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Abstract

This survey research aims at studying the (1) relationship between antecedents of website
loyalty and (2) direct and indirect effects of antecedents affecting website loyalty based on Theory of
Planned Behavior. This research was adopted using questionnaires to collect data from 400 samples
that reside in Bangkok and who are used to buying products and services via website or other platforms
on the internet. Data were collected by accidental, purposive and snowball sampling methods, and
then the effects were analyzed between antecedents affecting to website loyalty by using stepwise
multiple regression and path analysis. The findings were shown as follows (1) trust has direct and

positive effect to website loyalty (2) both customization and satisfaction have direct and indirect
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positive effects to website loyalty and (3) perceived risk has indirect and negative effect to website

loyalty, which are statistically significant at .05 level. Furthermore, indirect effects of negative word

of mouth and complaint behavior to website loyalty are not statistically significant at .05 level.

Keywords: website loyalty, theory of planned behavior, trust, customization, satisfaction, perceived risk
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