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ABSTRAK

Penelitian ini bertujuan untuk mengetahui tanggapan konsumen mengenai persepsi
risiko, minat beli dan keputusan pembelian di Shopee, mengetahui pengaruh
persepsirisiko terhadap keputusan pembelian, mengetahui pengaruh persepsi risiko
terhadap minat beli, mengetahui pengaruh minat beli terhadap keputusan
pembelian, mengetahui pengaruh persepsi risiko bterhadap keputusan pembelian
yang dimediasi minat beli .Populasi dalam penelitian ini adalah konsumen Shopee
di Tulungagung, karena tidak diketahui secara pasti, maka peneliti menggunakan
purposive sampling dengan jumlah 120 responden. Penelitian ini menggunakan
partial least square dengan aplikasi SmartPLS 4. Penyebaran kuesioner dilakukan
menggunakan google form. Hasil penelitian ini menunjukkan bahwa persepsi risiko
berpengaruh negatif dan signifikan terhadap keputusan pembelian, persepsi risiko
berpengaruh negatif dan signifikan terhadap minat beli, minat beli berpengaruh
positif dan signifikan terhadap keputusan pembelian, minat beli mampu memediasi
pengaruh antara persepsi risiko terhadap keputusan pembelian.

Kata kunci: Persepsi risiko, minat beli, keputusan pembelian
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ABSTRACT

This study aims to understand consumer responses regarding perceived risk,
purchase interest, and purchasing decisions on Shopee. It also seeks to determine
the effect of perceived risk on purchasing decisions, the effect of perceived risk on
purchase interest, the effect of purchase interest on purchasing decisions, and the
mediating effect of purchase interest on the relationship between perceived risk and
purchasing decisions. The population in this study consists of Shopee consumers in
Tulungagung. Due to the unknown exact number, the researcher used purposive
sampling with a total of 120 respondents. This study employs partial least squares
(PLS) analysis using the SmartPLS 4 application. The questionnaire was
distributed via Google Forms. The results of this study indicate that perceived risk
has a negatif and significant effect on purchasing decisions, perceived risk has a
negative and significant effect on purchase interest, purchase interest has a positive
and significant effect on purchasing decisions, and purchase interest can mediate
the effect of perceived risk on purchasing decisions.

Keywords: Perceived risk, purchase interest, purchasing decisions
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