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Abstract 

 

The tobacco industry is a strategic sector in Indonesia, contributing significantly to 

state revenue and employment absorption. Although Indonesia is known as a major 

tobacco producer, the demand from cigarette manufacturers for specific types of 

tobacco has driven imports from countries such Tiongkok, Brasil, India, Zimbabwe 

and Turki. PT Harum Tembakau Indonesia, a newly established company in 2024, was 

founded to meet this demand by supplying imported tobacco to manufacturers. In 

facing competition with more established firms, an effective marketing strategy 

becomes critically important. This study aims to analyze the influence of the marketing 

mix (product, price, place/distribution, and promotion) on manufacturers' purchase 

decisions regarding imported tobacco, with a case study on PT Harum Tembakau 

Indonesia. This research adopts a quantitative method using the Structural Equation 

Modeling–Partial Least Squares (SEM-PLS) approach. The findings indicate that the 

variable place (distribution) has a positive and significant effect on purchase decision 

(β = 0.296; p = 0.006), while price does not show a significant influence (β = 0.120; p 

= 0.391). Interestingly, product (β = -0.386; p = 0.019) and promotion (β = -0.310; p 

= 0.001) exhibit negative and significant effects on purchase decision. The R² value of 

0.225 suggests that the marketing mix model explains 22.5% of the variance in 

purchase decisions. These results have strategic implications, highlighting the need for 

the company to emphasize distribution reliability and to re-evaluate its product and 

promotion strategies to better align with the needs and expectations of manufacturers. 

This study is expected to serve as a reference for formulating more effective marketing 

strategies in the future. 
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INTRODUCTION 

The tobacco industry in Indonesia is considered a strategic sector, contributing 

significantly to national revenue and employment. According to data from the Ministry of 

Finance, tobacco excise revenues exceeded IDR 200 trillion in 2023, making it one of the 

largest contributors to non-tax state revenue (Admin Web Bea dan Cukai, 2024; Masitoh, 

2023). In addition to its fiscal role, the tobacco sector also supports millions of jobs across 

agriculture, distribution, and manufacturing. 

In terms of raw material supply, although Indonesia is recognized as one of the largest 

tobacco-producing countries in the world, the demand for specific types of tobacco with 

unique characteristics such as aroma, texture, and nicotine content has driven cigarette 

manufacturers to import tobacco from countries such as Tiongkok, Brasil, India, Zimbabwe, 

and Turki (Siagian, 2024). Imported tobacco is perceived as complementary to domestic 

production and is often necessary to meet the quality standards required by certain market 

segments (Ahsan et al., 2020). 

PT Harum Tembakau Indonesia is a newly established company that began operations 

in 2024, focusing primarily on the supply of imported tobacco to meet the needs of the 

national cigarette industry. As a new market entrant, PT Harum Tembakau Indonesia faces 

significant challenges in competing with well-established players. Therefore, developing an 

effective marketing strategy is critical to enhancing competitiveness and influencing 

purchasing decisions among manufacturers. 

One of the strategic approaches relevant in this context is the application of the 

marketing mix (4Ps) framework, which includes product, price, place (distribution), and 

promotion. These four elements are widely recognized as playing an essential role in shaping 

customer perceptions, delivering value, and ultimately influencing purchasing behavior 

(Malelak et al., 2021). In B2B industries such as the imported tobacco supply, product quality 

and distribution reliability are often the most influential factors in decision-making processes 

(Hoffman et al., 2024). 

However, as PT Harum Tembakau Indonesia is still in its early stages, the 

effectiveness of its marketing mix strategies has not yet been fully evaluated. Therefore, this 

study aims to analyze the extent to which the marketing mix influences purchasing decisions 

for imported tobacco products by manufacturers, using PT Harum Tembakau Indonesia as a 

case study. The results of this study are expected to serve as a foundation for designing more 

targeted and effective marketing strategies in the future. 

Accordingly, the objective of this research is to analyze the influence of the marketing 

mix (4P) on the purchase decision of imported tobacco products by manufacturers at PT 

Harum Tembakau Indonesia. 

