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ABSTRAKSI 

Penelitian ini bertujuan untuk mengetahui pengaruh online customer review 

dan citra merek terhadap keputusan pembelian dengan kepercayaan konsumen 

sebagai variabel intervening pada VJO Café and Bistro. Pada penelitian ini 

menggunakan metode kuantitatif. Populasi dalam penelitian ini pelanggan VJO 

Café and Bistro Kudus yang pernah membeli dan membaca review café tersebut. 

Pengambilan sampel menggunakan purposive sampling dengan jenis non 

probability sampling, sampel berjumlah 120 responden. Metode pengumpulan data 

menggunakan kuesioner. Analisis data dalam penelitian ini menggunakan 

Structural Equation Modeling (SEM) dan dioperasikan melalui program AMOS. 

Hasil penelitian menunjukkan Online customer review berpengaruh positif dan 

signifikan terhadap kepercayaan konsumen, citra merek berpengaruh positif dan 

signifikan terhadap kepercayaan konsumen, online customer review berpengaruh 

positif dan signifikan terhadap keputusan pembelian, citra merek berpengaruh 

positif dan tidak signifikan terhadap keputusan pembelian, kepercayaan konsumen 

berpengaruh positif dan signifikan terhadap keputusan pembelian. Kepercayaan 

konsumen bisa menjadi variabel mediasi hubungan antara online customer review 

dengan keputusan pembelian, dan kepercayaan konsumen bisa menjadi variabel 

mediasi hubungan antara citra merek dengan keputusan pembelian.  

Kata kunci : Online Customer Review, Citra Merek, Kepercayaan Konsumen, 

Keputusan Pembelian 
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ABSTRACT 

This research aims to determine the influence of online customer reviews and 

brand image on purchasing decisions with consumer trust as an intervening 

variable at VJO Café and Bistro. This research uses quantitative methods. The 

population in this study were customers of VJO Café and Bistro Kudus who had 

purchased and read reviews of the café. Sampling used purposive sampling with 

non-probability sampling, the sample consisted of 120 respondents. The data 

collection method uses a questionnaire. Data analysis in this research uses 

Structural Equation Modeling (SEM) and is operated through the AMOS program. 

The research results show that online customer reviews have a positive and 

significant effect on consumer trust, brand image has a positive and significant 

effect on consumer trust, online customer reviews have a positive and significant 

effect on purchasing decisions, brand image has a positive and insignificant effect 

on purchasing decisions, consumer trust has a positive effect and significant to 

purchasing decisions. Consumer trust can be a mediating variable for the 

relationship between online customer reviews and purchasing decisions, and 

consumer trust can be a mediating variable for the relationship between brand 

image and purchasing decisions. 

Keyword : Online Customer Reviews, Brand Image, Consumer Trust, Purchasing 

Decisions 
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