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ABSTRACT
Indonesia’s cosmetics industry has experienced significant growth in recent years, with an
increase of 9.61% in 2021 and a CAGR increase of 5.81% in 2022-2027. This growth is due
to the increasing demand for cosmetic products and services. Each beauty brand markets
its products both online and offline. Offline, many beauty brands are capitalizing on
opportunities by working with retail stores in Indonesia. This is because currently the retail
industry in Indonesia is experiencing very rapid growth. one of these retail stores is
Guardian. Guardian sells more than 10,000 health and beauty products. because of the
many products sold at guardian, consumers are confused in determining the items they
want to buy because there are many items that have the same function but different brands,
S0 this makes it possible or many factors that influence consumers in making purchasing
decisions
This study was to determine the factors that influence purchasing decisions for cosmetic
products at Guardian and to determine the most dominant factor in influencing purchasing
decisions for cosmetic products at Guardian. By examining 14 factors, according to Kotler
& Keller (2016), Kotler (2022), and Tjiptono (2017).
To gather primary data, a questionnaire will be disseminated via Google Forms through
social media platforms. The questionnaire will employ a Likert scale with four gradations,
ranging from "Strongly Disagree" to "Strongly Agree," facilitating respondents in expressing
their opinions and preferences regarding beauty product purchases at Guardian. Data
analysis will utilize Partial Least Square (PLS) version 3.9, enabling researchers to examine
and ascertain the factors exerting the greatest influence on beauty product purchasing
decisions at Guardian outlets. Through this comprehensive methodology, the study
endeavors to contribute valuable insights into consumer behavior in the beauty retail sector
within the Indonesian market.
Keywords:Purchase Decision, Factors, Guardian

INTRODUCTION

The cosmetics industry in Indonesia has experienced significant growth in recent
years. According to data from the Central Statistics Agency (BPS) and the Food and Drug
Administration of the Republic of Indonesia (BPOM RI) in 2023, this sector saw an increase
of 9.61% in 2021. The number of companies in the cosmetics industry also rose from 819
in 2021 to 913 by the end of 2022. Furthermore, a Statista report indicated that revenue
from the beauty and personal care industry reached USD 7.23 billion in 2022, with an annual
growth projection of 5.81% for the period 2022-2027.

This growth is supported by changing consumer behavior in Indonesia, with an
increasing awareness of the importance of skin health and beauty. According to Mitsui
(1993), the main purposes of using cosmetics in modern society include personal hygiene,
enhancing attractiveness, boosting self-confidence, protecting the skin and hair from
damage, and preventing aging.

Many beauty brands in Indonesia market their products both online and offline.
Offline, they collaborate with retail stores such as Guardian, which sells over 10,000 health
and beauty products. Guardian is known as the largest health and beauty retailer in
Indonesia, with more than 300 outlets. However, the vast array of products often leaves
consumers confused about which items to choose.

According to Kotler & Armstrong (2018), purchasing decisions are part of consumer
behavior that involves the selection, purchase, use, and disposal of goods or services. The
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factors influencing purchasing decisions are varied, including product choice, brand choice,
place of purchase, purchase quantity, purchase timing, and payment method. Tjiptono
(2017) adds that purchasing decisions are also influenced by the emotional, social, quality,
and functional values of the product.

This study aims to identify the factors influencing the purchasing decisions of
cosmetic products at Guardian and to determine the most dominant factor. Primary data will
be collected through a questionnaire distributed via Google Forms, and data analysis will
use Partial Least Square (PLS) version 3.9. The results of this study are expected to provide
valuable insights into consumer behavior in the beauty retail sector in Indonesia.

THEORY
2.1.1 Marketing
According to Kotler and Keller (2007), marketing is the process of planning and
implementing the conception, pricing, promotion, and distribution of ideas, goods, and
services to create exchanges that meet individual and organizational goals. Marketing
management aims to manage these functions optimally to ensure a satisfactory exchange
process between producers and consumers.
2.1.2 Marketing Mix
Kotler & Keller (2012) define the marketing mix as a set of tactical marketing tools—product,
price, place, and promotion (4Ps)—used to produce the desired response in the target
market. They later expanded this to 7Ps in service marketing by including people, physical
evidence, and process:

1. Product: Combination of goods and services offered to the target market.
Price: The amount customers pay to obtain the product.
Place: Activities making the product available to consumers.
Promotion: Activities communicating product benefits to persuade consumers.
People: All actors involved in service delivery affecting buyer perceptions.
Physical Evidence: Tangible aspects influencing consumer decisions, such as
environment and equipment.

