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ABSTRACT

The increasing development of cosmetic products leads to fierce business competition. Cosmetic
products are a basic necessity for women and part of a woman's lifestyle to look beautiful and
confident. Almost all women depend on cosmetic products. This study aims to determine the effect of
perceived quality, customer satisfaction and perceived value on repurchase intention. This research
was conducted on _female customers aged 17 years and over who have experience more than 2 times
buying cosmetic products for at least the last 6 months in Jabodetabek. The sampling method used
purposive sampling with a total sample of 95 respondents. The number of statements given to
respondents was 19 statement items. The results of this study indicate a significant effect on perceived
quality on customer satisfaction and perceived quality on perceived value, as well as an insignificant
effect on customer satisfaction on repurchase intention, perceived value on repurchase intention and
perceived quality on repurchase intention.
Keywords: Perceived Quality, Customer Satisfaction, Perceived Value, Repurchase Intention

INTRODUCTION

Cosmetic products seem to be a primary need for some women. Almost all women
depend on cosmetics. This phenomenon occurs because they are aware that cosmetics
have become a necessity to fulfill their lifestyle. In order to satisfy consumer needs,
hundreds of cosmetic products in one category compete with each other (Chandra et al.,
2019; Febriani et al., 2023; Ghazmahadi et al., 2020). This is a big challenge for marketers
to be able to retain their consumers or even attract new consumers (Khasanah et al., 2021;
Mariam et al., 2021; Mariam & Ramli, 2022; Utama et al., 2020). Marketing management
manages all the company's marketing, therefore marketing management is very important
for a business to achieve its goals (Ramli, 2019b; Sukarno et al., 2020). Many competitors
sell similar cosmetic products, so companies must be able to determine the right strategy
and create new innovations to keep up with the times so that customers return to buy
cosmetic products made by the company (Dewi & Ramli, 2023; Novarian & Ramli, 2020;
Steven et al., 2023; Sukarno et al., 2020). In this case, of course efforts are needed to
increase the intention to repurchase cosmetic products so that sales increase (Bachtiar et
al., 2023; Mariam et al., 2022; Mariam & Ramli, 2020; Supiati et al., 2021).

According to Kumar & Anjaly (2017) repurchase intention plays a very important role
in evaluating the success of a company, because customers will evaluate the brand used
after they use it so that repurchase intention will be created based on this evaluation.
Repurchase intention occurs when consumers repurchase a product for the second time
or more, where the reason for repurchasing is based on the customer's experience with the
product they purchased (Imran, Arvian, et al., 2020; Ramli, 2019a; Rumaidlany et al.,
2022; Savitri & Wardana, 2018). One of the things that determines repurchase intention
is perceived quality.

High perceived quality will make customers make repeat purchases with certain
products. If customers feel the products they use are of high quality, they will feel satisfied.
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satisfy consumers, where the higher the perceived quality value, the more customer
satisfaction will increase. Perceived quality can also increase perceived value based on the
quality and value of the products consumed by customers, where the higher the quality of
the product offered, the higher the value it contains, so that customers feel fulfilled with
their wants and needs (Diatmono et al., 2020; Mulyadi et al., 2020; Ramli & Novariani,
2020; Saputri & Kurniawati, 2015). Perceived quality is an important factor for consumers
in making repeat purchases, because consumer intention to repurchase increases along
with an increase in perceived quality, when perceived quality decreases it also causes a
decrease in consumer repurchase intention (Fadzri Kusuma & Wijaya, 2022; Mariam et
al., 2023; Salma & Ramli, 2023; Takaya et al., 2019). Apart from perceived quality, what
determines repurchase intention is customer satisfaction.

Customer satisfaction can be assessed when customer expectations on a product are
actually met. When a product fails to meet the expectations expected by customers, then
of course customers cannot feel satisfaction (Liung & Syah, 2017). Satisfaction is the most
important factor in running a business, because the main purpose of a business
relationship is to create and maintain mutual value between sellers and buyers (Samudro
etal., 2020; Yunus et al., 2023). Then Tan & Le (2023) revealed that customer satisfaction
affects repurchase intention. Where customers who are satisfied with the product they
receive will buy or reuse the product in the future. In addition, satisfied customers are
more likely to recommend products to others, thus helping manufacturers expand their
market. Apart from perceived quality and customer satisfaction, what determines
repurchase intention is perceived value in previous purchases.

