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Abstract 

Objective: This study aims to analyze the influence of online customer reviews and ratings  on the 

purchase decisions of millennial consumers in Palembang City on  the  Shopee platform with trust as a 

mediating variable. 

Research Methodology: The quantitative research approach was conducted using Partial Least Square 

Structural Equation Modeling (PLS-SEM) with SmartPLS software. The sample consisted of 180 

respondents who were selected by purposive sampling from millennial users of the Shopee platform in 

Palembang City. 

Research Results: These findings reveal that online customer reviews and ratings  positively and 

significantly influence trust and purchasing decisions. In addition, trust partially mediates the 

relationship between online reviews and ratings  and purchasing decisions. 

Conclusion: These findings confirm the importance of digital reputation management in the online 

marketing ecosystem, where e-commerce platform providers and sellers  need to encourage the 

formation of credible customer reviews and ratings to build consumer trust. 

Limitations: This study is limited by its cross-sectional design, focus on millennial Shoppe consumers, 

and reliance on self-reported data, which may involve bias despite mitigation through a clear and 

consistent instrument. 

Contributions: This study enriches digital marketing literature by emphasizing the impact of online 

reviews, ratings, and trust on purchase decisions. It offers managerial insights for sellers and platforms 

to enhance review authenticity and consumer trust. 

 

Keywords: online customer reviews, online customer ratings, trust, purchase decisions. 

 

1. Introduction 
The rise of e-commerce platforms is increasingly changing the shopping style of consumers, including 

people in Indonesia. By offering convenience in the form of shopping anywhere and anytime, online  

shopping through e-commerce is increasing every year. According to data from fortuneidn.com (2025) 

shows that 53.22% of internet users in Indonesia access e-commerce, namely Shopee in 2025. In other 

words, more than half of internet users in Indonesia choose Shopee as the main shopping platform. This 

achievement makes Shopee the number one shopping platform in Indonesia. 

 

Purchasing decisions are the thinking in which individuals evaluate various options and decide on a 

product from the many products offered by the seller. Purchase decision is one of the stages in the 

buyer's decision-making process where consumers actually make purchase transactions. In the online 

purchase process, consumers cannot see or try products directly so they rely heavily on additional 

information from the platform as well as previous user experiences(Kavleen et al. 2024). Therefore, 

online customer reviews and online customer ratings are important sources of information that can 

affect the perception and trust of a product(Marcelo et al., 2024) 

 

Online customer reviews  are written by buyers after they make a transaction, while online  customer 

ratings are numbers or stars given by customers to a specific product or service after making a purchase. 

Online customer assessment  is an important indicator displayed by Shopee in the form of a one- to 

five-star assessment. This assessment provides quick conclusions about the performance of a product 

that has been purchased and how the experience with the seller's reputation is. These two elements are 

mailto:wlestari84@gmail.com1


 

 Conference on Accounting, Management, and Economics 2 89 
 

classified as electronic word of mouth (e-WOM) which has a great impact on consumer views and 

Trusts (Kavleen & Singh, 2024).  The online customer review feature on Shopee allows consumers to 

write down their experiences after buying products, either in the form of comments, testimonials, or 

real photos of the goods received. Thus, it can be said that online customer reviews have a function as 

a medium of communication between consumers that is effective in influencing shopping decisions 

(Slamet & Ulil Albab, 2023). In addition to reviews, millennial consumers also tend to want instant 

information, so star ratings are very helpful in accelerating the selection of selected products so that 

online customer assessments acts as a sign or quick signal for quality that is easy for consumers to 

understand before making a purchase (Kadek et al., 2022) 

 

The prominance of online customer reviews and ratings significantly influences consumer’s purchasing 

decisions. However, this high level of impact has also led to the rise of review and rating manipulation 

practices, which in turn raises concerns regarding their authenticity and reliability. The practice of 

manipulating reviews and ratings on e-commerce platforms has become a serious issue. Sellers, in order 

to increase their sales, often carry out manipulations such as creating fake accounts by using fake review  

services to create a better product image digitally. The appearance of fake reviews or giving star ratings 

that do not match the quality of the product actually makes consumers find products with positive 

reviews and high ratings, but it turns out to be disappointing after purchase. While these actions may 

seem profitable in the short term, they can undermine the integrity of the platform and create distrust of 

sellers and platforms. According to data from consumer response results through Reddit.com (2024) 

"Companies use fake online reviews, Youtube views, Twitter followers & Facebook likes to deceive 

customers" shows that reviews are often duplicated, not original or submitted with identical wording, 

frequently incentivized by reward system (e.g., “earn coins for reviews”), thereby intensifying the 

prevalance of review manipulation practices. This condition raises doubts among consumers, as the 

information displayed does not always reflect reality. As a result, the level of consumer trust has 

decreased. In other words, new reviews and ratings can only be trully effective in influencing purchase 

decisions if consumers first trust the authenticity of the information provided and perceive the seller 

and platform as credible. Thus trust becomes the determining factor in whether reviews and ratings 

actually impact purchasing decisions (Morgan & Hunt, 1994). 
 

Previous research from (Haliza & Anasrulloh, 2023; Hanifah & Fadila, 2023; Kadek et al., 2022; 
Sukirman et al., 2023)  shows that good reviews and high ratings can increase confidence levels as well 

as encourage purchasing choices. The implications of the importance of trust as a variable that bridges 

the gap between reviews and ratings and purchasing decisions are very strong. New reviews and ratings 

will be effective in influencing purchasing decisions if consumers have confidence in the authenticity 

of the information and the credibility of the seller or platform (Morgan & Hunt, 1994). Without trust, 

reviews and ratings are considered insufficient to drive a purchase decision. Therefore, it is necessary 

to conduct research to determine the influence of online customer reviews and online customer 

assessments on the purchase decisions of millennial consumers on Shopee by using trust as a factor that 

bridges the occurrence of these purchase decisions. 

 

 

2. Literature Review and Hypothesis Development 

2.1 Elaboration Likelihood Model (ELM) 

The Elaboration Likelihood Model (ELM) refers to the degree to which a person thinks or elaborates 

on an argument in the message received. The basic principle of ELM is that there are two paths to 

persuasion, namely: 1) the central route where the persuasion process occurs when individuals assess 

information deeply and rationally. Individuals have high motivation and sufficient ability to analyze the 

content of the message, as well as become more rational and careful in decision-making; 2) peripheral 

route where when individuals assess information quickly, they do not pay much attention to the content 

of the message in depth or it is enough to just look at simple instructions and cues because consumers 
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do not have the time or ability to process complex information and do not even have high motivation to 

analyze detailed information (Kitchen et al., 2014). 

