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Abstract 

Purpose – This study aims to examine the moderating role of 
customer value on the relationship between animosity, ethnocentrism, 
and religiosity on purchasing decisions of Chinese brand cosmetics. 

Design/methodology/approach – This study used a quantitative 
research design. Selected 150 millennial in the city of Semarang as 
samples was taken using the purposive sampling technique. The data 
were analyzed using a moderated PLS-SEM. 

Findings – The results showed that hostility, ethnocentrism, and 
religiosity had a negative and significant effect on purchasing decisions. 
The study also found that customer value actually becomes a moderator 
that can weaken the relationship between these three variables on 
purchasing decisions. 

Research limitations/implications – Data were collected from 
millennial in the city of Semarang. This condition causes limitations as 
it may not capture reflections from other age groups that are different 
from the sample. Thus, further marketing studies are needed with 
comprehensive respondent characteristics, increasing the number of 
samples, and including other moderating variables such as the level of 
customer trust. 

Practical implications – The empirical findings of the current study 
help international businesses in understanding negative factors as 
antecedents of purchase decisions. This will be useful in planning 
marketing activities and efforts to increase market share. In addition, 
managers can consider the customer value to gain the trust of customers. 

Originality – The study on the negative influence of animosity, 
ethnocentrism, and religiosity on purchase decisions in Indonesia is 
very limited. This study focuses on explaining the importance of 
customer value as a moderating factor, in anticipation of the negative 
relationship. This study contributes to multinational companies 
understanding the consumer purchase decision. 

Keywords: animosity, ethnocentrism, religiosity, customer value, 
purchase decision. 

 

Introduction 

In Globalization, international trade is a common thing to do (Kristjánsdóttir et al., 2017), which 
gives customers the choice of domestic and foreign purchases (Nadiri & Tümer, 2010). This 
phenomenon is certainly a special concern for business people, especially for those who want to 
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expand into foreign markets with the aim of seeking wider and more profitable business 
opportunities (Mansfield, 2015). The company earns big profits in the high profits on the value 
of the goods or services supply (Ijeoma, 2014). In his research, Ijeoma (2014) stated that 
companies decide to enter the international market when they have reached the maturity or 
decline stage in their life cycle in the national market.  

One of the fast-growing international trades is cosmetics, including Chinese brands. The 
personal care and cosmetics sector has emerged as one of the fastest-growing and prominent 
markets (Divianjella et al., 2020). This is because the demand for cosmetics in Indonesia 
continues to increase proportionally, including during the Covid-19 pandemic (Ayu, 2021). As a 
country with a majority Muslim population; it is commonplace that product halalness is one of 
the concerns in purchasing products, especially halal cosmetics and care product (Aisyah, 2016). 
But the Chinese cosmetic’s market share is still small although it has been halal certified. Several 
Chinese-made cosmetics sold in the Indonesian marketplace include the brands Focallure, 
O.TWO.O, Judydoll, Perfect Diary Beauty, and POP KIT (Dian, 2019). The MarkPlus’s survey 
show Wardah is the most popular brand (37.8%), followed by Pixy (10.1%), Sari Ayu (8.7%), 
Viva (6.6%), Ponds (6.6%), Latulip (3.9%), Oriflame (3.6%), Maybeline (3.3%), Revlon (2.9%), 
Mustika Ratu (1.9%), and Garnier (1.4%) (Shekhawat, 2016). Likewise, the results of the Top 
Brand Award survey in 2020 for the category of personal care, especially cosmetics products, 
show Chinese cosmetics have not occupied the top five positions (Frontier Research, 2020).  

are often ignored (Fromm & Nyhodo, 2007). In general, there are two barriers in conducting 
trade between countries, namely tariff and non-tariff barriers. Tariff barriers can be measured and 
predicted because they relate to calculations such as customs and excise. Meanwhile, non-tariff 
barriers are more difficult to measure and predict because they are non-tax barriers used by state 
governments to limit imports from foreign countries (Grundke & Moser, 2016). This is suspected 
to be related to several social aspects, such as animosity, ethnocentrism, and religiosity. 

