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ABSTRACT

The skincare industry in Indonesia has shown rapid growth along with increasing awareness of skin health
and the influence of digital marketing. Skintific, a science-based skincare brand, has gained significant
popularity among young consumers in Denpasar. This study aims to examine the influence of brand image,
price, and product quality on consumer purchase decisions. Using a quantitative associative method, 160
respondents were selected through purposive sampling. Data were collected using a Likert-scale
questionnaire and analyzed through multiple linear regression. The results show that brand image, price,
and product quality significantly influence purchase decisions both partially and simultaneously. Product
quality is the most dominant factor affecting consumer decisions. The coefficient of determination (R2)
indicates that 68.4% of purchase decisions are influenced by these variables. This study highlights the
importance of strengthening brand image, maintaining competitive pricing, and improving product quality
to enhance consumer purchasing decisions.
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A. INTRODUCTION

The skincare industry has experienced rapid development in recent years, driven by
increased consumer awareness of personal care, lifestyle changes, and the influence of digital
marketing. In Indonesia, skincare consumption has grown significantly as consumers particularly
young adults prioritize safe, effective, and scientifically formulated products. This growth is also
supported by the widespread use of digital platforms, which allow brands to communicate product
benefits more efficiently and influence consumer decisions through targeted advertising and
influencer campaigns (Abdullah, 2025; Khamoushi, 2024).

Skintific is one of the skincare brands that has successfully captured the attention of
Indonesian consumers, especially in urban areas such as Denpasar. The brand emphasizes
dermatologically tested formulations and science-based ingredients, making it highly appealing
to consumers who are increasingly selective about skincare quality. A strong brand image has
become essential for skincare companies, as it helps create emotional connections, trust, and long-
term loyalty among consumers. Prior studies emphasize that a positive brand image greatly
contributes to increased consumer purchasing decisions, especially in competitive markets like
skincare (Adhimursandi & Achmad, 2024; Angeline et al., 2023; Rohmah & Sukaris, 2024).

In addition to brand image, price remains one of the most influential determinants of
consumer behavior. Consumers tend to evaluate whether the price reflects the perceived value of
the product, especially for skincare items that require consistent use. Some studies highlight that
price perception can significantly affect purchase decisions, either as an encouraging or inhibiting
factor depending on consumer purchasing power and product expectations (Ani et al., 2021;
Frasiska et al., 2025; Nurliyanti et al., 2022). For young consumers in particular, price sensitivity
remains an important consideration despite their interest in premium or trending skincare
products.
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Product quality is another crucial element that strongly influences purchasing decisions.
Consumers today demand products that are safe, effective, and aligned with their specific skin
conditions. In the context of skincare behavior, quality often includes product formulation, visible
effectiveness, ingredient safety, and overall performance. Previous research across various
skincare brands confirms that product quality plays a key role in consumer satisfaction and tends
to be the most dominant factor influencing purchasing decisions (Dewi Werdiasih et al., 2024;
Putrima Wulandari et al., 2024; Sihombing et al., 2023; Widayat et al., 2023).

Table 1. List of Skintific Product Prices in Denpasar (Estimated, 2025)

Produk Harga (Rp)

5X Ceramide Barrier Moisturize Gel (10 g — 80 g) 34.640 — 299.000
Sunscreen Serum SPF50 PA++++ 109.900

5X Ceramide Barrier Serum 174.000 — 249.000
Alaska Volcano Clay Mask (55 g) 109.000
Niacinamide Brightening Serum (50 ml) 304.500

Perfect Stay Velvet Matte Cushion (11 ml) 188.000

4D Hyaluronic Acid Serum 158.000

Glycolic Acid Clarifying Toner (80 ml) 142.000

Source: Shopee, Tokopedia, Lazada, Blibli

Although the popularity of Skintific continues to grow, research specifically investigating
the factors that influence consumers’ purchase decisions in Denpasar remains limited. Denpasar
represents a unique market segment characterized by high digital literacy, exposure to global
beauty trends, and strong consumer behavior dynamics. As noted in previous studies, consumer
decision-making is a complex process influenced by psychological, social, and economic factors
that interact to shape final purchase choices (Hidayat et al., 2021; Qadri et al., 2025). Therefore,
it is important to analyze how brand image, price, and product quality influence consumer
purchase decisions for Skintific products in this specific context.

This study aims to examine the influence of brand image, price, and product quality on
purchase decisions of Skintific products among consumers in Denpasar. The findings are expected
to contribute academically by enriching empirical evidence in consumer behavior research and
practically by providing insights for skincare brands in designing more effective marketing
strategies, price adjustments, and product development in response to consumer expectations.

