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PENGARUH RATING, ONLINE CUSTOMER REVIEW DAN SALES 

PROMOSI TERHADAP KEPUTUSAN PEMBELIAN PADA FITUR 

GOFOOD 

Calida Claudia Paramitha, Prima Mulyasari Agustini 

Universitas Bakrie 

Abstrak 

Penelitian ini menggunakan metode kuantitatif yang bertujuan 

untuk mengetahui pengaruh rating, online customer review, dan sales 

promotion terhadap keputusan pembelian pada fitur GoFood. Latar 

belakang didasari oleh pertumbuhan signifikan layanan pesan antar 

makanan di Indonesia, dengan GoFood sebagai salah satu platform 

yang dominan. Permasalahan penelitian berfokus pada bagaimana 

ketiga faktor tersebut mempengaruhi keputusan konsumen dalam 

menggunakan layanan GoFood, mengingat peran penting teknologi 

digital dalam mendorong efisiensi dan kenyamanan dalam bertransaksi. 

Landasan teoritis yang digunakan rating oleh Lee & Kotler (2020), 

online customer review oleh Hennig-Thurau et al. (2004), dan sales 

promotion Kotler & Keller (2016). Penelitian dilakukan dengan 

pendekatan survei menggunakan metode kuantitatif eksplanatif, dengan 

teknik sampel jenuh yang melibatkan 75 responden dari karyawan Bank 

BCA KCU Cibubur. Teknik analisis data menggunakan regresi linier 

berganda dengan bantuan IBM SPSS Statistics 16, serta uji validitas, uji 

reliabilitas, uji normalitas, dan uji beda (uji T). Hasil penelitian 

menunjukkan adanya pengaruh signifikan secara simultan antara 

rating, online customer review, dan sales promotion terhadap 

keputusan pembelian GoFood. Secara parsial, rating dan online 

customer review memiliki pengaruh yang lebih dominan dibandingkan 

sales promotion. Hasil uji T menunjukkan nilai signifikan 0,00 untuk 

rating dan online customer review, serta 0,045 untuk promosi 

penjualan, di mana seluruh nilai signifikan < 0,05. Dengan demikian, 

dapat disimpulkan bahwa rating, online customer review, dan sales 

promotion berpengaruh signifikan terhadap keputusan pembelian pada 

fitur GoFood. Temuan ini memberikan implikasi praktis bagi GoFood 

dan pelaku usaha F&B untuk meningkatkan kualitas layanan dan 

merancang strategi promosi yang lebih efektif guna memperkuat 

loyalitas pelanggan. 

Kata Kunci:   Rating; Online Customer Review; Sales Promotion; 

Keputusan Pembelian; GoFood 
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THE INFLUENCE OF RATING, ONLINE CUSTOMER REVIEW, AND 

SALES PROMOTION ON PURCHASE DECISION IN THE GOFOOD 

FEATURE 

Calida Claudia Paramitha, Prima Mulyasari Agustini 

Bakrie University 

Abstract 

This study employs a quantitative method aimed at examining the influence of 

rating, online customer review, and sales promotion on purchase decision in the 

GoFood feature. The background of this research is based on the significant growth 

of food delivery services in Indonesia, with GoFood being one of the dominant 

platforms. The research problem focuses on how these three factors affect consumer 

decisions in using GoFood, considering the crucial role of digital technology in 

enhancing efficiency and convenience in transactions. The theoretical framework 

is based on rating by Lee & Kotler (2020), online customer review by Hennig-

Thurau et al. (2004), and sales promotion by Kotler & Keller (2016). The study 

adopts an explanatory quantitative approach through a survey method, utilizing a 

saturated sampling technique involving 75 respondents from Bank BCA KCU 

Cibubur employees. Data analysis techniques include multiple linear regression 

with the assistance of IBM SPSS Statistics 16, along with validity tests, reliability 

tests, normality tests, and difference tests (T-test). The results indicate a significant 

simultaneous influence of rating, online customer review, and sales promotion on 

GoFood purchase decisions. Partially, rating and online customer review exert a 

more dominant influence compared to sales promotion. The T-test results show a 

significance value of 0.00 for rating and online customer review and 0.045 for sales 

promotion, all of which are below 0.05. Therefore, it can be concluded that rating, 

online customer review, and sales promotion significantly influence purchase 

decisions in the GoFood feature. These findings provide practical implications for 

GoFood and F&B businesses to enhance service quality and design more effective 

promotional strategies to strengthen customer loyalty. 

 

Keywords: Rating; Online Customer Review; Sales Promotion; Purchase Decision; 

GoFood
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