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ABSTRAK 

Amelia Cahya Syah Fitri, 22042010201, Pengaruh Online Customer Review, 

Rating, dan Price Perception Terhadap Repurchase Intention dengan Customer 

Trust Sebagai Variabel Mediasi pada Produk Fashion di Shopee (Studi pada 

Generasi Z Surabaya) 

 

Perkembangan e-commerce di Indonesia telah menciptakan persaingan yang 

semakin ketat antar platform, khususnya Shopee yang hingga saat ini masih 

mendominasi pasar dengan pangsa terbesar. Di tengah persaingan tersebut, 

mempertahankan konsumen agar melakukan pembelian berulang menjadi 

tantangan utama bagi para pelaku bisnis. Penelitian ini bertujuan untuk menguji 

pengaruh online customer review, rating, dan price perception terhadap repurchase 

intention dengan customer trust sebagai variabel mediasi pada produk fashion di 

Shopee, khususnya di kalangan Generasi Z Surabaya. Penelitian ini menggunakan 

jenis penelitian kuantitatif asosiatif dengan jumlah sampel sebanyak 150 responden 

yang merupakan Generasi Z di Surabaya yang pernah berbelanja produk fashion di 

Shopee minimal dua kali. Teknik pengambilan sampel yang digunakan adalah 

purposive sampling dengan pendekatan non-probability sampling. Data 

dikumpulkan melalui kuesioner yang disebarkan secara daring dan dianalisis 

menggunakan teknik Structural Equation Modeling-Partial Least Square (SEM-

PLS) dengan bantuan software SmartPLS. Hasil penelitian menunjukkan bahwa 

online customer review dan rating berpengaruh positif dan signifikan terhadap 

customer trust, sementara price perception tidak berpengaruh signifikan terhadap 

customer trust. Ketiga variabel independen, yaitu online customer review, rating, 

dan price perception terbukti berpengaruh positif dan signifikan terhadap 

repurchase intention. Begitu pula customer trust terbukti berpengaruh positif dan 

signifikan terhadap repurchase intention. Dalam pengujian mediasi, customer trust 

terbukti memediasi secara signifikan pengaruh online customer review dan rating 

terhadap repurchase intention, namun tidak terbukti memediasi pengaruh price 

perception terhadap repurchase intention secara signifikan. Penelitian ini 

memperkuat pemahaman tentang pentingnya informasi dari sesama konsumen 

dalam membentuk kepercayaan dan mendorong pembelian berulang di platform e-

commerce, serta memberikan kontribusi pada literatur perilaku konsumen digital di 

kalangan Generasi Z. 

 

Kata Kunci: Online Customer Review, Rating, Price Perception, Customer Trust, 

Repurchase Intention
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ABSTRACT 

Amelia Cahya Syah Fitri, 22042010201, The Effect of Online Customer Review, 

Rating, and Price Perception on Repurchase Intention with Customer Trust as a 

Mediating Variable on Fashion Products in Shopee (Study on Generation Z in 

Surabaya) 

 

The rapid growth of e-commerce in Indonesia has intensified competition among 

platforms, with Shopee remaining the market leader. In this competitive landscape, 

encouraging consumers to make repeat purchases has become a key challenge for 

businesses. This study aims to examine the effect of online customer review, rating, 

and price perception on repurchase intention, with customer trust as a mediating 

variable on fashion products in Shopee among Generation Z in Surabaya. This 

study adopts an associative quantitative research design with a total of 150 

respondents consisting of Generation Z individuals in Surabaya who have made at 

least two purchases of fashion products on Shopee. Samples were selected using 

purposive sampling under a non-probability sampling approach. Data were 

collected through an online questionnaire and analyzed using Structural Equation 

Modeling-Partial Least Square (SEM-PLS) with SmartPLS software. The findings 

indicate that online customer review and rating have a positive and significant 

effect on customer trust, while price perception does not significantly affect 

customer trust. All three independent variables, online customer review, rating, and 

price perception have a positive and significant effect on repurchase intention. 

Customer trust also positively and significantly influences repurchase intention. 

Regarding the mediation effect, customer trust significantly mediates the effect of 

online customer review and rating on repurchase intention, but does not 

significantly mediate the effect of price perception on repurchase intention. This 

research strengthens the understanding of how peer-generated information shapes 

consumer trust and drives repeat purchases on e-commerce platforms, and 

contributes to the literature on digital consumer behavior among Generation Z. 

 

Keywords: Online Customer Review, Rating, Price Perception, Customer Trust, 

Repurchase Intention 

 


