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Introduction

In Globalization, international trade is a common thing to do (Kristjansdottir et al., 2017), which
gives customers the choice of domestic and foreign purchases (Nadiri & Tumer, 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 (Ryynild, 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 & Tumer, 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; Giineren & Oztiiren, 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 (Demirgiinescedil, 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 (Leonandsri 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 + €1 oo (1
PurcDesc = B4 Anim + B4 Ethno + B5 Relig + B6 CustValu + €2 .....cccccuvviiinviiciviiccnnns (2
PurcDesc = B7 Anim + B8 Ethno + B9 Relig + B10 CustValu + B11 Anim* CustValu +

B12 Ethno* CustValu + B13 Relig* CustValu + €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 80 533
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 A CR « AVE
Animosity 0.836 0.704 0.632
Anim1-Chinese conducts unhealthy business activities against Indonesia 0.873
Anim?2-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
Ethnol- 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
Religl-I hold fast to religion and the truth of the doctrines it brings 0.563
Relig2-1 behave according to the teachings of my religion 0.649
Relig3-1 still succeeded even though no one was watching 0.676
Relig4-1 have knowledge of beliefs, rituals, scriptures, and traditions 0.585
Relig5-1 apply religious values in my daily 0.685
Customer VValue 0.824 0.743 0.442
Cust1-I feel satisfied when I use Chinese cosmetic 0.637
Cust2-The setvice 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: A=Standard Loading; C.R.=Composite Reliability; x=Cronbach’s Alpha;
A.V.E.=Average Variance Extracted; (R)=reversed score.
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Table 3. Discriminant Validity Testing Results

Customer  Purcase

Variables Mean VIF  Animosity Ethnocentrism Religiosity Value  Decision
Animosity 11.11 1.711 0.795
Ethnocentrism 19.12 1.243 0.347 0.675
Religiosity 2211 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
Anim?2 0.809 0.077 0.117 0.145 0.033
Anim3 0.693 0.277 0.093 0.190 0.034
Etnol 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
Relil 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
Custl 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
Custb 0.072 0.096 0.067 0.572 0.009
Cust6 0.119 0.122 0.055 0.763 0.089
Descl 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 3t

Main Variables

Animosity -0.348;(»=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.

Graph with low-high values. of moderaling variabie and data poinis (standardzed scaes) Graph with low-high values. of moderaling variatle and data poirts (standardized scaies) Graph with low-high values of ‘and data painls.

s m pts.
(Low Custviaks) | & (Low CustViah)
GHigh Custvei | & |- tihCutva||  § » @ 2 | (High Custyau)

Anm Emno Relg

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 H7 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
Giineren & Orztiiren (2008) based on empirical investigation stated that consumers who are
ethnocentric are more likely to buy domestic products. This study in line with Nadir & Tumer
(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.

References

Aziz, E., Jusoh, M., & Amlus, M. (2015). The moderating effect of product quality on religiosity,
price sensitivity, personnel responsiveness and Purchase intention: an exploratory study.
Aust. ]. Basic Appl. Sci, 9(13), 218-224.

Adriani, L., & Ma'ruf. (2020). The Effect of Islamic Religiosity and Halal Knowledge toward
Halal Cosmetics Purchase Intention Mediated by Attitude on Halal Products in
Indonesia. AI-MUZARA'AH, 8(1), 57-72.

Ahmed, Z., Anang, R., Othman, N., & Sambasivan, M. (2013). To purchase or not to purchase

US products: role of religiosity, animosity, and ethno-centrism among Malaysian
consumers. Journal of Services Marketing, 27(7), 551-563.

Aisyah, M. (2016). Consumer Demand on Halal Cosmetics and Personal Care Products in
Indonesia. ALlgtishad: Jurnal Iinn Ekonomi Syariah, 9(1), 125-142.

Al-Hyari, K., Alnsour, M., Al-Weshah, G., & Haffar, M. (2012). Religious beliefs and consumer
behaviour: from loyalty to boycotts. Journal of Isiamic Marketing, 3(2), 155-174.



