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This study aims to analyze how the effect of perceived value, customer satisfaction, 

and customer trust on customer retention of Tokopedia customers in Padang City. 

This research was conducted using quantitative methods. The population in this 

study are customers who have used to Tokopedia site in the last 2 months. The 

research sample is 150 respondents. This study uses a structural equation model 

(SEM) test with smart PLS software as a data analysis tool. The results of this study 

found that: (1) Perceived value has a positive and significant effect on tokopedia’s 

customer retention (2) Perceived value has a positive and significant effect on 

tokopedia customer satisfaction (3) Customer satisfaction has a positive and 

significant effect on tokopedia’s customer retention (4) Customer satisfaction has a 

positive and significant effect on tokopedia’s customer trust (5) Customer trust has a 

positive and significant effect on tokopedia’s customer retention.   
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INTRODUCTION 

Globalization is a comprehensive process in which everyone is not bound by regional or national 

boundaries. with globalization, every individual can connect and exchange information anywhere and 

anytime through electronic media. Globalization requires humans to keep up with the times that are 

fast-paced and practical. In the current era of globalization, technology plays a very important role in 

human life, especially the internet. 
      The i curre int E i-Coimme irce i phe inoime inoin that is de ive iloiping in Indoine isia is the i e ime irge ince i oif 

oinline i buying and se illing site is. Throiugh an oinline i buying and se illing site i, an e intre ipre ine iur can re iach a 

wide ir targe it marke it at a loiwe ir coist whe in coimpare id toi using the i oiffline i me ithoid. Many eintre ipre ine iurs 

marke it the iir ware is oinline i, the iy usually take i advantage i oif we ibsite is and soicial me idia such as Shoipe ie i, 

Lazada, Bukalapak, Blibli and oithe ir oinline i buying and se illing site is. 
      Toikoipe idia still le iads the i Indoine isian e i-coimme irce i marke it. Accoirding toi data coimpile id by iPrice i, 

Toikoipe idia had an aveirage i oif 158.3 millioin we ibsite i visitoirs pe ir mointh in the i se icoind quarteir oif 2022, 

the i highe ist coimpare id toi its coimpe ititoirs. Toikoipe idia's achie ive ime ints alsoi incre iase id coimpare id toi the i first 

quarte ir oif 2022, which ave irage id 157.2 millioin we ibsite i visitoirs pe ir mointh. Shoipe ie i is in se icoind place i 

with an ave irage i oif 131.2 millioin we ibsite i visitoirs pe ir mointh in the i se icoind quarte ir oif 2022. This figure i is 
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doiwn coimpare id toi the i pre ivioius quarte ir which re iache id 132.7 millioin visitoirs pe ir mointh. Ne ixt in line i 

are i Lazada, Bukalapak, Blibli, Ralali, Click Indoimare it, JD.ID, Bhinne ika, and Matahari with the i numbe ir 

oif we ibsite i visitoirs as shoiwn in the i graph.  

Survey results from E icoimme irce iQ show that many Toikoipe idia users complain about their 

uncomfortable shopping experience at the e i-comme irce i service. Complaints about the uncomfortable 

shopping experience on their Toikoipe idia website are relatively high compared to five other e-commerce 

site is. Use ir discomfort is soime ithing use irs doin't like i whe in shoipping at Toikoipe idia, which is 12.9%. 

Customer discomfort with the i Toikoipe idia site will re isult in custoime irs choioising toi switch toi oithe ir 

buying and selling sites because customers feel dissatisfied with their se irvice is proivide id by Toikoipe idia, 

and indirectly Toikoipe idia is unable to retain its customers. 

 Me ianwhile i, the i main coimplaint oif use irs aboiut the i Toikoipe idia site i is the i le ingth oif time i it take is 

foir proiduct de ilive iry toi be i 21.7%. The i le ingth oif time i foir de ilive iry will re isult in a loiw le ive il oif custoime ir 

satisfactioin with the i Toikoipe idia site i, custoime irs will fe ie il disappoiinte id be icause i the i se irvice is proivide id are i 

noit as e ixpe icte id. Apart froim having an impact oin satisfactioin, the i le ingth oif time i foir deilive iry will also i 

re isult in re iduce id custoime ir trust in the i Toikoipe idia site i. Beicause i the i site i is coinside ire id unable i toi ke ie ip 

proimise is and this will cause i Toikoipe idia custoime irs toi choioise i toi moive i toi oithe ir trading. 

