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Purpose of the study: This study aims to analyze the influence of promotion,
price, and product quality on the purchasing decisions for Scarlett Whitening
products in Banda Aceh. A key objective is to identify which of these three
factors exerts the most dominant effect on consumer behavior in this regional
context.

Methodology: Employing a quantitative explanatory design, data were collected
via a survey. A structured questionnaire was distributed to 100 consumers
selected through purposive sampling. Multiple linear regression analysis was
performed using IBM SPSS Statistics 25. Prior to hypothesis testing, instrument
validity and reliability were confirmed, and classical assumption tests
(normality, multicollinearity, heteroscedasticity) were conducted to ensure the
robustness of the regression model.

Main Findings: The results confirm that promotion, price, and product quality

each have a positive and significant partial effect on purchasing decisions.
Product quality is identified as the most influential variable. Simultaneously, the
three variables significantly affect consumer decisions (F(3, 96) = 54.78, p <
.001), with the model explaining 62% of the variance in purchase behavior (R?
=.62).

Novelty/Originality of this study: This study contributes to the marketing
literature by empirically establishing a hierarchy of marketing mix effectiveness
for a fast-moving consumer goods (FMCG) cosmetic brand in an emerging
regional market. It specifically highlights the paramount importance of product
quality over price and promotion in driving consumer loyalty within the local
context of Banda Aceh, offering nuanced insights for localized brand strategy.
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1. INTRODUCTION

The rapid development of the cosmetic industry in Indonesia reflects a growing consumer demand for
self-care and beauty products [1]-[3]. The increase in public awareness regarding personal appearance and hygiene,
especially among young adults, has encouraged the expansion of various local and international cosmetic brands.
One of the most successful domestic brands is Scarlett Whitening, which has managed to build a strong market
presence through aggressive promotion and diverse product lines [4], [5]. The competition in the cosmetic industry
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requires each company to implement effective marketing strategies involving promotion, pricing, and product
quality to influence consumer purchasing decisions [6], [7]. These elements form the essential components of the
marketing mix that determine whether a brand can attract and retain its customers.

Purchasing decisions are influenced by both psychological and external factors. Consumers today are
more rational and selective in choosing beauty products that meet their needs, budget, and expectations. The
concept of consumer behavior explains that the decision-making process involves evaluating product attributes
such as quality, price, and brand reputation before making a purchase [8]. Therefore, marketing strategies must be
able to address consumers’ expectations while creating emotional and functional value. Scarlett Whitening, as a
brand that positions itself in the middle market segment, competes not only on price affordability but also on
product benefits and marketing innovation, which include social media engagement and influencer-based
promotion [9].

Promotion has become one of the dominant factors influencing consumer decisions in the digital era.
According to Heri Isnaini dkk [10], promotion is a communication process used by companies to inform, persuade,
and remind consumers about their products. Scarlett Whitening effectively utilizes digital marketing platforms
such as Instagram, TikTok, and Shopee to reach a wider audience. This promotional strategy creates brand
awareness and encourages purchase intention through consistent messaging and visual appeal. However, while
promotion may attract attention, the final purchasing decision also depends heavily on the perceived value of the
product in terms of quality and price.

Product quality plays a crucial role in shaping consumer trust and satisfaction. As suggested by
Damayanti [11], quality is the ability of a product to meet or exceed consumer expectations. In the context of
beauty products, quality includes the effectiveness of ingredients, safety for skin types, packaging design, and
sensory appeal. Scarlett Whitening is perceived to offer high-quality products that deliver visible results, which
strengthens brand loyalty among its users. Price, on the other hand, serves as a key indicator of product value.
According to Safari [12], price is the amount of money charged for a product or service and represents what
consumers give up in exchange for its benefits. A balance between affordable pricing and high product
performance can significantly influence consumers’ purchasing decisions

Based on the above considerations, this study aims to examine the influence of promotion, price, and
product quality on consumer purchasing decisions for Scarlett Whitening products in Banda Aceh. The novelty of
this research lies in integrating these three variables to identify which factor most strongly drives consumer
behavior within a localized context [13]. Previous studies have generally analyzed these variables separately or in
different industries, while this research provides a comprehensive empirical model applicable to the beauty sector.
The findings are expected to contribute to marketing strategy development, particularly for domestic cosmetic
brands seeking to enhance competitiveness in Indonesia’s growing beauty market [14], [15].

