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The e-marketplace is a platform used by vendors to conduct transactions and shopping. The success of implementing an e-marketplace depends on customers’ sustainable purchasing. This study integrates customer learning (formative construct) and purchasing (reflective construct) values to measure the level of customer trust and commitment in the e-marketplace to examine their effects on sustainable customer purchases. A total of 428 valid respondents were processed using SmartPLS 3. The results show that the six proposed hypotheses have positive values and significant effects. Customer learning and purchasing values have positive values and significant effects on customer trust and loyalty and have indirect positive values and significant effects on sustainable customer purchases. In other words, customer trust and loyalty have positive values and significant effects on sustainable customer purchases. Thus, the findings of this study have implications for other researchers and practitioners conducting studies on e-marketplaces.
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1 INTRODUCTION
The recent increase in Internet needs has influenced many activities, including online shopping transactions. It does not occur in only one region but also globally. Interest in e-business transactions affects the scope of studies. This correlates with the perspective of customer purchasing value (Huré et al., 2017). Having knowledge and experience makes it possible for customers to trust products or services that can be used effectively. It provides an opportunity for sustainable customer purchases in digital transactions (Huang and Benyoucef, 2013). The growth of digital transactions in e-commerce affects customer perspectives on digital business knowledge. Hence, e-commerce vendors and marketplaces should be more competitive in keeping their customers loyal (Abhishek et al., 2016).
Previous studies have confirmed that two perspectives, customer satisfaction and customer commitment, have a significant impact on sustainable customer purchasing. It gives value to product quality from a customer perspective, particularly in e-commerce transactions (Shin et al., 2013). For customers, satisfaction is the most important part of the continuity of product use, particularly in mobile application services (Zhou et al., 2012). Hence, customer shopping value will be positive for customer commitment and sustainable customer purchases (Zhou et al., 2012). Furthermore, hedonic customers have become one of the reasons that customers are willing to buy a product or service (Bui and Kemp, 2013). Another aspect is that strong customer commitment affects the positive value to the continuity of customer purchases (Zhou et al., 2012). In retail marketing studies, variables of commitment are classified based on three factors: commitment based on measurement, normative commitment, and affective commitment (Beatty et al., 2012). Nevertheless, in another study on social media e-commerce and online hotel reservation, commitments were reduced into two categories: commitment based on measurement and commitment based on affective aspects (Beatty et al., 2012; Bilgihan and Bujisic, 2015; Bui and Kemp, 2013; Zhou et al., 2012). Studies on organizational behavior classify commitment into three parts: commitment based on measurement, normative commitment, and affective commitment (Meyer et al., 2002; Bhati and Verma, 2020). This study confirmed that affective commitment is more dominant in affecting the behavior and performance of an organization. The other two studies that involve customer behavior in e-commerce transactions have confirmed that the variables of trust and commitment from the customer can provide value and benefit for customers and vendors (Wang et al., 2016; Cui et al., 2020).
The dynamic exploration of the variables of trust and commitment becomes an opportunity for research in other fields of study, particularly in customer digital experiences, regarding the antecedent factors. It also provides opportunities for researchers to assess customer behavior and intention in the digital market. In the case of mobile applications that involve the variables of trust and commitment, antecedents such as social distance, customer satisfaction, and opportunistic behavior are required. Moreover, studies on mobile commerce have confirmed that high customer trust and strong customer commitment have a significant effect on sustainable customer intention (Cui et al., 2020); however, it does not explain the effect of mediator variables.
This study adopts several previous studies to determine the factors and variables that correspond to the transaction concept and activity of the e-marketplace to identify the behavior of customer purchasing (Cui et al., 2020). This study also elaborates on new variables. Trust and commitment variables were built and integrated as factors that support sustainable customer purchases. The other two variables, customer learning (formative construct) and purchasing values (reflective construct), become antecedents of the trust and commitment variables. This study proposes that customer learning value has two basic elements: product and marketplace knowledge. Besides, the customer purchasing value variable has three elements: monetary value, cost evaluation, and product/vendor reputation. Overall, this study focused on two aspects.
1) How does the variable of customer learning value affect sustainable customer purchases with the mediator variable of customer trust and commitment in e-commerce online transactions? (2) How does the variable of customer purchasing value affect sustainable customer purchases with the mediator variable of customer trust and commitment in marketplace online transactions? This study measures the direct effect of customer learning and purchasing values on the variables of customer trust and commitment. It also assesses the direct effect of customer trust and commitment on sustainable customer purchases.