Study on animosity in marketing increases with the intensity of international trade. Li et 
al. (2012) revealed that a consumer's animosity directly influences purchasing decisions regardless 
of the quality of the goods or services. Other research explains that hostility has a significant 
effect on product judgments, purchase willingness, and boycott participation (Suhud, 2018, 
2020). Animosity has a negative effect on willingness to buy, but has no significant effect on 
product judgment (Ercis & Celik, 2020). The outbreak of the Covid-19 Coronavirus Disease 
originating from Wuhan, Chinese is believed to increase animosity towards Chinese’s product. 
Study by (Ryynälä, 2021) shows Finland's attitude towards foreign countries, especially with 
regard to food products and tourism, has become a bit more negative. 

Another factor that plays an important role in purchasing imported products is an 
ethnocentric attitude (Haque et al., 2011). Ethnocentrism is the belief held by consumers 
regarding the appropriateness and morality in buying foreign-made products (Shimp & Sharma, 
1987). Several studies have been conducted with the findings of a significant relationship between 
the tendency of ethnocentrism and consumer buying behavior (Ahmed et al., 2013; Saffu et al., 
2010; Wel et al., 2018). The results indicate that in a society whose members have a strong 
ethnocentrism tendency, people tend to have a negative view of foreign products so they do not 
like to buy foreign products. According to Kusumawardhini et al. (2016), the combination of 
tolerance, ethnic diversity, religion, and belief has made Indonesia a model as well as a 
representation of Muslim-majority countries. Another study by (He & Wang, 2015) concluded 
that consumer ethnocentrism had no negative impact on actual purchases of brands or imports.  

Several studies have been conducted to analyze the impact of religiosity on consumer 
buying behavior (Ahmed et al., 2013; Bukhari et al., 2020; Haque et al., 2011). However, there are 
gaps in empirical studies that explore the simultaneous effects of these variables. A study by Selli 
& Kurniawan (2014) stated that product quality was not proven to moderate the relationship 
between ethnocentrism and consumer willingness to buy foreign products. Therefore, another 
construct is needed. For this reason, the existence of customer value as a moderating variable is a 
challenge because in reality customer value is one of the important factors in making purchases 
(Kumar & Reinartz, 2016).  
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This study focused on Indonesia whereas a multi-cultural, multi-religious, and multi-
ethnic country with a large population makes it interesting to study compared to other countries 
with large Muslim populations (Kusumawardhini et al., 2016). Objectively, this study aims to 
analyze the direct effect of animosity, ethnocentrism and religiosity toward purchase decision. 
The next objective is to describe the moderating role of customer value on the relationships 
between animosity, ethnocentrism, and religiosity on the consumer purchase decisions. The 
novelty of this research is the use of customer value to anticipate the negative effect between 
animosity, ethnocentrism, and religiosity on consumer purchase decisions. This research is 
expected to contribute to the development of marketing management science, especially 
consumer behavior. In addition, this research is expected to have managerial implications for 
Indonesian e-commerce players, especially in cosmetic products. 
 

Literature Review and Hypotheses 

The Relationship Animosity and Purchase Decision 

Consumer animosity represents discomfort with foreign goods, services and brands originating in 
countries where there is some kind of conflict; In this way, a better understanding of consumer 
behavior with respect to hostilities between countries is sought (Areiza-Padilla, 2021). The 
animosity is so widespread that its have been adapted to many areas, including the marketing 
sector. So that it should not be ignored the negative effect on consumer animosity on consumer 
buying behavior (Farah & Mehdi, 2021). 

Several studies have determined the role of animosity in influencing the use of country of 
origin in product or service evaluation (Li et al., 2012), that state although animosity does not 
affect customer perceptions, this trait affects them in deciding a product. This is because 
consumers sometimes put forward the ego in making a purchase. In addition, many studies have 
established a strong relationship between animosity toward consumer buying behavior on 
products produced by conflicting nations (Haque et al., 2011; Huang et al., 2020; Klein et al., 
1998). Result of Renko et al. (2012) indicates that consumer’s ethnocentric tendency negatively 
related with intention to purchase foreign products form former European Union and 
Yugoslavia. Furthermore, Souiden et al. (2018) explain that Chinese animosity toward Taiwan has 
a significant negative effect on the perceived quality and purchase intention of Taiwanese brands. 
Previous study by Siahaan et al. (2021) on users and potential car buyers show that animosity has 
a significant negative effect on willingness to buy Chinese car products. Another study by Pratiwi 
et al. (2021) concludes that animosity has significant influence toward boycott French product. 
Based on this argument, the hypotheses 1 can be stated:  
H1: Animosity has a negative effect on purchasing decision 
 
