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This research aims to determine and evaluate the direct influence of product 
quality and price on customer satisfaction and the indirect effect of 
purchasing decisions as an intervening variable on customer satisfaction. The 
population of this study consisted of individuals domiciled in Indonesia who 
had bought and used Somethinc serum skin care products. A total of 203 
respondents met the research requirements, including being Indonesian 
citizens, having purchased and used Somethinc serum skin care products, and 
being at least 17 years old. On several islands in Indonesia, an online 
questionnaire was used as a data collection technique. This research uses a 
purposive sampling strategy. A strategy known as causal design was used to 
test the hypotheses developed in this research. The AMOS 24 tool is used in 
Structural Equation Modeling (SEM) testing to determine the relationship 
between independent and dependent variables. Research findings show that 
price significantly influences purchasing decisions, as does product quality. 
Price also has a significant influence on customer satisfaction. Product quality 
has a considerable impact on customer satisfaction. Purchasing decisions also 
have a substantial effect on customer satisfaction. However, price does not 
significantly affect consumer satisfaction through purchasing decisions as an 
intervening variable. On the other hand, product quality significantly 
influences customer satisfaction through purchasing decisions as an 
intervening variable. 
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1. INTRODUCTION  
 Report [1], the skin care market has recently surpassed the global cosmetics industry, including 
categories such as facial and body care, cleansers, and sun protection. The global market for cosmetic skin 
care is estimated to be worth US$145.3 billion in 2020 and is estimated to increase by 3.6 percent in 
2027. Indonesia has experienced growth in the past few years, in line with the development of the global 
cosmetics market. Indonesian cosmetics exports from 2019 to 2020 increased by 1.5% [2]. The cosmetics 
industry cannot be separated from attention. To appear by today's beauty standards, a person has to do 
many things, from salon treatments to the use of drugs. Skincare has become an alternative for skin care 
and repair, making it a must-have item. Apart from women, men are also becoming aware of their skin 
health and trying to use skincare. With the emergence of Korean pop, today's beauty standards have 
changed. White and glowing skin like Korean artists is now the norm. Skincare is a series of actions taken 
to improve skin health and repair the condition of damaged skin. 
 The cosmetics industry in Indonesia is experiencing growth accompanied by increasing buyer 
demand and expanding the cosmetics market. Based on statistics released in 2021, the Central Statistics 
Agency (BPS) recorded a change in the beauty industry in Indonesia of 9.61%. The Food and Drug 
Supervisory Agency (BPOM) also registered an increase in the number of companies operating in the 
cosmetics sector by 20.6%. In the same period, the number of industries focusing on beauty products 
increased from 819 in 2021 to 913 in July 2022. This significant growth encourages local Indonesian 
companies to compete and create quality local beauty products. A concrete example of this effort is 
Somethingnc, a brand managed by PT. Royal Pesona Indonesia was founded by Irene Ursula in May 2019. 
This brand has achieved success and received many awards, successfully competing with its competitors. 
Some of the awards that Somethinc has won include "Best Newcomer Cosmetic Brand" in the 2021 
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Watsons HWB Awards, "Best Serum" in the 2021 Tokopedia Beauty Awards, and ranking first in the list of 
"Top 10 Best Selling Toners" in 2 e-commerce in 2021. As of August 31 2022, Somethinc has reached 
second place in sales of the best-selling facial serum in Indonesia with a sales rate of 8.94% and revenue 
of IDR 3.8 billion [3]. Somethinc also leads the serum market in e-commerce during September 2022 with 
a market share of 16.85% and sales of 64,700 products during that period [4]. Somethinc's total sales 
reached IDR 53.2 billion [5]. The Somethinc brand has succeeded in stealing attention since it was first 
released in 2019. The prices of its products are affordable, while the quality remains high and has been 
proven to be halal and safe for everyday use. Many of Somethinc's products are in great demand by the 
public, and all of these products go through a process of research, development, testing, and the use of the 
latest materials and technology that guarantees high quality and has received halal certification. 
Somehinc continues to develop innovative ways to package its products to give customers more for less. 
As a result, customers can purchase Somehinc products at a reasonable price and still receive high-quality 
goods that keep pace with industry advances. 
 Satisfaction is the perceived difference between perceived performance and expectations before 
and after using a product or service. Customers not only have an overall feeling of satisfaction when they 
purchase a product or service, but they also have an experience while using it [6]. Satisfaction is also 
called comparing the progress of a product with the hope that it will cause feelings of satisfaction or 
disappointment [7]. Social and behavioral studies have focused on customer satisfaction. Customer 
