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ANALISIS FAKTOR-FAKTOR PENDORONG INTENTION TO
PURCHASE DI ONLINE GROCERY: STUDI PADA DIGITAL
PLATFORM SEGARI
William Fernando

ABSTRAK

Penelitian ini bertujuan mengidentifikasi faktor-faktor yang
memengaruhi Attitude toward Online Grocery dan Intention to Purchase
konsumen dalam menggunakan layanan Segari pasca-COVID-19, khususnya
di kalangan Gen Z dan Milenial di JaDeTaBek. Online grocery sebagai
layanan belanja secara online untuk memenuhi kebutuhan harian pada saat
COVID-19 meningkat. Tetapi, setelah pandemi peralihan perilaku belanja
konsumen berubah kembali dari online ke offline menyebabkan beberapa
perusahaan seperti TaniHub, TokopediaNow, dan Bananas rugi hingga tutup,
serta Segari juga mengalami penurunan pengunjung dan pembeli. Penelitian
ini menganalisis pengaruh Individual Value dan Brand Awareness terhadap
Attitude toward Online Grocery, serta pengaruh Attitude toward Online
Grocery, Perceived Price, dan Perceived Health Risk terhadap Intention to
Purchase.

Penelitian ini menggunakan metode survei kuantitatif dengan
kuesioner yang disebarkan kepada pengguna Online Grocery yang sudah
pernah mengunduh Segari, tetapi tidak pernah membeli. Data dianalisis
menggunakan Partial Least Squares Structural Equation Modeling (PLS-
SEM) dengan bantuan SmartPLS 4. Hasil penelitian menunjukkan bahwa
Brand Awareness tidak berpengaruh langsung terhadap Intention to
Purchase, namun Individual Value dan Brand Awareness berpengaruh positif
dan signifikan terhadap Attitude toward Online Grocery, yang selanjutnya
memengaruhi Intention to Purchase. Selain itu, Perceived Price dan
Perceived Health Risk juga terbukti berkontribusi pada Intention to Purchase.

Kesimpulan dari penelitian ini menunjukkan bahwa untuk
meningkatkan Intention to Purchase pada platform Segari, perusahaan perlu
memperkuat Attitude Toward Online Grocery dari variabel Individual Value
dan Brand Awareness, serta mengelola Perceived Price dan Perceived Health
Risk secara efektif. Strategi pemasaran yang inovatif diperlukan untuk
mempertahankan dan meningkatkan pangsa pasar. Hasil penelitian ini
diharapkan dapat memberikan masukan strategis bagi perusahaan online
grocery dalam meningkatkan layanan, mengoptimalkan pengalaman
konsumen, dan memperkuat daya saing di pasar. Studi ini juga berkontribusi
pada pengembangan literatur terkait perilaku belanja daring di Indonesia.

Kata kunci: online grocery, attitude toward online grocery, intention to
purchase.

viii

Analisis Faktor-Faktor Pendorong ..., William Fernando, Universitas Multimedia Nusantara



ANALYSIS OF THE DRIVING FACTORS OF INTENTION TO
PURCHASE IN ONLINE GROCERY': CASE OF SEGARI DIGITAL
PLATFORM

William Fernando

ABSTRACT (English)

This study aims to identify factors that influence Attitude towards Online
Grocery and Intention to Purchase of consumers in using Segari services
post-COVID-19, especially among Gen Z and Millennials in JaDeTaBek.
Online grocery as an online shopping service to fulfill daily needs during
COVID-19 increased. However, after the pandemic, the shift in consumer
shopping behavior changed back from online to offline causing several
companies such as TaniHub, TokopediaNow, and Bananas to lose money and
close, and Segari also experienced a decrease in visitors and buyers. This
study analyzes the effect of Individual Value and Brand Awareness on
Attitude toward Online Grocery, as well as the effect of Attitude toward
Online Grocery, Perceived Price, and Perceived Health Risk on Intention to
Purchase.

This study uses a quantitative survey method with a questionnaire
distributed to Online Grocery users who have downloaded Segari, but have
never purchased. The data were analyzed using Partial Least Squares
Structural Equation Modeling (PLS-SEM) with the help of SmartPLS 4. The
results showed that Brand Awareness has no direct effect on Intention to
Purchase, but Individual Value and Brand Awareness have a positive and
significant effect on Attitude towards Online Grocery, which in turn affects
Intention to Purchase. In addition, Perceived Price and Perceived Health
Risk are also proven to have a significant effect on Intention to Purchase.

The conclusion of this study shows that to increase Intention to Purchase on
the Segari platform, companies need to strengthen Attitude Toward Online
Grocery from the variables of Individual Value and Brand Awareness, and
manage Perceived Price and Perceived Health Risk effectively. Innovative
marketing strategies are needed to maintain and increase market share. The
results of this study are expected to provide strategic input for online grocery
companies in improving services, optimizing consumer experience, and
strengthening competitiveness in the market. This study also contributes to
the development of literature related to online shopping behavior in
Indonesia.

Keywords: online grocery, attitude toward online grocery, intention to
purchase.
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