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ABSTRACT
Perceived benefits (utilitarian value, hedonic value, and social value) affect individuals in making decisions and behaving in online purchases through e-commerce. The purpose of this paper is to examine the effect of perceived benefits on customer satisfaction and customer retention on Indonesian e-commerce sites. Previous studies have explored the role of utilitarian, hedonic, and social values on consumer satisfaction. However, there is a lack of research on the effect of social value on customer retention. The current study attempts to fill this research gap. Data were collected using questionnaires on 270 Indonesian e-commerce customers in Indonesia, which were then analyzed using SPSS Statistic 17.0 and WarpPLS 6.0. The results showed that utilitarian value, hedonic value significantly, and positively influenced customer satisfaction on e-commerce purchases. Besides, social value and customer satisfaction significantly and positively affect customer retention. However, the utilitarian value does not significantly effect customer retention. Social value does not significantly effect customer satisfaction. The implication of this research is to guide e-commerce vendors in noticing the elements associated with perceived benefits to create customer satisfaction and customer retention on e-commerce products and services in the long term.
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1. INTRODUCTION
Global internet users increased from 4,156 billion in 2017 to 4,422 billion in 2019 [55]. This increase has driven a rapid shift in the marketing patterns with the internet as a marketing channel [1]. Large companies have changed marketing strategies from traditional marketing to internal marketing. The internet has become one of the most important communication channels which leads to some changes in purchasing patterns. The results of the world survey recorded that the number of Indonesian internet users ranked fifth among 143 million people [55]. The growth rate of Indonesian internet users reached 7.06%, higher than the Chinese at about 3.58%. The higher number of internet users encourages online business growth in Indonesia through e-commerce. Increasing the value of e-commerce sales influenced by consumers as users of e-commerce products, so that the opinion and input are needed to help the vendor of e-commerce in formulating appropriate marketing strategies.
E-commerce is electronic commerce covering the process of selling, purchasing, transferring, or exchanging products, services, or information through a computer network [3]. E-commerce brings tremendous benefits for vendors and consumers and changes the way they do transaction activities [4]. Some research has shown an interest in online purchasing behavior [1, 2, 5-11, 52-54]. Online purchasing behavior has become an important study for academics [12]. Empirically, previous studies have validated the effect of perceived benefits (i.e. utilitarian value, hedonic value, and social value) on the online purchasing behavior of e-commerce customers [5, 6, 9, 13]. Internet behavior users, before doing online purchases, commonly search for information about products and services providing the best benefits. Experiences when using products and services provide important information for e-commerce marketers or vendors as a basis for compiling policies and evaluating e-commerce implementation. Previous research suggests that perceived benefits and customer satisfaction affect maintaining customer retention. Customer retention refers to the company's ability to retain customers for a certain period. High customer retention indicates a customer's high tendency to continue purchasing the product or using the service [14].
Utilitarian value is an important factor in assessing customer behavior in online purchases [5, 6]. Customers who decide on a purchase by considering its utilitarian value will be more objective in assessing a product to provide customer satisfaction and create customer retention. Hedonic value also plays an important role as a value received by customers based on their pleasant experiences and pleasures in online purchases [15]. The ‘hedonic’ experience provides satisfaction and influences customers to stay with products and services. Some studies have focused on measuring customer satisfaction and customer retention by looking at the effect of the relationship of utilitarian value and hedonic value [5-8], but still, less consider social value as a variable predicting e-commerce customer behavior. Based on this, the researchers were interested in completing this study by adding the social value variable in measuring customer satisfaction and customer retention. 
2. LITERATURE REVIEW 
Customer value is an emotional bond that occurs between customers and producers after the customer uses the product or service provided by the supplier and gets that the product has added value [16]. Utilitarian Value relates to the basic functions and benefits of a product. Utilitarian value is “a comprehensive assessment of functional benefits and sacrifice” [17]. Literature studies explain that utilitarian value is an important variable that influences online shopping intentions [6]. Consumers will buy a product based on functional benefits or usability, so consumers in product purchases will consider utilitarian benefits [18]. Utilitarian value emphasizes objectivity and the tangible form of a product. Consumers will feel satisfied if they get products that efficiently match their needs. Empirical research by Gan and Wang [5] has shown a significant and positive influence between the utilitarian value on customer satisfaction. Kesari and Atulkar [25] have also explained that there is a significant influence between the utilitarian value on mall customer satisfaction in India. A different finding was stated by Basaran and Buyukyilmaz [7], Ladeira et al. [39], and Chen et al. [40] that utilitarian value has no significant effect on customer satisfaction. Therefore, the following hypothesis is put forward:
H1 = Utilitarian value significantly and positively affects customer satisfaction
Levitt [41] believes that the main goal of every business is to create and retain customers. Customers retain service providers if there is benefit from the goods and services. Customer retention has proven to be the main goal of companies implementing customer relationship marketing [42]. Ranawera and Prabhu [34] define customer retention “as the future propensity of a customer to stay with their service provider”. Customer retention is defined “as customers’ stated continuation of a business relationship with the firm” [43]. When customers have gained functional benefits from the products they have purchased, this keeps the customer staying on the service and does not switch to another company. However, if customers get the opposite, it will encourage customers to immediately switch to other providers. Therefore, the following hypothesis is put forward:
H2 = Utilitarian value significantly and positively affects customer retention
Hedonic value is a value received by customers based on pleasant experiences and pleasures [19]. Hedonic Value is more subjective and personal than utilitarian value and tends to be more on pleasure than on task composition. Hedonic Value is associated with the desire for pleasure and self-expression related to individual emotional needs for a pleasant and interesting shopping experience. In this sense, the hedonic value provides a shopping experience without negative feelings but with highly increased feelings, increased involvement, perceived freedom, the fulfillment of a very valuable fantasy. Perceived satisfaction is an “important benefit” provided through shopping. In short, shopping, with or without a purchase, can provide hedonic value in many ways. Research studies by Avcilar and Özsoy [6] show the influence of hedonic values significantly and positively on customer satisfaction. Similar results were shown by Hanzaee and Rezaeyeh [15]. This indicates that the hedonic value offers a customer satisfaction experience. However, Song and Qu [44] showed different findings that hedonic value has no significant effect on customer satisfaction. Therefore, the following hypothesis is developed:
H3 =	Hedonic value significantly and positively affects customer satisfaction
Companies retain customers using multiple attempts, with customer-oriented. According to Childers et al. [45], consumers make purchases online to get comfort and pleasure. Customers with a pleasant experience and the high pleasure of the products obtained will encourage the survival of the customers for not switching from another company. Previous studies have not found empirical studies that examine the effect of customer hedonic values on customer retention on e-commerce sites. Hedonic value is a value received by customers based on pleasant experiences and pleasures [19]. A pleasant experience on e-commerce sites when customers shop will encourage customers to retain on e-commerce sites in online purchases so that in the future. Hedonic value is considered to be a driving force shaping attitudes and behavior in the future. Thus, the following hypothesis is proposed:
H4 	= 	Hedonic value significantly and positively affects customer retention
Sweeney and Soutar [20] define social value as “the utility derived from the product’s ability to enhance social self-concept”. Accordingly, social value derives generally from service use shared with others. Social value is a product or service benefit aimed to satisfy people’s desires to get recognition or social pride [21]. Consumers decide on e-commerce purchases by considering the social value of choose products or services by communicating an image that is in line with norms or can convey the social image wanted to display. If the customer’s experience in using the product or service consumed provides a positive social value, the customer will believe that e-commerce is reliable. Empirical evidence that investigates the effect of social value on customer satisfaction [5] shows that social value significantly and positively influences customer satisfaction. Hu et al. [46] revealed the effect of social value on customer satisfaction. However, the results of different studies are shown by Prebensen and Rosengren [31]; Kesari and Atulkar [25] that social value was no significant effect on customer satisfaction. Accordingly, the following hypothesis is formed:
H5 = Social value significantly and positively affects customer satisfaction
Products provide benefits i.e. social value, which will increase consumers' remain on the product. Consumers who consider social value in making purchasing decisions will choose products or services that can enhance social self-concepts, such as feelings of acceptance, receiving positive feedback from others, and appearance improvement [20]. Social values can positively stimulate customer retention so that consumers remain to service providers. Therefore, the following hypothesis is put forward:
H6 = Social value significantly and positively affects customer retention
Satisfaction is defined “as users’ evaluations of social commerce based on their needs and expectation” [47]. Satisfaction reflects subjective users’ evaluation resulting from comparing the user experience with the prior expectations about the social commerce sites [47]. Users with a higher level of satisfaction tend to have a stronger intention to purchase through social commerce sites [48]. Previous research suggested that satisfaction has an important role in influencing user purchasing intentions. Satisfaction is identified as an important factor influencing purchase intentions in a commercial context [11, 24]. Satisfied consumers will buy and use products, and tell others about their pleasant experiences with the product or brand [49]. If they are not satisfied, they tend to switch to other products, and raise objections with producers, retailers, and even tell other consumers. Hennig-Thurau [33] explains that customer satisfaction and customer retention are important factors in relationship quality. Higher customer satisfaction will increase customer retention so that customers remain in the previous company. An empirical study of the relationship of customer satisfaction to customer retention has been reviewed by Ranaweera and Prabhu [34], that satisfaction has a significant and positive influence on customer retention. This is also supported by Guo and Wang [8]; Tamuliene and Gabryte [36]; showed the significant influence of satisfaction on customer retention. Thus, the following hypothesis is put forward:
H7 = 	Customer satisfaction significantly and positively affects customer retention
The hypothesis model is explained in Figure 1 below.
[image: ]
Figure 1. Hypothesis Model
3. RESEARCH METHOD
3.1 Survey Instruments
This study consisted of 5 variables: utilitarian value, hedonic value, social value, customer satisfaction, and customer retention. The items measuring all variables are as follows: utilitarian value consisted of 8 items were taken from Sweeney and Soutar [20], Chiu et al. [30], Gan and Wang [5]; Hedonic Value consisted of 12 items were taken from Arnold and Reynolds [50], Chiu et al. [30], Gan and Wang [5]; social value consisted of 8 items were taken from Sweeney and Soutar [20], Gan and Wang [5]; Customer Satisfaction consisted of 6 items were taken form Molinillo et al. [11], Gan and Wang [5]; Customer Retention consisted of 4 items were taken form Trasorras et al. [51]. This research used a 5-point Likert Scale from 1 (“Strongly Disagree”) to 5 (“Strongly Agree”). Characteristics of respondents include gender, age, education, and employment status.
3.2 Samples
The unit of analysis in this research was individual. The population were customers buying products and services on e-commerce sites of Lazada.co.id, Blibli.com, Tokopedia.com, Elevenia.co.id, MatahariMall.com, Shopee.co.id, Bukalapak.com, Zalora.co.id, and Blanja.com in Indonesia. The sampling was carried out using a purposive sampling technique with these following characteristics: the customers (1) had purchased e-commerce products and services two times in the last 1 month; (2) were at least 18 years old; (3) were buyers and users of e-commerce products and services. Data were collected by sending the URL address to e-commerce customers. A total of 270 respondents’ answers were received and were worth analyzing.
3.3 Data Analysis 
The validity and reliability test of the instrument was carried out using SPSS 17.0, which aimed to find out whether the instrument could be understood by respondents. Also, primary data were analyzed by the descriptive method using SPSS 17.0. Inferential statistical analysis is used to answer hypotheses using WarpPLS 6.0 
3.4 Data Collection
The empirical data were collected via an online survey from January to March of 2020. The number of users aged 18 - 67 years. Data collection is done by sending an online questionnaire using the Google form application by sending the URL address to e-commerce customers. A total of 324 responses were collected and scrutinized, 54 were discarded with the same values for all questions or most of the questions. A total of 270 respondents were acceptable and feasible to do the analysis. 
4. STUDY RESULTS
4.1 Instrument Validity and Reliability Tests
Validity and reliability tests were carried out before using the instrument for overall data collection. The instrument validity test results showed that the correlation coefficient value of each item with the total item was ≥ 0.3, so the instrument was said to produce valid data [38]. The reliability test results also showed that the Cronbach Alpha value was  0.60, indicating that the instrument was reliable [22]. 
4.2 Profile of Respondents
The sample of this research consisted of 52.22% female and 47.78% male. Based on age, 53% was dominated by respondents aged 18-35 years old. 65.93% of the respondents were married and 45.19% of them had a magister's degree. Most respondents (22.59%) worked as entrepreneurs (self-employed). The majority of e-commerce shopping frequencies in the last month were 2 times (14.44%), 3 times (33.70%), 4 times (39.63%), and > 4 times (12.22%). The most often used e-commerce sites were Tokopedia.com (27.78%). Table 1. shows the profile of respondents. 
The research results showed that the average score of respondents’ answers to the utilitarian value variable was 4.31, concluding that the utilitarian value variable was included in the high category. The other findings also suggest that the average score of respondents’ answers to the hedonic value variable was 4.32, which means that the hedonic value variable falls within the high category. In other words, respondents considered that shopping through e-commerce provides a pleasant (interesting) experience and excitement. 
The average score of respondents’ answers to the social value variable was 3.40, concluding that the social value variable is included in the medium category. That is, respondents, in general, argued neutrally that e-commerce shopping can reflect the need for social ties and socializing.
The result of the customer satisfaction variable showed an average score of 3.98, indicating that the customer satisfaction variable is included in the high category. It can be interpreted that the respondents' evaluation of e-commerce shopping by comparing their experiences of use with previous expectations shows high satisfaction.  
Similarly, another finding showed that the average score of respondents’ answers was 3.70, concluding that the customer retention variable is included in the high category. It means that respondents tend to commit and stay afloat with service providers (e-commerce) in the future. 
Table 1. The profile of respondent
	Measure
	Items
	Frequency
	Percentage

