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ABSTRAK 
Introduction 

The Indonesian skincare market has experienced rapid growth, driven 
by increased consumer awareness and demand for affordable, high-
quality products. Scarlett Whitening has emerged as a leading local 
brand, leveraging its brand image and halal certification. However, 
challenges such as limited consumer awareness of halal certification 
and socio-political animosity complicate purchasing decisions. 

Objectives 
This study examines the influence of brand image, halal certification, 
and consumer animosity on purchasing decisions for Scarlett 
Whitening products. It also investigates the moderating role of 
promotional activities in these relationships. 

Method 
A quantitative approach was adopted, using Structural Equation 
Modeling (SEM) to analyze data from 220 respondents at Mutiara 
Kosmetik in Yogyakarta, Indonesia. The study employed a structured 
questionnaire to measure brand image, halal certification, animosity, 
promotions, and purchasing decisions, ensuring validity and reliability 
through established scales. 

Results 
Brand image significantly and positively influenced purchasing 
decisions, highlighting its role in fostering consumer loyalty. Halal 
certification exhibited a negative relationship with purchasing 
decisions, suggesting gaps in consumer awareness. Animosity had 
no direct impact but was moderated by promotions, which effectively 
mitigated its effects. Promotions also amplified the positive influence 
of brand image but had limited impact on halal certification. 

JEL Classification:  
L21, L26, L84, Z12 

KAUJIE Classification: 
C54, H42, H65, P0 

ARTICLE HISTORY: 

Submitted: December 26, 2024 
Revised: December 31, 2024 
Accepted: December 31, 2024 
Published: December 31, 2024 

KEYWORDS:  

brand image; consumer 
animosity; halal certification; 
promotional strategies; 
purchasing decisions 

COPYRIGHT © 2024 Alma 
Heydiana & Fitri Eka Aliyanti. 
Licensee Universitas Islam 
Indonesia, Yogyakarta, 
Indonesia. 

 

https://creativecommons.org/licenses/by-sa/4.0/
https://www.uii.ac.id/
https://crossmark.crossref.org/dialog/?doi=10.20885/jielariba.vol10.iss2.art22&domain=pdf&date_stamp=2024-12-31
https://orcid.org/0000-0002-8847-116X


1044             Heydiana & Aliyanti 

Implications 
The findings underscore the importance of integrated marketing 
strategies that leverage brand strength, address consumer trust in 
ethical certifications, and mitigate socio-political challenges through 
targeted promotions. These insights are vital for enhancing market 
positioning in culturally sensitive contexts. 

Originality/Novelty 
This study provides a holistic framework for understanding 
purchasing decisions by integrating brand image, halal certification, 
animosity, and promotions, offering actionable recommendations for 
culturally and politically sensitive markets. 

CITATION: Heydiana, A. & Aliyanti, F. E. (2024). The effects of brand 
image, halal label, and animosity on purchasing decision with 
promotion as a moderating variable: A case study of Scarlett 
Whitening sales at Mutiara Kosmetik Shop. Journal of Islamic 
Economics Lariba, 10(2), 1045-1060. 
https://doi.org/10.20885/jielariba.vol10.iss2.art22 

INTRODUCTION 

Brand Image and Purchasing Decisions 
Brand image plays a pivotal role in shaping consumer purchasing behavior by 
establishing a set of associations in the consumer’s mind regarding a specific brand. 
According to Kotler & Keller (2016), brand image is the perception and beliefs held by 
consumers, often formed through experiences and information. A positive brand 
image strengthens consumer loyalty and encourages repeat purchases, particularly 
in competitive markets such as skincare (Ma’azah & Prasetyo, 2023; Putri et al., 2024; 
Rachmawati, 2024; Zhulkarnain et al., 2024). For instance, Scarlett Whitening has 
successfully established itself as a trusted local brand by aligning its image with the 
desires and needs of Indonesian consumers, such as affordability, effectiveness, and 
suitability for local skin types. 

Empirical studies reinforce the significant impact of brand image on purchasing 
decisions. Gunawan & Pertiwi (2022) found that a well-crafted brand image enhances 
consumer trust and fosters loyalty, especially when combined with high product 
quality. Similarly, Ulyanita & Mubarok (2023) demonstrated that brand image not only 
directly affects purchasing decisions but also mediates the relationship between 
other factors, such as halal certification and consumer trust. However, challenges 
arise when negative perceptions—whether due to misinformation or market 
controversies—overshadow the brand’s positive attributes. Therefore, managing 
brand image requires strategic efforts to maintain consumer confidence and mitigate 
external disruptions. 

Halal Certification and Purchasing Decisions 
Halal certification is a critical factor influencing purchasing decisions in Muslim-
majority countries like Indonesia (Djakasaputra et al., 2023; Saripah et al., 2023; 
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Shabrina et al., 2023), where compliance with Islamic ethical principles significantly 
affects consumer trust. Products certified as halal are perceived as safe, ethical, and 
aligned with religious obligations, making them preferable choices for observant 
consumers (Kartika et al., 2023; Suki, 2018; Yanti, 2024). Aligned with this, Scarlett 
Whitening emphasizes its halal certification as part of its branding strategy to appeal 
to the Indonesian market. 

Despite its theoretical importance, the influence of halal certification on 
purchasing decisions has yielded mixed results in empirical studies. Inayah et al. 
(2023) found that while halal labels provide assurance to consumers, their impact on 
purchasing decisions can be limited by other factors, such as product functionality 
and brand perception. This aligns with findings by Ulyanita & Mubarok (2023), who 
argued that halal certification is most effective when paired with strong brand trust 
and consumer awareness. Conversely, research by Sani et al. (2022) revealed that 
many consumers overlook halal certification if other attributes, such as price and 
promotions, are more appealing. These findings suggest that the impact of halal 
certification varies depending on the target demographic’s awareness, religiosity, and 
prioritization of ethical considerations. 

Animosity and Purchasing Decisions 
Consumer animosity, defined as the resentment or hostility toward a country, group, 
or entity, introduces a unique dynamic in purchasing behavior. Animosity often stems 
from socio-political conflicts and can influence consumers to boycott products 
perceived as associated with the antagonistic entity. Antonetti et al. (2019) describe 
animosity as a psychological barrier that disrupts consumer intent, reducing 
motivation to purchase products from specific origins or affiliations. 

In the case of Scarlett Whitening, animosity emerged due to socio-political 
controversies surrounding its public relations response to the Israeli-Palestinian 
conflict. As Yassin et al. (2022) note, such situations create a ripple effect where 
consumer perceptions of a brand become negatively influenced by external events. 
However, the direct impact of animosity on purchasing decisions remains contested. 
Shandilya & Kumar (2023) found that while animosity can deter purchases, its 
influence is moderated by factors like price and consumer ethnocentrism. This 
indicates that animosity, while significant, interacts with other variables in complex 
ways, necessitating further exploration in context-specific studies. 

The Role of Promotion in Moderating Effects 
Promotional strategies are instrumental in shaping consumer behavior by enhancing 
product visibility and appeal. Promotions, such as discounts and advertising 
campaigns, can counterbalance negative perceptions and amplify positive factors 
like brand image (Cahyani & Aksari, 2022; Helmi et al., 2022; Zabashtanskyi et al., 
2022). In the competitive skincare industry, promotions serve as a critical tool for 
differentiation, especially when targeting price-sensitive consumers. 

