American Journal of Open Research, 4 (2), February, 2025, xx-xx ‘p) O Ps EARC H

American Journal of Open Research
E-ISSN: 2834-7668

The Influence of Live Shopping and Online Customer Reviews on Fashion
Product Purchase Decisions

Erislan
Sahid University, Indonesia
Email: drerislan@gmail.com

Abstract: Technological developments and online shopping trends have changed the landscape of
fashion commerce. In this context, Live Shopping and Online Customer Reviews are important factors
influencing consumer purchasing decisions. This research aims to analyze the influence of Live
Shopping and Online Customer Reviews on purchasing decisions for fashion products, using case
studies. The research aims to identify the extent to which Live Shopping and Online Customer Reviews
influence fashion product purchasing decisions. This research also seeks to understand consumer
preferences for product information sources and satisfaction levels after purchase. This study uses a
survey method. The data collected were analyzed using regression analysis and descriptive statistics to
measure the influence of Live Shopping and Online Customer Reviews. The research results show that
Live Shopping has a significant positive influence on purchasing decisions for fashion products, with
higher levels of trust and satisfaction. Online Customer Reviews also have a positive influence,
although at a lower level than Live Shopping. Consumer preferences tend to favor Live Shopping as
the primary source of information.
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Introduction

Electronic commerce or e-commerce has experienced rapid development in recent years (Jain
et al., 2021). This phenomenon has changed the way consumers shop for products, especially in the
fashion sector (Jin & Shin, 2021). With the increasing number of e-commerce platforms offering a
variety of fashion products, consumers now have greater access to choose products that suit their
preferences (Rosadrio & Raimundo, 2021). In this context, the factors that influence the purchase
decision of fashion products are becoming increasingly important for e-commerce companies and
market researchers to understand. One of the prominent phenomena in e-commerce is live shopping,
where sellers or influencers live stream to promote products and interact with viewers in real-time
(Yan et al., 2023a). Live shopping has become one of the exciting trends in the world of e-commerce,
especially in Southeast Asia (Qi, 2023). This concept allows consumers to follow live product
screenings, ask questions, and even make direct purchases during live shopping sessions (Andersson

& Pitz, 2021). Live shopping has the potential to influence purchasing decisions in unique ways, as
consumers can see products in action and get immediate answers to their questions (Zhang, 2023)

Online customer reviews have also become an important factor in influencing the purchase
decision of fashion products (C. Wang et al., 2021). Customer reviews provide insight into the
experience of others with a particular product, quality, size, and service provided by the seller (Al-
Adwan & Yaseen, 2023). Consumers often rely on customer reviews to ensure that the products they
buy will meet their expectations. Therefore, online customer reviews have great potential to influence
consumer preferences and trust in the products offered on e-commerce platforms.

Although live shopping and online customer reviews have a significant impact on consumer
behavior, in-depth research on how these two factors are interconnected and together influence
fashion product purchasing decisions is still limited (Lee & Chen, 2021). Therefore, this research will
try to fill this knowledge gap with a focus on consumers. Shopee is one of the largest e-commerce
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platforms in Southeast Asia, and Tangerang is one of the cities experiencing rapid growth in e-
commerce (Prasetyo et al., 2024).

The purpose of this study is to identify and analyze the influence of live shopping and online
customer reviews on fashion product purchase decisions (Chu, 2024). The study will consider how
participation in live shopping can affect consumer perceptions of products, and the extent to which
online customer reviews affect consumer preferences and trust (Y. Wu & Huang, 2023). The results of
this study are expected to provide valuable insights to e-commerce companies, sellers, and marketers
in developing more effective strategies in influencing fashion product purchase decisions (Surjono,
2024)

By involving case studies, this research will attempt to generalize the findings and provide
deeper insights into consumer behavior in the context of e-commerce in Indonesia (Felix & Rembulan,
2023). As the e-commerce industry continues to grow in the country, a better understanding of the
factors influencing purchasing decisions will be a valuable asset in efforts to improve the consumer
experience and growth of e-commerce businesses.

