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 Sales of a product are currently mostly done online or throughdigital 

marketing platform.This study aims to determine Bromen product sales 

comparison at threedigital marketing platformsnamely Tiktok, Shopee, and 

Lazada based on advertising expenses, as well as the role of advertising 

expenses in selling Bromen products. PThis research uses ROAS as the basis 

for calculating sales compared to advertising expense on three digital 

marketing platforms (Tiktok, Shopee and Lazada). The comparative results 

of ROAS calculations on the three platforms show that there are significant 

differences in terms of the average and maximum ROAS values. On average, 

the highest ROAS at Shopee was 7.92, followed by ROAS at Lazada at 2.61, 

and finally ROAS at Tiktok Shop at 1.85. Likewise with the highest maximum 
ROAS value at Shopee of28.14, then at Lazada it was 8.07, and finally at 

Tiktok Shop it was 2.46. Meanwhile, in the relationship between variables, 

namely between variablesadvertising expensewith sales through the t test, F 

test, and the correlation and coefficient of determination, the result is that 

the t and F tests both conclude thatvariableadvertising expensevery 

influential on sales as evidenced by the level of Sig. on the t test and F <0.05. 

While the magnitude of influencevariableadvertising expenseto sales was 

98.4%. 
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1. INTRODUCTION 

The phenomenon of increasing internet users is used by businesses for online marketing media. 

There are various types of online marketing that take advantage of the internet. In today's digital era, 

people are starting to switch to online shopping instead of conventional shopping. Shopping online will 

provide many benefits such as saving time, saving energy. In addition, according[1]Shopping can boost 

the country's economy. This is also supported by the good growth of companies in the country, which is 

indicated by the increase in sales of their products. The increase in sales was strongly influenced by 

several supporting operational costs, one of which was advertising expense arising from advertising 

activities or the introduction of their products. The more intensive the advertising of a product, the higher 

the sales of that product. Advertising can be done through exhibitions, sales from salesmen, or 

advertisements in online media[2]. 

According to[3]At this time many companies are starting to switch to online marketing through 

setting up online social networks, by creating company websites or product and marketing websites, 

placing advertisements or promotions online, and using email marketing or spam. In this study there are 

three main variables, namely sales, advertising expenses, and digital marketing platforms as online 

marketing media. Definitionp.ssales according[4]is the process of a seller satisfying the wants and needs 

of a buyer, and both parties benefit. Sales are defined as a process of meeting between sellers and buyers 

by providing benefits to each other with legal means of payment[5]. Meanwhile, according to advertising 

expense[6], is defined as the costs incurred by the company to introduce and sell its products to the 

public as the target consumer. Similar opinion from[7]that advertising expense is a business expense 

used to fulfill product sales promotions. Advertising in the current era is mostly done online, so using 

various online media to market the company's products, because it takes into account efficiency, 

effectiveness, and up-to-date. The media is in the form of a digital marketing platform. According 

to[8]Digital marketing platforms are software or online applications created with various features to help 

digital marketers manage buying and selling activities. 

PT Solomon Indo Global, which is engaged in selling skincare, took part in taking advantage of the 

rapid developmentdigital marketing platformsin the form of currently focused social media and 
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marketplaces such as Tiktok, Shopee, Lazada, and other similar platforms. This company has several 

types of products, but in this study the focus is on the Bromen brand. Bromen itself has two types of 

products, namely Bromen Brightening Soap and Brightening Serum. The following is a summary of 

Bromen product sales for the last 1 year on three marketing platforms (Tiktok, Shopee, Lazada). 

 
Figure 1. Total Bromen Turnover for the Period April 2022 – April 2023 

 

From the data above, it can be seen that sales on the Tiktok Shop platform are greater than the 

Shopee and Lazada platforms. For sales on the Tiktok Shop platform, it ranks first for a year at Rp. 

9,851,402,378, in second place is Shopee with a turnover of Rp. 512,205,600 for one year, and the last 

sale was on Lazada with a turnover of Rp. 230,791,026 over a one-year period. 

