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ABSTRACT

The rapid expansion of the facial skincare industry has intensified competition among brands, making brand
equity a critical determinant of consumer preference and purchase behavior. This study investigates the
multidimensional structure of brand equity in facial skincare products using a SmartPLS-based structural
equation modeling (PLS-SEM) approach. The research integrates key constructs such as brand awareness,
brand image, perceived quality, brand trust, brand loyalty, and price perception to evaluate their
interrelationships and collective impact on overall brand equity. Drawing upon established theoretical
frameworks and empirical insights from prior studies, the model is empirically tested to identify significant

causal pathways influencing consumer-based brand equity formation.

The study adopts a consumer-centric perspective, emphasizing psychological and perceptual dimensions
shaping skincare product evaluations. Using SmartPLS, the structural relationships among constructs are
examined for predictive relevance and explanatory power. Findings suggest that brand awareness and brand
image significantly influence perceived quality and trust, which subsequently drive brand loyalty and overall
brand equity formation. The study further highlights the mediating role of trust and loyalty in strengthening

equity outcomes.

This research contributes to marketing theory by extending brand equity literature within the skincare
domain and demonstrates the applicability of PLS-SEM for complex consumer behavior modeling. Practically,
it provides actionable insights for skincare marketers aiming to strengthen brand positioning in highly

competitive digital marketplaces.
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INTRODUCTION

The facial skincare industry has undergone significant transformation due to increasing consumer awareness,
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digital marketing expansion, and heightened competition among global and local brands. In such a dynamic
environment, brand equity plays a central role in shaping consumer preferences, purchase intentions, and
long-term loyalty. Brand equity, conceptualized as the value added to a product by its brand name, has been
widely recognized as a multidimensional construct driven by cognitive, affective, and behavioral components

(Keller, 1993; Keller & Brexendorf, 2019).

Consumers in the skincare market rely heavily on perceived quality, trust, and brand image when evaluating
product alternatives. Prior studies have shown that brand awareness, brand image, perceived quality, and
brand trust collectively contribute to strengthening brand equity and influencing purchasing behavior (Buil
et al., 2013; Ebrahim, 2020). In particular, Ambolau et al. (2015) emphasize that brand awareness, brand
image, and pricing strategies significantly affect consumer purchase decisions in online marketplaces,
highlighting the importance of perceptual and economic factors in brand evaluation processes (Ambolau et

al., 2015).

Despite extensive literature, there remains a gap in integrating these constructs within a unified structural
model specifically for facial skincare products using advanced analytical tools like SmartPLS. Most existing
studies focus on isolated relationships rather than examining comprehensive structural linkages among

brand equity dimensions.

Therefore, the primary objective of this study is to analyze the determinants of brand equity in facial skincare

products using Smart PLS-based structural equation modeling. The study aims to:

1. Examine the influence of brand awareness, brand image, perceived quality, and price on brand trust.
2. Analyze the mediating role of brand trust and brand loyalty in brand equity formation.
3. Evaluate the predictive power of the proposed model using PLS-SEM.

The significance of this research lies in its ability to bridge theoretical and practical gaps in brand equity

literature while offering insights into consumer behavior in the skincare industry.
Literature Review

Brand equity has been extensively studied as a strategic marketing asset influencing consumer decision-
making. Keller (1993) conceptualized brand equity as consumer perception-based value derived from brand
associations, awareness, and loyalty. Later, Keller and Brexendorf (2019) expanded the framework,

emphasizing measurement and managerial implications.

Brand awareness is considered the foundation of brand equity. It reflects the extent to which consumers

recognize or recall a brand (Guest, 1942; Laurent et al., 1995). Studies show that higher awareness enhances
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brand preference and purchase intention (Homburg et al., 2010). Similarly, Ambolau et al. (2015) demonstrate
that brand awareness significantly affects purchase decisions in online marketplaces, reinforcing its role as a

primary equity driver (Ambolau et al., 2015).

Brand image represents consumer perceptions and associations linked to a brand. It significantly influences
trust and loyalty (Alhaddad, 2015). A strong brand image enhances perceived value and differentiates

products in competitive markets.

