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ABSTRACT 

This study aims to evaluate the influence of advertising attractiveness, price discount, and influencer 
marketing on purchasing decisions for H&M fashion products on the Zalora platform. The research also 
pays attention to the role of online customer reviews as a mediator in influencing marketing factors on 
purchasing decisions. The research method uses a quantitative approach by distributing electronic 
questionnaires through Google Forms in the JABODETABEK area with respondents aged 13-45 years. 
The data collected will be analysed using IBM SPSS Statistics version 26 and AMOS version 26. The 
results showed that advertising attractiveness, price discount, and influencer marketing have a positive 
influence on purchasing decisions, supported by online customer reviews as a mediator. This research 
is expected to deepen the understanding of marketing factors that are significant in making purchasing 
decisions and contribute to future research. 
Keywords: Advertising attractiveness, Price Discount, Influencer Marketing, Online Customer 
Reviews, Purchase Decision. 

 

INTRODUCTION 
Indonesia's e-commerce market, which is dynamic and growing rapidly, provides great 
opportunities for global companies (McCole et al., 2010), (Indramawan et al., 2018). 
According to an Indonesian political survey in 2022, 65.7% of product demand will come from 
the fashion sector, driving companies' contribution to digital commerce, especially in 
fashion(Rachmawati, 2021), (Purba, 2017), (Tampil Purba & Panday, 2015). Zalora, the 
leading e-commerce in Indonesia, is a subsidiary of Global Fashion Group which was founded 
in 2011. With more than 500 local and international brands, Zalora offers a wide range of 
fashion and accessory products, including H&M brands. H&M, which is committed to recycled 
materials and sustainability, is the focus of this research (Wahyuni et al., 2017), (Cartwright et 
al., 2021). Zalora became the first e-commerce in Indonesia to offer H&M products, in keeping 
with its principle of being an all-in-one shopping destination. With H&M's target to use 
sustainable materials by 2030, products with this element are already available at Zalora. 
 
LITERATURE REVIEW 
1. Advertising Attractiveness 
Advertising has an important role in promoting a product to the market, but advertising is not 
the only important factor that can influence customer purchase decisions. From the concept of 
Kotler and Armstrong (2014), advertising attractiveness is a form of paid promotion of ideas 
and promotion of goods or services by sponsors. This underlies the focus of this study, where 
the use of advertising attractiveness or endorsement has been linked to the measurement of 
advertising attractiveness (Miralles et al., 2016), (Letitia, 2023). The attractiveness of using 
endorsements is only part of measuring the concept, not only focusing on endorsers but 
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advertising attractiveness is also designed with more informative content and types, 
(Rosenbaum et al., 2017), (Peauli, 2018). A consumer considers advertising very important 
because the information displayed in the ad is in the form of creative visual content and can 
help consumers make the right decision to buy the product (Purba et al., 2019), (Tan, 
Supratikno, et al., 2019). The point is that the attractiveness of advertising emphasizes more 
on the company's efforts to provide stimulus to respondents so that it can encourage attitudes 
and cognition in making purchasing decisions. 

 
2. Price Discount 
Price and discount are some of the most important factors in marketing because, for middle to 
lower-class customers, price levels can be a major determinant for companies to compete 
strongly in business even music subscription (Surjana, 2020), (Patria et al., 2023). Prices can 
affect customers both cognitively and emotionally, with different price promotions, consumers 
have different perceptions and can consider them (Strzelecki & Rizun, 2020). price discount is 
an offer made to consumers by the company by reducing the normal price of a product. The 
existence of price discounts also involves consumers regarding whether they are sure to buy 
something. Currently, companies often use RPD (Regular Price Discount) promotions where 
consumers receive a definite discount. This RPD is still quite common and very popular in use. 
However, in response to increasing consumer demand, marketers have introduced more 
creativity in their promotional campaigns, such as price discounts that involve surprise and 
uncertainty. This surprise or uncertainty is called the GPD (Gambled Price Discount) 
promotion type. According to Akbari & Wagner (2021), Consumers who tend to favour GPD 
also spread information through word of mouth (WOM) to sellers (Erida & Rangkuti, 2017), 
(Indra et al., 2019), (Indramawan et al., 2018). However, because GPD brings the uncertainty 
of price promo surprises, it can cause positive or negative reactions from consumers 
themselves. 
 