	Sex
	Male
Female
	129
141
	47.78
52.22

	Measure
	Items
	Frequency
	Percentage

	Marital Status

	Married
Single
Other
	178
87
5
	65.93
32.22
1.85

	Age (Years)

	18 – 25 
26 – 35 
36 – 45 
46 – 55 
>55
	70
73
93
32
2
	25.93
27.04
34.44
11.85
0.74

	Education

	Senior High School
Diploma
Bachelor
Masters
Doctorate
Other
	14
28
74
122
24
8
	5.19
10.37
27.41
45.19
8.89
2.96

	Status/Job

	Self Employed
Employees
Teacher/Lecture
Government
State Employees
College Student
Temporary Employees
	61
51
38
37
26
27
19
11
	22.59
18.89
14.07
13.70
9.63
10.00
7.03
4.07

	e-commerce shopping frequency

	2 times
3 times
4 times
> 4 times
	39
91
107
33
	14.44
33.70
39.63
12.22

	e-commerce is most often used

	Tokopedia.com
Bukalapak.com
Shopee.co.id
Lazada.co.id
Blibli.com
Zalora.co.id
Elevenia.co.id
Blanja.com
MatahariMall.com
	75
56
45
37
22
12
10
7
6
	27.78
20.74
16.67
13.70
8.15
4.44
3.70
2.59
2.22


4.3 Cross Check of Validity and Reliability 
Convergent validity was measured using the value of AVE (Average Variance Extracted), where the loading factor value was above 0.50. The results of the convergent validity test on all variables were considered valid for all indicators with values exceeding 0.50.
Furthermore, discriminant validity is met if the loading factor value of each indicator on all variables is > the correlation cross-loading with other variables. The construction of reliability composite was > 0.7 and Cronbach’s Alpha was > 0.6, indicating that the reliability is met. Table 2. explains the relationship between Cronbach Alpha, CR, and AVE values.