Previous studies indicate that promotion, price, and product quality influence purchasing decisions;
however, most research has examined these variables partially rather than in an integrated manner. For instance,
research by Soetanto [16] highlights the significant role of promotion in shaping consumer purchase intentions
through effective marketing communication, yet it does not comprehensively relate promotion to price and product
quality within a unified model. Furthermore, Ratri [17] emphasizes that product quality is a key determinant in
achieving customer satisfaction and influencing purchasing decisions, but this perspective does not fully
incorporate the role of evolving digital promotion strategies. Meanwhile, Maharani [18] explain that price serves
as a crucial factor in consumer decision-making due to its association with perceived value; however, it is often
analyzed separately from promotion and product quality. In addition, several empirical studies in Indonesia tend
to focus on different sectors or non-specific regions, resulting in a lack of comprehensive understanding of
consumer behavior in the local cosmetic industry. Therefore, a research gap remains in studies that integrate
promotion, price, and product quality simultaneously within a single empirical model, particularly in the context
of local beauty product consumers.

The novelty of this research lies in the integration of three main variables: promotion, price, and product
quality, into one comprehensive analytical model to examine consumer purchasing decisions for Scarlett
Whitening products [19]. This research not only examines the influence of each variable but also identifies the
most dominant factors influencing consumer decisions within the context of the local cosmetics industry.
Furthermore, this research was conducted in a specific region, namely Banda Aceh, thus providing a deeper
contextual contribution to the understanding of consumer behavior in this area, a previously understudied area.

The results of this research are expected to provide practical and theoretical implications. Practically, the
research findings can serve as a basis for cosmetics companies, particularly local brands, in formulating more
effective marketing strategies by balancing digital promotion, pricing, and product quality improvement.
Theoretically, this research enriches the study of consumer behavior by presenting an empirical model that
integrates key variables in the marketing mix, thus serving as a reference for further research in the field of
marketing and the beauty industry.

The urgency of this research is based on the rapid growth of the cosmetics industry in Indonesia,
accompanied by increasing competition between brands, both local and international. In this environment,
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companies are required to deeply understand the factors influencing consumer purchasing decisions in order to
survive and thrive. Furthermore, changes in consumer behavior, which are increasingly critical and selective in
the digital era, require marketing strategies based on data and empirical analysis. Therefore, this research is crucial
to provide a more comprehensive understanding of the key factors influencing purchasing decisions, particularly
for local cosmetic products like Scarlett Whitening.

2. RESEARCH METHOD

This study applies a quantitative descriptive design to analyze the influence [20] of promotion, price, and
product quality on purchasing decisions of Scarlett Whitening products in Banda Aceh. The research was
conducted systematically following a chronological sequence that began with problem identification, literature
review, instrument development, data collection, and statistical analysis. The main objective was to determine how
each independent variable (promotion, price, and product quality) affects the dependent variable (purchasing
decision), both partially and simultaneously.

The population in this research comprised consumers who have purchased or used Scarlett Whitening
products in Banda Aceh. Using the Slovin formula with a 10% margin of error, a total of 100 respondents were
selected through purposive sampling to ensure that participants had direct purchasing experience. Data were
collected using a structured questionnaire consisting of statements measured on a five-point Likert scale, ranging
from “strongly disagree” (1) to “strongly agree” (5). The instrument was tested for validity and reliability using
the Cronbach’s Alpha coefficient, where values greater than 0.70 indicate reliable measurement.

The multiple regression model used in this study is formulated as:

Y = a+ ,31X1 +32X2+‘83X3 +E (1)
where Y= Purchasing Decision, X;= Promotion, X,= Price, X3= Product Quality, a= constant, ;, 5,, B5=
regression coefficients, and €= error term.

The descriptive results of respondents’ responses for each variable are presented in Table 1.

Table 1. Summary of Respondents’ Perceptions on Research Variables

Variable Category | Percentage (%)
Promotion Good 41.0
Price Affordable 38.5
Product Quality High 46.8
Purchasing Decision | Positive 44.2

The research procedure followed a systematic algorithm beginning with the definition of research
objectives and the development of a conceptual framework based on relevant literature. Variables were identified,
consisting of promotion (X1), price (X2), product quality (X3), and purchasing decision (Y). A structured
questionnaire was then designed and tested through a pilot study to ensure its validity. Data collection was
conducted by distributing questionnaires to respondents, after which data coding, screening, and descriptive
analysis were performed. Classical assumption tests, including normality, multicollinearity, and
heteroskedasticity, were carried out to confirm model accuracy. Multiple linear regression analysis was then
executed using IBM SPSS Statistics version 25 to evaluate partial effects through the t-test and simultaneous
effects through the F-test. Finally, the regression coefficients were interpreted to identify the most dominant
variable influencing consumer purchasing decisions [21].

