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ABSTRACT 

 
One of the fastest growing social commerce platforms is TikTok, 

which allows affiliate marketers to reach consumers through short-

form video, live-streaming and interactive content. There is increas-

ing commercial use of TikTok, but there is little empirical evidence 

of factors that drive consumer trust in TikTok affiliate marketing in 

local Philippine settings. The objective of this study was to deter-

mine the influence of content quality, online customer reviews, and 

live-streaming engagement on consumer trust in TikTok affiliates in 

Digos City, Davao del Sur. The research design used was quantita-

tive descriptive-regression design. Data were collected from 100 ac-

tive TikTok users using a validated survey questionnaire. Data were 

analysed using descriptive statistics, Pearson correlation and mul-

tiple regression analysis. Results showed that respondents rated 

content quality (M = 4.20, SD = 0.70), online customer reviews (M = 

4.13, SD = 0.48) and live-streaming engagement (M = 4.04, SD = 

0.66) as high and consumer trust was rated very high (M = 4.24, SD 

= 0.52). All independent variables had a significant and positive re-

lationship with consumer trust (p<.001). The multiple regression 

analysis showed that the model accounted for 57.8% of the variance 
in consumer trust (R^2 = .578). Online customer evaluations 

emerged as the most significant predictor (β =.432, p <.001) fol-

lowed by live-streaming interaction (β =.292, p =.002) and content 

quality was not a significant predictor (β = .147, p =.122). The re-

sults indicate that the level of consumer confidence in TikTok affili-

ate marketing is based more on the quality of the authentic content 

created by users and interactive engagement, rather than the qual-
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ity of the content production. The findings have practical implica-

tions for affiliate marketers and organisations to boost consumer 

confidence on social commerce platforms. 

 

Keywords: Affiliate marketing, Consumer behavior, Digital market-

ing, E-Commerce, Social commerce, Social media trust 

 

Introduction 
The rapid expansion of digital commerce 

has transformed the way people seek, evaluate 

and purchase things on social media sites. Tik-

Tok is one of the platforms that have grown 

from an entertainment app into one of the fast-

est growing social commerce ecosystems, 

where influencers, brands and affiliate market-

ers can engage customers through short form 

videos and live streaming capabilities. The rise 

of TikTok affiliate marketing is proof of the 

changing consumer behaviour driven by digital 

influencers, algorithmic content sharing, and 

interactive buying experiences. Despite all the 

success, many customers still doubt how trust-

worthy an affiliate’s recommendations are, or 

even if the advertised products exist. There-

fore, consumer trust is still a key factor in con-

sumer purchasing decisions (Piliana & Mara-

dona, 2024; Singh, 2021). As such, it has be-

come increasingly important for marketers and 

organisations who wish to optimise the effec-

tiveness of affiliate marketing to understand 

the features that improve consumer trust. 

One of the great digital marketing strategies 

which influence the consumer buying behav-

iour on social media platforms globally is Affil-

iate marketing. Research (Dollani & Brici, 

2025) shows that digital marketing strategy 

and virtual feedback from consumers have a 

large impact on consumer decision making and 

purchase patterns. Similarly, TikTok affiliate 

content and other social media marketing 

strategies are important in influencing adoles-

cents' attitudes and online shopping behav-

iours (Muturi, 2024). “TikTok is a commerce 

platform and its advertising capability and af-

filiate marketing system are key in influencing 

users’ purchase decisions” (Kwan, 2023). Affil-

iate marketing is a useful marketing method for 

businesses, but there are still some  

uncertainties among consumers about the va-

lidity of the affiliate links and the accuracy of 

the promoted products versus the actual prod-

ucts delivered (Singh, 2021). The results of 

these analyses show the importance of con-

sumer confidence for successful affiliate mar-

keting in the digital environment. 

In Asia, TikTok has become a leading plat-

form for online shopping and affiliate market-

ing. TikTok’s affiliate schemes and structured 

e-commerce procedures make it a significant 

marketing tool (Siregar et al., 2023). In China, 

the Chinese equivalent of TikTok, Douyin, 

demonstrates how short-form video has trans-

formed digital marketing, and has spurred re-

search on how trust is created and sustained 

(Wang & Nimmolrat, 2025). Actually, in Thai-

land, Generation Z born between 1997 and 

2012 is taking a significant role in this develop-

ing segment in the country. They choose Tik-

Tok instead of traditional search engines such 

as Google while looking for things, but they are 

still careful about purchases (Su, 2024). An-

other study from Malaysia also suggests that 

43% of Gen Z users seek and explore things 

straight on TikTok. This is also corroborated by 

the study by Nisar et al. (2025), which demon-

strates that more than 67% of consumers in 

Southeast Asia, mainly Malaysia, have made 

purchases using affiliate links. Ahmad et al. 

(2024) state that people are changing how and 

why they buy things. But there are still a lot of 

issues about product reliability, especially 

those coming from influencers and affiliate 

links. Therefore, the customer trust is vital for 

the success of platforms and buying habits in 

the rapid expansion of social e-commerce. Sales 

discounts are less effective than reputable in-

fluencer promotions and authenticity in estab-

lishing confidence. 



Alterado et al., 2026 / Predictors of Consumer Trust among TikTok Affiliates 

 

 
IJMABER  4231 Volume 7 | Number 10 | October | 2026 

Shopping online is a convenient and easy 

way to buy things and services. But still some 

consumers are hesitant to do online transac-

tions due to the rising rate of internet frauds 

and scams. However, many companies are ob-

served to use social media sites to sell their 

products or services and change trends with 

their affiliate marketing techniques (Calvado-

res et al., 2024). 

So understanding how affiliate marketing 

affects consumer decision making, especially 

the trust of consumers in people who promote 

products online, is very important. 

