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ABSTRAK 

INTAN PUSPITASARI. Pengaruh Live Streaming, Affiliate Marketing dan 

Online Customer Review Terhadap Purchasing Decision Produk Sattka Basic 

(Studi Kasus Customer Engagement Gen Z Pada Aplikasi TikTok). Dibimbing oleh 

JONO MINTARTO MUNANDAR. 

 

Perkembangan teknologi informasi di Indonesia telah meningkatkan 

penggunaan media sosial TikTok. TikTok telah bertransfromasi menjadi e-

commerce melalui TikTok Shop dengan fitur live streaming, affiliate marketing, 

dan online customer review (OCR) yang dinilai mampu mendorong keputusan 

pembelian pelanggan. Sattka Basic sebagai industri fashion muslim memanfaatkan 

TikTok sebagai strategi pemasaran produknya. Penelitian ini bertujuan untuk 

menganalisis pengaruh live streaming, affiliate marketing, dan OCR terhadap 

purchasing decision melalui customer engagement pada perempuan Gen Z di 

wilayah Jabodetabek. Penelitian dilakukan pada bulan Februari–Juli 2025 dengan 

pendekatan kuantitatif terhadap 240 responden yang ditentukan menggunakan 

teknik non-porbability sampling melalui pendekatan quota sampling. Analisis data 

menggunakan analisis deskriptif, dan SEM-PLS. Hasil penelitian menunjukkan 

bahwa live streaming dan affiliate marketing berpengaruh positif signifikan 

terhadap purchasing decision baik secara langsung maupun melalui customer 

engagement, sedangkan OCR hanya berpengaruh secara langsung tanpa adanya 

peran mediasi dari customer engagement.  

 

Kata kunci: affiliate marketing, customer engagement, live streaming, online 

customer review, purchasing decision 

 

ABSTRACT 

INTAN PUSPITASARI. The Influence of Live Streaming, Affiliate 

Marketing, and Online Customer Reviews on Purchasing Decisions of Sattka Basic 

Products (Case Study Customer Engagement Gen Z on TikTok Application). 

Supervised by JONO MINTARTO MUNANDAR. 

 

The development of information technology in Indonesia has increased the 

use of social media TikTok. TikTok has transform into an e-commerce channel 

through TikTok Shop with features such as live streaming, affiliate marketing, and 

online customer reviews (OCR), which are considered capable of encouraging 

customers’ purchasing decisions. Sattka Basic, as a Muslim fashion industry, 

utilizes TikTok as part of its product marketing strategy. This study aims to analyze 

the influence of live streaming, affiliate marketing, and OCR on purchasing 

decisions through customer engagement among Generation Z women in the 

Jabodetabek area. The research was conducted from February to July 2025 using a 

quantitative approach on 240 respondents determined using non-probability 

sampling technique through quota sampling. Data were analyzed using descriptive 

analysis, and SEM-PLS. The results show that live streaming and affiliate 

marketing have a positive and significant effect on purchasing decisions both 



 

 

directly and through customer engagement, while OCR only has a direct effect 

without the mediating role of customer engagement. 

 
Keywords: affiliate marketing, customer engagement, live streaming, online 

customer review, purchasing decision  
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