3. RESULTS AND DISCUSSION

This section presents the findings of the study along with a comprehensive discussion. The analysis
includes instrument validity and reliability tests, descriptive statistics, classical assumption testing, multiple linear
regression, and interpretation of results (t-test, F-test, and R?). The presentation of results is supported by tables
and equations to enhance readers’ understanding.

3.1. Instrument Testing and Descriptive Statistics

The research variables consist of Promotion (X1), Price (X2), Product Quality (X3), and Purchasing
Decision (Y), each measured using multiple items on a five-point Likert scale (1 = strongly disagree to 5 =
strongly agree). The reliability test using Cronbach’s Alpha produced values of 0.82 (Promotion), 0.78 (Price),
0.87 (Product Quality), and 0.84 (Purchasing Decision), all exceeding the 0.70 threshold, confirming that the
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questionnaire was reliable [22]. The validity test showed all item—total correlations greater than 0.30, meaning
all items were valid and suitable for analysis.

Descriptive results (n = 100) revealed mean scores of 3.92 for Promotion (SD = 0.56), 3.68 for Price
(SD =0.61), 4.05 for Product Quality (SD = 0.49), and 3.94 for Purchasing Decision (SD = 0.53). These values
indicate that respondents generally expressed positive perceptions of the brand’s promotion, price, and product
quality.

Table 2. Reliability, Validity, and Descriptive Statistics of Variables (N=100)

Variable a Validity M SD
Promotion (X1) 0.82 >0.30 3.92 0.56
Price (X2) 0.78 >0.30 3.68 0.61
Product Quality (X3) 0.87 >0.30 4.05 0.49
Purchasing Decision (Y) 0.84 >0.30 3.94 0.53

3.2. Classical Assumption Testing

Before regression analysis, classical assumptions were tested. The Kolmogorov—Smirnov test (p = 0.087)
and the P—P plot confirmed that residuals were normally distributed. The Variance Inflation Factor (VIF) ranged
from 1.12 to 1.56, indicating no multicollinearity problem. The Glejser test and scatterplot examination showed
no heteroskedasticity, suggesting homoscedastic residuals. Thus, the regression model satisfied the assumptions
required for multiple linear regression analysis. A rigorous examination of classical assumptions was undertaken
prior to regression analysis to validate the fundamental statistical prerequisites of the multiple linear regression
model. This diagnostic process is essential for ensuring the accuracy, reliability, and generalizability of the
estimated coefficients and their corresponding significance tests. The results conclusively demonstrate that all
critical assumptions have been satisfactorily met.

The normality of residuals, a prerequisite for valid inference testing, was assessed through both graphical
and statistical methods. A visual inspection of the Normal P-P Plot revealed that the standardized residuals aligned
closely with the expected diagonal line, indicating no substantial deviation from a normal distribution. This visual
evidence was statistically corroborated by the Kolmogorov-Smirnov test, which yielded a non-significant p-value
0f 0.087 (p > 0.05). This result provides formal statistical confirmation that the distribution of error terms does not
significantly differ from normality, thereby safeguarding the integrity of subsequent t-tests and F-tests applied to
the regression coefficients. To address the potential issue of multicollinearity where high intercorrelations among
independent variables can distort parameter estimates and inflate standard errors the Variance Inflation Factor
(VIF) was calculated for each predictor. The obtained VIF values ranged from 1.12 to 1.56, all falling well below
the conservative threshold of 5.0 and remarkably close to the ideal value of 1.0. This indicates that while the
variables of Promotion, Price, and Product Quality are conceptually related as components of the marketing mix,
they maintain sufficient statistical independence within this dataset. The absence of problematic multicollinearity
ensures that the estimated regression coefficients are stable and that the unique contribution of each independent
variable to the purchasing decision can be interpreted with clarity and confidence.

