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 I 

ABSTRAK 

 

 Siti Rahmah Rama. 1710412310042, 2022, Pengaruh Online Customer 

Review dan Online Customer Rating terhadap Minat Pembelian pada Marketplace 

Shopee. Dibawah bimbingan M. Hasanur Arifin, S.Sos, MM. 

 Penelitian ini bertujuan untuk menguji pengaruh Online Customer review, 

Online Customer Rating terhadap Minat Pembelian Marketplace Shopee. 

 Pendekatan penelitian yang digunakan adalah pendekatan kuantitatif. 

Sampel diambil sebanyak 150 responden dengan teknik Purposive Sampling. 

Pengumpulan data menggunakan kuesioner, sedangkan analisis data 

menggunakan regresi linier berganda. 

 Hasil penelitian membuktikan Online Customer Review berpengaruh 

signifikan secara parsial terhadap Minat Pembelian pada Marketplace Shopee 

dengan besar pengaruh 0,346 atau sebesar 34,6%. Online Customer Rating 

berpengaruh signifikan secara parsial terhadap Minat Pembelian pada 

Marketplace Shopee dengan besar pengaruh 0,341 atau sebesar 34,1%. Online 

Customer Review dan Online Customer Rating berpengaruh signifikan secara 

simultan terhadap Minat Pembelian pada Marketplace Shopee dengan besar 

pengaruh 0.398 atau sebesar 39,8%. 

 

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

Shopee 

 

 

 

 

 

 

 

 

 



 II 

 

ABSTRACK 

 

 Siti Rahmah Rama, 1710412310042, 2022, Online Customer Influence 

Reviews and Online Customer Ratings for Purchase Interest on the Marketplace 

Shopee. Under the guidance of M. Hasanur Arifin, S.Sos, MM. 

 This study aims to examine the influence of online customer reviews, 

Online Customer Rating of Shopee Marketplace Purchase Mint.  

 The research approach used is a quantitative approach. Samples were 

taken as many as 150 respondents with purposive sampling technique.  

 Data collection using a questionnaire, where as analysis data using 

multiple linear regression. The results of the study prove that Online Customer 

Reviews have an effect partially significant to Mint Purchases on the Shopee 

Marketplace with a bear effect of 0.346 or 34.6%, Online Customer Rating 

partially significant effect on Purchase Interest in The Shopee Marketplace with a 

bear influence of 0.341 or 34.1%. On line Customer Reviews and Online 

Customer Ratings have a significant effect on Simultaneous buying interest on the 

Shopee Marketplace with a large the effect of 0.398 or 39.8%. 

 

Keywords: Online Customer Reviews, Online Customer Ratings, Marketplace 

Shopee 
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