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ABSTRAK 

 

 Siti Nurhaliza 202110325296 Pengaruh Brand Awareness, Online 

Consumer Review dan Live Stream Terhadap Keputusan Pembelian Produk 

Skincare  “Somethinc”  di Shopee (Studi Pada Pengikut Akun Resmi “Somethinc” 

di Aplikasi X). 

 

 Penelitian ini bertujuan untuk menganalisis pengaruh brand awareness, 

online consumer review, dan live stream terhadap keputusan pembelian produk 

skincare Somethinc di platform Shopee, dengan fokus pada pengikut akun resmi 

Somethinc di aplikasi X. Metode penelitian yang digunakan adalah kuantitatif, 

dengan teknik sampling menggunakan purposive sampling dengan menyebarkan 

kuesioner ke 100 responden yang merupakan pengikut akun resmi Somethinc di 

aplikasi X. Hasil analisis menunjukkan bahwa variabel brand awareness tidak 

memiliki pengaruh signifikan terhadap keputusan pembelian. Sebaliknya, variabel 

online consumer review dan live stream terbukti memiliki pengaruh signifikan 

terhadap keputusan pembelian. 

 

Kata kunci:  Brand Awareness, Online Consumer Review, Live Stream,  

           Keputusan Pembelian 
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ABSTRACT 

 

 

 

Siti Nurhaliza 202110325296 The Influence of Brand Awareness, Online 

Consumer Review, and Live Stream on Purchasing Decisions of “Somethinc” 

Skincare Products on Shopee (A Study on Followers of the Official “Somethinc” 

Account on X Application) 

This study aims to analyze the influence of brand awareness, online 

consumer reviews, and live streaming on the purchase decision of Somethinc 

skincare products on the Shopee platform, focusing on followers of the official 

Somethinc account on Application X. The research method used is quantitative, 

employing purposive sampling by distributing questionnaires to 100 respondents 

who are followers of the official Somethinc account on Application X. The analysis 

results show that the brand awareness variable does not have a significant effect on 

purchase decisions. In contrast, the variables of online consumer reviews and live 

streaming are proven to have a significant influence on purchase decisions. 

 

Keywords: Brand Awareness, Online Consumer Review, Live Stream, 

Purchasing Decision 
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