The contribution of this study is the integration of customer learning value as the formative construct and customer purchasing value as the reflective construct, as well as the variable of customer trust and commitment on online transactions in the marketplace to a model. The variable of customer learning value is built based on product and marketplace knowledge. The variable of customer purchasing value is built based on monetary value, cost evaluation, and product/vendor reputation. These variables have been examined systematically to provide information and knowledge in the field of digital transactions, particularly e-commerce (Wang et al., 2016; Cui et al., 2020). Furthermore, this study integrates and assesses the variables of customer trust and commitment to provide the best perspectives and mechanisms to vendors and customers to increase sustainable customer purchases.
2 LITERATURE REVIEW
The framework developed in this study is an elaboration of the variables used in previous studies. The result of the elaboration is customer learning value as a formative construct and customer purchasing value as a reflective construct. It also provides variables for customer trust, commitment, and sustainable customer purchases. It is assumed that customer trust and commitment are directly affected by customer learning and purchasing values. It is also assumed that customer learning and purchasing values can affect sustainable customer purchases, which are mediated by customer trust and commitment. Another assumption is that customer trust and commitment have a direct effect on sustainable customer purchases. Furthermore, it is proposed that customer purchasing value as a reflective construct is based on two elements: product and marketplace knowledge, whereas customer purchasing value as a reflective construct is based on three elements: monetary value, cost evaluation, and product/vendor reputation. The concrete framework of this study and the proposed hypotheses are presented in Figure 1.
[image: Figure 1]FIGURE 1 | Research framework and Hypotheses.
2.1 Institutional trust: commitment mechanism
Previous studies have confirmed that building a good relationship between customers and vendors requires strong trust and commitment to maintain the continuity of the relationship (Wei et al., 2019). Individual behavior relates to psychology, so that behavior makes an unforgettable sense and experience. This implies commitment (Cui et al., 2020). A strong commitment of customers affects good relationships and benefits vendors (Akrout and Nagy, 2018). Another study confirmed that the commitment variable is more strongly related to the customer’s sustainable intention than the trust variable (Wang et al., 2016).
Trust is part of an individual or group’s beliefs in certain attributes, such as integrity, reliability, and skill (Noor, 2013; Akrout and Nagy, 2018). Studies on online activities have proven that trust becomes a factor that drives customer satisfaction (Dimoka, 2010; McKnight et al., 2017; Punyatoya, 2019). Strong trust in customers stimulates them to be loyal to a product or service, so that they will continually use the service or purchase the product. Commitment can be defined as the customer perception that relates to customer needs; however, it has long-term implications for the vendor relationship (Wang et al., 2016). Customer commitment can be defined as the way of viewing or assessing a product or service so that a strong relationship is built between them (Meyer et al., 2002; Bui and Kemp, 2013). Furthermore, previous studies have confirmed that there are eight factors that become customer standards to strengthen their belief in building commitment and trust in a product or service. In other words, customer satisfaction can strengthen customer trust and commitment (Cui et al., 2020). This study refers to Zhou et al. (2012) and Cui et al. (2020) who confirmed that customer trust and commitment are two mediator variables that can be used to determine a customer’s sustainable purchasing. The antecedents of these two variables are customer learning and purchasing values. The context is online transactions in an e-marketplace. Furthermore, this study integrates product and marketplace knowledge as elements that make customer learning value a part of the formative construct, while monetary value, cost evaluation, and product/vendor reputation are used as elements of customer purchasing value to be part of the reflective construct.
This study implements the variables of customer trust and commitment as the main instruments to correlate with sustainable customer purchases. Customer learning and purchasing values are two instruments used as antecedents to correlate with customer trust and commitment in the context of research on online transactions in the e-marketplace. Trust and commitment variables are real activities conducted by customers during transactions in the e-marketplace. Generally, customers require strong protection during a transaction for a product or service delivery. Unfortunately, they did not have access to protection. Thus, the vendor and the marketplace become parties that guarantee transaction safety. This can build strong customer product knowledge, trust, and commitment. In customer learning value, there are two factors that build customer motivation and marketplace knowledge, whereas monetary value, cost evaluation, and product/vendor reputation are the three factors that build customer purchasing value.
