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Abstract: In the past year, the Lazada application has experienced a significant
decline in the number of visitors and purchases, suspected to be caused by poor
consumer experience that has reduced consumer purchase intentions on the Lazada
application. Product reviews and ratings on the Lazada application are often
questionable in their credibility, either because the review sources are unreliable or
because there is a discrepancy between product ratings and product quality. This
study aims to analyze the influence of online customer reviews and ratings on
purchase intention and to see the moderation ability of live streaming on the
influence of both variables on purchase intention. The method used is a quantitative
method with the Structural Equation Model-Partal Least Square (SEM-PLS) data
analysis technique. Respondents in this study were 160 Lazada application users in
the city of Mataram who had made purchases in the past year and had watched live
streaming. Data processing used Smart PLS. The results of this study indicate that
Online Customer Reviews and online customer ratings have a positive and
significant effect on Purchase Intention. In addition, live streaming is confirmed to
significantly strengthen the influence of online customer reviews and online
customer ratings on purchase intention. These findings can help Lazada improve
consumer experience and increase the credibility of product reviews and ratings,
which can ultimately increase consumer purchase intentions. In addition, this study
also provides insight into how marketing strategies, such as live streaming, can
influence purchasing decisions on e-commerce platforms.

Keywords: Live Streaming, Online Customer Rating, Online Customer Review,
Purchase Intention.

Introduction

The development of increasingly sophisticated
technology today has a very broad influence, especially
in the field of marketing. The traditional marketing has
turned into digital marketing. Even today, consumers
are doing more of their shopping online (Aldilla, 2021).
There are many platforms that serve as a means of online
marketing to support these changes in consumer
shopping behavior, one of which is the Lazada
application.

How to Cite:

Table 1. Number of Lazada App Visitors and
Transactions

Year of 2023 Q1 Q2 Q3 Q4 Total
(In millions)

Visitors 83,2 745 53,2 44,1 225

Transactions 16,4 134 101 95 494

Source: (www.jubelio.com, 2024)

Based on Table 1, it can be seen that visitors to the
Lazada application show a significant downward trend
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in the past year. In addition, the number of purchases on
the Lazada application is also decreasing. This indicates
that consumers are starting to leave or no longer use
Lazada services, which will have an impact on
decreasing consumer purchasing intentions to use or
make purchases through Lazada. According to
Yulisetiarini et al., (2024), one of the causes that can
reduce purchasing intentions on online shopping
applications is poor consumer experience. Suharyati
(2021) also said that online shopping means consumers
cannot see or touch the product directly, making it
difficult to ensure product quality (Rakhi, 2021).
Therefore, when exploring products, consumers look for
alternatives such as reviews and ratings. This process
involves a logical analysis of the available information,
be it the number of stars, positive/negative comments,
and consistency of reviews (Susanto, 2022).

Online customer review (OCR) is one of the
features in the Lazada application. It is a form of
response given by consumers in a review related to
relevant information in evaluating a product in various
aspects, both positive and negative (Zhang et al., 2020).
With the information from these reviews, it will be easier
for consumers to find quality products because these
reviews are a form of experience for consumers who
have made purchases (Hayuningtias, 2023).

Online customer reviews and purchase intention
are very interesting to discuss. Several researchers have
conducted research on the relationship between online
customer reviews and purchase intention. Previous
research said that online customer reviews directly
influence purchase intention (Amalia, 2022). This aligns
with research conducted by (Artanti, 2020; Irfansyah,
2022; Widodo, 2022). However, several previous studies
have stated that online customer reviews do not
positively and significantly influence consumer
purchase intention (Iskandar, 2022; Resmawa, 2022).
This means that previous researchers have conflicting
opinions regarding the influence of online customer
reviews on purchase intention, making it interesting to
study.

In addition to online customer reviews, online
customer ratings are also one of the features available on
Lazada. Ratings are a form of assessment given by
consumers in a certain form (Lackermair et al., 2013).
The most widely used symbol in the assessment is the
star. The more stars given by consumers, the better the
product's quality; if fewer stars are given, this could
mean that the condition of the goods are not as good as
the offers (Mokodompit et al., 2022). Consumers give
this rating as feedback to sellers regarding the quality of
the products and services (Yoestini, 2021).

