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This study aims to determine and analyze the 

effect of product quality and brand image on the 

purchasing decision of Madame Gie Blush in 

Surabaya. The population in this study were 

users of Madame Gie Blush in Surabaya. The 

sampling method used non-probability 

sampling with a purposive sampling technique 

and obtained a sample of 60 respondents. This 

study uses data analysis using the component-

based Structural Equation Model (SEM) method 

using Partial Least Square (PLS) analysis. In this 

study, primary data was obtained from 

questionnaires distributed to the respondents. 

The results show that product quality and brand 

image have a significant positive effect on 

purchasing decisions for Madame Gie's blush 

cosmetics in Surabaya. 
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INTRODUCTION 
With the development of the current era, business competition is also 

experiencing growth. This business competition makes companies required to 
compete competitively to meet the needs of people's lives. The increasing 
number of developments that have occurred in the necessities of life, has made 
many new companies compete to try to meet the needs of consumers' lives, one 
of which is cosmetics. Based on data from the Central Statistics Agency (BPS), 
the cosmetic industry which includes the pharmaceutical, chemical and 
traditional medicine sectors will grow by 9.61% in 2021. In addition, BPOM RI 
said the number of companies in the cosmetic industry increased to 20.6%. 
From 2021 to July 2022, a total of 819 cosmetic industries will increase to 913 
industries. The increase in the number of business actors in the cosmetics sector 
was dominated by the MSME sector with a share of 83%. This shows a very 
high market opportunity for the cosmetics industry. 

Based on data on the BPOM website regarding the approval of permits, 
from September 2022 to February 2023, cosmetic products dominated. With the 
high competition in the cosmetic industry in Indonesia, every cosmetic industry 
offers a value that is more than just the product's function so that it can attract 
the attention of consumers, therefore companies must improve product quality. 
According to Tjiptono (2008) in (Ashari et al., 2020) quality is a combination of 
properties and characteristics that determine the extent to which output can 
meet the prerequisites of customer needs or assess to what extent these 
properties and characteristics meet their needs. With the creation of good 
product quality, it can increiase i purchasing de icisions. 

Thei incre iasing cosme itic industry nowadays is that some i peiople i arei 
inte ireiste id in cre iating the iir brand, including artists. In re ice int ye iars, se ive iral 
artists have i launche id theiir cosme itic brands. With so many e inthusiasts today, 
compeitition in thei cosmeitic industry is incre iasing. In this condition, companie is 
must make i various eifforts to increiase i purchaseis. One i strateigy is to creiate i a 
positive i brand image i. According to Shiffman and Kanuk (Shintia Ayu, 2018), 
"Consume irs always choose i brands base id on theiir image i. The i positive i 
impre issions and e ixpe irie ince is that consume irs ge it from a product deipe ind on the i 
customeir's ability to ide intify the i various information theiy ge it. 

Madamei Gie i is one i of thei cosme itic industrie is owne id by artist Gise illa 
Anastasia which was introduceid in 2018. Madamei Gie i is a cosme itic product 
that offeirs se ive iral cosme itic products such as lipstick, blush, e iye i shadow, liptint, 
and otheirs. This Madame i Gie i product can bei use id by all pe iople i and all of its 
products havei be ie in reigiste ireid with BPOM. With cosmeitic priceis that arei 
affordablei and of good quality, Madame i Gie i is thei most sought-afteir cosme itic, 
e ispe icially blush. 

Madamei Gie i's blush sale is in e iarly 2022, according to thei surve iy age incy 
Compass.com, Madamei Gie i's blush beicame i thei beist-se illing se ille ir on ei-
commeircei, both Shope ie i and Tokopeidia. Howe iveir, at thei be iginning of 2023, 
Madamei Gie i's blush e ixpe irie inceid a veiry significant de icline i, Madamei Gie i's 
blush was no longe ir thei top choicei like i in 2022. This was be icause i in Octobe ir 
2022 Madamei Gie i shockeid thei meidia be icause i approximateily threie i of heir 
products weire i withdrawn from circulation, thei third product is Madamei Gie i 
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Swe ie it Cheieik Blushe id 03. Undeir this condition, many peiople i assume i that 
Madamei Gie i doe is not prioritize i the i safe ity of its products. As a re isult, it had an 
impact on Madamei Gie i's brand image i which be icame i neigative i so that thei 
company had to withdraw all products in circulation. 

