
* Corresponding author.  
E-mail address: ridho.bramulya.i@binus.ac.id  (R. B. Ikhsan) 
 
 
© 2020 by the authors; licensee Growing Science, Canada  
doi: 10.5267/j.msl.2020.6.046 
 

 

 
 

  
 

Management Science Letters 10 (2020) 3485–3494 
 

 

Contents lists available at GrowingScience 
 

Management Science Letters  
 

homepage: www.GrowingScience.com/msl 
 
 
 

 
 
 

Drivers of buyer retention in e-commerce: The role of transaction characteristics and trust  
 

Karina Anatasia Asmara Silitongaa, A. Fakhrorazib and Ridho Bramulya Ikhsanc*  

 
 
 
aEconomy Faculty, Prima Indonesia University, Medan, Indonesia 
bGhazali Shafie Graduate School of Government (GSGSG), COLGIS, Universiti Utara Malaysia, Malaysia 
cManagement Department, BINUS Online Learning, Bina Nusantara University, Jakarta, Indonesia 11460 
C H R O N I C L E                                 A B S T R A C T 

Article history:  
Received: May 30, 2020 
Received in revised format:  
May 30 2020 
Accepted: June 30, 2020 
Available online:  
June 30, 2020 

 E-sellers need to build buyer confidence in new transactions through a variety of transaction ser-
vices so they can create retention behavior drivers. The research aim is to examine the driving 
factors for shaping customer retention by understanding the pattern of transaction characteristics 
and trust in online purchases in e-commerce. Questionnaire data collection came from buyers in 
the top six e-commerce in Indonesia with a purposive technique. We use PLS-based SEM analysis 
to answer hypotheses. As a result, we accepted all hypotheses, namely customization, contact in-
teractivity, care, and character factors that had positive and significant effects on trust and buyer 
retention. Trust has proven to be an essential factor in shaping buyer retention on e-commerce sites. 
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1. Introduction 
 
 

 

In the digital era, the demand internet seems to have turned into a primary need for society. They are starting from ordering 
activities for online transportation, food, entertainment, and purchasing online. Computer technology and communication flows 
have redesigned trading methods, removed time limits, and places. They have shaped cybernetic societies, so they become new 
demands for producers in creating products and services (Maxwell & Khan, 2018). In online business, e-sellers need to reach a 
diversity of buyers so that e-marketing activities must target a unique market. It includes product development besides procedures 
and processes that reflect the buyer's wishes (Alharbi & Alhider, 2018). Jain Nikunj (2017) conducted an in-depth literature 
review and has suggested that availability, timeliness, conditions, ease of return, e-business quality, product quality, and price, 
are related to shopping satisfaction and customer repurchase intentions in e-tailing.  From the seller's perspective, we have rec-
ognized buyer loyalty as the primary path to profitability. The high cost of acquiring new buyers makes the relationship unprof-
itable during the initial transaction (Reichheld & Sasser, 1990). E-sellers will benefit when buyers make repeat purchases, reduc-
ing costs to serve buyers. This understanding can help e-sellers gain competitive advantage by devising strategies to increase 
buyer retention. We have recognized repurchase behavior as an essential behavior and is a benchmark for sellers of buyer reten-
tion (Bloemer, de Ruyter, & Wetzels, 1999; Oliver, 1999; Otim & Grover, 2006). We focus this research on behavioral factors 
because they have direct benefit implications for e-sellers. Broadly, buyer trust has been studied by researchers in marketing 
management and information systems (SI). They learn about online trading on a web or mobile basis (Doan, 2020; Grabner-
Kraeuter, 2002; Jumin Lee, Park, & Han, 2011; Li & Yeh, 2010; Lin, Wang, Wang, & Lu, 2014; Salimon et al., 2018; Sarkar, 
Chauhan, & Khare, 2020). Trust plays a vital role in interpersonal relationships, organizational behavior, and business transac-
tions (Dirks & Ferrin, 2001; Williamson, 1993; Zaheer, McEvily, & Perrone, 1998). In online transactions, trust is the key to 
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supporting buyers willing to make repeat purchases, so it is necessary to study patterns of individual transaction characteristics 
to encourage buyers to make repeat purchases. (Jaiswal, Niraj, Park, & Agarwal, 2018). Online buyers show a low level of trust 
in online-based merchants (Culnan & Armstrong, 1999), so it becomes a significant reason many buyers choose not to shop 
online (Hoffman, Novak, & Peralta, 1999).  
 