Previous research says that online customer ratings
have a positive influence on purchase intention (Aldilla,
2021). This aligns with research conducted by (Dinda et

al., 2023; Naomi, 2021; Dwijayanti, 2022). However,
several previous studies stated that online customer
ratings do not have a positive and significant influence
on consumer purchasing intentions (Aditya, 2021;
Resmawa, 2022). This means that in terms of the
influence of online customer ratings on purchase
intention, previous researchers still put forward
conflicting opinions, which makes research on this
variable still interesting to discuss.

Besides that, reviews and ratings on the Lazada
application are a major concern because many reviews
are considered inaccurate or less relevant (Munawar,
2022). Reviews on the Lazada app are often questionable
because the review sources are considered unreliable.
Many consumers feel that some of the reviews, both
positive and negative, do not come from buyers who
actually use the product (Velatine, 2023). On the other
hand, ratings on the Lazada application are also often
considered unreliable; many consumers complain that
many products have high ratings, but the product
quality is not appropriate (Putri et al., 2024).

Therefore, live streaming on the Lazada application
effectively solves the problem of trust in product
reviews and ratings. Live streaming is a medium that
displays video data that is compressed or reduced into
smaller video files via the Internet and then broadcasts
it in real-time (Maulidya et al., 2023). Live streaming can
increase the clarity and credibility of reviews and ratings
(Fadli et al., 2020). The live streaming feature can
facilitate communication between sellers and
prospective buyers, especially for questions and answers
regarding product quality, size, and what materials are
used, as well as more detailed questions regarding the
product so that consumers get information about the
desired product (Handayani et al., 2022; Shen et al.,
2022). This aspect provides a more authentic experience
and increases consumer trust in the product. This can
trigger emotional stimuli that can increase consumer
purchase intentions (Erlinda, 2024).

Real-time demonstrations via live streaming also
help increase trust and reduce doubts about reviews and
ratings that may be considered fake or manipulative
(Chakti, 2019). Moreover, previous research says that
live streaming positively and significantly influences
purchase intention (Ginting, n.d., 2023). This is in line
with research conducted by (Juliana, 2023; Manzil, 2023;
Shen et al., 2022). Therefore, as a new perspective in this
study, researchers are using live streaming as a variable
to strengthen the influence of online customer reviews
and ratings on purchase intention.

Method

This study is a causal study with a quantitative

approach. The population in this study was all Lazada
38
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application users in Mataram City, and the sample size
was 160 respondents. The sampling technique used was
the Purposive Sampling method. The sample criteria in
this study were Lazada application users in Mataram
City aged 18-45 years who had made purchases on the
Lazada application in the past year and had watched live
streaming on the Lazada application. The data collection
method used a Likert scale questionnaire. The data
analysis technique used SemPLS version 3.0. The
characteristics of respondents in this study are shown in
Table 2.

Table 2. Characteristics of Respondents

Criteria Sum Percentage
Age
18-29 years old 120 75%
30-45 years old 40 25%
Gender
Male 55 34%
Female 105 66%
Occupation
Students 96 60%
Employees 64 40%

Based on the age distribution of respondents
shown in Table 2, it is concluded that the respondents of
this study are dominated by Lazada application users
aged 18-29 years with a percentage of 75%. The aged 18-
29 years is a generation that grew up in the digital era
and tends to be very familiar with technology
(Agusman, 2023). So, accepting and using e-commerce
applications like Lazada to meet needs is easier.
Meanwhile, Lazada application users who were
respondents in this study were mostly women with a
percentage of 66%. Women are generally more active in
shopping, both for household needs, fashion, beauty,
and personal care. While men tend to be less interested
in the shopping exploration experience offered by
applications such as Lazada and prefer to use their time
for other activities and only shop when necessary
(Sudjanarti et al., 2018). In addition, most of them are
students with a percentage of 60%. As a digital
generation, students are very familiar with the use of
applications and technology and are more comfortable
shopping online compared to traditional methods
because they are used to using smartphones and daily
applications (Sartika et al., 2024). Meanwhile, the
percentage of employees is 40% of the total number of
respondents in this study. This is because employees
generally have different spending priorities, such as
household needs, savings, or other financial
responsibilities, so they are more selective in shopping
online (Fadillah et al., 2021).

The data analysis method used in this study is
Structural Equation Models-Partial Least Squares (SEM
PLS). SEM PLS analysis in this study begins with model

measurement (outer model), structural model (inner
model), hypothesis testing, and testing of moderation
effects. The criteria for hypothesis testing are carried out
at a significance level of 5%, a t-statistic value of 1.96, and
the p-value must be less than or equal to 0.05. If the t-
statistic obtained is > t-table and p-value < alpha (a),
then the hypothesis is accepted (Hair et al., 2020).

