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Abstract

The rapid growth of e-commerce has transformed consumer purchasing be-
havior, particularly among university students who increasingly rely on online
marketplaces such as Shopee to fulfill their shopping needs. In online purchasing
environments, consumers often depend on information provided by other users,
including electronic word-of-mouth (E-WOM) and product ratings, to reduce un-
certainty and evaluate product quality before making purchase decisions. There-
fore, this study aims to examine the influence of E-WOM and product ratings on
purchase decisions among Shopee users within the student community. This re-
search employed a quantitative approach using an explanatory research design.
Data were collected through a structured questionnaire distributed to students
who had experience purchasing products through Shopee. The collected data
were analyzed using validity and reliability testing, classical assumption testing,
and multiple linear regression analysis. The findings indicate that E-WOM pos-
itively influences purchase decisions, suggesting that information and experi-
ences shared by consumers contribute to shaping purchasing behavior. Prod-
uct ratings were also found to influence purchase decisions, reflecting the im-
portance of consumers’ evaluations of product quality and seller performance in
online transactions. Moreover, both E-WOM and product ratings collectively con-
tribute to consumers’ purchasing decisions on Shopee. These findings highlight
the crucial role of online reviews and rating systems in building consumer confi-
dence and supporting decision-making processes in e-commerce environments.
The study provides practical implications for online sellers and marketplace man-
agers to enhance product credibility and consumer trust through effective review
and rating management.

INTRODUCTION

offers various product categories, competitive pricing,
and interactive features that facilitate information ex-

The rapid advancement of digital technologies has
fundamentally transformed consumer purchasing be-
havior worldwide (Rosario & Raimundo, 2021). The
increasing penetration of internet access, mobile de-
vices, and digital payment systems has accelerated the
growth of e-commerce platforms, enabling consumers
to purchase products and services conveniently without
geographical constraints. According to recent studies,
online marketplaces have become an essential compo-
nent of modern retail ecosystems, particularly among
younger consumers who are highly familiar with digital
technologies and online shopping environments (Bhat-
tacharya & Anand, 2021; Kabaja et al., 2022). In In-
donesia, e-commerce adoption has grown significantly
over the past decade, with Shopee emerging as one of
the leading online marketplace platforms. The platform

change between buyers and sellers. As competition
among e-commerce platforms intensifies, understand-
ing the determinants of consumer purchase decisions
has become increasingly important for both researchers
and practitioners. Consumer purchasing decisions in
online environments are often influenced by informa-
tion generated by other consumers rather than by sell-
ers alone (Shen et al., 2018). One of the most influen-
tial sources of information in online shopping is elec-
tronic word-of-mouth (E-WOM). E-WOM refers to posi-
tive or negative statements regarding products, brands,
or services that are communicated through internet-
based platforms by current or previous consumers (Nu-
seir, 2019). Unlike traditional word-of-mouth commu-
nication, E-WOM has a broader reach, greater accessi-
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bility, and a longer-lasting impact because information
can be stored and accessed continuously by potential
consumers. Previous studies have demonstrated that E-
WOM significantly influences consumer trust, perceived
value, purchase intention, and actual purchasing behav-
ior in digital marketplaces (Agustina, 2023; Laksmi et al.,
2025; Nursal et al., 2023).