2.2 Customer learning value
This study relates to customer learning value and refers to the traditional concept that learning value is regarded as a part of human genetic patterns (Chen et al., 2017). Customers tend to focus on the information about the product or service displayed in the marketplace, so it needs some supporting features to ease transactions (Shin et al., 2013; Benn et al., 2015). This process has been confirmed by a previous researcher, and it has been proven to affect customer purchasing behavior. This process is known as learning value (Shin et al., 2013).
Based on e-commerce, customers tend to be careful in obtaining information about a product or service in a marketplace. This affects customer learning value (Wang and Yu, 2017). The process of learning value during transactions possibly allows customers to share their information and experience by reviewing chat columns in the marketplace (Yoon et al., 2013; Chen et al., 2017).
The variable of customer learning value (formative construct) is an antecedent of product and marketplace knowledge. Both are the results of previous studies and have been confirmed (Yoon et al., 2013). Product and marketplace knowledge are crucial elements for customers to know more about the product or service, particularly in terms of price and quality. In addition, the variable of marketplace knowledge becomes an element that is required by the customer to understand the information on the platform used to perform digital transactions, such as the ease of using features, transaction security, information, and interaction between customers and providers, as well as the review of other customers. Previous studies have confirmed that variables that involve product knowledge indirectly impact sustainable customer purchases (Yoon et al., 2013). However, customer perception of the marketplace or marketplace knowledge has a significant impact on sustainable customer purchases (Yoon et al., 2013; Chen et al., 2017).
The result of previous studies builds a variable of customer learning value (formative construct) based on product and marketplace knowledge. Customer learning value is assumed to be positive for customer trust and commitment in marketplace transactions. The price of a product or service offered in the marketplace correlates with customer trust and commitment. The variables of product and marketplace knowledge on customer learning value indirectly affect customers’ sustainable purchasing. Therefore, the proposed hypotheses are as follows:
Hypothesis 1. (H1): Customer learning value is positive and significantly affects customer trust. (H1a) Customer learning value is positive and significantly affects sustainable customer purchases, which is mediated by customer trust.
Hypothesis 2. (H2): Customer learning value is positive and significantly affects sustainable customer purchases, which is mediated by customer commitment.
2.3 Customer purchasing value
Hedonic or consumptive customers are the support agents of customer purchasing value in e-commerce transactions (Kim et al., 2012). Customer purchasing value impacts other variables such as fun and pleasure. It has a significant impact on customer convenience, trust, and commitment (Sarkar, 2011). Another study confirmed that customer purchasing value can be supported by other variables, such as customer satisfaction, entertainment, and social status, so that it has a positive value and significant effect on customer trust, loyalty, and repurchasing (Atulkar and Kesari, 2017). Previous studies have confirmed that the variable of customer purchasing value has a positive value, significantly impacts customer satisfaction and trust, and indirectly impacts sustainable customer purchases (Sarkar, 2011; Kim et al., 2012; Albayrak et al., 2020). Another study confirmed that the value of a product or service depends on customer perception, which is known as monetary value (Gupta and Kim, 2010). Monetary value can be defined as customer benefit, which is the cost evaluation, and product reputation belongs to an integrated part of customer assessment (Chang et al., 2020). In another study, product reputation is seen as the result of positive value or positive customer reviews, so that the customer can make a decision on sustainable purchase (Kim et al., 2016; Chang et al., 2020). Customer purchasing value determines a customer’s sustainable intention (Kim et al., 2016). Based on previous studies, customer purchasing value have different dimensions (Gupta and Kim, 2010; Kim et al., 2012; Sullivan and Kim, 2018).
This study builds three basic variables to support customer purchasing value (reflective construct): monetary value, cost evaluation, and product/vendor reputation. To deliver results that relate to existing facts, an empirical approach was applied (Kim et al., 2012; Huré et al., 2017; Chang et al., 2020). Previous studies have been observed and reviewed. It is concluded that the high performance of customer purchasing value is positive and directly affects customer trust and commitment. This indirectly affects the performance of sustainable customer purchases. Hence, this study assumes that monetary value is a part of customers’ viewpoints of products or services offered by the e-marketplace. The perception can be about the waiting time in transactions, price of the product or service, and value or function of the product. Furthermore, cost value is customer viewpoints to the value of a product based on the cost of a product or service. Whereas, product or vendor reputation is the causality effect of a vendor’s product or service performance. In other words, product reputation is a positive impression on customers.
