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SKINCARE GLAD2GLOW DI TIKTOK SHOP
AKUN @GLAD2GLOW.INDO

Nur Heriani

Abstrak

Perkembangan media sosial telah mendorong perubahan strategi pemasaran
digital, salah satunya melalui pemanfaatan TikTok Shop sebagai media promosi
produk. Brand skincare Glad2Glow memanfaatkan konten promosi pada akun
TikTok Shop @Glad2Glow.indo untuk menarik perhatian konsumen melalui
berbagai bentuk konten yang kreatif dan informatif. Penelitian ini bertujuan untuk
mendeskripsikan persepsi followers pada konten promosi produk skincare
Glad2Glow di TikTok Shop berdasarkan empat dimensi, yaitu jenis konten, kualitas
visual, elemen kreatif, dan pesan promosi.

Penelitian ini menggunakan pendekatan kuantitatif dengan metode
deskriptif. Data diperoleh melalui penyebaran kuesioner kepada 96 responden yang
merupakan followers akun @Glad2Glow.indo. Instrumen penelitian menggunakan
skala Likert dan telah melalui uji validitas serta reliabilitas. Hasil uji reliabilitas
menunjukkan nilai Cronbach's Alpha sebesar 0,936 yang mengindikasikan bahwa
instrumen penelitian sangat reliabel. Data dianalisis menggunakan analisis statistik
deskriptif untuk menggambarkan persepsi followers pada setiap dimensi konten
promosi.

Hasil penelitian menunjukkan bahwa persepsi followers pada konten
promosi Glad2Glow berada pada kategori baik. Dimensi jenis konten memperoleh
persentase kategori baik sebesar 74,0%, kualitas visual sebesar 76,0%, elemen
kreatif sebesar 78,1%, dan pesan promosi sebesar 80,2%. Temuan tersebut
menunjukkan bahwa konten promosi yang disajikan dinilai mampu memberikan
informasi yang jelas, memiliki tampilan visual yang menarik, memanfaatkan
elemen kreatif sesuai karakteristik TikTok, serta menyampaikan pesan promosi
yang mudah dipahami oleh audiens. Dengan demikian, strategi konten promosi
yang diterapkan akun@Glad2Glow.indo dinilai efektif dalammembangun persepsi
positif followers pada produk skincare Glad2Glow dan dapat menjadi salah satu
strategi komunikasi pemasaran digital yang relevan dalam meningkatkan daya tarik
produk di platform TikTok Shop.
Kata kunci: persepsi followers, konten promosi, TikTok Shop, komunikasi
pemasaran digital, Glad2Glow
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FOLLOWERS' PERCEPTION OF SKINCARE PRODUCT PROMOTION
CONTENT BY GLAD2GLOW ON TIKTOK SHOP

ACCOUNT @GLAD2GLOW.INDO
Nur Heriani

Abstract

The rapid development of social media has transformed digital marketing
strategies, with TikTok Shop emerging as an effective platform for product
promotion. Glad2Glow, a skincare brand, utilizes promotional content through its
TikTok Shop account (@Glad2Glow.indo) to attract consumers by presenting
creative and informative content. This study aims to describe followers' perceptions
of Glad2Glow's promotional content on TikTok Shop based on four dimensions:
content type, visual quality, creative elements, and promotional messages.

This research employed a quantitative descriptive approach. Data were
collected through questionnaires distributed to 96 followers of the
@Glad2Glow.indo TikTok Shop account. The research instrument used a five-
point Likert scale and was tested for validity and reliability. The reliability test
showed a Cronbach's Alpha value of 0.936, indicating that the instrument was
highly reliable. The collected data were analyzed using descriptive statistical
analysis to identify respondents' perceptions of each dimension of the promotional
content.

The findings indicate that followers generally have positive perceptions of
Glad2Glow's promotional content. The content type dimension obtained a positive
perception of 74.0%, visual quality 76.0%, creative elements 78.1%, and
promotional messages 80.2%. These results suggest that the promotional content
provides clear information, presents attractive visual elements, incorporates
creative features that align with TikTok trends, and delivers promotional messages
that are easy for audiences to understand. Therefore, the promotional content
strategy implemented by @Glad2Glow.indo is considered effective in building
positive followers' perceptions of Glad2Glow skincare products and can serve as
a relevant digital marketing communication strategy for increasing product
attractiveness on the TikTok Shop platform.
Keywords: followers perception, promotional content, TikTok Shop, digital
marketing communication, Glad2Glow.
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