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FAKTOR-FAKTOR YANG MEMPENGARUHI CONSUMER PURCHASE 

INTENTION DI LAZADA DENGAN CONSUMER TRUST DAN 

CONSUMER ATTITUDE SEBAGAI MEDIASI (STUDI PADA 

PENGGUNA LAZADA) 

 Kennedy Franc 

ABSTRAK 
 

Persaingan e-commerce di Indonesia semakin tinggi, namun Lazada masih 

tertinggal dibanding pesaing utama seperti Shopee dan Tokopedia. Penelitian 

ini bertujuan menganalisis pengaruh consumer perceived convenience, 

consumer perceived value, consumption risk, customer service quality, dan 

consumer subjective demonstration terhadap consumer purchase intention, 

dengan consumer trust dan consumer attitude sebagai variabel mediasi. 

Metode penelitian menggunakan pendekatan kuantitatif dengan analisis 

SEM-PLS. Hasil penelitian menunjukkan bahwa kenyamanan, nilai yang 

dirasakan, kualitas layanan, dan demonstrasi subjektif berpengaruh positif 

terhadap niat beli, sedangkan risiko konsumsi berpengaruh negatif. Selain itu, 

kepercayaan dan sikap konsumen terbukti memediasi hubungan antarvariabel 

tersebut. Kesimpulannya, peningkatan pengalaman pengguna dan rasa 

percaya menjadi kunci untuk memperkuat niat beli konsumen terhadap 

Lazada. 

 
Kata kunci: Consumer Perceived Convenience, Consumer Perceived Value,  
                        Consumption Risk, Customer Service Quality, Consumer Subjective  
                        Demonstration, Consumer Trust, Consumer Attitude, Consumer  
                        Purchase Intention  
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FACTORS THAT INFLUENCE CONSUMER PURCHASE 

INTENTION ON LAZADA WITH CONSUMER TRUST AND 

CONSUMER ATTITUDE AS MEDIATION (STUDY ON LAZADA 

USERS) 

 Kennedy Franc 

 

ABSTRACT 
 

E-commerce competition in Indonesia is intensifying, but Lazada still lags 

behind major competitors such as Shopee and Tokopedia. This study aims to 

analyze the influence of consumer perceived convenience, consumer 

perceived value, consumption risk, customer service quality, and consumer 

subjective demonstration on consumer purchase intention, with consumer 

trust and consumer attitude as mediating variables. The research method uses 

a quantitative approach with SEM-PLS analysis. The results show that 

convenience, perceived value, service quality, and subjective demonstration 

have a positive effect on purchase intention, while consumption risk has a 

negative effect. In addition, consumer trust and attitude are proven to mediate 

the relationship between these variables. In conclusion, improving user 

experience and trust are key to strengthening consumer purchase intention 

towards Lazada. 

 

Keywords: Consumer Perceived Convenience, Consumer Perceived Value,  
                    Consumption Risk, Customer Service Quality, Consumer Subjective  
                    Demonstration, Consumer Trust, Consumer Attitude, Consumer  
                    Purchase Intention 
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