https://dinastipub.org/DIJEMSS, Vol. 7, No. 1, October 2025

w  DIJEMSS: e

ﬁ@ Dinasti International J?urno!I of Education '
S e Management and Social Science o’
Puf;lLIASHSER | @ nttps:/[dinastipub.org/DIUEMSS XS] dinastiinfo@gmailcom (X +62 8117404 455 ‘

DOI: https://doi.org/10.38035/dijemss.v7il
https://creativecommons.org/licenses/by/4.0/

The Effect of Live Streaming and Online Customer Reviews on
Consumer Purchasing Decisions of Jennskin Products Shopee

Camelia Putri!, Virgo Simamora?, Endyastuti Pravitasari®

'Fakultas Ekoomi, Bisnis, dan Ilmu Sosial, Universitas 17 Agustus 1945 Jakarta,
Camelia090920@gmail.com

’Fakultas FEkoomi, Bisnis, dan Ilmu Sosial, Universitas 17 Agustus 1945 Jakarta,
virgo.simamora(@uta45jakarta.ac.id

SFakultas FEkoomi, Bisnis, dan Ilmu Sosial, Universitas 17 Agustus 1945 Jakarta,
endy.pravitasari@uta45jakarta.ac.id

Corresponding Author: Camelia090920@gmail.com'

Abstract: This study aims to examine the influence of Live Streaming and Online Customer
Reviews on purchase decisions of Jennskin products on Shopee. Using a quantitative approach,
data were collected from 100 consumers in Jakarta through a structured questionnaire and
analyzed with SmartPLS 3.0. The results show that Live Streaming has a positive and
significant effect on purchase decisions, while Online Customer Reviews do not have a
significant influence. The model's R? value of 0.601 indicates that 60.1% of the variation in
purchase decisions is explained by the two variables. These findings highlight the importance
of interactive and promotional features in Live Streaming and suggest the need for improved
customer review strategies. Future research is recommended to include broader variables and
demographics for deeper insights.

Keywords: Live Streaming, Online Customer Reviews. Purchase Decision, E-commerce, Shopee,
Jennskin Consumers

INTRODUCTION

Online sales are not new in today's marketing system. People are used to shopping online
because many people have done it since they first knew the internet. Promotions that use
product images and videos may be common today. The phenomenon of increasingly
sophisticated technological developments in online media is also followed by the phenomenon
of many artists and influencers (Simamora & Umry, 2020).

The fierce competition in the internet market requires entrepreneurs to also focus on the
quality of existing products. It is very important to always stay up to date with the latest fashion
trends. This new trend has the power to attract customers and can influence to buy certain
items. Products that appeal to consumers' personalities also play an important role in retaining
product purchases.

Retaining customers is one of the challenges in online business. Online purchasing
decisions are a process when consumers assess several options and choose one or more of the
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necessary options based on certain considerations online (Abdilla & Agus, 2021). Here are the
e-commerce with the most visitors in Indonesia:
Figure 1. E-commerce with the Most Visitors in Indonesia

Bukalapak i 168.200/000

Blibli 337.400.000

Lazada 762.400.000

Tokopedia 1.254(700.000

Shopee .349.900.000

0 500.000.000 1.000.000.000 1.500.000.000 2.000.000.000 2.500.000.000
Source: (Ahdiat, 2024)

In buying and selling products, the most often used by people is through social networks
because this system allows people to create personal web pages that can be connected to share
information and communicate between sellers and buyers such as Shopee. Based on figure 1,
Shopee ranks highest with a total of 2,349,900,000 visitors. Shopee is an online Marketplace
application for buying and selling using mobile phones easily and quickly. Shopee offers a
wide range of products up to products for daily needs that provide a Live Streaming feature.

Live Streaming is a new shopping method based on online sites that uses streaming
capabilities to promote interactive and rewarding online purchases. According to Ang et al.
(2018), live streaming is revolutionizing the e-commerce business model by providing
unprecedented real-time interaction between sellers and consumers, effectively reducing
information erasure and acceleration. Customers can ask questions about the comment screen.
Sellers can Live Stream and provide customers with intensive services that can answer
customer queries and can have a direct impact on customer purchases (Zhou et al., 2019).

