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Ana Komari (Indonesia)

PRODUCT QUALITY

AS A MEDIATING VARIABLE IN
REPURCHASE DECISIONS:

THE CASE OF INDONESIAN
SKINCARE PRODUCTS

Abstract

When buying skincare products, consumers are more concerned with comfort and
safety and seek for high-quality items. Indonesian-made skincare products must be
of the highest caliber and adhere to all applicable health regulations. This study aims
to determine whether product quality can effectively mediate the effects of brand im-
age, customer value, digital marketing, and product quality on repurchase decisions.
The study surveyed people using skincare products in the Indonesian city of Surabaya,
utilizing a targeted sample of 385 female responders at least 18 years old. According to
descriptive statistics, background status significantly affects the decision to repurchase
skincare products. Structural equation modeling was then used to examine the data.
The results show that product quality mediates the association between brand image
and consumer value on decisions to repurchase. However, it does not mediate the re-
lationship between digital marketing and such decisions. Another finding shows that
in contrast to digital marketing, brand image and customer value positively influence
product quality.

According to the study’s findings, product quality is a strong mediator and one of the
factors influencing consumers’ decisions to repurchase. Additionally, the brand image
of skincare products, which differ in each product’s features, enhances the consumer’s
decision to repurchase.

Keywords brand image, customer value, digital marketing, product
quality, repurchase decision
JEL Classification 115, M21, M31

INTRODUCTION

A woman’s ideal skin is smooth and healthy. Women can appear more
confident by having healthy facial skin. Careful skincare practices can
solve skin issues and aid in skin lightening. One can take care of the
skin at home using over-the-counter skincare products. Numerous lo-
cally produced skincare products are just as high-quality and com-
petitive as those imported from overseas. In Indonesian e-commerce,
the top five selling facial care brands are Something, Skintific, Scarlett
Whitening, Gamier, and Ms Glow (Compas, 2023).

Brand image is one of the variables consumers consider when deciding
whether to purchase a skincare product; in fact, many consumers are
more concerned with a product’s brand image than with price or other
considerations (Schiffman & Kanuk, 2013). As a result, local skincare
brands must have positive brand perceptions, even better than those
of international skincare brands. Skincare companies should attempt
to improve the quality of their goods in order to enhance their brand
image (Beneke et al., 2013). Consumers are more likely to make re-
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peat purchases when a brand has a positive reputation (Mowen & Minor, 2016; Cretu & Brodie, 2007;
Sakdiah, 2018). Local skincare goods must be promoted through modern information technology ad-
vancements, including digital marketing, in order for them to be better recognized by the general public
(Smith, 2012; Yasmin et al., 2015). With the help of digital marketing, skincare businesses may market to
and promote their products to a broader spectrum of consumers (Coviello et al., 2001; Nofrialdi, 2021;
Deepa & Geeta, 2021).

Making consumers decide to repurchase skincare products is difficult in the face of fierce market rivalry
(Best & Coney, 2004). Consumer psychological aspects impact purchase decisions (Blackwell et al., 2015;
Hawkins & Mothersbaugh, 2010). It is insufficient for consumers to recognize the brand on the packag-
ing when seeking a product. Customers will recognize high-quality items (Nurhayati & Hendar, 2020;
Riptiono, 2020). Therefore, for businesses to have an impact on customer behavior, they must consider
how consumers feel about the quality. Customers will use judgment to choose a product; therefore, they
will always seek out high-quality items to purchase based on cognitive criteria (Kartikasari & Albari,
2019). One component of skincare quality assurance from the consumer’s perspective is that it has been
tested and registered with the Food and Drug Supervisory Agency (BPOM). Not a brand, BPOM is ex-
clusive to one particular product.

Local skincare brands must have a strong brand image, high-quality products, and effective digital
marketing strategies to compete with imported brands. However, few studies look at how Indonesian

skincare products’ quality affects buying patterns.

