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Wardah is one of the halal cosmetic brands that provides products suit to the needs of Indonesian
women. According to Top Brand Award data for 2020, most of Wardah's products experienced a
decline in buying interest. The decrease in the percentage of interest in buying Wardah skincare
products can be caused by the shift of consumers to other brands. Buying interest is how likely a
consumer is to buy a brand and service or how likely a consumer is to move from one brand to
another, so this study aimed to analyze different perceptions between two skincare consumers,
Avoskin and Wardah, using the variables of halal certification, brand ambassador, and beauty
vlogger review. The sampling technique used in this study was purposive sampling, taken from the
respondents. This study used the Mann-Whitney test as the data analysis method. The result shows
that there are significant differences in perceptions of halal certification among Avoskin and
Wardah consumers, no significant differences in brand ambassador perceptions among Avoskin
and Wardah consumers, and no significant differences in perceptions of beauty vlogger reviews

among Avoskin and Wardah consumers.

1. Introduction

Young women often feel insecure, which is often defined as
a form of insecurity about one's own beauty. This is due to the
frequent comparisons of themselves with others. Aside from
that, insecurity can also arise because of beauty standards in
society which say that beautiful women are white, clean, and
free of acne. When they feel that they are not in accordance with
existing beauty standards, they try to beautify themselves by
using beauty products such as skincare and make-up.

Wardabh is one of the halal cosmetic brands that provides
products according to the needs of Indonesian women.
According to Top Brand Award data for 2020, most of Wardah's
products experienced a decline in buying interest. The decrease
in the percentage of interest in buying Wardah skincare
products can be caused by the shift of consumers to other
brands. Buying interest is how likely a consumer is to buy a
brand and service or how likely a consumer is to move from one
brand to another [1]. In addition, the decreased interest in
buying Wardah skincare products can be influenced by
consumer perceptions. Perception is the process by which a
person selects, organizes, and interprets input in the form of
information, which can create meaning to produce an overall
picture [2]. Based on sales data in e-commerce in 2021, Wardah
occupies the 5th position under Avoskin, which is conventional
skincare, but its sales are higher than Wardah, which is a halal
brand. In Indonesia, a country with a Muslim majority, halal
should be used as a lifestyle, but in fact, Avoskin is superior to
Wardah in terms of sales in e-commerce.

Avoskin is a skincare that has a cruelty-free label, which
means no animal testing. This proves that Avoskin does not use
chemicals that harmful to the skin. Avoskin always puts product
safety first for its users. With the concept of green beauty, which
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is different from most other skincare products [3], [4]. The
decline in buying interest of Wardah skincare is due to
consumer perceptions of the beauty industry, which has
become commonplace. However, manufacturers must keep
trying to increase sales by understanding the factors that
influence consumer perceptions of Wardah skincare. Based on
the results of previous research, it shows that perceptions can
be influenced by halal certification [5], [6], brand ambassadors
[7], and beauty vlogger reviews [8]. These factors are expected
to increase sales.

Halal certification is a guarantee of the halalness of a
product and assures consumers of its cleanliness, health, and
legal guarantee that the product is feasible to buy and use [9],
[10], [11]. Halal certification is to provide confidence to
consumers that the product is guaranteed halal [12]. [Ittham &
Nizar added one indicator for healthy assurance in product with
halal certification is the ingredient used for the product can be
assured is safe for face and body [13].

Study from Teng and Wan Jamilah about investigating
student’s awareness and usage intention towards Halal labelled
cosmetics and personal care products in Malaysia has proved
that 507 respondents (89.1%) are aware about Halal cosmetics
and personal care products but 62 respondents (10.9%) never
heard about that [14]. While previous research conducted by
Muizzuddin and Kisty showed that the halal awareness of
consumers affects their buying decisions [15]. Brand
ambassadors are tools that companies use to communicate and
relate to consumers in the hope that brand ambassadors can
increase sales [16].A brand ambassador is used as a
promotional tool to influence and persuade consumers to use a
product [17]. Although a result conducted by Lailiya showed
that brand ambassador does not affect the buying interest of
cosmetics among female faculty students [18]. A beauty vlogger
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is someone who creates and uploads videos about beauty, such
as make-up and skincare [19]. Chen & Dermawan found that
beauty vlogger review significantly affect consumer buying
interest, the better credibility and review given by the beauty
vlogger, it will increase the consumer buying interest [20].

