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ABSTRAK 

 

Penelitian ini bertujuan untuk menganalisis pengaruh perceived risk dan 

perceived usefulness terhadap purchase intention dengan customer attitude  sebagai 

variabel mediasi  (Survey Pada Konsumen Tokopedia Di Kota Padang). Jenis 

penelitian yang digunakan dalam penelitian ini adalah explanatory research, 

dengan metode penelitiannya adalah survey explanatory yang mengedepankan 

metode kuantitatif. Sampelnya 170 konsumen yang berbelanja online pada 

Tokopedia di kota Padang. Teknik pengambilan sampel purposive sampling. 

Metode analisisi data menggunakan Structural Equation Modelling - Partial Least 

Square (SEM-PLS). Hasil penelitian menunjukkan bahwa perceived risk tidak 

berpengaruh signifikan terhadap purchase intentionen. Perceived usefulness tidak 

berpengaruh signifikan terhadap purchase intentionen. Perceived risk tidak 

berpengaruh signifikan terhadap customer attitude.  Perceived usefulness 

berpengaruh signifikan terhadap customer attitude. Customer attitude berpengaruh 

signifikan terhadap purchase intention. Perceived risk tidak berpengaruh signifikan 

terhadap purchase intention yang dimediasi oleh customer attitude. Perceived 

usefulness berpengaruh signifikan terhadap purchase intentionen yang dimediasi 

oleh customer attitude. 
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ABSTRACT 

 

This study aims to analyze the effect of perceived risk and perceived usefulness on 

purchase intention with customer attitude as a mediating variable (Survey of 

Tokopedia Consumers in Padang City). The type of research used in this research 

is explanatory research, with the research method being an explanatory survey that 

puts forward quantitative methods. The sample is 170 consumers who shop online 

at Tokopedia in the city of Padang. The sampling technique is purposive sampling. 

The data analysis method used Structural Equation Modeling - Partial Least 

Square (SEM-PLS). The results showed that perceived risk had no significant effect 

on purchase intention. Perceived usefulness has no significant effect on purchase 

intention. Perceived risk has no significant effect on customer attitude. Perceived 

usefulness has a significant effect on customer attitude. Customer attitude has a 

significant effect on purchase intention. Perceived risk has no significant effect on 

purchase intention mediated by customer attitude. Perceived usefulness has a 

significant effect on purchase intention mediated by customer attitude.. 
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