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ABSTRAK

Internet mengalami perkembangan yang sangat pesat di Indonesia setiap
tahunnya. Hal ini dimanfaatkan oleh para pelaku bisnis untuk menjalankan bisnis
mereka. Oleh karena itu perkembangan e-commerce dipengaruhi oleh intenet.
Hampir semua bisnis offline sudah melakukan pengembangan bisnisnya ke online.
Begitu juga dengan dunia fashion, yang saat ini sudah banyak perusahaan yang
menjual produk fashion secara online. Brodo merupakan salah satu brand sepatu
kulit lokal yang melakukan perubahan pada proses bisnisnya yaitu dari toko
konvensional menjadi online dengan menggunakan website Bro.do.

pada penelitian ini memiliki permasalahan yang diajukan untuk mengetahui
purchase intention dari pengunjung website Bro.do yang dilihat berdasarkan
pengaruh perceived website reputation terhadap relative advantage, perceived
website image, dan trust. Lalu pengaruh relative advantage terhadap trust,
perceived website image, dan attitude toward online shopping. Juga pengaruh trust
dan perceived website image terhadap attitude toward online shopping. Penelitian
ini merupakan penelitian deskriptif dengan menggunakan metode non-probability
sampling yaitu judgemental sampling. Data yang diperoleh pada penelitian ini
adalah sebanyak 124 dari kuesioner yang disebar secara online kepada responden
dengan kriteria, yaitu berusaia 18 — 35 tahun, berdomisili di Jabodetabek,
mengetahui brand sepatu Brodo, pernah melakukan pembelian pada toko
konvensional Brodo, mengetahui bahwa Brodo memiliki website Brodo, dan belum
melakukan pembelian pada website Bro.do. Model teoritis pada penelitian ini
disampaikan dengan 9 Hipotesis yang diuji dengan menggunakan Structural
Equation Model.

Hasil analisis dari penelitian ini menunjukan bahwa perceived website
reputation memiliki pengaruh positif terhadap relative advantage, perceived
website image, dan trust. Lalu relative advantage juga memiliki pengaruh yang
positif terhadap trust, perceived website image, dan attitude toward online
shopping. Kemudian attitude toward online shopping memiliki pengaruh yang
positif terhadap purchase intention. Tetapi trust dan perceived website image tidak
memiliki pengaruh terhadap attitude toward online shopping.

Kata kunci: Perceived Website Reputation, Relative Advantage, Perceived Website

Image, Trust, Attitude Toward Online Shopping, Purchase Intention, E-Commerce
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ABSTRACT

The development of internet is rapidly growth In indonesia every year. Internet is
used by businessman to running their business. Therefore development of e-
commerce is influenced by the internet. Almost all offline business doing business
development to online system. Likewise with fashion world, which is now a lot of
companies that sell fashion products with online system. Brodo is one of leather
shoes brand that make the business process change from conventional stores
become online store by using website bro.do.

This research have a problem to find out purchase intention from website
bro.do. visitors which are seen by influence of perceived website reputation to
relative advantage, perceived website image, and trust. Then influence of relative
advantage to trust, perceived website image, and attitude toward online shopping.
Also influence of trust and perceived website image to attitude toward online
shopping. This research is descriptive research with non-probability sampling
method that is judgemental sampling. The data are obtained in this research is 124
from questionnaire which is share through online to respondents with the criteria
are aged 18-35 years, domiciled in Jabodetabek, knowing brand Brodo shoes, make
a purchased in offline store Brodo, know if Brodo have a website Bro.do. and not
purchased in website Bro.do. Theoretical model in this research delivered with 9
hypothesis tested with Structural Equation Model.

Analysis results from this research shows that influence of perceived
website reputation has a positive effect on the relative advantage, perceived website
image, and trust. Then relative advantage also has a positive influence on trust,
perceived website image, and attitude toward online shopping. Then attitude
toward online shopping have a positive effect on purchase intention. but trust and
perceived website image has no influence to attitude toward online shopping

Keywords: Perceived Website Reputation, Relative Advantage, Perceived Website
Image, Trust, Attitude Toward Online Shopping, Purchase Intention, E-Commerce
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