satisfaction is the company's primary goal to maintain sustainability and profits [8]. Consumer 
satisfaction with products does not occur instantly. The part related to the level of customer satisfaction 
with a product is price; this determines whether consumers will get the best results from the product 
according to their level of expenditure [9]. Customers indirectly consider the price set for the product 
they want to buy to see whether the price is high or low. This shows that customers have a willingness to 
pay high fees. This is what can affect customer satisfaction when they pay a certain amount of money to 
buy certain goods at a set price. Experts have looked at how customer satisfaction is influenced by 
perceived price, price awareness, and price fairness [10]. If the price of a product or service is reasonable 
and the quality is good, customers will return to buy and even recommend it to others [11].  According to 
research [12], price positively impacts customer satisfaction. 
 Product quality can also influence customer satisfaction levels. Product quality and purchasing 
experience are closely related to customer satisfaction [13]. Satisfaction is a way to ensure that 
consumers will not be disappointed and will return to buy the advertised goods. In this case, businesses 
must be able to identify, fulfill, and provide good service and quality to meet customer needs and increase 
sales [14]. The quality of the product delivered will influence the customer or user experience when using 
or consuming the product. Product quality greatly influences customer satisfaction. The ability of a 
product to perform various functions, such as completeness, accuracy, ease of use, reliability, and 
repairability, is closely related to product quality [15]. Product quality inspection is essential for 
customer satisfaction[16]. A product is accepted or rated as excellent or satisfactory if it exceeds 
customer expectations; this proves that it is fantastic and high-quality. On the other hand, the product 
received does not meet expectations, proving that the product is of poor quality. Customer satisfaction 
with product quality, especially in the business market, can be said to be the most critical component that 
increases the competitive position of an organization. Research result [16] shows that the quality of a 
product has a positive effect on customer satisfaction. If buyers feel satisfied or their expectations are met 
with a product, they will likely feel interested in owning the product and ultimately suggest other people 
buy it too. 
 “Purchase decision” is a term used to describe a person's decision to acquire a particular product 
or service. Internal and external factors influence marketing activities. Internal factors include 
knowledge, beliefs, attitudes, personality, perceptions, lifestyle, roles, and status, while external factors 
include culture, social class, and group membership [17]. A decision is a choice made between two or 
more options. The prerequisites for decision-making depend on the options available. Consumers will 
make their purchasing choices based on their chosen criteria and their desire to purchase the brands they 
like. These are the things that make consumers feel the urge to purchase: (a) needs: buyers buy products 
because they suit their needs; (b) benefits: the product that has been purchased provides tangible 
benefits for the user; (c) customer needs: the product that has been purchased meets customer needs; 
and (d) repeat purchases: when customers are satisfied with a previous purchase which encourages them 
to purchase again in the future. Consumer satisfaction is directly correlated with purchasing decisions 
that result in repeat purchases [18]. This shows that the value of the product offered by the company to 
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meet customer demand greatly influences customer purchasing decisions [19]. Therefore, if customers 
are satisfied with a product, they are likely to make better purchasing choices. According to research [20]. 
Customer satisfaction greatly influences ethical purchasing decisions. The researchers above are relevant 
because they discuss the influence of price, product quality, and purchasing decisions on consumer 
satisfaction. However, empirical evidence in this context is still limited, so this research specifically 
explores new aspects, namely examining price, product quality, and customer satisfaction with Somethinc 
skin care serum which is mediated by purchasing decisions. 
Literature Review  
Price 
 [21]emphasizes that price is one component of the marketing mix that can be changed at any time 
and with flexibility, and plays a significant role in dominating the market. Businesses should provide high-
quality goods at a cost commensurate with the quality of the goods. By developing distinctive products 
and employing innovative marketing techniques, many companies effectively avoid low-price competition 
and persuade customers to purchase more expensive goods and services. Companies must decide on the 
initial price of a new product when developing it, and they must consider how the product will be 
positioned in terms of quality and price when bringing it into new distribution channels or regions[22]. 
Customers often compare prices offered by different businesses. In product exchange, price can also be 
viewed as a value that influences customer satisfaction. 
Product Quality 
 The term "product quality" describes the function and condition of a product and service, whether 
