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Purpose-Every individual certainly wants to take care of their body to 

keep looking attractive. Currently, there are many types of cosmetic 

brands for body care. This raises various considerations for consumers 

when making purchases. Multiple factors influence consumer 

purchasing decisions. This study analyzes purchasing decisions 

influenced by electronic word-of-mouth, product quality, and price. 

Design/Methodology/Approach-The research sample was the entire 

community of Indonesia, who had purchased skincare products, totaling 

90 respondents. The research sampling technique was purposive, and a 

questionnaire was distributed via Google Forms. Then, this research 

used SPSS to process the data. 

 

Findings-This study proves that only one of the three hypotheses 

developed is accepted. Electronic word-of-mouth has no positive effect 

on purchasing decisions. Product quality is proven to have a positive 

impact on purchasing decisions. Price is proven to have no positive 

effect on purchasing decisions. 

Research limitations/implications-The limitation of this study is that 

the number of respondents is still relatively small, so it needs to be 

increased. The research object is also still relatively specific, namely 

users of skincare products in Indonesia rather than users of skincare 

products in various regions of Indonesia. Therefore, the results of this 

study cannot represent the purchasing decisions of users of skincare 

products in general. 

Originality/value-This research is relatively rare among previous 

researchers, who used the users of skincare products in Indonesia, as the 

research object. Previous studies generally used skincare products of 

different brands or from other regions as their object of study. 

This is an open-access article under the CC–BY-SA license. 

 

 

 

 

1. The Introduction 
In this era of progress, all aspects of life are developing rapidly, including the advancement 

of information and communication technology (Ahad & Hossain, 2020). This advancement has 

given rise to new lifestyles and phenomena in Indonesian society, including the emergence of the 
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internet. People can obtain information and interact with each other via the Internet (Sethi & 

Sarangi, 2017). The Internet has helped many people meet their needs for information.  

Self-care, especially skincare, is a necessity in today’s society. Advances in information 

and communication technology affect consumers and producers from production to marketing 

(Dellaert, 2019). Technological innovation opens up new opportunities for marketing skin care 

products that are more effective, personal, and accessible to consumers. Additionally, the Internet 

enables closer interaction between brands and customers, provides information, and encourages 

sustainability and transparency. 

People from all walks of life are aware of the importance of skin care. Healthy and well-

groomed skin can boost confidence and support one’s appearance. Skincare products are now 

available under various brand names. Skincare products began to gain fame in Indonesia in 2022 

after implementing various marketing strategies, such as creating positive electronic word-of-

mouth, producing products of competitive quality, and marketing products at competitive prices. 

According to Vasić et al. (2019), consumers decide to buy a product by considering whether or 

not they will use it. Consumers often consider the quality, price, and reputation of a product or 

service when purchasing, which affects their choices. In short, purchasing decisions are decisions 

made by people influenced by many factors. 

Many social media users are willing to provide recommendations and reviews after using 

products (Rachmad, 2022). The reviews provided can be a reference for potential consumers who 

want to purchase products (Filieri et al., 2018). Consumers’ attitudes before deciding to buy can 

be influenced by e-WOM (Baber et al., 2016). Electronic word-of-mouth is one of the most 

significant product marketing strategies. Electronic word-of-mouth makes it easy for customers 

to express their thoughts, opinions, and feelings about a product. Electronic word-of-mouth can 

be used as an informative place to obtain various information and work faster and more 

extensively so that, in the end, it influences consumer purchasing decisions. According to Wang 

et al. (2016), electronic word-of-mouth through social media dramatically influences purchasing 

decisions. Electronic word-of-mouth reaches more consumers using social media to spread their 

experiences with specific products. Basri et al. (2016) and Romadhoni et al. (2023) found that 

electronic word-of-mouth positively affects consumer purchasing decisions. 

Illegal and counterfeit products continue to circulate in the market and are a significant 

problem for producers and consumers. These illegal and counterfeit products often contain 

hazardous ingredients and are not registered with the Food and Drug Authority, potentially 

endangering consumers. Therefore, consumers must consider the quality of the products they buy 

(Lina, 2022). With the level of income and education that each consumer has, it is hoped that they 

will be more careful about the goods they buy. According to Nguyen et al. (2019) and Aeni (2020), 

product quality positively affects consumer purchasing decisions. 

