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. Abstract

This paper examines empirically the effect of mileage program in e-Business on brand
loyalty, and the mediating role of customers’ trust and relational commitment. The results
show that customer’s benefits and convenience of the program significantly influences
positively customer’s trust. In addition, customer’'s trust also influences positively
relational commitment, and relational commitment significantly influences positively brand
loyalty. Thus, trust and relational commitment should be considered in the mileage
program to improve the brand loyalty of internet shopping mall. Implications and

limitations of this study are suggested.
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