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ABSTRAK 

 

 
Penelitian ini bertujuan untuk menganalisis pengaruh affiliate marketing, live streaming, dan 

fear of missing out (FOMO) terhadap keputusan pembelian produk Hanasui pada TikTok Shop. 
Rumusan masalah penelitian ini adalah apakah ketiga variabel tersebut berpengaruh secara 

parsial maupun simultan terhadap keputusan pembelian. Metode penelitian ini menggunakan 

metode penelitian kuantitatif. Populasi dalam penelitian ini pengguna TikTok Shop. Jumlah 

pengguna TikTok Shop bersifat dinamis sehingga jumlah populasinya tidak diketahui secara 
pasti. Oleh karena itu, penentuan sampel dalam penelitian ini menggunakan rumus Lemeshow, 

yang digunakan ketika ukuran populasi tidak diketahui. Teknik pengambilan sampel 

menggunakan purposive sampling dengan kriteria pengguna TikTok Shop yang pernah 
membeli produk Hanasui. Jumlah sampel sebanyak 96 responden. Data dikumpulkan melalui 

kuesioner kemudian dilakukan pengolahan data menggunakan program SPSS versi 26. Hasil 

penelitian menunjukkan bahwa secara parsial affiliate marketing berpengaruh positif dan 

signifikan terhadap keputusan pembelian (t hitung 4,757 > t tabel 1,986; sig 0,000 < 0,05), live 
streaming berpengaruh positif dan signifikan terhadap keputusan pembelian (t hitung 4,655 > 

t tabel 1,986; sig 0,000 < 0,05), serta fear of missing out berpengaruh positif dan signifikan 

terhadap keputusan pembelian (t hitung 2,468 > t tabel 1,986; sig 0,000 < 0,05). Secara 
simultan, ketiga variabel berpengaruh signifikan terhadap keputusan pembelian (F hitung 

79,749 > F tabel 2,70; sig 0,000 < 0,05). Nilai koefisien determinasi (R²) sebesar 0,713 

mengindikasikan bahwa 71,3% variasi keputusan pembelian dapat dijelaskan oleh variabel 
affiliate marketing, live streaming dan fear of missing out. Berdasarkan hasil penelitian, 

affiliate marketing, live streaming, dan fear of missing out (FOMO) terbukti memiliki pengaruh 

positif dan signifikan terhadap keputusan pembelian di TikTok Shop. 

 

 
Kata kunci : Pemasaran Afiliasi, Siaran Langsung, FOMO, Keputusan Pembelian 
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ABSTRACT 

 

 
This study aims to analyze the influence of affiliate marketing, live streaming, and fear of 

missing out (FOMO) on the decision to purchase Hanasui products on TikTok Shop. The 

research question is whether these three variables have a partial or simultaneous effect on 
purchasing decisions. This study uses a quantitative research method. The population in this 

study is TikTok Shop users. The number of TikTok Shop users is dynamic, so the population 

size is not known with certainty. Therefore, the sample in this study was determined using the 
Lemeshow formula, which is used when the population size is unknown. The sampling 

technique used purposive sampling with the criteria of TikTok Shop users who had purchased 

Hanasui products. The sample size was 96 respondents. Data was collected through 
questionnaires and then processed using SPSS version 26. The results show that affiliate 

marketing has a positive and significant effect on purchasing decisions (t count 4.757 > t table 

1.986; sig 0.000 < 0.05), live streaming has a positive and significant effect on purchasing 

decisions (t count 4.655 > t table 1.986; sig 0.000 < 0.05), and fear of missing out has a positive 
and significant effect on purchasing decisions (t count 2.468 > t table 1.986; sig 0.000 < 0.05). 

Simultaneously, the three variables have a significant effect on purchasing decisions (F count 

79.749 > F table 2.70; sig 0.000 < 0.05). The coefficient of determination (R²) value of 0.713 
indicates that 71.3% of the variation in purchasing decisions can be explained by the variables 

of affiliate marketing, live streaming, and fear of missing out. Based on the research results, 

affiliate marketing, live streaming, and fear of missing out (FOMO) are proven to have a 
positive and significant effect on purchasing decisions on TikTok Shop. 

 

 

 

Keywords: Affiliate Marketing, Live Streaming, Fear Of Missing Out, Purchase 

Decision 
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