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1. INTRODUCTION

The beauty and skincare industry in Indonesia has experienced significant development in recent years,
along with increasing public awareness of the importance of self-care and appearance. One brand that has
succeeded in attracting the attention of consumers in Indonesia is Skintifik, a brand that prioritizes
innovation in skincare products with formulas that prioritize effectiveness and safety. In an increasingly
competitive beauty market, the role of product innovation in influencing consumer purchasing decisions is
very crucial. This innovation can be in the form of developing new products, improving formulas, or
implementing the latest technology that has a major influence on consumer views and choices (Aliasghar et
al., 2022; Solikhah, 2024). However, in addition to the innovation itself, brand image also plays a role as a
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mediator that can strengthen or reduce the impact between innovation and consumer purchasing decisions.
Brand image is a perception formed in the minds of consumers about a brand, which is influenced by various
factors, such as product quality, brand reputation, consumer experience, and how the brand communicates
to its audience (Solihin & Ahyani, 2022). A positive brand image can build trust and an emotional connection
between consumers and the brand, which will then influence their decision to make a purchase (Solikhah et
al., 2024). In the case of Skintifik, the brand image formed through continuous product innovation,
guaranteed quality, and effective brand communication will greatly influence consumers' views of this brand.
A strong brand image will increase the influence of innovation on purchasing decisions because consumers
who already have an emotional bond and trust in the brand will be more likely to buy the innovative products
offered (Ng et al., 2022; Solikhah et al., 2023).

It is important to understand how brand image functions as a mediator in the relationship between
product innovation and purchasing decisions. As a mediator, brand image can clarify or strengthen the
effects of innovation by creating a better perception in the minds of consumers (Agmeka et al., 2019). For
example, innovations carried out with in-depth research and development can create the impression that
the brand is not only following trends but is also committed to providing better solutions for consumers
(SOLIKHAH, 2022). This will strengthen the brand image as an innovative, trustworthy, and relevant brand
to consumer needs. With a strong brand image, consumers will be more receptive and interested in trying
new innovative products, which ultimately encourages them to make purchasing decisions (Thzaturrahma &
Kusumawati, 2021).

Product innovation is a major factor in attracting consumer attention in a highly competitive market
(Ayodele & Oluwayemi, n.d.). However, its influence on purchasing decisions is not always direct. Brand
image plays an important role in bridging the relationship between innovation and purchasing decisions.
Innovations introduced to the market depend not only on their quality and uniqueness, but also on how
consumers perceive the brand that introduces them (Seng & Ping, n.d.). If the brand has a good image in
the eyes of consumers, the innovative products offered will be more easily accepted, thus increasing the
likelihood of consumers making a purchase.

The role of brand image as a mediator becomes very relevant in the Indonesian market, which has
consumers who are highly aware of skincare and beauty products (DAM & DAM, 2021). Indonesian
consumers not only assess the quality of the product, but also consider the brand's reputation and the
associations they have with the product. In this context, a positive brand image can strengthen the influence
of product innovation on purchasing decisions, which in turn increases the brand's chances of success in an
increasingly crowded and competitive market (Hamdan & Aldhaen, 2024). Given this phenomenon,
research that explores the mediating role of brand image in the relationship between product innovation
and purchasing decisions for Skintifik products becomes very important. This paper contribution is to
provide deeper insight into how product innovation, which is often a major factor in attracting consumer
interest, can more effectively influence purchasing decisions when supported by a positive brand image.
This will certainly provide valuable contributions for marketers, especially in the beauty industry, to
formulate more effective strategies in using innovation to influence consumer purchasing decisions in
Indonesia.

2. LITERATURE REVIEW

The beauty and skincare industry in Indonesia has experienced rapid development in recent years, along
with increasing public awareness of the importance of body care and appearance. One brand that has
succeeded in attracting the attention of consumers in Indonesia is Skintifik, which is known for its
innovative skincare products that emphasize safety and effectiveness. In this highly competitive market, the
impact of product innovation on consumer purchasing decisions is becoming an increasingly crucial factor
(Kinasih et al., 2023). However, in addition to innovation itself, the role of brand image in connecting
innovation and purchasing decisions is also very influential (Wu & Ho, 2014). Brand image acts as a mediator
that can strengthen or reduce the influence of innovation on consumer decisions in purchasing Skintifik
products (Klabi, 2020). Product innovation refers to the development of new products or improvements to
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existing products to provide better and more relevant solutions for consumers. In the beauty industry, this
innovation can include the use of the latest raw materials, technology in product formulas, and in-depth
research to create safe and effective products. Successful innovation can attract consumer attention and
enhance a positive brand image. A study by (SOLIKHAH et al., 2022) found that successful product
innovation can improve consumer perceptions of the brand, increase their trust, and ultimately drive
purchasing decisions. In the context of Skintifik, product innovation plays an important role in attracting
consumers' attention and influencing their decision to purchase the skincare products offered.