Furthermore, the assumption of homoscedasticity the requirement that the variance of residuals remains
constant across all levels of the predicted values was thoroughly evaluated. A scatterplot of standardized residuals
against standardized predicted values displayed a random, patternless dispersion of points, showing no evidence
of funnel-shaped or systematic variation. This visual assessment was reinforced by the Glejser test, a formal
statistical procedure that regresses the absolute values of the residuals on the independent variables. The non-
significant result of this test confirms the absence of heteroscedasticity. The fulfillment of the homoscedasticity
assumption validates the efficiency of the Ordinary Least Squares (OLS) estimators and ensures that the standard
errors of the coefficients are calculated correctly, which is fundamental for accurate hypothesis testing. In
synthesis, the comprehensive diagnostic evaluation confirms that the regression model for this study fully complies
with the essential classical assumptions of normality, independence, and homoscedasticity. The residuals are
normally distributed (K-S p = 0.087), the predictor variables exhibit no detrimental multicollinearity (VIF < 2.0),
and the error variance is constant across observations. This rigorous validation establishes the statistical robustness
of the model, confirming that the parameter estimates are Best Linear Unbiased Estimators (BLUE). Consequently,
the model provides a solid and reliable foundation for proceeding with hypothesis testing, interpreting the influence
of marketing mix variables on consumer purchasing decisions, and drawing meaningful substantive conclusions
from the analysis.

3.3. Multiple Linear Regression Analysis
The multiple linear regression model was estimated using the ordinary least squares (OLS) method with
IBM SPSS Statistics version 25. The regression equation obtained was:

Y = 1.872 + 0.281X, + 0.207X, + 0.453X, ..(3)
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Where Y= Purchasing Decision, X;= Promotion, X,= Price, X3= Product Quality, and 1.872 represents
the constant value. All coefficients are positive, indicating that increases in promotion, price perception, and
product quality correspond to higher consumer purchasing decisions.

Tabel 1. Results of Multiple Linear Regression Analysis

. Coefficient Std. . .
Variable B) Error t-count Sig. Interpretation
Constant 1.872 0412 4.543 0.000 —

Promotion (X1) 0.281 0.088 3.193 0.002 | Positive, significant effect
Price (X2) 0.207 0.083 2.494 0.014 | Positive, significant effect
Product Quality 0.453 0.081 5503 0.000 Positive, highly significant
(X3) effect
1 o
R 0.62 o o o Model exp.1a1n5 62% of
variance
F-count (3.96) 5478 o o 0.000 Significant simultaneous
effect

The results show that all independent variables significantly influence purchasing decisions. The Product
Quality variable has the strongest effect (B = 0.453), confirming its dominant role. The R? value of 0.62 indicates
that 62% of the variance in purchasing decisions is explained by promotion, price, and product quality, while the
remaining 38% is due to other factors not included in the model.

The results reveal that promotion (f = 0.281, p = 0.002) significantly influences purchasing decisions.
This finding aligns with Kotler and Keller [3], who stated that promotion functions to inform, persuade, and remind
consumers about products. Scarlett Whitening’s use of digital marketing through social media, influencer
endorsements, and online marketplace exposure effectively enhances brand awareness and purchase intention,
particularly among younger audiences who are active online.

Price (B = 0.207, p = 0.014) also has a significant positive influence on purchasing decisions. This
supports the concept that consumers assess price fairness and perceived value when making purchasing choices
[23]. For Scarlett Whitening, maintaining competitive yet reasonable pricing strategies ensures accessibility while
reinforcing the perception of quality. When consumers feel that the benefits outweigh the cost, they are more likely
to purchase and repurchase the product. Product Quality (B = 0.453, p < 0.001) is the most influential variable in
the model. This indicates that high-quality products strongly drive consumer decisions in the cosmetic industry.
Product quality encompasses aspects such as formulation safety, effectiveness, fragrance, and packaging design.
This result aligns with Siagian [24], who emphasized that product quality directly influences consumer satisfaction
and loyalty. Scarlett Whitening’s commitment to delivering effective and safe skincare products has built strong
brand trust and loyalty among consumers.

Theoretically, the findings reinforce the marketing mix theory (promotion—price—product quality) in
shaping consumer behavior within the beauty sector. Practically, these results provide insights for managers to
optimize their marketing strategies. The company should maintain product quality as the main competitive
advantage while strengthening digital promotion and pricing strategies that align with consumers’ perceived value
[25]. A balanced integration of these three factors can sustain market growth and customer retention.

