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	Abstract
This study examines how simple packaging influences purchase intention for Kahf products through perceived naturalness, perceived eco-friendliness, and perceived authenticity. The study uses an explanatory quantitative survey based on the Stimulus–Organism–Response (SOR) framework. Data were collected online from 261 male respondents aged 17–35 years who lived in the Special Region of Yogyakarta and were familiar with Kahf. The data were analyzed using Partial Least Squares Structural Equation Modeling (PLS-SEM) with SmartPLS 4.0. The results show that simple packaging has a positive and significant effect on perceived naturalness (β=0.632; p<0.001), perceived eco-friendliness (β=0.534; p<0.001), and perceived authenticity (β=0.494; p<0.001). Perceived naturalness and perceived eco-friendliness positively and significantly affect purchase intention, whereas perceived authenticity has a positive but insignificant effect. Mediation analysis confirms that perceived naturalness and perceived eco-friendliness significantly mediate the relationship between simple packaging and purchase intention, while perceived authenticity does not. The findings theoretically strengthen SOR by demonstrating that visual packaging cues operate through selected psychological states, while practically they suggest that Kahf should maintain minimalist packaging and make natural and environmental value claims more explicit. The novelty lies in extending the simple-packaging model to Indonesian male grooming consumers.
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Abstrak
Penelitian ini menganalisis pengaruh simple packaging terhadap purchase intention produk Kahf melalui perceived naturalness, perceived eco-friendliness, dan perceived authenticity. Penelitian menggunakan pendekatan kuantitatif eksplanatori dengan kerangka Stimulus–Organism–Response (SOR). Data dikumpulkan secara daring dari 261 responden laki-laki berusia 17–35 tahun yang berdomisili di Daerah Istimewa Yogyakarta dan mengetahui produk Kahf. Analisis data dilakukan menggunakan Partial Least Squares Structural Equation Modeling (PLS-SEM) dengan SmartPLS 4.0. Hasil penelitian menunjukkan bahwa simple packaging berpengaruh positif dan signifikan terhadap perceived naturalness (β=0,632; p<0,001), perceived eco-friendliness (β=0,534; p<0,001), dan perceived authenticity (β=0,494; p<0,001). Perceived naturalness dan perceived eco-friendliness berpengaruh positif dan signifikan terhadap purchase intention, sedangkan perceived authenticity berpengaruh positif tetapi tidak signifikan. Analisis mediasi menunjukkan bahwa perceived naturalness dan perceived eco-friendliness mampu memediasi pengaruh simple packaging terhadap purchase intention, sedangkan perceived authenticity tidak mampu memediasi hubungan tersebut. Secara teoretis, temuan memperkuat penerapan teori SOR dalam konteks male grooming, sedangkan secara praktis Kahf perlu mempertahankan desain kemasan minimalis sekaligus memperjelas komunikasi mengenai bahan alami dan keberlanjutan. Kebaruan penelitian terletak pada pengujian model simple packaging pada konsumen produk perawatan pria di Indonesia.
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Introduction 
Packaging has increasingly become a strategic marketing cue rather than merely a protective container. In the cosmetics and personal-care industry, growing attention to sustainability, natural ingredients, and responsible consumption has encouraged firms to communicate product value through packaging design. Sustainable packaging can influence how consumers infer product quality, naturalness, environmental responsibility, and brand meaning before direct product experience occurs (Boz et al., 2020; Otto et al., 2021).
In this context, simple packaging is relevant because minimalist visual design can reduce visual complexity and communicate impressions of efficiency, naturalness, and authenticity. Research on minimalist packaging indicates that consumers may interpret fewer visual elements, restrained colors, and clear layouts as signals of credibility and environmental responsibility (Ding et al., 2024; Saintives & Meral, 2024). The effect is particularly important in cosmetics, where consumers often rely on extrinsic cues to evaluate product characteristics that cannot be observed immediately.
Kahf provides a relevant context for examining this phenomenon. Kahf is a local male-grooming brand positioned around modern men's self-care and product formulations that communicate natural and halal-oriented values. At the market level, Kahf remained the market leader in the male facial-cleanser category from Q4 2024 to Q1 2026, although its share declined from 40.34% to 33.91%. This decline of 6.43 percentage points suggests that market leadership does not eliminate competitive pressure and that the brand needs to strengthen the cues through which consumers evaluate its products.
The literature also indicates an unresolved issue regarding the psychological mechanisms connecting simple packaging to purchase intention. Koay and Hoang (2026) found that simple packaging increases perceived naturalness, perceived eco-friendliness, and perceived authenticity, while perceived eco-friendliness and perceived authenticity can affect purchase intention. The present study revisits this model in a different context: male facial-care consumers in Indonesia. This contextual shift is important because the previous model was developed in the green-cosmetics context in Malaysia, whereas male-grooming consumers in Indonesia may place different weights on functional, natural, environmental, and authenticity cues.
Based on the Stimulus–Organism–Response (SOR) theory, external environmental cues influence internal psychological states before generating behavioral responses (Mehrabian & Russell, 1974). In this study, simple packaging is conceptualized as the stimulus, perceived naturalness, perceived eco-friendliness, and perceived authenticity as organismic evaluations, and purchase intention as the behavioral response. Accordingly, this study aims to test the direct effects among these constructs and to examine the mediating roles of the three psychological perceptions in the relationship between simple packaging and purchase intention.
The study contributes by extending the empirical application of SOR to male-grooming products and by testing whether the psychological mechanisms identified in prior green-cosmetics research remain consistent among Kahf consumers in the Special Region of Yogyakarta.

