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Abstract: This study aims to determine the effect of Online Customer Review, EService 

Quality, Trust and Word of Mouth on Purchasing Decisions. The object of this study was 

students of the Faculty of Economics and Business, Pancasila University as consumers who 

had made purchases on the Shopee marketplace. The sampling technique used was Purposive 

Sampling with a sample size of 100 respondents from students of the Faculty of Economics 

and Business, Pancasila University as consumers who use Shopee. The data collection 

technique used a questionnaire distributed via Google Form to consumers of the Shopee 

marketplace at the Faculty of Economics and Business, Pancasila University. Data processing 

using IBM SPSS 25.0. Based on the results of the study, it shows that Online Customer Review 

has a positive and significant effect on Purchasing Decisions, E-Service Quality has a positive 

and significant effect on Purchasing Decisions, Trust has a positive and significant effect on 

Purchasing Decisions, Word of Mouth has a positive and significant effect on Purchasing 

Decisions and simultaneously the variables Online Customer Review, E-Service Quality, Trust 

and Word of Mouth have a positive and significant effect on Purchasing Decisions. 

 

Keyword: Online Customer Review, E-Service Quality, Trust, Word of Mouth, Purchase 

Decisions 

 

 

INTRODUCTION 

In Indonesia itself, the intensity of internet users is quite high, with a population 

reaching 8 billion people, 64.5% or around 150 billion people are internet users. and 4.88 billion 

people are active on social media. The use of devices is one of the means of accessing the 

internet, around 60% of the population of Indonesia uses mobile phones, especially 

smartphones to access the internet, this shows that more than half of the population in Indonesia 

are internet users who access the internet via smartphones. With the increasing number of 
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internet and smartphone users, especially in Indonesia, many activities or things can be done 

online or in a network, including activities that can be done online are buying and selling.  

Akbar  dan  Alam  (2020)  stated that e-commerce is a business process using electronic 

technology that connects consumers and the public in the form of exchanging goods, services 

and electronic information. In addition, changes in consumer needs and technological advances 

have also led people to prefer shopping through marketplace applications. This is due to the 

ease and speed of internet access provided. Various marketplace application sites such as 

Shopee, Lazada, Tokopedia, BukaLapak, JD.ID, Blibli.com, Zalora, and others have gained 

many fans. According to Dewa & Setyohadi (2017), Marketplace is a buying and selling 

platform that facilitates transactions between sellers and buyers. Among the various 

marketplace platforms in Indonesia, Shopee is one of the most prominent.. 

In 2023, Shopee managed to record 166.9 million visitors per month, while Tokopedia 

reached 107 million visitors, and Lazada with 74 million visitors. This information shows that 

Shopee remains the most visited in terms of frequency of visits in the e-commerce world in 

2023, indicating an increase in consumer interest in the platform.  

Shopee is the first mobile marketplace for consumer-to-consumer (C2C) that is safe, 

fun, easy, and practical in buying and selling. Shopee is one of the online buying and selling 

sites that has made changes to attract customers to make more transactions through the site. 

Shopee focuses more on the mobile platform so that people can more easily search, shop, and 

sell directly using only a cellphone. The ease of online shopping has created a significant 

impact, including increased competition between companies. To stay competitive in this 

business, companies must have advantages that can convince consumers to choose their 

products. According to Yusuf (2021) A purchasing decision is a thought process in which an 

individual evaluates various options and makes a choice on a product from among many 

choices. 

The Shopee e-commerce platform is now facing a lot of competition with the emergence 

of many e-commerce. Psychologically, consumers when they are going to shop first look at 

reviews from previous buyers. Therefore, Shopee must set a strategy that is not only in terms 

of quality but with a special strategy that pays attention to aspects to add value to brands and 

service products in the eyes of consumers. There are problems with trust such as product 

inconsistencies with the images listed, or delayed delivery and so on. This phenomenon affects 

consumer purchasing decisions on the Shopee marketplace. This study aims to analyze the 

influence of online customer reviews, e-service quality, trust and word of mouth simultaneously 

on purchasing decisions. The analysis was carried out partially on each variable and was carried 

out simultaneously. 

 

METHOD 

Based on the research objectives that have been set, the type of research that will be used 

is quantitative research using a questionnaire method. The variables used consist of online 

customer reviews, e-service quality, trust, word of mouth and purchasing decisions. The sample 

used was 100 respondents from students of the Faculty of Economics and Business, Pancasila 

University who had shopped online on the Shopee marketplace platform. Data collection 

techniques used library research and questionnaires. The research object used is the influence 

of online customer reviews, e-service quality, trust, and word of mouth (wom) on purchasing 

decisions on the Shopee marketplace among students of the Faculty of Economics and Business, 

Pancasila University, Class of 2020-2022. 

