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Abstract

Objective: This research aims to determine the influence of Online Customer Reviews and Online Customer
Ratings on Purchase Decisions among consumers of Wardah products through the marketplace.
Design/Methods/Approach: The type of research used in this research is quantitative with an
explanatory research approach. This research uses a non-probability sampling approach with purposive
sampling technique. The population in this research is consumers of Wardah products who have used and
purchased Wardah products through the Shopee marketplace in the past 6 months with 100 respondents.
The data used in this research is primary and secondary data.

Findings: The results of this research show that Online Customer Reviews and Online Customer Ratings
have a significant effect on Purchase Decisions. Partially, these 2 independent variables have a significant
effect on Purchase Decision.

Originality/Value: The novelty of this research is that it attempts to prove that the research results
presented by previous researchers are inconsistent, so that it becomes a reason for researchers to re-test
the relationship between the variables of online customer reviews and online customer ratings on purchase
decisions on Wardah Cosmetic products.

Practical/Policy implication: The research findings if online customer reviews and online customer
ratings have a significant effect on purchase decisions. This research can be used to add insight into
marketing strategies on social media, especially related to consumer behavior in the cosmetic business
sector on social media.
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Introduction

The development of the internet has brought changes to people's life patterns (Martzoukou et al,,
2020; Escandon et al.,, 2021). According to a survey from We Are Social, Indonesian Internet users in 2023
will be around 212.9 million or 77% of the total population (Riyanto, 2023). The increase in the internet
has had an influence on changes in people's shopping patterns (Lu et al,, 2022; Saleem et al., 2023). The
internet is the place where e-commerce platforms operate (Hong et al., 2024). The internet is also a link
between e-commerce platforms and society (Geng et al.,, 2020).

In Indonesia, many types of e-commerce have emerged which are visited by many people. From the
data obtained, Shopee is the most visited e-commerce in Indonesia in the first quarter of 2023. The Shopee
site received an average of 157.9 million visits per month, during the January-March period compared to
other e-commerce. One of the products that is popular on the Shopee marketplace is beauty products. Data
obtained from databox shows that beauty & body care products are in second place with a percentage of
41%. With soaring sales figures in the cosmetics sector, it is an opportunity for the cosmetics industry to
take advantage of technological developments to improve the marketing of their products. One of them is
Wardah Cosmetic. Wardah is known as a halal cosmetics brand originating from Indonesia and part of the
company PT. Paragon Technology and Innovation (PT. PTI). Wardah Cosmetic uses Shopee as an electronic
marketing strategy by having an official store to market their products. Wardah started joining Shopee in
2017 with a total of 634 products with 4.7 million followers and a rating of 4.9. From data obtained from
the Compass dashboard, to be precise from July 1 2021 to July 31 2022. Obtained within 1 year, Wardah
succeeded in achieving sales revenue on Shopee of IDR 380 billion. Where Shopee is the e-commerce with
the highest sales revenue for product sales -Wardah products. This proves that the electronic marketing
strategy is successful and has succeeded in satisfying consumers.

According to Kotler and Armstrong (2016), Purchase Decision is a step taken by consumers after
considering the various options available and choosing the one they consider best suited to their needs.
This consists of various aspects, such as what to buy, when to buy, where to buy from, what brand or model
to buy, what payment method to use, and how much to spend (Hanaysha, 2022). The ultimate goal is to
choose the product or service that best satisfies and meets consumer needs (Hu et al., 2020). E-commerce
itself provides a place for buyers to provide reviews and ratings after they make a purchase (Shaheen et al.,
2020). This is a form of providing mutual feedback on transactions carried out between sellers and buyers.
From these reviews and ratings, potential buyers can use them to consider before making a purchase
transaction. According to (Ahmed and Rodriguez-Diaz, 2020; Bilal et al., 2022), Online Customer Reviews
are an important component of Electronic Word of Mouth (e-WOM), especially marketing strategies that
aim to increase sales by displaying customer reviews about products, which can then influence prospective
buyers' purchases. Companies need to leverage their understanding of online reviews because online
buyers consider online reviews as a channel to obtain product information while making purchasing
decisions (Fu et al.,, 2020; Xu et al., 2022). According to (Kotler et al., 2009), consumers tend to trust and
choose products with high ratings. A good rating can provide a positive signal regarding product quality
and purchasing interest. This is evident from research conducted by Handarkho (2020); Hariyanto and
Trisunarno (2021), and Chatterjee et al. (2022) where there is a strong and significant influence of online
customer ratings on Purchase Decisions.