Another important factor influencing online pur-
chasing decisions is product rating (Zhao et al., 2019).
Product ratings represent consumers’ aggregated evalu-
ations of products or sellers and serve as a quick indica-
tor of product quality and reliability (Setiaji et al., 2025).
Ratings reduce information asymmetry between buyers
and sellers and help consumers evaluate products more
efficiently. According to signaling theory, ratings func-
tion as market signals that reduce uncertainty and facil-
itate consumer decision-making processes. Empirical
evidence suggests that higher product ratings positively
affect consumer confidence and increase the likelihood
of purchase decisions in online retail settings (Abdillah
& Pramesti, 2024). University students constitute a par-
ticularly relevant consumer segment in e-commerce re-
search because they are among the most active users of
digital technologies and online marketplaces. Their pur-
chasing behavior is strongly influenced by online infor-
mation sources, including reviews and ratings. Further-
more, students frequently rely on peer-generated infor-
mation before making purchasing decisions due to lim-
ited purchasing experience and financial considerations
(Cahyono & Wibawani, 2021). Although numerous stud-
ies have investigated the relationship between E-WOM,
ratings, and consumer purchasing behavior, several re-
search gaps remain. First, previous studies have often
focused on specific product categories such as cosmet-
ics, fashion, or electronic products rather than examin-
ing general purchasing behavior among university stu-
dents. Second, many studies have investigated E-WOM
and ratings separately, while relatively few studies have
examined their simultaneous effects on purchase de-
cisions within the context of Shopee. Third, findings
regarding the influence of ratings remain inconsistent.
While some studies report a significant positive relation-
ship between ratings and purchase decisions, others in-
dicate insignificant effects depending on product type,
platform characteristics, and consumer demographics
(Wang et al., 2023).

Addressing these gaps, the present study inves-
tigates the influence of Electronic Word-of-Mouth (E-
WOM) and product ratings on purchase decisions
among Shopee users in the student community. Specif-
ically, this study aims to: (1) examine the effect of E-
WOM on purchase decisions, (2) analyze the effect of
product ratings on purchase decisions, and (3) deter-
mine the simultaneous influence of E-WOM and product
ratings on purchase decisions among student users of
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Shopee. This study contributes to the literature on con-
sumer behavior and digital marketing in several ways.
First, it extends existing research by focusing on uni-
versity students as a distinct consumer segment within
Indonesia’s rapidly growing e-commerce market. Sec-
ond, it provides empirical evidence regarding the com-
bined influence of E-WOM and product ratings on pur-
chase decisions. Third, the findings offer practical im-
plications for online sellers and marketplace managers
in developing strategies to enhance consumer trust, im-
prove customer engagement, and strengthen purchase
decisions through effective review and rating manage-
ment systems.

LITERATURE REVIEW

Electronic Word-of-Mouth and Purchase Decision

Electronic word-of-mouth (E-WOM) refers to posi-
tive or negative statements made by consumers regard-
ing products, services, or brands through internet-based
platforms (Hennig-Thurau et al., 2004). Compared to
traditional word-of-mouth communication, E-WOM has
abroader reach and can influence a larger number of po-
tential consumers. According to Information Adoption
Theory, consumers tend to adopt information that they
perceive as useful and credible when making decisions
(Sussman & Siegal, 2003). Therefore, online reviews and
recommendations provided by previous consumers can
reduce uncertainty and support consumers in making
purchase decisions (Erkan & Evans, 2018). In the con-
text of e-commerce, consumers are unable to physically
inspect products before making a purchase. This con-
dition increases the level of uncertainty and perceived
risk compared to traditional offline shopping. To mini-
mize such risks, consumers often seek information from
other users who have previously purchased and used the
products. Information shared through online reviews is
generally perceived as more objective and trustworthy
because it is generated by fellow consumers rather than
by sellers. Consequently, positive reviews are likely to
enhance consumer confidence and increase the likeli-
hood of making a purchase.

A growing body of empirical research has high-
lighted the important role of E-WOM in shaping con-
sumer behavior. Erkan and Evans (2018) and Ismag-
ilova et al. (2020) found that E-WOM significantly in-
fluences online purchase intentions through both social
media platforms and shopping websites. Similarly, Is-
magilova et al. (2020) reported that E-WOM serves as an
important source of information that assists consumers
in evaluating products and making purchasing deci-
sions. More recently, Anastasiei et al. (2026) demon-
strated that E-WOM enhances consumers’ perceptions
of product quality and reduces perceived purchasing
risk, which subsequently increases purchase intentions.
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E-WOM has become one of the most influential informa-
tion sources in online purchasing decisions (Cheung &
Thadani, 2012; Siregar, 2024).