Empirical evidence underscores the moderating role of promotions in purchasing 
decisions. Sani et al. (2022) highlighted that promotions not only directly influence 
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consumer choices but also enhance the perceived value of a product, thereby 
reinforcing its appeal. Similarly, Supriyanto et al. (2020) demonstrated that 
promotional activities amplify the effects of brand image, making it a crucial variable 
for sustaining consumer interest. However, promotions may have limitations when 
addressing issues like animosity or weak halal awareness. For example, Inayah et al. 
(2023) argued that while promotions attract attention, they cannot entirely offset the 
lack of consumer trust or mitigate the effects of negative perceptions. 

Integrated Analysis and Research Gaps 
The interplay between brand image, halal certification, animosity, and promotions 
presents a complex dynamic that is underexplored in the literature. While individual 
studies have examined these factors independently, few have integrated them to 
assess their combined impact on purchasing decisions. This gap is particularly 
significant in culturally sensitive markets like Indonesia, where religious and socio-
political considerations heavily influence consumer behavior. 

Research by Gunawan & Pertiwi (2022) and Ulyanita & Mubarok (2023) provides 
valuable insights into the relationships between brand image, halal certification, and 
consumer trust. However, these studies do not address the role of animosity or how 
promotions might moderate these relationships. Similarly, findings by Shandilya & 
Kumar (2023) on animosity highlight its potential impact but fail to consider how other 
factors, such as branding or ethical certifications, might interact with it. This 
fragmentation in the literature underscores the need for a comprehensive framework 
that integrates these variables and examines their combined effects on consumer 
decisions. 

Study Contribution and Scope 
This study addresses these gaps by exploring the effects of brand image, halal 
certification, and animosity on purchasing decisions, with promotions serving as a 
moderating variable. By adopting a holistic approach, the research provides a 
nuanced understanding of consumer behavior in a culturally and politically sensitive 
context. The findings aim to contribute to both theoretical knowledge and practical 
applications, offering actionable insights for businesses like Scarlett Whitening to 
optimize their marketing strategies and align them with consumer expectations. 
Moreover, by integrating animosity into the analysis, the study adds a novel dimension 
to the discourse on consumer behavior, addressing an area of growing relevance in 
globalized markets. 

METHOD 

Research Design 
This study employs a quantitative research design to examine the effects of brand 
image, halal certification, and consumer animosity on purchasing decisions, with 
promotions serving as a moderating variable. The quantitative approach allows for 
systematic data collection and statistical analysis, ensuring that findings are reliable 
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and generalizable. Structural Equation Modeling (SEM) was utilized as the primary 
analytical method, implemented through SmartPLS 3.0 software. SEM is particularly 
suited for evaluating complex relationships among latent variables, such as the direct 
and moderating effects under investigation in this study. 

Research Setting and Context 
The research was conducted in Yogyakarta, Indonesia, focusing on Scarlett Whitening 
products sold at Mutiara Kosmetik, a prominent cosmetics retailer with multiple 
branches. The context was chosen due to the growing popularity of local skincare 
brands in Indonesia and the increasing awareness of ethical and religious 
considerations among consumers. This environment provides a rich dataset to 
explore the interplay of marketing and socio-political factors on consumer behavior. 

Population and Sampling 
The target population comprised consumers who had purchased Scarlett Whitening 
products at Mutiara Kosmetik. Non-probability sampling was used, specifically the 
purposive sampling technique, to ensure that participants were relevant to the study’s 
objectives. The inclusion criteria required participants to have purchased Scarlett 
Whitening products and to have sufficient knowledge of the brand. A total of 220 
respondents participated in the study, which is an adequate sample size for SEM 
analysis (Kline, 2023). This sample size ensures robust statistical power and validity. 

Data Collection 
Primary data were collected through a structured questionnaire distributed to 
respondents at Mutiara Kosmetik. The questionnaire was designed based on 
established scales in the literature to measure the study variables, including brand 
image, halal certification, animosity, promotion, and purchasing decisions. Each item 
was assessed using a Likert scale ranging from 1 (strongly disagree) to 5 (strongly 
agree). Before distribution, the questionnaire was pre-tested on a small group of 
respondents to ensure clarity and relevance. 

Variable Operationalization 
The study variables were operationalized as follows: 

1. Brand Image: Measured using indicators such as strength, uniqueness, and 
favorability of associations with the brand, based on Kotler & Keller’s (2016) 
framework. 

2. Halal Certification: Assessed through consumer perceptions of the product’s 
compliance with Islamic ethical standards. 

3. Animosity: Defined as negative consumer sentiments arising from socio-
political issues, with indicators adapted from Antonetti et al. (2019). 

4. Promotion: Evaluated based on promotional strategies, including discounts and 
advertising, that influence consumer behavior. 

5. Purchasing Decisions: Measured by factors like purchase frequency, 
satisfaction, and likelihood of repurchase. 
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The operationalization process ensured that the constructs were accurately 
captured and aligned with the study’s theoretical framework. 

Analytical Techniques 
The analysis followed a multi-step procedure: 

1. Data Preparation: Raw data were cleaned and screened for missing or 
inconsistent responses. Descriptive statistics were generated to summarize 
respondent demographics and variable distributions. 

2. Measurement Model Assessment: The reliability and validity of the constructs 
were evaluated through convergent and discriminant validity tests. Composite 
reliability and Cronbach’s alpha were used to assess internal consistency, with 
thresholds of 0.70 indicating acceptable reliability (Fornell & Larcker, 1981). 

3. Structural Model Evaluation: Path analysis was conducted to test the 
hypothesized relationships between variables. The model fit was assessed 
using indicators such as R² for variance explained and Q² for predictive 
relevance. 

4. Moderation Analysis: The moderating effect of promotions on the relationships 
between brand image, halal certification, animosity, and purchasing decisions 
was examined through interaction terms in SEM. 

Ethical Considerations 
The study adhered to ethical research standards. Participation was voluntary, and 
respondents provided informed consent before completing the questionnaire. 
Anonymity and confidentiality were maintained throughout the data collection and 
analysis processes. 

RESULTS 

Respondent Profile 
The study gathered data from 220 respondents who had purchased Scarlett 
Whitening products at Mutiara Kosmetik. The demographic analysis of respondents, 
as presented in Table 1, reveals significant insights into gender distribution, age group, 
and occupation. The data indicates a clear gender disparity, with 82.73% of 
respondents being female and only 17.27% male, suggesting that Scarlett Whitening 
products predominantly attract female consumers. In terms of age, 88.18% of 
respondents fall within the 17–26 age range, while only 11.82% are aged 26–50, 
reflecting a strong preference among younger consumers, particularly those in their 
late teens and early twenties. Regarding occupation, the majority (68.64%) are 
students, with smaller percentages representing high school students (1.82%), private-
sector employees (8.18%), and government employees (4.55%). The data suggests 
that Scarlett Whitening appeals primarily to younger, student-aged consumers, likely 
due to affordability, marketing strategies, and product suitability for youthful skin. 
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Table 1 

Respondent Profile 

Category Sub-category Count Percentage (%) 

Gender Male 38 17.27% 
 Female 182 82.73% 
Age Group 17-26 years 194 88.18% 
 26-50 years 26 11.82% 
Occupation Student 151 68.64% 
 High School Student 4 1.82% 
 Entrepreneur 1 0.45% 
 Private Employee 1 0.45% 
 Government Employee (PNS) 10 4.55% 
 Self-employed 2 0.91% 
 Business Owner 6 2.73% 
 Employee 23 10.45% 
 Private Sector Employee 18 8.18% 
 Housewife 1 0.45% 
 Tutor 2 0.91% 
Most Visited Store Branch Mutiara Sutomo 42 19.09% 
 Mutiara Katamso 42 19.09% 
 Mutiara Babarsari 37 16.82% 
 Mutiara Jakal Km. 11 46 20.91% 
 Mutiara Jakal Km. 5 24 10.91% 
 Mutiara Godean 29 13.18% 
Purchase Frequency 1 time 28 12.73% 
 2-3 times 95 43.18% 
 4-5 times 55 25.00% 
 More than 5 times 42 19.09% 

Source: Primary data. Authors’ estimation. 

