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[bookmark: _Hlk209012940]The Effect of Price, Brand Image, and Product Quality on the Purchase Decision of selective Cosmetics in Bandar Lampung 

ABSTRACT 

	Aims: This study aimed to examine the effect of price, brand image, and product quality on the purchasing decisions of Pinkflash cosmetics among consumers in Bandar Lampung.
Study Design: Descriptive quantitative study.
Place and Duration of Study: The study was conducted in Bandar Lampung, Indonesia, between March and May 2025.
Methodology: A structured questionnaire was used to collect data from 130 respondents selected through purposive sampling, targeting consumers who had purchased and used Pinkflash products. Data were analyzed using multiple linear regression to determine the influence of price, brand image, and product quality on purchasing decisions.
Results: Analysis revealed that price (β = 0.312, p < 0.01), brand image (β = 0.285, p < 0.01), and product quality (β = 0.341, p < 0.01) all had significant positive effects on consumers’ purchasing decisions. The results indicate that consumers prioritize affordability, brand reputation, and high-quality products when making purchasing decisions.
Conclusion: Price, brand image, and product quality are significant factors influencing the purchase decisions of Pinkflash cosmetics. To maintain and increase consumer purchase intentions, producers should implement competitive pricing strategies, strengthen the brand image, and continuously enhance product quality.
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1. INTRODUCTION 

The cosmetics sector has grown due to manufacturers' expanding range of local and foreign goods. Rising cosmetics demand has fueled this expansion in Indonesia, and estimates show that the business will continue to rise (Cekindo.com, 2025). The tremendous growth of the cosmetic sector, including skincare, haircare, and other categories, shows that Indonesian women want more personal care and beauty goods. This trend shows that Indonesia's cosmetic business will continue to expand, requiring enterprises to innovate and adapt (Widyasari et al., 2023). The beauty sector is competitive, so local cosmetic firms are producing products for the Indonesian climate. Such a method is used by Focallure sibling business Pinkflash. In September 2020, Guangzhou Jizhi Trading Co. Ltd. launched Pinkflash goods, which are imported from China and authorized by Indonesia's National Agency of Drug and Food Control (BPOM) for safety and quality. A girly style and pastel pink packaging attract young customers to the brand. Pinkflash sells eyeliners, mascaras, eyeshadows, concealers, blushes, foundations, lipsticks, lip glosses, lip tints, primers, setting sprays, and more for various cosmetic requirements.
Price and product quality influence customer preferences, according to market findings. Indonesian consumers choose cosmetic products based on price and quality, each contributing 19%. The average expenditure per capita on cosmetics and personal care in Indonesia is IDR 282,000 ($20), lower than in Thailand ($56) and Malaysia ($75), suggesting development possibilities, according to Euromonitor. Armstrong (2018) defines price as the monetary value buyers pay for a product based on its perceived advantages. Pinkflash competes with Hanasui, OMG, and Wardah by supplying items from Rp. 15,000 to Rp. 50,000 at attractive prices for lower- to middle-income customers (Hasibuan, 2021). According to 2024–2025 Shopee and TikTok user evaluations, Pinkflash goods' cost compensates for small performance issues. Despite product longevity and applicator quality difficulties, consumers like pigmentation and color variations. Such findings demonstrate the importance of pricing in purchase choices, where buyers are ready to accept slight defects for value. Pinkflash may also gain market share in the budget-conscious group by matching customer expectations for cost-effectiveness with its low pricing approach.
Consumer preferences also depend on brand image. Fera and Pramudita (2021) say brand image helps buyers evaluate items without product understanding. According to Rachmawati (2023), Kotler and Keller define brand image as customer reaction to a company's products. Experience and communication form brand image, impacting customer perception and assessment, according to Priansa (2017). Pinkflash's packaging and color schemes provide a striking visual impression, according to user evaluations. The company's visual identity increases customer attention, but product quality expectations and performance differ, demonstrating that brand image alone may not be enough to maintain long-term commitment. Pinkflash product quality impacts purchases. Performance, durability, and dependability are all part of product quality (Yafie et al., 2016). Quality goods increase brand loyalty by satisfying customers and encouraging repeat purchases (Emiliani & Habib, 2024). Product quality is measured by usefulness, uniqueness, consistency, dependability, durability, aesthetics, perceived quality, and simplicity of maintenance (Asmara, 2017). According to research, people are more inclined to buy items that regularly meet or exceed quality standards. Despite its attractiveness and low prices, Pinkflash foundations oxidise rapidly and eyeliners last less. These issues highlight the need to improve quality to match the brand's visual and price strategy. 
Previous study has studied how price, brand image, and product quality affect cosmetics purchases. Gunarsih et al. (2021) discovered that price strongly influences Toko Pelita Jaya Buyungon Amurang purchases. Darmawan and Dewi (2020) found that pricing and brand image affected Oriflame product purchases in Manado. Additionally, Putri (2017) and Habibah & Sumiati (2016) found that price, brand image, and product quality influence Wardah cosmetics customer choices. This study examines Pinkflash, a new brand targeting young customers, and pricing from an affordability-quality viewpoint, unlike past studies. This research in Bandar Lampung gives new empirical data on Indonesia's cosmetic market customer behavior. This study examines how price, brand image, and product quality affect Pinkflash purchases, adding to cosmetic industry consumer behavior research and providing brand managers with practical insights. To increase customer happiness and loyalty, the research should guide strategic pricing, brand positioning, and quality improvement decisions.
Practical ramifications of this research are many. It helps firms build competitive advantage and profitability plans and policies. Researchers may use the information to study customer behavior and purchase decision factors. The research helps users make educated purchases and utilize Pinkflash goods regularly. The study emphasizes the necessity of harmonizing pricing, brand image, and product quality to improve cosmetic purchases in the competitive Indonesian market. The research concludes that price, brand image, and product quality influence customer purchase behavior. Pinkflash succeeds by keeping prices low, creating a strong brand, and increasing product quality to satisfy customer expectations. The brand may improve its market position, customer loyalty, and sustainable development in Indonesia's dynamic cosmetic business by addressing these elements.

