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ABSTRAK

Satria Putra Andrian 20220510483 “Pengaruh Kepercayaan Merek, Affiliate
Marketing Dan Live streaming Terhadap Keputusan Pembelian Konsumen
The Originote” Dengan Pembimbing I Dr. H. Ayus A. Yusuf, M.SI. Dan
Pembimbing Il Dr. Tatang Rois, S.E., M.SI Program Studi Manajemen
Fakultas Ekonomi Dan Bisnis, Universitas Kuningan, 2026

Penelitian ini bertujuan untuk menganalisis pengaruh kepercayaan merek, affiliate
marketing, dan live streaming terhadap keputusan pembelian konsumen produk The
Originote pada pengguna TikTok Shop di Kabupaten Kuningan. Latar belakang
penelitian ini didasarkan pada persaingan yang semakin ketat dalam industri
skincare serta adanya fluktuasi penjualan produk The Originote di TikTok Shop.
Metode penelitian yang digunakan adalah metode kuantitatif dengan pendekatan
survei. Data dikumpulkan melalui penyebaran kuesioner kepada 190 responden
yang dipilih menggunakan teknik purposive sampling. Analisis data dilakukan
menggunakan regresi linier berganda dengan bantuan program SPSS. Hasil
penelitian menunjukkan bahwa kepercayaan merek, affiliate marketing, dan live
streaming secara simultan berpengaruh signifikan terhadap keputusan pembelian
konsumen. Secara parsial, kepercayaan merek, affiliate marketing, dan live
streaming masing-masing berpengaruh positif dan signifikan terhadap keputusan
pembelian. Temuan ini menunjukkan bahwa semakin tinggi tingkat kepercayaan
konsumen terhadap merek, semakin efektif strategi affiliate marketing, serta
semakin menarik aktivitas live streaming yang dilakukan, maka semakin tinggi pula
keputusan pembelian konsumen terhadap produk The Originote. Penelitian ini
diharapkan dapat menjadi bahan pertimbangan bagi perusahaan dalam menyusun
strategi pemasaran digital yang lebih efektif.

Kata kunci: Kepercayaan Merek, Affiliate Marketing, Live streaming, Keputusan
Pembelian, TikTok Shop, The Originote.



ABSTRACT

Satria Putra Andrian 20220510483 ""The Influence of Brand Trust, Affiliate
Marketing and Live streaming on Consumer Purchasing Decisions of The
Originote™ With Supervisor | Dr. H. Ayus A. Yusuf, M.SI. And Supervisor |1
Dr. Tatang Rois, S.E., M.SI Management Study Program, Faculty of
Economics and Business, Kuningan University, 2026

This study aims to analyze the influence of brand trust, affiliate marketing, and live
streaming on consumer purchasing decisions for The Originote products among
TikTok Shop users in Kuningan Regency. The background of this study is based on
the increasingly intense competition in the skincare industry and the fluctuations in
The Originote's sales performance on TikTok Shop. This research employed a
quantitative method with a survey approach. Data were collected through
questionnaires distributed to 190 respondents selected using purposive sampling
techniques. The data were analyzed using multiple linear regression with the
assistance of SPSS software. The results indicate that brand trust, affiliate
marketing, and live streaming simultaneously have a significant effect on consumer
purchasing decisions. Partially, brand trust, affiliate marketing, and live streaming
each have a positive and significant influence on purchasing decisions. These
findings suggest that higher consumer trust in the brand, more effective affiliate
marketing strategies, and more engaging live streaming activities lead to stronger
consumer purchasing decisions toward The Originote products. This study is
expected to provide valuable insights for companies in developing more effective
digital marketing strategies to enhance consumer purchasing decisions.

Keywords: Brand Trust, Affiliate Marketing, Live streaming, Purchase
Decision, TikTok Shop, The Originote.
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