 

REVIEW OF LITERATURE  

Tobacco Industry and Importation in Indonesia 

Indonesia is a major player in the global tobacco market, both as a consumer and a 

producer of tobacco. Despite being one of the largest producers of tobacco in the world, 

Indonesia’s tobacco industry also depends on imports to meet the diverse demands of 

domestic manufacturers (Mulya, 2025). Imported tobacco is particularly sought after for its 

specific qualities, such as distinct aroma, texture, and nicotine levels, which are sometimes 

difficult to achieve with local varieties. The demand for imported tobacco is driven by the 
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need to maintain product diversity and meet consumer preferences in a competitive market 

(W. G. A. Wijaya et al., 2023). 

As a new entrant into this market, PT Harum Tembakau Indonesia faces the challenge 

of differentiating itself from established suppliers. Research on new market entrants indicates 

that effective use of the marketing mix can be a crucial factor for success (Samuel Putta, 

2023). By aligning product offerings with customer needs, offering competitive pricing, 

ensuring reliable distribution, and building strong promotional relationships, PT Harum 

Tembakau Indonesia can enhance its competitive edge in this dynamic market. 

The Marketing Mix (4Ps) and Its Role in B2B Purchase Decisions 

The Marketing Mix, consisting of Product, Price, Place, and Promotion (4Ps), is a 

foundational concept in marketing theory. It refers to the set of tactical tools that companies 

use to influence consumer behavior and shape customer satisfaction (Kotler & Keller, 2016). 

The 4Ps are particularly influential in Business-to-Business (B2B) environments, where 

purchasing decisions are often more complex, rational, and driven by long-term 

considerations (Hoffman et al., 2024). 

1. Product (Quality, Variety, and Brand Image): In B2B markets, the product is typically 

defined by its quality, specifications, and reliability (Zhao, 2024). For instance, in the 

tobacco industry, manufacturers often prioritize consistency and premium quality in the 

raw materials they purchase, as these characteristics directly impact the final product's 

quality. Imported tobacco, which is often used to complement domestic varieties, must 

meet the specific needs of the manufacturer in terms of texture, nicotine levels, and aroma. 

Therefore, product characteristics are a crucial factor in shaping purchase decisions (Zia, 

2017). 

𝐻1: The Effect of Product on Purchase Decision 

2. Price (Cost and Value Perception): Price is one of the most significant factors influencing 

purchase decisions, particularly in cost-sensitive industries like tobacco. However, in B2B 

contexts, price is often considered alongside other factors such as product quality, service, 

and reliability (Hinterhuber et al., 2021). Research by (Battaglia et al., 2015) indicates that 

firms do not solely base their decisions on the lowest price but also on the perceived value 

proposition offered by the supplier. As such, in the tobacco sector, manufacturers balance 

price considerations with the quality of the imported tobacco to maintain product 

standards while optimizing cost efficiency. 

𝐻2: The Effect of Price on Purchase Decision 

3. Place (Distribution and Accessibility): The distribution channel is crucial in B2B purchase 

decisions, particularly for industries reliant on the timely and efficient delivery of raw 

materials. In the tobacco industry, suppliers like PT Harum Tembakau Indonesia must 

ensure that imported tobacco is reliably sourced and distributed to manufacturers. 

Effective distribution channels ensure that tobacco is delivered in the necessary quantities 

and on time, without compromising quality (Shen et al., 2022). The reliability of 

distribution and logistical support can strongly influence the purchase decisions of tobacco 

manufacturers (Varela Zuniga, 2022). 

𝐻3: The Effect of Place on Purchase Decision 

4. Promotion (Brand Communication and Relationship Building): Promotion in B2B 

markets often focuses on relationship-building and the long-term value a supplier can offer 

(Koponen & Julkunen, 2022). In the context of tobacco imports, promotional strategies 
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may include product demonstrations, direct communication, and offering incentives to 

manufacturers based on bulk purchasing or long-term agreements. Effective promotion 

helps create brand awareness and trust, leading to stronger partnerships. According to 

(Jang et al., 2022), in a B2B environment, promotional activities that emphasize quality, 

customer service, and strategic partnerships are crucial for influencing purchasing 

decisions. 