2. material and methods 

2.1 Research Type
This quantitative study collected and analyzed numerical data to find patterns and correlations between variables (Sugiyono, 2022). Quantitative research lets researchers test hypotheses by measuring how independent factors affect dependent variables. The research examines how price, brand image, and product quality impact Pinkflash cosmetics purchases. Because it collects precise and organized data from respondents, the survey method was chosen as the major data gathering method. A well-designed survey collects specific and relevant data, allowing respondents to answer questions accurately and meaningfully. This method allows the researcher to directly observe the target population's opinions, preferences, and actions on the issue. To implement the survey, a structured questionnaire was created. The quiz asked about Pinkflash product pricing, brand image, and quality. The questions were carefully crafted to be clear, concise, and understandable. This device was used to collect accurate and reliable data to reflect the phenomenon under research and provide a solid basis for statistical analysis and interpretation. 
2.2 Data, Data Sources, And Data Collection Techniques
This study used primary and secondary data to fully understand the phenomenon studied. Primary data is unaltered information from the source that provides real insights into the topics under research (Sugiyono, 2022). This study collected primary data on Pinkflash sunscreen buyers' responses and behaviors. The researchers sent structured questionnaires to Bandar Lampung Pinkflash users. The questionnaire measures customer happiness, product quality, and other aspects impacting purchase choices. The research collected data directly from customers to represent authentic opinions and experiences that are crucial to understanding purchase behavior.  Secondary data supplemented primary data to broaden the study's scope. Secondary data comes from records, reports, publications, or experts (Sugiyono, 2022). This study included secondary data from academic publications, journals, and past cosmetics industry research studies on consumer behavior, brand image, product quality, and price. Secondary data helped researchers interpret main findings, compare outcomes to previous studies, and reinforce the study theory. This dual method provides a more rigorous and evidence-based understanding of Pinkflash cosmetics customer purchase choices. 
2.3 Population, Sample, Sampling Techniques
Purposive sampling was used for this study. This strategy uses specified criteria to identify individuals with qualities related to the study aims (Sugiyono, 2022). Purposive sampling is ideal when not all population members can offer significant or reliable information. In this survey, respondents had to understand Pinkflash goods, have bought them, and live in Bandar Lampung. To guarantee participants provided educated and relevant product quality, brand perception, and price sensitivity feedback, these criteria were set. Restricting the sample to competent persons improves research validity and reliability. The sample size was based on Hair et al. (2014)'s advice that respondents match the questionnaire's observed variables or indicators. Sample size should be 5–10 times the number of indicators. This survey has 13 indicators, and the highest limit of the guideline (10 respondents per indication) yielded 130 respondents. This sample size is adequate for statistical reliability and meaningful study of the link between price, brand image, and product quality and purchase choices. A systematic questionnaire and secondary data provide the research with a complete picture of customer behavior. Purposive sampling assures that all respondents have used Pinkflash items, providing accurate satisfaction, perception, and purchase intent assessments. These tactics, together with a carefully calculated sample size based on methodological standards, increase the study's ability to offer meaningful and useful insights about Bandar Lampung's competitive cosmetics sector.
