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Abstract 

The global beauty industry is experiencing continuous growth as public awareness of 

self-care, skin health, and personal identity expression increases. This study aims to 

examine and analyze the influence of brand image, price, and product quality on 

customer trust and loyalty, as well as to examine and analyze the mediating role of 

customer trust in the relationship between brand image, price, product quality, and 

customer loyalty for beauty products in Jember Regency. The respondents in this study 

were 200 users of local beauty products in Jember Regency. The data source was a 

questionnaire distributed using proportional stratified random sampling. The data 

analysis technique used was Partial Least Squares (PLS) processed with SmartPLS 

software.The results of the study indicate that: 1) the influence of brand image on 

customer trust has a positive and significant influence on customer trust, 2) the influence 

of price on customer trust has a positive and significant influence on customer trust, 3) 

the influence of product quality on customer trust has a positive and significant 

influence on customer trust, 4) the influence of brand image on customer loyalty is not 

significant on customer loyalty, 5) the influence of price on customer loyalty has a 

significant influence on customer loyalty, 6) the influence of product quality on customer 

loyalty is not significant on loyalty, 7) the influence of customer trust on customer loyalty 

has a significant influence on loyalty, 8) Customer trust as a mediator between brand 

image and customer loyalty is proven to have a positive and significant indirect 

influence, 9) Customer trust as a mediator between price and customer loyalty has a 

positive and significant indirect influence, 10) Customer trust as a mediator between 

product quality and customer loyalty has a positive but insignificant indirect influence. 
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INTRODUCTION 

The Indonesian beauty industry has experienced substantial growth in 

recent years, driven by increasing public awareness of skincare, changing 

consumer lifestyles, and the rapid expansion of digital commerce. This 

development has enabled local beauty brands such as Wardah, Scarlett, 

Somethinc, and Azarine to compete successfully with international brands. As 

competition intensifies, retaining existing customers has become as important as 

acquiring new ones because customer loyalty contributes to long-term business 

sustainability and competitive advantage. 

Customer loyalty has been widely recognized as the result of positive 

consumer evaluations of a brand and its products. Previous studies have 

identified Brand Image, Price, and Product Quality as important determinants 

of loyalty. Brand image creates favorable perceptions and emotional attachment 

toward a brand, while appropriate pricing influences consumers' value 

perceptions and purchasing decisions. Likewise, product quality strengthens 

consumers' evaluations by consistently meeting or exceeding their expectations. 

However, previous empirical findings remain inconsistent regarding the direct 

influence of these variables on customer loyalty. 

Several studies have reported that brand image significantly improves 

customer loyalty, whereas other studies found that its influence becomes 

insignificant when consumers do not develop sufficient trust in the brand. Similar 

inconsistencies are also evident in studies examining price and product quality. 

Although reasonable prices and superior product quality are generally expected 

to encourage repeat purchases, several studies have shown that these factors do 

not always lead directly to customer loyalty. These contradictory findings 

indicate that the relationship between marketing attributes and customer loyalty 

may involve additional psychological mechanisms rather than direct causal 

effects alone. 

Customer trust has frequently been proposed as one of the most important 

relational constructs explaining how marketing activities influence consumer 

behavior. Trust reflects consumers' confidence that a brand consistently delivers 

reliable products and fulfills its promises. When consumers trust a brand, they 

become more willing to maintain long-term relationships and repeatedly 

purchase its products. Therefore, customer trust may function as an important 

mediating mechanism through which brand image, price, and product quality 

influence customer loyalty. 

Despite extensive studies examining customer loyalty in the beauty 

industry, previous research has primarily focused on metropolitan markets or 
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investigated the direct relationships among these variables. Limited empirical 

evidence has explored the mediating role of customer trust in explaining 

customer loyalty toward local beauty products in regional markets such as 

Jember Regency, where consumer characteristics and purchasing behavior may 

differ from those in large urban areas. 

Accordingly, the novelty of this study lies in examining customer trust as 

the mediating mechanism linking brand image, price, and product quality with 

customer loyalty among consumers of local beauty products in Jember Regency. 

By focusing on four leading Indonesian beauty brands—Wardah, Scarlett, 

Somethinc, and Azarine—this study provides empirical evidence from a regional 

market that has received limited attention in previous customer loyalty research. 

