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ABSTRAK 

 

Biasanya pemasaran dilakukan secara offline seperti dari mulut ke  mulut tetapi 

karena adanya perkembangan jaman era digital sekarang pemasaran dilakukan 

secara online melalui e-Commerce. Seperti skincare Ulthyme yang merupakan salah 

satu kebutuhan terpenting perempuan dimana skincare banyak juga dipasarkan di e-

Commerce. Salah satu ide yang terpenting dalam strategi pemasaran adalah loyalitas 

merek. Untuk mengetahui brand loyalitas skincare ulthyme dilakukannya integrated 

marketing communactions dengan promotion mix seperti, Advertising, Direct 

Marketing, Internet Marketing, Public Relation, Sales Promotion serta Personal 

selling dengan metode penelitian kualitatif deskriptif.Hasil peneliti menjelaskan 

bahwa skincare ulthyme menggunakan bauran promotion mix untuk meningkatkan 

hasil penjualan serta kecenderungan konsumen untuk melakukan pembelian secara 

berulang. Seperti pemasangan advertising online dan offline, menggunakan direct 

marketing melalui whatsapp dengan broadcast pesannya, menggunakan sales 

promotion seperti mengadakan promo dan mengendorse influencer, menggunakan 

public relation untuk menciptakan citra positif ulthyme, lalu menggunakan internet 

marketing agar ulthyme diketahui khalayak luas serta menggunakan personal selling 

agar penjualan produk meningkat  

Kata Kunci : IMC, Promotion Mix, Skincare, e-Commerce 
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ABSTRACT 

 

Usually marketing is done offline such as word of mouth but due to the development 

of the digital era now marketing is done online through e-Commerce. Like Ulthyme 

skincare which is one of the most important needs of women where many skincare 

products are also marketed in e-Commerce. One of the most important ideas in 

marketing strategy is brand loyalty. To find out the loyalty of the Ulthyme skincare 

brand, marketing communications are integrated with the promotional mix such as 

Advertising, Direct Marketing, Internet Marketing, Public Relations, Sales Promotion 

and Personal Selling with descriptive qualitative research methods. The results of the 

research explain that Ulthyme skincare uses a promotion mix to increase sales results 

and the tendency of consumers to make repeated purchases. Such as installing online 

and offline advertising, using direct marketing via WhatsApp with broadcast 

messages, using sales promotions such as holding promos and endorsing influencers, 

using public relations to create a positive image of Ulthyme, then using internet 

marketing so that Ulthyme is known to a wide audience and using personal selling so 

that sales product increases 

Keywords: IMC, Promotion Mix, Skin Care, e-Commerce
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