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Abstract 

This study applies structural equation modelling (SEM) to examine the effects of perceived price, trust, and visual appeal on 

consumer buying intentions towards cosmetics products. Acquiring a knowledge of such factors is vital for building successful 

marketing strategies in the highly competitive cosmetics market. Visual appeal, which includes both packaging design and 

aesthetic quality, has an immense effect on consumer decisions. Other important factors are perceived pricing, which measures 

how fairly a product is priced in accordance to its value, and trust, which is the degree to which a customer believes a brand 

will be dependable. This study reveals that visual appeal had a significant direct effect on purchase intention, followed by 

perceived price and trust, using a sample of 397 cosmetic consumers in Bilaspur, Chhattisgarh. The results underline how 

crucial it is to integrate perceived price, trust and visual appeal to increase customer purchase intentions. For cosmetic firms 

looking to improve their market position through strategic branding and product design, these observations have useful 

implications. 

Keywords- Visual appeal, perceived price, trust, consumer buying intention, cosmetic products, Structural Equation Modelling 

(SEM). 

 1. Introduction 

In the competitive cosmetic industry, consumer behaviour is influenced by several crucial factors: visual appeal, 

perceived price, and trust in the brand. emerging as particularly influential. These elements do not act in isolation 

but often interact with one another, collectively shaping the consumer's decision-making process. The cosmetic 

industry, characterized by both premium and mass-market offerings, relies heavily on how consumers perceive a 

product’s aesthetic qualities, pricing structure, and the reputation of the brand, particularly as consumers become 

more discerning and informed. A closer examination of these factors reveals the significant roles they play in 

enhancing consumer buying intentions and overall satisfaction, underscoring the need for businesses to 

strategically manage these dimensions. 

 Research has demonstrated that visual appeal, which refers to the aesthetic quality of a product, significantly 

impacts consumer preferences and purchase intentions, especially in high-involvement products like cosmetics. 

This effect is tied to the emotional and cognitive responses elicited by product design and packaging  (Hagtvedt 

& Patrick, 2014). Research has shown that consumers are drawn to visually appealing packaging, which can 

enhance their perception of a product's quality, uniqueness, and desirability, ultimately increasing the likelihood 

of purchase  (Orth & Malkewitz, 2008). This finding aligns with the broader principle of aesthetics in consumer 

behavior, where product design is seen as a key differentiator in crowded markets (Reimann , Zaichkowsky, 

Neuhaus, Bender, & Weber, 2010). 
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Perceived price is another fundamental factor in consumer decision-making, and it plays an especially important 

role in industries like cosmetics, where products are available at various price points ranging from budget-friendly 

options to high-end luxury items. A fair and affordable price enhances perceived value and increases the likelihood 

of purchase. Recent studies confirm that consumers' perceptions of price fairness play a critical role in shaping 

their overall satisfaction and purchase intentions  (Xia & Monroe, 2010).Furthermore, trust in the brand is a pivotal 

factor that influences long-term customer loyalty and repeat purchases. For example, research has shown that trust 

in domain-specific information, such as safety ratings of cosmetic ingredients, can significantly affect brand 

loyalty and purchase intentions  (Choi & Lee, 2019). Consumers who trust a brand are more likely to overlook 

minor price discrepancies, focusing instead on the perceived reliability and safety of the product. Trust is built 

over time through consistent positive experiences, transparency, and the delivery of high-quality products, 

which together enhance consumer loyalty (Morgan, R M; Hunt, S;, 1994) (Delgado‐Ballester & Luis Munuera‐

Alemán, 2001). 

To analyse the complex relationships among these factors, Structural Equation Modelling (SEM) is frequently 

employed. This statistical technique allows researchers to evaluate both the direct and indirect effects of 

variables such as visual appeal, perceived price, and brand trust on consumer behaviour. SEM provides a 

comprehensive framework for understanding how these factors interact to influence purchase intentions, 

offering insights that can be leveraged to enhance marketing strategies (Hair, Babin, Black, & Anderson, 2019). 

