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ABSTRAK 

Perkembangan media sosial khususnya TikTok telah mengubah perilaku konsumen dan cara 

perusahaan dalam memasarkan produk, program affiliate marketing di TikTok memberikan 

peluang bagi beauty affiliator untuk mempromosikan produk lewat konten yang menarik dan 

interaktif. Dalam proses tersebut, audiens tidak hanya memperhatikan produk yang 

dipromosikan tetapi menilai keaslian dalam penyampaian informasi dan kualitas konten yang 

dipaparkan. Persepsi tersebut membentuk hubungan emosional antara audiens dan affiliator 

yang berpotensi memengaruhi minat beli konsumen. Tingkat kesadaran audiens diduga 

memengaruhi hubungan audiens dan beauty affiliator melalui kesadaran terhadap tujuan 

promosi di dalam konten.  

Penelitian ini bertujuan untuk menganalisis pengaruh perceived authenticity, content quality 

terhadap purchase intention dengan parasocial relationship sebagai variabel mediasi dan 

persuasion knowledge sebagai variabel moderasi pada pengguna TikTok di Jabodetabek. 

Penelitian ini menggunakan pendekatan kuantitatif dengan jenis penelitian kausal, data 

penelitian diperoleh melalui penyebaran kuesioner kepada 411 responden yang memenuhi 

kriteria penelitian, data dianalisis menggunakan metode Partial Least Square Structural 

Equation Modeling (PLS-SEM) menggunakan software SmartPLS 4.  

Hasil penelitian menunjukkan bahwa perceived authenticity, content quality, dan parasocial 

relationship berpengaruh positif dan signifikan terhadap purchase intention. Selain itu, 

perceived authenticity dan content quality juga berpengaruh positif dan signifikan terhadap 

parasocial relationship. Hasil penelitian juga membuktikan bahwa parasocial relationship 

mampu memediasi pengaruh perceived authenticity dan content quality terhadap purchase 

intention. Namun, persuasion knowledge tidak terbukti memoderasi pengaruh parasocial 

relationship terhadap purchase intention.  

Kata Kunci : Perceived Authenticity, Content Quality, Parasocial Relationship, Persuasion 

Knowledge, Purchase Intention 
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ABSTRACK 

 

The rise of social media particularly TikTok has transformed consumer behavior and the way 

companies market their products. TikTok’s affiliate marketing program offers beauty affiliates 

the opportunity to promote products through engaging and interactive content. In this process, 

the audience not only pays attention to the promoted products but also assesses the authenticity 

of the information presented and the quality of the content. This perception fosters an emotional 

connection between the audience and the affiliate, which has the potential to influence 

consumers’ purchasing interest. The audience’s level of awareness is believed to influence the 

relationship between the audience and the beauty affiliate through their understanding of the 

promotional objectives within the content. 

This study aims to analyze the influence of perceived authenticity and content quality on 

purchase intention, with parasocial relationships as the mediating variable and persuasion 

knowledge as the moderating variable, among TikTok users in the Greater Jakarta area. This 

study employs a quantitative approach with a causal research design. Data were collected 

through a questionnaire distributed to 411 respondents who met the study criteria, and the data 

were analyzed using the Partial Least Squares Structural Equation Modeling (PLS-SEM) 

method with SmartPLS 4 software. 

The results of the study indicate that perceived authenticity, content quality, and parasocial 

relationships have a positive and significant effect on purchase intention. In addition, perceived 

authenticity and content quality also have a positive and significant effect on parasocial 

relationships. The results also demonstrate that parasocial relationships mediate the effects of 

perceived authenticity and content quality on purchase intention. However, persuasion 

knowledge was not found to moderate the effect of parasocial relationships on purchase 

intention. 

Keywords: Perceived Authenticity, Content Quality, Parasocial Relationship, Persuasion 

Knowledge, Purchase Intention 
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