The Relationship Ethnocentrism and Purchase Decision 

Since Shimp & Sharma (1987) developed the concept of the Consumer Ethnocentric Tendencies 
Scale (CETSCALE) to measure ethnocentrism, many studies have shown a significant 
relationship between ethnocentrism and consumer buying behavior (Nadiri & Tümer, 2010; Saffu 
et al., 2010; Sharma, 2015; Vuong & Khanh Giao, 2020; Yoo & Donthu, 2005). High 
ethnocentric consumers tend to avoid foreign products. Someone with ethnocentrism coupled 
with a high sense of hostility has a major influence on consumer buying behavior for foreign 
products (Arslandere & Yusuf, 2020; Güneren & Öztüren, 2008). Result study of Nagoya et al. 
(2021) show ethnocentrism have negatively effect toward purchase intention of Chinese 
smartphone in female or male. Based on these arguments, the hypotheses that can be put forward 
are: 
H2: Ethnocentrism has a negative effect on purchasing decision. 
 
The Relationship Religiosity and Purchase Decision 

Religiosity has a strong and clear relationship with consumer behavior, namely changing from 
loyalty to purchasing decisions in the form of boycotting international brands (Al-Hyari et al., 
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2012). Boycott foreign products from countries of origin with different religions or beliefs are 
becoming increasingly common among Muslim consumers (Sari et al., 2017). .  

Ahmed et al. (2013) by studying the relationship between consumer religiosity and 
American product decision making have suggested that religiosity should be used as an important 
construct in understanding consumer buying patterns in Malaysia. Wang et al. (2020) in their 
research in China concluded that religiosity is strongly related to consumer buying behavior and 
decisions. According to Choi (2010), religiosity has a strong influence not only on consumption 
patterns but also on purchasing behavior and consumer product preferences. A study by Riptiono 
& Wiwoho (2019) shows that religion and consumer religiosity in a country like Indonesia affect 
consumer buying interest in foreign and domestic products. Furthermore, a research by Muhamad 
et al. (2019) on Malaysian Muslim consumers shows that the intrinsic motivation of religiosity 
indirectly contributes negatively to the intention to boycott US fast-food because the US supports 
Israel. Based on this evidence, the hypotheses that can be concluded are:  
H3: Religiosity has a negative effect on purchasing decision. 
 
The Relationship Customer Value and Purchase Decision 

According to Cheah et al. (2016), there is a direct relationship between consumer product ratings 
and their buying behavior. Consumers often judge foreign products based on their perceptions 
which are influenced by several factors outside of the product (Nguyen et al., 2008). Mainolfi & 
Resciniti (2018) have shown that product appraisal plays an important role in influencing the 
buying behavior of foreign products in a certain cultural context as evidenced by their study for 
Moroccan citizens whether or not to buy halal food products from non-Muslim countries. A 
study by Ettenson & Klein (2005) shows that product appraisal is a predictor of prior buying 
behavior. However, a later study by Smith & Li (2010) on the boycott of Japanese products by 
Chinese consumers showed that product ratings were related to willingness to participate in 
product boycotts. Based on these arguments, the hypotheses that can be concluded are: 
H4: Customer value has a positive effect on purchase decision. 
 
The Moderating Role of Customer Value 

Nguyen et al. (2008), based on their research, stated that some consumers use customer value in 
determining purchases so as not to make animosity a barrier. Meanwhile, research by Gupta & 
Singh (2019) in India found that although many people opposed China's political policies, 
economically it did not influence purchasing decisions, because it was based on the needs and 
value of Chinese goods. Tabassi et al. (2012) explain that customer value causes a reduced sense 
of ethnocentrism in foreign products because these products provide perceived value. Similar 
results have been observed by Rose et al. (2009) that Arab Muslim attitudes towards Israel 
products. Vuong & Khanh Giao (2020) on study indicated that international brands reduce 
ethnocentrism and provide consumer buying opportunities, which are presented by their prestige 
value and quality.  

Aziz et al. (2015) explain that the benefits of product quality received by customers are 
able to moderate the relationship between religiosity and purchase decisions. Products with high 
quality can shake the customer's intention to buy a product which in this case the religiosity 
factor has been included in it. Meanwhile, on the contrary, low quality tends to lead customers to 
leave the product. Meanwhile, study by Kusumawardhini et al. (2016) suggests that religiosity has 
an insignificant impact on purchasing decisions due to the realistic factor of Indonesians in 
buying a product, which is more concerned with the benefits of the product and not too 
concerned about the origin of the product. Based on the arguments, hypotheses are proposed: 
H5: Customer value moderates the relation between animosity and purchase decision. 
H6: Customer value moderates the relation between ethnocentrism and purchase decision. 
H7: Customer value moderates the relation between religiosity and purchase decision. 
 