Result and Discussion

Measurement Model (Outer Model)

Outer model testing is a crucial step in the analysis
of measurement models in structural model-based data
analysis, such as SEM-PLS. The outer model refers to the
relationship between latent variables (constructs) and
their measurement indicators (items) used to represent
the construct. In the analysis using SmartPLS, there are
three main criteria for assessing the outer model, namely
convergent validity, discriminant validity and
composite reliability. Convergent validity testing is
evaluated based on outer loading, with the factor
loading limit generally set at 0.5. An indicator can be
considered to meet convergent validity and have a high
level of validity when the outer loading value is > 0.5
(Hair et al., 2020). By seeing that all statement items and
moderation effects have outer loading values greater
than 0.5, it is concluded that all items meet the
convergent validity criteria.

Table 3. Results of Outer Loading

Variables and Mean Outer Conclusion
Statement Items Loading
Online Customer  4.00 Good
Review (X1)
X1.1
X1.2 4.02 0.856 Valid
X1.3 4.01 0.885 Valid
X1.4 4.05 0.779 Valid
X1.5 4.00 0.849 Valid
X1.6 4.01 0.790 Valid
X1.7 4.03 0.823 Valid
X1.8 3.94 0.796 Valid
X1.9 3.90 0.820 Valid
X1.10 4.00 0.831 Valid
4.04 0.764 Valid
Online Customer  3.97 Very High
Rating (X2)
X2.1
X2.2 3.99 0.870 Valid
X2.3 3.85 0.776 Valid
X2.4 4.03 0.859 Valid
X2.5 3.94 0.862 Valid
X2.6 3.99 0.764 Valid
4.01 0.893 Valid
Live Streaming 431 Very Good
2)
Z1 441 0.899 Valid
Z.2 441 0.913 Valid
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z3 4.43 0.938 Valid
Z4 4.45 0.927 Valid
Z5 4.46 0.920 Valid
7.6 4.41 0.934 Valid
7.7 3.47 0.898 Valid
Z8 4.45 0.930 Valid
Purchase 4.29 Very High
Intention (Y)

Y.1 410 0.782 Valid
Y.2 4.11 0.775 Valid
Y.3 4.29 0.870 Valid
Y4 4.31 0.858 Valid
Y.5 4.28 0.828 Valid
Y.6 4.48 0.786 Valid
Y.7 4.40 0.789 Valid
Y.8 4.35 0.785 Valid
Moderating effect Z*X1 0.992 Valid
Moderating effect Z*X2 0.985 Valid

In addition, the indicator is considered valid if the
Cross Loading value on each indicator is higher
compared to other variables. In this case, discriminant
validity is measured using the Average Variance
Extracted (AVE) method. The validity of a variable
indicator is considered fulfilled if it has an AVE value 2
0.50 (Ghozali, 2011). Based on this, all indicators of the
research variables meet the required AVE value.
Meanwhile, the criteria often used to assess construct
reliability are that the composite reliability value must
be > 0.7 and the Cronbach's Alpha value > 0.7, especially
in exploratory research (Hair et al., 2020). The results of
the divergent validity test and reliability test are shown
in Table 4. The results shown are the basis for the
conclusion that the research instrument used is reliable.

Table 4. The AVE and Reliability Test

Based on Table 5, the adjusted R-square value of the
purchase intention variable is 0.622 (which is > 0.50), so
it can be concluded that the independent variable in this
study has a contribution of 62.2% or in the moderate
category to the purchase intention variable (Hair et al.,
2020), while the remaining 47.8% is explained by other
variables outside the independent variables in this
study, for example price and promotion (Ivansyah et al.,
2023).

Hypotheses Testing

Next, the hypothesis test of this study is seen by
looking at the t-statistic and p-value. Decisions are made
by comparing the calculated t-value to the t-table, and
paying attention to the p-value. If the p-value
(significance) <0.05, then the independent variable is
partially (individually) considered to have a significant
influence on the dependent variable (Hair et al., 2020).
The results of the hypothesis test are shown in Table 6
and Figure 1.

Table 6. Results of Hypotheses Testing

Variable AVE Cronbach’s Composite Conclusion
Alpha Reliability

X1 0.673 0.946 0. 953 Reliable
X2 0.703 0.917 0.934 Reliable

4 0.846 0.974 0.978 Reliable

Y 0.656 0.925 0.938 Reliable
Z*X1 0.992 0.978 Reliable
7*X2 0.985 0.992 Reliable

Structural Model (Inner Model)

The inner model in SEM-PLS is a component that
focuses on the relationship between latent constructs
and testing hypotheses related to these relationships. R-
square (R?) is used to assess how much influence the
independent latent variable has on the dependent latent
variable.