Base id on thei above i proble ims, re ise iarcheirs are i inte ireiste id in conducting 
reise iarch with thei title i "Thei Influe ince i of Product Quality and Brand Image i on 
Purchasing De icisions of Madame i Gie i's Blush On Cosme itics in Surabaya. This 
study aims to de iteirmine i and analyze i thei e iffe ict of product quality and brand 
image i on purchasing de icisions. 
 

LITERATURE REVIEW 
Product Quality 

According to Kotleir and Armstrong (2008: 244) in (Ashari e it al., 2020) 
product quality is a se it of characteiristic fe iatureis of goods and se irviceis that can 
me ieit neie ids which is the i notion of a combination of durability, reiliability, 
accuracy, eiase i of mainte inancei and othe ir attributeis of a product. Product quality 
indicators according to David Garvin (2010) in (Purnamawati e it al., 2020), 
name ily: a. Pe irformancei. b. reiliability. c. suitability. d. Durability. e i. Ae istheitics. 
f. Fit and Finish 
 
Brand Image 

According to Tjiptono (2015: 49) in (Syafulloh e it al., 2021) brand imagei is 
a deiscription of consume ir associations and be ilie ifs about ceirtain brands. 
Meianwhile i, according to Se itiadi (2003: 180) in (Affasy & Aqida Nuril Salma, 
2021) brand image i is a re ipre ise intation of thei ove irall pe irce iption of a brand which 
is forme id from information and past e ixpe irieince is with that brand. Brand Image i 
indicators according to Kotleir & Keille ir (2012: 10) in (Syahrazad & Hanifa, 2019), 
name ily: a. Corporatei Image i. b. Use ir Image i. c. Product Image i. 
 
Buying Decision 

Schiffman and Kanuk (2004: 547) in (Ashari e it al., 2020) de ifine i a 
purchasing de icision as se ile icting from two or morei alte irnativei purchase i 
deicision options, me ianing that a pe irson can makei a de icision, and se ive iral 
choiceis must be i available i. Purchasing de icision indicators according to Kotle ir & 
Keille ir are i: a. Stability in a product. b. Habits in buying products. c. Give i 
reicomme indations to otheirs. 
 
Influence of Product Quality on Purchasing Decisions 

Products arei anything that can be i offe ireid to a marke it for sale i. According 
to Tjiptono (2008) in (Ashari eit al., 2020) quality is a combination of propeirtieis 
and characteiristics that de iteirmine i thei e ixteint to which thei output can meie it the i 
pre ireiquisite is of customeir neie ids or asse iss to what eixteint thei propeirtieis and 
characteiristics me ie it theiir ne ie ids. This is supporteid by re ise iarch conducteid by 
(Maulidia e it al., 2021) which state is that product quality and brand imagei both 
have i a positive i and significant influe incei on purchasing de icisions. In this study, 
product quality variable is have i a gre iate ir influe incei on purchasing de icisions. 
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Influence of Brand Image on Purchasing Decisions 
Thei image i that is be ilie ive id by consume irs of a brand varieis gre iatly from 

thei pe irceiption of e iach individual. If the i image i e imbe idde id in a product is good 
and positive i, consumeirs will buy the i product beicause i theiy fe ie il safe i. Shiffman 
and Kanuk (2016) (Ashari e it al., 2020), argue i that consume irs always choose i 
brands base id on theiir image i. The i positive i impre ission that consume irs ge it from 
a product that has be ie in offe ireid de ipeinds on the i customeir's ability to ide intify the i 
various information theiy ge it. This is supporte id by a stateime int (Ristanti & 
Iriani, 2020) which stateis that the i brand image i variable i is known to have i a 
significant influe ince i on purchasing de icisions. 
 
