
FACTORS INFLUENCING GEN Z’S PURCHASE INTENTION 

THROUGH AFFILIATE MARKETING 

THESIS 

Presented as a Partial Fulfilment of the Requirements for the Degree of 

Sarjana Manajemen (S1) in International Business Management Program 

Faculty of Economics Universitas Atma Jaya Yogyakarta 

 

 

 

 

 

 

 

 

Compiled by: 

Margaretha Vania Clarissa 

Student ID Number: 21 12 26062 

 

International Business Management Program 

Faculty of Business and Economics 

Universitas Atma Jaya Yogyakarta 

2025 



 



i 

 

 

 



ii 

 

AUTHENTICITY ACKNOWLEDGMENT 

I, Margaretha Vania Clarissa, hereby declare that I have complied and completed 

the thesis with the title: 

FACTORS INFLUENCING GEN Z’S PURCHASE INTENTION 

THROUGH AFFILIATE MARKETING 

Declare that it is entirely the author's creation and does not contain any other 

people's work, apart from a few sections requiring for citations in accordance with 

the guidelines for writing scientific papers, which are listed in the thesis' 

bibliography. 

 

 
 

 

 

Yogyakarta, 2nd June 2025 

The Author 
 

 

 
 

 
 

 

Margaretha Vania Clarissa 
 

 

 

 

 

 



iii 

 

PREFACE 

As I present this thesis entitled "FACTORS INFLUENCING GEN Z’S 

PURCHASE INTENTION THROUGH AFFILIATE MARKETING," as partial 

fulfilment of the requirements for the Bachelor’s degree in the International 

Business Management Program at Universitas Atma Jaya Yogyakarta,  I am filled 

with deep gratitude to God for the journey that has brought me to this point in my 

academic career at Universitas Atma Jaya Yogyakarta. 

This thesis would not have been possible without the guidance and support from 

people around me. Therefore, I would like to express my greatest gratitude to: 

1. The Lord Jesus Christ for His grace that has been with me during the 

preparation of this thesis from beginning to the end. For the love of His 

compassion, I was given strength, ability, and patience in the process of 

writing the thesis so that it can be completed properly. 

2. My beloved parents and siblings, who have supported me during this 

journey. Thank you for believing in me even when I doubted myself, I 

appreciate all the prayers and support throughout this process. 

3. My supervisor undergraduate thesis, Api Adyantari, S.A., M.B.A. for the 

guidance, criticism, advice, support, and time given to me during the process 

of preparing my thesis, so that I can complete the thesis well. 

4. All lecturers, staff, and employees of the Faculty of Business and 

Economics Atma Jaya Yogyakarta who have assisted and taught knowledge 

for me during my time at university. 

5. To all my closest friends who always provide support and motivation during 

the process of working on this thesis. 

6. To myself for staying dedicated and following through on my personal 

commitment to work on and finish this thesis with complete accountability, 

despite encountering various obstacles and mood changes during the 

research and writing journey. 



iv 

 

As a researcher, I recognize that there are various errors in the written content and 

that this study has significant limitations. Therefore, I encourage readers to provide 

feedback and constructive criticism to enhance both my future research endeavors 

and the work of others in related fields. 

 

Yogyakarta, 2nd June 2025 

The Author 

 

 
 

 

 

 

Margaretha Vania Clarissa 
 

 

 

 

 

 

 

 

 

 

 

 



v 

 

TABLE OF CONTENT 

 
LETTER OF STATEMENT ..................................................................................... i 

AUTHENTICITY ACKNOWLEDGMENT........................................................... ii 

PREFACE .............................................................................................................. iii 

TABLE OF CONTENT ...........................................................................................v 

LIST OF TABLES................................................................................................ viii 

LIST OF FIGURES................................................................................................ ix 

ABSTRACT ........................................................................................................... xi 

