAnuwaliinangdnssudodn | yanadu (I say positive things about this

website to other people.)
Y o g A
2. ﬂul,mzun’m]lcmum’aﬂuﬂm
A0 (I recommend this
website to anyone who seeks my advice.)
v = < e
3. suilnaz oD led (1 will
frequently visit this website.)
o A = v 3 s
4. ﬂufl]SL‘Wll'ﬂ'JTIJﬂGluﬂWﬂ"’U"I‘]ﬁJL'J“U]l“lW]

E4
U (I will increase the visit frequency of

this website.)

Teerling and

Huizingh (2003)

Y= [

A < 3
anuianiitineiuleduazaudsle
~ PR 7 2
nrzin sy lodssunyulusuna
(the feelings toward the site and the

intention to use the site more frequently

in the future)

@ =

1. suidnluduinae (o laet) 1
am positive towards (website name).

2. Sudalafivzidnmy Gordulad)
SIERAN (T intend to visit (web site name)
on a regular basis.)

3. Tuemnasudalafivzidia (o
Sl osn ol (n the future 1
intend to visit (web site name) more

frequently than now.)
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M3197 2 (A19) aUMBINanINIAzMITANNNANA

Foaudiuannnidiseni
(conceptualize loyalty as two
dimensional: behavioral (planned and
actual positive word of mouth) and
attitudinal (repurchase intention and an
intention to buy additional products

from that retailer)

Author Definition Measurement
Walsh, AnuAnavesld 2 1@ A A1 1. aezdeduduosedivie i (Woul
Evanschhitzky and | Wo@ins3u (Aamsvendelunieiia) | you repurchase at this retailer.)
Wunderlich (2008) | nazdusinund @alofivzdodiay | 2. ﬂm%c’fffaﬁuﬁuﬁnLﬁnmﬂé’mwswﬁy

%50 13 (Would you buy additional
products from this retailer.)

o 9 dy Y o A
3. ﬂm%zuusmmwmauimmwau
ﬂmw%llaj (Would you recommend this
retailer to your friends.)

o 9 A9 vo A
4. ﬂtummm:mmwswuiﬁﬂmwau
Thanse'la (Did you already recommend

this retailer to your friend.)

Anderson and

Srinivasan (2003)

3

Qd’d Y d’d 1 a

AUAANAVDIANATNUADTIND

adg a Jd a a

@Laﬂ‘ﬂﬁﬁ]Uﬂﬁﬁ\iNﬁclﬁ}!ﬂﬂWi]@]ﬂﬁﬁll
g 2

NI EDH

(the customer’s favorable attitude

toward an electronic business resulting

in repeat buying behavior)

1. suunvag linnsanlumsaaesu 1y
3 sA . e
v l¥dOU 1 seldom consider switching
to another Web site.
2. aswlanimsliuimsluilagiiu
Fanalinuaeadennuazlasu 1y
< oA
Auledou (As long as the present
service continues, I doubt that I would
switch Web sites.)

o a 3 s A 3
3. dunseunglddu lsdielan

Ao v 4 & A v
AMUNAUADINTITNILHEDAUAN (I try to
use the Web site whenever I need to make
a purchase.)

A o o9 L & v e
4. maauﬁmmmwaﬁuﬂmu"lcmu
I o
!‘]Ju‘ﬂN!a’f]ﬂ!ﬁﬂsllfNﬂu (When I need to
make a purchase, this Web site is my first
choice.)

o va O . .
5. fuveu193v Twdil (1 like using this

Web site.)




15

M3197 2 (A19) aUMBINanINIAzMITANNNANA

Author

Definition

Measurement

6. dmiusudylsdniihudylsqia
figaiioshiganed1das (To me this site
is the best retail Web site to do business
with.)

7. sudo s lad ity lsddnlan
#T5ats1mveas 1 (1 beliove that this is

my favorite retail Web site.)

