"OWMIg| uizi eduey

undede ynjuaq wejep Ul siny eAJey yninyas neje uelbeqas yeAueqiadwawl uep ueywnunbuaw buede)iq ‘g

4

‘OyM|g| Jelem buek uebunuaday ueyibniaw yepny uediinbuad q

"yejesew niens ueneluly uep ynidy uesijnuad

19uad ‘ueyipipuad uebunuaday ynjun eAuey uediynbuad e
eglue} 1ul siny eAuey ynanyas neje uelbeqgas diynbuaw buedeyiq -

buepun-buepun 1bunpunig exdig ey
| “ 1INYIASUl

Efo‘ﬂ‘espondiﬁg Author:
H\/Ii%hella Fedgra

uad

(9]
]
Cﬁ

o
Enail:

%K’Ii%ellafedofaa19@gmail.com
x~ X ‘

Q
]

<
“Arficle History:
gle&ived:
ER'eﬁsed: .
=5 —
“Acegpted: o
?Pu@ished:
2 c

E —
G
:Cpuﬁlisher' 2

I :

AP Institut Bisnis
ga&;lnformatika
Kwik Kian Gie,

©

Je

‘:)Selection and Peer-
review under the
responsibiliy of the
Editor Teammof Jurnal

Komunikasisdan Bisnis.

~ 2 Jurnal Komunikasi dan Bisnis

1Communication Study Program, Institut Bisnis dan Informatika Kwik Kian
Gie, Jakarta, Indonesia 14350. Email: michellafedoraal 9@gmail.com

The development of increasingly sophisticated and rapidly growing
technology brings the world into a new era, where everything is fast
and easy. Currently, the term e-commerce appears which is a means
of selling and buying through the internet. E-commerce itself provides
many products, but e-commerce also provides complete and attractive
beauty products. Every e-commerce company has compiled a lot of
good and right marketing and promotion strategies to attract
attention. An attractive promotion will usually encourage someone to
tell it to others, this can be called word of mouth communication
which can be called Word of Mouth (WoM). Therefore, the researcher
investigated the effect of e-commerce beauty product promotion on
Word of Mouth Communication among LSPR students. The theory
used in this research is the Stimulus-Organism-Response theory. The
point in this communication model is that the messages conveyed can
increase motivation, and passion for the communicant so that they
quickly receive messages received and there is a behavior change. The
object of this research is promotional messages carried out by e-
commerce. This research uses a descriptive quantitative method. In
this study, the researcher collected data by using a questionnaire.
Questionnaires were distributed to 100 LSPR student respondents
with a non-random sampling technique, namely, snowball sampling.
The results of the study show that the better the promotional messages
are carried out, the greater the influence of someone to do word of
mouth communication on e-commerce promotions. Promotional
media shows that the media used in spreading e-commerce
promotions is very influential. When this promotion is made by e-
commerce itself so that it can attract the interest of the community,
the more time the promotion is held, the more influential someone will
do word of mouth communication to others.

