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ABSTRAK 

 

Tujuan penelitian ini adalah menganalisis pengaruh e-review dan e-rating 

terhadap keputusan pembelian melalui e-trust (studi pada konsumen produk 

fashion toko online Shopee di Jepara). Pendekatan yang digunakan dalam 

penelitian ini adalah pendekatan kuantitatif. Sampel adalah konsumen produk 

fashion Toko Online Shopee di Jepara yang berjumlah 120 responden dan 

pengambilan sampel menggunakan teknik purposive sampling. Teknik mengambil 

data memakai metode kuesioner. Teknik analisis data menggunakan Structural 

Equation Modeling (SEM). Hasil penelitian menunjukkan bahwa e-review,  e-

rating berpengaruh positif dan signifikan terhadap e-trust pada konsumen produk 

fashion toko online Shopee di Jepara. E-trust,  e-review dan e-rating berpengaruh 

positif dan signifikan terhadap keputusan pembelian pada konsumen produk 

fashion toko online Shopee di Jepara. E-review dan e-rating berpengaruh positif 

dan signifikan terhadap keputusan pembelian melalui e-trust pada konsumen 

produk fashion toko online Shopee di Jepara.  

 

Kata Kunci :  E-Review, E-Rating, Keputusan Pembelian, E-Trust 
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ABSTRACT 

 

The purpose of this study was to analyze the effect of e-review and e-rating 

on purchasing decisions through e-trust (a study on consumers of fashion 

products at the online shop Shopee in Jepara). The approach used in this research 

is a quantitative approach. The sample is consumers of fashion products from the 

Shopee Online Store in Jepara, totaling 120 respondents and the sample was 

taken using a purposive sampling technique. The technique of collecting data uses 

a questionnaire method. Data analysis techniques using Structural Equation 

Modeling (SEM). The results of the study show that e-review, e-rating have a 

positive and significant effect on e-trust in consumers of fashion products from the 

online shop Shopee in Jepara. E-trust, e-review and e-rating have a positive and 

significant impact on purchasing decisions for consumers of fashion products 

from the online shop Shopee in Jepara. E-reviews and e-ratings have a positive 

and significant effect on purchasing decisions through e-trust for consumers of 

fashion products from the Shopee online shop in Jepara. 

 

Keywords: E-Review, E-Rating, Purchase Decision, E-Trust. 
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