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ABSTRAK

Fenomena Korean Wave mempunyai daya tarik luar biasa yang menyebabkan
jumlah pemerhatinya selalu bertambah dari waktu ke waktu. Korean Wave telah
melanda masyarakat di seluruh penjuru dunia, tak terkecuali masyarakat di
Indonesia. Ada berbagai macam hal dari negara Korea yang menarik perhatian.
Mulai dari K-drama, K-pop, K-food, K-style, hingga K-beauty. K-beauty yang
mencakup serangkaian inovasi teknologi, perawatan kulit, hingga produk
kecantikan turut mencuri perhatian wanita di dunia. Dalam beberapa tahun terakhir,
banyak produk kecantikan Korea yang bermunculan untuk menunjang tren
kecantikan. Produk kecantikan tersebut terbilang cukup sukses sampai diminati ke
mancanegara. Sehingga tak heran jika banyak start-up e-commerce yang menjual
produk kecantikan Korea sebagai produk utamanya dan menyasar pasar dunia,
khususnya Indonesia. Peluang ini juga dimanfaatkan oleh Althea. Hal ini ditunjang
olen meningkatnya pengguna internet di Indonesia. Berdasarkan data riset dari
APJII (2016) menunjukan bahwa jumlah pengguna internet di Indonesia mencapai
132,7 juta atau sekitar 51,8% dari total jumlah penduduk di Indonesia. Dengan
meningkatnya pengguna internet maka akan mendorong pertumbuhan e-commerce
dan memunculkan budaya belanja online. Tetapi, berdasarkan riset yang dilakukan
APJII (2012) menunjukan bahwa berbisnis online di Indonesia tidaklah mudah,
karena faktor kepercayaan dan kemanan masih menjadi hambatan terbesar bagi
masyarakat Indonesia untuk berbelanja online. Oleh karena itu, penelitian ini akan
membahas apakah faktor-faktor seperti perceived website quality, positive e-WOM,
perceived benefit, dan trust dapat mempengaruhi behavioral intention konsumen
Althea di Indonesia.

Penelitian ini menggunakan descriptive research design dengan metode non-
probability sampling dan menggunakan teknik judgmental sampling. Data
dikumpulkan menggunakan kuesioner dari 246 responden yang merupakan wanita,
berusia lebih dari 17 tahun, mempunyai budget untuk membeli produk kecantikan
lebih dari Rp 300.000 dalam sebulan, pernah 1 kali berbelanja di website Althea
dalam kurun waktu 6 bulan terakhir, dan pernah melihat informasi mengenai
website Althea di media online. Data yang telah diperoleh kemudian diolah
menggunakan structural equation modeling (SEM). Hasil temuan dalam penelitian
ini menunjukan bahwa terdapat pengaruh positif antara perceived website quality
dengan perceived benefit, positive e-WOM dengan trust, perceived website quality
dengan trust, perceived benefit dengan behavioral intention, dan trust dengan
behavioral intention. Namun, tidak ditemukan pengaruh secara langsung antara
perceived website quality dengan behavioral intention.

Kata kunci : beauty e-commerce, Althea, korean beauty product, perceived website
quality, positive e-WOM, perceived benefit, trust, behavioral intention.
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ABSTRACT

The phenomenon of the Korean Wave has tremendous appeal that has resulted in
its increasing number of watches from time to time. The Korean Wave has hit people
all over the world, not least the people in Indonesia. There are various things from
the Korean state that attract attention. Starting from K-drama, K-pop, K-food, K-
style, until K-beauty. K-beauty which includes a series of technological innovations,
skincare, to beauty products also steals the attention of women around the world.
In recent years, many Korean beauty products have sprung up to support Korean
beauty trends. Korean beauty products are quite successful to attract foreign
interest. No wonder if so many start-up e-commerce selling Korean beauty products
as its main product and targeting the world market, especially Indonesia. This
opportunity is also utilized by Althea. This is supported by the increase of internet
users in Indonesia. Based on data from APJII (2016), the number of internet users
in Indonesia reached 132.7 million or about 51.8% of the total population in
Indonesia. With increasing internet users then it will drive the growth of e-
commerce and bring up online shopping culture. However, research conducted
APJII (2012) showed that doing online business in Indonesia is not easy, because
the factor of trust and security is still the biggest obstacle for the people of
Indonesia to shop online. Therefore, this study will examine whether factors such
as perceived website quality, positive e-WOM, perceived benefit, and trust can
influence Althea's consumer behavior intention in Indonesia.

This research uses descriptive research design with non-probability sampling
method and using judgmental sampling technique. Data collected using
questionnaires from 246 respondents who are women, aged over 17 years, has a
budget to buy beauty products more than Rp 300.000 in a month, 1 time ever
shopping at Althea website in the last 6 months, and have seen information about
website Althea in online media. The obtained data is then processed using
structural equation modeling (SEM). The findings in this study show that there is a
positive influence between perceived website quality with perceived benefit,
positive e-WOM with trust, perceived website quality with trust, perceived benefit
with behavioral intention, and trust with behavioral intention. However, there is no
direct influence between perceived website quality and behavioral intention.

Keywords : beauty e-commerce, Althea, korean beauty product, perceived website
quality, positive e-WOM, perceived benefit, trust, behavioral intention.
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