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Abstract  

Introduction/Main Objectives: This study aims to analyze the influence of GMV Max Advertising and 
Affiliate Marketing on the business sustainability of hijab fashion MSMEs operating on TikTok Shop. The 
increasing reliance of MSMEs on social e-commerce, combined with the dynamic nature of platform 
algorithms, underscores the need for businesses to understand the effectiveness of digital marketing 
strategies in maintaining long-term sustainability. 

Background Problems: This research addresses the question: “Do GMV Max Advertising and Affiliate 
Marketing affect Business Sustainability, either directly or through Store Traffic as a mediating variable?” 

Novelty: The novelty of this study lies in examining two distinct marketing strategies—algorithm-driven 
advertising and creator-driven promotion—within a single structural model directed toward business 
sustainability. Prior studies have typically focused on advertising or influencer effectiveness separately 
and have not explored the mediating role of store traffic in the context of hijab fashion MSMEs on TikTok 
Shop. 

Research Methods: This study employs an explanatory quantitative approach using Partial Least 
Squares–Structural Equation Modeling (PLS-SEM). A total of 100 respondents, consisting of buyers and 
MSME operators in the hijab fashion category on TikTok Shop, were surveyed. Four latent constructs 
with 16 indicators were analyzed to evaluate direct effects, indirect effects, and the mediating role of 
store traffic. 

Finding/Results: The results reveal that GMV Max Advertising does not significantly influence store 
traffic or business sustainability. In contrast, Affiliate Marketing has a significant effect on both variables. 
Store traffic also significantly contributes to business sustainability and partially mediates the 
relationship between Affiliate Marketing and sustainability outcomes. 

Conclusion: The study concludes that creator-driven marketing strategies are more effective than 
automated advertising in fostering business sustainability among hijab fashion MSMEs on TikTok Shop. 
These findings highlight the importance of organic exposure, consumer trust, and creator credibility in 
sustaining MSME performance within social commerce platforms. 
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Introduction  

The rapid development of digital technology has significantly transformed global transaction 
patterns and accelerated the growth of the e-commerce sector in Indonesia. The integration of 
social media with online commercial activities has given rise to the phenomenon of social e-
commerce, in which users can not only interact but also conduct transactions within a single 
platform. One prominent example is TikTok Shop, which initially functioned as a short-video 
sharing application but has since evolved into a major digital commerce hub (1)(2). Indonesia 
is currently recorded as the country with the largest number of TikTok users worldwide, 
reaching 157.6 million users (3). In addition, TikTok Shop Indonesia contributed approximately 
IDR 100.5 trillion in global transactions with a 39% year-over-year growth rate, positioning 
Indonesia as the second-largest GMV contributor after the United States (4). These 
developments demonstrate the substantial influence of TikTok Shop on the digital marketplace 
ecosystem in Indonesia and highlight its potential for Micro, Small, and Medium Enterprises 
(MSMEs) to optimize social media–based marketing strategies. 

The Covid-19 pandemic further accelerated changes in digital consumer behavior (5). Social 
restrictions and reduced offline economic activities prompted consumers to shift toward online 
transactions to meet their daily needs. According to Bank Indonesia data cited by Handoko, 
Febriansha, and Mafaza (2023) in the Parahyangan Economic Development Review, 87.5% 
of MSMEs experienced income declines, with sales dropping by 93.3% compared to the 
previous year (6). As a result, many MSMEs increasingly relied on social media to maintain 
business continuity and adapt to new consumption patterns. This behavioral shift also led to 
more impulsive and reactive purchasing tendencies, particularly in response to short-form 
digital content. Consumers increasingly make spontaneous purchases after viewing 
promotional videos or creator recommendations on platforms such as TikTok. A survey by 
Marketing-Interactive reported that 76% of Indonesian consumers have purchased a product 
based on creator recommendations, indicating the strong influence of video content on 
purchasing decisions (7). 

