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Abstract 

Customers extend robust trust to a business when they believe the business puts their 

interests first. Good experience of banking services and recommendations of other 

customers can increase trust. Loyalty and Word of mouth (WOM) is accepted as key 

factors successes of marketing. This paper seeks to discover the affecting factors on 

positive word of mouth and loyalty based on trust enhancement that might be influenced 

by results of service quality in internet banking context. In fact, purpose of this research 

is presenting A Model of E-Loyalty, E-trust and Word of Mouth, whit Emphasize on E-

ServQual Model and e-satisfaction and bank image. A structural equation model was 

developed and was tested by data surveyed from Iranian customers that used internet 

service of Mellat Bank. The sample composed of customers who were belonging to 

different states. Path analysis was applied to test the proposed model. The findings are 

belonging to one bank only; but, they give a valuable framework for future research into 
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WOM, E-Trust and e-Loyalty in Electronic Banking context. The importance of Trust, 

WOM and loyalty in professional services marketing is widely acknowledged; however, 

knowledge about how to enhance their Prerequisite is little. Present study provides a 

better understanding of affecting factor on customer loyalty, trust and WOM for 

marketing. Final presented model of this research in first research about Trust, WOM 

and Loyalty in internet banking that measure e-SQ and its effect on loyalty and word of 

mouth with by e-trust respect to satisfaction and corporate image. Previous research 

attended to loyalty only and limited to a few factors. Whereas, this paper provides 

insights on related factors of WOM, trust and loyalty that is currently a part of black 

box in the marketing literature and internet banking context. 

 

Keywords: Trust, Word of mouth, e-Loyalty, Corporate Image, e-satisfaction, e-Service 

Quality. 

 

INTRODUCTION 

This Competitiveness in electronic commerce is increasing for its benefits that make 

customer attraction and retention difficult, as a result, the enhancement of customer 

loyalty and positive word-of-mouth (WOM) have been two of the key goals by online 

marketing managers. To be precise, customer loyalty favours greater future purchase 

intention [1] a loyal customer base is thus a central success factor and can be a better 

indicator of success in terms of profitability than more traditional financial measures 

such as market share and cost structure [2]. The consequence of word-of-mouth 

communication (WOM) has been an issue of considerable to marketing researchers and 

practitioners. WOM have a considerable impact on consumers’ choice [3], and their 

perceptions of post-purchase product [4]. Researchers [5] believe word-of-mouth 

marketing is more credible than other marketing techniques. Many of researchers have 

confirmed importance of WOM in marketing in their studies. (e.g. [6], [7], [8], [9],[10], 

[11] companies have a good opportunity to increase their market share by developing 

positive WOM among customers [6]. On other hand marketing practitioners have 

traditionally recognized the general importance of loyalty (e.g. [12], [13], [14], [15]) 

Some of studies have considered analyse loyalty development (e.g. [16], [17], [18], 

[19]), and WOM (e.g. [20], [21], [22], [23]) in the online context, but according to [24] 

a lack of studies is about relationships between customers and internet banking that 

analyse the formation of both concepts. Thus, there is a call for studies that will help us 

to understand how customer loyalty and positive WOM are formed in the e-banking 

business in detail. 

One of the variables that can have effect on WOM and loyalty is trust. Since online 

transactions involve many uncertainties for the customer, trust is a condition for 

exchange. Trust in the electronic medium – here called “e-trust” – is believed to 

increase online customer loyalty, but empirical confirmations are scarce. [25] 

So, this study seeks to presentation a descriptive model that explains customer 

loyalty and trust are influence on positive WOM formation in the context of electronic 
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banking and are affected from corporate image and customer satisfaction based on 

customer perception of e-service quality. 

Based on review of relevant literature, customer satisfaction in terms of previous 

experiences is a considered key antecedent of customer loyalty and WOM in online 

financial services provider. Moreover, corporate image is affected on customer loyalty 

and WOM, too. 

Trust has effect on loyalty and WOM and is affected from bank image and e-

satisfaction. Besides, our model proposes that loyalty have positive effect on WOM, 

too. 

Lastly, we take in perceived e-service quality in proposed model as a determinant 

factor of the level of customer satisfaction and bank image that can confirm indirect 

effect it on trust, customer loyalty and WOM. 