Conceptual Framework 

 
Figure i 1. Conceiptual Frame iwork 

 
Hypothesis 
H1: It is suspe icte id that product quality affe icts purchasing de icisions for 
Madamei Gie i's blush on cosme itics in Surabaya 
H2: It is suspe icte id that brand image i affe icts purchasing de icisions for blush in 
cosme itics Madamei Gie i in Surabaya 
 
METHODOLOGY 

This re ise iarch is quantitative i. The i population in this study we ire i use irs of 
Madamei Gie i Blush in Surabaya. The i sample i of this reise iarch is thei consumeirs of 
Madamei Gie i's blush on use irs in Surabaya who havei thei characteiristics re iquireid 
in thei re ise iarch and can bei use id as reisponde ints. Thei sample is take in we ire i 60 
reisponde ints. Thei sampling te ichnique i use id in this re ise iarch is non-probability 
sampling with a purposive i sampling te ichniquei. The i type i of data use id in this 
reise iarch is primary and se icondary data. Primary data was obtaineid by 
distributing que istionnaire is to Madame i Gie i Blush on use irs in Surabaya. While i 
se icondary data is obtaineid from neiws, article is, social me idia, and otheirs. The i 
data colleiction me ithod in this study was to distribute i que istionnaire is to 
reisponde ints according to thei characte iristics of the i reise iarch. Thei data analysis 
me ithod useid in this study useis componeint-base id Structural Eiquation Mode iling 
(SE iM) using the i Partial Leiast Square i (PLS) analysis tool. Thei PLS analysis tool 
was chose in beicause i it is wide ily use id for causal-preidictive i analysis and is an 
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appropriatei te ichniquei for use i in preidictive i applications and the iory 
deive ilopme int in this study. 
 
RESEARCH RESULT 

Theire i arei outlie irs if E ixpe insive i. Maximum Distance i > Prob. & Numbe ir of 
variable is [=CHIINV(0.001;12) : se iarch via E ixceil]= 32.909 

 
Table i 1. Outlie ir Te ist Re isults 

 
 
 
 
 
 
 
 
 
 
 

Source: Data Process 
 

Base id on thei se icond outlie ir teist table i, thei E ixpe insive i value i is obtaine id. 
Thei maximum distance i of the i reispondeint's data is 23.809, which is smalle ir than 
thei spe icifie id Mahal Distance i Maximum outlie ir of 32.909, which me ians that 
theire i arei no outlie irs in thei data, with Thus it can be i said that thei data has good 
quality and can be i continueid for furthe ir proceissing with a total of 60 case is of 
reisponde ints. 

Table i 2. Oute ir Loadings (Meian, STDE iV, T-Value is 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
Source: Data Process 
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Base id on thei outeir loading table i above i, all re ifle ictive i indicators on thei 
variable i Product Quality (X1), Brand Image i (X2), and Purchasei De icision (Y) 
show a factor loading (original sample i) gre iate ir than 0.50 and or significant 
(Value i The i T-Statistic is more i than the i value i of Z α = 0.05 (5%) = 1.96), thus the i 
reisults of thei eistimation of all indicators havei me it Conveirge int validity or good 
validity. 

Table il 3. Ave irage i Variance i Eixtracteid (AVE i) 
 

 
 

Source: Data Process 

 
Thei ne ixt meiasure ime int modeil is the i Aveirage i Variance i Eixtracteid (AVEi) 

value i, which is the i value i indicating thei magnitude i of thei indicator variance i 
containeid by the i late int variable i. Conveirge int AVEi value is gre iateir than 0.5 
indicatei good ade iquacy of validity for late int variable is. On the i re ifle ictive i 
indicator variable i, it can bei se ie in from thei Aveirage i variance i eixtracteid (AVE i) 
value i for e iach construct (variablei). A good modeil is re iquire id if the i AVE i value i 
of eiach construct is gre iateir than 0.5. 

AVE i teist reisults for the i Product Quality variable i (X1) of 0.519232, Brand 
Image i variable i (X2) of 0.827559, and Purchasei De icision (Y) of 0.810339, the ise i 
threie i variable is show a valuei of morei than 0.5, so oveirall the i variable is in this 
study can be i said to havei good validity. 

