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This study employed a quantitative explanatory research design. The
population consisted of Generation Z consumers who had used Raecca
Cosmetics in Bandung City. A total of 96 respondents were selected using
a purposive sampling technique based on predetermined inclusion criteria.
Data were collected through a structured questionnaire using a five-point
Likert scale and analyzed using IBM SPSS Statistics through descriptive
analysis and simple linear regression. The findings show that Consumer
Perception obtained an average score of 82.57%, categorized as High,
while Consumer Satisfaction achieved an average score of 82.76%. The
regression analysis demonstrates that Consumer Perception has a positive
and significant effect on Consumer Satisfaction, with a regression
coefficient of 0.433, a calculated t-value of 14.227, and a significance
value of 0.000 < 0.05. The coefficient of determination (R?> = 0.683)
indicates that Consumer Perception explains 68.3% of the variation in
Consumer Satisfaction. These findings confirm that positive consumer
perceptions contribute substantially to satisfaction among Generation Z
consumers of Raecca Cosmetics and highlight the importance of
maintaining product quality, value, brand consistency, and consumer
experience in strengthening satisfaction.

Consumer Perception, Customer
Satisfaction, Generation Z,
Raecca Cosmetics.

Introduction

The global cosmetics industry has experienced substantial growth over the past two decades,
driven by increasing consumer demand for products that serve not only functional purposes
such as skincare and personal appearance but also represent identity, lifestyle, and self-
expression. The transformation of cosmetics consumption has been further accelerated by
digital marketing, social media, and changing consumer expectations. Advertising value and
brand awareness generated through digital marketing can shape consumers’ perceptions before
they make purchasing decisions (Wibowo et al., 2020). At the same time, social media has
become an important environment for constructing beauty trends through influencers, beauty
vloggers, user-generated content, and digital campaigns that expose consumers to continuously
changing cosmetic products and lifestyles (Nagvanshi et al., 2023). Consequently, competition
within the cosmetics industry increasingly depends not only on product availability but also on
how consumers perceive product quality, brand credibility, price, safety, and overall
consumption experience (Khandelwal & Bhavsar, 2025; Concepcion, 2025; Szaban et al.,
2025; Hwang et al., 2021).
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These changes are particularly important among Generation Z, a consumer group commonly
characterized by high levels of digital engagement and frequent interaction with social media
and e-commerce platforms. Generation Z consumers tend to evaluate cosmetic products
through multiple dimensions, including product quality, ingredient safety, environmental
sustainability, brand image, and authenticity (Nagvanshi et al., 2023; Shim et al., 2024; Sivan
& Balakrishnan, 2026; Fitriyanti et al., 2026). Their purchasing decisions are therefore shaped
by both functional and symbolic considerations. In addition, Generation Z consumers
increasingly demonstrate concern for sustainability and brand transparency, with studies in
Indonesia indicating a willingness among many young consumers to pay more for
environmentally friendly products (Amaliah et al., 2024). Green branding and packaging can
further influence their evaluations of cosmetic products (Dewi & Sari, 2023). These
characteristics make Generation Z an important segment for cosmetic companies seeking to
develop meaningful relationships with consumers in increasingly competitive digital markets.

The Indonesian cosmetics market provides an important context for examining these changing
consumer behaviors (Adiba, 2019; Ramadania et al., 2023; Handriana et al., 2021). The
cosmetics subsector has developed rapidly and has been identified as an important component
of Indonesia’s broader industrial development. Data from the Ministry of Industry 2021, the
Central Statistics Agency BPS, 2022, and the Food and Drug Monitoring Agency BPOM, 2022
indicate continued growth in the domestic cosmetics industry and increasing competition
among local cosmetic products. Digitalization has strengthened this development by making
cosmetic products more accessible through e-commerce and social media. Indonesian
consumers are increasingly attentive to halal, natural, environmentally friendly, sustainable,
and safe ingredients when selecting beauty products (Widiantari & Rachmawati, 2023). At the
same time, the development of self-care culture has positioned cosmetics as part of identity and
lifestyle expression among younger consumers (Romli, 2024), while the accessibility and
interactivity of e-commerce platforms have increasingly supported cosmetic purchasing
decisions (Sufyan & Pamuncak, 2023).