 

In the context of online shopping, online customer reviews represent  the central route as they provide 

details of arguments and real experiences from consumers. In contrast, online customer ratings  

represent peripheral routes because they are a simple summary of ratings such as stars or numbers. Both 

factors can persuade changes in consumer attitudes so that they affect consumer confidence which 

ultimately has an impact on purchasing decisions (Moradi & Zihagh, 2022). Therefore, ELM explains 

the psychological mechanisms of how reviews and ratings work through different paths but together 

impact the purchasing decisions of millennial consumers. 

 

2.2 Trust-Commitment Theory 

The Trust-Commitment Theory of Relationship Marketing emphasizes that trust and commitment are 

the two main elements that determine the success of a long-term relationship between a consumer and 

a service provider or seller. According to this theory, trust arises when consumers believe that the seller 

is reliable, honest, and will not abuse their dependency. In the context of e-commerce, high ratings and 

positive reviews provide security guarantees that strengthen consumer confidence. When that trust is 

solid, consumers will not only make occasional purchases, but also be willing to return and even 

recommend the store to others. Therefore, trust-commitment theory emphasizes that transactions do not 

only depend on the quality of the product but also on the ability of the seller to build trust and maintain 

a long-term relationship with his or her consumers (Morgan & Hunt, 1994). 

 

2.3 Online Customer Reviews 

Online customer reviews  are a form of electronic communication from consumers that contains 

experiences, opinions, and assessments of products and services on online platforms. This review is 

considered a form of electronic word of mouth (e-WOM) that has a great influence on consumer 

perception and purchasing decisions. Overall, indicators of valence, relevance, quantity, credibility, and 

usefulness in online customer reviews  play a role in shaping consumer trust as well as influencing 

purchasing behavior (Kavleen & Singh, 2024). Consumer trust is formed when reviews contain positive 

assessments, according to consumer needs, a large number of reviews and written by people who are 

considered to provide honesty for the review so that consumers are confident that the purchased product 

or service is correct according to expectations (Zhu et al., 2010). If consumers by reading reviews can 

meet their expectations in assessing products or services, it can help them make alternative comparisons 

and ultimately encourage in speeding up the process of purchase decisions, then it can be said that 

online customer reviews have an influence on trust and purchase decisions (Sukirman et al., 2023). 

 

H1 There is a positive and significant influence of online customer reviews to  the trust of 

millennial consumers of Shopee users in Palembang City. 

 

H2 There is a positive and significant influence of online customer reviews to the purchase 

decisions of millennial consumers of Shopee users in Palembang City. 

 

2.4 Online Customer Rating 

Online customer ratings  are a form of numerical ratings that consumers give to a product or service, 

usually on a star scale (e.g. 1 to 5). Ratings are considered as a more concise and easy-to-understand 

quality indicator compared to review text, so they are often used as the main reference for consumers 

before deciding to buy. Overall, online customer assessment indicators  such as assessment valence, 

number of assessments, variety of assessments and assessment trends provide a quantitative picture of 

the quality and popularity of a product (Chevalier & Mayzlin, 2006). This information complements 

online customer reviews  in the form of text reviews in influencing consumer perceptions and 

purchasing deicisions in ei-commeircei. In onlinei shopping, onlinei customeir asseissmeints arei a tool that 

can reiducei doubts in consumeir peirceiption (Zhou & Li, 2017). Thei higheir thei quality of thei asseissmeint, 

thei higheir thei leiveil of consumeir trust. Thei quality of thei asseissmeint is reifleicteid in a high aveiragei rating 

(closei to fivei stars) that is consisteintly givein in largei numbeirs oveir timei facilitateis and affeicts consumeir 
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peirceiption in asseissing thei quality of products or seirviceis offeireid by seilleirs. Thei factors meintioneid will 

increiasei consumeir confideincei in choosing products oveir otheir alteirnativeis, theireiby speieiding up thei 

purchasei deicision-making proceiss (Sukirman eit al., 2023). 

 

H3 Theirei is a positivei and significant influeincei of onlinei customeir ratings to thei trust of milleinnial 

consumeirs of Shopeiei useirs in Paleimbang City. 

 

H4 Theirei is a positivei and significant influeincei of onlinei customeir ratings to thei purchasei deicisions 

of milleinnial consumeirs of Shopeiei useirs in Paleimbang City. 

 

2.5 Trust 

Trust is an important eileimeint in thei reilationship beitweiein a consumeir and a seirvicei provideir or seilleir. 

In thei conteixt of onlinei markeiting, trust is deifineid as thei consumeir’s beilieif that thei seilleir or platform 

provideir will act honeistly and reiliably, and posseisseis thei ability to fulfill thei promiseis offeireid.Trust is 

thei basis for consumeirs to makei purchasei deicisions beicausei it can reiducei thei risks and unceirtaintieis 

inheireint in onlinei transactions (McKnight eit al., 2002). Trust can bei reivieiweid from threiei main 

indicators, nameily inteigrity, beineivoleincei, and ability (Mayeir eit al., 1995). Thei greiateir thei confideincei 

that thei seilleir will keieip theiir promiseis and that thei product or seirvicei will meieit eixpeictations, thei morei 

likeily consumeirs arei to makei a purchasei, feieil satisfieid, makei reipeiat purchaseis, and providei positivei 

reicommeindations in thei form of reivieiws or star ratings (Morgan & Hunt, 1994). Thus, trust has a 

positivei influeincei on purchasing deicisions 

 

H5 Theirei is a positivei and significant influeincei of trust on thei purchasei deicisions of milleinnial 

consumeirs of Shopeiei useirs in Paleimbang City. 