Further analysis provides insights into consumer behavior concerning store 
branch preferences and purchase frequency. Among the six branches of Mutiara 
Kosmetik, Mutiara Jakal Km. 11 is the most visited (20.91%), followed by Mutiara Sutomo 
and Mutiara Katamso (19.09% each). These branches' popularity may be attributed to 
their strategic locations, consumer accessibility, and promotional activities. In terms of 
purchasing frequency, 43.18% of respondents have bought Scarlett Whitening 
products 2–3 times, while 25.00% have purchased 4–5 times, and 19.09% have made 
purchases more than five times. The data suggests that repeat purchases are 
common, indicating a level of brand loyalty. However, the fact that only 12.73% of 
respondents purchased just once may reflect initial trial behavior, which could either 
result in continued use or discontinuation based on product satisfaction. 

Overall, the findings suggest that Scarlett Whitening has successfully positioned 
itself as a preferred skincare brand among young, female, and student consumers. 
The dominance of student-aged respondents highlights the importance of 
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affordability and trend-driven marketing in consumer decision-making. Additionally, 
store visits are concentrated in specific locations, likely driven by ease of access and 
promotional efforts. The purchasing frequency data indicates that while many 
customers are repeat buyers, there remains a portion of consumers whose 
engagement with the brand is limited, potentially due to personal preferences or 
competitive alternatives. These insights are crucial for marketing strategies, 
suggesting that targeted promotions, expanded product accessibility, and enhanced 
consumer engagement efforts could further strengthen brand loyalty and expand 
Scarlett Whitening’s consumer base.. 

Descriptive Statistics 
Descriptive statistics were calculated to summarize the key variables of interest. The 
descriptive statistical analysis in Table 2 provides insights into the distribution of data 
across key variables, including Brand Image, Halal Label, and Animosity. The Brand 
Image variable has a mean score of 12.23, with a minimum value of 6.00 and a 
maximum of 15.00, indicating a moderate to high perception of the brand among 
consumers. Meanwhile, the Halal Label variable exhibits the highest mean score 
(17.00), suggesting that respondents generally acknowledge and consider the 
presence of halal certification when making purchasing decisions. However, the 
Animosity variable records the lowest mean score (11.97), implying that negative 
sentiment or hostility toward Scarlett Whitening, possibly due to geopolitical issues, is 
not a dominant factor affecting consumer perception. 

Table 2 

Descriptive Statistics 

Variable N Mean Min Max Std. Dev 
Brand Image 220 12.23 6.00 15.00 1.812 
Halal Label 220 17.00 7.00 20.00 2.482 
Animosity 220 11.97 5.00 15.00 2.222 
Promotion 220 12.35 5.00 15.00 1.883 
Purchase Decision 220 19.58 8.00 25.00 3.562 
Promotion × Brand Image 220 12.12 6.00 15.00 1.948 
Promotion × Halal Label 220 12.46 5.00 15.00 1.945 
Promotion × Animosity 220 11.34 3.00 15.00 2.688 

Source: Primary data. Authors’ estimation. 

The Promotion variable has a mean value of 12.35, with scores ranging from 5.00 
to 15.00, reflecting that promotional efforts have been moderately effective in 
attracting consumers. The Purchase Decision variable, on the other hand, records the 
highest mean score (19.58), with a standard deviation of 3.562, suggesting that 
consumers generally exhibit a strong inclination to purchase Scarlett Whitening 
products. This finding indicates that despite concerns related to brand perception and 
external influences such as animosity, the majority of respondents still decide to 
purchase the brand’s skincare products. The high variability in purchase decisions 
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suggests that factors beyond branding and promotions, such as personal preferences 
and product efficacy, may also play a role in influencing consumer choices. 

The moderating effect of Promotion on Brand Image, Halal Label, and Animosity is 
also examined in the table. The Promotion × Brand Image interaction records a mean 
of 12.12, indicating that promotional strategies moderately reinforce the influence of 
brand image on purchase decisions. Similarly, the Promotion × Halal Label interaction 
has a mean of 12.46, showing a slightly stronger effect, suggesting that halal 
certification may gain more importance when combined with promotional efforts. The 
Promotion × Animosity interaction records the lowest mean score (11.34) with the 
highest standard deviation (2.688), indicating that promotion has a weaker and more 
inconsistent impact in mitigating the effects of animosity on purchasing behavior. This 
suggests that while promotions may help enhance positive brand perception, they 
are less effective in counteracting negative consumer sentiment. 

Overall, the descriptive statistics indicate that brand image and promotions play 
significant roles in influencing purchase decisions, whereas animosity appears to 
have a lesser impact on consumer behavior. The relatively high mean for Halal Label 
suggests that halal certification is a key consideration for many consumers, especially 
in a predominantly Muslim market like Indonesia. Additionally, while promotional 
efforts contribute to shaping consumer perceptions, their ability to override negative 
sentiment remains limited. These findings provide valuable insights for businesses, 
suggesting that while branding and promotions are essential marketing tools, 
companies should also focus on consumer trust-building strategies and ethical 
positioning to mitigate potential animosity-related challenges. 

Measurement Model (Outer Model) Evaluation 
The measurement model assesses the validity and reliability of the constructs used in 
the study. The key criteria for evaluation are as follows: 

Convergent Validity 
Convergent validity assesses whether the indicators of a construct adequately 
measure the underlying concept by ensuring that they share a high proportion of 
variance. A key criterion for convergent validity is factor loadings, where all item 
loadings should be ≥0.70 for strong reliability, though values between 0.50 and 0.70 
may still be acceptable in exploratory studies. Additionally, the Average Variance 
Extracted (AVE) for each construct should be ≥0.50 to confirm that the construct 
explains more variance than error. Based on the results, all constructs in this study 
meet the AVE threshold, with Brand Image (0.630), Halal Label (0.667), Animosity 
(0.690), Promotion (0.520), and Purchase Decision (0.713), indicating that the 
measurement model demonstrates adequate convergent validity. These findings 
validate the reliability of the constructs and support their use in further analysis. 
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Table 3 

Average Variance Extracted (AVE) of Each Construct 

Construct AVE 
Brand Image 0.630 
Halal Label 0.667 
Animosity 0.690 
Promotion 0.520 
Purchase Decision 0.713 

Source: Primary data. Authors’ estimation. 

