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ABSTRACT ARTICLE INFO

This study aims to analyze the effects of Promotional

Attractiveness, Digital Payment, and Electronic Advocacy on Article Type: Research
Performance, with Customer Retention Quality serving as a Paper/Literature
mediating variable among e-wallet users in Indonesia. The study Review/Systematic
focuses on how promotional strategies, the convenience of digital Review/General View/etc.
payments, and consumer digital advocacy strengthen customer

loyalty, which in turn enhances e-wallet performance. The novelty Article History:

of this research lies in the simultaneous integration of three Received : October 2025
strategic variables—Promotional Attractiveness, Digital Payment, Reviewed : October 2025
and Electronic Advocacy—which are rarely examined together in Revised : November 2025
relation to Customer Retention Quality as a mediating construct. Accepted : January 2026
Furthermore, this study contributes to the existing literature by

emphasizing the central role of Customer Retention Quality as a Keywords: Promotional
reinforcing mechanism that links digital marketing strategies to Attractiveness;
the performance of financial technology services. A quantitative Digital
approach with a causal-comparative research design was Payment; e-
employed. Data were collected from 250 e-wallet users in Advocacy;
Indonesia using purposive sampling. Partial Least Squares— Customer
Structural Equation Modeling (PLS-SEM) was applied to assess Retention
the relationships among variables, evaluate measurement validity

and reliability, and test the mediating effects. The results indicate Licensed:

that all three independent variables have a positive and CC-BY-SA

significant effect on Customer Retention Quality, which
subsequently has a positive and significant impact on
Performance. Moreover, Customer Retention Quality is proven to
be a significant mediator in the relationships between
Promotional Attractiveness, Digital Payment, and Electronic
Advocacy and Performance. These findings highlight that
customer loyalty and retention are critical determinants in
improving the performance of e-wallet services.

1. Introduction

The rapid development of digital technology has significantly transformed financial services
in many developing countries, including Indonesia. The increasing penetration of smartphones
and internet connectivity has accelerated the adoption of financial technology (fintech),
particularly electronic wallets (e-wallets), which enable users to conduct transactions more
efficiently, securely, and conveniently. As reported by Bank Indonesia, the volume of digital
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payments continues to grow annually, indicating a strong behavioral shift toward cashless
transactions. This shift highlights the importance of understanding the factors that influence
sustained user engagement and loyalty toward e-wallet platforms. Within the highly competitive
digital payment landscape, e-wallet providers implement various strategies to enhance user
acquisition and retention. Promotional Attractiveness, often manifested through cashback,
discounts, loyalty points, and exclusive offers, plays a critical role in shaping user perceptions and
encouraging repeated usage. Previous studies suggest that attractive promotional programs not
only stimulate short-term usage but also support long-term customer retention. However, the
extent to which promotional initiatives contribute to sustainable platform performance through
retention mechanisms has not been fully explored in the Indonesian context. Digital Payment
features represent another key determinant of e-wallet adoption and continued usage.
Convenience, transaction speed, perceived security, and system reliability contribute to a positive
user experience, which reinforces satisfaction and loyalty. Prior research has demonstrated that
effective digital payment systems positively affect customer retention and service sustainability.
Nevertheless, empirical evidence on how digital payment convenience indirectly contributes to e-
wallet performance through customer retention remains limited. In addition, the increasing level
of digital engagement has highlighted the role of E-Advocacy, defined as voluntary online
recommendations, reviews, or endorsements by users, which increasingly shape consumer
behavior in digital markets. Positive digital advocacy enhances brand visibility and credibility,
influences the perceptions of other users, and encourages broader adoption of digital financial
services. Although several studies emphasize the importance of advocacy in strengthening user
engagement, limited attention has been given to its indirect contribution through customer
retention in improving platform performance.

Customer Retention Quality itself is increasingly recognized as a crucial mediating construct
within the digital service ecosystem. Retained customers tend to engage in more frequent repeat
transactions, utilize platform features more extensively, and disseminate positive word-of-mouth,
thereby contributing to key performance outcomes such as transaction volume, user loyalty, and
market share. Despite its strategic relevance, empirical studies that examine Customer Retention
Quality as a mediating mechanism linking Promotional Attractiveness, Digital Payment, and
Electronic Advocacy to e-wallet performance remain scarce. Most existing studies explore these
variables independently, overlook mediation pathways, or lack contextualization within
Indonesia’s dynamic digital financial environment.