Within this environment, consumer perception becomes an important mechanism through
which Generation Z evaluates cosmetic brands and products. Perception is shaped by
information encountered before, during, and after purchase, including social media content,
online reviews, electronic word of mouth (e-WOM), influencer recommendations, and direct
product experience. Indonesian studies show that social media engagement and trust in
influencers can strongly influence Generation Z’s cosmetic purchasing behavior (Suwandi &
Balqiah, 2023). Similarly, e-WOM and digital interactions with influencers can influence
consumers’ perceptions and purchasing decisions (Melati et al., 2025), while content and
influencer marketing on TikTok have been shown to encourage cosmetic purchase intentions
among Generation Z consumers (Putri & Dermawan, 2023). These findings indicate that
consumer perception is increasingly constructed within a digital information environment in
which consumers continuously compare brands, evaluate product claims, and assess the
credibility of information before forming judgments.

Consumer satisfaction is consequently an important outcome of these evaluations. Satisfaction
occurs when consumers compare their expectations with their perceived experience or product
performance. Expectation Confirmation Theory explains that satisfaction develops when actual
performance meets or exceeds consumers’ initial expectations (Arkanuddin et al., 2023). In
digital consumption contexts, expectation confirmation is also associated with customer
experience and repurchase intention (Pakarti et al., 2022). For cosmetic products, satisfaction
is not necessarily determined only by product quality or ingredient safety. Consumers may also
evaluate emotional experiences, perceived value, digital interactions, service quality, and the
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consistency between promotional claims and actual product performance. Previous research
indicates that product quality, perceived value, and digital social interactions can contribute to
customer satisfaction (Uzir et al., 2020), while consumer emotional responses may also mediate
the relationship between product attributes and satisfaction. Digital marketing further
contributes to consumer evaluations because clear information and engaging content can
generate positive perceptions and encourage satisfaction in online cosmetic purchasing
(Ariyanti & Wantara, 2025). Influencer credibility may likewise strengthen brand trust and
brand satisfaction (Yuwono et al., 2024).

Raecca Cosmetics provides a relevant empirical context for examining these relationships
because it represents an emerging local cosmetic brand operating within Indonesia’s highly
digitalized beauty market. Raecca actively engages Generation Z consumers through digital
marketing and social media, making it suitable for examining how perceptions develop among
digitally connected consumers. The importance of this issue is also illustrated by online
consumer reviews, where experiences such as damaged products or discrepancies between
expectations and actual product performance can influence post-purchase evaluations. Such
experiences demonstrate that consumer satisfaction depends not only on what a brand
communicates but also on whether the actual consumption experience confirms consumers’
expectations. Generation Z consumers frequently assess brand authenticity and product quality
through social media content, reviews, and influencer recommendations (Ghaleb & Alawad,
2024). Moreover, their satisfaction with digital purchases can be influenced by the broader
customer experience, from platform interaction to after-sales services (Jaelani, 2025).

Despite the growing body of research on social media marketing, influencer marketing, e-
WOM, purchase intention, and customer loyalty, relatively limited attention has been directed
toward explaining how consumer perceptions are translated into customer satisfaction among
Generation Z consumers of emerging local cosmetic brands. Much of the existing literature
emphasizes purchasing intention or loyalty rather than the post-purchase evaluative process
through which consumers determine whether their expectations have been fulfilled. This gap
is particularly relevant in Indonesia, where local cosmetic brands face increasingly intense
competition and Generation Z consumers are exposed to large volumes of digital information.
Therefore, examining the relationship between consumer perception and customer satisfaction
can provide a more focused understanding of how young consumers evaluate emerging
cosmetic brands. Accordingly, this study aims to examine the influence of Generation Z
consumer perceptions on customer satisfaction with Raecca Cosmetics in Bandung City.
Raecca is used as an empirical case to contribute to broader understanding of consumer
behavior and the role of consumer perception in shaping satisfaction toward emerging local
cosmetic brands in Indonesia’s digital marketplace.