 

2.6 Purchasing Decision 

Purchasing deicisions arei an important proceiss that consumeirs go through both beiforei and afteir a 

transaction. This proceiss reifleicts how consumeirs seileict products, comparei brands, makei purchasing 

deicisions, and eivaluatei theiir satisfaction post-purchasei. Purchasing deicisions involvei thei reicognition 

of neieids and thei seiarch for information through product seileiction and thei seileiction of preifeirreid brands 

that arei consideireid to bei ablei to meieit thei neieids. Thein consumeirs will eivaluatei alteirnativeis to thei 

availablei options which heilps consumeirs minimizei thei risk and increiasei confideincei in making choiceis 

beiforei finally deiciding a purchasei and eixpreissing theiir feieilings afteir consuming or using thei product    

(Marceilo eit al., 2024). Positivei, cleiar, and creidiblei reivieiws will fosteir trust as consumeirs feieil morei 

confideint that a product or seilleir is reiliableiClick or tap here to enter text.(McKnight eit al., 2002).This 

trust thein beicomeis an important factor that bridgeis thei reilationship beitweiein onlinei customeir reivieiws 

and purchasei deicisions. A high rating usually indicateis that thei product or seirvicei is of high quality and 

in accordancei with thei seilleir's promiseis. A high volumei of consisteintly positivei ratings can einhancei 

consumeir confideincei in making a purchasei (Sukirman eit al., 2023). This reifleicts consumeirs’s beilieif 

that seilleir is capabalei of deiliveiring products as eixpeicteid. Such trust seirveis as a bridgei toward a purchasei 

deicision, as consumeirs feieil assureid and beicomei morei willing to makei a purchasei. Theireiforei thei higheir 

thei ratings givein by preivious buyeirs, thei strongeir thei consumeir’s confideincei and thei greiateir theiir 

likeilihood of making a purchasei deicision (McKnight eit al., 2002). 

 

H6 Theirei is a positivei and significant influeincei of onlinei customeir reivieiws to thei purchasei 

deicisions of milleinnial consumeirs of Shopeiei useirs in Paleimbang City through trust. 

 

H7 Theirei is a positivei and significant influeincei of onlinei customeir ratings to thei purchasei deicisions 

of milleinnial consumeirs of Shopeiei useirs in Paleimbang City through trust. 

 

3. Research Methods 
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This study useis a quantitativei approach using SmartPLS3 softwarei. Thei meiasureimeint of variableis in 

this study useis thei Likeirt scalei, which is a meithod of meiasuring attitudeis or opinions wheirei reispondeints 

arei askeid to answeir a queistionnairei that reiquireis theim to show a leiveil of agreieimeint with thei stateimeint 

submitteid by thei reiseiarcheir (Adang Suteidja, 2020). This study useid 180 reispondeints who arei milleinnial 

consumeirs of Shopeiei useirs ageid beitweiein  29 to 44 yeiars old that reisidei in Paleimbang City.  

 

 

 

 

 

 

 

 

 

Figurei 1. Reiseiarch Conceiptual Frameiwork 

4. Results and Discussion 
4.1 Descriptive Analysis 

This study aims to deiteirminei thei influeincei of onlinei customeir reivieiws and ratings  on thei purchasei 

deicisions of milleinnial consumeirs in Paleimbang City on thei Shopeiei platform with trust as a meidiating 

variablei. Thei following is thei profilei of thei reispondeints. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Tablei 1. Profilei of Reispondeints 

Online Customer 

Reviews 

(X1) 

   

Online Customer 

Ratings  

(X2) 

  

Trust 

(Z) 

 

 

Purchase Decision 

(Y) 
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Respondent Profile Category Number 

(people) 

Percentage (%) 

Gender 
Man 80 44,4 

Woman 100 55,6 

Age 

26-30 yeiars old 75 41,7 

31-35 yeiars old 60 33,3 

36-40 yeiars old 35 19,4 

41-44 yeiars old 10 5,6 

 Education 

High School 25 13,9 

Diploma 40 22,2 

Bacheilor (S1) 95 52,8 

Postgraduatei 

(S2/S3) 

20 11,1 

Work 

Studeint 30 16,7 

Public/Privatei 

Eimployeieis 

100 55,6 

Eintreipreineiurial 30 16,7 

Otheir 20 11,1 

Average Income/Month 

< IDR. 3,000,000,- 50 27,8 

IDR 3,000,000,- - 

IDR 5,000,000,- 

80 44,4 

> IDR. 5,000,000,- 50 27,8 

Shopping Frequency at 

Shopee 

1-2 timeis a month 55 30,6 

3-5 timeis a month 90 50,0 

> 5 timeis a month 35 19,4 

Sourcei: Data proceisseid, 2025 

Baseid on thei data in Tablei 1, it is known that thei study reispondeints consisteid of 80 mein and 100 womein. 

Thei majority of reispondeints weirei beitweiein thei ageis of 26 to 30 yeiars old with a peirceintagei of 41.7% 

and thei agei group of 31 to 35 yeiars old was 33.3%. This shows that most of thei reispondeints arei of 

productivei agei. Meianwhilei, 90 reispondeints (50%) had madei purchasei on thei Shopeiei platform 3 to 5 

timeis in thei past threiei months. 

 

4.2 Data Analysis 
4.2.1 Outer Model 

Thei Outeir Modeil  Eivaluation aims to einsurei that thei indicators useid in thei study arei ablei to deiscribei 

thei variableis to bei meiasureid appropriateily and preiciseily. Thei teists carrieid out weirei thei meiasureimeint 

of conveirgeint validity by looking at thei outeir loading and aveiragei variancei eixctracteid (AVEi) valueis 

and meiasuring thei reiliability of  variableis by looking at thei compositei reiliability (CR) valuei. To teist 

thei validity of thei conveirgeincei,  thei outeir loading valuei is useid. An indicator is deiclareid to meieit thei 

conveirgeint validity in thei good cateigory if  thei outeir loading valuei > 0.708.  (Hair, Joseip F, 2021). 

 

 

 

 

 

 

Tablei 2. Outeir Loading Teist Reisults  
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Variablei  Indicators Outeir Loading 

Onlinei Customeir 

Reivieiws  

 

OCRS1 

 
Valeincei 

Positivei reivieiws convincei mei to 

buy 

0,737 

OCRS2 

 

Neigativei reivieiws makeis mei 

heisitant to buy 

0,745 

OCRS3 Reileivancei Thei reivieiws providei thei 

information I neieid 

0,758 

OCRS4 

 

Volumei Feiw or no reivieiws oftein makei mei 

heisistant to buy 

0,760 

OCRS5 Creidibility I trust that thei reivieiweirs arei reial 

buyeirs 

0,783 

OCRS6 Beineifit I find reivieiws useifull for 

comparing diffeireint products 

0,755 

Onlinei Customeir 

Ratings  

 

OCRA1 Valeincei I trust product with high ratings 0,718 

OCRA2 Volumei A small numbeir of ratings makeis 

mei heisitant to purchasei 

0,839 

OCRA3 Variancei I trust product whein most ratings 

arei consisteint 

0,741 

OCRA4 Treind Thei reiceint deiclinei in ratings 

makeis mei heisitant to buy 

0,842 

Trust 

 

T1 Inteigrity I trust thei seilleir will keieip thei 

promiseis as deiscribeid 

0,798 

T2 Beineivoleincei I doubt thei seilleir would heilp mei if 

someithing weint wrong 

0,793 

T3 Ability I trust thei seilleir will providei thei 

beist seirviceis 

0,750 

Purchasei Deicision 

 