Theory and hypothesis development
Stimulus–Organism–Response Theory
SOR theory proposes that an external stimulus can shape an individual's internal state, which subsequently produces a behavioral response (Mehrabian & Russell, 1974). The framework is suitable for packaging research because packaging is encountered before product use and can function as a visual environmental cue. In the present model, simple packaging represents S; perceived naturalness, perceived eco-friendliness, and perceived authenticity represent O; and purchase intention represents R.

Simple Packaging and Perceived Naturalness
Simple packaging emphasizes a limited number of visual elements, restrained colors, clear typography, and a clean layout. Such cues can reduce perceived processing complexity and encourage inferences that the product is more natural and less excessively processed. Saintives and Meral (2024) found that minimalist packaging can increase perceptions of product naturalness, while D'Astous and Labrecque (2021) showed that packaging-related responsibility cues can shape naturalness and healthiness inferences. Therefore:
H1: Simple packaging has a positive effect on perceived naturalness.

Simple Packaging and Perceived Eco-Friendliness
Consumers may interpret simple packaging as evidence of efficient material use and environmental responsibility. Sustainable-packaging research shows that visual packaging cues can affect environmental evaluations and green purchase-related responses (Magnier & Crié, 2015; Boz et al., 2020). Ding et al. (2024) further show that simplicity in packaging can strengthen positive green-related perceptions. Therefore:
H2: Simple packaging has a positive effect on perceived eco-friendliness.
Simple Packaging and Perceived Authenticity
Minimalist packaging can communicate sincerity, clarity, and consistency, thereby supporting perceptions that a brand is genuine. Brand authenticity literature conceptualizes authenticity through qualities such as credibility, integrity, and continuity (Morhart et al., 2015). Packaging simplicity may therefore act as a cue that strengthens authenticity perceptions.
H3: Simple packaging has a positive effect on perceived authenticity.

Psychological Perceptions and Purchase Intention
Perceived naturalness can reduce uncertainty and increase expectations of safety and product quality, which may strengthen willingness to purchase (Apaolaza et al., 2022; Liu et al., 2024). Perceived eco-friendliness can also increase positive product evaluations because consumers increasingly consider environmental consequences in purchase decisions (Lavuri et al., 2022; Limbu & Ahamed, 2023). Authenticity, by contrast, can strengthen consumer evaluations and behavioral intentions, although its effect may vary by product category and consumer motivation (Chen et al., 2020). Thus:
H4: Perceived naturalness has a positive effect on purchase intention.
H5: Perceived eco-friendliness has a positive effect on purchase intention.
H6: Perceived authenticity has a positive effect on purchase intention.

