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ABSTRAK 

Penelitian ini bertujuan untuk mengetahui dan menganalisis pengaruh 

Affiliate dan Host Live terhadap keputusan pembelian produk Kilap Premium di 

TikTok Shop dengan kepercayaan konsumen sebagai variabel mediasi. Populasi 

dalam penelitian ini adalah konsumen yang pernah membeli produk Kilap Premium 

melalui TikTok Shop. Sampel sebanyak 160 responden dipilih menggunakan teknik 

probability sampling dengan metode simple random sampling melalui penyebaran 

kuesioner online. Analisis data dilakukan menggunakan metode Process Macro 

Hayes dengan bantuan aplikasi SPSS. Hasil penelitian menunjukkan bahwa 

Affiliate dan Host Live berpengaruh positif dan signifikan terhadap keputusan 

pembelian. Selain itu, Affiliate dan Host Live juga berpengaruh positif dan 

signifikan terhadap kepercayaan konsumen. Kepercayaan konsumen terbukti 

mampu memediasi secara signifikan pengaruh Affiliate dan Host Live terhadap 

keputusan pembelian. Dengan demikian, dapat disimpulkan bahwa peningkatan 

kualitas promosi melalui Affiliate dan Host Live akan meningkatkan kepercayaan 

konsumen yang pada akhirnya mendorong keputusan pembelian produk Kilap 

Premium di TikTok Shop. 

Kata kunci: Affiliate, Host Live, kepercayaan konsumen, keputusan pembelian, 

TikTok Shop
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ABSTRACT 

This study aims to find out and analyze the influence of Affiliates and Live 

Hosts on the purchase decision of Kilap Premium products on TikTok Shop with 

consumer trust as a mediating variable. The population in this study is consumers 

who have purchased Premium Flash products through TikTok Shop. A sample of 

160 respondents was selected using the probability sampling technique with a 

simple random sampling method through the distribution of online questionnaires. 

Data analysis was carried out using the Process Macro Hayes method with the help 

of the SPSS application. The results of the study show that Affiliate and Live Host 

have a positive and significant effect on purchase decisions. In addition, Affiliates 

and Live Hosts also have a positive and significant effect on consumer trust. 

Consumer trust has been proven to significantly mediate the influence of Affiliates 

and Live Hosts on purchase decisions. Thus, it can be concluded that improving the 

quality of promotions through Affiliates and Live Hosts will increase consumer 

confidence which ultimately drives the decision to purchase Kilap Premium 

products on TikTok Shop. 

 

Keywords: Affiliate, Live Host, consumer trust, purchase decision, TikTok Shop  
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