For instance, SEM can reveal how the perceived price fairness might mediate the relationship between brand 

trust and purchase intention or how visual appeal indirectly influences brand loyalty through enhanced 

perceptions of quality. By integrating these variables into a cohesive model, businesses in the cosmetic industry 

can not only refine their product offerings but also develop more targeted branding and pricing strategies, 

ultimately improving product attractiveness and gaining a competitive advantage. By integrating these variables 

into a cohesive model, businesses in the cosmetic industry can gain practical insights into improving product 

attractiveness and competitive advantage, particularly through branding and pricing strategies. 

 

2. Literature Review 

2.1 Visual appeal 

Visual appeal to the attractiveness of a product's appearance, which can significantly influence consumer 

perceptions and behaviours. In the cosmetics industry, where consumers often make purchasing decisions based 

on emotional and sensory responses, visual appeal is a powerful tool (Bloch, 1995). In online buying space 

consumers’ behaviour and purchase intentions are significantly influenced by visual appeal. Empirical studies 

reveal that visual aesthetics have a favourable impact on positive affect, contentment, and the value of aesthetic 

experiences, all of which influence purchase intention  ( Tseng & Lee, 2019). By means of the mediating impact 

of bookmarking, the visual attractiveness of product images—specifically, their complexity and colour—can 

affect purchase intent  ( Yu, Ahn, Kim, & Park, 2024). The significance of beauty and aesthetics in influencing 

customer attitudes and purchasing intentions is further evidenced by window displays found in physical businesses  

(Xing, 2019). It is not always easy to determine a clear correlation between visual attractiveness and purchase 
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intention, though. Perceived enjoyment appears to have a greater impact on purchase intention and online impulse 

buying, according to certain research, whereas visual attraction may have the opposite effect. Based to certain 

research, personal enjoyment is more important than visual appeal when it comes to purchase intention and online 

impulse buying  (Amanah & Harahap, 2020). These results demonstrate the intricate relationship that exists 

between visual components, consumer perceptions, and purchase behaviour in traditional and online retail 

environments. 

 The visual presentation of a product can evoke positive emotions, create a sense of luxury, and enhance the 

perceived value of the product, all of which can increase the likelihood of purchase  (Patrick & Hagtvedt, 2012). 

Visual appeal is a multifaceted concept that significantly influences consumer buying intention in the cosmetics 

industry. From the above discussion, proposed hypothesise is formulated- 

H1: Visual appeal positively affects consumer buying intention for cosmetic products. 

H4: Visual appeal positively affects perceived price. 

H5: Visual appeal positively affects trust. 

 

2.2 Perceived price 

"Price perception refers to how consumers understand and interpret price information" (Peter & Olson , 

2004).Perceived price means the value which consumers believe that they are getting in return for the price they 

give up for a product. It is not just about the actual price but how the consumer understand it based on various 

factors, including quality, brand image, and previous experiences (Zeithaml, 1988). Studies reveal that customers' 

inclinations to acquire cosmetic products are greatly influenced by their perception of the products' pricing. 

According to research conducted it was found that customer interest in purchasing cosmetics online is significantly 

influenced by price perception (Anas, Nilasari, Wijayaningsih, & Andrian, 2023). In a similar study it was showed 

that purchase intentions for skincare products are highly influenced by price, which is a component of perceived 

value (Chen, 2015). It was highlighted studies that how brand value plays a critical mediating function between 

customers perceived value and purchase intentions for local cosmetics (Wu, 2024). Perceived product price was 

found to be a significant factor affecting cosmetic purchase intentions ( Othman, Rahman, Teoh, Omar, & Osman, 

2022). Furthermore, additional elements that have been discovered to influence purchasing intentions include 

packaging, product characteristics, quality, and trust  (Anas, Nilasari, Wijayaningsih, & Andrian, 2023) (Chen, 

2015).  

Consumer perceptions of what constitutes a cheap or expensive product can vary based on individual judgment. 