CHAPTER I .............................................................................................................1 

INTRODUCTION................................................................................................1 

1.1 Background ....................................................................................................1 

1.2 Problem Formulation ...............................................................................6 

1.3 Research Purpose .....................................................................................6 

1.4 Research Benefit ......................................................................................6 

1.5 Research Systematic.................................................................................7 

CHAPTER II ..........................................................................................................10 

THEORETICAL FRAMEWORK AND HYPOTHESIS DEVELOPMENT ....10 

2.1 Literature Review .........................................................................................10 

2.1.1 Theory of Planned Behavior (TPB) ......................................................10 

2.1.2 Affiliate Marketing ................................................................................12 

2.1.3 Purchase Intention .................................................................................13 

2.1.4 Perceived Usefulness ............................................................................14 

2.1.5 Trust.......................................................................................................15 

2.1.6 Promotion ..............................................................................................16 

2.1.7 Feedback ...............................................................................................17 

2.1.8 Social Impact.........................................................................................18 



vi 

 

2.2 Prior Research ..............................................................................................20 

2.3 Hypothesis Development .............................................................................26 

2.3.1 Perceived usefulness influence consumers’ purchase intention through 

TikTok affiliate marketing..............................................................................26 

2.3.2 Trust influence consumers’ purchase intention through TikTok affiliate 

marketing........................................................................................................27 

2.3.3 Promotion influence consumers’ purchase intention through TikTok 

affiliate marketing ..........................................................................................28 

2.3.4 Feedback influence consumers’ purchase intention through TikTok 

affiliate marketing ..........................................................................................29 

2.3.5 Social impact influence consumers’ purchase intention through TikTok 

affiliate marketing ..........................................................................................31 

2.4 Conceptual Framework ................................................................................32 

CHAPTER III.........................................................................................................33 

RESEARCH METHODOLOGY .......................................................................33 

3.1 Type of Research ..........................................................................................33 

3.2 Research Object, Subject, and Location ......................................................34 

3.3 Population and Sampling .......................................................................35 

3.3.1 Population .............................................................................................35 

3.3.2 Sample ...................................................................................................35 

3.4 Data Collection Method .........................................................................36 

3.5 Operational Definition ...........................................................................37 

3.6 Data Measurement Method ....................................................................45 

3.7 Data Analysis Method ............................................................................45 

3.7.1 Descriptive Statistics ......................................................................45 

3.7.2 Instrument Testing ..........................................................................47 

CHAPTER IV ........................................................................................................53 

DATA ANALYSIS AND DISCUSSION ...........................................................53 

4.1 Descriptive Statistic Analysis.................................................................53 

4.1.1 Result of Filter Questions...............................................................53 

4.1.2 Respondent Descriptive Statistics ..................................................54 



vii 

 

4.1.3 Statistical Mean Data Analysis.......................................................58 

4.2 SmartPLS Analysis.................................................................................60 

4.2.1 Measurement Model Analysis (Outer Model)................................60 

4.2.2 Structural Model Analysis (Inner Model) ......................................65 

4.2.3 Hypothesis Testing .........................................................................66 

4.3 Discussion ..............................................................................................69 

4.3.1 The Influence of Perceived Usefulness on Consumers’ Purchase 

Intention through TikTok Affiliate Marketing ...............................................69 

4.3.2 The Influence of Trust on Consumers’ Purchase Intention through 

TikTok Affiliate Marketing ............................................................................70 

4.3.3 The Influence of Promotion on Consumers’ Purchase Intention through 

TikTok Affiliate Marketing ............................................................................71 

4.3.4 The Influence of Feedback on Consumers’ Purchase Intention through 

TikTok Affiliate Marketing ............................................................................73 

4.3.5 The Influence of Social Impact on Consumers’ Purchase Intention 

through TikTok Affiliate Marketing ...............................................................74 

