


The Effect of Online Customer Reviews and Consumer Trust on Purchase Decisions Among Marketplace Users in Indonesia

Abstract
The growth of e-commerce has led consumers to increasingly rely on digital information before making product choices. This study aims to analyse the influence of online customer reviews and consumer trust on purchasing decisions among marketplace users in Indonesia. The study employs a quantitative approach with a causal-associative design. The sample consists of 200 marketplace users selected using purposive sampling, based on the criteria of being at least 17 years old, residing in Indonesia, having used a marketplace, and having made a purchase within the last six months. Data were collected using a five-point Likert scale questionnaire. Data analysis included validity and reliability tests, classical assumption tests, multiple linear regression, partial (t) tests, simultaneous (F) tests, and the coefficient of determination. The results show that online customer reviews have a positive and significant effect on purchase decisions (B = 0.455; t = 10.182; p < 0.001). Consumer trust also has a positive and significant effect on purchase decisions (B = 0.511; t = 11.078; p < 0.001). Collectively, online customer reviews and consumer trust account for 62.4% of the variation in purchasing decisions (F = 163.253; p < 0.001). These findings suggest that purchasing decisions on marketplaces are influenced by consumers’ ability to obtain relevant information through customer reviews, as well as their confidence in the security and reliability of digital transactions.

Keywords: Online customer reviews; consumer trust; purchase decisions; e-commerce; online marketplaces; consumer behaviour; digital transactions