Jurnal Siasat Bisnis Vol. 26 No. 2, 2022, 138-153 | 149

Amalia, F. A., Sosianika, A., & Suhartanto, D. (2020). Indonesian Millennials’ Halal food
purchasing: merely a habit? British Food Journal, 122(4), 1185-1198.

Areiza-Padilla, J. A. (2021). Decreasing consumer animosity: The relationship between fast food
businesses and social conflicts in Latin America and the Caribbean. Cogent Business &
Management, 8(1), 1911344.

Arslandere, M., & Yusuf, E. (2020). The Impact of Country of Origin Effect and Consumer
Ethnocentrism on Purchase Intention of Foreign Brand Recreational Materials Used in
Sports Activities: An Empirical Research. Turkish Journal of Sport and Exercise, 22(2), 171-
182.

Ayu, 1. (2021). Cosmetics Industry is Projected to Grow 7 Percent This Year. Retrieved 09 July
2021, from https://ekonomi.bisnis.com/read/20210412/257 /1379994 /industri-
kosmetika-diproyeksi-tumbuh-7-persen-tahun-ini

Bukhari, F., Hussain, S., Ahmed, R. R., Streimikiene, D., Soomro, R. H., & Channar, Z. A.
(2020). Motives and role of religiosity towards consumer purchase behavior in western
imported food products. Sustainability, 12(356), 1-22.

Cheah, 1., Zainol, Z., & Phau, 1. (2016). Conceptualizing country-of-ingredient authenticity of
luxury brands. Journal of Business Research, 69(12), 5819-5826.

Choi, Y. (2010). Religion, religiosity, and South Korean consumer switching behaviors. Journal of
Consumer Bebaviour, 9(3), 157-171.

Demirgtinescedil, B. K. (2015). Relative importance of perceived value, satisfaction and perceived
risk on willingness to pay more. International Review of Management and Marketing, 5(4), 211-
220.

Dian, M. (2019). Brand Kecantikan Asal Tiongkok yang Memiliki Harga Terjangkau dan Layak
Dicoba (Beauty Brands from China that have affordable prices and are worth a try).
Retrieved 17-09-2021, from https://journal.sociolla.com/beauty/rekomendasi-brand-
tiongkok

Divianjella, M., Muslichah, I., & Ariff, Z. H. A. (2020). Do religiosity and knowledge affect the
attitude and intention to use halal cosmetic products? evidence from Indonesia. Asian
Journal of Islamic Management, 2(2), 71-81.

Ercis, A., & Celik, B. (2020). The Subtle Interplay of Competing Subjective Norms, Affinity and
Animosity in Consumer a Version or Onclination to Foreign Goods. Journal of Global
Strategic Management, 13(2), 5-12.

Ettenson, R., & Klein, J. G. (2005). The fallout from French nuclear testing in the South Pacific:
A longitudinal study of consumer boycotts. International Marketing Review, 22(2), 199-224.

Fakharmanesh, S., & Miyandehi, R. G. (2013). The purchase of foreign products: The role of
brand image, ethnocentrism and animosity: Iran market evidence. Iranmian Journal of
Management Studies, 6(1), 145-160.

Farah, M. F., & Mehdi, N. 1. (2021). Consumer ethnocentrism and consumer animosity: A
literature review. Strategic Change, 30(1), 19-28.

Fromm, I., & Nyhodo, B. (2007). International Trade, Consumer Behavior and Trust: Factors
Affecting Agribusinesses in Developing Countries. Executive Interview: Ronald D.
Hampton, Chair and Associate Professor of Marketing University of Nebraska.
International Food and Agribusiness Management Review, 10(3), 113-118.

Frontier Research, G. (2020). Top Brand Index 2020. Retrieved 12 July 2021, from
https:/ /www.topbrand-award.com/top-brand-index/?tbi year=2020



http://www.topbrand-award.com/top-brand-index/?tbi_year=2020

150 | Moderating role of customer value on the effect of animosity, ...

Grundke, R., & Moser, C. (2016). Evidence of hidden protectionism in the US in the Great
Recession: VoxEU.