Table 2. Cronbach Alpha, CR, and AVE Values
	Variable
	Cronbach Alpha
	CR
	AVE

	Utilitarian value
	0.764
	0.849
	0.765

	Hedonic value
	0.762
	0.837
	0.688

	Social value
	0.856
	0.903
	0.837

	Customer satisfaction
	0.841
	0.927
	0.929

	Customer retention
	0.832
	0.923
	0.925


4.4 Hypothesis Testing
The researchers formulated 7 hypotheses. Hypothesis testing was conducted by comparing the p-value with an alpha value of 5%. If the p-value is ≤ 0.05, the hypothesis is accepted and if it is > 0.05, the hypothesis is rejected.
Table 3. and Figure 2. show the path coefficient relationship of each research hypothesis. Hypothesis testing clarifies whether the hypothesis is accepted or rejected. The results of hypothesis 1 stating that utilitarian value influences customer satisfaction showed a p-value of < 0.001 (< 0.05), so hypothesis 1 was accepted. The positive path coefficient indicates that utilitarian value had a significant positive effect on customer satisfaction. 
Table 3. Hypothesis testing results
	Hypothesis
	Path
	Path coefficient
	p-Values
	Significance level

	H1
	Utilitarian value  customer satisfaction
	0.192
	<0.001
	Significant

	H2
	Utilitarian value  customer retention
	0.033
	0.294
	Not Significant

	H3
	Hedonic value  customer satisfaction
	0.300
	<0.001
	Significant

	H4
	Hedonic value  customer retention
	0.111
	0.032
	Significant

	H5
	Social value  customer satisfaction
	0.065
	0.140
	Not Significant

	H6
	Social value  customer retention
	0.160
	0.004
	Significant

	H7
	Customer satisfaction  customer retention
	0,282
	<0,001
	Significant


As for Hypothesis 2 stating that utilitarian value influences customer retention, the results showed a p-value of 0.294 (> 0.05), so hypothesis 2 was rejected. In other words, the utilitarian value had no significant effect on customer retention. 
Hypothesis 3 states that hedonic value influences customer satisfaction resulted in a p-value of < 0.001 (< 0.05), so hypothesis 3 was accepted. The positive path coefficient indicates that hedonic value had a significant positive effect on customer satisfaction.
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Figure 2. The structural model tests
The results of Hypothesis 4 states that hedonic value influences customer retention showed that a p-value of 0.032 (< 0.05), so hypothesis 4 was accepted. The positive path coefficient indicates that hedonic value had a significant positive effect on customer retention.
Hypothesis 5 states that social value influences customer satisfaction resulted in a p-value of 0.140 (> 0.05), so hypothesis 5 was rejected. It indicates that social value had no significant effect on customer satisfaction.
Hypothesis 6 states that social value influences customer retention showed a p-value of 0.004 (< 0.05), so hypothesis 6 was rejected. It indicates that social value had no significant effect on customer retention.
At last, hypothesis 7 states that customer satisfaction influences customer retention was also accepted since the results showed a p-value of < 0.001 (<0.05). The positive path coefficient indicates that customer satisfaction had a significant positive effect on customer retention. This research firm that customer satisfaction is a variable mediating the effect of utilitarian value and hedonic value on customer retention, but not mediating the effect of social value on customer retention. Social value had a direct effect on customer retention without being mediated by customer satisfaction. 
5. DISCUSSION 
The analysis results show that utilitarian value has a significant effect on customer satisfaction, indicated by a path coefficient of 0.192 with a p-value of < 0.001. These findings confirm and expand the utilitarian value concept put forward by Anderson and Srinivasan [23]; Hsu and Lin [24] that utilitarian value is an important factor in predicting consumer purchasing behavior. Besides, utilitarian value plays an important role in influencing to make decision process of online shopping on e-commerce sites. With utilitarian value, consumers will emphasize their purchases based on functional benefits and needs. This concept is also supported by the statement that consumers buy a product by considering its functional benefits or uses [18], emphasizing the objectivity and tangible form of the product. Consumers will be satisfied when getting products that efficiently match their needs. The findings of this research support previous studies conducted by Gan and Wang [5], Avcilar and Özsoy [6], Kesari and Atulkar [25] indicating the positive relationship between utilitarian value and customer satisfaction in which high/good utilitarian value would provide satisfaction to purchases on e-commerce sites.