1. LITERATURE REVIEW

Consumers make repurchase decisions based on
whether a product meets their expectations when
purchasing, seeking out, or returning it after con-
sumption. Repurchase decisions are consumer
purchases affected by their psychological makeup
(Blackwell et al., 2015; Schiffman & Kanuk, 2013).
Such decisions are a person’s propensity to rebuy
the same things, look for them again, and desire to
use them again (Kotler & Keller, 2016). Ghezelbash
and Khodadadi (2017), who studied 300 consum-
ers of the Amiran retail chain in Karaj, found that
product and service quality affects customer satis-
faction. Customer contentment affects incentives
for repeat purchases. Fauzi and Ali (2021) looked at
180 users of Samsung smartphones in Jakarta and
found that product quality and cost affect buying
choices. Repeat purchases are unaffected by prod-
uct quality. Among subject group awareness, brand
awareness is the most critical selection heuristic.
Subjects unaware of brands tend to select more
high-quality brands (Hoyer & Brown, 1990).

Consumer trust in a brand is represented in the
individual experience of consumers. If consumers
have a positive experience with the product, a posi-
tive brand image will develop in their subconscious.
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Consumer trust in the brand will increase if it has a
positive reputation, motivating them to buy from it
again. Even though the products sold have the same
qualities as those supplied by other vendors, brands
can serve as a differentiator (Assauri, 2018; Bayu et
al., 2019; Kotler & Keller, 2016).

Purchase decisions and plans to make more pur-
chases positively correlate with brand image. In
Ho Chi Minh City, Cuong (2022) observed 249
patrons of a fast food establishment. The study
discovered that brand perception, decision to buy,
and intention to buy again are all impacted by
product quality. Amelia and Ayani’s (2020) study
of 316 LP3M students found that brand image af-
fects customer value and retention. Additionally,
Fatmalawati and Andriana (2021) looked at 116
Paragon cosmetics users and concluded that prod-
uct quality affected repurchase intention more
than brand image. Brand image affects consumers’
decisions to make further purchases, according to
the article by Prasetya and Farida (2021) on 100
bus customers. Surianto et al. (2020) showed the
effect of CRM campaigns on repurchase decisions
mediated by brand awareness and corporate im-
age. According to Wang and Wu’s (2012) study of
279 college students, switching costs are primari-
ly driven by the perceived value of long-standing
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partnerships. In contrast, corporate image has a
significant impact on newer relationships. Brand
image can considerably enhance the quality of the
product and customer repurchase intentions.

Customer value is defined as the customer’s per-
ception of the product attributes and services they
choose, how they evaluate those attributes, how
they perform, and how utilizing the product will
affect their objectives and intentions (Woodruft &
Gardial, 2006). Total customer value minus total
customer expense equals customer value. Total
customer value is made up of a number of antic-
ipated advantages, while total customer costs are
the number of expenses that consumers must bear
in order to purchase goods or services (Kotler,
2020). Customers’ perceived value is key to guaran-
teeing the company’s viability in today’s cutthroat
industry. Correa et al. (2021) studied 185 compa-
nies, concluding that perceived value is positively
related to satisfaction and trust perceived, which
in turn increases intention to repurchase. Fang et
al. (2016) examined 651 online shoppers, stating
that both gender and age can affect repurchase in-
tentions online by moderating the relationship be-
tween relational benefits (i.e., product quality and
electronic service quality) and perceived value.

Additionally, Harryani (2017) looked at 360 clients
and concluded that effective customer relation-
ship management will raise client value and prod-
uct quality, ultimately improving satisfaction. A
key factor in driving repeat purchases is perceived
value. Customer value can dramatically enhance
product quality and repurchase decisions.

Digital marketing is a technology that facilitates
communication between businesses and custom-
ers. Convenience for customers means making it
simpler to access information about the products
they want. In contrast, convenience for businesses
means being able to educate customers about spe-
cials made available to a large audience. The digi-
tal revolution has fundamentally altered how busi-
nesses interact with their customers. Consumers
may now research pricing and, in some instances,
even set them themselves, thanks to the Internet
(Sawicki, 2016). Digital marketing is a strategy for
promoting a business’s products or services using
one or more electronic media (Arnes & Toto, 2020;
Chaffey & Ellis-Chadwick, 2019).