 

CONCEPTUAL MODEL 

In the services literature, strong emphasis is placed on the relationship between 

service quality and customer satisfaction [26]. Previous research indicated that the effect 

of perceived quality by customers on customer satisfaction is positive and significant 

[27, 28]. In particular, research in banking sector confirmed a link between service 

quality dimensions and customer satisfaction, too [29-32]. As results, considering these 

considerations, we propose that: 

H1: service quality has positive effect on Customer satisfaction in the internet 

banking. 

According to attitude theory, service evaluation is effecting to building a corporate 

image [33]. Oliver [34] confirms that a consumer's attitude to a product/service choice 

is affected by consumer's initial attitude at the time of purchase/encounter and his or her 

satisfaction from consumption experience. Ostrowski et al [35] arguing that positive 

image is affected by positive ultimately. So, all of a customer's consumption 

experiences, and service quality is representative of these consumption experiences 

have significant effect on corporate image. Hence, Aydin and Ozer [36] claim the 

perception corporate image directly affected by perception of service quality. Lai et al 

[37] indicated higher service quality significantly enhance corporate image. So, we 

propose our second hypothesis: 

H2: Service quality has positive effect on bank image in the internet banking. 

Customer satisfaction is considered an antecedent of trust [38]. A positive effect of 

satisfaction on trust can be expected in the online environment as well, though empirical 

research in this domain is scarce. A positive effect of customer satisfaction on trust with 

respect to the service provider has been demonstrated for ecommerce. (e.g. [39,40]. In 

analogy with these findings, customers’ satisfactory experiences with a specific e-tailer 

are expected to increase their willingness to make more online purchases from that e-

tailer (loyalty), as well as their trust in the online medium as such (system-based trust). 

Satisfaction with a specific application of the system (the e-tailer) will increase 

confidence in the system as a whole. It is therefore expected that: 
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H3. E-satisfaction has positive effect on e-trust in the internet banking. 

Some of the researchers suggest that corporate image is one of the most influential 

factors in consumer trust. Yoon [41] believe that the variables related to corporate 

image significantly have effect on consumer trust towards a specific website. This 

relationship confirmed in internet banking too. For example Ba [42] showed reputation 

internet banking is one of the effective principal factors to use of this new channel of 

communication. Also, Flavián et al [43] investigates the influence of corporate image 

on consumer trust. They compared this relationship in traditional versus internet 

banking and confirmed the relationship between corporate image and customer trust is 

stronger in internet banking. Thus it was assumed that: 

H4: corporate image has positive effect on e-trust in the internet banking. 

From a theoretical point of view, Receive the orders from friends and customers who 

have experienced service can reduces risk when receiver will select a brand. Although 

many previous studies have not considered but there are assumed that: 

H5: word of mouth (receiver) has positive effect on e-trust in the internet banking. 

About effect of e-trust on e-loyalty is some evidence that used terms of increased 

spending [44], and intentions to purchase [39] or repurchase [45] for results of e-trust. 

Morgan and Hunt [46] believe that trust leads to loyalty or commitment because trust 

creates exchange relationships that are highly valued. So, It is expected that customers 

that trust to e-services be willingness to purchase online [47], but there are not enough 

empirical evidences. For example, Kim and Prabhakar [48] found in their study that e-

trust had a significant effect on the usage of internet banking, whereas trust in the bank 

itself had no effect. Previous studies prove that trust has a positive impact on customer’s 

loyalty. (e.g [48,49]). According to the effect of e-trust on customer loyalty, it can be 

expected that: 

H6: e-trust has positive effect on e-loyalty in the internet banking. 

Word-of-mouth behaviour is one of the key success factors in many markets (e.g. 

[50], [51], [52]) but researcher  analysing trust have paid little attention to the impact of 

trust on this behaviour. Hence, Sichtmann [49] believes that it seems essential to close 

this research gap. From a theoretical point of view, trust can reduces the social risk 

associated with a recommendation and "trustor" recommended a brand to others whit 

more confidently. Therefore, can expect that: 

H7: word of mouth (receiver) has a positive effect on E-trust in the internet banking. 

Some of the researcher defined loyalty as favourable attitudes toward the brand or 

organization (e.g. [53]). Notion to this definition showed loyalty associated to positive 

WOM [54]. A loyal customer usually promotes the firm by emphasizing the key 

attributes of its products/services. Therefore, we propose that loyalty may favour 

positive WOM in the e-banking business by considering these considerations and say: 

H8: Customer loyalty has a positive effect on word of mouth in the internet banking. 