Discriminant Validity 
Discriminant validity assesses whether a construct is sufficiently distinct from other 
constructs in the model, ensuring that each variable measures a unique concept. Two 
key methods are used to evaluate discriminant validity: the Fornell-Larcker Criterion 
and the Heterotrait-Monotrait Ratio (HTMT). According to the Fornell-Larcker Criterion, 
the square root of AVE for each construct should be greater than its correlations with 
other constructs, confirming that each construct shares more variance with its 
indicators than with other variables. In this study, all constructs meet this requirement, 
with values such as Animosity (0.831), Brand Image (0.794), and Purchase Decision 
(0.845) exceeding their respective correlations, thereby supporting discriminant 
validity. Additionally, the HTMT values should be below 0.85 to ensure that constructs 
are not too closely related. While most values meet this threshold, Promotion and 
Brand Image (0.821) and Promotion and Purchase Decision (0.729) are relatively high, 
suggesting a strong relationship between these constructs. Overall, the results 
indicate that discriminant validity is largely achieved, confirming that the constructs 
measure distinct aspects of consumer behavior. 

Table 4 

Square Root of AVE and Correlation Among Latent Constructs  

Construct Animosity Brand Image Purchase Decision Halal Label Promotion 
Animosity 0.831 

    

Brand Image 0.574 0.794 
   

Purchase Decision 0.410 0.689 0.845 
  

Halal Label 0.554 0.733 0.505 0.817 
 

Promotion 0.669 0.821 0.729 0.765 0.721 
Source: Primary data. Authors’ estimation. 

Reliability Tests 
Reliability tests assess the internal consistency of constructs to ensure that the 
indicators reliably measure their respective latent variables. Two key measures are 
used: Composite Reliability (CR) and Cronbach’s Alpha (CA), both of which should be 
≥0.70 to confirm acceptable reliability. The results indicate that all constructs meet this 
criterion, with CR values ranging from 0.836 (Brand Image) to 0.909 (Purchase 
Decision), demonstrating strong internal consistency. Similarly, Cronbach’s Alpha 
values are all above 0.70, with Purchase Decision (0.866) and Promotion (0.883) 
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showing the highest reliability. These results confirm that the measurement model is 
reliable, ensuring that the constructs can be used for further structural analysis with 
confidence. 

Table 5 

Reliability Tests Results 

Construct Composite Reliability (CR) Cronbach’s Alpha (CA) 

Animosity 0.869 0.772 

Brand Image 0.836 0.706 

Purchase Decision 0.909 0.866 

Halal Label 0.889 0.834 

Promotion 0.905 0.883 

Source: Primary data. Authors’ estimation. 

Structural Model (Inner Model) Evaluation 
The structural model assesses the relationships between variables and determines 
their explanatory power. 

Path Coefficients & Hypothesis Testing 
The path coefficient analysis evaluates the significance and strength of relationships 
between variables in the structural model. A t-statistic greater than 1.96 at a 5% 
significance level (p < 0.05) indicates a significant relationship. The results in Table 6 
show that Brand Image (β = 0.358, t = 3.488), Promotion (β = 0.635, t = 4.627), and 
Promotion × Brand Image (β = -0.239, t = 2.826) significantly influence Purchase 
Decision. However, Animosity (β = -0.108, t = 1.344) does not have a significant effect, 
indicating that negative sentiments do not strongly impact purchasing behavior. The 
Halal Label (β = -0.175, t = 1.978) has a negative but significant effect, suggesting that 
some consumers may not prioritize halal certification when selecting skincare 
products. 

Table 6 

Path Coefficients & Hypothesis Testing Results 

Variable Relationship Original 
Sample 
(O) 

Sample 
Mean (M) 

Standard 
Deviation 
(STDEV) 

T-Statistics 
(|O/STDEV|) 

Animosity => Purchase Decision -0.108 -0.109 0.08 1.344 
Brand Image => Purchase Decision 0.358 0.353 0.103 3.488 
Halal Label => Purchase Decision -0.175 -0.178 0.088 1.978 
Promotion => Purchase Decision 0.635 0.652 0.137 4.627 
Promotion × Halal Label => Purchase 
Decision 

0.056 0.057 0.076 0.741 

Promotion × Brand Image => Purchase 
Decision 

-0.239 -0.227 0.085 2.826 

Promotion × Animosity => Purchase 
Decision 

0.207 0.195 0.095 2.179 
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Source: Primary data. Authors’ estimation. 

Additionally, the interaction effects provide further insights into moderating 
relationships. While Promotion × Brand Image (β = -0.239, t = 2.826) and Promotion × 
Animosity (β = 0.207, t = 2.179) are significant, the Promotion × Halal Label interaction 
(β = 0.056, t = 0.741) is not significant, indicating that promotion does not enhance the 
effect of halal labeling on purchase decisions. This suggests that while brand 
perception and promotional efforts play a key role in influencing consumer behavior, 
halal labeling is less impactful, and its moderating role within promotional strategies 
remains weak. 

Coefficient of Determination (R²) 
The coefficient of determination (R²) measures the explanatory power of independent 
variables on the dependent variable. According to Chin (1998), an R² value of 0.67 
indicates a strong model, 0.33 suggests a moderate model, and 0.19 represents a 
weak model. Based on Table 7, the R² value for Purchase Decision is 0.607 (60.7%), 
meaning that the independent variables collectively explain 60.7% of the variance in 
purchase decisions, while the remaining 39.3% is influenced by other factors not 
included in the model. This value indicates that the model has moderate explanatory 
power, suggesting that brand image, halal labeling, animosity, and promotion 
contribute significantly to purchase decisions, but other external factors may still play 
a role. Thus, while the model provides meaningful insights, additional variables could 
further enhance its predictive strength. 

Table 7 

Coefficient of Determination (R²) Test Result 

Dependent Variable R² Value Interpretation 
Purchase Decision 0.607 Moderate 

Source: Primary data. Authors’ estimation. 

Effect Size (f²) 
The effect size (f²) measures the magnitude of the impact of independent variables 
on the dependent variable, based on Chin (1998), where 0.02 indicates a weak effect, 
0.15 a medium effect, and 0.35 a strong effect. According to Table 8, the three 
strongest influences on purchase decisions are promotion (f² = 0.225), brand image 
(f² = 0.095), and the interaction of promotion with brand image (f² = 0.041), all 
classified as having a large effect. This finding suggests that marketing efforts and 
branding strategies play crucial roles in influencing consumer purchase decisions for 
Scarlett Whitening products. The significance of these variables underscores the 
importance of building a strong brand image and leveraging promotional activities to 
drive consumer interest and engagement. 
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Table 8  

Effect Size (f²) 

Variable f² Interpretation 
Animosity → Purchase Decision 0.016 Medium 
Brand Image → Purchase Decision 0.095 Large 
Halal Label → Purchase Decision 0.024 Medium 
Promotion → Purchase Decision 0.225 Large 
Promotion × Halal Label → Purchase Decision 0.002 Weak 
Promotion × Brand Image → Purchase Decision 0.041 Large 
Promotion × Animosity → Purchase Decision 0.031 Medium 

Source: Primary data. Authors’ estimation. 

Additionally, three paths exhibit a medium effect, namely animosity (f² = 0.016), 
halal labeling (f² = 0.024), and the interaction between promotion and animosity (f² = 
0.031), indicating that these factors moderately influence purchase decisions. 
Meanwhile, the interaction between promotion and halal labeling (f² = 0.002) shows a 
weak effect, suggesting that promotion does not significantly enhance the impact of 
halal labeling on consumer decisions. This implies that while halal certification may be 
relevant for some consumers, promotional efforts do not necessarily strengthen its 
influence on purchasing behavior. Overall, the findings highlight that branding and 
promotion are the primary drivers of consumer decisions, whereas halal labeling and 
animosity have a comparatively weaker impact. 

