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advocacy. This study uses primary data from 200 SKINTIFIC consumers tested, and utilizes
regression equation modeling. The results of the study indicate that product quality, brand social
value, and perceived price value have direct and indir advocacy. Another finding
is that digital engagement attitudes play a mediating role in influencing product quality, brand social
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1. INTRODUCTION

In the ever-evolving digital era, brand advocacy has become a crucial aspect of a compan
marketing strategy, this phenomenon is marked by a paradigm shift from passive loyalty to active
consumer involvement in promoting and defending brands (Hollehesk & Mackie, 2022). Leckie
(2016) explained that 78% of global consumers rely on recommendations from friends and family
in decisions, the of brand advocacy in the business
environment.

Product quality remains a fundamental factor in building consumer attitudes. Research by
(Brakus, 2014) shows that the definition of “quality” has evolved, encompassing not only functional
aspects but also the holistic experience a product offers. The study found that 65% of millennia’s
and Gen Z consumers prefer products that offer unique experiences over those that rely solely on
functional qualities

Brand social values emerge as a significant factor in shaping consumer attitudes. Keller and
Swaminathan (2020) revealed that 72% of global consumers are more likely to purchase from
brands that align with their personal values. (Zhou et al., 2012) found the influence of brand social
value on the formation of consumer attitudes, however, research by Fournier and Alvarez (2012)
showed that the influence of brand social value varies depending on the consumer segment.

Price perception continues to be an important factor, but with new nuances in the digital age.
Research by Gupta and Zeithaml (2006) revealed that 83% of consumers actively search and
compare prices online before making a purchase. Ramanathan et al. (2017) found that consumers
increasingly judge “price” not only in monetary terms, but also in terms of time, effort, and
psychological costs investe

Consumer digital engagement attitudes are becoming a critical point in modern marketing. A
longitudinal study by Kumar and Pansari (2016) showed a 300% increase in consumer-brand
interactions via digital platforms in the last five years. Hollebeek and Macky (2022) found a positive
influence of digital engagement attitudes on brand advocacy. Malthouse et al. 2016), and Praswati, and
Pettiwi (2024) research showed that product quality had a more decisive influence on digital
engagement attitudes. However, Yum and Kim (2024) found that favorable attitudes do not always
lead to brand advocacy.

The beauty industry, especially the skin care sector, has experienced significant growth in
recent years. According to a report by Grand View Research. (2023), the global skincare market is
expected to reach a value of $189.3 billion by 2025, with a compound annual growth rate (CAGR)
of 4.4% from 2019 to 2025. Amidst this growth, local brands like SKINTIFIC have emerged as
strong in a market domi by i ional brands. As a science-based skincare
brand, SKINTIFIC represents a key trend in the industry: a focus on evidence-based formulations
and ingredient transparency. This phenomenon is in line with the findings of Yeon and Chung
(2011), Shim et al. (2024), which revealed that 67% of millennial and Gen Z consumers prefer
beauty products with proven scientific claims.

Product quality in the context of skincare has evolved beyond mere effectiveness. Research by
Sutanto and Wulandari (2023), Wijaya and Wahyudi (2024) found that perceived skincare product
quality has a strong influence on shaping positive consumer attitudes. The quality aspect has been
proven to be an important factor in forming consumer attitudes towards skincare products Zhang et
al. (2018a).

The social value of brands is becoming increasingly important in the beauty industry. A survey

by Deloitte’s (2023) revealed that 76% of Indonesian consumers are more likely to buy from beauty
brands that reflect their personal values, such as sustainability or inclusivity. SKINTIFIC, with its
position as a local brand focused on innovation, has the potential to capitalize on this trend. The
findings of Zhang et al. (2018a) and Abin et al. (2022) explain that brand image has a positive effect
on consumers' favorable attitudes towards skincare products. However,

The perception of price in the beauty industry has shifted. According to Boom et al. (2020)
skincare consumers increasingly assess "value for money" not only from price, but also from the
long-term effectiveness and multi-function of the product. SKINTIFIC, with its focus on effective
active ingredients, responds to this trend. Tran et al. (2023), and Sutanto and Wulandari (2023)
found that the perception of fair and appropriate prices positively influences consumer attitudes
towards skincare products. Bagram (2012) proved that positive consumer attitudes towards skincare
products consistently influence brand advocacy.

Consumers’ digital engagement has become crucial in the beauty industry. A study by
Euromonitor International (2023) showed a 250% increase in online beauty product information
searches since 2020, SKINTIFIC, as a brand active on digital platforms, s in a position to capitalize
on this trend. Amiroh and Hartono (2024) research revealed that the effectiveness of digital
engagement varies depending on the type of content and platform used. These differences in
findings, coupled with changing market dynamics, create a significant research gap. Comprehensive
studies that integrate product quality, brand social value, perceived price value, and digital
engagement attitudes in the context of brand advocacy are still limited

This study aims to fill this gap, providing a deeper understanding of how these factors interact
to shape brand advocacy in the digital age. This study investigates the impact of product quality,
brand social value and perceived price value on digital engagement attitude and brand advocacy by
placing digital engagement attitude as a mediator. This study addresses specific questions such as:
RQI: Do product quality, brand social value and perceived price value have an impact on digital
cengagement attitude.

RQ2: Do product quality, brand social value, perceived price value and engagement attitude have an
impact on brand advocacy.

RQ3: Does engagement attitude play a mediating role in the influence of product quality, brand social
value and perceived price value on brand advocacy?

This study uses a quantitative method and analysis approach. Primary data will be collected
through a survey given to SKINTIFIC consumers who have used the product for at least 3 months,
follow social media, are domiciled in Indonesia, and are aged 18-45 years. The regression equation
modeling technique will be used to analyze the relationship between product quality, brand social
value and perceived price value on digital engagement attitude and brand advocacy, as well as the
relationship between engagement attitude and brand advocacy. Mediation analysis will ss the
extent to which engagement attitude plays a mediating role between product quality, brand s
value and perceived price value towards brand advocacy

The remainder of this paper is structured as follows: Section 2 reviews theoretical support and
previous research on the factors that determine brand advocacy. Section 3 describes the research
design including the research model and data collection techniques. Section 4 presents the results
of the model extracted from the regression anal with the KMO test, validity, reliability,
hypothesis testing, and mediation testing. Section 5 discusses the results of the study and Section 6
explains the conclusions of the study, as well as the limitations of the study for further study.




stronger influence on purchase intention compared to mass products.

Brand social value reflects the extent to which a brand can enhance consumers' social self- concept.

Brand social value can drive consumer engagement on online platforms. Zhou et al. (2012) found
that brand social value has a positive effect on consumer engagement attitudes on social media.

Brands with high social value 2 to share their i online as a form of
self-expression. Hakim et al. (2024) revealed that brand social value increases consumers' intention
to participate in online brand communitics, Consumers who usc digital engagement show
associations with brands that have high social value (AlFgaihat ot al., 2025). Hollghesk and Mackic
(2022)) also found an influence between brand social value and consumer digital engagement

That is, better brand social value drives high digital engagement attitudes.

Ha.: Brand social value has a positive effect on digital engagement attitude

Social Identity Theory by Tajfel and Tumer (1979) states that individuals construct their identitics
based on membership in social groups. Brands with high social value can be a means for consumers
to express their identities, which can encourage brand advocacy. Abbas et al. (2021) found that
brand social value has a positive effect on brand advocacy in the hospitality industry. Brands that
increase consumers' social status tend to encourage them to become brand advocates. Liu et al.
(2018) also found a positive relationship between brand social value and brand advocacy. Brands
with strong social values creatc communities that encourage consumers to become brand advocates.
Thus, good brand social values can encourage good brand advocacy

Ha: Brand social value has a positive effect on brand advocacy

Brands with high social value can drive digital engagement as a way to express identity, which
ultimately leads to advocacy. Abbas et al. (2021) found that brand social value increases digital
engagement which then drives brand advocacy. Prentice et al. (2019) revealed that brand social
value increases consumer digital engagement which in tum increases the intention to do positive
word-of-mouth. Rasool et al. (2020) showed that brand social value has a positive effect on digital
engagement which then predicts brand advocacy across cultural contexts. Akhgari and Bruning
(2024) found a mediating cffect of digital engagement attitude in the relationship between brand
social value and brand advocacy. This means that digital engagement attitude mediates the
relationship between brand social value and brand advocacy

H2c: Digital engagement attitude mediates the relationship between brand social value and
brand advocacy
2.4. Price perception value, digital engagement attitudes and brand advocacy
Perceived price value is described as the consumer's assessment of the benefits received from a
product or service relative to the costs incurred. The perceived value of a product’s price as the
consumer's overall assessment of the product’s utility based on the perception of what is received

(benefits) compared to what is given (costs), including long-term considerations and comparisons
with other alteratives. In the context of the beauty industry, this concept has evolved to encompass

2. LITERATURREVIEW

2.1. Brand Advocacy

Brand advocacy is defined as the tendency of consumers to actively recommend and defend a brand
to others (Keller & Swaminathan, 2020). Overall, brand advocacy is a multifaceted phenomenon

driven by emotional bonds, self-id i and other infl factors (Irawan & Cheng,

2025). According to Rasool et al. (2020) skincare brand advocacy is defined as the tendency of
consumers to actively recommend, defend, and promote certain skincare brands to others, both
offline and online, based on positive experiences and trust in the brand. In the digital cra, brand
advocacy has evolved into a highly influential form of marketing, particularly through online
reviews and user-generated content (Hollebeek & Mackie, 2022). Research by Leckie (2016) shows
that brand advocacy has a significant positive effect on brand performance and sales growth in the
beauty industry. Strong brand advocacy can reduce consumer price sensitivity. Furthermore, a study
by Fournier and Alvarez (2012) revealed that brand advocacy is influenced by various factors,
including product quality, brand social value and digital engagement. These influences vary
depending on the product category and consumer segment.

2.2. Product Quality, digital engagement attitudes and brand advocacy

Product quality is a crucial factor in marketing that reflects a product's ability to meet or exceed
consumer expectations. Product quality is defined as consumer evaluation of the overall superiority
or excellence of a product based on assessments of effectiveness, safety, sensation of use, and
suitability o individual skin needs. In the context of the beauty industry, product quality includes
not only effectiveness, but also safety, texture, and sensory experience. Yeon and Chung (2011)
explained that product quality in the beauty industry is now assessed based on five main dimensions:
cffectiveness, safety, sensory, sustainability, and innovation. The study found that 73% of
consumers considered effectiveness as the most important factor, followed by safety (68%) and

(54%). Furthermore, etal. (2024) revealed that perceived product quality has
a significant influence on consumer satisfaction and repurchase intention in the context of skincare
products.

Product quality has long been recognized as a key factor in shaping consumer perceptions and
behavior. Product quality not only influences satisfaction and loyalty, but also consumer
engagement on digital platforms. Wijaya and Wahyudi (2024) found that product quality has a
positive effect on online consumer engagement attitudes in the context of skincare products.
Consumers who perceive a product to be of high quality tend to be more involved in online
discussions and cxpericnce sharing. Yeon and Chung (2011) revealed that product quality increases
consumer intention to interact with brands on social media. High-quality products encourage

to seek further inf and e in online brand communities. Mawaddah et
al. (2024) also found a positive influence between product quality and digital engagement attitudes.
Consumers who are satisfied with product quality are more likely to engage in online reviews and
clectronic word-of-mouth activities. Behavior reflected by good product quality can influence
digital engagement attitudes. Thus, good product quality can encourage high digital engagement




not only monetary price, but also the long-term value and multi-functionality of the product. Recent
research by Hariyanfi et al. (2023) showed that perceived price value has a significant influence on
consumer satisfaction and purchase intention in the skincare product category. Further explaining that
this influence is moderated by the level of consumer involvement with the product category.
Furthermore, Gupta and Zeithaml (2006) revealed that in the digital era, 83% of consumers actively
compare prices online before making a purchase of beauty products, indicating the importance of a
transparent and competitive pricing strategy.

Price perception value reflects consumers’ evaluation of the benefits received relative to the costs
incurred. High perceived value can drive online consumer engagement. Sutanto and Wulandari
(2023) found that price perception value has a positive effect on consumer engagement on digital
platforms. Consumers who perceive that they are getting good value tend to be more active in
searching and sharing information online. Wang et al. (2022) revealed that perceived price value
increases consumers' intention to interact with brands on social media. High perceived value drives
consumers to become brand advocates on digital platforms. Gupta and Zeithaml (2006) found a
positive influence of perceived price value on consumers' digital engagement attitudes. Consumers
who feel they are getting value for money tend to be more involved in online reviews and product

This means that better-p d price value drives high digital engagement attitudes,

Haa: Price perception value has a positive effect on digital engagement attitudes

High perceived value can create feelings of fairess and satisfaction, which can drive brand
advocacy. Zhang et al. (2018b) found that perceived price value has a positive effect on brand
advocacy in the context of e-commerce. Consumers who feel they are getting good value are more
likely to recommend the brand to others. Wang et al. (2022) revealed that perceived price value
increases consumers’ intention to become brand advocates on digital platforms. High perceived
value encourages consumers to share their positive experiences online. Gupta and Zeithaml (2006)
also found a positive relationship between perceived price value and brand advocacy. Consumers
who feel they are getting value for money tend to be more willing to recommend the brand to others.
Thus, a good perceived price value can encourage good brand advocacy. Based on this explanation,
the following hypothesis is cstablished:

Ha: Price perception value has a positive effect on brand advocacy

High perceived value can drive digital engagement as @ to express satisfaction, which
ultimately Icads to brand advocacy. Phan and Le (2023) found that perceived price value increases
consumers' digital engagement which then has a positive effect on brand advocacy. Wang et al.
(2022) revealed that perceived price value drives digital engagement which in tum increases
consumers' intention to become brand advocates. (Leckie, 2016) showed that perceived price value
has a positive effect on digital engagement which then leads to higher levels of brand advocacy.
Akhgari and Bruning (2024) found the mediation effect of digital engagement attitude mediating the
relationship between perceived price value and brand advocacy. This means that digital engagement
attitude mediates the relationship between perceived price value and brand advocacy.

Hic: Digital engagement attitude mediates the relationship between perceived price value and

brand advocacy.
2.5. Digital engagement attitudes and brand advocacy

Digital engagement attitude refers to consumers' tendency to interact with brands through digital
platforms, including social media, websites, and mobile applications (Hollgbesk et al., 2020).
Hollebeek and Mackie (2022) explained that digital engagement attitudes in the context of skincare
are defined as the tendency and intensity of consumers to interact with skincare brands through
various digital platforms, including inf scarches, i in online and
sharing experiences related to skincare products. Hollghesk and Mackie (2022) Digital engagement
attitudes in the context of skincare are defined as consumers' tendency and intensity to interact with
skincare brands through various digital platforms, including information searches, participation in
online communities, and sharing experiences related to skincare products. In the beauty industry,
digital engagement has become a primary channel for product education, consumer reviews, and
brand-consumer interactions (Amiroh & Hartono, 2024). Kumar and Papsari (2016)) found that
digital engagement has a significant positive cffect on brand loyalty and purchase intention in the
context of skincare products. It was also revealed that the quality, not the quantity, of digital
interactions is more important in forming positive attitudes towards brands. A longitudinal study by
Malthouse et al. (2016) showed a 300% increase in brand- consumer interactions via digital platforms
in the last five years in the beauty industry. High digital engagement is positively correlated with
higher levels of brand advocacy.

Consumer Engagement Theory developed by Brodie et al. (2011) states that consumer engagement
is a psychological state that occurs through the interaction and co-creative experience of customers
with agents/focal objects (e.g., brands) in service relationships. This theory suggests that higher
engagement can lead to positive outcomes such as advocacy. Hollsbegk and Mackie (2022) found
that high digital engagement has an effect on brand advocacy. This study shows that consumers who
actively engage with a brand's digital content tend to be strong brand advocates. Kumar and Pansari
(2016) developed and tested a customer engagement model that links engagement to business
outcomes. Digital engagement attitudes have a significant positive effect on brand advocacy.
Harrigan et al. (2018) found a strong positive effect between digital engagement and brand
advocacy. This study shows that meaningful interactions on digital platforms can drive advocacy
behavior, Rasool et al. (2020) conducted a cross-cultural study on digital engagement and brand
advocacy in the e-commerce industry. Digital engagement attitudes consistently predicted brand
advocacy across cultural contexts. This finding the of the
between digital engagement and brand advocacy. Leckie (2016) explored the role of digital
in building brand-cons Positive digital engagement attitudes lead to
higher levels of brand advocacy. Thus, good digital engagement attitudes can drive good brand
advocacy.

Ha: Digital engagement attitude has a positive effect on brand advocacy

Based on the review and I

constructed as follows.

an empirical research model can be




Figure 1. Empirical research model
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3. RESEARCH METODHOLOGY
3.1. Population and sample

The population and sample in this study were SKINTIFIC consumers who had used the product for
at least 3 months, were involved in digital engagement (following social media/giving reviews), were
domiciled in Indonesia, and were aged 18-45 years. The sampling technique in this study was to use
the purposive sampling method with the criteria of using at least 2 scientific products, being active
on scientific social media (Jike, comment, share), having provided product reviews and having made
purchases in the last 6 months. Data collection through online questionnaires via Google Form. The
number of respondents was 200 people distributed in the top 3 in Central Java Province, namely
Semarang city 80 respondents (40%), Solo 60 respondents (30%) and Salatiga 60 respondents
(30%).

3.2. Operational variables

Instrument testing, model testing and hypothesis testing are conducted based on primary data. This
research instrument is made based on the operational definition of the variables. The definition of
product quality in this study was developed based on the concept of Wijaya and Wahyudi (2024)
using six indicators, namely effectiveness in overcoming skin problems, texture and sensation on
the skin, absorption rate, product aroma, safety for long-term use, suitability for skin type

The definition of brand social value in this study was developed based on the concept of Wang ct
al. (2022) using six indicators, namely brand prestige, conformity with trends, recognition from
beauty influencers, popularity on social media, association with a healthy lifestyle, conformity with
environmental values (eco-friendly). The definition of perceived price value was developed b

on the concept of Wang et al. (2022)which consists of price suitability with per
benefits, price comparison with other brands, long-term value perception, number of products
reccived, frequency of use required, and availability of size options.

Digital engagement attitudes have been defined as having 6 indicators, namely frequency of
searching for product information, participation in online forums or communities, following brand
social media accounts, watching video tutorials or product reviews, sharing product usage
experiences on digital platforms, interacting with brand digital content (Hollshesk & Mackic, 2022).
Brand advocacy is defined as having 6 indicators of recommending a product, defending a brand
from negative criticism, sharing results or skin transformations on social media, writing positive
reviews about a product on online platforms, encouraging others to try a particular product,
i or repurchasing the product Rasool et al. (2020).

3.3. Data analysis

‘The data analysis technique uses multiple regression, with 2 (two) regression equations formulated
in the following equation.

Yi=ai+ X+ BaXa + piXa &)
Ya=ar+ BeXi + BsXa+ PaXst BrXa+ &2




Notes:

X; = Product quality; X: = Brand social value; X = Price perception value; Y = Digital
engagement attitude; Y2 = Brand advocacy; B egression Coefficient, Both regression analysis
used IBM SPSS software for their analysis

4. RESULTS
4.1. Regression analysis

Based on the instrument test, the KMO value of all variables is more than 0.5 so that the sample in
this study is feasible. The loading factor value of all indicators for each variable is more than 0.4
which indicates that the instrument is valid and AVE is more than 0.5. In addition, the reliability
test shows that the Cornbrash’s Alpha value of each variable is more than 0.7, indicating that all
instruments are reliable. After the instrument test was conducted, multiple linear regression analysis
was conducted with the results as in Table 1

Table 1. Summary results of linear regression analysis

Model Test
Regression Model

AGR Flest

Square Sig Conclusion

Model 1

Yi=a+0237Xi+ 0951
0.174X2 + 0.311%)

The Influence of Product 7 0.001 |His accepted
Quality on Digital
Engagement Attitudes

The Influence of Brand 0. 0016 |Hz accepted
Social Values on Digital
Engagement Attitudes

The Influence of Perceived 0.000 |y, accepied
Values on Digital
Engagement Attitudes

Model I

The Influence of Product 0.040 Hib accepted
Quality on Brand
Advocacy

The Influence of Brand Ha» accepted
Social Values on Brand
Advocacy

“The Influence of Perceived 000 | Ha acceptod
Values on Bran
Advocacy

The Influence of Digital TR (e
Engagement Attitudes on
Brand Advocacy

Source: Authors ' elaboration.

4.2. Model Test

To test this rescarch madel, a determination cocfficient calculation was carried out to determine the
ability of the independent variables to explain the dependent variables. Model 1 shows a
determination coefficient value of 0.951 which indicates the ability of product quality, brand social
value, and price perception value to explain digital engagement attitudes by 95.1% while the
remaining 4.9% is influenced by other factors outside the model. The suitability of model 1 is also
shown through the F test (Goodness of Fit). Table 1 shows the significance value of the F test of
0.00 below 5%. This means that product quality, brand social value, price perception vahie
simultaneously have a significant effect on digital engagement attitudes.

Model 2 shows the ability of product quality, brand social value, price perception value and digital
engagement attitude in explaining brand advocacy by 92,3%. Thus, the significance value of model
2 (Goodness of Fif) is shown at 0.00 below 5%, This shows that product quality, brand social value,
price perception value and digital attitude si ly have a signi effect on
brand advocacy. The remaining 7.3% is explained by other variables.

43. Hypothesis Testing

The hypothesis in this study was tested using the t-test. The test is used to show the ability of the
partial influence of the ind dent variable on the dependent variable. If the value is
below 5%, then the hypothesis is accepted. In Table 1, the beta value of product quality is 0.237 with
a significance value of 0.001 below 5%. This means that product quality has a significant positive
effect on digital engagement attitudes. Thus, hypothesis 1a (Hya) is accepted. Hypothesis 2 testi

shows the beta value of brand social value of 0.174 with a significance value of 0,00 which is below
5%. This means that brand social value has a significant positive effect on digital engagement
attitudes. Thus, hypothesis 2a (Ha) is accepted. Hypothesis 3 testing shows the beta value of price
perception value of 0.311 with a significance value of 0.00 below 5%. This means that the price
perception value has a significant positive effect on digital engagement attitudes. Thus, hypothes

3 (Hu) is accepted. Hypothesis b (Hiy) testing shows a beta value of product quality of 0.040 with
a significance value of 0.049 below 5%, This means that product quality has a significant positive
cffect on brand advocacy. Thus, hypothesis 1» (Hys) is accepted. Hypothesis 2, (Has) testing shows
the beta value of brand social value of 0.040 with a significance value of 0.045 which is below 5%.
This means that brand social value has a significant positive effect on brand advocacy. Thus,
hypothesis 2, (Hx) is accepted. Hypothesis 3, (Hy) testing shows the beta value of price perception
value of 0.094 with a significance value of 0,000 below 5%, This means that the price perception
value has a significant positive effect on brand advocacy. Thus, hypothesis 3 (Hz) is accepted.
Hypothesis 4 testing shows a beta value of digital engagement attitude of 0.873 with a significance
value of 0.00 below 5%. This means that digital engagement attitude has a significant positive effect

sting




on brand advocacy. Thus, hypothesis 4 is accepted.
4.4. Mediation Test

The mediation test is used to determine whether or not the indirect influence of the independent
variable on the dependent variable with the third variable as an intervening variable. Sobel is used
to measure the significance and value of the coefficient of the indirect influence of product quality,
brand social value, price perception value on brand advocacy.

Based on the Sobel test, it is proven that the significance value of the indirect cffect of product
quality on brand advocacy with digital engagement attitude as an intervening variable is 0.0001
below 0.05 (5%). This shows that digital engagement attitude significantly mediates the effect of
product quality on brand advocacy. Thus, hypothesis 1. (Hic) is accepted. The Sobel test proves that
the significance value of the indirect influence of brand social value on brand advocacy with digital
engagement attitude as an intervening variable is 0.0001 below 0.05 (5%). This shows that digital
cngagement attitude significantly mediates the influence of brand social value on brand advocacy.
Thus, hypothesis 2. (Hx) is accepted. It is also proven that digital engagement attitudes significantly
mediate the influence of price perception value on brand advocacy with a significance value of 0.0000
below 0.05 (5%). As for the conclusion, it is proven that the attitude of digital involvement is able
to be an anchor or intervening variable in relation to the influence of product quality, brand social
value, price perception value on brand advocacy. Thus, hypothesis 3. (Ha) is accepted.

5. DISCUSSION

The results of the regression analysis show that product quality has a significant positive effect on
digital engagement attitudes. These results support previous studies conducted by Wijaya and
Wahyudi (2024). Thus, good product quality will encourage higher digital engagement attitudes.
Consumers who perceive high product quality tend to be more active in interacting on digital
platforms. In this case, products that are effective in overcoming skin problems are needed so that
they can support customers to watch video tutorials and provide good reviews.

Hypothesis 2, testing also proves that brand social value has a significant positive effect on digital
engagement attitudes. This finding supports previous studies conducted by Macassa ct al. (2022)
which stated that brand social value has a positive effect on digital engagement attitudes. Brands with
high social value encourage more intense online interactions. This means that good brand social
value will create a higher digital engagement attitude in customers. A brand social value with good
brand prestige is able to have a high digital engagement attitude.