Casalo, Flavian and

Guinaliu (2008)

4 [
anwaslvvesgnAazeguazyniiu
Au0afng
(the customer’s intentions to stay with

and be committed to the organization)

o J

4 ]

1. auaslafazdiuanuauiusny
< e
11 lsdtiae 11 (1 have the intention to
continue my relationship with this
website.)

b v @ ~
2. Mnlszaumsalvedn AuBeINNIL
o A v o Jdou d P
auiiuanuduiussudy ladiiae lilu
A [ .
pouda 'l (Based on my experience, [

am very likely continue my relationship

with this website in the next months.)

Flavian and

Guinaliu (2006)

A < 9 I s &

anuFurovluduladlady ladwii
2 o g Vg ¢ )

TﬂEJLQWT%“BQ?]%‘Vlﬂ‘]rTL’J“]J]l‘ﬁW]HHQﬂHH
= d' A A A a0y
WINTUUINNTALASLIADNNISHD AU
(preference for a particular website, this
preference causes the web site to be the
one that is visited most and is chosen for
the purchase of certain product

category)

]
o A

< 7 ] P
1. Fudsnsud lydtitesni1du lad
A 2 Y .. .
oy 9 Tudsziam@ednu (1 visit this web
site more frequently than others of the
same category.)
< P g ddo & o

2. N lwdildudy leansusedum

a I 1 [ a =]
nazuimaduaiulvgludumesiia
(This is the web site where I purchase the
majority of the products and services in

this internet category.)
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M3197 2 (A19) aUMBINanINIAzMITANNNANA

Author Definition Measurement
< s I A o
3. v lwaidludvi Tsalsuvesdu
Y
dmsumsdeauduazuImslu
a <
dumosiia (This is my favorite site for
purchasing the products and services in
this internet category.)
. o v = 2 A A 2 A o o Aaw A
Ribbink et.al (2004) ANMUANWUIYINANYINIS YOV IO 1. mmuzumwmau'lauﬂwm
gudusdudvuimsediuiioslu fou (I will recommend this online
UINA company to other people.)
@ o a o d’l
(deeply held commitment to rebuy or 2. suaznuziidy ledve s
repatronize a preferred product/service ¥ 9;’4:5 U (I would recommend this
consistently in the future) company’s web site to others.)
o o A o Y Ao s
3. sudslafazdinaldusEneou- lav
£
ﬁ@l@ulﬂ (I intend to continue using this
online company.)
9
4. SuvevvIvmesu laviiinnnh
uIENOU 6] (I prefer this online company
above others)
v Y o AdAN T Yq Y a Y Y P o
Cyr et.al (2007) mssuianuananiiaediusomamae | 1. suezlddulediisnase (I would use
< a . . .
pau'larl uaasliiviul@nnnganssy | this website again.)
v A [ [ dy :’ v oA A dy a 9 <3 e’ndy
ANUANA  DUIUFY  NITHDKT  NIT | 2. wwmamm%waﬁummmm%@u
o { < s
navIBenyuID loa lueu1na (I would consider purchasing
(perceived loyalty toward an online from this website in the future.)
. . v oA A ya xfdy
service provider, as opposed to actual 3. sunsaniez 19y ledti luewan
loyalty behavior, such as repeat (I would consider using this website in the
visits/purchases) future.)

9

9

9y o ' 9y 9 o Y 1Y v A o [ = o A
ﬁ]"lﬂ‘]]i’]y‘aﬂﬂﬂa”ll]ﬂl”lﬁ@]u‘ﬂ’ﬂﬁfﬁll’]ﬁﬂﬁﬁqﬂﬂ”lﬁ?ﬂﬂ'ﬂllﬂﬂﬂﬁ”lﬂﬁ‘]JﬂWiﬁﬂrH']ﬂﬁﬂu

v

Y1 [ v A 4 % a [ Y YR Y a AA
"l,ﬂ’ﬂ ﬂﬁ’Jﬂﬂ’J”liJﬂﬂﬂcluﬂiu‘ﬂﬁuﬂ@]fﬂllﬁﬂ’mulﬂ’ﬂ1ﬂﬂ’ﬂllgﬁﬂsluﬂ”ll!LlEJllﬂﬁJ%"ﬂ‘]J‘ﬂﬂJ@]ﬂ