Literature Review and Hypotheses Development
According to Ahmed & Rodriguez-Diaz (2020), Online Customer Reviews (OCRs) play an important

role in Electronic Word of Mouth (eWOM), a marketing approach that tries to increase sales. In particular,
publishing customer opinions about a product may have an impact on potential customers' purchases. An
important part of e-commerce is online customer reviews which influence consumers' purchasing
decisions and the amount of money spent in countless ways. According to Zhao et al. (2015), there are
requirements for online customer reviews to be effective. Among them are:
1. Usefulness of Online Customer Reviews

Usability is how much online reviews make the purchase decision process easier.
2. Timeliness of Online Customer Reviews

When searching for information, consumers are faced with a large amount of relevant information

specified for a certain period of time. Timeliness refers to whether a message is up to date or not.
3. Volume of Online Customer Reviews
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Volume is an important characteristic of eWOM and is used to measure the number of interactive
messages.

4. Valence of Online Customer ReviewsThe value of messages conveyed in online customer reviews can
be divided into two categories, namely messages that contain positive things and messages that are
negative. Online customer reviews simultaneously have negative and positive messages.

5. Comprehensiveness of Online Customer Reviews
One way to measure the level of detail and completion of a review is to look for the completeness of
online customer reviews. Online consumer reviews across the internet reveal a variety of messages,
ranging from straightforward advice to more complex, fact-based recommendations.

Online Customer Ratings
Online customer ratings a part of online customer reviews that uses star symbols or scores to
express consumer assessments (Chatterjee, 2019). Users also provide evaluations and ratings on products
based on their assessment of the product after direct use or involvement, which may include their
psychological and emotional state. According to (Kotler et al., 2009), consumers tend to trust and choose
products with high ratings. A good rating can provide a positive signal in influencing consumer purchases.
Online Customer Rating has three indicators according to Elwalda, (2015), including:
1. Perception of Usefulness (Perceived Usefulness of OCR)
Perceived Usefulness is part of Online Customer Rating which is an important part of eWOM
that influences whether a review is useful or not as seen from the level of customer trust. It
reflects the extent to which customers perceive online reviews as useful.
2. Perception of comfort (Perceived enjoyment of OCR)
Perceived enjoyment is how consumers believe that the rating is fun and entertaining. It
measures the extent to which customers enjoy the experience of using OCR.
3. Perception of control (Perceived control of OCR)
Perceived control is the amount of control that customers feel from the ratings given during the
online shopping process. In this case, how much control does the customer feel over the online
shopping process via OCR.
Purchase Decision
According to Kotler and Armstrong (2016), purchasing decisions are steps taken by consumers after
considering the various options available and choosing the one they consider best suited to their needs. A
purchasing decision can be a series of steps that consumers go through before making an actual purchase.
This consists of various aspects, such as what to buy, when to buy, where to buy from, what brand or model
to buy, what payment method to use, and how much to spend (Hanaysha, 2022). According to (Kotler etal,,
2009) there are five stages of the decision making process, including:
1. Problem Introduction
Problem recognition is the first initial step in the purchasing process, starting with identifying
the need. Needs are caused by internal or external stimuli. Marketers must collect information
from a variety of consumers to identify situations that give rise to specific needs.
2. Information Search
With consumer awareness of their needs, in the purchasing decision stage consumers will look
for the information they need from various sources.
3. Evaluation of Alternatives
In this phase, consumers use previously obtained information to consider a product or brand
and compare it with similar products.
4. Buying decision
In this phase, consumers have decided and made a purchase of the service or product of their
choice. At this stage consumers make decisions and buy products. Consumers buy products or
services for their own consumption or for the consumption of others.
5. Post-Purchase Behavior
At this point, the customer evaluates his next action depending on his level of happiness or
dissatisfaction after using the acquired item.
Hypothesis
Relationship between Online Customer Reviews and Purchase Decisions
In this case, consumers definitely need information about the product. Consumers tend to look for
complete information about a product or service on the internet before making a purchase through the
reviews they see. Thus, online customer reviews have an influence on purchase decisions. According to the
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view of (Almana and Mirza, 2013) where online customer reviews are used as a means for consumers to
obtain information which then influences purchase decisions. Personal recommendations and word of
mouth are much more effective in helping users in purchase decisions (Chua and Banerjee, 2015).