3. Influencer Marketing 
With the development of technology, many companies are currently promoting their products 
or services through social media to increase sales and expand their brands, one of which is 
promoting through influencers. Arief (2023) said that influencer marketing means an individual 
who communicates in the form of exploration, providing information, and support for products 
and services. An influencer will create and distribute advertising messages to influence a 
person's opinion, forming brand awareness, and ultimately driving purchasing decisions Gupta 
(2021), (Soegihono et al., n.d.). Companies will work with large-scale influencers and be 
presented with attention-grabbing content for the product or brand being marketed, one of the 
companies is Zalora (Budiono et al., n.d.), (Kim & Kim, 2018). An influencer will reveal 
his/her personality through daily activities, and expertise, and provide recommendations for 
products that have been consumed based on experience (Purba, 2015), (Tan, Purba, et al., 
2019). In the field of fashion, an influencer will show their daily activities by displaying the 
clothes they are wearing or called outfits of the day and provide information about the brand 
name they are wearing. This can increase the interest of the influencer's followers to buy the 
products they market. In addition, influencer marketing creates a strong emotional bond with 
their followers, so that influencers can influence the purchasing decisions of their followers' 
preferences. According to Ivaney (2022), the use of influencers is expected to represent an 
ideal lifestyle that followers of these influencers will follow. 
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4. Online Customer Reviews 
Online Customer Reviews are individual customer testimonials regarding the customer's own 
experience with a product purchased or service used. Usually, the reviews that customers do 
online are in the form of photos, videos, and writings that show positive or negative reviews. 
Online customer reviews have an element of trust which is a big influence on consumers in 
determining purchases, so companies need to strive for customer reviews of their products or 
services to have positive reviews Prayoga (2021), (Kenia, 2018), (Samuel et al., 2022). Similar 
to that opinion customer reviews use digital technologies such as; web quality, online reviews 
and others that have positive elements that can affect sales, from increasing sales to building 
trust with customers,  Ummah (2023, (Tobing et al., 2022), (Else, 2023). In the current era, 
customers find it very easy to provide reviews or reviews online, either positive or negative 
elements so that they can affect the company's brand image. According to Riadi (2023), the 
existence of online customer reviews is a means of communication by providing, reading, and 
determining whether the desired product is purchased or not. According to Renaldo (2023) in 
addition, customer reviews can increase brand awareness. Having reviews that tend to be 
positive, it can improve the brand image of the company itself, besides that it can grow 
customer loyalty, so you can find out customer satisfaction by paying attention to customer 
reviews of a product or service. 
 
5. Purchase Decision 
Purchase decisions are made by consumers themselves who have an interest in meeting their 
needs, and the interest that arises from consumers themselves must be influenced by accurate 
information about products that can be concluded by consumers, Hanaysha (2017), (Purba et 
al., 2020). Based on Kotler (2014), consumer purchasing decisions are the final actions they 
take to buy or not buy the products and services they want. According to Giovani & Berlianto 
(2022) it can be concluded that a person will decide if faced with two or more choices. 
Purchasing decisions are considered important because these decisions affect how companies 
market their products or services to consumers. According to Novria Dewi Yanti & Kamil 
(2020) consumers will see the products and services they want to buy through considerations 
of quality, price, and products, to brands that are well-known or not in the surrounding 
community. According to Mahliza (2020) thus, consumer perceptions of a product are very 
important and have a strong influence on the purchase of a product. 

 
Hypothesis: 
 
H1: Advertising Attractiveness has a positive effect on Online Customer Reviews. 
According to Elsyanada (2022) notwithstanding the significant impact, companies need to 
know the market they want to target to avoid intense competition with other companies by 
using promotional strategies carried out by the company. According to Samuel (2022), 
advertising can be an accessible communication tool for companies that will do marketing. 
Currently, many companies promote their products or services through media, one of which is 
advertising, Ratna Dewi (2022), (Gumulya, 2022). The existence of advertisements can be a 
source of information for consumers regarding the advantages and disadvantages of the desired 
product, Nashir M A (2018),(Phan et al., n.d.). Argumentation of Yurindera (2022) it can be 
concluded that the existence of advertising as a place of sales promotion has a significant 
influence on online customer reviews, because the wider the range of advertisements aired, the 
agreed promotion duration, to the quality of products that meet consumer standards, it affects 
positive online customer reviews. Then,  Rahayu (2021) for consumers, online customer 
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reviews are an important component to avoid misunderstandings and bad thoughts about a 
desired product (Adirinekso et al., 2020), (Budiono et al., 2021). 
 
