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Abstrak 

Tahun 2020 Indonesia menyatakan bahwa seorang warganya dinyatakan 

positif terpapar Virus Corona, hal itu membuat seluruh masyarakat Indonesia 

diwajibkan untuk menggunakan masker di dalam ruangan maupun di luar ruangan. 

Masker merupakan atribut kesehatan untuk para tenaga kesehatan rumah sakit dalam 

melakukan kegiatan. Adanya pandemi covid-19 beberapa merek baru masker 

kesehatan mulai bermunculan salah satu perusahaan baru dalam pengembangan 

masker adalah Polypro Indonesia. Dalam memperkenalkan dan menjual produk 

masker mereka ke masyarakat agar dikenal dan laku terjual, perusahaan Polypro 

Indonesia memanfaatkan e-commerce Shopee dan Tokopedia. Oleh karena itu 

penelitian ini berbicara tentang pengaruh sales promotion yang telah dilakukan 

perusahaan Polypro Indonesia terhadap brand knowledge di e-commerce. Pada 

penelitian ini menggunakan sampel 100 responden dari followers (pengikut) di e-

commerce Shopee berusia minimal 18-45 tahun dan telah membeli produk masker 

minimal 2 kali. Metode pengumpulan data yang digunakan dalam penelitian ini 

berupa penyebaran kuesioner (angket) penyebaran kuesioner dilakukan secara online 

kepada seluruh sampel dalam bentuk Google Form (Google Formulir). Semuanya 

dilakukan secara online karena mengingat bahaya covid-19. Teknik analisis data yang 

digunakan dalam penelitian ini adalah regresi linier sederhana, uji hipotesis, uji 

statistik simultan dan parsial, dan uji korelasi pearson. Hasil penelitian menunjukan 

bahwa responden memilih setuju agar Polypro Indonesia sering memberikan kupon 

gratis ongkir dengan nilai 87,25%. Sebanyak 84,75% responden menyadari aikan 

adanya produk masker Polypro Indonesia. Hasil uji hipotesis menunjukkan terdapat 

pengaruh yang signifikan antara sales promotion terhadap brand knowledge di e-

commerce. Hasil uj korelasi pearson memperoleh nilai 0,223 yang dapat disimpulkan 

bahwa hubungan yang rendah antara sales promotion dengan brand knowledge. Hasil 

analisis regresi memperoleh persamaan Y= 17,403+0,239X dan dapat disimjpulkan 

bahwa terdapat pengaruh yang positif antara variabel sales promotion (X) terhadap 

brand knowledge (Y) di e-commerce.  

Kata Kunci : sales promotion, brand knowledge, e-commerce, brand awareness, 

brand image 
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Abstract 

In 2020 Indonesia stated that a citizen tested positive for the Corona Virus, making 

all Indonesians required to use masks indoors and outdoors. Masks are a health 

attribute for hospital health workers in carrying out activities. Due to the COVID-19 

pandemic, several new brands of health masks began to emerge, one of the new 

companies in mask development is Polypro Indonesia. In introducing and selling their 

mask products to the public to be known and sold, Polypro Indonesia companies 

utilize Shopee and Tokopedia e-commerce. Therefore, this study talks about the 

influence of sales promotion that has been carried out by Polypro Indonesia 

companies on brand knowledge in e-commerce. This study used a sample of 100 

respondents from followers (followers) in Shopee e-commerce aged at least 18-45 

years and have purchased mask products at least 2 times. The data collection method 

used in this study was in the form of distributing questionnaires (questionnaires) to all 

samples in the form of Google Forms. Everything is done online because of 

considering the dangers of covid-19. The data analysis techniques used in this study 

were simple linear regression, hypothesis test, simultaneous and partial statistical test, 

and pearson correlation test. The results showed that respondents chose to agree that 

Polypro Indonesia often provides free shipping coupons with a value of 87.25%. As 

many as 84.75% of respondents are aware of Polypro Indonesia's mask products. The 

results of the hypothesis test show that there is a significant influence between sales 

promotion and brand knowledge in e-commerce. The results of the pearson 

correlation uj obtained a value of 0.223 which can be concluded that the relationship 

is low between sales promotion and brand knowledge. The results of the regression 

analysis obtained the equation Y = 17.403 + 0.239X and it can be concluded that 

there is a positive influence between the variables of sales promotion (X) on brand 

knowledge (Y) in e-commerce. 

Keywords: sales promotion, brand knowledge, e-commerce 
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