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FAKTOR-FAKTOR YANG MEMPENGARUHI PURCHASE
INTENTION PADA E-GROCERY SEGARI DENGAN

MODERASI JENIS KELAMIN & USIA

Vashti Velda Verianto

ABSTRAK

Pandemi Covid-19 di Indonesia yang tercatat dari bulan Maret 2020 telah
mengubah banyak aspek dalam kehidupan, salah satunya keterbatasan dalam
mobilitas. E-grocery kemudian bermunculan untuk menjawab permasalahan
yang ada, yaitu untuk mendapatkan kebutuhan sehari-hari termasuk bahan
mentah. Segari merupakan salah satu e-grocery yang hadir dalam masa
pandemi. Demi meningkatkan sales & revenue, maka dilakukan penelitian
mengenai faktor-faktor yang mempengaruhi purchase intention konsumen.
Model penelitian ini menggunakan modifikasi dari teori UTAUT (Unified
Theory of Acceptance and Use), dengan meneliti pengaruh brand association,
perceived ease of use, perceived usefulness, perceived price, dan perceived
security terhadap purchase intention e-grocery Segari, yang dimoderasi
dengan jenis kelamin dan usia. Pendekatan kuantitatif dilakukan dengan
menggunakan SEM-PLS, dan PLS-MGA untuk menganalisa pengaruh
moderasinya. Temuan Yyang didapatkan menunjukkan bahwa brand
association, perceived usefulness, dan perceived security berpengaruh positif
signifikan terhadap purchase intention e-grocery Segari, sedangkan
perceived ease of use dan perceived price berpengaruh positif tidak signifikan
terhadap purchase intention. Jenis kelamin terbukti membedakan pengaruh
brand association dan perceived security terhadap purchase intention,
dimana brand association dan perceived security berpengaruh signifikan
terhadap purchase intention pada perempuan, dan tidak signifikan terhadap
laki-laki. Jenis kelamin tidak membedakan pengaruh perceived ease of use,
perceived usefulness, dan perceived price terhadap purchase intention. Usia
terbukti membedakan pengaruh perceived security terhadap purchase
intention, dimana perceived security berpengaruh signifikan terhadap
purchase intention pada usia yang lebih muda, dan tidak signifikan pada
konsumen berusia lebih tua. Usia tidak membedakan pengaruh brand
association, perceived ease of use, perceived usefulness, dan perceived price.

Kata kunci: Purchase intention, E-grocery, Jenis Kelamin, Usia, Covid-19,
Pandemi
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FACTORS INFLUENCING SEGARI E-GROCERY’S
PURCHASE INTENTION MODERATED BY GENDER

AND AGE

Vashti Velda Verianto

ABSTRACT

Covid-19 pandemic which recorded hit Indonesia since March 2020 has
changed many living aspects. Some restrictions in mobility are one of them.
The emerging of e-groceries helps many people to get their grocery needs
with the restrictions given. Segari is one of the e-grocery that emerged during
the pandemic. In order to increase their sales and revenue, Segari needs to
underastand their consumer’s behaviour better, and so this research was
conducted. We used the modified version of UTAUT (Unified Theory of
Acceptance and Use) as the research model, and examine the effect of brand
association, perceived ease of use, perceived usefulness, perceived security,
and perceived price towards Segari’s purchase intention. We also examine
the moderating effect of gender and age in this research. Quantitative research
is done using SEM-PLS and PLS-MGA for the moderating effect. Findings
from this study is that brand association, perceived usefulness, and perceived
security have positive significant effect towards Segari’s purchase intention,
while perceived ease of use and perceived price don’t have significant effect
towards Segari’s purchase intention. Gender differs the effect of brand
association and perceived security towards Segari’s purchase intention, where
brand association and perceived security have positive significant effect on
women, and not significant on men. Gender doesn’t differ the effect of
perceived ease of use, perceived price, and perceived usefulness. Age differs
the effect of perceived security towards Segari’s purchase intention, where
perceived security has positive significant effect towards purchase intention
in younger age, and not significant effect in older age. Age doesn’t differ the
effect of brand association, perceived ease of use, perceived usefulness, and
perceived price towards Segari’s purchase intention.

Keywords: Purchase intention, E-grocery, Gender, Age, Covid-19, Pandemic
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