Many Toikoipe idia use irs coimplain aboiut the i uncoimfoirtable i shoipping e ixpe irie ince i oin the i e i-

coimme irce i se irvice i. Coimplaints aboiut an uncoimfoirtable i shoipping e ixpe irie ince i oin the i Toikoipe idia we ibsite i 

will re isult in custoime irs choioising toi switch toi oithe ir buying and se illing site is be icause i custoime irs are i 

dissatisfie id with the i se irvice is proivide id by Toikoipe idia and indire ictly Toikoipe idia is unable i toi re itain its 

custoime irs. Base id oin the i coimplaints, it can be i se ie in that Toikoipe idia has noit be ie in able i toi proivide i goioid 

value i toi custoime irs. This can be i se ie in by the i coimplaints froim custoime irs whoi have i sacrifice id the iir asse its 

toi oibtain proiducts at Toikoipe idia, but the i sacrifice is made i by custoime irs are i noit in accoirdance i with what 

is oibtaine id. As a coimpany e ingage id in the i oinline i se ictoir, Toikoipe idia must maintain its proifitability le ive il 

toi always incre iase i in oirde ir toi be i ablei toi run and deive iloip its busine iss, coinside iring that Toikoipe idia has 

coimpe ititoirs e ingage id in the i same i fie ild as Lazada, Shoipe ie i, Bukalapak and many oithe ir oinline i buying 

and se illing site is. The ire ifoire i, Toikoipe idia must be i able i toi e istablish goioid re ilatioinships with custoime irs, 

thus e inabling custoime irs toi stay with Toikoipe idia foir a loing pe irioid oif time i. Hoiwe ive ir, if thei coimpany is 

unable i toi proivide i be ine ifits and e ixpe ictatioins that are i in accoirdance i with the i wishe is oif the i custoime ir, 

the in the i custoime ir will switch toi anoithe ir buying and se illing site i. 

Oine i that influe ince is custoime ir re ite intioin is pe irce iive id value i. Accoirding toi Hanaysha & Raje ih 

(2018) state is that oine i oif the i main coinside iratioins that coimpanie is must take i toi re itain and satisfy the iir 

custoime irs is the i cre iatioin oif addeid valuei foir the i coimpany. Apart froim pe irceiive id value i, anoithe ir factoir 

that influe ince is custoime ir re ite intioin is custoime ir satisfactioin. Accoirding toi Khan (2012) custoime ir 

satisfactioin is the i basis foir any coimpany toi re itain e ixisting custoime irs. The i moire i satisfie id a custoime ir is 

with a coimpany, the i moire i coimfoirtable i the i custoime ir will be i, which re isults in the i custoime ir staying with 

the i coimpany. Apart froim pe irce iive id value i and custoime ir satisfactioin, anoithe ir factoir that influe ince is 

custoime ir re ite intioin is custoime ir trust. Accoirding toi Marty e it al. (2016) stateid that withoiut trust, it is ve iry 

difficult foir coimpanie is toi attract ne iw and re itain e ixisting custoime irs.  

LITERATURE REVIEW 

Customer retention 

Accoirding toi Ke iiningham, eit.al (2017) deifine is custoime ir re ite intioin as a cointinuatioin oif a custoime ir's 

busine iss re ilatioinship with a coimpany. Re ite intioin is a toip prioirity foir coimpanie is that have i practice id 

re ilatioinship marke iting and it is inte inde id toi stimulate i the i moive ime int oif inactive i custoime irs and 

re iactivate i custoime ir re ilatioinships with ce irtain actioins (Bahri-Ammari & Bilgihan, 2017). Accoirding to i 

(Han, Joingsik & Hyun 2020) Custoime ir re ite intioin is unde iniably a ke iy coince ipt foir coimpany survival and 

loing-te irm succe iss be icause i it brings e inoirmoius be ine ifits toi the i coimpany. 
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Perceived value 

Accoirding toi Hamari, Hanne ir & Koiivistoi, (2020). state is that pe irce iive id value i is the i oive irall coinsume ir 

e ivaluatioin oif the i be ine ifits oif a proiduct oir se irvice i by coimparing what is paid with what is oibtaine id. 

Accoirding toi Liu, Gaoi, Gallivan, & Going, (2020) that pe irce iive id value i is a custoime ir asse issme int that is 

carrie id oiut by coimparing be ine ifits that will be i re ice iive id with the i sacrifice i incurre id toi oibtain a proiduct 

oir se irvice i. Accoirding toi Wang & Te ioi, (2020) argueis that coinside iring 'value i' is basically a balance i 

be itwe ie in quality and price. . 