Perceived value can affect the way customers think about the company to think about
many aspects and the feedback they feel from the company, whether it is feasible for
customers to make repurchase intentions in the same company or not (Mogea et al.,
2022). That is, perceived value refers to the extent to which consumers get benefits from
the product for the price they have paid. High consumer perceived value will increase
future repurchases. Research on the effect of perceived value on repurchase intention was
conducted by Tan & Le (2023). The results show that perceived value has an effect on
repurchase intention. Where when consumers have felt the value of a product through
positive experiences that have been obtained previously, feelings of pleasure and
satisfaction will arise. This will result in customers who intend to repurchase because of
the emotional bond from the experience they have gained.

Research related to repurchase intention variables, perceived quality, customer
satisfaction and perceived value has been conducted previously. Where perceived quality
increases customer satisfaction (Joung et al., 2016; Aprillia & Vidyanata, 2022; Izzudin
& Novandari, 2018), perceived value (Adnyani & Sukaatmadja, 2019; Najib et al., 2016;
Gunawan, 2019), and repurchase intention (Aquinia & Soliha, 2020; (Widjajanta et al.,
2020; Wijaksono & Ali, 2019). Customer satisfaction has a positive effect on repurchase
intention (Ali & Bhasin, 2019; Rizan et al., 2015; Widyanita & Rahanatha, 2022;
Irmawati et al., 2021; Bellyanti & Rahyuda, 2019). Perceived value has a positive
influence on repurchase intention (Tan & Brahmana. 2019; Efdison et al., 2022).
Perceived quality has a positive effect on repurchase intention through customer
satisfaction (Larasati & Baehaqi, 2022; Gultom et al., 2021). Perceived quality has a
positive effect on repurchase intention through perceived value (Audrina & Immanuel,
2023).

Previous research related to repurchase intention has been conducted by Tan & Le
(2023), however, this study only looks at customer satisfaction, perceived value, perceived
price and quality of delivery on repurchase intention in online sales in Vietnam, while in
this study perceived price and quality of delivery are replaced by perceived quality in
cosmetic products in Jabodetabek.

The purpose of this study was to determine the effect of perceived quality, customer
satisfaction and perceived value on repurchase intention on cosmetic products in
Jabodetabek. It is hoped that this research can contribute to the scientific level of
marketing management by developing a better theoretical understanding of the variables



studied and can provide positive managerial implications for the application of repurchase
intention in the product purchase sector.

Consumers who make repeat purchases are one of the goals of the company's
marketing activities. The repurchase period occurs after a consumer makes a purchase,
where after consumers buy a product produced by the company and in accordance with
consumer expectations, consumers intend to repurchase the same product. This is as
stated by Goh et al. (2016) that repurchase intention is the desire to repurchase the same
brand or product because of good experiences and expectations. Meanwhile, according
to Punuindoong et al. (2020) repurchase intention is a positive evaluation of customer
performance that has been done before and makes consumers make purchases again.

Aghivirwiati et al. (2018) defines repurchase intention as consumer involvement that
occurs after buying a product or service. Ali & Bhasin (2019) also define that repurchase
intention is the process by which customers request products and services from similar
companies and the reason for this intention is due to experience in previous purchases.
From the above definition, it can be concluded that repurchase intention is the action of
consumers when making a purchase for the first time and will experience repeated
purchases in the future.

Perceived quality is the result of an evaluation of the quality of a product or service, so
the understanding of perceived quality cannot be separated from the concept of quality
itself (Halim, 2017). According to Nuzula & Wahyudi (2022) perceived quality is defined
as consumer assessment of the superiority of a product. High perceived quality makes
customers make repeat purchases and are happy with the product. According to Garcia-
fernandez et al. (2017) perceived quality is a consumer's evaluation of the superiority of a
company's product or service. Meanwhile, Neto et al. (2021) state that perceived quality
is a subjective consumer assessment of the product as a whole and the suitability of the
product for its function. From the above definition, it can be concluded that perceived
quality is a customer's assessment of the overall superiority of a product or service, by
comparing existing alternatives.