Based on these gaps, this study integrates the three strategic variables Promotional
Attractiveness, Digital Payment, and Electronic Advocacy into a single structural model to examine
their effects on Performance through Customer Retention Quality. By focusing on Indonesian e-
wallet users, this research provides insights into behavioral patterns within one of Southeast
Asia’s largest and fastest-growing digital payment markets. The study offers theoretical
contributions by deepening the understanding of mediating mechanisms in digital financial
behavior and practical implications for e-wallet providers seeking to strengthen customer loyalty
and enhance platform performance. Accordingly, the objective of this study is to analyze the
direct effects of the three independent variables on Customer Retention Quality, examine the
effect of Customer Retention Quality on Performance, and investigate its mediating role in linking
digital marketing and service-related variables to e-wallet performance in Indonesia’s digital
economy.

2. Literature Review

The Technology Acceptance Model (TAM), developed by Davis (1989), is one of the most
influential theories in explaining technology acceptance and usage. TAM posits that two core
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constructs Perceived Usefulness (PU) and Perceived Ease of Use (PEOU) determine users’
attitudes toward a technological system, which subsequently influence Behavioral Intention (BI)
and ultimately Actual Use. In the context of e-wallet services, TAM has been widely applied to
understand how users’ perceptions of usefulness and ease of use become key factors determining
the sustainability of digital service usage.

In this study, the TAM framework is relevant in strengthening the understanding of how e-
wallet features and user experience influence customer retention. For instance, digital payment
systems that are fast, secure, and easy to operate directly enhance PEOU and PU, thereby
encouraging user satisfaction and the intention to continue using the service. Thus, TAM provides
a strong theoretical foundation for explaining the relationship between digital service quality and
Customer Retention Quality, as users who perceive greater benefits and ease of use are more
likely to remain loyal to the platform.

Furthermore, TAM can also be linked to E-Advocacy, as users who hold positive perceptions
of the usefulness and ease of digital services are more inclined to provide recommendations,
reviews, or support through digital media. This indicates that positive experiences formed through
PU and PEOU can extend into advocacy behaviors, which ultimately contribute to improved
performance of digital platforms. On the other hand, Promotional Attractiveness may function as
an external factor that enhances perceived usefulness (PU), as promotions such as cashback or
loyalty rewards increase the perceived value users obtain from using e-wallet services.

Therefore, although TAM is not employed as the primary model in this study, the theory
remains relevant in explaining the psychological mechanisms underlying how users respond to
digital features, promotions, and technology-based interactions. TAM helps clarify that positive
perceptions of technology constitute an essential foundation for the development of customer
retention which, in this research model, serves as a key mediating variable influencing
Performance. Consequently, integrating TAM into the literature review enriches the theoretical
understanding of how strategic elements such as promotional attractiveness, payment
convenience, and digital advocacy shape consumer behavior within the e-wallet ecosystem.

The Effect of Promotional Attractiveness on Customer Retention Quality

Studies by Daud et al. (2022); Esawe (2022); Feriningsih et al. (2023) indicate that
Promotional Attractiveness has a significant positive effect on Customer Retention Quality. This
implies that when promotions offered by a product or service are attractive to customers, they
tend to be more motivated to remain loyal to the brand. Attractive promotions may include various
elements such as discounts, loyalty programs, and exclusive offers, all of which can enhance
customer experience and satisfaction. Theoretically, this concept is supported by customer
satisfaction and relationship marketing principles, which suggest that customers who feel valued
or rewarded are more likely to make repeat purchases and recommend the product or service to
others.
H1: Promotional Attractiveness has a significant positive effect on Customer Retention Quality.

The Effect of Digital Payment on Customer Retention Quality

Research by Alfiani and Setiawan (2023); Meidawati et al. (2022); Rahayu et al. (2022)
demonstrates that Digital Payment has a significant positive effect on Customer Retention Quality.
This means that when customers experience ease of use through fast, secure, and convenient
digital payment options, they are more likely to remain loyal and return for future transactions.
Digital Payment enables more efficient and practical transaction processes, which positively
influence customer satisfaction. From a marketing perspective, a positive payment experience
can strengthen customer—brand relationships, enhance satisfaction, and create favorable
impressions that support customer retention.
H2: Digital Payment has a significant positive effect on Customer Retention Quality.

