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ABSTRAK 

NOVITA AMALIA RIYANJAYA, 18042010026, PENGARUH ONLINE 

CUSTOMER REVIEW DAN ONLINE CUSTOMER RATING TERHADAP 

MINAT BELI PRODUK WARDAH DI SITUS BELANJA ONLINE SHOPEE. 

 

Perkembangan teknologi yang semakin canggih di Indonesia berdampak positif 

terhadap mudahnya transaksi jual beli melalui e-commerce. Shopee menjadi pelopor 

Situs Belanja Online yang paling sering dikunjungi sebagai sarana pembelian 

produk. Sementara produk Wardah menjadi brand kosmetik yang memiliki peringkat 

pertama dengan penjualan tertinggi secara online melalui Situs Belanja Online 

Shopee. Penelitian ini bertujuan untuk mengetahui dan menganalisis pengaruh 

Online Customer Review dan Online Customer Rating terhadap minat beli produk 

Wardah di Situs Belanja Online Shopee. Jenis penelitian yang digunakan adalah 

penelitian kuantitatif dengan pendekatan metode analisis deskriptif. Pengumpulan 

data dilakukan melalui penyebaran kuisioner dalam bentuk google form Populasi 

yang digunakan adalah konsumen yang mengunjungi Situs Belanja Online Shopee. 

Jumlah sampel yang dibutuhkan yakni 100 responden dengan kriteria berusia lebih 

dari 17 tahun, konsumen produk Wardah dan mengunjungi Situs Belanja Online 

Shopee minimal lebih dari 2 kali dalam satu bulan. Teknik pengambilan sampel yang 

digunakan adalah purposive sampling dengan metode non probability. Teknik 

analisis data menggunakan analisis regresi linier berganda. Hasil penelitian ini 

menunjukkan bahwa secara simultan Online Customer Review dan Online Customer 

Rating berpengaruh signifikan terhadap minat beli. Dan secara parsial Online 

Customer Review dan Online Customer Rating berpengaruh signifikan terhadap 

minat beli. 

Kata Kunci : Online Customer Review; Online Customer Rating; Minat Beli 
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ABSTRACT. 

NOVITA AMALIA RIYANJAYA, 18042010026, THE EFFECT OF ONLINE 

CUSTOMER REVIEW AND ONLINE CUSTOMER RATING ON INTEREST 

IN BUYING WARDAH PRODUCTS ON THE ONLINE SHOPEE SHOPPING 

SITE. 

The development of increasingly sophisticated technology in Indonesia has a positive 

impact on the ease of buying and selling transactions through e-commerce. Shopee 

is the pioneer of the most frequently visited Online Shopping Site as a means of 

purchasing products. Meanwhile, Wardah products are a cosmetic brand that has 

the first rank with the highest sales online through the Shopee Online Shopping Site. 

This study aims to determine and analyze the influence of Online Customer Reviews 

and Online Customer Ratings on buying interest in Wardah products on the Shopee 

Online Shopping Site. The type of research used is quantitative research with a 

descriptive analysis method approach. Data collection was carried out by 

distributing questionnaires in the form of google form. The population used was 

consumers who visited the Shopee Online Shopping Site. A sample of 100 

respondents with the criteria of being more than 17 years old, consumers of Wardah 

products and visiting the Shopee Online Shopping Site at least more than 2 times a 

month. The sampling technique used is purposive sampling with non-probability 

methods. The data analysis technique used multiple linear regression analysis. The 

results of this study indicate that simultaneously Online Customer Review and Online 

Customer Rating have a significant effect on buying interest. And partially Online 

Customer Review and Online Customer Rating have a significant effect on buying 

interest. 

Keywords: Online Customer Review; Online Customer Rating; Buying Interest



 

  

 


