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ABSTRAK 

Perawatan kulit wajah telah menjadi tren bagi generasi sekarang, terutama 

generasi Z. Adanya produk perawatan kulit wajah atau skincare yang halal dapat 

membantu dan mendukung keinginan para perempuan untuk merawat wajah sesuai 

dengan syariat Islam. Adanya kesadaran tentang perawatan kulit wajah dapat 

mendorong perilaku minat dalam membeli produk skincare. Salah satu skincare 

halal yang ada di Indonesia adalah Avoskin. Dalam pembelian skincare avoskin 

dapat dipengaruhi oleh berbagai hal, salah satunya pengaruh dari beauty influencer, 

halal lifestyle, price dan product quality. Penelitian ini bertujuan untuk menguji 

Pengaruh Beauty Influencer, Halal Lifestyle, Price dan Product Quality Terhadap 

Minat Beli Skincare Avoskin Pada Gen-Z di Kota Surabaya.  

Penelitian ini menggunakan pendekatan kuantitatif dengan metode survey. 

Melibatkan 100 responden menggunakan teknik pengambilan sampel non 

probability sampling dengan rumus unknown population, Data dikumpulkan 

melalui penyebaran kuesioner online dan diolah menggunakan bantuan SPSS versi 

25 untuk di uji validitas dan reliabilitasnya serta uji asumsi klasik. Analisis data 

dilakukan menggunakan regresi linear berganda untuk melihat pengaruh masing-

masing variabel independen terhadap variabel dependen. 

Hasil penelitian ini menunjukkan bahwa, secara parsial variabel beauty 

influencer berpengaruh positif dan signifikan terhadap minat beli, variabel halal 

lifestyle berpengaruh positif dan signifikan terhadap minat beli, variabel price tidak 

berpengaruh signifikan terhadap minat beli dan variabel product quality 

berpengaruh positif dan signifikan terhadap minat beli. Sedangkan, secara simultan 

beauty influencer, halal lifestyle, price dan product quality berpengaruh positif dan 

signifikan terhadap minat beli skincare avoskin pada gen-Z di Kota Surabaya. 

Penelitian ini memberikan rekomendasi kepada pihak perusahaan agar dapat 

memperhatikan kombinasi antara memanfaatkan beauty influencer sebagai salah 

satu strategi pemasaran, memastikan kepatuhan produk terhadap standar halal, 

menetapkan harga yang bersaing dan menjaga product quality untuk menarik minat 

beli konsumen dan memperkuat posisi Avoskin di pasar skincare. 

Kata Kunci: Beauty Influencer, Halal Lifestyle, Price, Product Quality, Minat 

Beli 
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ABSTRACT 
 

Facial skin care has become a trend for the current generation, especially 

generation Z. There are facial skin care products or skincare halal ones can help 

and support women's desires to care for their faces in accordance with Islamic law. 

Awareness about facial skin care can encourage interest in purchasing skincare 

products. One of skincare the halal product in Indonesia is Avoskin. Purchasing 

Avoskin skincare can be influenced by various things, one of which is the influence 

of beauty influencer, halal lifestyle, price and product quality. This research aims 

to test the influence of Beauty Influencer, Halal Lifestyle, Price and Product Quality 

Regarding the Interest in Buying Avoskin Skincare among Gen-Z in the City of 

Surabaya. 

This research uses a quantitative approach with a survey method. Involving 

100 respondents using sampling techniques non probability sampling with the 

formula unknown population, Data was collected through distributing online 

questionnaires and processed using SPSS version 25 to test its validity and 

reliability as well as classical assumption tests. Data analysis was carried out using 

multiple linear regression to see the influence of each independent variable on the 

dependent variable. 

The results of this study show that, partially variable beauty influencer positive 

and significant effect on buying interest, variable halal lifestyle positive and 

significant effect on buying interest, variable price does not have a significant effect 

on buying interest and variables product quality positive and significant effect on 

buying interest. Meanwhile, simultaneously beauty influencer, halal lifestyle, price 

and product quality has a positive and significant effect on interest in purchasing 

Avoskin skincare among Gen-Z in the city of Surabaya. 

This research provides recommendations for companies to pay attention to the 

combination of beauty influencer as one of the marketing strategies, ensuring 

product compliance with halal standards, setting competitive prices and 

maintaining product quality to attract consumer buying interest and strengthen 

Avoskin's position in the skincare market. 

Keywords: Beauty Influencer, Halal Lifestyle, Price, Product Quality, Interest 

in Buying 
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