Based on the prior explanation, this study explicitly discusses the driving factors for shaping buyer retention behavior by under-
standing models of transaction characteristics and trust in online purchases on e-commerce sites. 

2. Literature Review 

2.1. Transaction Characteristics on Trust and Retention 
 

This research discusses the transaction characteristics in e-commerce to form buyer retention by referring to the 8C concept 
developed by Srinivasan, Anderson, and Ponnavolu (2002), namely customization, contact interactivity, care, character, cultiva-
tion, community, choice, and convenience. However, we only study four dimensions, namely customization, contact interactivity, 
care, and character, because the results of our first survey, four other dimensions did not meet the validity and reliability require-
ments. Customization is the capability of e-sellers in tailoring goods, service, and transaction environment to the buyer individ-
ually (Srinivasan et al., 2002). Customization is also one of the strategies adopted by e-sellers to serve better buyers (Jihyun Lee, 
Lee, & Lee, 2012). Online interactions and the distribution of real-time data in e-commerce environments have helped e-sellers 
understand buyer needs more quickly (Coupey, 2001) and adjust products and services according to buyer expectations (Zo, 
2003). With the support of internet technology, it is clear that e-sellers can offer new opportunities to adjust offers to buyers 
(Coelho Pedro & Henseler, 2012), opening up opportunities to build buyer confidence. In the context of e-commerce, we con-
clude that the more e-sellers can customize products and services, the more they make buyers believe in e-sellers and ultimately 
shape their behavior for retention. Contact interactivity leads to the fluid nature of the commitment of e-sellers and their buyers 
into their website (Srinivasan et al., 2002). Some researchers have reviewed the effect of interactivity on buyer loyalty in elec-
tronic commerce (Deighton & Sorrell, 1996; Watson, Akselsen, & Pitt, 1998). Interactivity has the potential and essential influ-
ence in building relationships in an online context (Berthon, Pitt, & Watson, 1996; Cuneo, 1995; Ha & James, 1998). In practice, 
contact interactivity as the availability and effectiveness of buyer support tools on e-commerce sites, and how e-retailers facilitate 
two-way communication with buyers (Srinivasan et al., 2002). Alba et al. (1997) explain that interactivity facilitates the process 
of finding products and services quickly and precisely as desired, making it easier for buyers who have a dependency on memory. 
We conclude that with the interactivity of contacts in e-commerce sites, e-sellers get extensive benefits to shape buyers' satisfac-
tion and retention behavior. 
 
The concern is translating as e-seller's attention to buyers in the phase before and after the transaction. The aim is to build trust 
and long-term relationships with buyers (Srinivasan et al., 2002). For example, making a promise that there is no disruption 
during the transaction process and providing guarantees if the goods received are not following the order. Srinivasan et al. (2002) 
interpret that buyers are presented with information about the availability of product choices and order status and efforts to 
minimize disruption in the transaction process. E-commerce sites can develop automatically if buyers often make repeated trans-
actions (Mohapatra, 2013) and provide personalized product offerings with customer service. Failure to provide services has 
become a negative signal for business in the future (Bolton & Drew, 1992). Several studies prove disruption in service negatively 
influences buyers to repurchase (Bitner, Booms, & Tetreault, 1990; Boulding, Kalra, Staelin, & Zeithaml, 1993; Das, Mishra, & 
Cyr, 2019; Nili, Barros, Johnstone, & Tate, 2019; Susanti, Prijono, Rizal Edy, & Asnan, 2019; Hoque, 2018). Therefore, every 
e-seller must maximize buyer service in order to create trust and build more intensive retention behavior. 
 
