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PENGARUH SALES PROMOTION TERHADAP 
LOYALITAS PELANGGAN MELALUI 

IMPULSE BUYING PADA  
BRAND MAKEUP Y.O.U  

 
 (Hanna Latifani) 

ABSTRAK 
 

Pada saat ini tren belanja kosmetik semakin berkembang dan memiliki banyak 
peminat. Hal tersebut memunculkan persaingan yang ketat antar sesama brand 
kecantikan. Peluang paling efektif dalam memenangkan hati pelanggan adalah 
promosi. Y.O.U menggunakan alat promosi menarik, seperti sampling, free gift 
with purchase, dan discounting. Namun, adanya promosi juga dapat menyebabkan 
pelanggan memiliki perilaku impulse buying dan berakhir pada loyalitas pelanggan. 
Penelitian ini memiliki tujuan untuk mengetahui pengaruh sales promotion 
terhadap loyalitas pelanggan melalui impulse buying pada brand makeup Y.O.U. 
Penelitian ini menggunakan tiga konsep, yaitu sales promotion, impulse buying, 
dan loyalitas pelanggan serta teori perilaku konsumen. Riset ini juga memakai 
pendekatan kuantitatif dengan jenis penelitian eksplanatif. Pengumpulan data 
menggunakan kuesioner yang disebarkan kepada 300 responden dengan teknik 
purposive sampling dari pelanggan brand makeup Y.O.U di Toko Tifana Kosmetik 
Tangerang. Metode analisa yang digunakan adalah uji path analysis dikarenakan 
memiliki variabel mediasi. Hasil penelitian menunjukkan bahwa sales promotion 
memiliki pengaruh langsung terhadap loyalitas pelanggan sebesar 0,199. 
Selanjutnya, untuk pengaruh tidak langsung sales promotion terhadap loyalitas 
pelanggan melalui impulse buying sebesar 0,397. Maka, dapat disimpulkan bahwa 
pengaruh tidak langsung lebih besar dibandingkan pengaruh langsung sehingga 
impulse buying sebagai variabel mediasi memiliki peran yang kuat dalam penelitian 
ini. 
 

 

Kata Kunci: Brand Y.O.U, Impulse Buying, Loyalitas Pelanggan, Perilaku 

Konsumen, Sales Promotion 
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THE EFFECT OF SALES PROMOTION ON CUSTOMER 
LOYALTY THROUGH IMPULSE BUYING  

ON MAKEUP BRAND Y.O.U 

  

(Hanna Latifani) 

 

ABSTRACT 
 

At this time the trend of shopping for cosmetics is growing and has many 
enthusiasts. This gives rise to intense competition between fellow beauty brands. 
The most effective opportunity to win customers' hearts is promotion. Y.O.U uses 
attractive promotional tools, such as sampling, free gift with purchase, and 
discounting. However, promotions can also cause customers to have impulse 
buying behavior and end up customer loyalty. This study aims to determine the 
effect of sales promotion on customer loyalty through impulse buying on the Y.O.U 
makeup brand. This study uses three concepts, namely sales promotion, impulse 
buying, customer loyalty, and the theory of consumer behavior. This research also 
uses a quantitative approach with the type of explanatory research. Collecting data 
using a questionnaire distributed to 300 respondents with a purposive sampling 
technique from customers of the Y.O.U makeup brand at Tifana Kosmetik Store 
Tangerang. The analytical method used is the path analysis test because it has a 
mediating variable. The results showed that sales promotion had a direct effect on 
customer loyalty of 0.199. Furthermore, the indirect effect of sales promotion on 
customer loyalty through impulse buying is 0.397. So, it can be concluded that the 
indirect effect is greater than the direct effect so impulse buying as a mediating 
variable has a strong role in this study. 

 

Keywords: Brand Y.O.U, Consumer Behavior, Customer Loyalty, Impulse Buying, 

Sales Promotion 
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