One of the crucial elements in the correlation between providers of goods or services
and their customers is customer satisfaction. Customer satisfaction is a response to a
collection of shopping and consumption experiences carried out by customers towards a
brand (Syah & Olivia, 2022). Ozturk (2015) also stated that satisfaction is a consumer's
emotional response to the experience felt through a particular product. Satisfaction can
also be assessed when consumer expectations for a product are actually met. When a
product fails to meet the expectations expected by consumers, then of course the customer
cannot feel satisfaction (Harahap & Ramli, 2023; Imran, Mariam, et al., 2020; Mariam et
al., 2022; Rinaldi & Ramli, 2023; Situmorang et al., 2023). While Choi et al. (2019)
explain customer satisfaction as a customer assessment based on their online shopping
experience when buying a product or service. Hasfar et al. (2020) also stated thatcustomer
satisfaction is the extent to which the perceived benefits of a product meet customer
expectations.

The effect of customer satisfaction will certainly create an impression of loyalty to a
product, so that when consumers are satisfied, it will affect their behavior in buying the
product. From the definitions above, it can be concluded that customer satisfaction is
determined by whether or not customer expectations are met. These expectations become
the standard for evaluating the actual performance of the product or service. When
expectations are met in accordance with customer expectations, customer satisfaction will
be created. Conversely, if the customer is not satisfied, the customer will feel disappointed.

Perceived value refers to consumers' opinions and assessments that the benefits offered
are commensurate with the price or sacrifices made to obtain the product. Perceived value
can also refer to customers' efforts to compare certain products or services with
competitors in terms of benefits, quality and price. Shinta et al. (2020) and (Febriani et
al., 2023; Ramli, 2020) defines perceived value as a consumer's overall assessment of the
usefulness of a product or service based on perceptions of what is received and what is
given. Platania et al. (2016) revealed that perceived value is an overall evaluation of the
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effectiveness of a product or service with an exchange between the perceived benefits and
the costs paid for the product or service. Meanwhile, perceived value according to
Samudro et al. (2020) is to compare the benefits for consumers and the costs incurred by
consumers in carrying out transactions with the company. Zhang et al. (2020) believes
that perceived value is an evaluation of the usefulness of a service or product based on its
advantages and disadvantages. From the definition above, it can be concluded that
perceived value is defined as product evaluation by customers which is carried out by
comparing the benefits of the product with the costs paid to obtain a product or service.
Relationship between perceived quality and customer satisfaction

Based on research from Jung et al. (2016) women pay more attention to product quality
to achieve a certain level of satisfaction. According to Aprillia & Vidyanata (2022)
perceived quality has a positive impact on customer satisfaction where by meeting
customer expectations regarding product quality, customer satisfaction will be formed.
The results of the same research were also carried out by Izzudin & Novandarii (2018)
that the better the consumer's perceived quality, the greater the influence on consumer
satisfaction and habits of using the product over time. Based on the explanation above,
the hypothesis proposed is: HI: Perceived quality has a positive effect on customer satisfaction.
Relationship between perceived quality and perceived value

According to Adnyani & Sukaatmadja (2019) customer value is strongly influenced by
perceived quality of the product or service offered by the company. Research by Najib et
al. (2016) states that perceived quality has a positive impact on perceived value. This
means that the higher the perceived quality, the higher the perceived value. The same
research was conducted by Gunawan (2019) which states that perceived quality has a
positive effect on perceived value, where the better the quality of a product, it can increase
the value of the product perceived by customers. Based on the theoretical logic and
empirical results above, the following hypothesis is proposed: H2: Perceived quality has a
positive effect on perceived value.
Relationship between customer satisfaction and repurchase intention