301



The Effect of E-Advocacy on Customer Retention Quality

Studies conducted by Sudirjo et al. (2023); Kumar et al. (2024); Acelian and Basri (2021)
reveal that E-Advocacy has a significant positive effect on Customer Retention Quality. This
suggests that active promotion or recommendations of a brand by consumers through digital
channels such as social media, online reviews, or digital campaigns can help improve customer
retention. E-Advocacy fosters brand loyalty and community building while enhancing brand reach
and credibility. Customers who engage in online advocacy tend to be more involved with the
company, which strengthens their loyalty and increases their intention to remain customers in
the future.
H3: E-Advocacy has a significant positive effect on Customer Retention Quality.

The Effect of Customer Retention Quality on Performance

Research by Aisyah and Ali (2023); Aseng and Pandeirot (2023); Firdausy and Fernanda
(2021) shows that Customer Retention Quality has a significant positive effect on Performance.
This indicates that higher levels of customer retention quality contribute to improved performance
of e-wallet platforms. Customers who are satisfied and engaged with e-wallet services tend to
use them more frequently and are more likely to recommend them to others. Strong customer
retention quality encourages increased transaction volumes, more frequent usage, and greater
platform loyalty, which ultimately enhances performance in terms of revenue, market share, and
brand perception.
H4: Customer Retention Quality has a significant positive effect on Performance.

The Effect of Promotional Attractiveness on Performance Mediated by Customer
Retention Quality

Studies by Hermiati et al., 2022); Jannah et al., 2019); Sakanko & David, 2019) indicate
that Promotional Attractiveness has a significant positive effect on e-wallet Performance when
mediated by Customer Retention Quality. This means that strong promotional appeal not only
directly improves e-wallet performance but also strengthens this effect through enhanced
customer retention quality. Customers are more likely to use e-wallet services and remain
engaged when incentives such as discounts, cashback, or loyalty points are perceived as
attractive. This increases Customer Retention Quality, which ultimately benefits e-wallet
performance. In this context, Customer Retention Quality acts as a linking mechanism that
enhances the relationship between promotional attractiveness and performance outcomes,
including higher transaction volumes, market share, and user loyalty.
H5: Promotional Attractiveness has a significant positive effect on e-wallet Performance mediated

by Customer Retention Quality.

The Effect of Digital Payment on Performance Mediated by Customer Retention
Quality

Research by Setiawan et al., 2022); Esawe, 2022); Anugrah, 2020); Sentoso et a/. (2024)
demonstrates that Digital Payment has a significant positive effect on e-wallet Performance
mediated by Customer Retention Quality. This indicates that the convenience and comfort offered
by digital payment systems not only directly enhance e-wallet performance but also strengthen
this impact through improved customer retention quality. When customers perceive digital
payment services as fast, secure, and practical, they are more likely to feel satisfied and loyal to
the platform. This increases Customer Retention Quality, which subsequently leads to better e-
wallet performance. Thus, customer retention quality reinforces the relationship between
effective digital payment features and performance outcomes such as increased transaction
volumes, customer loyalty, and brand reputation.
H6: Digital Payment has a significant positive effect on e-wallet Performance mediated by
Customer Retention Quality.

The Effect of E-Advocacy on Performance Mediated by Customer Retention Quality

Studies by Bhattara et al., 2023); Alfiani & Setiawan, 2023); Aseng & Pandeirot, 2023);
Sentoso and Muchsinati (2024) show that E-Advocacy has a significant positive effect on e-wallet
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Performance mediated by Customer Retention Quality. This implies that digital advocacy by
customers such as positive reviews, social media recommendations, or support within online
communities not only directly improves e-wallet performance but also strengthens it through
enhanced customer retention quality. When customers actively promote e-wallet services, they
increase brand exposure while also feeling more connected to the platform. This engagement
enhances Customer Retention Quality, as customer advocates tend to be more loyal and
committed to continued usage. Improved retention subsequently contributes to e-wallet
performance through increased user numbers, transaction frequency, and brand reputation in the
market. Therefore, Customer Retention Quality serves as a crucial mediating mechanism that
strengthens the relationship between E-Advocacy and e-wallet performance.

