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ABSTRACT 

The makeup artist industry in Indonesia is growing faster. A makeup artist must have 

a marketing strategy to compete with other artists, including during the COVID-19 

pandemic. Every makeup artist faced different obstacles and used different marketing 

strategies during the COVID-19 pandemic. This study is to find out the obstacles and 

impacts that makeup artists faced during COVID-19. Furthermore, this study aimed to 

find the marketing strategy makeup artists used during the COVID-19 pandemic. This 

study was qualitative research conducted by doing interviews with six makeup artists 

in Semarang. The obstacles that makeup artists faced are are the postponed/canceled 

agenda and the struggle to find clients. Due to those challenges, the number of their 

customers decreased and so did their income. To overcome the challenges, they 

adopted several strategies. They used relationship marketing, social or digital 

marketing, word of mouth, price adjustment, and collaboration with other vendors. 
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                                                              ABSTRAK  

 

Industri penata rias di Indonesia tumbuh sangat cepat. Seorang penata rias harus 

memiliki strategi pemasaran untuk bersaing dengan perias lain, termasuk di masa 

pandemi COVID-19. Setiap penata rias menghadapi kendala yang berbeda dan 

menggunakan strategi pemasaran yang berbeda selama pandemi COVID-19. 

Penelitian ini untuk mengetahui kendala dan dampak yang dihadapi penata rias selama 

masa COVID-19. Selanjutnya, penelitian kali ini untuk menemukan strategi 

pemasaran makeup artist yang digunakan selama pandemi COVID-19. Penelitian ini 

merupakan penelitian kualitatif yang dilakukan dengan melakukan wawancara dengan 

enam makeup artist di Semarang. Kendala yang dihadapi makeup artist adalah agenda 

yang ditunda/dibatalkan dan perjuangan mencari klien. Karena tantangan tersebut, 

jumlah pelanggan mereka menurun dan begitu pula pendapatan mereka. Untuk 

mengatasi tantangan tersebut, mereka mengadopsi beberapa strategi. Mereka 

menggunakan pemasaran relasional, pemasaran sosial atau digital, dari mulut ke 

mulut, penyesuaian harga, dan kolaborasi dengan vendor lain. 


