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This study aims to determine and analyze the effect of product packaging 

and digital marketing on consumers' purchasing decisions for Glad2Glow 

cosmetic products in Tembilahan. The rapid growth of the cosmetic industry 

requires companies to implement effective marketing strategies to attract 

consumers. Attractive product packaging and the optimal use of digital marketing 

are expected to enhance consumers' purchasing decisions for Glad2Glow 

cosmetic products. 

 

The population of this study consisted of all consumers in Tembilahan who 
had purchased Glad2Glow cosmetic products. Since the exact population size was 
unknown, the sample size was determined using the Lemeshow formula, resulting 

in 96 respondents. The independent variables in this study were Product 

Packaging (X₁) and Digital Marketing (X₂), while the dependent variable was 

Purchasing Decision (Y). The research data were collected through 
questionnaires using a five-point Likert scale. 

 

The data were analyzed using Structural Equation Modeling (SEM) based 

on the Partial Least Squares (PLS) approach. The analysis included outer model 

and inner model evaluations to assess the validity, reliability, and relationships 

among the variables. The results indicate that all research indicators met the 

validity and reliability requirements, with outer loading values above 0.70, 

Average Variance Extracted (AVE) above 0.50, and Composite Reliability and 

Cronbach's Alpha values exceeding 0.70. The R-Square value of 0.897 indicates 

that product packaging and digital marketing jointly explain 89.7% of the 

variance in purchasing decisions, while the remaining 10.3% is explained by 

other variables outside the research model. Hypothesis testing revealed that 

product packaging has a positive and significant effect on purchasing decisions, 

with a path coefficient of 0.620, a T-statistic of 10.228, and a P-value of 0.000. 

Furthermore, digital marketing also has a positive and significant effect on 

purchasing decisions, with a path coefficient of 0.426, a T-statistic of 7.376, and a 

P-value of 0.000. Therefore, both product packaging and digital marketing 

significantly influence consumers' purchasing decisions for Glad2Glow cosmetic 

products in Tembilahan. 

 

Keywords: Product Packaging, Digital Marketing, Purchasing Decision, 

Glad2Glow. 
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Penelitian ini bertujuan untuk mengetahui dan menganalisis pengaruh 

packaging produk dan digital marketing terhadap keputusan pembelian konsumen 

pada produk kosmetik Glad2Glow di Tembilahan. Perkembangan industri 

kosmetik yang semakin pesat menuntut perusahaan untuk menerapkan strategi 

pemasaran yang efektif guna menarik minat konsumen. Packaging produk yang 

menarik serta pemanfaatan digital marketing yang optimal diharapkan mampu 

meningkatkan keputusan pembelian konsumen terhadap produk Glad2Glow. 

 

Populasi dalam penelitian ini adalah seluruh konsumen produk kosmetik 

Glad2Glow di Tembilahan yang pernah melakukan pembelian. Karena jumlah 

populasi tidak diketahui secara pasti, penentuan sampel menggunakan rumus 

Lemeshow dengan jumlah sampel sebanyak 96 responden. Variabel independen 

dalam penelitian ini terdiri dari Packaging Produk (X₁) dan Digital Marketing 

(X₂), sedangkan variabel dependen adalah Keputusan Pembelian (Y). Data 

penelitian diperoleh melalui penyebaran kuesioner dengan menggunakan skala 

Likert. 

 

Metode analisis data yang digunakan adalah Structural Equation Modeling 

(SEM) berbasis Partial Least Square (PLS). Analisis dilakukan melalui pengujian 

outer model dan inner model untuk mengetahui validitas, reliabilitas, serta 

hubungan antarvariabel. Hasil analisis menunjukkan bahwa seluruh indikator 

penelitian telah memenuhi kriteria validitas dan reliabilitas dengan nilai outer 

loading > 0,70, Average Variance Extracted (AVE) > 0,50, serta Composite 

Reliability dan Cronbach's Alpha > 0,70. Nilai R-Square sebesar 0,897 

menunjukkan bahwa variabel packaging produk dan digital marketing mampu 

menjelaskan 89,7% variasi keputusan pembelian, sedangkan 10,3% dipengaruhi 

oleh faktor lain di luar penelitian. Hasil uji hipotesis menunjukkan bahwa 

packaging produk berpengaruh positif dan signifikan terhadap keputusan 

pembelian dengan koefisien jalur sebesar 0,620, nilai T-Statistics 10,228, dan P-

Values 0,000. Selain itu, digital marketing juga berpengaruh positif dan signifikan 

terhadap keputusan pembelian dengan koefisien jalur sebesar 0,426, nilai T-

Statistics 7,376, dan P-Values 0,000. Dengan demikian, packaging produk dan 

digital marketing terbukti berpengaruh positif dan signifikan terhadap keputusan 

pembelian konsumen produk kosmetik Glad2Glow di Tembilahan. 

 

 

Kata Kunci: Packaging Produk, Digital Marketing, Keputusan Pembelian, 

Glad2Glow. 
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