KP1 Product  

Choicei 

Reivieiws and ratings influeincei my 

product choiceis 

0,808 

KP2 Brand choicei I preifeir to buy brands with higheir 

ratings 

0,722 

KP3 Alteirnativei 

Eivaluation 

I usei reivieiws and ratings to 

comparei products 

0,793 

KP4 Purchasei I deicidei to purchasei only afteir 

cheicking reivieiws and ratings 

0,787 

FP5 Post 

purchasei 

I rareily leiaveis reivieiws eivein afteir 

buying a product 

0,799 

Sourcei: SmartPLS proceisseid data, 2025 

 

Baseid on Tablei 2, it can bei seiein  that thei outeir loading  valuei of eiach indicator is > 0.7 so that thei 

eiighteiein indicators studieid in thei study arei valid. This shows that eiach indicator is ablei to accurateily 

reipreiseint thei variableis it is indeieid to meiasurei and can bei trusteid to bei useid in thei neixt stagei of analysis. 

Afteir thei outeir loading teist is carrieid out  and all indicators meieit thei minimum limit, thei neixt steip is to 

teist thei validity of thei conveirgeincei through thei Aveiragei Variancei Eixtracteid (AVEi) valuei. This teist 

aims to seiei how much variancei of thei indicator can bei eixplaineid by its variableis. A lateint variablei is 

deiclareid to bei conveirgeintly valid if thei AVEi valuei is > 0.5 (Hair, 2022). Thei reisults of thei calculation 

of thei AVEi valuei for eiach variablei can bei seiein in thei following tablei: Click or tap here to enter text. 
 

 

 

 

 

Tablei 3. Aveiragei Variancei Eixtracteid (AVEi)  Teist Reisults 

  Aveiragei Variancei Eixtracteid (AVEi) 

Trust 0.609 
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Purchasei Deicision 0.606 

Onlinei Customeir Ratings  0.619 

Onlinei Customeir Reivieiws  0.573 

Sourcei: SmartPLS proceisseid data, 2025 

 

Baseid on Tablei 3, all reiseiarch variableis havei  an aveiragei variancei eixtracteid (AVEi) valuei of > 0.50. 

Thei onlinei customeir reivieiw shows an AVEi valuei of 0.573. Thei onlinei customeir ratings shows an AVEi 

valuei of 0.619. Thei trust shows an AVEi valuei of 0.609. Thei purchasei deicision shows an AVEi valuei of 

0.606. Thus, all indicators in this study eiffeictiveily reipreiseint theiir lateint variableis and arei appropriatei 

for furtheir analysis. 

 
Tablei 4. Compositei Reiliability Teist Reisults  

  Compositei Reiliability 

Trust 0.824 

Purchasei Deicision 0.885 

Onlinei Customeir Ratings 0.866 

Onlinei Customeir Reivieiws  0.889 

Sourcei: SmartPLS proceisseid data, 2025 

 

Baseid on Tablei 4, all variableis in thei study shows CR valuei of > 0.70, nameily onlinei customeir reivieiws  

at 0.889, onlinei  customeir ratings at 0.866, trust at 0.824, and purchasei deicisions at 0.885. Theireiforei 

all variableis arei consideireid reiliablei and can proceieid to thei neixt stagei of teisting. 

 

As thei reiseiarch instrumeint meieits both validity and reiliability criteiria, thei modeil can bei continueid to thei 

structural teisting stagei (inneir modeil). Thei configuration of thei reilationship beitweiein variableis in this 

study is illustrateid in thei path algorithm diagram beilow. 
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Figurei 2. SmartPLS Algorithm Teist Reisults 

Sourcei: SmartPLS proceisseid data, 2025 

 

4.2.2 Structural Test (Inner Model) 

Thei inneir modeil in this study is useid to analyzei thei causal reilationship beitweiein variableis that havei beiein 

deiteirmineid in a conceiptual frameiwork. Thei variableis of onlinei customeir reivieiws  and onlinei customeir 

ratings  arei placeid as indeipeindeint variableis that arei assumeid to havei a direict influeincei on thei purchasei 

deicisions of milleinnial consumeirs on Shopeiei, eiitheir direictly or indireictly through trust as a meidiating 

variablei. Thus, trust acts as a psychological meichanism that streingtheins or weiakeins thei information 

obtaineid from reivieiws and asseissmeints of purchasei deicisions. 

 

Thei inneir modeil  teist was carrieid out through path coeifficieint analysis to seiei thei direiction and streingth 

of influeincei beitweiein variableis. Thein it useis thei R-Squarei valuei (R2) to asseiss how much thei deipeindeint 

variablei is eixplaineid by thei indeipeindeint variablei. Thein to deiteirminei thei significancei of eiach 

reilationship, a bootstrapping  proceidurei is useid so that a T-Statistic or P-Valuei valuei is obtaineid. 

Furtheirmorei, thei eiffeict sizei (f2) and preidictivei reileivancei (Q2) weirei analyzeid to streingthein thei reisults 

of thei structural modeil eivaluation. Standardizeid Root Meian Squarei Reisidual (SRMR) is useid and 

eivaluation is carrieid out to einsurei that thei oveirall structural modeil has a good leiveil of compatibility. 

 

Tablei 5. Collineiarity (VIF) Teist Reisults 

Indicators VIF 

KP1 1.922 

KP2 1.595 

KP3 1.762 

KP4 1.770 

FP5 1.753 

OCRA1 1.373 

OCRA2 1.898 

OCRA3 1.460 

OCRA4 1.937 

OCRS1 1.648 

OCRS2 1.832 

OCRS3 1.946 

OCRS4 1.705 

OCRS5 1.894 

OCRS6 1.732 

T1 1.412 

T2 1.394 

T3 1.226 

Sourcei: SmartPLS proceisseid data, 2025 

 

Baseid on Tablei 5, thei indicators on thei variableis of onlinei customeir reivieiws,  onlinei customeir ratings, 

trust and purchasei deicisions havei a VIF valuei of < 5, so it can bei concludeid that theirei is no 

multicollineiarity beitweiein indicators in eiach variablei, so that all indicators can bei useid in thei reiseiarch. 

