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ABSTRAK 
 
 
 

 Penelitian ini bertujuan untuk menganalisis pengaruh attitude, perceived benefit, 
perceived risk dan purchased experience terhadap intention to use the internet for purchase pada 
apparel shop melalui intention to use the internet for information search  di Surabaya. 
 Penelitian ini menggunakan SEM (Structural Equation Modelling) dengan program 
AMOS 20 untuk menganalisis pengaruh attitude, perceived benefit, perceived risk dan 
purchased experience terhadap intention to use the internet for purchase pada apparel shop 
melalui intention to use the internet for information search sedangkan teknik sampel yang 
digunakan pada penelitian ini adalah accidental sampling dan purposive sampling, sehingga total 
sampel adalah 200 responden. 
 Hasil dari penelitian menyatakan bahwa  attitude, perceived benefit, perceived risk dan 
purchased experience memiliki pengaruh terhadap intention to use the internet for information 
search, sedangkan purchased experience dan intention to use the internet for information search 
berpengaruh terhadap intention to use the internet for purchase pada apparel shop di Surabaya. 
 Penelitian ini adalah penelitian pertama yang mencoba menganalisis pengaruh attitude, 
perceived benefit, perceived risk dan purchased experience terhadap intention to use the internet 
for purchase pada apparel shop melalui intention to use the internet for information search  di 
Surabaya. Keterbatasan utama penelitian ini adalah tidak memasukkan pendapatan dari 
responden pada karakteristik sampel. Namun demikian, penelitian ini memberikan informasi 
yang berharga mengenai perilaku konsumen terhadap apparel shop di Surabaya dan diharapkan 
sebagai titik awal untuk pembelajaran lebih lanjut.   

 

Kata Kunci: Attitude, Perceived Benefit, Perceived Risk, Purchased Experience, Intention To     
         Use The Internet For Purchase, Apparel Shop, Intention To Use The Internet For      
                    Information Search.   
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ABSTRACT 
 
 
 

 The purpose of this reasearch is to analyze the influence of attitude, perceived benefits, 
perceived risk and purchased experience toward the intention to use the internet for purchases in 
apparel shop by intention using the Internet to search for information in Surabaya. 
 This research used SEM (Structural Equation Modelling) by AMOS program 20 to 
analyze the influence of attitude, perceived benefits, perceived risk and purchased experience 
with the intention to use the internet for purchases on apparel shop, by using the Internet as an 
information search method, while the sample used in this study is accidental sampling and 
purposive sampling, a total sample of 200 respondents. 
 The results of this study suggest that attitude, perceived benefits, perceived risk and 
purchased experience has an influence on the intention to use the Internet for information search, 
while purchase experience and intention to use the Internet for information search influences the 
intention to use the internet for purchases in apparel shop in Surabaya. 
 This research first attempt to analyze the influence of attitude, perceived benefits, 
perceived risk and purchased experience, the intention to use the internet for purchase on apparel 
shop by intention to use the Internet for information search in Surabaya. The main limitation of 
this study is that it does not include the income and the characteristics of the sample. 
Nevertheless, this study provides valuable information regarding consumer behavior towards 
apparel shop in Surabaya and can be use as a starting point for further research. 
 
 
Keyword    : Attitude, Perceived Benefit, Perceived Risk, Purchased Experience, Intention To     
         Use The Internet For Purchase, Apparel Shop, Intention To Use The Internet For      
                    Information Search.   
 
 


