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ABSTRACT 

 

Pond's is a care products issued by PT.Unilever Indonesia. In its marketing strategy, 

promotion through advertising. Advertising is done is by using electronic media, one 

of which is television advertising media glow. Promotion strategy set by the PT. 

Unilever Indonesia has not only succeeded in building brand awareness, but also has 

strengthened the Pond's as care products in Indonesia. Based on the background as 

well as phenomena that exist, the authors conducted research to find out how 

influence television advertising media glow Pond's product to decision of purchasing 

the product at Maranatha Christian University Bandung. Results for the 110 

respondents indicated that television advertising media Pond's product series has 

positive influence on purchase decisions at Maranatha Christian University Bandung, 

and television advertising media factors affecting consumers' purchasing decisions 

for 0097 (9.7%), and the remaining 90.03% influenced by anouther factors. 

 

Keywords: Nursing, marketing strategy, promotional strategy, advertising, television 

advertising media glow 
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ABSTRAK 

 

Pond’s adalahsebuahprodukperawatan yang dikeluarkanoleh PT.Unilever 

Indonesia.Dalamstrategipemasarannya, melakukanpromosimelaluiiklan.Periklanan 

yang dilakukanadalahdenganmenggunakan media elektonik yang salahsatunyayaitu 

media iklantelevisiberseri.Strategipromosi yang ditetapkanoleh PT. Unilever 

Indonesia tidakhanyaberhasildalammembangunkesadaranmereknya, 

namunjugatelahmemperkuat Pond’s sebagaiprodukperawatan di 

Indonesia.Berdasarkanlatarbelakangsertafenomena yang ada, 

makapenulismengadakanpenelitianyang 

bertujuanuntukmengetahuiseberapabesarpengaruh media iklantelevisiberseriproduk 

Pond’s terhadapkeputusanpembelianproduk di Universitas Kristen Maranatha 

Bandung. Hasilpenelitianpada 110 respondenmenunjukanbahwa media 

iklantelevisiberseriproduk Pond’s  berpengaruhpositifterhadapkeputusanpembelian di 

Universitas Kristen Maranatha Bandung, danfaktor media 

iklantelevisimemengaruhikeputusanpembeliankonsumensebesar 0.097 (9,7%), 

dansisanya 90.03% dipengaruhiolehfaktor-faktorlainnya. 

 

Kata Kunci: Perawatan, strategipemasaran, strategipromosi, periklanan, media iklan 

televise berseri. 
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