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Abstract 

Loyalty may be defined as a customer's intention or predisposition to purchase from 

the same seller or the same brand again, and is an outcome of the conviction that the value 

received from the said seller/ brand is higher than the value available from other alternatives. 

Loyalty therefore has been considered to be a key factor in achieving success and 

sustainability for a seller or brand over time. The aim of this research work is to inspect 

factors that sway customer e-loyalty. Hence three factors are chosen which sway customer e-

loyalty and they are trust, customer contentment, and sense of belonging. We have chosen 

mobile banking as the mark technology and college students as subjects for this research 

work. Around fifty nine questionnaires were used for the data analysis. Several regression 

analyses are also conducted for analyzing the data. Trust, customer contentment, and sense of 

belonging are identified to have a momentous impact on customer e-loyalty in mobile 

banking. 

 

Introduction 

The uprising trend in information technology has a unswerving power on the means 

business is carried out. As far as the banking industry is concerned, one of the significant 

developments has been the introduction of mobile banking. Mobile banking provides bank 

customers the availability of 24-hour access to banking services without the need to visit the 

bank for most services and transactions [1]. The banking sector has eye - witnessed foremost 

developments during last 20 years. In particular the automation of banking services and the 

use of banking technologies to attain cost goals and better serve the bank customers [2]. 

Pikkarainen et al. [3] stated that by making use of internet is one among the cheapest way for 

banking products. In the literatures by Reichheld et al. [4] and Reichheld and Schefter [5], the 

high costs associated with captivating new e-customers, is indispensable for banks to 

preserve their current customers and make them loyal. In the intervening time, customer 

loyalty in the mobile banking era has become a key issue due to its beneficial and positive 

influence on banks’ enduring profitability [6]. For that reason, there is a requirement to settle 
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on what influences customer e-loyalty. By itself, the core reason of this research work is to 

examine whether trust, customer contentment, and sense of belonging influence customer e-

loyalty in mobile banking. 

 

Review of Literature 

Customer e-loyalty is a novel conception and is well thought-out to be a branch of 

concept of loyalty, which is put into practice in the e-commerce sphere of influence. At first it 

was conceived by Reichheld and Schefter [5]. Furthermore, Sohn and Lee [7] have given a 

definition for e-loyalty as “customers' behaviour to visit and revisit the specific website and 

make transactions comfortably.” E-loyalty term was also defined as "a customer's favorable 

attitude toward the e-retailer that results in repeat buying behavior" by Srinivasan et al. [8]. 

The elevated competitiveness in the internet based and mobile based retail environment has 

resulted in enriching e-loyalty, that has become a means for the endurance of online retailers, 

as competition is just ‘a touch away’ [5].  

Trust has been pointed to as one among the foremost determinants of e-loyalty in 

most retailing environments [8, 9]. The authors Lewis and Soureli [10] defined trust as “a 

feeling of security, based primarily on the belief that one party's behavior is guided by 

favorable intentions towards the best interest of the other.” The authors Moorman et al. [11] 

define trust as “the willingness to rely on an exchange partner in whom one has confidence.” 

Per se, trust in e-retailing is the faith or anticipation that the retailer is capable enough to 

remain promises and can be depended on [12]. In the context of mobile banking, trust helps 

in eliminating perceptions that are closely connected to risk and insecurity between online 

customers when they are occupied in internet based financial actions. To put on and carry on 

a cut-throat benefit, online providers need to create trust, which later enhances e-loyalty [5].  

There are previous research works carried out which can be seen in the literatures [13, 

14, 16] have mentioned that trust is well thought-out to be a significant feature to developing 

enduring customer relations. The authors Floh and Treiblmaier [15] stated that the connection 

between trust and customer loyalty is directly proportional. Also another factor that drives e-

loyalty is customer contentment [17]. Customer contentment is defined as “an overall 

evaluation based on the total purchase and consumption experience focused on the perceived 

product or service performance compared with pre-purchase expectations over time” [18]. 

Many researchers [19, 20,21] examined the momentous function of contentment in forming 

customer loyalty and have revealed a positive outcome of fulfilment on the continued actions 
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in electronic transactions. Taking as an example the authors Ribbink, et al. [6] recognized 

that when customers are contented with a specific online retailer, they are willing to reiterate 

purchases with that retailer. Additionally, other researchers have identified a unswerving 

effect of satisfaction on customer e-loyalty [22, 23]. 

