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ABSTRAK 

 

DEVI MEISA PUTRI ASFADELA, 22042010037, Pengaruh Online Customer 

Review, Harga Produk, Dan Live Streaming Terhadap Keputusan Pembelian  

(Studi Pada Followers Tiktok DNY Skincare) 

Penelitian ini menganalisis pengaruh ulasan pelanggan daring, harga produk, dan 

siaran langsung terhadap keputusan pembelian di platform TikTok Shop pada 

pengikut DNY Skincare. Penelitian menggunakan pendekatan asosiatif kuantitatif 

dengan 155 responden yang dipilih melalui purposive sampling. Data dianalisis 

menggunakan regresi linier berganda dengan bantuan SPSS serta melalui uji 

validitas, reliabilitas, dan asumsi klasik. Hasil penelitian menunjukkan bahwa 

ulasan pelanggan daring, harga produk, dan siaran langsung secara simultan 

maupun parsial berpengaruh positif dan signifikan terhadap keputusan pembelian. 

Ulasan pelanggan meningkatkan kepercayaan dan informasi produk, harga 

memengaruhi persepsi nilai, sedangkan siaran langsung meningkatkan 

keterlibatan konsumen melalui komunikasi interaktif. Temuan ini memberikan 

kontribusi bagi pengembangan strategi pemasaran digital, khususnya pada industri 

perawatan kulit. 

Kata kunci: Ulasan pelanggan daring; harga produk; siaran langsung; 

keputusan Pembelian, Tiktok Shop. 
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ABSTRACT 

 

DEVI MEISA PUTRI ASFADELA, 22042010037, The Effect Of Online 

Customer Reviews, Product Price, And Live Streams On Purchase Decisions  

(A Study Of Dny Skincare's Tiktok Followers) 

 

This study analyzes the influence of online customer reviews, product prices, and 

live streams on purchasing decisions on the TikTok Shop platform among DNY 

Skincare followers. The study employs a quantitative associative approach with 

155 respondents selected through purposive sampling. Data were analyzed using 

multiple linear regression with the assistance of SPSS, along with validity, 

reliability, and classical assumption tests. The results indicate that online customer 

reviews, product prices, and live streams have a positive and significant influence 

on purchasing decisions, both simultaneously and individually. Customer reviews 

enhance trust and product information, price influences perceived value, while 

live streams increase consumer engagement through interactive communication. 

These findings contribute to the development of digital marketing strategies, 

particularly within the skincare industry. 

Keywords: Online customer reviews; product prices; live streaming; 

purchasing decisions, TikTok Shop. 

 

 

 


	6a62660c1d6cb63bb1f6e0ba476a377c845adff4bcbeb172bf0651e3238702d6.pdf
	d58e6f07154c97d1aabeb756cb938708dc33c49adcdffe1c7b4f3d6a633e34e7.pdf
	Page 1


	8f4514d5d75f74bc84cba86257e3e3100887dd4234387bcc2673696a4095e1bc.pdf
	6a62660c1d6cb63bb1f6e0ba476a377c845adff4bcbeb172bf0651e3238702d6.pdf
	4e8c55a96aa689dd82f1ca35205ab9ad38541c62f15b7e8ceb0c9ab9cf60ec14.pdf