Several studies conducted in the post-pandemic e-
commerce environment reported that E-WOM does not
significantly influence online purchase intentions (Al-
shoon, 2023). These inconsistent findings suggest that
the effectiveness of E-WOM may vary depending on con-
sumer characteristics, platform attributes, and product
categories (Nuseir, 2019). Therefore, further investiga-
tion is needed to examine the relationship between E-
WOM and purchase decisions among Shopee users, par-
ticularly university students, who represent one of the
most active consumer groups in online marketplaces.
Drawing upon Information Adoption Theory, previous
empirical findings, and the tendency of university stu-
dents to rely on peer-generated information before mak-
ing purchasing decisions, it is reasonable to expect that
more favorable E-WOM will be associated with a higher
likelihood of purchase decisions.

H1: Electronic word-of-mouth is positively related
to purchase decision.

Product Rating and Purchase Decision

Product rating represents consumers’ overall eval-
uations of a product based on numerical scores as-
signed after purchasing and using the product (Pu et al.,
2026; Nurwibowo et al., 2025). In online marketplaces,
product ratings provide a concise summary of previous
consumers’ assessments regarding product quality, per-
formance, and satisfaction levels (Permana & Arianty,
2025). Compared to textual reviews, ratings are easier
to understand and enable consumers to evaluate prod-
ucts more quickly during the purchase decision-making
process (Shen et al., 2018). According to Signaling The-
ory, consumers tend to rely on available signals to re-
duce information asymmetry when complete informa-
tion about a product is not directly observable (Spence,
1973). In the context of e-commerce, product ratings
serve as market signals that communicate product qual-
ity and seller credibility to potential buyers. Higher
ratings indicate favorable experiences among previous
consumers, thereby increasing perceived product qual-
ity and consumer trust.

Previous studies have consistently demonstrated
the importance of product ratings in influencing con-
sumer behavior. Shen et al. (2018) found that aggregated
ratings significantly affect consumers’ product evalua-
tions and purchase decisions. Similarly, Filieri (2015)
argued that online evaluations provide valuable infor-
mation that helps consumers form judgments and make
purchasing decisions. Furthermore, Abdillah and Pra-
mesti (2024) reported that product ratings positively con-
tribute to purchase decisions in e-commerce platforms.
These findings suggest that consumers tend to use rat-
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ings as indicators of product quality and reliability be-
fore making a purchase (Filieri et al., 2018). For univer-
sity students, who represent one of the most active user
groups of online marketplaces, product ratings provide
apractical and efficient mechanism for comparing prod-
uct alternatives. The inability to physically inspect prod-
ucts before purchase encourages students to rely on in-
formation available on the platform, including product
ratings. Consequently, products with higher ratings are
more likely to be selected than products with lower rat-
ings. Drawing upon Signaling Theory and previous em-
pirical findings, higher product ratings are expected to
enhance consumers’ confidence in product quality and
encourage them to make purchase decisions. Therefore,
the following hypothesis is proposed.

H2: Product rating is positively related to purchase
decision.

METHODS

Research Design

This study employed a quantitative approach using
a cross-sectional survey design to examine the relation-
ship between electronic word-of-mouth (E-WOM), prod-
uct rating, and purchase decision among Shopee users
within the student community. A cross-sectional design
was considered appropriate because all variables were
measured once from respondents during the data collec-
tion period. The study aimed to investigate the relation-
ships among variables and test hypotheses derived from
relevant theories and previous empirical studies.

Population and Sample

The target population consisted of active univer-
sity students who had experience purchasing products
through Shopee. University students were selected be-
cause they represent one of the most active groups of
digital consumers and frequently engage in online shop-
ping activities. A purposive sampling technique was em-
ployed to select respondents who met the following cri-
teria:

1. Active university students;

2. Users of the Shopee marketplace; and

3. Have purchased products through Shopee at least
once during the last six months.

A total of 71 valid responses were collected and an-
alyzed. The sample size determination followed the rec-
ommendation of Ferdinand (2014), which suggests that
the minimum sample size in quantitative studies should
be between five and ten times the number of indicators
used. Since this study utilized 12 measurement indica-
tors, the minimum required sample size was 60 respon-
dents. Therefore, the final sample size exceeded the
minimum requirement for statistical analysis.
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Data Collection Procedure

