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SUMMARY

This study examines how well e-commerce tactics work to encourage client retention in digital retail
settings using the 4Ps Marketing Strategy (Product, Place, Price, and Promotion). The study addresses
the gap of missing an integrated quantitative framework capable of systematically linking the
conventional marketing mix dimensions with measurable customer retention results on e-commerce
platforms. 356 active e-commerce customers from various Indian online buying platforms provided data
for the current study, which used a method of quantitative investigation based on a cross-sectional survey
design. Partial Least Squares Structural Equation Modeling (PLS-SEM) was used to analyze the gathered
responses in order to look into the connections between various marketing mix constructions, customer
satisfaction, and consumer retention behaviour. The measuring constructs' convergent validity and
reliability were tested using Cronbach's alpha, Composite Reliability (CR), and Average Variance
Extracted (AVE), which produced results above the suggested cut-off. The findings demonstrate that the
retention and satisfaction of client outcomes are significantly impacted by all four marketing mix
variables. The product had the greatest impact on customer satisfaction (f = 0.41, p < 0.001), followed
by Promotion (f =0.36, p <0.001), Price (B =0.29,p <0.01), and Place (3 =0.22, p <0.05). Additionally,
having a path coefficient of 0.73, customer satisfaction significantly influenced customer retention. With
an R2 of 0.68, the suggested model demonstrated a good explanatory power, meaning that the combined
4Ps framework accounted for 68% of the variance in retention of customers. The study concludes that the
customer-focused execution of marketing mix strategies significantly impacts the retention performance
of the e-commerce ecosystem and provides a statistically verified framework for measuring the
effectiveness of digital marketing.

Key words: e-commerce marketing mix, 4ps model, consumer retention, digital marketing strategy,
customer satisfaction, structural equation modeling, quantitative analysis.
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INTRODUCTION

The digital technologies integrated with consumer-centric service delivery systems transform the
modern retail ecosystem, allowing organizations to compete in highly dynamic and data-driven
environments. Since keeping current customers is far less expensive than obtaining new ones and has a
direct bearing on long-term profitability as well as brand durability, customer retention has emerged as
one of the important performance indicators in this context. Although the classic Marketing Model
consisting of Product, Price, Place, and Promotion remains relevant for analyzing the factors affecting
marketing success, further research and empirical validation are necessary to fully understand the
significance of these elements in the setting of digital commerce. As shown in earlier studies, there is a
strong association between consumer engagement, loyalty to a brand, perceived quality of a product,
and the degree to which the product is personalized to an individual purchaser [1]. In addition, the
methods by which items are priced in a digital environment interact with purchasers’ perceptions of the
value of the products being purchased and their future intention to buy that product. Finally, the
distribution efficiency and availability of platforms are two other key contributors to the overall level of
satisfaction for consumers when buying products through the internet. Lastly, implementing marketing
tactics that target specific groups of consumers and market their products through social media as well
has a significant impact on the consumer’s likelihood of returning to buy again from that particular
retailer [4]. Price mechanisms in digital markets have a proven significant effect on how consumers
perceive value and repurchase products [2]. Distribution efficiency and platform availability appear to
play key roles in consumer satisfaction within the digital retail market [3]. Other studies have shown
that perceived quality and product differentiation in the context of internet marketing are both critical to
developing a competitive advantage [5]. Logistics and timely delivery of products improve user
experience, which subsequently allows for enhanced place-based marketing activities [6]. Digital
marketing campaigns, such as influencer marketing or algorithmic advertisements, are considered
among those marketing strategies that positively influence customer loyalty and engagement [7]. The
relationships between elements of the marketing mix and behavioral outcomes for consumers were
tested using a structural equation modeling approach, providing robust analysis [8]. Moreover, research
into the phenomenon of digital consumer behaviour suggests that trust, convenience, and personalization
become increasingly important in forming the basis for consumer retention decisions [9]. Building
customer relationships further improves by applying an integrated marketing communications strategy
that allows for achieving consistency across various digital channels [10]. By evaluating the applicability
of the 4Ps idea as an explanation structure for the concept of customer retention in online retailing, this
study adds to the body of knowledge already in existence. To this end, a theoretical model and its
empirical testing are carried out.