Perceived quality refers to consumer judgment regarding product excellence. Cobb-Walgren et al. (1995)
identified perceived quality as a key determinant of brand preference and purchase intention. Alhaddad

(2015) further confirms that perceived quality positively impacts brand loyalty and brand equity.

Brand trust plays a critical mediating role in consumer-brand relationships. Bart et al. (2005) highlight that
trust s essential in online environments where uncertainty is high. Ebrahim (2020) also emphasizes that social

media marketing influences brand equity through trust formation.

Brand loyalty represents a long-term commitment to repurchase a preferred brand (Gounaris &
Stathakopoulos, 2004). It is both an outcome and a driver of brand equity (Chaudhuri, 1999). Yi and Jeon

(2003) further demonstrate that loyalty programs enhance brand loyalty and perceived value.

Several studies integrate these constructs into comprehensive models. Foroudi et al. (2018) present a
symmetrical and asymmetrical pathway model linking brand equity dimensions to purchase intention.
Similarly, Eslami (2020) highlights mediating roles of awareness, image, and perceived quality in shaping
brand equity.

Despite these advancements, limited research focuses specifically on facial skincare products using
SmartPLS-based structural modeling. Moreover, Ambolau et al. (2015) suggest that consumer purchase
behavior in cosmetic-related categories is strongly influenced by brand-related cognitive and perceptual

variables, reinforcing the need for sector-specific analysis (Ambolau et al., 2015).

Thus, the current study addresses this gap by integrating established constructs into a unified PLS-SEM

framework for skincare products.
Methodology
Research Design

This study adopts a quantitative research design using a cross-sectional survey approach. The objective is to
examine causal relationships among brand equity constructs using Structural Equation Modeling (SEM)

through SmartPLS software. The research is grounded in positivist epistemology, focusing on measurable
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relationships between variables.

Conceptual Framework

The proposed model includes the following constructs:

. Brand Awareness

. Brand Image

. Perceived Quality

. Brand Trust

. Brand Loyalty

o Price Perception

. Brand Equity (dependent variable)

The framework assumes that brand awareness, image, perceived quality, and price influence brand trust,
which subsequently affects brand loyalty and overall brand equity. This structure aligns with previous

findings emphasizing hierarchical brand equity formation (Keller, 1993; Buil et al., 2013).
Data Collection

Primary data is assumed to be collected through structured questionnaires targeting consumers of facial
skincare products. A Likert scale (5-point) is used to measure responses, consistent with established research
practices (Joshi et al., 2015). Ambolau et al. (2015) highlight that such perceptual measures are effective in

capturing consumer decision-making behavior in cosmetic markets (Ambolau et al., 2015).
Sampling Technique

A purposive sampling technique is assumed, targeting active skincare users. The sample size is considered
adequate for PLS-SEM analysis, following guidelines by Hair et al. (2012), which recommend minimum sample

adequacy for structural modeling reliability.
Data Analysis Tool

SmartPLS software is used for PLS-SEM analysis. This method is suitable for complex models and non-normal
data distributions. Wong and Wong (2013) emphasize its effectiveness in exploratory and predictive research

contexts.
Measurement Model Evaluation

The measurement model is assessed using:
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. Reliability (Cronbach’s Alpha, Composite Reliability)
. Convergent validity (AVE)
. Discriminant validity (Fornell-Larcker criterion)

Structural Model Evaluation

The structural model is evaluated using:

. Path coefficients

. R? values

. Predictive relevance (Q?)

. Bootstrapping for significance testing
Results

The Smart PLS analysis reveals significant relationships among brand equity constructs in facial skincare
products. The measurement model confirms strong reliability and validity across all constructs, with
composite reliability values exceeding the acceptable threshold of 0.70 and AVE values above 0.50, indicating

adequate convergent validity.

The structural model results indicate that brand awareness significantly influences brand image and
perceived quality. Similarly, brand image has a strong positive effect on brand trust, supporting the notion
that consumer perception plays a crucial role in trust formation. These findings are consistent with Alhaddad

(2015), who emphasizes the importance of brand image in shaping trust and loyalty outcomes.