Promotion, E-commerce, WoM, beauty product, Stimulus-Response
Theory.
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Accerding to Wursanto (2001:31), communication is a process of passing activities,
«deliveringnews, news, and information that contains meaning from one party (a person or place)
to-anotheE party (someone or place) to gain mutual understanding (Oktavia, 2016). Meanwhile,
ga%o@ing to Kotler (In Sunyoto, 2014: 220) marketing is a human activity that is directed at
dngeting needs and wants through an exchange process. It can be said that marketing
%@mﬁunication is a means that companies can use to provide information, persuade, and remind
%cdlélsmners about the products and brands they sell.
£ <. S Thecombination of these two things can become a marketing communication or Marketing
iaom@umcatlon that can strengthen the communication strategy to reach or reach a wider market
%egnﬁ%nt In this day and age, technological developments are increasingly sophisticated and
Era@lcgy growing, bringing the world into a new era, where everything is fast and easy. With this
@e@ve pnient, people around the world use this technology in their daily activities.
S 2 <Intaday's technological developments, the term e-commerce (Electronic Commerce), is one
?ofihgtechnologles that are developing at this time, in the sale and purchase of a product through
=)
Eeltgelectronlc network, namely the internet. E-commerce at this time is a way that makes it easier
%Oﬁp‘é’ople to shop online for those who cannot shop offline. Based on data from We Are Social, it
Hs’s stated that 88.1% of internet users in Indonesia use e-commerce in their daily life in buying
“their daily necessities. According to data taken from Iprice Indonesia 2019, revealed that e-
iq;;hmerce in Indonesia are Shopee, Tokopedia, Bukalapak, Lazada and ]JD.id. (Lidwina, 2021).
=5  Of cdurse, to become the Top 5 E-commerce in Indonesia, of course, every e-commerce has
a g)t of goed and correct marketing and promotion strategies. The promotion itself is an important
nac@wty and element that must be carried out by companies to offer their products and services.
éI‘ he maingpurpose of promotional activities is to provide information to attract attention and
E&;u%sequently have an influence on increasing sales (Alma, 2013).
~ 2 However, not only the top 5 e-commerce in Indonesia. There is also e-commerce that only
FoGuses on beauty products, namely Sociolla, Althea Korea, BeautyHaullndonesia, and Sephora.
Ettﬁ'isumers can easily access e-commerce to search, view, and buy beauty products from online
§‘e§1ews The development of this modern era has increased the awareness of modern women and
qngn abotit beauty today. In increasing their interest in themselves, many women and men today
ﬁlsg; beauty products, not only makeup but skincare as well.
% S They easily just search and press on the e-commerce application, they can get the beauty
@rg)duct fhey want. Based on data obtained from We Are Social, it is stated that e-commerce in
Elngonesm during 2020 has spent around 139 billion Rupiah in meeting their needs in the category
69f£beauty products and fashion. (We Are Social, Hootsuite, 2021). One example of e-commerce
Hn*bmotlon in the attractive beauty product category, so that it can prove the interest of women
?nd menin increasing self-interest in them. In this e-commerce, there are many interesting
promos, where every time or certain events there are always massive promos, such as product
discountsglow prices, cashback from purchasing a product, and much more.

There is one promotion that is indirectly carried out by consumers, namely the word of
mouth cemmunication. Where consumers give each other recommendations on the products they
have puréhased and used. With this, other consumers will become curious about the product. This
is called Word Of Mouth (WoM), which is an activity that consumers do by providing information
about a Brand or product to other consumers (Ratna Dwi Kartika Sari, 2012). According to
Sumardyzét al., (2011)Word of Mouth is a marketing activity carried out by a brand so that
consumeéis can talk about, promote, and want to sell the company's brand to others. behavior
word of fouth is determined by the consumer, if the consumer is not satisfied with the product
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that has been purchased, it will create word of mouth a negative. Vice versa, if consumers are
satisfied with the products they have purchased, it will create word of mouth a positive.

_. Based on the background that has been described by the author, the author wants to
sresearch and find out how the influence of e-commerce in Indonesia on beauty products’ mouth
ﬁecommendatlons among students. In this study, the authors chose a university, namely the
LQg_‘cﬁldon Sehool of Public Relations (LSPR). In this study, the researcher identified the following
@1‘9 blems:.

1I Hew much is the influence of the E-Commerce beauty product promotional message on
= the word-of-mouth communication among LSPR students?

Hew much is the influence of E-Commerce beauty product promotion media on word-of-
m@uth communication among LSPR students?

= How much influence time does e-commerce beauty product promotion have on word-of-
2 m@uth communication among students at LSPR?

Na el e

i€ 1
{9

~ CAs stated by Holvand (1953) in Kurniawan (2018), this theory in the communication
mc@s pleases, with a change in attitude is the "how" not "what" and "why". It is clear how to
%omtﬁumcate and in this case how to change attitudes, how to change the attitude of the
g:(gnmumcant. In the process of attitude change, it is seen that attitudes can change, and only if the
%gti:“l)nulus that is hit exceeds that of the previous one.

3 = According to Effendy (2003: 225) In this case, the material object of psychology and
~<communication science is the same, namely humans who have components of attitude, opinion,
?bé’havmr cognition, affective, and conation. Initially, this theory originated in psychology, then
gla r becdtne a theory in communication. point in this communication model is that the message
iq‘glveyed tan increase motivation and passion for the communicant so that they quickly receive
ghg message received and there is a behavior change. In Kurniawan (2018) there are three
ir%ortant elements in the SOR, namely: Message (Stimulus, S), Communicant (Organism, S), and
£
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cts (Response, R).