One study showed that reputation is a part of the long-term marketing strategy of a product, and reputation can affect customer behavior in determining sustainable purchases (Sengupta et al., 2018). Furthermore, another study stated that a good reputation can affect customer commitment to using a service (Lai, 2019). Meanwhile, positive information about a product or service obtained by the customer can build a good reputation and vice versa (Wang and Yang, 2010). This study describes reputation as the perception of customer experience after using a product or service. Perception relates to cost value or benefit, product or service image, and lifestyle. Customers not only consider the benefit of choosing or using a certain product or service but also consider their desire and lifestyle. Customer social status can be used to define a customer’s reputation. Customers’ desire to use a product or service results from customer trust, satisfaction, and strong commitment.
In this study, the customer purchasing value consists of three variables. These are monetary value, cost evaluation, and product/vendor reputation. This study assumes that customer purchasing value is correlated with customer trust and commitment, particularly in e-marketplace transactions. However, customer purchasing value is indirectly correlated with sustainable customer purchases. Hence, the proposed hypotheses are as follows:
Hypothesis 3. (H3): Customer purchasing value is positive and affects customer trust. (H3a) Customer purchasing value is positive and indirectly affects sustainable customer purchases, which is mediated by customer trust.
Hypothesis 4. (H4): Customer purchasing value is positive and significantly affects customer commitment. (H4a) Customer purchasing value is positive and significantly affects sustainable customer purchases, which is mediated by customer commitment.
2.4 Customer sustainable purchasing
Customer trust and commitment have been confirmed by previous studies to have a significant effect and positive value on customer behavior intention/purchase, particularly in e-commerce (Zhou et al., 2012). Studies on the concepts of web quality, service quality, and information quality have confirmed that a variable of trust is used as an element to build customer intention to purchase (Punyatoya, 2019). Loyalty can be defined as a customer’s intention to use a product or service in the context of traditional transactions (Sirdeshmukh et al., 2018). The present study constructs the variables of customer trust and commitment as the elements that affect sustainable customer purchases. This is consistent with the results of previous studies. This supports and confirms that both variables are the principal factors affecting sustainable customer purchases or use in the perception of information system adoption (Zhang et al., 2011; Zhou et al., 2012).
This study proposes that sustainable customer purchase is determined by the strength of customer trust and commitment. This means that the available product or service in the marketplace should be able to ensure that they correspond to customers’ expectations. Customer reviews are also important for strengthening the trust of other customers in ensuring the quality of a product or service. Repeated customer experience can convince the customer, and then a strong commitment is built. Therefore, we propose the following hypotheses:
Hypothesis 5. (H5). Customer trust affects the sustainable purchasing of a product or service in the marketplace.
Hypothesis 6. (H6). Customer commitment affects the sustainable purchasing of a product or service in the marketplace.
3 RESEARCH METHODOLOGY
3.1 Model development and measurement
The object of this research is e-commerce platforms, such as Shopee, Tokopedia, Lazada, and Blibli. These platforms are believed to be trustworthy by customers and are famous in Indonesia. These platforms also improve the quality of service to vendors and customers. Improving the number of customers means improving customer trust in the vendor and platform (Hoffman et al., 1999; Pennington et al., 2003). The e-commerce platform used in this study is trustworthy and easy to access. The features provided are personally understandable. Furthermore, this study uses a 7-point Likert-type scale, ranging from 1 (strongly disagrees) to 7 (strongly agree). Each variable has other variable elements, which have been referred to in previous studies. Customer learning value (formative construct) has two basic variables: product (four-item variables) (Yoon et al., 2013; Zhang et al., 2018) and marketplace knowledge (four-item variables) (Zhang et al., 2018). The customer purchasing value (reflective construct) has three elements: monetary value (three-item variables) (Kim et al., 2016), cost evaluation (three-item variables), and product/vendor reputation (three-item variables) (Götz et al., 2010; Kim et al., 2016; Chang et al., 2020).
For variables of customer trust and commitment, this study uses four-item variables for each, which is based on previous studies (Wang et al., 2016; Zhang et al., 2018; Punyatoya, 2019; Cui et al., 2020). In addition, four-item variables are used to measure the value of sustainable customer purchases (Cui et al., 2020).