Within specific product categories, hijab or modest fashion has emerged as one of the fastest-
growing MSME segments on social commerce platforms like TikTok Shop. Hijab products 
possess strong visual characteristics that are highly compatible with short-form video formats, 
increasing the likelihood of conversion from content exposure to purchase. Elverina (2021) 
further noted that modest fashion businesses in Indonesia rely heavily on digital marketing 
strategies, particularly video-based social media, to sustain sales and remain competitive (8). 
Therefore, this study focuses specifically on MSMEs selling hijab fashion products on TikTok 
Shop to ensure a more targeted, relevant, and context-specific analysis aligned with product 
categories most influenced by visual and digital marketing strategies. 

This phenomenon has also driven the rise of collaborative marketing strategies commonly 
known as influencer marketing or endorsement on other social media platforms, whereas on 
TikTok, this strategy is referred to as Affiliate Marketing—a commission-based promotion 
system in which creators participate in marketing products. Affiliate Marketing has become one 
of the most widely adopted strategies among brands in today’s digital commerce ecosystem 
due to its ability to leverage social closeness, trust, and visual influence to shape positive 
product perceptions and increase store traffic. According to the E-Conomy SEA (2024) report, 
influencer and affiliate marketing are among the main drivers of e-commerce growth in 
Southeast Asia, including Indonesia. Although several previous studies have examined how 
MSMEs utilize affiliate marketing (9)(10)(11), its strategic impact on long-term business 
sustainability remains limited in the existing literature. 
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Research Methods  

This study employs an explanatory quantitative approach to examine the causal relationships 
among GMV Max Advertising, Affiliate Marketing, Store Traffic, and Business Sustainability 
among hijab fashion MSMEs on TikTok Shop. To analyze these relationships, the research 
applies Partial Least Squares–Structural Equation Modeling (PLS-SEM), a technique suitable 
for complex models, mediating variables, and data that are not fully normally distributed. PLS-
SEM is also effective for predictive studies with relatively small sample sizes, as recommended 
by (12). Through the combination of an explanatory design and PLS-SEM, this study is able to 
evaluate both the measurement and structural models comprehensively to obtain a clearer 
depiction of the influence of each variable. 

Population and Sample 

The population of this research consists of MSMEs selling hijab fashion products on TikTok 
Shop Indonesia. This product category was selected based on evidence that modest fashion 
is highly dominant in social media and social-commerce ecosystems, relying heavily on visual 
content (8). The sampling technique used is purposive sampling, which selects respondents 
based on criteria relevant to the research objectives (13)(14). The sample size refers to the 
recommendation by (1), requiring a minimum of 5–10 respondents for each indicator. This 
technique is commonly applied in digital marketing and social commerce studies involving 
structural models (15)(16). 

Research Instrument 

The research instrument consists of a closed-ended questionnaire using a 5-point Likert scale. 
The use of a 5-point Likert scale follows (12), who states that a 5-point ordinal category scale 
is effective for measuring consumer perceptions and behaviors. Indicators for each variable 
were adopted from established scientific sources. Indicators for X1 (GMV Max Advertising) are 
adapted from (17), which explains the role of AI in enhancing advertising effectiveness through 
utility, targeting accuracy, and conversion contribution. Indicators for X2 (Affiliate Marketing) 
refer to (18), defining affiliate performance through promotional intensity, content quality, 
promotional reach, and contribution to sales. Indicators for Store Traffic are adapted from (19), 
which emphasize that e-commerce performance is influenced not only by visit counts but also 
by page exploration, interaction duration, and purchase intention. Indicators for Y (Business 
Sustainability) follow (20), describing sustainability in terms of revenue stability, customer 
retention, operational continuity, and competitiveness in digital markets. Prior to the main data 
collection, the questionnaire was pilot-tested on a small group of respondents to ensure clarity, 
contextual relevance, and internal consistency. 