 
Table i 4. Compositei Re iliability 

 
 

 
Source: Data Process 

 

Construct reiliability is me iasure id by the i compositei re iliability value i, the i 
construct is re iliable i if the i composite i re iliability value i is above i 0.70 the in thei 
indicator is calle id consiste int in me iasuring its late int variable is. The i Composite i 
Re iliability te ist re isults show that the i Product Quality variable i (X1) is 0.864575, 
Brand Imagei variable i (X2) is 0.935035, and Purchase i De icision (Y) is 0.927589, 
theise i threie i variable is show a Compositei Re iliability value i above i 0.70 so it can be i 
said that all variable is in this study are i reiliable i. 
 

Table i 5. Lateint Variable i Correilation 
 

 
 
 
 

Source: Data Process 
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Figure 2. PLS Model 
Analysis 

 

 

From thei table i of lateint variable i correilations above i, the i aveirage i 
correilation value i be itwe ie in one i variable i and anothe ir shows an ave irage i 
correilation value i that is mode iratei. Thei highe ist correilation value i is found 
be itweie in the i Product Quality variable i (X1) and the i Purchase i De icision (Y) 
0.710846, it can also be i state id that among the i variable is in the i re ise iarch modeil, 
thei re ilationship be itwe iein the i Product Quality variable i (X1) and the i Purchase i 
De icision (Y) shows a stronge ir reilationship than the i re ilationship be itwe ie in otheir 
variable is, this also it can be i inte irpreiteid that in this re ise iarch mode il, the i le ive il of 
purchasing de icisions is more i influe inceid by thei product quality variable i than 
thei brand image i variable i. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

                   Source i: Data Process 
 

From thei PLS output image i above i, it can be i se ie in that thei magnitude i of 
thei factor loading value i for e iach indicator is locateid above i thei arrows be itwe ie in 
variable is and indicators, you can also se ie i thei magnitude i of the i path coeifficie ints 
(path coeifficie ints) which are i above i the i arrows be itweie in e ixoge inous variable is 
and eindogeinous variable is. Be iside is that, it can also bei se ie in that thei magnitude i 
of thei R-Square i is right inside i the i circle i of eindoge inous variable is (Purchasing 
De icision variable is). 

Table i 6. R-Square i 
 

 
 

Source: Data Process 

 
R2 value i = 0.529856. It can be i inte irpre iteid that thei mode il can e ixplain the i 

phe inomeinon of purchasing de icisions that arei influe ince id by inde ipe indeint 
variable is including product quality and brand image i with a variance i of 52.98%, 
while i the i reimaining 47.02% is e ixplaine id by otheir variable is outside i this study 
(be iside is product quality and Brand Image i). In addition to knowing the i value i of 
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R2, thei Goodneiss of Fit of the i reise iarch modeil can bei known from thei 
magnitude i of Q2 or Q-Squarei preidictive i reile ivancei for structural modeils, which 
is to me iasure i how we ill the i obse irve id value is produce id by the i mode il and also its 
parameite ir e istimateis. Q-square i value i > 0 indicate is the i mode il has pre idictivei 
reile ivance i; On thei otheir hand, if thei Q-Squarei ≤ 0 indicateis thei modeil lacks 
pre idictivei reile ivance i. Thei q-Squarei calculation is done i by the i formula: 

Q2 = 1 – ( 1 – R 2 ) ( 1 – R 2 ) ... ( 1- R 2 ) wheirei R 2, R 2 ... R 2 arei thei R-
square i of thei eindoge inous variable is in thei eiquation modeil. The i value i of Q2 has 
a range i of 0 < Q2 < 1, whe ire i close ir to 1 me ians the i modeil is be itte ir. This Q2 
quantity is e iquivale int to thei total coeifficie int of deiteirmination in path analysis. 

In this study, the i value i of Q2 is: Q2= 1 – (1 – 0,529856) = 0,529856. From 
thei reisults of thei Q2 calculation with a reisult of 0.529856, it can bei concludeid 
that thei re ise iarch modeil can be i said to fulfill pre idictive i reile ivance i. 