The research results also prove that utilitarian value has no significant effect on customer retention, which is one of the important contributions in understanding the relationship between utilitarian value and customer retention. These results are not consistent with Mimouni-Chaabane and Volle [26] arguing that consumers perceive utilitarian, hedonic, and symbolic benefits as one of the company's efforts to maintain or improve relationships with customers. The reasons are: first, the major of respondents who use e-commerce products are female (52.22%). Female customers when deciding to purchase made priority to the benefits and appearance of the product so it would not be on one e-commerce site, but tried to find products offered by other e-commerce sites. Female customers will compare one site to another e-commerce site that provides functional benefits which more promising. Second, the characteristics of respondents based on age dominated by customers between 18 - 35 years (53%), we're accustomed to using internet technology or literate technology enable. Customers were accustomed to using multiple e-commerce platforms, easily installing and using multiple platforms to compare one e-commerce site to another. Therefore, customers easily turn to e-commerce sites that offer the benefits of the products offered. Third, e-commerce sites offer a variety of diverse and different choices in terms of price services, site views, or delivery facilities, so that respondents compare one e-commerce site to another.
The analysis results also showed that hedonic value has a significant effect on customer satisfaction, indicated by a path coefficient of 0.300 with a p-value of < 0.001. The positive coefficient value indicates that hedonic value positively and significantly influences customer satisfaction. These findings reinforce Jones et al. [27] stated that customers transaction were influenced by the presence of hedonic shopping values, named pleasure, enjoyment, and excitement when doing shopping. Hedonic value is a value received by customers based on pleasant experiences and pleasures. Hedonic value is more subjective and personal because it is associated with the desire for pleasure and self-expression related to individual emotional needs for shopping experiences. This supports the concepts of Wolfinbarger and Gilly [28] that pleasure is a customer’s hedonic element when online shopping. Pleasant experiences felt by customers in e-commerce product purchases will increase their satisfaction. Linear with this, Gan and Wang [5]; Avcilar and Özsoy [6]; Hanzaee and Rezaeyeh [15] suggest hedonic value influences customer satisfaction.
Furthermore, the analysis results of this research indicate that hedonic value has a significant effect on customer retention, confirmed by previous study results of Childers et al. [29] that consumers make online purchases to get comfort and pleasures. Customers with pleasant experiences and high excitement with a product will have great retention so as not to move to other companies' products. Meanwhile, if customers do not get pleasant experiences and high excitement with a product, they will immediately intend to move to other companies' products. This finding is one of the important contributions to understanding the relationship between hedonic value and customer retention. Hedonic value is a value received by customers based on their pleasant experiences and pleasure [19]. Pleasant experiences felt by customers when shopping on e-commerce sites can encourage them to continue using the e-commerce site in online purchases. The relationship between customers and e-commerce vendors influences customer retention. Hedonic Value is considered as an important key to maintaining the continuity of the relationship with customers [30]. The findings of this research are supported by previous studies conducted by Kesari and Atulkar [25], Prebensen, and Rosengren [31]. In contrast with Gan and Wang [5], Hu et al. [32], this research found that social value has no significant effect on customer satisfaction. 
[bookmark: _Hlk40819968]Social value has no significant effect on customer satisfaction, indicated by a path coefficient of 0.065 with a p-value of < 0.140. This finding supports by Prebensen and Rosengren [31], Kesari, and Atulkar [25] based on the following reasons: first, respondents' shop using an e-commerce site can be done by themselves, so that social interaction with others is reduced. Social interaction plays an important role in building social values that reflect the need for bonding and socializing [50]. Second, the majority of respondents' average answers on social value variable items are 'neutral'. This emphasizes that respondents individually shop using e-commerce sites, therefore social value needs are not a priority in online shopping.