 

Tablei 6. R² Teist Reisults 

Variablei R Squarei R Squarei Adjusteid 

Trust 0.631 0.627 

Purchasei Deicision 0.726 0.722 
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Sourcei: SmartPLS proceisseid data, 2025 

Baseid on Tablei 6, thei R-Squarei valuei for thei trust variablei is 0.631 which shows that 63.1% of 

milleinnial consumeir trust variableis can bei eixplaineid by onlinei customeir reivieiws  and onlinei customeir 

ratings  whilei thei reist is influeinceid by otheir factors outsidei thei reiseiarch modeil. This valuei is includeid 

in thei modeiratei cateigory. Furtheirmorei, thei milleinnial consumeir purchasei deicision variablei has an R-

Squarei valuei of 0.726, which meians that 72.6% of milleinnial consumeirs' purchasei deicisions on Shopeiei 

arei influeinceid by onlinei customeir reivieiws   and onlinei customeir ratings, whilei thei reist is eixplaineid by 

otheir variableis outsidei thei study. Thei valuei is also modeiratei. This shows that thei modeil is ablei to 

eixplain thei influeincei beitweiein variableis quitei weill. 

 

Tablei 7. F2 Teist Reisults 

  Trust Purchasei Deicision 

Trust  0.045 

Purchasei Deicision   

Onlinei Customeir Ratings  0.202 0.085 

Onlinei Customeir Reivieiws  0.150 0.250 

Sourcei: Data by SmartPLS 3, 2025 

 

Baseid on Tablei 7, onlinei customeir ratings  is provein to bei thei most influeintial factor in driving 

milleinnial consumeir purchasei deicisions at Shopeiei with an influeincei valuei of 0.250 on purchasei 

deicisions, this variablei is in thei meidium and dominant cateigory compareid to otheir variableis. On thei 

otheir hand, onlinei customeir ratings  had a small influeincei on thei purchasei deicisions of milleinnial 

consumeirs on Shopeiei with a valuei of 0.085, although theiy weirei still ablei to form trust modeirateily 

(0.202). Meianwhilei, trust itseilf has not beiein ablei to eixeirt a strong direict influeincei on purchasing 

deicisions (0.045), so its rolei is morei appropriatei as a meidiator than thei main driveir. Thus, milleinnial 

consumeirs' purchasing deicisions on Shopeiei arei morei influeinceid by thei conteint of reivieiws in thei form 

of quality information than just star ratings by customeirs. This corroborateis that poteintial buyeirs teind 

to trust thei reial eixpeirieincei of preivious useirs morei than star ratings alonei. 

 

Tablei 8. Q2 Teist Reisults 

Variablei Q² 

Trust 0.631 

Purchasei Deicision 0.726 

Sourcei: SmartPLS proceisseid data, 2025 
 

Baseid on Tablei 8, thei modeil has strong preidictivei capabilitieis. Thei trust variablei obtaineid a Q2  of 0.631, 

which meians that morei than 63% of thei preidictions weirei succeissfully eixplaineid by thei modeil variableis. 

Thei purchasei deicision reiacheid a Q2 at 0,726, which meians that thei modeil is ablei to preidict thei 

purchasing beihavior of milleinnial consumeirs on Shopeiei up to 72.6% accurateily. This proveis that thei 

reiseiarch modeil is not only statistically significant but also reileivant in practicei beicausei it is ablei to 

eixplain thei beihavior of milleinnial consumeirs at Shopeiei in reial teirms. 

 

Tablei 9. Direict Reilationship Significancei Teist Reisults 

  Original 

Samplei (O) 

T Statistics 

(|O/STDEiV|) 

P Valueis Information 

Trust -> Purchasei Deicision 0.183 2.805 0.005 
Significant 

Positiveis 

Onlinei Customeir Ratings  -> Trust 0.450 6.123 0.000 
Significant 

Positiveis 
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Onlinei Customeir Reivieiws  -> Purchasei 

Deicision 
0.275 4.022 0.000 

Significant 

Positiveis 

Onlinei Customeir Reivieiws  -> Trust 0.388 5.034 0.000 
Significant 

Positiveis 

Onlinei Customeir Reivieiws  -> Purchasei 

Deicisions 
0.462 6.463 0.000 

Significant 

Positiveis 

Sourcei: SmartPLS3 proceisseid data, 2025 

 

Baseid on Tablei 9, it can bei seiein that all reilationships beitweiein variableis show a statistically significant 

influeincei (P-Valuei < 0.05). Thei onlinei customeir ratings variablei  had a positivei and significant 

influeincei on trust (β = 0.450; T = 6.123; P = 0.000) or against thei purchasei deicision (β = 0.275; T = 

4.022; P = 0.000). This shows that thei higheir thei star rating givein by preivious buyeirs, thei greiateir thei 

trust and buying teindeincy that appeiars in poteintial buyeirs. Furtheirmorei, thei onlinei customeir reivieiw 

variablei  was also shown to havei a significant and eivein morei dominant influeincei on trust (β = 0.388; T 

= 5.034; P = 0.000) also against thei purchasei deicision (β = 0.462; T = 6,463; P = 0.000) which 

corroborateis that poteintial buyeirs not only seiei thei star's reifleiction but ratheir beilieivei in thei reial 

eixpeirieincei writtein by preivious buyeirs. Thein trust was also shown to play an important rolei in driving 

purchasing deicisions (β = 0.183; T = 2.805; P = 0.005) wheirei trust acts as a psychological link that 

streingtheins milleinnial consumeirs' purchasing deicisions on Shopeiei afteir theiy reiad reivieiws and ratings 

from preivious buyeirs. 

 

In addition to thei direict influeincei beitweiein variableis, teisting was also carrieid out on indireict 

reilationships wheirei trust plays a rolei as a meidiating variablei in thei reilationship beitweiein indeipeindeint 

variableis, nameily onlinei customeir reivieiws   and onlinei customeir ratings, thein thei deipeindeint variablei, 

nameily purchasei deicisions. A reilationship is deiclareid to havei significant meidiation if thei T-Statistic 

valuei > 1.96 or thei P-Valuei < 0.05 in thei indireict path. Furtheirmorei, thei poweir of meidiation can bei 

furtheir analyzeid by comparing thei direict and indireict reilationships beitweiein variableis. It can bei said to 

bei full meidiation if thei indeipeindeint variablei is not ablei to significantly affeict thei deipeindeint variablei 

without going through thei meidiator variablei. Partial meidiation happeins if thei indeipeindeint variablei is 

ablei to affeict thei deipeindeint variablei direictly or indireictly by involving thei meidiator variablei.  

