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7 Abstract

s Under intense and rapid change of marketplace, researchers have been studying the key factor
o for firms and organizations to survive in the market. Customer loyalty has been a key factor
10 and a recently researched topic in maintaining the competitiveness of the organizations. This
1 article is going to discuss about customer loyalty in relationship marketing and internet

12 marketing. It also aims to discuss the better marketing strategy that can contribute in gaining
13 higher level of customer loyalty. The methods of communication for both relationship

12 marketing and internet marketing are also explained to identify which marketing strategy

15 could achieve higher level of customer loyalty.

16

17 Index terms— relations+ hip marketing; internet marketing; satisfaction; loyalty; communication.

s 1 Introduction

19 ecent body of literature review has been focusing on the different types of marketing orientation. Different
20 marketing orientations have different functions and ways of operations run by the organizations. The business
21 strategies used in the marketing orientations help to ensure the performances of the organizations. Thus, many
22 business practitioners have been trying to apply new business strategy or adopt new business orientation in
23 order to enhance the firms’ performances in the long run. Since the customers are an important contributor
24 for business’s performances, the relationships between the firms and the customers become the emphasis of the
25 business practitioners and the market itself (Sharifi & Esfidani, 2014).

26 A study found that, besides effective communications, effective relationships between the firms and the
27 customers provide beneficial advantages to both the firms and the stakeholders (Tuli & Bharadwaj, 2009). Hence,
28 this type of relationship between the firms and the customers become popular among the business practitioners
29 and it has been advised to use in the perspective of marketing (Sharifi & Esfidani, 2014). This commonly used
30 marketing orientation is known as relationship marketing. Kanagal (2009) also indicates that various types
31 of strategies based on relationship have been developed in products, service markets, consumers and business-
32 tobusiness sectors. The relationship marketing is considered as a long term approach in which its purpose is
33 to build long-term relationships with the customers (Lancaster & Massingham, 2011). As the marketplace has
34 becoming more competitive, Hunt, Arnett and Madhavaram (2006) have suggested that customer loyalty became
35 an important aspect to ensure the sustainability of the firm. Furthermore, according to Singh and Sirdeshmukh
36 (2000), customer loyalty also represents as “the marketplace currency of the twentyfirst century”.

37 Another type of marketing orientation that has emerged since the advancement in technology is the internet
38 marketing orientation. Regardless of any situations, people are often seen to carry their technology devices
39 around with them. When they are alone or during their leisure time, people often use laptop or mobile phone
40 in order for them to stay away from boredom. In addition, todays generations such as generation Y and X are
41 more active in social networking sites and use online search engines to seek for information. According to Luo,
42 Chen, Ching, and Liu (2011), online retail sales from the year 2007 to 2012 showed a slight increase in the US
43 market from $175 billion to $335 billion. Their finding shows the competency of online retailing. There is a need
44 to seek for key success factor in internet marketing in order to maintain the competency of the firm. Therefore,



45
46

47

48
49
50
51
52
53
54
55
56
57
58
59
60
61
62
63
64
65
66
67
68
69

70

71

72
73
74
75
76
77
78
79
80
81
82
83
84

85

86

87
88
89
90
91
92
93
94
95
96
97
98
99
100
101

6 LOYALTY

customer loyalty is essential because it will enhance the frequency and continuous visits from the customers and
thus, increasing business revenues through online transactions (Luo et al., 2011).

2 1II. Relationship Marketing Orientation

Relationship marketing was originally developed in the service and industrial marketing (Garbarino & Johnson,
1999). Relationship marketing is defined as ”attracting, maintaining, and enhancing customer relationships” by
Berry, a pioneer who introduced the definition of relationship marketing (Berry, 1983 as cited in Sharifi & Esfidani,
2014). It is a ”customer-centric marketing” that put more emphasis on “understanding and satisfying the needs,
wants, and resources of individual consumers” than the mass markets (Khan, 2014). The American Marketing
Association (AMA) defines relationship marketing as “the kind of marketing that its goal is developing and
managing long-term and trustworthy relationships with customers, suppliers and all others acting in the market”
(Gilaninia, Almani, Pournaserani, & Mousavian, 2011).

