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ABSTRAK 

Semakin berkembangnya teknologi, internet menjadi salah satu kebutuhan hidup. 

Internet memberikan kemudahan bagi siapa saja penggunanya. Transaksi jual beli 

pun diberi kemudahan oleh internet dengan sebutan belanja online. Pada tahun 

2013 data Menkominfo menyatakan bahwa transaksi e-commerce di Indonesia 

mencapai angka Rp 130 triliun. Hal tersebut menyebabkan banyaknya perusahaan 

yang ikut bergerak di bidang e-commerce. Salah satunya adalah Mitra Adi 

Perkasa. Oleh karena itu, penelitian ini akan membahas faktor-faktor yang 

mempengaruhi behavioral intentions toward an online store yang mencakup 

consumers’ trust in an offline store, perceifed confidence of shopping at the online 

store, dan information search intention at the online store pada MAP EMALL 

(www.mapemall.com). 

Penelitian ini menggunakan desain riset deskriptif dengan metode non-probability 

sampling dengan teknik judgmental sampling. Mengumpulkan data menggunakan 

kuisioner pada 104 responden yang merupakan konsumen Mitra Adi Perkasa 

(MAP) yang mengetahu dan mengakses MAP EMALL dan merupakan digital 

native. Data diolah menggunakan tructual equation modelling. 

Penelitian ini mendapatkan temuan bahwa terdapat pengaruh positif consumers’ 

trust in an offline store terhadap perceived confidence of shopping at the online 

store, dan perceived confidence of shopping at the online store & information 

search intention at the online store terhadap behavioral intentions toward the 

online store. Hubungan negatif antara consumers’ trust in an offline store 
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terhadap information search intention at the online store dan behavioral 

intentions toward the online store, serta perceived confidence of shopping at the 

online store terhadap information search intention at the online store. Disarankan 

untuk meningkatkan behavioral intention dengan meningkatkan beberapa faktor 

yang mempengaruhiya, Mitra Adi Perkasa dapat menerapkan virtual catalogue 

dan memberikan discount atau potongan harga untuk MAP CLUB membership. 

Kata kunci: E-commerce, Retail, consumers’ trust, perceived confidence, 

information search intention, behavioral intentions, MAP EMALL. 
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ABSTRACT 

Along with  the growth of technology, the internet became one of the necessities of 

life. Internet makes everything easy for everyone. Buying and selling also be 

facilitated by the internet, and called online shopping.  In 2013, MCIT’s data 

stated that e-commerce transactions in Indonesia reached Rp 130 trillion. This 

causes increase the number of company engaged in e-commerce. One of them is 

Mitra Adi Perkasa. Therefore, this study will investigate the factors that influece 

behavioral intentions toward an online store that includes consumers’ trust in an 

offline store, perceived confidennce of shopping at the online store and 

information search intention at the online store toward MAP EMALL 

(www.mapemall.com). 

This research uses descriptive research design, which use non-probability 

sampling with judgmental sampling technique. The data collected by 

questionnaire and total sample are 104 respondents who are Mitra Adi Perkasa 

(MAP)’s customer who have ever known and accessed MAP EMALL. The 

hypotheses are tested with structural equation modelling. 

The research showed that behavioral intentions toward the online store is 

positively affected by perceived confidence of shopping at the online store and 

information search intention and perceived confidence of shopping at the online 

store is positively affected by consumers’ trust in an offline store. Information 

search intention at the online store is also negatively affected by perceived 

confidence of shopping at the online store and consumers’ trustin an online store 
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and behavioral intentions toward the online store is negatively affected by 

consumers’ trust in an offline store. Suggestions to improve the behavioral 

intention to improve some factors that influence it are Mitra Adi Perkasa could 

implement a virtual catalogue and give discounts or rebates for MAP CLUB 

membership. 

Keywords: E-commerce, Retail, consumers’ trust, perceived confidence, 

information search intention, behavioral intentions, MAP EMALL. 
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