Predictive Relevance (Q², Blindfolding Test) 
The predictive relevance (Q²) test evaluates the model's ability to predict endogenous 
variables, where a Q² value greater than 0 indicates predictive relevance. Based on 
Table 9, the Q² value for Purchase Decision is 0.417, confirming that the model has 
strong predictive power for explaining purchase decisions. This means that the 
independent variables—brand image, halal label, animosity, and promotion—
effectively contribute to predicting consumer purchasing behavior. Since the Q² value 
is significantly above zero, the model demonstrates good explanatory capability, 
reinforcing its reliability in forecasting future purchase decisions within the context of 
Scarlett Whitening products. 

Table 9 

Predictive Relevance (Q²) 

Variable Q² Interpretation 
Purchase Decision 0.417 Predictive Relevance 

Source: Primary data. Authors’ estimation. 

Moderation Analysis 
The moderating effect of promotions was evaluated through interaction terms in the 
structural model. Key insights include: 

1. Promotions and Brand Image: Promotions significantly moderated the 
relationship between brand image and purchasing decisions. The interaction 
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effect indicated that promotional activities amplify the positive influence of 
brand image, particularly for consumers with stronger brand loyalty. 

2. Promotions and Halal Certification: The moderating effect of promotions on the 
relationship between halal certification and purchasing decisions was not 
significant. This suggests that promotional efforts alone may not be sufficient to 
address consumer skepticism regarding halal certification. 

3. Promotions and Animosity: Promotions significantly moderated the relationship 
between animosity and purchasing decisions. The findings suggest that 
effective promotional strategies can mitigate the negative effects of animosity, 
redirecting consumer focus toward product attributes and value. 

DISCUSSION 

The Role of Brand Image in Purchasing Decisions 
The findings highlight the pivotal role of brand image in influencing consumer 
purchasing decisions for Scarlett Whitening products. A strong brand image enhances 
consumer loyalty by establishing favorable perceptions and associations, as 
evidenced by the significant positive relationship observed in this study. These 
findings are consistent with prior research which emphasized that brand image is 
integral to consumer decision-making, particularly in competitive markets such as 
skincare (Gunawan & Pertiwi, 2022; Pratiwi & Silitonga, 2024; Setiyanti & Ansori, 2024; 
Sitorus & Realize, 2024). Consumers’ perceptions of Scarlett as a reliable and effective 
brand likely stem from its alignment with local preferences, including affordability, 
suitability for various skin types, and cultural relevance. 

The strong influence of brand image underscores the importance of maintaining 
positive consumer perceptions. However, the study also indicates that brand image 
alone is insufficient to overcome challenges posed by external factors such as socio-
political controversies or misinformation. Therefore, brands must adopt a multifaceted 
strategy that combines branding with promotional activities to reinforce their image 
and sustain consumer trust. 

Halal Certification and Its Impact on Consumer Behavior 
The unexpected finding that halal certification negatively affects purchasing 
decisions, as also indicated in previous works (Ibeabuchi et al., 2024; Khanfani et al., 
2023; Monoarfa et al., 2023), invites further scrutiny. While halal certification is typically 
associated with increased consumer trust and ethical alignment, this study suggests 
that its effectiveness may depend on consumer awareness and prioritization. As 
Inayah et al. (2023) observed, some consumers prioritize product functionality and 
benefits over ethical certifications, which may explain the negative relationship in this 
context. 

Another potential explanation lies in the communication gap regarding halal 
certification. While Scarlett Whitening has obtained halal certification, the brand’s 
promotional strategies may not sufficiently highlight this aspect, leading to limited 
consumer recognition. Additionally, the growing prevalence of halal-certified products 
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in Indonesia might dilute its impact as a differentiating factor, reducing its influence 
on purchasing decisions. Addressing this issue requires targeted educational 
campaigns that emphasize the significance of halal certification and its alignment 
with consumer values. 

Animosity and Its Indirect Effects on Purchasing Decisions 
Animosity, defined as negative consumer sentiment arising from socio-political 
issues, showed no significant direct impact on purchasing decisions in this study. 
However, its interaction with other variables reveals important insights. The lack of 
direct influence suggests that while socio-political factors may shape consumer 
perceptions, they do not necessarily translate into actionable purchasing behaviors. 
This finding aligns with previous studies that animosity often interacts with other 
variables, such as price or promotional strategies, to influence decisions (Fong et al., 
2022; Gineikiene & Diamantopoulos, 2017; Shandilya & Kumar, 2023; Wang et al., 2023). 

Promotional activities were found to mitigate the negative effects of animosity, 
redirecting consumer focus toward product attributes and value. This suggests that 
effective marketing can counterbalance socio-political controversies by emphasizing 
a brand’s strengths and benefits. For Scarlett Whitening, this highlights the need to 
carefully manage public relations and promotional efforts to address potential 
backlash while maintaining consumer trust. 

The Strategic Importance of Promotional Activities 
Promotional activities emerged as a significant factor influencing purchasing 
decisions and moderating the effects of other variables. The positive impact of 
promotions highlights their role in enhancing product appeal, particularly for price-
sensitive consumers. This finding aligns with previous studies that promotional 
strategies are crucial for driving sales in competitive markets (Bondarenko & 
Vyshnivska, 2023; Khan, 2021; S. A. Sani et al., 2022). 

Promotions also demonstrated a moderating effect, amplifying the positive 
relationship between brand image and purchasing decisions. This indicates that 
promotional efforts not only attract consumers but also reinforce their perceptions of 
the brand, creating a virtuous cycle of loyalty and repeat purchases. However, the 
study revealed that promotions have limited influence on halal certification, 
suggesting that their effectiveness may vary depending on the variable they interact 
with. For example, while discounts and advertising can enhance brand appeal, they 
may not fully address consumer concerns about ethical certifications or socio-
political controversies. 

Integrated Analysis of Findings 
The interplay between brand image, halal certification, animosity, and promotions 
provides a nuanced understanding of consumer behavior. Brand image emerged as 
the most influential factor, emphasizing the importance of building and maintaining 
positive consumer perceptions. Halal certification, while theoretically important, 
showed a limited practical impact, highlighting the need for enhanced consumer 
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education and communication. Animosity, though not directly impactful, interacts 
with other variables to shape consumer decisions, particularly when mitigated by 
promotional efforts. 

These findings underscore the importance of an integrated marketing strategy 
that addresses both intrinsic and extrinsic factors. For Scarlett Whitening, this involves 
leveraging its strong brand image while addressing gaps in consumer awareness 
about halal certification and mitigating socio-political controversies through targeted 
promotions. 

Implications for Theory and Practice 
This study contributes to the theoretical understanding of consumer behavior by 
integrating variables that are often studied in isolation. By examining the combined 
effects of brand image, halal certification, animosity, and promotions, the research 
provides a holistic framework for analyzing purchasing decisions in culturally and 
politically sensitive markets. 

For practitioners, the findings offer actionable insights for optimizing marketing 
strategies. First, brands should prioritize building a strong and positive image to 
establish consumer trust and loyalty. Second, promotional strategies should be 
tailored to reinforce brand strengths while addressing potential weaknesses, such as 
limited consumer awareness of halal certification. Finally, brands must proactively 
manage socio-political controversies through transparent communication and 
strategic marketing, ensuring that external factors do not undermine consumer 
confidence. 