For consumers, price is not only an exchange rate but also a factor that influences 

purchasing decisions (Išoraitė, 2016). If consumers want goods that suit their needs, they must 

pay a certain amount for them. The indicators include affordability, the match between price and 

product quality, competitiveness with competitors' prices, and the match between price and profit. 

Brata et al. (2017) and Limpo et al. (2018) show that price greatly influences purchasing decisions. 

Price is strongly influenced by consumers' income levels when deciding to make a purchase 

(Zhang et al., 2018). Each consumer has a different preference for the price of a product, which 

affects their purchase decision. Consumers will consider prices that match their income so that it 

helps them make wiser purchasing decisions. 

 

2. Literature Review and Hypothesis Development 
Stephen (2016) states that social media is a source of information and significantly 

influences consumer purchasing decisions. This can happen because social media users tend to 

trust other people's opinions more than direct marketing by companies (Manzoor et al., 2020). 

Research conducted by Basri et al. (2016) and Romadhoni et al. (2023) showed that electronic 

word-of-mouth significantly affects consumer purchasing decisions. Based on these findings, it 

can be concluded that word-of-mouth communication on various digital media strongly influences 

consumer purchasing decisions (Poturak & Turkyilmaz, 2018). Electronic word-of-mouth is a 
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marketing strategy that utilizes social media to share information based on the experience of using 

products. The goal is for people to quickly receive this information, which can ultimately 

influence their purchase decisions. When consumers are satisfied with the products they use, they 

usually express this satisfaction through word-of-mouth reviews (Moore & Lafreniere, 2020). 

These reviews can be an important reference and influence the purchasing decisions of 

consumers. H1: Electronic Word-of-Mouth Has a Positive Effect on Purchasing Decision 

 

Product quality is closely related to purchasing decisions because one of the primary 

consideration consumers consider when purchasing is product quality. Therefore, companies must 

understand and fulfil the wants and needs of consumers by paying attention to the quality 

standards that apply in today's market. Thus, consumers remain loyal to the products offered. 

Nguyen et al. (2019) and Aeni (2020) reveal that product quality positively impacts consumer 

purchasing decisions. Product quality is an important factor influencing consumer preferences in 

the purchase decision-making process (Chovanová et al., 2015). According to Brettel et al. (2017), 

when developing a product, manufacturers must ensure the highest level of product quality to 

support its position in the target market. The results of this study show that consumers make 

purchasing decisions based on the quality of the products. H2: Product Quality Has a Positive 

Effect on Purchasing Decision 

 

Price is strongly influenced by consumers' income levels when deciding to make a purchase 

(Zhang et al., 2018). Each consumer has a different preference for the price of a product, which 

affects their purchase decision. Consumers will consider prices that match their income so that it 

helps them make wiser purchasing decisions. Brata et al. (2017) and Limpo et al. (2018) state that 

price positively affects purchasing decisions. The product marketing strategy can attract 

consumers' attention with its main attraction of affordable prices. Relatively affordable prices 

compared to other competing products make these products attractive to many consumers. H3: 

Price Has a Positive Effect on Purchasing Decision 

 

Figure 1 illustrates the research model framework, showing the factors that influence 

purchasing decisions. Electronic word-of-mouth, product quality, and price are the factors that 

have a positive effect on purchasing decisions.  

 
 

Figure 1. Research Framework 
 

3. Research Methodology 
This study used skincare users as the research object. This study used purposive sampling 

to determine respondents with specific considerations. These considerations included users of 

skincare products aged at least 17 years who had purchased skincare products in at least three 

transactions. Google Forms was used to distribute the questionnaires online to collect data. Each 

variable was represented by indicator items on the questionnaire, which were rated on a Likert 

scale with five rating points. Three indicator items were used to measure electronic word-of-

mouth (EWOM), product quality (PQ) with four indicator items, price (PC) with four indicator 

items, and purchase decision (PD) with five indicator items. 

