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ABSTRACT  ARTICLE INFO 

The research aim to determine the influence of online customer 

review’s and online customer rating’s on purchasing decisions for 

Emina skincare products among Shopee users in Medan Sunggal 

district. The type of research used in this research is a quantitative 

approach. The sampling technique in this research is a probability 

sampling technique. The sample in this study was 115 people from 

Medan Sunggal District. The data obtained used primary data in the 

form of a questionnaire and was analyzed using multiple linear 

regression analysis methods using the SPSS 26 program. Based on 

hypothesis testing that 1) the Online Customer Review (X1) variable 

had a positive effect and significant with a tcount value of 3.754 so it 

is known that the tcount value > ttable 1.9814. And the p-value in the 

sig column is 0.00 < 0.05, which means it has a significant effect. 2) 

the online customer rating variable on purchasing decisions (X2) has 

a positive and significant effect on purchasing decisions with a tcount 

value of 2.341, so it is known that the tcount value > ttable 1.9814. 

And the p-value in the sig column is 0.021 < 0.05, which means it has 

a significant effect. 3) It is known that the online customer review and 

online customer rating variables on purchasing decisions based on the 

F test results show that the tcount value is 83,924 > > 3,0773, so that 

the t count > t table. And the p-value in the sig column is 0.00 < 0.05. 

Which means that the independent variables, namely online 

customer reviews and online customer ratings, have a significant and 

influential effect on purchasing decisions. 
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1. Introduction  

Globalization and the development of technology become inseparable. It is undeniable as a 

human living in the age of technology 4.0 that changes. As for the change at the moment is the 

mailto:herlinasimanjuntak2208@gmail.com
mailto:alfifto@staff.uma.ac.id
mailto:Haryaji@staff.uma.ac.id


1st FEBIC: Faculty of Economics and Business International Conference 
Universitas Pekalongan, Indonesia 
 

Page | 148  
 

interest in public spending that goes from conventional to technological bases. The changes 

nowdays is buying interest. The evidence phenomenon is e-commerce. In line with the 

development of technology, it has brought changes in consumer behavior, namely from shopping 

at an offline shop to an online shop or what is now known as e-commerce. The emergence of E-

Commerce creates opportunities for small, medium, or large entrepreneurs in advancing their 

business (Kamisa et al., 2022). The ease and comfort felt by the user is like shopping in the form of 

it offline. This results in an online trading transaction (e-commerce) in Indonesia having a bright 

future. After all, the market value increased by the last 5 years to 2018-2022. According to one 

online website or application that facilitates the process of buying and developing concepts similar 

to the traditional market, owners are essentially irresponsible of the goods sold because their job 

is to provide a place for sellers who want to sell and help them to meet customers with easier and 

simpler transactions. 

Figure 1. Projection E-commerce’s user in Indonesia year 2018-2027 

 
Source: dataindonesia.id (2023) 

Based on Figure 1, shows  that projections on e-commerce in Indonesia 2018-2027 continued 

to rise. The largest increase in the number of users was in 2019 by 27.1% or about 25.38 million. 

This number continues to rise with the following year. The year 2020 user e-commerce reached 

138.09 million users and even at the end of 2023 users reached 196.47 million and the user estimate 

from e-commerce to 2027 would be 244.67 million. that shown user e-commerce is increasing 

significantly. The pattern of people tending to shop at e-commerce eventually made commodities 

innovate consumer needs. In Indonesia there are many official sites for online shopees, lazada, 

tokopedia, blibli, zalora and many others. Nowadays the top e-commerce most visited is Shopee. 

Figure 2. Highest Number of Users in Quarter III Year 2023 

 

Source : Databooks (2023) 
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The Shopee is the most visited in the I quarter (January through march) of shopee use as much 

as 158 million. In second quarter shopee user increased by 5.69% or an estimated 9 million users. 

In the quarter of III, users rise rapidly by 29.8 percent to 216.8 million. In the year 2023 shopee 

occupied the top e-commerce.One of the most searched products in the shopee is the product of 

care and the face sold primarily because of the need for treatment and beauty. Beauty care is 

known as skincare. After the covid-19 changed social behavior patterns that prefer online shopping. 