Based on the arguments presented in the literature review, path model diagram of the proposed 
research framework can be described in Figure 1. 
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Figure 1. Research Framework 
 

Research Methods 

Sample 

This study was designed as quantitative research, which aims to test the theory of consumer’s 
behavior in marketing management. The population is all Chinese cosmetic consumers in 
Semarang. The number of samples was calculated using the Lameshow formula (Lwanga et al., 
1991; Suryani, 2015), because the total population was unknown, and that 150 respondents were 
obtained. The samples were carried out by quota sampling. 
 
Measures 

This present study uses three antecedent variables, namely, animosity, ethnocentrism, and 
religiosity; one consequent variable is purchase decision; and customer value as a moderator 
variable. The research instrument in data collection was developed from relevant previous 
studies. Animosity is a residual antipathy related to previous events, as measured refer to Klein et 
al. (1998; Fakharmanesh & Miyandehi, 2013) with three indicators: threats, injustice, and cultural 
differences. Ethnocentrism is consumer beliefs about attitudes and morals in providing foreign 
products, which is compiled with five indicators, refer to Shimp & Sharma (1987; Siamagka & 
Balabanis, 2015) that consists of: proportionality, cognition, reflective insecurity, and habituation. 
Religiosity is defined as the level of consumers' conception and commitment to their religion, 
refer to study of Shah et al. (2019; Adriani & Ma'ruf, 2020), with five indicators: belief, religious 
practice, appreciation, religious knowledge, and practice. Customer value is the difference 
between a prospect's assessment of all the benefits and costs of an offering against the 
alternative, with six indicators: product benefits, services, personnel, image, monetary costs, and 
time costs (Demirgünescedil, 2015; Morar, 2013; Thielemann et al., 2018). Finally, the purchase 
decision is the stage of the purchasing decision process, as measured with three indicators: 
stability, habit, and speed of buying a product (Leonandri et al., 2021). 

The research instrument was arranged in the closed questions, ask the respondents’ 
statement. Respondents' answers all statements on a five-choice Likert scale, ranging from 1 
(strongly disagree), 2 (Disagree), 3 (Neutral), 4 (Agree), and 5 (strongly agree). The questionnaire 
was distributed among respondent using a Google form, during January to February 2021. 

 
Data Analysis 

The collected data were analyzed using Partial Least Square Structural Equation Modeling 
(Sholihin & Ratmono, 2021). The first analysis is called the confirmatory factor analysis, which 
aims to measure the influence of each indicator on the latent variables in the validity and 
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reliability test. Furthermore, the structural model was carried out to measure the correlation 
between latent variables and the suitability of the structural modeling with the research data.  

Latent moderated structural equations analysis (Schermelleh-Engel et al., 2017) was used to 
analysis the final data, which in the equation involves elements of interaction between 
independent and moderating variable (Maslowsky et al., 2015). Tree step or model were used to 
examine the moderating role (Hayes, 2017; Kenny & Judd, 1984; Lux et al., 2020). In model 1, 
factor variables were entered in the model. Model 2, moderating variable was entered in the 
model equation. Thus, in model 3, included the interaction variables in the model equation. All 
equaitons can be described as below:  

PurcDesc = B1 Anim + B2 Ethno + B3 Relig + e1  .......................................................................... (1) 
PurcDesc = B4 Anim + B4 Ethno + B5 Relig + B6 CustValu + e2 ............................................... (2) 
PurcDesc = B7 Anim + B8 Ethno + B9 Relig + B10 CustValu + B11 Anim* CustValu + 

B12 Ethno* CustValu + B13 Relig* CustValu + e3  ..................................................... (3) 

Testing the role of moderating variables in this study using WarpPLS 7.0 software, to 
estimate the parameters of the interaction model. Data supporting the fit model will be evaluated 
on the results of Average path coefficient (APC), Average R-squared (ARS), Average adjusted R-
squared (AARS), Average block VIF (AVIF), Average full collinearity VIF (AFVIF), and 
Tenenhaus GoF (GoF) (Kock, 2020).  

