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ABSTRAK 

 

Tujuan dari penelitian ini adalah menganalisis pengaruh proportion of 

negative reviews, price satisfaction, dan perceived value terhadap purchase 

intention. Penelitian tersebut merupakan penelitian kausal. Populasi penelitian ini 

adalah semua orang yang pernah melakukan belanja online dan jumlah sampel 

penelitian ini adalah 115 responden yang disebar melalui kuisoner. Teknik analisis 

data menggunakan structural equation model dengan menggunakan program 

lisrel. 

Hasil Penelitian ini menunjukkan bahwa proportion of negative reviews 

terbukti berpengaruh terhadap price satisfaction, price satisfaction terbukti 

berpengaruh terhadap perceived value, price satisfaction terbukti berpengaruh 

terhadap purchase intentions, perceived value terbukti berpengaruh terhadap 

purchase intentions. Kesimpulan ini menjawab hipotesis keempat penelitian yang 

menyatakan bahwa perceived value terbukti berpengaruh terhadap purchase 

intentions adalah diterima. 

 

 

Kata Kunci: Proportion of negative reviews, price satisfaction, purchase 

intentions, perceived value 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 
 

 

 

PENGARUH NEGATIVE REVIEWS, PROPORTION OF 

NEGATIVE REVIEWS, DAN PRICE SATISFACTION 

TERHADAP PURCHASE INTENTIONS MELALUI 

PERCEIVED VALUE PADA KONSUMEN DI LAZADA 

SURABAYA 

 

 

ABSTRACT 

 

 The purpose of this study was to analyze the effect of proportion of 

negative reviews, price satisfaction, and perceived value on purchase intention. 

The research is causal research. The population of this study were all people who 

had done online shopping and the number of samples of this study was 115 

respondents who were distributed through questionnaires. The data analysis 

technique uses a structural equation model using the lisrel program. 

 

 The results of this study indicate that the proportion of negative reviews 

proved to have an effect on price satisfaction, price satisfaction proved to 

influence the perceived value, price satisfaction proved to influence purchase 

intentions, perceived value proved to influence the purchase intentions. This 

conclusion answers the fourth hypothesis of the study which states that perceived 

value has an effect on purchase intentions is accepted. 

 

 

Keywords: Proportions of Negative Reviews, Price Satisfactions, Perceived 

Value, Purchase  Intentions. 

 

 

 

 

 

 


