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Purchasing decisions and customer satisfaction are what determine marketing. This study aimed to
analyze the effect of marketing mix variables of price, place, and promotion on purchase decisions
and customer satisfaction at SDS Nusantara of Batam City. The research method used was
quantitative method with data collected using questionnaires distributed directly to 150 respondents
and using accidental sampling. The data processing analysis used in this research was SemPLS 3.2.9
application. The results of this study found that the price, place and promotion variables had a
positive and significant effect, then the price, place and promotion variables also had significant and
positive effect on customer satisfaction, finally the purchase decision had a positive and significant
effect on customer satisfaction.

Kata Kunci
Bauran pemasaran
Kepuasan pelanggan

Pengaruh bauran pemasaran terhadap keputusan pembelian dan kepuasan pelanggan. Keputusan
pembelian serta kepuasaan pelanggan merupakan hal yang menentukan pemasaran. Penelitian ini
bertujuan untuk melihat pengaruh marketing mix variable price, place, dan promotion terhadap
keputusan pembelian serta kepuasaan pelanggan di SDS Nusantara Batam. Metode penelitian yang

Keputusan pembelian digunakan metode kuantitatif dengan data yang di kumpulkan menggunakan kuesioner di sebarkan

secara langsung kepada 150 responden dan menggunakan accidental sampling. Analisis olah data
yang digunakan dalam penelitian ini applikasi SemPLS 3.2.9. Hasil penelitian ini menyatakan bahwa
variabel harga, tempat dan promosi berpengaruh positif dan signfikan kepuasaan pelanggan.
Variabel harga, tempat dan promosi juga berpengaruh signifikan dan positif pada kepuasaan
pelanggan. Keputusan pembelian memiliki pengaruh positif dan signifikan pada kepuasaan
pelanggan.
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INTRODUCTION

In general, the term marketing is familiar in the business world, such as in office companies, online or offline shop
businesses, and many others, and where there is a target market that you want to achieve in order to create a good
marketing strategy to compete and survive. In addition to the fact that this business sector is marketable, the large number
of primary school educational institutions, both private and public, creates intense competition (Appel et al., 2020; Dwivedi
et al., 2021; Lockett & Lockett, 2018). To address this issue, every educational institution, particularly elementary schools,
must develop an effective marketing strategy to entice prospective students’ parents to enroll in the appropriate school
(Li & Hung, 2009; Tah & Knutes-Nyqvist, 2022; Uchendu et al., 2015).
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In Indonesia, formal education is divided into three levels: primary education, secondary education, and higher
education. Basic education is the most important phase of a child’s education because children who are entrusted to
elementary school do not yet have knowledge or experience, and it is also where children are first taught to be brave,
speak up, and be responsible for themselves (Kusumo et al., 2022; Munro, 2013; Wahyudi & Che Noh, 2019). Whereas in
primary school, children are taught to read, count, and train students’ psychometrics. Students, parents, and the
community all use educational services in the world of education. The marketing mix, which includes the product,
promotional price, location, process, physical evidence, people, references, family, institutional image, and culture,
influences the decision to choose a school (Asiah et al., 2022; Iskandar et al., 2021; Wati & Satrio, 2015).

Furthermore, marketing mix as a marketing tool used to achieve company targets or goals, which means that there are
variables or elements in the marketing mix that companies use to attract potential buyers to use the services or products
offered by the company so that the company’s target market or goals are implemented (Ellitan, 2021; Sohrabi et al., 2017).
The first marketing mix variable examined in this study is price, which includes the match between service rates and
affordability or suitability for the services you want to get. So, when companies or institutions set prices for consumers,
they can guarantee the quality of the products or services offered, ensuring that customers are satisfied with what is being
offered (Jindo et al., 2020).