H7: E-Advocacy has a significant positive effect on e-wallet Performance mediated by Customer
Retention Quality.

Conceptual Framework

Promotional
Attractiveness
Digital Payment Customer Retention Performance
Quality "
E-Advocacy

Source: Processed Primary Data (2025).

3. Research Methods

Type of Research

This study employs a quantitative research design with a causal-comparative approach.
Quantitative research is used to measure the effects of the independent variables promotional
attractiveness, digital payment, and e-advocacy on the dependent variable, namely performance,
with customer retention quality serving as a mediating variable. The causal-comparative approach
enables the researcher to evaluate cause-and-effect relationships among the variables using data
collected through questionnaires.

Population and Sample

According to Waruwu et al. (2025) a population is a set of units to be measured and
examined. A population represents a domain that generally consists of objects or subjects with
specific values and characteristics determined by the researcher. The population in this study
comprises e-wallet users in Indonesia who have conducted digital transactions within the last
six months. The research sample was determined using purposive sampling, which involves
selecting respondents who meet specific criteria, such as having active experience using e-wallet
services and having been exposed to relevant promotional activities.

Based on the guideline proposed by Hair et al. (2019), the minimum sample size is
calculated using a formula in which the number of questionnaire items is taken into account. With
a total of 22 questionnaire statements distributed, the minimum required sample size is 220
respondents. To enhance the reliability of the analysis, this study targeted data collection from
250 respondents.
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Research Instruments
The research instrument used in this study was a questionnaire designed to measure the
five research variables, namely:

1. Promotional Attractiveness. Measures the attractiveness of promotional offers provided by
e-wallet service providers.

2. Digital Payment. Assesses the convenience and efficiency of digital payment systems.

3. E-Advocacy. Evaluates online recommendations and reviews related to e-wallet services.

4, Customer Retention Quality. Measures the quality of customer retention based on users’
experiences.

5. Performance: Assesses the outcomes of e-wallet usage in relation to financial or operational
objectives.

Respondents in this study were selected using purposive sampling, which involves choosing
samples based on specific criteria relevant to the research objectives. The respondent criteria
included: (1) active e-wallet users within the last six months, (2) individuals who had conducted
digital transactions using at least one popular e-wallet platform such as OVO, GoPay, Dana, or
ShopeePay, and (3) respondents aged at least 17 years, as they are considered capable of making
independent financial decisions. To reach respondents who met these criteria, the researcher
utilized several distribution channels, including the dissemination of the questionnaire link through
social media platforms such as WhatsApp, Instagram, and Telegram, as well as through digital
payment user community forums. This approach was adopted because the population of e-wallet
users is widely dispersed and lacks an identifiable population list, making online network-based
distribution the most effective and efficient method.

The questionnaire was developed using the Google Forms platform and distributed online
to facilitate access for respondents across various regions in Indonesia. Prior to the main
distribution, a pilot test was conducted with 30 respondents to ensure the validity and reliability
of the instrument. Feedback from the pilot test was used to refine several statement items to
improve clarity and comprehension. After revision, the questionnaire was distributed more widely
over a two-week data collection period. A total of 250 respondents were successfully collected,
meeting the minimum sample size recommended by Hair et al. (2019) for PLS-SEM analysis.

3.1. Research Results
Table 2. Respondent Demographics

Characteristics Type n Percentage

Gender Male 127 50,80%
Female 123 49,20%
17-24 years 136 54,40%

Age 25-32 years 75 30,00%
33-40 years 23 9,20%
>40 years 16 6,40%
<6 months 56 22,4%

