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Abstract

The purpose of this investigation is to discern the impact of perceived price, brand reputation, and product attributes on consumers' choices when acquiring Emina skincare items. The examination unfolded via a specific study at the Guardian retail outlet within Plaza Andalas, Padang. The inquiry centered on an exclusive dependent variable—Purchasing Decisions—and three influencing factors: Price Perception (X1), Brand Image (X2), Product Quality (X3). A quantitative research design was implemented, with data gathered from 105 participants selected using a simple random sampling method. Methodology involved assessing research instruments for validity reliability, alongside classical assumption tests like for normality, multicollinearity, heteroscedasticity, autocorrelation. Multiple linear regression analysis was applied, statistical hypothesis testing executed with SPSS software. Findings indicated each individual factor—price perception, brand image, product quality—produces a positive discernible effect on Emina's merchandise purchases. Furthermore, when analyzed in combination, these three determinants also exhibited substantial influence on consumer actions. These conclusions emphasize critical role of pricing strategies, brand positioning, product excellence in shaping consumers' purchasing intent.
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Introduction
Due to the fast advancement of technology in Indonesia In the competitive beauty products sector. Emina is present as one of the brands that compete. PT. Paragon Technology & Innovation launched the name Emina in March 2015. Skincare, make up, and beauty tools are some of the beauty products offered by this brand. In addition to the attractive design, the price of Emina products is also affordable. Emina has succeeded in building a brand image as a beauty product that is suitable for teenagers who are just starting to try make up, at a friendly price. Although it is a fairly new skincare brand, Emina has succeeded in proving itself to be able to compete with other big brands. This can be seen from sales on Tokopedia and Shopee (Napitupulu et al., 2023).
Hanaysha (2022) explains that Consumer purchasing decisions have been widely studied in contemporary marketing literature. This is expressed when consumers begin this process by recognizing a need, looking for options, evaluating options, and finally choosing a particular good or service. The series of decisions that buyers make before making a purchase include what they will buy, when and where they will buy it, what brand they choose, the type of payment they use, and the amount they will spend. Consumers' perceptions of a company's offerings and brands often determine their purchasing decisions. More precisely, consumer purchasing behavior is usually influenced by their experience with a company's products and the proficiency of those products to accommodate particular expectations. By creating advertising and promotional programs that attract customers' attention, marketers can encourage their purchasing behavior.
Based on the explanation provided, encompassing both theoretical underpinnings and the empirical findings from the current research subject, the researcher opted for the title: "The Influence of Price Perception, Brand Image, and Product Quality on Purchasing Decisions of Emina Skincare Products."

Research methods
The methodology employed within this study is a quantitative research approach, relying upon primary data as its fundamental source. Analytical procedures encompassed descriptive statistical analysis, instrument validation, scrutiny into classical assumptions, multiple linear regression analysis, and evaluation for hypotheses. This study's target demographic consisted from consumers who had made purchases at the Guardian Plaza Andalas store in Padang City, with total 105 individuals participating in survey. Probability simple random sampling was utilized as technique for selecting participants, and data collection was facilitated through administration of questionnaires.

Research Results and Discussion
Descriptive Statistical Analysis of TCR

Table 1. Results of Descriptive TCR Test of Price Perception (X1)
	Statement Items
	Scale
	TCR
	IDX(%)
	Criteria

	
	STS
	TS
	N
	S
	SS
	
	
	

	X1.1
	0
	0
	8
	72
	25
	437
	83.24
	Very good

	X1.2
	0
	0
	4
	74
	27
	443
	84.38
	Very good

	X1.3
	0
	1
	27
	62
	15
	406
	77.33
	Good

	X1.4
	1
	5
	20
	63
	16
	403
	76.76
	Good

	X1.5
	1
	0
	5
	77
	22
	434
	82.67
	Very good

	average
	80.88
	Very good


  Source: SPSS 21 data processing results

As shown in Table 1 above, an average score of respondents' answers for Price Perception variable (X1) is 80.88%. Hence it concluded that purchasing decision on Emina skincare products at Plaza Andalas, Padang city has Very Good category.