When buying products, customers have the experience to influence other customers when
buying products, so companies should be able to create products that meet customers' needs
and tastes. Online Customer Reviews are a trusted source of consumers as a reference before
buying online (Ramadhana & Ratumbuysang, 2022). Customer reviews are consumer reviews
that contain information to evaluate products from various aspects (Mulyati & Gesitera, 2020).

Several previous research results show that customer reviews and customer ratings affect
the purchase decision of Sociolla brand cosmetric products (Latief & Ayustira, 2020).
Similarly, Wulandari's research, (2021) explains that there is an influence of Online Customer
Reviews, customer ratings on the decision of millennials in Indonesia to buy products in e-
commerce. Nuraeni & Irawati (2021) research also explains the influence of Online Customer
Reviews on online purchase decisions in the marketplace.

This study aims to determine the influence of Live Streaming and Online Customer
Reviews on purchase decisions. The results of this study can be useful to make an important
contribution to the literature on Live Streaming and Online Customer Review to consumer
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purchase decisions of Jennskin Shopee products.
HIPOTESIS
The Influence of Live Streaming on Purchase Decisions

In the research of Fadla et al. (2025) regarding the influence of Live Streaming shopping
on the purchase decision of skintific products on the Tiktok shop application in the city of
Makassar, it was shown that Live Streaming had a positive and significant effect on purchase
decisions. Research conducted by Sinaga & Rochdianingrum (2024) regarding the influence of
Live Streaming, Online Customer Reviews, and product quality on skincare product purchase
decisions on Shopee shows that Live Streaming has a positive and significant effect on purchase
decisions. Research by Ramadhan & Hilwa (2024) on the influence of Live Streaming and free
shipping vouchers on purchase decisions, a study on Tiktok shop consumers in the city of
Depok showed that Live Streaming had a positive and significant effect on purchase decisions.
Islamic research & Susanto (2024) regarding the influence of Live Streaming, product quality,
and brand image on online shop purchase decisions shows that Live Streaming has a positive
and significant effect on purchase decisions.
H1: the positive influence of Live Streaming on purchase decisions

The Influence of Online Customer Reviews on Purchase Decisions

Previous research conducted by Priangga & Munawar (2021) shows that customer
reviews have a positive influence on online purchase decisions. The results of a study
conducted by Suryani et al. (2022) show that customer reviews have an effect on online
purchase decisions. Research conducted by Sianipar & Yoestini (2021) explains that customer
reviews have a positive and significant influence on online purchase decisions. Research
conducted by Sinaga & Rochdianingrum (2024) regarding the influence of Live Streaming,
Online Customer Reviews, and product quality on skincare product purchase decisions on
Shopee shows that Online Customer Reviews have a positive and significant effect on purchase
decisions.
H2:  The Positive Influence of Online Customer Reviews on Purchase Decisions

METHOD

This study uses a quantitative approach. The type of quantitative research method in this
study aims to test hypotheses through theoretical validation or testing of theoretical
applications and is able to explain the characteristics of the variables being studied (Simamora
& Umry, 2020). Based on the hypothesis of this research design, there are 3 variables to be
studied, namely: Live Streaming and Online Customer Review as independent variables.
Meanwhile, the purchase decision is a dependent variable.

Population is a generalized area consisting of objects or subjects that have certain
quantities and characteristics that researchers set to study after which conclusions are drawn"
(Komala & Nellyaningsih, 2017). The population of this study is Jennskin Shopee consumers
which are large so samples taken from this population are used (Heridiansyah, 2012).

In this study, "purposive sampling" was used, which is a sampling technique by
determining certain criteria" (Mukhsin et al., 2017).

The criteria for sampling in this study were respondents who had bought Jennskin Shopee
products in Jakarta. The sample in this study was taken from a population that matched the
criteria of respondents who had purchased Jennskin products on the Shopee platform in
Jakarta. The determination of the number of samples in this study uses the Lemeshow formula
as follows:
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n=2xPx(1—P)
&

n = (1,96)* (0.5) (0,5) = 96,04
(0,10)?