Based on this background, the objective of this study is to examine the effects 

of brand image, price, and product quality on customer loyalty, as well as to 

investigate the mediating role of customer trust among consumers of local beauty 

products in Jember Regency. 

 

LITERATURE REVIEW 

This study is grounded in the Theory of Planned Behavior (TPB) (Ajzen, 

1991) and the Commitment–Trust Theory (Morgan & Hunt, 1994). TPB explains 

that consumers' behavioral intentions are influenced by their attitudes, subjective 

norms, and perceived behavioral control. In the context of local beauty products, 

favorable evaluations of brand image, price, and product quality shape 

consumers' attitudes toward purchasing decisions and encourage behavioral 

intentions. However, favorable attitudes alone may not guarantee long-term 

loyalty. Commitment–Trust Theory complements TPB by explaining that 

customer trust is the key mechanism through which positive consumer 

perceptions develop into enduring customer relationships. Accordingly, this 

study proposes customer trust as the mechanism linking marketing attributes 

with customer loyalty. 

1. Marketing Attributes and Customer Trust 

Brand image, price, and product quality represent three important 

marketing attributes that shape consumers' trust toward a brand. According to 

Brand Equity Theory (Aaker, 1991), a favorable brand image reduces consumers' 

perceived risk and strengthens confidence in a brand. Similarly, Perceived Value 

Theory (Zeithaml, 1988) argues that consumers evaluate prices by comparing the 

benefits received with the monetary sacrifice required. Fair pricing therefore 

enhances perceptions of honesty and reliability, which subsequently strengthen 

https://issn.perpusnas.go.id/terbit/detail/20210617281787431


                    
Vol. 6 No. 2, 2026, 3741–3762 e-ISSN 2798-0170 

 

  The Role of Customer Trust in Mediating Brand Image… 

P
ag

e 
37

44
 

customer trust. In addition, Garvin (1987) emphasizes that consistent product 

quality provides tangible evidence of a firm's capability to satisfy customer 

expectations, thereby reinforcing consumer confidence. 

Previous empirical studies consistently report positive relationships 

between these marketing attributes and customer trust. Nevertheless, the relative 

influence of each variable differs across studies and industrial contexts, 

suggesting that consumer trust is shaped by multiple complementary factors 

rather than by a single marketing attribute. In highly competitive industries such 

as beauty products, consumers generally evaluate brand reputation, price 

fairness, and product performance simultaneously before developing trust in a 

particular brand. Therefore, customer trust is expected to emerge from the 

combined influence of these marketing attributes rather than from one factor 

alone. 

2. Customer Trust and Customer Loyalty 

Customer trust is widely recognized as one of the strongest determinants of 

customer loyalty. Commitment–Trust Theory proposes that trust encourages 

long-term commitment because consumers become more confident that a 

company will consistently fulfill its promises and deliver satisfactory products or 

services (Morgan & Hunt, 1994). Consequently, trusted brands are more likely to 

retain customers and encourage repeated purchasing behavior. 

Although numerous studies have confirmed the positive relationship 

between customer trust and customer loyalty, the underlying explanation 

extends beyond product satisfaction alone. Trust reduces consumers' perceived 

purchasing risk, strengthens emotional attachment, and increases confidence in 

future transactions. These mechanisms are particularly important in the beauty 

industry, where consumers often face uncertainty regarding product safety, 

compatibility, and effectiveness. Previous studies consistently support the 

significant contribution of customer trust to customer loyalty (Ikramuddin et al., 

2024; Octadina et al., 2024; Qomariah et al., 2025; Rahayu et al., 2025; Sutrisno et 

al., 2017), reinforcing the argument that trust represents an essential relational 

asset for sustaining long-term customer relationships. 

