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ABSTRAK 

 

Perkembangan bisnis yang berkembang pesat, khususnya di sektor 

manufaktur dan jasa, menuntut strategi pemasaran yang efektif untuk 

mengamankan keunggulan kompetitif dan mempertahankan kehadiran pasar. 

Makalah ini berfokus pada industri kimia, yang dicontohkan oleh CV Rizqy Anhu 

Kemala, yang menghadapi tantangan seperti ketidakpuasan kualitas produk dan 

meningkatnya persaingan. Studi ini mengeksplorasi dampak bauran pemasaran 

4P—Produk, Harga, Promosi, Tempat—terhadap nilai konsumen yang dirasakan, 

kepercayaan, dan keputusan pembelian ulang. Dengan mengumpulkan data 

kuesioner dan menerapkan Structural Equation Modeling (SEM), penelitian ini 

bertujuan untuk memberikan wawasan. Temuan menunjukkan hubungan variabel 

bebas produk (X1) berpengaruh positif kepada perceived value, harga (X2) tidak 

berpengaruh positif kepada perceived value, promosi (X3) dan lokasi (X4) tidak 

dapat dibuktikan karena variabel tersebut dikeluarkan. Sedangkan, variabel terikat 

perceived value (Y) berpengaruh positif dan signifikan terhadap kepercayaan. 

 

Kata Kunci : Kepercayaan, Keputusan Pembelian, Marketing Mix 4P, Perceived 

Value, SEM 
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ABSTRACT 

 

The rapidly evolving business landscape, particularly in manufacturing and service 

sectors, demands effective marketing strategies to secure a competitive edge and 

sustain market presence. This paper focuses on the chemical industry, exemplified 

by CV Rizqy Anhu Kemala, which faces challenges such as product quality 

dissatisfaction and increased competition. The study explores the impact of the 4P 

marketing mix—Product, Price, Promotion, Place—on perceived consumer value, 

trust, and repurchasing decisions. By collecting questionnaire data and applying 

Structural Equation Modeling (SEM), the research aims to provide insights. The 

findings show that the relationship between the independent variable product (X1) 

has a positive effect on perceived value, price (X2) does not have a positive effect 

on perceived value, promotion (X3) and location (X4) cannot be proven because 

these variables are excluded. While the perceived value attachment variable (Y) 

has a positive and significant effect on trust. 

 

Keywords: Marketing Mix 4P, Perceived Value, Purchase Decision, SEM, Trust 
 

 

 

 

 

 

 

 

 

 

 

 

 

 