Method
Research Approach

This study employed a quantitative research approach with an explanatory survey design. A
quantitative approach was selected because the study measures consumer perception and
consumer satisfaction using numerical data and statistically examines the relationship between
the two variables. Quantitative research provides a systematic approach for collecting,
processing, and analyzing numerical data to examine relationships between variables
(Mohajan, 2020). In addition, quantitative research is based on rational and empirical
principles, whereby research conclusions are derived from observable and measurable evidence
(Simamora, 2022).
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The explanatory design was adopted because this study does not merely describe the
perceptions and satisfaction of Generation Z consumers but specifically examines whether
Generation Z consumer perception influences consumer satisfaction with Raecca Cosmetics.
The research therefore consists of one independent variable, namely Consumer Perception (X),
and one dependent variable, namely Consumer Satisfaction (Y). Data were collected through
a structured questionnaire distributed to Generation Z consumers who had experience using
Raecca Cosmetics.

Type of Research

This study used an explanatory quantitative survey method. The survey method was selected
because it enables researchers to collect standardized information directly from respondents
and statistically examine the relationship between the research variables. Survey research is
appropriate when researchers seek to obtain data from a defined group of respondents and draw
conclusions based on their responses (Story & Tait, 2019).

The study focuses on Generation Z consumers in Bandung City who have used Raecca
Cosmetics. The explanatory nature of the research is reflected in the use of statistical testing to
determine whether differences in consumer perception are associated with differences in
consumer satisfaction. Thus, the research design is aligned with the main objective of the study,
namely, to examine the influence of consumer perception on consumer satisfaction with Raecca
Cosmetics.

Operational Variables

Research variables refer to measurable characteristics or attributes that vary between
individuals or objects and can subsequently be analyzed to determine relationships among
variables (Kaliyadan & Kulkarni, 2019). In this study, there are two variables: Consumer
Perception (X) as the independent variable and Consumer Satisfaction (Y) as the dependent
variable.

Consumer Perception (X) is operationalized through three dimensions: Perceived Quality,
Price Perception, and Brand Perception. Consumer Satisfaction (Y) is operationalized through
two dimensions: Service Quality and Customer Experience. Each dimension is represented by
several indicators and questionnaire statements. All items are measured using a five-point
Likert scale, ranging from 1 = strongly disagree to 5 = strongly agree.

Table 1. Operationalization of Research Variables

Sub- Item
Variable Variable Indicator Statement Scale
. . No.
(Dimension)
Perceived Quality meets Raecc_:a products have a .
. . quality that meets my 1 Ordinal
Quality expectations .
expectations.
Independent
. The
Variable: ingredients/composition
Consumer Product safety ETedIents/compostiio 2 | Ordinal
. of Raecca products are
Perception
safe to use.
X)
Raecca products
Product ! .
. perform effectively as 3 | Ordinal
effectiveness .
claimed.
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others.

Price Price Raecca products are 4 | Ordinal
Perception affordability affordable for me.
The price of Raecca
Price-quality prodgcts is consistent 5 | Ordinal
congruence with the quality
provided.
Raecca products are
Pr.1(?e competitively priced 6 | Ordinal
competitiveness compared to other
brands.
Bran(.l Brand trust I trust the quality of the 7 | Ordinal
Perception Raecca brand.
Brand Raecca has a good
reputation and brand reputation and 8 | Ordinal
image image.
. The quality of Raecca
Branq quality products is consistent 9 | Ordinal
consistency .
over time.
Service Satisfaction I am satisfied with the
. with product results of using Raecca | 10 | Ordinal
Quality
performance products.
Raecca provides fast
Service speed service (e.g., delivery 11 | Ordinal
and customer support).
Performance The results of using
Dependent meets Raecca products meet 12 | Ordinal
Variable: expectations my expectations.
Consumer Raecca products
Satisfaction Value for provide benefits that are 14 | Ordinal
(Y) money worth the money I
spend.
Customer Ease of The process of .
. purchasing Raecca 15 | Ordinal
Experience purchase ;
products is easy.
Friendly and The service I receive
responsive from Raecca is friendly | 16 | Ordinal
service and responsive.
Repurchase I intend to repurchase
. . Raecca products or .
intention / 17 | Ordinal
. recommend them to
recommendation

Source: Researcher’s questionnaire

The operationalization table above was retained from the original research instrument. The
indicators were designed to capture the cognitive and evaluative dimensions of consumer
perception and satisfaction. Consumer perception encompasses how respondents evaluate
product quality, price, and brand characteristics, whereas consumer satisfaction reflects
respondents’ evaluation of product performance, service, purchasing experience, and perceived

value.
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It should be noted that the original questionnaire numbering moves from item 12 to item 14.
Therefore, item 13 should be checked against the original questionnaire or raw instrument
before the manuscript is finalized. The numbering should be corrected if item 13 exists, but no
new item is introduced here without evidence from the original instrument.