Table 2. Descriptive Test Results of TCR Brand Image (X2)
	Statement Items
	Scale
	TCR
	IDX(%)
	Criteria

	
	STS
	TS
	N
	S
	SS
	
	
	

	X2.1
	0
	1
	25
	64
	15
	408
	77.71
	Good

	X2.2
	0
	2
	43
	44
	16
	389
	74.10
	Good

	X2.3
	0
	0
	8
	69
	28
	440
	83.81
	Very good

	X2.4
	0
	3
	2
	57
	13
	395
	75.24
	Good

	X2.5
	0
	1
	24
	63
	17
	411
	78.29
	Good

	average
	77.83
	Good


       Source: SPSS 21 data processing results

As shown in Table 1, an examination reveals that average score from respondents' answers for Brand Image variable (X2) is 77.83%. Therefore, it is concluded that purchasing decisions concerning Emina skincare products at Plaza Andalas, Padang City, fall into a 'Good' category.

Table 3.  Results of Descriptive TCR Test of Product Quality (X3)
	Statement Items
	Scale
	TCR
	IDX(%)
	Criteria

	
	STS
	TS
	N
	S
	SS
	
	
	

	X3.1
	0
	0
	13
	68
	24
	431
	82.10
	Very good

	X3.2
	0
	2
	14
	58
	31
	433
	82.48
	Very good

	X3.3
	0
	1
	12
	77
	15
	421
	80.19
	Good

	X3.4
	0
	0
	20
	67
	18
	418
	79.62
	Good

	X3.5
	1
	0
	13
	64
	27
	431
	82.10
	Very good

	average
	81.30
	Very good


         Source: SPSS 21 data processing results

An examination of Table 1's data reveals that the mean response score for the Product Quality variable (X3) stands at 81.30%. This outcome suggests that consumer purchasing decisions for Emina skincare products at Plaza Andalas, Padang City, are predominantly in the 'very good' category.





Table 4. Results of Descriptive Test of TCR Purchase Decision (Y)
	Statement Items
	Scale
	TCR
	IDX(%)
	Criteria

	
	STS
	TS
	N
	S
	SS
	
	
	

	Y1
	1
	0
	13
	64
	27
	431
	82.10
	sangat baik

	Y2
	0
	0
	16
	59
	30
	434
	82.67
	sangat baik

	Y3
	0
	0
	21
	66
	18
	417
	79.43
	baik

	Y4
	0
	5
	25
	56
	19
	404
	76.95
	baik

	Y5
	0
	1
	18
	67
	19
	419
	79.81
	Good

	Y6
	0
	1
	24
	59
	21
	415
	79.05
	Good

	average
	80.00
	Good


Source: SPSS 21 data processing results

Table 1's data reveals an 80.00% average score from respondents' answers for the Purchasing Decision variable (Y). This leads to the conclusion that consumers' purchasing decisions regarding Emina skincare products at Plaza Andalas, Padang City, are classified within a good category.

Instrument Test
Table 5.  Results of Variable Validity Test
	Statement items
	R count
	R table
	Note