Hypothesis 3, testing proves that price perception valuc has a significant positive cffect on digital
engagement attitudes. This finding supports previous studies conducted by Bergel et al. (2019),
especially in the context of value-seeking behavior. That is, a good price perception value can
increase a high good digital engagement attitude. The good price fit with perceived benefits refers to
sharing product usage experiences on the platform when experiencing problems. This stage allows
customers to increase participation in online skincare forums or communities

The test results on hypothesis 1y prove that product quality has a significant positive effect on brand

advocacy. These results support previous studies conducted by Feriningsih et al. (2023). This means
that good product quality can drive better brand advocacy. Product safety for long- term use reflects
good product quality, resulting in better brand advocacy

The test results on hypothesis 25 prove that the brand's social value has a significant positive effect
on brand advocacy. These results support previous studics conducted by Salah and Ayyash (2024).
This means that good brand social values can drive better brand advocacy. Recognition from beauty
influencers reflects good brand social values, resulting in better brand advocacy.

The test results on hypothesis 3, prove that the perceived value of price has a significant positive
. Th I

effect on brand advocacy. previous studi ducted by Pramska.ct al. (2017).
This means that a good price perception value can drive better brand advocacy. A good competitive
price comparison with other skincare brands reflects a good price perception value, resulting in
better brand advocacy.

Hypothesis 4 testing proves that has a significant positive effect on brand advocacy. This finding
supports previous studies presented by Sathya et al. (2023) and Nasution ct al. (2022). This means
that a high digital cngagement attitude builds good brand advocacy. A high digital engagement
attitude is reflected through participation in online forums or communities, following brand social
media accounts, providing product reviews, interacting with brand digital content. This condition is
able to increase brand advocacy.

Based on the results of the Sobel test on the mediation cffect, it can be concluded that digital
engagement attitudes are able to be intervening variables in relation to the influence of product
quality, brand social value, price perception value, and digital engagement attitudes on brand
advocacy. It has been proven that the significance value of the indirect influence of product quality
on brand advocacy, brand social value on brand advocacy, and price perception value on brand
advocacy is below 5%. In other words, OCB is able to become an anchor or intervening variable in
relation to the influence of product quality, brand social value, and price perception value on brand
advocacy.

6. CONCLUSION

This study aims to reveal digital engagement attitudes in mediating the influence of product quality,
brand social value, price perception value on brand advocacy. Digital engagement attitudes arc
considered important as a relevant topic, emphasizing the importance of research on digital
engagement attitudes, and helping to understand the context of brand advocacy. This study has
proven that product quality, brand social value, perceived price value, and digital engagement
attitude have a positive effect on brand advocacy. To encourage brand advocacy, digital engagement
attitude is a very important factor. Participation in online forums or communitics, following brand
social media accounts, watching video tutorials or product reviews, sharing product usage
experiences on digital platforms, interacting with brand digital content are important to support brand
advocacy for customers. Digital engagement attitude is proven to act as a mediating variable. Digital
engagement attitude can be an anchor before the predictor variables affect brand advocacy.

The results of this study contribute to the discourse on digital engagement attitudes, aiming not only




to influence but also to encourage further investigation into brand advocacy. In addition, this paper
expands the discussion on the extent to which digital engagement attitudes can be improved, as
SKINTIFUC is effective in skin care, has brand prestige and has a match between price and benefits
received.

The results of this study contribute to the advancement in the study of digital engagement attitudes
and brand advocacy by highlighting the potential of digital engagement attitudes in driving
increased brand advocacy. In addition, the results of this study also provide practical insights into
consumers' digital engagement attitudes, showing their role in influencing brand advocacy

Furthermore, the results of this study also offer practical contributions for brand managers and
marketing managers who engage in various activities with their consumers, It is important for brand
advocacy to the role of consumers' digital attitudes in infl brand
advocacy. Managers also need to analyze product quality, brand social value, and price perception
value, because these three variables also have a direct influence on brand advocacy.

Although this rescarch provides an important contribution to the development of science and
marketing management related to digital engagement attitudes and marketing advocacy, this
research also has limitations related to the research method which only uses 3 (three) independent
variables. Likewise, related to respondents who are only SKINTIFIC consumers so that it cannot
be generalized to other product? For future research, it can be expanded by adding independent
variables such as consumer education, consumer income, and also gender as a control variable.
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2024). The placement of digital

engagement attitudes  serves as a mediator to become

adifferentiator in influencing brand advocacy. This study

investigates the beauty industry sector in Indonesia to uncover

digital engagement attitudes in mediating the influence of product

qualit, brand social value, dd price perception alue on brand

his study was conducted by testing and analyzing data

o determine whether product quality, brand social value, and price

perception value have an indirect o indirect influence on brand

advocacy. This study uses primary data from 200 SKINTIFIC

consumers tested, and utilizes regression equation modeling,

The results of the Study indicate that product quality, brand social

value, and perceived price value have direct and indirect effects on

brand " advocacy. Another finding is that digital engagement

attitudes play a mediating role in influencing product quality,

brand social value, and perceived price value on brand advocacy.

This study provides valuable insights for beauty industry business

players who want to optimize strategies that involve mobilizing

siness clients, staff, and other partners to promote products and

L Clsniienion: M1, M2, M3 services to their peers.
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1. INTRODUCTION

In the ever-evolving digital era, brand advocacy has
become a crucial aspect of a company’s marketing
strategy. This phenomenon is marked by a paradigm
shift ‘from passive loyalty to active consumer
involvement in promoting and defending brands
(Hollebeek & Mackie, 2019). Leckie (2016) explained
that 78% of global consumers rely on
recommendations from friends and family in
purchasing decisions, emphasizing the importance
of brand advocacy in the business environment.

Product quality remains a fundamental factor
in building consumer attitudes. Research by Brakus
(2014) shows that the definition of “quality” has
evolved, encompassing not only functional aspects
but also the holistic experience a product offers.
The study found that 65% of millennials and Gen
consumers prefer products that offer unique
experiences over those that rely solely on functional
qualites

rand \()ual values emerge as a significant
factor In consumer attitudes. Keller and
Saminathan. (3020 Tevenicd that 3% of global
consumers are more likely to purchase from brands
that align with their personal values. Zhou et al.
(2012) found the influence of brand social value on
formation of consumer attitu owever,
Tesearch by Fournier and Alvarez (2012) showed that
the influence of brand social value varies depending
on the consumer segment

Price perception continues to be an important
factor, but with new nuances in the digital age.
Research by Gupta and lcxl)um] (2006) revealed that
83%of consumers actively search and compare
prices online before makmu a purchase. Ramanathan
et al. (2017) found that consumers increasingly
judge “price” not only in monetary terms, but also in
terms of time, effort, and psychological costs
investe

Consumer digital engagement attitudes are

coming a critical point in modern marketing.
Alongitudinal study by Kumar and Pansari (2016)
increase in
interactions via digital platforms
years. Hollebeek and Macky (2019) found a positive
influence of digital engagement attitudes on brand
advocacy. Malthouse et al. (2016) and Praswati and
Ningsih (2024) research showed that product quality
had a more decisive influence on digital engagement
attitudes. However, Yum and Kim (2024) found that
favorable attitudes do not always lead to brand
advocacy.

The beauty industry, especially the skin care
sector, has r‘mem‘nn‘d significant growth in recent
Jrars. Acco to & mport by Grand View

e G023y the global s
equd 1 reach a value of $1893 \nllmn b) zob.
with a compound annual growth rate
From 2019 (o 2025, Amidst this growth, Jocsl brands
like SKINTIFIC have emerged as strong competitors
in a market dominated by international brands.
As a science-based skincare brand,
represents a key trend in the industry: a focus on
evidencebased  formulations  and  ingredient
This_phenomenon s in line with
of K and Chung (2011) and Shim
etal. oom which re t 67% of millennial
n 2 consumers prefer beauty products with
proven scientilic laims

Product quality in the context of skincare has

evolved beyond mere effectiveness. Research by

vmrosh
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Sutanto and Wulandari (2023), Wijaya and Wahyudi
{2023 lound that perceived skincare product quality
pos

an important factor in forming consumer attitudes
towards skincare products (Zhang et al., 2018).
social value of brands is beco
increasingly important in the beauty industry.
survey by Deloitte (2023) revealed that 76X of
sian consumers are more likely to buy from
Nwly brands that reflect their personal values,
such as sustainability or inclusivity. SKINTIFIC, with
its position as a loc: locused on innovation,
the potential to capitalize on this trend.
e findings of Zhang et al. (2018) and Abin et al.
(2022) explain that brand image has a positive effect
on consumers’ favorable attitudes towards skincare
products. However, the perception of price in
e beauty industry has shifted. According to Boom
et al. (2020), skincare consumers increasingly assess
value for money” not only from price, but also from
the long-term effectiveness and multi-functionaliy
of the product. SKINTIFIC with it focus on effective
active Ingredients, esponds o this trend. Tran et al.
{2025) and Sutanto and Walandari (2023) found that
perception of appropriate _prices
positvely influences consumer atttudes tovards
incare products. Bagram (2012) proved that
positive consumer  atitudes' towards  skincare
products consistently influence brand advocacy.
Consumers' digital engagement has_become
crucial in the beauty industry. A study by
Euromonitor International (2023) showed a 250%
crease in online beauty product information
arches since 2020, SKINTIFIC, as a brand active on
digital platforms, is in a position to capitalize on
this trend. Amiroh and Hartono§ (2024) research
revealed that the effectiveness of digital engagement
varies depending_on the type of content and
platform used. These differences in findings,
coupled with changing market dynamics, create
a significant research gap. Comprehensive studies
that Integrate product quality, brand socil value.
ceived price value, and digital engagement
Htitudes 1 the context of brand advocaey are
still limited.
is study aims to fll dis gap. providing
adeeper understanding of how these factors
interact to shape brand advocacy in the digital age.
This study investigates the impact of product
quality, brand social value, and perceived price value
on digital engagement attitude and brand advocacy
placing _ digital engagement  attitude _as
amediator. This study addresses specific
questions, such
RQI: Do product quality, brand social value,
and perceived price value have an impact on digital
engagem itude:
RQ2: Do rodict. qualty, brand ‘socal vl
value, and engagement atitude have
advoc

analysis approach. Primary data will be collected
through a survey given to SKINTIFIC consumers who
have used the product for at least three months,
follow soclal media, are domiciled in Indonesia, and
re aged 18-45years. The regres a
modeling technique will be used

the relationship between product quality, brand

. .
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Social brand engagement is the feelings and
emotional attachment of customers to_a br

2022). The sodal

benefils that

the use
& Swaminathan, 2020). Liu et al.
(2018) explained that the social value of a bra
refers to consumers’ percepions of a brand's bilty
h il self-concept, including

pereeptionis of o brand's shilty.
enhance their social self-concept, including status,
recognition, and conformity to prevailing norms
within a_social group. Brand ~social value is
increasingly linked 10 consumers® sell-identity and
lifestyle expression (Hollebeek & Mackie, 2018).
Zhou et aLl§ (2012) study showed that brand social
value has a significant pesitive influence on brand
engagement and brand loyalty in
industry, Furthermore, it was  found
influence was stronger among millennial and Gen Z
consumers. However, Othman et al. (2022) revealed
that the influence of brand social value varies
depending on the level of consumer involvement
with the product category. For premium. skincare
products, brand social value has a stronger influence
‘on purchase intention compared to mass produc
Brand social value reflects the extent to which
a brand can enhance consumers’ social self-concept.
Brand social value can drive consumer engagement
on online platforms. Zhou et al. (2012) found that
brand social value has a positive effect on consumer
engagement attitudes on social media. Brands with
high social value encourage consumers to share
their experiences online as a form of self-expression.
im et al
social value increases consumers’ intention 10
participate in online brand communities. Consumers
Who use digital engagement show assoclations with
igh social value (AlFraihat et al,
3575 Hollcbeek nod “Siackie (3010) s found
ninfluence between brand_social value and
consumer digital engagerment. That s, ettt br
social v drives high dig engagemhent atimades
St son vae o positive effect on
diial mqaqrmm: attirude.
dentity theory by Taifel and Turner
(1970) “sttesthat Indnidusls Consireet thet
identities based on membership in social groups.
ands with high social value can be a
consumers to express their identitie:
encourage brand advocacy. Abbas et al
that brand social value has a positive effect on brand
advocacy in the hospitality industry. Erands that
increase consumers’ social status tend to anmumge
them to become brand advocates. Liu et al. (2018)
also found 3 pustive relationship between brond
social value and brand advocacy. Brands with strong
soclal values create communities that_encourage
consumers to become brand advocates. Thus, good
brand social values can encourage good brand
advocacy.
H2b: Brand social value has a positive effect on
brand advoc
Brands with high social value can drve dighal
engagement as a way to express identi
itimarely Teads 1o advocay. Abas et W Bog)
found that wcial value increases digital
engagement, WEich ‘hen deives brand Advotacy.

vanrush”

Prentice &t al. (2019) revealed that brand social value
mer digital engagement, which in
Tin [nereases 4

which then predicis brand advocacy across cultural
contexts. Akbgari and Bruning (2024) found
amediating elfect of digita] engagément attitude In
the relationship_between brand social value and
brand advocacy. This means that digital engagement
attitude mediates the relationship between brand
social yalue and brand acvoca

Digital - engagement _ attiuide  mediates
the remuum'hlp between brand social value and
brand advocacy.

2.4, Price perception value, digital engagement
attitudes, and brand advocacy

Percetved priee value is deseribed as the consumer's
assessment of the benefts recetved from 2 product
or service relative to the costs

The perceived value of a' products price
the consumer’s overall assessment of the produc
utility based on the perception of what is received
(benefits) compared to what 1s given (costs),
including long-term considerations and comparisons
with other alternatives. In the context of the beauty
industry, this coneept has evolved to encompass not
only monetary price but also the long term v
and multi-functionality of the product.
research by Hariyanti et al (202

perceived price value has a significant influence on
consumer satisfaction and purchase mumum in
the skincare product category. Further ex

that this Influence §s moderated by the fevel 0f
consumer involvement with the product category;
Furthermore, Gupta d [ulh.allll (2006} ru(-alx.d
that |. gital era, 83

ine
h(‘auly‘ nmd mdna{mx
= empparcut i Camp g prickug GEGY:
perception. value reflects —consumers'
evaluation of the benefits received relative to
the costs incurred. High perceived value can drive
ine consumer engagement,  Sutanto  and
Wulandari (2023) found that price perception value
has ' posiive £Teet on Consumer. engagement. on
digital platforms. Cansumers who perceive that they
are getting good value tend to be more active in
searching and sharing information online. Wang
etal (mzz: revealed that perceived price value
increases consumers' intention to interact with
brands on social media. High percived value drives
consumers 1o become brand advocates on digital
and  Zeithaml

who feel they are getting value for money tend to be
more involved in online reviews and product
discussions. This means that better-perceived price
value drives high digital engagement attitudes.
30: Price perception value has a positive effect
on digital engagement atiudes.
High perceived value can create feclings of
faimess and satisfaction, which can drive brand
advocacy. Zhang et al. (2018) found that perceived
price value has a positive effect on brand advocacy
in the context of e-commerce. Consumers who feel
they are getting good value are more likely to
recommend the brand to others. Wang et al. (2022}

omrsss

o ()
Rotate Markup

social value, and perceived price value on digital
engagement atitude and brand advocacy, as vell a5
the relationship s
sivocacy. Mediation s
et 1o hich engageienn athude ‘pie7y
amediating role between product quality, brand
soclal value, and perceived price value towards
brand advocicy:
mainder of this paper is structured as

follows. \ununz reviews theoretical support and
previous research on the factors that determine
brand advocacy. Section 3 describes the research
design, including the research model and
collection techniques. Section 4 presents the results
of the model acied fgt e emression analysis
With the KASEEMEEOIKI TMO) test, validity,
Yelabiity, hypothesis testing, and mediation testing.

ction 5 discusses the results of the study.
Section 6 explains the conclusions of the study, as
well as the limitations of the study for further study.

2. LITERATURE REVIEW
2.1. Brand advocacy

Brand advocacy is defined as the tendency of
consumers 10 actively recomment

abrand to others (Keller & Swaminathan, 2020).
Overall, brand advocacy is a  multifaceted
phenomenon driven by emotional bonds, ~self-
identification, and other influencing factors (Irawan
& Cheng, 2025). According to Rasool et al. (2020),
skincare brand advocacy is defined as the tendency
of consumers to actively recommend, defend, and
promote certain skincare brands to others, both
offline and online, based on positive experiences
and trust in the brand. In the digital era, brand
advocacy has evolved into a highly influential form
of marketing, particularly through online reviews
and user-generated content (Hollebeek & Mackie,
2019). Research by Leckie (2016) shows that brand
advocacy has a significant positive effect on brand
performance and  sales the beauty
industry. Strong brand advocacy can reduce
consumer price sensitivity. Furthermore, a study by
Fournier and Alvarez (2012) revealed that brand
advocacy is influenced by various factors, including
product quality, brand social value, and_digital
engagement. These influences vary depending on
the product category and consumer segment.

2.2, Product quality, digital engagement attitudes,
and brand advocacy

Product qualty is  cruchal factor in marketing that
reflects a ity to meet or exceed
consumer expectations, Product qualityis defined 2
consumer evaluation of the overall superiority or
exoelience of a product bsed on assesments o
effectiveness,  safety, sensation of use
Suitability 10 individual skin needs. In the context of
the beauty industry, product quality includes not
only effectiveness, but also_safety, texture, and
Sensory experience. Kl and Chung (011 explained
that product quality in the beauty industry is now
assessed based on five main dimensions:
safety, sensory, and
innovation. The study found that 73% of consumers
considered effectiveness as the most important
factor, followed by safety (68%) and innovation
(54%). Furthermore, Mawaddah et al. (2024) revealed

s

rew-alcd lh..‘l! perceived price value increases
sumers’ intention to become brand advocates on
Grgtal piatforms, High eaceved value esutiges
10 share their positive experiences
Pl2006) aso Tound
a positive relationship between perceived price value
and brand advocacy. Consumers who
getting value for money tend 1o
recommend the brand to others.
perceived price value can encourage good
advacacy. Based on this explanation, the {Dllmﬂng
h)'pnlht*.m is established:
Price perception value has a positive effect
on brand advocacy.

High perceived value can drive  digital
engagement as a way to express satisfaction, which
ultimately leads to brand advocacy. Phan Tran and
Le (2023) found that pereeived priee value inereases
consumers’ digital engagement, which then has
apositive effect on brand advocacy. Wang et
(2022) revealed that perceived price value dri
digital engagement, which in turn increases
consumers’ intention to become brand advocates.
(Leckie, 2016) showed that perceived price value has
3 postive effect an digital engagement, which then

o digher levels of brand advocicy. Akgari
Jlld Bnmmg (2024) found it the mediation effect
of digital engagement attitude  mediates
the relationship between perceived price value and
brand advecacy. This means that digital engagement
attitude mediates the relationship between perceived

engagement  attitude  mediates
the relationship between perceived price value and
brand advocacy.

Digital engagement attitudes and brand

Digital engagement attitude refers to cumumm'
tendency fo interact with brands through digital
platforms, including social met e, m- o
applications ~ (Hollebeek 20).
Hollebeek and Mackie (2018) explaimd that mu;l
engagement attitudes in the context of skincare are
defined as the tendency and intensity of consumers
to interact with skincare brands through various
digital platforms, including information searches,
participation in online communities, and sharing
experiences related 1o sl products :beck
& V20185, Digital engagement attitudes in the
context of skincare are defined as consumers’
tendency and intensity to interact with skincare
brands through various digital platforms, including
information  searches, participation in  online

Q 85 ® Sat20Sep 20.53

that perceived product quality has a significant
influence on consumer satisfaction and repurchase
intention in the contex! of skincare products
juct quality been recognized as
akey factor in shaping consumer perceptons and
behavior. Product quality not only influences
satisfaction and loyalty, but also consumer
engagement_on digital platforms. Wijaya and
Wahyudi (2023) found that product quality has
apositive effect on online consumer engagement
attitudes in the context of skincare products.
Consumers who perceive a product 1o be of high
quality tend to be more involved in online
discussions and experience sharing. Kiffi and Chung
(2011) revealed that product quality increases
consumer intention to interact with brands on social
media. High-quality products encourage consumers
to seek further information and participate in online
brand communities. Mawaddah et al. (2024) also
found a positive influence between product quality
and digital engagement attitudes. Consumers who
are sasfied with product quality are more Hkel to
- G i

Tt acthatics. Behavio reected by
quality can influence digital engagement attitudes.
Thus, good product quality can encourage hig)
digital engagement attitudes.
HIa: Product uualm hus a positive effect on
digital cngagement attitudes
roduct quality lend\ to meet or exceed
i "expectations, which In. tum can drive
brand advocacy. Seo et al. (2017) found that product
quality has a positive effect on brand advocacy in
the cosmetics industry. Consumers who experience
high product quality are more likely to recommend
the brand to others. Ebrahim et al. (2024) revealed
that product quality increases consumers' intention
1o become brand advocates on social media. High-
ucts encourage consumers 1o share thel
positive experiences online. Hollebeek and Mackie
(2019) also found a positive influence of product
qualm on brand advocacy. Consistent product
ity builds consumer trust, which ultimately
l Ada xu brand advocacy. Thus, good product quality
can encourage good brand advocacy.
H1b: Product quality has a positive effect on
rand advocac
Ex Dc(lzllun(onfrm.llmn theory by Oliver
(1980) explains that consumer satisfaction is formed
from the comparison between expectations and
actual product performance. When product quality
meets or exceeds expectations, consumers tend to
be more digitally engaged become brand
advocates. Wijaya and Wahyudi (2023) found that
product quality has a positive effect on_digital
enxaxemml which then increases brand advocacy.
d Chung (2011) revealed that product quality
increases tonsumen intention to emme digitally,
which in turn drives brand advocacy. Hollcbeek and
Mackic (B018) showed that percelved produu quality
increases digital engagement, which then correlates
positvely mm hmnd advocacy: "This means. that

attitudes  mediate
(ht mlauunslnp S ctneen prodect aoaty ind brand

tal engagement attitude mediates
the rflannmhm between product quality and brand

2.3. Brand social value, digital engagement attitude,
brand advocacy

communities, and sharing experiences related to
skincare products, In the beauty industry, digital
engagement has become a primary channel for
product education, consumer reviews, and brand-
consumer interactions (Amiroh & Hartone, 2024).
Kumar .‘mfl Pansari (2016) found that digital
e s a significant positive effect on
:AIW and uurcmse intention in the context
of skincare products. It was also revealed that the
quality, not |m Quantiy, of u.gum meragtans &
more import ositive _attiludes
Towards brande, A Jongitudinal study by Malthouse
< al. (2016} showed a increase in brand-
umer interactions via digital platforms in
Thelast five years in the beauty inds try. High
digital engagement s positvely comelated with
higher levels of brand advocacy.
nsumer engagenent m:om. dmlum:u by
Bmdn. et al (2011
engagement is a psyc u\nmr-l um " par oocurs
Uhrough the interaction and foretive experience of
customers with agents/focal objects
service ruhmm s
}unlm engageme

Tound that high dlﬂlal engagemrnl has an effect on
brand advocacy. shows that consumers
who actively engage with a brand's digital content
tend 1o be strong brand advocates, Kumar

Pansari (2016) developed and tested @ customer
cngagement model - that links _ engagement o
business outcomes. Digital engagement  attitudes

advocacy behavior.
asool et al. (2020) conducted a cross-cultural study

on digital engagement and brand advocacy in
the e-commerce industn
attitudes_consistently predicted y
across cultural contexts. This finding emphasizes
the universality of the relationship between digital
engagement and advocacy. Leckie (2016)
explored the role of digital engagement in huz]dmg
brand-consumer _ relationships.  Positi
ehgagement attitudes lcad 1 higher evels of biand
advocacy. Thus, good digital engagement attitudes
can drive good brand advocacy.

H4: Digital engagement attitude has a positive
effect on brand advoca

Based on the lhcore\\na] review and hypothesis
formulation, an empirical research model can be
constructed as follows:

Figure 1. Empirical research model

Product quality

u .
Brand soctal value b il engagement ‘
v e

L

- A4 ~

i g——
LY

Perceived price
value

Saurce: Authors” daboration.
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3. RESEARCH METHODOLOGY
3.1, Population and sample

I'Im population and sample in this study were

ast
Sagment Golowing socid) media/ging revicwsk
were domiciled in Indonesia, and were aged
18-45 years. The sampling technique in this study
was to use the purposive sampling method with
the criteria of using at least W0 scientific products,
being active on scientific social media (like,
comment, share), having provided product reviews,
and having made purchases in the last §i% months.
Dat collecton through online questiongaes via
Google Formé. The number of respondents.was
200 people. distributed In the top. three
Central Java Province,  namely Semarang
ndents (40%), Solo, 60 mp.mdcm u(m.
and Saatiga, 60 respondents (0%

3.2 Operational variables

Instrument testing, model testing, and hypothesis
testing are conducted based on primary
This research instrument is made based on
the operational  definition of the variables.
The definition of product quality in this study was
developed based on the concept of Wijaya and
Wahyudi (2028) using six indicators, namely
effectiveness in overcoming skin problems, texture
and sensation on the skin, absorption rate, product
aroma, safety for long-term use, and suitability for
skin type.
I‘h(- defiiton of brand socal value in this
ped based on the concept of Wang
22) using, six Indicators, namely brand
prestige, conformity with trends, recognition from
beauty influencers, popularity on_social media,
association with a healthy lifestyle, ind conformity
with  environmental v
The definition of perceived
developed based o
(2022), which consists of price suitability with
perceived benefits, price comparison with other
brands, long-term value perception, number of
roducts received, frequency of use required, and
availability of size options.

Digital engagement attitudes have been defined
as having six indicators, namel mency of
searching for product information, participation in
online forums or communities, following brand
social media accounts, watching video tutorials or
roduct reviews, sharing product usage experiences
on digital platforms, and in d
digtal content (Hollbeek & Vackie:
advocacy is_defin

negative criticism, i
transformations on_ social media, writing_positive
reviews about a product on online platforms,
encouraging others to try 2 partlar product,

cribing repurchasing the  product
consistently (Rasool et al 2020).