<
3 Tardt (Preference)

(Repatronize) HAZNISUDNAD (Recommend)

vazludungdnssuansaialdnnmsaivayuedieaoiiios
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a . U d
mRAnEINUnaIneeu 1at eBay.com
d A =~ a 4 . A
aaaeau lalviTenaindlannselng (Online marketplace 38 E-market place)
A v [} = [ Aa Y o A & 1 A 09/’ 9}3
Hanvazisuasnuaaiaduana 1 Mduunassaumienuils uaznsnanaveanedde
9 1 1 [ ~ 4 3 9 =S A
uazfuie uananalnuasinaatnoou lavuy IdszuumaTuTladasauma njoszu
A [l a 4 9 I @ a [ ' Sldy 9
n3eeumesiua W ndudinalunmsaadenussnedvouazfuiy (Sarkar et al.,
] ] [ Y
1995; Kim and Ahn, 2006) 4NUNITHINUN LTI ) FaluwIaTuusniiu aANuneveInaln
s W Yo o A v ] ¢ A ' a ' = I '
aou'la luldsidammizmidududioou larliiesod1afe) uanu1es1ua9 1t uumaq
Y A v a 9 A a ' Y ' o a 2
susmdoyaneInudunmiouTnsa o aduresnelumsiiginssunams@u il

a ]

' Y Y a 9 A a A Y 1 a 1 W ~ 1

“1)'@\'1141\'1611/?1;3ﬂﬁ]unﬁu@ﬂl@ﬁgaﬁUﬂTﬁi@Uﬁﬂ?ﬁ"ll’t’)\i@]u n3o lHneua lumsaanenUINeI0819

= A [y % = 4 9

1Py LL@]L‘H@\?%Wﬂﬂi]i]qﬂu"ll@‘l]L"ll@l"ll@\‘l'ﬁgﬂﬂL‘VIﬂIuIaEJﬁWiﬁuLﬂﬁulﬂ"UEﬂﬁl@ﬁ)ﬂulﬂﬂ’ﬂﬁlﬂﬂ
1 A = ] 1 1 {1 a 4 {1 % 4

NIUAN HASUNITUUNNQUUDITINTINAN € ﬁWTL!i%‘U‘U@u!@]f)ilu@ﬁﬂﬂu%Wﬂ‘]ﬂﬂl%uﬂﬂﬂsﬁu

dR Aa A o d? o 1A [ A g
ﬂﬂﬁﬁﬂmﬂﬁ@]a’]ﬂﬂ@uqﬁu WWUNANNWNBALRUNINUU Iﬂﬂﬁ]”lﬂﬂﬂ')']llﬁNWﬂﬂngﬂﬂﬂluﬁQUﬂlﬂu

e D)

0 { o { a o @ < I [ o @
Aurhiduaunanlumsuantasuduimdmsvdudwoulail iuvesmedmining

e

k4
9 o A A

9
o 1 a 4
@L‘lﬂﬂWTﬂiTﬂﬂ"ﬁG}fﬂﬁUﬁH ﬂ?@ﬂ'l\‘lﬂﬁ\i’ﬂ?ﬂﬁ]gViiﬂflﬁ\i!ﬁfNLmﬁ$Uﬂﬁtﬁﬂﬂjﬂﬁllﬂﬁuﬂ@ﬂw3mﬂﬁ