Duration of e-wallet usage
6-12 months 132 52,8%
>12 months 62 24,8%

Based on the descriptive results of respondent characteristics, it can be observed that the
proportion of respondents by gender is relatively balanced, with 127 male respondents (50.80%)
and 123 female respondents (49.20%). This indicates that participation from both genders is
almost equal, suggesting the absence of gender dominance in the data collection process. In
terms of age, the majority of respondents fall within the 17-24 year age group, totaling 136
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individuals (54.40%), which reflects a predominance of young respondents. The second largest
age group is 25-32 years, with 75 respondents (30.00%), followed by the 33—40 year group with
23 respondents (9.20%), and respondents aged over 40 years with 16 individuals (6.40%). This
composition suggests that most respondents belong to younger generations who are likely more
familiar with digital technology and information, which is particularly relevant for studies related
to digital behavior, social media usage, or technology adoption. Furthermore, based on the
duration of e-wallet usage, most respondents have been using e-wallet services for 6-12 months,
accounting for 132 individuals (52.80%). A total of 56 respondents (22.40%) are relatively new
users with less than six months of usage, while 62 respondents (24.80%) have used e-wallet
services for more than 12 months. These findings indicate that the majority of respondents are
active users who are sufficiently familiar with the features and benefits of e-wallet services, while
a segment of new users continues to emerge and expand.

Table 3. Outer Model Test, Common Method Variance, Validity, Reliability, and
Coefficient of Determination

Average Composite Composite R
Variable Name Outer Variance Reliability Reliability Cronbach Square
Loading VIF Extracted (RhoA) (Rho C) Alpha Adjusted
Customer Retention Quality 0,697 0,789 0,873 0,781 0,558
Digital Payment 0,715 0,942 0,945 0,930
E-Advocacy 0,830 0,932 0,951 0,931
Performance 0,567 0,733 0,838 0,737 0,433
Promotional
Attractiveness 0,773 0,909 0,932 0,902
ADV1 <- E-Advocacy 0,859 2,372
ADV2 <- E-Advocacy 0,931 4,419
ADV3 <- E-Advocacy 0,917 3,997
ADV4 <- E-Advocacy 0,936 4,897
CRQ1 <- Customer
Retention Quality 0,766 1,402
CRQ2 <- Customer
Retention Quality 0,883 2,000
CRQ3 <- Customer
Retention Quality 0,852 1,844
DP1 <- Digital
Payment 0,900 4,328
DP2 <- Digital
Payment 0,867 3,443
DP3 <- Digital
Payment 0,896 3,793
DP4 <- Digital
Payment 0,881 4,322
DP5 <- Digital
Payment 0,884 4,251
DP6 <- Digital
Payment 0,865 3,085
DP7 <- Digital
Payment 0,578 1,363
PA1 <- Promotional
Attractiveness 0,915 3,446
PA2 <- Promotional
Attractiveness 0,876 2,868
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Average Composite Composite R
Variable Name Outer Variance Reliability Reliability Cronbach Square
Loading VIF Extracted (RhoA) (Rho C) Alpha Adjusted

PA3 <- Promotional

Attractiveness 0,838 2,181
PA4 <- Promotional

Attractiveness 0,887 2,681
PE1 <- Performance 0,601 1,110
PE2 <- Performance 0,816 1,824
PE3 <- Performance 0,820 2,005
PE4 <- Performance 0,754 1,581

Source: Processed Primary Data (2025).

The table presents the results of factor analysis for several variables examined in the study,
namely Customer Retention Quality, Digital Payment, E-Advocacy, Performance, and Promotional
Attractiveness. Several indicators were used to assess the quality of the measurement model,
including Outer Loading, Variance Inflation Factor (VIF), Average Variance Extracted (AVE),
Composite Reliability (Rho A and Rho C), Cronbach’s Alpha, and Adjusted R Square.

Outer Loading reflects the contribution of each indicator to its latent variable. An acceptable
Outer Loading value is generally above 0.70 (Hair et al,, 2014), indicating a strong relationship
between the indicator and the latent construct. As shown in the table, most indicators have Outer
Loading values above 0.70, except for DP7 (0.578) and PE1 (0.601), which indicate relatively
lower contributions compared to the other indicators.

VIF is used to assess the potential presence of multicollinearity among variables. A VIF
value below 5 is considered acceptable (Hair et a/,, 2014). The results indicate no multicollinearity
issues, as all VIF values fall within the acceptable threshold.