 

Results and Discussion 

Respondent Characteristic 

Respondents of this study were taken from 150 millennial in Semarang. Questionnaires were 
distributed online to respondents via Google Forms. Table 1 presents data on the characteristics of 
respondents showing that by gender the majority are women (93.3%); the majority of respondents 
are in the age group of 20-25 years (73.3%); the education level of the majority is high school 
graduates (50%), and the majority are Muslim (85.3%). In general, most of the respondents is 
working (91.3%), and have experience knowing or using Chinese’s cosmetics (46.7%). 
 

Table 1. Respondent’s Profile 

Characteristic Category Frequency (n) Percent (%) 

Gender Male 10 6.7 
 Female 140 93.3 
Age 20 – 25 years old 110 73.3 
 26 – 30 years old 37 24.7 
 31 – 35 years old 3 2.0 
    
Education Senior High School 75 50.0 
 Diploma Degree 29 19.3 
 Bachelor Degree 44 30.7 
    
Religion Islam 128 85.3 
 Protestant Christian 11 7.3 
 Catholic Christian 10 6.7 
 Hinduism 0 0 
 Buddhist 0 0 
 Confucianism 1 0.7 
    
Job status Not Working 13 8.7 
 Working 137 91.3 
    
Chinese Cosmetic Experience Not Experience 80 53.3 
 Experience 70 46.7 

 Total 150 100.0 
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Confirmatory Factor Analysis 

This research model has passed two stages of feasibility testing of the PLS-SEM model, namely 
confirmatory factor analysis and interaction moderated regression analysis. Table 2 shows a 
confirmation test where there is one loading factor of indicator below 0.5, namely ethno3 so that 
the indicator cannot be used to measure ethnocentrism. Other indicators have loading factors 
above 0.5 which can be used for further analysis. Table 2 also shows that although there are 
several the average variance extract (AVE) values < 0.50, the composite reliability (CR) and 
Cronbach Alfa values show a fairly high number > 0.70. Even though AVE value is below the 
minimum threshold of 0.5, referring to the study of Lam (2012; Ingle & Mahesh (2020), this is 
still acceptable because CR is higher than 0.7. So, it can be concluded that the feasibility test data 
is valid and reliable.  

The collinearity indicated by the Variance Inflation Factor (VIF) must be below the cut-
off point <5. As illustrated in Table 3, the full collinearity values for all first-order constructs are 
below 5, and thus discriminant validity is well established. Another result shows the value of the 
square root of the Average Variances Extracted (AVE) variable animosity, ethnocentrism, 
religiosity, customer value and purchase decision are all above 0.7. Further results show that the 
square root of AVE is greater than the intercorrelation between variables, which indicates that 
each variable has a good discriminant. 

Another way to test discriminant validity is to assess it from cross-loading measurements 
with constructs. Table 4 explains that the model has met discriminant validity, namely the latent 
construct loading value which will predict the indicator is higher than other constructs. 

 
Table 2. Loading Factors, Collinearity, Reliability Measures, AVE 

Constructs and Items  CR α AVE 

Animosity  0.836 0.704 0.632 
Anim1-Chinese conducts unhealthy business activities against Indonesia 0.873    
Anim2-Chinese only cares about its country, and cares less about Indonesian 0.809    
Anim3-I don't like the culture held by the Chinese 0.693    
Ethnocentrism  0.798 0.680 0.456 
Ethno1- Indonesians must buy Indonesian products 0.793    
Ethno2-Buying foreign products because they are not produced domestically 0.597    
Ethno3-There is no guarantee of safety for foreign products 0.359    
Ethno4-Prefer domestic even though the quality is not as good as foreign 0.759    
Ethno5-I am not accustomed to using foreign products 0.769    
Religiosity  0.768 0.623 0.400 
Relig1-I hold fast to religion and the truth of the doctrines it brings 0.563    
Relig2-I behave according to the teachings of my religion 0.649    
Relig3-I still succeeded even though no one was watching 0.676    
Relig4-I have knowledge of beliefs, rituals, scriptures, and traditions 0.585    
Relig5-I apply religious values in my daily 0.685    
Customer Value  0.824 0.743 0.442 
Cust1-I feel satisfied when I use Chinese cosmetic 0.637    
Cust2-The service provided by the Chinese's company is fast and precise 0.619    
Cust3-Chinese cosmetics are made with safe and quality ingredients 0.580    
Cust4-Chinese cosmetic’s image in society is good 0.786    
Cust5-Chinese cosmetic’s price is competitive 0.572    
Cust6-Chinese cosmetic products are easy to find in Indonesia 0.763    
Purchase Decision  0.787 0.595 0.553 
Purc1-When faced with several cosmetic, I avoid Chinese’s product (R) 0.748    
Purc2-Avoid cosmetics China because it is not accustomed to using it (R) 0.756    
Purc3-When I want to buy cosmetic, Chinese cosmetics are not choices (R) 0.726    