Customers are the key factor during the planning process of the relationship marketing (Khan, 2014). Long-
term relationships that result in emotional or social bonds such as loyalty, trust and commitment are the focus
of this marketing orientation (Khan, 2014). Therefore, there is a need to retain customers by enhancing the
effectiveness of communication between firms and customers, collecting customers’ data and improving the
quality of customer services (Patsioura, Vlachopoulou, & Manthou, 2009). Many factors can contribute to the
development of relationship marketing. These factors include the nature of competition, customers becoming more
demanding and sophisticating, change of customer buying patterns, increase in fragmentation of the customer
market, increase in the customers’ standards of quality, influence of technology, decreased reliability in traditional
marketing, and inability to create sustainable advantages in competency of the firms (Khan, 2014). A study
conducted by Stavros and Westberg in 2009 has suggested that relationship marketing has some important
advantages by using customers as the main focus such as increasing customer retention, enhancing customer
loyalty, decreasing marketing costs, and maximizing profits. Another study also reported consistent findings
where successful and effective relationship marketing results in higher customer loyalty and reduction in cost
(Gaurav, 2008).

3 III.
4 Satisfaction

In order to maintain and increase the customer loyalty, customer satisfaction plays a key role in relationship
marketing and internet marketing. According to Alrubainee and Al-Nazer (2010), loyalty can be described as
a process because customer satisfaction has an impact on perceived quality and this will result in loyalty and
intention to a behavior. Therefore, satisfaction of customer is essential to investigate the influence of relationship
marketing on customer loyalty. Customer satisfaction is defined as the feeling of pleasure or disappointment
of the customers that resulted from the comparison of perceived performance of a particular product with the
expectation of customer (Kotler, 2010). In addition, satisfaction can also be referred to the shopping experience of
a given firm (Anderson & Srinivasan, 2003). In short, customer satisfaction indicates the level of good impressions
of a customer toward the service providers (Pratminingsih et al., 2013). Therefore, customer’s perception about
the goods and services provided should be clearly understood by the firms and service providers (Pratminingsih
et al., 2013) with the aim to improve customer loyalty and bring profits to the business. In order to provide
satisfaction, the firms or organizations should be able to deliver expectation of the customer and knowledge about
their essential needs (Lindquist, 2006; Bland, 2004 as cited in Gee, Coates, & Nicholson, 2008).

5 IV.
6 Loyalty

Several recent studies conducted on relationship marketing have determined customer loyalty as effective elements
of competitiveness, customer retention and also profitability in long-term (Kiyani, Niazi, Rizvi, & Khan, 2012;
Nguyen & Liem, 2013). The purpose of any business is to produce new customers and maintain old customers
(Maiyaki & Mokhtar, 2012). This goal is consistent with Gronroos (1995) who introduced the main objective
of customer relationship marketing that emphasizes on ”to get and keep customers”. Furthermore, relationship
marketing is also defined as marketing activity that aims to increase customer loyalty by giving values to every
involved party in the relational exchanges (Peng & Wang, 2006).

By adopting the relationship marketing, customers are viewed as important assets in any firms or organizations
(Mohktar & Yusoff, 2010 as cited in Abubakar, Mokhtar, & Abdullateef, 2013).

When customers’ satisfaction level is increased, their loyalty is also more likely to develop and improve.
Findings have shown the positive direct relationships between customer satisfaction and customer loyalty. For
examples, several research have found that satisfaction exerts positive influence on the customer loyalty (Deng,
Lu, Kwok, & Zhang, 2010; Liu, Guo, & Lee, 2011; Chen, 2012). Flint, Blocker and Boutin (2011) also found
similar finding in which reported customer satisfaction can produce customer loyalty. This is also consistent
with Nam, Ekinci, and Whyatt’s study (2011) that aims to investigate the qualities that bring about customer
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satisfaction and brand loyalty. They found that customer satisfaction is essential in producing brand loyalty
(Nam et al., 2011). Another two studies have also reported similar findings in which customer satisfaction affects
customer loyalty positively (Deng et al., 2010;Liu et al., 2011).