Customer satisfaction is considered an important factor for companies because the
products or services made by companies aim to meet the needs of buyers (Ali & Bhasin,
2019). According to Rizan et al. (2015) customer satisfaction has a positive effect on
repurchase intention. High repurchase intention comes when customers buy products and
feel satisfied with the product provider both in terms of products and services based on a
pleasant shopping experience. And also because customer satisfaction affects repurchase
intention, the company must improve product quality so that customers feel satisfied and
are interested in buying again. The same research conducted by Widyanita & Rahanatha
(2022) shows that customer satisfaction has a positive effect on repurchase intention
where satisfaction encourages consumers to repeat purchases due to positive experiences.
Research conducted by Irmawati et al. (2021) found that customer satisfaction has a
positive effect on repurchase intention, meaning that the higher the customer satisfaction,
the higher the repurchase intention of the customer. Other research conducted by
Bellyanti & Rahyuda (2019) found that customer satisfaction has a positive effect on
repurchase intention, this shows that the more satisfied the customer is with the product
or service offered, the higher the repurchase. Based on the description above, the
hypothesis proposed in this study is as follows: H3: customer satisfaction has a positive effect
on repurchase intention.
Relationship between perceived value and repurchase intention

Tan & Brahmana (2019) state that perceived value has a positive effect on repurchase
intention because buyers feel the benefits of perceived value so that buyers decide to buy
goods again at the same store or seller because buyers feel profitable benefits. The same
research was conducted by Efdison et al. (2022) which reveals that perceived value has a
direct effect on repurchase intention because the higher the value of a product that
consumers perceive, the higher their desire to repurchase. Based on the information and



findings above, the following hypothesis is formulated: H4: Perceived value has a positive
effect on repurchase intention.
Relationship between perceived quality and repurchase intention

Perceived quality is an important factor in determining the consumer repurchase
process. Based on research by Aquinia & Soliha (2020), it shows that perceived quality is
good and positive in consumers' perspectives on company products, has a greater
influence on the desire to repurchase these products. Similar research was also conducted
by Widjajanta et al. (2020) which states that high perceived quality can increase
repurchase intention, where if customers have a positive perception of the quality of the
products they receive, they tend to have high satisfaction and are likely to have the
intention to repurchase the product or reuse the product in the future. Wijaksono & Ali
(2019) order said that the higher the perceived quality in the minds of consumers, the
greater the intention and desire of consumers to buy products repeatedly. If the product is
perceived to be of good quality, then consumers will feel that the product is worth buying
again. Based on the theoretical logic and empirical results above, the following hypothesis
is proposed. H5: Perceived quality has a positive effect on repurchase intention.
Mediating role of Customer Satisfaction on Perceived Quality and Repurchase
Intention

Based on research by Larasati & Baehaqi (2022) which states that perceived quality
has a positive effect on repurchase intention through customer satisfaction where the
higher the quality of the product perceived by consumers, the higher the level of customer
satisfaction and indirectly affects repurchase intention. According to Gultom et al. (2021)
when customers feel that the products they receive are of high quality, they tend to be
satisfied with the experience, where satisfied customers will tend to have greater
motivation to buy products or services from the company again. This can happen because
customer satisfaction reflects the fulfillment of their needs and expectations, which in turn
results in loyalty to the brand or company. In this context, customer satisfaction acts as
an intermediary that connects customer perceived quality with repurchase intention.
Based on the empirical results and theoretical logic above, the following hypothesis is
proposed: H6: Perceived quality affects repurchase intention through customer satisfaction.
Mediating role of Perceived Value on Perceived Quality and Repurchase Intention

The results of Audrina & Immanuel's research (2023) show that perceived quality has
a positive effect on repurchase intention and perceived value provides a full mediating
effect. Perceived quality can affect how customers assess the value or benefits they get
from the product or service. If customers feel that the quality they feel is comparable to
the costs they incur, they are likely to consider the product or service to have a high
perceived value. Thus, perceived value serves as a bridge that connects perceived quality
and repurchase intention where if customers feel that they get good value from the product
or service, this can increase their desire to repurchase in the future. Based on the empirical
results and theoretical logic above, the following hypothesis is proposed: H7: Perceived
quality affects repurchase intention through perceived value.
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Picture 1. Research Model

RESEARCH METHODS

In this study, measurements related to the variables studied were adapted from previous
research. Where we use a Likert scale with points 1-4 (strongly disagree to strongly agree).
The repurchase intention variable was measured using 4 statements adapted from (Tan &
Le, 2023). The perceived quality variable is measured using 5 statements adapted fromVo
& Nguyen (2015) and Das (2015). The customer satisfaction variable was adapted
fromTan & Le (2023) and Suttikun & Meeprom (2021) which consists of 5 statements.
Finally, the perceived value variable is measured using 5 statements adapted from Tan &
Le (2023) and Suttikun & Meeprom (2021). The total measurement amounted to 19
statements which in detail can be seen in appendix 2 (variable operationalization) and
appendix 3 (questionnaire).