𝐻4: The Effect of Promotion on Purchase Decision 

B2B Purchasing Decisions in the Tobacco Industry 

In B2B contexts, purchasing decisions are often influenced by a combination of 

functional and emotional factors. According to (Ćorić, 2021), B2B purchasing decisions tend 

to be more rational and deliberate than those in consumer markets. Factors such as product 

performance, supplier reliability, and cost-effectiveness dominate the decision-making 

process. However, emotional and relational factors, including trust in the supplier and the 

quality of service, are also significant (Paparoidamis et al., 2019). In the context of PT Harum 

Tembakau Indonesia, fostering trust through reliable distribution, high-quality tobacco, and 

clear communication in promotional efforts could be essential in influencing purchase 

decisions. 

The marketing mix plays a vital role in shaping the purchasing decisions of tobacco 

manufacturers. By carefully managing the 4Ps product quality, competitive pricing, efficient 

distribution, and effective promotional strategies PT Harum Tembakau Indonesia can 

increase its likelihood of success in the competitive tobacco import market. As the industry 

continues to evolve, further research is needed to explore how these factors interact within 

specific market contexts and how new entrants can leverage these elements for sustained 

growth. 

 

RESEARCH METHOD 

In order to examine the influence of the Marketing Mix (4Ps) on the purchase 

decisions of tobacco manufacturers, this study employs a conceptual model that integrates 

the key variables of product, price, place, and promotion. The model is designed to identify 

the relationships between these marketing mix elements and their direct impact on 

manufacturers' decisions to purchase imported tobacco from PT Harum Tembakau Indonesia. 

This model serves as the foundation for the analysis using Structural Equation Modeling - 

Partial Least Squares (SEM-PLS), which enables the exploration of causal relationships 

among the variables and provides insights into the factors that most significantly affect 

purchase decisions. 
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Figure 1. 

Research Model 

 

This study employs a quantitative approach with an explanatory research design, 

aiming to explain the influence of independent variables, namely the marketing mix (4Ps), 

on the dependent variable, which is the purchase decision of imported tobacco products by 

cigarette manufacturers, in a case study of PT Harum Tembakau Indonesia. 

The data analysis method used is Structural Equation Modeling – Partial Least 

Squares (SEM-PLS). This technique is selected due to its capability to examine complex 

causal relationships among latent variables, its non-requirement of normal data distribution, 

and its suitability for studies with relatively small to medium sample sizes. The analysis was 

conducted using SmartPLS version 4 software. 

The population in this study consists of all cigarette manufacturers who are or have 

the potential to become customers of PT Harum Tembakau Indonesia. The sampling 

technique used is purposive sampling, with respondents selected based on their direct 

involvement in the decision-making process regarding the procurement of tobacco raw 

materials, such as owners, managers, sales and marketing personnel, and operating officers. 

Following the guidelines by (Hair et al., 2019), the minimum sample size for SEM-

PLS should be ten times the highest number of indicators in a single construct. In this study, 

the purchase decision variable contains six indicators, indicating a minimum required sample 

size of 60 respondents. However, to enhance the reliability and predictive power of the 

model, the target sample size for this research was set at 70 to 100 respondents. 

The research instrument used is a closed-ended questionnaire, developed based on 

indicators for each variable and measured using a 5-point Likert scale (1 = strongly disagree, 

5 = strongly agree). Data analysis was carried out in several stages, including outer model 

evaluation (to assess indicator validity and reliability), inner model evaluation (to analyze R² 

values and path coefficients), and significance testing through bootstrapping to examine the 

direct effects of each variable on purchase decision. 

Product  

(X1) 

Price 

(X2) 

Place  

(X3) 

Promotion  

(X4) 

Purchase Decision 

(Y) 
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To provide a clear framework for this study, the operational definitions of each 

variable are outlined in Table 1. These definitions serve to translate abstract theoretical 

concepts into measurable indicators, which form the basis for data collection and analysis. 

Each variable, both independent and dependent, is defined based on relevant literature, and 

its corresponding indicators are adapted to suit the context of imported tobacco purchasing 

decisions by cigarette manufacturers. The table includes the dimensions, indicators, and 

measurement scales used to assess each construct in this research. 

Table 1. 

Operational Definition of Variables 

Variabels Indicators Code Questionnaire Items 

Product 

(X1) 

1. Product Quality X1.1 1. The imported tobacco offered has high 

quality and meets the cigarette 

industry's standards. 