Data Analysis Techniques 

Data were analyzed using Partial Least Squares–Structural Equation Modeling (PLS-SEM) via 
SmartPLS 4.0, chosen for its suitability for complex models with mediating variables and 
relatively small sample sizes (12). The analysis consisted of two stages: the outer model and 
inner model evaluation. The outer model assessed convergent validity (loading factor ≥ 0.70; 
AVE ≥ 0.50), discriminant validity (Fornell–Larcker and HTMT ≤ 0.90) (21)(22), and construct 
reliability (Composite Reliability and Cronbach’s Alpha ≥ 0.70). The inner model examined 
multicollinearity using VIF < 5, the R² value to assess model strength (2), Q² for predictive 
relevance, and the significance of relationships through bootstrapping (5,000 resamples) with 
t-statistics > 1.96 at α = 0.05 (12). Overall model fit was evaluated using SRMR ≤ 0.08 (23)(24). 
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Mediation analysis was conducted by examining the indirect effects to determine whether 
Store Traffic mediates the influence of GMV Max Advertising and Affiliate Marketing. 

Result  

This section presents the research findings based on the PLS-SEM analysis conducted. The 
research model consists of four latent variables: GMV Max Advertising (X1), Affiliate 
Marketing (X2), Store Traffic (Z), and Business Sustainability (Y). The evaluation includes 
both the measurement model (outer model) and the structural model (inner model). 

Measurement Model Evaluation (Outer Model) 

1. Convergent Validity (Outer Loading) 
 
Convergent validity testing is carried out to assess the extent to which the indicators accurately 
reflect the constructs they are intended to measure. An indicator is considered valid if it has an 
outer loading value of ≥ 0.70. 

Table 1 Convergent Validity 

 X1 X2 Y Z 

X1_1 0.905    
X1_2 0.833    
X1_3 0.923    
X1_4 0.885    
X2_1  0.862   
X2_2  0.884   
X2_3  0.893   
X2_4  0.908   

Y1   0.837  
Y2   0.925  
Y3   0.937  
Y4   0.906  
Z1    0.885 
Z2    0.894 
Z3    0.940 
Z4    0.787 

Source: SmartPLS vr 3.2.9, 2025 

All indicators obtained outer loading values ranging from 0.787 to 0.940, thus fulfilling the 
criteria for convergent validity. This indicates that each indicator is able to represent its 
corresponding construct accurately and consistently. These results confirm that the constructs 
are suitable for further analysis within the structural model. 

2. Construct Reliability and Validity (Cronbach’s Alpha, CR, AVE) 

Construct reliability was evaluated using Cronbach’s Alpha and Composite Reliability (CR), 
while convergent validity was assessed using the Average Variance Extracted (AVE). The 
standard criteria used were Cronbach’s Alpha ≥ 0.70, CR ≥ 0.70, and AVE ≥ 0.50. 

 

https://conference.asia.ac.id/index.php/ecosia/


ECOSIA 2025 | 173 

  1036  https://conference.asia.ac.id/index.php/ecosia/ 

Table 2 Construct Reliability and Validity 

Variabel 
Cronbach's 

Alpha 
rho_A 

Composite 
Reliability 

Average Variance 
Extracted (AVE) 

X1 0.909 0.918 0.936 0.787 
X2 0.909 0.912 0.936 0.786 
Y 0.923 0.929 0.946 0.813 
Z 0.900 0.910 0.931 0.771 

Source: SmartPLS vr 3.2.9, 2025 

All Cronbach’s Alpha values fall within the range of 0.909–0.923, CR values within 0.910–
0.936, and AVE values within 0.771–0.813. These results demonstrate that all constructs are 
highly reliable and possess strong internal consistency. The high AVE values further indicate 
that the indicators effectively explain their respective latent variables. 

3. Discriminant Validity (HTMT) 
 

Discriminant validity testing was conducted to ensure that each construct is empirically 
distinct from the others. Discriminant validity is met when the Heterotrait–Monotrait Ratio 
(HTMT) value is < 0.90. 

