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ABSTRAK 
 

Tujuan dari penelitian ini yaitu untuk mengetahui dan menguji pengaruh e-service 
quality terhadap perilaku pembelian, online customer rating terhadap perilaku 
pembelian, celebrity endorse memoderasi pengaruh e-service quality terhadap 
perilaku pembelian, online customer rating terhadap perilaku pembelian, celebrity 
endorse memoderasi pengaruh online customer rating terhadap perilaku pembelian 
dan celebrity endorse terhadap perilaku pembelian customer aplikasi shopee. Jenis 
penelitian yang digunakan dalam penelitian ini adalah explanatory research, 
dengan populasi mahasiswa yang menggunakan marketplace Shopee yang 
dibuktikan dengan memiliki aplikasi marketplace Shopee dan memiliki riwayat dari 
aktivitas berbelanja yang dilakukan dengan jumlah sampel sebanyak 323 
responden. Teknik analisis data menggunakan Moderated Regression Analysis 
(MRA). Hasil analisis menunjukkan bahwa adanya pengaruh signifikan antara 
service quality terhadap perilaku pembelian customer aplikasi Shopee. Adanya 
pengaruh signifikan antara online customer rating terhadap perilaku pembelian 
customer aplikasi Shopee. Celebrity endorse tidak memoderasi pengaruh online 
customer rating terhadap perilaku pembelian customer aplikasi Shopee. Celebrity 
endorse tidak memoderasi pengaruh e-service quality terhadap perilaku pembelian 
customer aplikasi Shopee dan tidak adanya pengaruh signifikan antara celebrity 
endorser terhadap perilaku pembelian customer aplikasi Shopee.  
 
Kata Kunci: E-Service Quality, Online Customer Rating, Celebrity Endorse Dan 
Perilaku Pembelian  
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ABSTRACT 
 

The aim of this research is to determine and test the influence of e-service quality 
on purchasing behavior, online customer rating on purchasing behavior, celebrity 
endorsement moderating the influence of e-service quality on purchasing behavior, 
online customer rating on purchasing behavior, celebrity endorsement moderating 
the influence of online customer rating of purchasing behavior and celebrity 
endorsement of purchasing behavior of Shopee application customers. The type of 
research used in this research is explanatory research, with a population of 
students who use the Shopee marketplace as proven by having the Shopee 
marketplace application and having a history of shopping activities carried out with 
a sample size of 323 respondents. The data analysis technique uses Moderated 
Regression Analysis (MRA). The results of the analysis show that there is a 
significant influence between service quality on the purchasing behavior of Shopee 
application customers. There is a significant influence between online customer 
ratings on the purchasing behavior of Shopee application customers. Celebrity 
endorsement does not moderate the influence of online customer ratings on the 
purchasing behavior of Shopee application customers. Celebrity endorsement does 
not moderate the influence of e-service quality on the purchasing behavior of 
Shopee application customers and there is no significant influence between 
celebrity endorsers on the purchasing behavior of Shopee application customers.  
 
Keywords: E-Service Quality, Online Customer Rating, Celebrity Endorsement and 
Purchasing Behavior 
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