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Abstract. As everyday life moves to the Internet, many factors and components have come 
up, with the "e" and e-loyalty not an exception. The authors focused on the transformation 
of loyalty to e-loyalty. It is important to understand the main differences between consumer 
loyalty models and e-loyalty models in order to promote business development not only in 
the traditional environment but also in the online environment. Such research methods as 
comparative analysis, analysis of the scientific literature, content analysis were used. The 
main focus of the research was on comparing loyalty models in the traditional and e-
environment to find out the peculiarities and main features of the e-environment. New 
factors that influence loyalty in the Internet environment, but not in the real world, were 
highlighted as the main results. All the new influencing factors are related to the company’s 
operation directly in the Internet environment and technical capabilities, as well as online 
communication. As a result, factor groups influencing the primary and secondary e-loyalty 
were found . This is an important topic of the 21st century, enabling businesses to move 
online mode and change their strategy according to the e-environment. 
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INTRODUCTION 

According to European Statistics Database “the proportion of individuals aged 16 to 74 
in the EU-28 who ordered or bought goods or services over the internet for private use 
continued to rise: in 2018, it stood at 60 %, an increase of 13 percentage points when 
compared with 2013” and also customers started to order and use more facilities of the 
Internet and e-commerce. Customers or e-shoppers in the EU according to Eurostat data 
purchased such goods and services as clothes and sport goods (64 % of e-buyers), travel and 
holiday accommodation (53 %). Those who are aged 16-24 prefer to buy clothes and sports 
goods online (72 %), customers aged 25-54 buys mostly household goods (50 %) and the 
older age group (55-74) – travel and holiday accommodation, together with those aged 25-
54 (55 % both). Mostly e-shoppers spend on their purchase’s EUR 100-499 as it is stated in 
the European Commission data. 

Taking into account mentioned numbers authors came to the conclusion that sphere of 
the Internet nowadays has its unconditional importance. Companies moving online should 
understand that there are differences between doing business online and offline, and 
increasing the loyalty level of their customers should be looked in the context of the Internet. 

The purpose of the paper is to understand the main differences between consumer loyalty 
models and e-loyalty models in order to promote business development not only in the 
traditional environment but also in the online environment. Such research methods as 
comparative analysis, analysis of the scientific literature, content analysis was used. The 
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main focus of the research was on comparing loyalty models in traditional and e-
environment to find out the peculiarities and main features of e-environment. 

1. LOYALTY MODELS 

Scientists such as Dick and Basu (1994) and Oliver (1997) believe that customer loyalty 
is related to two factors - attitude and behaviour. The similarity of the loyalty factors can be 
seen in the definition of loyalty of different researchers. Loyalty is the same brand repurchase 
frequency (Tellis, 1988) as well as the tendency to renew service delivery, according to 
Andersen and Lanseng (Andreassen, Lanseng, 1997); or subscriptions (Andreassean, 
Lidestad, 1997) for long-term services.   

Consumer loyalty models mainly include components of similar influence, where factors 
such as trust and satisfaction are most often mentioned. Of course, loyalty patterns are also 
influenced by the way a company operates. Thus, Nelson Ndubisi (Ndubisi, 2007) adds 
influential components such as trust, commitment, communication, and conflict resolution 
to the banking sector's loyalty model. Given the specifics of the banking sector, each of these 
components does indeed have a significant impact on consumer loyalty. 

Conversely, according to the researcher's Lai (Lai, 2009) model of consumer loyalty in 
the telecommunications sector, quality of service is one of the most important factors in 
ensuring a positive image of the company and reinforcing the values that the consumer 
derives, thereby increasing customer satisfaction. The authors of the paper consider that the 
quality of services is one of the factors that should be emphasized in any service sector. 

Nisio and Battista (Nisio, Battista, 2010) associate the consumer loyalty model with the 
customer satisfaction index, where, of course, the customer satisfaction index is an important 
factor, which is influenced by the quality received and the customer exponents as well as 
complaints. The authors want to emphasize that customer expectations are important in both 
environments. 

