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ABSTRACT 

 

The purpose of this study was to examines the effect of 

perceived usefulness, perceived ease of use and perceived enjoyment 

of customer satisfaction and then to continued usage intention on the 

online shopping application Lazada. This research is a causal 

research using survey method. This study use 200 person who has 

used the application Lazada at least 1 time in the last 3 months as a 

sample. Testing and data processing using SEM technique with 

LISREL 8.7 program.  

The results of this study indicate that perceived usefulness and 

perceived ease of use did not affect customer satisfaction. However, 

perceived enjoyment has a positive effect on customer satisfaction. 

Customer satisfaction itself has a positive influence on Continued 

Usage Intention. Based on the research that has been done, the 

authors suggest to the developer of the application Lazada to pay 

more attention to appearance of the application. In addition it takes 

some promotion to make consumers feel more satisfied in the use of 

applications than the website. 

 

Keywords: Perceived Usefulness, Perceived Ease of Use, Perceived 

Enjoyment, Customer Satisfaction, Continued Usage Intention 
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ABSTRAK 

 

Penelitian ini menguji pengaruh perceived usefulness, 

perceived ease of use dan perceived enjoyment terhadap customer 

satisfaction lalu kepada Continued Usage Intention pada aplikasi 

pembelian online Lazada. Penelitian ini merupakan penelitian kausal 

dengan menggunakan metode survey. Banyaknya jumlah responden 

yang diambila dalah 200 repsonden. Sampel ini merupakan orang 

yang pernah menggunakan aplikasi Lazada setidaknya 1 kali dalam 

waktu 3 bulan terakhir. Pengujian dan pengolahan data 

menggunakan teknik SEM dengan program LISREL 8.7.  

Hasil dari penelitian ini menunjukkan bahwa perceived 

usefulness dan perceived ease of use tidak berpengaruh terhadap 

customer satisfaction. Perceived enjoyment memiliki pengaruh yang 

positif terhadap customer satisfaction dan customer satisfaction 

berpengaruh positif kepada Continued Usage Intention. Berdasarkan 

penelitian yang telah dilakukan, maka penulis menyarankan kepada 

pihak pengembang aplikasi Lazada untuk lebih memperhatikan 

bagaimana tampila dari aplikasi. selain itu diperlukan beberapa 

promosi guna membuat konsumen merasa lebih puas dalam 

penggunaan aplikasi dibandingkan dengan website. 

 

Kata Kunci: Perceived Usefulness, Perceived Ease of Use, Perceived 

Enjoyment, Customer Satisfaction, Continued Usage Intention 

 


