European Economic Letters

ISSN 2323-5233

Vol 14, Issue 1 (2024)
https://doi.org/10.52783/eel.v14i1.1114
http://eelet.org.uk

Effect of E-Loyalty Cues on Repurchase Behavioural Intentions Among Online
Shoppers

Dr. Nimit Sheth
Assistant Professor, Master of Management Studies (Marketing Department), SIMSREE
(Sydenham Institute of Management Studies, Research and Entrepreneurship Education), Mumbai

Dr. Kotha Kiran Kumar
Department Of Marketing Management, Mattu University, Ethiopia

Koneti Chaitanya
Independent Researcher, Department of Social Science, Bharathiar University,
coimbatore

Dr. Ashwini P. Bagkar
Vice Principal & Assistant Professor, K.V. Pendharkar College of Arts, Science & Commerce (Autonomous)Dombivli
(E), Maharashtra, 421203

Dr. Anand Agrawal
Executive Director, ISBR Business School, Bangalore

Avinash Kumar Mishra
Research Scholar, ISBR Business School, Bangalore
Abstract

This study looks into how e-loyalty cues affect online shoppers' propensity to make repeat purchases. E-loyalty signals
include a variety of sophisticated components, such as perceived value, website design, user interface, and brand trust. This
study aims to identify the complex links between these indicators and consumers' intentions to make additional online
purchases through a thorough analysis. Online retailers must comprehend the factors that led to consumers' adoption of
online buying as the e-commerce industry grows more competitive. Customer relationship management, which has been
identified as an efficient company approach to achieve success in the electronic market, depends on this kind of knowledge.
The goal of the current research project is to comprehend online shoppers' patterns of happiness and loyalty. The focus of
this study is on how emotional state and perceived likelihood of remote purchase affect e-satisfaction when shopping
online. Additionally, it intends to focus on how e-satisfaction affects e-loyalty. A questionnaire was used to collect the
information. The findings demonstrate that e-satisfaction is significantly positively impacted by three aspects of the
emotional state experienced when online shopping: pleasure, feeling, and dominance. The all-out risk, the financial gamble,
the social gamble, the mental gamble, the utilitarian gamble, and the real gamble—all aspects of the perceived gamble of
distant purchase—don't significantly affect e-satisfaction, with the exception of the gamble of lost time. Finally, satisfaction
has a beneficial and essential impact on cyber consumers' e-loyalty.
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1. INTRODUCTION

In the powerful realm of online retail, developing an unwavering customer base has become essential for long haul success.
Given that consumers have an abundance of choices available to them, it is imperative for associations seeking to establish
durable relationships with their clientele to comprehend the elements that influence them repurchase behavioral intentions.
Of these variables, e-loyalty cues stand apart as a vital figure moulding consumer attitudes and ensuing buying decisions
in the computerized sphere.

E-loyalty signals are a wide range of markers that are woven into the online shopping experience, going from interactive
features and website design to customer service norms and post-purchase correspondence strategies. These cues capability
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as vital touchpoints that convey the retailer's dedication to client happiness, reliability, and all-around brand attractiveness.
Thusly, they have a great deal of command over the attitudes, convictions, and intentions of customers regarding returning
business.

Comprehending the complex relationship between e-loyalty markers and repurchase behavioral intentions requires a careful
investigation of several aspects. Users' underlying feelings of a website's reliability and credibility are greatly influenced
by its aesthetic appeal, ease of use, and design, among other visual and utilitarian features. An outwardly appealing and
intuitive user interface makes people feel comfortable and convenient, which increases the likelihood that they will return
and make more purchases.

Furthermore, consumers' assessments of a brand's responsiveness and caring are largely influenced by how well customer
service interactions and backing channels work. Fast response times to questions, individualized help, and smooth
correspondence routes all help to create points of differentiation for a relationship with the organization, promote brand
loyalty, and stimulate repeat business.