3.3, Data analysis

The data analysis _technique uses multiple
regression, _ with {0  regression  equations
formulated & 3

Vo= a4 BiXy + BXa + BiXs + m
Yy =@y + By + BsXa + BeXs + BrXo &

Wheré X, = Product quality; X, = Brand
value; X, = Price perception value; ¥,
engagement _auiwde; Y, = Brand

B, = Regression _coefficient. _Bot 5
analyses used IBM SPSS software for thelr analysis.

4.RESULTS
4.1. Regression analysis

Based on the Instrument tes the Yo value of all
variables is more the sample in_this
study is feasible. The' Inmﬂng factor whu- of all
indicators for each varfable is more than
indicates _that_the _instrument is

than 0. In adition, the relability test shows that

e Cronbagh's alpha value of each variable is more

an 07, indicating that al nstrumens e relabe.

‘After the mstrument te: onducted, multiple

linear ‘regression analysis' was  conducted with
the results as in Table 1

Table 1. Summary results of linear regression analysis

Model test

Fest Sig.

0.000

+a+0 11—
[The mfluence of product quality on digital engagement
| attitudes
The Influence of brand social values on digital engagement
attitudes
The influcnce of perceived Values on digital engagement

X, 4 0034, + 00873,

Hla sccepted
H2a sccepted

Hia accepted

041
mm oy e odu(l 1 el

0049 | Hibaccepted

vt o e schesacy

045 | H2b accepted

o nflocnes of Beseches wales o brand advecasy
The influence of digital engagement attitudes on brand

| advocacy
Source: Authors' claboration.
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The test results on Hib prove that product
quality has a significant positive effect on brand
advocacy. These pesults supgort, previous studics
conducted by ngsih et al. (2023). This means
Tt oo product duality can drive better brand
advocacy. Product safety for long-term use reflects
good product quality, resulting in better
‘advocacy.

The test results on H2b prove that the brand's
social value has a significant positive effect on brand
advocacy. These results support_previous studies
condueted by Salah and Ayyash (2024). This means
that good brand social values can drive beter brand

ocacy. Recognition from beauty influencers
Teflecis good brand social vables, resutting in betier
brand advocacy
test results on Hb prove that the
perceived value of pﬂ(c has a slgmilcam positive
effect on brand advocacy. These results suppor
previous studics conducted by Prammeka et al (1017,
This means.
drive better brand advacacy. pod competitive
price comparison with other skincare brands reflects
a good price perception value, resulting in better
brand advacacy
esting proves that has a significant positive
effect on brand advocacy. This finding supports
previous studies presented by Sathya et al. (2023)
and Nasution et al. (2022). This means that a high
digial engagement atttude bulds good. b

cacy. A high digital engagement attitude is

elocied through paricipation n amiie Torums or
communities, following brand social media accounts,
providing product reviews, interacting with

digital content. This condition Is able to increase
‘brand adve:

B n the results of the Sobel tes
the mediation effect, it can be concluded that digital
engagement attitudes are able ¢ intervening
variables in relation to the influence of produc
quality, brand social value, price perception value,
and digital engagement attitudes on brand advocacy.
It has been proven that the significance value of
the indirect influence of product quality on brand
advocacy, brand social value on brand advocacy, and
price perception value on brand advocacy is below
5%, In other words, OCB is able to become an anchor
o iervening varible in reation 1o the influence of
product value, and  pric
Perception valub on hrand advocacy.

6. CONCLUSION
This sudy aims 1o reveal digital engagement
attitudes in mediating the influence of product
quality, brand soeial value, price perception value on
brand advocacy. Digital engagement attitudes are
considered important as a relevant  topic,
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4.2. Model test

To test this research model, a determination
coefficient calculation was carried out to determine
the ability of the independent variables to explain
the  dependent variables. Model 1 shows
a determination_coefficient value of 0.951, which
indicates the ability of product quality, brand social
value, and price perception value to explain digital
engagement attitudes by 95.1% while the remaining
4.9% is influenced by other factors outside
the model. The suitability of Model 1 is also shown
through the F-test (goodness of fit). Table 1 shows
the significance value of the F-test of 0.00 below 5%.
This means that product quality, brand social value,

have

4.4. Mediation test

‘The mediation test is used to determine whether or
not the indirect influence of the independent
variable on the dependent variable with the third
variable as an intervening variable. Sobel is used to
measure the significance and value of the coefficient
of the indirect influence of product quality, brand
social value, price perception value on brand
advocacy.

Based on the Sobel test, it is proven that
the significance value of the indirect _effect ol
product quality on brand advocacy with digital
engagement atitude s an intervening variable

0.0001 below 1)01 l))6! I'hn \huv\s that digital

price_perception_value
2 sgnificant effect o digital ngagement attitues.
fodel 2 shows the ability of product quality,
Brand. soctal ver. et porcepice Tl el
digital engagement attitude in explaining brand
advocacy by 92.3%. Thus, the significance value of
Model 2 (goodness of fit) is shown at 0.00 below 5%.
This shows that product quality, brand social value,
price perception value, tal engagement
attitude simultaneously have a significant effect on
rand advocacy. The remaining 7.3% fs explained by
other variables.

4.3, Hypothesis testing

The hypothesis in this study was tested using
the ttest. The test is used to show the ability
of the partial influence of the independent variable
on the dependent variable. If the significance value
is below 5%, then the hypothesis is accepted. In
Table I, the beta value of product qually ts 0237
with a ‘significance value of 0.001 below 5%. This
‘means that product quality has a :lgn.u'xcam positive

social value of 0.174 with a significance value
5%. This means that brand
ant positive effect on
digital engagement attitudes. Thus, H2a is accepted.
testing shows the beta value of price perception
value of 0.311 with a significance value of 0.00
below 5. This means that the price perception value
has a sigoificant positive digital
chgagément atitudes. Thus, H3a Is accepted. Hlb
testing shows a beta value of product quality of
0.040 with a significance value of 0.049 below 5%.
This means that product quality has 2 significant
positive effect on brand advocacy. HIb is
accepted. H2b testing shows the beta \aluc nf brand
Social value of 0.040 with a significance value of
0.045 which is below 5%. This means that brand
social value has a significant positive effect on brand
advocacy. Thus, H2b is accepte testing shows
the beta value of price perception value of 0.094
with a significance value of 0.000 below 5%. This
means that the price perception value has
asignificant positive effect on brand advocacy.
Thus, H3h is accepted. Hd testing shows a beta value
of dighal engagement attitude of 0873 with
a significance value of 0.00 below 5%. This means
that digital engagement attitude has a significant
positive effect on brand advocacy. Thus, Hd is
accepted.

vmrosh
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ediates
theelfect of product quality on brand advocacy.
s, HIE is accepted. The Sobel test proves ¢
e Significance vaie of the indirect influence of
brand social value on brand advocacy with digital
engagement attitude as an_intervening variable
is 0.0001 below 0.05 is shows that digital
engagement  attitude  significantly  mediates
the influence of brand social value
advocacy. Thus, HZE is accepted. It is also proven
engagement  attitudes  significantly
e the influence of price perception value on
brand advocacy with a significance value of 0.0000
below 0.05 (5%). As for the conclusion, it is proven
that the attitude of digital involvement is able to be
an anchor or intervening variable in relation to
the influence of product quality, brand social value
price perception value on brand advocacy. Thus, H3¢
is acceptec

5. DISCUSSION

The results of the regression analysis show that
product quality has a significant positive effect on
digital engagement attitudes. These results support
previous studies conducted by Wijaya and Wahyudi
(2023). Thus, good product quality will encourage
her digital engagement attitudes, Consumers who
perceive high product quality tend to be more active
in interacting on digital platforms. In this case,
products that are effective in overcoming skin
2 can support
customers to watch video tutorials and provide good
views.
2 testing also proves that brand social value
cfet on_digital
supports
Previas shidics conduted by Macassa 1 ot (303)
which stated that brand social value has a positive
fect on digial engagement attitudes. Brands with
high social value encourage
interactions, This_means_that good brand socia
value will create a higher digital engagement attitude
stomers. A brand social value with good brand
prestige is able to have a high digital engagement
attitude.
testing proves that price perception value
has a significant positive effect on digital
engagement _attitudes. This finding supports
previous studies conducted by Bergel et al. (2019),
especially in the context of value-seeking behavior.
hat is, a good price perception value can increase
a high good. dighal engagement attitude. The good
price fit with perceived benefits refers to sharing
product usage experiences on m platform when
experiencing problems. This stage allows customers
{o increase particpation in aomine skincare forums
or communiti
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oren 8 AccEss Abstract

Mo o e e aper: Technology has made it easy for an organization to communicate
with its customers and clients by using digital channels and
language (Duffett & Maraule, 2024). The placement of digital
engagement attitudes  serves as a mediator to become
a differentiator in influencing brand _advocacy. This ~study

erporsa & Busnes Susiegy fevow, &3, _investigates the beauty industry sector in Indonesia to uncover

digital engagement attitudes in mediating the influence of product
aquality, brand social value, and price perception value on brand

- advocacy. This study was conducted by testing and analyzing data
ot brodinizns 10 deteiiie Whethar poAmet QUANTY, heand bodiel \alucyamf price

This wockis icensod snder s Crosive  perception value have an indirect or indirect influence on brand

Atribusion 4.0 ntermational advocacy. This study uses primary data from 700 SKINTIFIC
consumers fested, and utilizes regression cquation modeling.

“The results of the study indicate that product quality, brand social

value, and perceived price value have direct and indirect effects on

brand advocacy. Another finding is that _digital cngagement
auitudes play @ medting role in influncing product aualiy,
and social value, and perceived price value on brand advocacy.

This study provides valuable Insights for beauty industry business

players who want to optimize strategies that involve mobilizing

business clients, staff, and other partners to promote products and

:l_u""“‘“'" el services 1o their peers.
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1. INTRODUCTION

In the ever-evolving digital era, brand advocacy has
become a crucial aspect of a company’s marketing
strategy. This phenomenon is marked by a paradigm
shift ‘from passive loyalty to active consumer
involvement in promoting and defending brands
(Hollebeek & Mackie, 2019). Leckie (2016) explained
that  78% consumers rely on
recommendations from friends and family in
purchasing decisions, emphasizing the importance
of brand advocacy in the business environment.
Product quality remains a fundamental factor
in building consumer attitudes. Research by Brakus
(2014) shows that the definition of “quality” has
evolved, encompassing not only functional aspects
but also the holistic experience a product offers.
The study found that 65% of millennials and Gen
consumers prefer products that offer unique
experiences over those that rely solely on functional
qualites
rand \()ual values emerge as a significant
factor In consumer attitudes. Keller and
Saminathan. (3020 Tevenicd that 3% of global
consumers are more likely to purchase from brands
that align with their personal values. Zhou et al.
(2012) found the influence of brand social value on
formation of consumer attitu owever,
Tesearch by Fournier and Alvarez (2012) showed that
the influence of brand social value varies depending
on the consumer segment
Price perception continues to be an important
factor, but with new nuances in the digital age.
Research by Gupta and lcxl)um] (2006) revealed that
83%of consumers actively search and compare
prices online before makmu a purchase. Ramanathan
et al. (2017) found that consumers increasingly
judge “price” not only in monetary terms, but also in
terms of time, effort, and psychological costs
investe
Consumer digital engagement attitudes are
coming a critical point in modern marketing.
A longitudinal study by Kumar and Pansari (2016)
increase i consumer-bras
interactions via digital platforms in the last five
years. Hollebeek and Macky (2019) found a positive
influence of digital engagement attitudes on brand
advocacy. Malthouse et al. (2016) and Praswati and
Ningsih (2024) research showed that product quality
had a more decisive influence on digital engagement
attitudes. However, Yum and Kim (2024) found that
favorable attitudes do not always lead to brand
advocacy.
The beauty industry, especially the skin care
sector, has experienced significant growth in recent
gace Acconding 0 4 report by Grand View Research

n a market dominated by intemnational brands.

As a science-based skincare brand,
represents a key trend in the industry: a focus on
evidencebased  formulations  and  ingredient
This phenomenon is in line with
of Kim and Chung (011) and Shim
etal. oom which revealed that 67% of millennial
n 2 consumers prefer beauty products with

pmm. mmunu ims.

Product quality in the context of skincare has
evolved beyond mere effectiveness. Research by

vmrosh
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Sutanto and Wulandari (2023), Wijaya and Wahyudi
(2023 found that perceived skincare product quality
pos

an important factor in forming consumer attitudes
towards skincare products (Zhang et al., 2018).
social value of brands is becoming
increasingly important_in the beauty industry.
surve by Deloitte (i) revealed that 76% of
sian consumers are more likely to buy from
Nwl) brands that reflect their personal values,
such as sustainability or inclusivity. SKINTIFIC, with
its position as a loc: locused on innovation,
the potential to capitalize on this trend.
e findings of Zhang et al. (2018) and Abin et al.
(2022) explain that brand image has a positive effect
on consumers’ favorable attitudes towards skincare
products. However, the perception of price in
e beauty industry has shifted. According to Boom
et al. (2020), skincare consumers increasingly assess
value for money” not only from price, but also from
the long:tem effectiveness and multifunctionality
ofthe product. SKINTIFIC,wih it focus on effecl
active Ingredients, esponds o this trend. Tran et al.
{2025) and Sutanto and Walandari (2023) found that
perception of appropriate _prices
positvely influences consumer atttudes tovards
incare products. Bagram (2012) proved that
positive consumer  atitudes' towards  skincare
products consistently influence brand advocacy.
Consumers' digital engagement has become
crucial in the beauty industry. A study by
Euromonitor International (2028 showed a 250%
crease in online beauty product information
arches since 2020, SKINTIFIC, as a brand active on
digital platforms, is in a position to capitalize on
this trend. Amiroh and Hartono's (2024) research
revealed that the effectiveness of digital engagement
varies depending_on the type of content and
platform used. These differences in findings,
coupled with changiog market dmamics, credie
a significant research gap. Comprehensive studies
that Integrate product quality, brand socil value.
ceived price value, and digital engagement
Htitudes 1 the context of brand advocaey are
still limited.
is study aims to fll dis gap. providing
adeeper understanding of how these factors
interact to shape brand advocacy in the digital age.
This study investigates the impact of product
quality, brand social value, and perceived price value
on digital engagement attitude and brand advocacy
placing _ digital engagement  attitude as
amediator. This study addresses specific research
questions, such
RQL: Do product quality, brand social value,
and perceived price value have an impact on digital
engagem itude:
RQ2: Do rodict. qualty, brand ‘socal vl
value, and engagement atitude have
advoc

analysis approach. Primary data will be collected
through a survey given to SKINTIFIC consumers who
have used the product for at least three months,
follow soclal media, are domiciled in Indonesia, and

aged 18~45years. The regression equation
modeling technique will be used to analyze
the relationship between product quality, brand

. .
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2.3, Brand social value, digital
brand advocacy

Social brand engagement is the [eellngs and
emotional attachment of customers to a

through secial sites (Minh et al, 2022). The iocul
value of a brand refers to the benefits that
consumers obtain from assodiation with a particular
social group through the use or ownership of
the brand (Keller & Swaminathan, 2020). Liu et al.
{2018) explained that the social value of a brand
refers to consumers’ perceptions of a brand's ability
to enhance their social self-concept, including
status, recognition, and conformity to prevailing
norms in social groups. Brand social value refers to
consumers’ perceptions of a brand's ability 0
nhance their social self-concept, including stats,

increasingly linked
lifestyle expression [HullLb ek & mackie
Zhou et al’s (2012) stu that brand social
value has a significant pos e hoence o beasal
engagement and brand loyalty in_the beauty
industry. Furthermore, it was found that this
influence was stronger among millennial and Gen Z
consumers. However, Othman et al. (2022) revealed
that the influence ‘of brand social value varies
depending on the level of consumer involvement
with the product category. For premium skincare
products, brand social value has a stronger influence
on purchase intention compared 1o mass produets.
Brand sacial value reflects the
a brand can enhance consumers" social sl
Brand social value can drive consumer engagement
on online platforms. Zhou et al. (2012) found that
brand social value has a positive effect on consumer
engagement attitudes on sockl media. Brands with
value encourage consumers re
heir experiences online 3z 3 form of self. expresslon,
et al. (2024) revealed that brand

ncrcases consamens Inemion. 10
participate in online brand communities. Consumers
agement show assoclations with
brands that have high social value (AlFraihat et al.,
2025). Hollebeek c (2019) also found
an'influence between brand _social value a
consumer digital engagement, That is, better brand
social value drives high digital engagement attitudes.
H2a: Brand social value has a positive effect on
dighal engagement atfuce.
ial identity theory by Tajfel and Turner
(1070, e et il " consaneet whei
identities based on membership in social groups.
Brands with high social value can be a means for
consumers to express their identities, which can
encourage brand advecacy. Abbas et al. (2021) found
that brand social value has a positive effect on brand
advocacy in the hospitality industry. Brands that
increase consumers’ social status tend to encourage
them to become brand advocates. Liu et al. (2018)
also found a positive relationship between brand
social value and brand advocac with strong
social values create t_encourage

slumarely leads to advocacy. Abbas et . (2021)
fumd thas “besn
ent, which then
Frentice et al. (2019) mwilrd nat b socal vee
increases consumer digital engagement, which i
o tncacanes the mtciln to S positive word-of-
‘mouth. Rasvol et al. (2020) showed that brand social
value has a positive effect on digital engagement,
which then predicts brand advacacy across cultur
contexts. Akhgari and Bruning (2024) found
a mediating effect of digital engagement attitude in
the relationship between brand social value and
brand advocacy. This means that digital engagement
attitude mediates the relationship between bran
socilyalug and brand acvocuc
engagement _attitude  mediates
the mimmmmy between brand social value and
ind advocacy:

24, Price perception value, digital engagement
attitudes, and brand advocacy

Perceived price value is described as the consumer’s
assessment of the benefits received from a product
or senvice relative to the costs incurred.
The perceived value of a product’s price as
the consumer’s overall assessment of the product's
utility based on the perception of what is received
(enefits) compared to what is given (costs),
including long-term considerations and comparisons
with other alternatives. In the context of the beauty
industry, this concept has evolved 1o encompass not
only monetary price but also the long-term value
and multi-functionality of the product. Recent
research by Hariyanti et al. (2023) showed that
perceived price value has a significant influence on
consumer satisfaction and purchase lI\\('man in
the skincare product category. Further explaining
that this Influcnce Is mogerated by the jevel of
consumer nvolvement i the Broduct category
Furthermore, Gupta and Zeithaml (2006) re d
that in. the digital era, 83% of consumers actv
compare prices online before making a purchase of
beauty products. indicating the importance of
a transparent and competitive pricing strategy.

e perception value. reflec
evaluation of the bene ve
the cost. incurred, High perceived value can
online  consumer engagement.  Sutanto and
Wulandari (2023) found that price perception value
has a positive effect on consumer engagement on
digital platforms. Consumers who perceive that they
are getting good value tend to be more active in
searching_and sharing information online. Wang

(2022) revealed that perceived price value
increases consumers' intention to interact with

apositive influence of perceived price
consumers’ digital engagement attitudes. Consumers
who feel they are getting value for money tend o be
more Involved in online reviews and product
b I

[
consumers 10 become brand advocates. Thus, go
brand social values can encourage good brand
advoracy.

H2b: Brand social value has a pasitive effect on
brand advocacy.

Brands with high social value can drive digital
engagemenl as a way lo express identi

vanrush”

on digital engagement attitudes.

High perceived value can_create feclings of
falmess and satisfaction, which can drive brand
advocacy. Zhang et al. (2018) found that perceived
price value has a positive effect on brand advocacy
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social value, and perceived price value on digital
engagement atitude and brand advocacy, as vell a5
the relationship s
sivocacy. Mediation s
et 1o hich engageienn athude ‘pie7y
amediating role between product quality, brand
soclal value, and perceived price value towards
brand advocicy:
mainder of this paper is structured as

follows. \ununz reviews theoretical support and
previous research on the factors that determine
brand advocacy. Section 3 describes the research
design, including the research model and
collection techniques. Section 4 presents the results
o the mode) extracied from the regression analysis
with the Kaiser-Meyer-Olkin (KMO) test, validity,
reliability, hypothesis testing, and mediation testing.

ction 5 discusses the results of the study.
Section 6 explains the conclusions of the study, as
well as the limitations of the study for further study.

2. LITERATURE REVIEW
2.1. Brand advocacy

Brand advocacy is defined as the tendency of
consumers 10 actively recomment

abrand to others (Keller & Swaminathan, 2020).
Overall, brand advocacy is a  multifaceted
phenomenon driven by emotional bonds, ~self-
identification, and other influencing factors (Irawan
& Cheng, 2025). According to Rasool et al. (2020),
skincare brand advocacy is defined as the tendency
of consumers to actively recommend, defend, and
promote certain skincare brands to others, both
offline and online, based on positive experiences
and trust in the brand. In the digital era, brand
advocacy has evolved into a highly influential form
of marketing, particularly through online reviews
and user-generated content (Hollebeek & Mackie,
2019). Research by Leckie (2016) shows that brand
advocacy has a significant positive effect on brand
performance and  sales the beauty
industry. Strong brand advocacy can reduce
consumer price sensitivity. Furthermore, a study by
Fournier and Alvarez (2012) revealed that brand
advocacy is influenced by various factors, including
product quality, brand social value, and_digital
engagement. These influences vary depending on
the product category and consumer segment.

2.2, Product quality, digital engagement attitudes,
and brand advocacy

Product qualty is  cruchal factor in marketing that
reflects a ity to meet or exceed
consumer expectations, Product quality is defined 2
consumer evaluation of the overall superiority or
exoelience of a product bsed on assesments o
effectiveness,  safety, sensation of use
Suitability 10 individual skin needs. In the context of
the beauty industry, product quality includes not
only effectiveness, but also_safety, texture, and
sensory experience. Kim and Chung (2011) explained
that product quality in the beauty industry is now
assessed based on five main dimensions:
safety, sensory, and
innovation. The study found that 73% of consumers
considered _effectivene: the most important

vmrosh

in the context of e-commerce. Consumers who feel
they are getting good value are more likely to
recommend the brand to others, Wang et al. [I[lll}
revesled that percetved price valie incresses
" intention to become brand advocates on

digital platforms, High perceived value encourages
consumers 1o share, their positve - experiences
a and Zeithaml (2006) also found

posiiive rdmmnsh:pbunmu perceived price value
and beand ac Consumers who feel they are
getting vabue for meney tend to be more mlllng to

Savocacy. Based on this explanation, the ollowing
Bypothesis s establishec:
Price perception value has a positive effect
on brand advocacy.
High perceived value can drive  digital
ngagement as a way to express satisfaction, which
ultimately leads to brand advacacy. Phan Tran i
Le (2023) found that perceived price value increases
consumers’ digital engagement, which then has
a positive effect on brand advocacy. Wang et al.
(2022) revealed that perceived price value drives
digital engagement, which wrn - inereases
consumers’ intention to become brand advocates.
(Leckie, 2016) showed that perceived price value has
a positive effect on digital engagement, which then
leads to higher levels of brand advocicy. Akhgari
and Bruning (2024) found that the mediation effect
of digital engagement attitude mediates
the relationship between perceived price value and
brand advocacy. This means that digital engagement
attitude mediates the relationship between perceived

attitude  mediates
the relationship between perceived price value and
brand advocacy.

25.Digital engagement attitudes and brand
advocacy

al engagement attitude refers to consume:
tendency to interact with brands through digital
platforms, including secial media, websites, and

il applications (Hn]iebex.k et al, 2020)
Hollebeek and Mackie (2019)
engagemen attitudes In the oatest of s
defined as the tendency and intensity of consumers
to interact with skincare brands through various
digital platforms, 1mludm5 ml'nrminun s\.an.hu.
particpation in on

periencss related 1o skingare products (HoDEbeek
& Mackie, 2019, Digita engagement atitudes in the
context of skincare are defined as consumers’
tendency and intensity to interact with skincare

=)
-7

factor, followed by safety (68%) and, tnnovation
(S-&% nhermum Mawaddah et al. (2024) revealed
thatperc roduct quality has a \lgmﬁum
infhichce on conmumer satsfacrion and
intention in the context of skincare products,
quality has long been recognized as
ey, Toctos b Slaying Comouer pererriits
havior. Product_quality only influences
satisfaction loyalty, also consumer
engagement on digital platforms. Wijaya an
Wahyudi (2023) found that product quaity has
apositive effect on online consumer engagement
attitudes in the context of care  products.
Consumers who perceive a product to be of high
more involved in, online
sharing. Kim and Chung
"at. product quality Increases
ccnsumcr lnlcnnun to interact with brands on social
media. High-quality products encourage consumers
10 seek further information and participate in online
rand communities. Mawaddah et al. (2024) also

are satisfed with product quality are more likely t0
engage in online reviews and electronic word-of-
mouth activities. Behavior reflected by good product
quality can influence digital engagement atttudes.
Thus, good product quality can encourage high
digital engagement attitude:

a: Product quality has a positive effect on
digital engagement attitudes.

High product quality tends to meet or exceed
consumer expectations, which in turn can drive
brand advocacy. Seo et al. (2017) found that product
quality has a posiive clfect on brand advocacy in
the cosmetics industry. imers who cancmu
high product quality are more kel o re
the brand 1o obers. Ebraim et . (zom revealed

that product ty increases consumers' intention

10 becone hmnd advocates on social mm.a, High-
quality products encourage consumers to share their
positive experiences online. Hollebeek and Mackie
(2019) also found a positive influence of product
uality on brand advocacy. Consistent product
quality builds consumer trust, which ultimately
leads to brand advocacy. Thus, good product quality
can encourage good brand advocacy.