AVE measures convergent validity by indicating the extent to which a latent variable
explains the variance of its indicators. An AVE value greater than 0.50 suggests good convergent
validity (Fornell & Larcker, 1981). The table shows that all constructs have AVE values exceeding
0.50, meaning that each latent variable explains more than 50% of the variance of its indicators.

Composite Reliability (Rho A and Rho C) and Cronbach’s Alpha are used to evaluate

construct reliability. Values above 0.70 indicate good reliability (Nunnally & Bernstein, 1994). The
results demonstrate that all variables have Composite Reliability values above 0.70, confirming
strong internal consistency.

Adjusted R Square measures the extent to which the independent variables explain the
dependent variables. The highest Adjusted R Square value is observed for Customer Retention
Quality (0.558), indicating that 55.8% of the variance in Customer Retention Quality is explained
by the independent variables. Meanwhile, Performance has an Adjusted R Square value of 0.433,
meaning that 43.3% of the variance in Performance is explained by the independent variables
included in the model.

Table 4. HTMT Test

Heterotrait-monotrait ratio

(HTMT)
Digital Payment <-> Customer Retention Quality 0,831
E-Advocacy <-> Customer Retention Quality 0,730
E-Advocacy <-> Digital Payment 0,683
Performance <-> Customer Retention Quality 0,857
Performance <-> Digital Payment 0,550
Performance <-> E-Advocacy 0,419
Promotional Attractiveness <-> Customer Retention Quality 0,736
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Heterotrait-monotrait ratio

(HTMT)
Promotional Attractiveness <-> Digital Payment 0,709
Promotional Attractiveness <-> E-Advocacy 0,738
Promotional Attractiveness <-> Performance 0,687

Source: Processed Primary Data (2025).

In addition, the table presents the results of the Heterotrait—Monotrait Ratio (HTMT)
analysis, which is used to assess discriminant validity among latent variables. An HTMT value
below 0.90 indicates adequate discriminant validity (Henseler et a/., 2015). As shown in the table,
all HTMT values are below the recommended threshold, demonstrating that the constructs exhibit
good discriminant validity. The highest HTMT value is observed in the relationship between
Performance and Customer Retention Quality (0.857), while the lowest value is found between
Performance and E-Advocacy (0.419). These results indicate that each latent variable is
sufficiently distinct from the others.

Table 5. SRMR Test

Original sample (0)
Saturated mode/ 0,108

Estimated mode/ 0,111
Source: Processed Primary Data (2025).

The model analysis also includes a comparison between the Original Sample (O) in the
saturated model and the estimated model. In this study, the SRMR value for the saturated model
is 0.108, while the estimated model shows a value of 0.111. The small difference between these
two models indicates that the model used is sufficiently stable and demonstrates a good level of
fit in representing the relationships among variables (Hair et a/., 2017).

Table 6. t-test Results

XY Sample p- ) o
mean value Conclusion Decision

Promotional Attractiveness ->
Customer Retention Quality 0,181 0,006 Positive Significant ~ H1 Accepted
Digital Payment -> Customer Positive Significant
Retention Quality 0,468 0,000 H2 Accepted
E-Advocacy -> Customer Positive Significant
Retention Quality 0,197 0,002 H3 Accepted
Customer Retention Quality -> Positive Significant
Performance 0,662 0,000 H4 Accepted
Promotional Attractiveness -> Positive Significant
Customer Retention Quality ->
Performance 0,121 0,011 H5 Accepted
Digital Payment -> Customer Positive Significant
Retention Quality -> Performance 0,310 0,000 H6 Accepted
E-Advocacy -> Customer Positive Significant
Retention Quality -> Performance 0,130 0,002 H7 Accepted

Source: Processed Primary Data (2025).

4. Discussion

The Effect of Promotional Attractiveness on Customer Retention Quality
Based on the t-test results, the p-value is 0.006, which is less than 0.05, with a sample
mean of 0.181. This indicates that Promotional Attractiveness has a significant positive effect on
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Customer Retention Quality. Therefore, Hypothesis 1 is accepted. These findings are consistent
with previous studies by Daud et al. (2022); Esawe (2022); Feriningsih et al. (2023), which
reported that Promotional Attractiveness has a significant positive influence on Customer
Retention Quality. This implies that when product or service promotions are attractive to
customers, they are more motivated to remain loyal to the brand. Attractive promotions may
include discounts, loyalty programs, and exclusive offers, all of which can enhance customer
experience and satisfaction. From a theoretical perspective, this concept is supported by the
principles of customer satisfaction and relationship marketing, which suggest that customers who
feel valued or benefited are more likely to make repeat purchases or recommend the product or
service to others.

