
     
  
 
 
 

1377 

European Economic Letters 

ISSN 2323-5233 

Vol 14, Issue 1 (2024) 

https://doi.org/10.52783/eel.v14i1.1192 

http://eelet.org.uk 

Investigating The Influence of E-Loyalty And E-Satisfaction on Repurchase 

Behavioral Intentions in the Online Shopping Realm 
 

1Dr. Pooja Gupta, 2 Dr. Gowri Shankar, 3Laxhminarayan Das, 4Deeksha Joshi, 5Dr. Sonal Pathak, 6Dr.Sashikala V. 

 

1. Associate Professor, Department of Management, BSSS Institute of Advanced Studies, Bhopal, MP, India. 

drpoojagupta@bsssias.ac.in 

2. Associate Professor, Department of MBA, AIMS, Institutions, Peenya, Bangalore, Karnataka, India. 

drgowrishankar66@gmail.com 

3. Assistant Professor, Department of MBA, BPUT Rourkela, Bhubaneshwar, Odisha, India. 

laxhminarayan@yahoo.com 

4. Assistant Professor, School of Management, Graphic Era Hill University, Haldwani, Uttarakhand. India. 

deekshajoshi2121@gmail.com 

5. Professor, Department of Computer Applications, Manav Rachna International Institute of Research and Studies, 

Faridabad, Haryana, India, pathak25@gmail.com 

6. Associate Professor, KV Institute of Management and Information Studies, Anna University, Coimbatore, 

Tamilnadu, India.  vishwasash14@gmail.com 

 

Abstract  

 

The world is heading toward an online presence for everything, however slowly. Online shopping has become a regular habit 

for millions of people worldwide. More people than ever before are making purchases of goods and services online. Online 

purchases of goods and services are now typical for millions of individuals worldwide. It is interesting to see what influences 

customers' behavioral intentions in this process. This study aims to investigate how the influence of e-loyalty and e-satisfaction 

on repurchase behavioral intentions in the online shopping. The online questionnaire form was utilized as a data collection 

technique for this quantitative study. Convenience sampling techniques were employed in the study, and data were gathered 

online using a Google Forms form. 200 active respondent who frequently purchase online took part in the study. The data 

analysis tool utilized was SPSS 23. Regression analysis was used to assess our study objectives. Based on the study's findings, 

it was found that e-trust & e-satisfaction were positively correlated with Online Shopping. Managers should prioritize refining 

online shopping experiences to elevate e-satisfaction, focusing on transparent communication and efficient problem resolution. 

Investing in personalized loyalty programs and targeted communication strategies is crucial to building enduring e-loyalty 

among online shoppers. Leveraging data-driven insights from regression and e-relation analyses enables strategic adjustments 

to enhance factors influencing repurchase intentions. Continuous monitoring of customer feedback, benchmarking against 

competitors, and fostering employee engagement contribute to a holistic managerial approach for sustained success in the 

digital marketplace. 
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1. Introduction 

In the dynamic landscape of online retail, cultivating a steadfast customer base is indispensable for sustained success. In a 

market flooded with choices, organizations aiming for enduring relationships with their clientele must grasp the factors 

influencing repeat purchase behaviors. Among these factors, e-loyalty signals emerge as crucial elements shaping consumer 

attitudes and subsequent digital purchasing decisions. These signals encompass a broad spectrum of indicators seamlessly 

integrated into the online shopping experience, ranging from interactive features and website design to customer service 

standards and post-purchase communication strategies [1]. These cues serve as pivotal touch points that convey the retailer's 
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commitment to customer satisfaction, reliability, and overall brand appeal. Consequently, they wield considerable influence 

over the attitudes, beliefs, and intentions of customers when it comes to revisiting and continuing business with the brand. 

Given the rapid evolution of digital technology, it's hardly surprising that contemporary consumers wield significant influence 

over their purchasing journeys [2]. They exhibit a willingness to explore diverse categories, brands, and products at their own 

pace. Acquiring online customers hinges on delivering satisfactory experiences and fostering trust through quality service [3]. 

Consequently, the resurgence of customer loyalty holds newfound importance in the realm of online commerce, gradually 

overshadowing traditional marketing approaches. The transformative impact of the coronavirus pandemic stands out as one of 

the most significant shifts in shopping behavior this year, notably reflected in the escalating number of online shoppers. The 

pandemic era has served as a catalyst, offering a clearer perspective on our trajectory towards an increasingly digital age [4]. 