In a competitive pricing context, perceived price significantly influences online purchase intentions (Delafrooz, 

Paim, & Khatibi, 2011). Similarly, research examining the factors affecting customers' intention to purchase 

hypermarket private label products found that perceived price plays a crucial role in shaping purchase intention 

(Ramadhan & Muthohar, 2019). Additionally, a study on the numerous factors that influence consumers' intention 

to book hotels online revealed that perceived price has a considerable effect on consumer buying decision (Chiang 

& Jang, 2007). Other researchers have also analysed factors affecting purchase intention, with perceived price 
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being a key consideration. They contend that consumers' intentions to purchase books are amplified by their 

perception of the book's price. (Kim, , Xu, & Gupta , 2012). 

 

In the cosmetics industry, perceived price plays a vital role in shaping consumer buying intentions. Cosmetics are 

often viewed as luxury or semi-luxury items, where consumers may associate higher prices with higher quality. 

Studies have shown that when consumers perceive the price of a cosmetic product as reasonable or aligned with 

its perceived quality, they are more likely to purchase it  (Lichtenstein, Ridgway, & Ne-temeyer, 1993). From the 

above discussion, proposed hypothesise is formulated- 

H2: Perceived price positively affects consumer buying intention for cosmetic products 

2.3 Trust 

Consumers' belief in a brand's capacity to keep its commitments is known as brand trust. It develops gradually 

through dependable product performance, engaging relationships, and clear communication. (Chaudhuri & 

Holbrook, 2001). In the context of cosmetics, brand trust is often linked to perceptions of product safety, ingredient 

transparency, and the ethical practices of the brand. Consumers are more likely to purchase from brands they trust, 

particularly when it comes to products that are applied directly to their skin  ( Singh & Sirdeshmukh, 2000). 

Consumers' inclination to buy cosmetic items online is greatly influenced by their level of trust. According to 

studies, trust and purchase intention are significantly impacted by e-WOM and platform satisfaction 

(RifaNingtyas, Gusti, & Prabowo, 2022). Brand trust and purchase intention are increased by online cosmetics 

information, especially when it relates to good emotions and dependability (Kim, Lee, & An, 2021). Purchase 

intentions for cosmetics on e-commerce platforms are significantly influenced by user recommendations, 

customer ratings, and platform trust  (Desyawulansari, Nadlifatin, & Subriadi, 2023). Trust is a mediating variable 

that influences the desire to purchase cosmetics based on the perception of e-reviews as reliable and trustworthy 

(Park & Jung, 2013). Powered by hedonistic and utilitarian search reasons, the visual and expert qualities of e-

reviews have a major influence on purchase intention and trust. Stakeholders in the e-commerce and cosmetics 

sectors might benefit from knowing these aspects. Comprehending these factors can aid those involved in the e-

commerce and cosmetic sectors in formulating more potent promotional plans and preserving their 

competitiveness amidst a progressively cutthroat market  (Desyawulansari, Nadlifatin, & Subriadi, 2023). 

The safety of cosmetic products and the transparency of their ingredients are critical aspects that influence 

consumer trust. Studies show that customers are more inclined to believe in and buy goods from companies that 

disclose all of their contents and follow safety guidelines.  (Kim & Chung, 2011). This is especially true for 

consumers who are concerned about potential allergens, harmful chemicals, or the environmental impact of 

cosmetic products. Brands that provide clear and honest information about their products tend to build stronger 

trust with their consumers, which enhances buying intention  (Pavlou & Liang, 2007). From the above discussion, 

proposed hypothesise is formulated- 

H3: Trust positively affects consumer buying intention for cosmetic products. 

Based on the hypothesis formulated, the framework of this study drawn below. 
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Fig.1. the framework of this study drawn 

 

3. Research Methodology  

3.1 Sample 

This study focused on consumers of cosmetic products in Bilaspur, Chhattisgarh, with a particular emphasis on 

users of skin-care products. A convenient sampling technique was used to choose respondents. A carefully 

designed questionnaire that was created based on prior research was used to gather the data, and its validity and 

reliability were examined. The questionnaire items were measured using a five-point Likert scale, ranging from 1 

(Strongly Disagree) to 5 (Strongly Agree). A total of 397 responses were gathered using a scheduled data 

collection method. The sample consisted of 56% female and 44% male respondents, with an average age range of 

21 to 37 years and an average monthly expenditure of 1,500 rupees on cosmetic products. In terms of employment, 

37% of respondents were employed in the private sector, 28% in the public sector, 21% were self-employed, and 

14% were students. 