However, the influence of innovation on purchasing decisions does not always occur directly. Product
innovation will often only be effective in influencing purchasing decisions if consumers have a positive view
of the brand that introduces it (Ahn, 2022). Therefore, brand image plays an important role as a mediator
in the relationship between innovation and purchasing decisions (Huseynli & Mammadova, 2022). Brand
image is a perception formed in the minds of consumers about a brand, which is influenced by various
clements such as product quality, brand reputation, consumer experience, and brand communication with
its audience (Klabi, 2020). A strong and positive brand image can increase consumer trust in a product,
thereby increasing the likelihood of consumers making a purchase. Brand image built through product
innovation, maintained quality, and appropriate communication can strengthen the influence of innovation
on purchasing decisions.

One of the main aspects of brand image that plays a role in the influence of innovation is how
consumers see the brand as a source of innovative and trustworthy solutions. According to (Kinasih et al.,
2023) a positive brand image serves to create an emotional connection between consumers and the brand,
which can increase their likelihood of purchasing the products offered. If brands like Skintifik continue to
innovate with a focus on consumer needs and are committed to producing quality products, consumers will
be more likely to accept and support new products offered by the brand (Fellnhofer, 2017).

H; : Innovation has a significant positive effect on Brand Image

In addition, the influence of brand image as a mediator in the relationship between innovation and
purchasing decisions is also seen in the aspect of consumer trust (Rahmi Rahayu et al., 2023). Trust plays
an important role in building long-term relationships between consumers and brands. In terms of
innovation, brands that have a strong image will be more trusted by consumers in presenting innovative
products. Consumers tend to be more positive about new products from brands they already trust, because
they believe the product meets the desired quality standards. Research by (Al-Khayyal et al., 2020) states
that consumer trust in brands has a significant effect on purchasing decisions, because consumers are more
likely to buy products from brands they trust.

In addition to trust, customer experience also plays an important role in strengthening brand image
and influencing the influence of innovation on purchasing decisions (Mbete & Tanamal, 2020). Positive
experiences obtained by consumers in interacting with brands, either through product quality, service, or
shopping convenience, can strengthen their emotional connection with the brand. A study by shows that
positive experiences can strengthen brand image and make consumers more open to new, innovative
products from the brand (Jung et al., 20106). In this case, a pleasant experience with previous products or in
interacting with the Skintifik brand will strengthen consumers' relationship with the brand, thereby
increasing their likelihood of purchasing new products offered.

The role of brand image as a mediator in the relationship between innovation and purchasing decisions
is increasingly important in the Indonesian market, which has consumers with a high level of awareness of
the quality and reputation of beauty products. Indonesian consumers not only pay attention to product
quality, but also care deeply about the reputation and values of the brand (DAM & DAM, 2021). Therefore,
a good brand image is very important in strengthening the influence of innovation on purchasing decisions
for Skintifik products in Indonesia.

Ha : Brand Image has a significant positive effect on Purchase Decision

With the growing beauty market in Indonesia and the increasing number of brands offering innovative
products, brand image becomes more important to ensure the success of innovation in influencing
purchasing decisions (Pascaselnofra Amril, 2021). Skintifik can leverage a strong brand image to
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communicate their product innovation more effectively, strengthen their position in the market, and
encourage consumers to purchase their products. This study on the mediating role of brand image in the
relationship between product innovation and purchasing decisions for Skintifik products will provide
valuable insights for marketers, especially in the beauty industry, in designing more effective marketing
strategies and leveraging innovation to influence consumer purchasing decisions.

Hi —>» Brand Image Hy —>»| Purchase Decision

Figure 1 Mechanism of the Relationship between Innovation and Citra Merek on Purchasing Decisions

3. METHODS

This type of research is quantitative explanatory. The object of this study is consumers of scientific
products in Indonesia. The sample in this study was selected using a purposive sampling technique. The
sample in this study was 128 respondents and 121 respondents were obtained who filled in completely. The
type and source of data used in this study are primary data. The primary data obtained in this study are in
the form of questionnaire results distributed to respondents who are the research sample. The data analysis
used is SEM through the assistance of the SmartPLS 4.0 program.