According to what was said, fallowing figure shows conceptual model for this 

research: 
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Fig 1 conceptual model of research 

 

METHODOLOGY 

A. Survey Instrument 

Our sample selected based on following parameters: 

1- Consumers who had an online service experience in banking context, since we 

were interested in the entire online service experience, not just interaction with the 

website 

2- Our respondents must be customers of Mellat Bank. 

Respondents we selected using random sampling method in three major cities in Iran. 

Three thousand questionnaires were distributed and 650 analysis. (Other 

questionnaires have not received or had incompletely completed). The survey 

instrument consisted of two sections. Part A captured data about demographic 

characteristics such as age, Education and sex. Part B included constructs measuring the 

research variables and consisted of closed-end questions. They were measured on five-

point-likert scale (1 = strongly disagree, 5 = strongly agree). In fallowing, measurement 

of these constructs was developed: 

 e-service quality: [55,56] 

 e-Satisfaction: [1,37,57,58] 

 Bank Image: [1,37,59] 

 E-trust: [43] 

 E- Loyalty: [37,60,61] 

 WOM: [28,62,63] 

The survey instrument reviewed and modified by the researchers and final 44 items 

selected that those included 17 items for e-service quality, 23 items for measuring 

WOM, e-loyalty, e-satisfaction and bank image. 

B. Reliability and Validity 

Confirmatory factor analysis was used to determine reliability of respective 

construct. Results of CFA have shown on table 1 for e-satisfaction, bank image, e-trust, 

e-loyalty and WOM, and on table 2 for e-service quality. 
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TABLE1 CONFIRMATORY FACTOR ANALYSIS FOR VARIABLES 

Item Coefficient t-value Cronbach’s α 

E-Loyalty   0.859 

LOY1 0.96 51.53  

LOY2 0.97 52.57  

LOY3 0.88 44.37  

E-Trust   0.815 

TRU1 0.82 39.61  

TRU2 0.92 48.64  

TRU3 0.85 41.38  

TRU4 0.64 29.12  

TRU5 0.74 35.05  

TRU6 0.81 39.52  

TRU7 0.76 36.01  

TRU8 0.83 39.91  

E-Satisfaction   0.805 

SAT1 0.81 38.65  

SAT2 0.97 52.20  

SAT3 0.79 37.25  

E-word of mouth (S)   0.753 

WOMS1 0.62 28.20  

WOMS2 0.63 28.74  

WOMS3 0.98 53.13  

E-word of mouth (R)   0.753 

WOMR1 0.74 35.06  

WOMR2 0.81 38.82  

WOMR3 0.92 50.42  

Bank Image   0.799 

IMG1 0.69 31.81  

IMG2 0.98 53.49  

IMG3 0.72 34.50  

χ 
2
= 207.11 df=22 GFI=0.92 AGFI=0.90 

RMSEA= 0.07 CFI=0.95 RMR=0.05 NFI=0.96 

 

Similarity, by CFA, we could confirm the presence of the 17 dimensions of  e-

service quality (i.e. Product Variety/ diverse features, Aesthetics, Security, Timeliness, 

Ease of use, Accuracy Contents, Continuous improvement, Collaboration, 

Understanding the Customer, Communication, Access, Reliability, Responsiveness, 

Competence, Courtesy and  Credibility) that are classified in three categories  (see 

Table2). 
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TABLE 2 CONFIRMATORY FACTOR ANALYSIS ON E-SERVICE QUALITY ITEMS 

Item Coefficient t-value Cronbach’s α 

Customer SQ: 0.88 (26 items) 

Reliability 0.86 25.16 0.718 (4items) 

Responsiveness 0.59 16.35 0.612 (3items) 

Competence 0.81 23.42 0.727 (2items) 

Courtesy 0.88 25.88 0.867 (2items) 

Credibility 0.74 21.12 0.644 (2items) 

Access 0.83 23.97 0.795 (5items) 

Communication 0.80 23.15 0.805 (3items) 

Understanding 0.88 25.75 1 item 

Collaboration 0.80 22.98 1 item 

Continuous 

improvement 

0.86 25.17 0.825 (3items) 

Online SQ: 0.858(16items) 

Contents 0.77 22.08 0.664 (2items) 

Accuracy 0.72 20.33 0.662 (3items) 

Ease of use 0.82 23.80 0.669 (7items) 

Timeliness 0.80 22.96 1 item 

Aesthetics 0.85 25.03 1 item 

Security 0.89 25.98 0.851 (2items) 