CONCLUSION 

This study comprehensively examines the factors influencing purchasing decisions for 
Scarlett Whitening products, focusing on brand image, halal certification, and 
consumer animosity, with promotions as a moderating variable. The findings reveal 
that brand image is the most influential factor, positively driving consumer loyalty and 
repeat purchases. Promotional activities also play a significant role, both as a direct 
influencer and as a moderator that amplifies the effects of brand image and 
mitigates animosity. However, halal certification surprisingly exhibits a negative 
relationship with purchasing decisions, likely due to limited consumer awareness and 
prioritization of product functionality over ethical considerations. 

These insights contribute to the existing body of knowledge by integrating 
variables that are often studied in isolation, providing a holistic framework for 
understanding consumer behavior in culturally and politically sensitive markets. The 
study emphasizes the importance of strategic marketing approaches that leverage 
strong brand identities while addressing ethical and socio-political challenges. 
Practically, the findings offer actionable recommendations for optimizing branding, 
promotional strategies, and consumer education. 

The significance of this study lies in its ability to bridge gaps in understanding the 
complex interplay of intrinsic and extrinsic factors affecting purchasing decisions. It 
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provides a robust foundation for future research and offers valuable insights for 
practitioners aiming to enhance consumer engagement and market competitiveness. 

Limitations of the Study 
While the study provides meaningful insights, several limitations should be 
acknowledged. The use of purposive sampling, targeting consumers of Scarlett 
Whitening products at Mutiara Kosmetik, restricts the generalizability of the findings to 
other brands or retail contexts. This context-specific approach limits the extent to 
which the results can be applied to broader markets with diverse consumer profiles. 
Additionally, the reliance on self-reported data collected through questionnaires 
introduces the potential for response biases, such as social desirability bias, where 
participants may overstate their adherence to ethical considerations like halal 
certification. 

The study also examines consumer behavior at a single point in time, limiting the 
ability to capture dynamic changes in perceptions and purchasing patterns over time. 
Factors such as evolving socio-political climates or shifting consumer awareness 
about halal certification may influence future purchasing behavior in ways not 
captured by this study. Finally, while the moderating role of promotions was explored, 
other potential moderating or mediating variables, such as consumer demographics 
or cultural values, were not included, which could provide additional layers of 
understanding. 

Acknowledging these limitations allows for a more nuanced interpretation of the 
findings and underscores the need for further research to validate and expand upon 
the conclusions drawn here. 

Recommendations for Future Research 
Future research should address the limitations identified in this study to expand the 
understanding of consumer purchasing behavior in culturally sensitive markets. First, 
incorporating a more diverse sample that includes multiple brands and retail contexts 
could enhance the generalizability of the findings. Exploring the behavior of 
consumers in non-Muslim-majority regions or among different demographic groups 
may provide comparative insights into the role of halal certification and brand image. 

Longitudinal studies are recommended to track changes in consumer behavior 
over time, particularly in response to shifts in socio-political conditions or increased 
consumer awareness. This approach could offer a deeper understanding of how 
perceptions of animosity and ethical certifications evolve and impact purchasing 
decisions in dynamic markets. 

Future research could also investigate additional moderating and mediating 
variables, such as cultural values, consumer income levels, or digital engagement, to 
uncover how these factors interact with brand image, promotions, and halal 
certification. Finally, experimental designs could test specific promotional strategies to 
determine their effectiveness in mitigating animosity or enhancing the perceived 
value of ethical certifications. 
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By addressing these avenues, future studies can build on the contributions of this 
research, providing richer insights into consumer decision-making processes and 
guiding marketing practices in increasingly complex global markets. 

Author Contributions 
Conceptualization A.H. & F.E.A. Resources A.H. & F.E.A. 
Data curation A.H. & F.E.A. Software A.H. & F.E.A. 
Formal analysis A.H. & F.E.A. Supervision A.H. & F.E.A. 
Funding acquisition A.H. & F.E.A. Validation A.H. & F.E.A. 
Investigation A.H. & F.E.A. Visualization A.H. & F.E.A. 
Methodology A.H. & F.E.A. Writing – original draft A.H. & F.E.A. 
Project administration A.H. & F.E.A. Writing – review & 

editing 
A.H. & F.E.A. 

All authors have read and agreed to the published version of the manuscript. 

Funding 
This study received no direct funding from any institution. 

Institutional Review Board Statement 
The study was approved by Program Studi Ekonomi Islam (S1), Universitas Islam Indonesia, 
Yogyakarta, Indonesia. 

Informed Consent Statement 
Informed consent was obtained before respondents filled out the questionnaire. 

Data Availability Statement 
The data presented in this study are available from the corresponding author upon reasonable 
request. 

Acknowledgments 
The authors thank Program Studi Ekonomi Islam (S1), Universitas Islam Indonesia, Yogyakarta, 
Indonesia, for administrative support for the research on which this article was based. 

Conflicts of Interest 
The authors declare no conflicts of interest. 

Declaration of Generative AI and AI-Assisted Technologies in the Writing 
Process 
During the preparation of this work the authors used ChatGPT, DeepL, Grammarly, and PaperPal in 
order to translate from Bahasa Indonesia into American English, and to improve clarity of the 
language and readability of the article. After using these tools, the authors reviewed and edited the 
content as needed and take full responsibility for the content of the published article. 

REFERENCES 

Antonetti, P., & Manika, D. (2022). Modeling multiple forms of consumer animosity through fuzzy-set 
qualitative comparative analysis. European Journal of Marketing, 56(1), 113–132. 
https://doi.org/10.1108/EJM-04-2020-0272 



Purchasing decision of Scarlett Whitening               1061 

Antonetti, P., Manika, D., & Katsikeas, C. (2019). Why consumer animosity reduces product quality 
perceptions: The role of extreme emotions in international crises. International Business 
Review, 28(4), 739–753. https://doi.org/10.1016/j.ibusrev.2019.02.003 

Baron, I. S., Melani, M., & Agustina, H. (2022). The effect of brand perception, halal label, and product 
composition of cosmetics to habitual buying behaviour: The role of perceived price as 
mediator. Global Conference on Business and Social Sciences Proceeding, 13(1), 1–1. 
https://doi.org/10.35609/gcbssproceeding.2022.1(87) 

Bondarenko, V., & Vyshnivska, B. (2023). Promotional marketing as a method of increasing sales. 
Three Seas Economic Journal, 4(2), 21–28. https://doi.org/10.30525/2661-5150/2023-2-3 

Cahyani, N. M. A. D., & Aksari, N. M. A. (2022). Pengaruh citra merek, harga dan promosi terhadap 
keputusan pembelian smartphone [The influence of brand image, price and promotion on 
smartphone purchasing decisions]. E-Jurnal Manajemen Universitas Udayana, 11(11), 1957–
1976. https://doi.org/10.24843/EJMUNUD.2022.v11.i11.p06 

Djakasaputra, A., Juliana, Aditi, B., Fachrurazi, & Mas’ad, M. A. (2023). The influence of halal 
certification, halal awareness, and brand image on interest in buying halal food products: An 
empirical study of consumers in Indonesia. International Journal of Islamic Business and 
Economics (IJIBEC), 7(2), 103–115. https://doi.org/10.28918/ijibec.v7i2.2003 