Influencer marketing is a way where the 

customers are making the purchase decision 

based on social evidence, reviews of influenc-

ers about the product they advertised. Recom-

mendations made by influencers that are 

trusted have more chances to end up in the pur-

chase (Aballe et al., 2025). The Philippines has 

seen this effect with the rising popularity of so-

cial commerce, especially in TikTok, where 

consumers are being familiarised with influ-

encer-led affiliate marketing. There are some 

factors that make affiliate marketing work. Ca-

ballero et al. (2024) find that the reputation, 

competence and attractiveness of affiliates 

have a significant effect on consumers’ pur-

chase intention. This shows the importance of 

trust in the digital economy. Similarly, Sibulan 

and Limos-Galay (2024) discovered that social 

influence, perceived usefulness and trust were 

significant factors of the intention of young pro-

fessionals to purchase through TikTok affiliate 

links in Santa Cruz, Occidental Mindoro. These 

results also show that consumers’ buying be-

haviour is strongly related to their perception 

of the authenticity of the influencers and the 

credibility of the content posted. In addition, 

the research conducted by Cañada et al. (2024) 

showed that the quality of the content, the de-

gree of audience engagement, and the rele-

vance of the product had a great impact on their 

intention to buy. This emphasises the signifi-

cance of these attributes in fostering confi-

dence and relationships with Filipino consum-

ers within social-commerce contexts. 

The rapid growth of affiliate marketing on 

TikTok is not supported by empirical evidence 

of the relative importance of content quality, 

online customer reviews and live-streaming 

engagement for building consumer trust in lo-

cal Philippine communities. Digos City, Davao 

del Sur affiliate marketers continue to face 

challenges including inaccurate information, 

lack of transparency in promotions, and limited 

authenticity of product endorsements. Con-

sumers are increasingly using online customer 

reviews, seller reputation and content quality 

for evaluating affiliate recommendations. But 

in many cases, inconsistent messaging and 

murky promotional disclosures erode con-

sumer trust. The findings emphasise the neces-

sity of a transparent, convincing and credible 

marketing strategy to successfully develop 

long-term relationships with consumers in the 

digital marketplace. 

Consumer trust, online customer reviews, 

content quality and live-streaming engagement 

have been studied separately and in different 

social media platforms in the past. However, 

there is very little research that has studied 

these variables in the setting of TikTok's affili-

ate marketing, in the Philippine context. More-

over, there is lack of evidence that identifies 

which of these factors are the strongest predic-

tors of consumer trust among TikTok users in 

Digos City, Davao del Sur. To fill this gap, our 

study investigated the impacts of content qual-

ity, online customer reviews, and live-stream-

ing engagement on consumer trust in TikTok 

affiliates. The level of each predictor was meas-

ured, the relationship between each predictor 

and consumer trust was examined, and multi-

ple regression analysis was used to identify the 

strongest predictor. The findings contribute to 

the expanding body of knowledge on digital 

consumer behaviour and provide practical im-

plications to affiliate marketers, businesses, 

and researchers who seek to improve con-

sumer trust in social commerce platforms.  

 

Statement of the Problem 
This study aims to determine the relation-

ship of selected predictors on consumer trust 
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among TikTok affiliates in Digos City. Specifi-

cally, it seeks to answer the following research 

questions: 

1. What is the level of content quality among 

TikTok affiliates in Digos City? 

2. What is the level of online customer re-

views among TikTok affiliates in Digos City 

in terms of: 

2.1 Perceived Usefulness 

2.2 Source Credibility 

2.3 Argument Quality 

2.4 Valence; and 

2.5 Volume of Review? 

3. What is the level of live-streaming engage-

ment among TikTok affiliates in Digos City 

in terms of: 

3.1 Perceived Product Quality 

3.2 Host Credibility; and 

3.3 Discount? 

4. What is the level of consumer trust among 

TikTok affiliates in Digos City in terms of: 

4.1 Engagement Metrics 

4.2 Consistency; and 

4.3 Reviewer’s Personal Experience? 

5. Is there a significant relationship between 

the level of consumer trust among TikTok 

affiliates in Digos City in terms of: 

5.1 Content Quality 

5.2 Online Customer Reviews; and 

5.3 Live-streaming Engagement? 

6. Do content quality, online customer re-

views, and live-streaming engagement sig-

nificantly predict consumer trust among 

TikTok affiliates in Digos City? 

 

Materials and Methods 
The methodology of this inquiry is given in 

this chapter. It involves study design, respond-

ents, sampling methods, data collection meth-

ods, measures, analysis and interpretation, and 

ethical issues. 

 

Research Design 

This study employed a quantitative de-

scriptive-regression approach to identify the 

drivers of customer trust of TikTok affiliates in 

Digos City, Davao del Sur. The descriptive part 

identified the levels of content quality, online 

customer reviews, live-streaming engagement 

and consumer trust, whilst the regression part 

analysed the predicted influence of the inde-

pendent variables on consumer trust. Quantita-

tive research is a systematic method of collect-

ing and evaluating numerical data to explain 

the relationships between variables (Ghanad, 

2023). Moreover, multiple regression analysis 

helps researchers to analyse the relative contri-

bution of each predictor in the presence of 

other variables, which is suited to determine 

the strongest factor of customer trust (Dey et 

al., 2025). Hence this design was considered 

suitable to meet the aims of the present inquiry. 

 

Respondents and Sampling Technique 

Sampling Technique and RespondentsThe 

survey was carried out to 100 active TikTok us-

ers in Digos City, Davao del Sur. Respondents 

were selected via convenience and snowball 

sampling tactics since these procedures af-

forded access to persons with relevant exper-

tise with TikTok affiliate marketing. To be eligi-

ble to participate, respondents must be 18 

years or older, have been using TikTok for at 

least three years, have interacted with TikTok 

Shop or affiliate links in the past 30 days, and 

have made at least one or two transactions 

within a month using the site. Participants 

were also asked to follow at least two influenc-

ers that frequently recommend products 

through short videos or live-streaming. How-

ever, the study did not include the users of the 

TikTok application for non-commercial usage, 

who occasionally had less than two transac-

tions per month, did not follow the affiliate 

marketers, were not from Digos City, or were 

younger than 18 years of age. The inclusion and 

exclusion criteria of these respondents guaran-

teed that respondents had appropriate exper-

tise to provide intelligent opinions on TikTok 

affiliate marketing. 