This study was conducted with a sample of 100 respondents in Banda Aceh using a cross-sectional design.
Therefore, caution is advised in generalizing the results to other regions or industries [26]. Additionally, 38% of
the variation in purchasing decisions is explained by other factors such as brand image, word-of-mouth, and
consumer trust, which were not included in the model. Future studies are recommended to include these variables
or apply advanced analytical methods such as PLS-SEM to explore indirect relationships and mediating effects.
Overall, this research provides empirical evidence that promotion, price, and product quality collectively and
significantly affect consumer purchasing decisions, with product quality serving as the most influential
determinant in the context of Scarlett Whitening’s brand performance in Indonesia.

Although numerous previous studies have examined the influence of marketing mix variables on
purchasing decisions, several empirical gaps remain. The first line of research [27] generally identifies promotion
as the most dominant factor, particularly in digital marketing contexts, but tends to overlook the critical role of
product quality as a primary determinant. The second [28] stream of studies emphasizes price as the key factor,
especially among price-sensitive consumers, yet pays limited attention to the interaction between perceived price
and product quality. Meanwhile, the third [29] group of studies highlights product quality as a major driver of
customer satisfaction and loyalty but does not comprehensively integrate promotional variables into the analytical
model. In contrast to these prior findings, the results of this study reveal that product quality emerges as the most
dominant factor influencing purchasing decisions, followed by promotion and price. This indicates a shift in
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consumer preferences within the beauty industry, where effectiveness and product safety are prioritized over
promotional exposure or price considerations alone.

The novelty of this study lies in the simultaneous integration of three core marketing mix variables—
promotion, price, and product quality within a single empirical model, tested using multiple linear regression
supported by rigorous classical assumption validation [30]. In addition, this study specifically focuses on the local
beauty industry context by examining the Scarlett Whitening brand, which remains underexplored in existing
literature. The finding that product quality serves as the most influential determinant offers a new perspective,
suggesting that in the digital era, consumer trust in product effectiveness and safety outweighs the influence of
promotional strategies alone. Therefore, this study contributes to the marketing literature by providing updated
empirical evidence on evolving consumer behavior in Indonesia’s cosmetic sector [31], [32].

The implications of this study are both theoretical and practical. Theoretically, the findings reinforce the
marketing mix framework by confirming that product quality remains the central factor influencing purchasing
decisions, even in an environment characterized by intensive digital promotion. Practically, companies are advised
to prioritize product quality improvement as their main competitive strategy [33]. At the same time, digital
promotion strategies should be continuously optimized through social media engagement and influencer marketing
to expand market reach. Pricing strategies must also remain competitive and aligned with consumers’ perceived
value [34], [35]. A balanced integration of these three elements is essential for enhancing purchasing decisions
and fostering long-term customer loyalty.

This study has several limitations that should be acknowledged. First, the sample size is limited to 100
respondents and focuses only on Banda Aceh, which restricts the generalizability of the findings to broader
populations. Second, the use of a cross-sectional research design does not allow for the analysis of changes in
consumer behavior over time. Third, the variables included in the model are limited to promotion, price, and
product quality, which explains only 62% of the variance in purchasing decisions. Other important factors, such
as brand image, consumer trust, and electronic word-of-mouth, were not included in the analysis. Therefore, future
research is recommended to expand the sample scope, incorporate additional relevant variables, and apply more
advanced analytical methods such as Structural Equation Modeling (SEM) to gain deeper insights into consumer
behavior [36].

Based on the findings and limitations of this study, several recommendations can be proposed for future
research. First, future studies are encouraged to expand the sample size and include respondents from different
regions or countries to enhance the generalizability of the findings across diverse consumer segments. Second,
researchers should consider incorporating additional variables such as brand image, consumer trust, electronic
word-of-mouth (e-WOM), and customer satisfaction, as these factors may explain the remaining variance in
purchasing decisions not captured in this study. Third, the use of more advanced analytical techniques, such as
Structural Equation Modeling (SEM) or Partial Least Squares-SEM (PLS-SEM)), is recommended to explore more
complex relationships, including mediating and moderating effects among variables. Fourth, future research could
adopt a longitudinal design to examine changes in consumer behavior over time, particularly in response to
evolving digital marketing trends. Finally, further studies are also suggested to explore different product categories
or industries to determine whether the dominance of product quality observed in this study remains consistent
across various market contexts.

