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Abstract

This study aims to analyze factors that can affect customer retention of e-commerce users, in this
study, the scope of research objects set by researchers in accordance with the problems to be
studied is about the factors that affect customer retention of application users to use the application.
This type of research is quantitative, the population in this study is the use of the Shopee
application in Indonesia, the number of samples used in this study is 300 respondents with criteria,
Active users of Shopee online applications / websites in Indonesia, Users who are over 17 years
old and have made purchases at least 3 times. The data analysis technique used in this study is
Structural Equation Modeling (SEM) based on Partial Least Square (PLS) which is processed with
the help of Amos 26 software. Structural Equation Modeling (SEM) is a data analysis technique
that tests the integration of factor analysis, structural models, and path analysis for a causal

relationship.

Keywords: E-Commerce, Shopee and Customer Retention

2457



1. Introduction

The rapid development of internet technology has penetrated various aspects of life,
including business and commerce. Technological advancements have shown significant
improvements from year to year. Similarly, internet users in Indonesia have been increasing in line
with advancements in information technology. The development of the internet has become a new
trend and will continue to evolve. The internet is not only a medium for seeking and exchanging
information but also a continuously evolving medium through innovations that are applied in daily
life. The advancements in internet technology have caused changes in consumer lifestyles. The
internet has transformed the way business is conducted, as sellers can now offer a variety of
products and services to consumers worldwide at any time (Lim et al., 2010). One of the biggest
changes that people have started to adopt is in their purchasing behavior, where online shopping

has now become an alternative to conventional shopping (Wang et al., 2006).

The internet significantly benefits business actors by providing ease in the processes of
marketing, selling, and purchasing, which can be done anytime and anywhere. The increasing
number of internet users has a substantial impact on businesses that utilize the internet. According
to the latest report by Hootsuite and We Are Social, the number of internet users in Indonesia
reached 202.6 million as of January 2021. Compared to the number of internet users in 2020, there
was a 15.5% increase, or more than 27 million people, in the last 12 months. According to
Hootsuite and We Are Social, the total population of Indonesia is 274.9 million. With 202.6 million

internet users, it means that 73.7% of Indonesians are already engaged in surfing the internet.

ESSENTIALHEADUNES FOR MOBILE, INTERNET, AND SOCIAL MEDIA USE -
A\ CHANGES TO DATA SOURCES FOR INTERNET USERS AND SOCIAL MEDIA USERS MEAN THAT VALUES ARE MPA WITH PREVIOUS REPORTS sy

TOTAL MOBILE INTERNET ACTIVE SOCIAL
POPULATION CONNECTIONS USERS MEDIA USERS

274.9 345.3 202.6 170.0

URBANISATION: vs. POPULATION vs. POPULATION vs. POPULATION

57.0% 125.6% 73.7% 61.8%

we o .
are. . Hootsuite
social -

2458



Figure 1. Internet usage in Indonesia in 2021

The growth of the internet has also changed the lifestyle of Indonesian society, particularly
in shopping habits. Online shopping is more preferred than traditional shopping. The level of
online shopping in Indonesia is the highest compared to other countries in Southeast Asia.
Indonesia has also been recognized as the largest and fastest-growing e-commerce market in
Southeast Asia. This trend provides significant opportunities for e-commerce companies. One of
the e-commerce companies that seized this opportunity and eventually gained substantial profits

is Shopee.
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Figure 2. App ranking downloads

Shopee is one of the leading e-commerce companies in Indonesia, ranking first in
downloads on the Playstore and Appstore. According to a national survey conducted by the
Indonesian Internet Service Providers Association (APJII), Shopee is the most widely used and
popular e-commerce platform in Indonesia, followed by Tokopedia, Bukalapak, and Lazada. The
intense competition in e-commerce drives Shopee to continuously innovate to retain existing
customers. According to Murphy (Puspita et al., 2018), customer retention management becomes
increasingly important as the market becomes saturated and highly competitive. Many companies
realize that the cost of attracting a new customer can be five times higher than the cost of retaining
an existing customer. According to Kotler and Keller (2013) in Hardjanti & Amalia (2014),

offensive marketing (searching for new customers) is usually much more expensive than defensive
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marketing (retaining existing customers), as more effort and cost are required to persuade satisfied

customers to switch from their current service providers.

