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ABSTRAK 

Penelitian ini bertujuan untuk menganalisis pengaruh Live streaming dan Price 

discount terhadap Pembelian Aktual dengan Kepercayaan Pelanggan sebagai 

variabel mediasi pada pelanggan sling bag Les Catino. Data diperoleh dari sampel 

sebanyak 246 ditentukan berdasarkan Lemeshow diambil secara purposive 

sampling dari populasi pelanggan yang pernah melakukan pembelian produk sling 

bag les catino secara online melalui Live streaming tiktok dan shopee, serta pernah 

mengikuti atau melihat Live streaming yang menampilkan produk les catino. 

Analisis data yang digunakan adalah Structural Equation Modeling-Partial Least 

Squares. Menunjukkan bahwa Live streaming dan Price discount berpengaruh 

positif dan signifikan terhadap Pembelian Aktual. Selain itu, Live streaming dan 

Price discount juga berpengaruh positif dan signifikan terhadap Kepercayaan 

Pelanggan. Kepercayaan Pelanggan terbukti berpengaruh positif dan signifikan 

terhadap Pembelian Aktual serta mampu memediasi pengaruh Live streaming dan 

Price discount terhadap Pembelian Aktual. Penelitian ini memberikan kontribusi 

bagi pengembangan strategi pemasaran digital, khususnya dalam pemanfaatan Live 

streaming dan pemberian Price discount untuk meningkatkan Kepercayaan 

Pelanggan serta mendorong Pembelian Aktual pada produk fashion di platform e-

commerce. 

Kata kunci: live streaming, price discount, kepercayaan pelanggan, pembelian 

aktual. 
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ABSTRACK 

This study aims to analyze the influence of Live streaming and Price discount on 

Actual Purchase with Customer Trust as a mediating variable among Les Catino 

sling bag customers. The data were obtained from a sample of 246 respondents 

determined using the Lemeshow formula and selected through purposive sampling 

from customers who had purchased Les Catino sling bag products online through 

TikTok and Shopee live streaming, and had watched or participated in live 

streaming sessions featuring Les Catino products. The data analysis method used 

in this study was Structural Equation Modeling-Partial Least Squares (SEM-PLS). 

The results indicate that Live streaming and Price discount have a positive and 

significant effect on Actual Purchase. In addition, Live streaming and Price 

discount also have a positive and significant effect on Customer Trust. Customer 

Trust was proven to have a positive and significant effect on Actual Purchase and 

was also able to mediate the influence of Live streaming and Price discount on 

Actual Purchase. This study contributes to the development of digital marketing 

strategies, particularly in utilizing Live streaming and providing Price discounts to 

enhance Customer Trust and encourage Actual Purchase of fashion products on e-

commerce platforms. 

Keywords: live streaming, price discount, customer trust, actual purchase. 
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