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Abstract

The objective of this study is to examine the factors affecting intention to purchase products advertising
via internet. This research is quantitative research. The study was collected from 400 samples, who
encultured online advertising. Data was gathered via online questionnaires. According to the result, this
research finds that information richness and experience directly affect customer trust. Meanwhile customer

trust directly affects customer commitment to buy product.

Keywords: Information richness; Experience; Customer trust; Customer commitment
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