The company has decided on a strategic location for offering products or services to consumers. A convenient location
supports the company’s buying and selling process, makes it easy to find school locations, provides a sense of security for
students attending school, and provides supporting facilities at school locations such as parking lots and seating for parents
when picking up her child (Marendra, 2018). Promotion is one of the variables, particularly in the marketing mix for industry
in marketing products and services. Promotional activities are not only used to communicate between consumers and
industry, but can also influence consumers to carry out purchasing activities that meet their needs and desire (Al Badi,
2018; Jaya et al., 2020; Karsono & Salma, 2023; Putra et al., 2020).

Customers’ purchase decisions are expected to result in customer satisfaction with the products and services they have
purchased. Because customer satisfaction is felt when the results perceived or obtained meet or exceed the customer’s
expectations. The company’s customer satisfaction is capable of eliciting a positive response from customers. This can
benefit the company because it creates a favorable image in the customers’ eyes. If parents or the community are
interested in enrolling their children at SDS Nusantara for various reasons such as price, location, and promotions offered
by the school, they will buy it; however, if the price, location, and promotions do not meet the criteria, they will not register
their child. After they register their children, the school must meet the expectations of the people or the community so
that they feel satisfied and decide to buy back or advise others about SDS Nusantara.

The marketing concept that has been used so far needs to be redefined. This is the marketing era of 2030, which will
play an important role on the Indonesian marketing stage and is related to Sustainable Development Goals (SDGs),
generation Z, and metaverse technology. The interaction of these three issues will be the driving force for a new era of
marketing in 2030 (Kartajaya, 2022). This aspect needs attention in the field of education (Galiano-Coronil et al., 2023).
Social marketing interventions are effective in solving social problems and the deadline for achieving the SDGs is
approaching, it is important to see the extent of the contribution of the marketing sector in achieving the SDGs by 2030
(Delvaux & Van den Broeck, 2023).

Based on the background above, the researcher limited the problem in order to avoid expanding the discussion or
problems in this research in order to achieve the desired results. This allows researchers to concentrated solely on the
effects of price, location, and promotion on customer satisfaction through purchasing decisions. Therefore, this research
aims to see the influence of the marketing mix variables price, place and promotion on purchasing decisions and customer
satisfaction at SDS Nusantara Batam.

METHOD

This research uses descriptive qualitative research design, to look at the influence of sales, sales, marketing, promotions
on purchasing decisions and customer sales and to describe the factors of sales in the objects studied by the researcher.
The descriptive qualitative research method which is usually used is a survey research method in the library which is usually
used to collect data by using a questionnaire to 150 respondents directly in the questionnaire and also by using Structural
Equality Modeling (SEM) and Partial Least Square (PLS). This research site was carried out at SDS Nusantara Tanjung
Uncang, Batu Alji, Batam. This school is located in Perumahan Putera Jaya C/20-30. The data collection technique in this
research uses accidental sampling.

The researcher used a descriptive qualitative research design in this study to analyze the influence of sales, marketing,
marketing, promotion, purchasing decisions, and customer satisfaction, as well as to describe the sales and marketing
factors of the object being studied. The descriptive qualitative research method that was commonly used in the library was
a survey research method in which data was collected by using a questionnaire to 150 respondents directly in the
guestionnaire and also by using Structural Equality Modeling or SEM based on Palrtiall Lealst Squalre (PLS). This study was
conducted at SDS Nusalntalral Talnjung Uncalng, Batu Aji District, Batam. This school is in Putera Jaya Block C, numbers 20
and 30. The data collection technique used in this research was sampling samples.

The questionnaire for this study was distributed to students and alumni of SDS Nusantara. The total population in this
research was 235 people based on this distribution, and the researchers used the Slovin formula in the sample, totaling
150 respondents. The Palrtiall Lealst Squalre (PLS) method and the SmartPLS 3.0 software support tool were used to
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analyze the research model. There were two basic model evaluations in this test, namely the outer model and the inner
model.