2.4 Operational Definitions Of Variables
A Likert scale was used to evaluate variables in this research, a frequently used tool for evaluating respondents' attitudes, perceptions, and opinions. The Likert scale offers predetermined response choices to let respondents rate their agreement or disagreement with each statement. This method lets researchers measure subjective phenomena and analyze them statistically (Sugiyono, 2022). Each questionnaire item matches research indicators, ensuring that each question represents the conceptual characteristics of the variables under study. This research scored “1” as strong disagreement, “2” as disagreement, “3” neutrality, “4” agreement, and “5” significant agreement. This scale lets researchers measure respondents' perceptions and opinion intensities. Operational variable definitions clarify the scope and meaning of investigated constructs. Operational definitions make abstract notions quantifiable, testable, and validateable, according to Sugiyono (2022). In this study, operational definitions outline each variable's indicators, measuring equipment, and assessment criteria, assuring data consistency and correct analysis. The research can quantify how price, brand image, and product quality affect Pinkflash cosmetics purchases by operationalizing factors. 
Price (X1) is the cost of a product or service, which should be affordable to most customers (Gunarsih et al., 2021). Price is measured by affordability, price-to-quality ratio, competitiveness, and price-benefit alignment. Consumers judge a product's affordability. A product's price-to-quality ratio determines whether its perceived quality justifies its price. pricing competitiveness compares the product's pricing to market competitors. Finally, price-benefit alignment assesses customers' perception that the product's price matches its advantages. Each indicator is assessed using Likert-type questions like "I buy Pinkflash cosmetics because the price is affordable" and "I buy Pinkflash products because the price matches the quality of the product." Brand image (X2), depending on customer experiences, promotions, and reputation, might impact purchase choices (Solihin & Kamal, 2023). Brand image is assessed by recognition, reputation, and affinity. Recognition shows how well customers know the brand and its market presence. Reputation measures the brand's quality and dependability, whereas affinity measures its emotional impact and good image. Questionnaire questions include "Pinkflash is a well-known cosmetic brand in Indonesia" and "Pinkflash provides a natural and attractive impression to its users," with Likert scale answers from 1 (strongly disagree) to 5 (strongly agree). 
Product quality (X3) is how well a product fulfills or surpasses customer expectations, promoting happiness and loyalty (Yafie et al., 2016). This variable has three indicators: performance, durability, and reliability. Performance measures the product's use and safety, durability measures its longevity, and dependability measures customer trust. Participants scored phrases like “Pinkflash cosmetics are safe and easy to use” and “Using Pinkflash products increases my confidence” on a five-point Likert scale. Using personal requirements, preferences, and customer feedback, customers pick, acquire, utilize, and assess items (Gunarsih et al., 2021). Four variables measure this variable: decisiveness in product selection, habitual buying behavior, desire to suggest, and intention to repurchase. Sample items include “I buy Pinkflash products because I believe in their quality,” “I buy Pinkflash products due to positive reviews,” and “I will recommend Pinkflash cosmetics to people close to me.” For uniformity and comparability, responses are collected using the same Likert scale. 
2.5 Data Analysis Techniques 