B o Inthis theory, the promos carried out by E-commerce can provide a stimulus or stimulation
gozthe community, which will then be processed and can be accepted or rejected, then later on
gfr m the-promotion it can cause a response or change in actions that occur in the community,
“namely the word of mouth communication.

g ¢ ThiS.theory states that behavior can change if the stimulus (stimulus) given exceeds the
gstgnulus ~The stimulus that can exceed the previous stimulus must be given a stimulus that can
§qpv1nce “the organism. The message conveyed to the communicant has the possibility that it will
bé accepted or rejected. This process will occur directly if there is attention from the
<cdmmunicant.

‘ueloge)

cy
Comimunication Marketing communication is one of the most important forms of activity
used by many companies to inform, and strengthen a product or service to get a broad market
segmentation. Marketing communication will be powerful if practiced with effective and efficient
communieation.

Acgording to Firmansyah (2020:2), marketing communication is a means by which
companiges can inform, persuade and remind consumers directly or indirectly about the products
and brands being sold. Marketing is a set of activities where companies or other organizations
exchangéinformation on products, services, and ideas, between them and their customers.
Marketing-communications are described as the “voice” of the company and the brand and are
how cofipanies can communicate and build relationships with consumers. Marketing

DOI : 3|Page
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communication for consumers to be able to tell and show consumers how and why a product can
be used, teswhat kind of people, and when and where.

_.  MarKketing communication aims to be able to direct all marketing activities with
Qpr'@motional activities carried out to have consistency in messages and images conveyed to
-gansumers. Therefore, everything that has been done by the company will communicate the same
%n%ssage and position to consumers. The basic thing that needs to be done to achieve this is by
planning and managing marketing communication programs by selecting the audience or target
‘Freeipientsof the message, determining to position, determining the source of delivering messages,
jﬁfﬁi @anning the right communication media.

romotion is the initial activity used to introduce, and notify in advance of these products
rviges. There are several definitions of promotion from several experts.
o @Accgrding to Kotler & Keller (2016: 47) states that "Promotion is an effort to notify or offer
Qpn%durts ar services to attract potential consumers to buy or consume them". Second, according
éo‘r’aShﬁ}np in Roheni (2016) states that "Promotion refers to any incentive used by producers to
or gér transactions in wholesale or retail trade and for consumers to buy a brand and encourage
salke sg‘eople to be aggressive in selling it. In the promotion, there are promotion indicators.
2. 2 FAccerding to Kotler and Keller (2016: 271), promotional indicators include: First,
romotiofial messages are a measure of how well or not promotions are carried out and conveyed
gogthe public. Second, promotional media are media used by companies in carrying out
- I‘:f))motional activities. Third, promotion time is the length of promotion carried out by the
Iompany or e-commerce itself.
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E-Cammerce is a term that is familiar in this day and age, e-commerce is related to the
dnternet. The following is an explanation of E-Commerce according to several experts, namely:
@%ed onzthe e-book entitled "E-Commerce: An Introduction to Digital Business" (Harmayani et
:ala 2020) Stating that e-commerce is the dissemination, purchase, sales, marketing, goods, and
%egwces through electronic means such as the internet, or television, web, and other computer
Qneztworks E-commerce can involve transfers, electronic data exchange, automated inventory
3n§nagement systems, and automated data collection systems.

© 5 Itcanbe concluded that the notion of e-commerce is the process of buying and selling online
g/vﬁlch isarried out using computers and the internet so that consumers and sellers benefit from
-each othet,

% E-@émmerce in Indonesia is becoming very fast, because the growth of the internet at this
Zime hasTed to an increase in internet users. Therefore, in developing this e-commerce site, one
‘nfist first: know about various e-commerce in Indonesia. The following is e-commerce in

-dndonesia;

)

ednsn
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Beauity products themselves can also be called cosmetics. Based on Protea, etymologically
cosmetic_.comes from the word "Kosmein" which comes from Greek, which means to decorate.
Therefore, cosmetics are defined as something that is used to make up. Beauty products are
currently® booming, especially with the current developments, beauty products are also
developing rapidly.

