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ABSTRACT 

The aim of this research is to see the influence of perceived usefulness of online 
search, perceived ease of online search, sales staff assistance, variety seeking on 
webrooming intention with gender as a moderator. In this research the sample used 
400 respondents. The research method used is a quantitative method using 
smartPLS software and Multi Group Analysis (MGA) to test moderation. The 
research results show that perceived usefulness of online search, sales staff 
assistance has a positive and significant influence on webrooming intention. 
Meanwhile, perceived ease of online search and variety seeking have no effect on 
webrooming intention. Gender moderates perceived usefulness of online search, 
sales staff assistance, variety seeking on webrooming intention. However, gender 
does not moderate the perceived ease of online search on webrooming intention. 
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ABSTRAK 

Tujuan dari penelitian ini adalah untuk melihat pengaruh antara   perceived 
usefulness of online search, perceived ease of online search, sales staff assistance, 
variety seeking terhadap webrooming intention dengan gender sebagai moderator. 
Dalam penelitian ini sampel yang digunakan adalah sebanyak 400 responden. 
Metode penelitian yang digunakan ialah metode kuantitatif dengan menggunakan 
software smartPLS dan Multi Group Analysis  (MGA) untuk menguji moderasi. 
Hasil penelitian menunjukkan perceived usefulness of online search, sales staff 
assistance memiliki pengaruh positif dan signifikan terhadap webrooming 
intention. Sedangkan  perceived ease of online search dan  variety seeking tidak 
berpengaruh terhadap webrooming intention. Gender memoderasi perceived 
usefulness of online search, sales staff assistance, variety seeking  terhadap 
webrooming intention. Namun Gender tidak memoderasi perceived ease of online 
search  terhadap webrooming intention.  

 

Kata Kunci  :  Webrooming Intention,   Marketplace,  TAM, Smart Shopping 
Feelings
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