the goods or services are as expected. This includes features intended to meet user or customer needs 
and satisfaction, such as ease of use, repairability, durability, and reliability. Business people and 
consumers can better understand each other's needs and expectations through a mutually beneficial 
relationship [23]. To ensure customer satisfaction, product quality is very important. Businesses that own 
a particular brand concentrate on the quality of their product and how it compares to other brands [24]. 
Customer Satisfaction 
 Customer satisfaction is a person's evaluation that arises after comparing how a product performs 
with their expectations, resulting in feelings of delight or disappointment [25]. Consumer satisfaction is 
critical in product marketing, especially if the product is of high quality and is known through a trusted 
brand. The main idea is to provide convenience in marketing efforts and build consumer confidence in the 
quality and benefits of the product after they evaluate it. This shows how satisfied customers tend to stay 
with a brand. Even in the face of competing products that may be better or more affordable, brand-loyal 
customers will still choose their preferred supplier. Thus, it can be said that product quality and price 
have a significant influence on customer satisfaction [26]. 
Purchase Decision  
 According to[27], the purchasing decision is the stage where customers decide to buy a product. 
The process of identifying options to meet a need, assessing those options, and considering 
recommendations that might influence potential advantages and disadvantages can also be used to 
explain purchasing decisions. Before deciding to buy and use a product or service, a person must carry 
out an evaluation, seek information about it, consider other options that are directly related to the effort 
required to obtain it and take other actions [28]. It includes the processes people use to solve problems 
and choose the best course of action from a variety of options. Often this involves going through several 
stages in the decision-making process [29]. 
Price and Purchase Decision  
  The primary determinant of customer purchasing decisions is the price of goods. Price plays a 
huge role in creating customer value and their purchasing decisions [30]. Consumers often consider price 
to be the main factor in their decision to buy something [31]. Demand for a product will increase rapidly, 
and price figures can influence buyers' choices [32]. Price is an essential factor in marketing that 
determines whether users will make a final purchasing decision on an item [33]. Price is considered one 
of the most critical attributes in consumer choice and is prominent in consumer purchasing behavior 
[34]. Price and product characteristics majorly impact customer purchase intentions [35]. Today's 
consumers are more careful when choosing the goods they will use. Customers begin purchasing by 
identifying their needs, studying options, assessing, and selecting specific goods and services. This will be 
used to weigh customer interest in the products the company offers and determine whether it achieves its 
goals. Therefore, a consumer's actions before purchasing are known as a purchase decision. According to 
[36], Many factors shape purchasing decisions, including what product to buy, when and where to buy it, 
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how many products to buy, or what type you want, and what means of payment to use. A study  [37] 
found that price significantly affects consumer purchasing decisions. Research [38] shows that price 
influences product purchasing decisions. In addition, research [30] found that price influences 
consumers' decisions about what they buy. 
Product Quality and Purchase Decision  
 Quality is a collection of features and characteristics of goods or services that impact the product's 
usefulness for a particular purpose. When they choose to purchase a product, consumers make a 
purchasing decision and have a strategy to obtain the best product that complements their desires and 
satisfaction [39]. According to [40], purchasing decisions are the entire process of studying, selecting, 
using, and purchasing a product. The value of the item to be evaluated influences the decision to buy. If 
the benefits that will occur are more significant than the costs required to obtain it, then the incentive to 
accept it becomes stronger. Meanwhile, if the prices needed to get benefits are more important than the 
benefits received, consumers will usually refuse to buy the product and prefer to buy similar products. A 
product is considered quality if it meets customer expectations [41]. This shows that consumers' 
decisions to buy a product are influenced by its quality; Consumers' perceptions of product quality can 
influence their decision to purchase the product. Customers should consider product quality before 
making a transaction. They can find out the quality of the product by reading reviews of other people who 
have bought the product. As a result, this can influence purchasing decisions [42]. Results from 
research[43] show that product quality affects purchasing decisions. 
Price and Customer Satisfaction  
 According to[44], Customers pay a price to the seller or manufacturer for the products they 
receive. For consumers, price is all forms of money, both monetary and non-monetary, that are spent to 
obtain and use a mixture of values associated with a product. Price is an essential component of seller 