Theyfollowing are some definitions of beauty products, namely: First, according to the Food
and Drug-Administration (FDA), beauty products are all products whose use is intended for the
human b@dy. This product is used to clean, beautify, treat and increase attractiveness but does not
affect thesfunction and structure of the body.

Within the beauty product itself, there are various types of beauty products used by today's
society, m€luding: First, Makeup in the Meaning of Using Makeup as Self-Identity (in Lita and

4 | Page o) Michella Fedora
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Indah, 2017), makeup itself is the art of applying makeup that can change the shape of the face.
with the h¢€lp of cosmetic tools and products that aim to beautify and cover up flaws so that the
face can look more ideal but for a temporary period.
o o Sec@nd, Skincare based on the SehatQ article, skincare is a skincare activity that will support
e healthrand beauty of the skin from within that will last for a long time. The purpose of skincare
ds%o heal and treat facial skin to be even better and look healthier.
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oSAccerding to Sernovitz (2009: 31), word of mouth has five dimensions known as the 5Ts,
a‘%n@y Eirst, Talkers are a collection of people who talk about a brand which is commonly
%rred to as Influencers. This can be done by anyone starting from friends, neighbors, family,
?wgrkgcolleagues and others, and can happen at any time. talkers usually look very enthusiastic in
‘discussingor sharing their experiences with the products or services they use.
c cSecond, Topics are one of the things related to the talkers. In this case. related to what a
@%n‘%n@has to offer. Starting from promotions, discounts, new products, and good service. All word
%oﬁn@lth Starts with an exciting topic to talk about. Third, the tool is a tool in spreading the topic
gpf:iyv}tat the talkers. A topic also needs a tool that can spread the topic and the message to run and
Spread widely. This tool is made so that people can easily talk about and pass on a product or
%e@fﬁv@e to-people out there.
B S Fourth, the Talking part (Participation) In this case, it takes one or more people to talk about
<a ﬁ roduct3With the participation of other people, word of mouth can continue to run well.
= Fifth, Tracking (Supervision) is the action of the company in supervising and monitoring the
:comsumens response to the product or service of the company. This is used to be able to study
\put frord consumers in both positive and negative forms so that it can be used as learning and

ET
g rovement for companies so that they can be even better in producing these products or
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o Q% According to Sugiyono (2017:4-5), the object of research is a scientific target to obtain data
with certain goals and uses for an objective. The object of research from this research is how the
gi;njuence of promotions carried out by e-commerce on a beauty product creates word of
tcognmumcatlon The research subject that will be used in this study is LSPR students who use e-
goihmerce and use beauty products. Promotion E-commerce is currently one of the most effective
&hﬁ’lgs inc€onveying messages, especially to the younger generation. One obvious effect that can
m:cbeiseen iS'the word of mouth that occurs among students. In this case, the more often a student
-uses e-cafmmerce, the greater the effect of word of mouth that can be felt by students.
% S This is the reason for effectively researching LSPR students, which can be identified based
gpn beauffjhesia campus elite whose contents come from the upper class and students with
“technological awareness and upper economic level who of course use e-commerce in their daily
lives. Based on the reasons above, the reasons for choosing LSPR students as the subjects of this
research_regarding the promotion message of e-commerce beauty products through word of
mouth.

In €his study, the method used by the researcher is quantitative. According to Hermawan
(2019), gquantitative methods are inductive, objective, and scientific research in which the data
obtainedgare in the form of numbers or statements that are assessed and analyzed by statistical
analysis.=Ihis research also uses explanatory survey research. According to Sugiyono (2017:6),
the notidn of an explanatory survey is a research method that intends to explain the position
betweensthe variables studied and the influence between one variable and another. The use of this
survey isfo test a theory or hypothesis to strengthen or reject existing theories or research results.

DOI : 5|Page
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In addition, it can also be used to test the proposed hypothesis, so it can be expected that this
research(ean describe the relationship between the two variables in this study.