- &b

9y

A o = a 9 A a =\ [l =S 1
ﬂﬂ?ﬁﬂWﬂiMﬂTiﬂ?UﬂMﬂﬁLlaﬂL‘iJﬁEJu’d‘IJ‘ﬂWWS’E)‘]Jiﬂ"IﬂW‘c’Nth’JNLﬂEJ’J (Bakos, 1991) %43

y A

UsM3Tududu 9 151 MIRIFINTTuNIINMIITU FoInmMsdods nsemslduinmsdoya

'
A v a 9

a 1 ng ] [ A A v 1< a
NYINUTUALASUINITAN 9 UU ﬂimﬂuqﬁﬁmﬂﬁu@u 9 ﬂllﬂﬂﬁ?@@ﬂqﬂlﬂuﬁiﬂmﬂWT%

9

[ o o @ S Y I ~ a 9
1N ﬂQuuﬁNﬁ"lll"liﬂﬁﬁql]ﬂ"ﬁl1ﬂﬂﬂ31ﬂﬂlﬂﬁ¢lﬁ1ﬂﬂ@u1ﬁu1ﬂ31 Wuaa1ana1ensIusIwaum
Y Y A Ao o A g A dy a 9y o 1 9149} 9
HASITUAIUTBDUITHNITUIUNIN LWf]L‘]Jl.!ﬁﬂﬂaNuluﬂ”li“]fﬂ‘UTEJﬁUﬂ”Iﬂuizﬂ'J"Nﬁj‘ﬂf@uﬁgﬁjslﬂﬂ

ad a J I a ] Jd
Tasgluvuvesaarasiannseingd sziiunslduimslugduuvvesdvlediiuszsuy

150U TR (TARADbD2b.com., 2010)

]
% =

o 1 < v a s 2 o ! o o q ¥
ﬂ’]ir’Uﬂ’lfJ@j@f”\ii']ﬂ!ﬁj"ll'ﬂ\ﬂﬂ?@slﬂﬂ@ulﬂ@ilu@uu ﬁa’)ua’lﬂmﬂﬂ']‘lWﬂ']ﬁ
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o w Y 1

= vq ¥ Y = gy 44 1Ay )
LV]l”ﬂlWi’]gE‘!Glclf\‘]']uﬁ’lﬂ'ﬁﬂlelﬂﬂ\illﬂﬂ'lﬂﬂlu Luﬂ\clfl]'lﬂllullellagﬂ’lﬂﬂﬂ']\‘]ﬂ']uﬂ'lflﬂ'lwel,uﬂ’lilslnﬁ

U

Qa: [N @ o a ~ < a 1 4
aa1a dnnedarelilsendadunumsduiuns danusaisilumsaadedeals was
awnsadadoyalaun uaznainvalegluuunInnI Ay (Bailey and Bakos 1997; Ba and

1 o 4 3N YA o a YA
Pavlou, 2002) ﬁ?H@]?ﬁﬁWﬂfJ’E)uhlﬂUL’ENﬂllﬂllﬂ'ITVWJlu1§ﬂLLUUﬁiﬂ%iﬁﬂﬂ?WNﬁﬁ?ﬂﬁﬁWﬂNTﬂ
2 A o ' y S o w Y Y ! ¥ Y oy A a 9
VULBULAYINU LBU fﬂﬁfffﬁW\iL'J‘UllcliﬁTﬂﬁWWi‘U'ﬂuﬂﬁl@ﬂﬁ%‘l gl WM N AT IUA UND VB FUA
v