Character is defined as the complete image or personality illustrated by e-seller to buyers through writing, style, graphics, colors, 
logos, slogans, or themes on the website (Srinivasan et al., 2002). In e-commerce sites, managers must design the web creatively 
to create a positive impression on the minds of buyers and assist e-sellers in creating purchases. E-commerce site designers 
combine knowledge of design, technology, and social science to design e-commerce sites persuasively, which ideally can in-
crease buyer satisfaction and gradually increase e-seller revenues (Abdul Hamid, Cheun, Abdullah, Ahmad, & Ngadiman, 2019). 
Creative websites can create impulse buying (Chen & Yao, 2018) and become a product attraction and ease of use of the website 
(Verhagen & van Dolen, 2011). Zhou, Lu, and Wang (2009) provide information that quality website design can create trust and 
repurchase. We conclude that e-commerce sites that can be accessed quickly and comfortably can help improve the image of the 
website and are expected to give the impression of trust to buyers and ultimately can create repeat purchases. Based on the 
explanation, we hypothesize: 
 
H1 and H5: customization has a positive effect on trust and retention. 
H2 and H6: contact interactivity has a positive effect on trust and retention. 
H3 and H7: care has a positive effect on trust and retention. 
H4 and H8: character has a positive effect on trust and retention. 
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2.2. Trust toward Retention 

We already know that forming trust in initial purchases in the context of e-commerce is essential (Qureshi et al., 2009). In the 
field of information systems science, trust has been studied to understand buyer behavior in e-commerce (Anol, 2002; Ba, 
Whinston, & Zhang, 2003; Paul, 2003). They stated that buyer trust is vital for e-sellers to encourage online transactions and 
form positive attitudes such as repurchase intentions (Bock, Lee, Kuan, & Kim, 2012; Hong & Cha, 2013), loyalty (Jun & Xiao-
Liang, 2015) and repurchase (Lukito & Ikhsan, 2020; Xiayu, Qian, Robert, & Zhongsheng, 2015) so that trust has been assessed 
as a single object on e-commerce sites and buyers (Xiaolin, Xuequn, & Nick, 2019; Gilani et al., 2019). 
 
Customer retention is considered customer loyalty (Heskett, Jones, Loveman, Sasser, & Schlesinger, 1994). Buyer retention 
places emphasis on e-seller activities in retaining old buyers through the initial trust established by e-sellers. Buyer retention is 
focused on developing marketing activities that lead to repurchase behavior on managerial aspects of marketers and buyers 
(Hennig-Thurau & Klee, 1997). Consumer retention is essential in determining business success, so it is necessary to maintain 
buyer confidence in the e-commerce context. Forming trust when purchasing early, buyers will be more responsive to buying 
each type of product, paying more to e-sellers, and creating demand (Cranage, 2004; Peterson, 1995). Dwyer and Tanner (2009) 
explained that customer retention has a powerful influence on profits. Therefore, e-sellers must have a target to safeguard existing 
customers and capture new customers who have the potential to bring in profits by the growing trust during initial purchases. 
Based on the explanation, we hypothesize: 
 
H9: trust has a positive effect on retention. 
 
The results of prior research, we developed a conceptual framework that explains the relationship between variables, as shown 
below. 

 
Fig. 1. Conceptual Framework 

3. Methodology 
 
Measuring the transaction characteristics, we adopt a concept developed by Srinivasan et al. (2002). Measuring trust items, 
we adopted from Kim and Park (2013) and buyer retention items we adopted from Al‐Hawari, Ward, and Newby (2009). To 
measure all items (see Table 1), we use a five-point Likert scale starting of number 1, which strongly disagrees until number 
5, which is strongly agreed. The population in this study were all buyers from the top six e-commerce sites in Indonesia, 
namely Blibli, Bukalapak, JD ID, Lazada, Shopee, and Tokopedia. Because the exact population is unknown, we practiced a 
sample using the Lemeshow method (Lemeshow, Jr, Klar, & Lwanga, 1990) to obtain a sample size of 384 buyers. The 
questionnaire was designed with the Google form tool and distributed online by providing a URL through social media. The 
return rate of the questionnaire was 100 percent. We found 12 percent or 84 invalid responses during the data editing process 
because they only made purchases on selected e-commerce sites one time in 1 month. The final sample used for analysis is 
300. The target sample is those who have made purchases on e-commerce sites at least two times in 1 month, so we call it 
purposive sampling. The dominant respondents were male (61.3%). They have an age range of 21-25 years (34.7%). In 1 
month, the money spent on online shopping is between Rp.1.000.000 - Rp.1.500.000 (33.7%). The frequency of shopping on 
e-commerce sites 6-7 times a month (30%) and the products most often purchased are fashion (15%). We use structural equa-
tion modeling (SEM) based on Partial Least Square (PLS) with SmarPLS 3.0 software to solve the hypothesis. PLS testing is in 
two stages (Hair, Hult, Ringle, & Sarstedt, 2017). First, the measurement model test that is testing validity and reliability. Second, 
test the structural model to determine whether there is influence between variables or the correlation between variables measured 
using the t-test. 
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Table 1 
Measurement Items 

