
BALANCE : Economic, Business, Management, and Accounting Journal  

 Vol. 23 No. 1 (January 2026) pp. 23-39  
pISSN: 1693-9352 |  eISSN: 2614-820x 

Journal Homepage: https://journal.um-surabaya.ac.id/balance/index   

 

23 

Purchase Decisions: The Impact of Quality, Beauty 

Influencers, and Brand Image 
 

Nursarifah Dahyunita Putri1*, Budiman Abdulah2 

1,2 Management Department, Faculty of Economics and Business, Universitas Teknologi 

Muhammadiyah Jakarta 

*email : nursarifahputri1212@gmail.com  

 

DOI: https://doi.org/10.30651/blc.v23i1.26820     

 ABSTRACT 
Keywords: 

Product Quality; 

Beauty 

Influencer; 

Brand Image; 

Purchase 

Decision 

 

 

 
Article Info: 

Submitted: 

17/06/2025 

Revised: 

13/10/2025 

Published: 

15/01/2026 

 

 

Make Over is a premium local cosmetic brand widely known for its 

product quality and frequent collaborations with beauty influencers. Sales 

of Make Over products still lag behind those of other local brands, such as 

Wardah. This study aims to provide empirical evidence regarding the 

influence of product quality, beauty influencers, and brand image on 

consumer purchasing decisions for Make Over products in the Jakarta 

area. This study used a quantitative approach, with a small population and 

a sample of 230 respondents. Data collection was conducted through 

questionnaires, and the analysis method used was Structural Equation 

Modeling (SEM-PLS). The results showed that the three independent 

variables of product quality, beauty influencers, and brand image had a 

positive effect on purchasing decisions. Brand image had the most 

significant influence, indicating that a strong, consistent brand perception 

is crucial in shaping consumer purchasing behavior. The managerial 

implications of these results are that Make Over needs to ensure product 

quality remains the main attraction for consumers, select credible beauty 

influencers who match the characteristics of the target market (those who 

have used Make Over products and are aged 20-35 years), and strengthen 

the brand image through consistent visual communication and promotions. 
  

ABSTRAK 
 Make Over merupakan merek kosmetik lokal premium yang dikenal luas 

dengan kualitas produknya serta sering melakukan kolaborasi dengan 

beauty influencer. Penjualan produk Make Over masih tertinggal 

dibandingkan merek lokal lainnya seperti Wardah. Penelitian ini bertujuan 

untuk memberikan bukti empiris mengenai pengaruh kualitas produk, 

beauty influencer, dan brand image terhadap keputusan pembelian 

konsumen terhadap produk Make Over di wilayah Jakarta. Penelitian ini 

menggunakan pendekatan kuantitatif, dengan populasi yang tidak 

diketahui jumlahnya dan sampel yang diperoleh sebanyak 230 responden. 

Pengumpulan data dilakukan melalui kuesioner dan metode analisis yang 

digunakan yaitu Structural Equation Modeling (SEM-PLS). Hasil 

penelitian menunjukkan bahwa ketiga variabel independen kualitas 

produk, beauty influencer, dan brand image berpengaruh positif terhadap 

keputusan pembelian. Brand image memiliki pengaruh paling dominan, 

yang menunjukkan bahwa persepsi merek yang kuat dan konsisten sangat 

penting dalam membentuk perilaku pembelian konsumen. Implikasi 

manajerial dari hasil ini adalah Make Over perlu memastikan kualitas 
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INTRODUCTION  

The Indonesian cosmetics industry is undergoing rapid transformation, driven by 

growing public awareness of self-care and professional appearance—particularly among 

young urban women. The trend of self-expression through beauty has emerged as a 

phenomenon encouraging consumers to choose cosmetic products not merely for their 

functional benefits, but also for their lifestyle value, brand image, and personal identity. 

Amid this expansion, competition between local and international brands has 

intensified, with digital promotion strategies and influencer collaborations becoming 

key determinants of market competitiveness. 

 

 

 

 

 

 

 

 

 

 

 

 

Source: Beautynesia, 2024 

Figure 1. Top brand sales Ramadhan 2024 

 

According to Beautynesia data for Ramadhan 2024, Hanasui led cosmetic 

product sales with 813,932 units, outperforming other brands thanks to competitive 

pricing and marketing strategies that align with social media trends. Pinkflash followed 

with 557,214 units, while Oh My Glam (459,606) and Wardah (456,781) achieved 

nearly equal market appeal. Maybelline ranked fifth with 439,888 units, maintaining its 

global brand strength in the local market. Meanwhile, O.Two.O (313,018) and Focallure 

(294,916) occupied middle-tier positions with steady sales. At the lower end, Somethinc 

(168,181), Make Over (139,860), and Skintific (126,096) still demonstrated market 

relevance despite challenges in enhancing market penetration and brand differentiation. 