Retaining customers is also one of the principles implemented by Shopee. One of the
strategies consistently pursued by Shopee since 2016 is managing customer loyalty programs,
starting with the Shopee Coin loyalty program. Shopee's loyalty programs have been considered
successful because they have received positive responses from users, leading to increased
transactions. During the Big Ramadhan Sale in 2018, Shopee received up to 465 million visits
during Ramadhan. Besides the increase in visits, transactions on Shopee also significantly
increased from the beginning of Ramadhan to the peak of the Big Ramadhan Sale. Shopee even
recorded 1.5 million transactions in 24 hours, setting a new record for e-commerce in Indonesia

(ekonomi.kompas.com).

Shopee is a prime example of a successful e-commerce company that has effectively
capitalized on the booming e-commerce market in Indonesia. This success is attributed to Shopee's
effective strategies in managing e-commerce, one of which is customer retention. According to
Schiffman et al. (2010), customer retention is defined as the tendency of future customers to remain
with a service provider. Kotler (2002: 55) defines customer retention as the level of customer
loyalty to a product as a result of customer satisfaction. Indicators used to measure customer
retention, according to Japarianto (2018), include: (1) repeat purchases; (2) average order size; (3)
purchase of multiple products or services; and (4) referrals to buyers in other departments or

outside companies.

2. Literature Review
2.1 Perceived Value

Perceived value, according to Kotler and Keller (2009), is the difference between
consumers' evaluation of all the benefits and all the costs of an offering and perceived alternatives.
This affects brand identification because consumers will recognize brand they deem valuable.
According to Zhou et al. (2017), perceived value is the overall assessment of the utility of a product
by customers based on their perception of what is received and what is given. Therefore, perceived
value is the overall consumer assessment of a product's usefulness, which significantly impacts the

seller's revenue.
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2.2 Service Quality

Service quality is defined as the extent to which the level of service provided meets
customer expectations. According to Kotler and Keller (2012), service quality is a concept related
to meeting or exceeding customer expectations. They further state that customers are likely to
maintain relationships with service providers if they receive premium quality service. According
to Fandy Tjiptono and Chandra (2016), service quality focuses on fulfilling customer needs and
wants and delivering services accurately to match customer expectations. Wyock (in Lovelock
1988), cited by Tjiptono and Chandra (2016), defines service quality as the expected level of
excellence and the control of that excellence to meet customer needs. Tjiptono (2011) also
emphasizes that service quality involves fulfilling customer needs and wants and delivering
services accurately to meet customer expectations. Based on the theories and opinions mentioned
above, it can be concluded that service quality encompasses all activities undertaken by an

organization to meet consumer expectations.

2.3 Perceived Ease of Use

According to Jogiyanto (2008), perceived ease of use is defined as the extent to which an
individual believes that using technology will be free of effort. If an individual perceives that an
information medium is easy to use, they will use it; conversely, if they find it difficult, they will
not use it. According to Adams, Nelson, and Todd (1992), the intensity of use and the interaction
between users and the system also indicate ease of use. A system that is used more frequently
indicates that it is easier to understand, operate, and use. Based on this definition, the ease of use
of a computer depends on an individual's belief that the computer is easy to understand and the
system used is easy to understand, operate, and use. Lee & Wan (2010) explain several indicators
of perceived ease of use, including: information technology is very easy to learn, easy to become
skilled in its use, and very easy to operate. Based on the experts' opinions, it can be concluded that
perceived ease of use is a way to facilitate individuals in using a system.
2.4 Customer Satisfaction

According to Trisnawati, Assegaftf, and Rohaini (2019), customer satisfaction is defined as
a post-purchase evaluation where the perception of the performance of the chosen product or
service meets or exceeds expectations, resulting in satisfaction. Swan and Trawick (1979) define
satisfaction as a conscious evaluation or cognitive judgment of the product's performance, whether

it is relatively good or bad, or whether it is suitable or not. Churchill Jr and Surprenant (1982)

2461 | Page



define customer satisfaction more broadly, both conceptually and operationally. Conceptually,
customer satisfaction is the result of a purchase and consumption that compares rewards and costs
with anticipated consequences. Operationally, satisfaction is similar to an attitude where the

assessment is based on various attributes.

2.5 Trust

Trust is the foundation of business transactions between two or more parties that will occur
if they trust each other. Trust cannot be immediately recognized by the other party or business
partner but must be built from the beginning and proven. Trust is considered a catalyst in various
transactions between sellers and buyers to achieve consumer satisfaction as expected (Yousafzai,
Pallister, and Foxall, 2003). Trust is defined as the customer's belief in the company's promises
that are reliable and are the basic reason for establishing a relationship with the company (Massari
and Passiante, 2006). Gurviez and Korchia (2003) state that trust is an assurance that the partner

is motivated not to switch to another party in the context of exchange.