Research Objectives

e RO1: To research how product attributes affect e-commerce businesses' ability to retain
customers.

e RO2: To analyze the effect of Price competitiveness on consumer retention standards of
conduct.

e RO3: To measure the importance of Place (distribution and accessibility) toward improving
customer retention.

e RO4: To investigate the effect of promotion strategies on consumer retention effects.

e ROS5: To find the overall explanatory power of the 4Ps Marketing Model on consumer retention.

Research Questions

e RQ1: What is the effect of product quality and design on consumer retention in e-commerce
platforms?

e RQ2: How do price strategies influence repeat purchase behaviour?

e RQ3: What is the effect of Place (delivery and platform accessibility) on customer retention?

e RQ4: What is the role of promotion strategies in regulating customer loyalty as well as
engagement?

e RQS5: How much of overall consumer retention can the integrated 4Ps model explain?

Technical Institute Bijeljina, Archives for Technical Sciences. Year XVIII — N ” 35 839



Arasuraja Ganesan, et al: Applying the 4ps ...... Archives for Technical Sciences 2026, 35(1), 838-849

Hypotheses

e H1: In e-commerce platforms, products significantly increase customer retention.

e H2: Price significantly and favourably affects customer retention.

e H3: Venue significantly improves consumer retention through greater accessibility and
logistical efficiency.

e H4: Promotion has a substantial beneficial impact on consumer retention.

e HS5: The combined 4Ps Marketing Model is a significant predictor of consumer retention
behaviour in e-commerce platforms

Major Contributions:

e The study suggests a statistically proven SEM-based framework that combines the concepts of
customer satisfaction and customer retention in e-commerce environments with the
conventional 4Ps Marketing Model.

e The statistical testing of the empirically acquired data makes use of Partial Least Squares
Structural Equational Modeling (PLS-SEM) to explore how Product, Place, Price, and
Promotion individually and together have an effect on consumer retention.

e Customer satisfaction and retention in e-commerce channels are influenced by both product-
related and promotional-related variables, according to the findings of this study

e The proposed model provides practical solutions to improving e-commerce marketing through
the emphasis on customer engagement, pricing strategy, personalized advertising, and the
availability of services.

The remainder of this manuscript is organized as follows: In Section II, a general overview of the
research about online marketing strategies, retention of customers, and satisfaction with their purchases
is presented. In Section III, the methods used in this research to gather data about this research, including
the geographic location where this research was conducted, the process for selecting samples, how the
data was gathered, how the study was designed, SEM analysis, and analysis using mathematical
modeling, are presented. Section IV presents the findings from this study, including a review of the
reliability of data; an evaluation of the structure of the model utilized in SEM analysis; testing of
hypotheses using both graphical representations as well as by creating a visual representation of SEM
analyses; and the management lessons learned as a result of conducting this investigation. In conclusion,
Section V includes the major conclusions from this study, the contribution to the field of research, a
practical conclusion, and new ideas for future research directions for this field of research.

RELATED WORK

According to the latest research into e-commerce, combining traditional and digital, or data-driven,
marketing methods is vital for increasing customer retention rates. More specifically, it has been shown
that the digital revolution has resulted in significant changes to how marketers use the components of
the marketing mix, especially when dealing with an online retailing environment characterized by highly
complex, fluid patterns of consumer behaviour. Product customization and artificial intelligence
recommendations have both been shown to enhance User Engagement and Loyalty levels for those
customers using e-commerce websites [11]. Machine-learning-driven dynamic pricing has also been
confirmed as being the biggest contributing factor to achieving a Competitive Advantage [12].

