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 A B S T R A C T  

Lazada is one of the most popular e-commerce apps in ASEAN, with the most users 

in Indonesia; of course, it continues to compete with its rivals in attracting customers 

to make purchases. The purpose of this research is to look into the impact of trust on 

purchasing decisions, the impact of price on purchasing decisions, and the impact of 

the tagline on purchasing decisions—a survey method using a questionnaire. The 

population consists of Makassar Lazada shoppers. The sample size was 96 people, 

and the method used was random sampling. Descriptive analysis and multiple 

regression techniques are used in data analysis. A total of 96 people took part in the 

survey. Descriptive analysis and multiple regression techniques are used in data 

analysis. Trust, price, and tagline all influenced positive and significant purchasing 

decisions, according to the findings. 

 

 

INTRODUCTION 
 

The 4.0 Revolution's advancement has had a significant impact on the world of marketing; trade has 

begun to shift from manual to digital, and product purchases can be made from anywhere using a smartphone 

application. Lazada is a well-known online application in the community. Other e-commerce sites, such as 

Bukalapak, Shopee, Tokopedia, and others, will directly compete with Lazada. The most competitive e-

commerce ranking in Indonesia, with Lazada coming in fourth place by the end of 2020. 

 

 
 

Figure 1. Top 10 e-Commerce at Indonesian  

Source : insight.kontan.co.id (2021) 
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When measured by the number of website visitors, Lazada is ranked fourth, but first when measured by 

the number of Lazada followers. As the most visited e-commerce site, it requires a strong marketing strategy 

to compete in Marketing 4.0. The marketing mix has shifted from the 4Ps (product, price, location, and 

promotion) to the 4Cs (joint creation, currency, community activation, and dialogue) in the digitalization era. 

Lazada.co.id was launched in 2012 as part of the Lazada Group's goal of bringing online shopping to 

Southeast Asia. It was founded by Rocket Internet and Pierre Spicy and is now owned by Alibaba Group. 

Indonesia, Malaysia, the Philippines, Singapore, Thailand, and Vietnam are all part of the Lazada Group. 

Lazada.co.id is a subsidiary of Rocket Internet, which is based in Germany and produces various innovative 

online products around the world. Lazada is a well-known Southeast Asian e-commerce platform. After JP 

Morgan Chase and several other partners, Lazada grew into a large company. 

 

 
 

Figure 2. Mobile E-Commerce Shoopung Apps 

Source : iprice grup 

 

Lazada is the most popular mobile e-commerce shopping app in Asia, with over a billion monthly active 

users. Lazada is known for its extensive payment options, and it is also a market leader in the COD (cash on 

delivery) payment method, which makes it simple for customers. As part of Lazada's commitment to 

providing customers with a positive online shopping experience. Consumers can pay in cash after receiving 

an order with the convenience of COD. As a result, consumers who prefer to shop online may find that making 

product purchases on Lazada is the best option. Consumers provide a variety of conveniences and benefits in 

exchange for low-cost opportunities. Every day, there are numerous promotions, so customers must complete 

their shopping without paying postage. This online site's benefits include cost-effectiveness, accuracy, and 

speed. The search for information and comparison of available options is part of the online shopping decision-

making process. Consumers will seek references online from anywhere (for example, information from online 

stores), the information sought from other people's opinions, or other sources (Pratiwi, Wardiningsih, & 

Sumaryanto, 2018). 

Purchasing decisions are made when two or more options for an action or behavior are considered 

(Sarasdiyanthi, Mananda, & Suardana, 2016). Purchasing decisions are actions taken in connection with the 

acquisition and use of goods. Because companies or organizations are currently very competitive, consumers 

must be cautious and choose products that suit their needs wisely (Sona, 2018). Consumers decide to prepare 

many brands from various choices, and consumers also make purchasing decisions based on their favorite 

brands (Citra & Santoso, 2016). Building consumer trust is a critical aspect of online shopping that cannot 

overlook (Latief & Ayustira, 2020). Consumer trust is defined as one party's willingness to accept the risks 

posed by the other party's actions in the expectation that the other party will take necessary steps for those 

who trust it, regardless of the trusted party's ability (Ayuningtiyas & Gunawan, 2018). Consumers always 
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want to know whether they can trust online store websites or online store sellers before making purchases 

(Hendra & Amin, 2019). Buyers have several factors to consider before purchasing products online, one of 

which is trust in the shopping facilities provided (Sudjatmika, 2017). 