Electronic Word-of-

Mouth 

Product Quality Purchasing Decision 

H1 (+) 

H2 (+) 

H3 (+) Price 
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SPSS software was used to analyze the research data, including validity, reliability, and 

regression tests. The validity test was carried out by evaluating the factor loading value of each 

indicator item of each variable. If the factor loading value of the indicator item is more than 0.6, 

it can be considered valid, and vice versa (Yamato et al., 2017). Invalid indicator items must be 

eliminated from the data analysis, and revalidation tests must be performed. After the validity 

test, a reliability test was performed. Cronbach's alpha was used as a criterion to evaluate the 

reliability of the research variables. The variables were considered reliable if Cronbach's alpha 

was higher than 0.6. The next step in determining the impact of the hypothesis and its acceptance 

or rejection was regression testing. Regression testing was based on the significance of each 

hypothesis. If the significance value is less than 0.05, the hypothesis can be accepted, and vice 

versa (Ghozali, 2018). 

 

4. Result and Discussion 
Characteristics of Respondents 

Table 1 presents the respondents’ characteristics. In general, the majority of respondents 

were female (73 respondents, 81.1%). The age of respondents was dominated by the age range of 

7-25 years, with 88 respondents (97.8%). Most respondents earned less than IDR 2,500,000, with 

76 respondents (84.4%). Most respondents worked as civil servants (n = 77 respondents, 85.6%).  

 

Table 1. Characteristics of Respondents 
Classification Description Frequency 

Total Percentage 
Gender Male 17 18.9 

Female 73 81.1 

Age 17 – 25 years old 88 97.8 

 26 – 34 years old  2 2.2 

 More than 34 years old  0 0 

Salary Less than IDR 2,500,000  76 84.4 

 IDR 2,500,001 –5,000,000 14 15.6 

 More than IDR 5,000,000 0 0 

Jobs Student 2 2.2 

 Public Servant 77 85.6 

 Private Employee 4 4.4 

 Others 7 7.8 

 

Validity Test 

Table 2 shows the factor loading values from the validity test. Based on these results, all 

indicator items representing the variables of electronic word-of-mouth, product quality, price, and 

purchasing decisions were proven valid. This can be seen from the factor loading value of each 

indicator item being greater than 0.6. 

 

Table 2. Validity Test Result 
Indicator Electronic 

Word-of-

Mouth  

Product 

Quality  

 

Price  

 

Financial 

Decision 

EWOM 1 0.727    

EWOM 2 0.697    

EWOM 3 0.653    

PQ 1  0.883   

PQ 2  0.663   

PQ 3  0.846   

PQ 4  0.888   

PC 1   0.654  

PC 2   0.860  

PC 3   0.784  

PC 4   0.830  

FD 1    0.816 
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Indicator Electronic 

Word-of-

Mouth  

Product 

Quality  

 

Price  

 

Financial 

Decision 

FD 2    0.869 

FD 3    0.835 

FD 4    0.874 

 

Reliability Test 

Based on Table 3, all the variables in this study are valid. This is because the Cronbach's 

alpha values of the financial management practices, financial satisfaction, and life satisfaction 

variables were greater than 0.6. Therefore, this data analysis can be continued to the next test 

stage, namely the hypothesis test.  
 

Table 3. Reliability Test Result 
Variable Cronbach’s Alpha 

Electronic Word-of-Mouth 0.734 

Product Quality 0.841 

Price 0.738 

Purchasing Decision 0.940 

 

Hypothesis Test 

Table 4 presents the results of the hypothesis testing. Based on these results, only the 

second hypothesis in this study is accepted or supported, which can be proven by the significance 

value of the hypothesis being less than 0.05. Simultaneously, the first and third hypotheses were 

proven to be rejected or not supported because the significance value of the hypothesis was greater 

than 0.05, and the coefficient beta value was negative. 

