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Abstrak

Penelitian ini bertujuan untuk mengetahui pengaruh online review, rating dan kepercayaan
terhadap keputusan pembelian pada Marketplace Shopee (Studi kasus pada pengguna
Shopee di Kecamatan Kapur [X). Penelitian ini adalah penelitian kuantitatif dan
menggunakan data primer yang diperoleh dari kuesioner. Populasi penelitian ini adalah
masyarakat di Kecamatan Kapur IX, Kabupaten 50 Kota yang telah melakukan pembelian
melalui Marketplace Shopee. Teknik pengambilan sampel adalah purposive sampling
dengan jumlah sampel sebanyak 80 responden. Pengolahan data dilakukan dengan SPSS
dengan teknik analisis Regresi Linier Berganda. Hasil penelitian menunjukkan bahwa: 1)
Online review tidak memiliki pengaruh yang positif terhadap keputusan pembelian pada
Marketplace Shopee; 2) Rating tidak berpengaruh terhadap keputusan pembelian pada
Marketplace Shopee; 3) Kepercayaan berpengaruh positif dan signifikan terhadap
keputusan pembelian pada Marketplace Shopee.
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Abstract

This study aims to determine the effect of online reviews, ratings and trust on purchasing
decisions on the Shopee Marketplace (a case study on Shopee users in Kapur IX District).
This research is a quantitative research and uses primary data obtained from questionnaires.
The population of this research is the people in Kapur IX District, 50 City District who
have made purchases through the Shopee Marketplace. The sampling technique was
purposive sampling with a total sampleof 80 respondents. Data processing is done by SPSS
with Multiple Linear Regression analysis technique. The results show that: 1) Online
reviews do not have a positive influence on purchasing decisions on the Shopee
Marketplace; 2) Rating has no effect on purchasing decisions on the Shopee Marketplace;
3) Trust has a positive and significant impact on purchasing decisions on the Shopee
Marketplace.

Keywords: Online Review, Rating, Trust, Purchase Decision


mailto:elmafiona18@gmai.com,
mailto:zeshasina.rosha@bunghatta.ac.id

DAFTAR ISI

KATA PENGANTAR....uuiiitiiniceisesssissesssesssissssssnsssissssssesssssssssssssssssssssssssses i
ABSTRAK ...uoitiitiiiininsnissensisssissssssssssisssssssssstssssssssssssssssssssssssssssssssssssssssssssssass iii
ABSTRACT ....cciiirinninensuicssissesssessssssssssssssissssssssssssssssssssssssssssssssssssssssssssssssss iv
DAFTAR ISL.uciuiiiiniisinsnissensaissnisssssanssssssssssssssssssssasssssssssssssssssssssassssssssssssssass v
DAFTAR GAMBAR......uuieiricnicensnicsisesssesssissssssnsssissssssesssssssssssssssssssssssssess vii
DAFTAR TABEL...uciiruineiiinsuinsensnsssissssssssssnsssssssssssssssssssssssssssssssssssssssssssssns viii
1. BAB I PENDAHULUAN....covviininennnicsaissesssncssissesssesssssssssssssssssssssssssssassaes 1
1.1 Latar Belakang Masalah............ccccooiiiiiiiiiiniiieeeeeeee e 1
1.2 Rumusan Masalah...........cccocerieiiiiinieienieeieeeee e 8
1.3 Tujuan Penelitian..........ccooouiiiiiiiiiiniieiee e 8
1.4 Manfaat Penelitian..........cccoooveririiiieniieieneteeeee e 9
1.5 Sistematika PenuliSan...........ccocceeiiiiiiiiiiiiiieieeceeee e 9
2. BAB I LANDASAN TEORI DAN HIPOTESIS......cccceceevuieversecsuncsansaecans 11
2.1 Landasan TeOTT.....c.ceuuiriieriieiieriie ettt st 11
2.1.1 Manajemen Pemasaran...........ccccceevveeeiieniienieenieeieeiie e 11
2.1.2 E-COMMEECO........ccceeceieeeeiieeeeeeee e 11
2.1.3 Marketplace...............c...ocoveeeiiieiiiieiie e 14
2.1.3.1 Pengertian Marketplace.................cccccoovoiiviiiniiniiaienn. 14
2.1.3.2 Proses Marketplace...................ccccoeeveeeiieeniiiiaiiiieniieeneans 15
2.2 Keputusan Pembelian...........cccoveeeiiiiiiiiiiiieeieeeeeee e 16
2.2.1 Pengertian Keputusan Pembelian.............ccccceevveviiieniencieeniennnene, 16
2.2.2 Proses Keputusan Pembelian............cccoeeveieviieeiiiencieecie e, 17
2.3 ORlINE ROVIOW..........ceiiiiiiiietet e 18
2.3.1 Pengertian Online RevVIieW............cccccooveeviiaiieiiiiiieieeee e 18
2.3.2 Pentingnya Online RevView.............c..cccoeveeeeeeevieeeiienieeieeeieeeneenn, 20
2.3.3 Pengukuran Online Review..............c.cccouvoieicieioiiiiiiiiiaiieseen 23
204 RALING. ..ottt et saee e e e e ens 23
2.4.1 Pengertian RaAtiNgG..........cccoeiueiiiiiiiaieiie et 23
2.4.2 DIMENST RALIAG. ..ot 25
2.5 KEPETCAYAQN. ...ccutiiiiiiiiiiieiitieeitee ettt ettt ettt e st e sbee e sabee e 27
2.5.1 Pengertian Kepercayaan............ccocueevveereeenieenieeesieenieeeieenneesveennnes 28
2.5.2 Pengukuran Kepercayaan..........ccccceeveerieniieenienieenieeieece e 28
2.6 Penelitian Terdahulu dan Pengembangan Hipotesis............cccccveenneennee. 29
2.6.1 Hubungan Online Review terhadap Keputusan Pembelian........... 32
2.6.2 Hubungan Rating terhadap Keputusan Pembelian........................ 33
2.6.3 Hubungan Kepercayaan terhadap Keputusan Pembelian.............. 35
2.7 Kerangka Konseptual..........cccocvieeiieniieiiienieeieesieeee e 37
3. BAB III METODE PENELITIAN.....cccceectnsinsinsunssessanssasssessassssssssssasssasssesss 39
3.1 Ruang Lingkup Penelitian............cccceevieniiiniieniieiieeieeeeeee e 39
3.2 Populasi dan Sampel..........cccooriiiiiiiiiiiiiee e 39
3.2.1 POPUIAST..cccuiiiiiiciiieieceeeee et e 39
3.2.2 SAMPEL.cniiiiiiiiiieee e 40
3.2.3 Teknik Pengambilan Sampel..........c.ccccceevieriiiiiieniieieeieceeene 40
3.3 Metode Pengumpulan Data............cccoeeiiiiiiiniiiiiiiicec e 40
3.4 Jenis dan Definisi Operasional Variabel............ccccccvevieniiiiniencieeneenen. 41
3.4.1 Jenis Variabel........ccccooouiiiiiiiiiiiieiee e 41
3.4.2 Definisi Operasional..........c.cccveriieriieniiieniienieeieeeieeieeeveeeee e ens 42

