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ABSTRAK

Rezky Makobul Gaus (2017410165), Judul : “PENGARUH RATING
CUSTOMER SHOPEE DAN MEDIA SOSIAL INSTAGRAM TERHADAP
KEPERCAYAAN KONSUMEN DAN DAMPAKNYA PADA KEPUTUSAN

PEMBELIAN DI TRUST COFFEE BANDUNG”

Bidang llmu: Manajemen Pemasaran, di bawah bimbingan Dr.Fisar Nova.

Penelitian ini bertujuan untuk mengetahui pengaruh online customer rating dan
media sosial terhadap kepercayaan konsumen dan dampaknya pada keputusan
pembelian di Trust Coffee Bandung dengan sebagai variabel intervening.
Penelitian ini dilakukan dengan metode kuantitatif. Pengumpulan data dilakukan
melalui kuesioner yang disebarkan pada konsumen customer store Trust Coffee
Bandung yang berdomisili di Jakata Timur. Sampel pada penelitian ini sebanyak
100 responden dengan teknik insidental sampling. Analisis data pada penelitian ini
meliputi uji instrument, uji asumsi klasik, uji statistik dan uji analisis jalur(path
analysis) yang diolah dengan alat bantu berupa program aplikasi Statistical
Package for Social Sciences (SPSS) versi 25.

Berdasarkan hasil analisis penelitian yang dilakukan menunjukkan bahwa
secara parsial (uji t) online customer rating berpengaruh positif signifikan terhadap
kepercayaan Konsumen terlihat dari hasil perhitungan t hitung 4,413 > t tabel =
1,66105 dan nilai signifikan 0,000 < a =0,05 yang artinya ho di tolak maka hasilnya
berepengaruh signfikan dan hasil dari media sosial berpengaruh positif signifikan
terhadap kepercayaan konsumen dari hasil t hitung = 6,073 > t tabel 1,66105
dan nilai signifikansi 0,000 < a = 0,05yang artinya ho di tolak maka hasilnya
berpengaruh signifikan. Kemudian online customer rating berpengaruh tidak
positif signifikan terhadap keputusan pembelian dari hasil t hitung = -1,794 < t
tabel = 1.66105 dan nilai signifikansi = 0,076 > a = 0,05 yang artinya ho
diterima maka hasilnya tidak berpengaruh signifikan dan media sosial
berpengaruh tidak positif signifikan terhadap keputusan pembelian dari hasil t
hitung 1,155 < 1,66105 dan nilai signifikansi 0,251 > a = 0,05 yang artinya ho
diterima maka hasilnya berpengaruh tidak signifikan. Berdasarkan uji F f hitung
53,007 > 2,467 dan nilai signifikansi 0,000 < 0,05 maka dapat disimpulkan bahwa
online customer rating, media sosial, kepercayaan konsumen secara simultan
memiliki pengaruh terhadap keputusan pembelian.

Kata Kunci : Online Customer Rating,dan Media Sosial Kepercayaan Konsumen
dan Keputusan Pembelian



ABSTRACT

Rezky Makobul Gaus (2017410165), Title : THE EFFECT OF SHOPEE
CUSTOMER RATING AND INSTAGRAM SOCIAL MEDIA ON CONSUMER
TRUST AND THE IMPACT OF PURCHASE DECISIONS AT TRUST
COFFEE BANDUNG.

Field of Science: Marketing Management, under the guidance of Dr.Fisar Nova.

This study aims to determine the effect of online customer rating and social
mediaon consumer trust and their impact on purchasing decisions at the Trust
Coffee Bandung store as an intervening variable. This research was conducted with
guantitative methods. Data was collected through questionnaires distributed to
customers of the Trust Coffee Bandung customer store who are domiciled in East
Jakarta. The sample in this study was 100 respondents with incidental sampling
technique. Data analysis in this study includes instrument testing, classical
assumption test, statistical test and path analysis test which is processed with a tool
in the form of application program Statistical Package for Social Sciences (SPSS)
version 25.

Based on the results of the analysis of the research conducted,it shows that
partially (t test) online customer rating has a significant positive effect on consumer
trust as seen from the results of the calculation t count 4,413 >t table = 1.66105
and a significant value of 0.000 < a = 0.0 5 which means that ho is rejected, the
results have a significant effect and the results of social media have a significant
positive effect on consumer confidence from the results of t count = 6,073 > t table
1.66105 and a significance value of 0.000 < a = 0.05, which means that ho is
rejected, the results have a significant effect. Then online customer rating has no
significant positive effect on purchasing decisions fromthe results of t count = -
1,794 < ttable = 1.66105 and significance value = 0.076 > a = 0.05 which means
that ho is accepted, the results have no significant effect and social media have no
significant positive effect on decisions the purchase ofthe results of t count 1,155
> 1.66105 and a significance value of 0.251 < a = 0.05, which means that ho is
accepted, the results have no significant effect. Based on the F test count 53,007 >
2,467 and a significance value of 0.000 < 0.05, it canbe concluded that online
customer rating, social media, and consumer trust simultaneously have an
influence on purchasing decisions.
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