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PENGARUH E-PROMOTION DAN E-PRICE TERHADAP E-BUYING
DECISION PRODUK SKINCARE AVOSKIN PADA PENGGUNA
APLIKASI TIKTOK DI UNIVERSITAS DIPONEGORO

ABSTRAK

Perkembangan industri kecantikan lokal di Indonesia yang semakin meluas di era
ini membuat persaingan antar brand lokal semakin ketat dengan memanfaatkan
platform digital. Sosial media commerce seperti TikTok merupakan salah satu
alternatif media pemasaran yang tengah digandrungi masyarakat. Meski promosi
dan penjualan Avoskin di TikTok yang terus meningkat, Avoskin belum mampu
menjadi brand lokal skincare terlaris no 1 di Indonesia. Hal tersebut dikarenakan
dalam melakukan e-buying decision, konsumen memperhatikan beberapa aspek
antara lain e-promotion dan e-price yang dilakukan oleh Avoskin.

Penelitian ini dilakukan dengan tujuan untuk menjelasakan pengaruh e-promotion
dan e-price dalam meningkatkan e-buying decision pada konsumen Avoskin.
Populasi yang digunakan merupakan Mahasiswa Universitas Diponegoro pengguna
skincare Avoskin dan melakukan pembelian di aplikasi TikTok dengan sampel
berjumlah 90 responden. Penelitian ini merupakan penelitian asosiatif dengan
pendekatan kuantitatif menggunakan kuesioner sebagai data primer. Analisis data
menggunakan software SPSS 25.0 for Windows.

Hasil penelitian ini menunjukkan bahwa e-promotion dan e-price memiliki
pengaruh positif dan signifikan terhadap e-buying decision Avoskin di aplikasi
TikTok baik secara parsial maupun simultan. Saran dalam penelitian ini adalah
Avoskin perlu melakukan peninjauan terhadap e-price yang dirasa kurang
terjangkau di kalangan mahasiswa atau memberikan potongan harga pada event
tertentu untuk dapat meningkatkan e-buying decision skincare Avoskin.

Kata Kunci: e-promotion, e-price, e-buying decision



THE INFLUENCE OF E-PROMOTION AND E-PRICE ON E-BUYING
DECISION OF AVOSKIN SKINCARE PRODUCTS IN TIKTOK
APPLICATION USERS AT DIPONEGORO UNIVERSITY

ABSTRACT

The development of the local beauty industry in Indonesia, which is increasingly
widespread in this era, has made competition between local brands increasingly
stringent by utilizing digital platforms. Social media commerce such as TikTok is
an alternative marketing media that is being loved by the public. Even though
Avoskin's promotions and sales on TikTok have continued to increase, Avoskin has
not been able to become the number 1 best-selling local skincare brand in Indonesia.
This is because in making e-buying decisions, consumers pay attention to several
aspects, including e-promotion and e-price carried out by Avoskin.

This research was conducted with the aim of explaining the effect of e-promotion
and e-price in increasing e-buying decisions for Avoskin consumers. The
population used is Diponegoro University students who use Avoskin skincare and
make purchases on the TikTok application with a sample of 90 respondents. This
research is an associative research with a quantitative approach using
questionnaires as primary data. Data analysis using SPSS 25.0 for Windows
software.

The results of this study indicate that e-promotion and e-price have a positive and
significant influence on Avoskin's e-buying decisions in the TikTok application,
both partially and simultaneously. The suggestion in this study is that Avoskin
needs to conduct a review of e-price that is felt to be less affordable among students
or provide discounts at certain events to be able to increase Avoskin's e-buying
skincare decision.

Keywords: e-promotion, e-price, e-buying decision
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