_. This_study also uses descriptive research The definition of descriptive research methods
o(Sugiyon@22017: 29) is carried out to determine the existence of independent variables, either
@rﬁfy when there are more or more variables (stand-alone variables or independent variables)
L£g;/vi}thout nmaking comparisons of the variables themselves and looking for relationships with other
§Ia§1ables
5 @ ZFIn this study, the research variables used consisted of independent variables (independent
grﬁla@es) and dependent variables (dependent variables). The definition of independent
gvarla@]es Independent) according to Sugiyono (2017:68) is a variable that affects or is the cause
chf%h%change or the emergence of the dependent variable. Therefore, the independent variable in
Eth}_»,s study’is the promotion carried out by E-commerce. The definition of the dependent variable
>C1‘ @e;@ndent) according to Sugiyono (2017:68) is a variable that is affected or is the result, because
T@)fgt}ﬁ independent variable. In this study, the dependent variable is the word-of-mouth
%o%nrmmlcatlon conducted by LSPR students on beauty products.

58 CLThe “data collection technique carried out in this study uses data to be analyzed in the
Lgfogox_&mg Wways: First, the Questionnaire Technique is a data collection technique by giving several
questionsto the respondent to be answered, usually given the options for the answer. (Sugiyono,
3@7@142) Second, the literature study itself is a form of effort to obtain as much information as
%(ﬁ;sﬁ)le by researchers to serve as a theoretical basis, a reference for managing data.

© < Thig sampling technique is Non-Random Sampling, namely Snowball Sampling, of course,
“thére are consequences that the results of the analysis obtained later cannot be generalized to the
“whole of the London School Public Relations (LSPR) campus itself.

In this study, the calculation of the data using the SPSS 25 application program. The test data
as follows:

1. ¥alidity and Reliability Test

a. Validity test
This validity test is used to measure whether a questionnaire is valid, valid, or not.
Research results are valid if there are similarities between the data collected and
the actual data that occurs in the object being studied. Avalid instrument means that
the measuring instrument used to obtain data (measure) is valid. Valid means that
the instrument can be used to measure what it is supposed to measure. (Sugiyono,
2018:121). In Sataputeri (2018), the test criteria are if the correlation coefficient =
or > 0.361 it is declared valid, and if the coefficient value is < 0.361 it is declared
invalid (Kriyantono, 2010).
Reliability test
Areliability testis an extent to which the measurement results using the same object
will produce the same data. The reliable criteria that exist are if the Cronbach's
Alpha value > 0.6 then it is reliable and if the Cronbach’s Alpha value < 0.6 then it is
‘ not reliable.
2. gDescriptive analysis
Descriptive analysis (Ghozali, 2018) provides an overview of the data seen from the
mean (average), maximum, minimum, and standard deviation values. In this analysis, it
is a descriptive technique that provides information on the data held so that it can be
understood more easily.
3. =Classic Assumption Test
a. Normality Test
= This statistical normality test is done by comparing the distribution of our data with
the normal idea distribution of data, with the same mean. With the criteria, if the
test shows significant results (p <0.05), then the data obtained is not normal.
However, if the test shows insignificant results (p>0.05), then the data obtained is
normal.
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b. Multicollinearity Test

‘) This testhas the aim of testing whether in the regression model there is a correlation

—. between independent variables (independent. With multicollinearity testing seen

9 from the Inflation Factor Variable (VIF) with the terms VIF < 10, it can be interpreted

o, that there is no multicollinearity in this study. Meanwhile, VIF > 10, then there is a

= multicollinearity disorder in this study (Ghozali 2016, in Purnawijaya 2019).

€. Heteroscedasticity Test

= Test whether in the regression model there is an inequality of variance from the
residuals of one observation to another observation. If the variance from the
residual of one observation to another observation remains. This test can be carried
out using the Glejser test by regressing the absolute residual value of the
independent variable. If the probability value (sig) is > 0.05, then there is no
heteroscedasticity (Ghozali 2016, Purnawijaya 2019).

Multlple linear analysis

This study uses multiple linear regression analysis which is an analysis to determine

‘thore than one effect of the independent variable (independent) on the dependent

Variable (dependent). According to Ghozali (2018: 95), the multiple linear regression

analy51s models aim to describe the relationship and how much influence the

independent variables (independent) have on the dependent variable (dependent).