Giineren, E., & Oztiiren, A. (2008). Influence of Ethnocentric Tendency of Consumers on Their
Purchase Intentions in North Cyprus. Journal of Euromarketing, 17(3-4), 219-231.

Gupta, O. J., & Singh, A. (2019). Consumer animosity towards chinese products: a case of India.
Sumedha Jonrnal of Management, 8(1), 43-57.

Haque, A., Rahman, S., & Haque, M. (2011). Religiosity, ethnocentrism and corporate image
towards the perception of young Muslim consumers: Structural equation modeling
approach. Ewuropean Journal of Social Sciences, 23(1), 98-108.

Hayes, A. F. (2017). Introduction to mediation, moderation, and conditional process analysis: A regression-
based approach: Guilford publications.

He, J., & Wang, C. L. (2015). Cultural identity and consumer ethnocentrism impacts on
preference and purchase of domestic versus import brands: An empirical study in China.
Journal of Business Research, 68(6), 1225-1233.

Huang, K.-P., Wang, K. Y., & Cheng, S. (2020). Brand Evaluation, Animosity, Ethnocentrism
and Purchase Intention: A Country-of-Origin Perspective. International Journal of
Organizational Innovation, 12(4), 80-88.

Ijeoma, N. B. (2014). Determining the impact of trade liberalization on annual export trade in
Nigeria using the time series analysis. International Journal of Scientific & Technology Research,
3(4), 381-387.

Ingle, P. V., & Mahesh, G. (2020). Construction project performance areas for Indian
construction projects. International Journal of Construction Management, 18(3), 1-12.

Kenny, D. A., & Judd, C. M. (1984). Estimating the nonlinear and interactive effects of latent
variables. Psychological bulletin, 96(1), 201-210.

Klein, J. G., Ettenson, R., & Morris, M. D. (1998). The animosity model of foreign product
purchase: An empirical test in the People's Republic of China. Journal of marketing, 62(1),
89-100.

Kock, N. (2020). Full latent growth and its use in PLS-SEM: Testing moderating relationships.
Data Anal. Perspect. ], 1(1), 1-5.

Kristjansdottir, H., Gudlaugsson, P. O., Gudmundsdéttir, S., & Adalsteinsson, G. D. (2017).
Hofstede national culture and international trade. Applied Economics, 49(57), 5792-5801.

Kumar, V., & Reinartz, W. (20106). Creating enduring customer value. Journal of marketing, §0(6),
36-68.

Kusumawardhini, S. S., Rahayu, S., Hati, H., & Daryanti, S. (2016). Understanding Islamic brand
purchase intention: the effects of religiosity, value consciousness, and product
involvement. BE-ci, 3rd, 158-166.

Lam, L. W. (2012). Impact of competitiveness on salespeople's commitment and performance.
Journal of Business Research, 65(9), 1328-1334.

Leonandri, D. G., Harahap, Z., & Fitriana, R. (2021). The Influence of Product Quality and Price
on Purchasing Decision for Brown Sugar Boba Fresh Milk. Ewnrichment: Journal of
Management, 11(2), 338-344.

Li, X, Yang, J., Wang, X., & Lei, D. (2012). The impact of country-of-origin image, consumer
ethnocentrism and animosity on purchase intention. Journal of Software, 7(10), 2263-2268.



Jurnal Siasat Bisnis Vol. 26 No. 2, 2022, 138-153 | 151

Lux, A. A, Macau, F. R, & Brown, K. A. (2020). Putting the entrepreneur back into
entrepreneurial ecosystems. International Journal of Entreprenenrial Behavior & Research, 26(5),
1011-1041.

Lwanga, S. K., Lemeshow, S., & World Health, O. (1991). Sample size determination in health studies :
a practical manual. Geneva: World Health Organization.

Mainolfi, G., & Resciniti, R. (2018). The influence of ethnocentrism and Halal trust on attitudes
toward products from non-Muslim countries: A study of Moroccan consumers. Afiican

Journal of Business Management, 12(22), 652-665.

Mansftield, E. D. (2015). The political economy of international trade (Nol. 46). Singapore: World
Scientific Publishing Co. Pte. Ltd.

