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ABSTRAK 

 

Nabil Nurfauzan (25220020), Pengaruh Chatbot dan Online Customer Review 

terhadap Purchase Decision Generasi Z pada Produk Fashion di Marketplace. 

Perkembangan teknologi digital telah mengubah perilaku konsumen dalam melakukan 

pembelian secara online, khususnya pada Generasi Z yang aktif menggunakan 

marketplace. Dalam proses purchase decision produk fashion, konsumen 

memanfaatkan layanan berbasis teknologi seperti chatbot serta informasi dari 

pengalaman konsumen lain melalui online customer review. Penelitian ini bertujuan 

untuk menganalisis pengaruh chatbot dan online customer review terhadap purchase 

decision Generasi Z pada produk fashion di marketplace. Penelitian ini menggunakan 

pendekatan kuantitatif dengan metode survei melalui kuesioner yang disebarkan 

kepada 125 responden Generasi Z yang pernah membeli produk fashion melalui 

marketplace di wilayah Jabodetabek. Data dianalisis menggunakan Structural 

Equation Modeling-Partial Least Squares (SEM-PLS) dengan bantuan SmartPLS. 

Hasil penelitian menunjukkan bahwa chatbot berpengaruh positif dan signifikan 

terhadap purchase decision dengan nilai koefisien jalur sebesar 0,445, dan online 

customer review juga berpengaruh positif dan signifikan dengan nilai koefisien jalur 

sebesar 0,425. Nilai R-Square sebesar 0,572 menunjukkan bahwa chatbot dan online 

customer review mampu menjelaskan 57,2% variasi purchase decision. Temuan ini 

menegaskan bahwa layanan digital berbasis kecerdasan buatan dan informasi dari 

konsumen lain memiliki peran penting dalam membentuk purchase decision Generasi 

Z pada produk fashion di marketplace. 

 

Kata Kunci: Chatbot, Online Customer Review, Purchase Decision, Generasi Z, 

Marketplace, Produk Fashion. 
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ABSTRACT 

 

Nabil Nurfauzan (25220020), Pengaruh Chatbot dan Online Customer Review 

terhadap Purchase Decision Generasi Z pada Produk Fashion di Marketplace. 

The development of digital technology has transformed consumer behavior in 

conducting online purchases, particularly among Generation Z, who are active users 

of marketplace platforms. In purchasing fashion products, consumers rely on 

technology-based services such as chatbots as well as information from other 

consumers’ experiences through online customer reviews. This study aims to analyze 

the effect of chatbot and online customer review on the purchase decision of 

Generation Z for fashion products in marketplaces. This study employs a quantitative 

approach with a survey method, using questionnaires distributed to 125 Generation Z 

respondents who had purchased fashion products through marketplace platforms in 

the Jabodetabek area. Data were analyzed using Structural Equation Modeling-

Partial Least Squares (SEM-PLS) with SmartPLS. The results show that chatbot has 

a positive and significant effect on purchase decision, with a path coefficient of 0.445, 

and online customer review also has a positive and significant effect, with a path 

coefficient of 0.425. The R-Square value of 0.572 indicates that chatbot and online 

customer review explain 57.2% of the variation in purchase decision. These findings 

confirm that artificial intelligence-based digital services and information from other 

consumers play an important role in shaping Generation Z’s purchase decision for 

fashion products in marketplaces. 

 

Keywords: Chatbots, Online Customer Reviews, Purchase Decisions, Generation Z, 

Marketplaces, Fashion Products. 
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