People spend more time on Internet websites and take better care of themselves from home.  when 

skincare rife in the community, Local and foreign skincare appear to compete to market their 

products with their own excellence. One of them is Emina. In studies of Trivena & Erdiansyah (2022), 

the skincare market spread in Indonesia is encouraged by women's awareness of skincare and high 

interest in beauty supported by the 2020 Indonesian zap research, with 45.4% of women already 

using skincare products before age 18. 

Figure 3. Best Selling 10 Brand Skincare in Ecommerce in Quarter II Sales 2022  

 
Source:compass.co.id (2022) 

Based on the Figure 3 Emina is in the 9th place, with a total of 7.4 billion in net profit of quarter 

II in 2022. Many skincare in the market affected the decision of consumer purchase of brand Emina. 

According to Zubaidah & Latief (2022), a decision of purchase is a stage in which the buyer has made 

a decision to actually buy, or the decision of purchase is individual thought to evaluate options and 

to decide choices on a product of many choices. From the standpoint of the buyer, it is very difficult 

to make a decision and consider some options. As for the factors affecting purchasing decisions, 

there are online customer reviews and online customer rating. 

2.  Literature Review 

Studies of Jaya & Mutiara, (2022) Purchasing decision part of consumer behavior study  of how 

individuals, groups,and organization, select, buy, use, and dispose of goods, service, ideas, or 

experience to satisfy their needs and wants. In purchasing decisions consumers  also  need  to  pay  

attention  to  factors  such  as  online  customer reviews  and  online  customer  ratings, The decision 

of purchase on e-commerce will grow well if the trust of the customer is guarded by the vendor 

(tsani et al., 2023). According to the hidayat (2017) purchasing decisions are the integration process 

used to combine knowledge to evaluate two or more alternative behaviors and choose one of them. 

The consumer decision is a problem-solving approach to human activities to purchase an item or 

service in fulfilling its wants and needs. The measurement to measure the purchasing decision 

variable is Confidence in purchasing a product, The habit of buying a product, recommend product 

to others, re-purchasing product (Zed et al., 2023) 
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Online customer review is a word of mouth communication form on online sales where 

prospective buyers receive information about products from customers who have benefited from 

the product (Ardianti &Widiartanto,2019). Online customer review according to Auliya et al, (2017) 

is an assessment of products or companies given by consumers can be positive or negative, a 

assessment made according to the experience of the person doing the review. Study of Riyanjaya 

& Andarini (2022) the measurement of online customer review variable is source credibility,  

argument quality,  perceived usefulness, review valence, quantity of reviews. 

According to Hariyanto dan Trisunarno (2020) online customer ratings are the opinion of the 

overall customer that not only refers to online products purchased but also includes services given 

by online vendors or stores. According to noviani & siswanto (2022) online customer rating is the 

opinion of the buyer that delivered the use of star symbols after buying and receiving a seller's 

service. According to Rarung et al, (2022) online customer ratings include comments that use stars 

as symbols of assessment rather than the sentence when consumers express their opinions. The 

study of Komariyah, (2022) measurement online customer  rating variable is credible,expertise, and 

likeable. 

 

3. Method, Data, and Analysis 

The kind of research used in this study use quantitative data analysis (ali :2014). A quantitative 

approach is also called with hard data. A hard data form is either a number or a number of social 

Numbers or a measure of associative research, one that aims to analyze the relationship or 

influence between two or more variables. Research types explain the relationship between two or 

more variables. To measure the variable values that research studies using measurement 

instruments is the likert scale. On the likert scale, the measured variables use variable indicators 

and serve as measuring points for instrumentation of questions or statements. Researchers provide 

an alternative answer to respondents on a scale of 1 to 5 for this purpose. The sample sampling 

technique use a non probability sampling, which is a sample retrieval technique that does not give 

each element or member of the population the same opportunity to be chosen as a sample 

(Sugiyono, 2017). The type of non-sampling used is an impressive. sample is a special-forming 

technique. The approach method used in this study is a quantitative study method, with data 

analysis consisting of validation tests, reabilities tests, descriptive statistical tests, classic 

assumptions test, linear regression analysis, hypothetical testing (t and F test), and determination 

test. 

