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Abstract 

Indonesia is one of the countries where the trend of skincare and self-care is growing 

rapidly. Not only for women but also for men, following the trend of self-care, supporting good 

looks and adding attractive value. "Men’s grooming", is increasing. For this reason, male self-

care is getting more and more attention, and the male self-care industry is growing. It is 

important to take care of the skin for men regularly, especially for those who are outside every 

day. This study is a quantitative study where the population in this study are all users of skincare 

Garnier men in Indonesia. This study aims to determine the effect of brand image, price 

perception and purchasing decisions on Garnier's consumer of male skincare users in 

Indonesia. The variables in this study are brand image and price perception as independent 

variables. And the purchase decision variable as the dependent variable. The results of the first 

regression show that there is a significant influence between the brand image on purchasing 

decisions on Garnier Men skincare. The results of the second regression indicate that there is 

an influence of price perception on Garnier Men's skincare purchasing decisions. Based on 

research that has been conducted on Garnier consumers, male skincare users in Indonesia, 

regarding the impact of brand image and perceived price on purchasing decisions of men's 

skincare at Garnier Men. 

Keywords: Brand Image, Perceived Price, Purchase Decision, Men's Skincare, Quantitative 

Method. 

Introduction 

Skin is one of the organs of the body that has the largest area among other organs and 

functions to wrap meat and protect internal organs (Willayat et al., 2022). This important skin 

function requires everyone to maintain and care for the skin so that it can function properly. 

One of the steps that can be taken is to take care of the skin. Indonesia is one of the countries 

where the trend of skincare and self-care is growing rapidly (Rubiyanti et al., 2022). Self-care 

and grooming are the current trends, not only for women but also for men, following the trend 

of self-care, supporting good looks, and adding attractive value. Skin that is rougher and 

tougher than women's certainly presents various challenges for men in terms of taking care of 

themselves or taking special care of. 
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One of the reasons men use facial skincare is to increase their self-confidence. In 

addition, men in Indonesia have also used a variety of skincare products. According to a survey, 

95% of men in Indonesia claim to care about the appearance of their skin because they feel 

comfortable and are more confident in their daily lives (Wisnubarata, 2021). 

 
Figure 1 The growth of the Men's Beauty Industry 

Source: www.Tirto.id 

Based on Figure 1.1, it can be concluded that the men's make-up industry is growing 

every year. In 2017, the men's grooming market will grow to $20.52 and will reach $27.76 over 

the next five years. It is estimated that 70% of men do not use facial or skincare tools, but 

interest in the body and facial care continues to grow. Market Researcher NPD Group also 

revealed that in 2019, men's skincare products experienced a sales spike of more than 7 percent 

(Beritagar, 2019). Routine skin care is not only important for women, but this also applies to 

men (Dewi et al., 2022). Caring for the skin for men is important routinely, especially for those 

who are outside every day. As is known, environmental factors such as sun exposure and 

pollution can cause various skin problems.  

http://www.tirto.id/
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There are a number of facial products that men commonly use, including moisturizers, 

cleansers, shaving and shaving creams, body scrubs, and sunscreen (Rubiyanti et al., 2022). 

This underlies the fulfillment of men's cosmetic needs and demands of many male consumers, 

and cosmetic manufacturers recognize this opportunity. From there, they began to produce 

cosmetics specifically for men. There are several cosmetics that men use. Examples are 

L'Oreal, L'Oreal Men Expert, and Garnier Men's products. (Source: www.viva.com).  

Figure 2 Data TOP brand index 2018 

Source: www.jakpat.net 

Figure 1.2 shows the top face wash brands in 2018. Garnier sits in the top position with 

31.76% of respondents. Number two belongs to Ponds (27.36%). Number three belongs to 

Vaseline (15.09%). The rest are Nivea (11.01%), Biore (3.45%), and L’Oréal (3.14%) in 2020. 

This indicates that there is a growing desire to buy Garnier. This purchase intention will be 

forwarded to the consumer's purchase intention later. According to (Kotler & Armstrong, 2017) 

purchase decision is the buyer's decision about which brand to buy. Complex decision-making 

processes often involve several decisions (Pradana et al., 2019). This decision involves a choice 

between two or more alternatives. Consumer purchasing decisions are the stage where 

consumers may also form an intention to buy the most preferred product, where the consumer's 

decision to modify, postpone, or avoid is strongly influenced by perceived risk. 

Literature Review 

Brand Image 

According to Keller brand image in (Widyasuti & Said, 2017) brand image is a 

consumer's perception of a brand which is also a reflection of memory that can be used and 

associated with the brand. According to Elisa et al. (2022) brand image is a situation where 

consumers think and feel an attribute of a brand so that consumers can properly stimulate 

consumer purchase intentions and increase brand value. 

http://www.jakpat.net/


  
 

Res Militaris, vol.12, n°5, December Issue 2022 145 
 

Perceived Price 

Savitri et al. (2021) explain that perception is the process used by individuals to select, 

organize and interpret information input to create a meaningful picture of the world. 