Using the Lemeshow formula, the minimum number of samples required is 96 people
and rounded up to 100 respondents. The data collection technique in this study was carried out
by distributing questionnaires through Google forms. The questionnaire presented to the
respondents is a questionnaire with a structured format where a list of questions has been
prepared in advance and the choice of answers is arranged according to a Likert scale of 1 to
5. The researcher used PLS-SEM as a data analysis used with the help of Smartpls 3.0 software.

The statistical analysis of the data of this study is a path analysis modeling. An outer
model, or specification of the relationship between a variable and its indicators, also called an
external relationship or a measurement model defines the properties of a variable and its
indicators. Reliability is used to measure the consistency of indicators in measuring latent
variables with Cronbach's Alpha and Composite Reliability values. Convergent Validity is used
to measure the extent to which indicators that are supposed to measure latent variables show a
high correlation with Average Variance Extracted or AVE.

Inner Model testing of structural models is carried out by looking at the R-Square value.
R2 has a very strong model criterion rule > 0.70, strong 0.46 to 0.70, moderate 0.26 to 0.45,
weak < 0.25.

Hypothesis testing is carried out using the #-test bootstrap method and if obtained a p-
value of 0.05 (alpha 5%). The following is the framework of this research:

Gambar 2. Framework

Live Streaming
X1)

Online
Customer
Review
(X2)

The operational variables in this study are as follows:

Table 1. Variable Operations

Variabel Indicator Questionnaire
Live Streaming 1. The comments and
Q&A feature in the
Live streaming is the real- live stream helped me
time transmission of audio . get more detailed
: 1. Interaction : .
and video of an event over . information.
2. Real-time . .
the Internet . 2. I love watching live
3. Promotional tools
streams because I can
see the products live
and in real-time.
3. I once bought a
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product because of the
promotions  offered
during live streaming.
Online Customer Review 1. I trust customer reviews
when choosing products in
Online Customer Reviews e-commerce.
are reviews provided by . 2. The reviews with
21 Credible . .
consumers that contain ) Skill detailed and technical
information to evaluate a | .’ explanations increased my
. 3. Fun
product from  various confidence to buy.
aspects 3. I prefer to read customer
reviews that come with
product photos or videos.
Purchase decision 1. T look for additional
information from
Purchasing decisions are various sources before
directly involved in 1. Rasional making a purchase
making decisions to make 2. TIrrasional decision.
a purchase of the products 2. I once bought a
that the seller offers product without much
consideration
RESULTS AND DISCUSSION

. Respondent Profile

The respondents used in this study were 100 respondents. The results of the data in this
study were obtained from a questionnaire distributed to respondents who had bought Jennskin
Shopee products in Jakarta. The questionnaire in this study contains statement items related to
the research variables. The data was analyzed using SmartPLS 3.0 Partial Least Squares
Structural Equation Modeling (PLS-SEM).

. Evaluating the Measurement Model

The purpose of evaluating the measurement model is to explain the extent to which the
indicator can reflect the research construct. In this study, there are 8 indicators used to explain
the research construct. The indicators are reflective so that reliability tests and validity tests are

carried out.
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Figure 3. Model PLS
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Based on the results of the validity test, all values of the Loading Factor indicator in the
Live Streaming, Online Customer Reviews and Purchase Decision variables are greater than
0.5 or greater than 0.5 which means that all variable indicators are declared valid. Similarly,
instruments are said to be reliable because all composite reliability is greater than 0.7 or greater
than 0.7. In the reliability test, a variable construct is said to be good if it has a Composite
Reliability value greater than 0.7, Cronbach's Alpha greater than 0.7 and Average Veriance
Extracted (AVE) greater than 0.5. The following are the results of the reliability test in this
study:

Tabel 2. Composite Reliability

Cronbach's rho A Composite
Alpha Reliability
Live Streaming 0,843 0,846 0,888
Online Customer 0.972 0.974 0.978
Review
Purchase 0.878 0.882 0,908
Decision

The table above explains that the composite reliability of each variable has a value
greater than 0.7, which indicates that the answers to questions representing all of the variables
are reliable and can be used to test the hypothesis. Similarly, each variable had a Cronbrach's
Alpha above 0.7 and an AVE value greater than 0.5 meaning that the measurement model used
had qualified for discriminatory validity.