A Yy g s a v 7 a g s A ) 9 A
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A g [YEP= =1 4 a 9y = a = =3 Y1 o
w300 tazdalnu ladneduauamznednunuie Tuszuudumesiia dadnilegiiv
adg I o Jd A A g A & Aa @ Il 1
vl ledgmiuaaiaoou laieguinune ualities liany ladniduntdeusuedaunsvate
1% Amazon.com, eBay.com 1A% Yahoo.com Ui@IH®491n3UUVUEINIVOI Amazon.com Hag
z g [ . A a g Yo 9J a =] = '
Yahoo.com UH L‘]Juaﬂymz Business-to-Customer ‘VI‘]Jwﬁuﬂﬂﬂﬂ‘UEj‘]JiTﬂﬂLWEJWINLWJ’J (%29
a = = B! oA ' o YA a g 9 2
(51150 Amazon.com VgiilganIsFofissodufe) uailegiin ldmududgl Taadwsn
a v q’j I { A~ 3| 3
WUIATUAT) 1A eBay.com WUITUILY Customer-to-Customer Mitla Tomaldnnau Tdilluneg
dy 9 = o Aa 4 3 I = Y dy o A
Fouazhuielumandeinu Tagnviudiusziuieadnosniuguns¥evignasianIas
81U28ANNAZAINAI U sTUDTEIANlaeafe sTUDAUmIAUA1 nsdszadud
== a A ' yﬁ’ 9 dyd Jou A 9!;
samdImsAafe doasszrIngdeuazfvie uenainiidwddiiuleuelnilosdde (Buyer
. A A A = 1a Y o Y AA a =
Protection) Ao guArAeAdevie limy $1,000 1Anugna lunsaiimannudenieanms
; a Y = Jd R =R Yy 9 @ 9 A & o 1 < a a 9 A
FoauAIUDILY 39a3ga TnTgatas samudusunInedesIaG Usuadauan
o 9 9 [l 2 A dg’ a dy A A 4?} 1 Y 1 o
WeTasA1eg0sNNN UL LagnaNsFoUIsa Nl asuNNIURI1NINA TN
2 & Aa o Yy A 1 I I wd"dﬂlyyd?d 7 1
viluntsunudanlansiedesuinnin sldtlgiuiswdladniuiiuaaaeenlainlve)
{ [ a a J <
e naz 185 uanuiiougegaluTandumesiia (Gopalkrishnan and Gupta, 2007)
a s & 3 4 a ¢ a o
Tusuusnowddladudn ledaanlszyaduieoulail dAremailalddaiei
a 9 9 a 9 A = "o Y a = A g Y o
Auadnlszyadudufissgluu@eainiu udrAemsssudiouiodusie1a uanenda
¥ A v vy D) a Y o9 A A v &
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Fududdlildusmamwiz luanigewsin ualdverseon T ludlsemalunovgTs au
{ ) % o a < J 1 1
awnsodowieldnilanluilegtiu Tagdwdlatins ldusmsludu leddesluuaaznimini
o [~ <3 A 1 ' 3
30 Uszmeanalan (eBay Inc., 2010) tazduiluiu loanidiumimsaaaluaainoou lail
o v A < v o [ a
dmSvaudlanguiusudy 1 Tuanigewsni (US Census Bureau, 2010) 91N518914UD
3 4 & g a v o a § a ] 3 4
A 9@ Terapeak Inc. FududldvsmslumsiaidoyatSuamsgeneaudminudiuled
= 4 9 1 = a F2 A dy A A
p1ud Tas1e91u91 Tudl 2008 Fuarnindszmalneniidszuanisdovisninigane
a 9

A v A @ = dy 9 A 1 a Y o £ o g Aad A
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o

[ [ o’a’/‘ a Ao EA
mmuuuﬂﬁ’m@mmﬂaauqauuu UIYNIVYNITANIA eMarketer ANANITIN

] k4
wiimsauTaedeaeoilos og1usu Tuaaaanigominivzliyaninisdoviodudinig

pouladgeie 201,400 Srumdonansy il 2013 (Grau, 2009) dauluaanaglslaziuan

= ' =

1 = dy a 9 4 Y = [
1921147 2012 mwamwaum‘wN@auhlamzummmm 202,700 aTULMTIYANITY

G u

Y '
= 4 @

[V { @ 1A J o a
(Abrams, 2010) i’)ﬂ‘i/NEN3dJﬂ15‘1/\1GMHTL?]EJ’Jﬂ”]Ji%‘]J“]JﬂﬁLGAIf@N@]@ﬂumﬂilu@] ISUUNTFITSNU

] 1
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