The Effect of Digital Payment on Customer Retention Quality

Based on the t-test results, the p-value is 0.000, which is less than 0.05, with a sample
mean of 0.468. This indicates that Digital Payment has a significant positive effect on Customer
Retention Quality. Therefore, Hypothesis 2 is accepted. Studies by Alfiani and Setiawan (2023);
Meidawati et al. (2022); Rahayu et al. (2022) show that Digital Payment has a significant positive
influence on Customer Retention Quality. This means that when customers experience
convenience in using digital payment options that are fast, secure, and user-friendly, they tend
to be more loyal and are more likely to return for future transactions. Digital payment systems
enable more efficient and practical transaction processes, which positively affect customer
satisfaction. In a marketing context, a positive payment experience can strengthen the customer—
brand relationship, enhance customer satisfaction, and create favorable impressions that support
customer retention.

The Effect of E-Advocacy on Customer Retention Quality

Based on the t-test results, the p-value is 0.002, which is less than 0.05, with a sample
mean of 0.197. This indicates that E-Advocacy has a significant positive effect on Customer
Retention Quality. Therefore, Hypothesis 3 is accepted. Research by Sudirjo et al. (2023); Kumar
et al. (2024); Acelian and Basri (2021) demonstrates that E-Advocacy has a significant positive
influence on Customer Retention Quality. This suggests that active promotion or
recommendations of a brand by consumers through digital channels, including social media,
online reviews, or digital campaigns, can enhance customer retention. E-Advocacy helps build
brand loyalty and brand communities while increasing brand reach and credibility. Customers who
participate in online advocacy tend to be more engaged with the company, thereby strengthening
their loyalty and their intention to remain customers in the future.

The Effect of Customer Retention Quality on Performance

Based on the t-test results, the p-value is 0.000, which is less than 0.05, with a sample
mean of 0.662. This indicates that Customer Retention Quality has a significant positive effect on
Performance. Therefore, Hypothesis 4 is accepted. Studies by Aisyah and Ali (2023); Aseng and
Pandeirot (2023); Firdausy and Fernanda (2021) show that the better the performance of an
electronic wallet platform, the higher the quality of customer retention within it. Customers who
are satisfied and engaged with electronic wallet services tend to use them more frequently and
are more likely to recommend them to others. High customer retention quality in electronic wallet
companies can drive increased transaction volume, more frequent usage, and stronger platform
loyalty. This, in turn, contributes to improved performance in terms of revenue, market share,
and customer brand perception.

The Effect of Promotional Attractiveness on Performance Mediated by Customer
Retention Quality

Based on the t-test results, the p-value is 0.011, which is less than 0.05, with a sample
mean of 0.121. This indicates that Promotional Attractiveness has a significant positive effect on
Performance mediated by Customer Retention Quality. Therefore, Hypothesis 5 is accepted.
Studies by Hermiati et al., 2022); Jannah et al., 2019); Sakanko & David, 2019) show that
Promotional Attractiveness has a significant positive influence on e-wallet performance through
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the mediation of Customer Retention Quality. This implies that strong promotional attractiveness
not only directly enhances e-wallet performance but also strengthens this effect by improving
customer retention quality. Customers tend to use e-wallet services more frequently and feel
more engaged when the incentives offered are perceived as attractive, such as discounts,
cashback, or loyalty points. This enhances Customer Retention Quality, which ultimately benefits
e-wallet performance. In this context, Customer Retention Quality serves as a mediating
mechanism that strengthens the relationship between attractive promotions and e-wallet
performance outcomes, including higher transaction volumes, increased market share, and
stronger user loyalty. The model suggests that to achieve optimal performance impacts,
promotional strategies must not only be appealing but also capable of fostering and sustaining
customer loyalty.