performance, and recent research shows that customer satisfaction is influenced by price. The concept of 
customer satisfaction relates to fulfilling consumer expectations for a particular product or service, both 
before and after its use[45]. The concept of customer satisfaction relates to consumers' subjective 
perception of satisfaction resulting from alignment between the performance of a product and their initial 
expectations[46]. According to [47], customer satisfaction is achieved when the seller is able to meet or 
exceed customer expectations. When the required level of consumer benefit has been completed, 
implementing a price-matching strategy can contribute to increasing customer satisfaction. This 
phenomenon grows consumer confidence and encourages increased purchasing behavior. If consumers 
have an unfavorable perception of a product, they will most likely feel dissatisfied, thereby reducing the 
possibility of repurchasing the item. According to [48], Customer satisfaction can be achieved when the 
costs incurred are proportional to the value received, or when the price of an item is commensurate with 
the profits obtained. Research conducted by[49] shows that price has a positive and significant effect on 
customer satisfaction. However, other research conducted by [10] shows that the effect of price does not 
have a significant effect on customer satisfaction. 
Product Quality and Customer Satisfaction  
Customers' feelings about the goods and services they receive are represented by customers' feelings of 
happiness [50]. This idea can be considered a subjective judgment related to pleasure or disappointment. 
Consumers tend to evaluate the performance or quality of a product compared to their expectations [51]. 
"Consumer feelings, attitudes or desires after using a service or product" is what consumer satisfaction 
means [52]. According to [53], There is a positive correlation between consumer satisfaction and the 
possibility of purchasing products from competing companies, thus having an impact on increasing 
company revenue. Determining product quality depends on the product's ability to meet consumer needs 
and desires. The level of customer satisfaction after or during product use determines the quality of the 
company's products [54]. Product quality is positively correlated with customer satisfaction levels, 
allowing customers to choose whether or not they are satisfied with the product [55]. Therefore, we can 
conclude that consumer satisfaction will increase if the product has high and acceptable quality. Previous 
studies [56] have found that customer satisfaction is closely related to product quality; Other research 
shows that customer satisfaction is related to product quality [57]. 
Purchase Decision and Customer Satisfaction 
  According to [58], purchasing decisions are made by individuals who decide to buy and use a 
product they are happy can meet their needs and are willing to accept the risks that may arise from the 
decision. According to [59], When the goods purchased match consumer expectations and desires, it will 
increase customer happiness and reduce consumer dissatisfaction. Research conducted by [60] revealed 
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a significant correlation between the buyer's decision-making process and subsequent satisfaction with 
the item purchased. Additionally, empirical evidence shows a solid and positive relationship between 
customers' purchasing decisions and their level of satisfaction [61].  
Price, Customer Satisfaction and Purchase Decision  
 Know that the price factor is a significant determinant in shaping consumer behavior toward 
purchasing goods and services. Consumers' views about price reductions will be related to their decisions 
to buy these goods and services. As a result, businesses strive to offer appropriate and attractive prices to 
reach more customers and meet consumer expectations and their long-term satisfaction [62]. For buyers, 
price is an essential factor in purchasing decisions, ultimately influencing their satisfaction with the 
product. The price of a product affects how buyers view the product [49]Increasing purchasing decisions 
and consumer satisfaction can be achieved by setting cheaper prices that are in line with consumer 
expectations. Some research [63] and [64] shows a relationship between price and consumer satisfaction 
with purchasing decisions. 
Product Quality, Customer Satisfaction and Purchase Decision. 
 Suppose a customer feels enthusiastic about the quality of a particular product. In that case, the 
customer will think about continuing to choose that product because the product always presents the 
latest innovations that cannot be found in other products. Good product quality is a factor that drives 
consumers' decisions to continue using products they are familiar with. The greater the quality of the 
product offered, the more it meets consumer expectations, the more likely they will decide to buy again, 
and ultimately increase the level of consumer satisfaction [63]. A number of studies, such as those carried 
out by [65]and[66], support the view that the quality of a product is closely related to consumer 
satisfaction and has a direct influence on purchasing decisions. However, according to research 
conducted [67], a contrasting perspective shows a negative relationship between product quality and 
consumer satisfaction in the context of purchasing decisions. 
Conceptual framework 
 The following research framework can be constructed based on the above description: 