Current research continues to demonstrate the importance of Omnichannel Integration and Platform
Accessibility (without barriers) for improving shopper satisfaction and retention of customers within the
context of digital commerce [13]. Furthermore, using Social Media Marketing Strategies and Targeted
Marketing campaigns has proven to be invaluable in increasing customers’ online engagement and
Brand Loyalty [14]. Previous research also clearly indicates that trust, perceived value, Perceived Value
& Service Quality are all key drivers in driving customer retention within e-commerce portals [15].

The logistics efficiency and effectiveness of last-mile delivery are increasingly seen as important
determining factors related to consumer satisfaction and retention in e-commerce and digital retail
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businesses [16]. Likewise, influencer marketing can serve as an effective means for creating consumer
perceptions and purchase decisions in the e-commerce marketplace [17]. Structural modeling
methodologies, including SEM and PLS-SEM, have also been used to study the complex nature of the
relationship between marketing variables and customer behaviour [18]. Additionally, research on digital
consumer psychology has identified that emotional engagement and personalization are crucial elements
of creating customer loyalty [19]. Through integrated Marketing Communication strategies in digital
environments, companies have been able to create consistent messages across all their channels and
maintain repeat customers [20].

To summarize, based on the findings from the above-reviewed sources in the given field, the use of
e-commerce strategies depends primarily on the cohesion between the principal components of a digital
marketing strategy through the principle of effective communication and how well perform.
Furthermore, the literature review indicates that there are four key areas influencing consumer retention
in e-commerce: dynamic pricing, effective distribution methods, strategic promotion strategies, and
personalized product offerings. The advancement of help from contemporary technical solutions such
as data analytics, machine learning, and artificial intelligence has provided marketers with a greater
ability to predict future results through the use of a more sophisticated and effective set of marketing
models, thus helping marketers analyze consumer behaviour and trends. Moreover, two important
thoughts from this literature review’s findings indicate that trust and reliability, as well as emotional
involvement in the buying process, are critical to the success of consumer retention programs.
Consequently, all four of the above results would provide a strong basis to support conducting an
evaluation of customer retention within an e-commerce environment, using a comprehensive
framework, as follows: the 4Ps of Marketing.

METHODOLOGY
Study Area

This study is conducted in India's e-commerce sector. The target consumers are those individuals who
buy goods online from Amazon, Flipkart, Myntra, and Ajio. This Indian market environment provides
a good place for conducting the current research due to the increasing penetration of internet services,
digital payments, and mobile commerce that affect the buying behaviour of customers greatly. The
purpose of this study is to examine how the 4Ps marketing components affect customer satisfaction and
long-term retention in online marketplaces. The targeted consumers are those who have made a
minimum of three transactions via the Internet in the past six months. This ensures that these people
have adequate experience with the application of digital marketing approaches in their online
transactions. The geographical scope of this research includes urban and semi-urban consumers from
different demographics, such as students, professionals, and businesses.

Research Design

This study examines the empirical relationship between the 4Ps Marketing Plan and customer retention
on e-commerce sites using a quantitative research approach. The choice of cross-sectional survey as a
research method is due to the possibility of obtaining quantifiable data from respondents concerning the
effectiveness of marketing, the level of customer satisfaction, and consumer retention behaviour. The
research model consists of Product, Price, Place, and Promotion as exogenous variables. The
endogenous variable is customer retention, while the mediating variable is customer satisfaction.

Sampling Technique and Sample Population

For data collection purposes, purposive sampling and convenience sampling approaches are adopted in
the research study to obtain answers from e-commerce consumers. These active e-commerce consumers
are those who are aged between 18 and 50 years and are regular users of e-commerce websites to buy
goods and services. The actual sample frame comprises university students, professionals, online
freelancers, small business owners, and digital consumers from metro and semi-urban areas.
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Inventories of respondents' responses total 420. After filtering out the invalid and incomplete
questionnaires, only 356 responses were used for analysis. The sample size is adequate for conducting
the necessary PLS-SEM analyses. To increase the generalizability of results, various demographic
variables such as gender, education level, monthly income, and experience with online shopping were
included in the general distribution of respondents.