 

4. Result and Discussion 

4.1 PT. Paragon Technology And Innovation Profile 

Paragon Technology and Innovation is a beauty company for women and men, established 

since 1985 with brands known as Wardah, Make Over, Emina and Kahf. One notable brand, among 

other things, is that Emina stood up in 2015, earning an award for caring for young people's skin. A 

company committed to having the best corporate governance and continuous improvement, in 

order to make each day better than yesterday, through high quality products that benefit the 

Paragonians, partners, society and the environment. 

4.2 Validity and Reliable Data Test    

Table 1. Validity Test Of Variables 
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Source: SPSS data processing result  (2024) 

The validity test in this study will be conducted for 30 respondents outside of the research 

sample, the formulas if r count ≥ 0.361 the instrument is declared valid. Based on table 1, each 

variable online customer review, online customer rating and purchasing decision shown all the 

instrument are valid. 

Table 2. Reliable Test 

 

 

 

 

 

Source: SPSS data processing result  (2024) 

   Based on table 2, the value of cronbach’s alpha in each variable online customer review, 
online customer rating ,and purchasing decision is bigger than 0,60. Related to Sunyoto (2009) 
something constructive is said to be reliable if it values cronbach alpha > 0,60. The conclusion of 
the results item’s questionnare on this study is declared valid. 

 

 

 

 

 

 

Variable Instrument r count r table Statement 

Online Customer 
Rating (X1) 

X1.1 0,686 0,361 Valid 

X1.2 0,530 0,361 Valid 

X1.3 0,870 0,361 Valid 

X1.4 0,827 0,361 Valid 

X1.5 0,764 0,361 Valid 

X1.6 0,783 0,361 Valid 

X1.7 0,672 0,361 Valid 

X1.8 0,620 0,361 Valid 

X1.9 0,668 0,361 Valid 

X1.10 0,701 0,361 Valid 

Online Customer 
Rating (X2) 

X2.1 0,705 0,361 Valid 

X2.2 0,457 0,361 Valid 

X2.3 0,770 0,361 Valid 

X2.4 0,599 0,361 Valid 

X2.5 0,779 0,361 Valid 

X2.6 0,491 0,361 Valid 

Purchasing 
Decision (Y) 

Y.1 0,725 0,361 Valid 

Y.2 0,838 0,361 Valid 

Y.3 0,845 0,361 Valid 

Y.4 0,796 0,361 Valid 

Y.5 0,820 0,361 Valid 

Y.6 0,734 0,361 Valid 

Y.7 0,713 0,361 Valid 

Variable Cronbach’s Alfa N of item Description 

X1 0,928 10 Reliabel 

X2 0,865 6 Reliabel 

Y 0,943 7 Reliabel 
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Classical Assumption Test Results 

Table 3. Normality Test Kolmogorov-Smirnov 

 

One-Sample Kolmogorov-Smirnov Test 

 

Unstandardized 

Residual 

N 115 

Normal Parametersa,b Mean .0000000 

Std. Deviation 3.85465040 

Most Extreme 

Differences 

Absolute .066 

Positive .052 

Negative -.066 

Test Statistic .066 

Asymp. Sig. (2-tailed) .200c,d 

 

From the feast of table 3 data, it can be seen that the value of asymp. Sig (2 tailed) that is 

0.200, which a significant value criteria larger than 0.05 and the data is perfectly distributed. 

Table 4. Multicollinearity Test  

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients T Sig. 