Because buyers and sellers do not meet in person and only communicate via the internet, trust is essential 

when buying and selling online. As a result, the emergence of e-commerce offers a "review" feature. The 

shop's reputation is reflected in this review. As a result, potential new customers or buyers can consider 

deciding whether to believe in online stores. Only customers who have faith (trust) are willing to trade on the 

internet (Jayanti, 2015). According to research (Hidayat, Arifin, & Priyono, 2017; Sukawati, 2018; Priskila, 

2018; Prabowo & Wiratno, 2019)  explain trust has a positive and significant effect on purchasing decisions. 

Customer confidence is unwavering. The goal is to provide customers with a sense of security when 

conducting business. Customers will be more likely to buy if they believe they can be certain they will be 

interested (Solihin, 2020). The following is the hypothesis: 

 

H1: Trust has a positive and significant effect on purchasing decisions. 

 

Customers consider price to be one of the most important factors when deciding whether or not to buy a 

product—stated that excessive prices would influence customer perceptions of our products as a premium 

luxury (high quality). Simultaneously, if our price is too low, the consumer's perception of our product as an 

interior can be skewed (low quality). As a result, businesses' primary key to attract consumer purchasing 

decisions and increase the number of products sold is to set the right price (Themba, 2019). Consumer 

purchasing decisions are influenced by price because it is one of the most important factors to consider when 

purchasing. Consumers use price to figure out how to get the most out of their purchasing power. As a result, 

the price charged must be reasonable and within the range of consumer income (Habibah & Sumiati, 2016). 

The prices displayed on the Lazada website differ depending on the product type. There is a filter option on 

the Lazada site to change product prices that consumers want to search for products with prices ranging from 

the lowest to the highest. Price has a significant impact on purchasing decisions (Gain, Herdinata, & Sienatra, 

2017; Wardoyo & Andini, 2017; Giovanni & Arianto, 2020). Consumers will be more willing to accept a 

product if they can reach the price point. Price suitability with product quality, price competitiveness, and 

price suitability with excellence are factors to consider when determining the price (Jayanti, 2015). The 

following is the hypothesis: 

 

H2 : Price has a positive and significant effect on purchasing decisions 

 

Advertising, as a one-way flow of information in a specific order, directs a person or organization to the 

activity in which they exchange goods or services, in addition to the price. Of course, in conjunction with a 

marketing strategy, the exchange of goods and services is required. As one of the promotional media, 

advertising must leave a lasting impression on consumers to achieve its goal of influencing them. A company, 

particularly one that uses advertising as a form of promotion, whether through print or electronic media, 

usually competes in developing a tagline or slogan for its products (Rahardian, Kusumawati, & Irawan, 2019). 

This is done so that the message conveyed in the commonly used ad tagline leaves a lasting and memorable 

impression. The tagline is one of Lazada's marketing strategies for promoting Canada's benefits to customers. 

Consumers are interested in transacting in Lazada; the lazada tagline changes frequently to pique consumer 

interest. Lazada's tagline "The Leading Online Shopping in Indonesia" was created at its publication in 

Indonesia. Then Lazada changed its tagline to "Cash On Delivery," which successfully attracted customers 

to shop at Lazada, which was then changed back to "Every Time-Saving Shopping" until now. This tagline 

gives customers the impression that Lazada has many discounts and low prices all over Indonesia. The tagline 

has a positive and significant effect on purchasing decisions, according to research (Widyastuti & Nugroho, 

2018), (Malisa, Sulhaini, & Darwini, 2019); and (Rahardian, Kusumawati, & Irawan, 2019). The tagline can 

change consumers' mindset to be interested in the products offered as one of the advertisement's unique 

features (Chaidir, Prakoso, & Boer, 2018). The following is the hypothesis: 

 

H3: The tagline has a positive and significant effect on purchasing decisions 
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This study refers to research (Hairi, Telagawathi, & Suarmanayasa, 2017) that examines the effect of 

trust and price on purchasing decisions. This research adds a tagline variable and is carried out on Lazada 

consumers, considering that Lazada is e-commerce with many followers, and Lazada's tagline has 

successfully attracted the attention of consumers in Indonesia to make purchases. Therefore, this study's 

objectives are: 1) to examine the effect of trust on purchasing decisions, 2) to examine the effect of price on 

purchasing decisions, 3) to examine the effect of the tagline on purchasing decisions. 
 