http://dx.doi.org/10.21511/im.19(3).2023.11
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The shopping paradigm has altered due to re-
cent technological advancements, which have al-
so favored an online shopping system. At Shopee,
400 millennials were evaluated by Ginting et al.
(2022). They discovered that while product dif-
ferences and digital marketing influence pur-
chasing decisions, these decisions also influence
repurchase decisions. In their study of 125 Catur
Putraharmonis customers in Makassar, Ilyas et
al. (2021) found that brand awareness affected
consumers’ decisions to repurchase products and
that digital marketing impacted customer val-
ue. Additionally, Wandoko and Panggati (2022)
looked at 407 Indonesian users of e-marketplaces
who shop online. They concluded that consumer
repurchase decisions are influenced by trust and
the quality of the information. Customer trust in
the digital sphere mediates customer repurchase
intentions and information quality. The analysis
of Jakarta’s transportation system by Sutia et al.
(2019) also showed the influence of online market-
ing and brand recognition on consumers’ tenden-
cy to make repeat purchases. Accordingly, digital
marketing can enhance product quality and deci-
sion-making for repeat purchases.

A product or service’s capacity to satisfy explicit or
implicit demands is determined by the total of all
of its qualities. According to Schiffman and Kanuk
(2013), a product’s quality is determined by how
well it performs its functions, including dependa-
bility, durability, accuracy, ease of use, and prod-
uct maintenance. In contrast, Kotler and Keller
(2016) define product quality as an item’s capaci-
ty to deliver adequate results or performance even
above and beyond what the consumer desires.

Panjaitan (2019) examined 270 Islamic banking
customers in East Java, proving that product qual-
ity affects customer value and corporate image.
Additionally, according to Ketut (2018), brand per-
ception and product quality influence consumers’
decisions to repurchase. Hakim et al. (2017) exam-
ined 240 Philips lighting customers in Batam City,
proving that perceived product quality affects cus-
tomer value. While Widyaningrum et al. (2022)
proved that product quality affects customer value,
perceived value is considered an essential motiva-
tor of customer repurchase intentions. According
to Munisih and Soliha (2015), a relationship exists
between customer value and product quality. In a
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Brand image

Customer value

Repurchase decision

Digital marketing

Figure 1. Research framework

study of 336 textile industry workers in the city of
Bandung, Manik et al. (2023) found that manage-
ment’s involvement in planning quality improve-
ment will increase product quality, which is ben-
eficial for the organization. According to a study
on product quality, consumers’ decisions to repur-
chase products can be significantly improved.

This study aims to ascertain if product quality is
an effective mediating factor in the interactions
between brand image, customer value, digital
marketing, and product quality on repurchase de-
cisions. The following hypotheses were developed
in light of the literature review:

HI: Brand image has a significant effect on prod-
uct quality.

H2:  Product quality has a significant affect on re-
purchase decisions through brand image.

H3: Customer value has a significant effect on
product quality.

H4:  Customer value has a significant effect on re-
purchase decisions through product quality.

H5:  Digital marketing has a significant effect on
product quality.

Hé6: Digital marketing has a significant effect
on repurchase decisions through product
quality.

H7:  Product quality has a significant effect on re-

purchase decisions.
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For clarity, the research framework is displayed in
Figure 1.

2. METHODOLOGY

This is a causal study. All customers using skincare
products made in Indonesia in Surabaya comprise
the research population (Malhotra & Birks, 2007).
The Lemeshow formula is used to obtain a mini-
mal number of samples with a margin of error of
5% and a sample size of 385 respondents when the
population is unclear (Lemeshow et al., 1990). The
study used a purposive sampling methodology, and
the sample requirements are users of local skincare
products who are at least 18 years old and have used
them at least once. WarpPLS (Warp Partial Least
Squares) software and structural equation mode-
ling (SEM) are used in the analytical approach.

The major data used in this investigation came
from questionnaire replies. Data were gathered by
completing a questionnaire with numerous state-
ments concerning demographic characteristics. A
Likert scale evaluates respondents’ responses, with
score intervals ranging from 1 (Strongly Disagree)
to 5 (Strongly Agree). The product-moment cor-
relation was used to test the instrument’s validity,
and a p-value of 0.05 shows that all questionnaire
instruments are valid. Verifying the instrument’s
reliability with Cronbach’s alpha > 0.6 indicates
that all variables are reliable. The findings of this
study indicate that the questionnaire instrument
can be utilized at various times and locations in
the same situation and yield accurate data (Hair et
al., 2014; Kyriazos & Stalikas, 2018).

http://dx.doi.org/10.21511/im.19(3).2023.11



Table 1 lists the characteristics of the respondents,
including their gender, age, marital status, level
of education, and how long they have used local
skincare.