	1. halaman judul PRINT
	UNIVERSITAS KATOLIK WIDYA MANDALA
	SURABAYA
	UNIVERSITAS KATOLIK WIDYA MANDALA
	SURABAYA

	2
	3. DAFTAR ISI
	4. abstrak 
	5. BAB 1
	6. BAB 2
	7. BAB 3
	8. BAB 4
	9. BAB 5
	10. BAB 6
	11. DAFTAR PUSTAKA
	12. LAMPIRAN 1 KUESIONER PENELITIAN
	13. LAMPIRAN 2
	14. LAMPIRAN 3 UJI VALIDITAS N REABILITAS
	Output Validitas dan Reliabilitas dengan CFA pada X1
	Estimates (Group number 1 - Default model)
	Scalar Estimates (Group number 1 - Default model)
	Maximum Likelihood Estimates
	Regression Weights: (Group number 1 - Default model)
	Standardized Regression Weights: (Group number 1 - Default model)
	Variances: (Group number 1 - Default model)
	Squared Multiple Correlations: (Group number 1 - Default model)
	Output Validitas dan Reliabilitas dengan CFA pada X2
	Estimates (Group number 1 - Default model)
	Scalar Estimates (Group number 1 - Default model)
	Maximum Likelihood Estimates
	Regression Weights: (Group number 1 - Default model)
	Standardized Regression Weights: (Group number 1 - Default model)
	Variances: (Group number 1 - Default model)
	Squared Multiple Correlations: (Group number 1 - Default model)
	Output Validitas dan Reliabilitas dengan CFA pada X3
	Estimates (Group number 1 - Default model)
	Scalar Estimates (Group number 1 - Default model)
	Maximum Likelihood Estimates
	Regression Weights: (Group number 1 - Default model)
	Standardized Regression Weights: (Group number 1 - Default model)
	Variances: (Group number 1 - Default model)
	Squared Multiple Correlations: (Group number 1 - Default model)
	Output Validitas dan Reliabilitas dengan CFA pada X4
	Estimates (Group number 1 - Default model)
	Scalar Estimates (Group number 1 - Default model)
	Maximum Likelihood Estimates
	Regression Weights: (Group number 1 - Default model)
	Standardized Regression Weights: (Group number 1 - Default model)
	Variances: (Group number 1 - Default model)
	Squared Multiple Correlations: (Group number 1 - Default model)
	Output Validitas dan Reliabilitas dengan CFA pada Y1
	Estimates (Group number 1 - Default model)
	Scalar Estimates (Group number 1 - Default model)
	Maximum Likelihood Estimates
	Regression Weights: (Group number 1 - Default model)
	Standardized Regression Weights: (Group number 1 - Default model)
	Variances: (Group number 1 - Default model)
	Squared Multiple Correlations: (Group number 1 - Default model)
	Output Validitas dan Reliabilitas dengan CFA pada Y2
	Estimates (Group number 1 - Default model)
	Scalar Estimates (Group number 1 - Default model)
	Maximum Likelihood Estimates
	Regression Weights: (Group number 1 - Default model)
	Standardized Regression Weights: (Group number 1 - Default model)
	Variances: (Group number 1 - Default model)
	Squared Multiple Correlations: (Group number 1 - Default model)

	15. LAMPIRAN 4 TEKNIK ANALISIS N LAMPIRAN 5 ANALISIS JALUR
	Analysis Summary
	Notes for Group (Group number 1)
	Variable Summary (Group number 1)
	Your model contains the following variables (Group number 1)
	Variable counts (Group number 1)
	Parameter Summary (Group number 1)
	Assessment of normality (Group number 1)
	Observations farthest from the centroid (Mahalanobis distance) (Group number 1)
	Sample Moments (Group number 1)
	Sample Covariances (Group number 1)
	Sample Correlations (Group number 1)
	Estimates (Group number 1 - Default model)
	Scalar Estimates (Group number 1 - Default model)
	Maximum Likelihood Estimates
	Regression Weights: (Group number 1 - Default model)
	Standardized Regression Weights: (Group number 1 - Default model)
	Covariances: (Group number 1 - Default model)
	Correlations: (Group number 1 - Default model)
	Variances: (Group number 1 - Default model)
	Squared Multiple Correlations: (Group number 1 - Default model)
	Matrices (Group number 1 - Default model)
	Total Effects (Group number 1 - Default model)
	Standardized Total Effects (Group number 1 - Default model)
	Direct Effects (Group number 1 - Default model)
	Standardized Direct Effects (Group number 1 - Default model)
	Indirect Effects (Group number 1 - Default model)
	Standardized Indirect Effects (Group number 1 - Default model)
	Model Fit Summary
	CMIN
	RMR, GFI
	Baseline Comparisons
	Parsimony-Adjusted Measures
	NCP
	FMIN
	RMSEA
	AIC
	ECVI
	HOELTER