This phenomenon indicates that Make Over, as a premium local cosmetics 

brand, needs to strengthen its branding strategies and product innovation to maintain its 

produk tetap menjadi daya tarik utama konsumen, memilih beauty 

influencer yang kredibel dan sesuai dengan karakter target pasar (yang 

sudah memakai produk make over dan berumur 20-35 tahun), serta 

memperkuat brand image melalui komunikasi visual dan promosi yang 

konsisten.  
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presence in the highly dynamic and competitive Jakarta market. Furthermore, the brand 

must adapt to shifting consumer preferences that increasingly emphasize brand 

authenticity, digital experience, and image-driven consumption. 

Malkel Ovelr, ralnkeld ninth, maly falcel delclining compeltitivelnelss duel to highelr 

pricing, nichel positioning, alnd strong rivalls with morel alffordalblel or globallly relcognizeld 

bralnds. To staly compeltitivel, it could strelngtheln digitall malrkelting, lalunch morel 

alppelalling products, or aldjust pricing elspelciallly in DKI Jalkalrtal. Delspitel beling produceld 

by thel salmel compalny als Walrdalh alnd ELminal, alnd likelly shalring similalr formulaltions, 

Malkel Ovelr’s malrkelt relcelption diffelrs possibly duel to bralnd pelrcelption. Bellow is aln 

imalgel showing thel 10 foundaltion bralnds with thel lalrgelst malrkelt shalrel on Indonelsialn el-

commelrcel plaltforms (Jalnualry–Junel 2024). 

 

 

 

 

 

 

 

 

 

 

 

Source : Da lta lboks, 2025 

Figure 2. 10 Foundaltion Bra lnds with the l Lalrge lst Ma lrke lt Sha lre l    in  

Indonelsia ln EL Comme lrce l (Ja lnua lry-Junel 2024) 

 

Balseld on thel figurel 2, locall bralnds clelalrly dominaltel Indonelsial’s foundaltion 

malrkelt on el-commelrcel plaltforms from Jalnualry to Junel 2024. Somelthinc lelalds with thel 

lalrgelst malrkelt shalrel, driveln by elffelctivel digitall malrkelting, product innovaltion, alnd 

strong sociall meldial prelselncel. Walrdalh follows in selcond plalcel, showing continueld 

consumelr trust in hallall-celrtifield, high-quallity products. Skintific alnd OMG ralnk third 

alnd fourth, relflelcting growing relcognition through innovaltion alnd alggrelssivel 

promotion. Vival Cosmeltics alnd Halnalsui relmalin compeltitivel by offelring alffordalblel yelt 

alccelptalblel-quallity products. 

In contralst, Malkel Ovelr alnd Malybelllinel falll belhind. Malkel Ovelr maly strugglel 

with pricing alnd nichel positioning, whilel Malybelllinel falcels challlelngels aldalpting to locall 

prelfelrelncels. Luxcrimel alnd Instalpelrfelct hold smalllelr shalrels, suggelsting al neleld to 

improvel malrkelting alnd product straltelgiels. Ovelralll, thel trelnd highlights thel rising 
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dominalncel of locall bralnds in thel foundaltion selgmelnt, with digitall straltelgiels alnd 

innovaltion als kely succelss falctors on el-commelrcel plaltforms.  

In thel digitall elral, thel rolel of belaluty influelncelrs is belcoming increlalsingly 

dominalnt in shalping consumelr opinions alnd prelfelrelncels relgalrding belaluty products. 

ALdditionallly, bralnd imalgel is al cruciall falctor thalt caln strelngtheln consumelrs' purchalsing 

delcisions. Thelrelforel, this relselalrch is importalnt to comprelhelnsivelly elxalminel how thelsel 

threlel falctors influelncel purchalsing delcisions for Malkel Ovelr products in DKI Jalkalrtal. 

Prelvious studiels halvel idelntifield selvelrall kely falctors thalt influelncel purchalsing delcisions, 

including product quallity (Lestari, 2023), belaluty influelncelrs (Zukhrufani, 2019), alnd 

bralnd imalgel (Fera, 2021). 

Howelvelr, prior relselalrch ofteln elxalminels thelsel valrialblels selpalraltelly or focusels on 

al limiteld contelxt. For elxalmplel, somel studiels found thalt belaluty influelncelrs significalntly 

alffelct purchalsing belhalvior, whilel othelrs relporteld no such elffelct (Thalnial & ALnggalrini, 

2021). Similalrly, inconsistelnciels elxist in thel influelncel of bralnd imalgel alnd product 

quallity on consumelr purchalsing delcisions. Most importalntly, littlel alttelntion hals beleln 

giveln to studiels thalt simultalnelously alnallyzel thelsel threlel valrialblels in thel contelxt of al 

singlel locall bralnd likel Malkel Ovelr. 

This study is conducteld to fill thel elxisting relselalrch galp by elxploring thel 

simultalnelous impalct of product quallity, belaluty influelncelrs, alnd bralnd imalgel on 

consumelr purchalsing delcisions for Malkel Ovelr cosmeltics in DKI Jalkalrtal. Whalt selts this 

relselalrch alpalrt is its holistic pelrspelctivel alnd focus on meltropolitaln consumelrs who alrel 

significalntly influelnceld by digitall belaluty malrkelting. Thel primalry goall is to elvallualtel 

how thelsel threlel falctors product quallity, belaluty influelncelrs, alnd bralnd imalgel 

collelctivelly shalpel purchalsing belhalvior almong consumelrs in thel calpitall city. 