H2: Advertising Attractiveness has a positive effect on Purchase Decision. 
According to Putri and Sudaryanto (2022), in the world of advertising, various ways can be 
done to increase consumer interest, one of which is by increasing the purchase of a product 
compared to competitors by emphasizing the quality of the advertised product. The purpose of 
this advertisement is to increase sales of advertised services. According to Dekeyser (2018), 
advertising itself has power when customers get information conveyed by advertisers and can 
influence them to buy. The existence of advertising attractiveness can help companies increase 
customer interest in making decisions. Ideally, an advertisement should be able to attract 
consumer attention because it can generate buyer interest. According to Arief (2023), attention-
grabbing ads include interesting, informative content, the use of unique features and characters, 
and clear information. Ratna Dewi (2021) argued that creatively and attractively designed can 
foster consumer confidence in the product, encourage potential buyers or customers who have 
bought to buy again, and maintain their loyalty (Surjana, 2020), (Steven et al., 2021). 
 
H3: Price Discount has a positive effect on Online Customer Reviews. 
According to (Ramadhan, 2020) Price discounts is one of the most attractive features for online 
shoppers today. The existence of price discounts can increase consumer interest by offering 
savings on product prices from normal prices. According to Salim & Fermayani (2021) price 
discounts are carried out at certain times that can benefit the company to increase consumer 
interest in buying products. It can be concluded that price discounts are one of the promotions 
that can attract consumer attention as well as many enthusiasts in the online marketplace. 
According to Puteri & Sudaryanto (2022) online customer reviews are reviews that come from 
homemade and can be used as a means for consumers to find information about a product 
which indirectly affects purchase decisions. To create a purchase decision, companies are 
currently competing to offer their strategies by making discounts on selected products to 
consumers, with this offer consumers will ascertain whether the quality of these products and 
services suits their needs or not, so consumers seek information through OCR (Online 
Customer Reviews). 

 
H4: Online Customer Review has a positive effect on Purchase Decisions. 
According to Riadi (2023) online customer reviews are one type of Electronic Word of Mouth 
(e-WOM) in the form of feedback from customers who have experience buying products or 
services and, in these reviews, can lead to positive reviews or negative reviews. According to 
Ummah (2023) the existence of online customer reviews makes consumers highly trust the 
reviews of a product they want to buy, if a product has negative reviews or no reviews, 
consumers usually tend not to buy. According to Sanjaya & Hernita (2020) as a result, online 
customer reviews are one of the most important factors for consumers to consider when buying 
a product. This is also supported by previous research conducted by Nuraini Daulay (2020). 

 
H5: Influencer Marketing has a positive effect on Online Customer Reviews. 
According to Hariyanti & Wirapraja (2018) Influencer is a strategy other than advertising 
appeal used by companies to work together through social media and utilize the agreed number 
of followers of the influencer. Influencers do not only come from celebgrams, but someone 
who has a social media account and has many followers. The purpose of influencers in creating 
agreed product or service content is to inform, persuade, and entertain. With this influencer, it 
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can be a way for companies to be able to foster a sense of trust from the number of followers 
of influencers towards marketed products. The way the influencer himself will promote 
something by reviewing the agreed product or service so that it can increase buying interest 
and bring up the shopping experience at the company. According to Bhaskoro (2022) 
influencers can generate eWOM from these product reviews in the form of comments, reviews, 
and create content or posts, this can lead to good marketing for the influencer's followers. This 
research is also supported by Taikomieji et al., (2021) showing that social media influencers 
have a strong impact on influencing people, especially millennials. Influencers must market 
creatively attractively and indirectly the embodiment of Electronic Word of Mouth (e-WOM) 
and can influence the target to try and buy marketed products, which will later lead to new e-
WOM. 