Table 3 Discriminant Validity (HTMT) 

 X1 X2 Y Z 

X1     
X2 0.776    
Y 0.654 0.859   
Z 0.751 0.867 0.900  

Source: SmartPLS vr 3.2.9, 2025 

All HTMT values are below 0.90, indicating that each construct is empirically distinct. This 
confirms the absence of construct overlap, ensuring validity for further analysis in the inner 
model. 

4. Collinearity Assessment (VIF) 
 

Multicollinearity was assessed using the Variance Inflation Factor (VIF). Indicators are 
considered free from multicollinearity when VIF < 5. 

Table 4 Collinearity Assessment 

Variabel VIF 

X1_1 3.009 
X1_2 2.366 
X1_3 3.849 
X1_4 2.971 
X2_1 2.281 
X2_2 2.758 
X2_3 3.082 
X2_4 3.364 

Y1 2.231 
Y2 4.447 
Y3 5.420 
Y4 3.491 
Z1 2.723 
Z2 3.374 
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Z3 4.563 
Z4 1.977 

Source: SmartPLS vr 3.2.9, 2025 

All indicators meet the collinearity criteria, with VIF values below 5, indicating that the model is 
free from multicollinearity issues. 

Evaluasi Model Struktural (Inner Model) 

Table 5 R-Square 

 R-square 

Y 0.727 
Z 0.663 

Source: SmartPLS vr 3.2.9, 2025 

Store Traffic (Z) has an R² value of 0.663, indicating a moderate-to-strong model. Business 
Sustainability (Y) has an R² value of 0.727, indicating a strong model. This means GMV Max 
Advertising and Affiliate Marketing explain 66.3% of the variance in Store Traffic, and together 
with Store Traffic, explain 72.7% of the variance in Business Sustainability. 

Table 6 Path Coefficient 

 Y Z 

X1 0.092 0.547 
X2 0.000 0.000 
Y   
Z 0.000  

Source: SmartPLS vr 3.2.9, 2025 

The results show that GMV Max Advertising does not have a significant effect on Store Traffic 
(p = 0.092) or on Business Sustainability (p = 0.547). Thus, the automated advertising strategy 
does not contribute meaningfully to MSME performance. In contrast, Affiliate Marketing has a 
significant effect on both Store Traffic (p = 0.000) and Business Sustainability (p = 0.000), 
demonstrating the effectiveness of creator-driven promotion in increasing exposure and 
business performance. Additionally, Store Traffic significantly influences Business 
Sustainability (p = 0.000), indicating that user visit intensity plays an important role in 
supporting MSME continuity on TikTok Shop. Overall, these findings confirm that Affiliate 
Marketing contributes more strongly than GMV Max in driving traffic and sustaining business 
performance. 

Table 7 Spesific Indirect Effect 

 Specific indirect effects  

X1 -> Z -> Y  0.143 
X2 -> Z -> Y  0.000  

Source: SmartPLS vr 3.2.9, 2025 

The mediation analysis shows that Store Traffic does not mediate the effect of GMV Max 
Advertising on Business Sustainability (p = 0.143). In contrast, Store Traffic significantly 
mediates the effect of Affiliate Marketing on Business Sustainability (p = 0.000). These findings 
indicate that increases in store traffic occur primarily through creator-driven promotional 
activities, making mediation effective only for Affiliate Marketing, not for GMV Max. 

https://conference.asia.ac.id/index.php/ecosia/


ECOSIA 2025 | 173 

  1038  https://conference.asia.ac.id/index.php/ecosia/ 

Discussion  

The findings of this study show that GMV Max Advertising does not exert a significant influence 
on either Store Traffic or Business Sustainability. This result is consistent with the literature 
presented by (25) on Advertising Avoidance, which explains that consumers tend to ignore or 
avoid digital advertisements that are irrelevant to them, preventing the creation of meaningful 
interactions required to increase store visits or purchase decisions. This conclusion is further 
supported by (26), who argues that digital advertising does not always affect viewer behavior, 
particularly when the advertisements displayed are generic and lack persuasive appeal. In the 
context of MSMEs, (27) also found that the effectiveness of digital advertising depends heavily 
on an entrepreneur’s ability to optimize ad content; many MSMEs are unable to manage paid 
advertisements effectively, resulting in poor performance and no impact on sales. These 
findings collectively indicate that automated advertising has limited effectiveness in driving 
Store Traffic and Business Sustainability when the optimization and relevance of the 
advertisement content are insufficient. 