Research about perception of Wardah product conducted by
Suprianto and Sinduwiatmo showed respondents had good
perception about Wardah cosmetics product because Wardah is
halal and safe. It is considered halal because the label or
certification and made by natural ingredients plus no pig oil. It
is also considered safe because the guaranty from National
Agency of Food and Drug Control [21]. While research about the
perception of Avoskin skincare conducted by Isrofi showed
respondents had good perception on the product quality of
Avoskin skincare which affect to their purchasing decision [22].

Finding the effect of perception of halal label or halal
certification to consumer purchasing decision for cosmetics
products, particularly Wardah has been done in previous
studies, but focusing on its specific variant, the skincare, has not
been done before. Moreover, in this study, the perception of
halal certification of Wardah product is compared to the
Avoskin Product which has no halal certification, but has
different label with green concept which is assumed that makes
the sales increase rapidly. In this modern and virtual era, other
factors which affect the purchasing decision for current
cosmetics consumer are the brand ambassador and beauty
vlogger review. In this study, these two factors are also
compared between the Avoskin and Wardah consumer groups
to find differences in perceptions. Through this research, both
manufacturers (Wardah and Avoskin) are expected to get the
insight for arranging strategy to increase consumers buying
interest in order to win the tough and dynamic competition,
beside giving valuable knowledge regarding halal certification,
and updated marketing communication tools.

Table 1.
“Halal Certification” operational variable
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2. Material and method

This study aimed to determine three variables, namely halal
certification (X1), brand ambassadors (X2), and beauty vlogger
review (X3), as the independent variables. The operational
variables for each variable were described in Table 1-3.

This research used a descriptive-quantitative approach. The
unit of analysis of this research was the consumer group
Avoskin and Wardah. The variables studied in this study were
halal certification, brand ambassador, and beauty vlogger
review. The type of data was primary data obtained from
questionnaires distributed to respondents using Google Forms.
Respondents in this study were consumers who used and
purchased Avoskin and Wardah skincare products through e-
commerce sites Shopee and Tokopedia and were domiciled in
Greater Jakarta.

The sampling technique used was purposive sampling. The
sample of this research consisted of 35 respondents from
Avoskin consumers and 35 respondents from Wardah
consumers. The data were processed using the SPSS software
version 22 to the validity test, reliability test, normality test,
homogeneity test and Mann Whitney test.

3. Results and discussions

This section discusses the results of the validity test,
reliability test, normality test, homogeneity test and Mann
Whitney test.

3.1. Analysis of the validity test

Validity is a test to prove that a measurement scale can be called
valid. The result of the validity test can be seen in the Table 4.

Variable Indicators

Performance

I buy Avoskin or Wardah products based on the presence or absence of a halal logo.

I am convinced that it is halal.

I can distinguish original and fake halal logos.

For me, buying products with the halal logo is a must.

Ensure cleanliness.
Halal Certification

I'm sure Avoskin or Wardah products are guaranteed to be clean.
I'm sure Avoskin and Wardah products are guaranteed sterile.

[23] I'm sure the ingredients used by Avoskin and Wardah are of high quality.

Convinced of its health

I'm sure Avoskin and Wardah products are good for face and body health.

I feel comfortable using Avoskin and Wardah products.

The legal guarantee

I'm sure Avoskin and Wardah products are legally guaranteed by LPPOM MUI
I'm sure Avoskin/Wardah products are in accordance with Islamic Shari'a law.

The form of government concerns

I believe that the product's halal certification is issued by an official MUI institution.

Table 2.
“Brand Ambassador” operational variable
Variable Indicators Performance
The Avoskin/Wardah brand ambassador is a popular artist.
Visibility I knew these brand ambassadors long before they became Avoskin/Wardah brand ambassadors.

The Avoskin/Wardah brand ambassador has a good personality.
The Avoskin/Wardah brand ambassador has a good image.

Brand ambassadors have expertise in communicating products well.

Brand Ambassador Credibility

[24]

Brand ambassadors have good product knowledge.
A brand ambassador is a person who can be trusted.

Brand ambassadors have physical attractiveness.

A brand ambassador is a person who is able to captivate and amaze respondents through his

Attraction .
achievements.
Brand ambassadors are able to inspire respondents.
p The brand ambassador is a person who deserves to be followed.
ower

A brand ambassador is a celebrity figure who is suitable to be an idol.
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Table 3.
“Beauty Vlogger Review” operational variable
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Variable Indicators Performance

[ believe the beauty vlogger's statement in the video.

Trustworthiness

I'm sure beauty vloggers provide honest and objective reviews.

A beauty vlogger conveys the advantages and disadvantages of the product without exaggerating and

understating.

A beauty vlogger is a person who is an expert in the field of beauty.

Expertise

The beauty vlogger communicates information in a clear and understandable manner.