Table 1. Respondent characteristics

L ‘Percentage
Characteristics ¢ Frequency o &
: )
i Male ; - ; -
Female
18-30years
Age 31740years .
Al60years .
Highschool
Education  :Bachelor .
Master .
) Married
Single
Durationof :172years .
usinglocal :3-4years
skincare brands : > 4 years

Note: N = 385.

According to Table 1, all respondents are wom-
en. The dominant respondents are between 18
and 30 (44.7%) and between 31 and 40 years
old (33.3%). This shows that the respondents
are young and adult women. Table 1 also shows
that the respondents have Bachelor’s degrees
(45.7%), high school (34.0%), and master’s de-
grees (20.3%). As many as 52.2% of respondents
use local skincare products for 1-2 years, while
27.0% use them for 3-4 years. Thus, respondents
are highly educated and new to using local skin-
care products.

Brand image, customer value, and digital mar-
keting were the three independent variables
employed in this study. One intervening vari-
able is product quality. This study also makes
use of a repurchase decision-based depend-
ent variable. Brand image uses three indica-
tors: strengths, uniqueness, and favorable ef-
fect (Schiffman & Kanuk, 2013). Customer val-
ue uses four indicators: emotional value, social
value, performance value, and value of money
(Munisih & Soliha, 2015). Digital marketing us-
es six indicators, namely accessibility, interac-
tivity, entertainment, credibility, irritation, and
informativeness (Yasmin et al., 2015). Product
quality uses four indicators: performance, fea-
tures, reliability, and conformance (Bayu et al.,

http://dx.doi.org/10.21511/im.19(3).2023.11
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2019). Repurchase decision uses four indicators:
transactional interest, referential interest, pref-
erential interest, and explorative interest (Ho
& Chung, 2020). Each indicator uses two state-
ment items.

Following instrument testing, measurement
models (the outer and inner models) were eval-
uated. The structural and measurement models
were examined together using the goodness of
fit. A hypotheses test was then conducted.

3. RESULTS

The loading factor and AVE (average variance ex-
tract) both have values larger than 0.5, based on
Table 2. As a result, the research variables satisfy
the requirements for convergent validity.

Table 2. Values for the loading factor and AVE

Stud . Value of the outer
v Indicator . AVE
parameters loading factor
X1-X1.1 0.837
Brand image I . .
(X1) ) 0.888" 0.634
0.850
0.525
Customer X2-X2.2 0.982
value N N 0.769
(x2) X2x2.3 Voo
X2-X2.4 0.606
0.922
0.961
Digital ) 0‘920"
marketing - - 0.696
(X3) i 0.893"
0.798
0.801
0.919
Product ) 0.858"
quality - - 0.741
(2) 0892
7-72.4 0.886
0.901
Repurchase : 0.867
decision : : 0.664
(v) L3 L0949
Y-Y.4 0.941

The square roots of the average variance extract-
ed (AVEs) value serve as a proxy for discriminant
validity. Table 3 shows that the values in the diag-
onal block (bold) are higher than the values in the
same block. All variables thus meet the require-
ments for discriminant validity.
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Table 3. Connections between latent variables

Variable | X1 :

Tx2 T 01m2

X3 0466 . 0020
0278 © 0328 ©
0027 '

Note: X1 = Brand image; X2 = Customer value; X3 = Digital
marketing; Z = Product quality; Y = Repurchase decision.

The research variable reliability was assessed using
Cronbach’s alpha and composite reliability. Table
4 shows that the Cronbach’s alpha for each vari-
able is more than 0.6. Furthermore, the compos-
ite reliability value is greater than 0.7. Thus, every
item has met the requirements.