2.6. Customer Retention

Customer retention is a company's strategic goal to pursue long-term relationships with
customers. According to Moenardy, Arifin, and Kumadji (2016), customer retention is defined as
the intention of customers to repeat the purchase of services from a service provider (Morgan and
Hunt, 1994). Kassim and Souiden (2007) define customer retention as the future tendency of
customers to remain loyal to their service provider. Keiningham et al. (2007) define customer
retention as the continued relationship of customers with the company. Stauss et al. (1999) provide
a more comprehensive definition of customer retention, including customer loyalty, customer
identification, customer commitment, customer trust, customer willingness to recommend, and
customer intention to repeat purchases. The first is an emotional construct, while the second is a
behavioral intention.
3. Material and Method
3.1 The scope of research

This research focuses on the factors affecting customer retention among users of an
application, specifically the Shopee marketplace application. The subjects of the research are the
users of the Shopee application, while the object of the research is the Shopee application itself.
The research will be conducted over one semester.

3.2 Population
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The population refers to the entire group of people, events, or interesting elements that the
researcher wants to investigate. In this research, the population is the users of the Shopee
application in Indonesia.

3.3 Sample

A sample is a part of a population, consisting of selected members from that population.
By studying the sample, researchers can draw conclusions that can be generalized to the population
of interest. The role of sample size is crucial in all statistical analyses. The more sophisticated the
statistical analysis, the larger the sample needed. Therefore, the required sample size in this
research depends on the model or development method being considered. Structural equation
modeling (SEM) requires a sample size of at least 300 to ensure robust modeling, and very
complex path models also need a sample size of 300. The most commonly used estimation method
is Maximum Likelihood (ML), which assumes multivariate normal data and a reasonable sample
size of about 300 observations. Simulation studies have shown that a reasonable sample size for a
well-specified model and multivariate normal data is 300 cases (Hox and Bechger, 1998).

To determine the sample size, previous research using the AMOS software application was
reviewed. Based on this review, the sample size for this study is set at 300 respondents with the
following criteria:

1. Active users of the Shopee online shopping application/website in Indonesia.
2. Users aged over 17 years.

3. Users who have made at least three purchases.

3.4 Research Model
Perceived
Value 1
Customer
Satisfaction
V \K
Service Customer
Quality Retention
Perceived H3 N Trust H5
ease of use

Figure 3. Research Model
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4. Result

4.1 Unit Description Analysis

Tabel 4.1 Descriptive Statistics of Respondent Demographics

Description Frequency Present
Gender Male 87 29%
Female 213 74%
Ages 15 - 30 years old 200 66,7%
31 - 40 years old 24 8%
41 - 50 years old 46 15.3%
> 50 years old 30 10%
Education SMA 37 12,3%
Diploma 34 11,3
Sarjana 202 67,3%
Magister 27 9%
Employment Working 224 74,7%
Unemployed 11 3,7%
Retired 32 10,7%
Owns a Business 33 11%

Source: Data that researchers have analyzed (2024)

4.2 Test of Validity

The validity test of the instrument in this study was conducted using SPSS version 26,
where the testing was performed by examining the corrected item-total correlation (r calculated)
of each question item. In this test, a statement item is considered valid if the r calculated is
significant and its value exceeds the r table value. Based on the R table, the r table value for a

sample of 30 respondents (o = 5%) is 0.361. Therefore, in this test, a question item is considered

valid if the r calculated is significant and its value exceeds 0.361.