RESULTS AND DISCUSSION

Discriminant validity

Measurement of cross loading factors can reveal discriminant validity; if the correlation of the construct with the main
measurement (each indicator) is greater than the size of other constructs, the variable is said to have high discriminant
validity. The Table 1 illustrates the discriminant validity test. Comparing the square root of the average variance extracted
(AVE) for each variable with the correlation between the variable and other variables in the model is one method for
assessing discriminant validity. If the square root of AVE for each variable is greater than the correlation between the
variable and other variables, the model has sufficient discriminant validity.

Table 1. Result of discriminant validity

Research Correlation
Variable AVE Price Place Promotion Purchase Decision  Customer Satisfaction
(X1) (X2) (Xs) (Y1) (2)
Price (X1) 0.653 0.808
Place (X2) 0.635 0.741 0.797
Pm?;(?)t'o” 0.650 0.422 0.551 0.806
Purchase — oog 0.606 0.624 0.601 0.753
Decision (Y)
Customer
Satisfaction 0.589 0.601 0.697 0.604 0.652 0.768
(2)

All variables in the model tested met the discriminant validity criteria, which can be explained. Assessing the validity of
the variables in the AVE value showed discriminant validity testing. If the AVE of each variable was greater than 0.50, the
model was said to be good.

Composite reliability
The Composite Reliability (CR) value and Cronbach's Alpha can be used for reliability testing in Partial Least Square
(PLS). The Table 2 are the results of the reliability tests recapitulation.

Table 2. Result of instrument reliability research

Variable Composite Reliability Cronbach’s Alpha
Price (X1) 0.944 0.933
Place (X2) 0.940 0.928
Promotion (X3) 0.943 0.932
Purchase Decision () 0.940 0.931
Customer Satisfaction (Z) 0.953 0.946

The Composite Reliability (CR) value was > 0.7, and the Cronbach's Alpha value was > 0.6, indicating that the test was
reliable. The composite reliability and Cronbach's alpha output resulted for the variables price, place, promotion,
purchasing decisions, and customer satisfaction were all greater than 0.70. As a result, it was possible to explain why all
variables were reliable. As a result of the validity and reliability tests performed on indicators on five variables, it was
concluded that all instruments used passed the validity and reliability tests.

R —square
There were two dependent variables in this structural model: purchase decision (Z) and customer satisfaction (Y). Table

3 shows the determination coefficient (R2) for each dependent variable.

Table 3. R-square value of dependent variable

Variable R-square R-square Adjusted
Purchase Decision (Y) 0.954 0.953
Customer Satisfaction (2) 0.868 0.865
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According to Table 1.3, the model of the impact of price, location, and promotion on purchasing decisions had an R-
square value of 0.954, indicating that the variability of the purchasing decision variable can be explained by the variability
of the price and place variables. Place and promotion accounted for 95.4 percent of the variance, with the remaining 4.6
percent explained by variables other than those studied. Furthermore, the model of the influence of price, place,
promotion, and purchasing decisions on customer satisfaction yielded an R-square value of 0.868, indicating that the
variability of the price and place variables can explain the variability of the customer satisfaction variable. Place, promotion,
and purchasing decisions accounted for 86.8 percent of the total, with other variables other than those studied accounting
for 13.2 percent.

Q- square
Q-square analysis was used to determine whether the observed values were correctly reconstructed and whether the
model had predictive relevance. To assess how well the model produced observation values as well as estimated
parameters, Q-square must be calculated as follows:
Q* = 1(1-(R)’)(1-(Ra)?)

= 1-(1-0,954) (1-0,868)

= 1-(0,046) (0,132)

= 1-0,006

= 0,99

Q2 value had value with range of 0 < Q2 < 1, where the closer it is to one, the more accurate the model. The outcomes
of these calculations obtained Q2 value was 0,994 as a result, it can be concluded that the model has good predictive
relevance.

Result of Goodness of Fit (GoF) Test
Table 4 shows that the average value of R Square is 0.911, and the average value of communality is 0.619, so the
Goodness of Fit calculation yields the following results (Formula 1).