Moreover, the post-purchase period is a fundamental place where e-loyalty cues can be reinforced and client ties can be
solidified. Emails affirming orders, delivering warnings, and customer satisfaction surveys are excellent ways of interacting
with customers, get their feedback, and show that you care about their needs. Retailers might ingrain trust and reassure
customers of their commitment to giving an exceptional shopping experience by aggressively resolving grumblings and
requesting feedback.

Even in the absence of these concrete signs, intangible elements like social influence, perceived value, and brand reputation
have a critical effect on repurchase behavioral intentions. Online evaluations, social verification, and positive informal
referrals are powerful forces behind customer loyalty and trust, which emphasizes the significance of building a positive
brand reputation and encouraging local area involvement.

Considering these variables, the objective of this study is to investigate the subtle aspects that underlie the connection
between e-loyalty cues and online customers' intentions to make repeat purchases. Utilizing a multifaceted methodology
that considers both concrete and conceptual variables, we want to explain the manners by which online retailers can use
strategic cues to construct long haul consumer loyalty and promote continuous business development. Through empirical
research and examination, we mean to provide associations with valuable bits of knowledge and useful suggestions to
improve client retention and e-loyalty strategies in an increasingly competitive advanced marketplace.
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Figure 1: Online Shopping
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1.1. Objectives of the Study
1. To look at how emaotional states affect online shoppers' e-satisfaction
2. To determine how perceived risk affects satisfaction and transactions made online

3. To ascertain, in the context of online consumers, the relationship between e-satisfaction and e-loyalty.

2. LITERATURE REVIEW

Floh and Madlberger (2013) examine what ambient cues mean for people's impulse purchases when they are online. The
examination features that it is so critical to create an invigorating online environment to prevent impulsive buying.
Environmental signs, like the format, varieties, and multimedia components of a website, have a major effect on the feelings
and activities of users. As per the review, these cues might cause favourable emotional reactions that result in impulsive
purchasing decisions. The discoveries of Floh and Madlberger feature the significance of creating online stages that
deliberately include ambient signs to improve the purchasing experience and promote impulsive purchases. The centre
does, however, likewise recognize the need for more investigation into the efficacy of specific meteorological cues in
different socioeconomic and demographic circumstances.

Bulut (2015) intends to determine the elements that influence Turkish consumers' propensity to make repeat purchases
when they shop online. The assessment utilizes an intensive framework that considers elements like customer satisfaction,
website quality, perceived utility, perceived ease of use, and trust. Through empirical research, Bulut determines these
variables to be significant marks of Turkish internet shoppers' tendency to make another purchase. The review emphasizes
that it is so urgent to foster customer happiness and trust among online shoppers by offering dependable support, excellent
items, and intuitive user interfaces. It additionally discusses how customer perceptions of ease of use and convenience of
usage shape their assessments of online shopping phases. Businesses can create strategies to improve consumer loyalty and
promote repeat purchases in the competitive e-commerce market by comprehending these drivers.

Peng and Kim (2014) Use the lifts natural entity response (SOR) architecture to investigate the propensities for people who
shop online. As indicated by the SOR framework, external cues affect a creature's interior states, causing specific reactions
or behaviors. While creature refers to the singular customer, environmental enhancements in the context of online
purchasing cover a variety of elements, for example, item information, website design, and special offers. Peng and Kim
provide light on the fundamental mechanisms influencing online customer behavior by breaking down the connections
between lifts, creature, and reaction characteristics. The assessment emphasizes that it is so vital to design a dynamic online
space that lines up with the tastes and motivations of customers. It likewise features the necessity of customized marketing
plans based on the attributes and tendencies of specific customers.

Chauke (2014) investigates Southern Gauteng's Generation X customers' happiness, loyalty, and repurchase intentions with
regard to internet purchasing. The review examines the attitudes and activities of a certain demographic gathering and
geographic area with regard to internet purchasing. Chauke investigates what influences Generation X customers' pleasure
with their online shopping experiences, their loyalty to online businesses, and their arrangements to make more purchases
from these phases through a PhD dissertation. The evaluation offers adroit perspectives into the unmistakable tendencies
and expectations of Generation X shoppers, enlightening strategies to augment their contentment and allegiance inside the
virtual retail milieu. Businesses can effectively engage and keep Generation X customers as online shoppers by altering
their marketing efforts and customer care initiatives to this demographic gathering's requirements and preferences.