After gathering data from all respondents, data analysis is crucial to the study. Organization, interpretation, and evaluation of the acquired data are necessary to make significant findings at this stage. Data are first grouped by factors and respondent attributes. This categorization helps researchers understand data distribution and find trends across respondent groups. After classification, all respondents' relevant characteristics are tabulated for display and comparison, making patterns and linkages simpler to see (Sugiyono, 2022).  After tabulating the data, each variable is explained and interpreted. This procedure involves reviewing key data points that may impact study results. After summarizing the data, the researcher tests the initial hypothesis. This stage is essential to establish whether the data supports or disproves the assumptions, revealing more about the phenomenon (Sugiyono, 2022). Systematic data analysis helps academics draw valid findings and make appropriate suggestions. 
[bookmark: _GoBack]Descriptive statistics are essential to data analysis because they describe data without generalizing it. Data is presented in tables, graphs, and diagrams and measured using mean, median, mode, deciles, and percentiles. In addition, correlation analysis may assess variable connections, whereas regression analysis can predict outcomes based on patterns. Since descriptive statistics aims to provide data thoroughly, significance testing is not needed (Sugiyono, 2022).  Data analysis requires instrument testing for validity and reliability. Validity is how well an instrument measures its target. This research uses component analysis to assess construct validity, determining if indicators accurately represent theoretical conceptions. Valid variables include Kaiser-Meyer-Olkin (KMO), factor loading, and Anti-Image values ​​above 0.50 (Hair et al., 2014). However, reliability evaluates measuring instrument consistency and dependability. Composite reliability analysis is used in the research, and an instrument is reliable if Cronbach's alpha is 0.60 or above. Appropriate values ​​are 0.6–0.7, whereas 0.7–0.9 implies good dependability (Hair et al., 2014). Linear regression analysis examines how several independent factors affect a dependent variable. This technique predicts dependent variable changes based on independent factors and is beneficial when analyzing several predictors. This research uses multiple linear regression to examine how price, brand image, and product quality affect Pinkflash product purchases (Ghozali, 2018). 
The t-test evaluates regression coefficient significance to test hypotheses. The t-test examines whether each independent variable substantially impacts the dependent variable. The null hypothesis (H0) is rejected if the estimated t-value exceeds the t-table value or the significance threshold is below the preset alpha (α), showing a significant influence of the independent variable on the dependent variable. H0 is acceptable if the t-value is smaller than the t-table value or significance surpasses α, indicating no significant impact (Ghozali, 2018). The t-test tests whether pricing (X1), brand image (X2), and product quality (X3) affect customer purchase choices (Y), supporting or disproving the hypothesis.  The study uses descriptive statistics, instrument testing, multiple linear regression, and hypothesis testing to analyze the relationship between price, brand image, product quality, and purchasing decisions in the competitive cosmetics market, providing strategic insights. 
3. results and discussion