The data collection was conducted from December
2025 to April 2026. During this period, the question-
naire was distributed online to university students who
met the established eligibility criteria, namely active stu-
dents who had purchased products through Shopee at
least once within the previous six months. All variables,
including electronic word-of-mouth, product rating, and
purchase decision, were measured at a single point in
time for each respondent. Therefore, this study em-
ployed a cross-sectional survey design. Responses were
screened to ensure that participants fulfilled the inclu-
sion criteria before being included in the final dataset.

Measurement of Variables

Electronic Word-of-Mouth

Electronic word-of-mouth (E-WOM) refers to
consumer-generated information shared through online
platforms regarding products, services, or brands. The
measurement items for E-WOM were adapted from stud-
ies by Erkan and Evans (2018) which have been widely
used in online consumer behavior research. The con-
struct was measured using four indicators:

1. Iread online reviews before purchasing products;

2. Icompare reviews among products before making
a purchase decision;

3. Iconsider the experiences shared by previous
buyers; and

4. DPositive online reviews increase my confidence in
purchasing a product.

Product Rating

Product Rating represents consumers’ overall eval-
uation of a product based on numerical scores pro-
vided by previous buyers. The measurement items were
adapted from studies conducted by Filieri (2015). The
construct was measured using four indicators:

1. Icheck product ratings before purchasing;

2. Tavoid products with low ratings;

3. I prefer products with higher ratings; and

4. Product ratings are an important consideration in
my purchasing decisions.

Purchase Decision

Purchase decision refers to the process through
which consumers select and purchase products after
evaluating available alternatives. The measurement
scale was adapted from Mujahidin (2020) and further op-
erationalized using online purchasing behavior studies.

1. Idecide to purchase after obtaining sufficient in-
formation;

2. Ifeel confident when making purchase decisions;

I purchase products according to my needs; and

4. Iam willing to repurchase products through
Shopee.

w
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Validity and Reliability Testing

The validity of the measurement instrument was
assessed using Pearson Product-Moment correlation
analysis. An item was considered valid if the calculated
correlation coefficient (r-value) exceeded the critical r-
table value at a significance level of 5%. Reliability was
evaluated using Cronbach’s Alpha coefficient. Following
Hair et al. (2018), a Cronbach’s Alpha value greater than
0.70 indicates satisfactory internal consistency, whereas
values above 0.80 indicate high reliability.

Data Analysis Techniques

Data analysis was conducted using IBM SPSS Statis-
tics software. The analytical procedures consisted of
several stages, namely classical assumption testing and
hypothesis testing. Prior to hypothesis testing, several
classical assumption tests were conducted: (a) the nor-
mality test was performed using the Shapiro-Wilk test.
A significance value greater than 0.05 indicates normal
distribution; and (b) multicollinearity was assessed us-
ing tolerance and variance inflation factor (VIF). Toler-
ance values greater than 0.10 and VIF values below 10
indicate the absence of multicollinearity.

As illustrated in Figure 1, EEWOM and Product Rat-
ing are proposed as independent variables influencing
Purchase Decision as the dependent variable. The con-
ceptual framework serves as the basis for developing the
research hypotheses.

Research Model
Source. Author(s)’ own work.

RESULTS

Respondent Profile

This study involved 71 respondents who were active
university students and had previously purchased prod-
ucts through the Shopee marketplace. Based on gen-
der distribution, the respondents consisted of 39 males
(54.9%) and 32 females (45.1%). The findings indicate
that male respondents slightly outnumbered female re-
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spondents in this study. The demographic characteris-
tics suggest that both genders actively participate in on-
line shopping activities through Shopee, reflecting the
growing adoption of e-commerce among university stu-
dents.