Table 1 Operational Definition of Variables

Variable Operational Definition Indicator
Innovation is the process of creating, developing, and |1. Product novelty
1 . implementing new ideas, products, services, or methods that |2. Product
nnovation . . . . . -
are different from those that previously existed, with the aim creativity
of providing better solutions or creating added value.. 3. Product ideas
Brand image is the perception or image that consumers have | 1. Brand strength.
Brand ofa brand, \yhich is formed from the experiences, knowledge, | 2. Brand .
Imaoe and impressions they have about the brand. superiority.
& 3. Brand
uniqueness
A purchasing decision is the process a consumer goes through | 1. Accuracy  in
to determine whether to buy a product or service. purchasing
products.
Purchase 2. Speed . n
Decision purchasing
products.
3. Steadiness when
buying
products.

4. RESULT AND DISCUSSION

Before being analyzed, a validity and reliability test was first carried out on the distribution of the
questionnaire. Using the SmartPLS 4.0 program, a test was carried out on the factor loading value of each
indicator as an analysis tool to assess the level of data validity in this study. If the factor loading value of an
indicator is less than 0.4, the indicator can be removed from the research model, while if it is greater than
0.7, the indicator is considered good. The results of the validity test show that all items are valid because
they have a Loading Factor value> 0.5 so that the item is removed from the analyzed model.
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Table 2 Final Validity Test Results

Variable Item | Loading Factor | Information
INO1 0.742 Valid
. INO2 0.755 Valid
Innovation (INO) - 5553 0.839 Valid
BI1 0.826 Valid
Brand Image (BI) BI2 0.827 Valid
BI3 0.832 Valid
PD1 0.898 Valid
Purchase Decision (PD) | PD2 0.881 Valid
PD3 0.803 Valid

Acceptable Limits >0.5 Accepted

The validation test shows valid results because the loading factor values obtained from variables have
an overall value of > 0.5 so that the data can be accepted, so all items can proceed to the next stage of
analysis. By measuring the composite reliability value, one can determine reliability by looking at the output
results in SmartPLS 4.0. If the composite reliability value is more than 0.7 and the recommended Cronbach's
alpha value is greater than 0.6, then the variable can be said to be very good.

Table 3 Reliability Test Results

Variable Item | Construct Reliability | AVE
INOI1
Innovation (INO) INO2 0.823 0.608
INO3
BI1

BI2 0.868 0.687

BI3
PD1
Purchase Decision (PD) | PD2 0.896 0.742
PD3

Brand Image (BI)

The results of reliability testing on the research questionnaire show that the value of construct reliability
for all items is = 0.70. Apart from that, the research also obtained a value for the Average Variance Extracted
(AVE) for each item = 0.50. So the results of reliability testing on the research questionnaire show reliable
results. Therefore, the data obtained can be processed further for model testing.

Testing Research Model Path Analysis

In PLS, weight estimation for latent variable score components is obtained based on the inner model
and the outer modelis the relationship between indicators and their constructs. Structural model testing is
carried out to test between configurations. The results of the evaluation of the structural model of this
research are as follows.
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Figure 2 SmartPLS 4.0 Structural Model
Furthermore, decision making to determine whether to accept or reject the hypothesis is based on the
resulting significance probability, the value of the significance level is & = 5% (0.05). The research results

are presented in the following table.

Table 4 Path Model Significance Test Results

Original Sample Standard T-Statistic P Information
Variable Sample average Deviation (]O/STDEY)
©) M) (STDEYV)
I%%D 0.658 0.671 0.069 9.567 0.000 | Accepted
BIL PD 0.636 0.671 0.071 8.920 0.000 | Accepted

The results of the significance test in Table 4 show that Innovation have a significant effect on Purchase
Decision (0.004 > 0.05), so Hi is accepted. Furthermore, H» is accepted, which Brand Image also has a
significant effect on Purchase Decision (0.000 > 0.05).