The population in this study were cosmetic customers in Jabodetabek. To collect data,
respondents used a purposive sampling method, where data collection in this study used
a survey method by distributing questionnaires online via the Google Form application.
The sampling criteria used in this study were women aged 17 years and over who had
experience of purchasing cosmetic products more than twice in the last 6 months.
Determining the sample size in this study refers to the statement Hair et al. (2021) that
the number of samples as respondents must be adjusted to the number of question
indicators used in the questionnaire with the assumption of n x 5 observed variables
(indicators). In this research, there are 19 questions in this research questionnaire, so the
required sample size is 95 respondents. To verify the hypothesis, this quantitative research
used the Partial Least Square-Structural Equation Modeling (PLS-SEM) method. Based
on the results of pretest data processing, researchers conducted factor analysis to test
validity and reliability testing with SPSS. The validity test was carried out by looking at
the Kaiser-Meyer-Olkin (KMO) measurement value and the Measure of Sampling
Adequacy (MSA). KMO and MSA values above 0.5 indicate that factor analysis is
appropriate. Meanwhile, for the reliability test, Cronbach's Alpha measurement is used.
If the Cronbach's Alpha value is close to 1, the value is stated to be getting better.
RESULTS

This research was conducted by distributing questionnaires online via google form.
Demographic data shows that the age of this research sample ranges from 17-22 years
(70%), 23-28 years (28%), 29-24 years (1%) and above 34 years (1%). With occupations
of students (20%), college students (71%), employees (5%) and housewives (4%) who live
in the Jakarta (22.3%), Bogor (10%), Depok (10%), Tangerang (49.2%) and Bekasi (8.5%)
areas.

Validity and Reliability Test (pretest)

With the data obtained as many as 30 respondents and the results of the pretest, validity
and reliability tests have been carried out seen from the Kaiser Mayer Olkin (KMO) and
Measure of Sampling Adequacy (MSA) measurement values, it can be said that the ideal
KMO and MSA values are greater than 0.5. In the study as a whole, the KMO value on
each variable was 0.813 to 0.872 and the MSA value in this study was 0.762 to 0.928.



With the results that have been obtained, it can be said that the statements in this study
are valid. In addition, the Cronbach's Alpha value is seen as a reference value for
determining reliability based on the research of Hair et al. (2021) it is said that each
variable at the Cronbach's Alpha value which is close to 1, the value is declared the better
the reliability value and in this study shows the value of Cronbach's Alpha, namely 0.920
to 0.941, which means that all the variables proposed in this study are reliable.
Test Outer Model
From the data obtained as many as 95 respondents, the results of the outer model test are
as follows:

Tablel. TestOuter Model (Outer Loading)

Items Loading Factor Information
Repurchase Intention
RI1 0.591 Valid
RI3 0.767 Valid
RI4 0.594 Valid
RI5 0.737 Valid
Perceived Quality
PQ1 0.665 Valid
PQ2 0.747 Valid
PQ3 0.804 Valid
PQ4 0.727 Valid
PQ5 0.656 Valid
Items Loading Factor Information
Customer Satisfaction
CS1 0.672 Valid
CS2 0.541 Valid
CS3 0.752 Valid
CS4 0.722 Valid
CS5 0.828 Valid
Perceived Value
PV1 0.839 Valid
PV2 0.568 Valid
PV3 0.854 Valid
PV4 0.718 Valid
PV5 0.610 Valid

Source: Primary Data processed 2023

The outer model test is carried out, namely to determine the validity of each indicator for
each variable. At the outer model test stage, there is a reference, namely the value of
convergent validity, Average Validity Extracted (AVE) and composite reliability.
According to the table above, it is known that several variable indicators have an outer
loading value of > 0.7. However, there are several indicator variables that have an outer
loading value of <0.7. According to Chin (1998) if the outer loading value is between 0.5
— 0.6, it is considered sufficient. Meanwhile, according to Hair et al. (2021) to get the ideal
value, the outer loading value for each indicator in the variable must be > 0.7 to meet the
Average Validity Extracred (AVE) requirements. Therefore, the results of data processing
obtained in this research produce an outer loading value of more than 0.7, namely a value
of (0.718 - 0.854), which means that the indicator is declared valid and ideal for each
variable, whereas according to Chin (1998) the outer loading value (0.541 — 0.665) is
maintained because it is considered sufficient to meet the Average Validity Extracted
(AVE) requirements.
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Discriminant Validity Test