Banking Service Product quality: 0.603 (2items) 

Product 

Variety/ 

diverse features 

0.34 9.02 0.603 (2items) 

χ 
2
= 523.21 df=54 GFI=0.98 AGFI=0.96 

NFI=0.94 CFI=0.95 RMR=0.012 RMSEA=0.011 

 

FINDINGS 

The hypothesized model is tested employing structural equation modelling using 

LISREL software. The overall fit of the model is acceptable (χ
2
 = 783.02, df = 62, GFI 

= 0.97, AGFI = 0.94, NFI = 0.96, CFI = 0.98, RMSEA = 0.021, RMR = 0.013). All the 

hypothesized paths are supported. (table 3) 

 

TABLE 3 PARAMETER OF MODEL TEST 

 Path Coefficient t-value Supported 

H1 e-SQ →e-satisfaction 0.762 46.266 Yes (strong) 

H2 e-SQ → Bank image 0.568 27.152 Yes (strong) 

H4 e-satisfaction → e-trust 0.724 41.257 Yes (strong) 

H5 Bank image → e-trust 0.608 30.136 Yes (strong) 

H6 WOM(Receiver)→ e-trust 0.502 23.341 Yes (strong) 

H7 e-trust → e-loyalty 0.803 52.955 Yes (strong) 

H8 e-trust → WOM(Sender) 0.708 39.460 Yes (strong) 

H9 e-loyalty→ WOM(Sender) 0.664 34.918 Yes (strong) 
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As shown in Table3 e-service quality has a positive impact on e-satisfaction (0.762) 

and bank image (0.568) that support of H1 and H2. 

H3, H4, H5 test indicate that three of influential factors on e-trust are e-satisfaction 

(0.724), bank image (0.608) and word-of mouth (Receiver) (0.502). 

According to H6 and H7 test, be approved that word-of-mouth (Sender) (0.708) and 

e-loyalty (0.803) are resalts of e-trust. 

Finally, finding confirmed e-loyalty has a positive effect on word-of-mouth (Sender). 

 

CONCLUSIONS 

Findings of this research have several key implications for developing theoretical 

knowledge and creating strategies to attract and retain customers. 

We examine the influence of e-service quality in creation e-satisfaction that is a key 

issue. Results reveal e-service quality has a significant effect on customer satisfaction. 

These results are also consistent with empirical studies showing that greater degree of 

service quality will lead to customer’s satisfaction [30, 64] 

We find that service quality has positive and significant effect on bank image but it is 

weaker than Intensity of relationship between e-service quality and e-satisfaction. 

According to lai et al [37] higher service quality enhances corporate image. 

Previous research that examined trust based on satisfaction (e.g., [39]). This result 

shows a strong and positive link between e-satisfaction and e-trust. It is consistent with 

other research. In fact, Satisfaction is an important prerequisite for creating long term 

customer relationships and finally to enhance loyalty [65,66] 

We investigate the influence of corporate image on consumer trust and found a 

positive effect. Flavián et al [43] also confirmed this relationship. According to our 

exception, person that receives recommendation of family, friends and others, gains 

higher trust. 

We expected that "trustor" speaks with friends, family, classmate and etc. about good 

feeling from experience. Thus we examine relationship between e-trust and WOM (as 

sender). Results demonstrated that e-trust has a significant and positive effect on WOM. 

Although conformation of influence customer loyalty on long-term financial 

performance in competitive markets [67,68]. now clear gaps are in our knowledge about 

antecedents of loyalty. Previous studies and marketing theories argue service quality, 

consumer satisfaction, and corporate image are seemed as key prerequisite of customer 

loyalty [69, 70], our findings demonstrate these results and add to these factor e-trust. In 

moreover we investigate influence of e-loyalty on WOM. Many of researches measure 

some of WOM’s items as some of e-loyalty. But in this research we identify WOM and 

loyalty as 2 variables. Our findings indicate e-loyalty has a significant and positive 

effect on WOM that is consistent whit related literature. (e.g. [53]) 

 

IMPLICATIONS 

Results of this study help to marketing practitioners to better understanding the 

relationship among e-service quality, e-satisfaction, corporate image, e-trust, e-loyalty, 
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and word of mouth. It also explains mechanism of enhancing loyalty and WOM in 

service industries. While the context of the study is limited to a single Iranian bank, 

results generally confirmed and reinforced previous studies relating services in other 

cultures. 

