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Abstract

This research explores management strategies for supplement product businesses
through affiliate marketing on TikTok. Utilizing a mixed-methods approach, the study
combines qualitative data from in-depth interviews and quantitative data collected
through questionnaires from 400 online consumers. Findings reveal that key success
factors include: (1) selecting appropriate affiliate marketers, (2) employing effective
communication strategies through short videos, and (3) offering attractive commission
structures to content creators. Consumer perception positively correlates with attitude
and significantly influences purchasing behavior. Recommendations suggest supplement
businesses should tailor marketing strategies to consumer behavior on TikTok, leverage

content marketing, and use algorithmic insights to efficiently reach target audiences.
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