	X1.1
	0.652
	0.1918
	Valid

	X1.2
	0.662
	0.1918
	Valid

	X1.3
	0.648
	0.1918
	Valid

	X1.4
	0.680
	0.1918
	Valid

	X1.5
	0.652
	0.1918
	Valid

	X2.1
	0.640
	0.1918
	Valid

	X2.2
	0.642
	0.1918
	Valid

	X2.3
	0.588
	0.1918
	Valid

	X2.4
	0.755
	0.1918
	Valid

	X2.5
	0.653
	0.1918
	Valid

	X2.1
	0.640
	0.1918
	Valid

	X3.1
	0.840
	0.1918
	Valid

	X3.2
	0.766
	0.1918
	Valid

	X3.3
	0.718
	0.1918
	Valid

	X3.4
	0.850
	0.1918
	Valid

	X3.5
	0.739
	0.1918
	Valid

	X3.1
	0.840
	0.1918
	Valid

	X3.2
	0.766
	0.1918
	Valid

	X3.3
	0.718
	0.1918
	Valid

	Y1
	0.678
	0.1918
	Valid

	Y2
	0.737
	0.1918
	Valid

	Y3
	0.805
	0.1918
	Valid

	Y4
	0.661
	0.1918
	Valid

	Y5
	0.712
	0.1918
	Valid

	Y6
	0.633
	0.1918
	Valid


        Source: SPSS 21 data processing results

Table 5 indicates each indicator linked to these variables exhibits an R-calculated value exceeding 0.1918 (R-table reference). This outcome confirms every statement item employed for assessing research variables is valid and suitable for measurement purposes.

Reliability Test
Table 6. Reliability test results
	Variables
	Cronbach's Alpha
	Alpha

	price perception
	, 662
	>0, 6 0

	brand image
	, 669
	>0, 6 0

	product quality
	,840
	>0, 6 0

	buying decision
	,792
	>0, 6 0


            Source: SPSS 21 data processing results

Reliability outcomes detailed at Table 6 confirm every assessed variable meets reliability standards. With all variables exhibiting Cronbach's alpha values greater than 0.6, it is confirmed that this complete group statement items employed to gauge variables is consistent and dependable

Classical Assumption Test
Normality test
Table 7. Results of normality test
	One-Sample Kolmogorov-Smirnov Test

	
	Unstandardized Residual

	N
	105

	Normal Parametersa,b
	Mean
	.0000000

	
	Std. Deviation
	1.86075414

	Most Extreme Differences
	Absolute
	.092

	
	Positive
	.065

	
	Negative
	-.092

	Kolmogorov-Smirnov Z
	.939

	Asymp. Sig. (2-tailed)
	.342

	a. Test distribution is Normal.

	b. Calculated from data.


            Source: SPSS 21 data processing results

Table 7 shows Kolmogorov-Smirnov test outcomes indicate significance values for each variable exceed 0.05. This result implies data exhibit a normal distribution. Accordingly, regression model meets normality assumption.

Multicollinearity test
Table 8. Multicollinearity test results
	Coefficients a

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	T
	Sig.
	Collinearity Statistics

	
	B
	Std. Error
	Beta
	
	
	Tolerance
	VIF

	1
	(Constant)
	1,721
	2.136
	
	.806
	.422
	
	

	
	price perception
	.243
	.107
	.172
	2.274
	.025
	.744
	1,344

	
	brand image
	.221
	.107
	.169
	2,058
	.042
	.631
	1,586

	
	product quality
	.645
	.094
	.550
	6,838
	.000
	.657
	1,522

	a. Dependent Variable: purchasing decision


Source: SPSS 21 data processing results

As per information at Table 8, statistical model employed within this study reveals tolerance values exceed 0.10, along with VIFs falling below 10. This suggests model is free from multicollinearity concerns.

Heteroscedasticity test
Table 9. Results of heteroscedasticity test
	Coefficients a

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	
	(Constant)
	3.967
	1,392
	
	2,850
	.005

	
	price perception
	.038
	.070
	.061
	.544
	.588

	
	brand image
	-.104
	.070
	-.180
	-1.485
	.141

	
	product quality
	-.066
	.061
	-.128
	1,077
	.284

	a. Dependent Variable: ABS_RES


          Source: SPSS 21 data processing results

Table 9 reveals significance levels for price perception (0.588), brand image (0.141), product quality (0.284) are all above 0.05. This absence heteroscedasticity within regression model.

Autocorrelation Test

Table 10. Autocorrelation test results
	Model Summary b

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate
	Durbin-Watson

	1
	,756 a
	,571
	,558
	1.88819
	1,917

	a. Predictors: (Constant), product quality, price perception, brand image

	b. Dependent Variable: purchasing decision


     Source: SPSS 21 data processing results

As indicated by Table 10, Durbin-Watson (DW) statistic is reported as 1.917. This value was benchmarked against critical values from Durbin-Watson table at 5% significance, using a total sample 105 (n) three explanatory variables (k = 3). Lower bound (dl) records 1.6237, concurrently upper bound (du) is 1.7411. Given observed DW score 1.917 lies between upper limit (1.7411) and (4 - upper bound) (2.2589), i.e., 1.7411 < 1.917 < 2.2589, it is inferred the regression model is devoid of autocorrelation concerns.