1b: Product quality has a positive effect on
brand advocacy.

Xpectation-confirmation theory by _Oliver
(1980) explains that consumer satisfaction is formed
rom the comparison between expectations and
actual product performance. When product quality
meets or exceeds expectations, consumers tend to

more digitally engaged me

Sivocates. Wiaya, and Wamyud (2025 Tound. tat
product quality has a positive effect on_digit
cngagement, which then ncreases brand advocacy.

Mockie wms) showed that percelved product quality
increases dlgial engagement, which then corelates
positively mm brand advocacy. This means
s nlamm\hlv E ivetn procet ety 2ad brad
adve

o : Digital engagement attitude mediates
the relationship hlwcm product quality and brand
advoca

. -

brands through various digital platforms, inclumnﬂ
information searches, participation
communities, and sharing_experiences n.lalcd to
skincare products, In the beauty industry, digital
engagement has become a primary chmnc] rcr
product education, omemr Tes,

& Hartono, zum_
imar [20|5> found that  digital
engagement has a significant positive effect on
brand loyalty and purchase intention in the context

of skincare products.

1 is positively correlated with
bigher Jevels of brand avocacy.
nsumer engagement theary, developed by

Brodie el al. (2011), stales thal consumer
engagement is a psychological state that occurs
through the interaction and co-creative experience of
customers with agents/focal objects (¢.g., brands
fervice Telakionships. This theory sugpests lisk
higher engagement can lead to_posi

uch as advocacy. Holle " Mackic :z[mu
found that high digital vnmmrwnl has an <ff

rand advocacy. This study shows. hat consumers
Who activly engage with  brand's digtal comtenk
tend to be strong advocates. Kumar an
Pt (2016) - i g e gty

ment model that links engagement to

business outcomes, Digital_engagement atitudes
‘have a significant positive effect on brand advocacy.
‘Harrigan et al. {2018) found a sirong positive effect
between diglil engagement and

advocacy in
industry. Digital engagement

atitudes consistently predicted brand advocacy
across cultural contexts. emphasizes
i sniversainy of the reationship between digial
cacy. Leckie (2016)

relationships.

:ngagement attitudes lead to hig
advocacy. Thus, good digital engagement attitudes
can drive good brand advocacy.

H4: Digital engagement attitude has a positive
effect on brand advocac

Based on the theoretical review and hypothesis
formulation, an empirical rescarch model can be
constructed as follows:

Figure 1. Empirical research model
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3. RESEARCH METHODOLOGY
3.1, Population and sample

I'Im population and sample in this study were

e (I‘ollumng ‘Social media/giving reviews),
were_ domiciled in Indonesia, and were aged
18-45 years. The sampling technique in this study
was 10 use the purposive sampling method with
the criteria of using at least two scientific products,
being active on scientific social media (like,
comment, share), having provided product reviews,
and having made purchases in the last six months.
Data collection through online_questionnaires via
oogle Forms. The number of respondents was
200 people distributed in the top three cmes m
Central Java Province, namely Semarang

ndents (40%), Solo, 60 mp.mdcm ums).
and Saatiga, 60 respondents (0%

3.2 Operational variables

Instrument testing, model testing, and hypothesis
testing are conducted based on primary data.
This research instrument is made based on
the operational  definition  of the variables.
The definition of product quality in this study was
developed based on the concept of Wijaya and
Wahyudi (2023) using six indicators, namely
effectiveness in overcoming skin problems, texture
and sensation on the skin, absorption rate, product
aroma, safety for long-term use, and suitability for

definiton of brand social value in this

ped based on the concept of Wang

22) using, six Indicators, namely brand

prestige, conformity with trends, recognition from

beauty influencers, popularity on social media,

assoclation with a healthy lifestyle, and conformity
with  environmental v
The definition of perceived

(2022), which consists of price suitability with
perceived benefits, price comparison with other
brands, long-term value perception, number of
roducts received, frequency of use required, and
availability of size options.

Table 1. Summary results of

Help
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Digital engagement atttudes have been defined
as having six indicators, namel mency of
searching for product information, participation in
online forums or communities, following brand
Social media accounts, watching video utorials or

roduct reviews, sharing product usage experiences
on _digital platforms, and interacting_with brand
dighal crcrent (HoSeheek & Mackie, 2010) Beand
advocacy is defined as having six indicators of
recommending a product, dcfnndmg a brand from
negative criticism, sharing _results or ski
transformations on social media, writing. positive
reviews about a product on online platforms,
encouraging others (0 try a_ particular product,
and subscribing or repurchasing the product
consistently (Ra«xﬂ et al 2020).

3.3, Data analysis

The data analysis technique uses multiple
gression, with two  regression equations
formulated as follows:
Vo= a4 BiXy + BaXa + BaXs + m
Yy =@y + By + BsXa + BeXs + BrXo &

where X, = Product quality; X, = Brand

value; X, = Price perception value; ¥, =
engagement _auiwde; Y, = Brand

By = Regression _coefficient. Both  regression
analyses used IBM SPSS software for thelr analysis.

4.RESULTS
4.1. Regression analysis

Based on the mslrumrm l || LNO value of all
variables is more than SO ample in this
Sudy s Teasie, The Joading foetor quL' of all
indicators for each variable is more than 0.4, which
idices o fhe Testument’ % vakd, a6l
the average variance extracted (AVE) is more
than 0.5. In addition, the reliability test shows that
the Cronbach's alpha value of each variable is more
than 0.7, indicating that all instruments are reliable.
After the instrument te: conducted, multiple
linear regression _analysis was conducted with
the results as in Table 1

linear regression analysis

Model test

FeestSig. [—

0.000

ta+ 02378, 4 1,
[The influence of product quaity on digial engagement
e R emce f et soet v o gl engagement
B R o pereeed vl o il ot
B

400408, + 041X, + 0094X, + 08731,

Hla sccepted
H2a sccepted

Hia accepted

T nfaenee of groduet i

Hib sccepied

o Infocacs of bt socilvaes o bt ihosacy

| Hab accepted

[The influence of perceived values on brand advocacy
The influence of digital engagement attitudes on brand

| advocacy
Source: Authors' claboration.
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The test results on Hib prove that product
quality has a significant positive effect on brand
advocacy. These pesults supgort, previous studics
conducted by ngsih et al. (2023). This means
Tt oo product duality can drive better brand
advocacy. Product safety for long-term use reflects
good product quality, resulting in better
‘advocacy.

test results on HZb prove that the brand's

social value has a significant positive effect on brand
advocacy. These results support_previous studies
conducted by Salah and Ayyash (2024). This means
that goud brand social values can drive better brand
vocacy. Recognition from influencers
reflects good brand social values, resulting in better

results on H3b prove that

previous studies conducted by Prameka et al, (2017
This means. e pe ¢
drive better brand advacacy. A geod competitive
price comparison with other skincare brands reflects
a good price perception value, resulting in better
brand advocacy

Hd testing proves that has a significant positive
effect_on brand advocacy. This finding supports
previous studies presented by Sathya et al. (2023)
and Nasution et al. (2022). This means that a high
digial engagement atttude bulds good. b

cacy. A high digital engagement attitude is
elocied through paricipation n amiie Torums or
communities, following brand social media accounts,
providing product reviews, interacting with

digital content. This condition Is able to increase

‘brand advocacy.

B n the results of the Sobel te
the mediation effect, it can be concluded that di
engagement attitudes are able ¢ intervening
variables in relation to the influence of produc
quality, brand social value, price perception value,
and digital engagement attitudes on brand advocacy.
It has been proven that the significance value of
the indirect influence of product quality on brand
advocacy, brand sodal vaue on brand advocacy. and
price perception value on brand advocacy is_bel
5%, In other words,
able 1o become an anche ning v
zelation to the nflusnce of product qual

-al value, and price perception value
2avocacy.

6. CONCLUSION

This study aims to reveal digital engagement
mmum in mediating the influence of product

rand social value, price perception value on
Drand ‘svocacy, Digital Hhgagement atioudes sre
considered  important as @ relevant topic,
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4.2. Model test

test this research model, a determination
Coctichnt caictation was camied out 0 detenmine
the ability of the independent variables to explain
the  dependent variables.  Model 1 shows
a determination_coefficient value of 0.951, which
indicates the ability of product quality, brand social
value, and price perception value to explain digital
engagement attitudes by 95.1% while the remaining
4.9% is influenced by other factors outside
the model. The suitability of Model 1 is also shown
through the F-test (goodness of fit). Table 1 shows
the significance value of the F-test of 0.00 below 5%.
This means that product quality, brand social value,
have

4.4. Mediation test

‘The mediation test is used to determine whether or
not the indirect influence of the independent
variable on the dependent variable with the third
variable as an intervening variable. Sobel is used to
measure the significance and value of the coefficient
rect influence of product quality, brand

price perception value on brand

Based on the Sobel test, it is proven that
the significance value of the indirect effect of
product guality on brand advocacy with digtal
engagement atdtude a3 an intervening variable

$ 0.0001, below 0.05 s s |  dgiul

price_perception_value
asignificant effect on digial engagement atttudes
2 shows the ability of product quality.
brand aocal vame, price_perception value, and
digital engagement attitude in explaining brand

attitude simultaneously have a significant effect on
rand advocacy. The remaining 7.3% is explained by
other variables.

4.3, Hypothesis testing

The hypothesis in this study was tested using
the ttest. The test is used to show the ability
of the partial influence of the independent variable
on the dependent variable. If the significance value
is below 5%, then the hypothesis is accepted. In
Table 1, the beta value of product quality is 0.237
with  significance value of 0001, below 5% This
ans that product quality has a significant positive
effect on digial engagement atttudes. Thus, #11a ts
accepted. H2 testing shows the beta value of brand
socal value of 0.174 wits 1 signiicance value
of 0.00 which is below 5%. This means that brand
Socal. vahue has s signiicant positive effect on
digital engagement attitudes. Thus, H2a is accepted.
H3 testing shows the beta value of price perception
value of 0311 with a significance value of 0.00
below 5. This means that the price perception value
has a significant positive digital
chgagément atitudes. Thus, H3a Is accepted. Hib
testing shows a beta value of product quality of
0.040 with a significance value of 0.049 below 5%.
This means that product quality has a significant
positive effect on brand advocacy. Thus, Hib i
accepted. H2b testing shows the beta value of brand
social value of 0.040 with a significance value of
0.045 which is below 5% This means that bran
socal value bas a significant positive effect on brand
advocacy. Thus, H
S bt vadue'of price pe
with a significance value of 0.
means that the price ~perception
asignificant positive effect on brand advocacy.
Thus, H3b is accepted. H testing shows a beta value
of digital engagement attitude of 0.873
a significance value of 0.00 below 5%. T

positive_effect on brand advocacy. Thus, H4 is
accepted.

,
vmrosh
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iates
the effect of product quality on brand ad\ocaq‘
ws, Hc is accepted. The Sobel test u
the significance vahie of the indirect ifluence of
brand sochl value on brand advocacy with digital
engsgement atdtude ss an, intervening variable
i3 6.0001, below 0.05 (5% This shows that digital
Cigpgeint atitode  sgnificantly | mediies
theinfluence of brand social value
advocacy. Thus, H2c is accepted. It is also proven
digital cngagement attitudes _ significantly
e the influence of price perception value on
brand advocacy, with a significance value of 0.0000
below 0.05 (5%). As for the conclusion, it is proven
that the attitude of digital involvement is able to be
an anchor or intervening variable in relation to
the influence of product quality, brand social value,
ind price perception value on brand advocacy. Thus,
H3cis accepte

5. DISCUSSION

The results of the regression analysis show that
product quality has a significant positive effect on
digital engagement attitudes. These results support
previous studies conducted by Wijaya and Wahyudi
(2023). Thus, good product quality will encourage
igher digital engagement attitudes. Consumers who
perceive high product quality tend to be more active
in interacting on digital platforms. In this case,
products that are effective in overcoming skin
can support

customers to waich video tutorials and provide good

Hza testing also proves that brand social e
has a significant positive effect on

jement attitudes. This _fin
previous studies conducted
which stated that brand social value
fect on digial engagement attitudes. Brands with
high social value encourage e
interactions, This_means_that good brand socia
yalue wil create a higher digital engagement atitude

stomers. A brand social value with good brand
prestige is able to have a high digital engagement
attitude.

H3a testing proves that price perception value
has a significant positive effect on digital
engagement _attitudes. This finding _supports
previous studies conducted by Bergel et al. (2019),
especialy in the context of valuesceking behavior.

at is, a good price perception value can increase

high good dighal cnpagement nifude, The g
price fit with perceived benefits refers to sharing
product usage experiences on m platform when
experiencing problems. This stage allows customers
s participation in oniine skineare forums
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1.INTRODUCTION

In the ever-evolving digital era, brand advocacy has
become a crucial aspect of a company's marketing
strategy. This phenomenon is marked by a paradigm
$hif fom pessive lopalty 10 active consumer
involvement in promoting and defending brands
(Hollcbeek & Mackie, 2019) Leckie (2016) explained
that lobal

Product qually remlna fancaaeptal faci. I
building consumer attitudes. Research by Brakus
(2014) shows that the definition of “quality” has
evolved, encompassing ot only functional aspects
but also the hol experience a product offers.
"The study found that 63% of millenruals and Gen %
consumers prefer products that offer unique
experiences over those that rely solely on functional
qualities.

il factor
in shaping consumer attitudes. Keller and
Swaminathan (2020) revealed that 72% of global
consumers are more likely to purchase from brands
that align with their personal values. Zhou et al.
(2012) found “lE influence of brand social value on
the formation of consumer attitudes; however,
research by Fournier and Alvares (2012) showed that
the influence of brand social value varies depending
on the consumer sej nt.

Price perception continues to be an important
factor, but with new nuances in the digital age.
Research by Gupta and Zeithaml (2006) revealed that

prices
online betore Taaking & purchase. Ramanathan et ul
(2017) found that consumers increasingly judge
“price” not only in monetary terms, but also in terms
of time, effort, and psychological costs invested.
Consumer_digital engagement attitudes are
becoming a critical point in modern marketing.
A longitudinal study by Kumar and Pansari (2016)
showed a 300% increase in consumer-brand
interactions via digital platforms in the last five years.
k and Ma sitive

influence of digial engagement atitudes on brand
Ivocacy. Malthouse et al. (2016) and Praswati and
Ningath (20a4) esearch showed that product quli
ad a more decisive influence on digital engagement
atitudes. However, Yam and Kim (2024) found that
favorable attitudes do not always lead to bran
cy.
beauty industry, especially the skin care
sector, has experienced significant growth in recent
years. Amidst this growth, SKINTIFIC have emerged
as strong competitors in a market dominated by
international brands. As a science-based skincare
brand, SKINTIFIC represents a key trend in the
industry:a focus on evidence-based formulations and
ingredient This is

Sutanto and Wulandari (2023), Wijaya and Wahyudi
(2025) found that perceived skincare product quality
has a strong influence on shaping pmuuvc consumer
attitudes. 'rl%e qu-.lily aspect has been proven to be an
important factor in forming consumer attitudes

towards skincare products (Zhang et al., 2018).
value of brands is becoming
mportant in the beauty industry,
SKINTIFIC, withits position as  local brand focused
on innovation, has the potential to capitalize on
this  trend. The findings of Zhang et al. (2018) and
Abin et al. (2022 explain that brand image has »
pos fect on consumers’ favorable attitudes
Towards _skincars products,  However, . the
perception of price i the beauty industry has
shifted. According to Boom et al. (2020), skincare
consumers increasingly assess "value for money” not
only from price, but also from the long-term
effectiveness and multi-functionality of the product.
SKINTIFIC, with its focus on effective active
ingredients, responds to this trend. Tran et al. (2023)
and Sutanto and Wulandari (2023) found that the
perception of fair and appropriate prices positively
influences consumer attitudes towards «kincue

(2012) proved that
towards skincare products
consistently influence brand advoc:

Consumers' digital engagement has become
cerucial in the beauty industry. SKINTIFIC, as a brand
active on digital platforms, is in a_position to
capitalize on this trend. Amiroh and Hartono’s (2024)
research revealed that the effectiveness of digital
engagement varies depending on the type of content
and _platform used. These differences in findings,
coupled with changing market dynamics, create
a significant research gap. Comprehensive studi
that integrate product quality, brand social value,
perceived price value, and digital engagement
attitudes in the context of brand advocacy are still
limited.

‘This study aims to fill this gap, providing

a desper understanding of how thess actots nteract
toshape brand advoeacy in the diital age. This tudy
investigates the impact of product ~quality,
social value, and perceived price M el dlgnal

engagement attitude and brand advocacy by _placing
digital _engagement _attitude  as a mediator. Thi

study addresses specific research questions, such a

Do product quality, brand social value,
and perceived price value have an impact on digital
:nyugem(n! attitude?

2: Do product quality, brand social value,
perceived price value, and engagement atitude have
an impact on brand advocacy?

RQ3: Does engagement atitude play a mediating
role in the influence of product quality, brand social
value, and perceived price valu

is study uses a_quantitative m
mnl)»is approach. Primary data will be telecied

{hrough a survey given to SKINTIFIC consumers who

follow

in
line with the findings of Kimand Chung (2011)
and Shim et al. (2024), which revealed that 67% of
millennial and Gen Z consumers prefer beauty
Broducts with pryven sclentife caim.

roduct quality in the context of skincare has
. beyond mere effectiveness. Research by

Ind d lgcd
18-45 years. The regression equation modelin;
technique will be uscd to analyge the relationship
between product quality, brand
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attitude,

23.
brand advocacy

Social brand engagement is the feclings, and
emotional attachment of customers to a brand
Theough socia) sites (Minh et al, 2022). The social
valuc of a brand refers to the benefits that cansumers
obtain fram association with  particular social group
through the use or ounership of he brand (Kellr
& Swaminathan, 2020). Liu et al. (2018) explained
that the social ilue of & brand Pefées to Conmumers”
perceptions of 4 brand's ability to enhane theirsocial
self-concept,

conformity o pmvl' ing norms in social g}'nupi

a brand’s ability to enhance their social self-cond

including status, recogaition, 4nd conforraity

prevailing norms within a social group. Brand social
in o reatid

and lifestyle expression (Hollebeek & Mackie, 2019).
Zhou et al’s (2012) study showed that brand social
value has a significant e influence on brand
engagement and brand loyalty in the beauty industry.
Furthermore, it was found that this influence was
stronger among millenn n Z consumers.
However, Othman et al. (2022) revealed that the
influence of brand social value varies depending on
the level of consumer involvement with the product
category. For premium skincare products, brand
social value has a stronger influence on purchase
intention compared 1o mass products.
Brand social value reflects the extent to which
3 brand can enhance consumers' ocial self.concept,
e can drive conmamer ngagement
on online plalfarml Zhou et al. (2012) found that
brand social value has a positive effect on consumer
engagement it o ial et Bronds wiih
high social value encourage consumers to
i exparianses orline & & focen of sall-xpedation.
Permadi Hakim of a. (2024) rovealed that brand
value increases consumers’ intention to
ticipate in online brand communities. Cn..wmm
ho use digital engagoment Tt
brands that ave high social value (AlFraihat et al.,
2025). Hollcbeek and Mackie (2019) also found
affsence between brand, socal value and
consumer digital engagement. That is better brand
I\I]ut.' drives high digital engagement ituden
rand social value has a positive effect on
dmmlmluagnmmrammde.
by Tajfel and Turner
uals construct _their
rship in social groups.
e can be a means for
heir_identiti
enosurage brand advocacy. Abbas et al {2021) found
that brand social value has a positive effect on brand
advocacy in the hospitality Brands that
increase consumers’ social s to encourage
them to become brand advocates. Liu et al. (2018) also
found a positive relationship between brand social
value and brand advocacy. Brands with strong s
values ereate communities that encourage consumers
to become brand advoeates. Thus, good brand sex
values ean encourage good brand advocacy.
Hzb: Brand social value has a positive effect on
brand advocacy.
Deands with bigh social value can drive digial
engagement as a way to express identity,

d: bba: 1. (z021) found
that brand social value increases digital engagement,
which then drives brand advocac Prentice et al.
(2019) revealed that brand social value increases
consumer digital engagement, which in turn increases
the intention to do positive word-of- mouth, Rasool et
al. (z020) showed that brand social value has a
positive effect on digital engagement, which then

Hac: Digital engagement atttude mediates the
relationship between brand social value and brand
advoeacy.

2.4.Price perception value, digital engagement
attitudes, and brand advocacy

Perceived price value is described as the consumer’s

n&xrmmrmnfmrmnrm received from a product or

to e

price

overall assessment of the product’s utlity

an the perception of what is recei nefits)

compared to what is given (costs), including long-
term_considerations and co

1l

e has a significant influence on consumer
satisfaction and purchase intention in the skincare
explaining that this

influence is m the level of consumer
involvement with the product eategory. Furthermare,
Gupta and Zeithaml (2006) revealed that in the digital
era,
before making a purchase of beauty products,
indieating the importance of a transparent and
competitive pricing str

Pri perception  value reflects consumers’
evaluation of the benefits received relative tothe
costs incurred. High perceived value can drive online
consumer engagement. Sutanto and Wulandari
(2023) found that price perception value has a
positive effect on consumer engagement on digital
platforms. Consumers who perceive that they are
getting good value tend to be more active in searching
and sharing information online. Wang. sial. (2022)
revealed that perceived price value increases
consumers’ intention to interact with brands on social
media. High perceived value drives consumers to
become brand advocates on digital platforms. Gupta
and Zeithaml (2006) found a positive influence
of perceived price value on consumers’ digital
engagement attitudes. Consumers who feel they are
getting value for money tend t2 be more intolved in
online reviews an ct
that b(\lcr\-purclwd peion value drives mg. digial
enpagement i

tion value has a positive effect
on mgm mq'agemem atiudes.

e can create feclings of
i ank ﬂ\lulatlwn. which can drive brand
advocacy. Zhang ¢ 18) found that perceived

price value has a pos Ve €ftact on Brand adveckey

o ()
Rotate Markup

social value, and perceived price value on digital
engagement attitude and brand advocacy, as well as
the relationship between engagement attitude and
brand advocacy. Mediation analysis will assess
theextent to which engagement attitude plays a
mediating role between product qs brand social
value, and perceived price e loarda brand
ady

‘The remainder of this paper is structured as
follows. Section 2 reviews theoretical support and
et
advocacy. Section 3 describes the research desi

including the research
ction 4

model and data_collection

=)
-1

factor, fllowed by safety (68%) and innovation (54%).
iermore, Mawaddah et al. (2024) revealed that
pemmd produet quality nu n sis mrnm influence on
nsumer satisfaction and repurchase intention in the
context of skincare pr
Product quality has long been recognized as &

key factor in shaping consumer  perceptions
behavior. Product quality not only influences
satisfaction and loyalty, but also consumer
engagement on digital platforms. Wijaya and
Wahyudi (2023) found that product quality has

(’onsnmers who perceive o product to be of hig

ot
Kai

hypothesis testing, and mediation testing. Section 5
dlbcusscs the resuits of the study, Section 6 cxplains
the conclusions of the study, as well as the limitations
of the study for further study.

2. LITERATURE REVIEW
2.1. Brand advocacy

Brand advocacy is defined as the tendency of
consumers to actively recommend and defend a
brand to others (Keller & Swaminathan, 20z0)
Overall, brand advocacy a  multifaceted
phenomenon driven by tmuhund bonds, self-

Cheng, 2025). Accardm‘ to Rasool et al. (2020),
skincare bran is defined as the tendency of
consumers to iy rocommend, defead, and
promote certain skincare brands to others, both
offline and online, based on positive experiences
and trust in the brand. In the digital era, brand
advocacy has evolved into a highly influential form of
marketing, particularly through online reviews and
user-generated content (Hollebeek & Mackie, 20

Research by LecHe (2016) shows that brand advocacy

t positive effect on b
the beauty indust

nonline discussions
nd xperience sharing. Kim and Chung (2011)
revealed that product quality increases consumer
intention to interact with brands on social media.
Hi roducts encourage consumers to seek
further information and participate in online brand
communities. Mawaddah et al. (2024) also found a
positive influence between product quality and digital
engzggmcnl attitudes. Consumers who are satisfied
with product qu: are more likely to engage in
online reviews and _electronic word-of-  mouth
activities. Behavior reflected by good product quality
can influence digital engagement attitudes. Thus,
roduct quality can encourage high digital
engagement attitudes.
Hia: Product quality has a positive effect on

High product quality tends to meet or exceed
consumer expectations, which in turn can drive brand

brand to others. Ebrahim et al. (2024) revealed that
product quality increases consumers’ intention to
become brand advocates on social media. High-

lucts encourage consumers to share their
positive experiences online. Hollebeck and Mackie
2019) also found a positive influence of product
uality on brand ad ‘onsistent product quality

advocacy can reduce consumer price sensitivity.
Furthermore, a study by Fournier and Alvarez (2012)
revealed that brand advocacy is influenced by various
factors, including product quality, brand social value,
and digital engagement. These influences

depending on  the product category and consumer

2.2, Product quality,
and brand advocacy

tal engagement attitudes,

Product qualty is  crucil factor in marketing that
L'xpcdanuns gt qualll) s defined as consumer
evaluation of the overall superiority or excellence of a

f use, and suitability to individual skin
needs. In the context of the beauty industry, product
quality includes not only effectiveness, but also
safety, texture, and sensory experience. Kim and
Chung (aoir) explained that product quality in the
beauty indusry is now assessed n five main
dimensions: e e
sustainability, and mnm-\lmn The s study found lhnl
% of consumers considered effectiveness as

most importan

Builds consumer trust, which ultimately leads to
brand advocacy. Tt product quality can
encourage beand advoracy,

juct quality has a positive effect on
bmnd adLomc

n-confirmation theory by Oliver
(1980) explains that consumer satisfaciion 18 formed

Pt D b eomt qbal
exceeds ex
d

an me bran
Wijaya and Wahyudi (2023) found that product
quality has a positive effect on digital engagement,
which then increases brand advocacy. Kim and Chung
(2011) revealed that product quality increases
consumers” intention to engage digially, which in
turn drives brand advocacy. Hollebeek and Mackie
(2019) showed that erceived product quality

ital engagement, which then correlates
Poxm\‘vlv vith bran

ent

Ihc r«.-llhcnslnp ﬁmmn product quality.and brand

*Hie: Digital engogement attitude modiates the
rtlanonshlp atureen produst sty o e

;.
(r—
vimrs)

consumers’ intention to become brand advacates on
digital platforms. High perceived value encourages
consumers t n;nm mrpomwaupmmmns online.
1 (2006) also found a positive
rsunm\lmp between perceivee price value and brand
Ivocacy. Consumers who feel they are getting value

lor money tend 1o be more willing to recomment
brand to others. Thus, a good perceived price value
can encourage brand advocacy, Based on this

1 ‘the following hypothesis i

H3b: Price perception value has a positive effect
on brand aduocacy.
perceived value _can diive digital
Eogement o 5 wey 10 express satsfaction, which
timately leads to brand advacacy. Phan Tran and Le
2023) found that perceived price value increases
consumers” digital engagement, which then has
& positive effect on brand advocacy. Wang et al.
) revealed that perceived price value drives
engagement, which in wrn increases
consumers” intention to become brand advocates
(Leckie, 2016) showed that perceived price value has
effect on digital engagement, which then
leads to higher levels of brand advocacy. Akhgari and
Bruning (3024) found that the medution chfect of
di cngagement  attitude  mediates the
relationship between perceived price value and brand
advocacy. This means that digital engagement
attitude mediates the relationship between perceived
price value and brand advocacy.
Hc: Digital engagement attitude mediates the
reationabip btunan percsve ricsvale o breaa
advoc

25.Digitsl engagement attitudes and  brand

advocacy

Digital engagement attitude refers to consumers’

tendenc it bk Guigh digisd
uding social media, wel

mobile  applications.