By using empirical standards, discriminant validity illustrates that one latent variable is
different from other latent variables. The cross loading value of each indicator of the latent
variable can provide an explanation of the discriminant validity test. The cross loading
value shows the correlation between an indicator and its construct and other constructs.
The correlation value of the indicator to the latent variable needs to show results that are
greater than the correlation value to other latent variables. According to the results of data
processing using Smart-PLS, it is known that all variables meet the requirements for good
discriminant validity.

Table 2. TestOuter Models (CA, CR, AVE)

Variable Cronbach's Composite Average Variance Extracted
Alpha Reliability (AVE)
Customer Satisfaction 0.764 0.832 0.503
Perceived Quality 0.769 0.844 0.521
Perceived Value 0.770 0.845 0.529
Repurchase Intention 0.617 0.769 0.458

Source: 2023 Smart-PLS Processed Data
Next, the data processing results show the Average Validity Extracted (AVE) value where
the value is declared ideal if the value is > 0.5. However, if Average Validity Extracted
(AVE) < 0.5 butcomposite reliability> 0.6 can be declared ideal and reliable (Fornell &
Larcker, 1981). On testcomposite reliabilitythe value must be > 0.7 although a value of 0.6
is still acceptable and the Cronbach's alpha value must be > 0.6 to be declared ideal and
reliable (Hair et al., 2021). The output results obtained from processing this research data
show that the Cronbach's alpha value (0.617 — 0.770) is considered ideal. Meanwhile, the
composite reliability value (0.769 — 0.845) was declared acceptable and Average Validity
Extracted (AVE) has a value of (0.458 — 0.529) which is also declared valid and ideal.
Coefficient of Determination (R Square Test)
Table3. Coefficient of Determination

Variable R Square
Customer Satisfaction 0.547
Perceived Value 0.657
Repurchase Intention 0.321

Source: 2023 Smart-PLS Processed Data

Next, an R Square test was carried out to determine the effect of exogenous variables
on endogenous variables. The results obtained from the analysis are variable repurchase
intention jointly influenced by the variables customer satisfaction and perceived value,
with a value of r2 = 0.321. thus it can be interpreted that 32.1% of the variance of
repurchase intention can be explained by customer satisfaction and perceived value, while
the remaining 67.9% can be explained by other variable not included in this study. The
next analysis is variable customer satisfaction influenced by the perceived quality variable
with an R? value of 0.547. This represents 54.7% of the variance customer satisfaction can
be explained by perceived quality, while the remaining 45.3% can be explained by other
variable not included in this study. Next is variable analysis perceived value influenced
by variable perceived quality with an R? value of 0.657. These results show 65.7% of the
variance perceived value can be explained by perceived quality and the remaining 34.3%
can be explained by other variables not included in this study.

Path Analysis (Hypothesis Testing)

Hypothesis testing in this study is seen through the results of the significance of the
path coefficient. By using the bootstrapping technique to determine the significance value
of the path coefficient with Smart-PLS software. According to Hair et al. (2021) if the T
statistics value is> 1.960, with a P value <0.05, it can be said that there is a significant
effect.



Table 4. Hypothesis testing

Original Sample . .
H?:i(;th Statement Stzrg;)rle ]l(ll\e:)n R gitsﬁgéc‘s, D Vall)ue Information
H1 Perceived Quality has a 0,740 0,746 13,148 0,000 Supported
positive effect on Hypothesis
Customer Satisfaction
H2 Perceived Quality has a 0,811 0,812 18,134 0,000 Supported
positive effect on Hypothesis
Perceived Value
H3 | Customer Satisfaction 0,272 0,285 1,696 0,091 Hypothesis
has a positive effect Not
on Repurchase Supported
Intention
H4 Perceived Value has a 0,148 0,140 0,817 0,415 Hypothesis
positive effect on Not
Repurchase Intention Supported
H5 Perceived Quality has 0,515 0,532 7,101 0,000 Supported
a positive effect on Hypothesis
Repurchase Intention
Hé6 Customer Satisfaction 0.201 0.215 1,595 0.111 Hypothesis
mediates the Not
relationship between Supported
Perceived Quality and
Repurchase Intention
H7 Perceived Value 0.120 0.112 0.807 0.420 Hypothesis
mediates the Not
relationship between Supported
Perceived Quality and
Repurchase Intention