Social value has a significant effect on customer retention, indicated by a path coefficient of 0.160 with a p-value of < 0.004. Empirical studies that examine the effect of social value on customer retention are a novelty. Furthermore, this finding is an important contribution to understanding consumer behavior. Hu et al. [32] define the online social value “as a person’s net positive or negative attitude based on his/her calculation of the weighted perceptions of the relevant benefits and sacrifices involved in using OSN services”. Attitude plays an important role in shaping consumer behavior as the overall evaluation [53]. On the decision to purchase a product or select an e-commerce site, customers are uniquely defining the product or site the most benefit. If the social value perceived by the customer showed positive, the customer will return to using e-commerce sites, this indicates customer retention.
Furthermore, the analysis results in proof that customer satisfaction has a significant effect on customer retention. This is supported by the concept put forward by Hennig-Thurau [33] stated that there was a relationship between customer satisfaction and customer retention. Besides, Hennig-Thurau [33] explained that Customer Satisfaction and Customer Retention are important factors in improving the quality of the relationship between customers and e-commerce vendors. Higher customer satisfaction improves customer retention, encouraging customers to continue shopping on the e-commerce site or company. The results of this research strengthen previous studies conducted by Ranaweera and Prabhu [34], Guo and Wang [35], Tamuliene and Gabryte [36], Edward and Sahadev [37].
6. CONCLUSION
 	The main purpose of this research is to investigate the effect of perceived benefits (utilitarian value, hedonic value, and social value) that can influence customer satisfaction and customer retention on online purchases through e-commerce in Indonesia. Previous studies have shown whether perceived benefits affect customer satisfaction and customer retention on online purchases through Indonesian e-commerce. The data in this research were analyzed using Statistics 17.0 and WarpPLS 6.0. 
 	From the results of hypothesis testing, it is obtained that utilitarian value influences customer satisfaction. Second, the utilitarian value does not influence customer retention. Third, hedonic value influences customer satisfaction. Fourth, hedonic value influences customer retention. Fifth, social value influences customer satisfaction. Sixth, social value influences customer retention. Seventh, customer satisfaction influences customer retention. This research concludes that customer satisfaction is a variable mediating the effect of utilitarian value and hedonic value on customer retention but not mediating the effect of social value on customer retention. Social value has a direct effect on customer retention. 
Practical Implication. As reported above, the practical implications of this research are to satisfy customers so they will continue using e-commerce products and services in the long term. E-commerce vendors need to pay attention to utilitarian value and hedonic value. Utilitarian value is a direct determinant of satisfaction, meaning that a positive perception of utilitarian value is very important to increase satisfaction. Hedonic value is an instrument reflecting the value of entertainment in shopping. Customers who are happy and entertained in shopping online on e-commerce sites will be satisfied. Social value is an important factor in building long-term relationships between customers and e-commerce vendors so that customers do not intend to move to other e-commerce sites. An understanding of customer needs and desires about the effect of social value on customer retention is important based for developing and implementing successful marketing strategies to maintain the continuity of the relationship with customers.
Limitations and recommendations. This research has some limitations that are expected to be further developed in future studies. First, this research only used the top 10 Indonesian e-commerce sites so that the e-commerce variations selected in this research are limited since their characteristics are almost the same. The results will be different when the characteristics of e-commerce vary on the business scale and segmentation. Second, the data were obtained from questionnaires so that there might be differences in the perceptions of the author and the research respondents who filled out the questionnaires even though it has been tried to be minimized by conducting a preliminary test.
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