Latent Variable Item 
Customization a. This e-commerce sites gives product recommendations that fit my needs. 

b. This e-commerce sites allows me to order specially made products. 
c. Promotions that the website displays have been tailored to my needs. 
d. This e-commerce sites makes me a unique customer. 
e. I believe this e-commerce site has been adjusted to my needs. 

Contact interactivity a. I see products from various angles on e-commerce sites. 
b. E-commerce sites have a search feature to find the product that I am looking for. 
c. E-commerce sites don't have product comparison featuresa. 
d. I feel e-commerce sites very attractive. 
e. I believe that e-commerce sites are not dynamica. 

Care a. I have encountered problems with billing when purchasing on an e-commerce sitea. 
b. Products that I got from e-commerce sites were delivered on time. 
c. I feel that e-commerce sites are slow to respond if I face problemsa. 
d. The product return policy has been set out on the e-commerce site. 
e. I understand that e-commerce sites have taken good care of buyers. 

Character a. E-commerce site in an attractive design. 
b. Shopping on an -commerce site is joy. 
c. E-commerce sites do not cause the intention to be visiteda. 
d. I feel happy shopping at e-commerce sites. 
e. For me, e-commerce sites don't look attractivea. 

Trust a. E-commerce sites can be trusted. 
b. In mind, I believe that e-commerce sites can protect my interests. 
c. I believe this e-commerce site can fulfill its promise. 
d. I believe the information provided by e-commerce sites.  
e. I believe e-commerce sites make a good impression.  

Retention a. I assumed the benefits of e-commerce sites. 
b. I recommend the choice of the e-commerce site to others. 
c. Confident in the choice of an e-commerce site. 
d. Make e-commerce sites the first choice. 
e. Switch to another e-commerce when encountering problems. 
f. Complain to other buyers. 
g. Complain to the administrator of the e-commerce site. 
h. Complain to outside participants. 
i. I prefer e-commerce sites that offer lower prices. 
j. Stay with e-commerce sites even though service costs are increasing. 
k. Reducing transactions with e-commerce sitesb. 

Note: bUnfavorable Item 
 
 

 

    
Age Freq in e-commerce site/ month Spending money/ month for shop-

ping  (×106) 
Gender 

 
Product purchased 

Fig. 2. Demographic characteristics of respondents 

The goodness of data testing, we do with the test of convergent validity (loading factor), discriminant validity, average vari-
ance extracted (AVE), Cronbach Alpha and Composite Reliability (CR) (Campbell & Fiske, 1959; Fornell & Larcker, 1981; 
Hair, Sarstedt, Hopkins, & Volker, 2014). The rule of thumb for loading factors of 0.5 and 0.7 has been well-received (Hair 
et al., 2017). Measurement of discriminant validity with reflective indicators uses the criteria of "cross-loading" (see Table 
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4). The recommended discriminant validity value is greater than 0.7 or 0.6 (Garson, 2016). Acceptance of AVE if it has a 
value greater than 0.5 (Hair et al., 2014). Data consistency has a Composite Reliability (CR) value, and Cronbach's Alpha is 
greater than 0.7 (Nunnally, 1979). The evaluation of structural models based on R-Square values. R-Square used to measure the 
accuracy of model predictions. Some researchers suggest the value of R-Square to be at the value of 0.75 (stable), 0.5 (moderate), 
and 0.25 (weak) (Hair, Ringle, & Sarstedt, 2011). Cross-validated redundancy (Q2) testing. Q2 value greater than zero shows that 
the model has an excellent predictive relevance value. They are testing the path coefficients to see the strength of the relationship 
between variables. Assessing the significance of the path coefficient can be seen from the T-statistics got from the bootstrapping 
process (resampling method). The significance of the path coefficient can be accepted if the T-statistic value is greater than 1.96. 
Finally, we tested the effect sizes for each path model with Cohen's f2 guidelines (Hair et al., 2014).  
 