3. Customer Trust as a Mediating Mechanism 

Previous studies have reported inconsistent findings regarding the direct 

effects of brand image, price, and product quality on customer loyalty. While 

several studies identified significant direct relationships, others found that these 

marketing attributes do not consistently translate into customer loyalty. Such 

inconsistencies suggest that additional psychological mechanisms may explain 

how marketing activities influence loyal behavior. 
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Customer trust has increasingly been proposed as this mediating 

mechanism because it transforms favorable consumer perceptions into sustained 

purchasing commitment. Consumers who perceive a brand positively, consider 

its pricing fair, and experience satisfactory product quality are more likely to 

develop trust, which subsequently encourages long-term loyalty. Empirical 

evidence generally supports the mediating role of customer trust in explaining 

the relationships between marketing attributes and customer loyalty (Huda & 

Nugroho, 2020; Mertha & Respati, 2022; Satrio & Sudiono Putri, 2023; Yuliana & 

Hamzah, 2022). However, limited studies have simultaneously examined this 

mechanism among consumers of Indonesian local beauty products in regional 

markets. Therefore, this study extends previous literature by investigating 

customer trust as the mediating mechanism linking brand image, price, and 

product quality with customer loyalty in the context of local beauty products in 

Jember Regency. 

 

RESEARCH METHOD 

This study employed a quantitative research design with an explanatory 

approach to examine the causal relationships among brand image, price, product 

quality, customer trust, and customer loyalty through hypothesis testing 

(Sugiyono, 2021). The explanatory design was selected because the study aimed 

to test the proposed structural relationships and the mediating role of customer 

trust within the conceptual framework. 

The study was conducted in Jember Regency, East Java, Indonesia, from 

January to March 2025. Jember Regency was selected because local beauty 

products such as Wardah, Scarlett, Somethinc, and Azarine have gained 

considerable popularity among consumers in the region. The increasing use of 

local skincare products provides an appropriate setting for examining the factors 

influencing customer loyalty toward domestic beauty brands. 

The target population consisted of consumers who had experience using 

local beauty products. Respondents were selected using a purposive sampling 

technique based on three criteria: (1) residing in Jember Regency, (2) having used 

at least one of the selected local beauty brands (Wardah, Scarlett, Somethinc, or 

Azarine), and (3) having used the product continuously for at least three months. 

These criteria ensured that respondents possessed sufficient experience to 

evaluate the product attributes and customer trust. 

Primary data were collected through an online questionnaire distributed 

using Google Forms. All measurement items were adapted from previous 
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validated studies and assessed using a five-point Likert scale ranging from 1 

("strongly disagree") to 5 ("strongly agree"). A total of 200 valid responses were 

obtained and included in the analysis. The sample size exceeded the minimum 

recommendation of ten times the largest number of structural paths directed at a 

latent construct, thereby satisfying the requirements for SEM-PLS analysis (Hair 

Jr. et al., 2021). 

Data analysis was performed using Structural Equation Modeling–Partial 

Least Squares (SEM-PLS) with SmartPLS 3.0 software. The analytical procedure 

consisted of three stages. First, the measurement model (outer model) was 

evaluated through indicator reliability, convergent validity using outer loadings 

and Average Variance Extracted (AVE), discriminant validity using cross-

loadings, and internal consistency reliability using Composite Reliability and 

Cronbach's Alpha. Second, the structural model (inner model) was assessed using 

the coefficient of determination (R²), path coefficients, and predictive 

relationships among the constructs. Finally, hypothesis testing was conducted 

using the bootstrapping procedure with 5,000 resamples to estimate the 

significance of both direct and indirect effects. A hypothesis was accepted when 

the t-statistic exceeded 1.96, and the p-value was below 0.05 (Hair Jr. et al., 2021). 

SEM-PLS was selected because it is appropriate for examining complex 

structural relationships involving multiple latent variables and mediating effects 

while maintaining robust estimation for prediction-oriented research. 

 

RESULTS AND DISCUSSION 

Results 

The respondents in this study were customers of local beauty products in 

Jember Regency who used one of four major local skincare brands, namely 

Wardah, Scarlett, Somethinc, and Azarine. A total of 200 valid responses were 

analyzed. Most respondents had used local beauty products for more than six 

months, indicating that they had sufficient experience to evaluate product 

quality, develop trust, and demonstrate customer loyalty.  

1) The Respondent Characteristics 

The respondent characteristics table includes data based on gender, age, 

product used, and duration of product use. 

Table 1  

Respondent Characteristics Based on Gender 

Gender Quantity Presentation 

Male 30 15% 
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Female 170 85% 

Total 200 100% 

Source: Primary data processed by researchers in 2025. 

Table 1 shows that female respondents dominated the sample, accounting 

for 170 respondents (85%), while male respondents represented 30 respondents 

(15%). This distribution indicates that the respondents were predominantly 

female, reflecting the primary consumer segment of local beauty products. 