Table 5. The Value of R-square (R?)
Variable R2
Purchase Intention 0.634

Adjusted R?
0.622

Relationships Path
between . . t-Statistic p-Value Conclusion
. Coefficient
Variables
Xl—-Y Positive,
- 0.286 4967 0000 oo
Significant
X2 Y Positive,
- 0.339 5534 0.000 oo
Significant
Z— X1 Positive,
- 0.114 2260 0.024 . ...
Y Significant
Z — X2 Positive,
- 0.207 3381 0.001 oo
Y Significant
s "'\\4528?52 10,052 45.455 58257 3801 29872 55365 43 601, ep
N
x1:5 omer 7.092 / - v2
21131 Revew e f;;sﬁj/' Y3
s K \ /47‘562) vt
0 K—;;gzg" )
Bl /1:7255 %‘Enl]an"‘i‘;f;};}\: Y6
Ly =534 2260 3381 \\‘ Y7

Moderating Eifs’f’f"’ﬂ‘"zj”g Effect
1

Figure 1. Results of Bootstrapping

The Influence of Online Customer Reviews on
Purchase Intention

The results of this study indicate that the Online
Customer Review variable can positively and
significantly influence Purchase Intention by 28.6% or
with a path coefficient value of 0.286 with a p-value of
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0.000 <0.05. This means that the better the online
customer reviews, the higher the purchase intention of
Lazada application users is. Likewise, the worse the
online customer review, the lower the purchase
intention of Lazada application users. This can be
proven by the statement of Lazada application users,
who said that online customer reviews on the Lazada
application were good, so consumers felt helped in
choosing the desired product. The average value of the
questionnaire results that had been distributed related to
the online customer review variable was 4.00, or in the
good category. Hence, it made the purchase intention of
Lazada application users even higher, as evidenced by
the average questionnaire answers related to the
purchase intention variable of 4.29, or in the very high
category.

This study supports the concept of the Elaboration
Likelihood Model, which explains that two main paths
of persuasion influence consumer attitudes and
behavior, namely the central path and the peripheral
path peripheral (Wang et al., 2019). In the context of this
study, the central path is very relevant. Consumers who
read online customer reviews tend to process
information in depth, especially if the information is
considered relevant, credible, and important for decision
making (Anggraini, 2023). This is supported by the
results of the study which showed a significant influence
of online customer reviews on purchase intention.

This study also supports the concept of
Makahimpong et al. (2023) regarding the factors that
influence purchase intention. This finding is related to
psychological factors that influence purchasing
decisions, especially perception and belief. Positive
perceptions formed through good customer reviews will
increase consumer confidence in the products' quality
and ultimately encourage consumer purchase intention
(Jumawan et al., 2024). This statement is supported by
the research conducted by Liu (2023), which stated that
online customer reviews have a positive and significant
effect.

The Influence of Online Customer Ratings on
Purchase Intention

This study's results show that the Online Customer
Rating variable can positively and significantly
influence Purchase Intention by 33.9% or with a path
coefficient value of 0.339 (with a p-value of 0.000 <0.05).
This means that the higher the online customer rating,
the higher the purchase intention of Lazada application
users. Likewise, the lower the online customer rating,
the lower the purchase intention of Lazada application
users. This can be proven by the statement of Lazada
application users who said that the online customer
rating on the Lazada application was already high, so
consumers felt helped in seeing product ratings. The

average value of the results of the questionnaire that had
been distributed related to the online customer rating
variable was 3.97 (high category), so it was able to make
the purchase intention of Lazada application users even
higher, as evidenced by the average results of the
questionnaire answers related to the purchase intention
variable of 4.29 (very high category).

Nikaido (2019) stated that consumers often
evaluate online customer ratings to make it easier to see
product rankings without comparing them with other
products. According to Aldilla (2021), having a high
product rating positively affects purchase intention. This
statement is supported by the results of research
conducted by Naomi (2021), which stated that online
customer ratings have a positive and significant effect on
purchase intention. Consumers who view online
customer ratings tend to process information in depth;
this involves logical analysis of available information,
such as the number of stars and the number of stars that
can make it easier for consumers to make decisions
(Agustiningsih, 2023).