4. Result 

4.1. Evaluation of Measurement Models 

The convergent validity testing shows that all indicator on every variable has a loading factor value higher than 0.7, and only 
four indicators have a value of 0.6. However, this value is still acceptable in the level of validity success. AVE value in every 
variable has fulfilled reasonable requirements because it has a value greater than 0.5. Finally, the value of composite reliability 
(CR) and Cronbach’s alpha has been higher than 0.7, so we conclude that the data used have a good level of consistency to 
measure each variable. A summary of the results of the goodness of the data test can be seen in Table 2. 

Table 2 
Convergent validity and Reliability 

Laten Variable Item Loading Factor AVE CR Cronbach’s Alpha 
Customization (C) C1 

C2 
C3 
C4 
C5 

0.765 
0.873 
0.805 
0.869 
0.827 

0.687 0.916 0.886 

Contact interactivity 
(CI) 

CI1 
CI2 
CI3 
CI4 
CI5 

0.780 
0.772 
0.830 
0.782 
0.632 

0.581 0.873 0.817 

Care (Ca) Ca1 
Ca2 
Ca3 
Ca4 
Ca5 

0.715 
0.847 
0.869 
0.875 
0.866 

0.700 0.921 0.891 

Character (Ch) Ch1 
Ch2 
Ch3 
Ch4 
Ch5 

0.854 
0.725 
0.850 
0.733 
0.690 

0.598 0.881 0.831 

Trust (Tr) Tr1 
Tr2 
Tr3 
Tr4 
Tr5 

0.823 
0.834 
0.810 
0.888 
0.868 

0.715 0.926 0.900 

Retention (CR) CR1 
CR2 
CR3 
CR4 
CR5 
CR6 
CR7 
CR8 
CR9 
CR10 
CR11 

0.738 
0.733 
0.709 
0.668 
0.761 
0.718 
0.708 
0.733 
0.672 
0.718 
0.705 

0.512 0.920 0.904 

 
Discriminant validity testing shows the items on C1-C5, Ca1-Ca5, and Tr1-Tr5 have a strong correlation to the variable. Whereas 
items CI1.CI5, Ch1-Ch5, CR1-CR5 have moderate and robust correlations with the variable. We conclude that all indicators for 
each variable have good discriminant validity. A summary of the results of the cross-loading test is showing in Table 3. 
 
 



 3490

Table 3 
Discriminant Validity – Cross Loading 

  Customization Contact interactivity Care Character Trust Retention 
C1 0.765 0.553 0.591 0.541 0.663 0.603 
C2 0.873 0.426 0.670 0.498 0.587 0.684 
C3 0.805 0.413 0.629 0.386 0.569 0.511 
C4 0.869 0.447 0.701 0.544 0.605 0.644 
C5 0.827 0.423 0.629 0.514 0.571 0.543 
CI1 0.445 0.780 0.475 0.457 0.562 0.553 
CI2 0.402 0.772 0.401 0.397 0.456 0.515 
CI3 0.422 0.830 0.430 0.463 0.507 0.527 
CI4 0.425 0.782 0.386 0.434 0.445 0.443 
CI5 0.388 0.632 0.435 0.389 0.431 0.473 
Ca1 0.514 0.360 0.715 0.431 0.542 0.491 
Ca2 0.652 0.420 0.847 0.569 0.610 0.597 
Ca3 0.720 0.530 0.869 0.602 0.660 0.652 
Ca4 0.678 0.473 0.875 0.487 0.633 0.605 
Ca5 0.674 0.544 0.866 0.525 0.649 0.672 
Ch1 0.569 0.495 0.525 0.854 0.584 0.593 
Ch2 0.361 0.385 0.376 0.725 0.485 0.413 
Ch3 0.547 0.515 0.527 0.850 0.563 0.625 
Ch4 0.403 0.419 0.517 0.733 0.506 0.426 
Ch5 0.417 0.339 0.479 0.690 0.466 0.364 
Tr1 0.588 0.568 0.628 0.571 0.823 0.605 
Tr2 0.650 0.617 0.660 0.655 0.834 0.674 
Tr3 0.528 0.488 0.498 0.527 0.810 0.541 
Tr4 0.638 0.505 0.651 0.533 0.888 0.612 
Tr5 0.647 0.494 0.679 0.557 0.868 0.594 
CR1 0.594 0.459 0.547 0.397 0.510 0.738 
CR2 0.531 0.463 0.562 0.420 0.549 0.733 
CR3 0.445 0.428 0.491 0.397 0.450 0.709 
CR4 0.413 0.360 0.455 0.331 0.426 0.668 
CR5 0.538 0.547 0.545 0.493 0.620 0.761 
CR6 0.507 0.539 0.488 0.478 0.552 0.718 
CR7 0.499 0.544 0.515 0.453 0.535 0.708 
CR8 0.590 0.547 0.549 0.506 0.555 0.733 
CR9 0.541 0.482 0.434 0.512 0.484 0.672 
CR10 0.540 0.419 0.571 0.520 0.479 0.718 
CR11 0.471 0.389 0.538 0.501 0.461 0.705 

