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ABSTRAK 
 

Perkembangan industri kosmetik, termasuk produk asal Tiongkok, 

meningkat pesat seiring kemajuan teknologi yang memudahkan Generasi Z dalam 

mengambil keputusan pembelian secara online. Meningkatnya konsumsi produk 

kosmetik asal China dan adanya faktor psikologis serta sosial-budaya dapat 

memengaruhi perilaku pembelian konsumen Muslim. 

Penelitian ini dilakukan untuk menganalisis pengaruh islamic religiosity, 

animosity dan ethnocentrism terhadap minat beli produk produk kosmetik China 

skintific di marketplace shopee pada generasi Z di Surabaya. Penelitian 

menggunakan metode dengan pendekatan kuantitatif dengan survei terhadap 150 

responden yang dipilih menggunakan purposive sampling. Pengumpulan data 

dilakukan menggunakan penyebaran kuisoner, kemudian diolah dengan bantuan 

IBM SPSS 26 melalui serangkaian tahapan analisis, meliputi uji validitas, uji 

reabilitas, uji asumsi klasik, regresi linier berganda, uji parsial, uji simultan serta 

analisis koefisien determinasi.  

Temuan penelitian menunjukkan bahwa islamic religiosity dan 

ethnocentrisn tidak memberikan pengaruh yang signifikan terhadap minat beli. 

Sebaliknya, animosity terbukti memiliki pengaruh positif dan signifikan terhadap 

minat beli. Secara bersamaan (simultan), ketiga variabel tersebut berpengaruh 

signifikan, dengan nilai R square sebesar 0,325. Angka ini mengindikasikan 

bahwa 32,5% variabel minat beli dapat dipengaruhi oleh ketiga variabel tersebut, 

sementara 67,5% sisanya dipengaruhi oleh faktor lain yang tidak diteliti dalam 

penelitian ini.   

Penelitian ini menyarankan agar masyarakat mempertimbangkan aspek 

islamic religiosity, animosity, dan ethnocentrism ketika memilih atau membeli 

suatu produk. Di samping itu, hasil penelitian ini juga diharapkan dapat menjadi 

bahan masukan yang konstruktif serta membuka peluang inovasi bagi 

pengembangan produk skintific di masa yang akan datang. 

 

Kata Kunci: Islamic religiosity, animosity, ethnocentrism, minat beli 
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ABSTRACT 
 

The development of the cosmetic industry, including products originating 

from China, has grown rapidly alongside technological advancements that enable 

Generation Z to make online purchasing decisions more easily. The increasing 

consumption of Chinese cosmetic products, along with psychological and socio-

cultural factors, may influence the purchasing behavior of Muslim consumers. 

This study aims to analyze the influence of Islamic religiosity, animosity, 

and ethnocentrism on the purchase intention of Chinese cosmetic products 

(Skintific) on the Shopee marketplace among Generation Z in Surabaya. The 

research employs a quantitative approach using a survey method with 150 

respondents selected through purposive sampling. Data were collected through the 

distribution of questionnaires and subsequently processed using IBM SPSS 26 

through a series of analytical procedures, including validity testing, reliability 

testing, classical assumption testing, multiple linear regression analysis, partial 

testing, simultaneous testing, and the analysis of the coefficient of determination. 

The findings indicate that Islamic religiosity and ethnocentrism do not 

have a significant influence on purchase intention. In contrast, animosity is proven 

to have a positive and significant effect on purchase intention. Simultaneously, the 

three variables show a significant combined influence, with an R-squared value of 

0.325. This indicates that 32.5% of the variance in purchase intention is explained 

by these variables, while the remaining 67.5% is influenced by other factors not 

examined in this study. 

This study suggests that consumers should take into consideration aspects 

of Islamic religiosity, animosity, and ethnocentrism when selecting or purchasing 

a product. In addition, the findings of this research are expected to serve as 

constructive input and create opportunities for innovation in the future 

development of Skintific products. 

 

Keywords: islamic religiosity, animosity, ethnocentrism, purchase intention. 
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