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ABSTRACT

Title : Content Analysis of Indonesian Affiliate Marketing

Communication Strategies on Tiktok

Name : Dzikri Aditya Ihatra

Student Number : 14040120190064

Despite extensive literature on social media marketing, including its methods,
strategies, and efficacies, research on affiliate marketing is greatly lacking due to its
novelty in Indonesian social media domains. This research investigates the strategies
behind successful Indonesian affiliate marketing on TikTok using content analysis,
where 5 successful contents from 5 keywords each are collected, making a total of 25
content to be analysed using the Electronic Eloquence Model.

This research reveals several key findings. The study confirms that
Jamieson’s electronic eloquence model is effective in analysing persuasive elements
in affiliate marketing campaigns. Data analysis identifies distinct functions for each
model element: self-disclosure builds rapport and credibility; conversational style
enhances authenticity and authority; synoptics capture attention and summarize
information; and visual dramatization engages and inspires the audience. Successful
affiliates strategically combine these elements, tailoring them to the product and
audience for maximum persuasiveness. The study synthesizes these insights into a
strategy centred on storytelling and visuals—where storytelling guides content flow
with relatable and aspirational elements, and visuals enhance credibility, aesthetics,
and attention. These findings provide actionable strategies for individuals aiming to
succeed as affiliates on TikTok.

Keywords: Indonesian affiliate marketing, TikTok marketing strategies, social
media persuasion, electronic eloquence model, content creation.
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ABSTRAK

Title : Analisis Konten Strategi Komunikasi Affiliate

Makreting Indonesia di TikTok

Name : Dzikri Aditya Ihatra

Student Number : 14040120190064

Meskipun literatur tentang pemasaran media sosial, termasuk metode, strategi, dan
efektivitasnya cukup luas, penelitian tentang affiliate marketing masih sangat terbatas
karena konsep ini masih baru di ranah media sosial Indonesia. Penelitian ini
menyelidiki strategi di balik keberhasilan affiliate marketing Indonesia di TikTok
menggunakan analisis konten, di mana 5 konten sukses dari 5 kata kunci masing-
masing dikumpulkan, sehingga total 25 konten dianalisis menggunakan Electronic
Eloquence Model.

Penelitian ini mengungkapkan beberapa temuan utama. Studi ini
mengonfirmasi bahwa Electronic Eloquence Modeoleh Jamieson efektif dalam
menganalisis elemen-elemen persuasif dalam kampanye affiliate marketing. Analisis
data mengidentifikasi fungsi yang berbeda untuk setiap elemen model: pengungkapan
diri membangun hubungan dan kredibilitas; gaya percakapan meningkatkan keaslian
dan otoritas; sinoptik menarik perhatian dan meringkas informasi; dan dramatisasi
visual melibatkan serta menginspirasi audiens. Afiliate yang sukses secara strategis
menggabungkan elemen-elemen ini, menyesuaikannya dengan produk dan audiens
untuk meningkatkan daya persuasif. Studi ini mensintesis wawasan tersebut menjadi
strategi yang berfokus pada penceritaan dan visual—di mana penceritaan
membimbing alur konten dengan elemen-elemen yang mudah dihubungkan dan
aspiratif, serta visual meningkatkan kredibilitas, estetika, dan perhatian. Temuan ini
memberikan strategi praktis bagi individu yang ingin sukses sebagai affiliate di
TikTok.

Keywords: Indonesian affiliate marketing, TikTok marketing strategies, social
media persuasion, electronic eloquence model, content creation.
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PREFACE

It is not without theguidance of the Tiratanathat the completion of this thesis is

possible and thus to the Buddha, Dhamma, and Sangha I extend my most humble

gratitude. This work, entitled “Content Analysis of Indonesian Affiliate Marketing

Communication Strategies on Tiktok”, explores the strategies that underscores the

success of many Indonesian affiliates on Tiktok. It’s a journey into the understanding

of which tactics are implemented and how they are combined to become a persuasive

content that yields a large number of engagements. This thesis also serves as one of

the prerequisites for obtaining a bachelor’s degree in Communication Sciences from

the faculty of Social and Political Sciences at Diponegoro University.

Comprised of five chapters, the first part of this thesis focuses on the

background, formulation of the problem and the methodology of research. Followed

by the second chapter, breaking down Tiktok use in Indonesia and affiliate

programmes. The third presents the results gained from the data collection with an in-

depth content analysis. Followed by the fourth, where discussions regarding the

findings are contextualized with current and prior research, synthesizing, as a result,

the strategies found in the affiliate contents. Finally, the fifth, where all insights

gained are concluded with an added recommendation for further research in related

avenues. It is hoped that the results gained from this study can be used optimally in

the academic field and benefit anyone trying to become an affiliate themselves. This

research, however, is not devoid of limitations, and any constructive criticisms in this

matter is greatly encouraged.

Semarang, 24September 2024

Dzikri Aditya Ihatra