2. The quality of the imported tobacco 

supports optimal cigarette production 

outcomes. 

2. Product 

Variants/Types 

X1.2 1. The company provides a variety of 

imported tobacco variants according to 

our needs and preferences. 

2. The available tobacco variants help us 

meet the demands of different product 

segments. 

3. Product 

Suitability for 

Production 

Needs 

X1.3 1. The imported tobacco products from 

this company meet the specifications 

required in our production process. 

2. The available imported tobacco 

products support the smooth operation 

of our production activities. 

4. Product Quality 

Consistency 

X1.4 1. The quality of the imported tobacco we 

receive is consistently maintained 

across every shipment by the company. 

2. Consistent quality of imported tobacco 

strengthens our trust in the company. 

5. Product 

Packaging and 

Handling 

X1.5 1. The packaging of the imported tobacco 

facilitates easy storage and usage of the 

product. 

2. Proper handling during distribution 

ensures that the quality of the tobacco 

remains intact. 

Price (X2) 1. Price 

Affordability 

X2.1 1. The imported tobacco offered is 

affordable for our company. 

2. The price of the imported tobacco fits 

within our company's purchasing 

budget. 



Indonesian Interdisciplinary Journal of Sharia Economics (IIJSE)                Vol. 8. No. 3 (2025)  

e-ISSN: 2621-606X        Page: 10021-10038 

 

Examining the Influence of the Marketing Mix (4PS)….. 10027 

 

2. Price-Quality 

Appropriateness 

X2.2 1. The price offered is appropriate for the 

quality of imported tobacco we receive. 

2. We find the price and quality balance of 

the imported tobacco to be satisfactory. 

3. Flexibility in 

Price Offers 

X2.3 1. The company provides flexible pricing 

based on our purchase volume. 

2. The company offers price adjustments 

depending on the scale of our orders. 

4. Price 

Transparency 

X2.4 1. The pricing structure offered is clear 

and transparent without hidden costs. 

2. We are informed in advance of all costs 

involved in the purchase. 

5. Price 

Competitiveness 

X2.5 1. The price of imported tobacco from this 

company is more competitive compared 

to other suppliers. 

2. The company's pricing gives us a 

competitive advantage in our 

production cost structure. 

Place (X3) 1. Ease of Product 

Access 

X3.1 1. Imported tobacco products are easy to 

access and order through the company's 

distribution system. 

2. The company's ordering process for 

imported tobacco is straightforward and 

efficient. 

2. Delivery Speed 

and Accuracy 

X3.2 1. The company consistently delivers 

products on the promised schedule. 

2. Deliveries are accurate and match the 

quantities and specifications we 

ordered. 

3. Product 

Availability in 

Warehouse 

X3.3 1. Imported tobacco products are readily 

available when we need them at PT 

Harum Tembakau Indonesia. 

2. We rarely experience stock shortages 

when ordering imported tobacco from 

the company. 

4. Distribution 

Reach 

X3.4 1. The company has an extensive 

distribution network that reaches our 

factory locations. 

2. The company's distribution system 

ensures timely access to imported 

tobacco across regions. 

5. Logistics 

Partner 

Reliability 

X3.5 1. The company partners with reliable and 

experienced logistics providers. 
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2. The logistics partners consistently 

handle our orders efficiently and 

securely. 

Promotion 

(X4) 

1. Marketing 

Communication 

X4.1 1. The company regularly informs us 

about product offers and updates 

through effective communication 

channels. 

2. The communication from the company 

helps us stay updated on product 

availability and promotions. 

2. Discounts and 

Special Offers 

X4.2 1. The company offers attractive pricing 

or special discounts for bulk purchases. 

2. Special offers and discounts are clearly 

communicated and easy to access. 

3. Sales Promotion X4.3 1. The company frequently holds events 

or exhibitions to introduce new 

products to potential customers. 

2. Promotional activities enhance our 

knowledge and interest in the 

company's tobacco products. 

4. Loyalty or 

Partnership 

Programs 

X4.4 1. The company has loyalty or partnership 

programs that benefit manufacturers 

who consistently make large purchases. 

