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Abstract
This study aims to determine the effect of Online Customer Reviews, Online Customer
Ratings, and Trust on Purchasing Decisions through the Shopee Marketplace. This study used
a sample of 100 respondents as customers in purchasing beauty products. The data processing
method uses multiple linear regression. The results of this study state that the Online Customer
Review of Consumer Decisions in Purchasing through the Shopee Marketplace with a partial
amount of (-2,535). Online Customer Rating of Consumer Decisions in Purchasing through the
Shopee Marketplace with a partial amount of 2.403. Trust in Consumer Decisions in
Purchasing through the Shopee Marketplace with a partial amount of 3,664. Meanwhile,
simultaneously it has an effect of 18.097. Thus online customer reviews, online customer
ratings and trust are proven to influence consumer decisions
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Preliminary
Technology which is increasingly rapid in this modern era, has caused a shift in human
behavior, especially in terms of shopping. Along with the advancement of the internet, sales
can be made online (Sutanto & Aprianingsih, 2016). If in the past we had to come directly to
the store when we wanted to shop, now we don't need to leave the house to get the items we
are going to buy, just with a smartphone and internet connection we can order the items we
need.
E-commerce is an online shopping activity using the internet network and the method
of transaction is through digital money transfers (Sudjatmika, 2017). Here the buyer only has
to choose the desired item on a website, then click the “buy” button and transfer the price listed.
E-commerce only sells products from the website itself, so we won't find more than one online
store on E-commerce. Meanwhile, a marketplace is a website that connects a seller with a buyer
via the internet. In the marketplace, there are various stores so that we can choose products; we
can also choose which stores sell the products we want (Arbaini, 2020).
Online shopping trends are starting to be in demand because of the convenience they
get. By shopping online we can save time, compared to offline shopping, we don't need to
spend time and energy going to stores that sell the things we need. Other conveniences that are
obtained are cost savings, goods can be delivered directly to the house, payment via transfer,
and more competitive prices (Marliya & Wahyono, 2016).
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Online customer review is a form of electronic word of mouth (eWOM). According to
(Sudjatmika, 2017), "without realizing it, the emergence of this E-Commerce development has
changed our lifestyle and behavior. In the past, we had to go somewhere to get the product we
wanted. Now, we can order food and drinks, transportation, and hotels only with the
smartphones we have anytime and anywhere. Likewise with buying and selling goods. We only
need to choose the items we want to buy, then we make payments either directly transferring
funds to the seller or through a joint account provided by online buying and selling sites. After
that we just sit quietly and wait for the goods to arrive in our hands. Based on existing data on
the Alexa.com website (3/9/2016), here are the 5 most visited online buying and selling sites
in Indonesia. In 9th place is occupied by Tokopedia.com. In 10th place is Bukalapak.com.
Kaskus.co.id is in the 11th rank. Elevenia.co.id is ranked 21st, and Lazada.co.id is ranked 22nd.
Tokopedia.com. "
In addition to online customer reviews and online customer ratings, trust can also
influence buyers in deciding to buy a product. Buyer trust is the most important key. Because
the business activities carried out are online, where sellers and buyers do not face each other
(Maulana, 2019).
Based on the description above, this study aims to determine the effect of Online
Customer Reviews, Online Customer Ratings, and Trust on Purchasing Decisions through the
Shopee Marketplace either simultaneously or partially.
Concept and Hypothesis
From the the mentioned points above, 4 following hypotheses can be formed :
H1 = Online Customer Review has a significant effect on Buying Decision
H2 = Online Customer Rating has a significant effect on Buying Decision
H3 = Trust has a significant effect on Buying Decision
H4 = Online Customer Review, Online Customer Rating and Trust have a significant effect on
Buying Decision
Research Methods
Population
Population is a generalization consisting of: objects / subjects that have certain qualities
and characteristics.These qualities are determined by researchers to study and then draw
conclusions (Sugiyono, 2016).The population of this study is all consumers at the Shopee
Marketplace in the Kediri area. , East Java. Where the population number is not known with
certainty and can be said to be in the category of infinity. An infinite population is a population
that has a source of data that cannot be quantitatively defined (Syahrum & Salim, 2014).
Sample
The sample is the part or the number and characteristics of the population. If the
population is large, and it is impossible for researchers to study everything in the population,
for example because of limited funds, energy and time, the researcher will take a sample from
that population. What is learned from the sample and its related conclusions will be applied to
the population. For this reason, samples taken from the population must be truly representative
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of the qualities of the population.(Sugiyono, 2016).
In this research, the technique used to take the sample is the nonprobability sampling
technique, which is a sampling technique that does not provide the same opportunity /
opportunity for each element or member of the population to be selected as the sample. While
the method used by researchers is purposive sampling, where the sample is determined with
certain considerations (Dolcharumanee, 2019; Kartikasari et al., 2014). The considerations in
this study include:
Consumers have the Shopee application
Shopee customers who live in Kediri
Shopee consumers of beauty products
Has made a purchase transaction at least 1 (one) time through the Shopee application.
The formula for determining the sample when the population size is not known with
certainty is the Unknown Population formula (Ferdinand in Khafidatul, 2020).
Information :
n = number of samples
z = sig., 5% then z = 1.96
µ = margin of error of 10% or 0.1
From the formula above, the sample calculation results are obtained, namely: round to
96
From the results of the above calculations, it can be concluded that the sample taken is
at least 96 respondents. To anticipate the unfilled questionnaire, the researcher determined a
sample of 100 respondents.
Primary data sources were obtained from online questionnaires to Shopee consumers in
Kediri with google form and distributed through social media in order to reach respondents
more quickly and broadly.
Research Instruments
The instrument is a tool used to collect the necessary data in connection with a
research problem. Through the instrument data and answers can be obtained to the problems
posed to be processed in research activities.
The instrument used in this study was a questionnaire. The reason researchers use a
questionnaire is because it is an effective tool for obtaining data for research and is widely
used in similar research.
From the operational definition of a variable, there are variable indicators. The
researcher took each indicator per variable to be drawn then made a question / statement and
distributed it to the respondent to obtain data
The form of assessment for each question item is made a table where each column has
a score criterion using a Likert scale, namely 1-5.
The Likert scale is a scale used to measure the perceptions, attitudes or opinions of a
person or group regarding an event or social phenomenon, based on the operational definition
set by the researcher. The description of the Likert scale in the research questionnaire for
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answers to Strongly disagree is worth 1, disagree is worth 2, quite agree is worth 3, agree is
worth 4 and strongly agrees is worth 5.
Data analysis technique
In conducting questionnaire , it was carried out using validity and reliability tests on
all instruments where if the value of r is more than r table then the questionnaire item was
declared valid, and if the value of cronbach's alpha is greater thaan 06 was declared reliable
(Sugiyono, 2016).
Furthermore, in testing the hypothesis is done by using the F test to test the hypothesis
simultaneously by comparing if the value of F is greater than F table or the significance of F
is<0.05 then the hypothesis is accepted. The T test is carried out to test the hypothesis
partially where if the value of T is greater than T Table or the significance of T <0.05, the
hypothesis is accepted and the coefficient of determination (R2) is to see the variation of the
independent variables in explaining the dependent variable (Ghozali, 2016).