Hol

sngagoment attitudes in the content of skincare are

interact with skincare brands through various digital
platforms,  including  information searches,
participation Hl Onlllle wmmunmex. and !Iﬁnﬂﬂ

Mackie, acm) D-g.uzl engagement aunudcs in mu
text incare are defined as
tondeacy ol intiily to fodcest with skincare

brands through various digital platforms, including
information searches, ]
communities, and sharing_experiences related to
in the beauty industry, digital
engagement has become a primary channel for
raduct education, consumer reviews, and brand-
consumer interactions (Amiroh & Hartono, 2024).
umar and Panssni (Go16) found that digital
engagement has a si
loyahy and purchase intention in
skincare products.
uality, not the quantity, of digital Interactions 1s

{teractions vin digital platforms  ia the st five
years the beauty industry, High digital
nggementis positvely correated with bigher lvels
of brand advo
ement theory, developed by
Brodie et al (z011), states that consumer engagement
is a psychological state that oceurs through the
interaction and co-ereaive experience of customers
apcolsfocal objects le5, brinds) §
Telationshiy heo es
“ngagement can e
Sitocacy. Hollchcek and Mackic (2019} found, that
high di
advocacy. This atudy shows that consumers who
e with a brand’s digital content tend to
B irans s wivosatea, Kosmas aad Paneart o)
developed and tested a customer engagement madel
that links engagement to_ business outcomes. Digital
i asignificant positi
on brand advocacy. Harrigan et al. (2018) found a
strong positive effect between digital engagement and
brand advocacy. This study shows that meaningful
al platiorms can drive advocacy

cultural study on _ digit
advocacy  in the
engagement attitudes consistently predicted_brand
contexts. This finding
of the relationship
between digital engagement and brand advocacy.
the role of digital
in building brand-consumer relationships. Positive
digital engagement attitudes lead to higher levels of
mnd advocacy. Thus, goud digial engagement
attitudes can drive good brand advocacy.
Hy: Digital L‘uaagrl»r»l auitude has a positive
effiect on brand advoca
Based on the theatetical review and Bypothesis
formulation, an_empirical research model can be
constructed as follows:

Figure 1. Empirical research model

Product quality
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‘Saurce: Authors’ elabortion.
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3. RESEARCH METHODOLOGY'
3.1. Population and sample

The population and sample in this study were
SKINTIFIC consumers who had used the product for
at least three months, were involved in digital
engagement (following social media/giving reviews),
domiciled in Indonesia, and were aged 18-45
years. The sampling technique in this study was o
use the purposive sampling method with the criteria
of using at least two scientific products, being active
on scientific social media (like, comment, share),
having provided produet reviews, and having made
purchases in the last six months. Data_collection
through online questionnaires via Google Forms. The
number of respondents was 200 people distributed
in the top three cities in Central Java 3
namely Semarang city, 80 respundents (40%), Solo,
60 respondents (30%),
and Salatiga, 60 respondents (30%).

3.2. Operational variables

Instrument testing, model testing, and hypothesis
testing are conducted based on primary data.

™ instrument is made based on the
operational _ definition of the _variables. The
definition of product quality in this study was
developed based on the concept of Wijaya and
Wahyudi (2023) using six indieators, namely
effectiveness in overcoming skin problems, texture

and sensation on the skin, absorption rate, product
Aroma, salety for long-term wse, and sulwbiy for
skin type.

‘The definition of brand social value in this study
s developed bised on the concept of Wang. et o
(2022} using six indicatars, d prestige,
conformity with trends, umgmlluz\ "o beanty
influencers, ularity on social ms , association
with o healthy  lfestyle, and conformity ith
environmental  values  (cco-friendly). The
Acfinition of percoived prics vakes was developed

on the concept of Wang et al. (2022), which
cansists of price suitability with perecived benefits,
ice comparison with othet brands, long term value
pereeption, number cts received, frequency
Suse requied, and avallabllty of sze options.

Digital engagement attitudes have been defined
as having six indicators, namely frequency of
searching for product information, participation in

media wozounks, wakchimg vides ke

media, writing positive reviews about a product on
online platforms, encouraging others to try
particular produet, and subseribing or repurchasing
the product consistently (Raseol et al., 2020).

33, Dataanalysis

The data analysis technique uses multiple regression
with two regression equations formulated as follows:

Yi=a+ X+ ke + ks + e (0]

Yi=at BXs + fes + PXa+ frXo+ &2 @

where X1 = Product quality; X: = Brand social value;
X = Price pereeption value; V1 = Digital engagement
Mh(ud\: Ya=Brand advocacy;

ssion _coefficient. Both _regression
analyses used [BM SPSS software for their analysis.

4 RESULTS
4.1, Regression analysis

Based on the instrument test, the KMO value of all
yariables s more han 0.5, eothe sample n thie study
is feasible. The loading factor f

cach variable i mare than 0.4, which

e et vl and i average variamas
extracts E) is more than 0.5. In addi
selabily testshow that the Cronba

of each variable ‘more than 0.7, ine

Insteumontsar rument test was
conducted, multiple linear regression analysis was
conducted with the results as in Table 1.

Table 1. Summary results of linear regression analysis

Regression model
Model 1

¥4+ 0237, + 074X #0311,
™

influence of product quality on digital engagement |
udes

Wiondel test
AdjResquared | Foust Sig. -

)
95t

Hia acocptod

The s oTbrand soealvalueson gl engagoment
atiiudes

Hzascecpted

The nflueice o perceved values on Al sgagement
attides

Hya aoceptod

|yt as ook, soodix, + oo, + otarar,

lirson m,ma&m
erceived vahses on brand advor:

Hil sceepiod
fizbaceped
High sceepred

The infloence of digial engagement atfitudes on brand
dvoea:

g aceepted
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4.2, Model test

To test this rescarch model,

4.4. Mediation test

The mediation test is used to determine whether or

coefficient calculation was camed cur o determine
th

dependent  variables. o s ha s
determination coefficient value of 0.051, which
indicates the ability of product quality, brand social
value, and price perception value to explain digital
engagement attitudes by 95.1% while the remaining
fluenced by other factors outside the
ml.bilzty of Model

through the F-test (goodness of 0. Table L chaws the

Significance value of the Ftest of 0.6 below 5%
means hat product qually, brand social valus, and
price perception value simultaneously have a

significant effect on digital engagement attitudes.
Model 2 shows the ability of produet quality,
brand social value, price perception value, and digital
engagement attitude in explaining brand advocacy by
92.3%. Thus, the significance value of Model 2
(goodness of fit) is shown at 0.00 below 5%. This
shores that product quality, brand social vaive, price
perception value, and dig; attitude

not the indireet i variable
on the dependent variable with the third variable as
an intervening variable. Sobel is used to measure the
significance and value of the coefficient of the indirect
influence of product quality, brand social value, price
perception value on brand advocacy.

Based on_ the Sobel test, it is proven that
the significance value of the indirect effect
product quality on “brand ‘advocacy with .

engagement attitude as an_intervening va
0.0061, below 0.0 (5%, This shows what digital

an
AR o producs quity on brand odvocacy. Thi,
Hic is accepted. The Sobel test proves that the
significance value of the indirect influence of brand
social value brand advocacy with _digital
engagement attitude as an_intervening variable is
0.0001, below 0.05 (5%). This shows that digital
attitude
influence of brand social value on brand advec:
Thus, Hae is accopted. It is also proven that dzgml
attitudes the

simultancously has slgnll'(anl Sect on brand
advocacy. The remaining 7.3% is explained by other
va

4.3, Hypothesis testing

The hypothesis in this study was tested using
thet-test. The test is used to show the sbility

inffaence of Drice perception value on brand
advocacy, with a significance value of 0.0000 below
.05 (5%). As for the conclusion, it is proven that the
attitude of digital involvement s able to be an anchor
or intervening variable in relation to the influence
of product quality, brand social value, and price
perception value on brand advoeacy. Thus, H3e is
accepted.

on
e dependent variable. If the significance value is

Do 2 them vhe hypothesis is aceepted. In Table 1,

the beta value of product quality

significance value of 0.60

can e of 0.00 which
This raeans that brand social valte has
» sigeifiant positive effct o digital engagement
des. Thus, Hza is accepted. H3 testing shows the
Beta value of price perception value of 0.j11 with 4
ingmﬁante value o( ©0.00 below 5%. This means that
the price perception value has a significant positive
tﬂ\'\.\ on d\\;lld] «.l!!-lg\-m\'nl dmlmlt.: Ihus, h':m is
accepted. Hib testing shows
uct quality o
0.040 with a significance value of 0.049 below 5%.
This means that product qualty has @ signicant
positive_effect on brand advocaey.
acoepted. Hab teting ahows the beta valus of brand
I value of 0.040 with a significance value o

advocary. Thus, Hb is accepeed. Hab testing shows
the beta value of price perception value af 0.084 wit
a significance value of 0.000 below 5%. This means
that the price perception value hasa significant
positive_effect on brand advocacy. Thus, Hgb is
accepted. Hy testing shows a beta value of _digital
engagement attitude of 0.873 with usignificance
value of 0.00 below 5%. This means that digital
engagement attitude has & significant positive effect
on brand advocacy. Thus, Fl is accept

5.

The_resulis of the regression analysis show that
product quality has a significant positive effect on
digital engagement attitudes. These results suppos

previous studies conducted by Wijaya and Wahyudi
(2023). ‘Thus, good product quality will encourage
higher digital engagement attitudes. Consumers who

perceive high product quality tend 1o be more active
in interacting on digital platforms. In this case,

customers to watch video tutorials and provide good
reviews.

Hza testing also proves that brand social value

This finding supports — previous

by Macassa et al. (zzm) which stated that

sitive effect on_ digital

engagement attitudes. Brands with high social value
ense online intera

means that good brand social value will create a

higher digital engagemem attitude in customers, A

brand social value with good brand prestige is able to
it engagement atitudo,

H3a testing proves that price perception value
diial ¢

attitudes. This fin
o by Bersel ot a1 | :zm). mmmuy the
conteat of value-seeking behavior That Is, o good
o perception value can increase a
digtal engagement stitde The good prics it o
perceived rs to sharing product usage
“xperiences on the. platform when exporioncing
blems. This stage allows customers to increase
in online skineare forum,
communities.

‘Saurce: Authars' caboration.

Share  Highlig

e test results on Hib prove that product
quahry has a significant positive effect on bran
e fesls support presious studies
Somaeied by l’l’nnmgslh et al. (20 is means
ik o prodac ety can drive beter
advocacy. Broduct safety  Tor longeterm use reflcts
good_product qual lting in better brand
advocacy
The test results on Hzb prove that the brand's
muanama has 2 sigaificant posiiveeffet on b
These support Previous studies
o by s.m\ nd Avyiy (20020), This means
hat good brand soctal vahues can crive better brand
advodacy. Recoghition from . beauty _influencers
reflects good brand social values, resulting in bett
brand advocac
est results on Hzb prove that the perceived
value of price has a significant positive offect on brand
se resuks support previous studies
conducted by Prameka et al. (2017). This means that
a good pric perception value can drive Letter hrand
Ivocacy. A g e price comparison wit
ather hinrase brands sflocies good price peception
value, resulting in better brand advoeac
s testing proves that has o ngmrcm .m.me
effect on brand a This
emted oy Smya ool aoeey ond
2022). This means that a high digital
engagemen atiude bulds good brand advoracy. &

reviews, interacting wit n
Lonient, This condition 1 sble 1o inerease brand
advoeac
d on the results of the Sobel test on
the mediation effect, it can be concluded that digital
able
e infl

quality, brand social value, price perception ml.m
and digital engagement attitu
It has been proven that the q.gmrmm \alue of
the indirect influence of product quality on brand
d social value on brand advocacy, and
e perception value on brand advocacy is below 5%,
In other words, digital engagement attitudes are able
become an anchor or intervening variable in
velation to the influence of product quality, brand
social value, and price perception value on brand
advocacy

6. CONCLUSION

Thisstudyaims 1 reveal dighal engagementaitudes
in mediating the influence of t quality, bra

social value, price percey ton value on brand
advocacy.  Digital engagement  aititudes  are
considered important as a relevant topic,
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1. INTRODUCTION

In the ever-evolving digital era, brand advocacy has
become a crucial aspect of a company’s marketing
strategy. This phenomenon is marked by a paradigm
shift ‘from passive loyalty to active consumer
involvement in promoting and defending brands
(Hollebeek & Mackie, 2019). Leckie (2016) explained
that 78% of global consumers rely on
recommendations from friends and family in
purchasing decisions, emphasizing the importance
of brand advocacy in the business environment.
Product quality remains a fundamental factor
in building consumer attitudes. Research by Brakus
(2014) shows that the definition of “quality” has
evolved, encompassing not only functional aspects
but also the holistic experience a product offers.
The study found that 65% of millennials and Gen Z
consumers prefer products that offer unique
experiences over those that rely solely on functional
qualites
rand \()ual values emerge as a significant
factor In consumer attitudes. Keller and
Saminathan. (3020 Tevenicd that 3% of global
consumers are more likely to purchase from brands
that align with their personal values. Zhou et al.
(2012) found the influence of brand social value on
formation of consumer attitu owever,
Tesearch by Fournier and Alvarez (2012) showed that
the influence of brand social value varies depending
on the consumer segment
Price perception continues to be an important
factor, but with new nuances in the digital age.
Research by Gupta and lcxl)um] (2006) revealed that
83%of consumers actively search and compare
prices online before makmu a purchase. Ramanathan
et al. (2017) found that consumers increasingly
judge “price” not only in monetary terms, but also in
terms of time, effort, and psychological costs
investe
Consumer digital engagement attitudes are
coming a critical point in modern marketing.
A longitudinal study by Kumar and Pansari (2016)
increase i consumer-bras
interactions via digital platforms in the last five
years. Hollebeek and Macky (2019) found a positive
influence of digital engagement attitudes on brand
advocacy. Malthouse et al. (2016) and Praswati and
Ningsih (2024) research showed that product quality
had a more decisive influence on digital engagement
attitudes. However, Yum and Kim (2024) found that
favorable attitudes do not always lead to brand
advocacy.
The beauty industry, especially the skin care
sector, has experienced significant growth in recent
gace Acconding 0 4 report by Grand View Research

n a market dominated by intemnational brands.

As a science-based skincare brand,
represents a key trend in the industry: a focus on
evidencebased  formulations  and  ingredient
This phenomenon is in line with
of Kim and Chung (011) and Shim
etal. oom which revealed that 67% of millennial
n 2 consumers prefer beauty products with

pmm. mmunu ims.

Product quality in the context of skincare has
evolved beyond mere effectiveness. Research by

vmrosh
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Sutanto and Wulandari (2023), Wijaya and Wahyudi
(2023 found that perceived skincare product quality
pos

an important factor in forming consumer attitudes
towards skincare products (Zhang et al., 2018).
social value of brands is becoming
increasingly important_in the beauty industry.
surve by Deloitte (i) revealed that 76% of
sian consumers are more likely to buy from
Nwl) brands that reflect their personal values,
such as sustainability or inclusivity. SKINTIFIC, with
its position as a loc: locused on innovation,
the potential to capitalize on this trend.
e findings of Zhang et al. (2018) and Abin et al.
(2022) explain that brand image has a positive effect
on consumers’ favorable attitudes towards skincare
products. However, the perception of price in
beauty industry has shifted. According to Boom
et al. (2020), skincare consumers increasingly assess
value for money” not only from price, but also from
the long:tem effectiveness and multifunctionality
ofthe product. SKINTIFIC,wih it focus on effecl
active Ingredients, esponds o this trend. Tran et al.
{2025) and Sutanto and Walandari (2023) found that
e perception of appropriate _prices
positively influences consumer attitudes towards
skincare  products. Bagram (2012) proved that
positive consumer  attitudes towards skincare
products consistently influence brand advocacy.
Consumers' digital engagement has become
crucial in the beauty industry. A study by
Euromonitor International (2028 showed a 250%
crease in online beauty product information
arches since 2020, SKINTIFIC, as a brand active on
digital platforms, is in a position to capitalize on
this trend. Amiroh and Hartono's (2024) research
revealed that the effectiveness of digital engagement
varies depending_on the type of content and
platform used. These differences in findings,
coupled with changiog market dmamics, credie
a significant research gap. Comprehensive studies
that Integrate product quality, brand socil value.
ceived price value, and digital engagement
Htitudes 1 the context of brand advocaey are
still limited.
is study aims to fll dis gap. providing
adeeper understanding of how these factors
interact to shape brand advocacy in the digital age.
This study investigates the impact of product
quality, brand social value, and perceived price value
on digital engagement attitude and brand advocacy
placing _ digital engagement  attitude as
amediator. This study addresses specific research
questions, such
RQL: Do product quality, brand social value,
and perceived price value have an impact on digital
engagem itude:
RQ2: Do rodict. qualty, brand ‘socal vl
value, and engagement atitude have
advoc

analysis approach. Primary data will be collected
through a survey given to SKINTIFIC consumers who
have used the product for at least three months,
follow soclal media, are domiciled in Indonesia, and

aged 18~45years. The regression equation
modeling technique will be used to analyze
the relationship between product quality, brand

. .
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23. value, digital
brand advocacy

Socl brand engagement s the feelings, and
emotioml attachment of” customers o 2
es (Minh et al., 2 soc
nd refers o .m mmrm ot
ssodatio

the brand (Keller & Swaminathan, 2020). Liu et al
(2018) explained that the social value of a brand
refers to consumers’ perceptions of a brand's ability

heir social sell-concept, including

ability
nhance their social self-concept, including status,
rnity 1o prevailing norms
Brand social value Is
consumers’ self-identity and
expression (Hollebeek & Macl )(l\.- ZD
7hm| \'l al.'s (2012) study showed that bras
value has a significant positive m?ln(‘nn’ on hl’ind
engagement and brand_loyalty in the beauty
industry. Furthermore, it was found that
influence was stronger among millennial and Gen
e’\‘er. ‘Othman et al. (2022) w\ealrd
ce of brand social value varies
depending on the level of consumer Involyement
with the product eategory. For premium skine
yroducts, Erand social vahoe has 8 sironger tnflience
chase intention compared to mass
the extent to which
social self-concept.
Brand social value can drive consumer engagemen
on online platforms. Zhou et al. (2012) found that
brand social value has a positive effect on consumer
engagement attitudes on social media. Brands with
ocial value encourage consumers to share
their experiences online as a form of self-expression.
Permadi Hakim et al. (2024) revealed that brand
social value increases consumers' intention 1o
participate in online brand communities. Consumers
who use digital engagement show assoclations with
brands that have high social value (AlFraihat et al.,
02 Hollebeek and Mackie (2019) also luum]
an'influence between brand _social value a
consumer digital engagement. That is, hellel brand
social value drives high digital engagement attitudes.
H2a: Brand social value has a pasitive effect on
dighel engagement atide
ial identity theory by Tajfel and Turner
(1970 miren ot inmidogls " consaneet whei
identities based on membership in social groups.
Brands with high social value can be a means for
consumers to express their identities, which can
encourage brand advacacy. Abbas et al. (2021) found
that brand social value has a positive effect on brand
advocacy in the hospitality industry. Brands that
increase consumers’ social status tend to encourage
them to become brand advocates. Liu et al. (2018)
also found a positive relationship between brand
social value and beand advocacy. Brands with strong
social values create that_encourage

ultimately leads to advocacy. Abbas et al. (2021)
found that brand social value increases digital
engageme ch then drives brand advocacy.
Prentice et al. (2010) revealed that brand social value
increases consumer digital engagement, which in
turn increases the intention to do positive word-of-
‘mouth. Rasool et al. (2020) showed that brand social
value has a positive effect on digital engagement,
which then predicts brand advocacy across cultural
contexts. Akhgari and Bruning (2024) foun
3 mediating effect of gl engagemment attinude i
the relationship _between brand social value and
braind advocacy, This means that digial engagement
attitude mediales the relationship between brand
sacial value and brand advocacy.

c: Digital  engagement _attitude  mediates
the relationship between brand social value and

advocacy.

2.4.Price perception value, digital engagement
attitudes, and brand advocacy

Perceived price value is described as the consumer's
sssesament of the benefis received from & product
relative to the costs incure

s given (costs),
including long-term considerations and comparisons
with ather alternatives. In the context of the beauty

ry., this coneept has evalved to encompass not
only monetary price but also the long-term value
and multi-functionality of the product. Recent
research by Hariyanti et al (2023) showed that
perceived price value has a significant influence on
consumer satisfaction and purchase intention in
the skincare product category. Further explaining
that this influence is moderated by the level of
consumer involvement with the product category
Furthermore, Gupta and Zeithaml (2006) revealed
that in the digital era, 83% of consumers actively
compare prices online before making a purchase of
beauty products, indicating the importance of
a transparent and competitive pricing strategy.

Price perception value reflects cunsum/:(s
evaluation of the benefits received relative (o
he cost. Incurred, High perceived value <an drive
online  consumer engagement. Sutanto and
Wulandari (2023) found that price perception value

s a positive cffect on consumer cagagement on
digital platforms. Cansumers who perceive that they
are getting good value tend to be more active in
searching_and sharing_ information online. Wang
etal. (2022) revealed that perceived price value
increases consumers' intention to interact with
brands on social media. High perecived value drives
consumers 1o become brand advocates on digital
platforms. Gupta and Zeithaml (2006) found

ive influence of perceived price value on
consumers' digital engagement attitudes. Consumers
who feel they are getting value for money tend to be
more involved in online reviews and product
! s means that b d price

consumers to become brand advocates. Ths, go
brand social values can encoursge good brand
advocacy.

Hel: Brand social value has @ positive effect on
brand advocacy.

Brands with high social value can drive digital
engagement s a way to express identif

value drives Ingh digital engagement attitudes.
e perception value has a positive effect

on dlqila[enqaq(mflﬂ atitudes.
ceived value can create feelings of
famese 4 saiafachon. which con. crive. brand
advocacy. Zhang et al. (2018) found that perceived
price valte has a positive effect on brand advocacy
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social value, and perceived price value on digital
engagement atitude and brand advocacy, as vell a5
the relationship s
sivocacy. Mediation s
et 1o hich engageienn athude ‘pie7y
amediating role between product quality, brand
soclal value, and perceived price value towards
brand advocicy:
mainder of this paper is structured as
follows. \ununz reviews theoretical support and
previous research on the factors that determine
brand advocacy. Section 3 describes the research
design, including the research model and data
collection techniques. Section 4 presents the results
o the mode) extracied from the regression analysis
with the Kaiser-Meyer-Olkin (KMO) test, validity,
reliability, hypothesis testing, and mediation testing.
ction 5 discusses the results of the study.
Section 6 explains the conclusions of the study, as
well as the limitations of the study for further study.

2. LITERATURE REVIEW
2.1. Brand advocacy

Brand advocacy is defined s the tendency of
consumers 10 actively recomment fend
abrand to n|hcr\ (Keller & Swaminathan, 2020).
Overall, brand advocacy is a  multifaceted
phenomenon driven by emotional bonds, ~self-
identification, and other influencing factors (Irawan
& Cheng, 2025). According to Rasool et al. (2020),
skincare brand advocacy is defined as the tenden
of consumers to actively recommend, defend, and
promote certain skincare brands to others, both
offline and online, based on positive experiences
and trust in the brand. In the digital era, brand
advocacy has evolved into a highly influential form
of marketing, particularly through online reviews
and user-generated content (Hollebeek & Mackie,
2019). Research by Leckie (2016) shows that brand
advocacy has a significant positive effect on brand
performance and sales growth in the beauty
industry. Strong brand advocacy can reduce
consumer price sensitivity. Furthermore, a study by
Fournier and Alvarez (2012) revealed that brand
advocacy is influenced by various factors, including
product quality, brand social value, and_digital
engagement. These influences vary depending on
the product category and consumer segment.

