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ABSTRAK 

 

 

Saat ini e-commerce merupakan salah satu alternatif pilihan untuk 

masyarakat modern membeli suatu barang. Indonesia merupakan negara dengan 

pertumbuhan e-commerce tertinggi di dunia. Untuk dapat mempengaruhi online 

purchase intention dari konsumen pengguna e-commerce, sikap atas pembelian 

online terhadap e-commerce harus positif. Sikap konsumen yang positif ditentukan 

oleh beberapa faktor diantaranya adalah utilitarian value, hedonic value, privacy 

dan trust 

Tujuan penelitian ini adalah untuk menelaah pengaruh utilitarian value, 

hedonic value, privacy dan trust terhadap attitude toward online purchasing, serta 

pengaruh attitude toward online purchasing terhadap online purchase intention. 

Penelitian ini dilakukan pada 100 konsumen Lazada di Kota Surabaya. 

Pengumpulan data dilakukan dengan menyebarkan kuesioner secara langsung pada 

responden dengan teknik pengambilan sampel purposive sampling. Teknik analisis 

yang digunakan dalam penelitian adalah SEM PLS. 

Temuan hasil penelitian menunjukkan bahwa masing-masing variabel 

utilitarian value, hedonic value, privacy dan trust berpengaruh signifikan positif 

terhadap attitude toward online purchasing, serta attitude toward online purchasing 

juga berpengaruh signifikan positif terhadap online purchase intention. 

 

Kata Kunci: utilitarian value, hedonic value, privacy dan trust, attitude toward 

online purchasing, online purchase intention 
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THE EFFECT OF UTILITARIAN VALUE, HEDONIC VALUE, PRIVACY 

AND TRUST ON ATTITUDE TOWARD ONLINE PURCHASING AND 

ONLINE PURCHASE INTENTION 

 IN LAZADA IN SURABAYA 

 

 

ABSTRACT 

 

 

Today e-commerce is an alternative choice for modern society to purchase 

goods from. Indonesia is the highest e-commerce country in  the world. To be able 

to influence online purchase intention from consumers of e-commerce users, the 

attitute toward online purchasing of e-commerce must be positive. Positive 

consumer attitudes are determined by several factors including utilitarian value, 

hedonic value, privacy, and trust.  

 

The purpose of this study is to examine the utilitarian value, hedonic value, 

privacy, and trust influence on attitude toward online purchasing on online 

purchase intention. This research was conducted on 100 Lazada consumers in 

Surabaya City. Data collection is done by distributing questionnaires directly to 

respondents with purposive sampling sampling technique. The analysis technique 

used in the study was  SEM PLS. 

 

The findings of this research show that  utilitarian value, hedonic value, 

privacy and trust variables have a significant positive effect on attitude toward 

online purchasing, and attitude toward online purchasing also has a significant 

positive effect on online purchase intention. 

  

 

Keyword: utilitarian value, hedonic value, privacy and trust, attitude toward 

online purchasing, online purchase intention 

  

  

 

 

 

 

 

 