Beauty vlogger thoroughly reviews products.

I'm intrigued by the beauty vlogger's appearance.

Beauty Vlogger

Review [25) Attractiveness

I think beauty vloggers have a good sense of appearance.
I love the facial expressions and body language beauty vloggers use when reviewing products.

I'm interested in seeing the beauty vlogger's skincare routine.

Respect

I feel amazed by the beauty vlogger's ability to communicate.
I feel that I want using the products reviewed by beauty vloggers.

[ am a person who likes facial treatments.
I like things related to skincare.

Similarity

I feel the beauty vlogger's skin type is the same as my skin type.

[ feel that the beauty vlogger's facial skin problems are the same as my facial skin problems.
I think the skincare reviewed/used by the beauty vlogger fits my needs.

Table 4.
“Halal Certification” validity test
Avoskin Wardah
Variable Items
r-value r-table Status r-value r-table Status
X1.1 0.644 0.334 Valid 0.488 0.334 Valid
X1.2 0.651 0.334 Valid 0.499 0.334 Valid
X1.3 0.781 0.334 Valid 0.398 0.334 Valid
X1.4 0.592 0.334 Valid 0.435 0.334 Valid
Halal X1.5 0.613 0.334 Val%d 0.539 0.334 Valid
Certification X1.6 0.615 0.334 Val%d 0.623 0.334 Val¥d
X1.7 0.553 0.334 Valid 0.597 0.334 Valid
X1.8 0.378 0.334 Valid 0.590 0.334 Valid
X1.9 0.465 0.334 Valid 0.683 0.334 Valid
X1.10 0.855 0.334 Valid 0.620 0.334 Valid
X1.11 0.541 0.334 Valid 0.735 0.334 Valid
Table 5.
“Brand Ambassador” validity test
Avoskin Wardah
Variable Items
r-value r-table Status r-value r-table Status
X2.1 0.716 0,334 Valid 0.569 0,334 Valid
X2.2 0.697 0,334 Valid 0.737 0,334 Valid
X2.3 0.658 0,334 Valid 0.898 0,334 Valid
X2.4 0.702 0,334 Valid 0.875 0,334 Valid
X2.5 0.577 0,334 Valid 0.850 0,334 Valid
Brand X2.6 0.650 0,334 Valid 0.789 0,334 Valid
Ambassador X2.7 0.856 0,334 Valid 0.783 0,334 Valid
X2.8 0.461 0,334 Valid 0.663 0,334 Valid
X2.9 0.732 0,334 Valid 0.842 0,334 Valid
X2.10 0.752 0,334 Valid 0.793 0,334 Valid
X2.11 0.684 0,334 Valid 0.772 0,334 Valid
X2.12 0.788 0,334 Valid 0.822 0,334 Valid

Based on the results of the halal certification validity test,
brand ambassador, and beauty vlogger review for Avoskin and
Wardah consumers, it can be concluded that all statement items
in each variable are valid. All items have a value of r arithmetic
> r table of 0.334 (n = 35, significance level 0.05), so it can be
said that all items in each variable are valid.

3.2. Analysis of reliability test

Reliability is a test carried out to determine the reliability of
the measuring instruments used in research. This test is carried

out to show the consistency and stability of a score or
measurement scale. The result of the reality test can be seen in
the Table 7 and 8.