In contrast to GMV Max or automated TikTok Ads, Affiliate Marketing—implemented through 
influencers or creators on TikTok—was found to have a significant impact on both Store Traffic 
and Business Sustainability. This aligns with the findings of (28), who demonstrated that 
persuasive language and communication styles used by creators increase consumer 
engagement and interaction. In the context of digital marketing for MSMEs in Indonesia, 
creator-based strategies or Affiliate Marketing have also been shown to be effective. As 
reported by (29), affiliate-driven promotion significantly boosts online sales by increasing 
product exposure and driving consumer interaction. This is further reinforced by (30), who 
found that affiliate and influencer marketing positively influence purchase decisions through 
appealing content and the emotional connection built between creators and their audiences. 
Therefore, the strong influence of Affiliate Marketing observed in this study suggests that 
creator-generated content is more persuasive and impactful than automated GMV Max 
Advertising, making it more effective in increasing Store Traffic and sustaining business 
performance. 

Furthermore, the results indicate that Store Traffic has a significant effect on Business 
Sustainability and serves as a key mediator in the relationship between Affiliate Marketing and 
Business Sustainability. This finding is consistent with (31), who emphasized that digital 
interactions and consumer engagement play crucial roles in building satisfaction and loyalty, 
which subsequently contribute to long-term business sustainability. The increase in Store 
Traffic driven by Affiliate Marketing also directly contributes to higher sales, which is a critical 
indicator of MSME sustainability (29). However, this mediating effect does not occur for GMV 
Max Advertising because automated ads fail to drive meaningful store visits—consistent with 
(25), who notes that irrelevant automated advertisements often lead to advertising avoidance 
among consumers. These findings reinforce that business sustainability on TikTok Shop is 
more strongly supported by Affiliate Marketing strategies than by automated GMV Max 
Advertising. 

Conclusion  

This study concludes that GMV Max Advertising does not influence Store Traffic or Business 
Sustainability among hijab fashion MSMEs on TikTok Shop, indicating that automated and 
non-personalized ads are ineffective in shaping consumer behavior. In contrast, Affiliate 
Marketing demonstrates a significant direct effect on both Store Traffic and Business 
Sustainability, as creator-generated content successfully builds trust, increases interaction, 
and encourages purchase decisions. Additionally, Store Traffic plays an essential role in 
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supporting business sustainability and serves as a mediator between Affiliate Marketing and 
Business Sustainability. 

Overall, these findings highlight that creator-driven marketing strategies are substantially more 
effective than automated advertising within the hijab fashion context on TikTok Shop. The 
research model also exhibits strong predictive power, with the variables collectively explaining 
72.7% of the variance in Business Sustainability. 

Acknowledgement  

The author extends sincere gratitude to Dr. Widi Dewi Ruspitasari, S.E., M.M., for her 
invaluable guidance and constructive feedback throughout the research process. Appreciation 
is also given to the author’s beloved parents for their continuous prayers, support, and 
encouragement. Additionally, the author expresses thanks to friends who provided assistance 
and motivation during the completion of this study. It is hoped that this work will be beneficial 
to all who read it. 