Tabel 4.2 Test of Validity

Variable Item Sig, r cCunt r Table Critera
TR1 0,7 0,881 0,361 Valid
TR2 0,7 0,938 0,361 Valid
Trust TR3 0,7 0,928 0,361 Valid
TR4 0,7 0,9 0,361 Valid
TRS 0,7 0,884 0,361 Valid
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TR6 0,7 0,877 0,361 Valid
CS1 0,7 0,899 0,361 Valid
CS2 0,7 0,911 0,361 Valid
Customer CS3 0,7 0,895 0,361 Valid
satisfaction CS4 0,7 0,948 0,361 Valid
CS5 0,7 0,922 0,361 Valid
CS6 0,7 0,904 0,361 Valid
PEOUI 0,7 0,874 0,361 Valid
PEOU2 0,7 0,918 0,361 Valid
P e’"cs}vjiease PEOU3 0,7 0,91 0,361 Valid
PEOU4 0,7 0,924 0,361 Valid
PEOUS 0,7 0,891 0,361 Valid
SQl 0,7 0,893 0,361 Valid
SQ2 0,7 0,955 0,361 Valid
SQ3 0,7 0,907 0,361 Valid
Service quality
SQ4 0,7 0,93 0,361 Valid
SQ5 0,7 0,88 0,361 Valid
3Q6 0,7 0,819 0,361 Valid
PVI 0,7 0,851 0,361 Valid
PV2 0,7 0,887 0,361 Valid
P evr;:le;:ed PV3 0,7 0,928 0,361 Valid
PV4 0,7 0,945 0,361 Valid
PV5 0,7 0,949 0,361 Valid
CRI1 0,7 0,965 0,361 Valid
CR2 0,7 0,908 0,361 Valid
Customer CR3 0,7 0,91 0,361 Valid
retention CR4 0,7 0,959 0,361 Valid
CR5 0,7 0,96 0,361 Valid
CR6 0,7 0,941 0,361 Valid

Source: Data that researchers have analyzed (2024)
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The trust variable was measured with 6 question items, and the analysis results in table 4.1
show that all question items are valid, meaning all question items are valid in measuring the trust
variable because they have an r calculated value greater than the r table value. Next, the customer
satisfaction variable was measured with 6 question items, and the analysis results in the table show
that all question items are valid, meaning all question items are valid in measuring the customer
satisfaction variable. Then, the perceived ease of use variable was measured with 5 question items,
and the analysis results in the table show that all question items are valid, meaning all question
items are valid in measuring the perceived ease of use variable. The service quality variable was
measured with 6 question items, and the analysis results in the table show that all question items
are valid, meaning all question items are valid in measuring the service quality variable. Next, the
perceived value variable was measured with 5 question items, and the analysis results in the table
show that all question items are valid, meaning all question items are valid in measuring the
perceived value variable. Lastly, the customer retention variable was measured with 6 question
items, and the analysis results in the table show that all question items are valid, meaning all

question items are valid in measuring the customer retention variable.

4.3 Test of Reliability

After all the statement items were declared valid, the testing proceeded to the reliability
test. The reliability test used was Cronbach's Alpha reliability test, where the instrument is
considered reliable if the Cronbach's Alpha value is > 0.7 (Ghozali; 2018). The reliability test

results for each instrument can be seen in the following table:

Table 4.3 Test of Reliability

Variable Ttoetr?ql Crg'l‘;ﬁ:hs Villﬁe Reliability
Valid
Trust 6 0,970 0,7 Reliable
Customer satisfaction 6 0,973 0,7 Reliable
Perceived ease of use 5 0,963 0,7 Reliable
Service quality 6 0,968 0,7 Reliable
Perceived value 5 0,968 0,7 Reliable
Customer retention 6 0,982 0,7 Reliable

Source: Data that researchers have analyzed (2024)
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Based on the analysis results in Table 4.2, the Cronbach's Alpha value for the trust variable
instrument is 0.970 with 6 valid question items, the Cronbach's Alpha value for the customer
satisfaction variable instrument is 0.973 with 6 valid question items, the Cronbach's Alpha value
for the perceived ease of use variable instrument is 0.963 with 5 valid question items, the
Cronbach's Alpha value for the service quality variable instrument is 0.968 with 6 valid question
items, the Cronbach's Alpha value for the perceived value variable instrument is 0.968 with 5 valid
question items, and the Cronbach's Alpha value for the customer retention variable instrument is
0.982 with 6 valid question items. Since the Cronbach's Alpha value of all instruments is > 0.7, all

the research variable instruments are declared reliable.

4.4 The Structural Model Analysis

In this study, the testing of the influence between variables will be conducted using the
SEM analysis technique. The selection of SEM as the hypothesis testing tool is due to the research
model containing mediating (intervening) variables, a sufficiently large sample size (>100), and

all research variables being latent variables measured with several measurement indicators.

According to Hair et al. (2000), the stages in SEM analysis include the measurement model
testing stage (Confirmatory Factor Analysis) and the structural model testing stage. In the
measurement model testing stage, construct validity and reliability are measured, while in the
structural model testing stage, the influence between variables is tested, which is subsequently

used to test the research hypotheses.
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Figure 4.4.1 SEM Model Estimation Results
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The estimation results of the SEM model in the figure above indicate that the SEM model
does not yet meet the required goodness of fit criteria, particularly given that the cmin/df value is
>2.00 and the rmsea value is >0.08. This means that the sample covariance matrix is not yet the
same as the population covariance matrix. Therefore, model modification is necessary by
connecting the error terms of the indicators as suggested by the AMOS program in the modification

indices table. Below are the results of the model modification:

GOODNESS OF FIT MODEL
.24 <N = 300>

CMIN/DF=1,955
RMR=,048; NF|=,932; CFI=,966
g-3  IF1=,966; RFI=,919; GFI=,876; AGFI=,839
TLI=,959; RMSEA=,057

.