The Influence of Live Streaming on Purchase Decisions (H1)

The results of the hypothesis test (H1) explained that there was an influence of Live
Streaming on the Purchase Decision with a statistical t-value of 8.659 greater than the table t-
value of 1.96 with a p-value of 0.000, meaning that the H1 hypothesis was acceptable. The
results of this study are in accordance with research conducted by Fadla et al. (2025) showing
that Live Streaming has a positive and significant effect on purchase decisions. Research
conducted by Sinaga & Rochdianingrum (2024) shows that Live Streaming has a positive and
significant effect on purchasing decisions. Research by Ramadhan & Hilwa (2024) shows that
Live Streaming has a positive and significant effect on purchasing decisions. Live streaming
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carried out by seller account owners on Shopee e-commerce in the form of interactions, real-
time, and promotional tools is considered good and used by product buyers or Jennskin
customers in Shopee e-commerce which has an impact on Purchase Decisions.

The Effect of Online Customer Reviews on Purchase Decisions (H2)

The results of the hypothesis test (H2) explained that there was no influence of Online
Customer Reviews on Purchase Decisions with a statistical t-value of 1.270 greater than the
table t-value of 1.96 with a p-value of 0.205, meaning that the H2 hypothesis was rejected. The
results of this study are not in line with the research conducted by Latief & Ayustira (2020)
customer reviews and customer ratings affect product purchase decisions. Similarly, research
conducted by Sianipar & Yoestini (2021) explains that customer reviews have a positive and
significant influence on online purchase decisions. Research by Wulandari, (2021) explains
that there is an influence of Online Customer Reviews, customer ratings on the decision of
millennials in Indonesia to buy products in e-commerce. Nuraeni & Irawati (2021) research
also explains the influence of Online Customer Reviews on online purchase decisions in the
marketplace. Jennskin consumers feel that they are not credible, skilled and pleasant in
customer reviews on Shopee e-commerce which has an impact on Purchase Decisions.

. Coefficient of Determination

The determination coefficient test shows the relationship or strength of the estimation
between variables measured using the criterion, namely R-square. The R Square value in this
study explains the influence of Live Streaming and Online Customer Reviews on Purchase
Decisions. The following are the results of the test coefficient of the research determination:

Table 3. R Square (R2)
R Square R Square Adjusted
Purchase Decision 0,601 0,592

According to the results of this study, an R Square value of 0.601 was obtained, meaning
that 60.1% of consumer purchase decisions were influenced by Live Streaming and Online
Customer Reviews while the remaining R square was 39.9% influenced by other variables that
were not studied by this study. If the r square value of 0.67 indicates strong, 0.33 indicates
moderate and 0.19 indicates weak (Chin, 2021). In the table above, the result of the Purchase
Decision variable value is greater than 0.33. This shows that the determination of these
variables is included in the medium category.

CONCLUSION

Based on research on 100 respondents of Jennskin Shopee consumers, a number of
important findings were obtained. Live Streaming features have been proven to have a positive
and significant influence on purchase decisions, showing that real-time interactions,
promotional tools, and direct communication are able to encourage consumers to make a
purchase. In contrast, Online Customer Reviews do not show significant influence, indicating
that the credibility, expertise, or pleasurable aspects of the reviews have not been sufficiently
helpful or convincing to Jennskin consumers in making decisions. A determination coefficient
(R?) of 0.601 implies that 60.1% of purchase decisions can be explained by Live Streaming
and Online Customer Review variables, while the remaining 39.9% are influenced by other
factors outside the model.

Based on these findings, strategic advice is aimed at business actors and researchers in
the future. Jennskin needs to improve the quality of Live Streaming, both in terms of visuals,
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real-time interaction, and attractive offers, as well as using hosts or influencers who are able to
build trust and emotional engagement. To increase the effectiveness of Online Customer
Reviews, strategies such as genuine buyer verification, photo/video-based reviews, and
informative review incentives such as loyalty points are needed. Advanced researchers are
advised to explore additional variables that are more relevant such as price, product quality,
brand image, or influencer influence, as well as consider sample expansion and more in-depth
demographic analysis to enrich understanding of consumer behavior. The limitations of the
study include geographical coverage only in Jakarta, small sample size, the use of purposive
sampling that risks bias, and the lack of analysis of demographic factors that have the potential
to open up new insights into market segmentation.
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