Our findings showed e-service quality has effect on both WOM and e-loyalty 

indirectly. More ever, e-service quality affects e-satisfaction and image, two important 

factors determining e-trust. Thus, e-service quality is a key input for building and 

improving e-satisfaction and image, which enhances e-trust and finally WOM and e-

loyalty. 

Finding also demonstrates e-satisfaction and image are key and direct determinants 

of e-trust. Noticeably, service providers must be concerned with these results. Mellat 

bank manager should build and monitor both e-satisfaction and image as well as e-

service quality. So if goal of Mellat bank is maintaining current customers, it must 

attend to customer satisfaction by improvement of e-service quality and a number of its 

dimensions that have most effect on e-satisfaction. 

Other our finding is the role of corporate image and satisfaction in WOM extension 

as sender by e-trust. So if goal of Mellat bank is attracting new customers, it must attend 

to corporate image. In other hands, it must improve dimensions of e-service quality that 

are more important for corporate image formation. In social culture (e.g. Iran) WOM 

has more effect than individual culture (e.g. U.S), so attending to WOM and creating 

WOM communication is vital for this country. Similarity, it is necessary for Iranian 

banks, which attend to WOM, Because of internet service banking in Iran is developing 

and is in primal stage of innovation development. This research shows attendances and 

affects factors on loyalty and WOM in internet banking for Mellat bank. Results of 

research can use by other banks too. 

 

REFERENCES 

[1] Flavia´n, C., Guinalı´u, M. and Gurrea, R. (2006), “The role played by perceived 

usability, satisfaction and consumer trust on website loyalty”, Information & 

Management”. The International Journal of Information Systems Applications, Vol. 

43 No. 1, pp. 1-14. 

[2] Reichheld, F.F. and Sasser, W.E. Jr (1990), “Zero defections: quality comes to 

services”, Harvard Business Review, Vol. 68 No. 5, pp. 105-11. 

[3] Katz, E., & Lazarsfeld, P. F. (1955). Personal Influence. Glencoe, IL: Free Press. 

[4] Bone Paula F. (1995), “Word-of-mouth effects on short-term and long-term product 

judgments”. Journal of Business Research, No. 32, pp. 213–23. 

[5] Rusticus, S. (2006), “Creating brand advocates”, in Kirby, J. and Marsden, P. (Eds), 

Connected Marketing: The Viral, Buzz and Word-of-Mouth Revolution, Elsevier, 

London. 

[6] Chung, C.M.Y. and Darke, P.R. (2006), “The consumer as advocate: self-relevance, 

culture and word-of-mouth”, Marketing Letters, Vol. 17, pp. 269-79. 



 

 

110\ New Marketing Research Journal, Special Issue, 2014 

 

[7] Mattila, A.S. (2004), “The impact of service failures on customer loyalty: the 

moderating role of affective commitment”, International Journal of Service 

Industry Management, Vol. 15 No. 2, pp. 134-49. 

[8] Salgaonkar, P.B. and Mekoth, N. (2004), “Patient as a source of recommendation 

and its influence on another patient’s loyalty to the physician: an exploratory 

empirical study”, Journal of Consumer Satisfaction, Dissatisfaction and 

Complaining Behavior, Vol. 17, pp. 16-26. 

[9] Hong, S.-C. and Goo, Y.J.J. (2004), “A causal model of customer loyalty in 

professional service firms: an empirical study”, International Journal of 

Management, Vol. 21 No. 4, pp. 531-40. 

[10] Pullman, M.E. and Gross, M.A. (2004), “Ability of experience design elements to 

elicit emotions and loyalty behaviors”, Decision Sciences, Vol. 35 No. 3, pp. 551-

78. 

[11] Guenzi, P. and Pelloni, O. (2004), “The impact of interpersonal relationships on 

customer satisfaction and loyalty to the service provider”, International Journal of 

Service Industry Management, Vol. 15 No. 4, pp. 365-84. 

[12] Rundle-Thiele, S. and Mackay, M.M. (2001), “Assessing the performance of brand 

loyalty measures”, Journal of Services Marketing, Vol. 15 No. 7, pp. 529-46. 

[13] Knox, S. and Walker, D. (2001), “Measuring and managing brand loyalty”, Journal 

of Strategic Marketing, Vol. 9, pp. 111-28. 

[14] Oliver, R.L. (1999), “Whence consumer loyalty?”, Journal of Marketing, Vol. 63, 

pp. 33-44. 

