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Abstract 

This study investigates the determinants of a Muslim consumer in buying skincare products 
considering the attributes exist in skincare products. The purpose of this study is to find out the 
components of skincare products shaping the preferences of Muslim costumers in buying skincare 
products. Moreover, this study specifically attempts to identify the most significant aspect 
influencing the preferences of Muslim consumers. This study is a field research study with the 
sample of study of University Students in Surakarta. The result complies the previous studies on 
the topic and gives a pivotal input for skincare industry. This study recommended a robust 
framework for halal products to compete with its counterparts and suggested the policy makers 
on designing an environmental friendly products leading the nation’s economy and long-term 
prosperity.  
Keywords: Muslim Consumers, Halal Products, Skincare Products.  
 

Abstrak 
Penelitian ini mengkaji determinan konsumen muslim dalam membeli produk perawatan kulit 
mengingat atribut yang ada pada produk perawatan kulit. Tujuan dari penelitian ini adalah untuk 
mengetahui komponen produk skincare yang membentuk preferensi konsumen muslim dalam 
membeli produk skincare. Selain itu, penelitian ini secara khusus mencoba untuk mengidentifikasi 
aspek yang paling signifikan mempengaruhi preferensi konsumen Muslim. Penelitian ini 
merupakan penelitian lapangan dengan sampel penelitian Mahasiswa Universitas di Surakarta. 
Penelitian ini menggunakan metode analisis deskriptif yang menafsirkan hasil wawancara dari 
responden yang diperoleh dari wawancara. Hasilnya sesuai dengan penelitian sebelumnya 
tentang topik tersebut dan memberikan masukan penting untuk industri perawatan kulit. Studi ini 
merekomendasikan kerangka yang kuat untuk produk halal untuk bersaing dengan rekan-
rekannya dan menyarankan pembuat kebijakan untuk merancang produk ramah lingkungan yang 
memimpin ekonomi bangsa dan kemakmuran jangka panjang. 
Kata Kunci:Kosumen Muslim, Produk Halal, Produk Perawatan Kulit 
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INTRODUCTION 
 Life changes in this era of globalization, from the environment, technology, food and any 
other life style of society. Alongside with these changes, the economic sector changes following 
the changes of human needs. Health and beauty become the primary goal of every human being. 
With this objective, skincare products take a vital place in life and become a necessity to be 
fulfilled in order to achieve life satisfaction. The raising of concern on self-care leads people 
willingness on paying extra fees for skincare products. This is corroborated by the rise in growth 
of skincare products which in 2017 by 6% and predicted to rise throughout the years. This 
phenomenon supported by the media which shape an increasing of awareness in maintaining 
healthy skin for women1. 
 Taking care of yourself can be done in various ways, one of which is the use of skincare 
products. In Indonesia, there are many brands offering skincare products such as Wardah, The 
Body Shop, Oriflame, Sari Ayu, and other products. With so many products offering skincare 
products, there are many choices of products for consumers. Not only national products, there is a 
number of products from various countries competing in the market such as Etude, Faceshop, 
Nature Republic and many others2. Subsequently, costumers preferences are shaped by many 
factors with many options of skincare products. This is according to the definition of preference 
which can be defined as the choice of a product by consumers based on consideration of attributes 
contained in the products which provide value to consumers3. 
 Determinant factors of preferences for a Muslim might consider religion aspect as known 
in the concept of consumption in Islamic economic. In the concept of Islamic economics, 
consumption is hardly integrated with one's faith, so that a person faith becomes a benchmark for 
his preferences in consumption since a faith has a tremendous effect on one preferences in using a 
product4. In the concept of Islamic economics, apart from integrating with faith, the purpose of 
consuming a product is to achieve falāh (salvation), which carried a meaning that Muslim 
consumption preferences tend to be beneficial and detrimental to the products to be consumed5. In 
determining the product to be purchased, Muslim consumers should be oriented to benefit rather 
than utility or satisfaction. This is because satisfaction tends to be more subjective than benefit 

 
1 Ramadhani, Nofia Ulfah, Berto Mulia Wibawa, and Janti Gunawan. 2019. “Analisis Sikap Konsumen Perempuan 
Terhadap Produk Green Skincare: Pendekatan Multiatribut Fishbein.” Jurnal Sains Dan Seni ITS 8 (1). 
https://doi.org/10.12962/j23373520.v8i1.41624. 
2 Ghaizani, Amalia, Edriana Pangestuti, and Lusy Deasyana Rahma Devita. 2018. “Pengaruh Country Of Origin 
Terhadap Brand Image Dan Dampaknya Bagi Keputusan Pembelian (Survei Online Pada Konsumen Skin Care Etude 
House Di Indonesia).” Jurnal Administrasi Bisnis 58 (2): 110–18. 
3 Andreas Kevin, Clarisa Kusuma, Emiliana Hertati, Kartika Ayu Fitriani, and Vincent Wirawan. 2018. “Analisa Tren 
Skin Care Natural Terhadap Preferensi Konsumen.” Jurnal Bisnis, 1–13. 
4 Mansur, Mansur. 2018. “Preferensi Konsumsi Keluarga Perspektif Ekonomi Islam (Studi Kasus Di Kelurahan Wates, 
Ngaliyan Kota Semarang).” INFERENSI: Jurnal Penelitian Sosial Keagamaan 11 (2): 409–30. 
https://doi.org/10.18326/infsl3.v11i2.409-430. 
5 Rozalinda. 2015. “Ekonomi Islam: Teori Dan Aplikasinya Pada Aktifitas Ekonomi.” In . Jakarta: Rajawali Pers.  
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oriented which tends to be more objective. Consequently, consumers are more rational when 
deciding to buy something based on its benefit. 
 Basically, the concept of consumption in Islam is always guided by religious teachings. 
Among the important teachings related to consumption is to pay attention to the halal and haram 
of something that is consumed6. Therefore, this study aims to find out what are the attributes 
shaping the preferences of Muslim consumers in buying skincare products and what attributes are 
contributing the most significant as underlying reason in their preferences for buying skincare 
products. Apart from it, this research attempts to fill a gap of information in this study and expected 
to be a reference for future study developing the issues which remained untapped.  
 
