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ABSTRAK 

       Penelitian ini bertujuan untuk mengetahui bagaimana pengaruh gaya hidup, 

brand awareness, dan kemudahan transaksi terhadap keputusan pembelian online 

produk Shopee pada masa pandemi covi-19 di Jakarta. 

       Strategi yang digunakan dalam penelitian ini adalah strategi penelitian 

assosiatif pendekatan kuantitatif. Populasi dari penlitian ini adalah para pengguna 

yang melakukan pembelian online di aplikasi Shopee selama masa pandemi 

Covid-19 di Jakarta yang berusia antara 17 sampei 40 tahun keatas. Sempel 

ditentukan berdasarkan metode Purposive Sampilng, dengan sempel sebanyak 67 

responden. Metode pengolahan data dengan menggunkan program SmartPLS 3.0 

(Partial Least Square) dan dievaluasi dengan outer model dan inner model. 

       Hasil penlitian ini menujukan bahwa variabel gaya hidup, dan kemudahan 

transaksi berpengaruh positif dan signifikan terhadap keputusan pembelian 

sedankan variabel brand awareness tidak berpengaruh signifikan terhadap 

keputusan pembelian online pada pengguna Shopee di Jakarta. Nila R-square 

sebesar 0,779 menunjukan bahwa keputusan pembelian dipengaruhi gaya hidup, 

brand awareness, dan kemudahan transaksi sebesar 77,9% dan sisanya sebanyak 

22,1% dipengaruhi oleh variabel lain. 

  

Kata Kunci: Gaya Hidup, Brand Awareness, Kemudahan Transaksi, dan 

Keputusan Pembelian 
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AWARENESS, AND EASY TRANSACTION ON ONLINE PURCHASE 

DECISIONS FOR SHOPEE PRODUCTS DURING COVID-19 PANDEMIC 

PERIOD IN JAKARTA 

 (Study on Shopee users in Jakarta) 

ABSTRACT 

       This study aims to determine how the influence of lifestyle, brand awareness, 

and ease of transactions on online purchasing decisions for Shopee products 

during the Covi-19 pandemic in Jakarta. 

       The strategy used in this research is an associative research strategy with a 

quantitative approach. The population of this study were users who made online 

purchases on the Shopee application during the Covid-19 pandemic in Jakarta 

aged between 17 and 40 years and over. The sample was determined based on the 

Purposive Sampilng method, with a sample of 67 respondents. The data 

processing method uses the SmartPLS 3.0 program (Partial Least Square) and is 

evaluated with the outer model and inner model. 

       The results of this study indicate that lifestyle variables and ease of 

transaction have a positive and significant effect on purchasing decisions, while 

brand awareness has no significant effect on online purchasing decisions for 

Shopee users in Jakarta. The R-square value of 0.779 indicates that the purchasing 

decision is influenced by lifestyle, brand awareness and ease of transaction by 

77.9% and the remaining 22.1% is influenced by other variables. 

 

Keywords: Lifestyle, Brand Awareness, Ease of Transaction, and Purchase 

Decisions 
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