Table 4. Result of goodness of fit test

Average Variance

Extracted (AVE) PRI
X1 (Price) 0.653
X2 (Place) 0.635
X3 (Promotion) 0.650
Y (Customer Satisfaction) 0.568 0.954
Z (Purchase Decision) 0.589 0.868
Average 0.619 0.911

GoF =\/Communallty><ﬁ

=+0.619 x 0.911=0.751

Based on the above Goodness of Fit (GoF) calculation results, a GoF value of 0.751 was obtained, implying that the
model that can be used in this research had a relatively high suitability for the research model.

Results of Direct Effect Test

The relationship between variable x and the purchasing decision variable z is shown by 0.318 x1, 0.578 x2, and 0.151
x3, and the value is positive, indicating that the 3P variable has an influence on purchasing decisions, for the r square value
between variables x and z. of 0.868, then the r square value between price, place, and promotion and purchasing decisions
has an effect on customer satisfaction of 0.954 (Figure 1).
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Figure 1. Empirical model of PLS algorithm
The results of the path coefficient validation test on each path for direct influence are shown in the Table 5.

Table 5. Result of direct effect test (path coefficient)
Path Coefficient

No. Relationship Between Variables . T Statistic P Value Description
(Bootstrapping)
! X1 (Price) -> ¥ (Customer 0.255 7.968 0000  Significant
Satisfaction)
2 X1 (price) -> Z (Purchase 0318 5782 0000  Significant
Decision)
3 X2 (Place) -> ¥ (Customer 0335 6.817 0000  Significant
Satisfaction)
4 X2 (Place) > Z (Purchase 0.578 12.462 0000  Significant
Decision)
> X3 (Promotion) -> ¥ (Customer 0.063 2.027 0.043 Significant

Satisfaction)
X3 (Promotion) -> Z (Purchase
Decision)
7 Z (Purchase Decision) ->Y
(Customer Satisfaction)

0.151 4.114 0.000 Significant

0.407 6.774 0.000 Significant

The effect of price on purchase decisions

The results of table 1.3 show a positive path coefficient of 0.318 with a t-statistic of 5.782 (t-statistic > 1.96) and a p
value of 0.000 < 0.050, proving hypothesis 1 (H1). The findings can be interpreted to mean that the better consumers' price
perception, the more purchasing decisions they will make. Previous research has found that the price variable has a
significant impact on purchasing decisions (Oktavianus, 2022). If the income of the respondents' data answers is Rp.
2,600,000-4,000,000, then the selling price at SDS Nusantara is in line with the economic situation of the parents there, so
they decide to enroll their child.
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The effect of place on purchase decisions

This was showed by a positive path coefficient of 0.578, a t-statistic of 12.462 (t-statistic > 1.96) and a p value of 0.000
< 0.050, proving hypothesis 2 (H2). The findings can be interpreted to mean that the better the consumer's perception of
available locations, the more purchasing decisions would be made. Previous research also indicated that this location
variable had a significant and widely accepted influence on purchasing decisions (Pramisti, 2022). Looking at the responses,
we can see that they see a large school parking area. It can be assumed that if the school had a large parking area, when
parents wanted to bring their children, they felt safe, it was not complicated, and students could exercise freely.

The effect of promotions on purchase decisions

This was showed by a positive path coefficient of 0.151, a t-statistic of 4.114 (t-statistic > 1.96) and a p value of 0.000
< 0.050, proving hypothesis 3 (H3). The findings can be interpreted to mean that the better the respondent’s perception
of the promotion, the more purchasing decisions they would make. Previous studies found that promotions had a
significant and positive influence on purchasing decisions (Vincencia & Christiani, 2021). If we look at the respondents'
responses to the promotion variable, which indicated that SDS Nusantara's promotions made it easier for them to learn
about this school, we can conclude that SDS Nusantara did a good job of promoting so that parents decided to enroll their
children in this school.