1. Introduction
Digital transformation has expanded the scope of interaction between sellers and buyers, with the processes of information search, evaluation of alternatives, and purchasing decisions increasingly taking place through online channels. APJII reports that internet penetration in Indonesia has continued to rise, reaching approximately 81.72%—or about 235 million users—in 2026, thereby broadening the consumer base exposed to the digital commerce ecosystem (APJII, 2026). E-commerce in Indonesia takes place not only through websites but also via instant messaging, social media, and marketplaces or digital platforms. The 2024 E-Commerce Statistics published by the Central Bureau of Statistics (BPS) show that e-commerce activities have become an important part of business operations across various provinces, making consumer behaviour in evaluating digital information increasingly relevant to study on a national scale (BPS-Statistics Indonesia, 2025). In marketplace transactions, consumers cannot always inspect products directly before purchase, so reviews from other consumers serve as an additional source of information to reduce uncertainty (Cheong & Morrison, 2008). Chen and Xie explain that online consumer reviews are user-generated information based on usage experiences and can function as a marketing communication element that helps consumers find suitable products (Chen & Xie, 2008). Recent research on retail digitalization likewise describes the continuing convergence of online and physical retail channels, which reinforces the relevance of examining consumer decision-making within digitally mediated purchasing environments (Tabsum & Kumar, 2025).
The quality and depth of reviews are important because consumers not only pay attention to the presence of reviews but also assess whether the content is informative enough to aid their decision-making. Mudambi and Schuff show that review depth is related to the perceived usefulness of reviews, while Filieri emphasises that information quality and diagnosticity drive consumers’ adoption of the information (Mudambi & Schuff, 2010; Filieri, 2015). Meta-analytic evidence shows that the influence of online reviews on purchase intention appears in many contexts, though the magnitude of this influence may vary depending on cultural characteristics, product features, platforms, and research design. Qiu and Zhang analysed 156 studies with 69,006 observations and found that review factors are generally significantly associated with purchase intention, with review valence being one of the strongest factors (Qiu & Zhang, 2024). In addition to information from reviews, consumer trust is a critical element in e-commerce because transactions occur under conditions of physical separation, quality uncertainty, and opportunistic risk. Gefen, Karahanna, and Straub demonstrated that trust is a key determinant of online shopping behaviour, while a meta-analysis by Kim and Peterson confirmed that online trust has a consistent relationship with various behavioural outcomes in e-commerce (Gefen et al., 2003; Kim & Peterson, 2017). Evidence from Indonesia also indicates that online trust can shape online purchase intention in social-commerce settings, while broader meta-analytic evidence identifies trust and electronic word-of-mouth as important factors associated with e-commerce purchasing behaviour (Mafruchah & Hartono, 2023; Handoyo, 2024). Recent social-commerce research further shows that review quality and review quantity can contribute to trust formation, with trust in sellers and products linked to purchase intention (Senali et al., 2024).
Research conducted in Indonesia has examined online customer reviews, electronic word-of-mouth, customer trust, and purchase decisions in the context of household electronics purchases on a single marketplace and in a specific region of East Java. This more specific context opens the door to a simpler model with a more general scope—namely, users of various marketplaces across several regions of Indonesia, without limiting the analysis to specific product categories (Sudaryanto et al., 2025).
However, the literature summarised above leaves a contextual gap: much of the cited evidence focuses on particular platforms, product categories, or social-commerce settings, whereas evidence covering marketplace users across multiple regions of Indonesia without restricting the analysis to a specific product category remains comparatively limited. The present study therefore examines online customer reviews and consumer trust together within a broader marketplace-user context in Indonesia.
This study aims to analyse the influence of online customer reviews on purchase decisions, analyse the influence of consumer trust on purchase decisions, and test the simultaneous influence of these two variables on marketplace users in Indonesia (Sudaryanto et al., 2025; Qiu & Zhang, 2024).
Accordingly, this study has three objectives: to analyse the effect of online customer reviews on purchase decisions, to analyse the effect of consumer trust on purchase decisions, and to test their simultaneous effect on purchase decisions among marketplace users in Indonesia.
2. Literature Review
2.1 Online Customer Reviews
Online customer reviews are a form of user-generated information containing consumers’ evaluations, experiences, assessments, or recommendations regarding products or services, and are available to other consumers in a digital environment. Reviews can serve an informational function that complements the seller’s description and helps consumers reduce uncertainty before making a purchase. The usefulness of reviews is determined not only by the number of reviews but also by the quality of the information, the depth of the explanation, valence, credibility, and the information’s ability to assess a product’s suitability. Filieri found that information quality and diagnosticity play a role in the adoption of reviews, while Mudambi and Schuff showed that the characteristics of review content can influence helpfulness (Filieri, 2015; Mudambi & Schuff, 2010).