References  

Tim CNN Indonesia. Apa Itu TikTok Shop dan Cara Menggunakannya. CNN Indonesia 
[Internet]. 2022 Sept 22; Available from: 
https://www.cnnindonesia.com/teknologi/20220920115210-190-850204/apa-itu-tiktok-
shop-dan-cara-menggunakannya 

TikTok Marketing 101: How to Market Your Brand on One of the Most Popular Social Apps. 
Influencer Marketing Hub [Internet]. [cited 2025 Oct 21]; Available from: 
https://influencermarketinghub.com/tiktok-marketing/ 

Ruri Istia Damayanti, Hwihanus Hwihanus. Analisis Fundamental Makro, Struktur Modal, 
Struktur Kepemilikan Terhadap Nilai Perusahaan Dengan Profitabilitas Sebagai Variabel 
Intervening Pada Perusahaan Agri-Food Yang Terdaftar Di Bursa Efek Indonesia 2014-
2023. Venus. 2024 June 24;2(4):69–80.  

Riyanto, Gita P., Pertiwi, Wahyunanda Kusuma. Indonesia Penyumbang Terbesar Kedua 
Transaksi di TikTok Shop 2024. Kompas.com [Internet]. 2025 Feb 5; Available from: 
https://tekno.kompas.com/read/2025/01/08/19010027/indonesia-penyumbang-terbesar-
kedua-transaksi-di-tiktok-shop-2024 

Saturwa HN, Suharno S, Ahmad AA. The impact of Covid-19 pandemic on MSMEs. jeb. 2021 
Mar 5;24(1):65–82.  

Handoko, M., Febriansha, A., Shofura Mafaza, M. Dampak Pandemi COVID-19 terhadap 
Pendapatan UMKM di Indonesia. Parahyangan Economic Development Review (PEDR). 
2023;2(2).  

76% of Indonesians shop through creators despite declining trust. Marketing-Interactive 
[Internet]. [cited 2025 Oct 10]; Available from: https://www.marketing-
interactive.com/study-76-of-indonesians-shop-through-creators-despite-declining-trust 

Elverina GR, Furinto A. Digitalization of Fashion: A Case Study On Digital Marketing Strategy 
of Modest Fashion Company During Pandemic. 2021;4.  

https://conference.asia.ac.id/index.php/ecosia/


ECOSIA 2025 | 173 

  1040  https://conference.asia.ac.id/index.php/ecosia/ 

Mahdia Khoirina M, Dwi Safitri R, Ajeng Nastiti T, Alfina, Narendra Wardhana A, Aura Balqis G. 
Unpacking The Dynamics Of MSMES’ Adoption Of Affiliate Marketing: Insights From The 
AMC Framework And Development Culture. Jamanika. 2025 Aug 20;5(2):179–96.  

Hamzah MW, Mulyana A, Faisal YA. Pemberdayaan Ekonomi Masyarakat melalui Affiliate 
Marketing dan Peningkatan Pendapatan Afiliator. AQ. 2023 Sept 17;17(5):3241.  

Siahaan, Fransisca Carmelia, Ansyari, Dede, Ghazali, Puspa Liza. Pengaruh Affiliate 
Marketing dan Influencer Marketing terhadap Keputusan Pembelian pada UMKM di Kota 
Medan. Community Engagement and Emergence Journal (CEEJ). 2025;6(5):4398–413.  

Hair JF, Hult GTM, Ringle CM, Sarstedt M, Danks NP, Ray S. Partial Least Squares Structural 
Equation Modeling (PLS-SEM) Using R: A Workbook [Internet]. Cham: Springer 
International Publishing; 2021 [cited 2025 Nov 27]. (Classroom Companion: Business). 
Available from: https://link.springer.com/10.1007/978-3-030-80519-7 

Ade Risna Sari, Henik Al Husnawati, Joko Suryono, Marzuki Marzuki, Aria Mulyapradana. 
Metode Penelitian Kualitatif, Kuantitatif, dan R&D [Internet]. 2(1). YPAD Penerbit; 2025. 
Available from: https://journal.yayasanpad.org/index.php/ypadbook/article/view/432 

Sekaran Uma, Bougie Roger. Test Bank and Instructor Solution Manual for Research Methods 
for Business: A Skill Building Approach (8th Edition) [Internet]. 8th Edition. Wiley; 2019. 
Available from: 
https://books.google.com/books/about/Research_Methods_For_Business.html?hl=id&id=
ikI6EAAAQBAJ 

