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“Strategi Customer Relationship Management (CRM) Berbasis Live 

Shopping di TikTok pada Brand Skintific” 

 

 
   SALSABILA SALWA 

 

ABSTRAK 

 

Penelitian ini bertujuan menganalisis strategi Customer Relationship 

Management (CRM) berbasis live shopping di TikTok pada brand Skintific. 

Perkembangan teknologi dan media sosial, khususnya TikTok, telah 

mengubah cara masyarakat berbelanja dan berinteraksi dengan merek. 

TikTok, sebagai platform yang semakin populer, menawarkan fitur live 

shopping yang memungkinkan interaksi langsung antara brand dan konsumen. 

Penelitian ini menggunakan metode kualitatif dengan studi kasus pada 

Skintific. Data dikumpulkan melalui wawancara mendalam dengan pihak 

Skintific dan pengguna TikTok yang berpartisipasi dalam sesi live shopping. 

Analisis data dilakukan secara deskriptif untuk mengidentifikasi pola interaksi 

dan strategi CRM yang diterapkan Skintific. Hasil penelitian menunjukkan 

bahwa strategi CRM efektif dalam live shopping di TikTok memerlukan 

interaksi aktif dan responsif antara brand dan konsumen. Skintific berhasil 

meningkatkan loyalitas pelanggan melalui pengalaman berbelanja yang 

interaktif dan informatif. Fitur seperti sesi tanya jawab, demonstrasi produk, 

dan penawaran eksklusif selama live shopping memberikan nilai tambah bagi 

konsumen dan memperkuat hubungan brand dengan pelanggan. Penelitian ini 

mengimplikasikan bahwa live shopping di TikTok adalah strategi pemasaran 

yang efektif untuk meningkatkan engagement dan loyalitas pelanggan, dengan 

memanfaatkan fitur-fitur interaktif yang ada 

 

Kata Kunci: Manajemen Hubungan Pelanggan, Live Shopping, TikTok, 

Skintific, Pemasaran Digita
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“Customer Relationship Management Strategy Based on 

Live Shopping on TikTok for the Skintific Brand” 

SALSABILA SALWA 

ABSTRACT 

This study examines the Customer Relationship Management (CRM) strategy 

employed by Skintific through live shopping on TikTok. In the digital age, 

technology and social media have drastically changed how consumers engage 

with brands. TikTok, a rapidly growing platform, offers a live shopping feature 

that allows direct interaction between brands and consumers via live 

broadcasts. This research uses a qualitative case study approach focused on 

Skintific. Data were collected through in-depth interviews with Skintific 

representatives and TikTok users who participated in live shopping sessions. 

Descriptive analysis was conducted to identify interaction patterns and CRM 

strategies used by Skintific. The study finds that effective CRM in TikTok live 

shopping requires active, real-time, and responsive communication. Skintific 

successfully increased customer loyalty by creating a shopping experience that 

is interactive, informative, and enjoyable. Key features such as Q&A sessions, 

live product demonstrations, and exclusive offers during live shopping add 

value for consumers and strengthen the brand-customer relationship. The study 

suggests that leveraging TikTok's live shopping feature can be an effective 

strategy to boost customer engagement and loyalty. Brands are encouraged to 

utilize social media’s interactive capabilities to deliver a more personalized 

shopping experience. 

Keywords: Customer Relationship Management, Live Shopping, TikTok, Skintific, 

Digital Marketing 
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