7. Process: Procedures and activities delivering the service.
2.1.3 Consumer Behavior
Winardi (1991) describes consumer behavior as the actions of individuals who plan, buy,
and use goods or services. Kotler and Keller (2009) define it as the study of how people
make decisions to spend their resources on consumption activities. They illustrate this with
a model showing how marketing and other stimuli influence consumer psychology and
decision-making.
2.1.4 Purchase Decision
Kotler & Armstrong (2018) state that purchasing decisions are part of consumer behavior,
involving how individuals or groups choose, buy, use, and dispose of products. Hutagaol
(2019) and Prasetya et al. (2019) describe it as a process where consumers evaluate
alternatives before making a purchase.
2.1.5 Factors Influencing Purchase Decisions
Factors in purchasing decisions are part of the stages carried out by consumers in the
purchasing decision process. There are six factors of purchasing decisions, the following is
an explanation of the six dimensions of purchasing decisions according to Kotler & Keller
(2016):

a. Product Choice
Consumers can make decisions to buy a product or use their money for other purposes. In
this case, the company must focus its attention on people who are interested in buying a
product and the alternatives they are considering.

b. Brand Choice
Buyers must make a decision about which brand to buy. Each brand has its own differences.
In this case the company must know how consumers choose a brand.

c. Dealer Choice
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Buyers must decide which distributor to visit. Each buyer has different considerations in
terms of determining the distributor, it can be due to factors of close location, low prices,
complete inventory of goods and others.

d. Purchase Amount
Consumers can make decisions about how many products they will buy at a time.
Purchases made may be more than one. In this case, the company must prepare the
number of products according to the different desires of the buyers.

e. Purchase Timing
Consumer decisions in choosing the time of purchase can vary, for example, some buy
every day, once a week, once a month, or once a year.

f. Payment Method
Buyers can make decisions about the payment methods that will be made when making
purchases, for example, cash payments, checks, credit cards, debit cards, and so on.
According to Kotler (2022), there are a number of purchasing behavior factors that can
influence consumers in their decision to buy a product or not. Here are some pointers that
can help in the buying process (Arfah, 2022), including:

a. Willingness to buy the product
When consumers have an understanding of the benefits of a product, they tend to feel
compelled to buy it.

b. Desire to use the product
If a consumer feels interested in using a product, they will often do research on the product,
find out its advantages, and consider whether the product meets their needs.

c. Making recommendations to others
Consumers who have tried a product and are satisfied with its quality will often make
recommendations to others, saying that the product is very good and satisfying. They will
invite others to also try the product.

d. Make repeat purchases
Customers who are satisfied with the performance of a product will often make repeat
purchases. They return to buy the product as a sign of their satisfaction with the product.
According to Tjiptono (2017), the factors that influence customer purchasing decisions are
the emotional bonds that exist between customers and producers after customers use
products and services from the company and find that these products or services provide
added value. The value dimension consists of 4, namely:

a. Emotional value,
utility that comes from feelings or affective or positive emotions arising from consuming the
product. If consumers experience positive feelings when buying or using a brand, then the
brand provides emotional value. In essence, emotional value is related to feelings, namely
what positive feelings consumers will experience when buying a product.

b. Social value,
utility derived from the product's ability to improve consumers' social self-concept. Social
value is the value held by a consumer, regarding what is considered good and what is
considered bad by consumers.

c. Quality value,
utility derived from the product due to the reduction of short-term costs and long-term costs.

d. Functional value
the value obtained from product attributes that provide functional utility to consumers. This
value is directly related to the functions provided by the product or service to consumers.
METHODOLOGY

This research encompasses all regions of Indonesia, reflecting the widespread

presence of Guardian outlets across the country. As reported on the Guardian website, the
retail chain has established a significant presence, boasting over 300 outlets distributed
throughout various cities in Indonesia. The study targets individuals aged between 13 to 40,
comprising both men and women who frequent Guardian outlets for beauty product
purchases. Utilizing factor analysis, a quantitative approach will be employed to identify the
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primary factors influencing consumers' decisions when purchasing beauty products at
Guardian. By scrutinizing various factors, the research aims to pinpoint the most influential
determinant guiding purchasing behavior within this demographic. To gather primary data,
a questionnaire will be disseminated via Google Forms through social media platforms. The
questionnaire will employ a Likert scale with four gradations, ranging from "Strongly
Disagree" to "Strongly Agree," facilitating respondents in expressing their opinions and
preferences regarding beauty product purchases at Guardian. Data analysis will utilize
Partial Least Square (PLS) version 3.9, enabling researchers to examine and ascertain the
factors exerting the greatest influence on beauty product purchasing decisions at Guardian
outlets. Through this comprehensive methodology, the study endeavors to contribute
valuable insights into consumer behavior in the beauty retail sector within the Indonesian
market.
RESULT
CONCLUSION

The purpose of this study was to determine the factors that influence purchasing
decisions for cosmetic products at Guardian and to determine the most dominant factor in
influencing purchasing decisions for cosmetic products at Guardian. By examining 14
factors, according to Kotler & Keller (2016), namely Product Choice, Brand Choice, Dealer
Choice, Purchase Amount, Purchase Timing, Payment Method. In addition, according to
Kotler (2022), there are a number of purchasing behavior factors that can influence
consumers in their decision to buy a product or not. Here are some clues that can help in
the buying process (Arfah, 2022), including: Willingness to buy products, Desire to use
products, Make recommendations to others and Make repeat purchases. In addition,
according to Tjiptono (2017), the factors that influence customer purchasing decisions are
the emotional bonds that exist between customers and producers after customers use
products and services from the company and find that these products or services provide
added value. namely emotional value, social value, quality value, and functional value.
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