Multiple Linearity Test
Table 11. Multiple Linear Test Results
	Coefficients a

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	T
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	1,721
	2.136
	
	.806
	.422

	
	price perception
	.243
	.107
	.172
	2.274
	.025

	
	brand image
	.221
	.107
	.169
	2,058
	.042

	
	product quality
	.645
	.094
	.550
	6,838
	.000

	a. Dependent Variable: purchasing decision


Source: SPSS 21 data processing results

As shown in data outlined in Table 11, formulated multiple linear regression model provides detailed explanation of how variables such as price perception, brand reputation, and product quality significantly influence consumer purchasing behavior regarding Emina products sold at Plaza Andalas, Padang City. Regression equation capturing these relationships is structured as follows:

Y= 1.721 + 0.243X1 + 0.221X2 + 0.645X3

This equation allows us to draw the following conclusions:
1. The constant value is 1.721, which implies that in the absence of any influence from price perception, brand image, and product quality variables, the purchasing decision for Emina products at Plaza Andalas, Padang City would remain at 1.721 units.
2. Price perception's regression coefficient shows 0.243. This means for every 1 (percent) rise price perception variable, purchasing decision will increase by 24.3%, with brand image and product quality variables held constant or unchanged.
3. The amount of the brand  image regression coefficient is 0.221, meaning such that for each 1 (percent) a rise in the brand image factor, the purchasing decision is expected to rise by 22.1%, provided that the price and product quality perception variables are considered constant or do not change.
4. Regarding product quality, its regression coefficient registers 0.645. This means that, assuming other variables like price perception and brand image remain static, a 1% advancement in product quality is linked to roughly a 64.5% boost in consumers’ purchasing decisions. This underscores a significant positive bearing product quality concerning buyer behavior within model framework."

Hypothesis Testing
T-test	
An analysis of data displayed at Table 11 allows for following interpretations:
1. Findings show t-value Price Perception (X1) is 2.274, exceeding 1.983 critical value. Resulting significance level 0.025, falling below 0.05 threshold. This indicates null hypothesis (H0) rejection, alternative hypothesis (H1) acceptance. Put differently, price perception exhibits statistically significant positive impact consumer purchasing decisions Emina products at Plaza Andalas, Padang City.
2. Moreover, variable X1, representing price perception, satisfies a condition for statistical significance. T-statistic is 2.274, surpassing 1.983 critical value, p-value obtained at 0.025 (below 0.05). Thus, the null hypothesis is again dismissed in favor of the alternative. This provides evidence consumers' perception price significantly contributes to their purchase decisions.
3. Concerning brand image (X2), calculated t-value is 2.058, surpassing 1.983 critical value. A p-value associated with this result is 0.042, also lying below 0.05 significance level. Therefore, null hypothesis dismissed, alternative hypothesis accepted. This suggests brand image exerts notable positive effect on customers' intention to buy Emina products at given location.
4. Concerning product quality variable (X3), t-statistic shows 6.838, substantially higher than 1.983 critical value. A corresponding significance level registered 0.000, far below 0.05 threshold. Consequently, this supports H0 rejection and H1 acceptance, implying product quality plays strong meaningful role shaping consumers' decisions to purchase Emina products at Plaza Andalas in Padang.
Coefficient of Determination Test

Table 12. Results of Determination Coefficient Test
	Model Summary b

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.756 a
	.571
	.558
	1.88819

	a. Predictors: (Constant), product quality, price perception, brand image

	b. Dependent Variable: purchasing decision


   Source: SPSS 21 data processing results

From statistical findings in Table 12, adjusted R-squared stands at 0.558, suggesting roughly 55.8% variability in consumers' purchasing decisions for Emina products at Plaza Andalas, Padang City, is attributable collectively to price perception, brand image, product quality variables. This denotes moderately strong model fit. Residual 44.2% variation probably influenced by external or unobserved aspects included in current analysis framework, hinting at potential avenues for further research.

