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ABSTRAK

Seiringnya era globalisasi, peritel tidak lagi hanya bergantung pada
pemasaran produk secara konvensional, tetapi juga secara digital. Hal ini yang
dilakukan e-commerce Zalora sebagai e-commerce fesyen yang cukup besar di
kawasan ASEAN. Dalam menghadapi persaingan binis yang semakin ketat, e-
commerce Zalora melakukan inovasi dan mengembangkan strategi pemasarannya
dengan memasarkan produk private label brand miliknya. Adapun alasan e-
commerce Zalora menggunakan cara pemasaran produk private label brand
adalah agar dapat lebih unggul dari pesaing dalam hal harga produk yang lebih
murah.

Penelitian ini diajukan untuk mengetahui apakah purchase intention
konsumen pada produk alas kaki private label Zalora dipengaruhi oleh private
label brand image, perceived quality, financial risk, product risk serta e-
commerce image. Model teoritis dalam penelitian ini menggunakan teknik
kuantitatif dengan sembilan hipotesis yang diuji menggunakan Structural
Equation Model. Sampel dalam penelitian ini berjumlah 120 responden.

Hasil analisis penelitian ini menunjukan bahwa e-commerce image
berpengaruh positif terhadap private label brand image, dan perceived quality,
serta berpengaruh negatif terhadap financial risk dan product riks. Selain itu juga,
ditemukan pengaruh positif antara variabel private label brand image terhadap
purchase intention, dan pengaruh negatif antara variabel product risk terhadap
purchase intention. Namun pada penelitian ini ditemukan juga bahwa variabel
perceived quality dan financial risk tidak berpengaruh terhadap purchase
intention.

Dari Sembilan hipotesis yang diajukan, tidak semua sesuai dengan hasil
temuan penelitian sebelumnya. Sehingga dari penelitian ini dapat menjadi
masukan bagi e-commerce Zalora untuk dapat lebih mengembangkan citra e-
commerce Zalora, citra produk private label Zalora, dan cara meminimalisir risiko
produk yang dirasakan oleh konsumen untuk meningkatkan minat pembelian
konsumen terhadap produk alas kaki private label Zalora. Penelitian ini juga
diharapkan dapat memberikan wawasan dan perspektif yang lebih bagi pembaca
mengenai persepsi konsumen terhadap produk private label pada sektor e-
commerce. Hal ini dikarenakan pada penelitian terdahulu lebih banyak membahas
topik private label pada toko konvensional dan belum ada yang membahas private
label pada e-commerce.

Kata kunci: e-commerce image, private label brand image, perceived quality,
financial risk, product risk, dan purchase intention.

Analisis Pengaruh E-Commerce..., Lindayani, FIB UMN, 2017



ABSTRACT

Over the era of globalization, retailers are no longer depends only on
conventional product marketing, but also on digitally marketing. This is done by
Zalora as a large fashion e-commerce in ASEAN. In overcoming a thight
competition business, e-commerce Zalora make an innovation and develop its
marketing strategy with marketed private label brand products. The reasons e-
commerce Zalora use that methods of its marketing is so e-commerce Zalora can
be superior to competitors in the terms of its cheaper price.

The purpose of the study is to investigate whether e-commerce image
influencing private label brand image, perceived quality, financial risk, product
risk and e-commerce image. The theoretical models in this study was quantitative
method with nine hypothesis tested using Structural Model Equations (SEM). The
sampel of this study were 120 respondents.

The result of the study showed that e-commerce image had a positive
impact on private label brand image, and perceived quality. E-commerce image
also had a negative impact on financial risk and product risk. In this study also
showed that a positive influene between private label brand image to purchase
intention, and a negative impact between product risk to purchase intention. But
in this study found that the perceived quality and the financial risk has not
affecting the purchase intention.

Conclusion of this research showed that not all the hypothesis is in
accordance with the outcome of the finding in previous studies. So based on that
conclusions, researcher suggest e-commerce Zalora to developing private label
brand image and find a way to reduce the risk of the private label products
perceived by consumers. This research is expected to give more knowledge about
consumer’s perceptions of private label brand products, especially shoes and
slippers because most previous research discuss private label in conventional
stores and just a few studys that discuss private label in e-commerce.

Keywords: e-commerce image, private label brand image, perceived quality,
financial risk, product risk,, and purchase intention
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