  

 

  

Figure 1. Research Framework 
Research Hypothesis 

1. Price has a positive and significant effect on the Purchase Decision of Somethinc skincare serum 
consumers. 
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2. Product Quality has a positive and significant effect on the Purchase Decision of Somethinc 
skincare serum consumers. 

3. Price has a positive and significant effect on Customer Satisfacion of Somethinc skincare serum 
consumers. 

4. Product Quality is positively and significantly related to Customer Satisfacion of Somethinc 
skincare serum consumers. 

5. Purchase Decision has a positive and significant effect on Customer Satisfaction of Somethinc 
skincare serum consumers. 

6. Price has a positive and significant effect on Customer Satisfaction with the Purchase Decision 
variable as a mediating variable. 

7. Product Quality has a positive and significant effect on Customer Satisfaction with the Purchase 
Decision variable as a mediating variable. 

 
2. METHOD 
 In this research, causal research is the research design used. To conduct this research, 
questionnaires were distributed to participants who met predetermined criteria and were deemed 
appropriate. A Likert scale with a range of 1 to 5 was used to assess the questionnaire. The ratings were 
then categorized into five groups as follows: Strongly disagree ranked 1, disagree ranked 2, somewhat 
agreeable ranked 3, agree rated 4, and strongly agree rated 5. A series of 4 questions was made by [68] 
used to evaluate price variables. A collection of 8 question items [69] was used in this research to assess 
the second independent variable, which is also referred to as product quality. The dependent variable 
measured is customer satisfaction, calculated using 3 question items created by [70]. The model 
developed by [17] was used to measure purchasing decisions as a mediating variable. 

This research was conducted in several regions of Indonesia, including Kalimantan, Java, 
Sulawesi, Sumatra, Bali, and Papua. The quantitative data used in this research comes from primary data 
sources. Techniques used to collect data included a literature review and a digitally distributed survey 
distributed via the Google Form platform. People who had previously purchased and used Somethinc 
serum skin care products were the targets of this research. This research used a non-probability sampling 
technique with a purposive sampling strategy. The sample used in this research consisted of 203 
respondents who were required to be Indonesian citizens and were at least 17 years old. We also collect 
and analyze respondents' demographic data, which includes age, gender, place of residence, education 
level, occupation, and income. 