4. CONCLUSION

This study concludes that promotion, price, and product quality significantly and positively influence
consumer purchasing decisions for Scarlett Whitening products in Banda Aceh, confirming the expectations stated
in the introduction. The results demonstrate that product quality is the most dominant factor, followed by
promotion and price, indicating that consumers prioritize the perceived effectiveness and reliability of beauty
products when making purchase decisions. These findings highlight the importance of maintaining high product
standards supported by effective promotional strategies and fair pricing to strengthen brand competitiveness.
Future research should expand this model by including variables such as brand image, consumer trust, and social
media engagement to deepen understanding of consumer behavior and develop more comprehensive marketing
strategies for the cosmetic industry.

ACKNOWLEDGEMENTS

A The author would like to express sincere gratitude to all individuals who provided support,
encouragement, and valuable insights throughout the completion of this research. Appreciation is also extended to
everyone who participated in the study and contributed their time and effort, making this work possible. Their
guidance and cooperation have been instrumental in the successful completion of this paper.

REFERENCES
[1] E.D. Surya, K. F. Felani, V. Tasril, and A. Andriani, “Analysis of Tourist Attractions , Amenities and Accessibility to Tourist Visit
Decisions Mediated by Digitalization Promotion,” Int. J. Econ. Manag., vol. 01, no. 02, pp. 6475, 2023, doi: 10.54209/iem.v1i02.8

Mult. Jou. Tour. Hosp. Phys. Ed, Vol. 2, No. 2, December 2025: 127 - 133



Mult. Jou. Tour. Hosp. Phys. Ed ISSN: 3062-956X d 133

(2]
[3]
(4]
(3]
(6]

[7]
[8]

[9]

[10]
[11]
[12]
[13]
[14]
[15]
[16]
[17]
[18]
[19]
[20]
[21]
[22]
[23]
[24]
[25]
[26]
[27]
[28]

[29]

[30]
[31]
[32]

[33]
[34]
[35]

[36]

Analysis.

S. Wahyuni, “Analisis pola daya tarik wisata berdasarkan potensi sumberdaya (supply) sebagai aset dan daya tarik di daerah istimewa
Yogyakarta,” J. llm. Hosp. Manag., vol. 13, no. 1, 1991, doi: 10.22334/jihm.v13i1.223.

R. R. Hidayat and R. Rayuwanto, “The influence of price and product quality on the purchase decision,” J. Kaji. Ekon. Manaj. dan
Akunt., vol. 3, no. 2, pp. 105-116, 2022, doi: 10.56589/keizai.v3i2.292.

T. J. Boerner, T. R. Furlani, S. L. Knuth, and J. Towns, “NSF’s Advanced Cyberinfrastructure Coordination Ecosystem: Services &
Support Timothy,” ACCESS Adv. Innov., vol. 67, no. 5, pp. 173-176, 2023, doi: 10.1145/3569951.3597559.

I. W. Kartimin, N. W. Mekarini, and N. N. Arini, “Potensi desa wisata munggu sebagai daya tarik wisata berbasis masyarakat di
Kabupaten Badung,” J. llm. Hosp. Manag., vol. 13, no. 1, pp. 3441, 2022, doi: 10.22334/jihm.v13i1.223.

A. N. A. Eka Gustiani Rokhayah, “Pengaruh daya tarik wisata, fasilitas, dan aksesibilitas terhadap keputusan berkunjung wisatawan di
pantai istana amal kabupaten Penjam Paser Utara,” J. Kaji. dan Terap. Pariwisata (JKTP, vol. 2, no. 1, pp. 10-18, 2021, doi:
10.53356/diparojs.v2il.43.

R. K. Abka and I. M. Murdana, “Kajian potensi desa wisata sebagai daya tarik wisata alternatif di Lombok Tengah,” J. Mandalika
Reveiew, vol. 2, no. 2, 2023, doi: 10.55701/mandalika.v2i2.88.

R. N. Nugraha and M. L. Mawo, “Daya tarik wisata taman Ismail Marzuki dalam meningkatkan minat berkunjung,” J. Manaj.
PERHOTELAN DAN PARIWISATA, vol. 6, no. 1, pp. 236-240, 2023, doi: 10.23887/jmpp.v6il.57955.

F. Berutu, “Strategi pengembangan destinasi Wisata Tangga Seribu Delleng Sindeka sebagai daya tarik wisata Kabupaten Pakpak Bharat
Sumatera Utara,” J. Manaj. Perhotelan dan Parisiwata, vol. 6, no. 1, pp. 132-140, 2023, doi: 10.23887/jmpp.v6il.58331.

