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Abstract: In the internet marketing environment, many businesses have gradually realized gaining and main-
taining customer loyalty is its own important source of long-term profits. Firstly, this article elaborates the
connotation and importance of customer loyalty in the internet marketing environment; then it constructs the
model of customer loyalty influencing factor and analysis the barriers of customer loyalty’s formation; finally,
it proposes the five strategies of cultivating the customer loyalty.
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Figure 1. Factors on affecting the formation of customer loyalty
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