3.2 Data collection
An online survey using Google Forms was administered to the targeted respondents. Data collection was conducted from January 2022 to April 2022. It is then distributed via email, social media, group-group online, WhatsApp, and online. Respondents are users of e-marketplaces from any platform, such as Shopee, Tokopedia, Lazada, and Blibli. There were 512 distributed Google Forms; however, only 442 data were successfully collected. Data were sorted to check their completeness. Of the 442 data points, 13 were removed because of their incompleteness. Thus, valid data were obtained from 428 respondents (n-428). Table 1 presents the respondents’ demographic characteristics. The variables used in this study are presented in Table 2. Descriptive statistics were used to assess each variable.
TABLE 1 | Demographics of the study population.
[image: Table 1]TABLE 2 | Items construct.
[image: Table 2]3.3 Data measurement techniques
To sort the collected data from respondents, we used Microsoft Excel software. The demographic results are presented in Table 1. The data were analyzed using Smart-PLS 3. The structural equation model partial least squares (SEM-PLS) was used to measure the reliability, validity, and hypotheses. Overall, there are two mechanisms for data measurement. The first measured the path coefficient, average variance extracted (AVE), Cronbach’s alpha, and R2 values. The second was to test the hypothesis using a bootstrapping algorithm with a sample size of 1,000. The Sobel test was used to assess the mediating effect (Ringle et al., 2015).
Based on the data classification, 72.1% of the respondents were women, with 32% having ages ranging from 20 to 25 years, 42% from 26 to 35 years, and 36% from 36 to 45 years. Based on the experience of respondents using the e-marketplace platform, 10% of them had used the platform for less than a year, 35% for one to 3 years, and 55% for more than 3 years.
4 RESULTS
4.1 Reliability and validity
First, we assess reliability and discriminant validity. It is standardized using Cronbach’s alpha, composite reliability, and the AVE value (Hair et al., 2017). Cronbach’s alpha should have a value greater than 0.6; composite reliability, greater than 0.7; and AVE, at least or greater than 0.55 (Götz et al., 2010; Hair et al., 2017). Another benchmark comes from the value of the loading factor, and the value of each item in the loading factors should be at least or greater than 0.5 (Hair et al., 2017). From the computation results using SmartPLS 3, Cronbach’s alpha is 0.7–0.9; composite reliability, 0.8–0.9; AVE, 0.6–0.8; and loading factor, 0.7–0.9. Discriminant validity was assessed by comparing the value of the measurement item construct to latent variance. If the value of the latent variance is greater than that of the measurement item construct, it meets the criteria of good discriminant validity. Table 3 and Table 4 present the results of reliability and discriminant validity measurements.
TABLE 3 | Construct reliability and validity of the model AVE, average variance extracted.
[image: Table 3]TABLE 4 | Discriminant validity.
[image: Table 4]This study used VIF analysis to assess the multicollinearity of a construct or variable. The computation was conducted using SmartPLS 3, with the value of VIF for each variable less than 5.0 (Kline, 1998; Hair et al., 2016; Dospinescu et al., 2019). Based on the results of the computation, the value of the inner VIF in this research was 3.1–4.0 (Table 5). Therefore, it can be concluded that there was no multicollinearity for the latent construct or variable in this study (Insert Table 5 here).
TABLE 5 | Inner VIF result.
[image: Table 5]4.2 Structural model
In a structural model (SmartPLS refers to it as an inner model), the assessment is applied to path coefficients and hypotheses. Two construct models, the formative (customer learning value) and reflective constructs (customer purchasing value), are used simultaneously. Table 6 shows the results of the hypotheses, including the path coefficient and t-values. The results of the computation using bootstrapping show that the ix hypotheses have met the standard. This is acceptable and has a positive value and significant effect.
TABLE 6 | Summary of hypothesis testing.
[image: Table 6]Figure 2 shows the research model of the study.
[image: Figure 2]FIGURE 2 | Results of the research model.
Customer learning value is positive and has a significant effect on customer trust and commitment. This corresponds to Hypotheses 1 and 2: H1 (CLV → CST: β = 0.198, t-value = 4.575, p < 0.001) and H2 (CLV → CSC: β = 0.377, t-value = 3.301, p < 0.001).
Customer purchasing value is positive and significantly affects customer trust and commitment. This corresponds to Hypotheses 3 and 4: H3 (CPV → CST: β = 0.384, t-value = 18.687, p < 0.01) and H4 (CPV → CSC: β = 0.136, t-value = 10.498, p < 0.01).
Customer trust is positive and has a significant effect on sustainable customer purchases. This corresponds to Hypothesis 5: H5 (CST → STP: β = 0.439, t-value = 5.249, p < 0.001).