2.2, Product quality, digital engagement attitudes,
and brand advocacy

Product qualty is  cruchal factor in marketing that
reflects a uct's ability to meet or excee
consumer expectations, Product qualty s defined as
consumer evaluation of the overall superiority or
exoelience of a product bsed on assesments o
effectiveness,  safety, sensation of use
Suitability 10 individual skin needs. In the context of
the beauty industry, product quality includes not
only effectiveness, but also_safety, texture, and
sensory experience. Kim and Chung (2011) explained
that product quality in the beauty industry is now
assessed based on five main dimensions:
safety, sensory, and
innovation. The study found that 73% of consumers
considered effectiveness as the most important
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factor, followed by safety (68%) and. tnnovation
(54%). hermum Mawaddah et al. (2024) revealed
pc roduct quality has a \lgmﬁum
ence on consumer satisfaction and re s
intention i the context of kincare products,
quality has long been recognized as
ey, Toctos b Slaying Comouer pererriits
wior. Product_quality only influences
satisfaction loyalty, also consumer
engagement on digital platforms. Wijaya an
Wahyudi (2023) found that product quaity has
apositive effect on online consumer engagement
attitudes in the context of care  products.
Consumers who perceive a product to be of high
quality tend 1o be more imolved In online
discussions and experience sharing. Kim and Chung
(2011) revealed that product quality increases
‘consumer intention to interact with brands on social
media. High-quality products encourage consumers
10 seek further information and participate in online
rand communities. Mawaddah et al. (2024) also

are satisfed with product quality are more likely t0
engage in online reviews and electronic word-of-
mouth activities. Behavior reflected by good product
quality can influence digital engagement atttudes.
Thus, good product quality can encourage high
digital engagement attitude:

Hla: Product quality has a positive effect on
digital engagement attitudes.

High product quality tends to meet or exceed
consumer expectations, which in turn can drive
brand advocacy. Seo et al. (2017) found that product
quality has a posiive clfect on brand advocacy in
the Lu\mnllu industry. imers who cancmu
high product quality are more kel o re
the brand 1o obers. Ebraim et . (znm revealed

product ty increases consumers' intention
m huzonu hmnd advocates on social mm.a, High-
quality products encourage consumers to share their
posiive experiences online. Rollcbeek and Mackie
(2019) also found a positive influence of pmdun
ality on brand advocacy. Consistent produc!
Qualty bullds consumer tist, which. ullmately
leads to brand advocacy. Thus, good product quality
can encourage good brand advocacy.

1b: Product quality has a positive effect on
brand advocacy.

Xpectation-confirmation theory by _Oliver
(1980) explains that consumer satisfaction is formed

m the comparison between expectations and
actual product performance. When product quality
meets or exceeds expectations, consumers tend to
more digitally engaged me

Sivocates. Wiaya, and Wamyud (2025 Tound. tat
product quality has a positive effect on_digital
cngagement, which then ncreases brand advocacy.

n an
increases consume:
which in tu cy.

Mackie (2019) showed that percelved product qualty
increases digital engagement, which then correlates
positvely mm brand advocay. This means that
i ent
the nlannmhm Between product quality and rand
advoc

l : Digital engagement attitude mediates
the relationship hlwcm product quality and brand
advocacy.
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in the context of e-commerce. Consumers who fecl
they are getting good value are more likely w0
recommend the brand to others. Wang et al. (2022)
revealed that perceived price value increases
consumers' intention to become brand advocates on
digital platforms. High perceived value encourages
consumers 1o share thelr positive experiences
online. Gupta and Zeithaml (2006) also found
a positive relationship between perceived price value
and brand advocacy. Consumers who feel they are
getg value foe morey lend to be more willig lo
recommend the brand to others. Thus, a
perceived. price vallie can_encourage good brand
advocacy. Based on this explanation, the following
hypothesis is established:
H3b: Price perception value has a pesitive effect
on brand advocacy.
High perceived value can drive  digital
ngagement as a way 1o express sauslamun. which
ultimately leads to brand advocacy. P
Le (2023) found that perceived price uluL
consumers' digital engagement, which_the
a positive effect on brand adw)(aq Wang et al.
(2022) revealed that perceived price value drives
tl engagement, which in wm increases
consumers’ ntention to become brand advocates.
(L(‘C]ut 2016) showed \hm pereeived price value has
effect on engagement, which then
Jeads to higher oot by
and Bruning (2024) found that the mediation effect
of digital engagement  attitude  mediates
the relationship between perceived price value and
brand advocacy. This means that digital engagement
atitude mediates the relationship between perceived
price value and brand advocacy.
H3c Digital  engagement  attitude  mediates
the relationship between perceived price value and
brand advocacy.

25.Digital engagement attitudes and brand
advocacy

Digital engagement attitude refers to consumers'
tendency to interact with brands through digital
platforms, including social media, websites, and
mobile applications (Hollebeck et al, 2020,
Hollebeck and Mackie (2019) explained that digital
engagement attitudes in the context of skincare are
defined as the tendency and intensity of consumers
to interact with skincare brands through various
igital platforms, including information searches,
participation in_onli and sharing
experiences related to skincare pmuu;l. (Hollebeek
& Mackie, 2019). Digital engagement attitudes in the

text of skincare arc defined as consumers'

tendency and intensity to interact with skincare

brands through various digital platforms, including
information  searches, participation in__ online
communities, and sharing_experiences related ta
skincare products. In the beauty industry, digital
engagement has become a primary channel for
product education, consumer reviews, and brand-
consumer interactions (Amiroh & Hartono, 2024).
Kumar and Pansari (2016) found that_digital
engagement has a significant positive effect on
brand loyalty and purchase intention in the context
of skincare products. It was also revealed that the

not the quantity, of digital interactions is
more important in forming positive attitudes
towards brands. A longitudinal study by Malthouse
et al. (2016) showed a 300% increase in brand-
consumer interactions via_digital platforms in

flve vears m the beadty industy; Hgh
digital_engagement is_po rrelated with
‘higher levels of brand advocacy.

Consumer engagement theory, developed by
Brodic et al. (2011),  states that consumer
engagement is a psychological state that oecurs
through the interaction and co-creative experience of
customers with agents/focal objects (¢.&., brands) in
gorice reladonships, This, theory sugpcsts sk
higher engagement can Ilﬁd lO positive outee
such as advocacy. Hollel nd Madde (20190
found that high digital ->nwrrm>nl has an cffect on
brand advocacy. This study shows that consumers
who actively engage with a brand's digital content
tend o be strong brand advocates, Kumar and
Pansari (2016) developed and tested a customer

engagement model that links engagement to
Uusmesx outcomes. Digital engagement attitudes
mificant positive effect on brand advocacy.

between digital engagement and brand advocacy

R0l t o (2020) conducted a cross cultural study
on digital engagement and brand advocacy in
the e-commerce industry. Digital _engagement
attitudes_consistently predicted brand advocacy
across cultural contexts. This finding emphasizes
the universality of the relationship between digital
e Leckie {2016)
in builds
relationships. digital
ngagement attitudes lead to higher levels of brand
advocacy. Thus, good digital engagement attitudes
can drive good brand advocacy.
H4: Digital engagement attitude has a positive
effect on brard advocac
Based on the theoretical review and hypothesis
formulation, an empirical research model can
constructed as follows:

Figure 1. Empirical research model
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3. RESEARCH METHODOLOGY
3.1, Population and sample

I'Im population and sample in this study were

e (I‘ollumng ‘Social media/giving reviews),
were_ domiciled in Indonesia, and were aged
18-45 years. The sampling technique in this study
was 10 use the purposive sampling method with
the criteria of using at least two scientific products,
being active on scientific social media (like,
comment, share), having provided product reviews,
and having made purchases in the last six months.
Data collection through online_questionnaires via
oogle Forms. The number of respondents was
200 people distributed in the top three cmes m
Central Java Province, namely Semarang

ndents (40%), Solo, 60 mp.mdcm ums).
and Saatiga, 60 respondents (0%

3.2 Operational variables

Instrument testing, model testing, and hypothesis
testing are conducted based on primary data.
This research instrument is made based on
the operational  definition  of the variables.
The definition of product quality in this study was
developed based on the concept of Wijaya and
Wahyudi (2023) using six indicators, namely
effectiveness in overcoming skin problems, texture
and sensation on the skin, absorption rate, product

aroma. safety for long-term use, and sulabily for

dcnmvlon of brand social value in this

ped based on the concept of Wang

22) using, six Indicators, namely brand

prestige, conformity with trends, recognition from

beauty influencers, popularity on social media,

assoclation with  bealthy Hfestyle, and conformity
environmental

which consists of price suitability with
perceived benefits, price comparison with other
brands, long-term value perception, number of
roducts received, frequency of use required, and
availability of size options.

Digital engagement atttudes have been defined
as having six indicators, namel mency of
searching for product information, participation in
online forums or communities, following brand
Social media accounts, watching video utorials or

roduct reviews, sharing product usage experiences
on _digital platforms, and interacting_with brand
dighal crcrent (HoSeheek & Mackie, 2010) Beand
advocacy is defined as having six indicators of
recommending a product, dcfnndmg a brand from
negative criticism, sharing _results or ski
transformations on social media, writing. positive
reviews about a product on online platforms,
encouraging others (0 try a_ particular product,
and subscribing or repurchasing the product
consistently (Ra«xﬂ et al 2020).

3.3, Data analysis

The data analysis technique uses multiple
gression, with two  regression equations
formulated as follows:
Vo= a4 BiXy + BaXa + BaXs + m
Yy =@y + By + BsXa + BeXs + BrXo &

where X, = Product quality; X, = Brand

value; X, = Price perception value; ¥, =
engagement _auiwde; Y, = Brand

By = Regression _coefficient. Both  regression
analyses used IBM SPSS software for thelr analysis.

4.RESULTS
4.1. Regression analysis

Based on the mslrumrm l || LNO value of all
variables is more than SO ample in this
Sudy s Teasie, The Joading foetor quL' of all
indicators for each variable is more than 0.4, which
idices o fhe Testument’ % vakd, a6l
the average variance extracted (AVE) is more
than 0.5. In addition, the reliability test shows that
the Cronbach's alpha value of each variable is more
than 0.7, indicating that all instruments are reliable.
After the instrument te: conducted, multiple
linear regression _analysis was conducted with
the results as in Table 1

Table 1. Summary results of linear regression analysis

Model test

FeestSig. [—

0.000

ta+ 02378, 4 1,
[The influence of product quaity on digial engagement
e R emce f et soet v o gl engagement
B R o pereeed vl o il ot
B

400408, + 041X, + 0094X, + 08731,

Hla sccepted
H2a sccepted

Hia accepted

T nfaenee of groduet i

Hib sccepied

o Infocacs of bt socilvaes o bt ihosacy

| Hab accepted

[The influence of perceived values on brand advocacy
The influence of digital engagement attitudes on brand

| advocacy
Source: Authors' claboration.
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Hi accepted
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The test results on Hib prove that product
quality has a significant positive effect on brand
advocacy. These results support previous studies
«conducted by Feriningsih et al. (2023). This means
that good product quality can drive better brand
advocacy. Product salety for long-term use reflects
good product quality, resulting in better brand
advocacy.
test resulls on H2b prove that the brand's

social value has a significant positive effect on brand
advocacy. These results support_previous studies
conducted by Salah and Ayyash (2024, This means
that goud brand social values can drive bette

ocacy. Recognition from vau"f mlluen(rri
reflects good brand social values, resulting in better
brand adveca

The test results on H3b prove that the
perceived value of price has a significant positive
effect on brand advocacy. These results suppart
previous studies conducted by Prameka et al. (2017).
This means that a good price pereeption value cay
drive better brand advocacy. A good competitive
price comparison with other skincare brands reflects
4 gond price perception value, resulting in betier
brand advocacy

1 testing proves that has a significant posltive
et on orssa 5 advocacy. This finding supports
previous sudies presented by Satbya et al (3023

engagement atiitude :
A high digital engagement atitude is

Teflecieq through participation b online forams of

commuaites fllowing brand socal media accounts

providing product rev eracting with b

Slgital content. This condition s able 1o Incresse

‘brand advocacy.

Based on the results of the Sobel test o

the mediaton effect, I can be concluded that il

engagement attitudes le to be interve:

variables in relation 10

aquality, brand socal value, price. perceprion vain

and digital engagement attitudes on brand advocacy

It has been proven that the significance value of

the ndirect nfluence of product qually on brand

advocacy, brand social value on brand advocacy,

price perccpion value on brand

5% In other words,

ahle to become an anchar oF ntervening v

relation o the influence of product quali

social value, and price perception vahie o brand

advocacy.

6. CONCLUSION

This study aims to reveal digital engagement
attitudes in mediating the influence of product
quality, brand social value, price perception value on
brand advocacy. Digital engagement_ attitudes are
considered  important as a relevamt  topic,
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4.2.Model test

test this research model, a determination
Coctichnt caictation was camied out 0 detenmine
the ability of the independent variables to explain
the  dependent variables.  Model 1 shows
a determination_coefficient value of 0.951, which
indicates the ability of product quality, brand social
value, and price perception value to explain digital
engagement attitudes by 95.1% while the remaining
4.9% is influenced by other factors outside
the model. The suitability of Model 1 is also shown
through the F-test (goodness of fit). Table 1 shows
the significance value of the F-test of 0.00 below 5%.
This means that product quality, brand social value,

4.4. Mediation test

‘The mediation test is used to determine whether or
not the indirect influence of the independent
variable on the dependent variable with the third
variable as an intervening variable. Sobel is used to
measure the significance and value of the coefficient
rect influence of product quality, brand

price perception value on brand

Based on the Sobel test, it is proven that
the significance value of the indirect _effect of
product quallty on brand advocacy with digital
engagement atitude g an intervening variable

$0.0001, below 0.05 i shows 4 at digia

price_perception value have
asignificant effect on digial engagement atttudes

2 shows the ability of product quality.
brand wna] uluc price perception value, and
digital engagement attitude in explaining brand

attitude simultaneously have a significant effect on
rand advocacy. The remaining 7.3% is explained by
other variables.

4.3, Hypothesis testing

The hypothesis in this study was tested using
the ttest. The test is used to show the ability
of the partial influence of the independent variable
on the dependent variable. If the significance value
is below 5%, then the hypothesis is accepted. In
Table 1, the beta value of product quality is 0.237
with  significance value of 0001, below 5% This
ans that product quality has a significant positive
effect on digial engagement atttudes. Thus, #11a ts
accepted. H2 testing shows the beta value of brand
socal value of 0174 with 3 signiicance value
of 0.00 which is below 5%. This means that brand
Socal. vahue has s signiicant positive effect on
digital engagement attitudes. Thus, H2a is accepted.
H3 testing shows the beta value of price perception
value of 0311 with a significance value of 0.00
below 5. This means that the price perception value
has a significant positive digital
chgagément atitudes. Thus, H3a Is accepted. Hib
testing shows a beta value of product quality of
0.040 with a significance value of 0.049 below 5%.
This means that product quality has a significant
positive_effect on brand advocacy. Thus, HIb i
accepted. H2b testing shows the beta value of brand
social value of 0.040 with a significance value of
0.045 which is below 5% This means that bran
socal value bas a significant positive effect on brand
advocacy. Thus, H
S bt vadue'of price pe
with a significance value of 0.
means that the price ~perception
asignificant positive effect on brand advocacy.
Thus, H3b is accepted. H4 testing shows a beta value
of digital engagement attitude of 0.873 with
a significance value of 0.00 below 5%. T

positive_effect on brand advocacy. Thus, H4 is
accepted.

,
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iates
theelfect of product quality on brand ad\ocaq‘
Thus, HIc is accepted. The Sobel test u
the significance vahie of the indirect ifluence of
d sockl value on brand advocacy with digital
engsgement atdtude ss an, intervening variable
i3 6.0001, below 0.05 (5% This shows that digital
Cigpgeint atitode  sgnificantly | mediies
theinfluence of brand social value
advocacy. Thus, H2c is accepted. It is also proven
digital cngagement attitudes _ significantly
e the influence of price perception value on
brand advocacy, with a significance value of 0.0000
below 0.05 (5%). As for the conclusion, it is proven
that the attitude of digital involvement is able to be
an anchor or intervening variable in relation to
the influence of product quality, brand social value,
ind price perception value on brand advocacy. Thus,
H3cis accepte

5. DISCUSSION

The results of the regression analysis show that
product quality has a significant positive effect on
digital engagement attitudes. These results support
previous studies conducted by Wijaya and Wahyudi
(2023). Thus, good product quality will encourage

igher digital engagement attitudes. Consumers who
perceive high product quality tend to be more active
in interacting on digital platforms. In this case,
products that are effective in overcoming skin
problems are needed so that they can support
customers to waich video tutorials and provide good

Hza testing also proves that brand social e
has a significant positive effect on

jement attitudes. This _fin
previous studies conducted
which stated that brand social value
fect on digial engagement attitudes. Brands with

igh social value encourage e
interactions, This_means_that good brand socia
yalue wil create a higher digital engagement atitude
in customers. A brand social value with good brand
prestige is able to have a high digital engagement
attitude.

H3a testing proves that price perception value
has a significant positive effect on digital
engagement _attitudes. This finding _supports
previous studies conducted by Bergel et al. (2019),
especially in the context of value-seeking behavior.
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1.INTRODUCTION

In the ever-evolving digital era, brand advocacy has
crucial aspect of a company’s marketing
strategy. This phenomenon is marked by a paradigm
shift from passive loyalty to active consumer
involvement in promoting and defending brands
(Hollebeek & Mackie, 2019). Leckie (2016) explained
that 78% of global consumers rely on
secommendations’ from fends and umly in
purchasing ons, emphsizing the importance
of brand ad\mmy in the business environment
oduct quality remains a fundam
in building consumer attitudes. Researd
(2014) shows that the definition of *quality” has
evolved, encompassing not only functional aspects
but also the holistic experience a product offers.
hestudy found that 65% of millennials and
Gen Z consumers prefer products that offer unique
experiences over those that rely solely on functional
qualiti
Brand socal values emerge 15 a significant
shaping consumer attitudes. Keler and
Sv\ammmlxan (2020) Id K global
sumers are more | rehase from hnnds
(Dt align with bl persona vabues. Zhou ef
2012) found the influence of brand socil value on
the formation of consumer attitudes; however,
research by Fournier and Alvarez (2012) showed that
the influence of brand social value varies depending
on the consumer segment.
perception continues to be an important
factor, but with new nuances in the digital age.
Research by Gupta and Zeithaml (2006) revealed that
83%of consumers actively searc mpare
prices online before making a purchase. Ramanathan
et al (2017) found that consumers increasingly
judge *price” not only in monetary terms, but also in
terms of time, effort, and psychological costs
invested.

Consumer digital engagement attitudes are
becoming a critical point in modern marketi
Alongitudinal study by Kumar and Pansari (2016)
showed a 300% increase in  consumer-brand
interactions via digital platforms in the last five
years. Hollebeek and Macky (2019) found a positive
influence of digital engagement attitudes on brand
advocacy. Malthouse et al. (2016) and Praswati and
Ningsih (2024) research showed that product quality

a more decisive influence on digital engagement
attitudes. However, Yum and Kim (2024) found that
favorable attitudes do not always lead to brand
advocacy.

The beauty industry, especially the skin care
sector, has experienced significant growth in recent
year: this growth, local brands like
3KINTIFIC have emerged as strong competitors I
amarket dominated by international _brands.
As a science-based skincare brand, SKINTIFIC
represents a key trend in the industry: a focus on
evidencebased formulations and  ingredient
transparency. This phenomenon is in line with
the findings of Kim and Chung (2011) and Shim

2024), which revealed that 67% of millennial
and Gen Z Consumers prefer beauty products with
proven scientific clai

Product qualit in the context of skincare has
evolved beyond mere effectiveness. Research by
Sutanto and Wulandari (2023), Wijaya and Wahyudi
(2023) found that perceived skincare product quality
has a strong influence on shaping positive consumer

vmrush

attitudes. The quality aspect has been proven to be
s portant fac o (omntug congras aitindea
towards skincare prodiucts (Zhang et l, 20
sl vl ol pranai s eroming
increasing portant in the beauty industry.
NTIC, with e position as a local brand focused
on innovation, has the potential o capitalize on this
trend. The findings of Zhang et al. (2018) and Abin
et al. (2022) explain that brand image has a positive
effect on consumers’ favorable attitudes towards
skincare products. However, the perception of price
in_the beauty industry has shifted. According to
Boom et al. (2020), skincare consumers increasingly
assess “value for money” not only from price, but
also from the long-term _effectiveness and multi-
functionality of the product. SKINTIFIC, with its
focus on effective active ingredients, responds to
this trend. Tran et al. (2023) and Sutanto and
Wulandari (2023) found that the perception of fair
and appropriate prices positively  influences
consumer _attitudes towards  skincare products.
Bagram (2012) proved that positive consumer
attitudes towards skincare products consistently
influgnce brand advocacy.

mers' digital engagement has become
crucial In the beauty industry. SKINTIFIC, as a brand
active_on digital platforms, is in a position to
capitalize on this trend. Amiroh and Hartono's
(2024) research revealed that the effectiveness of
digital engagement varies depending on the type
of content and platform used. These differences in
findings, coupled with changing market dynamics,
create a significant research gap. Comprehensive
studies that integrate product quality, brand social
value, perceived price value, and digital engagement
attitudes in the context of brand advocacy are
stilllimited.

This study aims to fill this gap, providing
adeeper understanding of these _factors
interact o sha d advocacy In the digital age.
This study investigates the impact of product
quality, brand social value, and perceived price value
on thnml engagement attfude and brand advoeacy
by placing _digital engagement attitude as
amediator, This study addresses specific research
questions, such as:

:Do product qualty, brand social value,
and perceived price value h impact on digital
engagement attitude?

RQ2:Do product quality, brand social value,
perceived price value, and engagement atitude have
an impact on brand advocacy?

Does engagement attitude play a mediating
role in the influence of product quality, brand social
value, and perceived price value on brand advocacy?

This study uses a quantitative method and
analysis approach, Primary data wil be collected

through a survey given to SKINTIFIC consumers who
have used the product for at least three mont
follow social med .1 are domiciled in Indonesta aml
ed 18- The re;
modeling technique wil
the relationship between product

engagement attitude and brand advocacy, as well as
the relationship between engagement attitude and
brand advocacy. Mediation analysis will assess
the extent to which engagement attitude plays
amediating role_between product quality, brand
Sackl ‘valse, and percetvell price valle iowards
brand advocacy.

. .
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emainder of this paper is structured as
follows. Section 2 reviews theoretical support and
previous research on the factors that determine
advocacy. Section 3 describes the research
druxn. including the research model and data
collection techniques. Section 4 presents the results
the model extracted from the regression analysis
with the Kaiser-Meyer-Olkin (KMO) test, validity,
relabilty, hypothesis testing, and mediation testing.
iscusses the results of the study.

Sclxmnﬁ explains the conclusions of the study, as
well as the limitations of the study for further study

2. LITERATURE REVIEW
2.1. Brand advocacy

Brand advocacy is defined as the tendency of
conmmers 1o _sctiely recommend and  defend
abrand to others (Keller & snamma(hdn.
Overall, brand advocacy o maliraced
phenomenon driven by Yemotional bonds, sel:
d nd other influencing factors (irawan
& Cheny

of consumers 1o actively recommend, defend,
promote certain skincare brands 10 others, bot
offline and online, based on_positive experiences

trust in the brand. In the digital era, bran

cacy has evolved into a highly influential form
of marketing, particularly through online reviews
and user-generated content (Hollebeek & Mackie,
2019). Research by Leckie (2016) shows that brand
advocacy has a significant positive effect on brand
performance and sales growth in the beauty
industry. Strong brand advocacy can reduce
consumer price sensitivity. Furthermore, a study by
Fournier and Alvarez (2012) revealed that brand

5 ending on
the product category and consumer segment.

2.2, Product quality, digital engagement attitudes,
and brand advocacy

Product quality s a crucial factor in marketing that
reflects a product's ability to meet or exceed
consumer expectations. Product quality is defined as
consumer evaluation of the overall superiority or
excellence of a product based on assessments of
effectiveness, safety, sensation of use, and
suitability to individual skin needs. In the context of
the beauty industry, product quality includes not
only effectiveness, but also safety, texure, and
sensory experienc and Chung (3011) expiained
that product qu.lhl) in :m m.mn industry is now
assessed  base main  dimensions:

ind

n»n, g
innovation. The study found that 73% of consumers
considered effectiveness as the most iy
factor, followed by safety (68%) and innovation
(54%). Furthermore, Mawaddah et al. (2024) revealed
thatperceived product quality has a significant
influence on consumer satisfaction and repurchase
intention in the context of skincare product

Product quality has long been recognized as
akey factor in shaping consumer perceptions and
behavior. Product quality not only influences
satisfaction and loyalty, but also consumer
engagement on digital platforms. Wijaya and

vrosh

Wahyudi (2023) found that product quality has
apositive effect on online consumer engagement
the context of skincare products.
ho pefcelve a product to be of high
be involved in online
Eusions and experience sharing, Kim and Chung
(2011) revealed that product quality Increases
consumer intention to interact with brands on social
media. High-quality products encourage consumers
10 seek further information and participate in online
brand communities. Mawaddah et al. (2024) also
found a positive influence between product quality
and digital engagement attitudes. Consumers who
are satisfied with product quality are more likely to
engage in online reviews and electronic word-of-
mouth activities. Behavior reflected by good product
quality can mrlm-nce digital engagement attitudes.
I roduct_quality can encourage high

mg.m cng.uum&m attitudes.
a: Product quality has a positive effect on

dlglml engugwm'm attitudes.
gh product qualiy tends to meet or exceed
consumer expectations, which in turn can drive
brand advoca etal (2017) (uund Ihz\l pmdu(l

uality has a pu\m\c (-Hw(‘l on braml advocacy i
the cosmetics industry. Con: rience
gh product quality are more Hikely 10 recommend
the brand to others. Ebrahim et al. (2024) revealed
that product quality increases consumers’ intention
to become brand advocates on social media. High-
quality products encourage consumers to share their
positive experiences online. Hollebeek and Mackie
(2019) also found a positive influence of product
quality on brand advocacy. Consistent product
quality builds consumer trust, which ultimately
leads to brand advocacy. Thus, gm)d product quality
can encourage good brand advocac

Hib: Pmducl quality has @ posttive effect on
brand advocac:

Expc(la(mn confirmation theory by Oliver
(1980) explains that consumer satisfaction is formed
from the comparison between expectations and
actual product performance. When product quality
meets or exceeds expectations, consumers tend to
be more digitally engaged and become brand
advocates. Wijaya and “.d\)'udi (2023) found that

product quality has a positive effect on digital
engagement, which then increases brand advocacy.
Kim and Chung (2011) revealed that product quality
increases consumers’ intention to engage digitally,
which in turn drives brand advocacy. Hollebeek and
Mackie (2019) showed that perceived product quality
increases digital engagement, which then correlates
positively with brand advocacy. This means that
digital  engagement atiitudes ediate
the relationship between product quality and brand
advocacy.
engagement _attitude mediates
the mmuommp between product quality and brand
acy.