Data Collection Procedure

A systematic survey questionnaire was used to collect the primary data. There were three main sections
to the questionnaire. Personal information such as age, gender, income, education level, and frequency
of online purchases was included in the first section. The second part included a measure of the four Ps
of marketing, which consisted of Product, Price, Place, and Promotion through various multi-item
measures using a Likert-type scale. The third part of the questionnaire consisted of the two key
independent variables: Customer Satisfaction and Consumer Retention.

A five-point Likert scale, with 1 denoting "strongly disagree" and 5 denoting "strongly agree," was used
to score each question. An electronic survey through e-mail, social media sites, online forums, and
academic discussion boards was conducted to gather responses to the survey questionnaire. Before the
survey was finalized and distributed, 30 respondents participated in a pilot test. Pilot testing revealed
satisfactory internal reliability with Cronbach alpha scores greater than 0.80 for all constructs.
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Figure 1. Conceptual research framework for evaluating consumer retention using the 4ps marketing model in
e-commerce

The 4 Ps Marketing Model's effect on customer retention in online businesses was measured using the
conceptual study framework depicted in figure 1. This framework has identified the constructs of
product, price, place, and promotion as independent constructs that affect customer satisfaction, leading
to consumer retention. The framework also has demographic control variables like age, gender,
education, income, and online shopping experience to manage the differences in the behaviour of
consumers. This framework serves as the theory of the relation between marketing and consumer
retention in online businesses. The methodology included in the above figure comprises problem
definition, research design, questionnaire-based data collection, SEM-based statistical analysis,
hypothesis testing, and managerial implications.
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Figure 2. PLS-SEM for consumer retention analysis in e-commerce

In figure 2 presents the PLS-SEM developed for the empirical validation of the proposed research
framework. The SEM diagram consists of latent variables defined by reflective indicators related to the
constructs of Product, Price, Place, Promotion, Customer Satisfaction, and Consumer Retention. Path
coefficients are incorporated in the model for hypotheses H1 to HS to illustrate the causal relationships
between variables. The observed variables corresponding to each latent construct are the measurement
indicators PRD1-PRDS5, PRII-PRIS5, PLCI1-PLC5, PRO1-PROS5, and CR1-CRS. The model also
employs disturbance terms and measurement error terms to realize statistical accuracy and reliability in
estimating structural relationships.

Measurement Constructs

The Product construct captures perceptions of product quality, reliability, variety, design, and usefulness
among consumers. Price measures affordability, perceived fairness, discount effectiveness, and relative
value. Place measures the accessibility of the website, efficiency of delivery, convenience, and usability
of navigation. Promotion Measures: Digital advertising effectiveness, personalized recommendations,
communication quality, and social media impact. Customer Satisfaction measures the overall shopping
experience, perceived value, and fulfilment of expectations. Consumer Retention measures repurchase
intention, loyalty, repeated usage of the platform, and long-term engagement behaviour.

Model Details for Analysis

The PLS-SEM was performed on the data utilizing the SmartPLS 4 program. Measurement evaluation
of models and structural model analysis were the two main phases of the analysis process.

Convergent validity, discriminant validity, indicator reliability, and internal consistency reliability were
all included in the measurement model analysis. Factor loadings were used to confirm the reliability of
the indicator, with values > 0.70 being considered acceptable. Cronbach's alpha and CR were used to
assess the internal consistency. AVE values greater than 0.50 were used to assess the convergent validity.
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The structural model study assessed the coefficient of determination and path coefficients. (R?),
predictive relevance (Q?%), effect size (f2), and the significance of the hypothesis using bootstrapping
with five thousand subsamples. Additionally, the role that customer satisfaction had as a mediator
between the 4Ps structures and customer retention was examined. Standardized Root Mean Square
Residual (SRMR) as well as Normed Fit Index (NFI) data were used to validate the model's fitness.