The effect of price on customer satisfaction

This was showed by a positive path coefficient of 0.255, a t-statistic of 7.968 (t-statistic > 1.96) and a p value of 0.000 <
0.050, proving hypothesis 4 (H4). The findings can be interpreted to mean that the better consumers' price perception, the
higher their customer satisfaction. Previous research by Aisyah et al (2022) found that price has a significant impact on
customer satisfaction. So, if the SDS Nusantara school has implemented prices that are in line with customer expectations,
they will be pleased.

The effect of place on customer satisfaction

This was showed by a positive path coefficient of 0.335, a t-statistic of 6.817 (t-statistic > 1.96) and a p value of 0.000 <
0.050, proving hypothesis 5 (H5). The findings can be interpreted to mean that the better the consumer’s perception of
the available options, the higher the level of customer satisfaction. According to previous research, identifying place
variables on customer satisfaction had a significant influence, with the results stating that variable x and variable y had a
significant influence (Nisa, 2020). Given that the respondents were pleased with the facilities and the SDS Nusantara
Building, it can be assumed that SDS Nusantara could provide good premises or facilities.

The effect of promotions on customer satisfaction

This was showed by a positive path coefficient of 0.063, a t-statistic of 2.027 (t-statistic > 1.96) and a p value of
0.0430<.050, proving hypothesis 6 (H6). The findings can be interpreted to mean that the higher the respondent's
perception of the promotion, the higher the customer satisfaction. Previous research found that promotional variables had
a positive and significant impact on customer satisfaction (Setiawan & Suparto, 2020). Based on the responses of the
respondents, we can conclude that parents are satisfied with the distribution of brochures by SDS Nusantara so that they
can see and learn about the information.

The effect of purchase decisions on customer satisfaction

This was showed by a positive path coefficient of 0.407, a t-statistic of 6.774 (t-statistic > 1.96) and a p value of 0.000 <
0.050, indicating that hypothesis 7 (H7) can be proven. The findings can be interpreted to mean that the higher the level
of purchasing decisions, the higher the level of customer satisfaction. Earlier research found that purchasing decisions had
a significant impact on customer satisfaction (Nurakhmawati et al., 2022). According to the data responses of the
respondents, parents have decided to enroll their next child at SDS Nusantara Batam.

CONCLUSION

This research provides an illustration that (1) Price is proven to have a positive and significant effect on purchase
decisions; (2) Place has a positive and significant effect on purchasing decisions; (3) Promotion is proven to have a positive
and significant effect on purchase decisions; (4) Price is proven to have a positive and significant effect on customer
satisfaction; (5) Place is proven to have a positive and significant effect on customer satisfaction; (6) Promotion has a
significant effect on customer satisfaction; (7) Purchase decision is proven to have an effect on customer satisfaction. So,
based on the hypothesis testing results, it can be concluded that the variables x1 price, x2 place, and x3 promotion had a
positive and significant influence on purchasing decisions at SDS Nusantara Batam, and that the variable customer
satisfaction also had a positive and significant influence on purchase decisions, price, place, and promotion.

Based on the research findings and conclusions, the following suggestion can be given: SDS Nusantara must keep and
improve prices, locations, and promotions. In terms of price, it is better to keep it and adjust it to the economic conditions
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of the community as time passes. For the SDS Nusantara site, it can improve school facilities and conditions, increasing the
confidence of parents or the surrounding community that their children are entrusted to a safe school, and then it can be
more effective for promotion. Because technological advancements have advanced, schools can also use other social
media and rely on activities that make the school known outside of the area.

REFERENCES

Aisyah, Y., Arief, M. Y., & Fandiyanto, R. (2022). Pengaruh lokasi dan kualitas produk dalam menentukan minat beli
ulang pada toko Inayah Store dengan kepuasan konsumen sebagai variabel intervening. Jurnal Mahasiswa
Entrepreneur (JME), 1(5), 1052—-1069.