Several previous studies with almost the same theme were research from[9]explain that the Tiktok 

Shop and Influencer platforms can increase sales of Lippie Serum products. Research from[10]explained 

that advertisements on Instagram greatly affect sales because content on Instagram provides important 

information about the products being sold so that it influences customers to make purchases. Research 

from[11]shows that implementing marketing strategies through social media such as WhatsApp, 

Instagram, Shopee, and Tiktok Shop can increase sales turnover. Research result[12]also mentioned that 

digital platforms such as Shopee, Lazada, Tokopedia, Tiktok Shop, Facebook, Instagram, and WhatsApp 

can increase sales. This study raises the issue of comparing Bromen product sales to threedigital 

marketing platformsnamely Tiktok, Shopee, and Lazada based on advertising expenses, as well as the role 

of advertising expenses on product sales. Based on these problems, this research is intended to find out 

comparisons or comparisons[13]ROAS which is a comparison of product sales with advertising expenses 

and the role of advertising expenses on product sales. 

 

2. METHOD 

This research uses a quantitative type. Quantitative research method is research that contains 

numbers using data collection techniques in the field[27]. The definition is similar that quantitative 

research is research that presents data in the form of numbers or data from qualitative methods that are 

processed into numbers[28]. So, quantitative research is a type of research that focuses on the collection, 

analysis, and interpretation of numerical data with the aim of answering research questions.The variables 

of this research include Digital Marketing Platform, advertising expenses, and sales. The object chosen to 

carry out this research is profit and loss report data at PT Solomon Indo Global Surabaya for 2022 – 2023. 

The operationalization of this research starts with collecting data from the company, then proceed with 

the calculation of ROAS and comparison of sales of Bromen products based on advertising expenses from 

three digital marketing platforms (Tiktok, Shopee, and Lazada). Then proceed with analyzing the 

relationship between the advertising expenses variable and sales and the magnitude of the influence of 

the advertising expenses variable on sales using simple linear regression, followed by the t test, F test, 

and the coefficient of determination[29]. Linear regression calculation, t test and F test using SPSS version 

26[30]. The simple linear regression formula isY = α + βX. In the t test and F test, variablesadvertising 

expenseaffects the sales variable if the Significance value (Sig.) <0.05 or t count > t table (α/2 ; n – k – 1) 

and F count > F table (k ; n – k)[29]. 

 

3. RESULTS AND DISCUSSION 

The following is the calculation result of each ROAS on Tiktok, Shopee and Lazada in 2022 – 2023: 
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Table 1. ROAS on Shopee 

No. 
Period 

Digital MarketingShopee 

Sale Advertising expense ROAS 

1 April 2022 4,300,808 1,514,820 2.84 

2 May 2022 16,543,295 1,351,000 12.25 

3 June 2022 9,307,585 1,683,268 5.53 

4 July 2022 11,642,975 5,990,512 1.94 

5 August 2022 11,002,669 4,989,494 2,21 

6 September 2022 12,080,713 3,316,761 3.64 

7 October 2022 11,962,806 1,486,333 8.05 

8 November 2022 17,678,367 8,494,033 2.08 

9 December 2022 23,469,239 6,242,367 3.76 

10 January 2023 42,061,109 1,494,815 28,14 

11 February 2023 80,666,830 8,145,988 9.90 

12 March 2023 107,726,330 24,116,057 4.47 

13 April 2023 163,762,874 9,022,388 18,15 

Average 39,400,431 5,988,295 7,92 

Minimum 4,300,808 1,351,000 1.94 

Maximum 163,762,874 24,116,057 28,14 

  

Based on the results of table 1 data processing, it can be concluded that the ROAS calculation 

results experienced a significant increase in May 2022 and April 2023, especially in January 2023 of 28.14 

as the maximum value, which was supported by good sales which far exceeded advertising expense 

through platforms Shopee. This shows that consumer confidence in Bromen products is very attached in 

that month. 

 

Table 2. ROAS on Lazada 

No. Period 
Digital MarketingLazada 

Sale Advertising expense ROAS 

1 April 2022 1,082,430 1,514,820 0.71 

2 May 2022 505,754 1,351,000 0.37 

3 June 2022 2,020,541 1,683,268 1.20 

4 July 2022 814,400 5,990,512 0.14 

5 August 2022 208,340 4,989,494 0.04 

6 September 2022 682,308 3,316,761 0.21 

7 October 2022 1,806,650 1,486,333 1.22 

8 November 2022 4,189,016 8,570,333 0.49 

9 December 2022 7,622,229 2,741,667 2.78 

10 January 2023 40,427,652 6,312,215 6,40 

11 February 2023 50,850,137  6,300,438 8.07 

12 March 2023 71,268,664 9,798,257 7,27 

13 April 2023 49,312,905 9,791,688 5.04 

Average 17,753,156 4,911,291 2.61 

Minimum 208,340 1,351,000 0.04 

Maximum 71,268,664 9,798,257 8.07 

  

Based on table 2, the ROAS calculation results on the Lazada platform were only significantly good 

in February 2023, at 8.07 as the maximum value, and even that is lower than the Shopee platform. The 

Shopee platform is more trusted than Lazada for selling Bromen products. 