 

METHOD 
 

This approach to analysis uses a scientific approach to assess the theory's justification suggested with 

statistics to find a conclusion (Jogiyanto, 2014). The population is Lazada customers in Makassar City. The 

type of non-probability sampling method used is random sampling. Because in this study, the number of the 

population taken was not known with certainty. 

 

n =  
   𝑍²

4(𝑚𝑜𝑒)𝑍²
 = 

1,96²

4 (0,10)²
 = 96,04 

 

n : Number of Samples  

Z : The level of confidence in determining the sample is 95% = 1.96  

Moe : Margin of error or the maximum error that can be correlated, here is set at 10%. 

 

Then a sample of 96.04 was taken (rounded to 96 consumers to Lazada). In order to see the regression 

model with the dependent variable (bound) and the independent variable (free) having a regular contribution, 

the data analysis of this study was carried out with several phases of testing, namely: 1) normality test via the 

Normal Probability Plot graph. 2) To decide if independent variables have similarities with other independent 

variables in one model, a multicollinearity test is needed. 3) The heteroscedasticity test's purpose is to test if 

variance and residuals are unequal from one observation to another (Ghozali, 2016). With the following 

equation, this thesis performed multiple regression analysis via the SPSS program: 

 

Y =α + β1X1 + β2X2 + β3X3 + e 

Description : 

α : Constant. 

β : Regression Coefficient. 

e : Error. 

Y   : Purchasing desicions 

X1 : Trust 

X2 : Price 

X3 : Tagline 

 

 

RESULT & DISCUSSION 
 

Result 

 

The data normality test results with the standard probability plot graph test indicate that the study's data 

are suitable for use and are said to be normal. From the multicollinearity test results, the data in figure 3 shows 

that all independent variables in this study can be tolerated, and their existence does not interfere with the 

model. The scatterplot graph shows that the data is distributed on the Y-axis and does not establish a simple 

data distribution pattern, which means that it is possible to use no heteroscedasticity in the regression model 

in figure 4. 
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Figure 3. Normality Test Results 

 

 
 

Figure 4. Normality Test Results 

 

Table 1. Coefficient of Determination 

 
Adjusted R Square Coefficient of Determination Result Efeect Variable X to Y 

0.201 20,10% 20,10% 

 

Table 2. Partial Test Result 

 
Variable B    t  Sig. 

Contant 1,262 2,103 0,038 

Trust 0,305 2,762 0,007 

Price 0,210 2,135 0,035 

Tagline 0,194 2,083 0,040 

 

The results of the multiple linear regression test shown in table 3 show that the regression coefficient 

values formed in this test are: 

 

Y = 1,262 + 0,305 X1 + 0,210 X2 + 0,194 X3 + e 

 
These results can be explained as follows: 

1. The coefficient of 0,305 trust variable is 0,305 with a positive direction, which means that if there is an 
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increase in trust, purchasing decisions will increase by 0,305. 

2. The coefficient of price variable coefficient is 0,210 with a positive direction, which means that if there 

is an increase in price, purchasing decisions will increase by 0,210. 

3. The coefficient of tagline variable is 0,194 with a positive direction, which means that if there is an 

increase in tagline, purchasing decisions will increase by 0,194. 
 

 

Discussion 
 

Based on the hypothesis test (H1), it was found that trust has a positive and significant effect on 

purchasing decisions. This means that the hypothesis tested is accepted. This means that consumers who shop 

online must first trust manufacturers who provide products via the internet before making a purchase decision. 