H. Isnaini, I. Permana, and R. D. Lestari, “Mite Sanghyang Kenit : Daya tarik wisata alam di desa Rajamandala Kulon Kabupaten
Bandung Barat,” TOBA (Journal Tour. Hosp. Destin., vol. 1, no. 2, pp. 64—68, 2022, doi: 10.55123/toba.v1i2.398.

R. A. Damayanti et al., “Kajian potensi daya tarik wisata heritage di Indonesia,” J. Kaji. Ruang, vol. 4, no. 1, pp. 13-34, 2024, doi:
10.30659/jkr.v4i1.36639.

A. R. Apay Safari, “Strategi pengembangan daya tarik wisata dalam meningkatkan kunjungan wisatawan di Curug Aseupan
Parongpong,” Tour. Saintific J., vol. 8, no. 2, pp. 246-265, 2023, doi: 10.32659/tsj.v8i2.248.

M. G. Haque, “Pengaruh kualitas produk dan harga terhdap keputusan pembelian pada Pt. Berlian Multitama di Jakarta,” J. Ekon. Manaj.
dan Bisnis, vol. 21, no. 1, pp. 31-38, 2020, doi: 10.29103/e-mabis.v21i1.476.

A. N. Martini, A. Feriyansyah, and S. Venanza, “Pengaruh kualitas produk terhadap keputusan pembelian handphone Oppo di kota
Pagar Alam,” J. Akt. Ris. Akunt. dan Keuang., vol. 3, no. 1, pp. 44-53, 2021, doi: 10.52005/aktiva.v3il.130.

M. T. Y. Suari, N. L. W. S. Telagawathi, and N. N. Yulianthini, “Pengaruh kualitas produk dan desain produk terhadap keputusan
pembelian,” Bisma J. Manaj., vol. 5, no. 1, pp. 26-33, 2019, doi: 10.23887/bjm.v5i1.21982.

J. P. Soetanto, F. Septina, and T. Febry, “Pengaruh kualitas produk dan keragaman produk terhadap keputusan pembelian produk
Amondeu,” J. Manaj. dan Start-Up Bisnis, vol. 5, no. April, 2020, doi: 10.37715/jp.v5i1.1303.

S. R. Ratri and W. Arafah, “Pengaruh kesenjangan perilaku konsumen ramah lingkungan terhadap sebab- akibat dalam pemasaran di
industri kosmetik,” J. Akuntansi, Manaj. dan Ilmu Manaj., vol. 04, no. 4, pp. 249-261, 2024, doi: 10.54209/jasmien.v5i01.523.

A. P. Maharani, A. Z. Tazliqoh, and U. S. Karawang, “Analisis prilaku konsumen terhadap keputusan pembelian kosmetik pada produk
somethinc melalui e-commerce,” J. Soc. Sci. Res., vol. 4, no. 4, pp. 11126-11135, 2024, doi: 10.31004/innovative.v4i4.14488.

M. Z. Saleh, P. S. Manajemen, and U. P. Jaya, “Dampak globalisasi terhadap perilaku konsumen kosmetik dan perawatan kulit skintific,”
Bus. Invest. Rev., vol. 2, no. 6, pp. 1-5, 2024, doi: 10.61292/birev.148.

A. Ghanad, “An Overview of quantitative research methods,” Int. J. Multidiscip. Res. Anal., vol. 06, no. 08, pp. 3794-3803, 2023, doi:
10.47191/ijmra/v6-i8-52.

M. R. Firmansyah, U. Sumarwan, and M. M. Ali, “Marketing mix , brand equity , and purchase decisions of packaged rice products,”
J. Manaj. Agribisnis, vol. 18, no. 3, pp. 240-251, 2021, doi: 10.17358/jma.18.3.240.

H. S. Athar, “The impact of marketing mix on the purchase decision when,” J. Ekon. dan Keuang. Syariah, vol. 5, no. 1, pp. 4049,
2021, doi: 10.29313/amwaluna.v5il.6615.

M. H. M. Tengku Putri Lindung Bulan, Erni Junaida, “Daya tarik wisata, motivasi dan keputusan berkunjung di objek wisata Pantai
Berawe,” J. Akunt. Audit dan Perpajak. Indones., vol. 2, no. 1, pp. 115-123, 2021, doi: 10.32696/jaapi.v2il.733.

S. Siagian and M. M. Mita, “Pengaruh daya tarik wisata dan fasilitas layanan terhadap kepuasan wisatawan,” TOBA (Journal Tour.
Hosp. Destin., vol. 1, no. 2, pp. 82-88, 2022, doi: 10.55123/toba.v1i2.564.