Source: 2023 Smart-PLS Processed Data
Based on the hypothesis test table above, it is known that the 7 hypotheses proposed have
a positive influence, except for H3, H4, H6 and H7. Where in testing hypothesis 3, the T
Statistics result is 1.696 < 1.960 with a P Value result of 0.091> 0.05. For hypothesis
testing 4, the T statistics result is 0.817 < 1.960 with a P value of 0.415 > 0.05.
Furthermore, for testing hypothesis 6, the T statistics result is 1.595 < 1.960 with a P Value
result of 0.111 > 0.05. For testing the last hypothesis, namely hypothesis 7, the T statistics
result is 0.807 < 1.960 with a P Value result of 0.420 > 0.05. Thus, customer satisfaction
has a positive but insignificant effect on repurchase intention, perceived value has a
positive but insignificant effect on repurchase intention, perceived quality has a positive
but insignificant effect on mediating the relationship between customer satisfaction and
repurchase intention and perceived quality has a positive but insignificant effect on
mediating the relationship between perceived value and repurchase intention, so this
hypothesis cannot be accepted.
DISCUSSION
Cosmetic products are a basic necessity for women and part of a woman's lifestyle to look
beautiful and confident. Almost all women depend on cosmetic products. This happens
because they realize that cosmetic products have become a necessity to fulfill their
lifestyle. Therefore, researchers are interested in researching cosmetic products in
Jabodetabek with female customer respondents who buy cosmetic products and are over
17 years old. Thus the researcher can conclude some test results.
Testing the effect of perceived quality on customer satisfaction is confirmed to have a
positive result value. Based on research from Larasati & Baehaqi (2022), a good
perception of a product can satisfy customers, where the higher the perceived quality
value, the more customer satisfaction will increase. By meeting customer expectations for
the quality of cosmetic products, customer satisfaction will be formed. The results of
testing this hypothesis can be supported by previous research which proves a positive
relationship between perceived quality and customer satisfaction (Izzudin & Novandarii,
2018).
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Testing perceived quality can encourage perceived value. Because customers feel the good
quality of the cosmetic products they buy, so that it can increase the value of the product
perceived by the customer based on the quality and value of the product consumed by the
customer, where the higher the quality of the product offered, the higher the value it
contains, so that customers feel fulfilled for their wants and needs (Saputri & Kurniawati,
2015). The results of testing this hypothesis are in line with previous research which
proves positively that perceived quality can affect perceived value (Gunawan, 2019).
Testing on customer satisfaction where it cannot encourage repurchase intention. This
can happen because customers do not feel satisfaction with the cosmetic products they
buy or do not get a positive experience during their first transaction of the cosmetic
product when they buy the cosmetic product, so they feel disappointed and will not make
repurchase intention on the cosmetic product. Thus, customer satisfaction is stated to be
not in line with the results of Widyanita & Rahanatha's research (2022) and in line with
the results of research by Fausta et al. (2023) proves that customer satisfaction does not
have a positive influence on repurchase intention.

Testing on perceived value which also cannot encourage repurchase intention. This is
because customers do not feel the value received for using the cosmetic product purchased
or the cosmetic product because it does not match the price paid by the customer, so the
customer will stop using the cosmetic product and will not make a repurchase intention.
Thus, perceived value is stated to be not in line with the results of research by Efdison et
al. (2022) which proves that perceived value has a positive influence on repurchase
intention.