Against this backdrop, this study aims to scrutinize the influence of e-satisfaction, e-trust, and e-loyalty on consumer behavioral 

intentions, shedding light on the dynamics shaping contemporary consumer behavior in the online landscape. 

 

2. Literature Review 

Online shopping offers consumers many benefits because of information technology advancements. These benefits include 

wide international accessibility, affordability, a wealth of product information, increased flexibility, and increased convenience 

[5]. Nonetheless, the mechanics of internet shopping's buyer-seller relationship take place in an unpredictable setting. Online 

shopping carries inherent dangers due to issues like personal information privacy and uncertainty around products sold by 

internet marketers and fulfillment [7]. As such, the perception of online purchasing is still higher than that of traditional in-

person shopping  

 

2.1. E Loyalty 

The level of dedication and allegiance that online users show to a specific website, online platform, or business is known as e-

loyalty. The long-term survival of online enterprises depends on creating and retaining e-loyalty in the digital age, when 

customers have an abundance of options at their disposal. There are several variables that lead to the emergence of e-loyalty 

[8]. Customer happiness is a crucial component that arises from a satisfactory online shopping encounter, effective customer 

support, and the provision of high-quality goods or services. Trust plays a significant role in e-loyalty as well since users must 

have faith in the safety of their personal data, the integrity of online transactions, and the dependability of the platform [9]. E-

loyalty cues are essential in influencing and reiterating the attitudes and intentions of consumers. These cues cover a wide range 

of elements related to the online buying experience, such as interactive elements, easily navigable website designs, open lines 

of contact, and tactics for engaging customers after making a purchase [10]. Good experiences at these touch points demonstrate 

the online retailer's commitment to overall brand attractiveness, dependability, and customer satisfaction. Furthermore, 

maintaining e-loyalty involves constant efforts to engage users, customize their experiences, and adjust to changing user 

preferences. Personalized recommendations, special offers, and loyalty programs are good ways to build and maintain e-loyalty 

[11]. Businesses may increase consumer loyalty and promote repeat business by fostering a feeling of community and 

connection with the brand. Building client loyalty is crucial since it plays a key role in a business's capacity to become 

profitable. The early understanding of customer loyalty focused on the frequency with which customers made purchases [12]. 

While in accordance with a study customer's recurring purchases demonstrate their favorable attitude regarding a brand. As per 

reference, recurring purchase behavior is a sign of customer loyalty when online shoppers exhibit a positive attitude towards 

online sellers [13]. According to this study, e-loyalty is defined by consumers' dedication and favorable attitude toward the 

online retailer, as evidenced by their repeated purchases. 

 

2.2. E-Satisfaction 

One of the most important ideas in the field of customer behavior is customer satisfaction. The expectancy-disconfirmation 

hypothesis, which holds that consumer pleasure results from a subjective comparison between expectations and actual 

experiences with goods or services, forms the theoretical basis of this approach [14]. Both positive and negative emotions as 

well as cognitive disconfirmation have an impact on customers' assessments of their level of satisfaction. E-satisfaction, which 
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focuses on customers' fulfillment and pleasure from their online interactions, is an important component of the digital consumer 

experience. In the ever-changing world of e-commerce, where digital engagement and virtual transactions are common, e-

satisfaction is crucial in forming consumer views and encouraging recurring behavior [15,24]. Because of the special 

characteristics and difficulties of the digital world, e-satisfaction in the context of online buying transcends traditional 

satisfaction metrics. It entails an adaptable strategy that takes into account elements like interactive features, customer service 

responsiveness, usability of websites, and the overall smoothness of the online purchasing experience [16]. E-satisfaction is a 

dynamic term that encompasses customers' changing experiences and expectations in the ever growing digital space. 

Businesses looking to establish a solid online presence and create long-lasting relationships with their digital consumer base 

must comprehend e-satisfaction. Businesses can foster e-satisfaction by continuously meeting or surpassing customer 

expectations, quickly resolving issues, and improving the entire online buying experience [17]. Consequently, this leads to a 

rise in patronage, favorable referrals, and ongoing prosperity in the fiercely competitive realm of online shopping. 

