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ABSTRAK 

 

 

 

Penelitian ini bertujuan untuk mengkaji pengaruh Online Customer Review dan 

Brand Image terhadap Keputusan Pembelian serta dampaknya melalui Brand Trust 

sebagai variabel mediasi pada produk Ballerbro di platform Shopee (Studi kasus 

pada konsumen Ballerbro di Bekasi). Data dikumpulkan melalui kuesioner yang 

disebarkan kepada 100 responden yang merupakan konsumen produk Ballerbro di 

wilayah Bekasi. Pengambilan sampel dilakukan dengan menggunakan metode non-

probability sampling dengan rumus Paul Leedy, sementara analisis data 

menggunakan SEM (Structural Equation Modeling) dengan bantuan software 

SmartPLS versi 4.1.1.7 Hasil penelitian menunjukkan bahwa: 1) Online Customer 

Review berpengaruh positif namun tidak signifikan terhadap Keputusan Pembelian 

produk Ballerbro di Shopee, 2) Brand Image berpengaruh positif dan signifikan 

terhadap Keputusan Pembelian produk Ballerbro di Shopee, 3) Online Customer 

Review berpengaruh positif dan signifikan terhadap Brand Trust produk Ballerbro 

di Shopee, 4) Brand Image berpengaruh positif dan signifikan terhadap Brand Trust 

produk Ballerbro di Shopee, 5) Brand Trust berpengaruh positif dan signifikan 

terhadap Keputusan Pembelian produk Ballerbro di Shopee, 6) Brand Trust tidak 

mampu memediasi secara signifikan pengaruh Online Customer Review terhadap 

Keputusan Pembelian produk Ballerbro di Shopee, dan 7) Brand Trust mampu 

memediasi secara signifikan pengaruh Brand Image terhadap Keputusan Pembelian 

produk Ballerbro di Shopee. 

 

Kata Kunci: Online Customer Review, Brand Image, Brand Trust, Keputusan 

Pembelian. 
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ABSTRACT 

 

 

 

This research aims to examine the influence of Online Customer Review and Brand 

Image on Purchase Decisions, as well as the impact through Brand Trust as a 

mediating variable on Ballerbro products on the Shopee platform (A case study on 

Ballerbro consumers in Bekasi). Data were collected through questionnaires 

distributed to 100 respondents who are consumers of Ballerbro products in the 

Bekasi area. Sampling was conducted using a non-probability sampling method 

with the Paul Leedy formula, while data analysis utilized SEM (Structural Equation 

Modeling) assisted by SmartPLS software version 4.1.1.7. The results showed that: 

1) Online Customer Review has a positive but non-significant effect on the 

Purchase Decision of Ballerbro products on Shopee, 2) Brand Image has a positive 

and significant effect on the Purchase Decision of Ballerbro products on Shopee, 

3) Online Customer Review has a positive and significant effect on Brand Trust of 

Ballerbro products on Shopee, 4) Brand Image has a positive and significant effect 

on Brand Trust of Ballerbro products on Shopee, 5) Brand Trust has a positive and 

significant effect on the Purchase Decision of Ballerbro products on Shopee, 6) 

Brand Trust is not able to significantly mediate the influence of Online Customer 

Review on the Purchase Decision of Ballerbro products on Shopee, and 7) Brand 

Trust is able to significantly mediate the influence of Brand Image on the Purchase 

Decision of Ballerbro products on Shopee. 

 

Keywords: Online Customer Review, Brand Image, Brand Trust, Purchase 

Decision. 
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