The research data was tested using the Cronbach's Alpha
method. Cronbach's Alpha has a provision that if the value of
Cronbach's Alpha is 0.60, then the data has good reliability. And
conversely, if the value of Cronbach's Alpha is 0.60, then the
data has poor reliability. Based on tables 7and 8, it can be said
that all variables can be said to be reliable because the results of
Cronbach's Alpha show that all variables have a Cronbach's
Alpha value of more than 0.60, meaning that the instrument is
considered reliable or trustworthy.
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Table 6.
“Beauty Vlogger Review” validity test
Avoskin Wardah
Variable Items
r-value r-table Status r-value r-table Status
X3.1 0.771 0.334 Valid 0.765 0.334 Valid
X3.2 0.828 0.334 Valid 0.743 0.334 Valid
X3.3 0.830 0.334 Valid 0.795 0.334 Valid
X3.4 0.627 0.334 Valid 0.779 0.334 Valid
X3.5 0.749 0.334 Valid 0.681 0.334 Valid
X3.6 0.582 0.334 Valid 0.871 0.334 Valid
X3.7 0.531 0.334 Valid 0.871 0.334 Valid
Beauty Viogger X3.8 0.456 0.334 Valid 0.871 0.334 Valid
Review X3.9 0.520 0.334 Valid 0.875 0.334 Valid
X3.10 0.695 0.334 Valid 0.797 0.334 Valid
X3.11 0.520 0.334 Valid 0.659 0.334 Valid
X3.12 0.507 0.334 Valid 0.793 0.334 Valid
X3.13 0.591 0.334 Valid 0.617 0.334 Valid
X3.14 0.561 0.334 Valid 0.526 0.334 Valid
X3.15 0.602 0.334 Valid 0.673 0.334 Valid
X3.16 0.776 0.334 Valid 0.712 0.334 Valid
X3.17 0.808 0.334 Valid 0.786 0.334 Valid
Table 7. Table 11.
Cronbach’s Alpha for Avoskin Test of homogeneity
Variable Cronbach’s Alpha Description Variable Lev.en.e dfl daf2 Sig.
Statistic
Halal Certification 0.806 Reliable
Brand Ambassador 0.897 Reliable Halal Certification 17.323 1 68 .000
Beauty Vlogger Review 0.909 Reliable Brand Ambassador 1.131 1 68 291
Beauty Vlogger Review .879 1 68 .352
Table 8.
Cronbach’s Alpha for Wardah Table 12.
Variable Cronbach’s Alpha Description U-Test
Halal Certification 0.665 Reliable . Asymp. Sig. . . .
Brand Ambassador 0.939 Reliable Variable (2-tailed) Difference in perception
Beauty Vlogger Review 0.952 Reliable .
Halal Certification .000 Yes
Brand Ambassador .259 No
Table 9. Beauty Vlogger Review 204 No
Test of normality for Avoskin
Shapiro-Wilk
Variable P Table 13.
Statistic df Sig. Mean ranks
Halal Certification 954 35 149 Variable Avoskin Wardah
Brand Ambassador .962 35 .257
: Halal Certification 24.60 46.40
Beauty Vlogger Review 924 35 019 Brand Ambassador 32.76 38.24
Beauty Vlogger Review 38.59 32.41
Table 10.
Test of normality for Wardah
Shapiro-Wilk 3.4. Analysis of homogeneity test
Variable
Statistic df Sig. The homogeneity test was carried out to determine whether
Halal Certification 891 35 002 the population variants between two or more data groups had
Brand Ambassador 927 35 022 the same or different variants. The homogeneity test used is the
Beauty Vlogger Review 944 35 .072 Levene test method. The decision-making criteria is that if the

3.3. Analysis of normality test

The normality test aims to determine whether the
distribution of data in a group of data or variables used is
normally distributed or not. This study used the normality test
with the Saphiro Wilk method, and the data will be processed
with the help of SPSS with an alpha of 0.05. Research data can
be normally distributed if the significance value is greater than
0.05. If the significance value is less than 0.05, the research data
is not normally distributed. The result of the normality test can
be seen in the Table 9-10.

significance value is > 0.05, then the data is homogeneous
(same). On the other hand, if the significance value is < 0.05, the
data is heterogeneous (different). The result of the homogeneity
test can be seen in the Table 11.

Based on the table shows that the halal certification variable
has a sig value of 0.000 < 0.05, then the data is not
homogeneous. The brand ambassador variable has a sig value
of 0.291 > 0.05, then the data is homogeneous, and the beauty
vlogger review variable has a sig value of 0.352 > 0.05, then the
data is homogeneous. Because there are variables that have
inhomogeneous data, the hypothesis test will be carried out
using the Mann Whitney test.
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3.5. Analysis of u-test

The Mann-Whitney test is part of non-parametric statistics,
so the Mann-Whitney test does not require research data that is
normally distributed and homogeneous. If the data that has
been analyzed through the normality test and homogeneity test
states that the data are not normally distributed and not
homogeneous, then the hypothesis test used is the Mann-
Whitney test, also called the U-test. This test is used if the data
is not normally distributed. The level of significance used in this
study is 0.05 or 5%. The basis for the U-test decision is that if
the Asymp.Sig value > 0.05, then HO is accepted, and if
Asymp.Sig < 0.05, then HO is rejected. The result of the U-test
can be seen in the Table 12.