6

@ &
42

Figure 4.4.2 SEM model estimation results after modification

Based on the estimation results of the second structural model after model modification,
the estimation results in Figure 4.5 indicate that the SEM model has met the required goodness of
fit criteria. The cmin/df value is now below 2.00, and the RMSEA value is less than 0.08, which
means that the sample covariance matrix is now the same as the population covariance matrix.
Therefore, the estimation results with a sample of 300 can be confirmed to represent the actual

Shopee customer population.

In addition to the chi-square probability, the goodness of fit criteria are also met for the
parameters CMIN/DF, NFI, CFI, IFI, RFI, and TLI (all falling into the good fit category), while
other parameters fall within the marginal fit criteria. Based on the overall goodness of fit test
results, here is a summary of the goodness of fit test results for the SEM model estimated in this

study:
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Table 4.4.1 Initial Model CMIN Output for CFA Analysis

Goodness of fit index Cut of Value Hasil Model Evaluation
Absolut fit measure
Sig / probability Chi2 >0,05 0,055 Good Fit
GFI >0,90 0,966 Marginal Fit
RMSEA <0,08 0,057 Good Fit
RMR <0,05 0,048 Marginal Fit
CMIN/DF <2,00 1,955 Good Fit

Incremental Fi Measure

AGFI >0,90 0,839 Marginal Fit
TLI >0,90 0,959 Good Fit
CFI >0,90 0,990 Good Fit
IF1 >0,90 0,966 Good Fit
RFI >0,95 0,919 Good Fit

Persimonius Fit Measure

PNFI Bigger the better 0,806 Good Fit

PGFI Bigger the better 0,700 Good Fit

Source: Data that researchers have analyzed (2024)

4.5 The Hypothesis Analysis

Based on the results of the analysis in this study, the following hypothesis testing results
were obtained:

Table 4.5.1 Hypothesis Test Result

No Hypothesis Analysis Result Conclusion
1 Perceived value has a positive e P Value1tail =0,011 Significant
effect on customer satisfaction e CR=2535
e Path Coef=0,211
2 Service quality has a positive e Pvalue 1tail =*** Significant
effect on customer satisfaction e CR=7,294
e Path Coef = 0,803
3 Perceived ease of use has a e Pvalue 1 tail = *** Significant
positive effect on trust e CR=11,087
e Path Coef =0,746
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4 Customer satisfaction has a e Pvalue 1 tail = *** Significant
positive effect on customer e CR=11,842
retention e Path Coef=0,788
5 Trust has a positive effect on e Pvalue 1 tail = *** Significant
customer retention e CR=6,588
e Path Coef =0,274

Source: Data that researchers have analyzed (2024)

The explanation of the hypothesis testing results is as follows:

Hypothesis 1 in this study states that perceived value has a positive and significant effect
on customer satisfaction. The analysis results show that the p-value of the effect of perceived value
on customer satisfaction is 0.011, the CR is 2.535, and the path coefficient is positive at 0.213.
Since the p-value is < 0.05, CR is > 1.96, and the path coefficient is positive, the hypothesis is

accepted, and it can be concluded that perceived value affects customer satisfaction.

Hypothesis 2 in this study states that service quality has a positive and significant effect
on customer satisfaction. The analysis results show that the p-value of the effect of service quality
on customer satisfaction is ***, the CR is 7.294, and the path coefficient is positive at 0.803. Since
the p-value is < 0.05, CR is > 1.96, and the path coefficient is positive, the hypothesis is accepted,

and it can be concluded that service quality affects customer satisfaction.

Hypothesis 3 in this study states that perceived ease of use has a positive and significant
effect on trust. The analysis results show that the p-value of the effect of perceived ease of use on
trust is *** the CR is 11.087, and the path coefficient is positive at 0.746. Since the p-value is <
0.05, CR is > 1.96, and the path coefficient is positive, the hypothesis is accepted, and it can be

concluded that perceived ease of use affects trust.