3.1 Respondent Characteristics

This research used Google Form to provide a structured questionnaire to 130 Pinkflash cosmetic consumers. This method was meant to streamline data gathering, processing, and tabulation. The data collecting period was July 31, 2023–August 16, 2025. The sample was recruited from numerous demographic backgrounds in Bandar Lampung to reflect Pinkflash's wide customer base. SPSS Version 26 lets the researcher analyze and visualize respondent characteristics. This research examined gender, age, education, employment, and monthly spending. The whole sample (130 respondents) was female; shows that women use cosmetics more due to social, psychological, and cultural reasons that emphasize beauty as a part of personal identity and social acceptability. Women are also better aware about product formulas, notably Pinkflash cosmetics, which boost self-confidence (Knight et al., 2019). 
The bulk of respondents, 100 (77%), were 17–22 years old, followed by 23–28 (18%), 29–34 (4%), and 35–39 (1%). Pinkflash's main customer demographic is early adults, perhaps owing to their attention to social media trends. Pinkflash products are affordable, allowing young customers to try fashionable cosmetics without breaking the bank (Lestiyani & Purwanto, 2023). Most respondents (75, or 58%) had graduated high school. Diploma holders (D1/D2/D3) made up 9% and undergraduates (S1) 33%. Data processing results (2025) showed no responses below high school. This shows that Pinkflash customers in Bandar Lampung are mostly high school graduates who want fashionable, affordable, and young apparel.
Students made up 90% of the sample (117), followed by entrepreneurs (7%), private sector workers (1%), public officials (1%), and one medical professional (1%). This shows that Pinkflash cosmetics are mostly used by students and young people who want attractive, cheap cosmetics that fit their lifestyle and budget. After analyzing monthly expenditure, 47% of respondents had a monthly spending capability of roughly IDR 1,000,000, 40% spent between IDR 1,000,000 and IDR 1,900,000, and 11% spent between IDR 2,000,000 and IDR 2,900,000. Few respondents indicated monthly spending beyond Rp. 4,000,000 (Data processing results, 2025). These statistics suggest that most Pinkflash customers are students or young people without a fixed budget, making its pricing and quality attractive. Young customers may enjoy cosmetic items without straining their monthly budgets due to the product's costs and advantages. Pinkflash clients in Bandar Lampung are mostly young, female high school students with small monthly spending and considerable social trend participation. Understanding these traits helps Pinkflash product marketers and product positioning meet the demands and preferences of this customer category. 
3.2 Validity and Reliability Test

The validity test in this research assessed how well the questionnaire questions measured the target variables. Validity measures a measuring instrument's ability to capture the notion it evaluates (Sekaran & Bougie, 2017). This study investigated construct validity using factor analysis to see if the indicators matched the theoretical constructs. According to Hair et al. (2014), a variable was valid if the factor loading exceeded 0.50. Table 3 shows that all Price (X1), Brand Image (X2), Product Quality (X3), and Purchase Decision (Y) categories fulfill the validity test criteria. The Price variable, with a KMO of 0.673, had factor loadings of 0.588 to 0.765. Brand Image (X2) had factor loadings between 0.745 and 0.862, Product Quality (X3) 0.625 to 0.851, and Purchase Decision (Y) 0.669 to 0.778 with the highest KMO of 0.735. These findings indicate that all indicators are eligible for investigation. 
Next, reliability testing assessed the measuring instrument's consistency in capturing the constructs of interest. Research instrument reliability is how well it provides consistent outcomes (Hair et al., 2014). Cronbach's Alpha was used to measure dependability, with a minimum threshold of 0.60. Table 4 shows that Price (X1), Brand Image (X2), Product Quality (X3), and Purchase Decision (Y) all matched this requirement. These results show that all questionnaire questions measure their constructs consistently and are trustworthy for analysis. The validity and reliability tests confirm the research tools' accuracy and consistency. This allows the data to be confidently used for subsequent analyses, such as regression testing and hypothesis evaluation, supporting scientifically robust and credible conclusions about Price, Brand Image, Product Quality, and Purchase Decision variables. 
3.3 Descriptive Analysis of Responses