On top of that, customer loyalty and firm performance and be improved through greater relational bonds by
effective relationship marketing efforts (Sirdeshmukh, Singh, & Sabol, 2002). Some consistent findings indicated
that loyal customer relationships have positive influences on the firms’ performances such as increased profitability
7?7 ). It was suggested that the most important factor to survive and stay competitive in the market is to
maintain sustainable long-term relationships with the stakeholders and the customers (De madariaga & Valor,
2007). For instance, banking sector emphasizes more on relationship marketing because this sector is people-
focused. Customer service is very important to maintain the reputation of a bank and its competitiveness in the
market. A study that is done in the context of Malaysia bank found that the bank customers show their loyalty
towards the bank that is "trustworthy, committed to service, reliable and efficient in communication between
bank officers and customers and able to handle conflict well” (Ndubisi, 2007).

7 V. Internet Marketing Orientation

The advancement in technology has changed the way people communicate with each other. Face-toface
communication is not necessary anymore with the help of technology. Consequently, the way marketers conduct
business has changed as well (Salehi, Mirzaei, Aghaei, & Abyari, 2012). Business started to use internet and other
electronic media in marketing (Salehi et al., 2012). Internet marketing is referred as the conduct of marketing
activities using the internet or web and information technologies (Krishnamurthy, 2006). Internet marketing is
also a form of targeted marketing that helps various websites to increase the frequency of visits and attracts
visitors to purchase products, good and services through internet (Salehi et al., 2012). From the customer’s
perspective, there are many advantages that encourage them to go for online shopping. The convenience of online
shopping is one of the major factors that affect the growing of this service. Customers can get internet globally
and hence, they can purchase any goods and services at any places and any time (Pratminingsih, Lipuringtyas,
& Rimenta, 2013). In addition, the goods can be delivered to the customer’s house (Alam & Yasin, 2010). The
rapid development of internet marketing starts to raise concern among the network operators and the business
practitioners on how to improve the customer loyalty in order to increase the online transactions and frequency
of visits (Zhen & Jiang, 2012). The customer loyalty on the internet marketing is known as e-loyalty (Zhen &
Jiang, 2012).

8 VI. E-Satisfaction

As compared to customer satisfaction from relationship marketing, e-satisfaction in internet marketing is based on
the customer internet experience. Findings reported that internet marketing provided higher customer satisfaction
?7? variables are used to measure customer satisfaction, therefore, it depends on the contexts of the research or
study in determining the method to measure customer satisfaction. For example, Omar (2009) reported that
the variables that can be used to measure customer satisfaction are positive results of word-of-mouth, intention
to repurchase and the behavior during purchase (as cited in Wong, 2014). E-satisfaction has been found to be
a significant factor that affects eloyalty, hence, it is the most used research factor with eloyalty ?? Therefore,
website operators should consider the welfare of consumers and their conveniences during online in order to
bring positive influence on their purchasing behavior. In order to enhance e-satisfaction, the website technologies
should also be able to help the customer to save time and effort. Besides that, the accessibility of the website is
essential as well.

Customers should be able to understand the functions and technologies of the website and maximize the
utilization of the websites. Consequently, this helps to improve the customers’ positive experiences of accessing
the website. However, as customer’s satisfaction level is met, his or her expectation will increase and website
operators have to increase their effort to meet customer’s higher demand and needs in order to satisfy the
customers and maintain their eloyalty.

9 b) Website Service Quality

On the other hand, the website quality also affects e-satisfaction of customers directly (Shih, 2004). Good website
service quality can increase esatisfaction. Many studies have found the positive relationships between web service
quality and customer loyalty in relation to customer satisfaction (Goode & Harris, 2007;Caruana & Ewing,
2010). Thus, recognizing, identifying and demonstrating good understanding about their targeted customers are
crucial for the website operators (Hung, Liang, & Chang, 2005). On top of that, in order to ensure the high
website service quality, privacy concern has to be emphasized as well. The firms can adopt some policies such as
information policies, guarantee policies and reputation policies ??Spremann, 1988 as cited in Lin & Sun, 2009)
with the intention to provide effective transactions (Lin & Sun, 2009) and to ensure the privacy of the customer
is guaranteed. As a result, this will improve customer trust on the quality of the service provided by the website
and thus, improving the e-satisfaction (Lin & Sun, 2009).
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10 VII. E-Loyalty

