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ABSTRAK  

Perkembangan teknologi digital dan media sosial telah mengubah perilaku 

belanja masyarakat, khususnya melalui platform TikTok yang kini tidak hanya 

berfungsi sebagai media hiburan tetapi juga sebagai sarana transaksi melalui fitur 

TikTok Shop. Berbagai strategi pemasaran seperti online customer review, harga, 

dan affiliate marketing diduga dapat mempengaruhi terjadinya pembelian impulsif 

pada produk kecantikan. 

Penelitian ini bertujuan untuk mengetahui pengaruh online customer review, 

harga, dan affiliate marketing terhadap pembelian impulsif produk kecantikan oleh 

konsumen TikTok di Kecamatan Karanggeneng, Kabupaten Lamongan. Penelitian 

menggunakan pendekatan kuantitatif dengan teknik purposive sampling. Sampel 

penelitian berjumlah 96 responden yang pernah melakukan pembelian produk 

kecantikan melalui TikTok. Data dikumpulkan melalui kuesioner dan dianalisis 

menggunakan uji validitas, reliabilitas, uji asumsi klasik, regresi linier berganda, uji 

t, uji F, serta koefisien determinasi (R²). 

Hasil penelitian menunjukkan bahwa online customer review, harga, dan 

affiliate marketing berpengaruh positif dan signifikan secara parsial terhadap 

pembelian impulsif. Selain itu, online customer review, harga, dan affiliate 

marketing secara simultan juga berpengaruh positif dan signifikan terhadap 

pembelian impulsif produk kecantikan pada pengguna TikTok di Kecamatan 

Karanggeneng, Kabupaten Lamongan. 

Dengan demikian, semakin baik ulasan pelanggan, semakin sesuai harga 

yang ditawarkan, dan semakin efektif promosi melalui afiliator TikTok, maka 

kecenderungan konsumen untuk melakukan pembelian impulsif produk kecantikan 

akan semakin meningkat. 

 

Kata Kunci: Online Customer Review; Harga; Affiliate Marketing; Pembelian 

Impulsif 
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ABSTRACT 

The rapid development of digital technology and the increasing use of social 

media have led to changes in consumer shopping behavior, including the tendency 

to make impulsive purchases through the TikTok platform. TikTok is not only used 

as an entertainment medium but also serves as a marketing and transaction 

platform through its TikTok Shop feature. In this context, online customer reviews, 

price, and affiliate marketing are considered factors that may influence consumers' 

impulsive purchasing behavior toward beauty products. 

This study aims to examine the influence of online customer reviews, price, 

and affiliate marketing on impulsive purchasing behavior of beauty products 

among TikTok consumers in Karanggeneng District, Lamongan Regency. This 

research employed a quantitative approach using a survey method through 

questionnaires distributed to 96 respondents selected using a purposive sampling 

technique. Data were analyzed using validity tests, reliability tests, classical 

assumption tests, multiple linear regression analysis, t-tests, F-tests, and the 

coefficient of determination (R²) with the assistance of SPSS software. 

The results indicate that online customer reviews have a positive and 

significant effect on impulsive buying behavior, price has a positive and significant 

effect on impulsive buying behavior, and affiliate marketing also has a positive and 

significant effect on impulsive buying behavior. Simultaneously, online customer 

reviews, price, and affiliate marketing have a significant effect on impulsive 

purchases of beauty products among TikTok consumers in Karanggeneng, 

Lamongan. 

Based on these findings, it can be concluded that the better the customer 

reviews, the more appropriate the price offered, and the more effective the 

promotion conducted through TikTok affiliates, the higher the tendency of 

consumers to make impulsive purchases of beauty products. 
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