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Abstract

Increasingly, consumers search and compare information of products or
prices via Internet, their purchasing decisions have become more sensitive.
How e-retailers master their customers’ loyalty? This study aims to
investigate the relationship between e-stores perceived customers’ loyal
behaviors and customers perceived causes of such loyal behaviors in
Taiwan’s e-retailing. Starting from literature review that include customer
value, relationship quality and perceived risk, this study proceed the
following research objectives: Identifying e-stores perceived measurements
of customer loyalty, and Examining the customers perceived antecedent
factors of e-stores perceived customer loyalty measurements. The results
reveal that increased customer loyalty approaching can include customer
value, relationship quality and perceived risk. This result will provide some

suggesting about customers’ loyal management in e-retailing.

Keywords:customers’ loyalty, customer value, relationship quality and
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