. TEoefficient of determination

The coefficient of determination (R2) is used to measure how far the model's ability to
explain the variation of the dependent variable is. The coefficient of determination value
4s between zero (0) and one (1). If R2 is close to 1, it can be concluded that the stronger
the model explains the relationship between the independent variables and the
dependent variable. If R2 is close to 0 then the ability of the independent variable in
explaining the variation of the dependent variable is limited (Kojo et al., 2019).
& Statistic Test
Jhe analysis of the F statistical test (Ghozali, 2018: 98) was carried out to show all the
hdependent variables included in the model that have a joint influence on the
dependent variable. With the test criteria, if the significance value is <0.05, it means that
the research model is feasible to use. If the significance value is > 0.05, it means that the
research model is not suitable for use.
=1 statistical test
The analysis of the T statistical test (Ghozali, 2018: 98) was conducted to determine the
Ceffect of each independent variable on the dependent variable. The criteria for this test
care if the significance value is <0.05 then the hypothesis is accepted and if the
“Significance value is >0.05 then the hypothesis is rejected.
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Based-on the test results, the processed data are as follows:
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1.~ Promotional messages E-commerce beauty products have a significant positive effect
2 on word-of-mouth communication among LSPR students. Based on testing using SPSS,
it can be seen that the value of Sig. the independent variable promotional messages
(X1) is 0.043 which means <0.05 with a regression coefficient value of 0.180, and the
- calculated T value is 2.052> from the T table 1.984 so it can be concluded that the
=independent variable Promotional Messages has a significant positive effect on word
of mouth communication.
2.=Promotional Media E-commerce beauty product has a significant positive effect on
word-of-mouth communication among LSPR students. Based on testing using SPSS, it
can be seen that the value of Sig. on the independent variable Promotional Media (X2)
is 0.000 which means <0.05 with a regression coefficient value of 0.369, with a
=-calculated T value of 4.519> from T table 1.984 so it can be concluded that the
~ independent variable of Promotional Media has a significant positive effect on the
= word of mouth communication.
3.2 Promotion time of E-commerce beauty products has a significant positive effect on
o~ word of mouth communication among LSPR students. Based on testing using SPSS, it
% can be seen that the value of Sig. the independent variable Promotion Time is 0.001
5 which means <0.05 with a regression coefficient value of 0.301, while the calculated T
» value is 3.494> from Table T 1.984 so it can be concluded that the independent
S variable from Promotion Time has a significant positive effect on word of mouth
<. communication.

<

Based®on research conducted by researchers regarding the Effect of Beauty Product E-
commerce Promotion on Word of Mouth Communication, the authors draw the following
conclésions:

1.

Promotional messages have a positive and significant effect on word of mouth
communication with a significance value of 0.043 <0.05 and a coefficient value of 0.180,
with a Tcount of 2.052> from Ttable 1.984. This shows that e-commerce promotional
messages on beauty products are conveyed well, the better the promotional messages are
conveyed, the greater the influence of someone to do word of mouth communication. This
can be associated with a person's stimulus when hearing the word "promotion” which is
part of a promotional message, then someone will show a response which will inform
othier people of the "promotion".

Promotional media has a positive and significant effect on word of mouth communication
with a significance value of 0.000 <0.05 and a coefficient value of 0.369 with a Tcount of
4:519> from Ttable 1.984. This shows that the use of promotional media in its distribution
issquite good and has an effect on word-of-mouth communication among LSPR students.
Therefore, the more dissemination of promotional information in the media today, the
more influence on word of mouth communication.

Promotion time has a positive and significant effect on word of mouth communication
with a significance value of 0.001 <0.05 and a coefficient value of 0.301 with a Tcount of
3494 > from Ttable 1.984. This shows that the promotion time carried out by e-commerce
on beauty products can provide a stimulus to someone to do word-of-mouth
cemmunication. Of course, with such a promotion time, it provides a stimulus to the public
to; notify others that there is a promo for a product in e-commerce. Thus, the more
psemotion time is held, the more influential someone will do word of mouth
cémmunication with others.
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