Customer satisfaction is an antecedent of customer loyalty in relationship marketing. The esatisfaction has
positive influence on the e-loyalty as well. According to Anderson and Srinivasan (2003), eloyalty is viewed as
the favorable attitude of a customer toward electronic businesses that causes the customer to repeat his or her
buying behavior. Hence, they stated that e-satisfaction affects e-loyalty (Anderson & Srinivasan, 2003). However,
the relationship of esatisfaction and e-loyalty can be moderated by consumer level factors such as convenience
motivation and size of purchase and firms’ business level factors such as trust and perceived value (Anderson &
Srinivasan, 2003). This is consistent with the study which reported e-satisfaction is a precursor to e-loyalty and
it is an important prerequisite of e-loyalty (Valvi & West, 2013). However, Valvi and West (2013) also suggested
that e-satisfaction can also act as a dependant variable. It is dependent on antecedents such as "psychological
factors, perceived value, inertia, convenience motivation, and computer knowledge”. These factors have to be
considered before determining the relationship of esatisfaction and e-loyalty (Valvi & West, 2013).

Although e-satisfaction is found to be positively influence e-loyalty, some studies found that cultural differences
may affect the satisfaction-loyalty link. Some customers may not be loyal to service provider easily. Research
found that satisfaction-loyalty link under the online retailing setting is stronger in collectivism cultures (Jin,
Park, & Kim, 2008). They concluded that the reputation of a firm will increase customer satisfaction and thus,
result in customer loyalty and this effect is reported to be stronger in collectivism culture such as Korea. This
is because the customers from collectivism cultures value firm’s reputation in creating satisfaction and loyalty.
Therefore, the firm reputation is very essential because online customers form expectations based on their offline
knowledge. In addition, customers rely on firm reputations and the customer loyalty can be increased through
their satisfaction on the firm reputations. Hence, firm reputation is essential to establish e-loyalty.

11 VIII. Discussion

Customer loyalty is an important key factor that influences the sustainability of firms and organizations.
Therefore, studies have shown that relationship marketing and internet marketing have various methods to
improve and enhance the customer loyalty in their businesses. Relationship marketing focuses more on the
information about the customers in order to have better understanding of their targeted customers. This
helps the service providers to have sufficient information to achieve customer satisfaction and hence, increase
customer loyalty. In addition, firms and organizations build emotional bonds within the customers by having
good relationships with them. Most of the studies found that customer satisfaction have both direct and indirect
positive influence on customer loyalty. On the other hand, internet marketing also emphasizes the importance
of customer loyalty. However, as compared to quality of services and relationships with the customers that
are highlighted in relationship marketing, internet marketing places emphasis on the accessibility of the website
technologies and the quality of design of the website. When online customers are able to access the websites
smoothly and become familiar with the functions in the websites, the frequency of their visits to the particular
website is very likely to increase. Good website design quality has positive influence on e-loyalty as well.

As observed, relationship marketing and internet marketing do have their various ways of operation to
increase the customer loyalty. However, what makes relationship marketing and internet marketing different is
communication. This is something that should be emphasized in comparing which marketing strategy contributes
to gain higher customer loyalty. It is an essential aspect in successful relationship (Morgan & Hunt, 1994). In
relationship marketing, it is important to build and create relationship with customers in order to enhance loyalty
within themselves towards the firms or organizations. For example, salesmen will communicate with the customers
to achieve the aim of building close relationships with customers, understanding the information of the customers
well, and knowing the expectations of the customers. This helps them to build rapport and able develop long-
term relationship with the customers due to better and clear understanding about the customers. In addition,
salesmen can achieve the needs, requirements and expectations of the customers through communication. During
the process, it builds emotional bond in the customer. Consequently, when the customers’ expectations and
requirement are met, they feel satisfied and thus, increasing the customer loyalty. However, internet marketing
may not be able to have effective communication with the online customers. This is due to the lack of direct
contact and communication with the website operators. Unlike internet marketing, relationship marketing enables
customers to have direct contact and communication with the salesmen (Valvi & West, 2013). Hence, this makes
the online customers to have difficulty to trust the online environment (Valvi & West, 2013). Some online
businesses may be false and customers could be cheated in the abstract online world. This shows that lack of
direct communication such as face-to-face communication in internet marketing can lead to the

12 Global Journal of Management and Business Research

Volume VII Issue IX Version I Year ( ) lower level of e-loyalty than customer loyalty which is built through
relationship marketing. Another issue that concerns the online customers is privacy. Internet cannot guarantee
the safety of personal information of customers.
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13 IX. Conclusion