Table 2  

Respondent Characteristics Based on Age 

Age Quantity Presentation 

18-25 years 64 32% 

26-35 years 80 40% 

36-45 years 44 22% 

> 45 years 12 6% 

Total 200 100% 

Source: Primary data processed by researchers in 2025. 

As presented in Table 2, respondents aged 26–35 years constituted the 

largest group (40%), followed by those aged 18–25 years (32%), 36–45 years (22%), 

and over 45 years (6%). Overall, respondents were predominantly within the 

productive age group (18–35 years), representing consumers who actively use 

and follow developments in local beauty products. 

Tabel 3  

Respondent Characteristics Based on Products Used 

Product Quantity Presentation 

Wardah 63 32% 

Scarlett 46 23% 

Somethinc 30 15% 

Azarine 61 31% 

Total 200 100% 

Source: Primary data processed by researchers in 2025. 

Table 3 indicates that Wardah was the most frequently used brand (32%), 

followed closely by Azarine (31%), Scarlett (23%), and Somethinc (15%). The 

distribution demonstrates that all four local beauty brands were well represented 

in the sample, with Wardah and Azarine accounting for the largest proportion of 

users. 
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Tabel 4  

Respondent Characteristics Based on Length of Product Use 

Usage Period 
Quantit

y 
Presentation 

< 3 Month 40 20% 

4 - 6 Month 33 17% 

7 - 12 Month 53 27% 

> 1 Year 74 37% 

Total 200 100% 

Source: Primary data processed by researchers in 2025 

As shown in Table 4, 37% of respondents had used local beauty products for 

more than one year, while 27% had used them for 7–12 months. Overall, 64% of 

respondents had more than six months of product usage experience, suggesting 

that most respondents had sufficient familiarity with the products to provide 

reliable evaluations of brand image, price, product quality, trust, and loyalty. 

2) Outer Model Evaluation 

The outer model evaluation was conducted to assess the validity and 

reliability of the measurement model. The evaluation included convergent 

validity, discriminant validity, and reliability testing. 

 
Figure 1  

Outer Model Test Results 
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Convergent Validity 

Table 5  

Loading Factor Values from the Analysis Results of the SmartPLS 

Application 

Variable Indicator Loading Factor Information 

Brand Image 

(X1) 

X1.1 0,860 Valid 

X1.2 0,861 Valid 

X1.3 0,716 Valid 

X1.4 0,865 Valid 

X1.5 0,720 Valid 

Price (X2) 

X2.1 0,955 Valid 

X2.2 0,957 Valid 

X2.3 0,821 Valid 

X2.4 0,809 Valid 

X2.5 0,958 Valid 

Product 

Quality (X3) 

X3.1 0,747 Valid 

X3.2 0,860 Valid 

X3.3 0,824 Valid 

X3.4 0,863 Valid 

X3.5 0,713 Valid 

Customer 

Trust (Z) 

Z1.1 0,734 Valid 

Z1.2 0,783 Valid 

Z1.3 0,780 Valid 

Z1.4 0,859 Valid 

Z1.5 0,777 Valid 

Customer 

Loyalty (Y) 

Y1.1 0,969 Valid 

Y1.2 0,903 Valid 

Y1.3 0,718 Valid 

Y1.4 0,964 Valid 

Y1.5 0,884 Valid 

Source: Data Processing Using SmartPLS (2025) 

Table 5 shows that all indicators achieved loading factor values above the 

recommended threshold of 0.70, with values ranging from 0.713 to 0.969. These 

results indicate that all measurement indicators adequately represent their 

respective constructs and satisfy the requirements for convergent validity. 
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Average Variance Extracted (AVE) 

Tabel 6  

Score Average Variance Extracted (AVE) 

Variable Cronbach's Alpha Mean Variance Extracted (AVE) 

Brand Image (X1) 0,865 0,652 

Price (X2) 0,943 0,815 

Product Quality (X3) 0,863 0,646 

Customer Trust (Z) 0,847 0,620 

Customer Loyalty (Y) 0,933 0,796 

Source: Data Processing Using SmartPLS (2025) 

As presented in Table 6, the AVE values ranged from 0.620 to 0.815, 

exceeding the recommended minimum value of 0.50 for all constructs. These 

findings confirm that each construct demonstrates adequate convergent validity 

and explains more than half of the variance of its indicators. 

