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ABSTRACT 

Hamidah (2025). The Influence of Affiliate Marketing and Live Streaming 

on Purchase Intention through Customer Trust among E-Commerce Users in South 

Kalimantan. 

This research was conducted to a) Analyze the influence of affiliate 

marketing on purchase intention among e-commerce users in South Kalimantan. b) 

Analyze the influence of live streaming on purchase intention among e-commerce 

users. c) Analyze the influence of affiliate marketing on customer trust among e- 

commerce users. d) Analyze the influence of live streaming on customer trust among 

e-commerce users. e) Analyze the influence of customer trust on purchase intention 

among e-commerce users. f) Determine the mediating effect of customer trust on 

the influence of affiliate marketing on purchase intention among e-commerce users. 

g) Determine the mediating effect of customer trust on the influence of live 

streaming on purchase intention among e-commerce users in South Kalimantan. 

The population in this study was taken from the people of South Kalimantan 

province who have used e-commerce. The sample drawn for this research totaled 

118 people. The data analysis technique uses a Structural Equation Model (SEM) 

approach based on Partial Least Square (PLS). 

The results of this research indicate that a) Affiliate Marketing has a 

positive and significant influence on Purchase Intention. b) Live Streaming has a 

positive and significant influence on Purchase Intention. c) Affiliate Marketing has 

a positive and significant influence on Customer Trust. d) Live Streaming has a 

positive and significant influence on Customer Trust. e) Customer Trust has a 

positive and significant influence on Purchase Intention. f) Customer Trust was not 

proven to partially mediate the influence of affiliate marketing on purchase 

intention. g) Customer Trust was proven to partially mediate the influence of live 

streaming on purchase intention. 

Kata Kunci: Affiliate Marketing, Live Streaming, Costumer Trust, Purchase 

Intention. 
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ABSTRAK 

Hamidah (2025). Pengaruh Affiliate Marketing dan Live Streaming terhadap 

Purchase Intention melalui Customer Trust pada pengguna E-Commerce di 

Kalimantan Selatan. 

Penelitian ini dilakukan untuk a) Untuk menganalisis pengaruh affiliate 

marketing terhadap purchase intention pada pengguna e-commerce di Kalimantan 

Selatan. b) Untuk Menganalisis pengaruh live streaming terhadap purchase 

intention pada pengguna e-commerce. c) Untuk Menganalisis pengaruh affiliate 

marketing terhadap customer trust pada pengguna e-commerce. d) Untuk 

Menganalisis pengaruh live streaming terhadap customer trust pada pengguna e- 

commerce. e) Untuk Menganalisis pengaruh customer trust berpengaruh terhadap 

purchase intention pada pengguna e-commerce. f) Untuk mengetahui pengaruh 

mediasi customer trust pada pengaruh affiliate marketing terhadap purchase 

intention penggunan e-commerce. g) Untuk mengetahui pengaruh mediasi customer 

trust pada pengaruh live streaming terhadap purchase intention penggunan e- 

commerce di Kalimantan Selatan. 

Populasi dalam penelitian ini diambil dari masyarakat provinsi Kalimantan 

Selatan yang pernah menggunakan e-commerce. Sampel yang ditarik untuk 

penelitian ini sejumlah 118 orang. Teknik analisis data menggunakan pendekatan 

Structural Equation Model (SEM) berbasis Partial Least Square (PLS). 

Hasil penelitian ini menunjukkan bahwa a) Affliate Marketing berpengaruh 

positif dan signifikan terhadap Purchase Intention. b) Live Streaming berpengaruh 

positif dan signifikan terhadap Purchase Intention. c) Affiliate Marketing 

berpengaruh positif dan signifikan terhadap Customer Trust. d) Live Streaming 

berpengaruh positif dan signifikan terhadap Customer Trust. e) Customer Trust 

berpengaruh positif dan signifikan terhadap Purchase Intention. f) Customer Trust 

terbukti tidak dapat memediasi sebagian pengaruh affiliate marketing terhadap 

purchase intention. g) Customer Trust terbukti dapat memediasi sebagian pengaruh 

live streaming terhadap purchase intention. 

Kata Kunci: Affiliate Marketing, Live Streaming, Costumer Trust, Purchase 

Intention. 
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