 

Measures 

Data were obtained through a standardized 

questionnaire, which consists of four sections 

measuring content quality, online customer 

evaluations, live-streaming engagement, and 
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consumer trust. The content quality scale was 

adapted from Cañada et al. (2024) and con-

sisted of five items measured on a five-point 

Likert scale ranging from 1 (Strongly Disagree) 

to 5 (Strongly Agree). Before the last admin-

istration, non-study objective related indica-

tors such as influencer credibility, audience en-

gagement, product relevancy, and buy inten-

tion were deleted based on the expert review. 

The online customer review instrument 

was adapted from Netrawati et al. (2022) 

measuring five variables which are perceived 

usefulness, source credibility, argument qual-

ity, valence and volume of review. The instru-

ment consisted of fifteen items and showed 

good reliability (Cronbach's α =.930). Similarly, 

the live-streaming engagement scale was de-

veloped from Netrawati et al. (2022), which ex-

amined perceived product quality, host credi-

bility, and discount with nine items. The 

Cronbach’s alpha of the scale was .898, imply-

ing strong internal consistency. Consumer trust 

was measured by an instrument derived from 

Lucero et al. (2025) with three dimensions: en-

gagement metrics, consistency, and reviewers’ 

personal experience. The instrument was pilot 

tested before the actual survey, as the original 

supplier did not offer reliability estimates. 

Before data collection, the content validity 

of the questionnaire was performed by three 

experts in business, education, and language. 

The overall validity of the instrument was 4.89 

and was regarded as Excellent. A pilot test in-

volving 35 respondents was undertaken to es-

tablish internal consistency using Cronbach’s 

alpha. The findings revealed that the Content 

Quality scale had a good reliability of (α = .850), 

and the dimensions of Consumer Trust had re-

liability coefficients of .772 for Engagement 

Metrics, .898 for Consistency, and .903 for Re-

viewer's Personal Experience, which denotes 

an acceptable to excellent reliability. 

 

Data Gathering Procedure 

The study was initially approved to be con-

ducted by the authorised institutional authori-

ties. The research instrument was then vali-

dated by the subject specialists and their  

comments were incorporated before pilot test-

ing. Reliability analysis was done using 

Cronbach's alpha with the assistance of a stat-

istician. After validation, the finalised question-

naire was presented to eligible respondents us-

ing Google Forms and was accompanied by an 

informed consent form that detailed the study’s 

aims, voluntary participation, and confidential-

ity measures. Participants spent around 5 to 15 

minutes completing the questionnaire. After 

data collection, responses were coded and en-

tered and analysed using the Statistical Pack-

age for the Social Sciences (SPSS). Output was 

used to interpret and explain the results. 

 

Analysis and Interpretation 

Descriptive and inferential statistical tech-

niques were used to analyse the data gathered 

at 0.05 level of significance. The mean was used 

to evaluate the average level of content quality, 

online customer evaluations, live-streaming 

engagement, and consumer trust among the 

TikTok affiliates. The standard deviation was 

used to measure the variability or consistency 

of the respondents’ responses. Pearson’s prod-

uct-moment correlation coefficient (Pearson’s 

r) was used to analyse the strength and direc-

tion of correlations among research variables. 

Finally, multiple linear regression analysis was 

used to forecast the individual and combined 

impacts of content quality, online customer re-

views, and live-streaming interaction on con-

sumer trust, and to find the most influential 

predictor variable. 

 

Ethical Considerations 

Ethical issues are very important in this 

study to preserve the rights of the respondents 

of the survey. Participants were told about the 

purpose, procedures and expected outcomes of 

the study before participation. They were told 

that the research was to investigate the predic-

tors of consumer trust for TikTok affiliates, i.e., 

content quality, online customer reviews, and 

live-streaming engagements. Additionally, no 

identifying information was gathered, includ-

ing names, contact information, or the precise 

location of the stores. This technique guarantyd 
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that individual comments were untraceable 

and anonymous throughout the investigation. 

Finally, all collected data including digital re-

sponses were securely stored with secured 

cloud services, with access restricted to author-

ised team members. Raw data were used for 

analysis only, and only aggregated results were 

disclosed in academic studies to protect the 

identity of individual participants or outlets. 

 

Result and Discussion 
Level of Content Quality among Tiktok Affili-

ates in Digos City 

Table 1. Level of Content Quality of TikTok 

Affiliates in Digos City As Perceived by the  

Respondents The general mean score of 4.20 

(SD = 0.70), rated as High, suggests that the re-

spondents generally find TikTok affiliate con-

tent useful, informative, and visually appealing. 

The low standard deviation also shows that re-

spondents had comparable judgements on the 

quality of the information produced by affili-

ates. The results overall indicated that well-

prepared material had a favourable effect on 

the involvement of the audience as it provides 

clear information about the product and in-

creases consumer interest in the advertized 

products.function in influencing audience en-

gagement and impressions of promoted prod-

ucts. 

 

Table 1. Level of Content Quality among TikTok Affiliates in Digos City 

 Mean SD Description 

1. The content created by TikTok affiliates is relevant to my 

interests and needs. 

4.03 0.90 High 

2. I am more interested in an affiliate’s TikTok video if it 

shows I portant information about the product rather than 

being bland. 

4.32 0.83 Very High 

3. Quality, such as clear audio and visuals, makes me inter-

ested in the affiliates’ content. 

4.19 0.96 High 

4. The quality of a TikTok influencer marketing video affects 

how likely I am to purchase the product they are endorsing. 

4.33 0.79 Very High 

5. I am influenced by the TikTok affiliate’s content if it uses 

techniques to promote products and services. 