Hypothesis 4 in this study states that customer satisfaction has a positive and significant
effect on customer retention. The analysis results show that the p-value of the effect of customer
satisfaction on customer retention is ***  the CR is 11.842, and the path coefficient is positive at
0.788. Since the p-value is <0.05, CR is > 1.96, and the path coefficient is positive, the hypothesis

is accepted, and it can be concluded that customer satisfaction affects customer retention.

Hypothesis 5 in this study states that trust has a positive and significant effect on customer
retention. The analysis results show that the p-value of the effect of trust on customer retention is

*#% the CR is 6.588, and the path coefficient is positive at 0.247. Since the p-value is < 0.05, CR
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is > 1.96, and the path coefficient is positive, the hypothesis is accepted, and it can be concluded

that trust affects customer retention.

5. Discussion

The study shows a significant effect of perceived value on customer satisfaction, implying
that higher perceived value leads to higher customer satisfaction. Improvements in perceived value
can enhance customer satisfaction, particularly by offering attractive product/service costs, more

free services, and economical pricing.

The study indicates a significant effect of service quality on customer satisfaction.
Enhancing service quality can improve customer satisfaction, focusing on satisfaction with

Shopee, ease of using the app, and honesty about offers.

The study finds a significant effect of perceived ease of use on trust. Enhancing the ease of

using Shopee and finding information can boost trust.

There is a significant effect of customer satisfaction on customer retention. Improving
customer satisfaction, especially by enhancing user enjoyment and the creative and exploratory

aspects of Shopee, can increase customer retention.

The study indicates a significant effect of trust on customer retention. Enhancing trust,
especially by improving product/service comments, fulfillment of promises, and treatment of

stakeholders, can boost customer retention.
6. Conclusion, Implication, and Recommendation
The results of this study indicate that:

1. Perceived value has a positive and significant effect on customer satisfaction. The higher
the perceived value, the higher the customer satisfaction, and vice versa.

2. Service quality has a positive and significant effect on customer satisfaction. The higher
the service quality, the higher the customer satisfaction, and vice versa.

3. Perceived ease of use has a positive and significant effect on trust. The higher the perceived
ease of use, the higher the trust, and vice versa.

4. Customer satisfaction has a positive and significant effect on customer retention. The

higher the customer satisfaction, the higher the customer retention, and vice versa.
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5. Trust has a positive and significant effect on customer retention. The higher the trust, the
higher the customer retention, and vice versa.

Based on the conclusions above, the following recommendations can be made:

1. Trust is good, but there is still room for improvement in product/service comments on
Shopee, its ability to fulfill its promises, and how Shopee treats stakeholders.

2. Customer satisfaction is good, but improvements are needed in the areas of user happiness
with the decision to use the Shopee app, the app's ability to inspire creative ideas, and the
exploration experience on Shopee.

3. Perceived ease of use is good, but there is a need to enhance the ease of using Shopee and
finding information about Shopee.

4. Service quality is good, but improvements are needed in satisfaction with Shopee, ease of
using the Shopee app to find what is needed, and honesty about offers on the Shopee app.

5. Perceived value is good, but there is a need to enhance the attractiveness of Shopee’s
product/service costs, provide more free services, and offer more economical product and
service prices.

6. Customer retention in the company is good, but improvements are needed in the decision
to use the Shopee app, satisfaction with using the Shopee app, and the options for exploring
the Shopee app.

7. Reference
Abbas Naqvi, M. H., Jiang, Y., Miao, M., & Naqvi, M. H. (2020). The effect of social influence, trust, and
entertainment value on social media use: Evidence from Pakistan. Cogent Business and

Management, 7(1).

Adams, D. A., Nelson, R. R., & Todd, P. A. (1992). Perceived usefulness, ease of use, and usage
of information technology: A replication. MIS Quarterly, 227-247.

Ayuni, R. F. (2019). The online shopping habits and e-loyalty of gen z as natives in the digital era.
Journal of Indonesian Economy and Business, 34(2), 168.

Brasit, N., & Nursyamsi, [. (2017). An analysis on factors that influence customers ’intention to

use internet banking in Jayapura city. V(Viii), 29-37.

Budiarta, S. 1., & Fachira, 1. (2017). Customer loyalty : The effects of service loyalty and the

mediating role of customer satisfaction study case :Pt sabda Alam Hotel. Journal of Bussiness and
2472 | Page



Management, 6(2), 250-261.

Chen, Z. F., & Cheng, Y. (2019). Consumer response to fake news about brands on social media:
the effects of self-efficacy, media trust, and persuasion knowledge on brand trust. Journal of

Product & Brand Management.