 

2.3. Repurchase Behavioural Intentions 

When considering e-loyalty and e-satisfaction, repurchase behavioral intentions show how likely or inclined online shoppers 

are to return to a specific online platform, brand, or website for more purchases. It captures the dedication and allegiance that 

consumers form in response to their experiences and degrees of satisfaction in the digital sphere [18,23]. Repurchase behavioral 

intentions are largely influenced by e-satisfaction. Customers are far more likely to return for additional transactions when they 

have a favorable e-satisfaction outcome, which is the result of a flawless online buying experience, effective customer care, 

and meeting consumer expectations [19]. According to the expectancy-disconfirmation hypothesis, the emotional and cognitive 

components of e-satisfaction have a direct influence on consumers' perceptions and evaluations of their previous interactions, 

which in turn shapes their intention to repurchase [20,22]. Moreover, e-loyalty serves as a link between e-satisfaction and 

behavioral intentions to repurchase. E-loyalty refers to the long-term dedication and confidence that consumers have for a 

particular online business, which is cultivated through satisfying interactions, tailored communication, and a feeling of 

community [21]. Interactive elements, open communication, and post-buy tactics are examples of loyalty cues that help to 

foster e-loyalty, which raises the possibility that consumers may indicate their intent to make another purchase. 

 

3. Objectives of the Study 

• To study the impact Effect of E-Loyalty and E-Satisfaction on Repurchase Behavioural Intentions Among Online 

Shoppers 

 

4. Research Methodology  

The kind of research that is being done for this project entails using an empirical inquiry to validate the theoretical framework. 

To guarantee a representative selection of participants, a simple random sample technique has been used in the sampling design. 

A sample size of 200 respondents from the Delhi & NCR region is included in the study. A standardized questionnaire was 

used to directly collect primary data from the respondents, and the researchers separately gathered information in different parts 

of Delhi and the NCR. Regression and e-relation analysis approaches have been used in data analysis to assess the patterns and 

correlations found in the dataset, offering a thorough comprehension of the goals of the study. 

 

5. Data Analysis  

5.1. Demographic Profile  

Table 1: Demographic Profile 

Demographic Data No of 

Respondents 

Gender 

Male 90 

Female 110 
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Age Groups 

25 and under 62 

26-30years 41 

31-35 years 36 

36-40 Years 38 

45 & Above 23 

Respondents Disposable Income 

Under 10000 106 

10000-20000 31 

20000 - 30000 29 

Above 30000 34 

Frequency of Monthly Purchase 

Once a Month  122 

Twice a Month 28 

Thrice a Month 32 

More than four times a year 18 

The aforementioned table indicates that of respondents demographic profile gender, age, disposable income and frequencies of 

purchases.  

 

5.2. Mean, standard deviation and factor correlation values of research variables. 

Table 2: Mean & SD 

Variable Mean S D 1 2 3 

E Loyalty(1) 3.06 0.94 0.741   

E-satisfaction (2) 3.16 1.07 0.688 0.804  

Repurchase Behavioral Intentions 3.12 0.99 0.706 0.630 0.808 

These tables provide information on the means, standard deviations, and correlations between the variables E Loyalty (1), E-

satisfaction (1), and Repurchase Behavioural Intentions. The correlations indicate the strength and direction of the relationships 

between these variables, which can be useful in understanding how they are interconnected in a given context or study. 

 

5.3. Multiple Regression Analysis 

Table 3: Multiple Regression Analysis 

Variable Coefficient Standard Error t-value p-value 

Intercept .482 .270 3.110  

E Loyalty .382 .074 5.289 .000 

E-Satisfaction .538 .063 8.319 .000 

 

According to the standardized regression coefficients, it was determined that e-loyalty (β=.382, Sig<,05); e-satisfaction 

(β=.538, Sig<,05) had an effect on the repurchase behavioral intentions. 

 

6. Conclusion 

This study explores the complex connections that exist in the online purchasing environment between loyalties, repurchase 

intentions, and customer satisfaction. The research emphasizes the crucial role that positive experiences, high-quality goods 

and services, and many facets of the online shopping process play in influencing consumer behavior through a thorough analysis 

of the variables affecting satisfaction and repurchase intentions. The results highlight the role that e-loyalty plays in eliciting 

repurchase intentions and highlight how crucial favorable perceptions of electronic companies are in encouraging repeat 
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business. Additionally, the study clarifies how e-service quality and e-recovery affect e-loyalty, offering insightful advice on 

how to improve client loyalty in online environments. The investigation of e-loyalty-influencing aspects by the study, such as 

trust, website design, and customer service, adds to a thorough knowledge of consumer behavior in online retail settings. The 

essay also emphasizes the significance of e-service quality, customer happiness, and trust in influencing online shoppers' 

intentions to make more purchases. Overall, this study lays the groundwork for future research in this area by offering insightful 

information about the intricate interactions that exist between e-satisfaction, e-loyalty, and repurchase intentions in online retail 

settings. 
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