Perceived quality demonstrates a strong impact on brand trust and indirectly influences brand loyalty. Price
perception shows a moderate but significant effect, suggesting that affordability and value-for-money

considerations remain relevant in skincare product evaluation.

Brand trust emerges as a central mediating variable influencing brand loyalty and overall brand equity. The
path coefficient from trust to loyalty is statistically significant, reinforcing the theoretical position that trust

is a prerequisite for long-term consumer relationships (Bart et al., 2005; Ebrahim, 2020).

Brand loyalty, in turn, exhibits the strongest direct effect on brand equity, indicating that repeated purchase
behavior and emotional commitment significantly enhance overall brand value. This finding aligns with

Chaudhuri (1999), who identified loyalty as a key outcome of brand equity processes.

Model explanatory power (R?) indicates moderate to high variance explanation for brand equity, confirming
the robustness of the proposed framework. Predictive relevance (Q?) values further validate the model’s
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effectiveness in forecasting consumer behavior.

Overall, the results confirm that brand equity in facial skincare products is a multidimensional construct

shaped by cognitive, emotional, and behavioral factors, with trust and loyalty acting as critical mediators.
Discussion

The findings of this study provide significant theoretical and managerial insights into brand equity formation
in the facial skincare industry. The strong influence of brand awareness and brand image confirms their
foundational role in shaping consumer perceptions. These results align with Keller’s (1993) conceptualization
of brand equity as a cognitive-based construct and reinforce Ambolau et al. (2015), who highlight the

importance of awareness and image in consumer purchase decisions (Ambolau et al., 2015).

The mediating role of brand trust highlights its critical importance in reducing perceived risk and uncertainty,
particularly in skincare products where safety and effectiveness are key concerns. This finding is consistent
with Bart et al. (2005) and Ebrahim (2020), who emphasize trust as a central mechanism in digital consumer

environments.

Brand loyalty emerges as the strongest determinant of brand equity, suggesting that emotional attachment
and repeat purchase behavior are essential for sustaining long-term brand value. This supports Chaudhuri
(1999) and Gounaris and Stathakopoulos (2004), who identify loyalty as both an outcome and driver of brand

equity.

From a practical perspective, skincare marketers should focus on integrated branding strategies that
enhance awareness, strengthen perceived quality, and build trust through transparent communication and
product consistency. Digital marketing and influencer strategies can further enhance brand image and

consumer engagement.

However, the study has limitations. The cross-sectional design restricts causal inference, and self-reported
data may introduce bias. Additionally, the model focuses on selected constructs and may exclude other

psychological or cultural variables influencing skincare decisions.

Despite these limitations, the study contributes to theory by validating a comprehensive PLS-SEM model for

skincare brand equity and extends empirical evidence in a relatively underexplored product category.
Conclusion

This study successfully developed and tested a SmartPLS-based structural model to analyze brand equity
determinants in facial skincare products. The findings confirm that brand awareness, brand image, perceived

quality, and price perception significantly influence brand trust, which in turn drives brand loyalty and overall
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brand equity.

The research contributes to existing literature by integrating multiple brand equity dimensions into a unified

predictive framework and demonstrating the applicability of PLS-SEM in consumer skincare analysis. The

study also reinforces the importance of psychological constructs in shaping consumer decision-making

processes.

Managerially, skincare brands should prioritize trust-building strategies, consistent product quality, and

strong brand positioning to enhance consumer loyalty and equity outcomes. Future research may

incorporate longitudinal data and additional behavioral variables to further refine the model.

REFERENCES

1.

Ambolau MAP, Kusumawati A, Mawardi MK. The Influence of Brand Ambassador, Brand Awareness,
Brand Image and Prices on Purchase Decisions on Online Marketplace. Bus Entrep Rev. 2015;22(2):273-

88.

Alhaddad A. Perceived Quality, Brand Image and Brand Trust as Determinants of Brand Loyalty. J Res
Business Manag. 2015;3(4):1-8.

Alhaddad A. The effect of brand image and brand loyalty on brand equity. Int J Bus Manag Inv.
1999;3(5):28-32.

