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ABSTRAK 

 

Penelitian ini bertujuan untuk menganalisis online customer review, online 

customer rating terhadap purchase intention dengan trust sebagai varaibel 

intervening.  Populasi dalam penelitian ini adalah para pengguna aplikasi 

Tiket.com. Sampel pada penelitian ini sebanyak 110 responden. Analisis data pada 

penelitian ini menggunakan structural equation modeling (SEM) dengan software 

AMOS. Hasil penelitian menunjukkan bahwa (1) online customer review 

berpengaruh dan signifikan terhadap trust, (2) online customer rating berpengaruh 

dan signifikan terhadap trust, (3) online customer review berpengaruh terhadap 

purchase intention, (4) online customer rating berpengaruh dan signifikan terhadap 

purchase intention, (5) trust berpengaruh dan signifikan terhadap purchase 

intention.  

 

Kata Kunci : Online Customer Review, Online Customer Rating , Trust, 

Purchase Intention 
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ABSTRACT 

 

This study aims to analyze online customer reviews and online customer ratings on 

purchase intention with trust as an intervening variable. The population in this 

study consists of users of the Tiket.com application. The sample for this study 

includes 110 respondents. Data analysis in this study uses structural equation 

modeling (SEM) with AMOS software. The results of the study indicate that (1) 

online customer reviews have a significant impact on trust, (2) online customer 

ratings have a significant impact on trust, (3) online customer reviews impact 

purchase intention, (4) online customer ratings have a significant impact on 

purchase intention, and (5) trust has a significant impact on purchase intention. 

 

Keywords : Online Customer Review, Online Customer Rating , Trust, Purchase 

Intention 
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