The structural model of the research being built and the measurement model will be analyzed 
and evaluated using Structural Equation Modeling (SEM) together with the AMOS 24 statistical tool. 
Quality of fit index parameters, such as chi-square (χ2), CMIN/DF, mean root error of approximation -
mean square (RMSEA), root mean square residual (RMR), goodness of fit index (GFI), Tucker Lewis index 
(TLI), incremental fit index (IFI), Comparative Fit Index (CFI) and Normative Fit Index were used to 
evaluate usage model. For validity evaluation, the standard filling factor (SLF), whose value is at least 0.50 
(Hair et al., 2014: 618), and construct reliability (CR) evaluation will depend on the results of the 
tabulation of construct reliability (CR) values and the average variation that extracted (AVE). Next, SEM 
analysis was carried out on the structural model to assess the validity of the research hypothesis. The t-
calculated value for each coefficient will be displayed through SEM analysis. The idea can be said to have a 
causal relationship if the t value ≥ t table (1.96) with a significant level of α (usually α = 0.05). 
 
3. RESULT AND DISCUSSION  
Respondent Characteristics 
The profile analysis of respondents in this survey is based on the following demographics: 

Table 1. Presents an overview of the characteristics of the respondents 
Category Item f % 

Gender 
Male 61      30% 
Female 142 70% 

Total 203 100.00% 

Age 

17 – 21 years old  78 38,4% 
22 – 26 years old 74     36,4% 
27 – 31 years old 37 18,2% 
32 – 36 years old 10 5% 
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Category Item f % 
>36 years old 4 2% 

Total 203 100.00% 

Domicile 

Sumatra 38 18,7% 
Jawa 77 37,9% 
Kalimantan 31 15,3% 
Sulawesi 33 16,3% 
Maluku and Papua 4 2% 
Bali and Nusa Tenggara 20 9,9% 

Total 203 100.00% 

Education 

Elementary school 0 0% 
Junior High School 1 0,5% 
Senior Highschool 111 54,7% 
Diploma (D1/D2/D3) 42 20,7% 
Bachelor degree 42 20,7% 
Postgraduate 7 3,4% 

Total 203 100.00% 

Jobs 
Student 8 4% 
University Student 88 43,3% 
Private sector employee     75 36,9% 

 
Entrepreneur 24 11,8% 
Other 8 4% 

Total 203 100.00% 

Monthly Income 

<Rp 1.000.000 44 21,7% 
Rp 2.000.000 – Rp 2.999.999 50 24,6% 
Rp 3.000.000 – Rp 3.999.999 52 25,6% 
>Rp 4.000.000 57 28,1% 

Total 203 100.00% 
Measurement Models 
 The results of the suitability, validity, and reliability tests are as follows. 

Table 2. Value of Standardized Loading Factor, Construct Reliability (CR), and Average Variance 
Extracted (AVE) in Overall Model Fit 

 
Items SLF CR AVE 

Price 

The price of Somethinc skincare products is affordable for 
me. 

0,893 

0,787 
  
  
  

0,643 
  
  
  

For me, the price of Somethinc skincare products is in 
accordance with the quality of the product. 

0,740 

Somethinc skincare products are priced competitively with 
other products. 

0,707 

Somethinc skincare products are priced according to the 
benefits. 

0,854 

Product Quality 

I believe that Somethinc skincare products are good for 
beauty care. 

0,869 

 
 0,807 

  
  
  
  
  

0,699 
  
  
  
  
  
  

I know that Somethinc skincare products are different from 
other products. 

0,815 

I believe that Somethinc skincare products absorb well into 
the skin. 

0,853 

I believe that the ingredients in Somethinc skincare 
products can maintain healthy skin. 

0,864 

I believe that using Somethinc skincare products can last up 
to 12 hours. 

0,801 

I believe that Somethinc skincare products are easy on the 
skin. 

0,839 

I know that Somethinc skincare product designs are 
attractive. 