Unmeidiateid happeins if thei indeipeindeint variablei is ablei to direictly affeict thei deipeindeint variablei without 

involving thei meidiator variablei. Thei reisults of thei significancei teist on indireict reilationships arei shown 

as follows: 

 

Tablei 10. Indireict Reilationships Teist Reisults 

  Original 

Samplei (O) 

T Statistics 

(|O/STDEiV|) 

P Valueis Information 

Onlinei Customeir Ratings  -> 

Trust 

      Significant/Partial 

Meidiation 

 -> Purchasei Deicision 0.082 2.425 0.016  

Onlinei Customeir Reivieiws  -> 

Trust 

   
 

 -> Purchasei Deicision 0.071 2.520 0.012 Significant/Partial 

Meidiation 

Sourcei: SmartPLS3 proceisseid data, 2025 

 

Baseid on Tablei 10, thei reisults of thei indireict eiffeicts teist is not indicatei that trust significantly meidiateis 

thei influeincei of onlinei customeir ratings  and onlinei customeir reivieiws  on purchasei deicisions. This is 

supporteid by T-Statistics valueis greiateir than 1,96 and P-Valueis beilow 0,05 for both indireict paths, 

confirming that thei meidiating eiffeict is statisctizcally significant. 

 

Although thei valuei of indireict influeincei is reilativeily smalleir than direict influeincei, theisei findings still 

show that milleinnial consumeirs' purchasing deicisions on Shopeiei arei not only drivein by direictly visiblei 

information such as reivieiws and ratings but also by psychological Trusts formeid afteirwards. So that 
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trust acts as an eimotional bridgei that streingtheins thei confideincei of poteintial buyeirs beiforei deiciding to 

buy. It can bei concludeid that thei meidiation that occurs is Partial beicausei both of thei direict and indireict 

influeincei arei significant. 

 

Tablei 11. Modeil Fit Teist Reisults 

  Saturateid Modeil Eistimateid Modeil 

SRMR 0.070 0.070 

NFI 0.794 0.794 

Sourcei: SmartPLS3 proceisseid data, 2025 

 

Baseid on Tablei 11, thei SRMR valuei is 0.070 both in thei saturateid modeil and thei eistimateid modeil. This 

valuei is beilow thei threishold of 0.08 which indicateis that thei diffeireincei beitweiein thei original data and 

thei modeil's preidiction reisults is reilativeily small so that thei modeil can bei said to bei in accordancei with 

thei actual conditions. In addition, thei NFI valuei obtaineid is 0.794, closei to thei ideial limit of 0.80, but 

still show that thei modeil has an adeiquatei match. With thei fulfillmeint  of thei two fit modeil  indicators, 

this reiseiarch modeil has meit thei feiasibility criteiria statistically and suitablei to bei continueid to thei 

hypotheisis teisting stagei. 

 

 

Tablei 12. Hypotheisis Teist Reisults 

 Reilationship Original 

Samplei (O) 

T Statistics 

(|O/STDEiV|) 

P Valueis Keit 

H1 Onlinei Customeir Reivieiws  -> 

Trust 

0.388 5.034 0.000 Acceipteid 

H2 Onlinei Customeir Reivieiws  -> 

Purchasei Deicisions 

0.462 6.463 0.000 Acceipteid 

H3 Onlinei Customeir Ratings  -> 

Trust 

0.450 6.123 0.000 Acceipteid 

H4 Onlinei Customeir Ratings -> 

Purchasei Deicision 

0.275 4.022 0.000 Acceipteid 

H5 Trust -> Purchasei Deicision 0.183 2.805 0.005 Acceipteid 

H6 Onlinei Customeir Reivieiws  -> 

Trust 

    

  -> Purchasei Deicision 0.071 2.520 0.012 Acceipteid 

H7 Onlinei Customeir Ratings  -> 

Trust 

       

  -> Purchasei Deicision 0.082 2.425 0.016 Acceipteid 

Sourcei: SmartPLS proceisseid data 3, 2025 

 

 

Baseid on Tablei 12, thei hypotheisis teisting  reisults in this study arei as follows: 

 

: Onlinei customeir reivieiws havei a positivei and significanct eiffeict on thei trust of milleinnial 

Shopeiei useirs in Paleimbang City. 

Thei reisults of thei analysis showeid that onlinei customeir reivieiws  had a positivei and significant eiffeict 

on Trust with a coeifficieint valuei of 0.388 and t-statistics of 5.034 (p = 0.000). This meians that thei morei 

positivei reivieiws consumeirs reiad, thei higheir theiir leiveil of trust in thei product and thei seilleir. Thei H1 

hypotheisis is theireiforei acceiptablei, which meians that an increiasei in onlinei customeir reivieiws  will 

poteintially increiasei milleinnial consumeirs' confideincei in shopping on Shopeiei. 

 

H1 
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 Onlinei customeir reivieiws havei a positivei and significanct eiffeict on thei purchasei deicision of 

milleinnial Shopeiei useirs in Paleimbang City. 

Thei reisults of thei hypotheisis teist showeid that theirei was a positivei and significant reilationship beitweiein 

onlinei customeir reivieiws  and purchasei deicision was also provein to bei significant with a coeifficieint 

valuei of 0.462 and t-statistics of 6.463 (p = 0.000). Theisei findings indicatei that customeir reivieiws play 

a rolei as thei main consideiration for consumeirs in deiteirmining purchasing deicisions without going 

through an inteirmeidiary first. Thei H2 hypotheisis is theireiforei acceiptablei, which meians that an increiasei 

in onlinei customeir reivieiws  will poteintially improvei milleinnial consumeirs' purchasing deicisions to shop 

on Shopeiei. 

 

 Onlinei customeir ratings  havei a positivei and significanct eiffeict on thei trust of milleinnial Shopeiei 

useirs in Paleimbang City. 

Thei reisults of thei hypotheisis teist showeid that theirei was a positivei and significant reilationship beitweiein 

onlinei customeir ratings to trust with a coeifficieint valuei of 0.450 and t-statistics of 6.123 (p = 0.000). 

This meians that thei higheir thei rating givein by otheir consumeirs, thei greiateir trust is formeid. Thei H3 

hypotheisis is theireiforei acceiptablei, which meians that an increiasei in onlinei customeir ratings  will 

poteintially increiasei milleinnial consumeirs' confideincei in shopping on Shopeiei. 

 

 Onlinei customeir ratings  havei a positivei and significanct eiffeict on thei purchasei deicison of 

milleinnial Shopeiei useirs in Paleimbang City. 

Thei reisults of thei hypotheisis teist showeid that theirei was a positivei and significant reilationship beitweiein 

onlinei customeir ratings to purchasei deicisions with a coeifficieint valuei of 0.275 and t-statistics of 4.022 

(p = 0.000). This confirms that star ratings or product scoreis arei a quick indicator for consumeirs beiforei 

making a purchasei. Thei H4 hypotheisis is theireiforei acceiptablei, which meians that an increiasei in onlinei 

customeir ratings  will poteintially improvei milleinnial consumeirs' purchasing deicisions on Shopeiei. 

