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ABSTRAK 

 

 Penelitian ini bertujuan untuk menguji pengaruh ulasan produk, brand 

ambassador dan layanan cash on delivery terhadap keputusan pembelian di 

marketplace Shopee. Populasi dalam penelitian ini adalah mahasiswa Fakultas 

Ekonomi dan Bisnis Universitas 17 Agustus 1945 Surabaya tahun 2023. Dari 

populasi tersebut menghasilkan sampel sebanyak 97 responden. Metode penentuan 

sampel dengan rumus Purposive Sampling (sampel bertujuan). Metode analisis 

penelitian ini yang digunakan adalah uji validitas, uji reliabilitas, uji asumsi klasik, 

ujimultikolinearitas, uji heteroskedastisitas, analisis regresi linier berganda, Uji R², 

uji t, dan uji F dengan menggunakan SPSS versi 25. 

 Berdasarkan hasil penelitian ini, variabel Ulasan Produk berpengaruh 

signifikan terhadap Keputusan Pembelian di Marketplace Shopee karena nilai 

signifikan sebesar 0.049 < 0.05 dan nilai t hitung 1.999 > t tabel 1.985, Brand 

Ambassador berpengaruh signifikan terhadap Keputusan Pembelian di Marketplace 

Shopee karena nilai signifikan sebesar 0.006 < 0.05 dan nilai t hitung 2.807 > 1.985, 

Layanan Cash On Delivery berpengaruh signifikan terhadap Keputusan Pembelian 

di Marketplace Shopee dengan tingkat signifikan sebesar 0.016 < 0.05 dan nilai t 

hitung 3.188 > 1.985. sedangkan dilihat dari uji F secara simultan variabel Ulasan 

Produk, Brand Ambassador dan Layanan Cash On Delivery berpengaruh terhadap 

Keputusan pembelian di Marketplace Shopee dengan tingkat signifikan 0.000 < 0.05 

dan nilai F hitung 15.748.  

Kata Kunci : Ulasan Produk, Brand Ambassador, Layanan Cash On Delivery dan 

Keputusan Pembelian 
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ABSTRACT 

 

This study aims to examine the influence of product reviews, brand 

ambassadors and cash on delivery services on purchasing decisions on the Shopee 

marketplace. The population in this study is students of the Faculty of Economics 

and Business, University of August 17, 1945, Surabaya in 2023. From this 

population, a sample of 97 respondents was produced. Sample determination 

method with Purposive Sampling formula. The analysis methods used for this 

research are validity tests, reliability tests, classical assumption tests, 

multicollinearity tests, heteroscedasticity tests, multiple linear regression analysis, 

R² tests, t tests, and F tests using SPSS version 25. 

Based on the results of this study, the Product Review variable has a 

significant effect on Purchase Decisions on the Shopee Marketplace because the 

significant value of 0.049 < 0.05 and the calculated t value of 1.999 > t table 1.985, 

Brand Ambassador has a significant effect on Purchase Decisions on the Shopee 

Marketplace because the significant value of 0.006 < 0.05 and the calculated t value 

of 2.807 > 1.985, Cash On Delivery Services have a significant effect onPurchase 

Decisions on the Shopee Marketplace with a significant level of 0.016 < 0.05 and a 

calculated t value of 3.188 > 1.985. while judging from the F test simultaneously the 

variables Product Reviews, Brand Ambassadors and Cash On Delivery Services 

affect the purchase decision on the Shopee Marketplace with a significant level of 

0.000 < 0.05 and a calculated F value of 15.748. 

Keywords: Product Review, Brand Ambassador, Cash On Delivery Service and 

Purchase Decision 
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RINGKASAN 

 

Shopee hadir tepatnya pada Bulan Mei 2015, dipimpin oleh Chris Feng 

sebagai CEO lulusan di salah satu Universitas di Singapura, Chris Feng mendirikan 

perusahaan Shopee di Indonesia pada dua tempat yaitu di Kota Jakarta, berlokasi di 

kantor pusat Pasific Century Place Tower SCBD Jakarta Selatan dan Sahid J-Walk 

Kabupaten Sleman Yogyakarta. Banyaknya kategori produk membuat Shopee 

menjadi sangat bermanfaat untuk memenuhi kebutuhan pribadi maupun kebutuhan 

rumah tangga. 

Adapun tujuan penelitian yang dicapai sesuai dengan rumusan masalah yang 

telah dipaparkan adalah untuk membuktikan dan menganalisis Pengaruh Ulasan 

Produk, Brand Ambassador dan Layanan Cash On Delivery Terhadap Keputusan 

Pembelian di Marketplace Shopee. Metode penentuan sampel dengan rumus 

Purposive Sampling (sampel bertujuan). Populasi dalam penelitian ini sebanyak 97 

responden. Metode analisis penelitian ini yang digunakan adalah uji validitas, uji 

reliabilitas, uji asumsi klasik, ujimultikolinearitas, uji heteroskedastisitas, analisis 

regresi linier berganda, Uji R², uji t, dan uji F dengan menggunakan SPSS versi 25. 

