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ABSTRAK 

 

PENGARUH SOCIAL MEDIA MARKETING, USER GENERATED 

CONTENT, DAN AFFILIATE MARKETING TERHADAP KEPUTUSAN 

PEMBELIAN PADA E-COMMERCE SHOPEE PRODUK KECANTIKAN  

 

Oleh:  

NINDYA AMANDA PUTRI 

NPM :203402516165 

 

Tugas Akhir dibawah bimbingan bapak Dr.Elwisam,S.E.,M.M. 

Penelitian ini bertujuan untuk mengetahui Social Media Marketing, User 

Generated Content, dan Affiliate Marketing terhadap Keputusan Pembelian pada 

E-Commerce Shopee Produk Kecantikan. Data ini menggunakan data primer 

dengan bentuk penyebaran kuesioner kepada grup affiliate marketing sebanyak 

100 responden, dengan menggunakan metode purposive sampling. Teknik analisis 

data menggunakan program WrapPLS 7.0. Hal tersebut menunjukan bahwa social 

media marketing tidak berpengaruh positif dan signifikan terhadap keputusan 

pembelian. Sedangkan User Generated Content, Affiliate Marketing berpengaruh 

positif dan signifikan terhadap keputusan pembelian Nilai koefisien determinasi 

(R Square) sebesar 0.657 hal ini menunjukan bahwa persepsi social media 

marketing, user generated content, dan affiliate marketing memberikan kontribusi 

sebesar 65.7% terhadap keputusan pembelian sedangkan sisanya 34.3% 

dipengaruhi oleh variabel yang tidak teliti.  

 

Kata Kunci : Social Media Marketing, User Generated Content, Affiliate 

Marketing dan Keputusan Pembelian 
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ABSTRACT 
 

THE EFFECT OF SOCIAL MEDIA MARKETING, USER GENERATED 

CONTENT AND AFFILIATE MARKETING ON PURCHASE DECISIONS 

TO E-COMMERCE SHOPEE BEAUTY PRODUCTS 

 

By:  

NINDYA AMANDA PUTRI 

NPM :203402516165 

 

The final assignment under the guidance of Dr.Elwisam,S.E.,M.M. 

This study aims to determine Social Media Marketing, User Generated Content 

and Affiliate Marketing on Purchase Decision to E-Commerce Shopee Beauty 

Products. This data uses primary data in the form of distributing questionnaires to 

affiliate marketing group for 100 respondents, using the purposive sampling 

method. The data analysis technique uses the WrapPLS 7.0 Program. This show 

that social media marketing have a no positive and significant effect on purchase 

decisions. While User Generated Content and Affiliate Marketing have a positive 

and significant effect on purchase decisions The coefficient of determination (R 

Square) is 0.657, this indicates that social media marketing, user generated 

content and affiliate marketing contributes 65.7% to purchase decisions while 

34.3% is influenced by variables not examined. 

 

Keywords: Social Media Marketing, User Generated Content, Affiliate Marketing 

and purchase decisions 
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