2.3, Brand social value, digital engagement attitude,
brand advocacy

Social brand engagement is the feelings and
emotional attachment of customers to a bran
through social sites (Minh et al, 2022). The social
value of a brand refers to the benefits that
consumers obtaln from associaton with  particular

group through the use or ownership of
\hl' brand (Keller & Swaminathan, 2020). Liu et al.
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(2018) explained that the social value of a brand
refers (o consumers’ percepio

to ~conc
Status, mu)gnmum and conformity
Doras 15 soal groupe. Brased sois) vakie refers
consumers' perceptions of a brand's. abillty. 1o
enhance their social self-concept, including status,
recognition, and co
wi social
ly linked to consumers'
lifestyle expression (Hollebeek & Mackie, 2
Zhou et al’s (2012) study showed that brand social
value has a significant positive influence on brand
engagement and brand loyalty beauty
this
z
consumers. However, Othman et al. (2022) revealed
that the influence of brand social value varies
depending on the level of consumer involvement
with the product category. For premium skincare
products, brand social value has a stronger influence
on purchase intention compared o mass products.
ue refecs the extent to which
s fal self-concept.
Brand social value can drive consumer engagement
on online platforms. Zhou et al. (2012) found that
brand social value has a positive effect on consumer
engagement attitudes on social media. Brands with
high social value encourage consumers to share
their experiences online as a form of self-expression.
Permadi Hakim et al. (2024) revealed that brand
soclal value increases consumers' intention to
participate in online brand communities. Consumers
who use digital engagement show associations with
brands that have high social value (AlFraihat et al.,
2025). Hollebeek and Mackie (2019) also found
an influence between brand _social value and
consumer digital engagement. That is, better brand
socal yalue dives high digial engagensent attitudes.
rand social value has a positive effect on
u'vyllul e aagement atiude,

Social identity theory by Tajfel and Turner

individuals _construct _ their

P in sochl groups.

Brands with high social value can be a for
consumers 10 €xpress. thelr entites, which o
Chcourage brand advocacy. Abbas et al. 2021) found
that brand social value has a positive effect on bran
advocacy in the hospitality industry. Brands that
increase consumers' social status tend to encourage
them to become brand advocates. Liu et al. (2018)
also found a positive relationship between brand
social value and brand advocacy. Brands with strong
social values create commu that_encourage
consumers to become brand advocates. Thus, g
brand social values can encourage good brand
advocacy.

Hob: Brand social value has a positve effect on
brand advocacy.

Brands with high social value can drive digital
engagement as a way to express identity, which
ultimately leads to.advocacy. Abbas et al. (2021)
found that brand social value increases digital
engagement, which then drives brand
Prentice et . (2019) revealed that brand social value
increases consumer digital engagement, which in
tum increases the intention to do positive word-of-
mouth. Rasool et al. (2020) showed that brand social
value has a positive effect on digital engagement,
which then predicts brand advocacy across cultural
contexts. Akhgari and Bruning (2024) found
a mediating effect of digital engagement attitude in
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the relationship_between brand social value and
brand advocacy. This means that digital engagement
s the relationship between brand

dvo

ocacy.

3 engagement _attitude mediates
the relationship between brand social value and
brand advocacy.

2.4.Price perception value, digital engagement
attitudes, and brand advocacy

Perceived price value is described as the consumer's
assessment of the benefits received from a product
or service relative to the costs incurred.
The perceived value of a product’s price as
the consumer’s overall assessment of the product’s
utility based on the perception of what is received
(benefits) compared to what Is given (costs),
including long-term considerations and comparisons
with other alternatives. In the context of the beauty
industry, this concept has evolved to encompass not
only monetary price but also the long-term value
and multi-functionality of the product. Recent
research by Hariyanti et al. (2023) showed that
perceived price value has a significant influence on
consumer satisfaction and purchase intention in
the skincare product category. Further explaining
that this influence is moderated by the level of
consumer involvement with the product category.
Furthermore, Gupta and Zeithaml (2006) revealed
that in the digital era, 83% of consumers actively
compare prices online before making a purchase of
beauty products, indicating the importance of
a transparent and competitive pricing strategy.
perception value reflects consumers'
evaluation of the benefits received relative to
the costs incurred. High perceived value can drive
nline consumer engagement. Sutanto and
Wulindmn (2023) found that price perception value
as a positive effect on consumer engagement on
dmual platforms. Consumers who perceive that they
are getting good value tend to be more active in
searching and sharing information online. Wang
etal (2 revs that reeive rice value
Bocxiases conmamers! tottnion. (0. lieraet with
brands on social media. High perceived value drives
consumers 1o become brand advocates on digital
Gupta and Zeithaml (2006) found
influence of perceived. price vaue on
rs' digital engagement attitudes. Consumers
Who fec they are getting vaue for money tend (0 be
more involved in online reviews and product
discussions. This means that better-perceived price
value drives high digital engagement attitudes
ice perception value has a positive effect
on -l:q:ml engagement attitudes.

High perceived value can create feelings of
faimess and satisfaction, which can drive brand
advocacy. Zhang et al. (2018) found that perceived
price value has a positive effect on brand advocacy
in the context of e-commerce. Consumers who feel
they are getting good value are more likely to
recommend the brand to others. Wang et al. (2022)
revealed that perceived price value increases
consumers' intention to become brand advocates on
digital platforms. High perceived value encourages
consumers to share their positive experiences
online. Gupta and Zeithaml (2006) also found
a positive relationship between perceived price value
and brand advocacy. Consumers who feel they are

. .
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3. RESEARCH METHODOLOGY
3.1. Population and sample

The population and sample in this study wes
SKINTFIC conaumaers who bad tscd the product for
at least three months, were involved in digital
engagement (following social media/giving review:
were domiciled in Indonesia, and were aged
18-45 years. The sampling technique in this study
was to use the purposive sampling method with
the criteria of using at least two scientific products,
being active on scientific social media (like,
comment, share), having provided product review:
and having made purchases in the last six month:
Data collection through online questionnaires via
Google Forms. The number of respondents was
200 people distributed in the top three cities in
rovince, namely Semarang ciy.
(40%), 60 respondents (30%),
and Saiatiga, 60 respondents (30%.

3.2, Operational variables

Instrument testing, model testing, and hypothesis
testing are_conducted based on primary data.
This research instrument is made based on
the operational _ definition of the variables.
The definition of product quality in this study was
developed based on the concept of Wilaya and
Wahyudi (2023) using six indicators, namely
effectiveness in overcoming skin problems,

and sensation on the skin, absorption rate, product
aroma, safety for long-term use, and suitability for
skin type.

The definition of brand social value in this
study was developed based on the concept of Wang
et al. (2022) using six_indicators, namely brand
prestge, conformity vith trends, recognition from
beauty influencers, popularity on social media,
assoclation with a healthy Uestyle, and conformity

environmental  values  (eco-friendly).
The definition. of  perceived price  value  was
developed based on the concept of Wang et al.
022), which consists of price suitability with
perceived benefits, price comparison wit
brands, long-term’ value perception, number of
products received, frequency of use required, and
availability of size options.

Digital engagement attudes have been defined
as having six indicators, namely frequency of
searching for product information, participation in
online forums or communities, following

social media accounts, waiching video tutorials or
product reviews, sharing product usage s

on _digital platforms, and interacting_with brand
digital content (uollcb«k & Mackie, 2019). Brand
advocacy is defined as having six indicators of
Fecommending a product, defeading a brand from
negative  criticism, sharing results or skin

transformations on social media, writing_positive
product on online platforms,

encouraging others to U
and subscribing or repurchasing the product
consistently (Rasool et al., 2020).

33, Data analysis
The data analysis technique uses multi

ple
regression, with two  regression cquanum
formulated as follow;

ry a particular product,

Vo=@ + B+ BaXe + BuXs + ey m
gz + BuXy + BsXy + BeXs + BrXo + & @

where X; = Product quality; X, = Brand social
value; X; = Price perception value; ¥ = Digital
cggement  atfude, Y = Bran

egression _coefficient s
Siclyses used TBM SPSS software for their analysis.

4. RESULTS
4.1. Regression analysis

Based on the instrument test, the KNO value of all
riables is more so the sample in this
Sudy & feasibie, The. loading factor value of all
indicators for each variable is more than 0.4, which
indicates that the instrument is v
the average variance extracted (AVE) is more
than 0.5. In addition, the reliability test shows that
the Cronbact’s aipka value of each variable is mare
indicating that all instruments are reliable.
A i st Mot Was conducted, multiple
linear regression annl)sls was conducted with
the results as in Table 1

‘Table 1. Summary results of linear regression analysis

Regression model
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getting value for money tend to be more willing to

recommend the brand to others. Thus, a

percelved price value can encourage good brand
acy. Based on this explanation, the following

H3b: Price wm‘!ﬂlon value has a positive effect
on brand advocacy

reoved value can drive diginl
engagemment s o way to cxpress satsiacton, wheh
ultimately leads to brand advocacy. Phan Tran and
Le (2023) found that perceived price value increases
consumers' digital engagement, which then has
apositive effect on brand advocacy. Wang et al.
(2022) revealed that perceived price value drives
digital engagement, which in tum increases
consumers' intention to become brand advocates.
(Leckie, 2016) showed that perceived price value has
a positive effect on digital engagement, which then
leads to higher levels of brand advocacy. Akhgari
2nd Bruning (2024) found hat the mediation effect

engagement  attitude  mediates
e oot Do peiven PHE Veh 2
brand advocacy. This means that digital engagement
attitude mediates the relationship between perceived

attitude  mediates
the relationship between perceived price value and
brand advocacy.

25.Digital engagement attitudes and brand
advocacy

Digital engagement attitude refers to consumers’
tendency to interact with brands through digital
platforms, including social media, websites, and
mobile applications  (Hollebeek et al, 2020).
Hollebeck and Mackie (2019) explained that digi
engagement attitudes in the context of skincare are
defined as the tendency and intensity of consumers
to interact with skincare brands through various
digital platforms, including information searches,
participation in online communities, and sharing
Expertences relted to skincare products (Hollebeek
ki ). Digital engagement attitudes in the

e
brands through various digital platforms, including
information searches, participation in o

communities, and sharing_experiences related to
skincare products. In the beauty industry, digital
engagement has become a primary channel for

product education, consumer reviews, and brand-
consumer interactions (Amiroh & Hartono, 2024).
Kumar and Pansari (2016) found that digital
engagement has a significant positive effect on
brand loyalty and purchase intention in the context
of skincare products. It was also revealed that the
quallty, not the quanity, of dighal interactions is
more important in forming positive ammdes
Towands brands, A longitudinal study by Malthou
et al. (2016) showed a 300% increase in brand—
consumer interactions via_digital platforms in
the last five years in the beauty industry. High
digital engagement is positively correlated with
higher levels of brand advocacy
onsumerengagement theory, developed by

Brodie et al. (2011), states that consumer
engagement is a psychological state that occurs
through the interaction and co-creative experience of
customers with agents/focal objects (e.g., brands) in
service relationships. This theory suggests that
higher engagement can lead to positive outcomes
such as advocacy. Hollebeek and Mackie (2019)
found that high digital engagement has an effe
brand advocacy. This study shows that consumers
who actively engage with 4 brand's digital content
tend to be strong brand advocates. Kumar and
Pansari (2016) developed and  tested a customer
engagement model that links engagement to
business outcomes. Digital engagement attitudes
have a significant positive effect on brand advocacy
Harrigan et al. (2018) found a strong positive effect
between digital engagement and brand advocacy.
This study shows that meaningful interactions on
digital platforms can drive advocacy behavior.
Rasool et al. (2020) conducted a cross-cultural study
on digital engagement and brand advocacy in
the e-commerce industry. Digital engagement
attitudes consistently predicted brand advocacy
across cultural contexts. This finding emphasizes
the universality of the relationship between digital
engagement and brand advocacy. Leckie (2016)
explored the role of digital engagement in building
brand-consumer _ relationships.  Positive _digital
engagement attitudes lead to higher levels of brand
advocacy. Thus, good digital engagement attitudes
can drive good brand advocacy

H4: Digital engagement mlllud:‘ has a positive
effect on brand advocacy.

Based on the theoretical review and hypothesis
formulation, an empirical research model can be
constructed as follows:

Figure 1. Empirical research model

Product quality

of
Brand social value )
v

Digitl cagagement
st *

v

Brand advocacy

Perceived price
value

Source: Authors' elaboration.
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4.2. Model test

To test this research model, a determination
coefficient calculation was rzrncd out to determine
the ability of the independent variables to explain
the  dependent variables.  Model 1 shows
a determination_coefficient value of 0.951, which
indicates the ability of product quality, brand social
value, and price perception value to explain digital
engagement attitudes by 95.1% while the remaining
4.9% is influenced by other factors outside
the model. The suitability of Model 1 is also shown
through the F-test (goodness of fit). Table 1 shows
the significance value of the F-test of 0.00 below 5%.
This means that product qualiy, brand socal valu,

4.4. Mediation test

‘The mediation test s used to determine whether or
not the indirect influence of the independent
variable on the dependent variable with the third
variable as an intervening variable. Sobel is used to
measure the significance and value of the coefficient
of the indirect influence of product qualty, brand
sochl \am price perception value on
advo

Based on the Sobel test, it is proven that
the significance value of the  indirect effect of
product quam) nn hrand advocacy with digital
engagement atdtude a3 an intervening variable
56.0001, below. 005 (w This shows that digital

have
a significant effect or ) engagement anuudc«,
Modiel 2 shows the ability of product qualty,

€, tion an

brand
significance value of

This shows that product qualiy, brand soctal value,
price perception value, and digital engagement
attitude simultaneously have a sxgmllmm effect on

rand advocacy. The remaining 7.3% is explained by
other variables.

4.3, Hypothesis testing

The hypothesis in this study was tested using
the ttest. The test is used to show the ability
of the partial influence of the independent variable
on the dependent variable. If the significance value
is below 5%, then the hypothesis is accepted. In
Taulell, the-beta yalue af geoduet ity 1s 0237
with a significance value of 0.001, below 5%. This
means that product quality has a significant W»lnw
effect on digital engagement attitudes. Thus, Hla is

digital engagement attitudes. Thus, H2a is accepted.
H3 testing shows the beta value of price perception
c: 0.00
is means that the price perception value
positive _effect
engagement attitudes. Thus, H3a is accepted. Hlb
testing shows a beta value of product quality of
0.040 with a significance value of 0.049 below 5%.
This means that product quality has a significant
positive_effect on brand advocacy. Thus, HIb is
accepted. H2b testing shows the beta value of brand
social value of 0.040 with a significance value of
0.045 which is below 5% This means that brand
social value has a significant positive effect on brand
advocacy. Thus, H2b is accepted. H3b testing shows
the beta value of price perception value of 0,094
with a significance value of 0.000 below 5%. This
means that the price pmcpunn
asignificant positive effect on brand a
Thus, H3b Is accepted. H testing shows a beta valae
digil engagement attinide of 0873 with
ificance value of 0.00 below 5%. This means
that digital engagement atuitude has a significant
positive effect on brand advocacy. Thus, H4 is

ediates
thé efiec of product quahl)‘ on brand advocacy
Py, Hle - seoepted, Tie Sohel st pooned it
he significance alue of the indirect influence of
brand social value on brand advocacy with digital
engagement attltude as. an intervening variable
is 0.0001, below 0.05 (5%). This shows that digital
engagement  attitude  significantly  mediates
the influence of brand social value on brand
advocacy. Thus, HZc is accepted. It is also proven
that  digital engagement attitudes Significantly
mediate the influence of price perception value on
brand advocacy, with a significance value of 0.0000
below 0.05 (5%). As for the conclusion, it is proven
that the attitude of digital involvement is able to be
an anchor or intervening variable in relation to
the influence of product quality, brand social value,
ind price perception value on brand advocacy.
H3cis accepted.

5. DISCUSSION

The results of the regression analysis show that
product quality has a significant positive effect on
digital engagement attitudes. These results support
previous studies conducted by Wijaya and Wahyudi
(2023). Thus, good product quality will encourage
higher digital engagement attitudes. Consumers who
perceive high product quality tend to be more active
in interacting on digital platforms. In this case,
products that are_cffective in_overcoming skin
problems are needed so that they can support
customers to watch video tutorials and provide good
reviews.

H2a testing also proves that brand social value
bas 3 signficnt positive clfect on digial

engagement  atitudes,  This | finding supports
previous studies conducted by Mi(A\Si c| al UOZT]
which stated ma| hrand mrlll value
elfect on digital engagement attitudes. Brands with
high social value encourage more intense online
interactions. This means that good brand social
yalue willcreate a higher digial cngagement atttude
in customers. A brand social value with good brand
prestige 15 able 1o have a high digial engagement
attitude.

H3a testing proves that price perception value
has a » o effect on digital
engagement . This finding supports
previous studies conducted by Bergel et al. (2019),
especially n the context of value-seeking behavior

That is, a good price perception value can increase
a high good dighal engagement attitude. The
price it with percelved benefits refers to sha

rod e experiences on m« atform when
D perioniiog g lows customers
to increase panmpman in onlme skincare forums
‘or communiti
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The test results on Hlb prove mm pmmm
quality has a significant positive effect rand
Siotacy. These results Support. previous " shudien
conducted by Feriningsih et al. (2023). This means
that good product quality can drive better brand
advocacy. Product safety for long-term use reflects
good product quality, resulting in better brand
‘advocacy.
The test results on H2b prove that the brand's
social value has a significant positive effect on brand
advocacy. These results support previous studies
conducted by Salah and Ayyash (2024). This means
that good brand sorial values can dnve better brand
dvocacy. Recognition from beauty _influencers
refects good brand soctal values, resulting in better

results on H3b prove that the
pecelved value of price has 3 sigifiant pasithe
effect on brand advoc ese results support
Drevious studies conducied by Pramoka et al. G017
This means that a good price perception value ca
drive better brand advocacy. A good competitive
price comparison with other skincare brands reflects
2 good price perception value, resulting in betier
brand advocacy.

Hd testing proves that has a significant positive
effect on brand advocacy. This finding supports
previous studies presented by Sathya et al, (2023)
and Nasution et al. (2022), This means that a high
digtal engagement atttade bulds good bra
dvocacy. A high digital engagement
Sellcied. theough paTHipation i baline orima of
commciis, following brand social media accounts,

ing product reviews, interacting with bra
Sigital conpent. This condition s ablé 1o Increase
brand advoccy
sed on the results of the Sobel test on
the o cloet, b can b coneded dhat 4
engagement  attitudes are able to be intervening
Vatiahles I relotion . the Influence of produtt
quality, brand social value, price perception value,
and digital engagement attitudes on brand advocacy,
it has been proven that the significance value of
the indirect influence of product quality on brand
advocacy, brand social value on brand advocacy, and
price perception value on brand advocacy is
Delow 5% In other words, digital engagement
altitude is able to become an anchor or infervening
variable in relation to the influence of product
ocial value, and price perception
value on brand advocacy.

6. CONCLUSION

This study aims to reveal digital engagement
attitudes in mediating the influence of produet
quality, brand social value, price perception value on
brand_ advocacy. Digital engagemen! attitudes are
considered  important as a relevant topic,
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Abstract

Technology has made it easy for an organization to communicate
with its customers and clients by using digital channels and
language (Duffett & Maraule, 2024). The placement of digital
engagement attitudes serves as a mediator to become
adifferentiator in influencing brand advocacy. This study
investigates the beauty industry sector in Indonesia to uncover
digital engagement attitudes in mediating the influence of product
quality, brand social value, and price perception value on brand
advocacy. This study was conducted by testing and analyzing data
to determine whether product quality, brand sodil value, and price
perception value have an indirect o indirect influence on brand
advocacy. This study uses primary data from zon%u\mu(
consumers tested, and utilizes regression equation modeling.
The results of the Study indicate that product quality, brand social
value, and perceived price value have direct and indirect effects on
brand advocacy. Another finding is that digital engagement
atitudes play @ mediating role in influencing product qualty,

and social value, and perceived price value on brand advocacy.
This study provides valuable Insights for beauty industry business
players who want to optimize strategies that involve mobilizing
business clients, staff, and other partners to promote products and
services to their peers.
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Value, Digital Engagement Attitude, Brand Advocacy
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1. INTRODUCTION

In the ever-evolving digital era, brand advocacy has

ecome a_crucial aspect of a company’s marketing
strategy. This phenomenon is marked by a paradigm
shift from passive loyalty to active consumer
involvement in promoting and defending brands
(Hollebeek & Mackie, 2019). Leckie (2016) explained
that 78% of global consumers rely
recommendations from friends and family in
purchasing decisions, emphasizing the importance
of brand advocacy in the business environment.

Product quality remains a fundamental factor
in building consumer attitudes. Research by Br:
(2014) shows that the definition of *quality” has
evolved, encompassing not only functional aspects
but also the holistic experience a product offers.
Thestudy found that 65% of millennials and
Gen Z consumers prefer products that offer unique
experiences over those that rely solely on functional
qualities.

Brand social values emerge as a significant
factor in shaping consumer atitudes. Keller and
Swaminathan (2020) revealed that 72% of global
consumers are more Hkely t purchase from beands
that align with their personal values. Zhou et al.
(2012) found the influence of brand social value on
the formation of consumer attitudes; however,
research by Fournier and Alvarez (2012) showed that
the influence of brand social value varies depending
on the consumer segment.

e perception continues to be an important
factor, but with new nuances in
Rescarch by Gupta and Zeitham] (2006) revealed hat
83%of consumers actively search and compare
prices online before making a purchase. Ramanathan
et al (2017) found that consumers increasingly
judge *price” not only in monetary terms, but also in
terms of time, effort, and psychological costs
invested.
JSonsumer digital engagement avitudes are
a critical point in modern marketing.
Alunxlmdmzl study by Kumar and Pansari (2016)
300% increase in  consumer-brand
Itesactons via digital platforms in the last five
years. Hollebeek and Macky (2019) found a positive
influence of digital engagement attitudes on brand
advocacy. Malthouse et al. (2016) and Praswati and
Ningsih (2024) research showed that product quality
had a more decisive influence on digital engagement
attitudes. However, Yum and Kim (2024) found that
lu\un\hlc attitudes do not always lead to brand
advo
P beauty industy, especially the skin care
sector, has experienced significant growth in recent
years.” Amidst this growth, local brands like
SKINTIFIC have emerged as strong competitors in
amarket dominated by international _brands.
As a science-based skincare brand, SKINTIFIC
represents a key trend in the industry: a focus on
evidencebased  formulations  and  ingredient
transparency. This phenomenon is in line with
the findings of Kim and Chung (2011) and Shim
etal. (2024), which revealed that 67% of millennial
nd Gen Z consumers prefer beauty products with
proven scientific claims.

Product quality in the context of skincare has
evolved beyond mere effectiveness. Rescarch by
Sutanto and Wulandari (2023), Wijaya and Wahyudi
(2023) found that perceived skincare product quality
has a strong influence on shaping positive consumer

vmrosh
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attitudes. The quality aspect has been proven to be
an tmportant facior I foeming congurir atides
towasds skincare products Zhang et al,
N ands is

custsgly. Eaporians i the. besuty
SKINTIFIC, with its position as a local brand focused
on innovation, has the potential o capitalize on this
trend. The findings of Zhang et al. (2018) and Abin
et al. (2022) explain that brand image has a positive
effect on consumers’ favorable attitudes towards
skincare products. However, the perception of price
in the beauty industry has shifted. According to
Boom et al. (2020), skincare consumers increasingly

\c“ \alut [m‘ money” nul only from price, hlﬂ

from the long-term effectiveness and multi

Tomerionaity of the pmduu, SKINTIFIC, with its
focus on effec

consumer_attitudes towards skincare products.
Bagram (2012) proved that positive consumer
attitudes towards s! products consistently
influence brand advocacy.
nsumers’ digital engagement has_become
crucial in the beauty industry. SKINTIFIC, as a brand
active_on digital platforms, is in a_position to
capitalize on this trend. Amiroh and Hartono's
(2024) research revealed nm the effectiveness of
digital engagement nding on the type
oot and platormn seq. These.differences m
findings, coupled with changing market dynamics,
create a significant research gap. Comprehensive
studies that integrate product quality, brand social
value, perceived price value, and digital engagement
attitudes in the context of brand advocacy are
stll limited.
udy aims to fil this gap. providing
und:rcundm of these factors
Armm(l to shape brand ad\vocac) in the digital age.
This study investigates the impact of product
quality, brand social value, and perceived price value
on digital engagement attitude and brand advocacy
placing _ digital engagement  attitude as
amediator. This study addresses specific research
questions, such as:

RQI: Do product quality, brand social value,
and perceived price value have an impact on digital
engagement attitude?

