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ABSTRACT 

 

Lia Srisuprobowati. 2026. The Influence of Online Customer Reviews and 

Perceived Value on Purchase Intention through Trust as a Mediating Variable 

in Oh My Glam (OMG) Coverlast Liquid Foundation Products on the Shopee 

Platform (A Study of Generation Z in Banjarmasin City). Supervisor: 

Rusniati; Examiner I: M. Riza Firdaus; Examiner II: Nuril Huda 

 

This study aims to analyze the effects of Online Customer Reviews, Perceived 

Value, and Trust on Purchase Intention, as well as to examine the mediating role of 

Trust in the relationship between Online Customer Reviews and Perceived Value 

and Purchase Intention for Oh My Glam (OMG) Coverlast Liquid Foundation 

products on the Shopee platform. 

This study employed a quantitative approach with a sample of 100 Generation 

Z Shopee users in Banjarmasin City selected using purposive sampling. Data were 

analyzed using Structural Equation Modeling–Partial Least Squares (SEM-PLS). 

The results indicate that Online Customer Reviews have no significant effect 

on Purchase Intention but have a significant effect on Trust. Perceived Value has a 

significant effect on both Purchase Intention and Trust. Trust has a significant effect 

on Purchase Intention and mediates the effects of Online Customer Reviews and 

Perceived Value on Purchase Intention. 

Keywords: Online Customer Review, Perceived Value, Trust, Purchase Intention. 
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ABSTRAK 

 

Lia Srisuprobowati. 2026. Pengaruh Online Customer Review dan Perceived Value 

terhadap Purchase Intention melalui Trust sebagai Variabel Mediasi pada 

Produk Oh My Glam (OMG) Coverlast Liquid Foundation di Platform 

Shopee (Studi pada Generasi Z di Kota Banjarmasin). Pembimbing: Rusniati; 

Penguji I: M. Riza Firdaus; Penguji 2: Nuril Huda 

 

Penelitian ini bertujuan untuk menganalisis pengaruh Online Customer 

Review, Perceived Value, dan Trust terhadap Purchase Intention, serta menguji 

peran Trust dalam memediasi pengaruh Online Customer Review dan Perceived 

Value terhadap Purchase Intention pada produk Oh My Glam (OMG) Coverlast 

Liquid Foundation di platform Shopee. 

Penelitian ini menggunakan pendekatan kuantitatif dengan sampel sebanyak 

100 responden Generasi Z pengguna Shopee di Kota Banjarmasin yang dipilih 

menggunakan purposive sampling. Analisis data dilakukan menggunakan 

Structural Equation Modeling–Partial Least Squares (SEM-PLS). 

Hasil penelitian menunjukkan bahwa Online Customer Review tidak 

berpengaruh signifikan terhadap Purchase Intention, tetapi berpengaruh signifikan 

terhadap Trust. Perceived Value berpengaruh signifikan terhadap Purchase 

Intention dan Trust. Trust berpengaruh signifikan terhadap Purchase Intention serta 

mampu memediasi pengaruh Online Customer Review dan Perceived Value 

terhadap Purchase Intention. 

Kata Kunci: Online Customer Review, Perceived Value, Trust, Purchase Intention. 
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