Customer satisfaction 

Custoime ir satisfactioin is de ifine id as “an oive irall asse issme int base id oin the i custoime ir's toital purchase i and 

coinsumptioin e ixpe irie ince i with goioidne iss oir se irvice i oive ir time i. Koich, Ge irdt, & Sche iwe i, (2020). Accoirding 

toi Han, Joingsik & Hyun, (2020) Custoime ir satisfactioin re ife irs toi an individual's poist-coinsumptioin 

e ivaluatioin oif the i coimpany and its oiffe irings. Accoirding toi Kim, Chang, Park, and Leie i (2015). 

Satisfactioin as a post-consumption re iactioin and asse issme int oif a particular proiduct oir se irvice i that re ife irs 

toi coinsume ir re ique ists that have i be ie in succe issfully fulfille id. Accoirding toi Grisaffe i and Nguye in (2011), 

Brand satisfactioin is alsoi e ixpre isse id as cumulative i satisfactioin re ilate id toi the i oive irall coinsume ir 

asse issme int and the iir e ixpe irie ince i with the brand's services. According to Yilmaz and Ari (2017) stateis 

that "Custoime ir satisfactioin is the i re isult oif a purchase i oif consumer goods oir gauze resulting fro im 

coimparing incoime i and purchase i coists with the i e ixpe icte id re isults (Ze iithaml, Bitne ir, and Gramle ir, 2017) 

state id that satisfactioin is alsoi influe ince id by the i customer e imoitioins, the iir attributions and the iir 

perceptions oif e iquity. 

Customer trust 

Trust can be i a ke iy toi succe iss in a busine iss. Trust is ne ie ide id in oirde ir toi e istablish inte irpe irsoinal 

re ilatioinships and adapt. With a se inse i oif trust froim a proispe ictive i buye ir, it will affeict whe ithe ir the i 

proispe ictive i buye ir buys a proiduct oir noit. (Ahn e it al., 2021). Trust oir (trust) is oine i oif the i base is that 

influe ince i custoime irs as the i driving foirce i be ihind custoime ir re ite intioin Jaiswal, Niraj, Park, & Agarwal. 

(2018).Accoirding toi Boizic & Kuppe ilwie ise ir, (2019) trust has oine i impoirtant characte iristic which 

e imphasize is the i roile i oif the i trust bre iake ir (that is, the i truste ie i) and ignoire is the i truste ie i in the i trust 

re istoiratioin proice iss. 

 

Perceived value relationship with customer retention 

Accoirding toi Hanaysha & Raje ih, (2018) that peirceiive id value i has a significant poisitive i e iffeict oin 

custoime ir re ite intioin. The i re isults alsoi shoiw that soicial me idia marke iting has an insignificant e iffe ict oin 

pe irce iive id value i, while i its e iffe ict oin custoime ir re ite intioin is poisitive i and statistically significant. Accoirding 

toi Fie irroi, Gaoi, Xue ihui, Poiloi & Trifu, (2021) that sale is proimoitioin has a significant poisitive i e iffe ict oin 

pe irce iive id value i, but its e iffe ict oin custoime ir re ite intioin is insignificant. Finally, the i re isults re ive ial that 

pe irce iive id value i me idiate is the i re ilatioinship be itwe ie in all the i inde ipe inde int variable is and custoime ir 

re ite intioin. 

H1: Pe irce iive id value i has a poisitive i and significant e iffe ict oin custoime irs Re ite intioin 

 

Perceived value relationship with customer satisfaction 

Accoirding toi Ke ishavarz & Jamashidi, (2018) The i value i oif custoime ir pe irce iptioins has a significant e iffe ict 

oin custoime ir satisfactioin. me ianing that the i oive irall value i and be ine ifits re ice iive id by coinsume irs afte ir 

purchase i can proivide i satisfactioin foir coinsume irs. In oithe ir woirds, if the i value i and be ine ifits re ice iive id by 

coinsume irs are i highe ir and be itte ir, the in the i pe irce iive id satisfactioin will incre iase i. The i reisults oif Hoiang & 

Dung Phoiung's re ise iarch, (2019) proivide i a state ime int oin pe irce iive id value i having a poisitive i and 

significant influe ince i oin custoime ir satisfactioin. Custoime ir satisfactioin is the i moist impoirtant factoir 

influe incing pe irce iive id value i. 

H2: Pe irce iive id value i has a poisitive i and significant e iffe ict oin custoime ir satisfactioin 
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Relationship between customer satisfaction and customer retention 

Accoirding toi Che ie i and Husin (2020) state id that custoime ir satisfactioin has be ie in foiund toi have i a 

significant re ilatioinship with re ite intioin, which has a significant re ilatioinship with custoime ir satisfactioin. 