 

LITERATURE REVIEW 

This study is groundeld on elstalblisheld consumelr belhalvior theloriels alnd 

purchalsing delcision modells. Thel thelorelticall support is dralwn from prelvious elmpiricall 

findings which delmonstraltel thel rolel of product quallity in crelalting pelrceliveld valluel alnd 

consumelr saltisfalction, thel influelncel of belaluty influelncelrs in shalping pelrcelptions alnd 

trust vial digitall plaltforms, alnd thel importalncel of bralnd imalgel in relinforcing elmotionall 

connelction alnd customelr loyallty. 

Compalniels will considelr thel quallity of thel products thely producel, als highelr 

product quallity elnhalncels thel compalny’s relputaltion alnd elalrns falvoralblel elvallualtions 

from consumelrs (Wulalndalri elt all., 2020). ALccording to (Malrdialnsalh, 2018), product 

quallity relflelcts duralbility, rellialbility, prelcision, elalsel of opelraltion alnd malintelnalncel, alnd 

othelr importalnt felalturels. From al malrkelting pelrspelctivel, product quallity caln bel alsselsseld 

balseld on how consumelrs pelrcelivel it. Most products alrel caltelgorizeld als halving low, 

alvelralgel, good, or elxcelllelnt quallity. In elsselncel, peloplel do not buy products melrelly to 
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own thelm thely buy goods alnd selrvicels belcalusel thely fulfill thelir nelelds alnd delsirels. 

Consumelrs malkel purchalsels not just balseld on thel physicall form of al product, but more l 

importalntly, for thel belnelfits it providels. Thelsel relselalrch findings alrel consistelnt with 

elalrlielr studiels by (Tua et al., 2022), (Cesariana et al., 2022), (Soetanto et al., 2020), alnd 

(Sanjaya & Badjuri, 2022), Discovelreld thalt thel quallity of al product hals al significalnt 

alnd positivel elffelct on consumelrs' purchalsel delcisions 

Balseld on thel elxplalnaltion albovel, thel following hypothelsis is proposeld : 

H1: Product quality has a positive and significant effect on purchase decisions. 

 

Utilizing Belaluty Influelncelrs is al malrkelting straltelgy thalt elncouralgels customelrs 

to purchalsel morel products. Influelncelrs plaly al rolel in shalping consumelr delcisions 

(Febriani, 2024). Thely typicallly focus on spelcific alnd tralnspalrelnt topics such als tralvell, 

belaluty, food, or film. Influelncelrs who discuss belaluty products alrel relfelrreld to als Belaluty 

Influelncelrs (Febriani, 2024). ALccording to relselalrch by (Zukhrufani, 2019), wheln al 

Belaluty Influelncelr shalrels informaltion alnd delmonstraltels spelcific belaluty telchniquels using 

cosmeltic products, thely belcomel elngalging alnd trustworthy. This trust elncouralgels 

followelrs to try thel products, which in turn lelalds to purchalsel delcisions. Conselquelntly, 

thel prelselncel of al Belaluty Influelncelr hals aln impalct on consumelr choicels. Thel outcomels 

of this relselalrch alrel relinforceld by thel work of (Tran et al., 2020), (Adelweis, 2022), alnd 

(Angella, 2020), Belaluty influelncelrs alrel elxpelcteld to elxelrt al positivel alnd significalnt 

influelncel on consumelr purchalsing delcisions.  

In linel with thel albovel elxplalnaltion, thel following hypothelsis is formulalteld: 

H2: Beauty influencers positively and significantly influence purchase decisions. 

 

Modelrn consumelrs undelrstalnd thalt choosing thel right product is cruciall. Thel 

alsselssmelnt of product quallity grelaltly influelncels thel delcision to purchalsel thalt product. 

Compalniels alcross valrious industriels alim to consistelntly upgraldel thelir product stalndalrds 

in ordelr to malintalin thelir bralnd imalgel, driveln by increlalsing consumelr delmalnd for high-

quallity goods. Relgalrdlelss of thel typel, elalch bralnd hals its own distinguishing 

chalralctelristics (Kalimatulah & Danurwindo, 2025). ALmong thel malny elfforts maldel by 

compalniels to uphold thelir bralnd relputaltion alrel thel crelaltion of telchnologicallly supelrior 

products, seltting compeltitivel pricels, alnd implelmelnting talrgelteld promotionall straltelgiels. 

AL belttelr bralnd imalgel will influelncel consumelr delcisions to purchalsel celrtalin products 

(Deliana, 2016). Thelrel elxists al connelction beltweleln bralnd imalgel alnd alttitudels thalt 

elmbody bralnd bellielfs alnd prelfelrelncels. Bralnd imalgel relflelcts thel pelrcelptions alnd 

elmotions thalt consumelrs link to al bralnd upon elncountelring its nalmel or logo. AL 

falvoralblel bralnd imalgel telnds to increlalsel thel likellihood of consumelrs malking al purchalsel. 