 

RESULT AND DISCUSSION 

Results 
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According to Assauri (2013) Marketing management is an activity of analyzing, 

planning, implementing, and controlling programs created to form, build, and maintain benefits 

from exchanges through target markets in order to achieve company goals in the long term. 

Marketers (producers) who understand consumer behavior will be able to predict how 

consumers tend to react to the information they receive, so that marketers (producers) can 

develop appropriate marketing strategies, (Sumarwan, 2014). 

According to Kotler & Amstrong (2023), purchasing decision is a purchasing response 

to product selection decisions, brand selection, channel selection, purchase timing, and purchase 

amount to decide on a purchase. According to Saskiana (2021), Online customer reviews are a 

feature that makes it easier for potential buyers and purchasers to make decisions about 

purchasing a product. According to Prisanti dkk (2016) E-Service quality is a method used to 

measure the level of customer satisfaction of an internet-based service provider which includes 

shopping and delivery of products or services. According to Sativa & Astuti (2016) Trust is 

important because logically consumers have a higher level of risk perception than non-online 

transactions in terms of delivery, payment, and personal information they trust. According to 

Kotler & Keller (2007) Word of mouth (WoM) or word of mouth communication is a 

communication process in the form of providing recommendations, either individually or in 

groups, regarding a product or service with the aim of providing personal information. 

 

Descriptive Analysis 

Based on the results of the study, the respondents' responses regarding Shopee users 

among students of the Faculty of Economics and Business, Pancasila University were 

dominated by women with a total of 66 respondents and a percentage of 34%. In addition, the 

S1 Management Study Program with a total of 63 respondents with a percentage of 63%, and 

S1 Accounting with a total of 23 respondents with 88 percentages of 23%, and D3 Taxation 

with a total of 7 respondents with a percentage of 7%, and for D3 Accounting with a total of 7 

respondents with a percentage of 7%. So that the results can be concluded that Shopee users 

among students of the Faculty of Economics and Business, Pancasila University are dominated 

by S1 Management with a total of 63 respondents with 63%. While Shopee users among 

students of the Faculty of Economics and Business, Pancasila University are dominated by 

more than 3 times with a total of 45 respondents with a percentage of 45%. Based on the results 

of respondents, the variables of online customer review, e-service quality, trust, word of mouth, 

and purchasing decisions obtained an average total score of 4.46, 4.39, 4.47, 4.26, and 4.37, 

which means that the interpretation value is classified as very good. 

 

Linear Regression Analysis  

 
Table 1. Multiple Linear Regression Test Results 

 
Source: (SPSS 25, Processed by Researchers, 2023) 

 

Based on the research results, the following conclusions can be drawn: 
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1) Constant of 1.907, this shows a constant value, where if the variables online customer 

review, e-service quality, trust, and word of mouth = 0, then the Purchase Decision is = 

1.907. 

2) The coefficient value of online customer review is 0.530, meaning that if it increases by 

1% assuming online customer review and constant 0, then Y will increase by 0.530. 

3) The coefficient value of e-service quality is 0.329, meaning that if it increases by 1% 

assuming e-service quality and constant 0, then Y will increase by 0.329. 

4) The coefficient value of trust is 0.638, meaning that if it increases by 1% assuming trust 

and constant 0, then Y will increase by 0.638. 

5) The coefficient value of word of mouth is 0.209, meaning that if it increases by 1% 

assuming word of mouth and constant 0, then Y will increase. 

 

Analysis of the Determination Coefficient (R2) 

 
Table 2. Results of the Determination Coefficient Test 

 
Source: (SPSS 25, Processed by Researchers, 2023) 

 

Based on the results of the determination coefficient test, it shows that the Adjusted R 

Square value is 0.896, which means that the variables online customer review, e-service 

quality, trust, and word of mouth influence purchasing decisions by 89.6%, while 10.4% is 

influenced by other factors outside the model. 

 

T Test 

 
Table 3. T-Test Results 

 
Source: (SPSS 25, Processed by Researchers, 2023) 

 

Based on the research results, the following conclusions can be drawn:  

1) Testing the Online Customer Review Variable on Purchasing Decisions (H1) The online 

customer review variable has a t-value of 4.926 or greater than the t table of 1.661 and a 

significance value of 0.000 < 0.05 so it can be concluded that the online customer review 

variable has a positive effect on purchasing decisions on the Shopee Marketplace. 

