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ABSTRACT 

 

Consumer perception arises because of his experience to an event. Consumer dissatisfaction 

because negative perceptions will impact on consumer loyalty intentions. This study aimed to 

determine the influence on perceived deception on consumer loyalty intentions. This study 

focuses on the online shop, which is where it has become a trend in recent years. Perceived 

deception occurs after consume the products bought the internet. Author deploy a 

questionnaire survey to 210 consumers who have experienced disappointment after making 

purchases through the online shop in Bandung. This study used purposive sampling method. 

Thus, the results of this study indicate that there is the influence of perceived deception with 

the intention of consumer loyalty mediated by customer satisfaction, and moderated by 

consumer attitudes towards the internet. . 

 

Keywords: perceived deception, consumer satisfaction, consumer’s loyalty intentions, 

consumer attitude toward internet. 
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ABSTRAK 

 

Persepsi konsumen muncul oleh karena pengalamannya terhadap suatu peristiwa. Ketidak 

puasan konsumen menimbulkan persepsi negatif yang berdampak pada niat loyal konsumen. 

Penelitian ini bertujuan untuk mengetahui pengaruh perceived deception pada consumer 

loyalty intentions. Penelitian ini berfokus pada online shop, yang dimana telah menjadi tren 

pada beberapa tahun terakhir ini. Perceived deception terjadi setelah konsumen 

mengkonsumsi produk yang dibelinya via internet. Penulis menyebarkan survey berupa 

kuisioner kepada 210 konsumen yang pernah mengalami kekecewaan setelah melakukan 

pembelian melalui online shop di Bandung. Penelitian ini menggunakan metode purposive 

sampling. Dengan demikian, hasil penelitian ini menunjukkan bahwa terdapat pengaruh 

antara perceived deception dengan niat loyalitas konsumen yang dimediasi oleh kepuasan 

konsumen. 

 

Kata-kata kunci: perceived deception, consumer satisfaction, consumer’s loyalty intentions, 

consumer attitude toward internet. 
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