Results and Discussion
Validity test
Table 1. The results of the validity test
Item

R Count

R Table

Note

Item

X111
X112
X121
X122
X131
X132
X141
X142
X211
X212
X221
X222
X231
X232

0,196
0,196
0,196
0,196
0,196
0,196
0,196
0,196
0,196
0,196
0,196
0,196
0,196
0,196

0,835
0,802
0,737
0,684
0,732
0,692
0,761
0,716
0,758
0,757
0,693
0,642
0,673
0,765

Valid
Valid
Valid
Valid
Valid
Valid
Valid
Valid
Valid
Valid
Valid
Valid
Valid
Valid

X311
X312
X321
X322
X331
X332
Y11
Y12
Y21
Y22
Y31
Y32
Y41
Y42

R
Count
0,1966
0,1966
0,1966
0,1966
0,1966
0,1966
0,1966
0,1966
0,1966
0,1966
0,1966
0,1966
0,1966
0,1966

R Table

Note

0,646
0,807
0,758
0,774
0,77
0,789
0,786
0,714
0,771
0,716
0,752
0,751
0,781
0,741

Valid
Valid
Valid
Valid
Valid
Valid
Valid
Valid
Valid
Valid
Valid
Valid
Valid
Valid

Source: primary data processed by researchers, (2021)
From the table above, it can be seen that all indicators of the variable Online Customer
Review (X1), Online Customer Rating (X2) Trust (X3) and Purchase Decision (Y) have a
calculated r value greater than r table so that all questionnaire items are declared valid.
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Reliability Test
Table 2. Reliability Test Results
Item

