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ABSTRAKSI 

Pembelian mobil baru secara online yang masih dianggap baru memiliki potensi 

besar di masa depan. Akan tetapi masih sedikit penelitian yang ilmiah yang 

menganalisis tingkat penerimaan masyarakat terhadap cara pembelian mobil baru 

secara online tersebut, khususnya dalam website Rajamobil.com. Tujuan dari 

penelitian ini adalah untuk menganalisis consumer behavior yang merupakan dasar 

dari adopsi cara baru pembelian mobil baru secara online dengan menggunakan 

Technology Acceptance Model (TAM). 

 

Metode penelitian ini adalah conclusive research design dengan descriptive 

research dan metode pengambilan data cross sectional design. Populasi pada 

penelitian ini seluruh masyarakat Indonesia yang pernah menggunakan situs 

Rajamobil.com dan berusia diatas 15 tahun. Penelitian ini menggunakan Lisrel 

Version 8.8 dengan menggunakan model teoritis yang memiliki 5 variabel yang 

diuji dengan Structural Equation Model. 

 

Dalam penelitian ini, terdapat enam variabel yang akan diteliti. Empat variabel 

yakni Perceived Usefulness, Perceived Informativeness, Attitude toward Online 

Shopping, dan Intention to E-Shop memiliki hubungan positif, Variabel Perceived 

Usefulness berpengaruh positif terhadap Attitude toward Online Shopping 

dikarenakan jika suatu teknologi baru berguna untuk mempermudah pekerjaan, 

maka konsumen akan menggunakan teknologi tersebut. Sedangkan variabel 

Perceived Ease of Use tidak berpengaruh terhadap Attitude toward Online 

Shopping dikarenakan dalam penelitian ini, responden mayoritas generasi milenial 

sehingga kemudahan tidak berpengaruh terhadap mereka.  

 

Hasil penelitian ini menunjukkan bahwa Perceived Usefulness, dan Perceived 

Informativeness memiliki pengaruh positif terhadap Attitude toward Online 

Shopping sehingga jika variabel tersebut ditingkatkan, maka akan berdampak pada 

meningkatnya Intention to E-Shop yaitu orang akan semakin loyal terhadap situs 

Rajamobil baik untuk mencari informasi maupun melakukan pembelian mobil. 

Penting bagi Rajamobil.com untuk meningkatkan fitur usefulness dan 

informativeness seperti mengembangkan fitur tracking dan 360 degree driving 

experience. Saran untuk penelitian selanjutnya adalah mempertajam rentang usia 

agar dapat menjelaskan dengan lebih rinci dan penelitian dapat sesuai dengan yang 

diharapkan. 

  

Keyword: marketplace, rajamobil, technology acceptance model (TAM), perceived 

ease of use, perceived usefulness, perceived informativeness, attitude toward online 

shopping, intention to e-shop 
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ABSTRACT 

New car purchases online that are still considered new has great potential in the 

future. But still a little scientific research to analyze the level of acceptance of the 

community over how new car purchases online, especially in the website 

Rajamobil.com. The purpose of this research is to analyze consumer behavior that 

are the basis of the adoption of a new way of purchasing new cars online by using 

the Technology Acceptance Model (TAM) to measure the purchase intention in its 

users Indonesian. 

 

The research method is conclusive research design with descriptive research and 

cross sectional design data retrieval method. The population on this research are 

all Indonesian society who already use Rajamobil and aged over 15 years This 

study uses Lisrel Version 8.8 using theoretical model which has 5 variables tested 

with Structural Equation Model. 

 

In this research, there are six variable which will be examined. The four variable 

is perceived usefulness, perceived informativeness, attitude toward online shopping 

and intention to e-shop have positive effect. Perceived usefulness variable have 

positive on attitude toward online shopping because if the new technology usefull 

to simplify the job, the consumer will use that technology. At the same time, 

perceived ease of use variable have no effect on attitude toward online shopping 

because in this research, most responders are milenial generation so convenience 

are no effected to them.  

 

The results of this research shows that perceived usefulness, and perceived 

informativeness possitifely affect the attitude toward online shopping so that if these 

factors increased, it will also increase the intention to e-shop that is the users will 

be more loyal to the Rajamobil to find some information or car purchase. Important 

for Rajamobil to enhance usefulness and informativeness features such as 

developing tracking feature and 360 degree driving experience. The suggestion for 

further research to sharpen the age of the responders so they can explain more 

detail and the research will be as expected. 

 

Keyword: marketplace, rajamobil, technology acceptance model (TAM), perceived 

ease of use, perceived usefulness, perceived informativeness, attitude toward online 

shopping, intention to e-shop 
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