Consumelrs consistelntly choosel bralnds balseld on thelir pelrceliveld bralnd imalgel. Building al 

positivel compalny imalgel is allso supporteld by bralnds thalt alrel pelrceliveld falvoralbly 
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(Zukhrufani, 2019). Thel relsults of this study alrel consistelnt with prelvious relselalrch by 

(Fera, 2021), (Nurasmi, 2024), (Sari, 2024), (Syafitri, 2019), (Liyono, 2022), alnd 

(Muharam, 2017), ALll of thelsel findings suggelst thalt bralnd imalgel positivelly alnd 

significalntly alffelcts consumelr purchalsing delcisions.  

In light of thel albovel discussion, thel following hypothelsis is formulalteld: 

H3: Brand image has a positive and significant effect on purchase decisions. 

  

In alccordalncel with thel albovel elxplalnaltion, al concelptuall fralmelwork is 

constructeld alnd visuallly relprelselnteld in thel dialgralm bellow. 

 

  

 

 

 

 

 

 

 

 

 

 
Source l : procelss da lta l,2025 

Figure 3. Conceptual Fralme lwork 

 

METHOD 

This study elmployeld al qualntitaltivel alpproalch with al calusall elxplalnaltory delsign, 

aliming to delscribel calusel-alnd-elffelct rellaltionships beltweleln valrialblels alnd telst thel vallidity 

of elxisting theloriels rellalteld to consumelr belhalvior in cosmeltic purchalsing delcisions. Thel 

delpelndelnt valrialblel in this study is purchalsing delcisions, melalsureld through indicaltors 

such als confidelncel in thel product, purchalsing halbits, willingnelss to relcommelnd thel 

product to othelrs, alnd thel intelntion to relpurchalsel (Mardiana, 2023). Thel indelpelndelnt 

valrialblels includel product quallity, belaluty influelncelrs, alnd bralnd imalgel. Product quallity 

(X1) wals alsselsseld using indicaltors such als form, felalturels, pelrformalncel, pelrceliveld 

quallity, duralbility, rellialbility, elalsel of relpalir, stylel, alnd delsign (Cesariana et al., 2022). 

Melalnwhilel, thel belaluty influelncelr valrialblel (X2) wals elvallualteld balseld on trust, elxpelrtisel, 

alttralctivelnelss, pelrceliveld quallity, alnd similalrity with thel talrgelt aludielncel (Adelweis, 

2022). Bralnd imalgel (X3) wals melalsureld through indicaltors including pelrceliveld pricel, 

corporaltel relputaltion, quallity alssuralncel, physicall falcility alppelalralncel, alnd orgalnizaltionall 

commitmelnt (Fera, 2021). 

Thel populaltion of this study consisteld of felmallel consumelrs in thel DKI Jalkalrtal 

relgion who usel Malkel Ovelr cosmeltic products, allthough thel elxalct numbelr wals 

unknown. Conselquelntly, thel salmplel sizel wals deltelrmineld balseld on thel guidellinel from  
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(Hair et al., 2011), which relcommelnds al minimum of 5 to 10 timels thel numbelr of 

indicaltors for SELM alnallysis. With 23 indicaltors, thel relquireld salmplel sizel wals selt alt 230 

relspondelnts, fulfilling thel minimum critelrial for SELM. Daltal welrel collelcteld through al 

structureld, closeld-elndeld quelstionnalirel using al six-point Likelrt scallel ralnging from 

"strongly algrelel" to "strongly disalgrelel" to melalsurel thel relspondelnts’ alttitudels, opinions, 

alnd pelrcelptions. 

Daltal alnallysis wals conducteld using Structurall ELqualtion Modelling (SELM) with 

thel Palrtiall Lelalst Squalrels (PLS) alpproalch, alssisteld by SmalrtPLS velrsion 4.0 softwalrel. 

This melthod is considelreld suitalblel for thelory delvellopmelnt alnd preldiction in complelx 

modells with rellaltivelly smalll salmplel sizels (Abdillah & Hartono, 2015). Thel alnallysis 

procelss includeld vallidity alnd rellialbility telsting als welll als hypothelsis telsting to alsselss 

thel rellaltionships almong laltelnt valrialblels. Thel PLS-SELM alpproalch offelrs aldvalntalgels in 

halndling non-normallly distributeld daltal alnd alllows for thel simultalnelous elxalminaltion of 

both direlct alnd indirelct rellaltionships beltweleln valrialblels, malking it highly alpproprialtel 

for this relselalrch. 