2. Participation in the loyalty program 

strengthens our long-term relationship 

with the company. 

5. Use of Social 

Media for 

Promotion 

X4.5 1. The company effectively uses digital 

media to inform customers about the 

latest products and promotions. 

2. Social media promotions make it easier 

for us to access information about new 

offers. 

Purchase 

Decision 

(Y) 

1. Need 

Recognition 

Y1 1. We decided to purchase imported 

tobacco products due to the need for 

raw materials that meet our production 

standards. 

2. The quality requirements of our 

production process influenced our 

decision to source imported tobacco 

2. Consideration of 

Alternatives 

Y2 1. We compared several imported tobacco 

suppliers before ultimately choosing 

products from this company. 

2. Alternative suppliers were evaluated 

carefully to ensure we selected the best 

option. 
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3. Evaluation of 

Price and Value 

Y3 1. The price offered by the company 

aligns with the quality and benefits we 

obtain from the imported tobacco 

products. 

2. We consider both price and value in our 

purchasing decisions for imported 

tobacco. 

4. Influence of 

Promotion on 

Decision-

Making 

Y4 1. Attractive promotional offers 

influenced our decision to purchase 

imported tobacco products. 

2. The company's promotional strategies 

positively affected our supplier choice. 

5. Trust in Supplier Y5 1. We are confident in purchasing 

imported tobacco products from this 

company because they have proven 

reliable in meeting our needs. 

2. The company's reputation for reliability 

strengthens our purchasing decisions. 

6. Product 

Availability 

Y6 1. We choose imported tobacco products 

from this company because they 

consistently meet our needs on time. 

2. The company's ability to ensure product 

availability supports our continuous 

production flow. 

Source: Data processed (2025) 

 

RESULT AND DISCUSSION  

To better understand the demographic and professional characteristics of the 

respondents, Table 2 provides a detailed breakdown of their profiles. The following 

discussion will analyze the key attributes of the respondents, including gender, age, 

education, and occupation, which may offer insights into how these factors could influence 

their perspectives on the study's variables. 

Table 2. 

Respondent Characteristics 

Profiles Frequency Percentage (%) 

Gender 

Male 68 88.31% 

Female 9 11.69% 

Age 

17 – 25 years old 9 11.69% 

26 – 35 years old 14 18.18% 

36 – 45 years old 33 42.86% 

> 45 years old 21 27.27% 

Education 



Indonesian Interdisciplinary Journal of Sharia Economics (IIJSE)                Vol. 8. No. 3 (2025)  

e-ISSN: 2621-606X        Page: 10021-10038 

 

Examining the Influence of the Marketing Mix (4PS)….. 10030 

 

High school 32 41.56% 

Diploma 3 3.90% 

Bachelor degree 40 51.95% 

Master degree 2 2.60% 

Doctoral degree 0 0.00% 

Occupation 

Owener 6 7.79% 

Manajer 11 14.29% 

Sales Marketing 34 44.16% 

Operating Officer 26 33.77% 

Source: Data processed (2025) 

 

The respondents in this study were predominantly male, comprising 88.31% of the 

total sample, while females accounted for only 11.69%. This indicates a male-dominated 

respondent profile in terms of gender. 

Regarding age distribution, the largest age group was those aged 36 to 45 years, 

representing 42.86% of the respondents. The second-largest group was individuals aged 26 

to 35 years, making up 18.18% of the sample, followed by those aged over 45 years at 

27.27%. The youngest group, aged 17 to 25 years, constituted 11.69% of the respondents. 

This suggests that the sample tends to be middle-aged, with the highest concentration of 

respondents being in the 36-45 age range. 

In terms of educational background, the majority of respondents held a Bachelor's 

degree (51.95%), followed by those with a high school education (41.56%). Smaller 

proportions of respondents held a diploma (3.90%), a Master's degree (2.60%), and none held 

a Doctoral degree. This shows that most of the respondents are relatively well-educated, with 

a significant number holding a Bachelor’s degree. 

Regarding occupation, the largest group was sales and marketing personnel (44.16%), 

followed by operating officers (33.77%). A smaller proportion of respondents were owners 

(7.79%) and managers (14.29%). This suggests that the sample is largely composed of 

individuals working in operational or sales-related roles within the company. 