 

Table 3. ROAS on the Tiktok Shop 

No. Period 
Digital MarketingTik Tok Shop 

Sale Advertising expense ROAS 

1 April 2022 36,575,000 83,598,922 0.44 

2 May 2022 701,400,000 285,553,913 2.46 

3 June 2022 576,100,000 266,155,002 2,16 
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4 July 2022 571,900,000 247,735,675 2,31 

5 August 2022 404,600,000 237,639,911 1.70 

6 September 2022 382,200,000 242,416,683 1.58 

7 October 2022 706,300,000 382,250,773 1.85 

8 November 2022 758,100,000 431,144,024 1.76 

9 December 2022 759,465,515 396,756,779 1.91 

10 January 2023 824,259,938 380,887,851 2,16 

11 February 2023 1,147,399,350 589,173,564 1.95 

12 March 2023 1,334,280,843 715,185,707 1.87 

13 April 2023 1,648,821,732 887,752,333 1.86 

Average 757,800,183 395,865,472 1.85 

Minimum 36,575,000 83,598,922 0.44 

Maximum 1,648,821,732 887,752,333 2.46 

  

According to table 3, the ROAS calculation results on the Tiktok Shop platform were only very good 

in May 2022, at 2.46 as the maximum value. ROAS on the Tiktok shop platform is lower overall than on 

Shopee and Lazada. On this platform, the advertising expense is very large every month which results in 

an increase in sales of 0 to 2 times the advertising expense. 

Overall, the comparison of the three digital marketing platforms used by PT Solomon Indo Global 

from 2022 to 2023 through Shopee, Lazada and Tiktok Shop, has significant differences in terms of 

average, minimum and maximum ROAS. On average, the highest ROAS at Shopee was 7.92, followed by 

ROAS at Lazada at 2.61, and finally ROAS at Tiktok Shop at 1.85. 

The following analyzes the relationship between advertising expense and sales based on data from 

these two variables at Shopee, Lazada and Tiktok Shop. 

 

Table 4 Linear Regression and t Test 

Coefficientsa 

Model 

Unstandardized Coefficients 

t Sig. B 

1 (Constant) 17528372.288 1,711 095 

Advertising expense 1874 47,418 .000 

a. Dependent Variable: Sales 

  

Linear regression in table 4, the equation Y = is obtained17,528,372.288 + 1.874 X which means 

that at α it is 17,528,372.288 and if X = 0 (noadvertising expense), then Y (sales) increased by 

17,528,372.288. Next at β = 1.874, if X (advertising expense) increases by 1 unit, then Y (sales) increases 

by 1.874. Ont test in table 4, with the independent variable, advertising expense and the dependent 

variable, sales, obtained a significance level (Sig.) of 0.000 or less than 0.05, and the calculated t 

valueSignificance (Sig.) < 0.05 or t count > t table (α/2 ; n – k – 1). The t table value with coordinates 

(0.025; 37) is 2.026. So that t count (47,418) > t table (2,026). This means that variableadvertising 

expensevery influential on sales variables. The same result is proven by Table 5 of the following F test 

with the Sig. 0.000 < 0.05.F table (k ; n – k)produces coordinates (1; 38) of 4.098. SoF count (2248.505) > 

F table (4,098). Thus, it can be concluded that by means of the t test and F test, the advertising expense 

variable greatly influences the sales variable. 

 

Table 5 Test F 

ANOVAa 

Model Sum of Squares df F Sig. 

1 Regression 6679655854095025200,000 1 2248505 .000b 

residual 109916242150967872.000 37   

Total 6789572096245993500.000 38   

a. Dependent Variable: Sales 

b. Predictors: (Constant), Advertising expense 

   

Similar results in the t test are proven by Table 5 of the F test, with a Sig. 0.000 < 0.05.F table (k ; n 

– k)produces coordinates (1; 38) of 4.098. So that,F count (2248.505) > F table (4,098). So, it can be 
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concluded that by means of the t test and F test, the advertising expense variable is very influential on the 

sales variable. 