Relationship between Online Customer Ratings and Purchase Decisions
According to (Kotler et al., 2021), consumers tend to trust and choose products with high ratings. A
good rating can provide a positive signal about product quality and influence purchase decisions. This is
proven by (Sianipar and Yoestini, 2021) that there is a positive and significant influence of online customer
ratings on purchase decisions. Online customer reviews are considered to influence purchasing decisions
because people tend to choose products that have been tested for quality. A study by (Moe and Schweidel,
2012) linked reviews to customer decision-making levels. They found that the influence of customer
reviews on pre-purchase decision reviews depends on how often customers review and rate the product.
Based on the description of the relationship between these variables, the following hypothesis is
formulated:
H1: The Online Customer Review variable (X1) partially has a positive and significant influence on
Purchase Decision (Y)
H2: The Online Customer Rating variable (X2) partially has a positive and significant influence on
Purchase Decision (Y)
H3: The variables Online Customer Review (X1) and Online Customer Rating (X2) simultaneously
have a positive and significant effect on Purchase Decision (Y).

Online
Customer
Review
(X1)

Purchase
Decision

()

Online
Customer
Rating
(X2)

Figure 2. Hyphotesis Model

Method
The type of research used in this research is quantitative with an explanatory research approach.
This research uses a non-probability sampling approach with purposive sampling technique.The
population in this study were consumers of Wardah products who had used and purchased Wardah
products through the Shopee marketplace in the past 6 months with 100 respondents.. The data collection
process used in this research is both primary and secondary.
a. Primary data
According to Sugiyono (2019), primary data, also known as first-hand data, is data obtained directly by
providing data to research subjects. Primary data was obtained by researchers by distributing
questionnaires which were distributed online via Google Form to the public in Malang City. The data
sources in this research were 100 respondents.
b. Data Secondary
According to Sugiyono (2019), secondary data is a source of data collected by other people, not
researchers. Secondary data can be obtained from library research, which is a data collection technique
by searching for and studying data related to research. Secondary data sources that researchers use to
obtain data are from journals, the internet, research results and other information related to research.
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Result and Discussion

The Results and Discussion section encompasses a comprehensive depiction of the primary findings of the
Classic assumption test. In this research there are classic assumption tests consisting of normality tests,
multicollinearity tests, and heteroscedasticity tests.

Table 1. Multicollinearity Test Results

Independent Variable Tolerance | VIF Information
Online Customer Reviews (X1) 0.426 2,346 | Multicollinearity does not occur
Online Customer Rating (X2) 0.426 2,346 | Multicollinearity does not occur

Source: Researcher (2024)

Scatterplot
Dependent Variable: Y

Regression Studentized Residual
®
°
o
o o

Regression Standardized Predicted Value

Figure 1. Heteroscedasticity Test Results
Source: Researcher (2024)

Based on the picture above, it can be seen that there are no symptoms of heteroscedasticity. This can be
seen from the points that are spread both below and above zero on the Y axis and do not form any particular
regular pattern.