Testing the effect of perceived quality on repurchase intention gets positive results where
perceived quality is an important factor in determining the consumer repurchase process.
According to Widjajanta et al. (2020) high perceived quality can increase repurchase
intention, where if customers have a positive perception of the quality of the products they
receive, they tend to have high satisfaction and will have the intention to repurchase the
product or reuse the product in the future. The results of testing this hypothesis can be
supported by previous research which proves a positive relationship between perceived
quality and repurchase intention (Wijaksono & Ali, 2019).

Customer satisfaction has no influence with perceived quality and repurchase intention.
This can happen because, customers do not feel that the products they receive are of high
quality so that customers do not feel satisfied with the experience and as a result customers
will not have the intention to repurchase the cosmetic product in the future because of
customer dissatisfaction with the cosmetic product they bought. For example, customers
feel that the cosmetic products they buy are not right or not in accordance with what the
customer wants, such as the lack of durability or the quality of the product and the type
of shade of cosmetic products that are not suitable. Thus, the mediation of customer
satisfaction is stated to be not in line with the results of the research by Gultom et al.
(2021) which proves that the mediating role of customer satisfaction has a positive
influence on perceived quality and repurchase intention.

Perceived value has no influence on perceived quality and repurchase intention. This can
happen because customers feel that the quality they feel is not worth the costs they spend,
so they tend to think that the product has low perceived value where when customers feel
that they get low value from these cosmetic products, customers will not make future
repurchases of the same cosmetic products. Thus, the mediation of perceived value is
stated to be not in line with the results of Audrina & Immanuel's research (2023) which
proves that the mediating role of perceived value has a positive influence on perceived
quality and repurchase intention.

CONCLUSION

This study examines the effect of perceived quality on repurchase intention with the
mediation of customer satisfaction and perceived value in cosmetic products using the
preferences of female customers who buy cosmetic products in the Jabodetabek area as
research objects. This study uses several variables such as perceived quality, customer



satisfaction, perceived value and repurchase intention. All hypotheses can be accepted
except that customer satisfaction does not have a positive and significant effect on
repurchase intention, because there are several possibilities, one of which is that customers
do not feel satisfaction with the cosmetic products they buy, which causes customer
dissatisfaction with the cosmetic products they buy so that it affects repurchase intention.

The next hypothesis is perceived value which also does not have a positive influence
on repurchase intention, because customers do not feel the value received for using the
purchased cosmetic product and the cosmetic product does not match the price paid by
the customer, so that the customer will stop using the cosmetic product and will not make
a repurchase intention. Next is the customer satisfaction hypothesis that has no influence
with perceived quality and repurchase intention, because customers do not feel that the
products they receive are of high quality so that customers do not feel satisfied with the
experience and result in customers will not have the intention to buy back cosmetic
products in the future. The last hypothesis is that perceived value has no influence with
perceived quality and repurchase intention, because customers feel that the quality they
feel is not worth the cost they spend, so they tend to perceive the product as having a low
perceived value where when customers feel that they get low value from the cosmetic
product, customers will not return to make purchases again in the future coming on the
same cosmetic product.

Some limitations in this study are that this research was only conducted in the
Jabodetabek area and focused on cosmetic products only where if the scope of the research
area is expanded with a different number of samples and products, the results will also be
different. This study only discusses the variables of perceived quality, customer
satisfaction, perceived value and repurchase intention.

For further research, namely to use a larger number of respondents so that the data
collected is more accurate. Can conduct research with other products such as skincare,
haircare and bodycare products and can expand the scope of research areas outside
Jabodetabek with different characteristics. In addition, further researchers are expected to
add other variables beyond the variables in this study such as perceived price, brand
image, and customer loyalty.

The findings of this study provide information about the importance of understanding
how perceived quality affects repurchase intention by mediating customer satisfaction and
perceived value in cosmetic products. This research can help cosmetic product companies
in terms of perceived quality, customer satisfaction and perceived value to be more
noticed by the company. By meeting customer expectations of the quality of a cosmetic
product, customers will give a good perception of cosmetic products sold by the company.
The quality of cosmetic products owned by this company will affect both from within
consumers and from outside consumers, such as in consumers with the satisfaction that
consumers have regarding the purchase of a cosmetic product from the company, will
increase customer repurchase intention towards cosmetic products sold by the company,
where repurchase intention of products is very important for the company because it can
increase purchases in the community that There is and this is a good result for the
company because it reflects an increase in sales.
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