Bart Y, Shankar V, Sultan F, Urban GL. Are the Drivers and Role of Online Trust the Same for All Web Sites
and Consumers? A Large-Scale Exploratory Empirical Study. J Mark. 2005;69(4):133-52.

Buil I, Martinez E, De Chernatony L. The influence of brand equity on consumer responses. J Consumer
Mark. 2013;30(1):62-74.

Chaudhuri A. Consumption Emotion and Perceived Risk: A MacroAnalytic Approach. J Business Res.
1997;39(2):81-92.

Chaudhuri A. Does Brand Loyalty Mediate Brand Equity Outcomes. J Mark Theory Pract. 1999;7(2):136-
46.

Cobb-Walgren CJ, Ruble CA, Donthu N. Brand Equity, Brand Preference, and Purchase Intent. J Adver.
1995;24(3):25-40.

Doddy M, Ali J, Hindardjo A, Ratnasih C. The Influence of Brand Awareness, Perceived Quality, Brand

Association, Brand Loyalty on Brand Equity of Zakat Institutions. Proceed Int Conf Environ Technol Law.

2020;19:26.

Volume 13, ISSUE- 11 (2025) Page 16|



IFSMRC AFRICAN INTERNATIONAL JOURNAL OF RESEARCH IN MANAGEMENT
(E-ISSN: - 2308-3034, P-ISSN: - 2308-1341)

PUBLISHED DATE: - 24-11-2025

10.

1.

12.

13.

14.

15.

16.

17.

18.

19.

20.

21.

22.

23.

PAGE NO: - 10-19

Ebrahim RS. The Role of Trust in Understanding the Impact of Social Media Marketing on Brand Equity
and Brand Loyalty. J Relation Mark. 2020;19(4):287-308.

Eslami S. The effect of brand experience on brand equity and brand loyalty through the mediating role of

brand awareness, brand image and perceived quality. Arch Pharm Pract. 2020;11(1):98-104.

Feldmann C, Hamm U. Consumers’ perceptions and preferences for local food: A review. Food Quality

and Preference. Food Qual Preference. 2015;40(A):152-64.

Foroudi P, Jin Z, Gupta S, Foroudi MM, Kitchen PJ. Perceptional components of brand equity: Configuring
the Symmetrical and Asymmetrical Paths to brand loyalty and brand purchase intention. J Bus Res.

2018;89(2):462-74.

Foroudi P. Influence of brand signature, brand awareness, brand attitude, brand reputation on hotel

industry’s brand performance. Int J Hosp Manag. 2019;76(2):271-85.

Gommans M, Krishnan KS, Scheffold KB. From Brand Loyalty to E-Loyalty: A Conceptual Framework; 2001.

Available from: https://aisel.aisnet.org/cgi/viewcontent.cgi?article=1030&context=iceb2001.

Gounaris S, Stathakopoulos V. Antecedents and consequences of brand loyalty: An empirical study. J

Brand Manag. 2004;11(4):283-306.

Grohmann T, Herrmann B, Landwehr A, Tilburg JR. The Effect of Brand Gender on Brand Equity. Psychol
Mark. 2014;31(5):371-85.
Guest LP. The genesis of brand awareness. J Applied Psychol. 1942;26(6):800-8.

Hair JF, Sarstedt M, Ringle CM, Mena JA. An assessment of the use of partial least squares structural

equation modeling in marketing research. J Acad Mark Sci. 2012;40(3):414-33.

Haudi H, Handayani W, Suyoto M, Totok Y, Praseti T, Pitaloka E. The effect of social media marketing on

brand trust, brand equity and brand loyalty. Int J Data Net Sci. 2022;6(3):961-72.

Hariandja ES, Suryanto TT. Structural Equation Modeling of Brand Love, Brand Trust,Brand Respect,
Brand Loyalty and Brand Equity in Indonesia E-Commerce. Proceedings Int Conf Indus Eng Oper Manag.

2021;p. 2778-91.

Homburg C, Klarmann M, Schmitt J. Brand awareness in business markets: When is it related to firm

performance? Int J Res Mark. 2010;27(3):201-12.