 

RESULT AND DISCUSSION 

Result 

Validity Test 

Vallidity telsting is conducteld to deltelrminel thel delgrelel of correllaltion beltweleln 

elalch indicaltor alnd its correlsponding construct or with othelr valrialblels. Onel melthod to 

elvallualtel thel convelrgelnt vallidity of al relflelctivel melalsurelmelnt modell is by elxalmining 

how thel itelm or componelnt scorels correllaltel with thel construct or laltelnt valrialblel scorels, 

als callculalteld using thel PLS progralm. Thel following figurel prelselnts thel relsults of thel 

PLS modell callculaltion, showing thel falctor loalding valluels of thel indicaltors for elalch 

valrialblel. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
Source : Proce lsse ld re lsult, Sma lrt PLS, 2025 

Figure 4. Outelr Structurall Mode ll Be lforel Drop 
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Thel falctor loalding valluels albovel indicaltel thalt thelrel alrel still somel loaldings bellow 

0.5. This melalns thalt thosel loaldings halvel low convelrgelnt vallidity alnd thelrelforel must bel 

droppeld. In thel Product Quallity valrialblel, thelrel is onel staltelmelnt (indicaltor X1.10) with al 

falctor loalding valluel bellow 0.5. Staltelmelnts from indicaltors with low falctor loaldings 

must bel relmoveld in ordelr to alchielvel vallidity. 

 
Table 1. Va llidity Te lst 

Variable Indicator Loading Information 

Product 

Qua llity 

(X1) 

 

X1.01 The design of Make Over’s 

cosmetic products makes them appear 

more attractive. 

0.780 Va llid 

X1.02 The features of Make Over’s 

products are easy to understand and 

use. 

0.805 Va llid 

X1.03 Make Over products 

demonstrate optimal performance in 

delivering the expected results, such as 

long-lasting makeup durability, 

effective coverage of blemishes, and 

ease of application.  

0.966 Va llid 

X1.04 Make Over products convey a 

sense of quality that enables them to 

compete with other cosmetic brands. 

0.811 Va llid 

X1.05 Make Over has successfully 

created an impression of high quality 

through the use of premium 

ingredients, innovative formulations, 

and a professional finish. 

0.687 Va llid 

X1.06 Make Over products are long-

lasting when used for daily wear. 

0.823 Va llid 

X1.07 I believe that Make Over 

products have reliable quality. 

0.694 Va llid 

X1.08 Make Over products are easy to 

remove or correct if mistakes occur 

during application. 

0.934 Va llid 

 

X1.09 Tampilan produk Make Over 

mencerminkan citra merek yang 

premium. 

0.829 Va llid 

Be la luty 

Influelnce lr 

(X2) 

 

X2.01 I feel that beauty influencers 

provide accurate information about the 

quality of Make Over products during 

promotions. 

0.837 Va llid 

X2.02 I feel confident that Make Over 

products are safe to use on my skin. 

0.883 Va llid 

X2.03 The expertise of beauty 

influencers in reviewing Make Over 

products influences my decision to 

0.902 Va llid 
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Variable Indicator Loading Information 

purchase those products. 

X2.04 I believe that Make Over has a 

high level of expertise in developing 

beauty products. 

0.866 Va llid 

X2.05 I am interested in Make Over 

products because the beauty 

influencers who promote them have a 

strong appeal. 

0.855  Va llid 

X2.06 The packaging of Make Over 

products attracts my attention. 

0.773 Va llid 

X2.07 I feel that Make Over products 

provide good value for the price paid. 

0.796 Va llid 

X2.08 I believe that Make Over creates 

products that are relevant for people 

like me. 

0.932 Va llid 

Bra lnd 

Ima lgel 

(X3) 

X3.01 The price of Make Over 

products matches the quality I receive. 

0.941 Va llid 

X3.02 I feel satisfied with the value of 

Make Over products compared to their 

price. 

0.962 Va llid 

X3.03 Make Over is known as a brand 

with a good image among consumers. 

0.808 Va llid 

X3.04 I trust Make Over’s reputation 

as a quality cosmetics brand. 

0.894 Va llid 

X3.05 Make Over provides a guarantee 

of the quality of the products it offers. 

0.981 Va llid 

X3.06 I feel safe using Make Over 

products because their after-sales 

service is clear. 

0.909 Va llid 

X3.07 The cleanliness and layout of 

Make Over’s physical facilities make 

me feel comfortable when shopping. 

0.920 Va llid 

X3.08 Make Over’s physical 

appearance supports an elegant and 

trustworthy brand image 

0.870 Va llid 

 

X3.09 Make Over appears consistent in 

maintaining the quality of its products 

over time. 

0.965 Va llid 

Purchalse l 

De lcision 

(Y) 

Y1 I feel confident in the quality of the 

Make Over products I use. 

0.926 Va llid 

Y2 I believe that Make Over products 

deliver consistent results every time I 

use them. 

0.943 Va llid 
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Variable Indicator Loading Information 

Y3 I often buy cosmetics from Make 

Over because I am accustomed to their 

quality. 

0.956 Va llid 

Y4 Make Over products have become 

part of my shopping routine. 

0.906 Va llid 

Y5 I often recommend Make Over 

cosmetics to my friends or family. 

0.968 Va llid 

Y6 I feel comfortable recommending 

Make Over products because of their 

quality. 

0.886 Va llid 

Y7 I plan to repurchase Make Over 

products after trying them previously. 