 

 
Source: Data Process 

 

From thei table i above i it can bei conclude id that thei hypotheisis state is: 
Product quality (X1) has a positive i e iffe ict on purchasing de icisions (Y) Madamei 
Gie i's blush on cosme itics in Surabaya is acce iptable i, with a path coe ifficie int of 
0.614625, and a T-statistic valuei of 9.822919 > 1.96 (from tablei value i Zα = 0, 05) 
or P-Value i 0.000 <0.05, with a significant (positive i) reisult. Brand Image i (X2) has 
a positive i eiffe ict on Purchasing De icisions (Y) Madamei Gie i's blush on cosme itics 
in Surabaya is acce iptable i, with a path coeifficie int of 0.183884, and a T-statistic 
value i of 2.167077 > 1.96 (from tablei value i Zα = 0, 05) or P-Value i 0.032 <0.05, 
with a significant (positive i) re isult. 
 
DISCUSSION 
Effect of Product Quality on Purchasing Decisions 

Base id on thei reisults of the i re ise iarch that has be ie in donei, thei re isults of the i 
product quality variable i havei a significant positive i e iffeict on purchasing 
deicisions. on purchasing de icisions. This re isult me ians that thei be itteir thei quality 
of thei product offeireid, thei highe ir the i purchase i deicision. 

In this study, it was found that thei product quality variable i indicate id 
that thei indicator that had thei gre iateist contribution to purchasing de icisions was 
thei indicator 'the i main function of a product' which me ians that use irs of 
Madamei Gie i blush te ind to pay atteintion to thei main function of Madamei Gie i 
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blush. If the i main function of thei product is good and can be i use id according to 
its function thein this can eincouragei the ise i use irs to purchasei blush-on products 
from Madamei Gie i. Conveirse ily, if the i main function cannot bei use id according 
to its function, thei use ir will think again or use i products from otheir brands. 

Thei re isults of this study are i by re ise iarch conducteid by (Maulidia e it al., 
2021) which stateis that thei variable is of product quality and brand imagei both 
have i a positive i and significant influe incei on purchasing de icisions. In this study, 
product quality variable is have i a gre iate ir influe incei on purchasing de icisions. Thei 
two indeipe indeint variable is cannot bei said to bei veiry good, beicause i theire i arei 
still ne igative i pe irce iptions from reispondeints. 
 
The Effect of Brand Image on Purchasing Decisions 

Base id on thei reisults of thei re ise iarch that has be iein donei, thei re isults show 
that thei brand image i variable i has a significant positive i e iffe ict on purchasing 
deicisions. This re isult me ians that thei be itteir thei brand image i, the i highe ir thei 
purchase i deicision. In this study, it was found that thei brand image i variable i 
indicateid that thei indicator that had the i gre iateist contribution to purchasing 
deicisions was thei 'product imagei' indicator which meians that Madamei Gie i 
blush use irs teind to pay atteintion to the i image i of a Madamei Gie i blush product. 
If thei product imagei of Madamei Gie i's blush is good, it can eincouragei use irs to 
buy blush on Madame i Gie i's products. Like iwise i, if the i image i of a product is not 
good, use irs will think again or use i products from otheir brands. 

Thei re isults of this study are i by re ise iarch conducteid (Ristanti & Iriani, 
2020) which stateis that thei brand image i variable i is known to have i a significant 
influe ince i on purchasing de icisions. Theise i re isults are i also the i same i as thei 
reise iarch conducteid by (Hasan e it al., 2020) whose i reisults show that partially and 
simultane iously inde ipe indeint (product quality and brand imagei) togeithe ir have i a 
significant e iffe ict on thei re ilateid variable i (De icision to Purchasei Wardah Products 
for Womein with Hijab in Gorontalo City). 
 
CONCLUSIONS AND RECOMMENDATIONS 

Product quality can contributei to purchasing de icisions for Madamei Gie i's 
blush on cosme itics in thei city of Surabaya. The i beitteir thei quality of thei product, 
thei highe ir the i purchase i deicision of thei use ir. Brand image i contributeis to thei 
purchasing de icision of Madamei Giei's blush cosme itics in thei city of Surabaya. 
Thei be itte ir thei image i of a company, the i highe ir the i purchase i de icision by 
customeirs. 
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