In conclusion, relationship marketing and internet marketing enhance customer loyalty differently. However,
relationship marketing may contribute to gain higher level of customer loyalty because the firms or organizations
will be able to target the group of customer and put in effort to build long-term relationship. If a particular
customer’s expectation is not met, customer satisfaction decreases. The service provider can always find ways to
improve in any ways in order to satisfy the customer satisfaction and maintain customer loyalty. Furthermore,
loyal customers who are satisfied with the services or goods provided by the firms or organizations may recommend
to their network circle. This can help to expand the market by increasing number of customer and customer
loyalty provided with customer satisfaction. On the other hand, internet marketing uses different effort to meet
the customer expectation and e-satisfaction on websites. Different factors contribute to influence e-satisfaction
and eloyalty. Due to lack of indirect communication, e-loyalty can be easily influenced because customers can
always switch to another website to purchase services or goods. More research on e-loyalty have to be done in
the future to improve the quality of services provided online.

14 Global

OPEN

ASSOCIATION

Figure 1:

'© 2014 Global Journals Inc. (US) 1
2© 2014 Global Journals Inc. (US)



14 GLOBAL




231
232

233

234

235

236

237

238

239

240
241
242

243
244

245
246

247
248

249

250
251
252

253
254

255
256

257
258

259
260
261

262
263

264
265
266

267
268
269

270
271

272

274

275
276

277
278
279

280
281

282

284
285
286

[ Australian Journal of Basic and Applied Sciences] , Australian Journal of Basic and Applied Sciences 5 (5) p.

[ Interdisciplinary Journal of Contemporary Research in Business| , Interdisciplinary Journal of Contemporary
Research in Business 4 (1) p. .

[Journalofmarketingmanagement] , Journalofmarketingmanagement . doi:10.136. 22 p. 2559.

[ Information Management] , 10.1016/S0378-7206(03)00079-X. Information & Management 41 (3) p. .
[ InformationManagement] , 10.1016/j.im.2008.12.001. InformationéManagement 46 (2) p. 7782.

[

Hung et al. ()] ‘A meta-analysis of empirical research using TAM’. SY Hung , T P Liang , C M Chang . Journal
of Information Management 2005. 12 (4) p. .

[Patsioura et al. ()] ‘A new advertising effectiveness model for corporate advertising web sites: A relationship
marketing approach’. F Patsioura , M Vlachopoulou , V Manthou . 10.1108/14635770910961380. Benchmark-
ing 2009. 16 (3) p. .

[Chen et al. ()] ‘Acriticalreviewofe — satisfactionliterature’ Q Chen , S Rodgers , Y &he
10.1177/0002764208321340. AmericanBehavioralScientist 2008. 52 (1) p. 3859.

[Singh and Sirdeshmukh ()] ‘Agency and trust mechanism in consumer satisfaction and’. J Singh , D Sirdeshmukh
. Journal of the Academy of Marketing Science 2000. 28 (1) p. .

[Yang et al. ()] ‘An empirical analysis of online game service satisfaction and loyalty’. H E Yang , C C Wu , K
C Wang . 10.1016/j.eswa.2007.12.005. Ezpert Systems with Applications 2008. 36 (2) p. 18161825.

[Shih ()] An empirical study on predicting user acceptance of e-shopping on the web, H P Shih . 2004.

[Luo et al. ()] ‘An examination of the effects of virtual experiential marketing on online customer intentions and
loyalty’ M M L Luo , J S Chen , R K H Ching , C C Liu . 10.1080/02642069.2010.503885. The Service
Industries Journal 2011. 31 (13) p. .

[Zhen and Jiang ()] ‘Analysis on cultivation of customer loyalty in the environment of Internet marketing’. C M
Zhen , L Jiang . Contemporary Logistics 2012. 7 p. .

[Nam et al. ()] ‘Brand equity, brand loyalty and consumer satisfaction’. J Nam , Y Ekinci , G Whyatt .
10.1016/j.annals.2011.01.015. Annals of Tourism Management 2011. 38 (3) p. .