Live Shopping is a phenomenon in e-commerce where sellers or influencers real-time stream
live videos to promote products or services to online audiences (Yan et al., 2023b). At the same time,
viewers have the ability to interact with sellers, ask questions, and even make purchases directly
through those streaming platforms (D. Wu et al., 2023). Live Shopping creates a more interactive and
direct shopping experience in an online environment, allowing consumers to see products in action
before making a purchase decision (Ma et al., 2022).

Online Customer Reviews are comments, ratings, or experiences submitted by consumers after
they have purchased and used a product or service online (Kim & Kim, 2022). These reviews can
include insights into product quality, customer service, shipping, and various other aspects of the
buying experience (Sudirjo et al., 2023). Online customer reviews provide valuable insights to
potential buyers, help them make more informed purchasing decisions, and enable companies and
sellers to understand consumer feedback to improve their products and services.

Purchase Decision is the final action taken by a consumer to choose and purchase a particular
product or service (Ridwan, 2022). This decision is influenced by a number of factors, including
personal preferences, price considerations, product quality, brand, recommendations from friends or
online customer reviews, as well as the influence of marketing and promotional campaigns (Kuncoro
& Kusumawati, 2021). Purchase decisions reflect the results of the evaluation and benchmarking
process carried out by consumers before finally making a transaction.

Materials and Methods

The research method used in this study is a quantitative method with a survey approach. The
survey method is a research approach used to collect data from respondents by providing
qguestionnaires or structured interviews. In the context of this study, the researcher will distribute
guestionnaires to consumers to collect data on the influence of live shopping and online customer
reviews on fashion product purchase decisions. The survey method was chosen because it allows
researchers to collect data from a number of respondents efficiently, and the data obtained can be
statistically analyzed to identify the relationship between the variables studied. This research method
will also utilize regression analysis to dig deeper into the influence of independent variables (live
shopping and customer reviews) on dependent variables (purchase decisions). Thus, this study will
combine a robust quantitative approach with statistical analysis to gain a deeper understanding of the
relationship between the factors studied (Sugiyono, 2018). The use of survey methods and regression
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analysis will allow researchers to identify the extent to which live shopping and online customer
reviews influence purchasing decisions, as well as provide a solid basis for developing
recommendations for e-commerce companies to optimize their marketing strategies in the context of
fashion products.

The population in the context of this study includes the entire group of individuals or
consumers who have the potential to be involved in the purchase decision of fashion products.
Conducted in a period of 1 month, namely October 20 — November 20, 2023 and a population of 250,
this study focuses on understanding the factors that influence purchasing decisions among consumers
of fashion products. Meanwhile, the sample size taken as many as 154 respondents was selected
through the use of the Slovin formula with an error rate of 5%, ensuring the representativeness of the
sample to the population in general. This sample is expected to provide an accurate picture of
consumer perceptions and behaviors related to live shopping and online customer reviews in the
context of purchasing fashion products. Therefore, through this approach, this research is expected
to provide significant insights related to the dynamics of purchasing decisions in the fashion sector in
the current digital era.

Results and Discussion
Research Results
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The results of the study show that Live Shopping has a more positive influence on the purchase
decision of fashion products compared to Online Customer Review Reviews. In terms of percentage
influence, Live Shopping reaches 60%, while Online Customer Reviews only reach 40%. This shows
that direct interaction with the products presented through Live Shopping has a stronger impact in
persuading consumers to make a purchase. These results are in line with the increasing popularity of
live shopping in e-commerce, which provides a more direct and interactive shopping experience.

The study also revealed significant differences in the level of consumer trust in these two
sources of information. Consumers tend to trust more information obtained through Live Shopping,
with a trust level of 70%, while the trust level of Online Customer Reviews only reaches 30%. This
shows that consumers are more likely to rely on explanations and recommendations directly from
someone in a live shopping situation rather than relying on customer reviews that can be subjective
or questionable.

The results of research on consumer preferences for product information sources show that
most consumers have a preference for Live Shopping. As many as 55% of respondents prefer to get
information about products through live shopping, while 45% choose online customer reviews. This
shows that Live Shopping has become one of the most favored channels for consumers to find product
information and evaluate their purchase decisions.

The results of the study also reflect the level of consumer satisfaction after making a purchase
based on product information sources. The level of consumer satisfaction obtained from Live
Shopping reaches 75%, while the satisfaction rate based on Online Customer Reviews reaches 65%.
This indicates that consumers who obtain product information through Live Shopping are more likely
to be satisfied with the products they purchase, perhaps due to the more interactive and immersive
experience they get through live shopping.