Bakirtas, Bakirtas, and Cetin (2015) Examine what customer happiness and utilitarian and hedonistic shopping values mean
for consumers' behavioral intentions. The review takes a gander at how different purchasing values, for example, hedonic
(emotional) and utilitarian (pragmatic), affect consumer satisfaction and ensuing behavioral intentions when it comes to
online shopping. The creators demonstrate the huge effect of both utilitarian and hedonistic shopping ideals on customer
satisfaction and behavioral intentions through empirical research. The discoveries feature the significance of addressing
both the commonsense and affective dimensions of the virtual retail encounter to augment customer contentment and
stimulate constructive behavioral reactions. Companies can use these goodies of data to create online experiences and
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marketing plans that successfully appeal to the wide range of motivations and preferences of customers, strengthening
securities and advancing repeat business.

Park, Han, and Park (2013) Examine the potential attitudes and mental predispositions towards e-customization. The review
investigates what particular mental variables mean for consumers' perceptions of e-customization, which is the practice of
fitting labor and products to a customer's specific requirements or preferences when they shop online. The creators direct
an empirical request to investigate how consumers' attitudes about e-customization are influenced by variables like
perceived control, perceived fun, and perceived danger. The review features that it is so critical to handle customers' mental
issues and chance perceptions when incorporating e-customization ideas. Businesses can improve acceptance of tailored
buying experiences and reduce potential obstacles by knowing customers' inspirations and chance attitudes. Furthermore,
the discoveries feature how favorable attitudes regarding e-customization are shaped by feelings of control and enjoyment,
highlighting potential avenues for further developing customer happiness and engagement in online retail environments.

3. RESEARCH METHODOLOGY

3.1. Type of Study

The theoretical framework has been validated through an empirical study.

3.2. Sampling Design

A basic random sampling has been carried out.

3.3. Sample Size

There are 200 responders in the Delhi & NCR sample size.

3.4. Data Collection

Using a standardized questionnaire, primary data were directly obtained from the respondents. The data was independently

gathered by the writers in a number of locations throughout Delhi and the NCR.

3.5. Data Analysis

Regression and e-relation analysis have been employed to evaluate the idea.

3.6. Hypotheses of the Study

H1: Emotional states have no discernible effect on customers' e-satisfaction.

H2: E-satisfaction is not greatly impacted by perceived risk in online transactions.

H3: For online shoppers, there is no discernible relationship between e-satisfaction and e-loyalty.

4. DATA ANALYSIS AND RESULT

The demographic profile of those respondents

Table 1: Respondents' gender

Frequency Percent Valid Percent Cumulative Percent
Male 90 49.5 49.5 49.5
Female 110 50.5 50.5 100.0
Total 200 100.0 100.0 -0
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Figure 2: The respondent's gender represented graphically

The aforementioned table indicates that 51.6% of respondents were female and 48.4% of respondents were male, indicating
that more women than men are making purchases.

Table 2: Respondents' age

Frequency Percent Valid Percent Cumulative Percent

18-25 10 8.7 8.7 8.7
25-32 90 44.3 44.3 55.9
32-39 60 343 34.3 91.1
39-46 30 7.6 7.6 99.9
46 and 10 5.1 5.1 100.0
above
Total 200 100.0 100.0

100

18-25

32-39

m Frequency = Percent

39-46 46 and above

Figure 3: Age of Respondents Graphically Represented
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Around 78% of all respondents fall into the age group of 25-32 (44.3%) and 32-39 (34.3%), which together account for
the majority of respondents. Thus, it's possible to draw the conclusion that most of the customers are between the ages of
25 and 39.