Research Location and Time

This research was conducted online by distributing questionnaires to Generation Z consumers
in Bandung City who had used Raecca Cosmetics. The questionnaire was distributed through
digital communication platforms, particularly Instagram and WhatsApp. The selection of these
platforms was consistent with the digitally connected characteristics of Generation Z and
enabled the researchers to reach respondents who met the predetermined inclusion criteria.

Respondent recruitment was conducted using purposive online recruitment. The questionnaire
link was distributed through the researchers’ Instagram and WhatsApp networks, including
university communities, student organizations, and peer groups predominantly consisting of
Generation Z individuals. Potential participants were first informed about the purpose of the
study and were required to confirm that they fulfilled all inclusion criteria before completing
the questionnaire.

To minimize duplicate or unusable responses, respondents were encouraged to complete the
questionnaire only once, while incomplete questionnaires were excluded from the final dataset.

The research was conducted from October 2025 to May 2026, covering the stages of instrument
preparation, data collection, data processing, and statistical analysis.

Data Collection Techniques

Primary data were collected using a structured questionnaire. A questionnaire consists of a set
of systematically arranged questions or statements designed to obtain information from
respondents and measure their perceptions, attitudes, and evaluations. Appropriate data
collection procedures and valid and reliable instruments are essential because the quality of the
collected data directly affects the quality of quantitative analysis and research conclusions
(Cahyani & Subiantoro, 2021). Previous quantitative research has also emphasized the
importance of validity and reliability testing to ensure the consistency and accuracy of
questionnaire-based measurements (Istri & Fadila, 2023).

The questionnaire was administered online using Google Forms. Before accessing the main
questionnaire, respondents were presented with an informed consent statement explaining the
research objectives, voluntary participation, anonymity, and confidentiality of responses.
Screening questions were included to ensure that respondents met the predetermined criteria.

The questionnaire used a five-point Likert scale consisting of strongly disagree, disagree,
neutral, agree, and strongly agree. The scale was used to measure the extent to which
respondents agreed with statements concerning their perception of Raecca Cosmetics and their
satisfaction after using the products.

Population

The population of this study consisted of Generation Z consumers in Bandung City who had
used Raecca cosmetic products. The exact number of Raecca users within the Generation Z
population in Bandung City is not publicly available and therefore cannot be determined
precisely. Consequently, the population was treated as an unknown or infinite population for
the purpose of sample-size determination.
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This population was selected because the study specifically examines the perceptions and
satisfaction of Generation Z consumers toward an emerging local cosmetic brand. Respondents
needed to have direct experience with Raecca Cosmetics so that their perceptions and
satisfaction could be evaluated based on actual consumption experience rather than
assumptions or indirect information.

Sample

Because no complete sampling frame containing all Generation Z users of Raecca Cosmetics
in Bandung City was available, this study employed non-probability purposive sampling by
selecting respondents who met predetermined criteria relevant to the research objectives. The
inclusion criteria were that respondents were aged 18-25 years, resided or worked in Bandung
City, and had used Raecca cosmetic products, while respondents who did not meet these criteria
or submitted incomplete questionnaires were excluded. Because the total population of
Generation Z consumers using Raecca Cosmetics in Bandung City was unknown, the minimum
sample size was determined using the Cochran formula, (n = Z"2pg/e”2), where n is the
required sample size, Z is the standard normal distribution value, p is the estimated probability
of occurrence, ¢ is the estimated probability of non-occurrence, and e is the margin of error.
Using a 95% confidence level (Z = 1.96), p = 0.50, g = 0.50, and a 10% margin of error, the
calculation resulted in a minimum sample requirement of 96.04 respondents, which was
rounded to 96 respondents. Therefore, the study targeted a minimum of 96 Generation Z
consumers who met all predetermined inclusion criteria.

