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PENGARUH SALES PROMOTION TERHADAP CONSUMER LOYALTY  

(Studi pada Brand Chatime Indonesia) 

 

 

Raden Ajeng Intan Puspita Ayu 

 

 

 

ABSTRAK 

 

 

Persaingan bisnis yang ketat menuntut perusahaan untuk melakukan strategi 

komunikasi yang baik dengan pelanggannya, salah satunya dengan cara melakukan 

Sales Promotion, mengingat bahwa pelanggan merupakan aset penting bagi sebuah 

perusahaan. Pada era modern seperti saat ini, banyak waralaba lokal maupun 

internasional di bidang industri makanan dan minuman sudah menjamur di 

Indonesia sehingga menciptakan sebuah fenomena baru, yaitu fenomena minum 

boba. Chatime sebagai brand no. 1 yang paling dikenal di Indonesia menurut Top 

Brand Award tahun 2019, telah melakukan berbagai alat dari Sales Promotion, 

seperti coupons, premiums, contest and sweeptakes, refunds and rebates, bonus 

packs dan price-offs. Chatime melakukan program Sales Promotion tersebut karena 

semakin banyak munculnya merek baru yang bergerak dibidang penjualan 

minuman boba. Maka, penting bagi Chatime untuk melakukan program tersebut 

guna bertahan pada persaingan yang kompetitif. Penelitian ini adalah penelitian 

kuantitatif dengan metode survei. Populasi pada penelitian ini adalah pelanggan 

Chatime yang pernah membeli dan mengonsumsi produk Chatime. Pengambilan 

sampel menggunakan teknik purposive sampling dengan jumlah sampel sebanyak 

127 orang. Teknik analisis data yang digunakan untuk adalah regresi linear 

berganda. Hasil penelitian ini menunjukkan bahwa coupons, contest and 

sweeptakes dan bonus packs berpengaruh positif dan signifikan terhadap consumer 

loyalty sedangkan premiums, refunds and rebates, dan price-offs tidak berpengaruh 

positif dan signifikan terhadap consumer loyalty. Hal ini juga sesuai dengan teori 

Product Life Cycle dimana Chatime yang berada pada tahap maturity perlu 

melakukan promosi penjualan seperti pengurangan harga/kupon dan kontes dan 

tidak perlu lagi melakukan premiums, refunds and rebates, dan price-offs. 

 

Kata Kunci : Sales Promotion, Consumer Loyalty 
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THE EFFECT OF SALES PROMOTION ON CONSUMER LOYALTY  

(Study of Brand Chatime Indonesia) 

 

 

Raden Ajeng Intan Puspita Ayu 

 

 

 

ABSTRACT 

 

 

Tight business competition requires companies to carry out good communication 

strategies with their customers, one of which is by doing Sales Promotion, 

considering that customers are an important asset for a company. In this modern 

era, many local and international franchises in the food and beverage industry have 

mushroomed in Indonesia, creating a new phenomenon, namely the phenomenon 

of drinking boba. Chatime as brand no. One of the best known in Indonesia 

according to the 2019 Top Brand Award, has carried out various tools from Sales 

Promotion, such as coupons, premiums, contests and sweeptakes, refunds and 

rebates, bonus packs and price-offs. Chatime carried out the Sales Promotion 

program because more and more new brands were emerging in the field of selling 

boba drinks. So, it is important for Chatime to carry out the program in order to 

survive in competitive competition. This research is a quantitative research with a 

survey method. The population in this study are Chatime customers who have 

bought and consumed Chatime products. Sampling using purposive sampling 

technique with a sample size of 127 people. The data analysis technique used is 

multiple linear regression. The results of this study indicate that coupons, contests 

and sweeptakes and bonus packs have a positive and significant effect on consumer 

loyalty, while premiums, refunds and rebates, and price-offs have no positive and 

significant effect on consumer loyalty. This is also in accordance with the Product 

Life Cycle theory where Chatime, who is at the maturity stage, needs to carry out 

sales promotions such as price reductions / coupons and contests and no longer 

needs to do premiums, refunds and rebates, and price-offs. 

 

Keywords : Sales Promotion, Consumer Loyalty 
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