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Abstract

The objectives of this research are: 1. To examine the direct influence of marketing mix
factors and perceived value on the decision-making process for purchasing solar panels. 2. To
investigate the direct influence of marketing mix factors on the perceived value of solar panels.
3. To study the indirect influence of marketing mix factors through perceived value on the
decision-making process for purchasing solar panels, in accordance with empirical data. This is a
quantitative research study that utilizes a questionnaire as the research tool. The sample consists
of 356 participants, selected through purposive sampling. Descriptive statistics and causal analysis
were employed using Structural Equation Modeling (SEM). The research findings indicate that both
marketing mix factors and perceived value have a direct influence on the decision-making process
for purchasing solar panels, with coefficients of 0.555 and 0.342, respectively. This demonstrates
that enhancing the marketing mix and establishing perceived value can directly stimulate
purchase decisions. Furthermore, marketing mix factors have a significant direct influence on
perceived value, with a coefficient of 0.861. The results support the theory that marketing
activities are factors capable of creating value perceived by consumers. Marketing mix factors also
have an indirect influence through perceived value on the decision-making process for purchasing,
with a coefficient of 0.294. The findings show that perceived value has a direct effect on the
decision-making process for purchasing, with a coefficient of 0.342. This outcome confirms that
increasing perceived value can enhance consumers' motivation to purchase solar panels.

Keywords: Marketing Mix, Perceived Value, Purchase Decision Process, Solar Panels
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