Based on 130 Pinkflash cosmetic consumers' replies, the descriptive analysis of respondents' impressions gives thorough insight into this study's important factors, including Price (X1), Brand Image (X2), Product Quality (X3), and Purchase Decision (Y). This research identifies customers' general inclinations and strengths toward each aspect to provide an empirical framework for analyzing Pinkflash product consumer behavior. There was substantial agreement on Pinkflash goods' affordability and value, with a mean score of 4.32 for Price (X1). The highest-rated item was that Pinkflash was cheaper than other companies in the same product category, with a mean of 4.46. Pinkflash's online and offline availability makes it convenient and stimulates purchases, according to this result. The second-highest comment, with a mean of 4.37, said respondents thought the price matched the product's features. This shows that buyers not only assess items based on cost but also see a reasonable match between price and benefits, increasing satisfaction and value. With a mean of 4.33, the item highlighting Pinkflash's costs emphasizes the significance of affordable pricing for extending market reach, especially among students and young customers. The lowest-rated item in this dimension, with a mean of 4.15, stressed that the price matches the perceived quality, indicating that people see the product as a good bargain, which drives repeat purchases and loyalty. 
Participants' Brand Image (X2) mean score of 4.12 indicates a reasonably strong impression. Its highest mean score, 4.16, was for “Pinkflash possesses good product quality,” showing that people value the brand both for its price and quality. Strong and identifiable brand images boost customer confidence, brand loyalty, and repeat purchases. Pinkflash is well-known in Indonesia, according to the second item, which had a mean of 4.15. Digital marketing and social media presence increases brand exposure. Finally, the view that Pinkflash promotes a natural and lovely appearance had a mean of 4.05, demonstrating the brand's compatibility with current beauty trends, particularly among teenagers and young adults who prefer natural cosmetics over heavy makeup. This link between brand impression and customer lifestyle choices strengthens Pinkflash's cosmetic market position. 
Consumers believe Pinkflash matches their expectations, as Product Quality (X3) has a mean score of 4.13. The most popular item, with a mean of 4.28, was Pinkflash boosts self-confidence. This shows that quality evaluation goes beyond safety and usefulness to include psychological advantages, which are essential to customer loyalty. The second item, “Pinkflash is safe and easy to use,” got 4.12, showing that product dependability and usability affect consumer satisfaction. The item with the lowest mean, 4.00, highlighted long-lasting product performance, demonstrating that although customers recognize durability, there is room for development to improve competitive posture. Pinkflash satisfies practical criteria and boosts self-esteem and contentment, according to respondents. 
Purchase Decision (Y) had a mean score of 4.39, suggesting that respondents were likely to buy Pinkflash items. The highest-rated statement, with a mean of 4.45, showed that customers are eager to promote Pinkflash to others, highlighting the importance of word-of-mouth effect, especially among teenagers who actively share experiences. The item “I will repurchase Pinkflash products,” with a mean of 4.42, shows brand loyalty despite respondents' young age. Product quality strongly impacts purchase choices, as respondents favor safe and effective cosmetics that increase confidence (mean 4.38). Finally, the mean of 4.34 for the statement about favorable reviews shows how social proof on social media and e-commerce platforms reduces buy hesitation and encourages first try. These comments show that pricing, quality, and brand reputation substantially influence customer decision-making and loyalty, proving that Pinkflash fits the demands of its target market. 
3.4 Multiple Linear Regression Test