4.11 0.98 High 

Overall Mean 4.20 0.70 High 

The highest mean score of the indicator is 

the indicator "The quality of a TikTok influ-

encer marketing video affects how likely I am 

to purchase the product they are endorsing" (M 

= 4.33, SD = 0.79), followed by the indicator 

"The presentation of relevant product infor-

mation is important" (M = 4.32, SD = 0.83), and 

both indicators are interpreted as Very High. 

These results show that customers favour affil-

iate material that includes informed product 

presentation and high-quality audiovisual pro-

duction. Consumers pay more attention to a 

promotional message when product demos are 

clear, entertaining and properly done and they 

are more likely to consider purchasing the 

products promoted. This finding corroborates 

with the findings of Yao et al. (2025), Misaridin 

et al. (2025), Cañada et al. (2024), Pan et al. 

(2024), and Tafesse and Wood (2021), where 

informative, relevant, and engaging content re-

inforces audience engagement, improves per-

ceived credibility, and positively influences the 

consumers’ purchase intentions and trust. 

Conversely, the statement that TikTok affil-

iate material is relevant to respondents’ inter-

ests and needs had the lowest mean score (M = 

4.03, SD = 0.90) but is still considered “High”. 

This is consistent with the theory of Liu and 

Zheng (2024), that the persuasive power of so-

cial media influencers is strongly driven by the 

informative value, authenticity and relatability 

of the content, which influence the way in 
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which audiences evaluate the relevance and 

credibility of the content. The finding shows 

that affiliate content is often relevant to re-

spondents, but it may not always match their 

own tastes or unique needs (Gu et al. 2024). 

The finding, even with the lower rating, still in-

dicates a good view of content relevancy, sug-

gesting that TikTok affiliates are generally 

adept at creating content that resonates with a 

broad audience. This conclusion can also be ex-

plained by the Source Credibility Theory by 

Hovland et al. (1963) which states that when 

affiliate content represents themes, goods or 

experiences that are relevant to the viewers, it 

boosts the perceived credibility and strength-

ens the audience engagement. 

Overall, the results show that content qual-

ity remains a critical factor in successful TikTok 

affiliate marketing. Consumers appreciate affil-

iate content when it is perceived as providing 

accurate product information, good audiovis-

ual quality, as well as authentic and engaging 

advertising messages. These features attract 

the audience’s attention and contribute to the 

formation of positive customer attitudes and 

confidence in affiliate marketers. 

 

Level of Online Customer Reviews among Tik-

Tok Affiliates in Digos 

Table 2. Online customer reviews level be-

tween TikTok affiliates in Digos City. The over-

all mean score of 4.13 (SD=0.48) is a High score. 

This suggests that respondents generally per-

ceive online customer reviews as useful, credi-

ble and relevant in evaluating products offered 

through TikTok affiliate marketing. The rela-

tively low standard deviation illustrates the 

consistency of the respondents’ point of view; 

i.e. online customer reviews are important in 

the formation of consumer trust and purchase 

decisions. Overall, the statistics indicate that 

respondents consider customer reviews to be 

beneficial information that decreases uncer-

tainty and helps them make informed purchas-

ing decisions. In reviewing products advertized 

by TikTok affiliates, they consider reviews in-

formative, reliable, reasonable, legitimate and 

compelling.

Table 2. Level of Online Customer Reviews among TikTok Affiliates in Digos City 

 Mean SD Description 

Perceived Usefulness 4.46 0.62 Very High 

Source Credibility 3.83 0.69 High 

Argument Quality 4.00 0.65 High 

Valence 4.02 0.60 High 

Volume of Review 4.34 0.61 Very High 

Overall Mean 4.13 0.48 High 

Perceived usefulness was the highest mean 

among the indicators (M=4.46, SD=0.62), de-

fined as “Very High”. The findings show that re-

spondents find online customer reviews very 

beneficial, making purchasing easier, enhanc-

ing product understanding and helping com-

parison. The results confirm the study of 

Dollani and Brici (2025) that online reviews are 

an electronic word of mouth that provide use-

ful information about the product, reduce un-

certainty and increase confidence in online 

transactions. This finding is further explained 

by the Trust Transfer Theory, Stewart (2003), 

which emphasises the trust consumers have in 

the experience of past purchases that can be 

transferred to the product or vendor being 

evaluated. Besides, Elwalda and Lu (2016) also 

found that if reviews are seen as valuable and 

informative, they increase consumer confi-

dence and decrease perceived risk in online 

purchase. 

Similarly, Erkan and Evans (2016) stated 

that the more informed reviews there are, the 

more the perceived reliability of a product 

grows, making buyers more confident in their 

purchasing decisions. This backs the current 

findings of the other “Very High” rating indica-

tor, which was the volume of review (M = 4.34, 
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SD = 0.61) confirming that respondents 

strongly believe that review quantity is a reflec-

tion of popularity, reputation and affects buy-

ing decisions. Saravanan and Helfert (2021) 

have noted that the high amount of user evalu-

ations increases the perceived credibility and 

diagnosticity of online product information. 

Consumers tend to regard volume of reviews as 

a primary determinant of product trustworthi-

ness. 

However, the lowest mean score of source 

credibility (M = 3.83, SD = 0.69) was considered 

as “High”. The results show that respondents 

tend to believe TikTok reviews and see them as 

trustworthy. This observation was emphasised 

by Han and Balabanis (2025) indicating that 

audience engagement in social media market-

ing is heavily driven by source legitimacy and 

the value of content delivered. Audiences tend 

to engage with the material and acquire good 

views about the things promoted when they 

find influencers to be credible and informative 

(Lou & Yuan, 2019). This also confirms the 

study of Hakim and Zanuddin (2023) that when 

viewers see the hosts as credible and the mate-

rial as beneficial, they are more inclined to join 

and interact . This provides a social proofing  

effect where a large number of reviews creates 

higher engagement of users in the site. 

Overall, the findings of this research reveal 

that respondents generally have a positive per-

ception of online customer reviews. The results 

emphasise the impact of reviews in boosting 

perceived reliability of the product and affect-

ing buying decisions on social media sites. 