Al Badi, K. S. (2018). The impact of marketing mix on the competitive advantage of the SME sector in the Al Buraimi
governorate in Oman. SAGE Open, 8(3). https://doi.org/10.1177/2158244018800838

Appel, G., Grewal, L., Hadi, R., & Stephen, A. T. (2020). The future of social media in marketing. Journal of the Academy
of Marketing Science, 48(1), 79-95. https://doi.org/10.1007/s11747-019-00695-1

Asiah, S. N., Soe’oed, R., & Sjamsir, H. (2022). The implementation of 7Ps education marketing mix in early childhood
education institution. Educational Studies: Conference Series, 2(2), 233-244.

Delvaux, I., & Van den Broeck, W. (2023). Social marketing and the sustainable development goals: scoping review
(2013-2021). In International Review on Public and Nonprofit Marketing (Issue 0123456789). Springer Berlin
Heidelberg. https://doi.org/10.1007/s12208-023-00372-8

Dwivedi, Y. K., Ismagilova, E., Hughes, D. L., Carlson, J., Filieri, R., Jacobson, J., Jain, V., Karjaluoto, H., Kefi, H., Krishen, A.
S., Kumar, V., Rahman, M. M., Raman, R., Rauschnabel, P. A., Rowley, J., Salo, J., Tran, G. A., & Wang, Y. (2021).
Setting the future of digital and social media marketing research: Perspectives and research propositions.
International Journal of Information Management, 59, 102168.
https://doi.org/https://doi.org/10.1016/].ijinfomgt.2020.102168

Ellitan, L. (2021). The role of marketing mix in building customer satisfaction and loyalty: A theoretical study.
International Journal of Research, 8(12), 118-129.

Galiano-Coronil, A., Ortega, M., Ortega, B. M., & Ripoll, R. R. (2023). An approach for analysing and segmenting
messages about the SDGs on Twitter from the perspective of social marketing. International Review on Public and
Nonprofit Marketing, 0123456789. https://doi.org/10.1007/s12208-023-00369-3

Iskandar, S., Rifuddin, B., Ilham, D., & Rahmat, R. (2021). The role of service marketing mix on the decision to choose a
school: an empirical study on elementary schools. JPPI (Jurnal Penelitian Pendidikan Indonesia), 7(3), 469-476.
https://doi.org/10.29210/020211177

Jaya, I. K., Indiani, N. L. P., & Rusmiati, N. N. (2020). The influence of hotel marketing mix on tourists’ revisit intention:
Case Study at Kumala Pantai Hotel, Seminyak, Bali. Warmadewa Management and Business Journal (WMBJ), 2(2),
84-91. https://doi.org/10.22225/wmbj.2.2.1881.84-91

Jindo, K., Schut, A. G. T., & Langeveld, J. W. A. (2020). Sustainable intensification in Western Kenya: Who will benefit?
Agricultural Systems, 182, 102831. https://doi.org/https://doi.org/10.1016/j.agsy.2020.102831

Karsono, L. D. P., & Salma, L. F. (2023). The impact of 9P’s of marketing mix strategy towards the decision to purchase
halal tourism services. Journal of Islamic Economics Lariba, 9(1), 1-18.
https://doi.org/10.20885/jielariba.vol9.iss1.art1

Kartajaya, H. (2022). Marketing 2030 Menuju SDGs, Gen Z, dan Metaverse. Erlangga.

Kusumo, F. A., Subali, B., & Sunarto, S. (2022). The analysis of student’s digital literacy with microsoft e-learning media.
Journal of Primary Education, 11(2), 165—177. https://journal.unnes.ac.id/sju/index.php/jpe

Li, C., & Hung, C. (2009). Marketing tactics and parents’ loyalty: the mediating role of school image. Journal of
Educational Administration, 47(4), 477-489. https://doi.org/10.1108/09578230910967455

Lockett, A. R., & Lockett, A. (2018). Online marketing strategies for increasing sales revenues of small retail businesses.
In Walden University College.
https://scholarworks.waldenu.edu/cgi/viewcontent.cgi?article=7175&context=dissertations

Marendra, |. G. (2018). Pengaruh bauran pemasaran (produk, harga, lokasi dan promosi) terhadap keputusan
pembelian konsumen di minimarket (Alfamart atau Indomaret). Jurnal Pemasaran Kompetitif, 1(3), 2598-2823.