Model  

The testing phase of the measurement model encompasses the assessment of 

Convergent Validity, Discriminant Validity, and Composite Reliability. The results of the 

PLS analysis can be utilized to evaluate the research hypotheses provided that all indicators 

within the PLS model satisfy the criteria for convergent validity, discriminant validity, and 

composite reliability. Prior to obtaining the outer model results, the PLS model must be 

estimated through the application of algorithm procedures. 

The following section presents the results of the SEM-PLS model estimation after the 

application of the algorithm technique: 
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Figure 2. 

SEM-PLS algorithm model estimation results 

Based on the processed data, the estimated results of the SEM-PLS algorithm model 

are illustrated in Figure 2. 

To evaluate the measurement model in this study, several key criteria were used, 

including outer loadings, Average Variance Extracted (AVE), Cronbach’s Alpha, and 

Composite Reliability (CR). These indicators assess the convergent validity and internal 

consistency of the latent constructs used in the model. The table 3 Below are the observed 

HTMT values between key constructs: 

Table 3. 

Results of Convergent Validity and Reliability 

Items Loadings AVE Cronbach’s alpha Composite reliability 

Product 

X1.1 0.825 

0.673 0.856 0.959 
X1.2 0.889 

X1.4 0.834 

X1.5 0.725 

Price 

X2.1 0.829 

0.702 0.858 0.868 
X2.2 0.751 

X2.3 0.863 

X2.4 0.901 

Place 

X3.1 0.899 
0.785 0.727 0.733 

X3.2 0.873 
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Promotion 

X4.1 0.792 

0.686 0.846 0.868 
X4.2 0.785 

X4.3 0.919 

X4.5 0.810 

Purchase Decision 

Y1 0.907 

0.686 0.910 0.942 

Y2 0.835 

Y3 0.789 

Y4 0.828 

Y5 0.777 

Y6 0.827 

Source: Data processed (2025) 

 

Outer Loadings 

According to (Hair et al., 2019), individual item loadings should exceed 0.70 to 

demonstrate adequate convergent validity. In this study, all indicator loadings surpassed this 

threshold, indicating that each item strongly reflects its respective construct. For example, 

item loadings for the construct "Product" ranged from 0.725 to 0.889, and for "Purchase 

Decision" from 0.777 to 0.907. This suggests a high degree of correlation between the 

observed items and their underlying latent variables. 

Average Variance Extracted (AVE) 

The AVE values for all constructs exceeded the minimum acceptable threshold of 

0.50, with values ranging from 0.673 to 0.785. This indicates that more than 50% of the 

variance in the observed variables is captured by the latent construct, supporting convergent 

validity (Hair et al., 2019). 

Cronbach’s Alpha 

All constructs showed Cronbach’s Alpha values greater than 0.70, ranging from 0.727 

to 0.910, which reflects high internal consistency among the items. This means that the items 

used to measure each construct are reliable and consistently represent the same underlying 

concept (Nunnally & Bernstein, 1994). 

Composite Reliability (CR) 

Composite reliability values were also above the recommended threshold of 0.70 for 

all constructs, ranging from 0.733 to 0.959. This further confirms the reliability of the 

measurement model and the internal consistency of each construct. 

In summary, the results confirm that all constructs meet the requirements for 

convergent validity and reliability. The high loadings, AVE, Cronbach’s Alpha, and 

Composite Reliability values suggest that the measurement instruments used in this study are 

both valid and reliable. Therefore, the constructs are deemed appropriate for inclusion in the 

structural model analysis. 

Futhermore, to assess discriminant validity between latent constructs, this study 

employed the Heterotrait-Monotrait Ratio (HTMT) of correlations, which is considered a 

more reliable criterion compared to the traditional Fornell-Larcker and cross-loading 

methods (Henseler et al., 2015). 
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According to (Henseler et al., 2015), discriminant validity is established when the 

HTMT value between two constructs is below 0.90 for conceptually distinct constructs, and 

below 0.85 for constructs that are more conceptually similar. Values above 0.90 indicate a 

potential lack of discriminant validity, meaning that two constructs may not be empirically 

distinct. 

