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PENGARUH BAURAN PEMASARAN TERHADAP MINAT BELI 

ULANG MELALUI KEPUTUSAN PEMBELIAN SABUN CAIR MEREK 
LUX 

(Studi Kasus pada Warga Kelurahan Semper Timur Jakarta Utara) 
 

 
ABSTRAK 

            Penelitian ini bertujuan untuk mengetahui analisis pengaruh produk, 
harga, lokasi, promosi terhadap keputusan pembelian dan minat beli ulang sabun 
cair merek lux (Studi kasus pada warga Kelurahan Semper Timur Jakarta Utara). 

Strategi dalam penelitian ini adalah penelitian asosiatif dengan 
pendekatan kuantitatif sebagai metoda penelitian. Populasi dalam penelitian ini 
adalah laki-laki dan perempuan yang masih menjadi warga Kelurahan Semper 
Timur Jakarta Utara, minimal berusia 17 tahun dan telah menggunakan sabun 
cair lebih dari 1 kali. Penelitian ini menggunakan data primer dengan penyebaran 
kuesioner. Sampel dalam penelitian ini sebanyak 100 responden. Metoda analisis 
yang digunakan dalam penelitian ini adalah Partial Least Squares (PLS) dengan 
program SmartPLS versi 3.2.9 dan dievaluasi dengan outer model dan inner 
model.  

Hasil penelitian ini menyimpulkan bahwa (1) Secara parsial variabel 
produk berpengaruh positif dan signifikan terhadap variabel keputusan 
pembelian. (2) Secara parsial variabel harga memiliki pengaruh yang positif 
namun tidak signifikan terhadap variabel keputusan pembelian. (3) Secara parsial 
variabel tempat berpengaruh positif namun tidak signifikan terhadap variabel 
keputusan pembelian. (4) Secara parsial variabel promosi berpengaruh positif 
dan signifikan terhadap variabel keputusan pembelian. (5)  Secara parsial produk 
berpengaruh positif dan signifikan terhadap variabel minat beli ulang. (6) Secara 
parsial variabel harga berpengaruh positif dan signifikan terhadap variabel minat 
beli ulang. (7) Secara parsial variabel lokasi berpengaruh positif dan signifikan 
terhadap variabel minat beli ulang. (8) Secara parsial variabel promosi 
berpengaruh positif dan signifikan terhadap variabel minat beli ulang. (9) Secara 
parsial variabel produk berpengaruh positif dan signifikan terhadap variabel 
minat beli ulang melalui variabel keputusan pembelian. (10) Secara parsial 
variabel harga berpengaruh positif dan signifikan terhadap variabel minat beli 
ulang melalui variabel minat beli ulang. (11) Secara parsial variabel lokasi 
beroengaruh positif terhadap variabel minat beli ulang melalui variabel 
keputusan pembelian. (12) Secara parsial variabel promosi berpengaruh positif 
dan signifikan terhadap variabel minat beli ulang melalui variabel keputusan 
pembelian. 

Kata kunci : Produk, Harga, Tempat, Promosi, Minat Beli Ulang, Dan 
Keputusan Pembelian. 
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THE INFLUENCE OF MARKETING MIX ON REPURCHASING 

INTEREST THROUGH THE PURCHASE DECISION OF LUX BRAND 
LIQUID SOAP 

(Case Study on Residents of Semper Timur Village, North Jakarta) 
 
 

ABSTRACT 

This study aims to determine the analysis of the influence of product, 
price, location, promotion on purchasing decisions and intention to repurchase 
Lux brand liquid soap (a case study on residents of Semper Timur Village, North 
Jakarta). 

The strategy in this research is associative research with a quantitative 
approach as a research method. The population in this study were men and 
women who were still residents of Semper Timur Village, North Jakarta, at least 
17 years old and had used liquid soap more than once. This study uses primary 
data by distributing questionnaires. The sample in this study were 100 
respondents. The analytical method used in this study is Partial Least Squares 
(PLS) with the SmartPLS version 3.2.9 program and evaluated with the outer 
model and inner model. 

The results of this study conclude that (1) Partially the product variable 
has a positive and significant effect on the purchasing decision variable. (2) 
Partially the price variable has a positive but not significant effect on the 
purchasing decision variable. (3) Partially, the place variable has a positive but 
not significant effect on the purchasing decision variable. (4) Partially, promotion 
has a positive and significant effect on purchasing decision variables. (5) Partially 
the product has a positive and significant effect on the repurchase intention 
variable. (6) Partially, the price variable has a positive and significant effect on 
the repurchase intention variable. (7) Partially, the location variable has a positive 
and significant effect on the repurchase intention variable. (8) Partially, 
promotion has a positive and significant effect on the variable of repurchasing 
interest. (9) Partially the product variable has a positive and significant effect on 
the buying interest variable through the purchasing decision variable. (10) 
Partially, the price variable has a positive and significant effect on the variable of 
repurchase interest through the variable of repurchase interest. (11) Partially, the 
location variable has a positive effect on repurchase interest through the purchase 
decision variable. (12) Partially, promotion has a positive and significant effect 
on the buying interest variable through the purchase decision variable. 

 
Keywords: Product, Price, Place, Promotion, Repurchase Interest, And 
Purchase Decision 
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