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Abstract : Customer loyalty is an important factor for the network businesses to maintain market position and
sustainable competitive advantage. However, the existing theoretical literature studies show that complexity and
uncertainty of customer loyalty in the network environment have become a bottleneck to hinder further
development of e-commerce. Therefore, on the basis of previous literature, structure equation model is built in this
paper, regarding trust, online site characteristics, line logistics service quality, customer satisfaction, switching
costs as external cause's latent variable, customer loyalty as endogenous latent variable. Questionnaire survey is
used to collect empirical data, and factor analysis and structural equation model are introduced reveal influencing
factors and action mechanism of customey loyalty in online shopping environment. The study turns out that in a
network environment, trust can not only indirectly affect customer loyalty by customer satisfaction, but also can
become the direct antecedent variables of customer loyalty. Online site characteristics and quality of logistics
services commonly increase the customer satisfaction and indirect impact on customer loyalty accumulation;
customer satisfaction and switching costs are the major factors with direct impact on customer loyalty in the
network environment. The result reflects online shopping environment customer loyalty influencing factors and
mechanism of action, there has very important reference value for network retailers to implement the plan of
customer loyalty.
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