Churchill Jr, G. A., & Surprenant, C. (1982). An investigation into the determinants of customer
satisfaction. Journal of Marketing Research, 19(4), 491-504.

Gordon, H., & McDougall, L. (2000). Customer satisfaction with services: putting perceived value

into the equation. In Journal of Services Marketing (Vol. 5, Issue March).

Gurviez, P., & Korchia, M. (2003). Proposal for a multidimensional brand trust scale. 32nd Emac-

Conference-Glasgow, Marketing: Responsible and Relevant, 438—452.

Hardjanti, A., & Amalia, D. (2014). Pengaruh customer service quality, customer perceived value,
customer satisfaction, customer trust dan switching barriers terhadap customer retention. Jurnal

Ekonomi Universitas Esa Unggul, 5(1), 17898.

Hezekiah Andersen Yang, D. S. S. W. (2019). Faktor-Faktor Yang Mempengaruhi Customer
Retention : 1(1), 60-70.

Hm, J. (2008). Metode penelitian sistem informasi. Jogjakarta. Andi.
Hox, J. J., & Bechger, T. M. (1998). An introduction to structural equation modeling.

Hu, H. S., Kandampully, J., & Devi, T. (2012). Relationships and impacts of service quality ,

perceived value , customer satisfaction , and image : an empirical study. August 2012, 37-41.

Iprice. (2021). Pengunjung E-commerce di website, ranking aplikasi dan pengikut media sosia.

https://iprice.co.id/insights/mapofecommerce/

Japarianto, E. (2018). Pengaruh logistics service quality terhadap customer retention dengan
customer satisfaction sebagai variabel intervening pada industri ekspedisi laut di Surabaya. Jurnal

Manajemen Pemasaran, 12(1), 25-32.

Kassim, N. M., & Souiden, N. (2007). Customer retention measurement in the UAE banking
sector. Journal of Financial Services Marketing, 11(3), 217-228.

2473 | Page



Keiningham, T. L., Cooil, B., Aksoy, L., Andreassen, T. W., & Weiner, J. (2007). The value of
different customer satisfaction and loyalty metrics in predicting customer retention,

recommendation, and share-of-wallet. Managing Service Quality: An International Journal.

Kotler, P., & Keller, K. (2012). Marketing Management. 14th Global Edition. Harlow. Essex:

Person Education Limited.

Kotler, P., & Keller, K. L. (2009). Manajemen Pemasaran Edisi-13, Jilid 1, terj. Bob Sabran.
Jakarta: Penerbit Erlangga.

Kotler, P., & Keller, K. L. (2013). Manajemen Pemasaran, Jilid 1, Edisi 13, Erlangga. Kotler, Philip
and Keller, Kevin Lane (2013), Manajemen Pemasaran, Jilid, 2.

Kuo, Y., Wu, C., & Deng, W. (2009). Computers in human behavior the relationships among
service quality , perceived value , customer satisfaction , and post-purchase intention in mobile

value-added services. Computers in Human Behavior, 25(4), 887-896.

Lay, E., Adisucipto, J., Alhabsji, T., Suharyono, Z. A., & No, H. (2018). Factors affecting customer

retention in the banking sector (Study on BRI customer in East Nusa Tenggara, Indonesia).

Lee, J.-W. (2010). Online support service quality, online learning acceptance, and student

satisfaction. The Internet and Higher Education, 13(4), 277-283.

Lim, Y.-M., Yap, C.-S. Y. C.-S., & Lau, T.-C. (2010). Response to internet advertising among

Malaysian young consumers. Cross-Cultural Communication, 6(2), 93-99.

Lin, W.-R., Wang, Y.-H., & Hung, Y.-M. (2020). Analyzing the factors influencing adoption
intention of internet banking: Applying DEMATEL-ANP-SEM approach. Plos One, 15(2),
e0227852.

Lin, W. R,, Wang, Y. H., & Hung, Y. M. (2020). Analyzing the factors influencing adoption
intention of internet banking: Applying DEMATEL-ANP-SEM approach. PLoS ONE, 15(2), 1—
25. https://doi.org/10.1371/journal.pone.0227852

Mabkhot, H. A. N. (2010). Factors affecting customer satisfaction of mobile services in Yemen.

Universiti Utara Malaysia.
Massari, P., & Passiante, G. (2006). Customer satisfaction and loyalty in a digital environment: An

2474 | Page



empirical test. Journal of Consumer Marketing.