3.2 Measurement of Variables  

Each variable measured in this study has elements drawn from previous research. Visual appeal Measured using 

four items (VA1, VA2, VA3, and VA4) adapted from Bloch, Brunel, and Arnold (2003). Perceived Price (PP) 

Measured using five items (PP1, PP2, PP4, PP5) adapted from Zeithaml (1988).Trust (TT) Measured using five 

items (TT1, TT3, TT4, TT5) adapted from Morgan and Hunt (1994).Consumer Buying Intention (CBI) Measured 

using three items (CBI1, CBI2, CBI3) adapted from Dodds, Monroe, and Grewal (1991). 

 

3.3 Data validation and reliability tests 

An EFA (exploratory factor analysis) was conducted, revealing that the consumer buying intention factor, assessed 

through nine indicators, had a Cronbach’s alpha value of 0.82, represent acceptable internal consistency. The 

visual appeal factor was measured using ten indicators, with a Cronbach’s alpha of 0.85. Trust was evaluated 10 
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Perceived 
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Trust 

Consumer 

buying intention 
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indicators, resulting in a 10 Cronbach’s alpha of 0.79 which is fairly represented. Furthermore, perceived price 

with ten indicators had Cronbach’s alpha value was 0.87, reflecting high reliability across these dimensions. 

 

4. Result of exploratory factor analysis 

The table 1 provides an analysis of the factor loadings and t-values for each item within the constructs of visual 

appeal, perceived price, trust, and consumer buying intention. The factor loadings exhibit a range from moderate 

to high, signifying the degree of association between each item and its corresponding construct. For instance, the 

item VA3 ("Does the product have a stylish appearance?") shows a particularly strong relationship with its 

construct, with a factor loading of 0.84 and a t-value of 5.00, indicating high significance. 

Table: 1 Factor Loadings and T-Values for Items within Visual Appeal, Perceived Price, Trust, and Consumer 

Buying Intention Constructs 

Variable and indicators Factor Loading T-value 

Visual appeal   

VA1- Is the package design of this product visually appealing to 

you? 

0.60 3.25 

VA2- Are the colours used for this product attractive to you? 0.56 2.94 

VA3- Does the product have a stylish appearance? 0.84 5.00 

VA4-Is the overall aesthetic of this product pleasing to you? 0.50 3.20 

Perceived Price   

PP1- Considering the quality, do you find the price of this 

product reasonable? 

0.34 2.53 

PP2- Do you believe this product offers good value for the 

money? 

0.19 2.90 

PP4-Does the price of this product reflect its actual worth? 0.20 2.80 

PP5-Compared to other cosmetic products, do you think this 

product is priced fairly? 

0.20 2.90 

Trust   

TT1- I believe this brand delivers cosmetic products consistent 

with price 

0.51 3.00 

TT3- I feel confident in the truth of the claims made by this 

cosmetic brand 

0.26 3.32 

TT4- I believe particular brand’s cosmetic product are reliable 0.26 3.36 

TT5- I trust this brand to treat it customer fairly 0.30 3.28 

Consumer buying intension   

CBI1- I am likely to purchase this product in near future 0.48 2.50 

CBI2- I would considered this product the next time I am 

purchasing cosmetic 

0.17 2.80 

CBI3- There is high possibility that I will recommend this 

product to Friend and family 

0.31 2.74 

 

However, while having lower factor loadings (0.19 and 0.20, respectively), items within the perceived price 

construct, including PP2 and PP5, appear to be statistically significant despite being weaker markers of the 

construct, as indicated by their t-values (both around 2.90). 
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In the trust construct, TT1 ("I believe this brand delivers cosmetic products consistent with price") has the highest 

factor loading of 0.51 with a t-value of 3.00, indicating a moderate yet significant relationship. Similarly, the 

consumer buying intention construct exhibits moderate factor loadings, with CBI1 ("I am likely to purchase this 

product in near future") having the highest loading of 0.48 and a t-value of 2.50, signifying a meaningful 

connection with the construct. 