Based on the HTMT values presented in Table 3, all correlations between constructs 

are well below the threshold of 0.85, suggesting that each construct in the model 

demonstrates sufficient discriminant validity. Below are the observed HTMT values between 

key constructs: 

Table 4. 

Discriminant validity results (HTMT) 

Constructs (1) (2) (3) (4) (5) 

(1) Place - - - - - 

(2) Cprice 0.333 - - - - 

(3) Product 0.506 0.204 - - - 

(4) Promotion 0.224 0.095 0.315 - - 

(5) Purchase Decision 0.275 0.121 0.154 0.254 - 

Source: Data processed (2025) 

 

All values are significantly below the threshold of 0.85, which confirms that there is 

no significant overlap between the constructs, and each construct is measuring a distinct 

concept. 

The results of the HTMT analysis support the discriminant validity of the 

measurement model. This ensures that each latent variable: Product, Price, Place, Promotion, 

and Purchase Decision captures a unique dimension within the marketing mix framework 

and consumer decision-making process. 

Table 5.  

Direct Effect Results 

Hypothesis 
Path 

Coefficients 

T 

statistics 

P 

values 
R2 

Place -> Purchase Decision 0.296 2.827 0.006 

0.225 
Price -> Purchase Decision 0.120 0.861 0.391 

Produk -> Purchase Decision -0.386 2.390 0.019 

Promotion -> Purchase Decision -0.310 3.277 0.001 

Source: Data processed (2025) 

 

This study employed the Partial Least Squares Structural Equation Modeling (PLS-

SEM) approach to examine the influence of the marketing mix elements (4Ps) product, price, 

place, and promotion on the purchase decisions of tobacco import products by manufacturers, 

using PT Harum Tembakau Indonesia as a case study. The interpretation of each path 

coefficient is as follows: 

1. Place → Purchase Decision 

The path coefficient of 0.296, with a t-statistic of 2.827 and a p-value of 0.006, indicates 

that place (distribution channels) has a positive and significant influence on purchase 
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decisions. This finding suggests that the more reliable and efficient the distribution system 

offered by the company, the more likely manufacturers are to purchase tobacco import 

products. This aligns with (Chaudhari & Patil, 2021), who emphasized that in B2B 

markets, distribution reliability is a crucial determinant of purchase behavior. 

2. Price → Purchase Decision 

The path coefficient of 0.120, t-statistic of 0.861, and p-value of 0.391 indicate that price 

does not have a statistically significant effect on purchase decisions. Although price is 

typically a key component in the marketing mix, this result shows that in the context of 

B2B transactions involving tobacco imports, price is not the dominant factor. 

Manufacturers appear to prioritize other attributes such as product quality or distribution 

reliability over pricing considerations. 

3. Product → Purchase Decision 

The path coefficient of -0.386, with a t-statistic of 2.390 and p-value of 0.019, shows that 

product has a negative and significant effect on purchase decisions. This suggests that the 

perceived quality or characteristics of the tobacco import products offered by PT Harum 

Tembakau Indonesia do not yet meet the expectations of manufacturers, thereby 

negatively influencing their purchasing decisions. This finding is consistent with Utami 

et al., (2024), who noted that negative perceptions of product attributes can reduce buyer 

interest, even if pricing and promotion strategies are favorable. 

4. Promotion → Purchase Decision 

The path coefficient of -0.310, with a t-statistic of 3.277 and p-value of 0.001, indicates 

that promotion also has a negative and significant effect on purchase decisions. This result 

implies that the current promotional strategies implemented by the company may be 

ineffective or irrelevant in reaching the B2B market. Overly generic or mismatched 

promotional efforts can reduce trust and hinder purchase intention among manufacturers. 

This is supported by (Sahem, 2023), who argued that in B2B marketing, poorly targeted 

promotions may harm rather than enhance communication effectiveness. 

The Effect of Place on Purchase Decision 

The results of the study indicate that the place variable has a positive and significant 

effect on the purchase decision of imported tobacco products by manufacturers, with a path 

coefficient of 0.296 and a p-value of 0.006. These findings confirm that the distribution 

aspect plays a critical role in the purchase decision-making process in the business-to-

business (B2B) context. Distribution reliability, ease of access to products, and efficiency in 

delivery add value for manufacturers in selecting suppliers. 