Employee efficiency is a direct influence on the consumer loyalty model after Akamavi 
(Akamavi et al., 2015). On the other hand, when considering the proposed Hwang (Hwang, 
2019) consumer loyalty model with gaming elements, a factor such as mobile application 
download intensity appears, which may already be attributed to factors influencing the e-
loyalty model. 

2. E-LOYALTY MODELS 

Customers of a company’s product are specific groups of people. They have their own 
unique features. They have a specific age, they adhere to a certain lifestyle, differ in their 
social and material status, etc. And they are focused on special relationships and on a special 
style of conversation. It is necessary to communicate with them in their language. A 
company needs to find out what they want and what they need in the first place. 

The company’s website needs to provide good customer feedback. It should be made 
clear to them that the company is ready to support them, that it is important for it, that they 
are interested. There is a need to accumulate information that allows company to better 
understand customers. The main thing is that the site should be visible willingness and ability 
of the company to solve the problems of its unique customers. 
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Companies should pay attention to their website and ask if it is capable of building 
customer relationships. In their article, a group of researchers (Yoo et al., 2013) mentions e-
WOM (word-of-mouth) as an important element that affects e-loyalty. Undoubtedly, modern 
technologies allow e-WOM to spread quickly and across multiple channels, including social 
networks. Therefore, when going out online, it is important for the company to rethink 
communication within these networks as well as their reaction, response and strategy to the 
negative e-WOM that is spreading uncontrollably. 

In the e-environment, on the other hand, the cultural factor plays an important role in e-
loyalty, as Gracia, Arino and Blasco analyse in their article (Gracia et al., 2015). The authors 
believe that such a factor is also important because when creating a business on the Internet, 
one has to understand that there are no borders in the e-environment. On the Internet, 
shoppers and website visitors are much more likely to be residents of other countries than 
they would be in a traditional environment. Consequently, companies must be careful in 
their communication with usage of the correct language and expressions. 

Understanding the customer is important and applies to both environments. However, 
according to statistics, young people are much more likely to visit e-shops and shop there. 
Therefore, some scholars, such as Purani, Kumar and Sahadey (Purani et al., 2019), highlight 
exactly the e-loyalty factors that are important to millennials. Factors such as usefulness and 
ease of use are important in this context. The author points out that this is related to the speed 
with which the new generation wants to do things online - everything must be quick and 
simple, and there must be some benefits, both physical and emotional, and so on. 

1.1 Primary e-loyalty influencing factors 

The authors of the paper divided the factors influencing e-loyalty into two groups - 
primary factors and secondary factors. It should be noted that in this case no breakdown was 
made by age and sex, nor by other characteristics. It was important to divide by the general 
principle, since most of the world's population makes purchases on the Internet and it is 
necessary to divide exactly the factors that influence e-loyalty. 

Primary factors include the use of communication in the e-environment, the content of 
the website and the security issues. As already mentioned, it is important to communicate 
with the client "in his / her language" on the Internet, both in terms of language and 
communication. Notwithstanding this factor, the company will not only gain a loyal e-buyer, 
but will be uncompetitive at all. It is also necessary to choose the right communication 
channel - for the younger generation it would be social networks, for the older one it would 
be communication via email. Information about the best communication channels could be 
found at different researches and Marketing Charts. 

In order to increase e-loyalty, it is necessary to offer the company customers a 
convenient, easy-to-use and reliable website with all the necessary information. If it turns 
out that this information cannot be trusted, for example, the product will be different from 
the picture, the delivery will be significantly longer than the description, the price on 
payment will increase, then the company will lose consumer confidence and trust. As a 
result, the level of e-loyalty will also fall, as losing trust and gaining a negative experience 
with making an online purchase will result in a dissatisfied customer passing on the negative 
message and spreading it very quickly throughout the Internet. As it is stated in the 
MarketLine (2016) Case Study of Amazon Fresh the company “will aim to continue their 
efforts in service and logistical movements as well as their ability to create a smooth running 
website that converses to the user just as much as the user connects to the interface”. During 
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that case study authors found evidence how important website convenience is even for big 
market players.   

