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ABSTRAK

SEVIA DAYANTI. NIM 2412008381 Pengaruh Online Customer Review, Online
Customer Rating dan Foto Produk Terhadap Keputusan Pembelian Produk
Fashion Pada Marketplace Shopee.

Era perkembangan zaman dan tuntutan kebutuhan yang semakin kompleks membuat
manusia secara aktif mengikuti percepatan teknologi salah satunya digital marketing
yang menawarkan serangkaian Kkegiatan mulai dari pengembangan strategi
pemasaran melalui media digital seperti mobile devices, social media, internet dan
berbagai platform online. Akibat hal tersebut maka terjadilah perubahan perilaku
konsumen yang awalnya melakukan pembelian barang secara offline kini menjadi
online. Penjualan produk fashion saat ini sangat diminati masyarakat pada pembelian
online. Namun permasalahannya saat ini adalah banyak konsumen yang merasa tidak
puas atas pembelian produk fashion melalui online. Hal tersebut dapat didisebabkan
oleh beberapa faktor diantaranya adanya ketidaksesuaian ulasan, rating dan foto
produk.

Tujuan dari penelitian ini adalah untuk mengetahui dan menganalisis Pengaruh
Online Customer Review, Online Customer Rating dan Foto Produk terhadap
keputusan Pembelian produk fashion pada marketplace Shopee. Jenis penelitian yang
digunakan adalah penelitian kuantitatif dengan metode penelitian berupa
pengumpulan data menggunakan kuesioner. Model analisis data yang digunakan
adalah analisis regresi linier berganda. Pemilihan sampel dilakukan dengan cara
purposive sampling. Adapun sampel tersebut berjumlah 100 responden, dengan
menggunakan analisis regresi linier berganda.

Hasil uji regresi menunjukan bahwa 88,0% faktor-faktor keputusan pembelian dapat
dijelaskan oleh online customer review, online customer rating dan foto produk.
Sedangkan sisanya 12% dijelaskan oleh faktor lain yang tidak diteliti pada penelitian
ini. Sedangkan hasil uji F menunjukan bahwa secara simultan variabel online
customer review, online customer rating dan foto produk secara serempak
berpengaruh positif dan signifikan terhadap keputusan membeli dengan hasil analisis
yaitu nilai Fhitung = 242,354 > dari Ftabel = 2,700. Hasil uji t menunjukan bahwa
online customer review berpengaruh positif dan signifikan terhadap keputusan
pembelian pada marketpace Shopee karena thiwng (7,642) > taner (1,984) serta nilai
signifikansinya di bawah 0,05, online customer rating berpengaruh positif dan
signifikan tehadap keputusan pembelian pada marketpace Shopee karena thitung
(12,634) > tiaper (1,984) serta nilai signifikansinya di bawah 0,05, dan foto produk
tidak berpengaruh positif dan tidak signifikan tehadap keputusan pembelian pada
marketpace Shopee karena thiung (0,269) < trane (1,984) serta nilai signifikansinya di
atas 0,05. Variabel online customer rating merupakan variabel yang paling dominan
berpengaruh terhadap keputusan pembelian pada marketpace Shopee.

kata kunci : online customer review, online customer rating, foto produk,
keputusan pembelian.



ABSTRACT

SEVIA DAYANTI. NIM 2412008381 The Influence of Online Customer Reviews,
Online Customer Ratings and Product Photos on Decisions to Purchase Fashion
Products on the Shopee Marketplace.

The era of modern developments and increasingly complex needs demands that
humans actively follow the acceleration of technology, one of which is digital
marketing which offers a series of activities starting from developing marketing
strategies through digital media such as mobile devices, social media, the internet
and various online platforms. As a result of this, there has been a change in
consumer behavior, from initially purchasing goods offline to now online. The sale of
fashion products is currently very popular with online purchases. However, the
problem currently is that many consumers feel dissatisfied with purchasing fashion
products online. This can be caused by several factors, including discrepancies in
reviews, ratings and product photos.

The aim of this research is to determine and analyze the influence of online customer
reviews, online customer ratings and product photos on purchasing decisions for
fashion products on the Shopee marketplace. The type of research used is
quantitative research with research methods in the form of data collection using
questionnaires. The data analysis model used is multiple linear regression analysis.
Sample selection was carried out by purposive sampling. The sample consisted of
100 respondents, using multiple linear regression analysis.

The regression test results show that 88.0% of purchasing decision factors can be
explained by online customer reviews, online customer ratings and product photos.
Meanwhile, the remaining 12% is explained by other factors not examined in this
study. Meanwhile, the results of the F test show that the variables online customer
review, online customer rating and product photos simultaneously have a positive
and significant effect on purchasing decisions with the analysis results being the
value Fcount = 242.354 > from Ftable = 2.700. The results of the t test show that
online customer reviews have a positive and significant effect on purchasing
decisions on the Shopee marketspace because tcount (7.642) > ttable (1.984) and the
significance value is below 0.05, online customer ratings have a positive and
significant effect on purchasing decisions on the Shopee marketspace because tcount
(12.634) > ttable (1.984) and the significance value is below 0.05, and product
photos have no positive and insignificant effect on purchasing decisions on the
Shopee marketspace because tcount (0.269) < ttable (1.984) and the significance
value is above 0 .05. The online customer rating variable is the variable that has the
most dominant influence on purchasing decisions in the Shopee marketspace.

Keywords: online customer reviews, online customer ratings, product photos,
purchasing decisions.
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