
 

ABSTRACT 

 

   This research is aimed to examine the influence of WOM, online shopping 

experience, perceived ease, and risk perception of interest in online shopping through online 

shopping attitude. 

  Sample was men and women   that is  've shopped at Elzatta Hijab online through the 

website, a number of 135 respondents. Structural Equation Modeling (SEM) was run by 

AMOS software was used to analyze the data, analysis showed that WOM online shopping 

experience, perception and perception of risk through a convenient online shopping attitude 

positive influence on interest in shopping online. 

  Empirical finding to indicate that WOM positive effect on perceived ease, WOM 

positive effect on the perception of risk, online shopping experience a positive effect on the 

perception of convenience, online shopping experience a positive influence on risk 

perception, perceived ease of positive influence on attitude online shopping, perception of 

risk has positive effect attitude towards online shopping and online shopping attitude positive 

influence on interest in shopping online. 
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