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ABSTRACT
This intensive degree of price promotion, brand image and impulse purchase be-havior an example costume industry. The main
purpose of 1. price promotion on brand image. 2. price promotion on brand image. 3. price promotion on brand image and
im-pulse purchase behavior. The results of this study acquires conclusion: 1. The price promotion (direct price cuts, purchase
incentives) has positive signifi-cant effect to brand image. But price promotion of products with dimensions in less than significant
level is not supported. 2. The price promotion has positive significant effect to impulse purchase behavior. But price promotion of
products and brand image with dimensions in less than signifi-cant level is not supported. 3. The price promotion has positive
significant effect to brand image and impulse purchase behavior.
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