Note: =Standard Loading; C.R.=Composite Reliability; α=Cronbach’s Alpha;  
A.V.E.=Average Variance Extracted; (R)=reversed score. 
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Table 3. Discriminant Validity Testing Results 

Variables Mean VIF Animosity Ethnocentrism Religiosity 
Customer 

Value 
Purcase 
Decision 

Animosity 11.11 1.711 0.795     

Ethnocentrism 19.12 1.243 0.347 0.675    

Religiosity 22.11 1.222 0.388 0.161 0.633   

Customer Value 20.39 1.222 -0.444 -0.342 -0.242 0.743  

Purchase Decision 10.21 1.360 -0.030 0.108 -0.000 0.089 0.665 

Note: VIF = Variance Inflation Factor; Square roots of average variances extracted (AVE) shown on 
diagonal; below diagonal are correlations. 

 
Table 4. Cross Loading Result 

 Anim Etno Relig CustValu PurcDesc 

Anim1 0.873 0.148 0.183 0.016 0.003 
Anim2 0.809 0.077 0.117 0.145 0.033 
Anim3 0.693 0.277 0.093 0.190 0.034 
Etno1 0.233 0.814 0.034 0.043 0.025 
Etno2 0.108 0.643 0.149 0.193 0.143 
Etno4 0.085 0.753 0.146 0.073 0.122 
Etno5 0.430 0.750 0.017 0.045 0.027 
Reli1 0.040 0.190 0.563 0.112 0.047 
Reli2 0.048 0.148 0.646 0.148 0.079 
Reli3 0.095 0.150 0.676 0.018 0.052 
Reli4 0.123 0.175 0.585 0.026 0.046 
Reli5 0.001 0.001 0.684 0.192 0.023 
Cust1 0.144 0.222 0.057 0.637 0.066 
Cust2 0.037 0.289 0.004 0.619 0.095 
Cust3 0.213 0.148 0.040 0.580 0.049 
Cust4 0.008 0.110 0.025 0.786 0.013 
Cust5 0.072 0.096 0.067 0.572 0.009 
Cust6 0.119 0.122 0.055 0.763 0.089 
Desc1 0.480 0.145 0.098 0.105 0.748 
Desc2 0.168 0.224 0.107 0.035 0.756 
Desc3 0.318 0.085 0.011 0.145 0.726 

Note: Anim = Animosity; Etno=Ethnocentrism; Relig=Religiosity; Cust = Customer Value; Desc = 
Purchase Decision. 

 
Moderated Structural Equation Model 

The current study uses a latent moderated structural equations approach to maintain sample 
integrity and provide a basis for controlling the effect of moderating variables by comparing the 
results of three regression equations. The first regression is to estimate the structural model 
without moderating variables, resulting in model 1 which is the main effect of the three 
independent variables on the dependent variable. The second model is a continuation of the 
regression by including moderating variables. The results of model fit can be presented in Table 
5. The structural model generates a sufficient fit index, with value of APC=0.213,p<0.01; 
ARS=0.342,p<0.001; AARS= 0.324,p<0.001; AVIF = 1.237<3.3; AFVIF = 1.237<3.3; and 
Tenenhaus GoF = 0.420>0.36. All indexes have met the criteria, and the model can be accepted. 
The third model is estimating the structural model by involving the interaction variables. 

Table 6 presents the all-result calculation of tree models for hypotheses testing. The 
results showed that the three variables had a negative influence on purchasing decisions, with 
animosity, ethnocentrism and religiosity have significantly at probability <0.001. Based on these 
results, H1, H2, and H3 are accepted. The results of model 2 show that customer value has a 
significant positive effect on purchase decisions so H4 is accepted. The model 3 show that the 
interaction between animosity, ethnocentrism and religiosity with customer value have a 
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significant effect on the purchase decision (p<0.05), therefore H5, H6 and H7 is accepted. 
 