Satisfactioin is se ie in as the i ke iy toi re itaining e ixisting custoime irs and building loing-te irm custoime ir 

re ilatioinships. Han, Joingsik & Hyun, (2020) with re ise iarch e intitle id "Nature i base id soilutioins and 

custoime ir re ite intioin strate igy". This re ise iarch was coinducte id toi unde irstand custoime ir satisfactioin oin 

custoime ir re ite intioin in the i busine iss toi custoime ir marke it. Oine i oif the i impoirtant goials oif a custoime ir 

satisfactioin proigram is toi incre iase i custoime ir re ite intioin Bahri-Ammari & Bilgihan, (2017). Satisfactioin is 

se ie in as the i ke iy toi re itaining e ixisting custoime irs and building loing-te irm custoime ir re ilatioinships. 

H3: Custoime ir satisfactioin has a poisitive i and significant e iffeict oin custoime ir re ite intioin 

 

Relationship between customer satisfaction and customer trust 

Accoirding toi Hoiang & Dung Phoiung, (2019) shoiws that the i trust variable i has a poisitive i e iffe ict oin 

custoime ir satisfactioin. custoime ir trust dire ictly affe icts custoime ir satisfactioin. Accoirding toi Hoissain, 

Thurasamy, Lim, Hoick, Aljabe iri, Hasan & Hamid. (2021) coinfirme id that custoime ir satisfactioin and 

custoime ir trust are i poisitive ily re ilate id toi custoime ir re ite intioin. In additioin, the iy alsoi coinclude id that 

custoime ir satisfactioin has a poisitive i e iffe ict oin custoime ir trust. 

H4: Custoime ir satisfactioin has a poisitive i and significant e iffeict oin custoime ir trust 

 

Customer trust relationship with customer retention 

Accoirding toi Hanaysha & Raje ih (2018). Custoime ir trust has a poisitive i e iffe ict oin custoime ir re ite intioin. that 

highe ir le ive ils oif trust and coimmitme int ultimate ily le iad toi gre iate ir custoime ir re ite intioin. In soime i case is, 

coimpanie is cannoit re itain the iir custoime irs be icause i custoime ir satisfactioin aloine i cannoit e insure i that 

custoime irs are i coimmitte id toi using a proiduct in the i loing te irm 

H5: Custoime ir Trust has a poisitive i and significant e iffe ict oin custoime irs Re ite intioin 

 

 

 

 

Figure i 1. Coince iptual Moide il 
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METHOD 

 The i type i oif re ise iarch that re ise iarche irs use i in this study is causative i re ise iarch. Causative i re ise iarch is a 

type i oif re ise iarch with proible im characte iristics in the i foirm oif a causal re ilatioinship be itwe ie in twoi oir moire i 

variable is. Mudrajad (2011) state is that a causativei study is a study that noit oinly me iasure is the i stre ingth 

oif the i reilatioinship be itwe ie in twoi oir moire i variable is, but alsoi shoiws the i dire ictioin oif the i reilatioinship 

be itwe ie in variable is (X) and variable i (Y). Thus this study aims toi se ie i the i e iffeict oif se ive iral inde ipe inde int 

variable is oin the i de ipe inde int variable i and the i direictioin oif the i re ilatioinship, toi se ie i the i e iffeict oif pe irce iive id 

value i, custoime ir satisfactioin, and custoime ir trust oin custoime ir re ite intioin. The i data oibtaine id was 

proice isse id using the i Smart PLS proigram. 

 

Operational variable 

 The i oipe iratioinal de ifinitioin is the i e ilaboiratioin oif the i variable i and indicatoir deifinitioins in this study. The i 

oipe iratioinal de ifinitioin de iscribe is the i me iasure ime int oif the i variable is and indicatoirs de ive iloipe id in this 

study. The i oipe iratioinal de ifinitioin in this study can be i se ie in in Table i 1: 

 

Table 1. Operational Variable 

Variable Operational Definition Indicator 

Custoime ir Re ite intioin (Y) 

 

Bahri Ammari & Bilgihan, 

(2017). 

Is e ive irything re ilatioinship foirm 

mind be itwe ie in custoime irs 

marke id by re ipe iat purchase is 

and lasts foir 

loing-te irm. 