 
H6: Influencer Marketing has a positive effect on Purchase Decision 
Previous research by Rose and Yogastrian (2020) showed that influencer marketing can 
positively influence purchasing decisions. Currently, companies are using the latest trends with 
influencers as an extension of WOM or e-WOM. Influencer marketing is an act of 
communication between individuals in the form of exploration, identification, and support of 
information about products or services. Companies make influencers as mediators in marketing 
by connecting companies with the market they want to target through someone (influencer) 
who can be trusted by followers or potential followers later. An influencer usually creates 
interesting content containing information about a particular product or service to influence a 
person's preferences so that brand awareness develops, and a purchase decision is made. Based 
on previous research by Fondevilla-Gasc'on, Polo-L'opez, Rom-Rodr'iguez, and Mir-Bernal 
(2020) influencer marketing focuses on having accounts on social media, the existence of 
accounts on social media can be used to improve brand image and reputation by collaborating 
with several influencers. According to Arief (2023), with consumers following influencers in 
many followers, consumers will realize the existence of the brand and consumers can make 
purchasing decisions. 
 
RESEARCH METHOD 
In this study, researchers used quantitative research with sampling using nonprobability 
sampling, and the technique was purposive sampling. according to Sekaran & Bougie (2016), 
purposive sampling is defined as the collection of information from a specific target group 
based on the criteria of the researcher and this is limited in scope, this study does not all 
Indonesian people involved in the sampling for this study, samples that can be taken are aimed 
at people who use the Zalora platform and have bought H&M products. In this study, 
researchers used an interval scale. according to Sekaran & Bougie 2016, the interval scale is 
used by categorizing, ranking, and comparing the size of a difference from various preferences 
of the object to be measured. the scale used uses a Likert scale on an internal scale to test how 
strongly the intended respondent agrees with the given statement. The Likert scale consists of 
five points, namely (1) Strongly disagree, (2) Disagree, (3) Neutral, (4) Agree, (5) Strongly 
agree. 
 
Research Model: 

- Independent Variables: Advertising Attractiveness, Price Discount, Influencer 
Marketing,  

- Mediation Variable: Online Customer Reviews 
- Dependent Variable: Purchase Decision. 
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Figure 1. Hypothesis testing 

 
RESULTS AND DISCUSSION 
Hypothesis testing is carried out in research to determine the results of the hypothesis proposed 
in the study, Ghozali (2018) said that a hypothesis can be supported or accepted when the 
relationship between variables and other variables shows a Critical Ratio (C.R.) value ≥ 1.96 
and a significant level or p-value ≤ 0.05 in the regression weights table. If a hypothesis under 
study does not meet these criteria, it can be concluded that the hypothesis is not supported or 
rejected. 
 
The first hypothesis shows a Critical Ratio value of 3.608 which has a value above 1.96, which 
means that entertainment influences consumer brand involvement with a P-Value that has a 
significance level of 0.000 which is lower than 0.05, so it can be stated that the effect of 
Advertising Attractiveness on Online Customer Reviews is significant. Then, the path 
coefficient value is 0.231, meaning that if every unit increases in the Advertising Attractiveness 
variable will increase Online Customer Reviews by 0.231. It is proven that there is a positive 
influence of Advertising Attractiveness on Online Customer Reviews. 
H1: Advertising Attractiveness has a positive effect on Online Customer Reviews 

 
The second hypothesis shows a Critical Ratio value of 3.183 which has a value above 1.96, 
which means that entertainment has an influence on consumer brand involvement with a P-
Value which has a significance level of 0.001 which is lower than 0.05, so it can be stated that 
the effect of Advertising Attractiveness on Purchase Decision is significant. Then, the path 
coefficient value is 0.233, meaning that if every one unit increase in the Advertising 



 

7th NCBMA 2024 (Universitas Pelita Harapan, Indonesia) 
“Sustainability in Action: Transformative Strategies in Management and Accounting” 
06 Juni 2024, Tangerang. 

752 
 

Attractiveness variable will increase the Purchase Decision by 0.233. Thus, it is proven that 
there is a positive influence of Advertising Attractiveness on Purchase Decision. 
H2: Advertising Attractiveness has a positive effect on Purchase Decision 

 
The third hypothesis shows a Critical Ratio value of 2.595 which has a value above 1.96, which 
means that entertainment has an influence on consumer brand involvement with a P-Value 
which has a significance level of 0.009 which is lower than 0.05, it can be stated that the effect 
of Price Discount on Online Customer Reviews is significant. Then, the path coefficient value 
is 0.168, meaning that if every one unit increase in the Price Discount variable will increase 
Online Customer Reviews by 0.168. Thus, it is proven that there is a positive effect of Price 
Discount on Online Customer Reviews. 
H3: Diskon Harga terhadap Ulasan Pelanggan Online 