The average path coeflicient (APC), the average
R-Squared (ARS), and the average variance infla-
tion factor (AVIF) are the three fit metrics avail-
able on WrapPLS. ARS has a p-value of 0.05, and
APC has a p-value of 0.001 in the fit index model
test. The APC and ARS values must be significant
(less than 0.05) in order for the model to be stated
to be fit (according to or supported by data). There
is no multicollinearity if the AVIF value is less
than 5. The analysis results are displayed in Table
5. In this instance, AVIF and APC demonstrate

Table 4. Reliability results

the multicollinearity of the independent variables
and their connections. The evaluation’s data indi-
cate that the model is suitable.

In this inquiry, SEM analysis is utilized. This anal-
ysis determines how the predictor will impact the
predicted variable. The study’s anticipated varia-
ble is the repurchase decision, and the predictors
are product quality, customer value, brand image,
and digital marketing. The data are subsequently
coded once again using WarpPLS. Table 6 shows
the hypotheses testing results.

4. DISCUSSION

Evidence supports the first hypothesis, which
states that brand image improves product qual-
ity. This hypothesis is accepted because the
p-value is less than 0.05, which equals 0.000, as
shown in Table 6. The brand image variable has
a coefficient value of 0.265 on product quality.
Thus, brand image influences repurchase de-
cisions in a positive and significant way. This
demonstrates that consumers are pleased with
the brand image of Indonesian-made skincare
goods. This is evidenced by respondents who
stated that local skincare products are well-

Value Cut Off ‘ X1 X2 ‘ X3 z Y Note
Cronbach’sAlpha ~ ~ >0.6 . 0660 . 0715 i 0795 . 0712 . 0759 Allitems meet
Composite Reliability i >0.7 0.773 0.780 0.854 0.823 0.750 the requirements

Note: X1 = Brand image; X2 = Customer value; X3 = Digital marketing; Z = Product quality; Y = Repurchase decision.

Table 5. Model fit quality

Title Result Condition Description

Average path coefficient L0207 >0.100 Qualify .
Average R-Squared 0.133 >0.100 Qualify
“A'\‘/'érage vauf‘iance inﬁ;ﬁon fac'f'(‘Jr """""""" o 1.119'“ < 5000 Quahfy o
Table 6. Hypotheses testing

H Influence of several factors Normative Coefficient P Decision

HI . XL Z 0270 .. f Accepted

H2 X1->27Z-Y 0.066 Accepted

H3 X2DZ L0313 Accepted

H4 X29 z %YW """""" O o076

H5 X3>2Z 0.000

He X322 L0000 Rejected

H7 7Y 0.244 Accepted

Note: X1 = Brand image; X2 = Customer value; X3 = Digital marketing; Z = Product quality; Y = Repurchase decision.
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known and have a reputation as premium cos-
metic brands. There are numerous advantages
to adopting Indonesian skincare. As a result,
the brand image of local products must be main-
tained and improved to maximize product qual-
ity’s value. In order to have a good quality cos-
metic brand reputation, it is also vital to market
local skincare goods. The findings of this study
are consistent with those of Amelia and Ayani
(2020) and Prasetya and Farida (2021).

The second hypothesis is supported since the
p-value, 0.045, is less than 0.05. The brand im-
age variable has a coefficient of 0.066 on repur-
chase decisions based on product quality. This
lends credence to the notion that brand image
influences product quality, which drives repur-
chase decisions. This demonstrates that boost-
ing brand image and product quality will im-
prove the value of repurchasing options. Thus,
product quality effectively mediates the rela-
tionship between brand image and repurchase
decisions.

Evidence supports the third hypothesis, which
states that brand image improves product quality.
This hypothesis is accepted because the p-value is
less than 0.05, equal to 0.000, as shown in Table
6. The coefficient value is 0.313. As a result, brand
image has a considerable and beneficial impact
on product quality. This shows how much local
skincare products are valued, and it encourag-
es consumers to buy local skincare products.
Respondents reported that they were happy with
the quality of local goods comparable to goods
made in other countries. As a result, custom-
er value must be increased to increase product
quality value. It should also be mentioned that
local skincare products are safe to use and im-
prove facial skin appearance. The findings of this
study are compatible with the findings of Fang et
al. (2016) and Correa et al. (2021).