 

Table 4. Hypothesis Test Result 
 Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

(Constant) 0.654 0.604  1.083 0.282 

Electronic Word-of-Mouth → 

Purchasing Decision 

-0.309 0.137 -0.180 -2.257 0.027 

Product Quality → Purchasing 

Decision 

1.246 0.142 0.874 8.747 0.000 

Price → Purchasing Decision -0.119 0.173 -0.067 -0.684 0.496 

 

Discussion 

The Effect of Electronic Word-of-Mouth on Purchasing Decision 

Electronic word-of-mouth has become important for consumers to express their opinions 

(Huete-Alcocer 2017). It is more effective than conventional word-of-mouth because it is more 

accessible and reaches a larger audience. Consumers judge a product when there is an exchange 

of information between consumers through word-of-mouth (Godes, 2017). This study proves that 

electronic word-of-mouth does not positively impact purchasing decisions. This can be explained 

using the cognitive dissonance theory developed by Miller et al. (2015), which states that 

consumers will try to reduce the discrepancy between beliefs and actions. Based on this theory, 

electronic word-of-mouth cannot positively impact consumer purchasing decisions when they 

have already liked and decided to buy a product. In contrast, consumers tend to look for 

information that can reinforce their purchasing decisions and ignore information that can weaken 

them. The results of this study align with those of Slamet et al. (2022) and Suharyanto and 

Rahman (2022), who found that the electronic word-of-mouth variable does not affect purchasing 

decisions. The success of a product will undoubtedly face challenges, such as counterfeiting and 

exaggerated claims about the product's benefits. This has led to negative word-of-mouth for the 
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product. Babić Rosario et al. (2016) state that electronic word-of-mouth can be good or bad 

reviews, allowing consumers to rethink their purchasing decisions. 

 

The Effect of Product Quality on Purchasing Decision 

According to Brettel et al. (2017), when developing a product, manufacturers must ensure 

the highest level of product quality to support its position in the target market. The results of this 

study show that consumers make purchasing decisions based on the quality of the products. This 

can be explained using the theory of reasoned action developed by Ajzen (2020), which states 

that when producers can provide products of the highest quality and superior to those of their 

competitors, consumers’ action is to make purchasing decisions. This is in line with the findings 

of this study, which states that better purchasing decisions are influenced by product quality. 

These results align with Nguyen et al. (2019) and Aeni (2020) research, which shows that product 

quality positively affects consumer decisions. A product that can survive and compete in the 

market shows that consumers are increasingly innovative in choosing the products they buy and 

use. Before deciding to make a purchase, many factors must be considered, including product 

quality (Muliasari, 2019). 

 

The Effect of Price on Purchasing Decision 

Lien et al. (2015) state that one of the factors that influences purchasing decisions is price. 

This study proves that price does not positively affect the purchasing decisions. This can be 

explained using the cognitive dissonance theory developed by Miller et al. (2015), which states 

that when consumers like an item and decide to buy it, they tend to look for information that can 

encourage them to make a purchase decision and ignore information that weakens their decision. 

Based on this explanation, price is not the primary consideration for consumers when purchasing 

a product (Ritter et al., 2015). Consumers are willing to pay more for quality products that meet 

their needs. The results of this study align with those of Lestari et al. (2021) and Amin et al. 

(2022), who found that price does not significantly influence consumer purchase decisions. The 

product marketing strategy can attract consumers' attention with its main attraction of affordable 

prices. Relatively affordable prices compared to other competing products make these products 

attractive to many consumers. However, current phenomena show that consumers are willing to 

pay more to get products that suit their needs; therefore, price does not affect purchasing 

decisions. 

 

5. Conclusion 
Based on the study results, electronic word-of-mouth has no positive effect on purchasing 

decisions. Product quality has a positive effect on purchasing decisions, whereas price has no 

positive effect on purchasing decisions. This study had several limitations. The first limitation is 

the relatively small sample size and the fact that the sample distribution is still focused on specific 

regions. Therefore, the results of this study cannot be used as a reference for purchasing decisions 

by consumers of skincare products in Indonesia. This study also analyzes electronic word-of-

mouth, product quality, and price as determining factors in purchasing decisions. Future research 

should analyze other factors that have not been researched or use the concepts of moderation and 

mediation. 
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