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ABSTRACT 

 

Communication is the activity which cannot be separated from human being’s 

daily activity. Instrumentally communication can be done in a digital way and it makes 

business transaction easier. Business transaction in internet based technology is known 

as “Electronic Commerce” or “e-commerce”, such as transaction of business to 

consumer or “B2C” conducated by Zalora Indonesia and Berrybenka. 

The purpose of this research was to know about brand positioning of Zalora 

Indonesia and Berry Benka according Tjiptono’s six approaches (2015). This dealt with 

the decision of female workers of Semarang city. This research used “mixed method,” 

namely qualitative approach that was supported by quantitative one. The informants 

were 20 female workers of Semarang who had been working for 4-24 months, having 

bachelor degrees, and getting minimum standard income according to Semarang’s 

Wage Standard of 2016.  

The result of the research showed that based on product attribute approach, 

advantage, user, rival, and price, Zalora Indonesia was preferred than Berry Benka. 

However, absed on product category approach, Berry Benka was preferred than Zalora 

Indonesia. Besides, it was known that the number of purchasing decisons, such as the 

decisions on product type, product form, brand, seller, product number, purchase 

timing, and payment way influenced how to determine the brand positioning. 

 

Keywords: brand positioning, e-commerce, purchase decision 
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