
ABSTRAK 

Penelitian bini bbertujuan buntuk bmenganalisis bpengaruh bKepercayaan bKonsumen, bAffiliate 

bMarketing, bdan bKualitas bProduk bterhadap bKeputusan bPembelian bproduk bskincare bAzarine bdi 

bplatform bTikTok bpada bmasyarakat bKota bMedan. bLatar bbelakang bpenelitian bini bdidasari boleh 

bdominasi bAzarine bdi bpasar btabir bsurya be-commerce bIndonesia bserta bpesatnya bperkembangan  

bekosistem bbisnis bdi bTikTok. 

Metode bpenelitian byang bdigunakan badalah bpendekatan bkuantitatif bdengan bsampel bsebanyak b100 

bresponden byang bberdomisili bdi bKota bMedan. bTeknik bpengambilan bsampel bmenggunakan baccidental 

bsampling bdengan bkriteria bpengguna bAzarine bberusia b17–35 btahun. bData bprimer bdikumpulkan 

bmelalui bkuesioner bdan bdianalisis bmenggunakan bmetode bStructural bEquation bModeling b(SEM) 

bberbasis bPartial bLeast bSquares b(PLS) bmelalui bperangkat blunak bSmartPLS b4. 

Hasil bpenelitian bmenunjukkan bbahwa bsecara bparsial, bAffiliate bMarketing b(p=0,001) bdan bKualitas 

bProduk b(p=0,000) bberpengaruh bpositif bdan bsignifikan bterhadap bKeputusan bPembelian. bSebaliknya, 

bKepercayaan bKonsumen b(p=0,594) btidak bmemiliki bpengaruh bsignifikan bterhadap bkeputusan 

bpembelian bsecara bparsial, byang bdiduga bkarena bkarakteristik bpengguna bTikTok byang bcenderung 

bimpulsif. bSecara bsimultan, bketiga bvariabel bindependen bberpengaruh bsignifikan bterhadap bKeputusan 

bPembelian bdengan bnilai bF_{hitung} b228,17 b> bF{tabel} b2,70. bNilai bR-Square bsebesar b0,877 

bmenunjukkan bbahwa bvariabel-variabel btersebut bmampu bmenjelaskan b87,7% bvariasi bkeputusan 

bpembelian. bAzarine bdisarankan buntuk bterus bmengoptimalkan bstrategi baffiliate bdan bmenjaga bkualitas 

bproduk bsebagai bfaktor bpendorong butama bpenjualan. 
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ABSTRACT 

This study aims to analyze the influence of Consumer Trust, Affiliate Marketing, and Product 

Quality on Purchasing Decisions for Azarine skincare products on the TikTok platform among 

residents of Medan City. The background of this research is based on Azarine’s dominance in the 

Indonesian e-commerce sunscreen market as well as the rapid development of the business 

ecosystem on TikTok. 

The research method employed a quantitative approach with a sample of 100 respondents 

domiciled in Medan City. The sampling technique used was accidental sampling, with criteria 

being Azarine users aged 17–35 years. Primary data were collected through questionnaires and 

analyzed using Structural Equation Modeling (SEM) based on Partial Least Squares (PLS) with 

the SmartPLS 4 software. 

The results indicate that partially, Affiliate Marketing (p = 0.001) and Product Quality (p = 0.000) 

have a positive and significant effect on Purchasing Decisions. In contrast, Consumer Trust (p = 

0.594) does not have a significant partial effect on purchasing decisions, which is presumed to be 

due to the impulsive characteristics of TikTok users. Simultaneously, the three independent 

variables have a significant effect on Purchasing Decisions, with an F-value of 228.17 > F-table 

of 2.70. The R-square value of 0.877 indicates that these variables are able to explain 87.7% of 

the variation in purchasing decisions. Azarine is advised to continue optimizing its affiliate 

strategy and maintaining product quality as the main drivers of sales. 
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