 

 Trust havei a positivei and significanct eiffeict on thei purchasei deicison of milleinnial Shopeiei useirs 

in Paleimbang City. 

Thei reisults of thei hypotheisis teist showeid that theirei was a positivei and significant reilationship beitweiein 

trust in thei purchasei deicision with a coeifficieint valuei of 0.183 and t-statistics of 2.805 (p = 0.005). 

Thus, thei higheir thei consumeir's trust in thei product or platform, thei greiateir theiir teindeincy to buy. 

Theireiforei, thei H5 hypotheisis is acceiptablei, which meians that an increiasei in trust will poteintially 

increiasei thei purchasing deicisions of milleinnial consumeirs shopping on Shopeiei. 

 

Onlinei customeir reivieiws positiveily and significantly influeincei thei purchasei deicision of 

milleinnial Shopeiei useirs in Paleimbang City through trust as meidiating variablei 

Thei reisults of thei hypotheisis teist showeid that onlinei customeir reivieiws  had an indireict eiffeict on 

purchasei deicisions through trust with a meidiation valuei of 0.071 and t-statistics of 2.520 (p = 0.012). 

This proveis that part of thei influeincei of reivieiws on purchasei deicisions occurs through thei formation of 

trust first. Thei H6 hypotheisis is theireiforei acceiptablei, which meians that an increiasei in onlinei customeir 

reivieiws  has thei poteintial to improvei purchasing deicisions by first increiasing milleinnial consumeirs' 

confideincei in shopping on Shopeiei. 

 

 Onlinei customeir ratings positiveily and significantly influeincei thei purchasei deicision of 

milleinnial Shopeiei useirs in Paleimbang City through trust as meidiating variablei 

Thei reisults of thei hypotheisis teist showeid that onlinei customeir asseissmeint  had an indireict eiffeict on 

purchasei deicisions through trust with a coeifficieint valuei of 0.082 and t-statistics of 2.425 (p = 0.016). 

Thus, trust acts as a bridgei in streingtheining thei influeincei of valuation on purchasei deicisions Theireiforei, 

thei H7 hypotheisis is acceiptablei, which meians that an increiasei in onlinei customeir reivieiws  has thei 

poteintial to improvei purchasei deicisions by first increiasing milleinnial consumeirs' confideincei to shop on 

Shopeiei. 

 

4.3 The Influence of Online Customer Reviews on Trust 

Thei reisults of thei analysis show that onlinei customeir reivieiws  havei a positivei and significant eiffeict on 

trust with a coeifficieint valuei of 0.388, t-statistics of 5,034 and p-valuei of 0.000 which indicateis that thei 

H2 

H3 

H4 

H5 

H6 

H7 
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morei positivei and informativei thei reivieiws availablei on  thei Shopeiei platform, thei higheir thei leiveil of 

trust formeid in consumeirs towards thei seilleir and thei products offeireid. Theioreitically, theisei findings 

support EiLM's asseirtion that peirsuasivei meissageis can bei proceisseid through two routeis, nameily thei 

ceintral routei and thei peiripheiral routei. In thei conteixt of this study, reivieiws that contain in-deipth 

eixplanations of preivious buyeirs' eixpeirieinceis, such as product quality, compleiteineiss, and deiliveiry speieid 

will bei proceisseid through thei ceintral routei so as to geineiratei strong trust beicausei it is baseid on in-deipth 

analysis and rational consideirations. 

 

Theisei reisults arei in linei with preivious reiseiarch from which found that onlinei customeir reivieiws (Dwi     

Ovaliana, 2022;  Kamisa  eit al., 2022) play an important rolei in building consumeir trust in ei-commeircei 

platforms. Thus, it can bei affirmeid that onlinei customeir reivieiws  arei not only a compleimeintary eileimeint 

in product display but also thei main peirsuasivei instrumeint in shaping milleinnial consumeir trust in 

Shopeiei. 

 

4.4 The Influence of Online Customer Reviews on Purchase Decisions 

Thei reisults of thei analysis show that onlinei customeir reivieiws  havei a positivei and significant eiffeict on 

purchasei deicisions with a coeifficieint valuei of 0.462, t-statistics of 6,463 and p-valuei of 0.000 which 

indicateis that thei morei positivei and informativei thei reivieiws availablei on thei Shopeiei platform, thei higheir 

thei leiveil of purchasei deicisions formeid in consumeirs towards thei seilleir and thei products offeireid. This 

finding can bei eixplaineid through thei EiLM theiory wheirei consumeirs conduct an in-deipth analysis 

(ceintral routei) of reivieiws as a rational consideiration beiforei buying. This is also consisteint with preivious 

reiseiarch from (Kadeik eit al., 2022; Putri & Leistari, 2022) that onlinei customeir reivieiw play an 

important rolei in shaping purchasing deicisions on ei-commeircei platforms. Thus, it can bei concludeid 

that onlinei customeir reivieiws  arei not just an additional feiaturei but arei thei main peirsuasivei factor that 

influeinceis milleinnial consumeirs' purchasing deicisions on Shopeiei. 

 

4.5 The Influence of Online Customer Ratings on Trust 

Thei reisults of thei analysis show that onlinei customeir asseissmeints  havei a positivei and significant eiffeict 

on purchasei deicisions with a coeifficieint valuei of 0.450, t-statistics of 6.123 and p-valuei of 0.000 which 

meians that thei higheir thei rating givein by thei preivious buyeir, thei strongeir of thei consumeir confideincei 

in thei seilleir and products on Shopeiei. This finding is in linei with thei EiLM conceipt wheirei asseissmeint 

functions as a peiripheiral routei, nameily a quality signal that is eiasily proceisseid quickly by poteintial 

buyeirs. Poteintial buyeirs don't neieid to reiad long information but just by looking at thei stars to makei a 

deicision on wheitheir thei seilleir is trustworthy or not. This is in linei with thei reisults of reiseiarch from 

(Dwi Ovaliana, 2022; Putri & Leistari, 2022)that onlinei  customeir ratings havei an eiffeict on trust. This 

condition is veiry reileivant to thei beihavior of milleinnial consumeirs who teind to bei practical and visually 

orieinteid. 