CHAPTER V ..........................................................................................................75 

CONCLUSION ..................................................................................................75 

5.1 Conclusion..............................................................................................75 

5.1.1 Considering the Respondent's Characteristic Analysis ..................75 

5.1.2 Considering PLS-SEM Results ......................................................75 

5.2 Managerial Implication ..........................................................................77 

5.3 Research Limitation ...............................................................................78 

5.4 Suggestions for Future Researches ........................................................79 

BIBLIOGRAPHY ..................................................................................................82 

APPENDIX ............................................................................................................86 

REFERENCE JOURNAL.................................................................................... 116 

 

 

 



viii 

 

LIST OF TABLES 

Table 2.1 Prior Research ........................................................................................20 

Table 3.1 Research Indicator ..................................................................................37 

Table 3.2 Class Interval Division ...........................................................................46 

Table 4.1 Respondent Filter Question Result .........................................................54 

Table 4.2 Respondent Data Analysis Result ..........................................................54 

Table 4.3 Respondent Income Data Analysis Report .............................................55 

Table 4.4 Respondent Job Data Analysis Result ....................................................55 

Table 4.5 Respondent Domicile Data Analysis Result...........................................56 

Table 4.6 Class Interval Division ...........................................................................58 

Table 4.7 First Outer Loadings...............................................................................62 

Table 4.8 Average Variance Extracted....................................................................63 

Table 4.9 Heterotrait-Monotrait Ratio (HTMT).....................................................64 

Table 4.10 Composite Reliability ...........................................................................64 

Table 4.11 R-Square ...............................................................................................65 

Table 4.12 Q-Square...............................................................................................66 

Table 4.13 Direct Effect .........................................................................................67 

 

  



ix 

 

LIST OF FIGURES 

Figure 1.1 Countries with the largest TikTok audience as of July 2024 ..................1 

Figure 1.2 Yellow cart feature on TikTok ................................................................3 

Figure 1.3 Product display on yellow cart feature ...................................................3 

Figure 2.1 Theory of Planned Behavior by Ajzen (1991) ......................................10 

Figure 2.2 Research Framework ............................................................................32 

Figure 4.1 Structural Model ...................................................................................60 

Figure 4.2 First Construct Model ...........................................................................61 

Figure 4.3 Bootstrapping Testing Method..............................................................67 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



x 

 

LIST OF APPENDIXES 

Appendix 1 Draft of Questionnaire ........................................................................86 

Appendix 2 Prove of Submission from Respondents ..........................................101 

Appendix 3 Raw Data ..........................................................................................102 

Appendix 4 SmartPLS 4 (Data Processing) .........................................................107 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



xi 

 

FACTORS INFLUENCING GEN Z’S PURCHASE INTENTION 

THROUGH AFFILIATE MARKETING 

Compiled by: 

 
Margaretha Vania Clarissa 

Student ID: 21 12 6062 

Thesis Advisor: 

 
Api Adyantari S.A., M.B.A. 

 
International Business Management Program, Faculty of Business and Economics, 

Universitas Atma Jaya Yogyakarta, Jalan Babarsari 43-44, Yogyakarta 

ABSTRACT 

Technology has shifted consumer behavior toward online shopping due to its 

convenience and accessibility. TikTok has emerged as an e-commerce platform 

through affiliate marketing features used by content creators. This research analyzes 

the relationships between perceived usefulness, trust, promotion, feedback, and 

social impact on purchase intention through TikTok affiliate marketing, using a 

quantitative methodology with online questionnaires and a 5-point Likert scale.The 

target population consisted of Generation Z consumers in Indonesia who have 

watched affiliate promotional videos on the TikTok platform at least three times in 

the last six months. Through purposive sampling, questionnaires were distributed 

to 204 respondents. Data analysis was performed using SmartPLS 4 with partial 

least squares structural equation modeling (PLS-SEM) to examine the relationships 

between variables. The findings of the study indicated that all variables (perceived 

usefulness, trust, promotion, feedback, and social impact) positively and 

significantly influence consumers' purchase intention through affiliate marketing 

on TikTok. 

Keyword: perceived usefulness, trust, promotion, feedback, social impact, purchase 

intention, TikTok affiliate. 