Sampling Limitation

The purposive online sampling procedure has implications for the representativeness of the
findings. Because respondents were recruited through Instagram and WhatsApp, the sample
may contain a relatively high proportion of Generation Z consumers who are active on digital
and social media platforms. These consumers may have greater exposure to influencer
marketing, online reviews, e-WOM, and digital promotional content than Generation Z
consumers who are less active online.

Therefore, the findings should be interpreted primarily in relation to the sampled Generation Z
consumers who are digitally active and have experience using Raecca Cosmetics. The study
does not claim that the findings automatically represent all Generation Z consumers in Bandung
City. Future research may employ probability sampling or combine online and offline
recruitment to improve sample representativeness and external validity.

Data Analysis Technique

The collected data were analyzed using IBM SPSS Statistics. The analysis consisted of
descriptive statistics, validity testing, reliability testing, classical assumption testing, simple
linear regression analysis, hypothesis testing using the t-test, and the coefficient of
determination (R?).

Because the study contains one independent variable and one dependent variable, simple linear
regression was employed to examine the influence of Consumer Perception (X) on Consumer
Satisfaction (Y). Simple linear regression is appropriate when a study involves one independent
variable and one dependent variable and seeks to determine the direction and magnitude of a
linear relationship between them (Jones et al., 2025). Regression analysis can also be used to
test hypotheses and estimate changes in the dependent variable based on changes in the
independent variable (Wang et al., 2023).

The regression equation used in this study is:
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Y=0+pX+e

where Y represents Consumer Satisfaction, X represents Consumer Perception, o represents
the constant, B represents the regression coefficient, and € represents the error term.

The t-test was used to determine whether Consumer Perception had a statistically significant
effect on Consumer Satisfaction. The significance level was set at 5% (a = 0.05). If the
significance value was less than 0.05, the null hypothesis was rejected, indicating that
Consumer Perception had a statistically significant influence on Consumer Satisfaction.
Conversely, if the significance value exceeded 0.05, the null hypothesis was not rejected.

The coefficient of determination (R?) was used to determine the proportion of variation in
Consumer Satisfaction that could be explained by Consumer Perception. A higher R? indicates
that a greater proportion of variation in Consumer Satisfaction can be statistically explained by
the independent variable, while the remaining variation is attributable to other factors outside
the model.

Descriptive Analysis Technique

Descriptive analysis was conducted to describe the responses of the 96 Generation Z
respondents regarding Consumer Perception and Consumer Satisfaction toward Raecca
Cosmetics. Each questionnaire item was measured using five response categories: strongly
disagree, disagree, neutral, agree, and strongly agree. To interpret the respondents' responses,
percentage scores were classified into five categories. The minimum percentage was calculated
as 100% + 5 = 20%, while the range between the maximum and minimum percentages was
100% — 20% = 80%. The resulting range was then divided into five categories, producing an
interval of 16%. Accordingly, the percentage scores were interpreted using five categories,
namely Very Low, Low, Moderate, High, and Very High, to provide a clear description of the
respondents' overall perceptions and satisfaction toward Raecca Cosmetics.

Table 2. Percentage Interval and Category of Respondent Responses

Percentage Interval | Category
20%—-36% Very Low
>36%—52% Low
>52%—68% Moderate
>68%—84% High
>84%—-100% Very High

The total score for each indicator was calculated based on respondents’ Likert-scale responses
using the formula Total Score = (Strongly Agree x 5) + (Agree x 4) + (Neutral x 3) + (Disagree
x 2) + (Strongly Disagree x 1). The resulting score was then compared with the ideal score to
determine the percentage level of each indicator and variable. The descriptive analysis was
used to provide an overall representation of Generation Z consumers’ perceptions of Raecca
Cosmetics and their level of satisfaction with the products and services. However, descriptive
analysis was not used to determine the explanatory relationship between the variables; the
influence of Consumer Perception on Consumer Satisfaction was subsequently examined using
simple linear regression and hypothesis testing.
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Result and Discussion
Descriptive Analysis
Analysis of Generation Z (X) Consumer Perceptions