Maslowsky, J., Jager, J., & Hemken, D. (2015). Estimating and interpreting latent variable
interactions: A tutorial for applying the latent moderated structural equations method.
International journal of behavioral development, 39(1), 87-96.

Morar, D. D. (2013). An overview of the consumer value literature—perceived value, desired
value. Marketing from information to decision(6), 169-186.

Muhamad, N., Khamarudin, M., & Fauzi, W. I. M. (2019). The role of religious motivation in an
international consumer boycott. British Food Journal, 121(1), 199-217.

Nadiri, H., & Tumer, M. (2010). Influence of ethnocentrism on consumers’ intention to buy
domestically produced goods: An empirical study in North Cyprus. Journal of Business
Economics and Management, 11(3), 444-461.

Nagoya, R., Wanasida, A. S., Purwanto, A., & Rafdinal, W. (2021). Why do People Buy Chinese
Smart phones: The Role of Ethnocentrism, Value and Gender. Annals of the Romanian
Society for Cell Biology, 25(4), 16267-16290.

Nguyen, T. D., Nguyen, T. T., & Barrett, N. J. (2008). Consumer ethnocentrism, cultural
sensitivity, and intention to purchase local products—evidence from Vietnam. Journal of
Consumer Bebaviour: An International Research Review, 7(1), 88-100.

Odeh, M., & Hamad, E. (2015). The zmpact of religiosity, animosity, and ethnocentrism on american product
purchase intention: Product and country image as a mediator/ Mahmond Odeh Eid Hamad. University
of Malaya.

Pratiwi, B., Raihanah, S., Jannah, K. M., & Saraswati, R. (2021). Analisis Pengaruh Intention to
Boycott pada Konsumen Produk Perancis di Indonesia. Jurnal Bisnis, Manajemen, dan
Keuangan-]BMK, 2(1), 739-757.

Renko, N., Crnjak Karanovi¢, B., & Mati¢, M. (2012). Influence of consumer ethnocentrism on
purchase intentions: Case of Croatia. Ekonomska misao i praksa. (2), 529-544.

Riptiono, S., & Wiwoho, G. (2019). Examining Islamic Religiosity on Consumer Muslin Fashion Trend
Purchase Intention. Paper presented at the Advances in Economics, Business and
Management Research.

Rose, M., Rose, G. M., & Shoham, A. (2009). The impact of consumer animosity on attitudes
towards foreign goods: a study of Jewish and Arab Israelis. Journal of Consumer Martketing,
26(5), 330-339.

Ryynild, M. (2021). The effects of COVID-19 on Finnish buying behavior towards foreign food products and
traveling. (Master of Science in Economic and Business Administration), University of
Vasaa, Vaasa.

Saffu, K., Walker, J. H., & Mazurek, M. (2010). The role of consumer ethnocentrism in a buy
national campaign in a transitioning country: Some evidence from Slovakia. International
Journal of Emerging Markets, 5(2), 203-226.



152 | Moderating role of customer value on the effect of animosity, ...

Sari, D. K., Mizerski, D., & Liu, F. (2017). Boycotting foreign products: a study of Indonesian
Muslim consumers. Journal of Islamic Marketing, 8(1), 16-34.

Schermelleh-Engel, K., Klein, A., & Moosbrugger, H. (2017). Estimating nonlinear effects using
a latent moderated structural equations approach Inferaction and nonlinear effects in structural
equation modeling (pp. 203-238): Routledge.

Selli, M., & Kurniawan, H. (2014). Effects of animosity and allocentrism toward consumer
ethnocentrism in shaping consumers’ willingness to purchase: a case study on consumers
in Greater Jakarta (Jabodetabek Area) in Purchasing Malaysian Products. ASEAN
Marketing Journal, 6(1), 1-14.

Shah, S. A. A., Sukmana, R., Fianto, B. A., Ahmad, M. A., Usman, I. U., & Mallah, W. A. (2019).
Effects of Halal social media and customer engagement on brand satisfaction of Muslim
customer: Exploring the moderation of religiosity. Journal of Islamic Marketing, 11(6), 1671-
1689.