 

Level of Live-streaming Engagement among 

TikTok Affiliates in Digos City 

Table 3 shows the level of live-streaming in-

teraction of TikTok affiliates in Digos City. The 

total mean score of 4.04 (SD = 0.66), read as 

High, suggests that respondents generally 

demonstrate a high level of involvement during 

TikTok live-streaming sessions. The low stand-

ard deviation indicates the uniformity in re-

spondents’ perspectives, indicating the live-

streaming features enhance the consumer in-

teraction and engagement positively. In gen-

eral, the results suggest that the respondents 

view live streaming as an effective venue for 

presenting products, interacting with hosts, 

and conducting promotional activities, which 

helps build customer trust in TikTok affiliate 

marketing.

Table 3. Level of Live-streaming Engagement among TikTok Affiliates in Digos City 

 Mean SD Description 

Perceived Product Quality 3.88 0.77 High 

Host Credibility 3.90 0.74 High 

Discount 4.35 0.83 Very High 

Overall Mean 4.04 0.66 High 

Based on the indicators, discount had the 

highest mean score (M = 4.35, SD = 0.83) which 

was rated “Very High” suggesting that respond-

ents are very motivated to buy when discounts 

are presented during live streaming and desire 

to make quick buying decisions. This is con-

sistent with the findings of Novilia et al. (2024) 

who stated that time-sensitive offers in live ses-

sions encourage viewers to be active and think 

about purchasing the products on sale. The re-

sults of earlier research indicated that the dis-

count in live streaming has a good and signifi-

cant effect on the consumer purchase choice . It 

is due to price discounts being attractive and 

useful for consumers when combined with in-

teractive buying forms such as livestream com-

merce (Azzahra & Indraswari, 2024). The find-

ing is also supported by the study of Liu et al. 

(2025) that found both live and online shop-

ping, promotional techniques based on the lack 

of time and pricing incentives based on the 

scarcity, promote impulse buying and increase 

purchase intention as consumers are more 

likely to respond positively to promotional of-

fers that emphasised the savings in time or 

money. Moreover, Wang and Chen (2024)  
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reported that interactive communication, 

product presentation, and price-related infor-

mation in live-streaming sessions have a sub-

stantial impact on consumers’ involvement and 

decision-making process. 

In contrast, perceived product quality was 

the lowest mean (M = 3.88, SD = 0.77), although 

it was still in the “High” group. This finding im-

plies that the respondents feel that the product 

display in live streaming is compelling and re-

flects good quality. This is confirmed by Wang 

and Li (2020) who said that the interactivity of 

live streaming reduces the uncertainty of the 

product and encourages the viewers to form 

positive impressions of the product's quality 

and reliability. Kim and Mazumdar (2016) fur-

ther argue that extensive product presenta-

tions and demonstrations enable viewers to 

better comprehend the features and benefits of 

the product, therefore increasing the perceived 

functional value of the product. Therefore, con-

sumers are more confident in judging the prod-

ucts offered, therefore increasing the possibil-

ity that they trust the seller and contemplate 

buying (Chen & Yang, 2023). In addition, Li et 

al. (2025) observed that the audience regards 

hosts as credible sources of information if they 

show product knowledge and engage in open 

communication with viewers. Their research 

confirms the existence of host credibility (M = 

3.90, SD = 0.74), which the researchers inter-

pret as “High” and indicates that most respond-

ents trust the live streaming presenter and find 

the host credible . This means that trusted 

broadcasters are important to build confidence 

of consumers in live sessions. 

In the study of Oktaviani et al. (2024), the 

quality of live-streaming has a considerable ef-

fect on customer trust, perceived value, and im-

mersive experience among the TikTok users. 

Their research finds that if live-streaming is 

done well, it increases the audience’s engage-

ment through trust and positive product per-

ception. Overall, the results of the level of live-

streaming engagement suggest that the re-

spondents have a high level of participation 

overall. They trust the host, have a good opin-

ion of the products and are susceptible to pro-

motions with discounts. 

 

Level of Consumer Trust among TikTok Affil-

iates in Digos City 

Table 4. Trust level of TikTok affiliates to 

consumers in the City of Digos On the “Very 

High” level the average score was 4.24, indicat-

ing that review engagement, review con-

sistency and detailed reviewer experiences had 

the highest influence on responders. The over-

all standard deviation of 0.52 shows that re-

sponses do not vary much which means that re-

spondents do not have different perspectives of 

the amount of trust. 

In general, the results show that the en-

gagement metrics, consistency and notably the 

personal experience of the reviewer are great 

influencers on the trust of the customers on 

TikTok affiliates in Digos City. These factors 

highlight the relevance of authenticity, credibil-

ity, and continuous interaction in social com-

merce platforms.

 

Table 4. Level of Consumer Trust among TikTok Affiliates in Digos City 

 Mean SD Description 

Engagement Metrics 4.12 0.62 High 

Consistency 4.27 0.58 Very High 

Reviewer's Personal Experience 4.34 0.58 Very High 

Overall Mean 4.24 0.52 Very High 

Reviewer’s Personal Experience (M = 4.34, 

SD = 0.58) and Consistency (M = 4.27, SD = 

0.58) both scored Very High. Results suggest 

that when judging affiliate referrals,  

individuals want to have first person 

knowledge of the product, lots of reviews, and 

consistency of information. This is how the con-

sumer checks the deal for himself. The  
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consumers want to trust the affiliate that shows 

actual usage of things and provides broad re-

views based on their experience that enable the 

consumers to make an educated buying judge-

ment. Furthermore, the real product experi-

ence via the client reviews can increase the cus-

tomer trust to a great level. Client reviews can 

be a source of important and credible infor-

mation (Iskamto and Rahmalia, 2023). Reyes 

and Park (2025) also found that influencer au-

thenticity and genuine product experience pos-

itively enhance trust and buy intention espe-

cially among the younger generation who uti-

lise social media platforms like TikTok. Migkos 

et al. (2025) is a good example of the value of 

Consistency. Researchers discovered that influ-

encer marketing is more effective when influ-

encers regularly provide relevant material and 

regularly interact with their followers. It fur-

ther indicates that via constant communication 

credibility is established which in the long run 

promotes brand trust (Gupta & Sharma, 2021). 