Collinearity 

Statistics 

B Std. Error Beta Tolerance VIF 

1 (Constant) 2.895 3.667  .790 .431   

Online_Customer 

Review 

.377 .100 .362 3.754 .000 
.698 1.432 

Online_Customer 

Rating 

.326 .139 .226 2.341 .021 
.698 1.432 

a. Dependent Variable: Purchasing_Decision  

Source: SPSS data processing result  (2024) 

Based on table 4 online customer review and online customer rating have the same value, 
then the criteria that can be tested by the tolerance values. The online customer review and online 
customer rating variable values of 0.698 > 0.05 and the VIF value is 1.432 > 10.00, so it can be 
concluded that this does not happen multicollinearity between independent variables. 
Figure 4. Heteroscedasicity Test 
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In figure 4 shows a diffusion of data using the scatterplot data test. As for random and 
dispersed data, it does not have a specific pattern. It could be concluded that there are no 
heterosity symptoms in the regression of the study. 
Table 5. Multiple Regression Analysis Test Results 

Source: SPSS data processing result  (2024) 

Y= 𝛽0 + β1X1 + β2X2 + β3X3 +e 
Y= 2,895+ 0,377 X1 +0,326 X2 + e 

Based on the equation form the calculation the regression test could be describe, as follow  
1. The constanta value is positive and show the influence of the independent variables X1 and X2 

2. Coefficient value of the variable X1 Based on the results of the test using the SPSS is (0,377) where 

if the variable X1 increases by one unit, Y will increases by (0,377 or 37.7%) 

3. Coefficient value of the variable X2 Based on the results of the test using the SPSS is (0,377) where 

if the variable X2 increases by one unit, Y will increases by (0,326 or 32.6%) 

Table 6. Simultaneous Test (F test) 

ANOVAa 

Model Sum of Squares Df Mean Square F Sig. 

1 Regression 632.881 2 316.440 83.694 .000b 

Residual 423.462 112 3.781   

Total 1056.343 114    

 Source: SPSS data processing result  (2024) 

Based on the SPSS data processing presented at table 8 that the value f of the amount 

obtained is 83,694, where the value of the f count is greater than f table is 83,924 > 3,0773 or 0,000 < 

0.05. then it is explained where the relationship between online customer review and online customer 

rating simultaneosly and significantly influence purchase decision. 

Table 7. Partial Test (t test) 

Source: SPSS data processing result  (2024) 

Based on the results of the test using the SPSS describe, as follow: 

1. According to the first hypothesis, the online customer review is influential and significant to the 

decision of the purchase of t at a value of (3.753 > 1.9814) and a sig value.  

2. Based on the results of the test using the SPSS. Thus, according to the second hypothesis that online 

customer ratings can be significantly affected by the decision of the purchase, with a t-count of the 

online-customer rating (2341 > 1.9814) and a significant value of 0.021 < 0.05. 

Model 

Unstandardized Coefficients Standardized 

Coefficients T Sig. B Std. Error Beta 

1 (Constant) 2.895 3.667  .790 .431 

Online_Customer_Review .377 .100 .362 3.754 .000 

Online_Customer_Rating .326 .139 .226 2.341 .021 

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients T Sig. 

Collinearity 

Statistics B Std. 

Error 

Beta Tolerance VIF 

1 (Constant) 2.895 3.667  .790 .431   

Online_Customer_Review .377 .100 .362 3.754 .000 .698 1.432 

Online_Customer_Rating .326 .139 .226 2.341 .021 .698 1.432 



1st FEBIC: Faculty of Economics and Business International Conference 
Universitas Pekalongan, Indonesia 
 

Page | 154  
 

Table 10. Coeffecient of Determination (R2) 

Source: SPSS data processing result  (2024)I 

Adjusted R square a value of 0.592 indicates that the characteristics of online customer 

review and online customer rating could explain the decision of purchase of 59.9%. The remaining 

40.1% can be explained by other factors not studied in the study. 

Discussion  

1. Based on t- test result, it was obtained that the variable online customer review (X1) has a partial 

positive and significant impact on the purchase decisions (Y) of skincare Emina products to shopee 

users in the surrounding medan sunggal district. The results obtained by at tcount of as much as 

(3.753 > 1.9814) and a sig. 0.00 < 0.05. it shows the first hypothesis is approved. Based on an 

average of 115 response through online customer review’s measurement, show that the review 

feature’s on the shopee is very helpful for consumers to get the benefits of skincare products 

despite previous user review’s. Besides, consumers believe that reviews can be considered as a 

decision to buy because the review Emina is quite meaningfull. So this is in line with the research 

Rarung et al., (2022), that online custome review has a positive and significant influence on the 

purchase decision E- coffe and roastery manado. 

