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RINGKASAN 

CLARISSA LARAS LUCIANO. Faktor-Faktor yang Memengaruhi Minat Beli 

Produk Pembersih Wajah Lokal untuk Pria. Dibimbing oleh MUKHAMAD NAJIB 

dan ARIF IMAM SUROSO. 

 

Produk skincare lokal merupakan produk perawatan wajah yang dibuat oleh 

perusahaan asal Indonesia. Beberapa tahun terakir produk skincare lokal semakin 

banyak bermunculan. Tidak hanya produk khusus untuk wanita, produk skincare 

lokal pria juga semakin banyak dipasaran. Produk pembersih wajah merupakan 

salah satu produk skincare yang digunakan oleh sebagian besar pria Indonesia. 

Kehadiran pembersih wajah lokal untuk pria saat ini masih terbilang baru apabila 

dibandingkan dengan produk global yang telah lama hadir dipasaran.  

Penelitian ini bertujuan menganalisis faktor-faktor yang memengaruhi minat 

beli pembersih wajah lokal untuk pria. Faktor dugaan yang dapat memengaruhi 

minat beli adalah eWOM, brand awareness, etnosentrisme konsumen, dan 

perceived product quality. Sementara faktor dugaan yang dapat memengaruhi 

brand awareness adalah eWOM dan faktor dugaan yang dapat memengaruhi 

perceived product quality adalah etnosentrisme konsumen. penelitian ini dilakukan 

terhadap 261 responden yang dipilih secara non-probability sampling dengan 

kriteria belum pernah menggunakan produk pembersih wajah lokal untuk pria. Data 

dikumpulkan dengan cara mengisi kuesioner yang disebarkan secara online. 

Analisis statistik yang digunakan adalah SEM (Structural Equation Model) dengan 

menggunakan LISREL. 

Hasil penelitian menunjukan brand awareness, etnosentrisme konsumen, dan 

perceived product quality berpengaruh langsung secara signifikan terhadap minat 

beli, sementara eWOM tidak berpengaruh secara signifikan terhadap minat beli. 

ewom berpengaruh secara signifikan terhadap brand awareness dan etnosentrisme 

konsumen berpengaruh secara signifikan terhadap perceived product quality. 

Adapun terdapat pengaruh tidak langsung antara eWOM terhadap minat beli 

melalui brand awareness dan antara etnosentrisme konsumen terhadap minat beli 

melalui perceived product quality. Beberapa bentuk implikasi manajerial yang 

dapat dilakukan oleh perusahaan adalah meningkatkan pemasaran melalui eWOM 

dengan meminta review konsumen baik berupa pernyataan tertulis atau berbentuk 

video, memberikan reward seperti diskon pada pembelian berikutnya kepada 

konsumen yang telah memberikan review, serta bekerja sama dengan influencer 

dan Key Opinion Leader. Selanjutnya perusahaan dapat meningkatkan image 

produk lokal dengan menambahkan tulisan “made in Indonesia” atau “buatan 

Indonesia” pada produknya, menambah informasi mengenai manfaat dan kualitas 

produk, dan melakukan penjualan secara offline. 

 

Kata kunci: Brand Awareness, Etnosentrisme Konsumen, eWOM, Minat beli, 

Perceived Product Quality. 

 

 



SUMMARY 

CLARISSA LARAS LUCIANO. Factors Influencing Consumers Purchase 

Intention Towards Local Facial Wash for Men. Supervised by MUKHAMAD 

NAJIB and ARIF IMAM SUROSO.  

 
Local skincare products are facial care products made by companies from 

Indonesia. In the last few years, more and more local skincare products have 

appeared. Not only special products for women, men's local skincare products are 

also increasingly being marketed. Facial cleansing products are one of the skincare 

products used by most Indonesian men. The presence of local facial cleansers for 

men is still relatively new when compared to global products that have been on the 

market for a long time. 

This study aims to analyze the factors that influence buying interest in local 

facial cleansers for men. The alleged factors that can influence buying interest are 

eWOM, brand awareness, consumer ethnocentrism, and perceived product quality. 

While the alleged factor that can influence brand awareness is eWOM and the 

alleged factor that can affect perceived product quality is consumer ethnocentrism. 

This study was conducted on 261 respondents who were selected by non-probability 

sampling with the criteria that they had never used local facial cleansing products 

for men. Data was collected by filling out a questionnaire distributed online. 

Statistical analysis used is SEM (Structural Equation Model) using LISREL. 

The results showed that brand awareness, consumer ethnocentrism, and 

perceived product quality had a significant direct effect on buying interest, while 

eWOM did not significantly affect buying interest. ewom has a significant effect 

on brand awareness and consumer ethnocentrism has a significant effect on 

perceived product quality. Meanwhile, there is an indirect effect between eWOM 

on buying interest through brand awareness and between consumer ethnocentrism 

on buying interest through perceived product quality. Some forms of managerial 

implications that can be done by companies are increasing marketing through 

eWOM by asking for consumer reviews in the form of written statements or in the 

form of videos, providing rewards such as discounts on subsequent purchases to 

consumers who have provided reviews, and collaborating with influencers and Key 

Opinion Leaders. Furthermore, companies can improve the image of local products 

by adding the words "made in Indonesia" or "buatan Indonesia" on their products, 

adding information about the benefits and quality of products, and selling offline. 

 

Kata kunci: Brand Awareness, Etnosentrisme Konsumen, eWOM, Minat Beli, 

Perceived Product Quality. 
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