Table 3. Percentage Interpretation Criteria for Consumer Perception and Consumer

Satisfaction
Percentage Interval Category
20%—-36% Very Low
>36%—52% Low
>52%—68% Moderate
>68%—84% High
>84%—-100% Very High
Observed Score: 82.57% High

The calculation results for the Generation Z Consumer Perception (X) variable show an average
percentage of 82.57%. Based on the continuum, this percentage falls into the "High" category.
This result indicates that most respondents responded positively to the statement indicators
related to consumer perceptions of Raecca cosmetic products. These findings indicate that
Generation Z consumers in Bandung City have a positive perception of Raecca cosmetic
products. This high perception illustrates that consumers can receive, assess, and interpret
product information well, thus forming a positive assessment of Raecca cosmetics. These
results align with research conducted by (Chen et al., 2022), which states that consumer
perceptions are formed through the process of receiving and interpreting information received
about a product.

Analysis of Raecca Cosmetics Consumer Satisfaction (Y)

The calculation results for the Raecca Cosmetics Consumer Satisfaction (Y) variable show an
average percentage of 82.76%. Based on the continuum, this percentage falls into the "Very
High" category. These results indicate that most respondents responded very positively to the
indicators related to consumer satisfaction with Raecca cosmetic products. These findings
indicate that Generation Z consumers in Bandung are highly satisfied with Raecca cosmetic
products. The high level of consumer satisfaction indicates that Raecca products can meet
consumer expectations and needs, leading to high ratings for the products they use. These
results align with research that states that consumer satisfaction is the consumer's feelings after
comparing expectations for a product with the perceived performance of the product after use.

Data Analysis and Interpretation
Simple Linear Regression Analysis

Simple linear regression analysis was used to identify the influence of the independent variable,
Generation Z Consumer Perception (X), on the dependent variable, Raecca Cosmetics
Consumer Satisfaction (Y). The results of the simple linear regression analysis are shown in
the following table:
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Table 4. Coefficients of the Regression Model

Standardiz
Unstandardized ed
Model Coefficients Coefis'lclent ¢ Sig,
B Std. Beta
Error

(Constant) 17.242 1.163 14.820 .000

I Consumer 433 030 826 14227 | .000
Perception

The simple linear regression equation is Y = 17.242 + 0.433X + e, where Y represents
Consumer Satisfaction as the dependent variable, a represents the constant, b represents the
regression coefficient, X represents Consumer Perception as the independent variable, and e
represents the error term. The constant value of 17.242 indicates that when Consumer
Perception is assumed to be zero, the predicted value of Consumer Satisfaction is 17.242.
Meanwhile, the regression coefficient of 0.433 indicates a positive relationship between
Consumer Perception and Consumer Satisfaction, meaning that every one-unit increase in
Consumer Perception is associated with an estimated 0.433-unit increase in Consumer
Satisfaction, assuming other factors represented by the error term remain unchanged.

Hypothesis Testing
Results of the Initial Hypothesis Test (T-Test)

Partial test (t-test), which is a test conducted to determine the relationship between the
independent variables individually and the dependent variable. Partial testing (t-test) has
criteria based on the proposed hypothesis, namely: If the calculated t value >t table and the
significance value < 0.05, then H 0 is rejected and H 1 is accepted, meaning that Consumer
Perception has a partial effect on Consumer Satisfaction. If the calculated t value <t_table and
the significance value > 0.05, then H 0 is accepted and H_1 is rejected, meaning that Consumer
Perception does not have a partial effect on Consumer Satisfaction.

Table 5. Coefficients of the Regression Model

Standardi

Unstandardized zed
Model Coefficients Coefi:ment ¢ Sig.

B Std. Beta

Error
(Constant) 17.242 1.163 14.820 .000
I Consumer 433 030 826 14.227 | .000
Perception

The hypothesis testing results indicate that Consumer Perception has a positive and statistically
significant effect on Consumer Satisfaction. The significance value is 0.000 < 0.05, indicating
that the effect is statistically significant at the 5% significance level. The t-table value was
determined using the formula with and resulting in df = 94 and a critical t-value of
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approximately 1.985. The calculated t-value should be compared with this critical value;
because the regression coefficient for Consumer Perception is positive (B = 0.433) and the
significance value is below 0.05, the null hypothesis is rejected, and the alternative hypothesis
is accepted. Thus, Consumer Perception significantly and positively influences Consumer
Satisfaction among Generation Z consumers of Raecca Cosmetics in Bandung City.