2. Based on t- test result that online customer rating variable (X2) has a positive and significant 

influence partially on the purchase decision (Y) of the Emina skincare product on Shopee users in 

Medan Sunggal district. The result is the t value of the counting of online customer ratings variables 

(2,341 > 1,9814) and the significance value of 0.021 < 0.05. it shows second hypothesis is approved. 

As a result of  115 respondent’s response , they stated that the rating of Emina in shopee platform 

was very helpful to the customer when deciding to buy, respondent said that through the product, 

rating can interpret the advantages and disadvantages of the product. And also with the availability 

of the selection rating not only to the product but to the store, store’s service can be rated directly 

by the customer. However, a small proportion of the respondents are less interested in the rating 

when to buy, because rating only show as a star with a score of 1-5 less represents the truth of a 

product. So according to research conducted by Ardianti, & Widiartanto (2019) The Effect of Online 

Customer Review, Online customer rating, on Shopee Marketplace Purchasing Decisions (FISIP 

Study on Active Students) that online 

3. Based on the data processing results presented in the Table that the number of F values obtained 

is 83,694, where the number F value is greater than the table of F is 83.694 >3,0773 or (0,00 < 0,05). 

So on the third hypothesis is approved. Survey of respondent responses consciously make the 

purchase decision by considering reviews and ratings, respondents also stated the existence of 

reviews and rating based on the experience that has already purchased emina products. Even 

review/rating helps consumers get the right product and according to the needs of consumers. With 

the presence of reviews / ratings in the store or online store Skincare Emina products then will be 

very helpful customer to choose or make a purchase decision. According to Zed et al., (2023) online 

customer review and online customer rating on online purchasing decisions in e-commerce in 

students of the University of Pelita Nations, the results of online customer reviews and online client 

ratings simultaneously have a positive and significant influence on online shopping decisions in the 

e- commerce in students.  

 

Model Summary 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 .774a .599 .592 1.944 

a. Predictors: (Constant), Online_Customer_Rating, Online_Customer_Review 



1st FEBIC: Faculty of Economics and Business International Conference 
Universitas Pekalongan, Indonesia 
 

Page | 155  
 

5. Conclusion and Suggestion 

    Conclusion   

The study aims to find out and analyze the extent of its influence on online customer review 

and online customer ratings against skincare emina decision to buy skincare emina products in the 

shopee Medan Sunggal District. The conclusions in this study are presented  

1. Partial, variable online customer review, online customer rating, has a positive and significant 

impact on skincare emina consumer purchase decisions in the shopee district. 

2. Simultaneously, variables of online customer rating and online customer review have a positive 

and significant impact on skincare emina consumer purchase decisions in the shopee district. 

3. Based on coefficient calculations, it shows a value of 59.2% of factor factors-decision factors can 

be explained by online customer review and online customer rating. The remaining 39.8% can 

be explained by other factors not included in the study. 

Suggestion  

1. The result of variable research for online customer review affects the variable decision of 

purchases. Emina's review and comments have been offered by many consumer users who have 

previously made purchases, the writer suggest that official stores emina give the customer who 

providing a review/rating in comment boxes/review coloumn by reviewing eminas’s product of 

pictures and videos so that skincare emina's information can be enjoyed by the entire 

consumer/prospective consumer. With a variety of skincare emina commentaries on skincare 

emina products that can help customers to consider the decision to purchase, review and rating 

will increase customer confidence, and the need for official stores and star’s store increases the 

credibility of the online customer review and the online customer rating in order to minimize 

the existing fake rating that sells emina products, this may undermine the trust of prospective 

customers, Because reviews and ratings are a brand's reputation on an online site effect the 

revenue. If reputation is good then sales will also increase. 

2. It is hoped that it will be possible for researchers to examine the factors outside of online 

customer review and online customer ratings. Further researchers can use the addition of other 

variables such as: Social media, and Brand Ambassador which can influence purchasing decisions 
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