Based on the results of data testing with the Mann-Withney
test, the Asymp Sig value is obtained as 0.000 < 0.05, so HO is
rejected, and Ha is accepted. It can be concluded that there are
significant differences in perceptions of halal certification
between Avoskin and Wardah consumers. Whereas the
perception of wardah consumers' halal certification is 46.60
higher than the Avoskin consumer's perception of 24.60
certification. The high perception about halal from Wardah
consumers also has been tested from previous research
conducted to 232 Moslem women in Indonesia, and this effect
to the purchase intention on halal cosmetics [26]. Other study
in Selangor Malaysia also has been found that the consumers are
having a high level of perception of halal cosmetic products.
Besides that, consumers have sufficient knowledge with the
attitude towards the halal cosmetic products, which includes
the ingredients that are lawful in Syariah law and can avoid
sensitive skin and allergic problem. However, the consumers
showed a moderate practice level on the halal cosmetic [27]. On
the other side most Avoskin consumers do not really care much
about halal certification or halal labels when buying Avoskin
products. For information, the Avoskin respondents are from
Millenial group, age between 18-35, status as student or junior
employee, while the characteristic of Wardah consumers in this
research about half of them are above 35 years old and status as
housewife.

From this different background between two groups can be
assumed that Avoskin consumers, represented by younger and
active people are not giving much attention on halal issue as the
Wardah consumers, they are more interested on issue
regarding green concept. This result goes with previous study
about halal personal care product’s purchase intention was
affected significantly by halal marketing and health reason.
Halal awareness and certification did not significantly affect the
millennial generation’s purchase intention of halal personal
care products [28]. Therefore, this might be one of the factors
that causes Avoskin's skincare sales to be bigger than Wardah's
skincare sales in e-commerce.

Based on the results of data testing with the Mann-Withney
test, the value of Asymp Sig. of 0.259 > 0.05 so Ha is accepted,
and HO is accepted. It can be concluded that there is no
significant difference in the perception of brand ambassadors
between Avoskin and Wardah consumers. Whereas the
perception of the brand ambassador by Wardah consumers is
38.24 and Avoskin consumers is 32.76. It means both of these
two groups agree that brand ambassador is an important tool in
marketing for persuading consumers to buy the products. This
is in accordance with the research conducted by Utami which
found that brand ambassadors have significant results in
decision making. purchase of Wardah products [29]. Also, with
the result of research from Khotimah & Nurtantiono about the
effect of brand ambassador and brand image on purchase
decisions for Wardah products in Solo city [30]. This also proves
the theory Barnes & Lea-Greenwood [16], which says that brand
ambassadors are tools used by companies to communicate and
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relate to consumers in the hope of increasing sales.

Based on the results of data testing with the Mann-Withney
test, the value of Asymp Sig. of 0.259 > 0.05, so Ha is accepted,
and HO is rejected. It can be concluded that there is no
significant difference in the perception of beauty vlogger
reviews between Avoskin and Wardah consumers, where the
perception of beauty vlogger reviews of Avoskin consumers is
38.59 and Wardah consumers' is 32.4. It means beauty vlogger
review is considered important for Avoskin dan Wardah
consumers as a useful recommendation for them before buying
the products. This is in line with research which found that
beauty vlogger reviews have a significant effect on consumer
interest. Also, with the research conducted by Nurvia & Sarasati
which exposed the influence of beauty vlogger on purchasing
decisions involving skincare products [31]. The more credibility
and reviews provided by the beauty vlogger, the more
consumers' buying interest in the products reviewed will
increase. In addition, this is also in line with Shimp’s theory
which states that there are five attributes (TEARS) to facilitate
the communication effectiveness of a celebrity endorser.

4, Conclussions

This study aimed to see if there are differences in consumer
perceptions of Avoskin and Wardah skincare using halal
certification, brand ambassadors, and beauty vlogger reviews
variables. From the results of the tests that have been carried
out, the researchers draw the following conclusions: (1) there is
a significant difference in perception between Avoskin and
Wardah consumers based on halal certification. Wardah has
been perceived well as halal cosmetics, include the skincare
while Avoskin preferred to be identified as skincare with green
concept, (2) there is no significant difference in perception
between Avoskin and Wardah consumers based on brand
ambassadors. Both of them agree the importance of brand
ambassador to persuade consumers buying the products, and
(3) there is no significant difference in perception between
Avoskin and Wardah consumers based on beauty vlogger
reviews. Both of them consider well the recommendation from
beauty vlogger reviewer before consuming the product.

It is recommended for Wardah's management to intensify
the importance of product halalness so the public is more
educated about halalness and consider more to buy halal
product, and also can adopt the strategy of green concept with
their “own way” or anything that related with current, trendy or
millennial stuffs. Hence Wardah can increase their sales
numbers. For the management of Avoskin, it is expected to add
a halal label on product packaging because most of Avoskin's
consumers are Muslim, so that consumers can feel more secure
and comfortable when using Avoskin products. It is suggested
for further researchers to add more research samples so that
they have more observation points and can reflect the actual
situation.
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