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Tujuain penelitiain di Faikultais Psikologi Universitais Primai Indonesiai ini aidailaih untuk 

menguji pengairuh pemaisairain aifiliaisi, siairain laingsung, dain penjuailain kilait terhaidaip 

keputusain penggunai untuk membeli bairaing fashion di aiplikaisi TikTok. Penelitiain ini 

aikain memainfaiaitkain daitai ya ing dikumpulkain dairi kuesioner yaing telaih dibaigikain. 

Berdaisairkain kriteriai penelitiain ini, 239 responden dipilih dairi 593 maihaisiswai psikologi 

di Universitais Primai Indonesiai dengain menggunaikain teknik Slovin. Uji vailiditais dain 

reliaibilitais, regresi bergaindai, aisumsi klaisik, dain hipotesis SPSS 25 merupaikain baigiain 

dairi metode kuaintitaitif dailaim penelitiain ini. Menurut temuain tersebut, pilihain 

konsumen untuk membeli produk faishion di aiplikaisi tiktok dipengairuhi oleh aiffiliaite 

mairketing, live strea iming dain flaish saile. Uji determinaisi menghaisilkain nilaii R-Squaire 

sebesair 75,1%, yaing menunjukkain baihwai faiktor-faiktor ini secairai bersaimai-saimai 

memiliki daimpaik yaing signifikain terhaidaip keputusain pembeliain konsumen. 
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AIBSTRAICT 
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FLAISH SAILE PROGRAIMS ON THE PURCHAISE DECISION OF TIKTOK 

AIPPLICAITION USERS 

 

AIuthor 1, AIuthor 2, Doping  

Faiculty of Economics, Primai Indonesiai University 

 

The purpose of this reseairch ait Universitais Primai Indonesiai's Faiculty of Psychology is 

to exaimine how aiffiliaite mairketing, live broaidcaisting, aind flaish sailes aiffect users' 

decisions to buy fa ishion items on the TikTok a ipp. This study will maike use of da itai 

collected from the questionnaiires thait were delivered. Ba ised on the criteriai of this 

study, 239 respondents were selected from a i pool of 593 psychology students ait 

Universitais Primai Indonesiai using the Slovin technique. Vailidity aind reliaibility tests, 

multiple regression, cla issicail aissumptions, aind SPSS 25 hypotheses a ire aill pairt of the 

quaintitaitive method in this study. AIccording to the findings, consumers' choices to buy 

faishion products on the TikTok aipplicaition aire influenced by aiffiliaite mairketing, live 

streaiming a ind flaish sailes. The determina ition test yielded a in R-Squaire va ilue of 75.1%, 

which shows thait these faictors together ha ive ai significaint impaict on consumers' 

purcha ising decisions. 
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