Kwong Kenny, Kwong Kenny. Partial Least Squares Structural Equation Modeling (PLS-SEM) 
Techniques Using SmartPLS [Internet]. 2015. Available from: 
http://www.researchgate.net/publication/268449353 

Olanrewaju, O. I., Kineber, A. F., Chileshe, N., Edwards, D. J. Modelling the relationship 
between Building Information Modelling (BIM) implementation barriers, usage and 
awareness on building project lifecycle. Building and Environment. 2022;207:108556.  

Kumar V, Dixit A, Javalgi RG, Dass M. Research framework, strategies, and applications of 
intelligent agent technologies (IATs) in marketing. J of the Acad Mark Sci. 2016 
Jan;44(1):24–45.  

Oktavia, M., Pradana, M., Wardhana, A., Joviano, R. Analysis of the Effect of E-Commerce 
Affiliate Marketing on Increasing Consumer Purchase Intention.  

Les Dolega, Frédéric Rowe, Erin Branagan. Going digital? The impact of social media 
marketing on retail website traffic, orders and sales. Journal of Retailing and Consumer 
Services. 2021;60:102501.  

Setiawan R, Prasetyo PT, Yuniawan A. Digital Marketing Strategy for Sustainable Performance 
of MSMEs: Literature Review.  

Guenther P, Guenther M, Ringle CM, Zaefarian G, Cartwright S. Improving PLS-SEM use for 
business marketing research. Industrial Marketing Management. 2023 May;111:127–42.  

Henseler J, Ringle CM, Sarstedt M. A new criterion for assessing discriminant validity in 
variance-based structural equation modeling. J of the Acad Mark Sci. 2015 Jan;43(1):115–
35.  

https://conference.asia.ac.id/index.php/ecosia/


ECOSIA 2025 | 173 

  1041  https://conference.asia.ac.id/index.php/ecosia/ 

Cheung GW, Cooper-Thomas HD, Lau RS, Wang LC. Reporting reliability, convergent and 
discriminant validity with structural equation modeling: A review and best-practice 
recommendations. Asia Pac J Manag. 2024 June;41(2):745–83.  

Kock N. Common structural variation reduction in PLS-SEM: Replacement analytic composites 
and the one fourth rule. 2021;  

Moonti A, Adam E. Apakah Smart Digital Content Marketing Dapat Meredam Perilaku 
Penghindaran Iklan? : Sebuah Strategi Pemasaran Digital. Jambura Agribus J. 2022 Jan 
31;3(2):87–94.  

Parvathi B, Dev MN. study on digital advertising and its impact on consumer behavior. ijhs. 
2022 May 9;8483–9.  

Hasibuan MH. Analisis Dampak Iklan Berbayar di Facebook dan Instagram Terhadap 
Peningkatan Penjualan UMKM. IFIJEB. 2025 Jan 5;4(6):3233–47.  

Syrdal, Heather A., Myers, Sara, Sen, Subin, Woodroof, Philip J., McDowell, William C. 
Influencer marketing and the growth of affiliates: The effects of language features on 
engagement behavior. Journal of Business Research. 2023;163:113875.  

Siagian TMN. Strategi Pemasaran Affiliate Marketing Dalam Meningkatkan Penjualan Online. 
2025;1(2).  

Poetri FW, Mahardini S, Hidayat M. Pengaruh Affiliate Marketing, Influencer marketing, Dan 
Social Media Marketing Terhadap Keputusan Pembelian Make Over. IKRAITH-
EKONOMIKA. 2024 Oct 27;8(1):11–20.  

Anjelina Dewi N. The Influence of Digital Marketing on Fashion Business Consumer 
Satisfaction. ijabo. 2024 Dec 30;5(5):142–50.  

 

 

https://conference.asia.ac.id/index.php/ecosia/