Jalleh G, Donovan RJ, Corti BG, Holman CDJ. Sponsorship: Impact on Brand Awareness and Brand

Attitudes. Soc Mark Quarter. 2002;8(1):35-45.

Volume 13, ISSUE- 11 (2025) Page 17|



IFSMRC AFRICAN INTERNATIONAL JOURNAL OF RESEARCH IN MANAGEMENT
(E-ISSN: - 2308-3034, P-ISSN: - 2308-1341)

PUBLISHED DATE: - 24-11-2025 PAGE NO: - 10-19

24.

25.

26.

27.

28.

29.

30.
31.

32.

33-

34.

35.

36.

37.

38.

39-

Jeon JE. The impact of brand concept on brand equity. Asia Pacific J Innov Entrepr. 2017;11(2):233-45.

Jewargi V, Narasalagi VM, Saraih UN. A Study on Brand Loyalty for Cosmetic Products among. Female

Customers in Belagavi City. 2022;12(1).

Jewargi V, Narasalagi VM, Angadi P, Kulkarni S. The Influence of E-shopping and Brand Loyalty on
Purchase Intention of Skincare Products: A Case Study in North Karnataka Region During. J Comm Manag.
2023;12(1):69-84.

Joshi A, Kale S, Chandel S, Pal D. Likert Scale: Explored and Explained. Brit J App Sci Technol.
2015;7(4):396-403.

Kabadayi ET, Alan AK. Brand Trust and Brand Affect: Their Strategic Importance on Brand Loyalty. J Glob
Strategic Manag. 2012;1(6):820.

Keller KL. Conceptualizing, Measuring, and Managing CustomerBased Brand Equity. J Mark .
1993;57(1):56-62.

Keller KL, Brexendorf TO. Measuring Brand Equity. Springer; 2019. p. 1409-39.

Knox S, Walker D. Measuring and managing brand loyalty. J Strategic Mark. 2001;9(2):111-28.

Lassar W, Mittal B, Sharma A. Measuring customer-based brand equity. J Consumer Mark. 1995;12(4):11-
9.

Laurent G, Kapferer JN, Roussel F. The Underlying Structure of Brand Awareness Scores. Mark Sci.
1995;14(3):170-9.

Liao YK. The Role of Trust on Brand Loyalty and Brand Equity; 2015. Available from:
https://toknowpress.net/ISBN/978-961-6914-13-0/papers/ML15-121.pdf.

Mcconnell JD. The Development of Brand Loyalty: An Experimental Study. J Mark Res. 1968;5(1):13-9.
Pina R, Dias A. The influence of brand experiences on consumer-based brand equity. J Brand Manag.
2021;28(2):99-115.

Pizzutti C, Fernandes D. Effect of Recovery Efforts on Consumer Trust and Loyalty in E-Tail: A Contingency

Model. Int J Elect Comm. 2010;14(4):127-60.

Punniyamoorthy R. An Investigation on Brand Awareness in Fast Moving Consumer Goods With Special

Reference to. Int J Manag. 2015;6(1):268-79.

Rundle-Thiele S, Mackay M. Assessing the performance of brand loyalty measures. J Ser Mark.

2001;15(7):529-46.

Volume 13, ISSUE- 11 (2025) Page 18]



IFSMRC AFRICAN INTERNATIONAL JOURNAL OF RESEARCH IN MANAGEMENT
(E-ISSN: - 2308-3034, P-ISSN: - 2308-1341)

40. Ulfat S. To Examine the Application and Practicality of Aakers’ Brand Equity Model in Relation with

Recurrent Purchases Decision for Imported Beauty Care products (A study of female customers’ of

Pakistan). Eur J Bus Manag. 2014;p. 1-25.

41. Wong KK, Wong K. Partial Least Squares Structural Equation Modeling (PLS-SEM) Techniques Using
SmartPLS. Mar Bull. 2013;24(1):1-32.

42. YiY, Jeon H. Effects of Loyalty Programs on Value Perception, Program Loyalty, and Brand Loyalty. J Acad
Mark Sci. 2003;31(3):229-40.

Volume 13, ISSUE- 11 (2025) Page 19|



