
 
 

Pengaruh Online Customer Review dan Online Rating Pada Marketplace  

Shopee Terhadap Keputusan Pembelian Konsumen di Banjarmasin 

Rizkika Sri Astuti1, Hairul2, Periyadi3 

Manajemen, 61201, Ekonomi, Universitas Islam Kalimantan Muhammad Arsyad 

Al-Banjari, Banjarmasin, 19310017 

Manajemen, 61201, Ekonomi, Universitas Islam Kalimantan Muhammad Arsyad 

Al-Banjari, Banjarmasin, 1125096201 

Manajemen, 61201, Ekonomi, Universitas Islam Kalimantan Muhammad Arsyad 

Al-Banjari, Banjarmasin, 1124048602 

Email : rizkikasa009@gmail.com 

 

ABSTRAK 

Penelitian ini bertujuan untuk menguji : (1) Online Customer Review (X1)  

terhadap keputusan pembelian melalui marketplace Shopee di Banjarmasin, (2) 

Online Rating (X2) berpengaruh terhadap keputusan pembelian melalui 

marketplace Shopee di Banjarmasin, (3) Online Customer Review (X1) dan Online 

Rating (X2) berpengaruh terhadap keputusan pembelian melalui marketplace 

Shopee di Banjarmasin 

Penelitian ini menggunakan metode penelitian penelitian kuantitatif, yang 

mana data yang disajikan berupa angka atau numerik dan teknik pengumpulan data 

yang digunakan dalam penelitian ini menggunakan kuesioner online melalui google 

form yang di uji validitas dan reliabilitas. Populasi dalam penelitian ini adalah 

masyarakat Banjarmasin dan sampel sebesar 96 responden dengan analisis data  

Regresi Linier Berganda, Uji Asumsi Klasik, Uji Hipotesis (Uji t dan Uji f) dan 

Koefisien Determinasi. Pengolahan data dalam penelitian ini menggunakan 

program Software SPSS (Statistic Package For the Social Sciences) versi 29. 

 Hasil penelitian menunjukkan (1) Online Customer Review memiliki 

pengaruh positif dan signifikan terhadap keputusanpembelian konsumen di 

marketplace Shopee pada masyarakat Banjarmasin secara parsial maupun simultan, 

(2) Online Rating memiliki pengaruh positif dan signifikan terhadap keputusan 

pembelian konsumen di marketplace Shopee pada masyarakat Banjarmasin secara 

parsial maupun simultan, (3) Online Customer Review dan Online Rating memiliki 

pengaruh positif dan signifikan terhadap keputusan pembelian konsumen di 

marketplace Shopee pada masyarakat Banjarmasin secara parsial maupun simultan. 

Kata Kunci : Online Customer Review, Online Rating, Keputusan Pembelian  

 Konsumen 
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ABSTRACT 

This study aims to test: (1)Online Customer Review (X1) influences decisions 

purchases through Shopee Marketplace in Banjarmasin, (2) Online Rating (X2) 

influences purchasing decisions through Shopee Marketplace in Banjarmasin, (3) 

Online Customer Reviews (X1) and Online Rating (X2) influence purchasing 

decisions through Shopee Marketplace in Banjarmasin.                     

The design of this research is quantitative and the data collection technique used 

in this study uses an online questionnaire through Google form which is tested for 

validity and reliability. The population in this study is the Banjarmasin community 

and  a sample of 96 respondents with data analysis of Multiple Linear Regression, 

Classical Assumption Test, Hypothesis Test (t test and f test) and coefficient of 

Determination. Data processing in this study used SPSS Software Program ( 

Statistics Package For the Social Sciences) version 29.                                      

The result showed (1) Online Customer Review had a positive and significant 

influence on consumer purchasing decisions at Shopee Marketplace in 

Banjarmasin community partially or simultaneously, (2) Online Rating had a 

positive and significant influence on consumer purchasing decisions at Shopee 

Marketplace in Banjarmasin community partially or simultaneously, (3) Online 

Customer Reviews and Online Ratings have a positive and significant influence on 

consumer purchasing decisions at Shopee Marketplace in Banjarmasin community 

partially or simultaneously. 

Keyword : Online Customer Review, Online Rating, Consumer Purchasing  

Decision 
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