So many research works are conducted [24, 25, 26] have also found and 

acknowledged sense of belonging and loyalty as the major factors, which will settle on the 

achievement of the customer relationship. The authors Hagel and Armstrong [27] made a 

strong suggestion that the target to buy is influenced by a sense of belonging. The author 

Roberts [28] mentioned that persons with a higher sense of belonging spend more time and 

attempt into their partaking through online mode. As a result, a sense of belonging influences 

a customer’s recur purchasing behaviors [29]. A study was carried out by Morgan and Hunt 

[26] and stated that sense of belonging influenced loyalty to an online relationship. In the 

same way, the authors Moorman et al. [11] found that sense of belonging positively affected 

customer loyalty. In an online business, Kim et al. [30] suggested that sense of belonging was 

observed as an indispensable trait for captivating customer loyalty. Distinctively, sense of 

belonging allows the customer to be part of the seller, as a consequence, creates a lasting 

relationship with the seller [26, 31]. In this research work, we clarified that sense of 

belonging to be the experiences of customer involvement in a bank by the means of mobile 

banking so that the customer undergoes himself / herself as a fundamental part of the bank. 

 

Research Methodology and Analysis 

As stated in the above sections, we empirically inspected the three factors that 

probably sway e-loyalty namely: trust, customer contentment, and sense of belonging. Three 

hypotheses of this study included:  

Hypothesis 1: Trust has a positive effect on customer e-loyalty in mobile banking. Hypothesis 

2: Customer contentment has an upbeat effect on customer e-loyalty in mobile banking.  

Hypothesis 3: Sense of belonging has a positive effect on customer e-loyalty in Internet 

banking. 

Mobile users belonging to nationalized and private banks are participated in this 

study. We made use of a questionnaire as the method to collect data and all items intended to 

measure the variables in this research work (i.e., trust, customer contentment, sense of 

belonging and customer e-loyalty) were adopted from previously validated instruments that 
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can be obtained from the literatures [32, 33, 34]. We performed a factor analysis to assess the 

validity of the instrument and used multiple regressions to test the model. 

We collected a total of 300 questionnaires out of 297 questionnaires distributed, 

which indicates a 97 % rate of return. Of the 297 returned questionnaires, 10 were incomplete 

questionnaires and were discarded. Having dropped cases of incomplete questionnaires, we 

used a total of 287 questionnaires for the data analysis. About 51% of the respondents were 

female and 49% were male. The mean age of the respondent was about 25 years old. Among 

the respondents, 66% had more than one year of experience with Mobile banking and about 

33% had less than one year of experience.  

We also carried out a principal component factor analysis with Varimax rotation. The 

KMO measure of sampling adequacy value for the item was 0.881, which was more than the 

recommended minimum of 0.635. Into the bargain, the Bartlett’s Test of Sphericity was also 

significant (Chi square = 1100.756, p < 0.001). Trust, customer contentment, sense of 

belonging, and customer e-loyalty loaded well on their factors and explained 76.81% of the 

variance. The internal consistency method was employed using Cronbach’s alpha and the 

Cronbach’s alpha values for the components ranged from 0.762 to 0.810. The Chronbach’s 

alpha values indicated the reliability of the measurement used in this study. The F statistic for 

the final model indicated a significant model. The regression results also showed that trust (β 

= .29, p < .05), customer satisfaction (β = .295, p < .05) on customer e-loyalty was 

statistically significant, which supported the three hypotheses in this study. Overall, trust, 

customer satisfaction, and sense of belonging together explained 43.9% of the variance in 

customer e-loyalty. 

 

Conclusions 

The result of this research work prop up that customer e-loyalty is directly 

proportionate by contentment, trust, and sense of belonging. This research work also 

mentioned the importance of both trust and customer satisfaction in influencing customer e-

loyalty of mobile banking. In particular, sense of belonging is an imperative factor for 

predicting customer e-loyalty and is dependable with findings of similar previous research 

works. From a management outlook, mobile banking providers are supposed to improve 

individual customer’s sense of belonging to mobile banking. Quite a lot of mechanisms can 

help users identify themselves as members of that particular bank. For example, mobile 
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banking providers can give members more rights, such as highly secure e-mail, compared to 

non-members, so as to give the members a feeling of being more valuable to the bank. 
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