Discriminant Validity 

Table 7  

Cross-Loading Value from SmartPLS3 Application Analysis Results 

Construct 
Brand 

Image (X1) 

Price 

(X2) 

Product 

Quality (X3) 

Customer 

Trust (Z) 

Customer 

Loyalty (Y) 

X1.1 0,860 0,674 0,561 0,859 0,720 

X1.2 0,861 0,381 0,586 0,777 0,400 

X1.3 0,716 0,625 0,455 0,721 0,711 

X1.4 0,865 0,375 0,578 0,776 0,400 

X1.5 0,720 0,395 0,639 0,780 0,435 

X2.1 0,643 0,955 0,685 0,677 0,965 

X2.2 0,630 0,957 0,665 0,675 0,968 

X2.3 0,431 0,821 0,547 0,452 0,659 

X2.4 0,421 0,809 0,547 0,448 0,640 

X2.5 0,635 0,958 0,684 0,679 0,954 

X3.1 0,481 0,650 0,747 0,478 0,611 

X3.2 0,586 0,418 0,860 0,619 0,458 

X3.3 0,538 0,832 0,824 0,574 0,869 

X3.4 0,589 0,431 0,863 0,623 0,457 

X3.5 0,631 0,362 0,713 0,571 0,357 

Y1.1 0,645 0,958 0,684 0,686 0,969 

Y1.2 0,571 0,830 0,646 0,614 0,903 

Y1.3 0,717 0,629 0,456 0,734 0,718 
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Y1.4 0,627 0,953 0,667 0,664 0,964 

Y1.5 0,509 0,818 0,719 0,556 0,884 

Z1.1 0,717 0,629 0,456 0,734 0,718 

Z1.2 0,662 0,482 0,585 0,783 0,512 

Z1.3 0,720 0,395 0,639 0,780 0,435 

Z1.4 0,860 0,674 0,561 0,859 0,720 

Z1.5 0,861 0,381 0,586 0,777 0,400 

Source: Data Processing Using SmartPLS (2025) 

The cross-loading results presented in Table 7 indicate that each indicator 

loads highest on its corresponding construct compared with the other constructs. 

This demonstrates satisfactory discriminant validity, confirming that each 

construct is empirically distinct from the others. 

Reliability Test 

Table 8  

Reliability Test Results 

Variable 
Cronbach's 

Alpha 

Composite 

Reliability 

Coefficients 

Min 
Information 

Brand Image (X1) 0,865 0,903 > 0,7 Reliable 

Price (X2) 0,943 0,956 > 0,7 Reliable 

Product Quality (X3) 0,863 0,901 > 0,7 Reliable 

Customer Trust (Z) 0,847 0,891 > 0,7 Reliable 

Customer Loyalty (Y) 0,933 0,951 > 0,7 Reliable 

Source: Data Processing Using SmartPLS (2025) 

The reliability assessment shows that all constructs have Cronbach's alpha 

values ranging from 0.847 to 0.943 and composite reliability values ranging from 

0.891 to 0.956. Since all values exceed the recommended threshold of 0.70, the 

measurement model can be considered reliable for further structural model 

analysis. 

3) Inner Model Evaluation 

The inner model evaluation was conducted to examine the structural 

relationships among the latent variables. The evaluation included the coefficient 

of determination (R²), direct effects, and indirect effects. 
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Figure 2  

Inner Model Test Results 

R-Square 

The PLS R-Squares results represent the amount of variance of the construct 

explained by the model. The following presents the results of the R-Squares 

calculation: 

Table 9   

R-Square Values from the Analysis Results of the SmartPLS3 Application 

Variable R Square Adjusted R Square 

Customer Trust (Z) 0,957 0,956 

Customer Loyalty (Y) 0,916 0,914 

Source: Data Processing Using SmartPLS (2025) 

Table 9 shows that the R-square value for Customer Trust was 0.957 

(Adjusted R² = 0.956), indicating that Brand Image, Price, and Product Quality 

explained 95.7% of the variance in Customer Trust. Meanwhile, Customer 

Loyalty obtained an R-square value of 0.916 (Adjusted R² = 0.914), indicating that 

Brand Image, Price, Product Quality, and Customer Trust jointly explained 91.6% 

of the variance in Customer Loyalty. 