Dwiyanisa, A. (2022). Exploration of factors forming intention to buy skincare among Millennial 
Generation male consumers in Bandung, Indonesia. Jurnal Computech & Bisnis, 16(2), 207–231. 
https://doi.org/10.56447/jcb.v16i2.22 

Dzukroni, A. A., & Ulinnuha, R. (2023). Debates on Halal issues as Indonesian contemporary religious 
social phenomena. Khazanah: Jurnal Studi Islam Dan Humaniora, 21(2), 155–172. 
https://doi.org/10.18592/khazanah.v21i2.9119 

Fajar, A., Sobari, N., & Usman, H. (2019). Impact of marketing communication mix towards image, 
brand awareness, and costumers decision to choose Islamic insurance. Journal of Islamic 
Economics Lariba, 4(2), 109–122. https://doi.org/10.20885/jielariba.vol4.iss2.art5 

Fajria, R. N., Hasanah, S., Lestari, S. S., & Sam’ani. (2022). Does brand love affect brand loyalty for halal 
product consumers in Central Java? Journal of Islamic Economics Lariba, 8(2), 279–288. 
https://doi.org/10.20885/jielariba.vol8.iss2.art8 

Fong, C.-M., Chang, H.-H. S., & Han, Y.-L. (2022). Animosity, preference conflict and consumption 
context in an international crisis: A normative influence perspective. International Marketing 
Review, 39(6), 1285–1308. https://doi.org/10.1108/IMR-07-2021-0219 

Fornell, C., & Larcker, D. F. (1981). Evaluating structural equation models with unobservable variables 
and measurement error. Journal of Marketing Research, 18(1), 39–50. 
https://doi.org/10.2307/3151312 

Gineikiene, J., & Diamantopoulos, A. (2017). I hate where it comes from but I still buy it: Countervailing 
influences of animosity and nostalgia. Journal of International Business Studies, 48(8), 992–
1008. https://doi.org/10.1057/s41267-017-0097-5 

Gunawan, D. G., & Pertiwi, A. D. (2022). Pengaruh label halal, electronic word of mouth dan kualitas 
produk terhadap keputusan pembelian skincare Safi melalui brand image dan brand trust 
[The influence of halal labeling, electronic word of mouth and product quality on purchasing 
decisions for Safi skincare through brand image and brand trust]. Jurnal Ilmiah Ekonomi Islam, 
8(1), 815–824. https://doi.org/10.29040/jiei.v8i1.4508 

Hardiyanto, S., Eriza, F., Ridho, H., Noorikhsan, F. F., Agustian, D., & Batubara, P. E. O. (2023). Analysis of 
the fatwa of the Indonesian Ulema Council supporting Halal certification and the progress of 



1062             Heydiana & Aliyanti 

Indonesian Muslims. Pharos Journal of Theology, 105(1), 1–11. 
https://doi.org/10.46222/pharosjot.10521 

Helmi, S., Ariana, S., & Supardin, L. (2022). The role of brand image as a mediation of the effect of 
advertising and sales promotion on customer purchase decision. Journal of Economics and 
Sustainable Development, 13(8), 90–99. https://doi.org/10.7176/JESD/13-8-09 

Herdyanti, L. Q., & Mansoor, A. Z. (2020). Analysing opportunity for new established acne focused 
skincare brand in Indonesian beauty industry. European Journal of Business and Management 
Research, 5(2), 1–5. https://doi.org/10.24018/ejbmr.2020.5.2.272 

Herédia-Colaço, V., & Coelho Do Vale, R. (2018). Seize the day or save the world? The importance of 
ethical claims and product nature congruity. Journal of Business Ethics, 152(3), 783–801. 
https://doi.org/10.1007/s10551-016-3342-0 

Ibeabuchi, C., Ehido, A., Fawehinmi, O., & Aigbogun, O. (2024). Determinants of purchase intention 
towards halalcertified cosmetic products among nonMuslims. Journal of Islamic Marketing, 
15(12), 3778–3803. https://doi.org/10.1108/JIMA-09-2022-0255 

Inayah, F. R., Parakkasi, I., & Sofyan, A. S. (2023). Pengaruh labelisasi halal, personal selling dan online 
customer review terhadap keputusan pembelian (Studi pada follower Instagram Scarlett 
Whitening) [The influence of halal labeling, personal selling and online customer reviews on 
purchasing decisions (Study on Scarlett Whitening Instagram followers)]. Al Maal: Journal of 
Islamic Economics and Banking, 4(2), 163–175. https://doi.org/10.31000/almaal.v4i2.6610 

Karsono, L. D. P., & Salma, L. F. (2023). The impact of 9P’s of marketing mix strategy towards the 
decision to purchase halal tourism services. Journal of Islamic Economics Lariba, 9(1), 1–18. 
https://doi.org/10.20885/jielariba.vol9.iss1.art1 

Kartika, B., Septi, I., Jamaludin, M. A., & Jaswir, I. (2023). The relationship between muslim consumers’ 
perception of halal certification toward purchase intention of halal products. Journal of Halal 
Industry & Services, 6(1), a0000383. https://doi.org/10.36877/jhis.a0000383 

Khan, Z. (2021). Impact of sales promotion, advertising and direct marketing on sale of cosmetic 
products. Journal of Marketing Strategies, 2(1), 20–34. https://doi.org/10.52633/jms.v2i1.26 

Khanfani, M., Diniyah, A., & Putri, G. Z. A. (2023). Exploring the influence of consumer behavior on 
purchase decision and purchase intention for halal cosmetics: The moderating role of Halal 
awareness. Airlangga International Journal of Islamic Economics and Finance, 6(2), 144–160. 
https://doi.org/10.20473/aijief.v6i02.50743 

Kline, R. B. (2023). Principles and practice of structural equation modeling (Fifth edition). The Guilford 
Press. 

Kotler, P., & Keller, K. L. (2016). Marketing management (15 edition). Pearson. 

Li, Y., Li, B., Wang, G., & Yang, S. (2021). The effects of consumer animosity on demand for sharing-
based accommodations: Evidence from Airbnb. Decision Support Systems, 140, 113430. 
https://doi.org/10.1016/j.dss.2020.113430 

Lu, F.-C., & Sinha, J. (2019). Dichotomous thinking and ethical consumerism: Overcoming the negative 
effects of self-interest bias through third-person narrative persuasion. Journal of Advertising, 
48(3), 271–283. https://doi.org/10.1080/00913367.2019.1597788 

Ma’azah, N., & Prasetyo, A. (2023). Brand image melalui customer satisfaction sebagai variabel 
intervening terhadap customer loyalty pada produk skincare Safi Indonesia [Brand image 
through customer satisfaction as an intervening variable on customer loyalty in Safi Indonesia 



Purchasing decision of Scarlett Whitening               1063 

skincare products]. Airlangga Journal of Innovation Management, 4(2), 219–228. 
https://doi.org/10.20473/ajim.v4i2.50401 

Manafe, L. A., & Ardeana, Y. (2022). Strategy to increase brand awareness through public relations 
activities with PENCILS analysis method: (Case study : EDVI Beauty Glow Skincare). International 
Journal Of Education, Social Studies, And Management (IJESSM), 2(3), 76–91. 
https://doi.org/10.52121/ijessm.v2i3.126 

Mandler, T., Bartsch, F., Krüger, T., Kim, K. A., & Han, C. M. (2023). Consumer animosity: The mitigating 
effect of perceived brand globalness. International Marketing Review, 40(2), 365–384. 
https://doi.org/10.1108/IMR-08-2022-0186 

