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Intisari

Penelitian ini bertujuan untuk mengetahui kondisi serta pengaruh brand awareness,
live streaming, customer review, dan customer rating terhadap keputusan
pembelian produk herbal Binasyifa melalui marketplace shopee baik secara
simultan maupun parsial. Metode pada penelitian ini yaitu kuantitatif menggunakan
teknik pengambilan sampel non probability sampling dengan jenis purposive
sampling. Penelitian ini melibatkan 68 sampel yang merupakan konsumen produk
herbal Binasyifa yang melakukan pembelian melalui /ive streaming shopee. Teknik
analisis data menggunakan analisis regresi linier berganda yang dibantu
menggunakan alat analisis SPSS versi 25. Hasil pengukuran brand awareness
menunjukkan bahwa produk herbal Binasyifa di marketplace shopee berada pada
tingkatan brand recall. Hasil analisis menunjukkan bahwa secara simultan brand
awareness, live streaming, customer review, dan customer rating berpengaruh
terhadap keputusan pembelian produk herbal Binasyifa melalui marketplace
shopee. Nilai Adjusted R Square sebesar 0,716 mengindikasikan bahwa 71,6%
keputusan pembelian (Y) dipengaruhi oleh seluruh variabel X, sedangkan 28,4%
sisanya dipengaruhi varaibel lain yang tidak tercantum pada penelitian ini. Secara
parsial brand awareness dan live streaming tidak berpengaruh terhadap keputusan
pembelian produk herbal Binasyifa melalui marketplace shopee. Namun, customer
review dan customer rating secara parsial berpengaruh terhadap keputusan
pembelian produk herbal Binasyifa melalui marketplace shopee.

Kata kunci: Brand Awareness, Live Streaming, Review, Rating, Keputusan
Pembelian



THE INFLUENCE OF BRAND AWARENESS, LIVE STREAMING, CUSTOMER
REVIEW, AND CUSTOMER RATING ON THE PURCHASE DECISION OF
BINASYIFA HERBAL PRODUCTS THROUGH SHOPEE MARKETPLACE

By:
Arista Viftania Az Zahra

Abstract

This study aimed to determine the condition and the influence of brand awareness,
live streaming, customer review, and customer rating on the purchase decision of
Binasyifa herbal products through shopee marketplace, both simultaneously and
partially. The method used in this research is quantitative with a non-probability
sampling technique, specifically purposive sampling. The study involved 68
samples consisting of consumers who purchased Binasyifa herbal products through
shopee live streaming. Data analysis was conducted using multiple linear
regression, assisted by SPSS version 25. The measurement results of brand
awareness show that the Binasyifa herbal product in the shopee marketplace is at
the level of brand recall. The results show that simultaneously, brand awareness,
live streaming, review, and rating have an influence on the purchase decision of
Binasyifa herbal products through shopee marketplace. The Adjusted R Square
value of 0.716 indicates that 71.6% of the purchasing decision (Y) is influenced by
all the variable X, while the remaining 28.4% is influenced by other variables not
included in this study. Partially, brand awareness and live streaming do not have a
significant effect on the purchase decision of Binasyifa herbal products through
shopee marketplace. However, customer review and customer rating partially have
a significant influence on the purchase decision of Binasyifa herbal products
through shopee marketplace.

Keywords: Brand Awareness, Live Streaming, Customer Review, Customer Rating,
Purchase Decision.
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