Direct Path Coefficient 

The influence between latent variables is declared significant at the 5% 

significance level (α = 0.05) if the t-statistic value is > 1.96, which is the t-table limit 

in the normal distribution for a 95% confidence level. If the calculated t-value > t-

table (1.96), then H₀ is rejected and Hₐ is accepted, which means there is a 

significant influence between the variables. If the calculated t-value < t-table 

(1.96), then H₀ is accepted and Hₐ is rejected, which means there is no significant 

influence between the variables (Ghozali, 2021). 
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Table 10  

Values of the Direct Influence Path Coefficient 

No Hypothesis 
Path 

Coefficient 

P 

Values 
Information 

1 Brand Image (X1) -> Customer Trust (Z) 48,092 0,000 Significant 

2 Price (X2) -> Customer Trust (Z) 3,976 0,000 Significant 

3 Product Quality (X3) -> Customer Trust (Z) 2,775 0,004 Significant 

4 Brand Image (X1) -> Customer Loyalty (Y) 1,438 0,151 Not Significant 

5 Price (X2) -> Customer Loyalty (Y) 29,331 0,000 Significant 

6 Product Quality (X3) -> Customer Loyalty (Y) 0,844 0,399 Not Significant 

7 Customer Trust (Z) -> Customer Loyalty (Y) 3,271 0,001 Significant 

Source: Data Processing Using SmartPLS (2025) 

The results presented in Table 10 indicate that Brand Image (t = 48.092, p < 

0.001), Price (t = 3.976, p < 0.001), and Product Quality (t = 2.775, p = 0.004) had 

significant positive effects on Customer Trust. Regarding Customer Loyalty, Price 

(t = 29.331, p < 0.001) and Customer Trust (t = 3.271, p = 0.001) significantly 

influenced customer loyalty. In contrast, the effects of Brand Image (t = 1.438, p = 

0.151) and Product Quality (t = 0.844, p = 0.399) on Customer Loyalty were not 

statistically significant. 

Indirect Path Coefficient  

Indirect influence testing is conducted by examining the results of the path 

testing. The influence between latent variables is declared significant at the 5% 

significance level (α = 0.05) if the t-statistic value is > 1.96, which is the t-table limit 

in the normal distribution for a 95% confidence level. If the calculated t-value > t-

table (1.96), then H₀ is rejected and Hₐ is accepted, meaning there is a significant 

influence between the variables. If the calculated t-value < t-table (1.96), then H₀ 

is accepted and Hₐ is rejected, meaning there is no significant influence between 

the variables (Ghozali, 2021) 

Table 11  

Indirect Influence Path Coefficient Values 

No Hypothesis 
Path 

Coefficient 
P Values Information 

8 
Brand Image (X1) -> Customer 

Trust  (Z) -> Customer Loyalty (Y) 
3,204 0,001 Significant 

9 
Price (X2) -> Customer Trust  (Z) -

> Customer Loyalty (Y) 
2,497 0,013 Significant 

10 
Product Quality (X3) -> Customer 

Trust  (Z) -> Customer Loyalty (Y) 
0,792 0,429 

Not 

Significant 

Source: Data Processing Using SmartPLS (2025) 
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As shown in Table 11, Customer Trust significantly mediated the 

relationship between Brand Image and Customer Loyalty (t = 3.204, p = 0.001) as 

well as between Price and Customer Loyalty (t = 2.497, p = 0.013). However, the 

indirect effect of Product Quality on Customer Loyalty through Customer Trust 

was not significant (t = 0.792, p = 0.429). 

Factors Influencing Customer Trust 

The findings demonstrate that brand image, price, and product quality 

significantly influence customer trust in local beauty products. Among these 

variables, brand image emerged as the strongest predictor of customer trust, 

indicating that consumers place considerable importance on the reputation and 

identity of local beauty brands when deciding whether a product is trustworthy. 

This finding suggests that trust is established not only through product 

performance but also through consumers' perceptions of the brand's credibility, 

safety, and overall reputation. 

The dominance of brand image may be explained by the characteristics of 

the respondents, most of whom were women of productive age and had used 

local beauty products for more than six months. Consumers in this segment 

generally have extensive exposure to beauty information through social media, 

online reviews, and digital marketing. Consequently, they tend to associate a 

strong brand image with product safety, halal certification, dermatological 

testing, and product effectiveness. These positive perceptions reduce perceived 

risk and encourage consumers to trust the products before making repeated 

purchases. 