The Effect of Digital Payment on Performance Mediated by Customer Retention
Quality

Based on the t-test results, the p-value is 0.000, which is less than 0.05, with a sample
mean of 0.310. This indicates that Digital Payment has a significant positive effect on Performance
mediated by Customer Retention Quality. Therefore, Hypothesis 6 is accepted. Research by
Setiawan et al., 2022); Esawe, 2022); Anugrah, 2020) demonstrates that Digital Payment has a
significant positive influence on e-wallet performance through the mediation of Customer
Retention Quality. This means that the convenience and ease offered by digital payment systems
not only directly improve e-wallet performance but also strengthen this effect by enhancing
customer retention quality. When customers perceive digital payment services as fast, secure,
and practical, they are more likely to feel satisfied and loyal to the platform. This increases
Customer Retention Quality, which in turn positively affects e-wallet performance. In other words,
customer retention quality reinforces the relationship between effective digital payment features
and performance outcomes, such as increased transaction volumes, higher customer loyalty, and
improved brand reputation. In this context, Customer Retention Quality acts as a key mediating
factor that amplifies the impact of Digital Payment on e-wallet performance, suggesting that
platforms focusing on efficient and satisfying digital payment experiences are more likely to
achieve superior performance through loyal customers.

The Effect of E-Advocacy on Performance Mediated by Customer Retention Quality

Based on the t-test results, the p-value is 0.002, which is less than 0.05, with a sample
mean of 0.130. This indicates that E-Advocacy has a significant positive effect on Performance
mediated by Customer Retention Quality. Therefore, Hypothesis 7 is accepted. Studies by
Bhattara et al., 2023); Alfiani & Setiawan, 2023); Aseng & Pandeirot, 2023) show that E-Advocacy
has a significant positive influence on e-wallet performance through the mediation of Customer
Retention Quality. This means that digital advocacy by customers, such as positive online reviews,
social media recommendations, or support within online communities, not only directly enhances
e-wallet performance but also strengthens this effect by improving customer retention quality.
When customers actively promote e-wallet services to others, they not only increase brand
exposure but also develop a stronger emotional and relational connection with the service. This
engagement can enhance Customer Retention Quality, as customer advocates tend to be more
loyal and have stronger intentions to continue using the service. Improved customer retention,
in turn, contributes to e-wallet performance in terms of increased user numbers, higher
transaction frequency, and enhanced brand reputation in the market. Thus, Customer Retention
Quality plays a crucial mediating role in strengthening the relationship between E-Advocacy and
e-wallet performance.

5. Conclusion

This study concludes that Promotional Attractiveness, Digital Payment, and E-Advocacy
have significant positive effects on Customer Retention Quality, which in turn significantly
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influences e-wallet performance. Furthermore, Customer Retention Quality is proven to be a
significant mediating variable in the relationship between the three independent variables and e-
wallet performance. These findings indicate that customer retention quality plays a crucial role in
strengthening the impact of promotional strategies, digital payment convenience, and digital
advocacy on improving e-wallet service performance. The practical implications of this study
suggest that e-wallet service providers should prioritize strategies focused on attractive
promotions, efficient digital payment systems, and the encouragement of customer-driven digital
advocacy. Such strategies indirectly enhance customer retention, which subsequently drives
overall service performance. This implies that retaining existing customers by providing positive
experiences and added value is more important than merely attracting new users.This research
contributes theoretically by reinforcing the literature on factors influencing e-wallet service
performance through the mediating role of Customer Retention Quality. In addition, it offers
practical contributions for digital industry practitioners, particularly in the technology-based
financial sector, by highlighting the importance of customer loyalty in shaping the success of
digital services. Thus, this study not only expands academic understanding but also provides a
strategic foundation for the development of e-wallet business innovations in Indonesia.

Based on the findings and existing limitations, future research is recommended to expand
the scope of respondents in terms of both demographics and geographic coverage, as well as to
consider qualitative approaches to gain deeper insights into consumer behavior. In addition, other
variables such as trust, user experience, or perceived security may be incorporated as additional
factors that potentially have significant effects on Customer Retention Quality and performance.
For practitioners, it is important to design promotional campaigns that are not only visually
appealing but also consistent with the functional and emotional values sought by today’s e-wallet
users.
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