[Sirdeshmukh et al. ()] ‘Consumer trust, value, and loyalty in relational exchanges’ D Sirdeshmukh , J Singh ,
B Sabol . 10.1509/jmkg.66.1.15.18449. Journal of Marketing 2002. 66 (1) p. .

[Jin et al. ()] ‘Crosscultural examination of the relationships among firm reputation, e-satisfaction, e-trust, and
e-loyalty’. BH Jin , JY Park , J Y Kim . 10.1108/02651330810877243. International Marketing Review 2008.
25 (3) p. .

[Tuli and Bharadwaj ()] ‘Customer satisfaction and stock returns risk’. K Tuli , S G Bharadwaj . Journal of
Marketing 2009. 73 (6) p. .

[Flint et al. ()] ‘Customer value anticipation, customer satisfaction and loyalty: An empirical examination’. D
J Flint , C P Blocker , P J BoutinJr . 10.1016/j.indmarman.2010.06.034. Industrial Marketing Management
2011. 40 (2) p. .

[Maiyaki and Mokhtar ()] ‘Determinants of customer behavioural responses in the Nigerian retail banks: Struc-
tural equation modeling approach’. A A Maiyaki , S S M Mokhtar . 10.5897/AJBM11.2335. African Journal
of Business Management 2012. 6 (4) p. 16521659.

[Salehi et al. ()] ‘Dissimilarity of e-marketing vs traditional marketing’. M Salehi , H Mirzaei , M Aghaei , M
Abyari . International Journal of Academic Research in Business and Social Science 2012. 2 (1) p. .

[Valvi and West ()] ‘E-loyalty is not all about trust, price also matters: Extending expectation-confirmation
theory in bookselling websites’. A C Valvi , D C West . Journal of Electronic Commerce Research 2013. 14
(1) p. -

[Lancaster and Massingham ()] Essentials of marketing management, G Lancaster , L Massingham . 2011.
London: Routledge.

[Pratminingsih et al. ()] ‘Factors influencing customer loyalty toward online shopping’ S A Pratminingsih , C
Lipuringtyas , T Rimenta . 10.7763/IJTEF.2013.V4.268. International Journal of Trade, Economics and
Finance 2013. 4 (3) p. .

[Hernandez et al. ()] Future use intentions versus intensity of use: An analysis of corporate technology acceptance,
B Hernandez , J Jimenez , M J Martin . 2009.

[Gilaninia et al. ()] S Gilaninia , A M Almani , A Pournaserani , S J Mousavian . Relationship marketing: A
new approach to marketing in the third millennium, 2011.

[Taylor and Strutton ()] ‘Has e-marketing come of age? Modeling historical influences on post-adoption era
internet consumer behaviors. D G Taylor , D Strutton . doi:10.10. JournalofBusinessResearch 2010. 63 (9)
p- 950956.


http://dx.doi.org/10.1016/S0378-7206(03)00079-X
http://dx.doi.org/10.1016/j.im.2008.12.001
http://dx.doi.org/10.1108/14635770910961380
http://dx.doi.org/10.1177/0002764208321340
http://dx.doi.org/10.1016/j.eswa.2007.12.005
http://dx.doi.org/10.1080/02642069.2010.503885
http://dx.doi.org/10.1016/j.annals.2011.01.015
http://dx.doi.org/10.1509/jmkg.66.1.15.18449
http://dx.doi.org/10.1108/02651330810877243
http://dx.doi.org/10.1016/j.indmarman.2010.06.034
http://dx.doi.org/10.5897/AJBM11.2335
http://dx.doi.org/10.7763/IJTEF.2013.V4.268

287
288

289
290

291
292

293
294

296

297
298
299

300

301
302

303
304

305
306

307
308

309
310

311
312

313
314
315

316
317

318
319

320
321

322
323
324

325
326

327
328

329
330

331
332
333

334
335

336
337
338

339
34C
341

14 GLOBAL

[Caruana and Ewing ()] ‘How corporate reputation, quality, and value influence online loyalty’. A Caruana , M
T Ewing . 10.1016/j.jbusres.2009.04.030. Business Research 2010. 63 (9) p. .

[Gaurav ()] ‘Impact of Relationship Marketing Strategy on Customer Loyalty’. Kunal Gaurav . The Icfaian
Journal of Management Research 2008. 7 (11) p. .

