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ABSTRACT 

 
By 

Louisa Aileen 
Dr. Soebowo Musa 

 
SWISS GERMAN UNIVERSITY 

The Indonesian skincare industry continues to expand, yet it faces growing challenges due to 

economic uncertainty, shifting consumer behavior, and increasing digital competition. In such a 

disrupted environment, many firms struggle to attain and sustain competitive advantage. The 

objective of this study is to uncover strategic pathways to strengthen competitive positioning from 

the consumer’s perspective by examining the effects of marketing mix strategy, product 

innovation, and customer experience, with firm reputation acting as a mediating construct in 

enhancing a firm’s competitive advantage. A quantitative research approach was employed using 

a validated questionnaire, which collected responses with a minimum of 250 skincare product 

consumers across Indonesia. This finding confirmed that marketing mix strategy significantly 

drives both product innovation and customer experience, underscoring that an integrated 

marketing approach remains critical even during economic downturns. This strategic foundation 

enables firms to develop product innovation that is more aligned with consumer needs, which in 

turn enhances both customer experience and firm reputation. A strong firm reputation then serves 

as a key driver of competitive advantage. In conclusion, this study clarifies that to gain competitive 

advantage from the consumer’s perspective, firms must consistently build a credible reputation, 

deliver meaningful and memorable customer experiences, and offer innovative products that stand 

out. 

Keywords : Marketing Mix Strategy, Product Innovation, Costumer Experience, Firm Reputation, 

Competitive Advantage 
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