(Fatmawati & Soliha, 2017) explain that one of the sectors that influence customer perception 

is price. Companies can set high prices to form a perception of the quality of the product. 

Meanwhile, low prices can form the perception of buyers not trusting sellers because they doubt 

the quality of their products or services (Ullah et al., 2021). 

Purchase Decision 

According to Gusfei & Pradana (2022), purchase decision is the buyer's decision about 

which brand to buy. Complex decision-making processes often involve several decisions. This 

decision involves a choice between two or more alternatives. 

Theoretical Framework 

This frame of mind is a brief planning of the symptoms that are the object of the 

problem. In this study, the problem to be discussed is the effect of brand image and perceived 

price on purchasing decisions, which have previously been discussed regarding the influence 

of the field. This study aims to determine whether there is an influence between Brand Image 

and Perceived Price on purchasing decisions of Garnier's consumer of male skincare users in 

Indonesia. This is done so that businesspeople know the importance of marketing strategies so 

that customers can be interested in buying products that the company presents, as well as 

improvements to enhance the brand, product image, or price. This research is based on theories 

obtained from the research studies of Kusuma Wardani & Annie Susanto National Journal of 

science and business (2020) namely brand image, perceived price, and purchase decisions.  

 
Figure 3 Theoretical Framework 

Research Methodology 

Research Characteristics & Sampling Technique 

This research is using quantitative method. According to Zaman et al. (2021), 

quantitative method is a research method based on the philosophy of positivism, which is used 

to examine a particular population or sample, collect data, use research instruments, analyze 

quantitative/statistical data, with the aim of testing predetermined hypotheses. 
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Data Collection Process  

The data were gathered through the online questionnaire which come from 100 

respondents who use Garnier's consumer of male skincare users in Indonesia. 

Results and Discussion  

Descriptive Analysis 

Table 1 Descriptive Analysis Result 

Variable Total Score 
Maximum 

Score 
Percentage Category 

Brand Image (X1) 1549 2000 77.45% Good 

Perceived Price (X2) 1599 2000 79.95% Good 

Purchase Decision (Y) 2270 3000 75.67% Good 

Based on Table 1, the score of Brand Image (X1) is categorized as Good, the score of 

Perceived Price (X2) is categorized as Good, and the score of Purchase Decision (Y) is 

categorized as Good. 

Multicollinearity Test  

Table 2 Multicollinearity Test Result 

Source: Processed Data Result, 2020 

Based on the multicollinearity test using SPSS 26, the VIF result was 1.617, meaning 

VIF 10 and the tolerance result was 0.618, meaning tolerance 0.1. This states that in this study 

the regression is free from multicollinearity disorders. 

Multiple Regression Analysis  

Table 3 Multiple Regression Analysis 
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Based on Table 3 it is known that the constant value (α) = 6.371, Brand Image b1 = 

0.574, Product Price b2 = 0.429. Then the multiple linear regression equation can be written as 

follows:  

Y = 6,371 + 0,574X1 + 0,429X2 

From the multiple linear regression equation above, The constant value (a) is 6.371 with 

a positive value, meaning that if the dependent variable, namely investment decisions (Y) will 

be worth 6.371, then the independent variables, namely Brand Image (𝑋1), and Perceived Price 

(𝑋2) are considered constant or do not change. Or it could be if the Brand Image and Perceived 

Price are zero (0), then the Purchase Decision will be worth 6.371 units. 

The Brand Image variable (𝑋1) has a positive regression coefficient value of 0.574. 

This means that if the Brand Image variable increases or increases by one unit, then the 

Purchase Decision variable will increase by 0.574 units assuming that the other independent 

variable, namely Perceived Price (𝑋2), is constant or does not change. This can indicate that 

the Brand Image variable will have a positive effect on Garnier's consumer of male skincare 

users in Indonesia. 

The variable Perceived Price (𝑋2) has a positive regression coefficient value of 0.429. 

This means that if the Perceived Price variable increases or increases by one unit, then the 

Purchase Decision variable will increase by 0.429 units assuming that the other independent 

variable, namely Brand Image (𝑋1), is constant or does not change. This can indicate that the 

Perceived Price variable will have a positive effect on Garnier's consumer of male skincare 

users in Indonesia. 

With a significance of 0.00, which means <0.05, the x variables of Brand Image and 

Perceived Price had a substantiated positive effect on the y variable of Purchase Decision. 