Furthermore, influencers who offer ongoing 

valuable and interesting material are likely to 

have higher reputation and authority (Borges-

Tiago et al., 2023). 

The Engagement Metrics indicator had the 

lowest mean score (M = 4.12, SD = 0.62), alt-

hough still in the High range. This finding sug-

gests that the audience interactions (likes, com-

ments and shares) were viewed as useful 

measures of credibility by the respondents in 

general. But these measures of engagement are 

not as strong as actual reviewer experience and 

consistent information. This result is in line 

with Wang et al.’s (2022) study that engage-

ment indicators were visible cues of trust and 

social endorsement in social commerce set-

tings. Similarly, TikTok content that receives a 

lot of audience engagement is viewed as more 

credible and persuasive by viewers and im-

proves consumer trust in the information given 

(Rahman et al., 2022). In a similar context, Kha-

lid and Bhattacharya (2025) found that per-

ceived authenticity and credibility of high lev-

els of engagement positively influence con-

sumer trust and behavioural intentions. While 

engagement metrics do help to build confi-

dence, the results show that consumers still 

prefer authentic personal experiences and re-

viewer behaviour consistency when judging 

TikTok affiliates. 

Taken together, these findings indicate that 

consumer trust in TikTok affiliates is generally 

based on legitimate reviewer experiences, con-

tinuing interaction and authentic audience in-

volvement. These dimensions increase con-

sumers’ trust in affiliate recommendations and 

stress the importance of transparency, credibil-

ity and long-term relationships in social com-

merce. With consumers turning more and more 

to peer-to-peer-generated information to make 

purchasing decisions, affiliates that consist-

ently provide authentic content and trustwor-

thy product reviews are more likely to build 

long-term consumer trust. 

 

Significant Relationship among Content 

Quality, Online Customer Reviews, Live-

Streaming Engagement, and Consumer Trust 

among TikTok Affiliates in Digos City 

Table 5 shows the findings of Pearson's 

product-moment correlation study on the rela-

tionship between content quality, online cus-

tomer reviews, live-streaming engagement, 

and consumer trust among TikTok affiliates in 

Digos City. The result reveals that the three in-

dependent criteria have a considerable positive 

relationship with customer trust. Specifically, 

content quality was strongly and positively cor-

related with consumer trust (r=0.607, p<.001) 

and the strongest correlation was observed for 

online customer reviews (r=0.695, p<.001). 

Live-streaming involvement was also signifi-

cantly and positively associated with customer 

trust (r = 0.645, p < .001). The results showed 

that the stronger the consumer trust, the better 

online customer evaluations, content quality, 

and live-streaming engagement of TikTok affil-

iates. Thus, the null hypothesis is rejected. 
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Table 5. Significant Relationship among Content Quality, Online Customer Reviews, Live-Streaming 

Engagement, and Consumer Trust among TikTok Affiliates in Digos City 

 r p-value Remarks 

Content Quality and Consumer Trust 0.607 < .001 Significant 

Online Customer Reviews and Consumer Trust 0.695 < .001 Significant 

Live-Streaming Engagement and Consumer Trust 0.645 < .001 Significant 

Online customer reviews were significantly 

more strongly connected with consumer trust 

(r = 0.695, p < .001) than the other two predic-

tor variables. Results revealed that consumers 

relied significantly on past buyers’ experiences 

and feedback to establish the authenticity of 

the affiliate marketers and the products adver-

tised by them. This conclusion is in accordance 

with Dela Cruz and Reyes (2024), who found 

that online customer reviews had significant 

positive effects on consumer trust because they 

provide concrete information about product 

quality and seller trustworthiness. Consumers 

tend to proceed buying if they find good com-

ments on the product being offered. In the same 

way, Luo et al. (2025) said customer reviews 

are informational cues that help lower per-

ceived risk and build confidence in online pur-

chase decisions. If there are low reviews, or no 

reviews, customers tend to back off from plac-

ing orders. Furthermore, Cruz-Cárdenas et al. 

(2025) found that direct feedback from cus-

tomers allows consumers to assess the trust-

worthiness of a product through the total user 

experience, which in turn increases trust in 

online marketplaces. To conclude, the studies 

show the importance of eWOM in building con-

sumer trust in social commerce platforms. 

The quality of content also demonstrated a 

very significant link with customer trust (r = 

0.607, p <.001) The findings of this study sug-

gest that consumers tend to trust TikTok affili-

ates if they give clear, useful and visually attrac-

tive information about products. Good content 

is comprehensive and provides the consumer 

with information that allows them to know the 

features of the product and reduces the doubt 

in the evaluation of the purchase. This finding 

is consistent with the finding of Luo et al. 

(2025) that informational and visually appeal-

ing short-form films can enhance consumer 

trust by improving comprehension on the 

product because consumers can see visually 

how the product can be used or how effective 

the product once used or how it would look like 

in the case of clothing and cosmetics. Moreover, 

Alcántara-Pilar et al. (2024) found that the bet-

ter and more engaging the structure of the in-

fluencer’s material, the greater the perceived 

credibility and, consequently, the higher the 

trust of the customers and the drive toward 

good behavioural reactions. The results indi-

cate that although material quality can help fos-

ter confidence building, it is more effective 

when coupled with credible information and 

significant interactions with customers. 