0,832 

I believe that Somethinc skincare products are in line with 0,816 
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Items SLF CR AVE 

my needs and wants. 

Purchase 
Decision 

I feel happy with my decision to buy Somethinc skincare 
products. 

0,898 
 
  

0,820  
  

 
0,697  

  
  

I often buy Somethinc skincare products. 0,749 

I would positively recommend this Somethinc skincare 
product to others. 

0,793 
  

I usually repurchase Somethinc skincare products. 0,892 

Customer 
Satisfaction 

Based on my experience using Somethinc skincare products, 
I am very satisfied. 

0,880 
 

0,815  
  

0,767 
  
  

I am interested in purchasing Somethinc skincare products 
again. 

0,877 

I recommend my friends or relatives to buy Somethinc 
skincare products. 

0,872 

 Based on the data in Table 2, the results of the validity and reliability tests show that the indicators 
used in the construction model all meet the validity and reliability standards. Each hand with a 
standardized stress factor (SLF) value greater than 0.50 shows that all the metrics used are valid and 
reliable in measuring the overall model structure. This is indicated by the average variance extracted 
(AVE) reaching above 0.50, and the construct reliability (CR) test score exceeding 0.70, meaning that all 
instruments can be considered reliable and consistent tools for measuring model components, which was 
developed. 

Table 3.  Goodness of Fit Index 
Goodness of Fit Index Cut off Value Results 

X2  434.643 
DF  147 

X2- Significance Probability  0.000 
CMIN/DF ≤ 3.00 2.957 

RMSEA ≤ 0.08 0.098 
NFI ≥ 0.90 0.865 
IFI ≥0.90 0.907 
TLI ≥0.90 0.890 
CFI ≥0.90 0.906 

Goodness of Fit Index Cut off Value Results 
X2  434.643 

 The model suitability test shown in Table 3 shows that the model suitability requirements are 
accepted, and suitability can be stated. Three measurements indicate goodness of fit. There are 3-4 
measurements with a good level of agreement or above the cut-off value, then the research model 
configuration can be declared adequate and accepted. 
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Figure 2. Full Model Testing 

 The results of testing the influence of the relationship between variables in the research 
configuration built in this research can be presented as follows. 

Table 4. Hypothesis testing 
Hypothesis Path 

Estimate S.E. C.R. 
P -

Value 
Conclusion 

H1 

 
Purchase Decision <--- Price 

0197 0.076 2.586 0.010 
Significant 

positive 
H2 Purchase Decision <--- Product 

Quality 
0.363 0.076 4.746 *** 

Significant 
positive 

H3 Customer Satisfaction<--- 
Purchase Decision 

0.221 0.088 2.521 0.012 
Significant 

positive 
H4 

 
Customer Satisfaction <--- Price 

0.454 0.089 5.117 *** 
Significant 

positive 
H5 Customer Satisfaction<--- Product 

Quality 
0.308 0.089 3.450 *** 

Significant 
positive 

Based on Table 4, the t-score value of the effect of price on purchase decision is 2.586, exceeding 
the value found in the t table (1.96). In addition, the p value is < 0.05 (α = 0.05). The results show that 
price is related to purchase decision. For the second hypothesis, the t-score value on the product quality 
link to purchasing decisions is 4746 and the three-star p-value is less than 0.05 (α = 0.05). The results 
show that product quality is related to purchasing decisions. For the third hypothesis, the t-score value on 
the link between purchasing decisions and customer satisfaction is 2.521 and the p-value of 0.012 is less 
than 0.05 (α = 0.05). The results show that purchasing decisions are related to customer satisfaction. For 
the fourth hypothesis, the t-score value for the price link to customer satisfaction is 5.117 with a p-value 
of less than 0.05 (α = 0.05), which means that price is related to customer satisfaction. For the fifth 
hypothesis, the t-score value for the product quality link to customer satisfaction is 3.450 with a p-value 
of less than 0.05 (α = 0.05), which means that product quality is related to customer satisfaction. 