Validity and Reliability Analysis

Validity testing was conducted to determine
whether each questionnaire item accurately measured
the intended construct. The results showed that all mea-
surement items had correlation coefficients (r-values)
exceeding the critical value of 0.235, indicating that all

Validity and Reliability Analysis
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items were statistically valid and suitable for further
analysis. Reliability testing was performed using Cron-
bach’s Alpha. The results revealed Cronbach’s Alpha val-
ues of 0.911 for E-WOM, 0.900 for Product Rating, and
0.950 for Purchase Decision. Since all values exceeded
the recommended threshold of 0.70 (Sekaran & Bougie,
2016), the measurement instruments demonstrated ex-
cellent internal consistency and reliability. These find-
ings indicate that the questionnaire used in this study
possesses satisfactory psychometric properties and can
reliably measure the constructs under investigation. A
more comprehensive discussion of the validity and reli-
ability results is presented in Table 1

Variable Item r-value Critical r-value = Description  Cronbach’s Alpha
Electronic Word-of-Mouth (X1) X1_.1 0.736 0.235 Valid 0.911 (Reliable)
X1.2 0.771 0.235 Valid
X1_3 0.903 0.235 Valid
X1_4 0.786 0.235 Valid
Rating (X2) X2_1 0.675 0.235 Valid 0.900 (Reliable)
X2_2 0.829 0.235 Valid
X2_3 0.782 0.235 Valid
X2_4 0.825 0.235 Valid
Purchase Decision (Y) Y1 0.777 0.235 Valid 0.950 (Reliable)
Y2 0.947 0.235 Valid
Y_3 0.876 0.235 Valid
Y_ 4 0.920 0.235 Valid
Source. Author(s)’ own work.
Classical Assumption Tests Hypothesis Testing

Normality Test

The normality of residuals was assessed using the
Shapiro-Wilk test. The results produced a Shapiro-
Wilk statistic of 0.846 with a significance value of p <
0.001. Although the significance value was below the
conventional threshold of 0.05, this condition is com-
monly observed in Likert-scale data, which often exhibit
skewed distributions. Considering that the sample size
exceeded 30 respondents (n=71), the regression analysis
remained appropriate based on the Central Limit Theo-
rem (Hair et al., 2018).

Multicollinearity Test

Multicollinearity was examined using Variance In-
flation Factor (VIF) and Tolerance values. The results in-
dicated that both E-WOM and Product Rating had VIF
values of 2.12 and Tolerance values of 0.472. Since
the VIF values were below 10 and the Tolerance val-
ues exceeded 0.10, no multicollinearity issues were de-
tected. Therefore, the independent variables were suffi-
ciently distinct and suitable for inclusion in the regres-
sion model.

As shown in Table 2, the results of the hypoth-
esis testing indicate the relationships among the vari-
ables under investigation. The first hypothesis proposed
that electronic word-of-mouth (E-WOM) positively influ-
ences Purchase Decision. The t-test results showed a t-
value of 3.31 with a significance level of 0.002, which is
below the threshold of 0.05. Therefore, H1 is supported.
This finding indicates that E-WOM significantly influ-
ences students’ purchase decisions on Shopee. Con-
sumers tend to rely on reviews and experiences shared
by previous buyers when evaluating products in online
marketplaces. Positive reviews reduce uncertainty and
increase consumers’ confidence in making purchasing
decisions. This result is consistent with Information
Adoption Theory, which suggests that consumers adopt
useful and credible information available online to sup-
port decision-making processes. The finding also sup-
ports previous studies conducted by Erkan and Evans
(2018) and Laksmi et al. (2025), which reported a signifi-
cant positive relationship between E-WOM and purchase
decisions.