3.4.3 Teknik Pnegumpulan Data...........ccccovviiiiiiniiiiiiiiieeiceeee 44



3.4.4 Uji Kualiditas Data.........cccccooveriiiiniiniiiinicneccececeseee e 45

3.4.4.1 Uji Validitas......ccoeeeveeoiienieeiienie e 45

3.4.4.2 Uji Reliabilitas.....c.c.coeevieriiniiniiniinieciceicseceeeceeeeeee 45

3.4.5 Uji Asumsi KIaSiK.......ccoooviieviieniiiiienieeitecieeeeee e 46

3.4.5.1 Uji Normalitas.......ccocveveerueeiiinieninienienieeieneenie e 46

3.4.5.2 Uji Multikolinearitas...........ccceeevrerierieenienieeiiesie e 46

3.4.5.3 Uji Heteroskedastisitas...........ccoceeceereenierieneenienicneenennenn 47

3.4.6 Uji HIPOLESIS..c.ueeeiieriieeiieiieeieeeie et eeite ettt eteesae b e seveesaeseneens 47

3.4.6.1 Uji Parsial (Ujit).eeeoiriinieiinienieiicnececcseeeeeeseceee 47

3.4.6.2 Uji SIimutan (UJi £ )eceeeoeeieniienieeceeeeeeee e 48

3.4.6.3 Koefisien Determinasi ( Adjusted R? )......ccceeiieiiininnnn. 49

3.4.6.4 Analisis Regresi Linear Berganda.............cccceeeuienienieennnnn. 49

4. BAB IV HASIL PENELITIAN DAN PEMBAHSAN.....ccccceeessensanssarsnenes 51

4.1 Analisis Deskriptif Responden...........cccocceeviieviieniiiinieniieiienie e 51

4.2 UjJi ValidItas.....cc.ooeiriiiiriinieieeeeeeeese ettt 55

4.3 Uji RelIabelitas........ccocveeiiiieiieiieeiieiee et 57

4.4 Uji Asumsi KIasiK.....coooouiriiniiiiniiiiiicccceeceeeee e 58

4.4.1 Uji NOrmalitas.......ccccceveevuieriieiiienieeieesieeieesiee e esreeeve e sveeneees 58

4.4.2 Uji Multikolinearitas. ..........coceevuerierieniniiinienenieseeieeecseeie e 59

4.4.3 Uji HeteroskedastiSitas........covereeriierienieeniienieeieeeve e 59

4.5 UjJT HIPOTESIS...euveiiiiiiiiriieieeteetesteee sttt ettt 60

A.5.1 UJE Tttt et 61

4.5.2 UJEF oot 61

4.6 Uji Analisis Kuantitatif...........cccoccoeviiiiiiiniiiiiieeccce e 62

4.6.1 Koefisien Determinasi.........ccccueeeueerieeiiienieeiiienieeiie e eieesie e 62

4.6.2 Analisis Regresi Linear Berganda............cccccoevviiiiiiniieiienieennn, 64

4.7 PembahSan. ........cooiiiiiiiiiiieieee e 65

5. BAB V PENUTUP......uucuiiiiiiiuicsnisesssisssisssssesssissssssesssessssssssssssssssssssssssass 68

5.1 KeSIMPUIAN......oiiiiiiiiiiecie et e e ens 68

5.2 SATAN....eiiiiiieitee ettt st et 68
DAFTAR PUSTAKA

LAMPIRAN



DAFTAR GAMBAR

Gambar 1.1 Pengunjung Situs Shopee Terbesar di Indonesia...........cc.cceceevueneene. 2

Gambar 1.2 Minat E-Commerce Berdasarkan Gender...........c.ccoceveeiinienennnene. 7

Gambar 2.1 Proses Bisnis Marketplace................cccccccoovoiiiiiiiiiiiiiiiiieieen, 15
Gambar 2.2 Model Lima Tahap Proses Keputusan Pembelian...............c.cc...... 17
