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PENGARUH SALES PROMOTION SKINTIFIC DI TIKTOK 
SHOP TERHADAP CUSTOMER SATISFACTION 

 
Silvia Angelina 

ABSTRAK 
 
Meningkatnya tingkat belanja online sekaligus popularitas industri kecantikan di 
Indonesia beberapa tahun terakhir mendorong perusahaan untuk menggunakan 
strategi pemasaran digital yang efektif. Sales promotion merupakan salah satu 
strategi yang sering digunakan e-commerce, khususnya TikTok Shop. Penelitian ini 
bertujuan untuk mengetahui pengaruh sales promotion dari brand Skintific di 
TikTok Shop terhadap customer satisfaction. Penelitian ini bersifat eksplanatif 
dengan metode survei. Data primer dikumpulkan melalui kuesioner dari 400 
responden pelanggan Skintific berusia minimal 18 tahun yang pernah membeli 
Skintific di TikTok Shop saat terdapat promosi penjualan. Data dianalisis dengan 
uji regresi linear sederhana. Hasil peneitian menunjukkan bahwa sales promotion 
berpengaruh secara signifikan terhadap customer satisfaction sebesar 45,1%. Jenis 
sales promotion yang memiliki pengaruh signifikan terhadap customer loyalty 
adalah diskon, voucher potongan harga, bundling, dan cashback, sedangkan 
voucher gratis ongkos kirim tidak signifikan.  
 

Kata Kunci: customer satisfaction, sales promotion, e-commerce, industri 
kecantikan,  
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THE IMPACT OF SKINTIFIC’S SALES PROMOTION IN 
TIKTOK SHOP ON CUSTOMER SATISFACTION 

 
ABSTRACT 

 
The rising popularity of online shopping and beauty industry in Indonesia has 
driven companies to implement effective digital marketing strategies. Sales 
promotion is one of the most used strategies in e-commerce, especially on TikTok 
Shop. This research aims to analyze the impact of Skintific brand sales promotions 
on customer satisfaction on TikTok Shop. This quantitative study utilized survey 
and questionnaire for data collection. The primary data was gathered from 400 
Skintific customers, all of whom were at least 18 years old and had made purchases 
at TikTok Shop during a sales promotion programme. Researcher analyzed the data 
using linear regression and correlation tests. The analysis shows that the sales 
promotion had a significant impact on customer satisfaction by 45.1%. 
Furthermore, specific types of sales promotions, including discounts (0.526), 
discount vouchers (0.415), bundling (0.411), and cashback (0.410), were found to 
have a substantial impact on customer loyalty. On the other hand, free shipping 
vouchers did not demonstrate a significant impact on customer loyalty. 
 
Keywords: beauty industry, customer satisfaction, e-commerce, sales promotion 
 

 

 

  



 

 

Pengaruh Sales Promotion…, Silvia Angelina, Universitas Multimedia Nusantara 
vii 

DAFTAR ISI 
 
HALAMAN PERNYATAAN TIDAK PLAGIAT .................................................. i 
HALAMAN PENGESAHAN ................................................................................. ii 
HALAMAN PERSETUJUAN PUBLIKASI KARYA ILMIAH UNTUK 
KEPENTINGAN AKADEMIS ............................................................................. iii 
KATA PENGANTAR ........................................................................................... iv 
ABSTRAK .............................................................................................................. v 
DAFTAR ISI ......................................................................................................... vii 
DAFTAR TABEL .................................................................................................. ix 
DAFTAR GAMBAR .............................................................................................. x 
BAB I PENDAHULUAN ....................................................................................... 1 

1.1. Latar Belakang ........................................................................................ 1 
1.2. Rumusan Masalah ................................................................................... 7 
1.3 Pertanyaan Penelitian ............................................................................. 8 
1.4 Tujuan Penelitian .................................................................................... 8 
1.5 Kegunaan Penelitian ............................................................................... 8 

1.5.1 Kegunaan Akademis ................................................................. 8 
1.5.2 Kegunaan Praktis ...................................................................... 9 

BAB II  KERANGKA KONSEP .......................................................................... 10 
2.1. Penelitian Terdahulu ............................................................................. 10 
2.2. Konsep .................................................................................................. 13 

2.2.1. Integrated Marketing Communication (IMC) ........................ 13 
2.2.2. Sales Promotion ...................................................................... 14 
2.2.3. Customer Satisfaction ............................................................. 21 

2.3. Hipotesis Teoretis ................................................................................. 23 
2.4. Alur Penelitian ...................................................................................... 24 

BAB III METODOLOGI PENELITIAN .............................................................. 25 
3.1. Jenis dan Metode Penelitian ................................................................. 25 
3.2. Metode Penelitian ................................................................................. 25 
3.3. Populasi dan Sampel ............................................................................. 26 

3.3.1. Populasi .................................................................................. 26 
3.3.2. Sampel .................................................................................... 26 

3.4. Operasionalisasi Variabel/Konsep ........................................................ 27 
3.4.1. Variabel Independen (X) ........................................................ 28 
3.4.2. Variabel Dependen (Y) .......................................................... 28 

3.5. Teknik Pengumpulan Data ................................................................... 34 
3.6. Teknik Pengukuran Data ...................................................................... 34 

3.6.1. Uji Validitas ........................................................................... 34 
3.6.2. Uji Reliabilitas ........................................................................ 35 

3.7. Teknik Analisis Data ............................................................................ 36 
BAB IV HASIL PENELITIAN DAN PEMBAHASAN ...................................... 37 

