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ABSTRAK 
 

Rizal Hamdi Sujana (1702190) “Pengaruh  Customer Perceived Risk Terhadap 

Minat Beli Pada Marketplace Bukalapak (Studi Kasus: Produk Smartphone) 

dibawah bimbingan Dr. Ayu Krishna Yuliawati, S,Sos., MM. dan Arief 

Budiman, S.S,S.Sos, IMSMEs. 

 

Indonesia merupakan negara dengan pertumbuhan e-commerce tercepat di dunia 

dan diproyeksikan akan terus mengalami pertumbuhan mencapai angka 212,2 juta 

pengguna di tahun 2021. Walaupun Indonesia terus mengalami pertumbuhan 

pengguna e-commerce, risiko berbelanja melalui secara online masih menjadi suatu 

permasalahan yang kerap terjadi, dibuktikan dengan marketplace di Indonesia yang 

masih mengalami kasus pencurian data dan juga berbagai keluhan yang diterima 

oleh YLKI mengenai permasalahan dalam berbelanja melalui marketplace. 

Penelitian ini bertujuan untuk mengetahui gambaran dari Customer Perceived Risk 

produk smartphone pada marketplace Bukalapak, mengetahui tingkat minat beli 

konsumen pada produk smartphone di marketplace Bukalapak, serta menguji 

pengaruh Customer Perceived Risk terhadap minat beli produk smartphone pada 

marketplace Bukalapak. Variabel di dalam penelitian ini terdiri dari satu variabel 

bebas (independent variable) dan satu variabel terikat (dependent variable). 

Variabel bebas (X) tersebut adalah Customer Perceived Risk, variabel terikatnya 

adalah minat beli (Y). Sampel dalam penelitian ini adalah generasi z pada 

lingkungan Fakultas Pendidikan Ekonomi dan Bisnis (FPEB) Universitas 

Pendidikan Indonesia yang belum pernah membeli smartphone pada marketplace 

Bukalapak. Teknik pengambilan sampel dengan purposive sampling. Pengumpulan 

data dilakukan dengan menyebarkan kuesioner ke Mahasiswa FPEB sebanyak 346 

responden dan dilakukan wawancara kepada 10 responden yang sudah mengisi 

kuesioner. Hasil penelitian ini menunjukan bahwa Customer Perceived Risk berada 

pada kategori tinggi dan  menunjukan bahwa minat beli pada kategori cukup. Pada 

penelitian ini ditemukan pula bahwa adanya pengaruh negatif antara Customer 

Perceived Risk terhadap minat beli. Diharapkan Bukalapak dapat meningkatkan 

fitur, keamanan, layanan serta lebih sigap dalam mengawasi aktivitas pada 

martketplace sehingga dapat meningkatkan minat beli konsumen. 

 

 

 

Kata Kunci: Customer Perceived Risk, minat beli, marketplace, smartphone
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ABSTRACT 
 

Rizal Hamdi Sujana (1702190) “The Influence of Customer Perceived Risk on 

Buying Interest in Bukalapak Marketplace (Case Study: Smartphone 

Product)” under the guidance of Dr. Ayu Krishna Yuliawati, S,Sos., MM. and 

Arief Budiman, S.S,S.Sos, IMSMEs. 

 

Indonesia is a country with the fastest growing e-commerce in the world and is 

projected to continue to grow to reach 212.2 million users in 2021. Although 

Indonesia continues to experience growth in e-commerce users, the risk of shopping 

online is still a problem that often occurs. , as evidenced by the marketplace in 

Indonesia which is still experiencing cases of data theft and also various complaints 

received by YLKI regarding problems in shopping through the marketplace.This 

study aims to determine the description of the Customer Perceived Risk of 

smartphone products in the Bukalapak marketplace, determine the level of 

consumer buying interest in smartphone products in the Bukalapak marketplace, 

and examine the influence of Customer Perceived Risk on the interest in buying 

smartphone products in the Bukalapak marketplace. The variables in this study 

consisted of one independent variable and one dependent variable. The independent 

variable (X) is Customer Perceived Risk, the dependent variable is buying interest 

(Y). The sample in this study is generation z in the Faculty of Economics and 

Business Education (FPEB) at the Indonesian University of Education who have 

never bought a smartphone on the Bukalapak marketplace. The sampling technique 

was purposive sampling. Data was collected by distributing questionnaires to 346 

FPEB students and interviewing 10 respondents who had filled out the 

questionnaire. The results of this study indicate that Customer Perceived Risk is in 

the high category and shows that buying interest is in the sufficient category. In this 

study also found that there is a negative influence between Customer Perceived Risk 

on buying interest. It is hoped that Bukalapak can improve features, security, 

services and be more alert in supervising activities on the marketplace so that it 

can increase consumer buying interest. 

 

 

 

Keywords: Customer Perceived Risk, buying interest, marketplace, smartphone.
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