From the entire discussion above, it can be concluded that the results of this study provide
strong evidence that Live Shopping has a more positive influence on women's fashion product
purchase decisions compared to Online Customer Review Reviews. This influence is reflected in the
percentage, level of trust, preference, and higher level of consumer satisfaction with Live Shopping.
In the ever-evolving era of e-commerce, this understanding can be the basis of more effective
marketing strategies in reaching consumers and improving the online shopping experience.
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The Influence of Live Shopping on Purchase Decisions

Live Shopping is a rapidly growing phenomenon in the e-commerce industry where sellers or
influencers stream live videos to promote products or services interactively to online viewers. In the
context of this research, the influence of Live Shopping on fashion product purchase decisions will be
discussed in depth. This influence includes factors that make Live Shopping an effective marketing
channel in driving consumer purchase decisions (Pramudianti et al., 2023).

1) Interactivity and Consumer Engagement

One of the main elements of Live Shopping is its interactivity. Consumers can ask questions
directly to sellers or influencers during live sessions, get real-time answers, and even participate in
various activities, such as product selection or voting. This engagement creates a deeper and more
personalized experience for consumers, which in turn can influence their purchasing decisions.
Consumers who feel more engaged tend to have higher satisfaction levels and are more likely to make
a purchase.

2) A Deeper Understanding of the Product

Live Shopping allows consumers to see products in action. They can see how the product is
used, take a closer look at the product details, and listen to a first-hand explanation of the product's
features. This helps consumers in understanding the product better before they make a purchase
decision. In the case of fashion products, consumers can see how the product looks when worn, thus
increasing their confidence in the product.

3) Social Influence and Recommendations

Live Shopping often involves sellers or influencers who have a large fan base or followers. In
many cases, they have a strong social influence, and product recommendations from them can have
a significant impact on consumer purchasing decisions. Consumers tend to trust the opinions and
recommendations of the people they follow and admire, making Live Shopping an effective platform
for promoting fashion products and influencing consumer preferences.

4) Convenience and Speed in Purchase

Live Shopping often allows consumers to make purchases directly during a live session. This
eliminates the need to search for products separately within the e-commerce platform and saves
consumers time. This convenience can encourage consumers to make a quick purchase decision,
especially if they feel confident after seeing the product in person (Ichsan Nur Imanudin, 2023).

5) Openness to Questions and Direct Responses

Live Shopping also allows sellers or influencers to provide direct responses to consumer
guestions or concerns. This creates a sense of openness and trust, as consumers know that they can
easily contact the seller or influencer if there are any issues after the purchase. This trust also has an
impact on purchasing decisions.

The influence of Live Shopping on the purchase decision of fashion products is a result of
interactivity, better understanding of the product, social influence, convenience, and openness that it
offers. This creates a stronger shopping experience and positively influences consumers to make
purchases. In the ever-evolving digital age, Live Shopping has become one of the most effective tools
in e-commerce marketing strategies and allows customers to make more informed purchasing
decisions (Wahyuningsih & Saputra, 2023).

The Influence of Online Customer Reviews on Purchase Decisions

Online Customer Reviews are an important element in the e-commerce ecosystem that
provides insights and guidance to potential buyers based on other people's experiences with a
particular product or service. In this discussion, we will analyze in depth the influence of online
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customer reviews on women's fashion product purchase decisions (Nitha, 2023). This influence
involves a number of factors that affect consumer preferences and behavior in deciding whether to
buy or not to buy a product.
1) Trust and Authority

Online customer reviews are often considered a more reliable source of information than
advertisements or product descriptions from sellers. This is because customer reviews are the views
of individuals who have experienced the product firsthand. Users often see customer reviews as a
trustworthy authority, and this trust plays a big role in influencing purchasing decisions. Consumers
are more likely to buy products that have positive reviews and recommendations from other
customers.
2) Social Proof

Online customer reviews also provide a strong social proof effect. When consumers see a lot of
positive reviews or testimonials from other satisfied customers, they tend to feel that the product is
worth buying. This is especially true in the purchase of women's fashion products, where style and
quality are often the main considerations. Positive reviews can give consumers confidence that the
product will meet their expectations.
3) Additional Information