The second hypothesis examined the influence of
Product Rating on Purchase Decision. The analysis pro-
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duced a t-value of 4.79 with a significance level of p <
0.001. Consequently, H2 is accepted. The findings sug-
gest that product ratings significantly affect consumers’
purchase decisions. Consumers frequently perceive
higher-rated products as more reliable and of higher
quality than lower-rated alternatives. Product ratings
serve as an important signal that helps consumers re-
duce uncertainty and evaluate products more efficiently.
The results support Signaling Theory, which argues that
ratings function as signals that convey product quality
information to potential buyers. This finding is consis-

t-Test Results

Alamanda: Research in Management
E-ISSN: XXXX-XXXX | Vol. 1 No. 1 (2026) | Pages 43-51

tent with previous research conducted by Cahyono and
Wibawani (2021) and Shen et al. (2018), which found
that higher ratings positively influence consumer pur-
chasing behavior in online marketplaces. Interestingly,
Product Rating exhibited a larger regression coefficient
(B =0.519) than E-WOM (B = 0.374), suggesting that rat-
ings exert a stronger influence on purchase decisions
among student consumers. This may be attributed to the
ease with which ratings can be processed compared to
textual reviews, allowing consumers to make quick eval-
uations of product quality.

Variable Coefficient (B) Std. Error t Sig.

Constant 1.898 1.494 1.27 0.208
Electronic Word-of-Mouth (X1) 0.374 0.113 3.31 0.002
Rating (X2) 0.519 0.108 4.79 0.001

Source. Author(s)’ own work.

As an additional analysis, this study also exam-
ined whether E-WOM and product rating were jointly
related to purchase decision (see Table 3). The F-test
yielded an F-value of 60.3 with a significance level of p
< 0.001, indicating that the regression model was sta-
tistically significant. The findings demonstrate that E-
WOM and product rating jointly influence purchase de-
cisions among Shopee users within the student commu-
nity. Together, these variables provide complementary
information that assists consumers in evaluating prod-
ucts and reducing perceived purchasing risks. While E-
WOM offers detailed qualitative information regarding
previous consumers’ experiences, product rating pro-

F-Test and Coefficient of Determination (R?)

vides a concise quantitative assessment of product qual-
ity. The strong explanatory power of the model (R*> =
0.639) highlights the importance of user-generated con-
tent in shaping online consumer behavior. This find-
ing reinforces previous studies suggesting that online re-
views and ratings are among the most influential deter-
minants of purchase decisions in e-commerce environ-
ments. Overall, the results emphasize that online sell-
ers and marketplace managers should actively encour-
age consumers to provide reviews and ratings, as these
factors significantly contribute to enhancing consumer
confidence and stimulating purchase decisions.

Model R

F Sig.

Regression 0.800

0.639 60.3

0.001

Source. Author(s)’ own work.

DISCUSSION

The Relationship Between Electronic
Word-of-Mouth and Purchase Decision

The findings indicate that electronic word-of-
mouth (E-WOM) has a positive and significant relation-
ship on purchase decisions among Shopee users within
the student community. This result suggests that on-
line reviews and experiences shared by previous con-
sumers play an important role in influencing purchasing
decisions. Before making purchases, consumers tend to
seek information from other users to reduce uncertainty
and evaluate product quality. This finding supports In-
formation Adoption Theory, which explains that individ-
uals are likely to adopt information perceived as useful
and credible when making decisions. In the context of

online shopping, positive reviews increase consumers’
confidence and encourage them to proceed with pur-
chases. The results are consistent with previous stud-
ies conducted by Laksmi et al. (2025), who found that
E-WOM positively and significantly influences purchase
decisions on Shopee. Similarly, Agustina et al. (2023) re-
ported that E-WOM significantly affects consumers’ pur-
chasing behavior because online reviews are often per-
ceived as more trustworthy than seller-generated pro-
motional messages.

The Relationship Between Product Rating and
Purchase Decision

The results reveal that product rating has a posi-
tive and significant relationship on purchase decision
among Shopee users within the student community.
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This finding indicates that ratings serve as an impor-
tant source of information that helps consumers evalu-
ate product quality before making purchasing decisions.
According to Signaling Theory, ratings function as sig-
nals that reduce information asymmetry between buy-
ers and sellers. Consumers generally perceive products
with higher ratings as more reliable and trustworthy,
thereby increasing their willingness to purchase. This
finding is in line with the studies of Abdillah and Pra-
mesti (2024), which reported that online ratings signif-
icantly influence consumers’ purchasing decisions. Al-
though Shen et al. (2018) found that ratings had a pos-
itive but insignificant effect on purchase decisions, the
present study demonstrates that ratings significantly in-
fluence purchase decisions among Shopee users, partic-
ularly within the student segment.