2.2 Consumer Trust
Consumer trust in the context of e-commerce refers to the belief that the parties involved in online transactions are reliable and will not opportunistically harm consumers. In an environment without face-to-face interaction, trust helps reduce perceptions of uncertainty and serves as a crucial foundation for shaping transactional intentions and behaviour. Trust can be reflected through perceptions of reliability, integrity, security, consistency, and the belief that transactions will be fulfilled in accordance with expectations. A meta-analysis of the e-commerce literature shows that online trust is associated with various antecedents and consequences, such as usage, loyalty, and repeat purchases, making trust a valid determinant of consumer decision-making (Kim & Peterson, 2017).
2.3 Purchase Decisions
The purchase decision is part of the consumer behaviour process that begins with the recognition of a need, information search, evaluation of alternatives, choice determination, and post-choice evaluation. On marketplaces, this process can occur rapidly because consumers access product information, prices, seller ratings, and reviews all within a single digital interface (Kotler et al., 2022). Online recommendations and information can influence consumer choices, as external information serves as a basis for comparison before the final decision is made (Erkan & Evans, 2016). Sénécal and Nantel demonstrated that online product recommendations influence consumer choices, while Babić Rosario and colleagues showed through a meta-analysis that electronic word-of-mouth is associated with market outcomes and sales (Sénécal & Nantel, 2004; Babić Rosario et al., 2016).
2.4 Research Hypotheses
Online customer reviews are expected to have a positive effect on purchase decisions because reviews that are relevant, in-depth, credible, and diagnostic help consumers evaluate alternatives and reduce uncertainty. Empirical and meta-analytic evidence indicates that review characteristics are related to purchase intention and consumer decisions in digital environments (Filieri, 2015; Qiu & Zhang, 2024; Sudaryanto et al., 2025).
H1: Online customer reviews have a positive and significant effect on purchasing decisions. 
Consumer trust is expected to have a positive effect on purchase decisions because consumers are more willing to make transactions when they are confident that the seller, platform, payment mechanism, and transaction fulfilment process are reliable. The e-commerce literature identifies trust as a key determinant of purchase intention and online transaction behaviour (Gefen et al., 2003; Kim & Peterson, 2017; Ventre & Kolbe, 2020).
H2: Consumer trust has a positive and significant effect on purchase decisions. 
Online customer reviews and consumer trust are also expected to have a simultaneous effect because consumers need both product information and confidence in the parties facilitating the transaction. The combination of information and trust can strengthen consumers’ confidence in evaluating alternatives and finalising purchase decisions (Furner et al., 2022; Sudaryanto et al., 2025).
H3: Online customer reviews and consumer trust simultaneously have a significant effect on purchasing decisions. 
3. Research Methodology
This study employs a quantitative approach with a causal-associative design to analyse the relationship and influence between the independent variables—namely, online customer reviews and consumer trust—and the dependent variable, which is the purchase decision (Hardani et al., 2020). The study population consists of marketplace users in Indonesia, with the following respondent criteria: at least 17 years of age, residing in Indonesia, having used a marketplace, and having made a purchase through a marketplace within the past six months.
Sampling was conducted using a non-probability purposive sampling technique, which involves selecting respondents based on characteristics relevant to the research objectives. This technique was used because the study required respondents with first-hand experience in conducting transactions through online marketplaces so they could provide assessments of online customer reviews, consumer trust, and purchasing decisions (Hardani et al., 2020).
The sample size was determined using the Lemeshow formula for estimating proportions with a 95% confidence level, a proportion (p) of 0.5, and a 7% error rate. The calculation results indicated a minimum requirement of approximately 196 respondents, which was then rounded up to 200 respondents to meet the needs of statistical analysis (Lemeshow et al., 1990).
The research instrument used a questionnaire with a five-point Likert scale, ranging from a score of 1 (strongly disagree) to a score of 5 (strongly agree). The online customer review variable was measured using indicators of information quality, review depth, valence, credibility, and diagnostic usefulness. The consumer trust variable was measured using indicators of reliability, integrity, security, consistency, and confidence in transactions. Meanwhile, the purchase decision variable was measured based on the stages of the consumer decision-making process, including need recognition, information search, evaluation of alternatives, transaction decision, and post-purchase evaluation (Kotler et al., 2022).
Data analysis was conducted in several stages, namely descriptive statistical analysis, validity testing using item-total correlation, reliability testing using Cronbach’s Alpha, testing of classical assumptions—including normality of residuals, multicollinearity, and heteroscedasticity—and multiple linear regression analysis. Hypothesis testing was performed using a partial test (t-test), a simultaneous test (F-test), and an analysis of the coefficient of determination (R²) at a 5% significance level (Ghozali, 2018; Hair et al., 2019).
Table 1 :  Operational Definition of Variables
	Variables
	Indicator