[Peng and Wang ()] Impact of relationship marketing tactics (RMTS) on switchers and stayers in a competitive
service industry, L'Y Peng , Q Wang . 2006.

[Nguyen and Liem ()] ‘Inter-firm trust production: Theoretical perspectives. N P Nguyen , N T Liem .
10.5539/ijbm.v8n7p46. International Journal of Business and Management 2013. 8 (7) p. .

[Krishnamurthy ()] ‘Introducing e-markplan: A practical methodology to plan e-marketing activities’ S Krish-
namurthy . Business Horizons 2006. 49 (1) p. .

[Alrubainee and Al-Nazer ()] ‘Investigate the impact of relationship marketing orientation on customer loyalty:
The customer’s perspective’. L Alrubainee , N Al-Nazer . 10.5539/ijms.v2n1p155. International Journal of
Marketing Studies 2010. 2 (1) p. .

[Kotler ()] Marketing Management, P Kotler . 2010. Prentice Hall, Inc. New York.

[Goode and Harris ()] ‘Online behavioral intentions: An empirical investigation of antecedents and moderators’.
M M H Goode , L C Harris . 10.1108/030905607107. European Journal of Marketing 2007. 41 (5) p. 512536.

[Verhagen and Dolen ()] Online purchase intentions: A multi-channel store image perspective, T Verhagen , W
Dolen . 2009.

[References Références Referencias Industrial Marketing Management] 10.1016/j.indmarman.2007.12.002. Ref-
erences Références Referencias Industrial Marketing Management, 38 p. .

[Khan ()] ‘Relationship marketing -some aspects (review). M T Khan . International Journal of Information,
Business and Management 2014. 6 (2) p. .

[Ndubisi ()] ‘Relationship marketing and customer loyalty’. N O Ndubisi . 10.1108,/02634500710722425. Market-
ing Intelligence & Planning 2007. 25 (1) p. 98106.

[Mishra and Li ()] ‘Relationship marketing in fortune 500 U.S. and Chinese web sites’ K E Mishra , C Li .
10.1080/15332660802067882. Journal of Relationship Marketing 2008. 7 (1) p. .

[Sin et al. ()] ‘Relationship marketing orientation: Scale development and cross-cultural validation’. Y M Sin , C
B Tse, HM Yau , R Chow , SY Lee . 10.1016/S0148-2963(02)00493-9. Journal of Business Research 2005.
58 p. .

[Gronroos ()] ‘Relationship marketing: The strategy continuum’. C Grénroos . 10.1007/BF028. Journal of the
Academy of MarketingScience 1995. 23 (4) p. 252254.

[Kanagal ()] ‘Role of relationship marketing in competitive marketing strategy’. N Kanagal . Journal of
Management and Marketing Research 2009. 2 p. .

[Anderson and Srinivasan ()] ‘Satisfaction and e-loyalty: A contingency framework’. R E Anderson , S S
Srinivasan . 10.1002/mar.10063. Psychology and Marketing 2003. 20 (2) p. .

[De Madariaga and Valor ()] ‘Stake holders management system: Empirical insights from relationship marketing
and market orientation perspectives’. J G De Madariaga , C Valor . 10.1007/s10551-006-9149-7. Journal of
Business Ethics 2007. 71 p. .

[Morgan and Hunt ()] ‘The commitment-trust theory of relationship marketing’ R M Morgan , S D Hunt .
Journal of Marketing 1994. 58 (3) p. .

[Chen ()] ‘The customer satisfactionloyalty relation in an interactive e-service setting: The mediators’ S C Chen
. 10.1016/j.jretconser.2012.01.001. Journal of Retailing and Consumer Studies 2012. 19 (2) p. 202210.

[Garbarino and Johnson ()] ‘The different roles of satisfaction, trust, and commitment in customer relationships’
E Garbarino , M S Johnson . Journal of Marketing 1999. 63 (2) p. 7087.

[Liu et al. ()] “The effects of relationship quality and switching barriers on customer loyalty’. C T Liu, Y M Guo
, C H Lee . 10.1016/j.ijinfomgt.2010.05.008. International Journal of InformationManagement 2011. 31 (1)
p. 7179.

[Hunt et al. ()] ‘The explanatory foundations of relationship marketing theory’. S D Hunt , D B Arnett , S
Madhavaram . 10.1108/10610420610651. Journal of Business & Industrial marketing 2006. 21 (2) p. 7287.