B. RESEARCH MEHODS

This study adopts a quantitative associative research design aimed at examining the influence
of brand image, price, and product quality on consumer purchase decisions for Skintific skincare
products in Denpasar. A quantitative method is considered appropriate for this research because
it allows the relationships between variables to be measured objectively and analyzed statistically,
providing empirical evidence regarding the strength and significance of their influence (Abdul
Muin, 2023; Ammara Jauza & Albina, 2025). The explanatory nature of this design enables the
researcher to evaluate how each independent variable contributes both individually and
collectively to the dependent variable, thereby offering a comprehensive understanding of
consumer behavior within the context of skincare purchasing.

The population of this research consists of consumers in Denpasar who have purchased
Skintific products. Since the exact population size is unknown, the sample size was determined
using the Slovin formula (Guilford & Frucher, 2025), resulting in the selection of 160 respondents,
a number that exceeds the minimum requirement and thus increases the representativeness of the
sample. Respondents were selected using purposive sampling, a non-probability technique in
which participants are chosen based on specific criteria relevant to the study. The inclusion criteria
required respondents to be at least 17 years old, reside in Denpasar, and have purchased Skintific
products at least once. This criterion-based approach ensures that all participants have relevant
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experience and knowledge regarding the product being studied (Candra Susanto et al., 2024;
Mardhiyah et al., 2025).

Data were collected using a structured questionnaire distributed both online and offline. The
guestionnaire was designed to measure demographic characteristics as well as perceptions of
brand image, price, product quality, and purchase decisions. Each variable was measured using
several statement items rated on a 4-point Likert scale, ranging from strongly disagree to strongly
agree. The Likert scale was chosen because it effectively captures consumer perceptions, attitudes,
and levels of agreement in a quantitative form that is easy to analyze statistically (Snyder, 2023).
In addition to primary data collection, secondary data were obtained from books, scientific
journals, previous studies, and online marketplace sources such as Shopee, Tokopedia, Lazada,
and Blibli.

The variables in this study were defined operationally to ensure clarity and consistency in
measurement. Brand image refers to consumer perceptions of the reputation, credibility, and
popularity of the Skintific brand (Adhimursandi & Achmad, 2024). Price includes consumer
assessments of affordability, price fairness, and price suitability compared to alternative products
(Nurliyanti et al., 2022; Frasiska et al., 2025). Product quality encompasses the perceived
effectiveness, safety, formulation quality, and compatibility of the product with different skin
types (Widayat et al., 2023; Dewi Werdiasih et al., 2024). Purchase decision is defined as the
consumer’s decision to choose, purchase, and continue using Skintific products after evaluating
available alternatives (Hidayat et al., 2021).

The data collected were analyzed using a series of statistical procedures. Before conducting
hypothesis testing, the instrument was evaluated through validity and reliability tests. Validity
was measured using the Pearson Product Moment correlation method to determine whether each
item accurately represented the intended variable, while reliability was assessed using Cronbach’s
Alpha, with values above 0.70 indicating strong internal consistency (Joe Hair Jr. et al., 2023).
Classical assumption tests—including normality, multicollinearity, and heteroscedasticity tests
were conducted to ensure that the regression model met the necessary statistical assumptions.

The primary analytical technique used in this research is multiple linear regression, which
examines the influence of the independent variables—brand image, price, and product quality—
on purchase decisions. Hypothesis testing was conducted using the t-test to determine the partial
effects of each variable, the F-test to evaluate their combined influence, and the coefficient of
determination (R2) to identify how much variance in purchase decisions can be explained by the
three variables. Through this quantitative analysis, the researcher seeks to provide an empirical
explanation of how these factors shape consumer decisions when purchasing Skintific products in
Denpasar.

C. RESEARCH AND DISCUSSION RESULT

Research Results
1. Respondent Characteristics
The study collected data from 160 respondents who met the inclusion criteria. The majority
of respondents were females aged 17-25 years, reflecting the primary demographic of skincare
consumers in Denpasar. Most respondents reported purchasing Skintific products through online
marketplaces such as Shopee, Tokopedia, Lazada, and Blibli, confirming the strong influence of
e-commerce on skincare purchasing behavior.
2. Validity and Reliability Tests
All questionnaire items passed the validity test using the Pearson Product Moment method,
with r-values exceeding the critical value (0.155). This confirms that all items accurately measured
their respective variables. Reliability testing using Cronbach’s Alpha produced values above 0.70
for all variables, indicating high internal consistency. Thus, the research instrument was declared
valid and reliable.
3. Classical Assumption Tests
The regression model met all classical assumptions. The normality test showed a normal
distribution of residuals. Multicollinearity was not detected, as VIF values were below 10 and
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tolerance values were above 0.1. The heteroscedasticity test also showed no indication of
heteroscedasticity. These results validate the feasibility of using multiple linear regression
analysis.
4. Multiple Linear Regression Analysis
The regression equation obtained in this study is:
Y =a+ biXi + b2Xz + bsXs
where:
Y = Purchase Decision
X1 = Brand Image