Sharma, P. (2015). Consumer ethnocentrism: Reconceptualization and cross-cultural validation.
Journal of international business studies, 46(3), 381-389.

Shekhawat, P. (2016). Halal and Herbal — the two emerging buzzwords in Indonesia’s cosmetics
market. Retrieved 09 July 2021, from http://www.matrkplusinc.com/halal-and-herbal-

the-two-emerging-buzzwords-in-indonesias-cosmetics-market

Shimp, T. A., & Sharma, S. (1987). Consumer Ethnocentrism: Construction and Validation of the
CETSCALE. Journal of Marketing Research, 24(3), 280-289.

Sholihin, M., & Ratmono, D. (2021). Analisis SEM-PLS dengan WarpPLS 7.0 untuk Hubungan
Nonlinier dalam Penelitian Sosial dan Bisnis. Y ogyakarta: Penerbit Andi.

Siahaan, R. H., Suhud, U., & Purwohedi, U. (2021). Impact of Ethnocentrism and Other Factors
on Willingness to Buy Chinese Cars. Journal of Consumer Sciences, 6(1), 62-76.

Siamagka, N.-T., & Balabanis, G. (2015). Revisiting Consumer FEthnocentrism: Review,
Reconceptualization, and Empirical Testing. Journal of International Marketing, 23(3), 66-86.

Smith, M., & Li, Q. (2010). The boycott model of foreign product purchase: an empirical test in
China. Asian Review of Accounting, 18(2), 106-130.

Souiden, N., Ladhari, R., & Chang, L. (2018). Chinese perception and willingness to buy
Taiwanese brands: The role of ethnocentrism and animosity. Asia Pacific Journal of
Marketing and 1 ogistics, 30(4), 816-830.

Suhud, U. (2018). The impact of consumer animosity on purchase unwillingness in a boycott of
Sari Roti. Binus Business Review, 9(2), 87-94.

Suhud, U. (2020). Marketing Communication and Its Impact on Purchase Willingness and Unwillingness: A
Case of a Boycotted Bread Brand. Paper presented at the 3rd Global Conference On Business,
Management, and Entrepreneurship (GCBME 2018).

Suryani, H. (2015). Metode riset kuantitatif: Teori dan aplikasi pada penelitian bidang manajemen
dan ekonomi Islam. Jakarta: Prenada Group.

Tabassi, S., Esmaecilzadeh, P., & Sambasivan, M. (2012). The role of animosity, religiosity and
ethnocentrism on consumer purchase intention: A study in Malaysia toward European

brands. African Journal of Business Management, 6(23), 6890-6902.

Thielemann, V. M., Ottenbacher, M. C., & Harrington, R. J. (2018). Antecedents and
consequences of perceived customer value in the restaurant industry. International
Hospitality Review, 32(1), 26-45.



Jurnal Siasat Bisnis Vol. 26 No. 2, 2022, 138-153 | 153

Vuong, B. N., & Khanh Giao, H. N. (2020). The impact of perceived brand globalness on
consumers’ purchase intention and the moderating role of consumer ethnocentrism: An
evidence from Vietnam. Journal of International Consumer Marketing, 32(1), 47-68.

Wang, L., Weng Wong, P. P., & Elangkovan, N. A. (2020). The Influence of Religiosity on
Consumer’s Green Purchase Intention Towards Green Hotel Selection in China. Journal of
China Tourism Research, 16(3), 319-345.

Wel, C. A. C,, Alam, S. S., Khalid, N. R., & Mokhtaruddin, S. A. (2018). Effect of Ethnocentrism

and Patriotism on the buying intention of Malaysian National Car. Jurnal Pengurusan (UKM
Journal of Management), 52,169 — 179.

Woodruft, R. B. (1997). Customer value: The next source for competitive advantage. Journal of the
Academy of Marketing Science, 25(2), 139-153.

Yoo, B., & Donthu, N. (2005). The effect of personal cultural orientation on consumer
ethnocentrism: Evaluations and behaviors of US consumers toward Japanese products.
Journal of International Consumer Marketing, 18(1-2), 7-44.