1. Boiught moist oif the i proiducts 

2. Loiyal custoime irs 

3. Cointinuing the i re ilatioinship 

4. The i first choiice i toi buy oithe ir    

proiducts 

Pe irce iive id Value i (X1) 

 

Koinuk & Anil (2019) 

Is an asse issme int custoime ir 

against toikoipe idia with 

coimpare i 

re ice iive id be ine ifits with sacrifice i 

issue id foir ge it oine i proiduct 

1. Give i mark 

2. Value i whoile i 

3. Seirvice i 

Custoime ir Satisfactioin (X2) 

 

Koinuk & Anil (2019) 

Is toi what e ixte int Toikoipe idia can 

Give i what E ixpe icte id by 

Custoime ir against Proiducts 

oiffe ire id 

1. Satisfieid with the i De icisioin toi 

visit this toikoipe idia 

2. The i choiice i toi choioise i 

Toikoipe idia is a wise i choiice i. 

3. Happy with the i de icisioin toi 

visit this toikoipe idia 

 

Custoime ir Trust (X3) 

   

Che ing & She in, (2020) 

 

That is toi what e ixte int 

toikoipe idia can re iassure i 

custoime irs re igarding proimise is 

give in in a re ilatioinship 

1. toi be i  atte intioin 

2. Fulfill the i proimise i 

3. Creiate i de icisioin impoirtant 

4. Coinfide int with ability 

5. Havei ability 

Soiurce i: Primary Data Proice isse id, 2023 

 

RESULT AND DISCUSSION 

The i primary data that the i re ise iarche irs coille icte id throiugh que istioinnaire is we ire i distribute id via Goioigle i 

foirm toi Toikoipe idia custoime irs in the i city oif Padang toitaling 150 que istioinnaire is. With the i crite iria oif all 

custoime irs whoi have i use id the i Toikoipe idia site i in the i city oif Padang in the i last 2 moinths. Re ispoinde int 

characte iristics can be i se ie in in Table i 2. 
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Table 2. Characteristic of Respondent 

Characteristics Category Amount Percentage 

Ge inde ir  Male i 41 27% 

 Fe imale i 109 73% 

Age i  <18 yeiars oild 1 1% 

 

 

18-25 ye iars oild 106 71% 

 

 

 26-35 ye iars oild 38 25% 

 .36-45 yeiars oild 

>40 yeiars oild 

5 

0 

3% 

0% 

E iducatioin Le ive il High school 89 59% 

 Diploma 10 7% 

 S1 50 33% 

 S2 

S3 

1 

0 

1% 

0% 

Proife issioin Stude int 77 51% 

 Civil Servant 13 9% 

 Poilice i/Army  

Se ilf-eimploiye id  

Hoiuse iwife i  

2 

30 

9 

1% 

20% 

6% 

 BUMN 3 2% 

 Oithe ir  16 11% 

Incoime i pe ir mointh  < Rp. 1.000.000 47 31% 

 Rp. 1.000.000 – Rp. 2.000.000 41 27% 

 >Rp. 2.000.000 62 41% 

Shoip oin the i Toikoipe idia 

Site i foir the i Last Two i 

Moinths. 

1-5 time is 

5-10 time is 

>10 time is 

61 

48 

41 

41% 

32% 

27% 

Whe in was the i last time i 

yoiu oipe ine id the i 

Toikoipe idia we ibsite i 

 

1 we ie ik 

2 we ie ik 

3 we ie ik 

>1mointh 

43 

36 

37 

34 

29% 

24% 

25% 

23% 

Soiurce i: Primary Data Proice isse id, 2023 

 

Validity te isting is carrie id oiut toi proive i that all variable is are i diffeire int froim oine i anoithe ir. oipinioin froim 

Joigiyantoi Willy abdillah (2014) a meiasure ime int can be i de iclare id valid if it me ie its the i crite iria, name ily the i 

AVE i value i is e iqual toi oir moire i than 0.5. The i foilloiwing is the i ave irage i variance i e ixtract (AVEi) value i. 

Table 3. Average Variance Extract 

Variable AVE 

Custoime ir Re ite intioin (Y) 
 

0.684 

Pe irce iive idValue i(X1) 
 

0.678 

Custoime ir Satisfactioin (X2) 
 

0.711 

Custoime ir Trust  (X3) 
 

0.657 

 Soiurce i: Primary Data Proice isse id, 2023 

 

     Baseid oin Table i 3, it can be i se ie in that the i AVE i value i foir e iach variable i has me it the i re iquire id rule i oif 

thumb, name ily the i AVE i value i> 0.50. Soi, this re ise iarch can be i de iclareid valid. 



Dani & Abror / Marketing Management Studies 4 (4), 2024, 21-32 

 

27 
 

Re iliability te ist is a sign oif stability and coinsiste incy oif me iasuring instrume ints against coince ipts and 

he ilps asse iss the i ce irtainty oif a me iasure ime int. variable is are i said toi be i re iliable i if the i Croinbach alpha value i 

is > 0.6, thei  re isults oif the i re iliability te ist can be i se ie in in Table i 4.  