Table 5. Goodness-of-fit Indices Results 

Index Criteria Result 

APC p<0.05 0.213; p=0.002 
ARS p<0.05 0.32; p<0.001 
AARS p<0.05 0.324; p<0.001 
AVIF Ideally<=3.3 1.296 
AFVIF Ideally<=3.3 1.237 
Tenenhaus GoF Large>=0.36 0.420 

 
Table 6. Structural Model Results with Moderator Variable 

Variables Model 1st Model 2nd Model 3th 

Main Variables    
Animosity -0.348;(p=0.001)***   
Ethnocentrism -0.242;( p=0.001) ***   
Religiosity -0.183;( p=0.011) **   
Customer Value  0.116;( p=0.073) *  

Interaction    
Animosity * Customer Value   0.146;(p=0.033) ** 
Ethnocentrism * Customer Value   0.157;(p=0.024) ** 
Religiosity * Customer Value   0.172;(p=0.015) ** 

Notes: Endogenous Variable=Purchase Decision; *<0.1; **<0.05; ***<0.01 

 
Figure 2 illustrates the interaction pattern from WarpPLS software, showing how the 

relationship between Animosity, Ethnocentrism and Religiosity with Purchase Decision changes 
at all levels in the direction predicted by the hypothesis. 
 

 
Figure 2. The Moderating Effects Illustration 

 
Discussion 

The current research tested the moderating effect of customer value on relationship of the 
animosity, ethnocentrism, religiosity, and purchase decision. The result shows that H1 was 
accepted that animosity has a negative effect on purchasing decisions. This indicates that when 
animosity increases, purchasing decisions will decrease. The increase in threats to domestic 
goods, social and political injustice, as well as cultural differences between the two countries, can 
reduce the decision to purchase cosmetic products from China. The results of this study are in 
line with several previous research that animosity affects customer perceptions by prioritizing ego 
and feelings compared to the quality of the goods (Haque et al., 2011; Klein et al., 1998; Li et al., 
2012). These results also strengthen the research findings presented by Huang et al. (2020) that 
consumer animosity is a factor that is clearly related to consumer behavior. Animosity or negative 
attitude between countries causes a decrease in consumers' willingness to buy foreign-based 
products. Although Indonesian consumers are rationally attracted to Chinese cosmetic products, 
they are emotionally unwilling to make purchasing decisions. This is related to China's frequent 
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violation of maritime boundaries, especially related to disputes over the Natuna Sea Exclusive 
Economic Zone. Another cause of animosity is the continued arrival of foreign workers from 
China, at a time when many Indonesians are unemployed. 

The results support H2, meaning that ethnocentrism does have a negatif effect on 
purchase decision of Chinese cosmetics product, were the higher the ethnocentrism, the lower 
respondent’s purchase decision. While the result is inline from Arslandere & Yusuf (2020) finding 
that someone with high ethnocentrism coupled with high feelings of animosity can also have a 
large effect on consumer buying behavior towards foreign products. The result is consistent with 
prior studies, which have found that relationship of ethnocentrism and purchase decision is 
negatif (Saffu et al., 2010; Sharma, 2015; Vuong & Khanh Giao, 2020). The finding conform with 
Güneren & Öztüren (2008) based on empirical investigation stated that consumers who are 
ethnocentric are more likely to buy domestic products. This study in line with Nadir & Tümer 
(2010), consumer ethnocentrism has been shown to be positively related to the intention to buy 
domestically produced goods, while avoiding foreign products. Current study also supported 
Nagoya et al. (2021) that concluded ethnocentrism has negative influence on purchase intention 
of Chinese product. The negative effect of high ethnocentrism is that consumers are more likely 
to decide to buy domestic brands than Chinese cosmetics such as Perfect Diary Beauty. 
Consumers believe that some of the profits of producers will be returned to the community in 
the form of corporate social responsibility. In addition, it also creates job opportunities for 
Indonesian workers.  