Mediating Effects
Within SOR, the effect of an external cue is expected to operate through internal evaluations. Accordingly, simple packaging is expected to influence purchase intention indirectly by shaping perceived naturalness, perceived eco-friendliness, and perceived authenticity. The model follows the mechanism proposed by Koay and Hoang (2026), while testing it in the Indonesian male-grooming context.
H7: Perceived authenticity mediates the effect of simple packaging on purchase intention.
H8: Perceived eco-friendliness mediates the effect of simple packaging on purchase intention.
H9: Perceived naturalness mediates the effect of simple packaging on purchase intention.
Figure 1. Conceptual Model
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Source: Adapted from Mehrabian and Russell (1974) and Koay and Hoang (2026).
Method
This study employed a quantitative explanatory survey with a cross-sectional design. The population consisted of people in the Special Region of Yogyakarta who knew Kahf products. Purposive sampling was used because respondents had to satisfy specific criteria relevant to the research constructs. The minimum sample target was 250 respondents based on the number of indicators, and 261 valid responses were ultimately retained after screening.
Respondents were male, aged 17–35 years, domiciled in the Special Region of Yogyakarta, and familiar with Kahf. Data collection was conducted online from November 2025 to July 2026 using an electronic questionnaire. All constructs were measured using a seven-point Likert scale. The operational indicators covered simple packaging, perceived naturalness, perceived eco-friendliness, perceived authenticity, and purchase intention.
Simple packaging was measured through simplicity of design, limited visual elements, white space, restrained colors, and minimalist layout. Perceived naturalness captured perceptions that the product looked natural, healthy, pure, and not excessively processed. Perceived eco-friendliness reflected perceptions of environmental friendliness, sustainable packaging, waste reduction, and environmental support. Perceived authenticity captured perceived genuineness, sincerity, trustworthiness, and clear brand identity. Purchase intention reflected willingness to buy, interest in trying, willingness to purchase, product choice, and willingness to recommend.
Data were analyzed using Partial Least Squares Structural Equation Modeling (PLS-SEM) with SmartPLS 4.0. The measurement model was assessed through outer loadings, Cronbach's alpha, composite reliability, and average variance extracted (AVE). The structural model was assessed using R-square and f-square, while direct and indirect hypotheses were tested through bootstrapping. A relationship was considered statistically significant when t-statistics exceeded 1.96 and p-values were below 0.05 (Hair et al., 2022).

Results
Measurement Model
The measurement model demonstrated satisfactory reliability and convergent validity. All retained indicators had outer loadings above the recommended threshold of 0.70. AVE values ranged from 0.660 to 0.722, indicating that each construct explained more than half of the variance in its indicators. Cronbach's alpha values ranged from 0.830 to 0.878, while composite reliability values ranged from 0.903 to 0.912.
Table 1. Reliability and convergent validity
	Construct
	Cronbach’s α
	Composite Reliability
	AVE

	Simple Packaging
	0.830
	0.903
	0.660

	Perceived Naturalness
	0.850
	0.903
	0.689

	Perceived Eco-Friendliness
	0.878
	0.912
	0.674

	Perceived Authenticity
	0.856
	0.903
	0.699

	Purchase Intention
	0.870
	0.912
	0.722


Source: Processed primary data, 2026.
Structural Model
The R-square results indicate that purchase intention had a moderate explanatory level, whereas perceived naturalness, perceived eco-friendliness, and perceived authenticity were in the weak range. Specifically, the model explained 39.9% of perceived naturalness, 28.5% of perceived eco-friendliness, 24.4% of perceived authenticity, and 50.2% of purchase intention.
Table 2. Coefficient of determination
	Endogenous construct
	R²
	Adjusted R²
	Category