Simultaneous F Test Results
Table 3. F Test Results

F count F Sig. Information
table
108,753 2.70 <0.001 Significant

Source: Researcher (2024)

Based on the table above, it can be seen that the independent variables, namely Online Customer Review
(X1) and Online Customer Rating (X2) can simultaneously influence the independent variable, namely
Purchase Decision (Y). This can be seen from the calculated F value, which is 108.753, which means > F
table, which is known from the degree of freedom, is 2.70. Apart from that, the significance value is <0.001,
which means <0.05. So, from the results of the F test carried out it can be concluded that the independent
variable can have a simultaneous or significant effect on the dependent variable.

Partial Test Results (t Test)
Table 4. t test results

Variable t count ttable Sig. Information
Online Customer Reviews(X1) 4,436 1.98 <0.001 | Significant
Online Customer Ratings(X2) 5,821 1.98 <0.001 | Significant

Source: Researcher (2024)

e Based on the results of the t statistical test, it can be seen that the independent variable is Online

Customer Review (X1 seen from the calculated t value, which is 4.436, which means > t table which is
known from the degree of freedom of 1.98. In addition, the results of the significance value are <0.001,
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which means < 0.05. So, from the results of the t test carried out it can be concluded that the Online
Customer Review variable (X1) partially has a significant effect on the dependent variable, namely
Purchase Decision (Y).

e Based on the results of the t statistical test, it can be seen that the independent variable, namely Online
Customer Rating (X2), can be seen from the calculated t value, which is 5.821, which means > t table
which is known from the degree of freedom of 1.98. Apart from that, the significance value is <0.001,
which means <0.05. Thus, it shows that the Online Customer Rating variable (X2) has a direct
relationship and influence on Purchase Decision (Y).

Coefficient of Determination Test Results (R2)
Table 5. Coefficient of Determination Test Results

R R Square AdjustedR Square
0.832 0.692 0.685
Source: Researcher (2024)

Based on the table above, it can be seen that the R Square result is 0.692. This shows that the
influence between the dependent variable and the independent variable is 69.2%. This value means that
the independent variables, namely Online Customer Review (X1) and Online Customer Rating (X2), can
explain the dependent variable, namely Purchase Decision (Y), by 69.2%.

Multiple Linear Regression Analysis
Table 6. Linear Regression Analysis Result

Model Unstandardized Coefficients
B
(Constant) 7,430
Online Customer Reviews(X1) 0.257
Online Customer Ratings(X2) 0.535

Source: Researcher (2024)

It can be seen that the regression coefficient for the Online Customer Review variable on Purchasing
Decisions is 0.257. Furthermore, the regression coefficient for the Online Customer Rating variable on
Purchasing Decisions is 0.535.

The Influence of Online Customer Reviews (X1) on Purchase Decisions (Y)

In the Online Customer Review variable (X1), the results obtained with a t-test value of 4.436 are
greater than the t table of 1.98 and greater than 0.05. Where this shows that HO is rejected and Ha is
accepted so that the Online Customer Review variable has a significant influence on Purchase Decision. This
is supported by Zhau et al. (2015) that Online Customer Review has a positive relationship with purchasing
decisions. From the results of the questionnaire obtained, it is realized that consumers get many benefits
from the existing reviews because they can get product information directly from other people's reviews.
And it was found that online customer reviews help consumers in assessing products. When consumers
cannot assess independently, consumers can see reviews given by others.

This is also explained by (Stella, 2018) where Online Customer Reviews provide important product
information and recommendations from the consumer's perspective when consumers make online
purchases. Online customer reviews are an important source of support for consumers to evaluate and
assess products personally. So that it helps them assess and choose the right information before making a
purchasing decision.