Gambar 2.3 kerangka Konseptual.........cccoccoeviiniininiiniiniiiieeceeecee 37
Gambar 4.1 Grafik Proporsi Berdasarkan Gender.............ccccceevveriienienirenennne. 51
Gambar 4.2 Grafik Proporsi Berdasarkan Umur...........cccceevverieenienciieiecieene. 52
Gambar 4.3 Grafik Proporsi Berdasarkan Pekerjaan/Status..........ccccoocvevveienene. 53

Gambar 4.4 Grafik Proporsi Berdasarkan Identitas Pembelian

Melalui
Marketplace SHOPEe................ccoocuiiiiiiiiiiiie e 54
Gambar 4.5 Norma Propability PIOt..........cccooiniiiiiiiniiiceeeccce 57

Gambar 4.6 Hasil Uji Heteroskedastisitas..............cooeiiiiiiiiiiiiiiiiiiiiiaan, 59



DARTAR TABEL

Tabel 1.1 Data Survey Awal........ccccocivieniiiiniiiinieneeeeeeee e 5
Tabel 1.2 Data survey AWal .......cccovviieiiiiiiieiieeie e 7
Tabel 2.1 Penelitian Terdahulu.............ccccooiiiiiiiiniiiiieeeee e 29

Tabel 2.2 Ringkasan Penelitian Terdahulu Online Review

terhadap KeputusanPembelian.............cccoeveiiviiiiiieniieniieiecieeeece e 32

Tabel 2.3 Ringkasan Penelitian Terdahulu Rating terhadap

Keputusan Pembelianpada Marketplace Shopee.................ccccovevvivcvviviininnnnn, 34

Tabel 2.4 Ringkasan Penelitian Terdahulu Kepercayaan

terhadap KeputusanPembelian pada Marketplace Shopee...........cccccveveveeennenn. 36
Tabel 3.1 Penilaian Skala LiKer.........ccccoeiiiiiiiiiiiiiiiiiee e 40
Tabel 4.1 Karakteristik Responden Berdasarkan Gender..............cccccoveevrennnnee. 50
Tabel 4.2 Karakteristik Responden Berdasarkan Umur............cccccecvveiienveennennne. 52
Tabel 4.3 Karakteristik Responden Berdasarkan Pekerjaan/Status...................... 53

Tabel 4.4 Karakteristik Responden Berdasarkan Pembelian

melalui MarketplaceShopee.................cccccoioiiiiiiiiiiiiiiiieieee e 54
Tabel 4.5 Hasil Uji Validitas........ccceoieveriiniiniiiinicnenicsececeseee e 55
Tabel 4.6 Hasil Uji Reliabelitas..........cccccveeviieniieiiieniieieeiccieeeece e 56
Tabel 4.7 Hasil Uji Multikolin@aritas...........ccccecueevuierieeiiienieenieeeie e eiee s 58
Tabel 4.8 Hasil Uji T..ocveeiiieiiieiiecieceeee ettt 60
Tabel 4.9 Hasil Uji Fu..ooouiiiiieeeeee e 61

Tabel 4.10 Hasil Uji Koefisien Determinasi..........cocceeeevereenenieneeneniieneencnnns 62



Tabel 4.11 Hasil Uji Regresi Linear Berganda



	SKRIPSI
	Disusun Oleh :
	PROGRAM STUDI MANAJEMEN FAKULTAS EKONOMI DAN BISNI
	(Studi kasus pada pengguna Shopee di Kecamatan Kap
	Prodi Manajemen, Fakultas Ekonomi dan Bisnis, Univ
	Abstrak
	Elma Fionaˡ, Zeshasina Rosha²
	Abstract
	DAFTAR GAMBAR
	DARTAR TABEL