RQ2:Do product quality, brand social value,

perceived price value, and engagement attitude have
an tmpact on brand advocacy?
RQ3: engagement attitude play a mediating
1 i . It of proutt Qi broeed sod
value, and perceived price value on brand advocacy?

This study uses a quantitative method and
analysis approach. Primary data will be collected

through a survey given to SKINTIFIC consumers who
have used the product for at least three months
follow social media, are domicied in Indonesta, and
are age -45 years. The regression equation

Toddlag. tchalge Wil be. umed ®  malvee
the relationship between product quality, brand
social value, and perceived price value on digital
engagement attitude and brand advocacy, as well as
the relationship between engagement attitude and
brand advocacy. Mediation analysis will assess
the extent to which engagement attitude plays
amediating role_between product quality, brand
social value, and perceived price value towards
brand advocacy.

. .
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(2018) explained that the social value of a brand
refers to consumers' perceptions of a brand’s ability
to enhance their social self-concept, including
status, recognition, and_conformity to_prevailing
norms in mnal groups. Brand sodial vaue refers to
consumers’ perceptions of a brand's ability to
cnhance thelr sochl wlrcuncepr "ncluding status,
muumuon. and conformity to prevailing norms
within a social group. Brand social value is
increasingly linked to consumers' self-identity and
lifestyle expression (Hollebeek & Mackie, 2019)
Zhou et al's (2012) study showed that brand social
value has a significant positive influence on brand
engagement and brand loyalty in the beauty
industry. Furthermore, it was found that _this
influence was stronger among millennial and Gen Z
consumers. However, Othman et al. (2022) revealed
that the influence ‘of brand social value varles
depending on the level of consumer involvement
with the product category. For premium skincare
products, brand social value has a stronger influence
on purchase intention compared to mass products.
Brand social value reflects the extent to which
abrand can enhance consumers’ social self-concept.
Brand sodi value can drive conrumer engagement

value encourage consumers o share
their experiences online as a form of self-expression.
Permadi Hakim et al. (2024) revealed that brand
soclal value increases consumers' intention to
participate in online brand communities. Consumers
who use digital engagement show associations with
brands that have high social value (AlFraihat et al.,
2025). Hollebeek and Mackie (2019) also found
aninfluence between brand social value and
consumer digital engagement. That is, better brand
social value drives high digital engagement attitudes.

2a: Brand social value has a positive effect on
digital engagement attitude.

Social identity theory by Tajfel and Turner
(1979) states that individuals construct _their
identities based on membership in social groups.
Brands with high social value can be a means for
consumers to express their identities, whi
encourage brand advocacy. Abbas et al, (202 15 found

t brand social value has a positive effect on bran
wdvocacy in the hospitality industry. Brands that
increase consumers’ social status tend to encourage
them to become brand advocates. Liu et al. (2018)
also found a positive relationship between brand
social value and brand advocacy. Brands with strong
social values create communities that encourage
consumers to become brand advocates. Thus, good
brand social values can encourage good brand
advoca

ll?b B‘ruml social value has a positive effect on
brand advoc

Brands with high soctal value can drive digital
engagement as a way to express identity, which
ultimately leads to advocacy. Abbas et al. (2021)
found that brand social value increases digital
engagement, which then drives brand advocacy.
Prentce et al 2019 reveled that brand social value
increases consumer digital engagement, whic
turn Increase the intention 10 66 positive word-of.
mouth. Rasool et al. (2020) showed that brand social
value has a positive effect on digital engagement,
which then predicts brand advocacy actoss cultuai
conte: Akhgari and Bruning (2024) found
S ediating efTer of Sigital engagement atitade 1

VRTU v}
3

the relationship between brand social value and
brand advocacy. This means that digital engagement
bude mediates the relationship between brand
Social Jaiue and brand advocacy
Digitl - engagement _ attiuude _ mediates
the relationship between brand ‘soctal value and
brand advocacy.

24.Price perception value, digital engagement
attitudes, and brand advocacy

Percelved price value i descrbed as the consumer's
essment of nefits received from a product
or  service 0 the costs ed.
The perceived a product’s price as
the consumer’s overall assessment of the product’s
utility based on the perception of what is received
(benefits) compared to what is given (costs),
including long-term considerations and comparisons
with other alternatives. In the context of the beauty
industry, this concept has evolved to encompass not
only monetary price but also the long-term value
and multi-functionality of the product. Recent
research by Hariyanti et al. (2023) showed that
rceived price value has a significant influence on
consumer satisfaction and purchase intention in
the skincare product category. Further explaining
that this influence is moderated by the level of
consumer involvement with the product category.
Furthermore, Gupta and Zeithaml (2006) revealed
that in the digital era, 83% of consumers actively
compare prices online before making a purchase of
beauty products, indicating the importance of
a transparent and competitive pricing strategy
ice perception
evaluation of the be
lhc mﬂh mulmd ngh pﬂ(clu‘d \alu(‘ can drive
onli jement.  Sutanto  and
Walandari (znz n Inund That price p('rr(‘plmn value
as a positive effect on consumer engagement on
digital platforms. Consumers who perceive that they
are getting good value tend 1o be mare active in
arching aring_information_online.

. 12()22) n'\\‘-lk‘d that perceived price value
increases consumers’ intention o interact with
brands on social media. High perceived value drives
consumers to become brand advocates on digital
platforms. Gupta and Zeithaml (2006) found
apositive influence of perceived price value on
consumers' digital engagement attitudes. Consumers
who feel they are getting value for money tend to be

involved in online reviews and product
discussions. This means that better-perceived price
value drives high digital engagement attitudes.

H3a: Price perception value has a positive effect
on digital engagement attitudes.

Jigh percelved value can create feclings of
faires: an drive brand
:Ad\uqu lhmng u .‘] (Zl.llﬂ} found lh.u punu\nd
price value has a positive effect on brand advocacy
in the context of e-commerce. Consumers who feel
they are getting good value are more likely to
recommend the brand to others. Wang et al. (2022)
revealed that perceived price value increases
consumers' intention to become brand advocates on
digital platforms. High perceived value encourages
consumers to share their positive experiences
online. Gupta and Zeithaml (2006) also found
a positive relationship between perceived price value
and brand advocacy. Consumers who feel they are

Corporate & By Review

Volume 6, lssue 3, Special lssue, 2025

Me remainder of this paper is structured as
[ollows. Secton 2 reviews theoretical suppor
revi

ection 4 presents the results

& model exttacted from the regression analysis

wih the Kaiser -Meyer-Olkin (KMO) test, validity,

reliability, hypothesis testing, and mediation testing.

Section > discusses the results of ihe study
Section 6 explains the conclusions of the st

el 2 the himitations of the study for further study:

LITERATURE REVIEW
2.1. Brand advocacy

Brand advocacy fs defined as the tendency of
consumers o actively recommend

abrand to others (Keller & Swaminathan, oo
Overall, brand advocacy is a multifaceted
phenomenon driven by emotional bonds, self-
identification, and other influencing factors (irawan
& Cheng, 2025). According to Rasool et al. (2020),
skincare brand advocacy is defined as the tendency
of consumers o actively recommend, defend, and
promote certain skincare brands 10 others, bot
offline and online, based on_positive cxpenmm
and trust in the brand. In the digital era, brand
advocacy has evolved into a highly influential form
of marketing, particularly through

and user-generated content (Hollebeek & M
2019). Research by Leckie (2016) shows that brand
advocacy has a significant positive effect on brand
performance and sales growth in the beauty
industry. Strong brand advocacy can reduce
consumer price sensitivity. Furthermore, a study

the product category and consumer segment.

2.2, Product quality, digital engagement attitudes,
and brand advocacy

Product quality s a crucial factor in marketing that
reflects a product’s ability t0 meet or exceed
consumer expectations. Product quality is defined as
consumer evaluation of the overall superiority or
excellence of a product based on d\\u‘.smuﬂs u(
effectiveness, safety, sensation _of
Suiralty o indidus sk seeas, Iy the conext of
the beauty industry, product q.mm includes not
only effectiveness, but also s: texture, an
censory experience. K and Chung (0L11) expiained
that product quality in the beauty industry is now
assessed based on dimensions:
d

safety, sensory, a
innovation. The study found that 73% of consumers
considered _effectiveness as the most important
factor, followed by safety (68%) and_innovation
(54%). Furthermore, Mawaddah et al. (2024) revealed
that_ perceived product quality has a_significant
influence on consumer satisfaction and repurchase
intention in the context of skincare products.
Product quality has long been recognized as
akey factor in shaping consumer perceptions and
behavior. Product quality not only influences
satisfaction and loyalty, but also consumer
engagement on digital platforms. Wijaya and
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Wahyudi (2023) found that product quality has
apositive effect on
attitudes in the are
Consumers who perceive a product o be of high
quallty tend 10 be more. ivolved in online
discussions and experience sharing. Kim and Chung
(2011) revealed that product quality Increases
consumer intention to interact with brands on social
‘media. High-quality products encourage consumers
to seek further information and participate in online
brand communities. Mawaddah et al. (2024) also
found a positive influence between product quality
d digital_engagement attitudes. Consumers who
are satisfied with product quality are more likely to
engage in online reviews and electronic word-of-
mouth activities. Behavior reflected by good product
quality can influence digital engagement attitudes.
Thus, good product quality can encourage high
digital engagement atitudes.
odict qually hm a positive effect on
dimlul enguqemml atitu
jgh product quality lrnd\ to meet or exceed
consumer expectations, which in tu n - driv
brand advocady. Seo et a. (2017) found that product
ality has a positive effect on brand advocacy in
the cosmetics industry. Consumers who experience
gh product quality are more likely 1o recommend
the brand 0 others. Ebrahim et al. (2024) revealed
that product quality increases consumers' intention
to become brand advocates on social media. High-
quality products encourage consumers to share their
positive_experiences online. Hollebeek and Mackie
(2019) also found a positive influence of product
quality on brand advocacy. Consistent product
quality builds consumer  trust, which ultimately
leads to brand advocacy. Thus, good product quality
can encourage good brand advocacy,
Product quality has a positive effect on
PG e
Expectation-confirmation theory by Oliver
(1980) explains that consumer satisfaction is formed
from the comparison between expectations and
actual product performance. When product quality
meets or exceeds expectations, consumers tend to
be more digitally engaged and become brand
advocates. Wijaya and Wahyudi (2023) found that
product quality has a positive effect on_digital
engagement, which then increases brand advocacy
Kim and Chung (2011) revealed that product quality
increases consumers’ intention to engage digitally,
which in turn drives brand advocacy. Hollebeek and
Mackie (2019) showed that perceived product quality
increases digital engagement, which then correlates
positively with brand advocacy. This means that
digital ~ cngagement  attitudes  mediate
the relationship between product quality and brand

cy
: Digital engagement _attitude mediates
the relananshln between product quality and brand

2.3, Brand social value, digital engagement attitude,
brand advocacy

Social brand engagement is the feelings and
emotional attachment of customers to a brand
through social sites (Minh et al., 2022). The social
value of a brand refers to the benefits that
consumers obtain from assoclation with a particular
social group through the use or ownership of
the brand (Keller & Swaminathan, 2020). Liu et al.

. -
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getting value for money tend to be more willing to
recommend the brand 1o others. Thus, 3 good
perceived price value can encourag and
Divocacy, Based on.this explanation. 1he Tolowing

hypothesis is established:
H3b: Price perception value has a positive effect

on brand advocacy.

rceived value can drive  digital
engagement as a way to express satisfaction, which
ultimately leads to brand advocacy. Phan Tran and
Le (2023) found that perceived price value increases
cnnsumm digital engagement, which then has
effect on brand advocacy. Wang et al.
2022) revealed that perceived price value drives
digital engagement, which in tum increases
consumers’ intention to become brand advocates.
(Leckie, 2016) showed that perceived price value has
a positive effect on digital engagement, which then
leads to higher levels of brand advocacy. Akhgari
and Bruning (2024) found that the mediation effect
of digital engagement attitude mediates
the relationship between perceived price value an
brand advocacy. This means that digital engagement
attitude mediates the relationship between perceived

engagement _attitude  mediates
the relationship between perceived price value and
brand advocacy.

25.Digital engagement attitudes and brand
advocacy

Digital engagement attitude refers to consumers'
tendency to interact with brands through digital
platforms, including social media, websites, and

le applications (Hollebeek et al, 2020).
Hollebeek and Mackie (2019) explained that digital
engagement attitudes in the context of skincare are
defined as the tendency and intensity of consumers
to interact with skincare brands through various
digital platforms, including information searches,
participation in online_communities, and sharing
experiences related to skincare products (Hollebeek
& Mackie, 2019). Digital engagement attitudes in the
context of skincare are defined as consumers’
tendency and intensity to interact with skincare
brands through various digital platforms, including
information searches, participation in online
communities, and sharing experiences related to
skincare products. In the beauty industry, digital
engagement has become a primary channel for

product education, consumer reviews, and brand-
consumer interactions (Amiroh & Hartono, 2024).
mar and Pansari (2016) found that_digital
engagement has a significant positive effect on
brand loyalty and purchase intention in the context
of skincare products. It was also revealed that the
quality, not the quantity, of digital interactions is
more important in forming positive _attitudes
towards brands. A longitudinal study by Malthouse
et al. (2016) show re: b
consumer interactions via _digital
the last five years in the beauty
digital engagement is positively correlated with
higher levels of brand advocacy.

Consumer engagement theory, developed by
Brodic et al. (2011), states that consumer
engagement is a psychological state that occurs
through the interaction and co-creative experience of
customers with agents/focal objects (e., brands) in
service relationships. This theory suggests that
higher engagement can lead to pesitive outcomes
such as advocacy. Hollebeek and Mackie (2019)
found that high dlxjnl engagement has an effect on

rand advocacy. This study shows that consumers
who actively engage with a brand's digi

tend to be strong brand advocates. Kumar and
Pansari (2016) developed and tested a customer
engagement model that links engagement to
business outcomes. Digital engagement attitudes
have a significant positive effect on brand advocacy.
Harrigan et al. (2018) found a strong positive effect
between digital engagement and brand advocacy.
This study shows that meaningful interactions on
digital platforms can drive advocacy behavior.
Rasool et al. (2020) conducted a cross-cultural study
on digital engagement and brand advocacy
the e-commerce industry. Digital _engagement
attitudesconsistently predicted brand advocacy
across cultural contexts. This finding emphasizes
the universality of the relationship between digital
engagement and brand advocacy. Leckie (2016)
explored the role of digital engagement in building
brand-consumer  relationships.  Positive _digital
engagement attitudes lead to higher levels of brand
advocacy. Thus, good dlxﬂ:l cnku('mcnl attitudes
can drive good brand advocacy

Hi: Dighal engagement latttude has a postitve
effect on brand advocacy.

Based on the theopetical review and hypothesis
formulation, an empirical research model can be
constructed as follows:

Figure 1. Empirical research model

Product quality

A
Brand social value )
v

Perceived price
value

Source: Authors'elaboration.
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3. RESEARCH METHODOLOGY
3.1, Population and sample

The population and sample in this study were
SKINTIFIC consumers who had used the product for
onths, were involved in_digita}
mgagcmrm (following social media/giving reviews),
were_ domiciled in Indonesia, and were aged
18-45 years. The sampling technique in this study
was 10 use the purposive sampling method with
the criteria of using at least two scientific products,
being active on scientific social media (like,
comment, share), having provided product reviews,
and having made purchases in the last six months.
Data collection through online_questionnaires via
oogle Forms. The number of respondents was
200 people distributed in the top three cmes m
Central Java Province, namely Semarang
ndents (40%), Solo, 60 respondents u(m.
and Suatiga, 60 respondents (0%

3.2 Operational variables

Instrument testing, model testing, and hypothesis
testing are conducted based
This research _instrument i
the operational  definition  of
The definition of product quality in this study was
developed based on the concept of Wijaya and
Wahyudi (2023) using six_indicators, namely
effectiveness in overcoming skin problems, texture
and sensation on the skin, absorption rate, product
aroma, safety for long-term use, and suitability for
skin type
I‘h(- definiton of brand social value in this
ped based on the concept of Wang
22) using, six Indicators, namely brand
prestige, conformity with trends, recognition from
beauty influencers, popularity on_social media,
assoclation with a healthy lifestyle, and conformity
with  environmental v
The definition of perceived
developed based o
(2022), which consists of price suitability with
perceived benefits, price comparison with other
brands, long-term’ value perception, number of
roducts received, frequency of use required, and
availability of size options.

Digital engagement attitudes have been defined
as having six indicators, namel mency of
searching for product information, participation in
online forums or communities, following brand
social media accounts, watching video tutorials or
roduct reviews, sharing product usage experiences
on_digital s interacting_with brand
digital content (Hollebeek & Mackie, 2019). Brand
advocacy is defined as having six indicators of
recommending 3 product ddnndmg a brand from
negative criticism, s| results or ski
SanefoRmations: oot m«‘dll mumg positive
reviews about a product on online platforms,
encoursging others o try 3 particlar product,
and subscribing repurchasing product
isistently (Ra«xﬂu al 2021

3.3, Data analysis

The data analysis technique uses multiple
gression,  with  two  regression  equations
formulated as follows:

Vo= a4 BiXy + BaXa + BaXs + m
Yy =@y + By + BsXa + BeXs + BrXo &

where X, = Product quality; X, = Brand
value; X, = Price perception value; ¥,
engagement  atitude; ¥ = Brand

B, = Regression _coefficient. _Bot 5
analyses used IBM SPSS software for thelr analysis.

4.RESULTS
4.1. Regression analysis

Based on the mslrumcm l the LNO \,iIuL‘ n[ all

variables is more than the sampl this

Soudy 1 Teasibe, The Joading foctor wluc "or al

indicators for each variable is more than

indicates  that lhl' instrument

the average varian

than 05 1n adition, the rellabilty st shows that

the Cronbac's alpha value of each variable s more
ndicating that allinstruments are relable.

proog e b onducted, multiple

linear ‘regressionanalysis' was  conducted With

the results as in Table 1

Table 1. Summary results of linear regression analysis

Model test

Fest Sig.

0.000

+a+0 11—
[The mfluence of product quality on digital engagement
| attitudes
The Influence of brand social values on digital engagement
attitudes
The influcnce of perceived Values on digital engagement

X, 4 0034, + 00873,

Hla sccepted
H2a sccepted

Hia accepted

041
mm oy e odu(l 1 el

0049 | Hibaccepted

vt o e schesacy

045 | H2b accepted

o nflocnes of Beseches wales o brand advecasy
The influence of digital engagement attitudes on brand

| advocacy
Source: Authors' claboration.
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The test results on Hib prove that product
quality has a significant positive effect on brand
dvocacy. These results support previous studies
«conducted by Feriningsih et al. (2023). This means
that good product quality can drive better brand
advocacy. Froduct salety for long-tern use reflets
good product quality, resulting in better
advocacy.

e test results on K2b prove that the brand's
social value has a significant positive effect on brand
advocacy. These results support_previous studies
conducted by Salah and Ayyash (2024). This means
that good brand sotial values can drive better brand

jocacy. Recognition from beauty influencers
reflects good brand social values, resulting in better
brand advecac

The test results on H3b prove that the
perceived value of price has a significant positive
effect on brand advocacy. These results suppart
previous studies conducted by Prameka et al. (2017).
This means that a good price pereeption value can
drive better brand advocacy. A good competitive
price comparison with other skincare brands reflects
4 gond price perception value, resulting in betier
brand advocacy

4 testing proves that has o significan posiive
et on orssa 5 advocacy. This finding supports
e studis presented by Saith o ol 108

attitude :

A high digital. engagement attitude s
Teflecieq through participation b online forams of
commuaites fllowing brand socal media accounts
providing product rev eracting with b
Sigital content, This condition Is able £o increase
‘brand advocacy.
Based on the results of the Sobel test on
the mediaton effect, I can be concluded that il
engagement attitudes le to be interve:
varial relation to
aquality, brand socal value, price. perceprion vain
and digital engagement attitudes on brand advocacy
It has been proven that the significance value of
the indirect influence of product quality on brand
advocacy, brand social value on brand advocacy, and
pice porception value on brend “advocacy is
below 5% In other words, digital engagem

able t0 become an anchor or mlEnang
varible in relaion 10 ihe influence of prodc

ailty, brand social vaiue, and price pesception

Ville b brand advocacy,

6. CONCLUSION

This study aims to reveal digital engagement
attitudes in mediating the influence of product

considered  important as a relevant  topic,
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4.2.Model test

To test this research model, a determination
coefficient calculation was carried out to determine
the ability of the independent variables to explain
the  dependent variables. Model 1 shows
a determination_coefficient value of 0.951, which
indicates the ability of product quality, brand social
value, and price perception value to explain digital
engagement attitudes by 95.1% while the remaining
4.9% is influenced by other factors outside
the model. The suitability of Model 1 is also shown
through the F-test (goodness of fit). Table 1 shows
the significance value of the F-test of 0.00 below 5%.
This means that product quality, brand social value,

4.4. Mediation test

‘The mediation test is used to determine whether or
not the indirect influence of the independent
variable on the dependent variable with the third
variable as an intervening variable. Sobel is used to
measure the significance and value of the coefficient
rect influence of product quality, brand

price perception value on brand

Based on the Sobel test, it is proven that
the significance value of the indirect _effect ol
product quality on brand advocacy with digital
engagement atitude g an intervening variable

00001, below 0 This shows that digital

price_perception_value have
asignificant effect on digial engagement atttudes

fodel 2 shows the ability of product quality,
Brand. soctal ver. et porcepice Tl el
digital engagement attitude in explaining brand
advocacy by 92.3%. Thus, the significance value of
Model 2 (goodness of fit) is shown at 0.00 below 5%.
This shows that product quality, brand social value,
price perception value, ital _engagement
attitude simultaneously have a significant effect on
rand advocacy. The remaining 7.3% fs explained by
other variables.

4.3, Hypothesis testing

The hypothesis in this study was tested using
the ttest. The test is used to show the ability
of the partial influence of the independent variable
on the dependent variable. If the significance value
is below 5%, then the hypothesis is accepted. In
Table 1, the beta value of product quality is 0.237
with a significance value of 0.001, below 5%. This
means that product quality has a significant positive

Social value of 0474 Mih 3 significince value
of 0.00 which is below 5%. This means that brand
Social value has a significant_ positive effect on
digital engagement attitudes. Thus, H2a is accepted.
H3 testing shows the beta value of price perception
value of 0311 with a significance value of 0.00
below 5. This means that the price perception value
has a significant positive digital
chgagément atitudes. Thus, H3a Is accepted. Hib
testing shows a beta value of product quality of
0.040 with a significance value of 0.049 below 5%.
This means that product quality has a significant
positive effect on brand advocacy. Thus, Hib is
accepted. H2b testing shows the beta value of brand
social value of 0.040 with a significance value of
0.045 which is below 5%. This means that brand
social value has a significant positive effect on brand
advocacy. Thus, Hzb s accepted. Hib testing shows
the beta value of pri ce perception value of 0,034
With'. Sigaifcance vahu of 0000 below 3% This
means that the price perception value has
asignificant positive effect on brand advocacy.
Thus, H3b is accepted. H4 testing shows a beta value
of digital engagement attitude of 0.873 with
a significance value of 0.00 below 5%. This means
that_digital engagement attitude has a_significant
positive effect on brand advocacy. Thus, H4 is
accepted.
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iates
the effect. of pmduu *quality on brand ad\ocaq‘
Thus, Hlc is accepted. The Sobel test [i
the significance vahie of the indirect ifluence of
brand sochl value on brand advocacy with digital
engsgement atdtude ss an, intervening variable
is 0.0001, below 0.05 (5%). This Shnwi at digital
Cigpgeint atitode  sgnificantly | mediies
theinfluence of brand social value
advocacy. Thus, H2c is accepted. It is also proven
digital  engagement attitudes  significantly
e the influence of price perception value on
brand advocacy, with a significance value of 0.0000
below 0.05 (5%). As for the conclusion, it is proven
that the attitude of digital involvement is able to be
an anchor or intervening variable in relation to
the influence of product quality, brand social value,
price perception value on brand advocacy. Thus,
H3cis accepte

5. DISCUSSION

The results of the regression analysis show that
product quality has a significant posiiive effect on
digital engagement attitudes. These results support
peeus Shudies conducted by Wijaya and Wakyudi
encourage

who

perceive high product quality tend to be more

in interacting on digital platforms. In this case,
products that are effective in overcoming skin
problems are needed so that they can support
customers to watch video tutorials and provide good

5

Hza testing also proves that brand social value

ve effect on diglul

This finding supports

previous studies conducted by Macassa et al. (2022)

which stated that brand social value has a positive

fect on digial engagement attitudes. Brands with

igh social value encourage e

interactions, This_means_that good brand socia

value will create a higher digital engagement attitude

stomers. A brand social value with good brand

prestige is able to have a high digital engagement
attitude.

H3a testing proves that price perception value
has a significant positive effect on digital
engagement _attitudes. This finding _supports
previous studies conducted by Bergel et al. (2019),
especialy in the context of valuesceking behavior.
That is, a good price perception value can increase
a high good. dighal engagement attitude. The
price fit with perceived benefits refers to sharing
product usage experiences on the platiorss when
experiencing problems. This stage allows customers
{o increase particpation in aomine skincare forums
or communiti

. .
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