Customer commitment is positive and significantly affects sustainable customer purchases. This corresponds to Hypothesis 6: H6 (CSC → STP: β = 0.460, t-value = 5.625, p < 0.001).
The endogenous variable in this study was also assessed using R2. The R2 value of customer trust was 0.784. This means that customer learning and purchasing values are variants of customer trust. The R2 for customer commitment was 0.538. This means that customer learning and purchasing values are variants of customer commitment. The R2 for sustainable customer purchase was 0.737. This means that customer trust and commitment are variants of sustainable customer purchase.
4.3 Mediating effects
The value of the path analysis and Sobel test become the benchmark to determine the mediator variables that possibly have a significant impact. If the Z value in the Sobel test is greater than 1.96, the mediator variable is accepted (Sobel, 1982). In this study, four hypotheses had a mediator. These are H1a, H2a, H3a, and H4a. The results of the mediation effects are presented in Table 7.
TABLE 7 | Mediation test result.
[image: Table 7](Insert Table 7 here)The analysis using the Sobel test shows that customer learning value is positive and has a significant impact on sustainable customer purchases, which is mediated by customer trust. This means that Hypothesis 1a is accepted: H1a (CLV → CST → STP: β = 0.384; 0.439, z-value = 3.448, p < 0.000). Similarly, customer learning value is positive and has a significant impact on sustainable customer purchases, which is mediated by customer commitment. Thus, Hypothesis 2a is accepted: H2a (CLV → CSC → STP: β = 0.377; 0.460, z-value = 2.846, p < 0.004).
In addition, the Sobel test proves that customer purchasing value is positive and has a significant impact on sustainable purchasing, which is mediated by customer trust. This means that Hypothesis 3a is accepted: H3a (CPV → CST → STP: β = 0.198; 0.439, z-value = 5.053, p < 0.000). Customer purchasing value is positive and has a significant impact on sustainable customer purchases, which is mediated by customer commitment. This means that Hypothesis 4a is accepted: H4a (CPV → CSC → STP: β = 0.136; 0.460, z-value = 4.958, p < 0.000).
5 RESEARCH IMPLICATIONS AND CONCLUSION
5.1 Theoretical implications
The results of this study provide several findings and implications that can serve as a reference for future research. First, from the viewpoint of theoretical issues, this study becomes a discourse of research in e-business, particularly in e-commerce transactions. This study provides a complete description of the integration of one variable and other variables to contribute to achieving sustainable customer purchases in transactions in the e-marketplace. This study has become a part of customer life. The use of two variables—customer trust and commitment—to achieve sustainable customer purchases has been used several times to prove that transactions in e-business run well when they are supported by trust and commitment, as confirmed by previous studies (Zhou et al., 2012). By assessing these two variables, this study confirms the findings of previous studies with a similar understanding (Cui et al., 2020).
Second, it was found that customer purchasing value is positive and significant for customer trust and commitment. In addition, it has an indirect positive value and significant impact on the strength of sustainable customer purchases. It builds a pattern of relationships between customers and vendors in product or service transactions in the e-marketplace. This study considers the customer purchasing value as a variable of a second-order reflective construct that is supported by monetary value, cost evaluation, and product/vendor reputation. Previous studies have confirmed that utilitarian and hedonic values support customer purchasing value. Both factors can be positive or negative for customer satisfaction and purchase intention in e-commerce transactions (Zhou et al., 2012). Another study explained that customer purchasing value has supporting factors that can build relationships with customer loyalty, trust, and purchasing intention (Atulkar and Kesari, 2017).
The third finding reveals that customer learning value is positive and has a direct significant impact on the other two variables: customer trust and commitment. Meanwhile, sustainable customer purchase is positive and has an indirect significant effect. Customer learning value is a second-order formative construct with two supporting variables: product and marketplace knowledge. This shows that the present study differs from the previous (Zhou et al., 2012; Yoon et al., 2013; Zhang et al., 2018). Product and marketplace knowledge become part of customer learning value (second-order formative construct).
This study strongly proves that customer learning value is an antecedent of customer trust and commitment in e-marketplace transactions. This is contrary to previous studies, which state that customer learning value does not have a significant effect on customer commitment but has a significant effect on sustainable customer purchases (Cui et al., 2020).