The multiple linear regression study shows how Pinkflash customers' Price (X1), Brand Image (X2), Product Quality (X3), and Purchase Decision (Y) relate. When price, brand image, and product quality are zero, the baseline purchasing decision is 28,241. This is the reference point for understanding predictor variable effects. Based on the regression coefficient for Price (X1), a one-unit rise in customers' price perception would increase purchase decisions by 0.442 units, provided other variables stay constant. This shows that price influences Pinkflash product purchases the most of the three predictors, showing that buyers are particularly price sensitive. The 5.755 t-value and 0.000 p-value prove this impact is statistically significant. 
Holding all variables equal, a one-unit improvement in brand perception enhances the purchase decision by 0.090 units for Brand Image (X2). Although brand image has a lower impact than price, its positive coefficient and substantial p-value of 0.018 suggest it still influences customer behavior. A one-unit improvement in perceived quality improves the purchasing decision by 0.170 units, according to the regression coefficient of Product Quality (X3). Prior descriptive study supports this conclusion, emphasizing the necessity of meeting customers' safety, usability, and psychological expectations. The regression equation, Y = 28.241 + 0.442X1 + 0.090X2 + 0.170X3 + e, shows that price influences purchase decisions the most, followed by product quality and brand image, providing a quantitative understanding of Pinkflash consumer behavior.


Table 1. Multiple Linear Regression Results
	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	

	Constant
	28.241
	6.454
	-
	4.376

	Price (X1)
	0.442
	0.077
	0.430
	5.755

	Brand Image (X2)
	0.090
	0.038
	0.168
	2.388

	Product Quality (X3)
	0.170
	0.041
	0.299
	4.116


 
3.5 Partial Test

Price (X1), Brand Image (X2), and Product Quality (X3) were tested for their effects on Purchase Decision (Y) using the partial hypothesis test. The test used the t-test with a significance threshold of 0.05 (α = 5%) and sufficient degrees of freedom. The partial test tests the hypothesis about how price, brand image, and product quality affect Pinkflash product purchases in Bandar Lampung. The null hypothesis (Ho) held that each independent variable has no substantial partial impact on the dependent variable, whereas the alternative hypothesis (Ha) held that each variable did. A p-value (significance) less than 0.05 rejected Ho, suggesting a substantial impact, whereas a p-value greater than 0.05 accepted Ho, indicating an inconsistent effect. The 95% confidence level t-table value was 1.96. 
Table 2. Partial Hypothesis Test Results
	Hypothesis
	Significance 
(p-value)
	Coefficient (B)
	Conclusion

	H1: Price → Purchase Decision
	0.000
	0.442
	Accepted, positive significant effect

	H2: Brand Image → Purchase Decision
	0.018
	0.090
	Accepted, positive significant effect

	H3: Product Quality → Purchase Decision
	0.000
	0.170
	Accepted, positive significant effect



The t-test in Table 2 shows that all three independent factors positively and substantially impact purchasing choices. Price (X1)'s t-value of 5.755 with a significance of 0.000 exceeds the t-table, validating H1. Brand Image (X2) has a t-value of 2.388 and a significance of 0.018, supporting H2, whereas Product Quality (X3) has 4.116 and 0.000, indicating H3. All hypotheses are supported by these findings. 
The coefficient of determination (R²) is 0.419, showing that Price, Brand Image, and Product Quality explain 41.9% of purchasing choices. Additional elements including marketing, customer reviews, and societal considerations impact the remaining 58.1%. The Adjusted R² of 0.405 indicates the model's robustness, taking into consideration the number of predictors. The results indicate that these three characteristics strongly influence customer buying choices. 



3.6 The Effect of Price on Purchase Decisions for Pinkflash Products in Bandar Lampung

As per the t-test, Price (X1) has a t-count value of 5.755, which is higher than the t-table value of 1.665, with a significance level of 0.000 < 0.05. This verifies H1, showing that price positively and significantly affects Pinkflash product purchases in Bandar Lampung. Pinkflash items are cheaper than other brands in the same category, according to the highest mean price value. This price and perceived advantages of Pinkflash goods encourage people to buy them. Pricing's beneficial influence is due to customers' predisposition to prioritize costs when making purchases, especially in the cosmetic sector with many brands and pricing points. Pinkflash is considered cheaper than its rivals while yet providing good quality. This combination creates a sense of value, encouraging consumers—especially students, university students, and young workers—to buy the goods. Previous studies confirm this. Sovania & Iksan (2024) says pricing influences purchases positively. Havidz (2022) discovered that quality-based pricing promotes customer interest in local fashion. These studies show that price is more than just an economic factor; it also indicates customers' value and pleasure. Pinkflash's pricing boosts its appeal, encouraging target customers to buy. 
3.7 The Effect of Brand Image on Purchase Decisions for Pinkflash Products in Bandar Lampung

