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ABSTRAK

Perkembangan Online-to-Offline (020) Commerce melalui Voucher TikTok
mendorong perubahan perilaku konsumen dari transaksi online ke pembelian secara
langsung melalui gerai fisik. Penelitian ini bertujuan menganalisis pengaruh
affiliate marketing terhadap purchase decision secara langsung maupun tidak
langsung melalui perceived value dan social proof pada pengguna Voucher TikTok
Roti'O di Kabupaten Kebumen. Penelitian menggunakan pendekatan kuantitatif
dengan metode survei terhadap 144 responden yang dipilih menggunakan
purposive sampling. Responden dikumpulkan melalui metode snowball sampling
dengan kuesioner skala Likert dan dianalisis menggunakan SEM-PLS dengan
bantuan SmartPLS 3. Hasil penelitian menunjukkan bahwa affiliate marketing tidak
berpengaruh signifikan terhadap purchase decision, tetapi berpengaruh positif dan
signifikan terhadap perceived value dan social proof. Selain itu, perceived value
dan social proof berpengaruh positif dan signifikan terhadap purchase decision
serta terbukti memediasi pengaruh affiliate marketing terhadap purchase decision.

Kata kunci: Online-to-Offline Commerce, Affiliate Marketing, Social Proof,
Perceived Value, Purchase Decision, Voucher TikTok.
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ABSTRACT

The development of Online-to-Offline (020) Commerce through TikTok Vouchers
has transformed consumer behavior by encouraging the transition from online
transactions to in-store purchases at physical retail outlets. This study aims to
examine the effect of affiliate marketing on purchase decisions, both directly and
indirectly through perceived value and social proof, among users of TikTok
Vouchers for Roti'O in Kebumen Regency. This study employed a quantitative
research approach using a survey method involving 144 respondents selected
through purposive sampling. Data were collected using a Likert-scale
questionnaire distributed through the snowball sampling technique and were
analyzed using Structural Equation Modeling—Partial Least Squares (SEM-PLS)
with SmartPLS 3 software. The results indicate that affiliate marketing does not
have a significant direct effect on purchase decisions. However, it has a positive
and significant effect on perceived value and social proof. Furthermore, perceived
value and social proof have positive and significant effects on purchase decisions
and are proven to mediate the relationship between affiliate marketing and
purchase decisions.

Keywords: Online-to-Offline Commerce, Alffiliate Marketing, Social Proof,
Perceived Value, Purchase Decision, TikTok Voucher.
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