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MOTTO 
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ABSTRAK 

Penelitian ini bertujuan untuk mengetahui dan menganalisis: 1) e-commerce 

knowledge, risiko dan teknologi terhadap kepercayaan. 2) persepsi teknologi 

terhadap niat pembelian. 3) kepercayaan terhadap niat pembelian. Data yang 

digunakan adalah data primer yang diperoleh dari 148 responden dengan metode 

incidental sampling. Alat analisis data menggunakan Struktural Equation Model 

(SEM). Hasil pengujian instrumen menyimpulkan bahwa semua variabel valid 

dan reliabel sebagai alat pengumpul data. Dari hasil analisis data didapatkan 

bahwa: 1) e-commerce knowledge tidak mempengaruhi kepercayaan. 2) Persepsi 

Risiko berpegaruh secara signifikan terhadap kepercayaan. 3) Persepsi teknologi 

tidak mempengaruhi kepercayaan. 4) Persepsi teknologi berpengaruh secara 

signifikan terhadap niat beli. 5) kepercayaan berpengaruh secara signifikan 

terhadap niat beli. 

 

Kata Kunci: e-commerce knowledge, risiko, teknologi, kepercayaan dan niat 

pembelian 
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ABSTRACT 

 

This research aims to identify and analyze: 1) Ecommerce knowledge, risk and 

technology to trust satisfaction. 2. Perceived technology to purchase intention 

satisfaction 3. Trust of purchase intention. The data of the research is the  premier 

data which was obtained from from the answers of 148 respondents with 

incidental sampling method. This research is using  Struktural Equation Model 

(SEM). The test  results concluded that all of variable instrument are valid and 

reliable as the tool of data collector. The result of data analysis obtained that : 1. 

Ecommece knowledge has not the positive and significant impact to trust. 2. 

Perception of risk has the positive and significant impact on trust 3. Perception of 

technology has not positive and significant impact to trust. 4. Perception of 

technology has the positive and significant impact bought intention. 5. Purchase 

intention has the positive and significant impact trust. 

 

Key words: ecommerce knowledge, risk, technology, trust and purchase intention  

 

 