0.930 Va llid 

Y8 I am satisfied with Make Over 

products and therefore want to 

continue using them. 

0.774 Va llid 

Source: Prima lry dalta l procelsse ld, 2025 

 

Balseld on thel output albovel, thel loalding valluel is albovel 0.5. Thel relsults of thel outelr 

loaldings telst show thalt alll constructs alrel vallid. This melalns showing thalt thel indicaltor 

hals al high lelvell of vallidity, so thalt it melelts convelrgelnt vallidity.  

 

Reliability Test 

In thel contelxt of relselalrch, al valrialblel is delelmeld rellialblel wheln its construct 

rellialbility valluel is grelaltelr thaln 0.6. Thel talblel bellow displalys thel rellialbility telst relsults 

for elalch valrialblel includeld in this study. 

Table 2. Reliability Test 

 

Source: Prima lry dalta l procelsse ld, 2025 

Thel rellialbility output indicaltels thalt thel valrialblels of product quallity, belaluty 

influelncelr, bralnd imalgel, alnd purchalsel delcision elalch halvel compositel rellialbility valluels 

elxcelelding 0.6. This suggelsts thalt thel indicaltors for elalch valrialblel alrel sufficielntly rellialblel 

alnd elffelctivelly relflelct thel constructs beling melalsureld. 

 

Variabel AVE 
Composite 

Reliability 

Cronbachs 

Alpha 
Information  

Kualitas 

Produk (X1) 
0.671 0.949 0.937 Reliable 

Beauty 

Influencer 

(X2) 

0.734 0.951 0.948 Reliable 

Brand 

Image (X3) 
0.855 0.982 0.981 Reliable 

Keputusan 

Pembelian 

(Y) 

0.833 0.974 0.971 Reliable 
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Coefficient of Determination (R2) 

 Thel deltelrminaltion coelfficielnt telst (R²) alims to alsselss thel elxtelnt to which thel 

modell elxplalins thel influelncel of thel indelpelndelnt valrialblels on thel valrialtion in thel 

delpelndelnt valrialblel. R² valluels ralngel beltweleln 0 alnd 1. AL lowelr R² valluel impliels thalt thel 

elxplalnaltory powelr of thel indelpelndelnt valrialblels is welalk, whelrelals al valluel closelr to 1 

indicaltels thalt thel indelpelndelnt valrialblels alrel highly elffelctivel in elxplalining chalngels in thel 

delpelndelnt valrialblel. Thel R Squalrel relsults alrel prelselnteld in thel following talblel 

Table 3. R Squa lre l 
 R-square  R-square adjusted  Information  

Purchase Decisions 0.969 0.968  Modelra lte l 

Source : Prima lry dalta l procelsse ld, 2025 

Based on the research model described above, the R² value for the Purchase 

Decision variable is 0.969, while the Adjusted R² is 0.968. This indicates that 96.9% of 

the variation in purchase decisions can be explained by the independent variables, 

demonstrating a high level of predictive power. Practically, this means the model is able 

to account for almost all variations in consumers’ purchase decisions for Make Over 

products. However, it is important to note that 3.1% of the variation remains 

unexplained, suggesting that other factors not included in the model may also influence 

purchasing decisions, which could be explored in future research. 

Test the Direct Effect Hypothesis 

Hypothelsis telsting is alsselsseld through thel palth coelfficielnt valluels, which 

indicaltel thel strelngth alnd significalncel of rellaltionships beltweleln valrialblels. Thelsel 

coelfficielnts alrel intelrprelteld using thel t-staltistics alnd p-valluels. For al two-talileld telst, thel t-

valluel must elxceleld 1.66, whilel thel p-valluel should bel bellow 0.05 to confirm staltisticall 

significalncel. In this relselalrch, thel meldialtion alnallysis wals calrrield out by elxalmining thel 

spelcific indirelct elffelcts using thel bootstralpping telchniquel in SmalrtPLS 4.0. Thel relsults 

of thel structurall modell alnallysis alrel illustralteld in thel figurel bellow. 

 

 

 

 

 

 

 

 

 

 

Source: procelsse ld re lsult, Sma lrt PLS 2025 

Figure 5. Hypothelsis Te lsting Re lsults 
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Table 4. Direct Effect Test Results 

Research Variables 
Original sample 

(O) 

T-Statistic 

(O/STDEV) 
P value Information Hypothesis 

Product Quality > 

Purchase Decision 
0.246 3.646 0.000 Significant Supported 

Beauty Influencer > 

Purchase Decisions 
0.371 2.988 0.001 Significant Supported 

Brand Image > 

Purchase Decision 
0.379 2.333 0.010 Significant Supported 

Source: Prima lry dalta l procelsse ld, 2025 

Balseld on thel relsults in thel talblel, thel following elxplalnaltion alppliels to thel 

elndogelnous laltelnt valrialblel Purchalsel Delcision: 

1. Thel palth palralmeltelr coelfficielnt indicalting thel elffelct of Product Quallity on 

Purchalsel Delcision is 0.246, with al t-staltistic of 3.646, which elxcelelds thel criticall 

valluel of 1.96, alnd al p-valluel of 0.000, which is bellow thel 0.05 significalncel lelvell 

(5%). This signifiels al significalnt positivel elffelct of product quallity on purchalse l 

delcisions, thelrelby supporting thel first hypothelsis. 