Online Customer Reviews are closely related to reviews, so the higher the quality of the reviews,
the more they influence consumers in making Purchase Decisions. From the results obtained, the
questionnaire data shows that people accept that the online customer review variable has benefits, can
provide relevant information because the reviews are the latest, have a variety of different reviews, the
message value conveyed by the reviewer is also neutral, and the completeness and details in the review.
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The Influence of Online Customer Rating (X2) on Purchase Decision (Y)

In the Online Customer Rating variable (X2), the results obtained with a t-test value of 5.821 are
greater than the t table of 1.98 and greater than 0.05. Where this shows that HO is rejected and Ha is
accepted so that the Online Customer Rating variable has a significant influence on Purchase Decision.
This is supported by Elwalda's research, 2015. that Online Customer Rating has a positive relationship with
purchasing decisions. From the results of the questionnaire obtained, it is realized that consumers get many
benefits from the existing ratings because they can see the values or scores given from other people's
reviews. And it was found that online customer ratings help consumers in assessing products. When
consumers cannot assess independently, consumers can see the ratings given by others.

According to (Kotler et al., 2021), consumers tend to trust and choose products with high ratings.
Good ratings can provide a positive signal about product quality and increase consumer buying interest.
This is evidenced by research conducted by (Sianipar and Yoestini, 2021; Chatterjee et al. 2022) which
explains that there is a positive and significant influence of online customer ratings on purchasing
decisions. Ratings are considered to influence purchasing decisions because people tend to choose
products whose quality has been tested.

The Influence of Online Customer Review (X1) and Online Customer Rating (X2) on
Purchase Decision (Y)

It is known that the independent variables, namely Online Customer Review (X1) and
Online Customer Rating (X2) can simultaneously influence the independent variable, namely
Purchase Decision (Y). This can be seen from the calculated F value of 108.753, which means> F
table which is known from the degree of freedom of 2.70. In addition, the results of the
significance value are <0.001, which means <0.05. Thus, from the results of the F test conducted,
it can be concluded that the independent variables can simultaneously or simultaneously
influence and significantly affect the dependent variable. This is in accordance with research
conducted by (Auliya et al., 2017) on the online marketplace, where purchase decisions are
influenced by various factors including online customer reviews and online customer ratings.

Conclusion and future direction

This research discusses the independent variables, namely Online Customer Review and Online
Customer Rating which are thought to influence the dependent variable Wardah's Purchase Decision. By
taking research samples from the community in Malang City. Based on the problems that have been
formulated, the results of the analysis and hypothesis testing that have been carried out in the previous
chapter, the following conclusions can be drawn from this research:

1. Based on the results of the t test that has been carried out, the results obtained show that the Online
Customer Review variable (X1) partially has a positive and significant influence on the Purchase
Decision variable (Y). Therefore, the hypothesis which states that the Online Customer Review
variable (X1) partially has a positive and significant effect on Purchase Decision (Y) can be accepted.

2. Based ontheresults of the t test that has been carried out, the results show that the Online Customer
Rating (X2) variable partially has a positive and significant influence on the Purchase Decision (Y)
variable. Therefore, the hypothesis which states that the Online Customer Rating (X2) variable
partially has a positive and significant effect on Purchase Decision (Y) can be accepted.

3. Based on the results of the F Test that has been carried out, the results show that the Online
Customer Review (X1) and Online Customer Rating (X2) variables simultaneously have a positive
and significant influence on the Purchase Decision (Y) variable. Therefore, the hypothesis which
states that the Online Customer Review (X1) and Online Customer Rating (X2) variables
simultaneously have a positive and significant effect on Purchase Decision (Y) can be accepted.
According to the discussion of the significance results where the Online Customer Review variable

has a sig value of 4.436, which is a variable that has the lowest level of significance than the Online Customer
Rating variable of 5.821. Therefore, researchers suggest that companies reconsider the Online Customer
Review aspect because it can also affect the Purchase Decision. Where companies can respond more
responsively to reviews, criticisms and suggestions that consumers provide after making a purchase. So
that it can be created in accordance with the benefits received where reviews can also be useful for
companies as evaluation material for product or service improvements.
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Implication

This research can be used to add insight into marketing strategies on social media, especially related
to consumer behavior in the cosmetic business sector on social media. Consumers before making a
purchasing decision will consider product reviews and ratings on social media. Thus, marketers are

required to actively condition the right strategy related to this.
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