 

Table 6 Correlation and Coefficient of Determination 

Summary models 

Model R R Square 

1 .992a .984 

a. Predictors: (Constant), Advertising expense 

  

The magnitude of the correlation between the two variables is 0.992. While the magnitude of the 

influence of variable X (advertising expense)to Y (sales) is 0.984 or 98.4%. The rest is influenced by other 

factors. The results of this study are the same as the results of research from[9],[10],[11], And[12]. 

 

4. CONCLUSION 

This study uses ROAS as the basis for calculating sales compared toadvertising expenseon three 

digital marketing platforms (Tiktok, Shopee, and Lazada). The comparative results of ROAS calculations 

on the three platforms show that there are significant differences in terms of the average and maximum 

ROAS values. On average, the highest ROAS at Shopee was 7.92, followed by ROAS at Lazada at 2.61, and 

finally ROAS at Tiktok Shop at 1.85. Likewise with the highest maximum ROAS value at Shopee of28.14, 

then at Lazada it was 8.07, and finally at Tiktok Shop it was 2.46. Meanwhile, in the relationship between 

variables, namely between variablesadvertising expensewith sales through the t test, F test, and the 

correlation and coefficient of determination, the result is that the t and F tests both conclude 

thatvariableadvertising expensevery influential on sales as evidenced by the level of Sig. on the t test and 

F <0.05. While the magnitude of the correlation between variables is 99.2% and the magnitude of the 

influencevariableadvertising expenseto sales was 98.4%. 

 

REFERENCE 

[1] D. Damarjati, “detikNews, Kamis 27 Februari 2023 Jokowi : Sekarang Kita Dorong Masyarakat 

untuk Belanja, Bukan Hemat !,” 2023. 

[2] M. Echsanullah and A. Wulandari, “Pameran, personal selling dan iklan media online dalam 

mendorong penjualan property,” J. Pengemb. Wiraswasta, vol. 20, no. 3, pp. 171–182, 2018. 

[3] G. Amstrong and K. Philip, “Dasar-dasar pemasaran,” Jilid I, Alih Bhs. Alexander Sindoro dan 

Benyamin Molan. Jakarta Penerbit Prenhalindo, 2012. 

[4] R. F. Ahmad and N. Hasti, “Sistem Informasi Penjualan Sandal Berbasis Web,” J. Teknol. Dan Inf., vol. 

8, no. 1, pp. 67–72, 2018. 

[5] A. Selay et al., “Sistem Informasi Penjualan,” KARIMAH TAUHID, vol. 2, no. 1, pp. 232–237, 2023. 

[6] A. P. Romadhina, “Pengaruh Beban Iklan Dan Intensitas Persediaan Terhadap Agresivitas Pajak,” J. 

Econ. Manag. Sci., vol. 2, no. 1, pp. 1–13, 2019. 

[7] C. Riady and Y. J. Christiawan, “Aktivitas Manajemen Laba Melalui Pos Advertising Expense,” Bus. 

Account. Rev., vol. 5, no. 1, pp. 25–36, 2017. 

[8] Zoho, “Apa yang dimaksud dengan platform pemasaran?,” Marketing Plus, 2023. 

[9] S. A. I. Dwiyanti and A. I. Fitri, “Efektivitas Media Tiktok Dan Influencer Mendongkrak Penjualan 

Lippie Serum Raecca Dipandemi Covid19,” J. Ekon. dan Bisnis (EK dan BI), vol. 4, no. 1, pp. 345–

353, 2021. 

[10] S. Sabita, “PENGARUH DIGITAL MARKETING: HARGA, IKLAN, DAN PROMOSI PENJUALAN 

TERHADAP KEPUTUSAN PEMBELIAN KONSUMEN E-COMMERCE SHOPEE DI JAKARTA DI ERA 

REVOLUSI INDUSTRI 4.0.” Sekolah Tinggi Ilmu Ekonomi Indonesia Jakarta, 2022. 

[11] A. M. Pratiwi and A. Rohman, “PENERAPAN STRATEGI DIGITAL MARKETING DALAM 

MENINGKATKAN OMSET DENGAN PENDEKATAN ANALISIS SWOT PERSPEKTIF MARKETING 

SYARIAH PADA TOKO FIHADAESSIE SURABAYA,” Jesya (Jurnal Ekon. dan Ekon. Syariah), vol. 6, no. 

1, pp. 881–898, 2023. 

[12] D. Masita and E. Haryati, “Pemberdayaan Usaha Mikro Melalui Inovasi Platform Digital di 

Kabupaten Sidoarjo Pada Masa Pandemi Covid-19,” Soetomo Adm. Publik, vol. 1, no. 1, pp. 61–80, 

2023. 