Moenardy, K. K., Arifin, Z., & Kumadji, S. (2016). The effect of service quality and relationship
marketing to customer value,customer satisfaction, switching cost, and customer retention: A case
study on the customers of Bank NTT at East Nusa Tenggara Province. International Journal of

Management and Administrative Sciences, 3(04), 48—63.

Morgan, R. M., & Hunt, S. D. (1994). The commitment-trust theory of relationship marketing.
Journal of Marketing, 58(3), 20-38.

Nazir, B., Ali, M., & Jamil, M. (2016). The impact of brand image on the customer retention: a
mediating role of customer satisfaction in Pakistan. International Journal of Business and

Management Invention, 5(3), 56—61.

Pham, Q. T., Tran, X. P., Misra, S., Maskeliunas, R., & Damasevicius, R. (2018). Relationship
between convenience, perceived value, and repurchase intention in online shopping in Vietnam.

Sustainability (Switzerland), 10(1), 7.

Puspita, A. 1., Abdillah, Y., & Bafadhal, A. S. (2018). Pengaruh customer satisfaction terhadap
switching barriers dan customer retention (survei online pada konsumen produk kosmetik L’Oréal

Paris di Indonesia dan China). Jurnal Administrasi Bisnis, 61(1), 153—-162.
Ramos, F. L. (2018). The effect of trust in the intention to use.

Reema Frooghi, S. A. and S. N. (2016). The integration of loyalty, satisfaction, and relationship
commitment models to predict customer retention in Pakistani telecom sector reema frooghi 1 ,

sahar afshan 2 and syeda nazneenwaseem 3*. 10(2), 56-79.

Rita, P., Oliveira, T., & Farisa, A. (2019). The impact of e-service quality and customer satisfaction

on customer behavior in online shopping. Heliyon, 5(10), €02690.
Schiffman, L., Kanuk, L. L., & Wisenblit, J. (2010). Consumer behavior, 11. E Prentice Hall.

Sharifi fard, S., Tamam, E., Hj Hassan, M. S., Waheed, M., & Zaremohzzabieh, Z. (2016). Factors
affecting Malaysian university students’ purchase intention in social networking sites. Cogent

Business and Management, 3(1).

Shode, K. T. (2017). Determinants and outcome of customer satisfaction at the commercial bank

2475 | Page



of Ethiopia : Evidence from Addis Ababa. 9(August), 107-119.

Stauss, B., & Friege, C. (1999). Regaining service customers: costs and benefits of regain

management. Journal of Service Research, 1(4), 347-361.

Suhud, U. (2017). Purchase Unwillingness and Willingness of Indonesian consumers towards

Israeli products. Binus Business Review, 8(3), 175.

Swan, J. E., & Trawick, L. F. (1979). Triggering cues and the evaluation of products as satisfactory
or dissatisfactory. 1979 Educator’s Conference Proceedings, N. Beckwith, M. Houston, R.
Middlestaedt, KB Monroe, and S. Ward, Eds., Chicago: American Marketing Association, 231—
234.

Tam, J. L. M. (2000). The effects of service quality , perceived value and customer satisfaction on

behavioral intentions. 6(4).

Tawinunt, K., Phimonsathienand, T., & Fongsuwan, W. (2015). A structural equation model of
customer relationship management factors affecting customer retention of long-stay travelers in

the Thai tourism industry. Research Journal of Business Management, 9(1), 1-24.

Ting, O. S., Arift, M. S. M., Zakuan, N., Sulaiman, Z., & Saman, M. Z. M. (2016). E-service
quality, e-satisfaction and e-Loyalty of online shoppers in business to consumer market; evidence

form Malaysia. IOP Conference Series: Materials Science and Engineering, 131(1).
Tjiptono, F. (2011). Pemasaran jasa, Bayumedia. Malang.

Tjiptono, F., & Chandra, G. (2016). Service, quality dan satisfaction Edisi 4. Yogyakarta: Andi
Offset.

Trisnawati, E., Assegaff, S., & Rohaini, E. (2019). Pengaruh perceived ease of use , perceive
usefulness , service quality , perceived value terhadap customer saticfaction pada pengguna grab (

studi kasus mahasiswa STIKOM DB Jambi ). Program Sistem Informasi, 82—96.

Wang, E. T. G., Yeh, H., & Jiang, J. J. (2006). The relative weights of internet shopping
fundamental objectives: Effect of lifestyle differences. Psychology & Marketing, 23(5), 353-367.

2476 | Page



