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ABSTRAK 

 

Penggunaan teknologi internet dan handphone terus meningkat dari 

tahun ke tahun. Hal ini membuat para pebisnis ingin meningkatkan 

penjualan dengan cara memperluas jaringan bisnis melalui internet atau 

handphone. Disisi lain sikap belanja masyarakat yang semakin modern serta 

kian mudahnya akses internet di berbagai penjuru daerah, menjadikan 

pertumbuhan toko online di negara kita semakin hari semakin banyak.  

 Penelitian ini bertujuan untuk mengetahui pengaruh variabel 
perceived benefit, electronic word of mouth (ewom), dan perceived web 

quality terhadap sikap konsumen dalam berbelanja online melalui 

kepercayaan di website Tokopedia. Teknik analisis yang digunakan adalah 

Structural Equation Modeling (SEM). Hasil penelitian ini menunjukkan 

bahwa variabel perceived benefit, electronic word of mouth (ewom), dan 

perceived web quality berpengaruh positif terhadap sikap konsumen dalam 

berbelanja online di Tokopedia. 

 

Kata Kunci: Perceived Benefit; Electronic word of mouth (EWOM); 

Perceived Web Quality; Kepercayaan; Sikap Belanja. 
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ABSTRACT 

 

Technology usage, internet and mobile phone, is extremely 

increasing year by year. This condition makes business people are willing to 

boost the sell by expanding the network through internet or mobile phone. 

On the other hand, people’s shopping attitude and an easy internet access in 

all area, which develop fast, cause the progressive development of online 

business in our country. 

This research is aimed to find out the effect of perceived benefit, 
electronic word of mouth (ewom), and perceived web quality variables upon 

the consumers’ behavior in online shopping through the trust on Tokopedia 

website. Analysis method used is Sructural Equation Modeling (SEM). The 

result of this research showed that perceived benefit, electronic word of 

mouth (ewom), and perceived web quality variables affect positively toward 

the consumers behavior in online shopping in Tokopedia. 

 

Key words : Perceived Benefit; Electronic word of mouth (EWOM); 

Perceived Web Quality; Trust, Shopping attitude 

 