Likewise, the study showed that live-

streaming engagement was positively and 

strongly connected with customer trust (r = 

0.645, p < .001), which implies that the interac-

tive communication in live-streaming sessions 

may lead to higher levels of consumers’ confi-

dence in affiliate marketers. Consumers may 

check out product claims and eliminate doubt 

before they buy with live product demos, live 

responses to customer enquiries, and live com-

munication with hosts. Sellers' immediate re-

sponse to inquiries helps to build this trust. The 

outcome is similar with Xu et al.(2020) results 

suggesting visibility, responsiveness and real-

time communication during live-streaming 

might greatly enhance consumer trust and buy 

intention. Similarly, Chang et al. (2024) argued 

that interactive and instructional live-stream-

ing content helped to foster consumer commit-

ment, trust, and long-term brand loyalty by 

permitting meaningful exchanges between 

sellers and consumers. 

The findings together give empirical evi-

dence to both Source Credibility Theory and In-

formation Adoption Model (IAM). Source Cred-

ibility Theory (Hovland et al., 1963) is based on 
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the fact that consumers are more likely to trust 

affiliate marketers that demonstrate expertise, 

credibility and trustworthy communication 

through high quality material and real interac-

tions. This approach is further supported by 

the Information Adoption Model proposed by 

Sussman (2003) which asserts that consumers 

are likely to adopt and use information they 

consider credible and of good quality. The high 

relationships between content quality, online 

customer reviews, live-streaming engagement, 

and consumer trust imply that consumers rely 

on credible information, real peer input, and in-

teractive communication to evaluate affiliate 

recommendations which greatly assist them in 

making purchase decisions. As such, the find-

ings underline the significance of having in-

formative content, trustworthy user ratings, 

and interactive live streaming experiences in 

improving consumer confidence in TikTok af-

filiate marketing. 

 

Significance of Content Quality, Online Cus-

tomer Reviews, and Live-Streaming Engage-

ment as Predictors of Consumer Trust among 

TikTok Affiliates in Digos City 

The effect of content quality, online cus-

tomer ratings, and live-streaming engagement 

on the consumer trust of TikTok affiliates in Di-

gos City was tested using multiple linear re-

gression analysis. As shown in Table 6, the re-

gression model produced an R value of 0.760. 

This shows a good relationship between the set 

of predictor variables and consumer trust. The 

model explained 57.8 % of the variance in con-

sumer trust (R 2 = 0.578). The adjusted R 2 was 

0.564 indicating that the model has maintained 

a good amount of explanatory power after ac-

counting for the number of predictors in the 

model. Moreover, the standard error of esti-

mate (0.34484) shows that the level of accu-

racy of the forecast is excellent. The results of 

the research indicate that content quality, 

online customer evaluations, and live-stream-

ing engagement are valid predictors of con-

sumer trust of TikTok affiliates. 

 

Table 6. Model Summary for Multiple Regression Analysis Predicting Consumer Trust 

Model R R² Adjusted R² Std. Error of the Estimate 

1 0.760 0.578 0.564 0.34484 

Analysis of variance (ANOVA) was per-

formed to test the significance of the regression 

model further. As presented in Table 7, the 

model was statistically significant (F(3, 96) = 

43.743, p < .001) which means that 

the predictor variables significantly explain 

changes in consumer trust in total. This result 

verifies the good fit of the regression model 

with the data and supports the applicability of 

using content quality, online customer review, 

and live streaming interaction to predict the 

consumer trust of TikTok affiliates in Digos 

City.

Table 7. ANOVA for Multiple Regression Analysis Predicting Customer Trust 

Source Sum of Squares df Mean Square F Sig. 

Regression 15.605 3 5.202 43.743 0.000 

Residual 11.416 96 .119   

Total 27.020 99    

The individual regression coefficients are 

presented in Table 8. Among the variables, 

online customer reviews were the strongest 

predictor of consumer trust (β = 0.432, p < 

.001), followed by live-streaming participation 

(β = 0.292, p = .002). The findings suggest that 

consumers trust affiliate marketers more when 

they are supported with real customer review 

and interactive live-streaming experience. In 

contrast, content quality (β = 0.147, p =.122) 
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was shown not to be a significant predictor of 

consumer trust since the probability value was 

higher than the 0.05 level of significance. Cor-

relation study showed a positive link between 

content quality and consumer trust, but it lost 

its predictive value after removing the effects of 

online customer reviews and live-streaming 

participation. This means that in establishing 

confidence with TikTok affiliates, clients 

choose the experience of social validation and 

connection over the technical or visual quality 

of the advertising content.

Table 8. Coefficients for Multiple Regression Analysis Predicting Customer Trust 

Predictor B SE B β t p 

Content Quality .109 .070 .147 1.558 .122 

Online Customer Review .472 .096 .432 4.906 .000 

Live-Streaming Engagement .232 .074 .292 3.141 .002 

The strongest predictor of consumer trust 

was online customer reviews, which is con-

sistent with Hakim and Zanuddin (2023). In 

their meta-analysis, they pointed to the signifi-

cance of content created by users in establish-

ing digital trust, since consumers tend to trust 

other consumers’ comments. In the same vein, 

Rachmiani et al. (2024) discovered that online 

reviews are beneficial in reinforcing consumer 

trust and affecting the purchasing choice espe-

cially if they are accompanied with product rat-

ings. Udoka and Ikot (2024) also stressed on 

the importance of reviews and ratings since 

they provide useful information which influ-

ences consumers’ faith in brands and their buy-

ing behaviour. Many people look to the experi-

ences and reviews of other buyers when mak-

ing a decision to buy a product. Collectively, the 

findings highlight the significance of genuine 

customer evaluations in fostering consumer 

trust in TikTok affiliate marketing, as they en-

hance the confidence of prospective purchas-

ers in the marketed products. 

The findings reveal consumers are more 

likely to trust affiliates when they can connect 

with them during live-streaming. According to 

Han and Balabanis (2025), this is encouraged 

since communication and interaction aid to de-

velop trust in influencers. Al Oraini (2024) also 

observed that live-streaming can have an effect 

on the decision of the consumers as they can 

ask questions and watch the goods being 

shown before the purchase. Joycelyn and Seti-

obudi (2026) also stated that buyers feel more 

confident in buying online because of the direct 

engagement in live-streaming. This finding is in 

line with the findings of the present study, be-

cause customers may find it simpler to trust an 

affiliate if they can ask questions and get an-

swers instantly. 