Online customer reviews can also provide additional information that is not always included in
the product description. For example, reviews can provide insight into the appropriate size, comfort
of use, or comparison with similar products. This information is invaluable for consumers who want
to make informed purchasing decisions.
4) Overcoming Uncertainty

Online purchases often involve uncertainty, especially when consumers cannot see or
experience the product directly before purchasing. Customer reviews can help overcome this
uncertainty by providing real-life experiences from other consumers. Consumers tend to feel more
comfortable making a purchase if they feel that someone else has had success with the same product.
5) Product Comparison

Online customer reviews allow consumers to better compare different products. They can see
how the product compares to other brands, prices, or other product variants. This can help consumers
in choosing the product that best suits their needs and preferences. In the context of e-commerce,
online customer reviews have a significant impact on purchasing decisions. Trust, social proof,
additional information, overcoming uncertainty, and the ability to compare products are key factors
influencing consumer preferences. Therefore, sellers and e-commerce platforms often strive to
facilitate and manage customer reviews well as part of their marketing strategy. With a better
understanding of the influence of customer reviews, companies can improve the consumer
experience and optimize fashion product purchasing decisions in the ever-evolving world of e-
commerce (Aribowo, 2023).
Comparison Between Live Shopping and Online Customer Reviews

Live Shopping and Online Customer Reviews are two important aspects in the e-commerce
industry that influence consumer purchasing decisions. These two elements have different
characteristics and affect consumers in different ways. In this discussion, a comparison between Live
Shopping and Online Customer Reviews will be analyzed in the context of fashion product purchase
decisions.
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Interactivity vs. Static:

Live Shopping offers a high level of interactivity. Consumers can interact directly with sellers or
influencers during live sessions, ask questions, and get real-time responses (Chen-Leino, 2024). This
creates a more dynamic and personalized experience. Online customer reviews are static content that
doesn't allow for direct interaction. They are records of past customer experiences and cannot be
changed or updated once written.

Belief:

Live Shopping can provide additional trust because consumers can see the product directly and
listen to live explanations from sellers or influencers (Y. Wang et al., 2022). This creates a high level of
trust in the product. Online customer reviews can also be a strong source of trust because they mirror
the first-hand experiences of other consumers. However, the level of trust can vary depending on the
authenticity of the review and the number of positive vs. negative reviews.

Product Information:

Live Shopping provides live and visual product information. Consumers can see the product in
action and get better product details. Online customer reviews provide insight into the user's
experience with the product. They can provide additional information about the size, quality, and
comfort of the product.

Recommendations and Social Proof:

Live Shopping often involves sellers or influencers who have social influence. Their
recommendations can have a major impact on consumer purchasing decisions. Online customer
reviews create a social proof effect by showing that many other people have already purchased and
are satisfied with the product. It can also positively influence consumers.

Convenience and Speed of Purchase:

Live Shopping allows consumers to make purchases directly during live sessions. It provides
convenience and speed in purchasing. Buying based on online customer reviews often involves a few
additional steps, such as searching for products recommended in reviews and navigating e-commerce
websites. A comparison between Live Shopping and Online Customer Reviews shows that both have
their own strengths and weaknesses. Live Shopping offers interactivity, higher trust, better product
information, and live recommendations, while Online Customer Reviews create a strong social proof
effect and provide diverse views from a wide range of consumers. The choice between the two
depends on marketing objectives and consumer preferences. In practice, many e-commerce
companies use both as part of their marketing strategy to reach different types of consumers
(Taherdoost, 2022).

Conclusion

This research has provided valuable insights into the influence of Live Shopping and Online
Customer Reviews on fashion product purchase decisions in context. By analyzing the data and
research results, we can conclude that Live Shopping has a significant positive impact on purchasing
decisions, providing consumers with more interactivity, trust, and a deeper experience. On the other
hand, Online Customer Reviews still have an important role in shaping consumer preferences by
providing social proof, additional information, and convenience in online shopping. Both of these
factors are in line with the growing development of e-commerce, and a better understanding of how
they affect purchasing decisions can help e-commerce companies improve their marketing strategies
and customer experience, thereby better meeting consumer needs and expectations.
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