	Online Customer Reviews (X1)
	Information quality; depth of review; valence; credibility; usefulness/diagnostic value

	Consumer Trust (X2)
	Reliability; integrity; security; consistency; confidence in transactions

	Purchase Decision (Y)
	Identification of needs; information search; evaluation of alternatives; transaction decision; post-selection confidence


4. Research Results
4.1 Respondent Characteristics
The questionnaire data were obtained from 200 respondents representing a variety of genders, age groups, regions, primary marketplaces, and purchase frequencies.

Table 2. Demographic Characteristics of the Respondents

	Characteristics
	Category
	Number
	Percentage

	Gender
	Female
	108
	54.0%

	
	Male
	92
	46.0%

	Age
	17–24
	76
	38.0%

	
	25–34
	68
	34.0%

	
	35–44
	38
	19.0%

	
	≥45
	18
	9.0%

	Region
	Java
	104
	52.0%

	
	Sumatra
	40
	20.0%

	
	Kalimantan
	18
	9.0%

	
	Sulawesi
	16
	8.0%

	
	Bali-Nusa Tenggara
	12
	6.0%

	
	Maluku-Papua
	10
	5.0%



Source: Data Analysis, 2026
Table 3 :  Descriptive Statistics
	Variable
	N
	Mean
	Std. Dev.
	Minimum
	Maximum