4.2. Evaluation of Structural Models 

The structural model represents the relationship between latent variables. The structural model's path coefficients are inter-
preted as standardized coefficients of OLS (ordinary least square) regression. A summary of the results of structural model 
calculations is showing in Fig. 3 and Table 4. 

 

 

 

Fig. 3. Structural Model 
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Table 4 
Hypothesis Testing and R2 

Model Path Standardized T-statistics P-Values Decision R2 
1 C  →  T 0.25 4.543 0.000 H1 Accepted 0.68 
 CI  →  T 0.21 3.694 0.000 H2 Accepted  
 Ca  →  T 0.29 5.116 0.000 H3 Accepted  
 Ch  →  T 0.23 3.479 0.001 H4 Accepted  
2 C  →  CR 0.25 3.502 0.001 H5 Accepted 0.68 
 CI  →  CR 0.25 4.642 0.000 H6 Accepted  
 Ca  →  CR 0.21 2.559 0.011 H7 Accepted  
 Ch  →  CR 0.12 1.985 0.048 H8 Accepted  
 T  →  CR 0.14 2.213 0.027 H9 Accepted  

 
Proof of acceptance or rejection of the hypothesis refers to the T-statistic or P-value. At the same time, the path coefficient (β) 
shows the direction of the relationship between exogenous and endogenous variables. All of our hypotheses have been proven 
by testing the structural model and producing two linear equations.  
 
In the first equation, we accept all hypotheses. Customization has a positive and significant effect on trust because it has a T-
statistic value of 4,534 and a P-value of 0,000 with a significance level of 0.05. The path coefficient (β) is positive. There is 
a linear relationship between customization and trust. Contact interactivity has a positive and significant effect on trust with 
a T-statistic value of 3,694 and a P-value of 0,000 with a significance level of 0.05. The path coefficient (β) is positive. There 
is a linear relationship between contact interactivity with trust. Care has a positive and significant effect on trust with a T-
statistic value of 5.116, a P-value of 0.000 with a significance level of 0.05. The path coefficient (β) is positive. There is a 
linear relationship between care and trust. The character has a positive and significant effect on trust with a T-statistic value 
of 3,479, a P-value of 0.001 with a significance level of 0.05. The path coefficient (β) is positive. There is a linear relationship 
between character and trust. The R-Square value in the first equation is 0.68 or 68%. These results signal that transaction 
characteristics can predict buyer trust in e-commerce sites by 68% and the equation model in the medium category. 
 