The fourth hypothesis is supported since the
p-value, 0.040, is less than 0.05. The customer
value variable’s coefficient of 0.076 influences
repurchase decisions indirectly through prod-
uct quality. This demonstrates that the value
and the customer’s decision to repurchase the
goods are mutually beneficial. Thus, enhancing
customer value and product quality together can

http://dx.doi.org/10.21511/im.19(3).2023.11
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enhance repurchasing decisions. This also ex-
plains why product quality acts as a moderator.

The results show that the fifth hypothesis is re-
jected because the p-value exceeds 0.05. This
demonstrates that digital marketing does not
increase customer value. This information in-
dicates that local skincare product companies’
web marketing could be better. This may also
be seen in the comments of respondents who
indicated that access to social media was dif-
ficult because the internet connection was not
yet supported. Similarly, two-way communica-
tion is ineffective, and contacting the seller is
frequently tricky. As a result, local digital skin-
care marketing is underutilized and should be
increased. The conclusions of this study differ
from those of Ginting et al. (2022) and Wandoko
and Panggati (2022).

Furthermore, regarding the time respondents
have used local skincare products, those who
have used them for 1-2 years have the high-
est rate at 52.2%. This also demonstrates that
respondents remain unconvinced about the
product’s long-term benefits. In terms of age,
the respondents appear young because they
are still between the ages of 18 and 30 (44.7%).
This indicates that the marketing technique
employed has not reached the age of 30. 45.7%
of respondents had a Bachelor’s degree or
more, with the majority having a high school
diploma.

The findings imply that the sixth hypothesis is
rejected because the p-value is greater than 0.05,
as shown in Table 6. This indicates no discerni-
ble indirect impact of digital marketing on cus-
tomer value-driven repurchase decisions. This
demonstrates that in the relationship between
digital marketing and repurchase decisions,
consumer value is a mediating variable that is
not beneficial. As a result, local skincare busi-
nesses should employ digital marketing more
often. This may be accomplished by using more
of the current communication channels.

The seventh hypothesis shows that the quality of
the product influences decisions to repurchase
products. This evidence shows that local skin-
care product quality is good and is liked by us-
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ers. This may also be shown in respondents’ re-
sponses, indicating that people find Indonesian
skincare products acceptable and of good quality.
Also, local skincare products are safe and have
received BPOM-RI certificates. Local skincare
products are proven to be good for all ages, suit-
able for all weather, and can beautify the user’s
skin. Thus, product quality needs to be main-
tained and improved so that the repurchase de-
cision value increases. Customers also need to
be informed that local skincare products com-
ply with health standards, are safe to use, and

make facial skin more beautiful. The results of
this study support those of Widyaningrum et al.
(2022) and Ketut (2018).

According to the impact of product quality on
the decision to repurchase, improving product
quality will encourage consumers to value their
decision to repurchase more. These results show
that product quality influences consumers’ de-
cisions to repurchase local skincare products.
Thus, local skincare must be produced with ex-
cellent and superior quality to satisfy consumers.

CONCLUSION

This study aims to analyze the relationships between brand image, customer value, digital mar-
keting, and product quality in relation to repurchase decisions for Indonesia-based skincare goods.
Product quality now functions as a mediating factor. The model’s conclusion is critical for re-
searching the decision to repurchase locally manufactured skincare goods, particularly regarding
brand image, customer value, and product quality. This discovery will contribute to developing
a conceptual model in the skincare business that integrates brand image, customer value, digital
marketing, product quality, and repurchase decisions.

This study analyzed the relationship between brand image, customer value, and digital marketing
on repurchase decisions, focusing on local skincare products. Brand image and customer value
positively and significantly impact product quality and, as a result, indirectly influence repurchase
decisions. Product quality has a strong and positive influence on repurchase decisions. The prod-
ucts’ efficacy and compatibility created a high interest in Indonesian skincare products.

Because the scope of this study is limited to local Indonesian skincare consumers, it is suggested
that future researchers broaden the geographical scope of the research and consider additional fac-
tors that are not currently the focus of research but may influence consumer decisions to make a
repeated purchase.
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