F Test Results

The simultaneous test (F-test) is a test conducted by examining the correlation of all
independent variables, Consumer Perception, to Consumer Satisfaction. The F-test decision
can be seen based on the following criteria: If the calculated F value > F_(table) and the
significance value <0.05, then H 0 is rejected and H 1 is accepted, meaning that Consumer
Perception has a simultaneous effect on Consumer Satisfaction. If the calculated F value <
F (table) and the significance value >0.05, then H 0 is accepted and H 1 is rejected, meaning
that Consumer Perception has a simultaneous effect on Consumer Satisfaction.

Table 6. ANOVA Results of the Regression Model

ANOVA?

Model Sum of df Mean F Sig.

Squares Square
Regrlfssw 761.910 1 761.910 20%‘41 000"

I [“Residual | 353.829 94 3.764

Total 1115.740 95
a. Dependent Variable: Customer Satisfaction
a. Predictors: (Constant), Consumer Perception

The F-test was conducted to determine whether the regression model involving Consumer
Perception significantly explains variation in Consumer Satisfaction. Based on the ANOVA
results, the calculated F-value was 202.413 with a significance value of 0.000, while the F-
table value at a 5% significance level with dfl = 1 and df2 = 94 was approximately 3.94. The
calculation of the degrees of freedom was based on and, where n represents the sample size
and k represents the number of independent variables. Since F-calculated (202.413) > F-table
(3.94) and the significance value 0.000 < 0.05, the null hypothesis (Ho) is rejected, and the
alternative hypothesis (Hi) is accepted. Therefore, the regression model is statistically
significant, indicating that Consumer Perception significantly influences Consumer
Satisfaction among Generation Z consumers of Raecca Cosmetics in Bandung City.

Coefficient of Determination (R2 Test)

The coefficient of determination (R2 test) is a test conducted to determine the extent to which
all independent variables, including Consumer Perception, simultaneously influence Consumer
Satisfaction by examining the percentage correlation between all independent variables. The
value is determined based on the R2 value, which is:
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Table 5. Model Summary of the Regression Analysis

Model Summary

) Std. Error
Model R S lljare AdSJulsl;ercel R of the
q ! Estimate
1 .8262 .683 .680 1.940

a. Predictors: (Constant), Consumer Perception

Based on the coefficient of determination in the table above, the R-square value of 0.683
indicates that the independent variable, Consumer Perception, simultaneously influences
Consumer Satisfaction by 68.3%, while other variables not included in this study contribute
31.7%. The R? value of 0.683 indicates substantial explanatory power, suggesting that
consumer perception accounts for approximately two thirds of the observed variation in
consumer satisfaction. Nevertheless, approximately 31.7% of the variance remains
unexplained, implying that additional psychological and marketing variables may also
influence satisfaction among Generation Z consumers.

Consumer Perception and Consumer Satisfaction Among Generation Z Consumers

The present study demonstrates that consumer perception plays an important role in shaping
customer satisfaction among Generation Z consumers in the Indonesian cosmetic market.
Rather than merely indicating a statistical association, the findings suggest that the way
Generation Z interprets product quality, brand credibility, price fairness, and digital
information substantially influences their evaluation after using cosmetic products. These
findings indicate that consumer satisfaction is not solely determined by the physical
performance of cosmetic products but also by consumers' cognitive and emotional evaluations
formed throughout the purchasing process. The findings can be interpreted through the lens of
Expectation Confirmation Theory, which argues that customer satisfaction emerges when
perceived product performance confirms or exceeds prior expectations. Before purchasing
cosmetic products, Generation Z consumers develop expectations through exposure to social
media content, influencer recommendations, online reviews, and brand communication.
During product usage, these expectations are compared with actual product performance. When
consumers perceive that Raecca products deliver the promised quality and value, positive
confirmation occurs, leading to higher customer satisfaction.