2) Testing the E-Service Quality Variable on Purchasing Decisions (H2) The e-service quality 

variable has a t-value of 6.845 or greater than the t table of 1.661 and a significance value of 

0.000 < 0.05 so it can be concluded that the e-service quality variable has a positive effect 

on purchasing decisions on the Shopee Marketplace. 

3) Testing the Trust Variable on Purchasing Decisions (H3) The trust variable has a t-value of 

6.512 or greater than the t table of 1.661 and a significance value of 0.000 > 0.05 so it can 
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be concluded that the trust variable has a positive effect on purchasing decisions on the 

Shopee Marketplace. 

4) Testing the Word of Mouth Variable on Purchasing Decisions (H4) The word of mouth 

variable has a calculated t value of 3.075 or greater than the t table of 1.661 and a significance 

value of 0.003 > 0.05 so it can be concluded that the word of mouth variable has a positive 

effect on purchasing decisions on the Shopee Marketplace. 

 

F Test 
Table 4. F Test Results 

 
Source: (SPSS 25, Processed by Researchers, 2023) 

 

Based on the results of the study, it is known that simultaneously independent variables 

consisting of online customer reviews, e-service quality, trust, word of mouth have F count = 

215.258> F table = 2.47 while the significant value of 0.000 is smaller than 0.05. So it can be 

concluded that H0 is rejected and Ha is accepted, meaning that there is a significant positive 

influence between the variables of online customer reviews, e-service quality, trust, and word 

of mouth on purchasing decisions on the Shopee Marketplace. 

 

Discussion 

1. The Influence of Online Customer Reviews on Purchasing Decisions on the Shopee 

Marketplace 

Based on the results of partial hypothesis testing, it can be seen that the t-value of the 

online customer review variable (X1) is 4.926 while the t table is 1.661 and the significance 

value is 0.000. Therefore, t count> t table and sig value <0.05 then H0 is rejected and H1 is 

accepted. This means that online customer reviews have a significant effect on purchasing 

decisions on the Shopee Marketplace at the Faculty of Economics and Business, Pancasila 

University. Then, for each contribution from the online customer review dimension to the 

Purchasing Decision is 0.530. 

 

2. The Influence of E-Service Quality on Purchasing Decisions on the Shopee 

Marketplace 

Based on the results of partial hypothesis testing, it can be seen that the t-value of the e-

service quality variable (X2) is 6.845 while the t table is 1.661 and the significance value is 

0.000. Therefore, t count> t table and sig value <0.05 then H0 is rejected and H1 is accepted. 

So it can be concluded that the e-service quality variable has a positive and significant effect 

partially on purchasing decisions on the Shopee marketplace at the Faculty of Economics and 

Business, Pancasila University. Then, for each contribution from the e-service Quality 

dimension to the Purchasing Decision is 0.329. 

 

3. The Influence of Trust on Purchasing Decisions on the Shopee Marketplace 

Based on the results of partial hypothesis testing, it can be seen that the t-value of the 

trust variable (X3) is 6.512 while the t table is 1.661 and the significance value is 0.000. 

Therefore, t count> t table and sig value <0.05 then H0 is rejected and H1 is accepted. So it can 
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be concluded that the trust variable has a positive and significant effect partially on purchasing 

decisions on the Shopee marketplace at the Faculty of Economics and Business, Pancasila 

University. Then, for each contribution of the trust dimension to purchasing decisions is 0.638. 

Based on the results of this study, it is in accordance with previous research conducted 

by Fitrah and Ratnasari in 2022 entitled "The Effect of Service Quality and Trust on Online 

Purchasing Decisions at Shopee" which states that trust has a positive and significant effect on 

purchasing decisions on the Shopee marketplace. In addition, it is also relevant to previous 

research conducted by Nugroho et al. in 2021 with the title "The Influence of Trust and Online 

Service Quality (e-service Quality) on Bukalapak Online Shop Purchasing Decisions" which 

shows that the trust variable has a positive and significant effect on purchasing decisions. 

 

4. The Influence of Word of Mouth on Purchasing Decisions on the Shopee 

Marketplace 

Based on the results of partial hypothesis testing, it can be seen that the t-value of the 

word of mouth variable (X4) is 3.075 while the t table is 1.661 and the significance value is 

0.003. Therefore, t count> t table and sig value <0.05 then H0 is rejected and H1 is accepted. 

So it can be concluded that the word of mouth variable has a positive and significant effect 

partially on purchasing decisions on the Shopee marketplace at the Faculty of Economics and 

Business, Pancasila University. Then, for each contribution from the word of mouth dimension 

to purchasing decisions is 0.209. 

