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ABSTRAK 

Muhammad Hasnur Riady, 1810412210007, 2022. Pengaruh Online 

Customer Review dan Rating Terhadap Kepercayaan Konsumen pada Online 

Marketplace (Studi pada Mahasiswa Administrasi Bisnis FISIP ULM), di bawah 

bimbingan Irwansyah.  

Penelitian ini bertujuan untuk menguji pengaruh online customer review dan 

rating terhadap kepercayaan konsumen pada online marketplace (studi pada 

mahasiswa Administrasi FISIP ULM). Penelitian ini menggunakan pendekatan 

kuantitatif, sebanyak 105 responden dengan teknik pengumpulan data 

menggunakan kuesioner dan analisis data menggunakan regresi linier berganda 

dengan bantuan IBM SPSS Statistics versi 26.  

Hasil penelitian menunjukkan bahwa online customer review berpengaruh 

tidak signifikan terhadap kepercayaan konsumen pada online marketplace, dan 

online customer rating berpengaruh tidak signifikan terhadap kepercayaan 

konsumen pada online marketplace. Variabel online customer review dan online 

customer rating secara bersama-sama berpengaruh signifikan terhadap 

kepercayaan konsumen pada online marketplace. 

Kata Kunci : online customer review, online customer rating, kepercayaan 

konsumen. 

 

 

 

 

 

 

 

 

 

 



ABSTRACT 

Muhammad Hasnur Riady, 1810412210007, 2022. The Influence of Online 

Customer Reviews and Ratings on Consumer Trust in Online Marketplaces (Study 

on Business Administration Students of FISIP ULM), under the guidance of 

Irwansyah. 

This study aims to examine the effect of online customer reviews and ratings 

on consumer trust in online marketplaces (a study of ULM FISIP Administration 

students). This study used a quantitative approach, as many as 105 respondents 

with data collection techniques using questionnaires and data analysis using 

multiple linear regression with the help of IBM SPSS Statistics version 26. 

The results showed that online customer reviews had no significant effect 

on consumer confidence in the online marketplace, and online customer ratings had 

no significant effect on consumer confidence in the online marketplace. The online 

customer review and online customer rating variables together have a significant 

effect on consumer confidence in the online marketplace. 

Keywords: online customer review, online customer rating, consumer trust. 
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