Finally, customer demography provides knowledge from a strategic viewpoint. Customer sex demography is dominated by women (72%) in conducting e-marketplace transactions, with ages ranging from 20 to 35 years (66%). This means that young women are the targeted consumers with more than 3 years of experience (55%). This suggests that vendors prepare strategies for organizing their customers, and the marketplace can provide tools that are helpful and user-friendly to the users of the e-marketplace.
5.2 Practical implications
The study contains practical value and implications for the decision-making of vendors or e-marketplaces. It also provides value to customer learning, purchasing, trust, and commitment, which affect sustainable customer purchases.
To strengthen the endurance and sustainability of e-marketplace vendors, they should also strengthen customer trust and commitment. Both variables are basic elements of the antecedent, such as customer learning and purchasing values, similar to the variable of sustainable customer purchases. This means that H1, H2, H3, and H4 directly provide positive values and have a significant impact. H1a, H1b, H2a, and H2b had positive values and indirect significant impact on the consequent variables. This means that vendors and marketplaces should improve and strengthen their quality of customer trust and the role of customers in their commitment. Vendors must be concerned with the quality of their services and products. For example, vendors provide customers the opportunity to choose delivery services. In terms of payment, vendors should provide various methods of payment and convince them that the payment is safe. If there is a technical error, the vendor should make a refund within a short time. It must be supported by the features provided in the e-marketplace to guarantee customer security and convenience.
Vendors and e-marketplaces should make an effort to improve and maintain sustainable customer purchases by evaluating the following aspects:
Based on the evaluation of customer purchasing value, the elements that should be focused on are the offered price and features for skipping advertisements. These features should function interactively and provide detailed information based on the customer’s desire. Algorithms in the e-marketplace should function well. In terms of cost evaluation, the assessment focuses on minimizing risk. A gallery that provides product information and price and corresponds to quality provides a positive value from the customer to the vendor. The consistency of the offered price is important to customers because it helps them understand and review the product. In terms of product and vendor reputation, the function of two-way communication between customers and vendors should run well. One way is to activate the features of product reviews and direct chatting. Not all visitors engage in the transaction at all times. Some are only a part of the community and are observers of a product. Vendors should pay attention to the quality of their products and services, while e-marketplaces should guarantee and provide features that enable them to operate smoothly.
Another aspect that should be considered is customer learning value. The elements are the product and marketplace knowledge. Both are helpful for improving the productivity and performance of customers in e-marketplace transactions. E-marketplace providers play the dominant role in this process. These features should correspond to customer needs that are easy to use, safe, and validated in every transaction—fast process, shopping history, and checkout. All these features should be understandable and easy to learn.
The final focus is on customer trust and commitment. Both should be strengthened by improving and convincing customers about the security of using e-marketplaces, accessible features, and non-stop services. Therefore, these two factors can guarantee that customers improve their desire for sustainable purchases.
5.3 Limitations and future study
This study integrates customer learning and purchasing values with customer trust and commitment to assess sustainable customer purchases. However, it lacks several aspects. First, the respondent demographics used in this study were young individuals. Future studies could involve respondents of various ages. Second, this study uses an e-marketplace platform that is used in Indonesia; therefore, the range of the respondents is limited. In the future, researchers could choose an e-marketplace with a wider range of customers. Finally, this study uses a small sample size. This could be increased in future studies.
6 CONCLUSION
This study contributes to the literature on academic and professional e-marketplace transactions. Customer trust and commitment play crucial roles in the performance of e-marketplace platforms. After conducting a holistic assessment, it was confirmed that this study has different findings compared to those of previous studies (Zhou et al., 2012). It was found that customer trust and commitment have a strong effect on sustainable customer purchases. It was also confirmed that customer trust and commitment antecedents have a significant impact on sustainable customer purchases. Furthermore, this supports the findings of previous studies (Cui et al., 2020).
This is an integration of variables from several studies. They were elaborated upon and adapted to the needs of constructing a framework. Customer trust and commitment are the elements used to analyze the effects based on the antecedent and consequent. These variables are concepts and are regarded as part of customer viewpoints on products and services. This is brought into the customer’s real life. Trust is a factor that gives customers a feeling of security, and commitment is the strength of customers to express their satisfaction in e-marketplace transactions. The antecedents of customer trust and commitment consist of two variables: customer learning value as a formative construct and customer purchasing value as a reflective construct. This study classifies customer learning value into two variables: product and marketplace knowledge, while customer purchasing value consists of three variables: monetary value, cost evaluation, and product/vendor reputation.
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