Live Streaming Can Strengthen the Influence of
Online Customer Reviews on Purchase Intention

Based on the results of this study, it shows that the
Live Streaming variable can strengthen the influence of
Online Customer Review on Purchase Intention by
11.4% or with a path coefficient value of 0.114 with a p-
value of 0.024 <0.05. This means that the better the live
streaming, the more positive the influence of online
customer reviews on purchase intention will increase.
Likewise, the worse the live streaming, the more positive
the influence of online customer reviews on purchase
intention will decrease. This can be proven by the
statement of Lazada application users who say that live
streaming on the Lazada application is very good,
making it easier for consumers to choose the desired
product. Live streaming provides a visual and
interactive experience that strengthens product appeal
and reduces consumer doubts about reviews, thereby
increasing purchase intention (Zhao, 2022).

With the live streaming feature, it can facilitate
communication between sellers and prospective buyers,
especially for questions and answers regarding product
quality, size, and what materials are used as well as
more detailed questions related to the product so that
consumers get information about the desired product
(Handayani et al., 2022). According to Fadli et al. (2020),
live streaming can increase the clarity and credibility of
reviews. Chakti (2019) also said that real-time
demonstrations help increase confidence and reduce
doubts about reviews that might be considered fake or
manipulative. When live streaming is of high quality,
has clear representation, smooth interaction, and well-
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displayed products, consumers will feel
comfortable and stimulated to make decisions.

more

Live Streaming Can Strengthen the Influence of
Online Customer Ratings on Purchase Intention

This study's results show that the Live Streaming
variable can strengthen the influence of Online
Customer Rating on Purchase Intention by 20.7% (with
a path coefficient value of 0.207 and p-value of 0.001
<0.05). This means that the better the live streaming, the
higher the purchase intention. Likewise, the worse the
live streaming, the more positive the influence of online
customer rating on purchase intention will decrease.
This can be proven by the statement of Lazada
application users who say that live streaming on the
Lazada application is very good, making it easier for
consumers to choose the desired product.

When consumers see products that have received
high ratings through live streaming, consumer
perceptions of product quality become stronger
(Suganda, 2024). This increases consumer trust in the
product because consumers can directly see it in a more
real and reliable context. Regarding personal factors,
consumers with a better understanding of technology or
who are more familiar with digital media will benefit
more from quality live streaming. Meanwhile, from a
situational =~ perspective, = consumers'  emotional
conditions can influence product ratings in purchasing
decisions. If consumers are in a comfortable situation or
looking for products attentively, informative and
interesting live streaming can increase consumer trust
and comfort, making consumers tend to buy products
with high ratings.

Thus, the results of this study confirm that
psychological, personal, and situational factors interact
with each other in the role of live streaming to
strengthen the influence of ratings on the purchase
intention of Lazada application users. The live streaming
feature can facilitate communication between sellers and
prospective buyers, especially for questions and answers
regarding product quality, size, and what materials are
used, as well as more detailed questions related to the
product so that consumers get information about the
desired product (Handayani et al., 2022). According to
Fadli et al. (2020), live streaming can increase the clarity
and credibility of ratings. Chakti (2019) also said that
real-time demonstrations help increase confidence and
reduce doubts about ratings that may be considered fake
or manipulative.

Conclusion
The results of this study indicate that good online

customer reviews and high online customer ratings can
increase purchase intention in Lazada application users.

These results are because good online customer reviews
provide benefits for Lazada application users such as
making it easier to understand product benefits and
product clarity so that it is easier to make decisions.
Meanwhile, high online customer ratings can make it
easier for Lazada application users to see product ratings
without comparing them with several other products.
These results have important implications for business
actors in the Lazada application to maintain the quality
of online customer reviews on the Lazada platform by
providing space for consumers to provide honest and
relevant reviews to increase purchase intention.

In addition, this study proves that live streaming
can significantly strengthen the influence of online
customer reviews and online customer ratings on
purchase intention. This means that the better the live
streaming, the more positive the influence of online
customer reviews and online customer ratings on
purchase intention will increase. This is because live
streaming provides a visual and interactive experience
that strengthens the product's appeal, reduces consumer
doubts, and can increase consumer trust in online
customer reviews and ratings, thereby increasing
purchase intention. These results have important
implications for business actors on the Lazada
application to maintain high and good online customer
ratings and online customer reviews on the sales
platform and provide space for consumers to provide
honest and relevant ratings to increase purchase
intentions in the future.
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