Table 4. Cronbach's Alpha and Composite Reliability  

Variable 
 

Cronbach's alpha Composite reliability 

Custoime ir Re ite intioin (Y) 
 

0.846 0.846 

Pe irce iive idValue i(X1) 
 

0.762 0.764 

Custoime ir Satisfactioin (X2) 
 

0.797 0.801 

Custoime ir Trust (X3) 
 

0.869 0.871 

Soiurce i: Primary Data 2023  

 

Base id oin Table i 4, it can bei se ie in that the i oiutput value i oif Croinbach alpha and coimpoisite i re iliability foir 

e iach variable i is> 0.6. This is in accoirdance i with the i rule i oif thumb whe ire i the i Croinbach alpha and 

coimpoisite i re iliability value is foir eiach variablei must be i gre iate ir than 0.6, meianing that the i data in Tablei 

4 can be i deiclare id re iliable i. 

The i R-square i value i can be i use id as a me iasure i oif hoiw far ceirtain inde ipe inde int variable is affeict 

the i de ipe inde int variable i. The i R-square i e istimatioin value i can be i se ie in in Table i 5 be iloiw: 

 

Table 5. R- Square 

Variable i R-Square i R-Square i Adjuste id 

Custoime ir Re ite intioin (Y) 0.746 0.741 

Custoime ir Satisfactioin (X2) 0.685 0.683 

Custoime ir Trust (X3)  0.653 0.651 

Soiurce i: Primary Data Proice isse id, 2023 

      

Base id oin Table i 5, thei R-square i value i foir the i Custoime ir Re ite intioin variable i is 0.741, foir the i variable i 

Custoime ir Satisfactioin oif 0.683 and the i variable i Custoime ir Trust oif 0.651. It can be i coinclude id that the i 

moide il has pre idictive i re ile ivance i, be icause i the i variable is oif custoime ir re ite intioin, custoime ir satisfactioin and 

custoime ir trust have i a Q Square i value i gre iate ir than ze iroi. 

The i significance i oif the i e istimate id parame ite irs proivide is ve iry use iful infoirmatioin aboiut the i 

re ilatioinship be itwe ie in the i re ise iarch variable is. The i basis use id in te isting the i hypoithe isis is the i value i 

cointaine id in the i path coie ifficie int oiutput. Use id in te isting the i hypoithe isis is the i value i cointaine id in the i 

path coie ifficie int oiutput. Hypoithe isis te isting can be i doine i base id oin the i le ive il oif significance i and the i value i 

oif the i path coie ifficie int be itwe ie in late int variable is. Foir significance i guide iline is oin p value i with a value i 

be iloiw 0.05 oir  T statistics> 1.96. Thei table i oif path coie ifficie int be itwe ie in variable is is as foilloiws: 

Table 6. Path Coeffient 

Variable Original 

Sample 

T Statistics P 

Values 

Hypothesis 

Pe irce iive id Value i  -> Custoime ir 

Re ite intioin 

0.413 5.142 0.000 Acce ipte id 

Pe irce iive id Value i  -> Custoime ir 

Satisfactioin 

0.828 33.928 0.000 Acce ipte id 

Custoime ir Satisfactioin -> Custoime ir 

Re ite intioin 

0.319 3.493 0.000 Acce ipte id 

Custoime ir Satisfactioin -> Custoime ir 

Trust 

0.808 21.556 0.000 Acce ipte id 

Custoime ir Trust -> Custoime ir 

Re ite intioin 

0.190 2.115 0.034 Acce ipte id 

Soiurce i: Primary Data Proice isse id, 2023 
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Base id oin Table i 6, it is knoiwn that all hypoithe ise is can be i acceipte id as se ie in in Table i 6 that thei p-value i oif 

e iach hypoithe isis is be iloiw the i significance i le ive il <0.05. 

 

Discussion  

In the i re ise iarch reisults, the ire i is a poisitive i and significant re ilatioinship be itwe ie in pe irce iive id value i and 

custoime ir re ite intioin foir Toikoipe idia coinsume irs. Froim the ioiry it can be i coinclude id that Pe irce iive id value i is 

oine i oif the i ke iys toi succe iss in running a busine iss via the i inte irne it. Pe irce iive id value i can be i inte irpre ite id as 

a custoime ir's e iffoirt in coimparing proiducts oir se irvice is froim ce irtain coimpanie is with coimpe iting 

coimpanie is. If the i pe irce iive id value i oif the i Toikoipe idia site i is goioid, it will have i an impact oin custoime ir 

re ite intioin whoi make i re ipe iate id purchase is. The i reisults oif this study are i suppoirte id by Hanaysha & Raje ih, 

(2018) That coimpanie is de ive iloip a de ie ipe ir unde irstanding oif pe irce iive id value i and cre iate i sustainable i 

coimpe ititive i advantage is and incre iase i custoime ir re ite intioin. In line i with the i re ise iarch oif Chang and Wang 

2011 eixplaining that pe irce iive id value i has a poisitive i and significant influe ince i oin custoime ir re ite intioin.  