Alpha
Cronbach's
0,672

Note

Online Customer
Reliable
Review
Online Customer
0,515
Reliable
Rating
Kepercayaan
0,677
Reliable
Keputusan
0,616
Reliable
Pembelian
Source: primary data processed by researchers, (2021)
From the table above, it is found that the value of Cronbach's alpha of each variable
variable Online Customer Review (X1), Online Customer Rating (X2) Trust (X3) and
Purchase Decision (Y) where the overall value is greater than the cut off value. value 0.6. So
that all questionnaire items are declared reliable.
Hypothesis testing
Table 3.The results of hypothesis testing 1, 2 and 3
Standardiz
ed
Unstandardized
Coefficien
Coefficients
ts
t
Model
B
Std. Error
Beta
(Constant)
12,918
6,318
2,045
1
Online Customer Review -0,070
0,130
-0,52
-2,535
Online Customer Rating
0,393
0,163
0,233
2,403
Kepercayaan
0,442
0,115
0,344
3,664
a. Dependent Variable: Keputusan Pembelian pada
Marketplace Shopee
Source: primary data processed by researchers (2021)

Sig.
0,044
0,046
0,018
0,000

Table 4. Hypothesis test results 4
ANOVAb
Sum
of
Model
Squares
Df
Mean Square
F
Sig.
1
Regression 415.232
3
138.411
18.097
.000a
Residual
1641.008
96
17.094
Total
2056.240
99
a. Predictors: (Constant), Kepercayaan, Online Customer Review, Online
Customer Rating
b. Dependent Variable: Keputusan Pembelian pada Marketplace Shopee
Source: primary data processed by researchers (20201)
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Hypothesis Testing H1
Hypothesis H1 states that Online Customer Review (OCR) affects Buying Decision
(BD). The test results on the parameter coefficient between OCR and BD show a negative
effect of -0.070 with a T-value of -2.535 <1.98 and a significance value of 0.000 <0.05. thus
the first hypothesis is accepted.
These results support previous research conducted by (Daulay, 2020) which states that
the online customer review variable has little effect on the purchasing decisions of potential
consumers at the Shopee marketplace where the more online customer reviews given by
consumers who have purchased the product will influence potential consumers to make a
purchase. Online customer reviews have an important role because online customer reviews
can make it easier for potential customers to get all product information according to the
experiences of other consumers who have purchased the product, through this feature potential
consumers can assess the quality and shape of the product, delivery time, and service provided
by the seller only via smartphone.
Hypothesis Testing H2
Hypothesis H2 states that Online Customer Rating (OCR) affects Buying Decision
(BD). The test results on the parameter coefficient between OCR and BD showed a positive
effect of 0.393 with a T count of 2.403> 1.98 and a significance value of 0.018 <0.05. thus the
second hypothesis is accepted.
These results support previous research conducted by (Ardianti & Widiartanto, 2019;
Farki, 2016) regarding the importance of reviews and ratings, online marketplaces must use
reviews and ratings as one of the main marketing tools, by increasing the use and giving of
these reviews and ratings.
Hypothesis Testing H3
Hypothesis H3 states that Trust (T) has an effect on Buying Decision (BD). The test
results on the parameter coefficient between T and BD showed a positive influence of 0.442
with a T statistical value of 3.664> 1.96 and a significance value of 0.000> 0.05, thus the third
hypothesis was accepted.
This result is in accordance with previous research conducted (Gunawan et al., 2019;
Ruhamak & Rahmadi, 2019) that trust in making online decisions is built from strong brand,
shop, and product images in the market.
Hypothesis Testing H4
Simultaneously, the variables of Trust, Online Customer Reviews, Online Customer
Rating on Purchasing Decisions at the Shopee Marketplace are evidenced by the value of the
Fcount obtained of 18.097> Ftable of 3.09. Thus the fourth hypothesis is accepted.
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Determination of Coefficient
Tabel 5.Determination of Coefficient
Model Summaryb
Model
R
R Square
Durbin-Watson
a
.449
.820
1
1.718
a. Predictors: (Constant), Kepercayaan, Online Customer Review, Online
Customer Rating
b. Dependent Variable: Keputusan Pembelian pada Marketplace Shopee
Source: primary data processed by researchers (2020)
From the table above, it can be seen that the coefficient of determination of the R square
value of 0.540 indicates that the ability of Destination Image and Customer Satisfaction in
explaining Revisit Intention is 54%, while the remaining 46% is explained by other variables
not used in this study.
Conclusions and Suggestions
There is an influence of Online Customer Review on Consumer Decisions in
Purchasing through the Shopee Marketplace with a partial (-2.535) and a significance of 0.046
(Ardianti & Widiartanto, 2019).
The existence of the influence of Online Customer Rating on Consumer Decisions in
Purchasing through the Shopee Marketplace with a partial amount of 2.403 and a significance
of 0.018 (Daulay, 2020).
There is an effect of trust on consumer decisions in purchasing through the Shopee
Marketplace with a partial amount of 3,664 and a significance of 0,000 (Sanjaya & Hernita,
2020).
The influence of Online Customer Reviews, Online Customer Ratings, and Trust on
Consumer Decisions in Purchasing through the Shopee Marketplace simultaneously is 18,097
and a significance of 0,000.
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