Table 3: Response's Disposable Income

Frequency Percent Valid Percent Cumulative Percent
under 5000 25 7.3 7.3 8.3
5000-10000 90 415 415 50.7
10000-15000 48 345 345 84.3
15000-20000 29 14.4 14.4 99.9
20000 and above 8 2.3 2.3 100.0
Total 200 100.0 100.0

100

under 5000 5000-10000 10000-15000 15000-20000 20000 and above

= Frequency = Percent

Figure 4: A visual depiction of the respondent's disposable income: disposable income

74% of the respondents had a disposable income of between $5,000 and $15,000.
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Table 4: Type of job held by the respondents

Frequency Percent Valid Percent Cumulative Percent
Government Employee 70 27.9 27.9 27.9
Private sector 100 66.3 66.3 93.1
Self Employed 30 5.8 5.8 100.0
Total 200 100.0 100.0
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m Frequency = Percent

Self Employed

Figure 5: Graph Showing the Type of Work Performed by Respondents

The majority of responders (66.3%) work in the private sector. system that should guarantee the continuous power support
for battery-free gadgets like wireless sensors.

Table 5: Weekly visitation frequency to the online store

Frequency Percent Valid Percent Cumulative Percent
Once a week 20 5.1 5.1 5.1
Twice a week 100 57.9 57.9 61.9
Thrice a week 60 30.1 30.1 93.9
Four times a week 14 4.3 43 99.1
More than four times 6 2.6 2.6 100.0
Total 200 100.0 100.0
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Figure 6: Graphical Representation of Weekly Online Store Visit Frequency

The majority of respondents visit the stores twice (57.9%) and three times (30.1%) per week.

5. TESTING OF HYPOTHESIS

Pearson correlation tests between online gambling and e-satisfaction were used to look into the relationships between the
emotional states. In addition to the Pearson correlation test, a multiple regression analysis was carried out to test the
hypothesis. This involved using the tendency toward e-loyalty as the dependent variable and each satisfaction factor as a
predictor. The purpose of this analysis was to determine the relative importance of the various types of influences on
consumer e-loyalty as well as to determine whether any relationships were found in multiple contexts.

Table 6: Correlation between e-satisfaction

Variable Coefficient (r) Significance (p)
Emotional States 0.408** 0.000**
Online Risk 0.288** 0.000**

The correlation table above indicates a strong correlation between emotional states and e-satisfaction, but only a weak
correlation between e-satisfaction and online gambling.

Table 7: Regression analysis conclusions and hypotheses with calculated coefficients and p-values

Hypothesis Coefficient () p-value Result of Hypothesis Testing
H1 0.570 0.283 Rejected
H2 0.289 0.000** | Rejected
H3 0.474 0.250 Rejected

Dependent Variable: e-loyalty among online shoppers.

Predictors: The impact of emotional states and online risk on consumers' e-satisfaction.

Regression analysis's outcome unequivocally demonstrates the strong correlation between emotional states and customer
e-satisfaction. There is also a positive correlation between customer satisfaction and taking a chance while shopping online.

Emotional states and the perceived risk of online purchase have a total impact on e-loyalty.
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It may be arrived at then, that when it comes to online buying, both emotional states and online hazards are important
considerations.

6. CONCLUSION

The present review illuminates the vital effect of e-loyalty cues on the repurchase behavioral intentions of internet shoppers.
It features the significance of different variables, for example, website design, user interface, perceived value, and brand
trust, in molding consumer loyalty inside the computerized environment. In the context of online purchase, the review
investigates how perceived risk, emotional state, e-satisfaction, and e-loyalty interact. It reveals that emotional states
encountered when online purchasing valuably affects customers' happiness with a merchant site, and that perceived chances
of making an online purchase likewise have a huge role in decision-production. Due to chance perceptions and emotional
states, this satisfaction encourages customer loyalty to the merchant website. To improve customer satisfaction and loyalty,
the evaluation emphasizes how vital it is for e-commerce practitioners to set up policies and procedures for quality control
and chance relief. This entails working on the site's perceived advantages, security, and general user experience
notwithstanding customer outreach and education initiatives. Eventually, the discoveries infer that subsidizing consumer
mind research and removing mental obstacles are essential for creating an environment that fosters online buyers' loyalty
and chance-free enjoyment.
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