Overall, the t-values across all items confirm the statistical significance of their factor loadings, suggesting that 

each item is a valid measure of its respective construct, despite variations in the strength of these relationships. 

 

Table: 2 values of cronbach’s alpha, composite reliability, average variance extracted (AVE) 

Construct Cronbach’s alpha Composite Reliability Average Variance 

Extracted(AVE)  

Visual appeal 0.82 0.827 0.546 

Perceived Price 0.85 0.862 0.612 

Trust 0.79 0.831 0.553 

Consumer buying 

intension 

0.87 0.801 0.577 

 

Through examining Cronbach's alpha values and composite reliability, the constructions' reliability is assessed. If 

a construct's Cronbach's alpha is over 0.7 and its composite reliability is more than 0.8, it is deemed to have strong 

reliability. Conversely, the Average Variance Extracted (AVE) value is used to assess construct validity; a 

construct is considered legitimate if its AVE value is larger than 0.5. Table 2 presents the evaluation of the 

measurement model, which includes outer loadings, composite reliability, Cronbach's alpha, and AVE. 

 

Table 2 shows that all constructs have composite reliability rating greater than 0.7, indicating their dependability. 

AVE values greater than 0.5 indicate the validity of the constructs. The square root of the AVE should be greater 

than the correlations between the constructs in order to confirm discriminant validity among the constructs. The 

model has significant discriminant validity when the AVE square root for every concept is greater than the 

correlations between the constructs. Table 3 uses the Fornell-Larcker Criterion to demonstrate discriminant 

validity. 

Table: 3 the Fornell-Larcker Criterion 

 Consumer buying 

intension 

Consumer buying 

intension 

Consumer buying 

intension 

Consumer buying 

intension 

Consumer buying 

intension 

0.759    

Visual appeal 0.588 0.739   

Perceived price 0.689 0.544 0.782  

Trust 0.368 0.241 0.406 0.744 

 

The square root of each construct's AVE exceeded its maximum correlation with any other construct, indicating 

strong discriminant validity for all constructs (CBI, VA, PP, TT) based on the Fornell-Larcker criteria. This 

demonstrates that every concept is unique and does not have an undue correlation with the others. Given that all 

factor loadings were significant and over the advised cutoff of 0.50, convergent validity was also demonstrated. 
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Furthermore, each construct's Average Variance Extracted (AVE) was greater than 0.50, indicating adequate 

convergent validity. 

4.1 Measurement Model 

Confirmatory Factor Analysis (CFA) was used to evaluate the measurement model in order to confirm the validity 

and reliability of the constructs. With a statistically significant (p < 0.05) Chi-square (χ²) value of 440.133 and 87 

degrees of freedom, the fit indices showed that the model had an adequate fit. A fair approximation error was 

suggested by the Root Mean Square Error of Approximation (RMSEA) of 0.073. In addition, the Tucker-Lewis 

Index (TLI) was 0.915 and the Comparative Fit Index (CFI) was 0.930, indicating an excellent match between the 

proposed model and the observed data. 

4.2 Structural Model 

In order to investigate the proposed connections between perceived price, trust, visual appeal, and customer 

purchase intention, the structural model was examined. The predicted trajectories were confirmed by the findings, 

which showed a perfect fit for the model. 

 

 

Fig.2 Structural Model  

Table: 4 The path coefficients were examined to test the hypotheses: 

Hypothesis Path Coefficient (β) p-value   Results 

H1 VA → CBI                  0.23 p < 0.05 Accepted 

H2 PP → CBI                  0.40 p < 0.05 Accepted 

H3 TT → CBI                  0.11 p < 0.05 Accepted 

H4 VA → PP 0.60 p < 0.05 Accepted 

H5 VA → TT                   0.67 p < 0.05 Accepted 
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The structural model depicted in the image was evaluated to examine the hypothesized relationships between 

visual appeal (VA), perceived price (PP), trust (TT), and consumer buying intention (CBI). The results 

demonstrate that the model provided a good fit for the data, confirming the hypothesized paths. 