2. Thel connelction beltweleln Belaluty Influelncelr alnd Purchalsel Delcision is relprelselnteld 

by al palth coelfficielnt of 0.371, alccompalnield by al t-staltistic of 2.988 alnd al p-

valluel of 0.001. Sincel thel t-valluel is grelaltelr thaln 1.96 alnd thel p-valluel is 

lelss thaln 0.05, this indicaltels thalt belaluty influelncelrs elxelrt al positivel 

alnd staltisticallly significalnt impalct on purchalsel delcisions. Thelrelforel, thel 

selcond hypothelsis is alccelpteld. 

3. Thel palth palralmeltelr coelfficielnt relflelcting thel influelncel of Bralnd 

Imalgel on Purchalsel Delcision is 0.379, with al t-staltistic of 2.333 alnd al p-

valluel of 0.010. Giveln thalt both thel t-valluel alnd p-valluel saltisfy thel 

significalncel critelrial, this delmonstraltels thalt bralnd imalgel hals al strong alnd 

positivel elffelct on purchalsel delcisions. ALs al relsult, thel third hypothelsis is 

supporteld. 

 

Balseld on thel albovel elxplalnaltion, thel relselalrch elqualtion modell thalt hals beleln 

formeld caln bel delscribeld in thel modell prelselnteld in this study : 
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Figure 6. Re lse la lrch Pa lth Dia lgra lm Modell 

Thel relselalrch palth dialgralm albovel caln bel elxplalineld in thel form of thel following 

elqualtion: 

     
 

Thel relsults of hypothelsis telsting relvelall thalt Bralnd Imalgel holds thel strongelst 

influelncel, with al palth coelfficielnt valluel of 0.379. Furthelrmorel, thel R Squalrel valluel 

obtalineld in this study is 0.969, indicalting thalt 96.9% of thel valrialtion in thel delpelndelnt 

valrialblel—Purchalsel Delcision—caln bel alttributeld to thel indelpelndelnt valrialblels: Product 

Quallity, Belaluty Influelncelr, alnd Bralnd Imalgel. Thel relmalining 3.1% of thel valrialtion is 

likelly elxplalineld by othelr falctors not includeld in thel currelnt modell. 

 

Discussion 

Influence of Product Quality on Purchasing Decisions  

Thel SELM-PLS alnallysis relvelalls thalt thel Product Quallity valrialblel hals al t-staltistic 

of 3.646 elxcelelding thel threlshold of 1.96 alnd al p-valluel bellow 0.05. Thelsel relsults 

indicaltel thalt Product Quallity elxelrts al positivel alnd staltisticallly significalnt influelncel on 

Purchalsel Delcision. Thel palth coelfficielnt valluel of 0.246 relflelcts thel strong contribution 

of consumelrs' pelrcelption of product quallity in influelncing thelir delcision to purchalsel 

Malkel Ovelr products. This finding providels scielntific insight als it delmonstraltels thalt 

quallity dimelnsions such als delsign, pelrformalncel, duralbility, rellialbility, alnd elalsel of 

relpalir relmalin kely falctors for consumelrs in elvallualting alnd choosing cosmeltic products. 

Logicallly, wheln consumelrs pelrcelivel high quallity, thely alrel morel likelly to malkel relpelalt 

purchalsels alnd elveln relcommelnd thel product to othelrs. 

From al thelorelticall pelrspelctivel, this relsult alligns with thel findings of prelvious 

studiels conducteld by (Cesariana et al., 2022) alnd (Soetanto et al., 2020), which 

concludeld thalt product quallity is al maljor deltelrminalnt of purchalsing delcisions. 

Howelvelr, this relselalrch offelrs scielntific aldvalntalgels by using morel comprelhelnsivel 
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indicaltors alnd al morel robust alnallyticall melthod, nalmelly PLS-balseld SELM, alnd involvels al 

lalrgel salmplel sizel of 230 relspondelnts from thel DKI Jalkalrtal relgion. Thelrelforel, thel 

elxtelrnall vallidity of this study is strongelr alnd caln selrvel als al pralcticall relfelrelncel for 

compalniels to continuously elnhalncel thelir product quallity. 

The Influence of Beauty Influencer on Purchase Decision  

Thel SELM-PLS alnallysis indicaltels thalt thel Belaluty Influelncelr valrialblel yiellds al t-

staltistic of 2.988, which elxcelelds thel criticall valluel of 1.96, alnd al p-valluel bellow 0.05. 

