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Abstract Competition in Internet open-market has become fiercer as much for its growth
possibility in differentiating from the general commercial market. For this reason, internet
open-market entrepreneurs should make effective strategy in improving customers e-loyalty
to survive in the highly competitive internet open-market as in off-line market and to aim
for growth through constant profit making. To satisfy with the goal, this study has been
performed as the empirical research that confirms to the influence and relationship of
e-service quality affected on the perceived value, customer satisfaction and e-loyalty. This is
based on the result that e-service quality affected on e-loyalty for internet open-market.
The research results are shown as follows; first, all factors including the perceived value
and customer satisfaction, except possibility of system use, have the effect of e-service
quality. Second, the perceived value between measurements affects significantly on customer
satisfaction. And third, the perceive value and the customer satisfaction are also
meaningfully influential to e-loyalty. The result presents important point that entrepreneurs
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in Internet open-market need to do their best to maintain in making profits for the future
by improving the customers’ e-loyalty and securing customers with high loyalty via
continually revealing new influential factors on e-service quality, perceived value, and

customer satisfaction.
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7b Tl Ee] Mg 28 2A99e AA E4h A
b AEY AolA Ee 7FH] EE e Hge
el JEUS B3 719 AYFEES o= Fa
g 5718 A FHHZeithaml et al, 2000). o]del A
FATE EUE g3 22 HES H4F & 4 9
123

M4 A% AR E e-FAE £9% B9
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A HE AT Aest FUEHA 8 AA S
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<EFID> R

2 A7 TAA 54

411 B34 24
£ AT eAuls FAE-S-QUAL) ¥4 &
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0.18, (4.77)

0.14, (3.08)

0.44, (9.64)
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