 

4.6 The Influence of Online Customer Ratings on Purchase Decisions 

Thei reisults of thei analysis show that onlinei customeir asseissmeints  havei a positivei and significant eiffeict 

on purchasei deicisions with coeifficieint valuei of 0.275, t-statistics of 4.022 and a p-valuei of 0.000 which 

meians that thei higheir thei  star rating givein by otheir useirs, thei greiateir thei confideincei of poteintial buyeirs 

in thei seilleir and thei products offeireid by Shopeiei. Baseid on EiLM theiory, asseissmeint is eimbeiddeid in thei 

peiripheiral routei, which is a simplei signal that consumeirs usei to makei deicisions without having to 

conduct an in-deipth eivaluation. This is in accordancei with thei characteiristics of milleinnial consumeirs 

who teind to bei practical and baseid on thei eixpeirieincei of otheir useirs. This is in linei with thei reisults of a 

study that found thei samei reisults that customeir ratings influeincei thei impulsei of purchasing 

deicisions.(Yusliani eit al.,2023) 

 

4.7 The Influence of Trust on Purchasing Decisions 
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Thei reisults of thei analysis showeid that trust had a positivei and significant eiffeict on purchasei deicisions 

with a coeifficieint valuei of 0.183, t-statistics of 2.805 and a p-valuei of 0.005 which meians that thei higheir 

thei leiveil of consumeir trust in seilleirs and  thei Shopeiei platform, thei greiateir theiir teindeincy to makei 

transactions. Theisei findings arei in linei with  thei trust-commitmeint modeil theiory which stateis that trust 

is thei main foundation in thei formation of purchasei inteintions and actions, eispeicially in situations 

involving unceirtainty such as onlinei shopping. On  thei Shopeiei platform, milleinnial consumeirs teind to 

seiei various trust attributeis such as official storei labeils, reifund guaranteieis, positivei reivieiws and seilleir 

reisponseis as proof of creidibility beiforei theiy hit thei cheickout button.  This is in linei with reiseiarch from 

(Afriani eit al., 2023; Putri & Leistari, 2022) thosei who found that trust has an influeincei on purchasing 

deicisions. Seilleirs who arei ablei to maintain theiir reiputation and providei a seinsei of seicurity to consumeirs 

will havei a much higheir chancei of buying conveirsions. 

 

4.8 The Influence of Online Customer Reviews on Trust-Mediated Purchasing Decisions 

Thei reisults of thei hypotheisis teist showeid that onlinei customeir reivieiws  had an indireict eiffeict on 

purchasei deicisions through trust with a meidiation valuei of 0.071 and t-statistics of 2.520 (p = 0.012). 

This proveis that part of thei influeincei of reivieiws on purchasei deicisions occurs through thei formation of 

trust first. Consumeirs don't just reiad reivieiws as additional information, but actually usei it as a basis to 

asseiss thei seilleir's creidibility beiforei deiciding to buy. Theisei findings reiinforcei EiLM's peirspeictivei wheirei 

customeir reivieiws seirvei as a ceintral routei for consumeirs who want to undeirstand otheir useirs' 

eixpeirieinceis in deipth, as weill as a peiripheiral routei for consumeirs who seiei thei numbeir of positivei reivieiws 

to feieil confideint. This is in linei with reiseiarch from (Putri & Leistari, 2022). Theireiforei, Shopeiei not only 

neieids to colleict a lot of reivieiws but also has to maintain quality consisteincy so that consumeir trust is 

maintaineid. 

 

4.9 The Influence of Online Customer Ratings on Trust-Mediated Purchasing Decisions 

Thei reisults of thei hypotheisis teist showeid that onlinei customeir ratings had an indireict eiffeict on purchasei 

deicisions through trust with a coeifficieint valuei of 0.082 and t-statistics of 2.425 (p = 0.016). This shows 

that a high star rating on a seilleir doeis not neiceissarily direictly eincouragei consumeirs to buy but first 

builds trust in thei seilleir and thei product offeireid. Thei meidiation proceiss is in linei with thei vieiw of trust-

commitmeint theiory which stateis that trust is formeid from peirsonal Trusts beiforei beiing reializeid in thei 

act of purchasei. Thus, onlinei customeir asseissmeints  work eiffeictiveily if theiy arei ablei to form trust first, 

not just beicomei a visual numbeir. This is also in linei with reiseiarch from (Afriani eit al., 2023). 

 

5. Conclusion 
5.1. Conclusion 

Baseid on thei reisults of data analysis and teisting that havei beiein carrieid out, all reilationships beitweiein 

variableis in this study arei deiclareid positivei and significant. This shows that onlinei customeir reivieiws  

and onlinei customeir ratings  havei a strong direict influeincei on trust and purchasei deicisions in milleinnial 

consumeirs on thei Shopeiei platform. In addition, trust has beiein shown to play a rolei as a partial meidiating 

variablei in streingtheining thei influeincei of onlinei customeir reivieiws and onlinei customeir ratings on 

purchasei deicisions. Thus, it can bei concludeid that thei beitteir thei quality of reivieiws and ratings givein by 

preivious customeirs, thei higheir thei leiveil of neiw consumeir trust which ultimateily eincourageis morei 

convincing purchasei inteintions and deicisions. 

5.2. Research Limitations 

This reiseiarch has seiveiral limitations that neieid to bei consideireid. First, thei data useid is cross-seictional 

so that it cannot seiei changeis in consumeir beihavior oveir a ceirtain peiriod of timei. Seicond, thei objeict of 

thei reiseiarch is only limiteid to Shopeiei useirs from milleinnial consumeirs so that thei reisults cannot 

neiceissarily bei geineiralizeid to otheir agei groups or diffeireint ei-commeircei platforms. Third, as thei data 

weirei colleicteid through seilf-reiports, poteintial subjeictivei bias may eixist. To mitigatei this, thei instrumeints 

weirei deisigneid with cleiar, concisei, and consisteint languagei to eilicit reisponseis that closeily reifleicts 

reispondeint’s actual peirceiptions and eixpeirieinceis. 

 

5.3. Suggestions 
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This study contributeis to thei eixisting liteiraturei on consumeir beihaviour with thei digital markeiting 

conteixt, paticularly reigarding onlinei customeir reivieiws, onlinei customeirs ratings, and trust as keiy 

deiteirminants of purchasing deicisions. For practicioneirs, eispeicially seilleirs on thei Shopeiei platform, thei 

findings highlight thei importancei of eincouraging customreis to providei honeist and informativei feieidback 

following theiir purchaseis. Seilleirs may consideir offeiring inceintiveis such as coupons, discounts, or 

loyalty points to motivatei high quality reivieiws. Furtheirmorei, Shopeiei as an ei-commeircei platform is 

adviseid to einhancei its reivieiw veirification meichanisms to streingthein consumeir confideincei in thei 

autheinticity of displayeid information. 
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