 

5. Online Customer Review, E-Service Quality, Trust and Word of Mouth on Purchasing 

Decisions on the Shopee Marketplace  

Based on the results of simultaneous hypothesis testing, it can be seen that the calculated 

f value is 215.258 with an f table value of 2.47 and a significance value of 0.000. Therefore, the 

calculated f> f table and the sig. value <0.05 then H0 is rejected and H1 is accepted. Which can 

be concluded that online customer reviews, e-service quality, trust and word of mouth have a 

positive and significant effect simultaneously on purchasing decisions on the Shopee 

marketplace at the Faculty of Economics and Business, Pancasila University. 

The author has not found any previous researchers who have studied the simultaneous 

influence between online customer reviews, e-service quality, trust and word of mouth on 

purchasing decisions. Based on the research that the author found, the researcher conducted by 

Maharani in 2021 entitled "Consumer response to EService quality, online customer reviews, 

and e-trust on purchasing decisions on the Shopee application" tested variables X1 and X2 

simultaneously, the results stated that there is a positive, strong and significant influence 

between online customer reviews and e-service quality on Purchasing Decisions on the Shopee 

application, then variables X3 and X4 were tested based on research conducted by Barlin et al. 

(2022) entitled "The Influence of Product Quality, Word of Mouth and Trust on Purchasing 

Decisions (Survey on 118 Wardah Cosmetic Consumers at Muara Cosmetic & Parfume) the 

results are product quality, word of mouth and Trust simultaneously have a significant influence 

on purchasing decisions. Based on this explanation, the novelty of this study is to marry the 4 

variables on purchasing decisions. It can be concluded that online customer reviews, e-service 

quality, trust, and word of mouth have a positive effect simultaneously on purchasing decisions. 

Based on the Adjusted R Square value, it is 0.896 or in other words, 89.6% of purchasing 

decisions on the Shopee marketplace at the Faculty of Economics and Business, Pancasila 

University are influenced by the variables of online customer reviews, e-service quality, trust 

and word of mouth. If the Adjusted R Square value is closer to 1, the better the regression 

model. While 10.4% is influenced by other factors besides the variables of online customer 

reviews, e-service quality, trust and word of mouth. These other factors can be promotions, 

Influencer Marketing, price, content marketing, risk perception, product variations and so on. 
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CONCLUSION 

Based on the results of data analysis and testing of research data that has been carried 

out, the following conclusions can be drawn: 

1) The test results show that the online customer review variable has a significant influence on 

purchasing decisions on the Shopee marketplace at the Faculty of Economics and Business, 

Pancasila University. It can be interpreted that the customer reviews obtained by consumers 

when shopping on the Shopee e-commerce are positive, thus fostering the intention to make 

a purchase. It can be concluded that this first hypothesis is proven based on the analysis 

obtained by the researcher. 

2) The test results show that e-service quality has a significant influence on decisions on the 

Shopee marketplace at the Faculty of Economics and Business, Pancasila University. It can 

be interpreted that e-service quality influences consumers in making decisions to buy. 

Basically, the good and bad service quality in a company will be one of the considerations 

for consumers in the future whether to make a purchase or not. It can be concluded that the 

second hypothesis is proven based on the results of the analysis obtained by the researcher. 

3) The test results show that trust has a significant influence on decisions on the Shopee 

marketplace at the Faculty of Economics and Business, Pancasila University. It can be 

concluded that the third hypothesis is proven based on the results of the analysis obtained 

by the researcher. 

4) The test results show that word of mouth has a significant influence on decisions on the 

Shopee marketplace at the Faculty of Economics and Business, Pancasila University. It can 

be interpreted that through word of mouth, consumers can always dig up information about 

a desired product before making a purchase. The better the word of mouth that is conveyed, 

the greater the possibility of customers making a purchase. It can be concluded that the third 

hypothesis is proven based on the results of the analysis obtained by the researcher. 

5) Simultaneously, the variables online customer review, e-service quality, trust and word of 

mouth have a positive and significant effect on purchasing decisions on the Shopee 

marketplace at the Faculty of Economics and Business, Pancasila University. It can be 

concluded that this fourth hypothesis is proven based on the results of the analysis obtained 

by the researcher. 
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