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ABSTRAKSI 

Penelitian ini bertujuan untuk mengetahui Pengaruh Online Customer Review  dan 

kepercayaan konsumen terhadap keputusan pembelian dengan minat beli sebagai 

variabel intervening pada marketplace shopee  (Studi pada masyarakat kota 

jepara). Penelitian ini merupakan penelitian kuantitatif. Populasi dalam penelitian 

ini adalah  pengguna shopee di kota Jepara. Sampel yang digunakan berjumlah 

110 responden. Program AMOS digunakan untuk pemodelan persamaan 

struktural (SEM) data. Hasil penelitian menunjukan bahwa (1) Online Customer 

Review tidak berpengaruh terhadap keputusan pembeliam. (2) Kepercayaan 

konsumen berpengaruh positif dan signifikan terhadap keputusan pembelian. (3) 

Online customer review berpengaruh positif dan signifikan terhadap minat beli. 

(4) Kepercayaan konsumen berpengaruh positif dan signifikan terhadap minat 

beli. (5) Minat Beli berpengaruh positif dan signifikan terhadap keputusan 

pembelian. (6)  Minat beli tidak dapat memediasi variabel online customer review 

terhadap keputusan pembelian. (7) Minat beli tidak dapat memediasi variabel 

kepercayaan konsumen terhadap keputusan pembelian. 

Kata Kunci : Online Customer Review, Kepercayaan Konsumen, Keputusan 

Pembelian, Minat Beli 
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THE INFLUENCE OF ONLINE CUSTOMER REVIEW AND CONSUMER 

TRUST ON PURCHASE DECISIONS WITH PURCHASE INTEREST AS AN 

INTERVENING VARIABLE IN THE SHOPEE MARKETPLACE (STUDY IN 

JEPARA CITY COMMUNITIES) 
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201811226 
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Pembimbing 2 : Agung Subono, SE., M.Si 

UNIVERSITAS MURIA KUDUS 

FACULTU OF ECONOMICS AND BUSINESS STUDY PROGRAM OF 

MANAGEMENT 

ABSTRACT 

This study aims to determine the effect of online customer reviews and consumer 

trust on purchasing decisions with purchase intention as an intervening variable 

in marketplace shopee (studies in the people of Jepara city). This research is a 

quantitative research. The population in this study are shopee users in the city of 

Jepara. The sample used amounted to 110 respondents. The AMOS program is 

used for the structural equation modeling (SEM) of the data.. The results of study 

show that (1) Online Customer Reviews have no effect on purchasing decisions. 

(2) Consumer trust has a positive and significant effect on purchasing decisions. 

(3) Online customer reviews have a positive and significant effect on purchase 

intention. (4) Consumer trust has a positive and significant effect on purchase 

intention. (5) Buying interest has a positive and significant effect on purchasing 

decisions. (6) Purchase intention cannot mediate online customer review 

variables on purchasing decisions. (7) Purchase intention cannot mediate the 

variable of consumer confidence in purchasing decisions. 

Keyword : Online Customer Review, Consumer Trust, Purchase Decisions, 

Buying Interest. 
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