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ABSTRAK

Syarifah Nadira Assegaf, 2025; Pengaruh Brand Image, Perceived Risk, dan
Online Customer Review terhadap Trust dan Purchase Intention di TikTok Shop.
Skripsi, Jakarta: Konsentrasi Pemasaran, Program Studi S1 Manajemen, Fakultas
Ekonomi dan Bisnis, Universitas Negeri Jakarta. Tim Pembimbing: Prof. Usep
Suhud, M.Si., Ph.D dan Dr. Osly Usman, M.Bus.

Penelitian ini bertujuan untuk mengetahui apakah brand image, perceived risk, dan
online customer review berpengaruh terhadap trust dan purchase intention. Metode
pengumpulan data yang digunakan yaitu metode survei dengan menyebarkan
kuesioner secara online melalui Google Forms. Sampel dalam penelitian ini
berjumlah 231 responden yang berdomisili di Kota Administrasi Jakarta, dengan
usia minimal 17 tahun, dan belum pernah melakukan pembelian di TikTok Shop.
Teknik analisis data menggunakan SPSS versi 31 dan SEM AMOS versi 26 untuk
mengolah data dan menganalisis data hasil penelitian. Hasil penelitian
menunjukkan bahwa brand image berpengaruh signifikan terhadap trust, brand
image tidak berpengaruh signifikan terhadap purchase intention, perceived risk
berpengaruh signifikan terhadap trust, perceived risk tidak berpengaruh signifikan
terhadap purchase intention, online customer review berpengaruh signifikan
terhadap trust, online customer review tidak berpengaruh signifikan terhadap
purchase intention, trust berpengaruh signifikan terhadap purchase intention.

Kata kunci: brand image, perceived risk, online customer review, trust, purchase
intention.
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ABSTRACT

Syarifah Nadira Assegaf, 2025; The Influence of Brand Image, Perceived Risk,
and Online Customer Reviews on Trust and Purchase Intention in TikTok Shop.
Thesis, Jakarta: Marketing Concentration, Undergraduate Management Program,
Faculty of Economics and Business, Jakarta State University. Supervisory Team:
Prof. Usep Suhud, M.Sc., Ph.D. and Dr. Osly Usman, M.Bus.

This study aims to determine whether brand image, perceived risk, and online
customer reviews influence trust and purchase intention. The data collection
method used was a survey method by distributing questionnaires online through
Google Forms. The sample in this study consisted of 231 respondents domiciled in
the Administrative City of Jakarta, with a minimum age of 17 years, and who had
never made a purchase at TikTok Shop. The data analysis technique used SPSS
version 31 and SEM AMOS version 26 to process and analyze the research results.
The results of the study indicate that brand image has a significant effect on trust,
brand image has no significant effect on purchase intention, perceived risk has a
significant effect on trust, perceived risk has no significant effect on purchase
intention, online customer reviews have a significant effect on trust, online
customer reviews have no significant effect on purchase intention, and trust has a
significant effect on purchase intention.

Keywords: brand image, perceived risk, online customer reviews, trust, purchase
intention.
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