The research specifically showed that, with a path coefficient (β) of 0.23 and a p-value less than 0.01, visual 

appeal strongly impacts customer purchase intention (H1). With a β of 0.40 and a p-value less than 0.05, perceived 

price likewise had a significant positive influence on customer purchase intention (H2). With a β of 0.11 and a p-

value less than 0.05, trust was found to have a smaller but statistically significant effect on customer purchase 

intention (H3). 

 

Furthermore, the model demonstrated that, with a strong β of 0.60 and a p-value less than 0.05, visual appeal had 

a considerable impact on perceived price (H4). Additionally, trust was shown to be highly influenced by visual 

attractiveness (H5), with a p-value less than 0.05 and a β of 0.67. 

Overall, the results support the proposed relationships, highlighting the importance of visual appeal in shaping 

perceived price, trust, and ultimately, consumer buying intention. 

5. Discussion 

This study investigates the relationships among visual appeal (VA), perceived price (PP), trust (TT), and consumer 

buying intention (CBI) in the context of cosmetic products. The structural model tested in this analysis aims to 

determine how these factors influence consumer decisions when purchasing cosmetics. 

The results from the structural equation modelling (SEM) approach confirmed the hypothesized relationships, 

indicating that the model provides a strong fit for the data. Specifically, the study found that the purchase intention 

of consumers is significantly positively impacted by visual appeal (H1), with a path coefficient (β) of 0.23, 

indicating that buyers are more inclined to plan to buy a product with a great visual appeal. Furthermore, perceived 

price also positively influences buying intention (H2), with a higher path coefficient (β) of 0.40, highlighting the 

importance of price perception in consumer decision-making. 

With a path coefficient (β) of 0.11, trust has a somewhat smaller influence on consumer purchase intention (H3), 

but still being a significant component. This suggests that although trust is important, perceived price and visual 

attractiveness have a stronger direct influence on purchasing intention than trust. The study also revealed that 

visual appeal significantly affects perceived price (H4) and trust (H5), with path coefficients of 0.60 and 0.67, 

respectively. These findings suggest that the visual appeal of cosmetic products strongly shapes consumers' 

perceptions of price and trust, which in turn influences their buying intentions. 

Overall, this analysis underscores the critical role of visual appeal in driving consumer behaviour in the cosmetic 

industry, along with the significant but secondary roles of perceived price and trust. 

6. Conclusion 

This study provides empirical evidence on the impact of visual appeal, perceived price, and trust on consumer 

buying intention in the cosmetics industry. By utilizing Structural Equation Modelling, we demonstrate the 
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complex relationships between these factors and their collective influence on purchasing behaviour. These insights 

can help cosmetics companies develop targeted strategies to enhance consumer buying intention and achieve 

competitive advantage. 

6.1 Implication 

The implications of the study suggest that for cosmetic brands, enhancing the visual appeal of their products 

should be a top priority, as it significantly influences consumer buying intention by shaping both perceived price 

and trust. This indicates that consumers are more likely to purchase cosmetics that are visually attractive, even 

when considering price and trust factors. Therefore, investing in attractive packaging, design, and overall aesthetic 

appeal can be a powerful strategy to boost consumer interest and sales. Additionally, while trust and price 

perception remain important, their influence is amplified when combined with strong visual appeal, suggesting 

that an integrated approach focusing on all three factors could maximize consumer engagement and purchasing 

decisions. 

6.2 Limitation 

This study's emphasis on self-reported data, which is prone to biases including social desirability and recollection 

errors, is one of its major limitations. Additionally, the results may not be as applicable to other industries due to 

the focus on a specific product category—cosmetics. The cross-sectional form of the study further limits the 

capacity to determine long-term causal correlations between variables. Furthermore, cultural aspects were not 

taken into consideration in the study, which might have a distinct impact on consumer perceptions and behaviours 

in various demographic groups and geographical areas. 
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