Customer trust was positively connected 

with content quality. However, content quality 

was not found to be a significant predictor in 

the regression model. Our results suggest that 

beautiful and helpful content may generate 

positive consumer perceptions, but it is not 

enough to develop trust if other social indica-

tors such as feedback from customers and en-

gagement in live streaming are also deemed 

more important. Similar to the research of 

Wang et al., (2022), the consumers in social 

commerce environments are more interested 

in social support and peer validation rather 

than the technical content quality. Likewise, 

Chang and Chen (2021) revealed that content 

quality has no significant effect on brand trust 

with other variables. This finding is consistent 

with Liu et al. (2022) who reported that infor-

mation quality was not significant when social 

presence and perceived interaction were ex-

amined in the analytic model. Real social con-

tact, not just the quality of production including 

stunning lighting, set-ups and others, is a key 

driver of client confidence in TikTok affiliate 

marketing, data shows. 

Overall, findings are consistent with Trust 

Transfer Theory (Stewart, 2003) and Source 

Credibility Theory (Hovland et al, 1963). The 

Trust Transfer Theory suggests that customers 

develop faith in things through the trust  
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transfer of experiences of previous customers. 

The hypothesis assumes that the evaluation of 

online customers becomes the most significant 

indication of consumer trust. However, Source 

Credibility Theory states that if the source of 

the communication is perceived as credible and 

trustworthy, the message will be more likely to 

be accepted, which points to the need for au-

thentic interactions in live-streaming. Quality 

of content makes for outstanding customer 

views, however, the present results suggest 

that confidence is not mainly built by the tech-

nical quality of promotional content, but rather 

by trusted peer feedback and meaningful inter-

action. 

 

Conclusion 
This study investigated the impact of con-

tent quality of TikTok affiliates, online cus-

tomer ratingsThis study investigated the im-

pact of content quality of TikTok affiliates, 

online customer ratings, and live-streaming 

participation on consumer trust in Digos City, 

Davao del Sur. The results revealed good rat-

ings for the quality of information, online cus-

tomer reviews, and live streaming participa-

tion, while consumer trust was rated extraordi-

narily high. Results indicate that TikTok affili-

ates are effective in creating relevant content 

and influencing consumer engagement and 

confidence in buyers through social commerce. 

In addition, the correlation analysis indi-

cated that the three predictor attributes were 

significantly and positively correlated with 

consumer trust. The greater the consumer 

trust, the higher the quality of information, the 

online user’s judgements and the live-stream-

ing interaction. Of these characteristics, online 

customer reviews were most closely related to 

consumer trust. The research emphasises the 

significance of actual customer experience and 

electronic word-of-mouth in influencing con-

sumer views of authenticity and trustworthi-

ness. 

The multiple regression analysis provided 

some further insight into the relative contribu-

tion of each variable. All three traits were posi-

tively associated with consumer trust, although 

only online customer reviews and live-stream-

ing activities were significant predictors. The 

best measure of consumer trust was the online 

customer reviews. However, material quality 

was not a significant predictor of customer 

trust, allowing for the influence of other varia-

bles. This may be because buyers do not care 

about the quality (technically or artistically) of 

the campaign, but the actual consumer input 

and involvement in the campaign, which are 

the opinions of TikTok affiliates.” 

The results confirm Source Credibility The-

ory, Information Adoption Model and Trust 

Transfer Theory that consumer trust is primar-

ily dependent on credible information, real cus-

tomer experiences and meaningful interactions 

in social commerce environments. This re-

search provides empirical evidence from a local 

Philippine setting to the expanding body of lit-

erature on TikTok affiliate marketing and of-

fers practical knowledge to affiliate marketers 

and businesses aiming to build consumer trust 

and enhance the effectiveness of their digital 

marketing strategies. 

 

Recommendations 
Based on the study results, it is recom-

mended that TikTok affiliates use real cus-

tomer reviews and testimonials in developing 

their marketing strategies, as these are the 

most predictive of consumer trust. During the 

whole promotion activity, affiliates are encour-

aged to use live streaming, interactive product 

demos, rapid replies to client concerns and 

simple communication. While content quality 

did not emerge as a leading factor in the regres-

sion model, affiliates still need to provide rele-

vant and accurate and visually appealing con-

tent to engage consumers and supplement 

other trust-building activities. 

 The results of this study can be used by 

business owners and marketing practitioners 

to construct digital marketing strategies based 

on customer contact, authentic content pro-

vided by affiliates and interactive communica-

tion instead of the usage of thoroughly pre-

pared promotional materials. Also, organisa-

tions engaged in affiliate marketing can  
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establish trust with clients by employing tech-

nology that allows actual consumer input and 

transparency in online business transactions. 

Further research could explore other fac-

tors influencing consumer trust such as influ-

encer credibility, perceived value, reputation of 

the platform, disclosure requirements or elec-

tronic word-of-mouth. More study with a wider 

number of participants from more geographic 

locations, other social commerce platform(s), 

or utilising a longitudinal research method may 

provide more clarity to customer trust in affili-

ate marketing. Further qualitative or mixed 

methods research could be undertaken to 

study consumers’ experiences and perspec-

tives to complement the existing findings. 
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The main findings (novelty) and why 

they are important and useful: 
The main findings of the study reveal that 

although content quality, online customer re-

views, and live-streaming engagement are all 

high, consumer trust in TikTok affiliates in Di-

gos City is primarily influenced by social and in-

teractive factors. Notably, online customer re-

views emerged as the strongest predictor of 

consumer trust, followed by live-streaming en-

gagement, together explaining 57.8% of its var-

iance, while content quality was not a signifi-

cant predictor. This highlights the importance 

of authentic feedback and real-time interaction 

over content alone in building trust. These find-

ings are useful as they guide marketers to focus 

more on credible reviews and engaging live-

stream strategies to enhance consumer trust 

and marketing effectiveness. 
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