	Online Customer Review (X1)
	200
	3,353
	1,082
	1.0
	5.0

	Consumer Confidence (X2)
	200
	3,251
	1,049
	1.0
	5.0

	Purchase Decision (Y)
	200
	3,241
	1,053
	1.0
	5.0



Source: Processed data, 2026.
The average score for online customer reviews is 3.353, consumer trust is 3.251, and purchase decision is 3.241. With a five-point interpretation scale, all three variables fall into the “fair/moderate” category, indicating that the data provide sufficient variation for analysing the relationships among the variables.
Table 4 :  Validity and Reliability Tests
	Item
	Calculated r
	Table r
	Decision

	X1_1
	0.748
	0.139
	Valid

	X1_2
	0.769
	0.139
	Valid

	X1_3
	0.719
	0.139
	Valid

	X1_4
	0.786
	0.139
	Valid

	X1_5
	0.742
	0.139
	Valid

	X2_1
	0.709
	0.139
	Valid

	X2_2
	0.757
	0.139
	Valid

	X2_3
	0.753
	0.139
	Valid

	X2_4
	0.742
	0.139
	Valid

	X2_5
	0.724
	0.139
	Valid

	Y_1
	0.736
	0.139
	Valid

	Y_2
	0.731
	0.139
	Valid

	Y_3
	0.720
	0.139
	Valid

	Y_4
	0.730
	0.139
	Valid

	Y_5
	0.750
	0.139
	Valid



	Variable
	Cronbach's Alpha
	Threshold
	Decision

	Online Customer Review
	0.900
	0.70
	Reliable

	Consumer Trust
	0.893
	0.70
	Reliable

	Purchase Decision
	0.891
	0.70
	Reliable


Source:   Processed data, 2026
Based on the table above, all items have corrected item-total correlation coefficients greater than the critical value of 0.139 and probabilities below 0.05; therefore, all items are deemed valid. Reliability also meets the criteria because Cronbach’s Alpha X1 = 0.900, X2 = 0.893, and Y = 0.891, all of which are above the 0.70 threshold. 
Table 5 :  Multiple Linear Regression Analysis
	Variables
	B
	Std. Error
	Beta
	t
	Sig.

	Constant
	0.055
	0.182
	-
	0.299
	0.765

	Online Customer Review (X1)
	0.455
	0.045
	0.468
	10.182
	<0.001

	Consumer Confidence (X2)
	0.511
	0.046
	0.509
	11.078
	<0.001



Source:  Processed data, 2026.
Based on the results in the table above, the resulting regression equation is Y = 0.055 + 0.455X1 + 0.511X2. The coefficients for X1 and X2 are positive, indicating that an increase in the perceived quality of online customer reviews and an increase in consumer trust are associated with higher purchase decision scores when other variables are controlled. 
4.5 Partial Test (t)
Based on the results of the multiple linear regression analysis, online customer reviews have a regression coefficient of B = 0.455, a t-value of 10.182, and a significance level of p < 0.001; therefore, H1 is accepted. These results indicate that online customer reviews have a positive and significant effect on purchasing decisions. This means that the higher consumers’ perceptions of the quality, credibility, and usefulness of the reviews available on the marketplace, the stronger their tendency to make a purchase decision. Customer reviews serve as an external source of information that helps consumers evaluate products, especially when they face information limitations due to being unable to see or try the product directly before the transaction.
The consumer trust variable also showed a positive and significant effect on purchasing decisions, with a regression coefficient of B = 0.511, t = 11.078, and p < 0.001; thus, H2 is accepted. These results indicate that increased trust in sellers and the marketplace’s transaction system will increase the likelihood of consumers making a purchase. Trust is a critical factor because digital transactions involve uncertainties regarding product quality, payment security, and the fulfilment of service promises.
Based on the standardised beta values, consumer trust (β = 0.509) has a relatively greater influence than online customer reviews (β = 0.468). This finding indicates that although information from reviews helps consumers understand products, the final purchase decision is more strongly influenced by the belief that the transaction can take place safely and reliably. In other words, reviews provide the informational basis for the evaluation process, while trust serves as the factor that drives consumers to take purchasing action.
Table 6 :  Simultaneous Test (F) and Coefficient of Determination
	Source
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	Regression
	137.676
	2
	68.838
	163.253
	<0.001