Consumers who trust Lazada will undoubtedly decide to make purchases online. Conversely, the lower the 

level of consumer confidence in Lazada Indonesia's e-commerce, the lower the online purchasing decisions. 
People believe that trust plays an essential role in influencing commitment. The more popular an online 

shopping site is, the higher its trust in the online shopping site. Buyers will increase trust and believe in the 

website's reliability because it is actual (Yuliawan, Siagian, & Willis, 2018). Consumer trust is formed 

through the ability, attention, and integrity of producers in providing products. Most online shopping 

consumer respondents said that they trust online shopping manufacturers because they provide many 

attractive products and provide shopping safety to consumers. The producers' ability to ensure the transaction 

process before the goods arrive at consumers makes the public confident in the producers' trust. The concern 

and integrity of producers to products and customer satisfaction also shape trust in them (Sukawati, 2018). 

The results of this study support the results of the study (Hidayat, Arifin, & Priyono, 2017; Sukawati, 2018; 

Priskila, 2018; Prabowo & Wiratno, 2019) found that trust has a positive and significant effect on purchasing 

decisions. Consumer trust depends on the popularity of online sites. With the increasing number of popular 

online sites, consumers will have more confidence and trust in online sites and ultimately make purchasing 

decisions. Also, producers must identify factors that affect consumer trust in online sites to build, regulate, 

and maintain and strengthen relationships (Wijaya & Warnadi, 2019). If customers believe they can be sure 

they will be interested in making a purchase (Solihin, 2020). 

Based on the hypothesis test (H2), it was found that price has a positive and significant effect on decision 

buying. This means that the hypothesis tested is accepted. This means that price is an essential consideration 

for consumer purchasing decisions. Rising and falling prices will contribute to both rising and falling 

consumer purchasing decisions. If the price given to consumers meets expectations, consumers can repeat 

the purchase as well as possible. However, if the price offered is not comparable to the product's quality, no 

purchasing decisions will be taken (Kumala, 2020). Prices can create consumer perceptions of the products 

offered. The cheaper the price is given, the higher the consumer's buying interest. Conversely, if the price is 

higher, consumer buying interest will decrease (Hidayat, 2020). The price is low and depends on the 

consumer's ability, which is a driving factor for consumers to buy goods at a cheaper shop than other 

stores(Derina, 2019). The results of this study support the results of research (Gain, Herdinata, & Sienatra, 

2017; Wardoyo & Andini, 2017; Giovanni & Arianto, 2020) found that price has a significant effect on 

purchasing decisions. When consumers can reach the product price, the product will be more readily accepted 

by consumers. The price can be measured based on price suitability with product quality, price 

competitiveness, and price suitability with excellence and provided by the product (Jayanti, 2015). 

Based on the hypothesis test (H3), it was found that tagline has a positive and significant effect on 

purchasing decisions. This means that the hypothesis tested is accepted. This means that the tagline can 

increase purchasing decisions; the tagline slogan in the advertisement of a product can help people remember 

the product brand offered to make purchase decisions. The tagline is a series of memorable sentences or 

creative expressions that can show consumers or the public all company advertising information during 

embedding the concept of a product, including brand features (Widyastuti & Nugroho, 2018). The tagline is 

used to improve advertising ability to achieve its goals, namely to influence consumers to remember and use 

advertising products. The tagline is used as a formal statement that is readily accepted in consumers' minds, 

aiming for consumers to quickly understand the product advantages of the product and remind consumers of 

the product's existence (Karim, 2019). The results of this study support the results of research (Widyastuti & 

Nugroho, 2018; Malisa, Sulhaini, & Darwini, 2019; Rahardian, Kusumawati, & Irawan, 2019) found that the 
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tagline has a positive and significant effect on purchasing decisions. As one of the uniqueness of an 

advertisement, the tagline can change the mindset of consumers to be interested in the products offered 

(Chaidir, Prakoso, & Boer, 2018). 
 

 

CONCLUSSION 

 

Based on the results of data processing from 96 Lazada consumers, it is found that trust, price, and tagline 

have a positive and significant effect on purchasing decisions. Increasing consumer confidence in Lazada 

will have an impact on increasing consumer decisions to shop at Lazada. Prices also contribute to increasing 

consumer decisions; consumers will compare the goods they will buy before deciding to buy. With a tagline 

that is easy to remember by consumers, it will make consumers interested and decide to make a purchase. 

Furthermore, this study's results are expected to provide input to the online buying and selling sector to study 

what aspects influence consumer purchasing decisions. It is hoped that further research will add variables 

that are aspects that increase purchasing decisions that this study does not do. 
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