Mathematical Description of the Proposed Model

The proposed quantitative model models Consumer Retention as a result of the four marketing mix
parameters mediated via Customer Satisfaction.

The structural equation for Customer Satisfaction is as follows in Equation 1:
CS = B1 P + B2P + B3Py + BaPrn + €4 €y

Where CS represents Customer Satisfaction, P. represents Product, P; represents Price, P, represents
Place, B, represents Promotion, 81, §2, B3, 4 denote standardized regression coefficients, and
€,denotes the error term.

The Consumer Retention model is represented as Equation 2:
CR= B5CS+ €, 2

Where, CR represents Consumer Retention, CS represents Customer Satisfaction, s denotes the
structural path coefficient, and €, represents the residual error term.

The coefficient of determination of the proposed model is shown in Equation 3:

3 (Y - ?i)z

R =1-35 -7

3)

where R? shows the percentage of the variance in customer retention that can be attributed to the
independent constructs plus mediating variable. Higher R? values indicate stronger predictive capability
and improved explanatory performance of the proposed SEM framework.

RESULTS AND DISCUSSION
Sample Details

420 questionnaires were distributed among active e-commerce consumers using online survey
platforms, social media groups, and academic networks. 356 valid responses with a favourable response
rate of 84.76% were kept for statistical analysis after the data was screened and incomplete responses
were eliminated. According to the demographic study, 47.2% of respondents were female, and 52.8%
of respondents were male. The age range of 21 to 30 years old accounted for the bulk of the subjects,
followed by 31 to 40 years old (28.6% of responses, or 44.9% of the sample population). With regard to
educational qualification, 61.2% of the respondents had an undergraduate degree, and 24.7% had a
postgraduate qualification. In relation to the frequency of online shopping, 68.5% said engaged in online
shopping twice a month. This is an indication that are familiar with online shopping sites and processes.

The sample's demographic diversity boosts the results' generalizability and validates the suggested SEM
framework's dependability in assessing customer retention behaviour across various customer segments.
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Reliability and Validity Analysis
The validity and reliability of the measurement components have been assessed before the structural
model analysis. It is shown in table 1. Internal consistency and convergent validity were evaluated using

Cronbach's alpha, CR, and AVE values.

Table 1. Reliability and convergent validity analysis

Construct Cronbach’s Alpha Composite Reliability AVE
Product 0.891 0.914 0.681

Price 0.874 0.903 0.651

Place 0.856 0.887 0.612
Promotion 0.902 0.926 0.714
Customer Satisfaction 0918 0.936 0.746
Consumer Retention 0911 0.931 0.729

The findings demonstrate great internal consistency and dependability since all of the Cronbach's alpha
values are higher than the suggested cut-off of 0.70. Additionally, the composite reliability scores are
higher than 0.80, indicating strong build dependability. The convergent validity of the suggested
measuring paradigm is confirmed by the fact that all constructs have AVE values larger than 0.50.

The Fornell-Larcker criterion was used to assess discriminant validity, and the square root of AVE for
every construct was higher than the inter-construct correlations, confirming satisfactory discriminant
validity amongst the latent variables.

Structural Model Evaluation

PLS-SEM with bootstrapping comprising 5000 resamples was used to examine the structural model.
The model evaluation considered t-statistics, path coefficients, p-values, and the coefficient of
determination. (R?), predictive relevance (Q?) and effect size (f?).

The proposed model exhibited a good predictive ability with R®A value of 0.68 for Consumer Retention
signifies that 68% of the variation in retention behaviour is accounted for by the 4Ps Marketing Model
and Customer Satisfaction. The Customer Satisfaction construct's R* = 0.64 value suggests that the

independent variables have strong explanatory abilities.

The satisfactory model fit is confirmed by the SRMR score of 0.061. The structural model adequacy is
satisfactory, as indicated by the NFI score of 0.91.