 Berdasarkan hasil penelitian ini, Ulasan Produk memiliki nilai signifikan 

sebesar 0.049, nilai tersebut lebih kecil dari 0.05. sedangkan t hitung didapatkan 

nilai 1.999 > ttabel (1.985). Brand Ambassador memiliki nilai signifikan sebesar 

0.006, nilai tersebut lebih kecil dari 0.05. sedangkan t hitung didapatkan nilai 2.807> 

ttabel (1.985). Layanan Cash On Delivery memiliki nilai signifikan 0.016, nilai 

tersebut lebih kecil dari 0.05. sedangkan t hitung didapatkan nilai 3.188 > ttabel 

(1.985), maka diperoleh nilai F hitung sebesar 15.748 dengan signifikan sebesar 

0.000. oleh karena itu nilai signifikan lebih kecil dari 0.05 (o.ooo < 0.05), maka 

artinya independen ulasan produk, brand ambassador, layanan cash on delivery 

berpengaruh yang signifikan secara simultan terhadap dependen Keputusan 

Pembelian. 

Simpulan dari penelitian ini adalah menunjukkan bahwa, (1) Ulasan Produk, 

Brand Ambassador, dan Layanan Cash On Delivery secara simultan memiliki 

pengaruh signifikan terhadap Keputusan Pembelian. (2) Ulasan produk berpengaruh 

positif dan signifikan terhadap keputusan pembelian. (3) Brand Ambassador 

berpengaruh positif dan signifikan terhadap keputusan pembelian di Marketplace 

Shopee. (4) Layanan Cash On Deliveryberpengaruh positif dan signifikan terhadap 

keputusan pembelian. (5) Hasil regresi menunjukkan variabel X2 atau Brand 

Ambassador memberikan pengaruh yang paling dominan sebesar 0,241 

dibandingkan dengan variabel X1 Ulasan produk sebesar 0,213 dan X3 Layanan 

Cash On Delivery sebesar 0,131. 
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SUMMARY 

 

Shopee was present precisely in May 2015, led by Chris Feng as a 

graduated CEO at one of the universities in Singapore, Chris Feng established the 

Shopee company in Indonesia in two places, namely in the city of Jakarta, located at 

the head office of Pacific Century Place Tower SCBD South Jakarta and Sahid J-

Walk Sleman Regency Yogyakarta. The many product categories make Shopee very 

useful to meet personal and household needs. 

 The purpose of the research achieved in accordance with the formulation 

of the problem that has been described is to prove and analyze the Effect of Product 

Reviews, Brand Ambassadors and Cash On Delivery Services on Purchasing 

Decisions on the Shopee Marketplace. Sample determination method with Purposive 

Sampling formula. The population in this study was 97 respondents. The analysis 

methods used for this research are validity tests, reliability tests, classical 

assumption tests, multicollinearity tests, heteroscedasticity tests, multiple linear 

regression analysis, R² tests, t tests, and F tests using SPSS version 25. 

Based on the results of this study, Product Reviews have a significant value 

of 0.049, the value is smaller than 0.05. While t count obtained a value of 1,999 > 

ttable (1,985). Brand Ambassadors have a significant value of 0.006, which is less 

than 0.05. While t count obtained a value of 2,807 > ttable (1,985).  Cash On 

Delivery service has a significant value of 0.016, the value is less than 0.05. while t 

count obtained a value of 3.188 > ttable (1.985), then obtained a calculated F value 

of 15.748 with a significance of 0.000. therefore a significant value less than 0.05 

(o.ooo < 0.05), hence the independent product review, brand ambassador, cash on 

delivery service has a significant effect simultaneously on dependent purchase 

decisions. 

The conclusion of this study is to show that, (1) Product Reviews, Brand 

Ambassadors, and Cash On Delivery Services simultaneously have a significant 

influence on Purchasing Decisions. (2) Product reviews have a positive and 

significant effect on purchasing decisions. (3) Brand Ambassadors have a positive 

and significant influence on purchasing decisions on the Shopee Marketplace. (4) 

Cash On Delivery service has a positive and significant effect on purchasing 

decisions. (5) The regression results show that the variable X2 or Brand 

Ambassador has the most dominant influence of 0.241 compared to the variable X1 

Product Reviews of 0.213 and X3 Cash On Delivery Service of 0.131. 
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