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ABSTRAK

PENGARUH ONLINE CUSTOMER REVIEW, ONLINE CUSTOMER 
RATING, DAN GRATIS ONGKIR TERHADAP KEPUTUSAN 

PEMBELIAN MARKETPLACE TIKTOK SHOP

Oleh : 

Muhammad Irfan Saputra 

NPM 213402516381 

Tugas Akhir dibawah bimbingan Prof. Dr. Edi Sugiono, S.T., S.E., M.M. 

Penelitian ini bertujuan untuk menganalisis pengaruh Online Customer 
Review, Online Customer Rating, dan Gratis Ongkir terhadap Keputusan 
Pembelian di marketplace TikTok Shop. Studi kasus dilakukan pada mahasiswa 
FEB UNAS Angkatan 21. Latar belakang penelitian ini didasari oleh pesatnya 
pertumbuhan pengguna internet di Indonesia, yang mendorong pergeseran perilaku 
belanja masyarakat dari konvensional ke online. TikTok Shop, sebagai marketplace 
yang relatif baru. Penelitian ini menggunakan pendekatan kuantitatif dengan 
metode survei. Data dikumpulkan melalui kuesioner yang disebarkan kepada 
mahasiswa FEB UNAS Angkatan 21 yang pernah berbelanja di TikTok Shop. 
Analisis data dilakukan dengan menggunakan teknik regresi linear berganda untuk 
menguji pengaruh variabel independen terhadap variabel dependen. Hasil 
penelitian ini menunjukan bahwa Online Customer Review, Online Customer 
Rating, dan Gratis Ongkir  secara signifikan berpengaruh positif terhadap 
Keputusan Pembelian pada mahasiswa/i FEB Universitas Nasional Angkatan 21.

Kata Kunci : Online Customer Review, Online Customer Rating, Gratis Ongkir, 
Keputusan Pembelian.
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ABSTRACT

THE EFFECT OF ONLINE CUSTOMER REVIEW, ONLINE CUSTOMER 
RATING, AND FREE SHIPPING ON PURCHASE DECISIONS IN THE 

TIKTOK SHOP MARKETPLACE

From :

Muhammad Irfan Saputra

NPM 213402516381

Final Assignment under the guidance of Prof. Dr. Edi Sugiono, S.T., S.E., M.M.

This study aims to analyze the effect of Online Customer Review, Online 
Customer Rating, and Free Shipping on Purchasing Decisions in the TikTok Shop 
marketplace. The case study was conducted on FEB UNAS students, Class 21. The 
background of this study is based on the rapid growth of internet users in Indonesia, 
which has driven a shift in people's shopping behavior from conventional to online. 
TikTok Shop, as a relatively new marketplace. This study uses a quantitative 
approach with a survey method. Data were collected through questionnaires 
distributed to FEB UNAS students, Class 21 who had shopped at TikTok Shop. 
Data analysis was conducted using multiple linear regression techniques to test the 
effect of independent variables on dependent variables. The results of this study 
indicate that Online Customer Review, Online Customer Rating, and Free Shipping 
have a significant positive effect on Purchasing Decisions for FEB Universitas 
Nasional students, Batch 21.

Keywords: Online Customer Review, Online Customer Rating, Free Shipping, 
Purchasing Decisions.
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