[Wong ()] ‘The impact of trustworthiness and customer e-loyalty and esatisfaction’ W P M Wong .
10.6007/IJARBSS /v4-i3/T718. International Journal of Academic ResearchinBusinessandSocialSciences 2014.
4 (3) p. 390408.

[Sharifi and Esfidani ()] ‘The impacts of relationship marketing on cognitive dissonance, satisfaction, and loyalty:
The mediating role of trust and cognitive dissonance’ S S Sharifi , M R Esfidani . 10.1108/IJRDM-05-2013-
0109. International Journal of Retail & Distribution Management 2014. 42 (6) p. .


http://dx.doi.org/10.1016/j.jbusres.2009.04.030
http://dx.doi.org/10.5539/ijbm.v8n7p46
http://dx.doi.org/10.5539/ijms.v2n1p155
http://dx.doi.org/10.1108/030905607107
http://dx.doi.org/10.1016/j.indmarman.2007.12.002
http://dx.doi.org/10.1108/02634500710722425
http://dx.doi.org/10.1080/15332660802067882
http://dx.doi.org/10.1016/S0148-2963(02)00493-9
http://dx.doi.org/10.1007/BF028
http://dx.doi.org/10.1002/mar.10063
http://dx.doi.org/10.1007/s10551-006-9149-7
http://dx.doi.org/10.1016/j.jretconser.2012.01.001
http://dx.doi.org/10.1016/j.ijinfomgt.2010.05.008
http://dx.doi.org/10.1108/10610420610651
http://dx.doi.org/10.6007/IJARBSS/v4-i3/718
http://dx.doi.org/10.1108/IJRDM-05-2013-0109
http://dx.doi.org/10.1108/IJRDM-05-2013-0109
http://dx.doi.org/10.1108/IJRDM-05-2013-0109

342
343
344
345

346
347

348
349

350
351
352

353
354

355
356
357

358
359
360

[Abubakar et al. ()] ‘The moderating effect of long-term orientation culture on the relationship between trust,
personalization and customer satisfaction and loyalty: A proposed framework’. M M Abubakar , S S M
Mokhtar , A O Abdullateef . 10.6007/IJARBSS/v3-i9/194. International Journal of Academic Research in
Business and Social Science 2013. 3 (9) p. .

[Kiyani et al. ()] The relationship between brand trust, customer satisfaction and customer loyalty: FEvidence
from automobile sector of Pakistan, T M Kiyani , M R U K Niazi , R A Rizvi, I Khan . 2012.

[Gee et al. ()] ‘Understanding and profitably managing customer loyalty’. R Gee , G Coates , M Nicholson .
10.1108/02634500810879278. Marketing Intelligence & Planning 2008. 26 (4) p. .

[Deng et al. ()] ‘Understanding customer satisfaction and loyalty: An empirical study of mobile instant messages
in China’ Z H Deng , Y B Lu , K W Kwok , J L Zhang . doi:10.1016/j .ijinfomgt.2009.10.001. International
Journal of InformationManagement 2010. 30 (4) p. 289300.

[Stavros and Westberg ()] ‘Using triangulation and multiple case studies to advance relationship marketing
theory’. C Stavros , K Westberg . 10.1108/135227509109. Qualitative Market Research 2009. 12 (3) p. 307320.

[Poddar et al. ()] ‘Web site customer orientations, web site quality, and purchase intentions: The role of
websitepersonality’. A Poddar , N Donthu, Y Wei . 10.1016/j.jbusres.2008.01.036. JournalofBursinessResearch
2009. 6 (4) p. 441450.

[Alam and Yasin ()] ‘What factors influence online brand trust: Evidence from online tickets buyers in Malaysia’.
S Alam , N M Yasin . 10.4067/S0718-18762010000300008. Journal of Theoretical and Applied Electronic
Commerce Research 2010. 5 (3) p. .


http://dx.doi.org/10.6007/IJARBSS/v3-i9/194
http://dx.doi.org/10.1108/02634500810879278
http://dx.doi.org/10.1108/135227509109
http://dx.doi.org/10.1016/j.jbusres.2008.01.036
http://dx.doi.org/10.4067/S0718-18762010000300008