Hypothesis Testing

Table 2. Hypothesis testing results

Hypothesis Relationship Path Coefficient t- p- Result
(1)) value | value
H1 Product — Customer Satisfaction 0.41 7.82 | <0.001 | Supported
H2 Price — Customer Satisfaction 0.29 5.64 <0.01 | Supported
H3 Place — Customer Satisfaction 0.22 4.31 <0.05 | Supported
H4 Promotion — Customer 0.36 6.95 | <0.001 | Supported
Satisfaction
H5 Customer Satisfaction — 0.73 11.48 | <0.001 | Supported
Consumer Retention

The results of table 2 show that, with a path coefficient of 0.41, Product has the greatest impact on
Customer Satisfaction. This implies that consumers attach importance to the quality, diversity, and
consistency of goods in terms of evaluating an e-commerce website. Promotion is the second most
important factor, which stresses the importance of personalized advertisements, social media interaction,
and digital promotions for developing better customer relations. Promotion is the second most influential
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factor, which highlights the importance of personalized advertisements, social media interaction, and
digital promotions in building better customer relations.

Price has a significant impact on customer satisfaction, which validates the importance of value
perception, affordability, and discounts on repurchase behaviour. The Place variable demonstrates
statistical significance, which suggests that efficient delivery, availability, and platform ease positively
influence consumer satisfaction.

Customer satisfaction's mediating role in the established model is validated by the substantial and
positive correlation between customer satisfaction as well as consumer retention. These findings support
the conceptual applicability of the 4Ps Marketing Framework in elucidating the phenomena of customer
retention in e-commerce sites.

0.8 4

0.7 +

o <] o
- w [=4]
L L L

Path Coefficient (B)

o
[}
1

0.2 1

0.1+

0.0 -

Product —» CS Price = CS Place -» CS Promotion - CS CS - Retention
Structural Relationships

Figure 3. Structural path coefficients of the proposed SEM model

The structural path coefficients of the SEM analysis of the suggested study model are displayed in figure
3. The impact of four marketing mix factors on customer satisfaction, along with the impact of customer
satisfaction on customer retention, is depicted in the figure. Product is the most influential construct to
Customer Satisfaction among independent constructs, with a path coefficient of 0.41, and then
Promotion with 0.36. Price and Place have moderate positive effects with the coefficients of 0.29 and
0.22, respectively. The satisfaction of customers is a strong predictor of long-term retention behaviour
in e-commerce platforms, as evidenced by the largest structural link between client satisfaction and
consumer retention, which has a coefficient value of 0.73. The graphical presentation supports the
statistical results in hypothesis testing. It also proves the effectiveness of the proposed SEM framework
in assessing consumer retention through the 4Ps Marketing Model.

Objective-Based Analysis

The RO1 analysis demonstrates that product-related characteristics, such as product quality and variety,
have a major impact on customer satisfaction and retention behaviour. The findings on RO2 indicate
that pricing fairness and competitive discount strategies positively impact the intentions of repeat
buying. RO3 reveals that Place-related features, such as delivery reliability and platform accessibility,
result in superior consumer experience and satisfaction. According to RO4, promotional strategies are
significantly effective in increasing customer engagement and platform loyalty. In the end, RO5 shows
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the statistical significance of the structural equations and confirms the significance of the 4Ps integrated
model as a major factor in determining customer retention within the e-commerce ecosystem.

Metrics Formulae Used for Analysis

Cronbach’s alpha used for reliability estimation is expressed as Equation 4:

k ;
0(=k_1<1—22> (4)

Ot

where k represents the number of indicators, o7 represents item variance, and of represents total
variance.

Composite Reliability is calculated as Equation 5:

EA)?

R= T2 + 2 var (&)

(5)

where A; denotes standardized factor loadings and ), var (€;) represents measurement error variance.

