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ABSTRAK 

 

Dalam era digital yang semakin berkembang,’media sosial menjadi salah 

satu platform‘yang penting bagi perusahaan untuk meningkatkan brand 

awareness. Salah satunya media sosial Tiktok yang memiliki fitur Tiktok Shop 

dan program Tiktok Affiliate. Salah satu brand lokal‘skincare Cleora Beauty 

membuka program affiliate marketing di Tiktok‘untuk meningkatkan‘brand 

awareness dalam menghadapi persaingan bisnis skincare di dunia digital. 

Penelitian ini bertujuan untuk mengetahui bagaimana strategi promosi afiliator 

yang bergabung di Tiktok Shop Cleora Beauty’dalam 

meningkatkan‘brand‘awareness. 

‘Penelitian ini menggunakan metode kualitatif dengan jenis penelitian 

deskriptif dan informan dalam penelitian ini adalah beberapa afiliator Tiktok 

Cleora.’Teknik pengumpulan data yaitu dengan menggunakan wawancara semi 

terstruktur, penelusuran data online dan observasi.  

Hasil penelitian ini menunjukkan bahwa dalam prakteknya afiliator Cleora 

Beauty dalam kegiatan promosi di media sosial Tiktok. Strategi promosi yang 

dilakukan di media sosial Tiktok sesuai dengan konsep 4C dari Chris Heuer 

meliputi: Context dalam promosi dibuat dengan melakukan pemilihan konten 

video yang akan di posting serta pemberian caption yang unik. Communication 

dibangun dengan menyampaikan informasi produk secara jelas mulai dari jenis 

produk, dan promo yang tersedia. Collaboration dengan pelanggan di media 

sosial dibentuk dengan merespon pelanggan berupa membalas komentar dari 

pelanggan dan sticth komentar dengan balasan video pelanggan tentang produk 

Cleora Beauty. Connection pun terbentuk dengan sendirinya melalui respon 

baik yang telah dilakukan oleh afiliator kepada pelanggan. Strategi yang 

dilakukan pun dapat meningkatkan kesadaran masyarakat akan adanya produk 

Cleora di Tiktok, ditandai dengan komentar, like, share di akun Tiktok Afiliator.  

Penelitian ini hanya membahas tentang strategi promosi yang digunakan 

dalam meningkatkan brand awareness produk Cleora Beauty di Tiktok Shop, 

oleh karena itu peneliti berharap penelitian berikutnya dapat mengkaji lebih 

dalam lagi dampak strategi promosi terhadap peningkatan penjualan Cleora 

Beauty. 

Kata Kunci: digital marketing, affiliate marketing, brand awareness, afiliator 
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ABSTRACT 

 
In the growing digital era, social media is one of the platforms that is important for 

companies to increase brand awareness. One of them is Tiktok social media which 

has Tiktok Shop features and the Tiktok Affiliate program. One of the local brands 

skincare Cleora Beauty opened an affiliate marketing program on Tiktok to 

increase brand awareness in the face of skincare business competition in the digital 

world. This study aims to find out how the promotion strategy of affiliates who join 

Cleora Beauty's Tiktok Shop in increasing brand awareness. 

'This study uses qualitative methods with descriptive research types and informants 

in this study are some of Cleora's Tiktok affiliates.Data collection techniques are 

by using semi-structured interviews, online data searches and observations.  

The results of this study show that in practice Cleora Beauty affiliates in 

promotional activities on Tiktok social media. Promotional strategies carried out 

on Tiktok social media in accordance with Chris Heuer's 4C concept include: 

Context in promotion is made by selecting video content to be posted and providing 

unique captions. Communication is built by conveying product information clearly 

starting from the type of product, and promos available. Collaboration with 

customers on social media is formed by responding to customers in the form of 

replying to comments from customers and sticth comments with customer video 

replies about Cleora Beauty products. Connection is formed by itself through the 

good response that has been done by the affiliate to the customer. The strategy 

carried out can also increase public awareness of the existence of Cleora products 

on Tiktok, marked by comments, likes, shares on the Tiktok Affiliate account.  

This study only discusses the promotional strategies used in increasing brand 

awareness of Cleora Beauty products on Tiktok Shop, therefore researchers hope 

that the next study can examine more deeply the impact of promotional strategies 

on increasing Cleora Beauty sales. 

Keywords: digital marketing, affiliate marketing, brand awareness, affiliator 
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