[15] Narayandas, D. (1998), “Measuring and managing the benefits of customer 

retention: an empirical investigation”, Journal of Service Research, Vol. 1 No. 2, 

pp. 108-28. 

[16] Srinivasan, S.S., Anderson, R. and Ponnavolu, K. (2002), “Customer loyalty in e-

commerce: an exploration of its antecedents and consequences”, Journal of 

Retailing, Vol. 78 No. 1, pp. 41-50. 

[17] Harris, L.C. and Goode, M.M.H. (2004), “The four levels of loyalty and the pivotal 

role of trust: a study of online services dynamics”, Journal of Retailing, Vol. 80, 

pp. 139-58. 

[18] Flavia´n, C. and Guinalı´u, M. (2006), “Consumer trust, perceived security, and 

privacy policy: three basic elements of loyalty to a website”, Industrial 

Management & Data Systems, Vol. 106 Nos 5/6, pp. 601-20. 

[19] Auh, S., Bell, S.J., McLeod, C.S. and Shih, E. (2007), “Co-production and 

customer loyalty in financial services”, Journal of Retailing, Vol. 88 No. 3, pp. 

359-70. 

[20] Sen, S. and Lerman, D. (2007), “Why are you telling me this? An examination into 

negative consumer reviews on the web”, Journal of Interactive Marketing, Vol. 21 

No. 4, pp. 76-94. 



 

 
 A Model of E-Loyalty and Word-Of-Mouth based on e-trust in ... /111 

 

[21] Smith, D., Menon, S. and Sivakumar, K. (2005), “Online peer and editorial 

recommendations, trust, and choice in virtual markets”, Journal of Interactive 

Marketing, Vol. 19 No. 3, pp. 15-37. 

[22] Kozinets, R.V. (2002), “The field behind the screen: using netnography for 

marketing research in online communities”, Journal of Marketing Research, Vol. 

39 No. 1, pp. 61-72. 

[23] Brown, J., Broderick, A.J. and Lee, N. (2007), “Word of mouth communication 

within online communities: conceptualizing the online social network”, Journal of 

Interactive Marketing, Vol. 21 No. 3, pp. 2-20. 

[24] Casaló, L.V., Flavián, C., Guinalíu, M,. (2008) "The role of satisfaction and 

website usability in developing customer loyalty and positive word-of-mouth in the 

e-banking services", International Journal of Bank Marketing, Vol. 26 No. 6, 

pp.399 – 417. 

[25] Ribbink, D., Riel, A., Liljander, V. and Streukens, S. (2004), “Comfort your online 

customer: quality, trust, and loyalty on the internet”, Managing Service Quality, 

Vol. 14 No. 6, pp. 446-56. 

[26] Taylor, S.A. and Baker, T.L. (1994), “An assessment of the relationship between 

service quality and customer satisfaction in the formations of customers’ purchase 

intentions”, Journal of Retailing, Vol. 70 No. 2, pp. 163-78. 

[27] Afsar, B.,   UrRehman,  Z., Andleeb, Q.J., and Shahjehan, A. (2010), 

“Determinants of customer loyalty in the banking sector: The case of Pakistan”, 

African Journal of Business Management , Vol. 4.  No. 6,  pp. 1040-1047. 

[28] Ladebo, O. J. (2006). “Perceptions of trust and employees’ attitudes: A look at 

Nigeria’s agricultural extension workers”. Journal of Business and Psychology, 

Vol. 20, No. 3, pp. 409-427. 

[29] Sureshchandar, G., Rajendran, C. and Anantharaman, R. (2002a), “Determinants of 

customer-perceived service quality: a confirmatory factor analysis approach”, 

Journal of Services Marketing, Vol. 16 No. 1, pp. 9-34. 

[30] Jamal.A and Nasser.K. (2002), "Customer satisfaction and retail banking: an 

assessment of some of the key antecedents of customer satisfaction in retail 

banking", International Journal of Bank Marketing, Vol. 20, No. 4, pp. 146-160. 

[31] Bloemer J, Ruyter KD, Peeters P. (1998), “Investigating drivers of bank loyalty: the 

complex relationship between image, service quality and satisfaction”. 

International Journal of Banking Marketing, Vol. 16, No. 7, pp. 276–86. 

[32] Yavas, U., Bilgin, Z. and Shemwell, D. (1997), “Service quality in the banking 

sector in an emerging economy: a consumer survey”, International Journal of Bank 

Marketing, Vol. 15 No. 6, pp. 217-23. 