In the i re isults oif this study the ire i is a poisitive i and significant re ilatioinship be itwe ie in pe irce iive id 

value i and custoime ir satisfactioin foir Toikoipe idia coinsume irs. It can be i coinclude id that the i highe ir the i value i 

pe irce iive id by coinsume irs, the i highe ir coinsume ir satisfactioin with the i Toikoipe idia site i. The i re ise iarch re isults 

are i suppoirte id by Ke ishavarz & Jamashidi, (2018). Oive irall the i value i and beine ifits re ice iive id by coinsume irs 

afte ir purchase i can proivide i satisfactioin foir coinsume irs. In oithe ir woirds, if the i value i and be ine ifits re ice iive id 

by coinsume irs are i highe ir and be itte ir, the in the i pe irce iive id satisfactioin will incre iase i. In line i with Hoiang & 

Dung Phoiung's re ise iarch, (2019) that the i highe ir the i be ine ifits oibtaine id by coinsume irs, the i highe ir the i le ive il 

oif coinsume ir satisfactioin. But oin the i cointrary, if the i be ine ifits oibtaine id by coinsume irs arei loiw, the in the i 

satisfactioin fe ilt by the ise i coinsume irs will alsoi be i loiw. 

Froim the i re isults oif this study it can be i seie in that custoime ir satisfactioin has a poisitive i and 

significant e iffe ict oin custoime ir re ite intioin foir Toikoipe idia coinsume irs. It can be i coinclude id that if coinsume irs 

are i satisfie id with Toikoipe idia's se irvice is, coinsume irs will fe ieil coimfoirtable i soi that coinsume irs will always 

cointinue i shoipping oin the i Toikoipe idia site i. The i re isults oif this study are i suppoirte id by Han, Joingsik & 

Hyun, (2020). This reise iarch was coinducte id toi unde irstand custoime ir satisfactioin oin custoime ir re ite intioin 

at the i coimpany. that custoime ir satisfactioin has an impact oin the i custoime ir's de isire i toi make i a re ipurchase i 

oir re ite intioin. In line i with the i reise iarch oif Che ie i and Husin (2020) stateis that satisfactioin is se ie in as the i ke iy 

toi re itaining e ixisting custoime irs and building loing-te irm re ilatioinships with custoime irs. Custoime ir 

satisfactioin in this study adds an impoirtant aspe ict toi the i custoime ir re ite intioin proice iss. Be icause i 

satisfactioin has a re ilative ily bigge ir roile i in incre iasing re ite intioin than oithe ir re ise iarch coinstructs. Oine i oif 

the i impoirtant goials oif a custoime ir satisfactioin proigram is toi incre iase i custoime ir re ite intioin. Bahri-Ammari 

& Bilgihan, (2017) Satisfactioin is se ie in as the i ke iy toi re itaining e ixisting custoime irs and building loing-te irm 

re ilatioinships with custoime irs.  

In the i re isults oif this study the ire i is a poisitive i and significant re ilatioinship be itwe ie in custoime ir 

satisfactioin and custoime ir trust in Toikoipe idia coinsume irs. It can bei coinclude id that coinsume ir satisfactioin 

is the i fe ie iling oif ple iasure i oir disappoiintme int that coinsume irs fe ie il afte ir buying and using the i proiducts oir 

se irvice is oiffe ire id whe ire i custoime irs fe ie il the iir ne ie ids and e ixpe ictatioins are i me it. If the i proiduct oir se irvice i 

the iy use i doie is noit me ie it e ixpe ictatioins, coinsume irs will noit trust the i proiduct oir se irvice i oiffe ire id oin the i 

Toikoipe idia we ibsite i. The i re isults oif this study are i suppoirte id by Hoissain, Thurasamy, Lim, Hoick, 

Aljabe iri, Hasan & Hamid. (2021) Coinclude is that custoime ir satisfactioin has a poisitive i e iffe ict oin custoime ir 

trust. In line i with Hoiang & Dung Phoiung's re ise iarch, (2019) shoiws that custoime ir trust dire ictly affe icts 

custoime ir satisfactioin. Koinuk (2019) that the i coimpany's targe it is toi de ive iloip custoime ir trust be iyoind 

custoime ir satisfactioin toi maintain the im in the i loing te irm. 

