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ABSTRAKSI

Retail di Indonesia saat ini mengalami penurunan, akan tetapi di sisi lain malah

terjadi sebaliknya yaitu ritel onmline justru mengalami peningkatan dimana

penjualan ritel secara o donesia semakin bertambah dari
ernet di Indonesia yang
ia. Oleh banyaknya
a online, maka

gel. Akhirnya

banyak bisnisnya
snis o asai pasar
al sepd bagai tren

rena by semakin
\sal pasar,
fsebut yaitu
menjangkau
' juga membuat
website, dan™ one. Oleh karena itu
peneliti ingin meng 1 , perceived confidence,
dan information searc

pengaruhi  behavioral intention

konsumen Ikea.

Penelitian ini akan menggunakan metode kuantitatif dengan menyebarkan

consumer
behavioral

significant

Kata Kunci: consumer trust, perceived confidence, information search intention,

behavioral intention.
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ABSTRACT

Retail in Indonesia is currently experiencing a decline, but on the contrary the

opposite is the case of online retailing actually increased where online retail sales

in Indonesia are incregsi This is supported by the

development of iy ed and entered the 4th

largest in Asie he Internet and the

s of &
orld, 1 end in the world

o grow their

] Q
shich means

progress @f retai

> Vvario anne ltichannel
h of ret § channels

1€ ket, 0 )lying  the
reach its

also create
herefore, the
confidence, and
information avioral intention of

lkea consumer-.

This study will use quantitative by distributing questionnaires to 150
respondents. Furthermore, the data were analyzed using structural equation

modeling (SEM) with the help of LISREL software version 8.8. The result of

Keywords: consumer trust, perceived confidence, information search intention,

behavioral intention.
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