Table 5 shows the results of the sobel test to confirm the indirect effect on the effect of the innate 
mediating variable. 

Table 5. Sobel Test - Significance of Mediation 
 Sobel test statistic Two- tailed probability 

(H6) Price --> Purchase Decision --> Customer 
Satisfaction 

1.803 0.071 

(H7) Product Quality--> Purchase Decision--> 
Customer Satiscation 

2.222 0.026 
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In the sixth hypothesis, the Sobel test statistic value is 1.803 and the P-Value is 0.071. These 
results indicate that the statistical value of the Sobel test is smaller than the t-table (1.96), and also the p 
value obtained is greater than 0.05 (α = 0.05), which means that purchasing decisions cannot mediate 
price to customer satisfaction. In the seventh hypothesis where the statistical value of the Sobel test is 
2.222 greater than 1.96 and the P-value of 0.026 is less than 0.05 (α = 0.05). Thus purchasing decisions 
can mediate product quality on customer satisfaction. 
Discussion 
 This study found that there is a positive and significant correlation between price and customer 
satisfaction regarding Somethinc skincare serum. The results of this study are consistent with previous 
research conducted by [9] and [71]. The price match with the benefits obtained by customers contributes 
to customer satisfaction, which in turn encourages them to maintain their trust and make repeat 
purchases. In addition, this study also revealed that price has a positive and significant impact on 
purchasing decisions. This finding is in line with the results of research conducted by [42] and [72]. The 
importance of pricing in consumer purchasing decisions is an important consideration. This study also 
confirms that product quality affects customer satisfaction positively and significantly. The results of this 
study are in accordance with the findings of previous research conducted by [60]. The higher the product 
quality, the higher the level of consumer satisfaction with the product. In addition, the results also show 
that product quality has a positive and significant influence on purchasing decisions, in accordance with 
research conducted by [54]. This study also noted that purchasing decisions have a positive and 
significant impact on customer satisfaction. The results of this study are in line with previous research 
conducted by [18] and [73]. Consumer purchasing decisions have an impact on the level of satisfaction if 
the product purchased matches expectations and fulfills consumer desires. In addition, this study shows 
that product quality affects customer satisfaction through purchasing decisions, in accordance with the 
findings of previous research conducted by [74] [75]. If consumers are satisfied with product quality, they 
tend to continue to buy the product because the product always presents better innovations compared to 
similar products. However, it should be noted that purchasing decisions are not able to link the effect of 
price on customer satisfaction. This is due to consumer preferences that lean more towards products with 
high quality, even if they are more expensive, as shown by research [76]. 
 
4. CONCLUSION  
 The results of the study can be used as decisions taken by the company in a more strategic effort to 
find ways to increase customer satisfaction and purchasing decisions. In addition to improving product 
quality, brands can increase profits by offering prices that match product quality. In addition, the current 
product quality of Somethinc serum must be maintained so that customers remain confident in 
purchasing the product. The brand can also change its latest product or add product variations to reach a 
wider market segment. By conducting effective marketing through improvements in terms of product 
quality and price, the product can become increasingly popular, especially now that the Somethinc brand 
already has a positive image in the minds of consumers. That way, consumers will show more curiosity 
about the product and become interested in making a purchase. For future researchers, it is suggested 
that they can develop other variables and strengthen the research by making this research a comparative 
reference in order to obtain varied results in accordance with developments in the world of digitalization. 
In addition, this study only focuses on serum. In future studies, researchers can further examine things 
that may be related to customer satisfaction, as well as examine Somethinc products as a whole. By 
conducting a more comprehensive research, it is hoped that this research can provide useful guidance or 
reference benefits for related parties, including sellers. Researchers expect this research to provide 
increased sales volume by utilizing effective marketing strategies and having a positive impact on 
customer satisfaction. 
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