Conversely, if the actual product performance fails to meet these expectations, negative
confirmation may occur and reduce satisfaction. Therefore, consumer perception functions as
an important psychological mechanism that influences how consumers evaluate their
consumption experiences. This finding extends the application of Expectation Confirmation
Theory within the context of emerging local cosmetic brands operating in highly digitalized
markets. The strong influence of consumer perception is also closely related to the unique
characteristics of Generation Z consumers. Unlike previous generations, Generation Z tends to
obtain product information from multiple digital sources before making purchasing decisions.
They actively compare online reviews, influencer opinions, electronic word of mouth, and user-
generated content to reduce perceived purchasing risk. Consequently, consumer perception is
continuously formed through digital interactions rather than solely through direct product
experience. This explains why positive perceptions established before product usage strongly
contribute to post purchase satisfaction. The findings also suggest that consumer perception
should be viewed as an antecedent rather than merely a predictor of customer satisfaction.
Positive perceptions regarding product quality, value, and brand credibility create favorable
psychological expectations before purchase. These expectations subsequently influence
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consumers' post purchase evaluations and overall satisfaction. This mechanism explains why
companies need to manage not only product performance but also the information environment
surrounding their brands. Digital brand interaction further strengthens this relationship because
cosmetic brands increasingly communicate with consumers through social media platforms
such as Instagram, TikTok, and e-commerce applications. Continuous interaction enables
consumers to develop stronger familiarity, trust, and emotional attachment toward the brand.
Positive engagement with digital content therefore contributes to favorable consumer
perceptions, which subsequently enhance satisfaction after purchase. This finding supports
recent consumer behavior literature emphasizing the importance of interactive digital
marketing in shaping customer evaluations among Generation Z.

The Generation Z Consumer Perception variable (X) contributes to Raecca Cosmetics
Consumer Satisfaction (Y). This can be seen from the coefficient of determination (R?), which
indicates that consumer satisfaction is influenced by consumer perception, while the remaining
influence is influenced by other factors outside the study, such as product quality, price,
promotion, and product usage experience. Although consumer perception explains a substantial
proportion of customer satisfaction, the unexplained variance indicates that satisfaction is
inherently multidimensional. Other psychological and marketing related variables, including
perceived value, product quality, brand trust, emotional attachment, price fairness, and after
sales experience, may also influence customer satisfaction. Therefore, the present findings
should be interpreted as explaining one important dimension within a broader consumer
decision making process. The findings contribute theoretically by reinforcing Expectation
Confirmation Theory within the context of Generation Z cosmetic consumers and
demonstrating that consumer perception represents a key psychological mechanism linking
digital marketing experiences with customer satisfaction. From a practical perspective,
cosmetic companies should focus not only on improving product quality but also on
strengthening digital communication, maintaining brand transparency, encouraging authentic
customer reviews, and building trust through consistent interactions across social media
platforms. Such strategies are particularly important for local cosmetic brands competing
within Indonesia's rapidly expanding digital beauty industry.

Conclusion

This study concludes that Generation Z Consumer Perception significantly and positively
influences Consumer Satisfaction with Raecca Cosmetics. The results show a significance
value of 0.000 < 0.05 and a positive regression coefficient of 0.433, indicating that higher
consumer perception is associated with higher consumer satisfaction. The calculated t-value of
14.227 also exceeds the t-table value of approximately 1.985, confirming that the proposed
hypothesis is accepted. Consumer Perception obtained an average score of 82.57%, categorized
as High, while Consumer Satisfaction achieved 82.76%, indicating a very high level of
satisfaction among respondents. These findings demonstrate that positive evaluations of
Raecca Cosmetics, particularly regarding product quality, benefits, price, brand characteristics,
and suitability for consumer needs, contribute to consumers' overall satisfaction. The
coefficient of determination (R?) of 0.683 further indicates that Consumer Perception explains
68.3% of the variation in Consumer Satisfaction, while the remaining 31.7% may be associated
with other factors not examined in this study. Therefore, Raecca Cosmetics should maintain
and improve the aspects that shape positive consumer perceptions, particularly product quality,
value, brand consistency, and the overall consumer experience. By maintaining consistency
between consumer expectations and actual product performance, Raecca Cosmetics can
strengthen satisfaction among Generation Z consumers and improve its competitiveness in the
local cosmetic market.
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