T Test  

Table 4 T Test Result Based on table 4 above, it can be seen that: 

Brand Image variable ( X1 ) has a value of tcount (3.436) > ttable (1.96) and a 

significance level of 0.001 < 0.05, so H0  is rejected. Therefore, it can be concluded that 

partially there is a substantial (considerable) effect or impact of the Brand Image variable ( X1 ) 

on the Purchase decision (Y) with a Beta value of 0.574 or a large effect or impact of 57.4%. 

Perceived price variable ( X2 )  has a value of tcount (2.220) > ttable (1.96) and a 

significance level of 0.029 < 0.05, so H0  is rejected. Therefore, it can be concluded that 

partially there is a substantial (considerable) effect or impact of the Perceived Price variable 

( X2 ) on the Purchase decision (Y) with a Beta value of 0.429 or a large effect or impact of 

42.9%. 
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F Test  

Table 5 F Test Result 

 

In Table 5 Fcount is 21.149 with a 0.000 level of significance. As a result, Fcount > 

Ftable (21.149 > 3.09) and the significance level is 0.000 < 0.05. This demonstrates that H0 is 

rejected, and Ha is accepted, indicating that the x variables Brand Image and Perceived Price 

have a substantial (considerable) effect on the y variable, namely Purchase Decision. 

Coefficient of Determination (R2)  

The value of coefficient determination (R2) in this research can be seen in the Table 6 

as follows: 

Table 6 R Square Result 

 

Based on Table 6 it is known that the R square value is 0.304, so the coefficient of 

determination obtained is 0.304 x 100% = 30.4%. Shows that by using the regression model, 

the x variables, namely Brand Image and Perceived Price are in accordance with the coefficient 

interval. While the rest (100%- 30.4% = 69.6%) is explained by other unknown factors or 

variables and not included in the regression analysis in this study. 

Conclusion and Suggestion 

Conclusion 

Based on the results of research that has been done regarding the effect of Brand Image 

and Perceived Price on Garnier's consumer of male skincare users in Indonesia. Purchase 

Decisions who make purchases skincare Garnier men, several conclusions are obtained to 

answer several questions in this study. The conclusions obtained by the researchers are as 

follows: 

1. Brand Image on skincare Garnier Men is in a good category this is because the indicator 

on the Brand Image variable is unique for buyers (customers) among similar products.  
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2. Perceived Price on skincare Garnier Men are in a good category, this is because where 

Garnier Men’s skincare has an affordable price the others brand. 

3. Purchase decisions on skincare Garnier Men are in a good category, this is because 

skincare Garnier Men has succeeded in making consumers and visitors take appropriate 

decisions for their customers in running their business.  

4. Brand Image on skincare Garnier Men partially affects purchasing decisions so that if 

the brand image is higher, it will increase purchasing decisions product skincare Garnier 

Men.  

5. Perceived Price on skincare Garnier Men has an effect on purchasing decisions partially 

so that if the price of the product given is appropriate, it will increase purchasing 

decisions on skincare Garnier Men. 

6. Brand Image and Perceived Price have an effect on Purchase Decisions on skincare 

Garnier Men simultaneously by 30.4% and the remaining 69.6% is influenced by other 

variables that are not known and are not included in the regression analysis in this study. 

Suggestion  

Based on the analysis and discussion as well as the conclusions obtained, there are 

several suggestions submitted by the researcher to the parties involved in this study, including: 

Practical Suggestion  

In this practical aspect, the writer gives advice to skincare Garnier Men which is 

expected to be taken into consideration in running their business. The following are practical 

goals that the author can present. 

1. Garnier Men's skincare management can build good relationships with customers and 

maintain product quality so that the products sold can attract buying interest. It aims to 

maintain the company's image, especially to maintain the reputation of being the main 

choice of customers and prospective customers in choosing a skincare brand. 

2. Garnier Men can provide incentives. For example, they can provide discounted prices 

or give gifts in the form of travel kits at certain times or at the time of purchase with a 

certain nominal value, so that it is expected to increase buyers' interest in buying in 

large quantities or wanting to try other product variants. 

Theoretical Suggestions  

In this theoretical aspect, the author provides suggestions based on the results of 

research that has been done. In this theoretical aspect, it is hoped that it can contribute and 

benefit to develop research in the field of science, especially marketing science. The author 

suggests that for further research, it is hoped that researchers can develop further research by 

adding other variables to the study, to further expand existing research, and it is hoped that 

further research can use methods that the author has never used in this study. In this study, the 

author only uses two variables, namely the independent variable and the dependent variable. 

For this reason, it is hoped that researchers in future studies can research more broadly and 

improve previous research in order to create and produce good research for the future, such as 

factors that can influence purchasing decisions by adding other independent variables such as 

consumer loyalty, customer satisfaction, and service quality. 
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