	Perceived Naturalness
	0.399
	0.397
	Weak

	Perceived Eco-Friendliness
	0.285
	0.282
	Weak

	Perceived Authenticity
	0.244
	0.241
	Weak

	Purchase Intention
	0.502
	0.496
	Moderate


Source: Processed primary data, 2026.
Table 3. Direct effects
	Hypothesis
	Relationship
	β
	t
	p
	Decision

	H1
	SP → PN
	0.632
	11.440
	<0.001
	Accepted

	H2
	SP → PEF
	0.534
	7.713
	<0.001
	Accepted

	H3
	SP → PA
	0.494
	6.649
	<0.001
	Accepted

	H4
	PN → PI
	0.359
	4.052
	<0.001
	Accepted

	H5
	PEF → PI
	0.307
	3.144
	0.002
	Accepted

	H6
	PA → PI
	0.110
	1.210
	0.226
	Rejected


Source: Processed primary data, 2026.
The direct-effect test shows that five of six hypotheses were supported. Simple packaging significantly predicted all three psychological perceptions. Perceived naturalness and perceived eco-friendliness significantly predicted purchase intention, whereas perceived authenticity did not reach statistical significance despite its positive coefficient.
Table 4. Indirect effects
	Hypothesis
	Indirect relationship
	β
	t
	p
	Decision

	H7
	SP → PA → PI
	0.055
	1.149
	0.250
	Rejected

	H8
	SP → PEF → PI
	0.164
	2.869
	0.004
	Accepted

	H9
	SP → PN → PI
	0.227
	3.748
	<0.001
	Accepted


Source: Processed primary data, 2026.
The mediation results show that perceived eco-friendliness and perceived naturalness significantly transmit the effect of simple packaging to purchase intention. Perceived authenticity does not perform the same mediating role. The largest indirect effect is observed through perceived naturalness, indicating that naturalness is the strongest psychological pathway in the model.
Discussion 
Simple Packaging and Perceived Naturalness
Simple packaging had a strong positive effect on perceived naturalness (β=0.632, t=11.440, p<0.001). This finding indicates that consumers are likely to interpret a clean layout, limited visual elements, restrained colors, and generous white space as cues of a more natural product. The result is consistent with Saintives and Meral (2024), who found that minimalist packaging can increase perceived naturalness, and with D'Astous and Labrecque (2021), who demonstrated that packaging cues shape naturalness and healthiness inferences. In the SOR framework, packaging functions as an external stimulus that is cognitively translated into an internal perception of naturalness.
Simple Packaging and Perceived Eco-Friendliness
Simple packaging also had a positive and significant effect on perceived eco-friendliness (β=0.534, t=7.713, p<0.001). The result suggests that consumers can infer environmental responsibility from visual simplicity. The finding supports prior sustainable-packaging research showing that packaging design can operate as an environmental cue (Magnier & Crié, 2015; Boz et al., 2020) and is consistent with Ding et al. (2024), who found positive consequences of minimalist packaging for green trust. For Kahf, simple packaging may therefore communicate resource efficiency and environmental consideration even before consumers obtain detailed information about the packaging material.
Simple Packaging and Perceived Authenticity
Simple packaging significantly increased perceived authenticity (β=0.494, t=6.649, p<0.001). A restrained visual identity may be interpreted as more sincere and less manipulative because the product communicates its identity without excessive decorative elements. This result supports the view that authenticity can be inferred from coherent brand cues (Morhart et al., 2015). However, the later insignificant path from authenticity to purchase intention indicates that building authenticity perceptions does not automatically translate into stronger purchase intentions in this male-grooming context.
Perceived Naturalness and Purchase Intention
Perceived naturalness positively affected purchase intention (β=0.359, t=4.052, p<0.001). Consumers who perceived Kahf as more natural were more willing to purchase. This result is consistent with research showing that naturalness can strengthen perceived safety, reduce uncertainty, and improve product evaluation in personal-care categories (Apaolaza et al., 2022; Liu et al., 2024). The result also explains why the naturalness pathway became the strongest mediator in the model.
Perceived Eco-Friendliness and Purchase Intention
Perceived eco-friendliness had a positive and significant effect on purchase intention (β=0.307, t=3.144, p=0.002). This finding indicates that environmental value has become relevant to consumers' evaluation of male-grooming products. The result is in line with studies showing that green-related perceptions can stimulate purchase intention, particularly when consumers are increasingly aware of sustainability issues (Lavuri et al., 2022; Limbu & Ahamed, 2023). For Kahf, sustainability communication can therefore complement product functionality rather than merely serve as a symbolic claim.
Perceived Authenticity and Purchase Intention
Perceived authenticity did not significantly affect purchase intention (β=0.110, t=1.210, p=0.226). Although consumers perceived Kahf's packaging as authentic, authenticity alone was not sufficient to produce a statistically reliable increase in purchase intention. One plausible contextual explanation is that male-grooming consumers may prioritize functional benefits, safety, naturalness, and environmental attributes over symbolic brand cues when considering purchase. Thus, authenticity may strengthen brand image without becoming the primary purchase driver.