Munro, J. (2013). The Violence of Inflated Possibilities: Education, Transformation, and Diminishment in Wamena,
Papua. Indonesia, 95, 25—46. https://doi.org/10.5728/indonesia.95.0025

Nisa, K. (2020). Pengaruh kualitas pelayanan terhadap kepuasan pelanggan pada Hotel Kirei Bantaeng. Universitas
Muhammadiyah Makassar.

Nurakhmawati, R., Purnamawati, A., & Fahmi, I. (2022). Pengaruh kualitas pelayanan e-commerce Shopee terhadap
kepuasan pelanggan melalui keputusan pembelian. Coopetition : Jurnal llmiah Manajemen, 13(2), 191-204.
https://doi.org/10.32670/coopetition.v13i2.1881

Oktavianus, L. (2022). Pengaruh kualitas produk, harga, kualitas pelayanan dan customer value terhadap kepuasan
pelanggan pada Springbed Procella di Palembang. Jurnal IImiah Ekonomi Dan Bisnis Universitas Multi Data

Sinaga and Husda (The effect of the marketing mix ...)



Journal of Community Service and Empowerment
Vol. 4, No. 3, December 2023, pp. 492-499
|

Palembang, 11(2), 388—396.

Pramisti, Z. A. (2022). Pengaruh green marketing mix terhadap purchase intention pada konsumen KFC Lawu Plaza
Madiun. Universitas Muhammadiyah Ponorogo.

Putra, Q. E., Tarigan, Z.J. H., Sitepu, R. B., & Singh, S. K. (2020). The impact of marketing mix on the consumer purchase
decision in the Surabaya - Indonesia hotel residence. SHS Web of Conferences, 76, 01038.
https://doi.org/10.1051/shsconf/20207601038

Setiawan, A., & Suparto, H. (2020). Pengaruh Kualitas Pelayanan Terhadap Minat Beli Konsumen Pada Swalayan Larisso
Departement Store Kecamatan Ambulu Kabupaten Jember. Jurnal Majalah lImiah “CAHAYA ILMU,” 2(1), 9-21.

Sohrabi, A., Khanbolooki, S., & Ghazavi, T. (2017). Investigating the relationship between marketing mix of Parsian
banking services and customer loyalty according to the mediating role of customer satisfaction. Bulletin de La
Société Royale Des Sciences de Liege, 86, 421-433. https://doi.org/10.25518/0037-9565.6795

Tah, J. K., & Knutes-Nyqvist, H. (2022). School marketing on their websites and students in need of special support:
Independent schools in the Stockholm local education market. Policy Futures in Education, 20(6), 681-695.
https://doi.org/10.1177/14782103211050474

Uchendu, C. C., Nwafor, I. A., & Nwaneri, M. G. (2015). Marketing strategies and students’ enrolment in private
secondary schools in Calabar Municipality, Cross River State, Nigeria. International Journal of Education and
Practice, 3(5), 212—223. https://doi.org/10.18488/journal.61/2015.3.5./61.5.212.223

Vincencia, M., & Christiani, N. (2021). The effect of product quality, price, and promotion toward students’ purchase
decision for Telkomsel products. Review of Management and Entrepreneurship, 5(2), 137-150.

Wahyudi, A., & Che Noh, M. A. (2019). Mandatory application of diniyah madrasah (basic islamic studies) at formal
schools: Regional Government policy studies. Istawa: Jurnal Pendidikan Islam, 4(1), 31-48.
https://doi.org/10.24269/ijpi.v4i1.1668

Wati, U. I., & Satrio, B. (2015). Pengaruh bauran pemasaran jasa terhadap keputusan pembelian. Jurnal Administrasi
Bisnis S1 Universitas Brawijaya, 18(1), 85352.

Sinaga and Husda (The effect of the marketing mix ...)



