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DECISION YANG DIMEDIASI OLEH BRAND IMAGE PADA PRODUK 
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MEDIATED BY BRAND IMAGE FOR SAMBAL “DEDE SATOE” PRODUCTS 

ON SHOPEE 
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Fitriana 

 

 

ABSTRAK 

 Penelitian ini dilatarbelakangi oleh perkembangan e-commerce yang 

mengubah perilaku konsumen dalam pengambilan keputusan pembelian. Online 

customer rating menjadi salah satu informasi digital yang digunakan konsumen 

untuk mengevaluasi produk sebelum membeli. Produk Sambal “Dede Satoe” di 

Shopee memiliki rating tinggi sebesar 4,9, namun tingkat penjualannya masih 

relatif rendah dibandingkan produk sejenis. Kondisi tersebut mengindikasikan 

adanya faktor lain yang memengaruhi keputusan pembelian, salah satunya brand 

image. Penelitian ini bertujuan menganalisis pengaruh online customer rating 

terhadap brand image, pengaruh online customer rating terhadap purchase 

decision, pengaruh brand image terhadap purchase decision, serta peran brand 

image dalam memediasi pengaruh online customer rating terhadap purchase 

decision. Penelitian menggunakan pendekatan kuantitatif dengan metode survei 

terhadap 100 responden yang dipilih melalui purposive sampling. Analisis data 

dilakukan menggunakan SEM-PLS dengan bantuan SmartPLS 4.0. Hasil penelitian 

menunjukkan online customer rating berpengaruh positif dan signifikan terhadap 

brand image. Online customer rating juga berpengaruh positif dan signifikan 

terhadap purchase decision. Brand image berpengaruh positif dan signifikan 

terhadap purchase decision. Brand image mampu memediasi secara parsial 

pengaruh online customer rating terhadap purchase decision. Hasil penelitian 

menegaskan pentingnya pengelolaan online customer rating dan penguatan brand 

image untuk meningkatkan keputusan pembelian konsumen di Shopee. 

 

Kata kunci: online customer rating, purchase decision, brand image, perilaku 

konsumen, sambal Dede Satoe, shopee 
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ABSTRACT 

 This study was motivated by the growth of e-commerce, which has changed 

consumer behavior in making purchase decisions. Online customer rating has 

become one of the digital information sources used by consumers to evaluate 

products before making a purchase. Sambal “Dede Satoe” products on Shopee 

have a high rating of 4.9; however, their sales remain relatively lower than those 

of similar products. This condition indicates that other factors may influence 

purchase decisions, one of which is brand image. This study aims to analyze the 

effect of online customer rating on brand image, the effect of online customer rating 

on purchase decision, the effect of brand image on purchase decision, and the role 

of brand image in mediating the effect of online customer rating on purchase 

decision. This study employed a quantitative approach using a survey method 

involving 100 respondents selected through purposive sampling. Data were 

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

with the assistance of SmartPLS 4.0. The results showed that online customer rating 

has a positive and significant effect on brand image. Online customer rating also 

has a positive and significant effect on purchase decision. Brand image has a 

positive and significant effect on purchase decision. Brand image partially mediates 

the effect of online customer rating on purchase decision. The findings highlight the 

importance of managing online customer ratings and strengthening brand image 

to improve consumers' purchase decisions on Shopee. 

 

Key words: online customer rating, purchase decision, brand image, consumer 

behavior, sambal Dede Satoe, shopee 
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