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ABSTRAK

Saat berbelanja online, konsumen dihadapkan pada banyak pilihan tanpa bisa
melihat produk secara fisik. Online customer review menjadi sumber informasi
penting yang membantu pengambilan keputusan. Penelitian ini menggunakan
metode kuantitatif dengan desain studi deskriptif dan korelasional. Sampel
penelitian ini menggunakan accidentan sampling. Sampel dalam peneliyian ini
yaitu 100 responden purposive sampling dan dianalisis menggunakan uji statistik
non-parametrik. Hasilnya menunjukkan bahwa ulasan pelanggan berperan penting
dalam membentuk persepsi kualitas, kredibilitas, dan wvalensi ulasan, yang
memengaruhi intensi pembelian. Seluruh responden menganggap online customer
review sebagai sumber informasi kredibel. Faktor seperti harga, kemudahan
pembayaran, dan keamanan transaksi juga berkontribusi signifikan terhadap niat
pembelian. Sebanyak 85% responden melaporkan pengalaman positif di Shopee,
meningkatkan kepuasan dan loyalitas mereka. Ulasan pelanggan, didukung strategi
harga kompetitif dan transaksi aman, merupakan elemen kunci dalam keputusan

pembelian di Shopee.

Kata kunci: online customer review, intense pembelian, pengguna shopee
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ABSTRACT

When shopping online, consumers are faced with many choices without being able
to see the products physically. Online customer reviews have become an important
source of information that aids in decision-making. This research uses a
guantitative method with a descriptive and correlational study design. This
research sample uses accidental sampling. The sample in this study consists of 100
respondents selected through purposive sampling and analyzed using non-
parametric statistical tests. The results show that customer reviews play a crucial
role in shaping perceptions of quality, credibility, and the valence of reviews, which
in turn affects purchase intentions. All respondents consider online customer
reviews as a credible source of information. Factors such as price, ease of payment,
and transaction security also significantly contribute to purchase intention. As
many as 85% of respondents reported positive experiences on Shopee, enhancing
their satisfaction and loyalty. Customer reviews, supported by competitive pricing
strategies and secure transactions, are key elements in purchasing decisions on

Shopee.

Keywords: online customer review, purchase intensity, Shopee users
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