Monoarfa, H., Rosida, R., Juliana, J., Sintiyawati, S., & Abu Karim, R. (2023). Halal awareness can’t 
improved purchase intention imported skincare. Al-Uqud : Journal of Islamic Economics, 7(1), 
54–66. https://doi.org/10.26740/aluqud.v7n1.p54-66 

Pratiwi, P. C., & Silitonga, P. (2024). Influence of price perception, product quality, and e-wom: 
Improving brand image and purchase decision. Journal of Economics, Assets, and Evaluation, 
1(3), 1–11. https://doi.org/10.47134/jeae.v1i3.209 

Premium Beauty News. (2023, January 31). The power of local beauty brands in South East Asia 
[HTML]. Premium Beauty News. https://www.premiumbeautynews.com/en/the-power-of-
local-beauty-brands,21453 

Putri, A. N. D., Sugandini, D., & Sutiono, H. T. (2024). Green marketing and green innovation on green 
purchase intention through green brand image in consumer skincare. West Science Business 
and Management, 2(2), 681–688. https://doi.org/10.58812/wsbm.v2i02.1010 

Qurniawati, R. S., Sakinah, A. N., & Nurohman, Y. A. (2023). The impact of religious beliefs on Halal 
skincare brand loyalty in Central Java Indonesia: The mediating role of brand love. Jurnal 
Ekonomi Syariah Teori Dan Terapan, 10(2), 141–150. 
https://doi.org/10.20473/vol10iss20232pp141-150 

Rachmawati, E. (2024). The role of influencer marketing, customer feedback, corporate social 
responsibility, and product quality on brand image and customer loyalty in the beauty and 
personal care market in Indonesia. The Es Economics and Entrepreneurship, 3(1), 128–144. 
https://doi.org/10.58812/esee.v3i01.301 

Sani, A. (2023). Opportunities and challenges for Indonesian halal certification. Proceeding of The 
International Seminar on Business, Economics, Social Science and Technology (ISBEST), 3(1), 
12–19. https://doi.org/10.33830/isbest.v3i1.1492 

Sani, S. A., Batubara, M., Silalahi, P. R., Syahputri, R. R., & Liana, V. (2022). Pengaruh promosi, kualitas 
produk dan harga terhadap keputusan pembelian konsumen pada produk Scarlett Whitening 
[The effect of promotion, product quality and price on consumer purchasing decisions on 
Scarlett Whitening products]. Al-Kharaj : Jurnal Ekonomi, Keuangan & Bisnis Syariah, 4(5), 
1327–1342. https://doi.org/10.47467/alkharaj.v4i5.931 

Saripah, R., Rahmat, B. Z., & Zahra, Q. S. A. (2023). Factors affecting Muslim consumers’ purchasing 
decisions on cosmetics product. eCo-Buss, 6(2), 917–931. https://doi.org/10.32877/eb.v6i2.1088 

Setiyanti, S., & Ansori, M. I. (2024). Pengaruh brand image dan harga terhadap keputusan pembelian 
produk skincare The Originote [The effect of brand image and price on purchasing decisions 
for The Originote skincare products]. Profit: Jurnal Manajemen, Bisnis Dan Akuntansi, 3(2), 211–
226. https://doi.org/10.58192/profit.v3i2.2121 



1064             Heydiana & Aliyanti 

Shabrina, N. N., Ali, K. M., & Mahanani, Y. (2023). The effect of halal labels on muslim consumer 
decisions in buying cough medicine. Halal Studies and Society, 1(1), 10–16. 
https://doi.org/10.29244/hass.1.1.10-16 

Shandilya, A. K., & Kumar, D. (2023). Moderating effect of price on the relationship of economic 
animosity and ethnocentrism with purchase decision of retail consumers of Jharkhand. Gyan 
Management Journal, 18(1), 30–37. https://doi.org/10.48165/gmj.2023.18.1.4 

Sitorus, A. E. & Realize. (2024). Pengaruh brand image, kepercayaan merek dan informasi kemasan 
produk terhadap keputusan pembelian produk Scarlett di Kota Batam [The influence of brand 
image, brand trust and product packaging information on purchasing decisions for Scarlett 
products in Batam City]. eCo-Buss, 7(1), 509–521. https://doi.org/10.32877/eb.v7i1.1508 

Su, X. M., Li, J. X., & Tang, J. (2013). Consumers’ green purchasing decision based on preference for 
product attributes: Taking the rolling paper for example. Applied Mechanics and Materials, 
295–298, 2201–2204. https://doi.org/10.4028/www.scientific.net/AMM.295-298.2201 

Suki, N. M. (2018). Consumers’ perceptions of Halal food certification. Labuan E-Journal of Muamalat 
and Society (LJMS), 12, 189–195. https://doi.org/10.51200/ljms.v12i.1393 

Supriyanto, S., Effendi, M., & Alfionita, L. (2020). Pengaruh produk terhadap keputusan pembelian 
indomie goreng dengan variabel promosi sebagai moderasi di PT. Indomarco Adi Prima 
Cabang Lubuklinggau [The effect of products on purchasing decisions for fried indomie with 
promotional variables as moderation at PT. Indomarco Adi Prima Lubuklinggau Branch]. Jurnal 
Media Ekonomi (JURMEK), 25(3), 212–226. 
http://jurnal.univbinainsan.ac.id/index.php/jurmek/article/view/1137/ 

Ulyanita, I. A., & Mubarok, M. H. (2023). The effects of Halal label and brand image on purchasing 
decisions through a mediating role of trust. PROCEEDING ICONIEB: International Conference of 
Islamic Economics and Business, 2(1), 174–182. 
https://proceeding.iainkudus.ac.id/index.php/ICONIEB/article/view/641 

Wang, S., Tang, Z., Stewart, D. W., & Paik, Y. (2023). Interplay of consumer animosity and product 
country image in consumers’ purchase decisions. Journal of International Business Studies, 
54(3), 505–513. https://doi.org/10.1057/s41267-022-00556-0 

Yanti, V. S. (2024). Exploring Halal certification and impact on business for MSME’s. Journal of Halal 
Research, Policy, and Industry, 3(1), 1–8. https://doi.org/10.33086/jhrpi.v3i1.6176 

Yassin, S., Labeeb, A., & Rasheed, H. (2022). The Mediation Role of Attitude toward Purchase in the 
Relationship between Country of Origin Image, Religiosity, Ethnocentrism, Animosity and 
Intentions to Purchase in the Egyptian Context. International Journal of Social Science and 
Human Research, 5(1), 233–251. https://doi.org/10.47191/ijsshr/v5-i1-32 

Zabashtanskyi, M., Zabashtanska, T., & Herasimchuk, M. (2022). Застосування промоакційного 
маркетингу підприємствами в умовах цифровізації [Application of promotion marketing by 
enterprises in digitalization conditions]. Scientific Bulletin of Polissia, 2(25), 222–239. 
https://doi.org/10.25140/2410-9576-2022-2(25)-222-239 

Zhulkarnain, N. A., Nurhalim, A., Mahanani, Y., & Hassan, R. (2024). Determinants that affect generation 
Z consumer loyalty in Wardah skincare. Halal Studies and Society, 1(2), 8–13. 
https://doi.org/10.29244/hass.1.2.8-13 

 


