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ABSTRAK 

Seiring dengan berjalannya waktu banyak inovasi yang terjadi di sekitar kita, 

seperti internet. Banyak hal yang bisa dilakukan dengan cepat melalui internet, 

sebagai contoh melakukan jual beli. Dengan kemajuan teknologi melakukan 

transaksi di internet menjadi sangat mudah. Hal ini menarik bukan hanya bagi 

konsumen namun juga bagi para produsen. Para produsen yang awalnya menjual 

barang mereka secara tradisional dengan toko fisik, mulai tertarik dengan 

menambah penjualan di internet dan menjadikan usaha mereka sebagai multi 

channel retailling. Pada Oktober 2013 sudah terdapat 767.234.152 website dan 

pengguna internet dunia pada 2013 telah mencapai angka 2,4 miliar orang. Ada 

penyebab konsumen memiliki niat membeli dan melakukan positive word of 

mouth terhadap toko online, seperti website performance. 

Berdasarkan uraian tersebut, maka peneliti membahas faktor-faktor yang 

mempengaruhi niat membeli dan positive word of mouth konsumen pada toko 

online. Faktor tersebut adalah Website Communication Performance, Website 

Aesthetic Performance, Website Transaction Efficiency Performance, Website 

Attitude dengan moderasi Retail Brand Image-Website Image Congruency 

terhadap Purchase Intention dan Positive Word of Mouth dalam toko online 

www.Gramediaonline.com.  

Kata Kunci: Website Communication Performance, Website Aesthetic 

Performance, Website Transaction Efficiency Performance, Website Attitude, 

Retail Brand Image-Website Image Congruency, Purchase Intention, Positive 

Word of Mouth 
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ABSTRACT 

As time goes by a lot of innovation happening around us, such as internet. Many 

things can be done quickly through the internet, for example buying and selling. With 

the advance of technology people could perform online transaction easily. It is 

interesting not only for consumers but also for producers. The producers were 

initially sell their goods traditionally with physical stores, became interested in 

adding sales on the internet and make their business as a multi-channel retailling. 

In October 2013 there were already 767,234,152 websites and Internet users the 

world in 2013 has reached 2.4 billion people. There are causes consumers have 

the intention to buy and do the positive word of mouth to online stores, such as 

website performance.  

Based on these descriptions, the researchers discuss the factors that influence the 

purchase intentions and positive word of mouth consumer on-line store. These 

factors are the Communication Performance Website, Website Aesthetic 

Performance, Website Performance Transaction Efficiency, Attitude Websites 

with moderation Retail Brand Image-Image Website congruency on Purchase 

Intention and Positive Word-of-Mouth of  www.Gramediaonline.com. 

Key Word: Website Communication Performance, Website Aesthetic Performance, 

Website Transaction Efficiency Performance, Website Attitude, Retail Brand 

Image-Website Image Congruency, Purchase Intention, Positive Word of Mouth 
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