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PENGARUH ONLINE CUSTOMER REVIEW, KEPERCAYAAN DAN 
PERSEPSI HARGA TERHADAP KEPUTUSAN PEMBELIAN PRODUK DI 

SHOPEE PADA MASA PANDEMIK COVID-19 

(STUDI KASUS PADA PELANGGAN SHOPEE DI KALANGAN 
MAHASISWA STEI RAWAMANGUN) 

ABSTRAK  

Tujuan penelitian ini adalah untuk mengetahui pengaruh online customer 
review, kepercayaan dan persepsi harga terhadap keputusan pembelian produk di 
Shopee pada masa Pandemik COVID-19.  

Populasi dalam penelitian ini pelanggan Shopee di kalangan mahasiswa STEI 
Rawamangun. Penelitian ini menggunakan analisis kuantitatif. Pengumpulan data 
dengan menggunakan kuesioner sebanyak 250 orang dari jumlah populasi 3.571 
mahasiswa aktif STEI Rawamangun. Teknik pengambilan sampel digunakan adalah 
dengan teknik purposive sampling. Teknik pengujian data yang digunakan dalam 
penelitian ini meliputi uji validitas dan uji realibilitas. Uji hipotesis dan koefisien 
determinasi untuk menguji dan membuktikan hipotesis penelitian dengan bantuan 
program Eviews versi 10.0.  

          Hasil penelitian ini membuktikan bahwa variabel Online Customer Review 
berpengaruh terhadap Keputusan pembelian, variabel kepercayaan berpengaruh 
terhadap Keputusan pembelian dan variabel Persepsi harga berpengaruh terhadap 
Keputusan pembelian. Selanjutnya secara bersama-sama variabel Online Customer 
Review, Kepercayaan dan Persepsi harga berpengaruh terhadap Keputusan pembelian. 
Temuan Penelitian ini bermanfaat untuk Shopee agar senantiasa memberikan 
pelayanan terbaik pada para pelanggannya, dengan demikian diharapkan para 
pelanggan tersebut akan menjadi pelanggan yang loyal dan dapat melakukan 
pembelian ulang pada Shopee.   

Kata Kunci: Online Customer Review, Kepercayaan, Persepsi Harga, dan 
Keputusan Pembelian 
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THE INFLUENCE OF ONLINE CUSTOMER REVIEWS, TRUST AND PRICE 
PERCEPTION ON PRODUCT PURCHASE DECISIONS ON SHOPEE IN THE 

COVID-19 PANDEMIC PERIOD. 

(CASE STUDY ON SHOPEE CUSTOMERS IN STEI RAWAMANGUN 
STUDENTS) 

  

ABSTRACT 

         The purpose of this study was to determine the influence of online customers, 
trust and price perceptions on purchasing decisions for Shopee products during the 
COVID-19 pandemic. 

         The population in this study were Shopee customers among STEI Rawamangun 
students. This research uses quantitative analysis. Data collection using a 
questionnaire as many as 250 people from a total population of 3,571 active students 
of STEI Rawamangun. The sampling technique used was purposive sampling 
technique. The data testing technique used in this research includes validity and 
reliability tests. Hypothesis testing and determination coefficient to test and prove the 
research hypothesis with the help of the Eviews program version 10.0. 
 
          The results of this study prove that the Online Customer Review variable has an 
effect on purchasing decisions, the trust variable that affects the purchase decision 
and the price perception variable affects the purchasing decision. Furthermore, online 
customer review, trust and price perceptions together have an effect on purchasing 
decisions. The findings of this study are useful for Shopee to always provide the best 
service to its customers, thus it is hoped that these customers will become loyal 
customers and be able to make repeat purchases at Shopee. 

Keywords: Online Customer Reviews, Trust, Price Perception, and Buying 
decision 
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