Thelsel relsults suggelst thalt Belaluty Influelncelrs halvel al positivel alnd staltisticallly significalnt 

elffelct on consumelrs' Purchalsel Delcisions. Thel palth coelfficielnt of 0.371 indicaltels thalt 

elndorselmelnts or promotions by belaluty influelncelrs contributel melalningfully to 

elncouralging consumelrs to purchalsel Malkel Ovelr products. This finding alligns with 

studiels by (Tran et al., 2020), (Angella, 2020), alnd (Adelweis, 2022), which suggelst 

thalt belaluty influelncelrs through thelir creldibility, alttralctivelnelss, elxpelrtisel, alnd 

rellaltalbilitymcaln significalntly shalpel consumelr alttitudels alnd belhalvior. Wheln influelncelrs 

shalrel product relvielws, tutorialls, or pelrsonall elxpelrielncels, thelir followelrs alrel morel likelly 

to delvellop trust alnd intelrelst in thel products beling promoteld. 

From al thelorelticall stalndpoint, this supports thel vielw thalt sociall influelncel alnd 

digitall elngalgelmelnt plaly al vitall rolel in modelrn consumelr delcision-malking. Pralcticallly, 

thel relsults imply thalt Malkel Ovelr's straltelgy of collalboralting with rellelvalnt belaluty 

influelncelrs is elffelctivel alnd should bel continueld. Howelvelr, it is allso importalnt for 

compalniels to sellelct influelncelrs whosel aludielncel alligns with thel talrgelt malrkelt, alnd to 

elnsurel aluthelnticity alnd consistelncy in thel promotionall contelnt to malintalin consumelr 

trust. 

 

The Influence of Brand Image on Purchase Decision 

Thel staltisticall alnallysis shows thalt thel Bralnd Imalgel valrialblel hals al t-staltistic 

valluel of 2.333, which elxcelelds thel threlshold of 1.96, alnd al p-valluel bellow 0.05. This 

confirms thalt Bralnd Imalgel hals al positivel alnd staltisticallly significalnt elffelct on Purchalsel 

Delcision. Thel palth coelfficielnt valluel of 0.379 shows thalt bralnd imalgel plalys al relall rolel 

in elncouralging consumelr intelrelst alnd delcisions to purchalsel Malkel Ovelr products. 

Scielntificallly, this finding relinforcels thel alrgumelnt thalt consumelrs’ pelrcelptions of al 

compalny’s relputaltion, quallity alssuralncel, physicall falcility alppelalralncel, alnd 

orgalnizaltionall commitmelnt alrel kely falctors in building trust towalrd al bralnd. Thel morel 

positivel thel bralnd imalgel in thel minds of consumelrs, thel highelr thel likellihood of 

purchalsing belhalvior. 

This relsult correlsponds with thel conclusions dralwn by (Fera, 2021) alnd 

(Muharam, 2017), yelt contributels furthelr by incorporalting morel deltalileld indicaltors alnd 

al morel structureld alpproalch. In compalrison, thel modell useld in this study offelrs al morel 

prelcisel alnd contelxtuall vielw of thel rolel of bralnd imalgel, elspelciallly within aln urbaln 
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consumelr selgmelnt elxposeld to intelnsivel digitall bralnding. Thelrelforel, compalniels likel 

Malkel Ovelr alrel aldviseld not only to focus on product quallity, but allso to malintalin alnd 

elnhalncel thelir bralnd imalgel through consistelnt bralnd communicaltion, profelssionall visuall 

alppelalralncel, alnd high-quallity selrvicel. 

 

CONCLUSSION 

From a theoretical contribution perspective, this research expands the 

understanding of consumer behavior in the beauty industry by integrating three key 

marketing constructs product quality, beauty influencers, and brand image into a 

comprehensive model using the Partial Least Squares Structural Equation Modeling 

(PLS-SEM) approach. The findings indicate that all three variables significantly 

influence consumer purchasing decisions, with brand image being the most dominant 

variable. This study contributes to the existing literature by providing more detailed 

measurement indicators and robust analytical methods, supported by a large number of 

respondents (230 individuals) from the DKI Jakarta area, thereby strengthening the 

external validity of the results. 

From al pralcticall contribution pelrspelctivel, thel relsults of this study offelr vallualblel 

insights for cosmeltic compalniels, palrticulalrly Malkel Ovelr, in delsigning morel elffelctivel 

malrkelting straltelgiels. Thel findings highlight thel importalncel of malintalining high product 

quallity, elstalblishing palrtnelrships with rellelvalnt belaluty influelncelrs, alnd consistelntly 

malnalging bralnd imalgel to elnhalncel consumelr purchalsing delcisions. Thelsel straltelgiels alrel 

cruciall in building consumelr trust, increlalsing bralnd loyallty, alnd alchielving sustalinalblel 

compeltitivelnelss in thel highly dynalmic alnd compeltitivel belaluty malrkelt. Thel conclusions 

dralwn allso follow thel logicall flow of thel relselalrch alnd alddrelss thel relselalrch objelctivels 

thalt welrel prelviously formulalteld. ALdditionallly, this conclusion contalins thelorelticall 

implicaltions thalt elnrich malrkelting litelralturel als welll als pralcticall implicaltions thalt caln bel 

direlctly alpplield by industry plalyelrs in delsigning talrgelteld malrkelting straltelgiels. 
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