[33] Fazio R. (1989), On the power and functionality of attitudes: the role of attitude 

accessibility. Attitude, structure and function. Hillside: Erlbaum; 1989. 

[34] Oliver, R.L. (1980), “A cognitive model for the antecedents and consequences of 

satisfaction”, Journal of Marketing Research, Vol. 17, pp. 460-9. 

http://www.macromarketing.org/2008%20macromarketing%20proceedings.pdf
http://www.macromarketing.org/2008%20macromarketing%20proceedings.pdf


 

 

112\ New Marketing Research Journal, Special Issue, 2014 

 

[35] Ostrowski PL, O'Brien TV, Gordon GL. (1993), “Service quality and customer 

loyalty in the commercial airline industry”. Journal of Travel Research, Vol. 32, 

No. 2, pp.16–24. 

[36] Aydin S, Ozer G. (2005), “The analysis of antecedents of customer loyalty in 

Turkish mobile telecommunication market”. European Journal Marketing, Vol. 7, 

No. 8, pp. 910–25. 

[37] Lai, F., Griffin, M. & Babin B.J. (2009). “How quality, value, image, and 

satisfaction create loyalty at Chinese telecom”. Journal of Business Research, Vol. 

62, pp. 980-986. 

[38] Garbarino, E. and Johnson, M. (1999), “The different roles of satisfaction, trust and 

commitment for relational and transactional consumers”, Journal of Marketing, 

Vol. 63 No. 2, pp. 70-87. 

[39] Pavlou, P.A. (2003), “Consumer acceptance of electronic commerce – integrating 

trust and risk with the technology acceptance model”, International Journal of 

Electronic Commerce, Vol. 7 No. 3, pp. 101-34. 

[40] Dan J. Kim, Donald L. Ferrin, H. Raghav Rao (2003), Trust and satisfaction, two 

stepping stones for successful e-commerce relationship: a longitudinal exploration, 

Accepted for publication in Information Systems Research. 2003, pp 1-37. 

[41] Yoon, S.-J. (2002), “The antecedents and consequences of trust in online-purchase 

decisions”, Journal of Interactive Marketing, Vol. 16 No. 2, pp. 47-63. 

[42] Ba, S. (2001), “Establishing online trust though a community responsibility 

system”, Decision Support Systems, Vol. 31 No. 3, pp. 323-36. 

[43] Carlos Flavián, Miguel Guinalíu, Eduardo Torres, (2005),"The influence of 

corporate image on consumer trust: A comparative analysis in traditional versus 

internet banking", Internet Research, Vol. 15, no. 4, pp. 447 – 470. 

[44] Gefen, David, "E-commerce: The Role of Familiarity and Trust," Omega: The 

International Journal of Management Science, 28, 6, (2000), 725-737. 

[45] Pan, X., Ratchford, B.T. and Shankar, V. (2002), “Can price dispersion in online 

markets be explained by differences in e-tailer service quality?”, Journal of the 

Academy of Marketing Science, Vol. 30 No. 4, pp. 433-45. 

[46] Morgan, R. M. and Hunt, S. (1994) The commitmenttrust theory of relationship 

marketing. Journal of Marketing 58 20–38. 

[47] Reichheld, F.F. and Schefter, P. (2000), “E-loyalty: your secret weapon on the 

web”, Harvard Business Review, Vol. 78 No. 4, pp. 105-13. 

[48] Kim, K. and Prabhakar, B. (2000), “Initial trust, perceived risk, and the adoption of 

Internet banking”, Proceedings of the International Conference on Information 

Systems, Association for Information Systems, Brisbane. 

[49] Christina Sichtmann, An analysis of antecedents and consequences of trust in a 

corporate brand, European Journal of Marketing, Vol. 41 No. 9/10, 2007, pp. 999-

1015. 



 

 
 A Model of E-Loyalty and Word-Of-Mouth based on e-trust in ... /113 

 

[50] Pauwels, K., Silva-Risso, J., Srinivasan, S. and Hanssens, D.M. (2004), “New 

products, sales promotions, and firm value: the case of the automobile industry”, 

Journal of Marketing, Vol. 68 No. 4, pp. 142-56. 

[51] Turnbull, P.W., Leek, S. and Ying, G. (2000), “Customer confusion: the mobile 

phone market”, Journal of Marketing Management, Vol. 16 Nos 1-3, pp. 143-63. 