Similarly, the study found there is a negatif and significant effect between religiosity 
toward purchase decision and H3 is accepted. This study confirms the findings of Odeh & 
Hamad (2015) where the research results demonstrated there is a strong and significant inverse 
relationship between religiosity and intention to buy foreign-made products This result is 
conform with the several studies (Choi, 2010; Riptiono & Wiwoho, 2019), meaning that the 
consumer religiosity has influence on purchase behavior or product preferences. This also 
conform to the finding of Amalia et al. (2020) that Muslim millennial consumers who are 
religious can independently influence buying behavior. This study is in line with the results of 
Adriani & Ma'ruf (2020; Bukhari et al. 2020), that there is a direct relationship between religiosity 
on the purchase attitude and intention. This finding rejects previous finding by Kusumawardhini 
et al. (2016) that the impact of religiosity on purchase intention is non-significant. The high 
religiosity makes consumers not necessarily convinced of the halal on cosmetic products from 
China. Consumers prefer to purchase cosmetics produced by Muslim entrepreneurs.  

The results of H4 showed that customer value have positively direct effect with purchase 
decision, which states that when customer value increases, purchasing decisions will increase. an 
increase in product benefits, service benefits, personnel benefits, image benefits and monetary 
costs and time costs can improve purchasing decisions of cosmetic products from China. 
Chinese cosmetic products can be found easily in the market, both in supermarkets, cosmetic 
stores, minimarkets, and even grocery stores are also available. In addition, many respondents are 
lured by prices that tend to be cheap, especially for millennial pockets, so these two factors 
trigger some respondents to buy. This inline with Woodruff (1997) that state competition based 
on customer value is a major change in managerial practice to compete in the global era in order 
to maintain a competitive advantage. This finding supports Kumar & Reinartz (2016) that 
marketing needs to create and communicate value to customers to drive satisfaction, loyalty, and 
profitability. 

Moreover, according to the interaction moderation model, customer value was 
significantly moderated the relationship of animosity and purchase decision and H5 is accepted. 
The increase in the value of Chinese cosmetic products, especially monetary costs and physical 
costs, can weaken the relationship between enthusiasm and purchasing decisions. Thus, the 
results of this study support previous which both researched products from China where the 
price and ease of access factors managed to moderate enthusiasm for purchasing decisions 
(Gupta & Singh, 2019; Nguyen et al., 2008). In consumers with a high level of animosity, the 
benefits of the product contribute to anticipating its negative influence on the consumer's 
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intention and decision to buy the product. This is supported by more competitive prices, making 
consumers gradually switch to Chinese cosmetic products. 

The results stated that H6 is accepted, which means that customer value plays a role in 
moderating the relationship between ethnocentrism and purchasing decisions. The higher the 
value of Chinese cosmetic products, especially the monetary and physical costs, can reduce the 
impact of ethnocentrism on purchasing decisions. Thus, the results of this study support 
previous research that animosity and consumer ethnocentrism lead to a decrease in the desire to 
purchase decision another country's products (Rose et al., 2009; Vuong & Khanh Giao, 2020). 
High consumer ethnocentrism tends to emphasize the positive aspects of domestic products 
more than the superiority of foreign products. Reluctance to buy foreign products is basically 
relative, fluctuating according to socio-political conditions. By communicating the value 
information of the benefits of Chinese cosmetics brands, this condition can be reduced. 

Finally, the results support H7, meaning that customer value does have a moderating role 
the relationship of religiosity with purchase decision. With these results, it strengthens previous 
research from Aziz et al. (2015) in their research in Malaysia explaining that the benefits of 
product quality received by customers are able to moderate the relationship between religiosity 
and purchasing decisions. However, this finding also rejects previous research from 
Kusumawardhini et al. (2016) about his research which states that religiosity has no moderated 
between religiosity and purchasing decisions. Religiosity has proven to be a major factor in the 
acceptance and rejection of foreign products. High religiosity consumers are approached by 
marketers with highlighting the advantages of their products, friendly prices, and supported by 
good customer service. This will make the acceptance of Chinese cosmetic products increase.  
 

Conclusion 

Based on the research and discussion that has been carried out, it is proven that there is a role for 
customer value in moderating the relationship between animosity, ethnocentrism, and millennial 
religiosity in Semarang on purchasing decisions for cosmetic products made in China. The 
contribution of current study is to test how customer value can be anticipating the negative effect 
of animosity, ethnocentrism, and millennial religiosity on purchase decision. 

Although this study tries its best to cover all aspects related to the proposed model, there 
are some limitations, among which the sample is only millennial in Semarang City. To fully 
understand the influence of animosity, ethnocentrism, and religiosity on purchasing decisions 
universally, multi-regional and multi-generational research is necessary. In addition, current study 
is focused on cosmetic products from Chinese. Therefore, future research needs to examine 
another Chinese product as focus study. 
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