This finding is in line with the research by (N. Q. Wijaya et al., 2024), which states 

that the distribution factor significantly influences purchase decisions, especially when the 

product being offered is an essential raw material for production continuity. In industries 

such as tobacco, where supply continuity is crucial, distribution becomes a key element in 

the marketing mix. 

The Effect of Price on Purchase Decision 

The price variable in this study did not show a significant effect on the purchase 

decision, with a path coefficient of 0.120 and a p-value of 0.391. This finding suggests that 

price is not a primary factor considered by manufacturers when making decisions about 

purchasing imported tobacco. In the B2B context, particularly in the raw materials industry 

like tobacco, quality and supply reliability are often prioritized over price (Adesanya et al., 
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2020). Manufacturers are generally willing to pay a higher price as long as the product meets 

the required technical specifications and quality standards needed in their production 

processes. 

The Effect of Product on Purchase Decision 

The results indicate that the product variable has a negative and significant effect on 

the purchase decision, with a path coefficient of -0.386 and a p-value of 0.019. This finding 

is particularly interesting as it contrasts with most previous studies that suggest product 

quality is a major factor in purchase decisions. The result implies that there may be a 

mismatch between the specifications of the imported tobacco products offered by PT Harum 

Tembakau Indonesia and the needs and preferences of manufacturers. 

Research by (Aziz et al., 2025) suggests that negative perceptions of product quality 

or a mismatch between the product and consumer needs can lead to a decline in purchase 

interest. In this context, PT Harum Tembakau Indonesia needs to evaluate its product 

portfolio and strengthen quality control. 

The Effect of Promotion on Purchase Decision 

The promotion variable also showed a negative and significant effect on the purchase 

decision, with a path coefficient of -0.310 and a p-value of 0.001. This indicates that the 

company's promotional strategies have not been effective in attracting manufacturers' 

interest. In B2B marketing, promotional forms such as personal approaches, relational 

marketing, exclusive offers, and after-sales service tend to have more impact than 

conventional promotions such as advertisements or discounts. 

(Kučinskas, 2024) state that promotions that are not aligned with consumer 

characteristics can negatively affect perceptions and purchase decisions. Therefore, 

companies need to tailor their promotional strategies to the specific needs of manufacturers, 

including providing technical information and product trials. 

Simultaneous Analysis of the Marketing Mix on Purchase Decisions 

Simultaneously, the research model, which includes the variables of product, price, 

place, and promotion, explains 22.5% of the variability in purchase decisions (R² = 0.225). 

This value indicates that other factors, beyond the 4Ps of the marketing mix, influence 

purchase decisions. These factors may include company reputation, long-term business 

relationships, customer service quality, as well as external elements such as import 

regulations and global market conditions. 

These findings provide valuable insights for PT Harum Tembakau Indonesia, 

suggesting that the company should focus on enhancing product quality, improving 

promotional effectiveness, and strengthening a reliable distribution system as key strategies 

to attract the attention of cigarette manufacturers in Indonesia. 

 

CONCLUSION 

Based on the results of the Structural Equation Modeling analysis using the Partial 

Least Squares (SEM-PLS) approach, the following conclusions can be drawn: 

1. Place has a positive and significant effect on purchase decisions, indicating that effective 

and efficient distribution is a strategic priority in the marketing of imported tobacco. 

2. Price does not have a significant effect on purchase decisions, suggesting that in the B2B 

context, manufacturers prioritize product quality and supply reliability over price. 
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3. Product has a negative and significant effect on purchase decisions, indicating a need for 

improvement in product quality and alignment with manufacturers' needs. 

4. Promotion also has a negative and significant effect, highlighting the need for a more 

adaptive and relational promotional approach to be implemented in the company's 

marketing communication strategy. 

5. Simultaneously, the variables in the marketing mix (4Ps) explain 22.5% of the variance 

in purchase decisions, suggesting that there are other factors outside of the marketing mix 

that also influence purchase decisions. 

Thus, this research provides practical contributions to PT Harum Tembakau 

Indonesia in formulating more relevant marketing strategies and can serve as a reference for 

the development of the imported tobacco business in the future. 
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