The Joint Relationship of Electronic Word-of-Mouth
and Product Rating with Purchase Decision

The findings demonstrate that EEWOM and prod-
uct rating simultaneously have a significant relationship
on purchase decision. This result indicates that con-
sumers utilize both qualitative and quantitative informa-
tion when evaluating products in online marketplaces.
E-WOM provides detailed information regarding con-
sumers’ experiences, opinions, and recommendations,
while Product Rating offers a concise numerical eval-
uation of product quality. Together, these two forms
of information help consumers reduce uncertainty and
make more informed purchasing decisions. This find-
ing is consistent with previous research conducted by
Laksmi et al. (2025), which reported that online cus-
tomer reviews and online customer ratings jointly in-
fluence purchasing decisions on Shopee. The result
also reinforces the growing body of literature emphasiz-
ing the importance of user-generated content in shap-
ing consumer behavior within digital marketplace en-
vironments. From a practical perspective, the findings
suggest that online sellers and marketplace managers
should actively encourage consumers to provide reviews
and ratings after completing purchases. Positive re-
views and high ratings can enhance consumer trust and
increase the likelihood of future purchases.

Theoretical Contributions

This study contributes to the consumer behavior
and e-commerce literature by providing empirical ev-
idence on the role of E-WOM and product rating in
influencing purchase decisions among university stu-
dents. The findings support Information Adoption The-
ory, which suggests that consumers adopt information
perceived as useful and credible when making purchas-
ing decisions. The results also support Signaling The-
ory, indicating that product ratings function as impor-
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tant signals that reduce information asymmetry and en-
hance consumer confidence in online shopping envi-
ronments.

Managerial Implications

From a practical perspective, the findings suggest
that online sellers should actively encourage customers
to provide reviews and ratings after completing pur-
chases. Positive reviews and high ratings can enhance
product credibility, strengthen consumer trust, and in-
crease the likelihood of future purchases. Marketplace
operators, particularly Shopee, should continue improv-
ing review and rating systems to ensure transparency,
authenticity, and accessibility of consumer-generated
information. Such efforts may contribute to better cus-
tomer experiences and stronger purchasing intentions
among users.

Limitations and Future Research Directions

Despite its contributions, this study has several lim-
itations. First, the respondents were limited to uni-
versity students, which may restrict the generalizabil-
ity of the findings to broader consumer groups. Sec-
ond, the study examined only two independent vari-
ables, namely E-WOM and Product Rating, whereas pur-
chase decisions may also be influenced by other fac-
tors such as price, trust, perceived quality, brand im-
age, promotional activities, and service quality. Third,
the data were collected using a cross-sectional survey,
which may not fully capture changes in consumer be-
havior over time. Future studies are encouraged to in-
clude more diverse respondent groups, larger sample
sizes, and additional variables to obtain a more compre-
hensive understanding of consumer purchasing behav-
ior in e-commerce settings. Researchers may also con-
sider employing longitudinal designs or structural equa-
tion modeling (SEM) to explore more complex relation-
ships among variables and enhance the robustness of
empirical findings.

CONCLUSION

The findings reveal that electronic word-of-mouth
(E-WOM) has a positive and significant effect on Pur-
chase Decision, indicating that online reviews and ex-
periences shared by previous consumers play an im-
portant role in shaping purchasing behavior. Further-
more, product rating was also found to have a positive
and significant effect on purchase decision, suggesting
that consumers rely on ratings as an indicator of product
quality and credibility. In addition, the results demon-
strate that E-WOM and Product Rating simultaneously
influence Purchase Decision, highlighting the impor-
tance of user-generated content in supporting consumer
decision-making processes in online marketplaces.
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