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ABSTRAK 

Penelitian ini bertujuan untuk mengetahui pengaruh brand awareness, voucher 

discount, dan customer review terhadap keputusan pembelian produk fesyen lokal 

merek Thanksinsomnia pada marketplace Shopee, baik secara parsial maupun 

simultan. Penelitian menggunakan pendekatan kuantitatif dengan Theory of 

Planned Behaviour sebagai kerangka berpikir. Sampel berjumlah 100 responden 

yang ditentukan menggunakan teknik non probability sampling dengan 

pendekatan purposive sampling, dengan kriteria berusia minimal 17 tahun, 

mengetahui merek Thanksinsomnia, pernah membaca customer review, pernah 

menggunakan discount voucher, serta pernah membeli produk Thanksinsomnia 

melalui Shopee dalam satu tahun terakhir. Data dikumpulkan menggunakan 

kuesioner dengan skala Likert lima poin dan dianalisis menggunakan regresi 

linear berganda dengan bantuan SPSS setelah melalui uji instrumen dan uji asumsi 

klasik. Hasil penelitian menunjukkan bahwa brand awareness dan customer 

review berpengaruh positif dan signifikan terhadap keputusan pembelian, 

sedangkan voucher discount belum terbukti berpengaruh signifikan secara parsial. 

Secara simultan, ketiga variabel berpengaruh signifikan terhadap keputusan 

pembelian dengan kontribusi sebesar 44,9%. Temuan ini mengindikasikan bahwa 

faktor nonharga lebih menentukan keputusan pembelian produk fesyen lokal 

dibandingkan promosi harga. Berdasarkan hasil tersebut, pengelola 

Thanksinsomnia disarankan memprioritaskan penguatan identitas merek melalui 

konten media sosial dan kolaborasi dengan content creator, serta mendorong 

konsumen menulis ulasan bergambar dan menanggapi ulasan secara aktif pada 

laman produk di Shopee, tanpa serta-merta menghentikan program voucher yang 

berjalan. 

Kata kunci: brand awareness, customer review, keputusan pembelian, produk 

fesyen lokal, voucher discount 
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ABSTRACT 

This study aims to examine the influence of brand awareness, voucher discount, 

and customer review on purchase decisions for local fashion products of the 

Thanksinsomnia brand on the Shopee marketplace, both partially and 

simultaneously. The study applies a quantitative approach using the Theory of 

Planned Behaviour as its theoretical lens. The sample consists of 100 respondents 

selected through non probability sampling with a purposive sampling approach, 

comprising consumers aged at least 17 years who knew the Thanksinsomnia 

brand, had read customer reviews, had used a discount voucher, and had 

purchased Thanksinsomnia products through Shopee within the last year. Data 

were collected using a questionnaire with a five point Likert scale and analysed 

through multiple linear regression with SPSS after instrument and classical 

assumption testing. The results show that brand awareness and customer review 

have a positive and significant effect on purchase decisions, whereas voucher 

discount is not proven to have a significant partial effect. Simultaneously, the 

three variables significantly influence purchase decisions, explaining 44.9% of its 

variance. These findings indicate that non price factors matter more than price 

promotion in local fashion purchases. Accordingly, Thanksinsomnia is advised to 

prioritise strengthening brand identity through social media content and creator 

collaborations, while encouraging illustrated customer reviews and responding 

actively to reviews on its Shopee product pages, without necessarily discontinuing 

its existing voucher programmes. 

Keywords: brand awareness, customer review, local fashion products, purchase 

decision, voucher discount 
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