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ABSTRAK 

Meningkatnya persaingan dalam industri kosmetik menuntut perusahaan untuk menerapkan 

strategi pemasaran yang efektif, salah satunya melalui kegiatan promosi guna menarik minat 

konsumen dan meningkatkan keputusan pembelian. Sebagai salah satu merek kosmetik halal di 

Indonesia, Wardah secara konsisten melaksanakan berbagai bentuk promosi, namun sejauh mana 

kegiatan promosi tersebut memengaruhi keputusan pembelian konsumen di Prama Banjaran masih 

perlu dikaji lebih lanjut. Oleh karena itu, penelitian ini bertujuan untuk mengetahui, menganalisis, dan 

menjelaskan pengaruh promosi terhadap keputusan pembelian kosmetik Wardah di Prama Banjaran. 

Penelitian ini menggunakan metode kuantitatif dengan pendekatan asosiatif. Analisis data di 

lakukan melalui analisis deskriptif, pengujian instrumen penelitian, uji asumsi klasik, analisis regresi 

linier sederhana, uji koefisien determinasi (R
2
), dan uji hipotesis secara parsial (uji t). Unit analisis 

dalam penelitian ini adalah konsumen Wardah di Prama Banjaran. Data primer diperoleh melalui 

penyebaran kuesioner berskala likert kepada 96 responden yang di pilih dengan menggunakan teknik 

non probability sampling melalui metode purposive sampling. 

Hasil penelitian menunjukan bahwa konsumen Wardah di Prama Banjaran yang di dominasi oleh 

responden perempuan yang berusia 21-25 tahun dan sebagian besar berstatus sebagai Mahasiswa. 

Hasil analisis regresi linier sederhana menghasilkan persamaan Y = 1,444 + 0,768X. Berdasarkan hasil 

uji t, diperoleh nilai t hitung sebesar 0,000 yang lebih kecil dari 0,05. Hal tersebut menunjukan bahwa 

promosi berpengaruh positif dan signifikan terhadap keputusan pembelian. Selanjutnya, hasil uji 

koefisien determinasi menunjukan nilai R Square sebesar 0,742, yang berarti bahwa variabel promosi 

mampu menjelaskan variasi keputusan pembelian sebesar 74,2%, sedangkan sisanya dipengaruhi oleh 

faktor lain di luar penelitian. 

Berdasarkan temuan penelitian, pihak Prama Banjaran disarankan untuk terus meningkatkan 

efektivitas kegiatan promosi melalui penyusunan program promosi yang lebih kreatif dan inovatif serta 

mengoptimalkan pemanfaatan media digital sebagai sarana komunikasi pemasaran. Selain itu, Beauty 

Advisor (BA) diharapkan dapat lebih aktif dalam memberikan informasi dan edukasi mengenai produk 

kepada konsumen sehingga mampu meningkatkan minat dan mendorong keputusan pembelian 

kosmetik Wardah di Prama Banjaran. 

Kata Kunci: Promosi, Keputusan Pembelian 
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ABSTRACT 

Increasing competition in the cosmetics industry requires companies to implement effective 

marketing strategies, one of which is through promotional activities aimed at attracting consumer 

interest and influencing purchasing decisions. As one of Indonesia’s halal cosmetics brands, Wardah 

consistently carries out various promotional activities; however, the extent to which these activities 

influence consumer purchasing decisions at Prama Banjaran still needs to be further examined. 

Therefore, this study aims to identify, analyze, and explain the influence of promotions on purchasing 

decisions for Wardah cosmetics at Prama Banjaran. 

This study employs a quantitative method with an associative approach. Data analysis was 

conducted through descriptive analysis, validation of research instruments, testing of classical 

assumptions, simple linear regression analysis, the coefficient of determination (R²) test, and partial 

hypothesis testing (t-test). The unit of analysis in this study is consumers of Wardah at Prama 

Banjaran. Primary data were obtained by distributing Likert-scale questionnaires to 96 respondents 

selected using non-probability sampling via purposive sampling. 

The results of the study show that consumers of Wardah at Prama Banjaran are predominantly 

female respondents aged 21–25, most of whom are college students. The results of the simple linear 

regression analysis yielded the equation Y = 1,444 + 0,768X. Based on the t-test results, the calculated 

t-value was 0.000, which is less than 0.05. This indicates that promotion has a positive and significant 

effect on purchasing decisions. Furthermore, the results of the coefficient of determination test show 

an R-squared value of 0,742, meaning that the promotion variable explains 74,2% of the variation in 

purchasing decisions, while the remainder is influenced by other factors outside the scope of this 

study. 

Based on the research findings, Prama Banjaran is advised to continue improving the effectiveness 

of its promotional activities by developing more creative and innovative promotional programs and 

optimizing the use of digital media as a marketing communication tool. In addition, Beauty Advisors 

(BAs) are expected to be more active in providing information and education about products to 

consumers, thereby increasing interest and encouraging the purchase of Wardah cosmetics at Prama 

Banjaran. 

Keywords: Promotion, Purchase Decision 
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