Price also showed a significant positive effect on customer trust. In the local 

beauty industry, consumers evaluate whether the benefits received are 

proportional to the price paid. Reasonable and competitive prices create 

perceptions of fairness, leading consumers to believe that companies provide 

good value without compromising product quality. Since many respondents 

were young adults, who generally have greater price sensitivity, affordability 

became an important consideration in building confidence toward local beauty 

products. 

Product quality was likewise found to significantly influence customer trust. 

Consumers who consistently experience satisfactory product performance, such 

as compatibility with their skin, visible skincare benefits, and consistent quality 

across purchases, are more likely to develop confidence in the brand. Although 

its effect was weaker than that of brand image, product quality remains an 

essential element because trust ultimately depends on consumers' actual 

experiences after product usage. 
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These findings are consistent with previous studies reporting that brand 

image, price fairness, and product quality are important antecedents of customer 

trust in the beauty industry (Herlina & Mulyanto, 2022; Ma'azah & Prasetyo, 2023; 

Mertha & Respati, 2022; Pramana et al., 2024; Rachim et al., 2023; Rahayu et al., 

2025; Satrio & Sudiono Putri, 2023; Yuliana & Hamzah, 2022; Jyothi & 

Venkateswarlu, 2020; Tsiotsou, 2006). However, this study further demonstrates 

that, in the context of local beauty products in Jember Regency, brand image 

contributes more strongly to customer trust than price and product quality. This 

finding indicates that consumers tend to develop trust through favorable brand 

perceptions before evaluating the functional performance of the products 

themselves. 

Factors Influencing Customer Loyalty 

The results indicate that customer loyalty toward local beauty products is 

primarily influenced by price and customer trust, whereas brand image and 

product quality do not directly affect loyalty. These findings suggest that 

although consumers appreciate a positive brand image and good product quality, 

these factors alone are insufficient to ensure long-term commitment and repeated 

purchases. 

One possible explanation is the dynamic nature of the beauty industry, 

particularly among young consumers who constituted the majority of 

respondents in this study. The beauty market is characterized by rapid product 

innovation, frequent new product launches, intensive promotional campaigns, 

and strong social media influence. Under these conditions, consumers are more 

likely to experiment with different brands despite having positive perceptions of 

a particular product. Consequently, a favorable brand image does not necessarily 

translate into customer loyalty because purchasing decisions are often influenced 

by trends, beauty influencers, and peer recommendations. 

Similarly, product quality was not found to have a significant direct effect 

on customer loyalty. Although high product quality contributes to positive 

consumption experiences, consumers may still switch to competing brands that 

offer new formulations, attractive packaging, promotional discounts, or products 

that better match their evolving skincare needs. This finding suggests that 

maintaining product quality alone is insufficient to retain customers in the highly 

competitive local beauty market. 

In contrast, price demonstrated a significant positive effect on customer 

loyalty. Consumers tend to remain loyal when they perceive that product prices 

are reasonable and consistent with the benefits received. Competitive pricing 
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strengthens consumers' willingness to repurchase because it creates a perception 

of value for money. For many consumers, especially young adults, purchasing 

decisions are closely related to financial considerations; therefore, affordable 

prices become an important factor in sustaining long-term relationships with a 

brand. 

Customer trust also emerged as a significant determinant of customer 

loyalty. When consumers believe that a brand consistently delivers safe, reliable, 

and effective products, they become more confident in making repeat purchases 

and are less likely to switch to competing brands. Trust reduces consumers' 

perceived risk and strengthens their emotional commitment toward the brand, 

thereby encouraging long-term loyalty. 

These findings generally support previous studies reporting that price and 

customer trust are important determinants of customer loyalty (Althazia & Aziz, 

2022; Herlina & Mulyanto, 2022; Octadina et al., 2024; Qomariah et al., 2023; 

Riskarini & Ardianto, 2021; Setyawan et al., 2023; Soetiyono & Alexander, 2025). 

However, unlike several previous studies that found significant direct effects of 

brand image and product quality on loyalty, the present study indicates that these 

relationships are not significant among local beauty product consumers in Jember 

Regency. This difference may reflect the highly dynamic characteristics of the 

beauty industry, where consumers are continuously exposed to new products, 

promotional activities, and social media trends that encourage brand switching 

despite positive evaluations of existing products. 

