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ABSTRAK 

 

Yati Sumiati. 20220510018. "Pengaruh Online Customer Review, Perceived 

Trust, Dan Kualitas Produk Terhadap Keputusan Pembelian Produk 

Womenswear Pada Tiktok Shop (Survei Pada Generasi Z Di Kabupaten 

Kuningan)". Program Studi Manajemen. Fakultas Ekonomi Dan Bisnis. 

Universitas Kuningan. 2026 Pembimbing: Dr. Hj. Lili Karmela F, S.E., M.Si. 

dan Faishal Rahimi, S.E., M.M 

 

 

Tujuan penelitian ini untuk mengetahui pengaruh online customer review, perceived 

trust, dan kualitas produk terhadap keputusan pembelian. Jenis penelitian ini adalah 

penelitian kuantitatif. Populasi dalam penelitian ini adalah Generasi Z di Kabupaten 

Kuningan dengan metode pengambilan sampel Hair sehingga didapatkan sampel 

sebanyak 130 responden. Teknik sampel menggunakan non probability sampling. 

Teknik pengumpulan data menggunakan teknik angket. Skala angket yang 

digunakan berupa skala interval 1-7. Analisis data menggunakan analisis regresi 

linear berganda dengan bantuan aplikasi SPSS 27. Hasil penelitian ini menunjukkan 

bahwa: online customer review, perceived trust, dan kualitas produk secara simultan 

mempunyai pengaruh yang signifikan terhadap keputusan pembelian. Online 

customer review berpengaruh positif dan signifikan terhadap keputusan pembelian. 

Perceived trust berpengaruh positif dan signifikan terhadap keputusan pembelian. 

Kualitas produk berpengaruh positif dan signifikan terhadap keputusan pembelian. 

 

 

Kata Kunci: Online Customer Review, Perceived Trust, Kualitas Produk, 

Keputusan Pembelian. 
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ABSTRACT 

 

 

Yati Sumiati. 20220510018. "The Influence of Online Customer Reviews, 

Perceived Trust, and Product Quality on Purchase Decisions for Womenswear 

Products on TikTok Shop (Survey of Generation Z in Kuningan Regency)". 

Management Study Program, Faculty of Economics and Business, Kuningan 

University. 2026. Supervisors: Dr. Hj. Lili Karmela F, S.E., M.Si. and Faishal 

Rahimi, S.E., M.M. 

 

 

The purpose of this study was to determine the influence of online customer reviews, 

perceived trust, and product quality on purchase decisions. This research was 

quantitative. The population was Generation Z in Kuningan Regency, using a hair 

sampling method, resulting in a sample of 130 respondents. The sampling technique 

used was non-probability sampling. Data collection used a questionnaire. The 

questionnaire scale used was an interval scale of 1-7. Data analysis used multiple 

linear regression analysis with the help of SPSS 27. The results of this study indicate 

that: online customer reviews, perceived trust, and product quality simultaneously 

have a significant influence on purchasing decisions. Online customer reviews have 

a positive and significant influence on purchasing decisions. Perceived trust has a 

positive and significant influence on purchasing decisions. Product quality has a 

positive and significant influence on purchasing decisions. 

 

 

Keywords: Online Customer Reviews, Perceived Trust, Product Quality, 

Purchasing Decisions. 
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