In the second equation, we accept all hypotheses. Customization has a positive and significant effect on buyer retention because 
it has a T-statistic value of 3,502 and a P-value of 0.001 with a significance level of 0.05. The path coefficient (β) is positive. 
There is a linear relationship between customization and buyer retention. Contact interactivity has a positive and significant effect 
on buyer retention with a T-statistic value of 4,642 and a P-value of 0,000 with a significance level of 0.05. The path coefficient 
(β) is positive. There is a linear relationship between contact interactivity with buyer retention. Care has a positive and significant 
effect on buyer retention with a T-statistic value of 2,559 and a P-value of 0.011 with a significance level of 0.05. The path 
coefficient (β) is positive. There is a linear relationship between care and buyer retention. A character has a positive and signifi-
cant effect on buyer retention with a T-statistic value of 1,985 and a P-value of 0.048 with a significance level of 0.05. The path 
coefficient (β) is positive. There is a linear relationship between character and buyer retention. Trust has a positive and significant 
effect on buyer retention with a T-statistic value of 2.213 and a P-value of 0.027 with a significance level of 0.05. The path 
coefficient (β) is positive. There is a linear relationship between trust and buyer retention. The R-Square value in the second 
equation is 0.68 or 68%. These results signal that transaction characteristics can predict buyer retention on e-commerce sites by 
68% and the equation model in the medium category. 
 
Based on Cohen's f2 indicator (see Table 5) variables customization, contact interactivity, care, and character have a small effect 
on trust, and trust has a small effect on buyer retention behavior on e-commerce sites. Besides, cross-validated redundancy (Q2) 
produces a value of 0.898 and is higher than zero so that the model has an excellent predictive relevance value. 

Table 5 
The effects between the variables 

Path Cohen’s f2 Effect size 
C  →  T 0.071 Small 
CI  →  T 0.082 Small 
Ca  →  T 0.084 Small 
Ch  →  T 0.089 Small 
C  →  CR 0.065 Small 
CI  →  CR 0.108 Small 
Ca  →  CR 0.022 Small 
Ch  →  CR 0.044 Small 
T  →  CR 0.020 Small 

Note: f2 0.02 (small effects); 0.15 (medium effects); 0.35 (larger effects); less 0.02 zero effects (Cohen, 2013) 
 
Finally, we did not examine the role of trust as a mediating variable. The best reason for not testing the role of mediation in the 
SEM-PLS model is that there is still some confusion about evaluating the effects of mediation (Hair, Ringle, & Sarstedt, 2013). 
An initial illustration on how to analyze the effects of mediation has been done by Hair et al. (2013), but he explained that much 
research is needed to guide how to evaluate more complex effects such as mediations or mediations.   
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5. Discussion and Conclusions 
 
This research has specifically discussed the factors that drive buyer retention on e-commerce sites through transaction char-
acteristics (Srinivasan et al., 2002) and buyer confidence. The results of the initial survey found that all indicators of cultiva-
tion, community, choice, and convenience proved invalid. The remaining factors are customization, contact interactivity, care, 
and character. Finally, we learned about these factors. The measurement model illustrates all the indicators we measure are 
valid and reliable while the structural measurement model, all of the hypotheses we examined, are accepted. Statistically, the 
accuracy of the prediction models for the first and second equations results in the same R-Square value. We argue that in the first 
equation, customization, contact interactivity, care, and character factors contribute moderately to buyer's trust in e-commerce 
sites. In contrast, in the second equation, customization, contact interactivity, care, character, and trust factors contribute to buyer 
retention on the e-commerce site. We conclude that buyer retention on e-commerce sites can be determined by the characteristics 
of the transaction and the buyer's trust moderately. Customization factors, contact interactivity, care, and character have a positive 
and significant effect on buyers' trust and retention. It shows that e-commerce administrators and e-sellers have been able to meet 
the needs of buyers through customization services. For example, presenting recommendations for goods to be purchased, the 
availability of pre-order services to make buyers feel that we can meet all their needs. We present the role of contact interactivity 
on e-commerce sites such as the convenience of buyers finding products through a search menu and an attractive website display 
to continue to use. Paying attention to buyers in every transaction process and post-purchase becomes an obligation for e-sellers, 
such as timeliness of delivery of goods, product replacement, and responsiveness to problems that occur. The character of the 
website is an essential concern for buyers. Creatively designed websites can create a positive impression on the minds of buyers 
and help e-sellers in creating repeat purchases. Finally, by providing a touch of innovation in the factor of customization, contact 
interactivity, care, and character can be a competitive advantage to create trust in the initial stages of the purchase and maintain 
buyer resilience on e-commerce sites. 
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