The t-test on Brand Image (X2) shows a significant difference between the t-count value of 2.388 and the t-table value of 1.665, with a significance level of 0.018 < 0.05. This data supports H2, showing that Brand Image positively and significantly affects Pinkflash product purchases in Bandar Lampung. This shows that Pinkflash is a popular cosmetic brand in Indonesia, delivering items whose quality matches their pricing, enticing people to buy. The highest mean answers for this variable suggest that customers value safety and simplicity of use as product quality, which explains Brand Image's favorable impact. Pinkflash has no negative effects and may be used everyday, making it comfortable. These safety factors encourage people to test and use the product. This strengthens Pinkflash's reputation as a cosmetic brand for a wide variety of customers, especially teenagers starting to use cosmetics. Previous study confirms these conclusions. Ginting et al. (2025) showed that Brand Image boosts purchases. Ardiana & Wardhani (2022) found that brand image influences consumer purchasing choices because people link renowned brands with product quality. A great brand image for Pinkflash boosts trust, perceived value, and customer propensity to buy and brand loyalty. 
3.8 The Effect of Product Quality on Purchase Decisions for Pinkflash Products in Bandar Lampung 

Based on the t-test, the Product Quality variable (X3) shows a significant t-count value of 4.116, surpassing the t-table value of 1.665 (p-value < 0.05). This data supports H3, showing that Product Quality positively and significantly influences Pinkflash product purchases in Bandar Lampung. Thus, buyers are more likely to buy Pinkflash items if they think the product is good. Product Quality is a major reason high school students prefer Pinkflash, explaining its beneficial impact. Quality cosmetics boost confidence and provide superb makeup effects. Pinkflash goods are suitable for teenagers since quality is linked to safety and comfort throughout regular use. Quality builds customer confidence in the brand, reinforcing their purchases and perhaps encouraging recurring usage. Previous research shows that product quality influences customer behavior. High product quality boosts consumer purchase intention, underscoring the need of quality standards to retain and grow customer loyalty. In the electronics industry, customers choose high-quality items. Ammann et al. (2024) found that buyers prioritize product quality before purchasing. These studies confirm that great product quality influences customer choices and builds brand trust and loyalty. 
4. Conclusion

The data and discussion confirm the basic hypothesis that price, brand image, and product quality impact Pinkflash product purchases in Bandar Lampung. First, pricing positively and significantly influences purchasing choices, demonstrating that Pinkflash items' inexpensive price motivates people to buy. Pinkflash items are affordable and accessible, so consumers feel they're getting value for their money. Second, brand image favorably and substantially impacts purchasing choices, demonstrating that Pinkflash goods' perceived quality and advantages match. This includes durability, pigmentation, and brand reputation, which increases customer trust in the product. Third, product quality positively and significantly influences purchasing choices. High-quality goods meet customer expectations for advantages, convenience of use, and outcomes, promoting first and recurrent purchases. 
These findings suggest various ways to improve Pinkflash's marketing approach. As the lowest mean score was found in the assertion that product price matches quality, Pinkflash should regularly assess its pricing approach to meet customer expectations. Brand image was lowest when Pinkflash was seen as natural; brand positioning and product advantages should be improved. The lowest mean for product quality was the statement about the product's potential to boost self-confidence, indicating a need for longer-lasting, lightweight, and skin-type-friendly formulations. To further understand how subjective aspects affect purchase choices, future studies may include moderating variables including confidence in product evaluations, different beauty tastes, and customer buying power. This method would provide more accurate marketing advice. 
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