4.1. Discussion
4.1.1. The positive influence of celebrity endorsement marketing on purchasing decisions

The results of testing the first hypothesis, namely the influence of innovation variables on brand
image, show a positive path coefficient. Brand image plays an important mediating role in the relationship
between innovation and consumer purchasing decisions. Innovation, whether in terms of product
development, technology, or design, helps create a competitive advantage that differentiates a brand from
competitors. However, the success of innovation depends not only on its technical aspects, but also on how
the innovation is translated into a brand image that is attractive to consumers. When innovation is associated
with a positive brand image, consumers are more likely to see the added value of the product, increasing
their likelihood of making a purchase. Brand image is a bridge that connects consumers' perceptions of
innovation with their beliefs about the quality and credibility of the brand. As a mediator, brand image helps
strengthen consumers' emotional and rational connections to innovative products. For example, innovation
that is successfully communicated through a premium, modern, or environmentally friendly brand image
can increase the product's appeal in the eyes of consumers. In this context, brand image provides a context
that allows consumers to understand and appreciate the innovation. However, if the brand image is
inconsistent or irrelevant to the innovation offered, the positive effect of innovation on purchasing decisions
can be weakened. Therefore, companies need to ensure that brand communication strategies are in line with
the innovations introduced to maximize their impact on consumer loyalty and purchasing decisions.

This study is in line with previous research conducted by Lee, Lee, and Yoon (2011). In their study,
it was found that innovation implemented by companies in products or services can significantly improve
brand image. The innovations in question include the development of new products, technological
improvements, or the application of creative concepts in marketing that help brands to appear as progressive
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and adaptive market leaders to consumer needs. The results of this study indicate that consumers associate
innovative brands with higher quality, technological superiority, and better relevance to current market
trends. Another study by Keller (2013) also strengthens this finding by stating that innovation contributes
directly to improving brand image through the creation of unique value and product differentiation in the
market. According to Keller, innovation not only creates competitive advantage but also increases
consumers' positive perceptions of the brand, because they see the brand as a brand that continues to adapt
and develop. This has an impact on customer loyalty and preference for brands that continue to innovate.

4.1.2. The positive influence of brand image on purchasing decisions

The results of testing the second hypothesis, brand image variable on purchasing decisions show a
positive path coefficient. The p-value shows a figure of 0.000 so it is less than 0.05 showing that there is a
positive and significant influence of brand image on purchasing decisions. A positive brand image reflects
the quality, value, and trust that a product or service provides to consumers. When consumers face many
choices in the market, brand image becomes a differentiating factor that helps them make purchasing
decisions. In this case, brand image serves as a tool to build positive perceptions of the product, create
emotional associations, and increase loyalty. Consumers tend to choose brands with a good reputation
because they feel more confident that the product can meet their needs and expectations. In addition, a
strong brand image helps consumers justify their purchasing decisions, especially for premium-priced
products or categories that require high involvement. When a brand is able to create an image that is relevant
and aligned with the consumer's values or lifestyle, purchasing decisions become easier. However, the brand
image must remain consistent and credible. If there is a mismatch between the advertised brand image and
the consumer's actual experience, this can damage trust and hinder future purchasing decisions. Therefore,
a well-managed brand image not only influences purchase decisions but also builds long-term relationships
with consumers.

The results of this research are supported by previous research conducted by Kim, Kim, and Han
(2015). They found that innovation in products, services, or technologies has a significant positive impact
on consumer purchasing decisions. Innovation that successfully creates new value, whether in terms of
functionality, design, or user experience, encourages consumers to consider the product or brand in the
purchasing process. Another study by Lin and Chen (2007) also stated that innovation integrated with
marketing strategies can improve consumer purchasing decisions. This innovation gives consumers a reason
to choose a product or service that is superior to existing products on the market, which in turn increases
consumer desite to make a purchase. This study shows that innovation can be the key to brand
differentiation and increase product appeal in a competitive market.

5. CONCLUSION

Brand image plays a significant role as a mediator in this relationship. Innovation, including the
development of product formulation, packaging, and technology, directly influences consumers’ perception
of the added value of the product. This builds a strong and positive brand image, which in turn increases
consumers’ propensity to make a purchase. Brand image serves to strengthen the relationship between
innovation and purchase decisions by creating consumer trust and loyalty. Consumers are more likely to
choose products that are not only innovative but also have a consistent brand reputation that meets their
expectations. In the context of Skintific products in Indonesia, this study confirms that the success of
innovation in driving purchase decisions is highly dependent on the brand’s ability to effectively
communicate these advantages through a positive and relevant image in the market.
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