In the i re isults oif this study, the ire i is a poisitive i re ilatioinship be itwe ie in custoime ir trust and custoime ir 

re ite intioin foir Toikoipe idia coinsume irs. It can be i coinclude id that the i moire i custoime irs fe ie il trust in 

Toikoipe idia, the i custoime ir will survive i and cointinue i toi purchase i proiducts oir se irvice is in the i loing te irm. 

The i re ise iarch reisults are i suppoirte id by Dane ish, Nasab and Ling., (2012) custoime ir trust is an impoirtant 

factoir influe incing custoime irs . Zulkifli (2012) eimphasize id that the i coimpany's targe it toi de ive iloip custoime ir 

trust be iyoind custoime ir satisfactioin is toi re itain custoime irs in the i loing te irm. 
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 CONCLUSION 

Base id oin the i re isults oif the i discussioin re igarding the i Influe ince i oif Pe irce iive id Value i, Custoime ir 

Satisfactioin, Custoime ir Trust oin Custoime ir Re ite intioin oif Toikoipe idia custoime irs in Padang City it is 

coinclude id: (1) Pe irce iive id value i has a poisitive i and significant influe ince i oin Custoime ir Re ite intioin oif 

Toikoipe idia custoime irs. Pe irce iive id value i is se ie in as a custoime ir me iasure ime int oif the i be ine ifits re ice iive id froim 

the i proiduct oir se irvice i proivide id by the i coimpany. If custoime irs have i a goioid pe irce iptioin oif the i value i 

proivide id by the i coimpany, the i custoime ir will cointinue i toi use i the i coimpany's proiducts oir se irvice is, the in 

this will alloiw the ise i custoime irs toi cointinue i using the i Toikoipe idia site i; (2) Pe irce iive id Value i has a poisitive i 

and significant influe ince i oin Custoime ir Satisfactioin foir Toikoipe idia custoime irs. The i pe irce iive id value i oif 

the i custoime ir will have i an impact oin the i satisfactioin fe ilt by the i custoime ir. The i be itte ir the i value i that the i 

coimpany proivide is foir its custoime irs, the i highe ir the i satisfactioin fe ilt by the ise i custoime irs and the i custoime ir 

will be i willing toi make i purchase is oin an oingoiing basis. This me ians that if Toikoipe idia is ablei toi proivide i 

value i accoirding toi custoime ir e ixpe ictatioins, the in custoime irs will be i satisfie id with the i Toikoipe idia site i; (3)  

Custoime ir Satisfactioin has a poisitive i and significant influe ince i oin Custoime ir Re ite intioin oif Toikpe idia 

custoime irs. Custoime ir satisfactioin is a peirsoin's fe ie ilings oif ple iasure i and disappoiintme int that arise i froim 

coimparing pe irce iive id pe irfoirmance i against e ixpe ictatioins re ice iive id. If a custoime ir is satisfie id with a 

coimpany, it will make i the i custoime ir choioise i toi stay with the i coimpany. This me ians that if a custoime ir is 

satisfie id with the i Toikoipe idia site i, the in the i custoime ir will cointinue i toi use i the i Toikoipe idia site i; (4) 

Custoime ir Satisfactioin has a poisitive i and significant impact oin custoime ir trust in Toikoipe idia custoime irs. 

The i highe ist le ive il oif coinsume ir satisfactioin with a coimpany is like ily toi incre iase i coinsume ir trust in that 

coimpany. This me ians that if coinsume irs are i satisfie id with the i Toikoipe idia site i, coinsume irs will trust the i 

Toikoipe idia site i moire i; (5) Custoime ir Trust has a poisitive i and significant influe ince i oin Custoime ir Re ite intioin 

oif Toikoipe idia custoime irs. Trust is foirme id throiugh a se irie is oif custoime ir e ixpe irie ince is at the i time i oir during 

inte iractioins with the i coimpany. Trust is a cointinuoius proice iss that is stre ingthe ine id by poisitive i 

e ivaluatioins oif pre ivioius e ixpe irie ince is. The i moire i custoime irs trust the i coimpany, the i custoime ir will survive i 

and cointinue i toi purchase i proiducts oir se irvice is in the i loing te irm. This me ians that if Toikoipe idia is able i toi 

improive i re ilatioinships that ge ine irate i custoime ir trust in the i Toikoipe idia site i, the in custoime irs will survive i 

and cointinue i toi use i the i Toikoipe idia site i. 
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