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ABSTRAKSI 

Penelitian ini memiliki tujuan untuk mengetahui pengaruh brand image, 

product quality, online customer review dan online customer rating terhadap 

minat beli. Populasi dalam penelitian ini adalah konsumen pengguna e-

marketplace Shopee di kabupaten Demak. Penelitian ini merupakan penelitian 

kuantitatif asosiatif. Sampel sebanyak 97 responden. Teknik pengambilan sampel 

menggunakan purposive sampling. Data dikumpulkan menggunakan kuesioner 

disebar secara offline. Alat analisis data menggunakan software SPSS 23. 

Berdasarkan hasil pengujian hipotesis dalam penelitian ini, maka penelitian ini 

menunjukkan bahwa (1) Variabel brand image berpengaruh positif dan signifikan 

terhadap minat beli e-marketplace Shopee. (2) Product quality berpengaruh 

positif dan signifikan terhadap minat beli e-marketplace Shopee. (3) Online 

customer review berpengaruh positif tidak signifikan terhadap minat beli e-

marketplace Shopee. (4) Online customer rating berpengaruh positif dan 

signifikan terhadap minat beli e-marketplace Shopee (5) Variabel brand image, 

product quality, online customer review dan rating berpengaruh positif dan 

signifikan terhadap minat beli.   

Kata kunci : Brand image, product quality, online customer review, online 

customer rating, minat beli konsumen. 
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ABSTRACT 

This research aims to determine the influence of brand image, product 

quality, online customer reviews and online customer ratings on buying interest. 

The population in this research in consumers using the Shopee e-marketplace  in 

Demak district. This research is associative quantitative research. The sample 

was 97 respondents. The sampling technique uses purposive sampling. Data was 

collected using a questionnaire distributed offline. The data analysis tool uses 

SPSS 23 software. Based on the results of hypothesis testing in this research, this 

research shows that (1) The brand image variable has a positive and significant 

effect on buying interest in the Shopee e-marketplace. (2) Product quality has a 

positive and significant effect on buying interest in the Shopee e-marketplace. (3) 

Online customer reviews have a insignificant positive effect on buying interest in 

the Shopee e-marketplace. (4) Online customer ratings has a positive and 

significant effect on buying interest in the Shopee e-marketplace. (5) The variable 

brand image, product quality, online customer reviews and ratings have a positive 

and significant influence on purchasing interest.    

Keywords : Brand image, product quality, online customer review, online 

customer rating, buying interest.  
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