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ABSTRAK 

Radhyna Emalia Febriyani, 2010412320013, 2024. Pengaruh Online 

customer review dan Online customer rating Terhadap Keputusan Pembelian 

sunscreen Wardah Pada Marketplace Shopee di Kota Banjarmasin, dibawah 

bimbingan: Novia Nour Halisa. 

Penelitian ini bertujuan untuk mengetahui dan menguji pengaruh online 

customer review dan online customer rating baik secara parsial maupun secara 

simultan terhadap keputusan pembelian produk sunscreen Wardah pada 

marketplace shopee di Kota Banjarmasin. 

Penelitian ini menggunakan pendekatan kuantitatif, lokasi penelitian di 

Kota Banjarmasin. Sampel terdiri dari 110 responden yang dipilih melalui Teknik 

accidental sampling. Data dikumpulkan menggunakan kuesioner, kemudian 

dianalisis dengan analisis regresi linier berganda menggunakan software IBM SPSS 

Statistic versi 26.  
 

Hasil penelitian ini menunjukkan bahwa online customer review 

berpengaruh signifikan secara parsial terhadap Keputusan Pembelian sunscreen 

Wardah pada marketplace Shopee di kota Banjarmasin. Kemudian, Online 

customer rating berpengaruh signifikan secara parsial terhadap Keputusan 

Pembelian sunscreen Wardah pada marketplace Shopee di kota Banjarmasin. Serta, 

Online customer review dan Online customer rating berpengaruh signifikan secara 

simultan terhadap Keputusan Pembelian sunscreen Wardah pada marketplace 

Shopee di kota Banjarmasin 

 

Kata Kunci: Online customer review, Online customer rating, Keputusan 

Pembelian 
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 ABSTRACT  

 Radhyna Emalia Febriyani, 2010412320013, 2024. The Influence of 

Online Customer Reviews and Online Customer Ratings on Purchase Decisions for 

Wardah Sunscreen on the Shopee Marketplace in Banjarmasin City, under the 

supervision of Novia Nour Halisa. 

 

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

reviews and online customer ratings, both partially and simultaneously, on 

purchasing decisions for Wardah sunscreen products in Banjarmasin City. 

 This research uses a quantitative approach, the research location is in 

Banjarmasin City. The sample consisted of 110 respondents selected through 

accidental sampling technique. Data was collected using a questionnaire, then 

analyzed using multiple linear regression analysis using IBM SPSS Statistics 

version 26 software.  

 

 The results of this research show that online customer reviews have a 

partially significant effect on purchasing decisions for Wardah sunscreen on the 

Shopee marketplace in the city of Banjarmasin. Then, online customer rating has a 

partially significant effect on purchasing decisions for Wardah sunscreen on the 

Shopee marketplace in the city of Banjarmasin. Also, online customer reviews and 

online customer ratings simultaneously have a significant influence on purchasing 

decisions for Wardah sunscreen on the Shopee marketplace in the city of 

Banjarmasin. 

 

Keywords: Online customer reviews, Online Customer Rating, Purchase Decisions 
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