Mediating Effects and Theoretical Implications
The mediation results provide the clearest contribution of the study. Perceived naturalness significantly mediated the relationship between simple packaging and purchase intention (β=0.227, t=3.748, p<0.001), and perceived eco-friendliness also mediated the relationship (β=0.164, t=2.869, p=0.004). Perceived authenticity did not mediate the relationship (β=0.055, t=1.149, p=0.250). These results reinforce SOR because the packaging stimulus does not operate uniformly through every internal psychological state. Instead, the effectiveness of an organismic mechanism depends on the meaning that consumers attach to the stimulus in a particular product and cultural context.
The findings extend Koay and Hoang (2026) by showing that the simple-packaging mechanism remains relevant in an Indonesian male-grooming setting, but the relative importance of the mediators can differ from prior evidence. The strongest pathway through perceived naturalness suggests that consumers in this context translate minimalist visual cues into expectations about natural and safe product characteristics before translating those perceptions into purchase intention.

Conclusion 
This study demonstrates that simple packaging is an important stimulus in shaping consumers' psychological evaluations of Kahf products. Simple packaging positively and significantly increases perceived naturalness, perceived eco-friendliness, and perceived authenticity. Among the psychological constructs, perceived naturalness and perceived eco-friendliness significantly increase purchase intention, while perceived authenticity does not. The mediation analysis further confirms that perceived naturalness and perceived eco-friendliness are effective pathways through which simple packaging increases purchase intention, whereas perceived authenticity is not a significant mediator.
The findings answer the research objectives by showing that packaging simplicity matters not merely because it is visually attractive, but because it changes how consumers interpret the product. Theoretically, the study strengthens SOR by demonstrating selective mediation: a stimulus can produce different behavioral consequences depending on the internal psychological state it activates. Practically, Kahf should preserve its minimalist visual identity and strengthen credible communication about natural ingredients, safety, and environmental responsibility. Future research should broaden the geographic and consumer scope and introduce additional psychological or brand-related variables.

Managerial Implications
For Kahf, the findings suggest maintaining a minimalist packaging identity while making the underlying product value more explicit. Packaging should continue to use a clean layout, restrained colors, and concise information, but should also provide credible information about natural ingredients, product safety, and environmental practices. Environmental claims can be strengthened by clearly communicating recyclable materials, waste reduction, or other verifiable sustainability practices. Authenticity should be supported by concrete evidence such as transparent ingredient information, relevant certification, and consistent product-performance communication.

Limitations and Future Research
This study is limited to 261 male respondents aged 17–35 years in the Special Region of Yogyakarta and focuses on consumers who know Kahf. The cross-sectional design also captures perceptions at one point in time. Future studies should test the model in other Indonesian regions, compare male and female consumers, examine different skincare categories or brands, and consider additional variables such as green trust, perceived quality, environmental concern, or brand image. Comparative studies could also clarify whether the mediating strength of naturalness, eco-friendliness, and authenticity varies across consumer segments.
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