The Mediating Role of Customer Trust 

The mediation analysis demonstrates that customer trust plays an important 

role in strengthening the relationship between brand image and customer loyalty 

as well as between price and customer loyalty. However, customer trust does not 

significantly mediate the relationship between product quality and customer 

loyalty. These findings indicate that customer trust functions as a psychological 

mechanism through which consumers transform positive perceptions of a brand 

and fair pricing into long-term loyalty. 

The significant mediating effect of customer trust on the relationship 

between brand image and customer loyalty suggests that a favorable brand image 

alone is insufficient to encourage repeat purchases. Instead, consumers become 

loyal only after they perceive the brand as reliable, credible, and capable of 

consistently fulfilling its promises. In the local beauty industry, brand attributes 

such as product safety, halal certification, positive brand reputation, and effective 

marketing communication contribute to strengthening consumers' trust, which 

subsequently encourages continued purchasing behavior. 
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A similar pattern was observed in the relationship between price and 

customer loyalty. Consumers do not become loyal merely because products are 

offered at affordable prices. Rather, loyalty develops when consumers believe 

that the prices fairly reflect the quality and benefits of the products. Fair pricing 

reduces perceived purchasing risk and enhances consumers' confidence that the 

brand provides good value. As a result, trust becomes an essential mechanism 

through which pricing strategies contribute to long-term customer loyalty. 

In contrast, customer trust did not significantly mediate the relationship 

between product quality and customer loyalty. Although product quality 

positively influenced customer trust, this effect was insufficient to produce higher 

customer loyalty through trust. One possible explanation is that consumers in the 

beauty industry frequently seek product novelty, new formulations, or products 

that better suit changing skincare preferences. Consequently, satisfactory product 

quality alone may not guarantee continued purchasing behavior because 

consumers remain open to trying competing brands that offer innovative features 

or stronger promotional appeal. 

These findings indicate that customer trust should be viewed as a strategic 

asset rather than merely an outcome of marketing activities. For local beauty 

companies, strengthening customer loyalty requires integrated strategies that 

combine a strong brand image, fair pricing, and consistent efforts to build 

consumer trust. Maintaining product quality remains important, but it should be 

complemented by branding activities, transparent communication, and customer 

relationship programs that reinforce consumers' confidence in the brand over 

time. 

Overall, this study confirms that customer trust serves as a key mechanism 

linking marketing attributes with customer loyalty. The significant mediation 

found for brand image and price highlights the importance of trust in converting 

positive consumer perceptions into sustained purchasing behavior. These 

findings extend previous studies on consumer loyalty by demonstrating that, 

within the context of local beauty products in Jember Regency, customer trust 

represents the primary pathway through which marketing strategies influence 

long-term customer loyalty. 

 

CONCLUSION 

This study concluded that brand image, price, product quality, and 

customer trust play a significant role in shaping customer loyalty to local beauty 

products in Jember Regency. Brand image was shown to have a positive and 
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significant influence on customer trust and was the most dominant factor in 

building consumer trust compared to other variables. Price also had a positive 

and significant influence on customer trust, indicating that the perception of fair 

and value-for-money prices can strengthen consumer confidence in a product. 

Product quality also had a positive and significant influence on trust, although its 

contribution was smaller than that of brand image and price. 

Although brand image and product quality had a positive influence on 

customer loyalty, neither was significant, indicating that favorable brand 

perception and product quality are not sufficient to ensure consistent repeat 

purchases. Conversely, price had a positive and significant influence on customer 

loyalty, indicating that loyalty is stronger when customers perceive a match 

between value and cost. Customer trust proved to be the strongest factor directly 

influencing loyalty, confirming that trust is a primary foundation for customer 

loyalty in the local beauty industry. 

Furthermore, the study showed that customer trust acts as a significant 

mediator in the relationship between brand image and price on customer loyalty, 

but does not mediate the relationship between product quality and loyalty. This 

means that brand image and price can only increase loyalty once trust has been 

established, while product quality requires stronger trust to foster loyalty. 

Overall, the research confirms that customer loyalty is built more through a 

strategic combination of strong brand image, competitive pricing, and consistent 

trust than through product quality alone. 
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