 
The fourth hypothesis shows a Critical Ratio value of 4,881 which has a value above 1.96, 
which means that entertainment has an influence on consumer brand involvement with a P-
Value which has a significance level of 0.000 which is lower than 0.05, so it can be stated that 
the effect of online customer reviews on purchase decision is significant. Then, the path 
coefficient value is 0.455, meaning that if every one unit increase in the Online Customer 
Reviews variable will increase the Purchase Decision by 0.455. Thus, it is proven that there is 
a positive influence Online Customer Reviews have a positive effect on Purchase Decision. 
H4: Online Customer Review has a positive effect on Purchase Decision 
  
The fifth hypothesis shows a Critical Ratio value of 4,804 which has a value above 1.96, which 
means that entertainment has an influence on consumer brand involvement with a P-Value 
which has a significance level of 0.000 which is lower than 0.05, so it can be stated that the 
effect of Influencer Marketing on Online Customer Reviews is significant. Then, the path 
coefficient value is 0.419, meaning that if every one unit increase in the Influencer Marketing 
variable will increase Online Customer Reviews by 0.419. It is proven that there is a positive 
influence Influencer Marketing has a positive effect on Online Customer Reviews. 
H5: Influencer Marketing has a positive effect on Online Customer Reviews 
 
The sixth hypothesis shows a Critical Ratio value of 3.086 which has a value above 1.96, which 
means that Influencer Marketing has an influence on Purchase Decision with a P-Value which 
has a significance level of 0.002 which is lower than 0.05, so it can be stated that the influence 
of Influencer Marketing on Purchase Decision is significant. Then, the path coefficient value 
is 0.308, meaning that if every one unit increase in the Influencer Marketing variable will 
increase the Purchase Decision by 0.308. Thus, it is proven that there is a positive influence 
Influencer Marketing has a positive effect on Purchase Decision. 
H6: Influencer Marketing has a positive effect on Purchase Decision 
 
CONCLUSION 
The purpose of this study is to show the performance of advertising attractiveness, price 
discounts, influencer marketing on customer purchase decisions mediated by online customer 
reviews on H&M fashion at Zalora. Based on the results of data processing and analysis 
obtained using SPSS 26 and AMOS 24 from 315 respondents, it is known that it is valid and 
reliable, this study can provide the following conclusions: 
1. Advertising attractiveness has a positive effect on online customer reviews on H&M 

fashion products at Zalora. This is indicated by the C.R. value of 3,608 with a P-Value of 
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0.000, with a path coefficient of 0.231. The better the quality of advertising attractiveness, 
it can increase online customer reviews from customers of H&M fashion products at 
Zalora. 

2. Advertising attractiveness has a positive effect on purchase decisions on H&M fashion 
products at Zalora. This is evidenced by the C.R. value of 3.183 with a P-Value of 0.001, 
with a path coefficient of 0.233. The better the quality of product advertising 
attractiveness, it can increase the purchase decision of customers. 

3. Price discounts affect online customer reviews on H&M fashion products at Zalora. This 
is evidenced by the C.R. value of 2.595 with a P-Value of 0.009, with a path coefficient of 
0.168. The better the high price discount offered, the better it can increase online customer 
reviews from customers. 

4. Online customer reviews have a positive effect on purchase decisions on H&M fashion 
products at Zalora. This is evidenced by the C.R. value of 4,881 with a P-Value of 0.000, 
with a path coefficient of 0.455. The better the quality of online customer reviews carried 
out, it can increase the purchase decision of customers. 

5. Influencer marketing has a positive effect on online customer reviews on H&M fashion 
products at Zalora. This is evidenced by the C.R. value of 4,804 with a P-value of 0.000, 
with a path coefficient of 0.419. The more interesting influencer marketing is in offering 
H&M fashion products at Zalora, it can increase online customer reviews. 

6. Influencer marketing has a positive effect on purchase decisions on H&M fashion products 
at Zalora. This is evidenced by the C.R. value of 3.086 with a P-value of 0.002, with a path 
coefficient of 0.308. The more attractive influencer marketing is in offering H&M fashion 
products at Zalora, it can increase customer purchase decisions. 
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