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ABSTRACT

This research aims to study the factors that affect the online auctioneer's
loyalty to the online auction site. This research is a quantitative research developing
from the previous research by collecting information from 191 people who have
participated in online auctions through the auction sites, with distributing electronic
questionnaires via social media. Then the data was processed with statistical software,
in order to analyze the relationship between the independent variables and
dependent variables.

The research found that the effectiveness of the bidding agent, watch the
ltem (WTI), network effect and product diversity directly influence the perceived
bidding utility. In addition, the influence of social networking and product diversity are
also directly influences the perceived bidding enjoyment, including website
characteristic and product quality are directly influence on trust. The perceived bidding
utility, enjoyment from the auction and trust are directly influence loyalty to the site.
The effectiveness of WTI, product diversity, website characteristic and product quality
Influence indirectly on online auction site's loyalty. However, the research found that,
network effect does not support the research hypothesis. This may be due to the lack

of bidders number and the auction site also fails to meet the needs of the bidders
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well enough. In addition, network effect does not influence online auction site's
loyalty. This may be due to the majority of respondents are in the X generation, which
has highly self-assured and does not care much about others opinions.

The benefits of this research are to make entrepreneurs, business owners
auction or sell online products realize the important attribute, which influence in
visitors number to the site or bidder's loyalty for business progress and sustainability.
This research study through the online auction site only. Nowadays, there are more
social channels online. Therefore, we would like to propose the future research to

study in other channels.
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