Security when shopping, no doubt, helps to increase company’s loyalty level. Many 
consumers nowadays face the negative consequences of using fake e-shops, paying for their 
purchases on an unsafe site, and so on. According to statistics of European Commission, 
security when making a purchase is one of the factors that sometimes discourages and stops 
consumers from making purchases on the Internet at all. Therefore, the company must take 
care of payment and delivery security and inform about that. 

1.2 Secondary e-loyalty influencing factors 

Secondary e-loyalty factors include additional values, abilities and speed. The authors 
of the paper emphasize that these factors are not insignificant, but not always as important 
as the primary ones. When it comes to added value, authors of the paper also need to 
highlight e-loyalty programs that give customers special points and bonuses that can be used 
later. As well as, for example, possibility to buy a product or service that is not available in 
a traditional store. Being able to make purchases using a mobile phone is also an added 
value, as it saves customer’s time, etc. In the report of Millennial Consumers: Understanding 
key trends driving consumer behaviours authors of the paper found that millennials have a 
reduced sense of brand loyalty and they need something that would be interesting for them 
like different promotion programs that help to save some amount of money. Also, AirBnB 
with its reward system keep their customers coming back according to report of The Future 
of Travel and Tourism: Technology is driving significant change and growth is on the 
horizon. 

The Internet itself offers many opportunities and capabilities, and some of them increase 
consumer e-loyalty. The ability to compare all offers within seconds increases e-loyalty to 
comparison platforms. In turn, the ability to order personalized goods contributes to 
consumer e-satisfaction. It should be noted that opportunities are important for shoppers who 
are searching not only for a particular product or service on the Internet, but also for those 
who are doing it for entertainment, such as listening to music that has just appeared or buying 
a movie still in the cinemas. According to Blakey (2019) “Almost 60% of children (8-18 
years) say it is more fun than online purchasing with 50% seeing it as a social event. 
Ultimately, it is convenience (47%) and variety (39%) that means kids online spending is 
soaring.” Authors want to highlight that in case of young e-shoppers such opportunity as 
having fun during shopping is highly important. 

Undoubtedly, a factor such as speed can have a huge impact on e-loyalty. E-shoppers 
are used to fast things - communication, purchase, delivery, return and / or exchange when 
needed. Therefore, the speed at which a company responds to a customer's needs must be 
fast and efficient in order to close all issues of interest and satisfy consumers' expectations 
as quickly as possible. One should not forget that switching to another alternative in the 
online environment is very fast and hence the competition is very high. That’s why next day 
delivery is a must for some business spheres such as retail and authors find a proof of that 
statement in the case study of The Future of Retail: Five ways e-commerce and high street 
stores are evolving to suit changing consumer behaviours that explains that “super-fast” 
delivery for the retail should be the main priority for companies and future trends is 
anonymous delivery which is the next step (MarketLine, 2018).  
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CONCLUSION 

The number of customers who purchases online grows rapidly. Depending on their age, 
sex and other characteristics they make purchases online. When moving online companies 
should understand their customers and their needs in order to stay competitive. The Internet 
is a tool, not a strategy. Its unique capabilities are used to improve customer communication, 
increase organizational acquisition of customer knowledge and increase responsiveness to 
reduce customer transaction costs and increase convenience. A strategy needs to be 
developed using that tool. 

In case of loyalty in the traditional environment factors such as trust, satisfaction, 
working efficiency and company’s image. Transforming loyalty to e-loyalty influencing 
factors transforms as well. For e-loyalty company needs to think about Internet influence 
and such factors as e-WOM, customer culture and communication specifics, website quality, 
speed and added values. Companies can spend huge amounts of money on attracting traffic, 
but it should be mentioned that it is much more important to truly understand e-clients, and 
then take measures to improve the website with this in mind. Providing such a large amount 
of data, the Internet offers companies unprecedented opportunities in order to get to know 
customers and tailor offers to their preferences and needs. 
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