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ABSTRAK

Pertumbuhan e-commerce di Indonesia menunjukkan peningkatan yang
sangat pesat, ditandai dengan meningkatnya nilai transaksi dan jumlah pengguna
setiap tahun. Shopee sebagai salah satu platform e-commerce terbesar menghadapi
persaingan ketat sehingga perlu memahami faktor-faktor yang memengaruhi
keputusan pembelian konsumen. Penelitian ini bertujuan untuk menganalisis
pengaruh brand awareness, kualitas produk, harga produk, dan halal awareness
terhadap keputusan pembelian pada pengguna Shopee.

Penelitian menggunakan pendekatan kuantitatif dengan penyebaran
kuesioner kepada konsumen yang pernah melakukan pembelian di Shopee. Variabel
diukur menggunakan skala Likert, kemudian dianalisis menggunakan uji validitas,
reliabilitas, uji t, uji F, serta koefisien determinasi (R?). Hasil penelitian diharapkan
menunjukkan bahwa masing-masing variabel independent brand awareness,
kualitas produk, harga produk berdampak positif, sedangkan halal awareness tidak
berdampak positif dan signifikan terhadap keputusan pembelian, baik secara parsial
maupun simultan.

Penelitian ini memberikan kontribusi teoritis bagi pengembangan kajian
perilaku konsumen dalam e-commerce, dan kontribusi praktis bagi pelaku usaha
serta pengelola Shopee dalam merumuskan strategi pemasaran yang lebih efektif,
terutama pada pasar dengan mayoritas konsumen Muslim.

Kata Kunci: brand awareness, kualitas produk, harga, halal awareness, keputusan
pembelian, e-commerce, Shopee.



ABSTRACT

The growth of e-commerce in Indonesia has shown rapid increase, marked
by rising transaction values and user numbers every year. Shopee, as one of the
largest e-commerce platforms, faces intense competition and therefore needs to
understand the factors that influence consumer purchasing decisions. This study
aims to analyze the influence of brand awareness, product quality, product price,
and halal awareness on purchasing decisions among Shopee users.

The research uses a quantitative approach by distributing questionnaires to
consumers who have made purchases on Shopee. The variables are measured using
a Likert scale, then analyzed using validity and reliability tests, t-tests, F-tests, and
the coefficient of determination (R?). The results of this study are expected to show
that each of the independent variables of brand awareness, product quality, and
product price has a positive impact, while halal awareness does not have a positive
and significant impact on purchasing decisions, either partially or simultaneously.

This study provides a theoretical contribution to the development of
consumer behavior studies in e-commerce and a practical contribution to business
actors and Shopee managers in formulating more effective marketing strategies,
especially in markets with a majority of Muslim consumers.

Keywords: brand awareness, product quality, price, halal awareness, purchasing
decision, e-commerce, Shopee.
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