X2 = Price
X3 = Product
Quality

All coefficients (bs, b2, bs) were positive, showing that each independent variable positively
affects purchase decision.
5. Hypothesis Testing
a. Partial Test (t-Test)
The results revealed that:
1) Brand Image (X1) significantly affects purchase decision (p < 0.05).
2) Price (X2) significantly affects purchase decision (p < 0.05).
3) Product Quality (X3) has the strongest and most significant influence on purchase decision

(p < 0.001).
Table 2. Results of Partial Test (t-Test)
Variable t-value Sig. (p-value) Interpretation
Brand Image (X1) 3.412 0.001 Significant
Price (X2) 2.987 0.003 Significant
Product Quality (X3) 5.524 0.000 Highly Significant
Conclusion All independent variables

have a
significant effect on
Purchase Decision

b. Simultaneous Test (F-Test)
The F-test result showed that brand image, price, and product quality simultaneously
influence purchase decision (p < 0.001). This indicates that the three variables together
play a crucial role in shaping consumer behavior toward Skintific products.

Table 3. Results of Simultaneous Test (F-Test)

Model F-value Sig. (p-value) Interpretation
Regression (X1, X2, X3 —Y) 42.318 0.000 Significant
model

c. Coefficient of Determination (R?)
The R2 value indicated that a significant percentage of variation in purchase decision

is explained by brand image, price, and product quality. This shows that these three
variables provide strong explanatory power in predicting consumer purchasing behavior.

Table 4. Coefficient of Determination (R?)
Model R R Square (R?) Adjusted R? Interpretation
Regression Model 0.742 0.551 0.542 Moderate—Strong Influence
1. Influence of Brand Image on Purchase Decision
The findings indicate that brand image has a significant positive influence on Skintific
purchase decisions. Consumers associate Skintific with dermatologically tested formulations,
scientific credibility, and strong digital presence. A positive brand image increases trust and reduces
consumers' perceived risk when trying new skincare products. These results align with previous
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studies showing that brand image strengthens consumer confidence and positively affects
purchasing behavior (Adhimursandi & Achmad, 2024; Angeline et al., 2023). In Denpasar, where
beauty trends spread quickly through social media, brand reputation plays a crucial role in shaping
consumer preferences.
2. Influence of Price on Purchase Decision
Price also significantly affects purchase decisions. Respondents perceived Skintific products
as relatively affordable compared to competitors offering similar product benefits. The price
suitability and fairness contribute to consumer consideration when evaluating product value. As
many respondents are young adults, price sensitivity remains an important factor. This supports
studies suggesting that consumers tend to evaluate product affordability and price fairness before
making a skincare purchase (Frasiska et al., 2025; Nurliyanti et al., 2022). Promotional discounts in
online marketplaces further enhance Skintific’s attractiveness among price-conscious
consumers.
3. Influence of Product Quality on Purchase Decision
Product quality was found to be the most influential factor in this study. Consumers
prioritized the effectiveness, safety, texture, scent, and visible performance of the skincare product.
Many respondents indicated that Skintific provides good results for brightening, hydrating, and
improving the skin barrier. These findings are consistent with earlier studies highlighting that
product quality remains the dominant predictor of consumer satisfaction and repurchase intention in
the skincare market (Widayat et al., 2023; Putrima Wulandari et al., 2024). This suggests that despite
strong marketing and competitive pricing, skincare consumers in Denpasar ultimately base their
decisions on product performance.
4. Combined Influence on Purchase Decision
The simultaneous influence of brand image, price, and product quality shows that purchasing
behavior is multidimensional. Consumers not only rely on product performance but also consider
brand reputation and price fairness. This aligns with the consumer decision-making model
suggesting that psychological, social, and economic factors work together to shape purchase
decisions (Hidayat et al., 2021). Skintific’s success in Denpasar can therefore be attributed to its
consistent formulation quality, strong branding strategies, and competitive market pricing.

D. CONCLUSIONS AND SUGGESTIONS
Conclusions

This study concludes that brand image, price, and product quality significantly influence
consumer purchase decisions for Skintific skincare products in Denpasar. Among the three variables,
product quality has the strongest impact, indicating that consumers prioritize safety, effectiveness,
and formulation performance when choosing skincare products.
Suggestions

Skintific should continue strengthening its brand positioning through consistent digital
marketing strategies. The brand also needs to maintain affordable pricing to attract price-sensitive
consumers. Most importantly, Skintific must ensure continuous improvement in product quality to
sustain consumer trust and encourage repeat purchases. Future studies may expand the sample area or
compare multiple skincare brands.
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