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Abstract

The study, titled “Affiliate Marketing Strategies Through Micro-Influencers to Analyze
Consumer Purchasing Behavior Based on Content Quality on the TikTok Platform,” aimed to
examine affiliate marketing communication strategies used by micro-influencers that
influenced consumers’ purchasing decisions. The research also aimed to compare the level
of interest shown by target audiences across different product and service categories and to
study the effectiveness of affiliate marketing communication on TikTok. A practice-based
research design was employed through the creation of marketing content by a micro-
influencer, who produced a total of 12 TikTok videos in three categories: health and beauty
products, fast-moving consumer goods (FMCG), and durable goods. Consumer purchasing
behavior was analyzed through responses to the video content. The findings revealed that
content related to health and beauty products received the highest level of interest from the
target audience, with significantly higher view counts and click-through rates to product carts
compared to the other product categories. The findings indicated that selecting micro-
influencers together with products that were appropriate for the affiliate marketing strategy
could effectively build awareness and encourage purchase consideration. This effectiveness
was achieved through communication that conveyed credibility in a natural and sincere
manner to the target audience.
Keywords: Affiliate marketing; Micro-influencers;, Consumer behavior; TikTok; Health and

beauty products
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