F Test
Table 13.  F Test Results
	ANOVA a

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	478,900
	3
	159,633
	44,775
	,000 b

	
	Residual
	360,090
	101
	3,565
	
	

	
	Total
	838,990
	104
	
	
	

	a. Dependent Variable: purchasing decision

	b. Predictors: (Constant), product quality, price perception, brand image	


 Source: SPSS 21 data processing results

Table 13 displays F-test hypothesis evaluation. It shows computed F-value surpasses corresponding critical F-table. This finding provides ample evidence for null hypothesis (H0) rejection and alternative hypothesis (Ha) acceptance. Implication: combined variables—price perception, brand image, product quality—exert statistically significant impact consumer purchasing behavior regarding Emina products at Plaza Andalas in Padang City.

Discussion
Effect of Price Perception (X1) on Purchase Decisions (Y)
"Price perception's regression coefficient shows 2.274, along with a significance probability of 0.025, which falls below 0.05 cutoff. These results support research hypothesis (H1) acceptance. It inferred consumers' assessment product pricing holds meaningful positive impact on their buying decisions concerning Emina skincare items. Price remains critical consideration for consumers, particularly when evaluating value for money. This conclusion resonates with findings of (Jayanti & Hayuningtias, 2023),  whose research identified a coefficient amounting to 0.509, with a p-value at 0.001, thereby underscoring strong statistically significant link between price perception consumer purchase behavior.

Effect of Brand Image (X2) on Purchase Decisions (Y)
Analysis brand image variable revealed a coefficient amounting to 2.058, a significance level 0.042—again, beneath 0.05 cutoff. This reinforces view brand image exerts notable statistically relevant impact on buyer decisions. Strength brand identity helps shape trust emotional attachment, both key motivators in decision-making process. These findings align with study conducted by Maro'ah Rosyidi (2024), which revealed coefficient 0.238, p-value 0.038, thereby confirming important role brand image shaping preferences.

Effect of Product Quality (X3) on Purchase Decisions (Y)
Analysis reveals product quality holds coefficient at 6.838, accompanied by significance level 0.000, far below 0.05 cutoff. This result highlights dominant positive role played by product quality influencing consumers' decisions to purchase. Implication: high-quality products can significantly enhance customer satisfaction drive purchase intent. These observations consistent with research by (Nugroho & Soliha, 2024),  whose SPSS-based findings reported beta coefficient 0.351, significance value beneath 0.05, emphasizing essential role product quality affecting consumer buying patterns.

Combined Influence of Price Perception (X1), Brand Image (X2), and Product Quality (X3) on Purchase Decisions (Y)
Model's F-statistic shows 44.775, coupled significance level 0.00—far beneath 0.05 cutoff—clearly indicates three explanatory variables collectively exert significant effect on dependent variable, consumer purchase decision-making. Improvements price perception, brand strength, product quality are thus jointly capable enhancing customers' intention to purchase Emina products. These outcomes align with findings Hasibuan (2024), who reported F-count 43.202—greater than F-table benchmark 2.700—thereby reinforcing conclusion these three variables together form crucial set determinants in driving consumer purchasing behavior.

Conclusion
Drawing upon data analysis, hypothesis testing, comprehensive discussion, it reveals price perception significantly positively influences buying choices for Emina skincare products at Plaza Andalas in Padang City. Likewise, brand image contributes meaningfully to consumers’ decision-making processes, reinforcing trust preference toward brand. Product quality also plays vital favorable role, reflecting consumers’ demand for effectiveness reliability. When examined simultaneously, variables price perception, brand image, product quality exhibit powerful statistically significant impact on consumer buying behavior. Emina’s success can therefore be attributed to its ability to maintain competitive pricing, project credible attractive brand image, consistently deliver high-quality products—factors that together foster consumer loyalty repeat purchase behavior.
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