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Customer Value, Customer Satisfaction,
and Customer Loyalty in Electronic
Commerce Transactions

Shih-Ming Pi°  Cheng-Chen Chen

Abstract

The high cost of attracting new customers on the Internet and the relative difficulty
in retaining them make customer loyalty an essential asset for many online vendors.
Therefore, creating online customer loyalty—retaining existing customers—is a
necessity for online vendors. This study tries to make use of the viewpoint of
customer value, and examines the relationship among customer value, customer
satisfaction, and customer loyalty in electronic commerce transactions. We hope the
study will afford more managerial implication and referential direction for online
vendors. The research result shows that consumer’s satisfaction is positively affected
by customer perceive web’s “quality value”, “cost value”, and “performance
outcomes”. In terms of impact effect, customer perceived “performance outcomes” is
higher than “quality value” and “cost value”. The research result also depicts that
consumer’s loyalty is positively affected by customer perceive web’s “satisfaction”
and “cost value”, but there is no evidence to support “quality value” has affect

“consumer’s loyalty”.

Keywords: electronic commerce -~ customer value- customer satisfaction~customer
loyalty
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