[13] A. N. Qurochma, “Komparasi Metode Kalkulasi Nilai Tambah Pada Laporan Keuangan PT. Mayora 

Indah Tbk.,” J. Pamator J. Ilm. Univ. Trunojoyo, vol. 12, no. 2, pp. 128–132, 2019. 

[14] R. K. Muljono, Digital Marketing Concept. Gramedia Pustaka Utama, 2018. 



 

http://ejournal.seaninstitute.or.id/index.php/Ekonomi 

Jurnal Ekonomi, Volume 12, No 03, 2023 

ISSN: 2301-6280 (print) ISSN: 2721-9879 (online) 
 

 

Comparison Of Sales Effectiveness Of Bromen Products On Digital Marketing Platforms Based On Advertising 

Expense.  Ndorifah, et.al 

1696 

[15] A. E. Y. Wibawa, “Implementasi Platform Digital Sebagai Media Pembelajaran Daring Di Mi 

Muhammadiyah PK Kartasura Pada Masa Pandemi Covid-19,” Berajah J., vol. 1, no. 2, pp. 76–84, 

2021. 

[16] Shopee.co.id, “Shopee.co.id,” 2023. 

[17] Lazada, “Lazada.co.id,” 2023. https://www.lazada.co.id/ 

[18] F. Reza, “Strategi promosi penjualan online lazada. co. id,” J. Kaji. Komun., vol. 4, no. 1, pp. 63–74, 

2016. 

[19] R. Marini, “Pengaruh Media Sosial Tik Tok Terhadap Prestasi Belajar Peserta Didik Di Smpn 1 

Gunung Sugih Kab. Lampung Tengah.” UIN Raden Intan Lampung, 2019. 

[20] A. Shiratina, D. R. Indika, I. Komariyah, D. Kania, and E. H. Solihin, “Pemasaran Online Melalui 

Penerapan Iklan Secara Digital,” J. Sains Manaj., vol. 2, no. 1, pp. 15–23, 2020. 

[21] A. V. Tusanputri and A. Amron, “Pengaruh iklan dan program gratis ongkir terhadap keputusan 

pembelian,” in Forum Ekonomi, 2021, pp. 632–639. 

[22] C. Anwar, “Pengaruh Biaya Iklan dan Biaya Penjualan Personal Terhadap Nilai Penjualan pada PT. 

Telekomunikasi Indonesia, Tbk.,” J. Akunt. dan Keuang., vol. 6, no. 1, 2015. 

[23] A. R. Riswaya, “Sistem Penjualan Tunai Dan Kredit Property Di PT Sanggraha Property,” J. Comput. 

Bisnis, vol. 7, no. 2, pp. 106–116, 2013. 

[24] A. N. Qurochman, “The Influence Of Debt On Profitability With Firm Size And Sales Growth As 

Control Variables,” J. Mantik, vol. 6, no. 2, pp. 2463–2470, 2022. 

[25] H. Moon et al., “Return on Advertising Spend Prediction with Task Decomposition-Based LSTM 

Model,” Mathematics, vol. 10, no. 10, p. 1637, 2022. 

[26] M. J. Shoddiq, “Efektifitas Promosi melalui Instagram dan Facebook terhadap Volume Penjualan,” 

Keizai, vol. 3, no. 1, pp. 69–80, 2022. 

[27] A. F. Djollong, “Tehnik Pelaksanaan Penelitian Kuantitatif,” Istiqra J. Pendidik. Dan Pemikir. Islam, 

vol. 2, no. 1, 2014. 

[28] U. Nugroho, Metodologi penelitian kuantitatif pendidikan jasmani. Penerbit CV. Sarnu Untung, 

2018. 

[29] I. Jatimustiko, A. N. Qurochman, and H. Wahyudi, “PERANAN PERILAKU KERJA KARYAWAN 

TERHADAP AKTIVITAS MANAJEMEN PERSEDIAAN BARANG,” Competence J. Manag. Stud., vol. 17, 

no. 1, pp. 83–91, 2023. 

[30] R. A. Pratiwi and A. N. Qurochman, “THE EFFECT OF AUDITOR’S WORK EXPERIENCE, AUDITOR’S 

EXPERTISE AND EMOTIONAL INTELLIGENCE ON AUDITOR PERFORMANCE AT PUBLIC 

ACCOUNTING OFFICE IN SURABAYA,” J. Mantik, vol. 6, no. 2, pp. 1262–1268, 2022. 

 

 