M. S. Wibowo, H. Novry, K. Paninggiran, and U. Heptanti, “Analisis daya tarik wisata dan pengelolaan destinasi Pantai Indah Kemangi
Kabupaten Kendal,” J. Manajemn Perhotelan dan Pariwisata, vol. 6, no. 2, pp. 608-616, 2023, doi: 10.23887/jmpp.v6i2.59695.

S. Manolache, D. Nechita, C. G. Zamfir, and S. Stanciu, “Emerging trends in food consumer behavior in Romania: A PLS-SEM
approach,” J. Mark. Trade, vol. 28, no. 2, pp. 229-241, 2025, doi: 10.15240/tul/001/2025-2-014.

K. J. Mendrofa, “The effect of green marketing, sustainable market research, and consumer engagement on brand loyalty and consumer
legitimacy in msmes in Indonesia,” Int. J. Business, Law, Educ., vol. 5, no. 1, pp. 824-836, 2024, doi: 10.56442/ijble.v5i1.491.

A. Babalola, “Are skincare brands turning gen z’s loyalty into profitable ventures in africa? A pls-sem analysis of deceptive marketing
practice on consumer behaviour,” J. Soc. Manag. Sci., vol. 5, no. 1, pp. 47-75, 2024, doi: 10.53982/ajsms.2024.0501.03-j.

T. Huriah, I. Permana, M. Octavia, S. Hazariah, and B. Abdul, “Understanding the purchasing behaviors of halal cosmetics of teenagers
in Indonesia using the theory of planned behavior and theory of consumption value,” Bali Med. Journa, vol. 11, no. 3, pp. 1608-1613,
2022, doi: 10.15562/bm;j.v11i3.3704.

N. Hamid and Y. Swastika, “Pendekatan PLS-SEM dalam menentukan faktor penentu keputusan pembelian di marketplace facebook,”
J. Cendekia Akunt., vol. 4, no. September, pp. 1-14, 2023, doi: 10.32503/akuntansi.v4i2.4239.

A. Azwar and N. Pindasari, “Peran pemasaran digital dan kreativitas dalam membangun minat konsumen umkm berbasis kearifan lokal:
Pendekatan PLS-SEM dan kualitatif,” J. Illmu Manaj. Sos. Hum., vol. 8, no. 1, pp. 1-11, 2026, doi: 10.51454/jimsh.v8i1.1445.

O. Onsardi, S. Ekowati, A. T. Yulinda, and M. Megawati, “Dampak digital marketing, brand image dan relationship marketing terhadap
keputusan pembelian konsumen lina ms glow kota Bengkulu,” Creat. Res. Manag. J., vol. 5, no. 2, pp. 10-19, 2022, doi:
10.32663/crmj.v5i2.3096.

D. A. A. Mubarok, P. P. Rahmi, and S. Sarah, “Pemasaran kewirausahaan dan kinerja pemasaran ukm makanan dan minuman di Jawa
Barat,” J. Ilmia Fak. Ekon., vol. 13, no. 1, 2023, doi: 10.37478/als.v13i1.2530.

R. Wijaya and A. Kusmayadi, “Pengaruh aktivitas pemasaran media sosial dan pengalaman pelanggan terhadap loyalitas pelanggan dan
perilaku kewarganegaraan pelanggan,” J. Soc. Sci. Res., vol. 4, no. 4, pp. 1136-1152, 2024, doi: 10.31004/innovative.v4i4.10641.

S. Y. Budiarsi, “Pendampingan pengenalan program SEM-PLS pada fakultas ekonomi Universitas Merdeka SurabayaMERDEKA,” J.
Abdimas, vol. 3, no. 2, pp. 126-134, 2020, doi: 10.33508/.v3i2.3001.

Y. A. Hidayat, E. Purnamasari, S. Wahyuni, R. D. Astuti, and S. Supaya, “Pengaruh pemasaran media sosial pada kinerja pemasaran:
Proposisi nilai sosial produk sebagai variabel mediator,” E-Jurnal Mangj., vol. 11, no. 11, pp. 1917-1936, 2022, doi:
10.24843/EJMUNUD.2022.v11.i11.p04.

Marketing Mix Impact on Scarlett Whitening Purchase Decisions in Banda Aceh ... (Nur Pujiastuti)