4.1. Gambaran Umum Program Sales Promotion Skintific di TikTok Shop
 37 
4.2. Hasil Penelitian ..................................................................................... 39 

4.2.1. Karakteristik Responden ........................................................ 39 



 

 

Pengaruh Sales Promotion…, Silvia Angelina, Universitas Multimedia Nusantara 
viii 

4.2.2. Variabel Sales Promotion ....................................................... 40 
4.2.3. Uji Asumsi Regresi Linear ..................................................... 49 

4.3. Uji Korelasi ........................................................................................... 54 
4.4. Uji Regresi Linear Sederhana ............................................................... 55 
4.5. Pembahasan .......................................................................................... 59 

BAB V  KESIMPULAN DAN SARAN ............................................................... 68 
5.1. Simpulan ............................................................................................... 68 
5.2. Saran ..................................................................................................... 68 

5.2.1. Saran Akademis ...................................................................... 68 
5.2.2. Saran Praktis ........................................................................... 69 

DAFTAR PUSTAKA ........................................................................................... 70 
LAMPIRAN .......................................................................................................... 75 
 
 
  



 

 

Pengaruh Sales Promotion…, Silvia Angelina, Universitas Multimedia Nusantara 
ix 

DAFTAR TABEL 

Tabel 2. 1 Penelitian Terdahulu ............................................................................ 11 
Tabel 2. 2 Penelitian Terdahulu ............................................................................ 12 
Tabel 2. 3 Hipotesis Penelitian .............................................................................. 24 
Tabel 3. 1 Operasionalisasi Variabel Independen (X) .......................................... 29 
Tabel 3. 2 Operasionalisasi Variabel Dependen (Y) ............................................. 31 
Tabel 3. 3 Rincian skala likert ............................................................................... 34 
Tabel 3. 4 Hasil Uji Validitas Variabel X dan Y .................................................. 35 
Tabel 3. 5 Hasil Uji Reliabilitas X dan Y ............................................................. 36 
Tabel 4. 1 Jenis Kelamin Responden .................................................................... 39 
Tabel 4. 2 Usia Responden .................................................................................... 40 
Tabel 4. 3 Statistik Indikator functional (monetary savings) ................................ 41 
Tabel 4. 4 Statistik Indikator Functional (reduced search and decision cost) ..... 42 
Tabel 4. 5 Statistik Dimensi Functional (improved product quality) .................... 42 
Tabel 4. 6 Statistik Indikator Hedonic (sense of being a wise shopper) ............... 43 
Tabel 4. 7 Statistik Indikator Hedonic (need of stimulation) ................................ 44 
Tabel 4. 8 Statistik Dimensi Condition for Participation ..................................... 44 
Tabel 4. 9 Statistik Dimensi Promotion Period .................................................... 45 
Tabel 4. 10 Statistik Dimensi Distribution Vehicle .............................................. 46 
Tabel 4. 11 Statistik Dimensi Meet Customer Expectation .................................. 47 
Tabel 4. 12 Statistik Dimensi Understand Customer Requirements ..................... 48 
Tabel 4. 13 Statistik Dimensi Deliver Customer Value ........................................ 49 
 

  



 

 

Pengaruh Sales Promotion…, Silvia Angelina, Universitas Multimedia Nusantara 
x 

DAFTAR GAMBAR 

Gambar 1. 1 Pendapatan Industri Beauty & Personal Care tahun 2019 – 2028 ..... 3 
Gambar 1. 2 Pangsa Pasar Produk FMCG di E-commerce 2022 ........................... 4 
Gambar 1. 3 Ulasan Produk Skintific ..................................................................... 5 
Gambar 1. 4 Komentar dan Konten seputar Skintific di TikTok ............................ 5 
Gambar 1. 5 Sales Promotion di TikTok Shop Skintific ........................................ 7 
Gambar 2. 1 Alur Penelitian .................................................................................. 24 
Gambar 3. 1 Ukuran Sampel yang Dibutuhkan .................................................... 27 
Gambar 4. 1 Produk Baru Skintific ....................................................................... 37 
Gambar 4. 2 Sales Promotion di Live Shopping TikTok Shop ............................. 38 
Gambar 4. 3 Uji Linearitas .................................................................................... 50 
Gambar 4. 4 Uji Durbin-Watson ........................................................................... 51 
Gambar 4. 5 Skewness dan Kurtosis Variabel X dan Y ....................................... 51 
Gambar 4. 6 Histogram dan Q-Q Plot Data Penelitian ......................................... 52 
Gambar 4. 7 Uji Heteroskedastisitas ..................................................................... 53 
Gambar 4. 8 Uji Multikolinearitas ........................................................................ 54 
Gambar 4. 9 Uji Korelasi X-Y .............................................................................. 54 
Gambar 4. 10 Uji Korelasi X1, X2, X3, X4, X5 dan Y ........................................ 55 
Gambar 4. 11 Model Summary Regresi Linear X-Y ............................................. 56 
Gambar 4. 12 ANOVA Regresi Linear X-Y ......................................................... 56 
Gambar 4. 13 Coefficient Regresi Linear X-Y ...................................................... 57 
Gambar 4. 14 Model Summary X1, X2, X3, X4, X5 dan Y ................................. 57 
Gambar 4. 15 ANOVA X1, X2, X3, X4, X5 dan Y ............................................. 58 
Gambar 4. 16 Coefficient X1, X2, X3, X4, X5 dan Y .......................................... 58 
 


