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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 
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