	Residual
	83,068
	197
	0.422
	
	

	Total
	220,744
	199
	
	
	



	R
	R-Square
	Adjusted R-Square
	Standard Error
	Durbin-Watson

	0.790
	0.624
	0.620
	0.649
	2,019



Source: Processed data, 2026.
Based on the results of the simultaneous test, an F-value of 163.253 with a significance level of p < 0.001 indicates that the variables of online customer reviews and consumer trust collectively have a significant influence on purchasing decisions. These results show that the regression model used is capable of explaining the relationship between digital information factors and consumer psychological factors in the decision-making process on marketplaces. 
An R-squared value of 0.624 indicates that the combination of online customer reviews and consumer trust explains 62.4% of the variation in purchasing decisions, while the remaining 37.6% is influenced by other variables not included in the research model. These other factors may be related to external or internal aspects of the consumer, such as price perception, promotions, service quality, customer experience, risk perception, brand image, and product characteristics.

5. Discussion
The Influence of Online Customer Reviews on Purchase Decisions
The results of this study indicate that online customer reviews have a positive and significant influence on the purchasing decisions of marketplace users in Indonesia. These findings suggest that customer reviews serve not only as supplementary information but also as a key source of evaluation that consumers use before selecting a product. The positive coefficient values indicate that the better consumers’ perceptions of the quality, credibility, and usefulness of the information in reviews, the greater their tendency to make a purchase. This effect can be explained through the concept of information diagnosticity—the ability of information to help consumers assess a product’s suitability for their needs. In marketplace transactions, consumers cannot physically inspect products directly, resulting in limited information prior to purchase. Reviews from previous users provide insights into real-world experiences regarding product quality, the accuracy of the product description, and the product’s strengths and weaknesses. This information helps consumers reduce uncertainty and increase their confidence during the evaluation of alternatives. 
These findings are consistent with Filieri’s research, which indicates that consumers tend to accept information from reviews if that information is considered relevant, trustworthy, and helpful in resolving purchase-decision issues. These results also support the meta-analysis by Qiu and Zhang, which shows that the characteristics of online reviews have a positive relationship with purchase intent across various research contexts. However, the influence of reviews is not determined solely by the number of reviews, but also by the quality of the content, the depth of the information, and consumers’ perceptions of the reviews’ authenticity. In the context of the Indonesian marketplace, the presence of reviews is becoming increasingly important because consumers often face many product options with relatively similar characteristics. Under these conditions, reviews can serve as an “information filtering mechanism” that helps consumers compare product alternatives more efficiently. Reviews that describe the user experience in detail tend to be valued more highly than those that merely provide a star rating without further explanation.
The Influence of Consumer Trust on Purchase Decisions
The research results show that consumer trust has a positive and significant influence on purchasing decisions. The regression coefficient for consumer trust is 0.511, with a standardised beta value of 0.509, indicating that this variable makes a relatively larger contribution than online customer reviews in the research model. These findings suggest that purchasing decisions in marketplaces depend not only on product information but also on consumers’ confidence that the transaction process will proceed safely and as expected. In e-commerce, consumers make transactions without direct interaction with the seller or the ability to inspect the product before purchase. These conditions create risks such as product mismatches, delivery delays, or uncertainty regarding service quality. Trust acts as a mechanism that mitigates these perceived risks through confidence in the seller’s integrity, the security of the payment system, transaction protection, and the platform’s ability to resolve consumer issues.
The results of this study reinforce the findings of Kim and Peterson, indicating that online trust is a key factor in building consumer relationships within the e-commerce environment. Trust is not formed by a single aspect alone, but rather results from the interaction of various elements, such as the seller’s reputation, previous transaction experiences, the quality of product information, payment security systems, and return policies. The dominance of trust over online customer reviews suggests that the information available on marketplaces must be supported by confidence in the parties facilitating the transactions. Reviews can help consumers understand products, but the final decision is ultimately influenced by whether consumers feel secure making the transaction. In other words, the quality of information and trust are two complementary mechanisms in shaping purchasing decisions.
The Simultaneous Effect of Online Customer Reviews and Consumer Trust on Purchase Decisions
The results of the simultaneous test show that online customer reviews and consumer trust jointly have a significant effect on purchasing decisions, with an F-value of 163.253 and p < 0.001. A coefficient of determination of 0.624 indicates that these two variables account for 62.4% of the variation in marketplace users’ purchasing decisions, while the remaining 37.6% is influenced by other factors outside the research model. These findings suggest that purchasing decisions on marketplaces involve a combination of informational factors and transactional confidence. Online customer reviews provide information based on other users’ experiences, while trust gives consumers a sense of security in making decisions. Consumers need sufficient information to assess product quality, but they also need confidence that the transaction carries an acceptable level of risk.
The relationship between these two variables is particularly relevant in the context of marketplaces, which involve a higher degree of uncertainty compared with face-to-face transactions. Consumers can easily find products but still face limitations in verifying product quality before purchase. Therefore, reviews and trust work together to bridge the information gap between sellers and buyers. These findings expand upon previous research, much of which examined the effects of online reviews or trust separately. Research by Sudaryanto et al. shows that reviews and trust have a significant relationship with purchasing decisions in the context of Indonesian marketplaces, although that study focused specifically on the household electronics product category. This study broadens the context by examining marketplace users more generally. However, it should be noted that this broader scope also results in greater diversity in respondent characteristics and purchasing experiences.
6. Implications of the Study
Theoretically, the research findings reinforce the view that digital consumer behaviour can be explained through two main mechanisms: information adoption and trust formation. Reviews provide a cognitive basis for consumers to evaluate products, while trust provides a psychological basis for accepting the risks of digital transactions.
In practical terms, the research findings indicate that marketplace operators and sellers must do more than simply increase the number of reviews; they must ensure that the available reviews are of high quality, highly relevant, and credible. Developing review verification systems, ensuring transparency in product information, enhancing transaction security, and improving post-purchase service can strengthen consumer trust and encourage purchasing decisions.
7. Conclusion
Based on the research findings, online customer reviews have a positive and significant effect on purchasing decisions, consumer trust has a positive and significant effect on purchasing decisions, and both variables simultaneously have a significant effect. The model explains 62.4% of the variation in purchasing decisions and indicates that consumer trust is a slightly more dominant predictor based on the standardised beta coefficient. Conceptually, these conclusions support the view that marketplace consumers require two things before making a transaction: sufficient diagnostic information to evaluate a product and sufficient trust to accept the risks of online transactions. Previous literature also indicates that online reviews and online trust are important constructs in digital consumer behaviour (Filieri, 2015; Qiu & Zhang, 2024; Kim & Peterson, 2017).
8. Limitations and Recommendations
This study has several limitations. First, the cross-sectional design only describes the relationships among variables at a single point in time and therefore cannot explain changes in consumer behaviour over the long term. Future research could use a longitudinal approach to examine the dynamics of marketplace users’ purchasing decisions. Second, the use of purposive sampling means the study’s results do not fully represent all marketplace users in Indonesia. Future research could expand the scope of respondents using more diverse sampling methods and compare consumer characteristics based on region, age, or marketplace platform. Third, the research model relied solely on online customer reviews and consumer trust as predictors of purchasing decisions. Although these two variables account for most of the variation in purchasing decisions, other factors may influence consumer behaviour, such as perceived risk, price perception, e-WOM, brand image, customer experience, and service quality. Fourth, this study did not distinguish between marketplace types or product categories, even though product and platform characteristics can influence how consumers use reviews and build trust. Future research could conduct comparative analyses across platforms or specific product categories. Future research could also use a combination of quantitative and qualitative methods to gain a deeper understanding of how consumers evaluate digital information, build trust, and make purchasing decisions in a marketplace environment.
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