Average Variance Extracted is determined using Equation 6:

AVE =

A
- ©)

where n represents the total number of indicators associated with a construct.
Discussion

It can be seen from the results that the 4Ps Marketing Model continues to remain relevant even in the
modern-day e-commerce context, along with other strategies involving consumer engagement. It was
found that product quality played the key role in determining consumer satisfaction, which implies that
consumers want reliable and well-described products with various choices when dealing with e-
commerce. Finally, the high impact of Promotion suggests that digital promotion is critical for enhancing
consumer engagement and retention.

Price’s statistical significance suggests that competitiveness and affordability remain critical factors
affecting purchase decision-making by consumers in technologically advanced digital markets. The
significance of the Place factor indicates that logistics, delivery systems, and ease of platform access are
vital considerations when retaining customers.

A strong relationship exists between customer satisfaction and customer loyalty, with customer
satisfaction also acting as a mediator in that relationship; thus, customer satisfaction also has an effect
on customer loyalty. Structural equation modeling supports that customer retention within e-commerce
integrates effective marketing strategies with a combination of technology and personalization to create
a unique shopping experience.

Recommendations and Managerial Implications

To enhance customer satisfaction and retention for e-commerce businesses, several requirements must
be met, such as production quality control, proper product display, and product line diversification.
Additionally, the implementation of artificial intelligence (Al) product recommendation engines and
personalized marketing strategies can enhance customer engagement on the e-commerce site.
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The companies should also explore the possibility of implementing a flexible pricing strategy that uses
data collected from consumer behaviour analysis to remain competitive while maintaining profitability.
Additionally, companies should also seek to optimize their logistical operations.

From a management point of view, the present study offers an approach for evaluating the effectiveness
of digital marketing towards customer retention using structural equation modeling methodology.

Suggestions for Future Research

The potential for additional research exists with added variables such as trust, security perceptions, brand
reputation, and artificial intelligence-enabled personalization. Comparing these results across countries
and other types of e-commerce offers greater insight as to how culture and behaviour affect retention of
a digital consumer. Additionally, some longitudinal studies may be designed to measure the impact of
technological advancements on consumer behaviour over a long period of time.

CONCLUSION AND FUTURE WORK

This research utilized structural equation modeling to determine how well the 4Ps Marketing Model
explains the behaviour of consumers while shop on e-commerce sites. Results showed that customer
satisfaction, and therefore customer retention, are influenced by the 4Ps (Product, Price, Place, and
Promotion). Product had the highest structural path coefficient (0.41) between the 4Ps; therefore, it is
the most significant of the 4Ps when predicting customer retention behaviour. Results indicate that the
way customers view online retail is affected greatly by product quality, reliability, and variety.
Promotion also significantly influenced customer retention at (0.36). Because of this strong correlation
between promotion and customer retention, businesses need to create personalized promotions,
marketing campaigns, or social media activities to build relationships with their customers. Price and
Place also positively influenced consumer retention with structural path coefficients of 0.29 and 0.22,
respectively.

This proposed SEM Model provides a very strong level of predictive capability since its R* Value of
0.68 in Consumer Retention indicates that the SEM Model can account for 68% of the difference in
consumers' behaviour in retaining customers. Additionally, a high Structural Path Coefficient of 0.73 in
Marketing Effectiveness through Client Satisfaction and Consumer Retention indicates that the long-
term loyalty of customers can be effectively fostered through overall satisfaction with the product or
service of the client. Moreover, the measurement instrument itself has achieved reliable measurement
due to both Cronbach's Alpha and Composite Reliability being above acceptable criteria as determined
through the Reliability/Validity Analysis. This research also indicates that the Traditional 4Ps Marketing
Model, combined with Digital Customer-Centric Strategies, remains very successful in today's e-
commerce environment. Further, the proposed SEM framework also helps to further contribute to
Quantitative Marketing Research through the provision of a statistically validated model to assess
Consumer Retention within digital commerce environments.
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