[52] Mitchel, V. and Greatorex, M. (1993), “Risk perception and reduction in the 

purchase of consumer services”, The Services Industries Journal, Vol. 13 No. 4, pp. 

179-200. 

[53] Evanschitzky, H., Gopalkrishnan, R.I., Plassmann, H., Niessing, J. and Meffert, H. 

(2006), “The relative strength of affective commitment in securing loyalty in 

service relationships”, Journal of Business Research, Vol. 59, pp. 1207-13. 

[54] Hallowell, R. (1996), “The relationships of customer satisfaction, customer loyalty, 

and profitability: an empirical study”, International Journal of Service Industry 

Management, Vol. 7 No. 4, pp. 27-42. 

[55] Jun, M. and Cai, S. (2001), “The key determinants of internal banking service 

quality: a content analysis”, International Journal of Bank Marketing, Vol. 19 No. 

7, pp. 276-91. 

[56] Zeithaml, V, A., Parasuraman, A., and Berry, L, L. (1990), “Delivering Quality 

Service: Balancing Customer Perceptions and Expectations”, The Free Press, New 

York, New York. 

[57] Smith, J. and Barclay, D. (1997), “The effects of organizational differences and 

trust on the effectiveness of selling partner relationships”, Journal of Marketing, 

Vol. 61, pp. 3-21. 

[58] Janda, S., Trocchia, P. and Gwinner, K. (2002), “Consumer perceptions of internet 

retail service quality”, International Journal of Service Industry Management, Vol. 

13, pp. 412-31. 

[59] Doaei H, Salehnia M, Ahmadzadeh S. Effect of Customers’ Perception from 

Human Capital on Image of Customers about Hospital. Health Information 

Management, 2013; Vol. 9, No 7, pp 977- 988. 

[60] Teo, H.H., Chan, H.C., Wel, K.K. and Zhang, Z. (2003), “Evaluating information 

accessibility and community adaptively features for sustaining virtual learning 

communities”, International Journal of Human-Computer Studies, Vol. 59, pp. 

671-97. 

[61] Algesheimer, R., Dholakia, U.M. and Herrmann, A. (2005), “The social influence 

of brand communities: evidence from European car clubs”, Journal of Marketing, 

Vol. 59. No. 3, pp. 19-34. 

[62] Dolen, W.M. van, Dabholkar, P.A. and de Ruyter, K. (2007), “Satisfaction with 

online commercial group chat: the influence of perceived technology attributes, 

chat group characteristics, and advisor communication style”, Journal of Retailing, 

Vol. 83 No. 3, pp. 339-58. 



 

 

114\ New Marketing Research Journal, Special Issue, 2014 

 

[63] Maxham, J.G. III (2001), “Service recovery’s influence on consumer satisfaction, 

positive word-of-mouth, and purchase intentions”, Journal of Business Research, 

Vol. 54 No. 1, pp. 11-24. 

[64] Muslim Amin, Zaidi Isa, (2008) "An examination of the relationship between 

service quality perception and customer satisfaction: A SEM approach towards 

Malaysian Islamic banking", International Journal of Islamic and Middle Eastern 

Finance and Management, Vol. 1 Iss: 3, pp.191 – 209. 

[65] Bloemer, J. and de Ruyter, K. (1998), “On the relationship between store image, 

store satisfaction and store loyalty”, European Journal of Marketing, Vol. 32 Nos 

5/6, pp. 499-513. 

[66] Hoq . M., Ziaul, A., Muslim. M., (2009), “ The Role of Customer Satisfaction to 

Enhance Customer Loyalty”, Eurasian Journal of Business and Economics, Vol. 2, 

No. 4, pp. 139-154. 

[67] Jones, T. and Sasser, W. (1995), “Why satisfied customers defect”, Harvard 

Business Review, Vol. 73 No. 6, pp. 88-99. 

[68] Reichheld, F. F. (1996). The Loyalty Effect. Cambridge, MA.: Harvard Business 

School Press. 

[69] Babin BJ, Attaway JS. (2000), “Atmospheric affect as a tool for creating value and 

gaining share of customer”. Journal of Business Research, Vol. 49, No. 2, pp. 91–9. 

[70] Hart AE, Rosenberger PJ. (2004), “Effect of corporate image in the formation of 

customer loyalty: an Australian replication”. Australian Marketing Journal, Vol. 

12, No. 3, pp. 88–96. 

 

 