LITERATURE REVIEW 
 Skincare is a beauty product that is used to treat skin on the body and face, skincare has 
the function to prevent acne, disguise and remove black spots on the face, remove acne scars, make 
facial skin look bright and not dull. In addition to facial skin, skincare is also used for body skin 
such as hand and body lotion which is useful for softening and brightening the skin and scrub 
which is useful for removing dirt sticks to the skin. There are many types of skincare products such 
as facial wash, serum, moisturizer, mask, sun protection, hand and body lotion7. 
 Consumption of goods and services is built based on two fundamental aspects, namely, 
needs and usefulness or satisfaction. In conventional economics, there is no fundamental 
difference between needs and wants since both give the same effect if not fulfilled which is 
scarcity8. While in the perspective of Islamic economics, consumption is defined as the use of 
good commodities and far from something that is forbidden9. Muslim will always pay attention to 
the teachings of Islam related to aspects achieving happiness in the world and the hereafter. 
Consequently, every Muslim will be very careful on their consumption as a submission to Allah 
and their accountability in the hereafter which lead them to only deal with halal and clean goods10. 
 Al Ghazali stated that consumption must always be oriented to Allah SWT, not only to 
satisfaction. The reason behind it is that consumption which based on a passion will continue to 
encourage humans to act and try to fulfil desires that are no limits. Accordingly, consumption of 

 
6 Fordebi, and Adesy. 2016. “Ekonomi Dan Bisnis Islam.” In , 1st ed., 480. Jakarta: Rajawali Pers. 
7 L. Putri, “Hubungan Antara Konformitas Dengan Pengambilan Keputusan Dalam Menggunakan Produk Skin Care 
Pada Mahasiswi Fakultas Psikologi Universitas Diponegoro,” Empati, vol. 4, no. 2, pp. 121–125, 2015. 
8 Samsul, “Analisis Pemanfaatan harta dalam Konsumsi Masyarakat dalam Ekonomi Konvensional dan Ekonomi 
Islam,” J. Islam. Econ., vol. 1, no. 2, pp. 1–21, 2019. 
9 Jenita and Rustam, “Konsep konsumsi dan perilaku konsumsi islam,” JEBI (Jurnal Ekon. dan Bisnis Islam., vol. 2, 
no. 1, 2017. 
10 L. Syakhabyatin and Jubaedah, “Rasionalitas Konsumen dalam Perspektif Islam,” Tsarwah (Jurnal Ekon. dan Bisnis 
Islam., vol. 1, no. 01, pp. 53–69, 2016. 
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goods and services must be in accordance with the needs and necessities11. Moreover, Imam al-
Ghazali stressed five fundamental basic needs that are beneficial for human life and well-being, 
namely belief, life, Intellect, offspring and property which later known as maqāsid as-sharīah12.  
 Consumers are people who buy or use goods and services fulfilling their needs. Consumer 
behaviour is the habit or tendency of consumers in carrying out economic actions, to meet their 
goals and also achieve the desired satisfaction. Consumer behaviour studies how human takes the 
action of choosing between the various options being faced by utilizing the resources they have13. 
Consumer behaviour can be influenced by three main factors which are culture, social and personal 
aspects. These three covers many little areas such as age, economic status, personality, and belief14. 
 In the view of Islamic economics, there are two main goals of a consumer behaviour which 
are material and spiritual aspects of consumption. Both aspects of consumption will be achieved 
if consumers can balance between total utility and marginal utility. In accordance, every Muslim 
must try to maximize the use value of each item consumed which will lead him to a better and 
more optimistic life15. In Islamic economics, consumption is not only about how to satisfy 
materially but also performing duties to Allah as a servant. For this reason, there are five basic 
principles of Islamic consumer behaviour. Firstly, shariah principles which are related to the basics 
of Islamic religious law that must be fulfilled in carrying out a consumption including aqidah, 
knowledge, and compliance. The second principle is quality that must be in accordance with the 
Islamic law. Thirdly, principle of priority by paying attention to the order of consumption based 
on interests that must be prioritized. Followed by the social principles which ask people to act 
responsibly to the surrounding creating a harmonious life and finished by the principles of 
environment by considering their sustainability16. 
 Preference can be interpreted as the attitude of the consumer's preference for a product that 
will be selected from a wide selection of existing products or services17. Consumer preferences are 
formed from several variables such as habits, tendencies, and conformity to various variations that 
exist in the product. Consumer preferences can be explained as a consumer's attitude towards a 

 
11 J. E. Mufidah, A. R. Hidayat, and Y. R. Hidayat, “Tinjauan Teori Konsumsi Menurut Al Ghazali terhadap Pola 
Konsumsi Mahasiswa ( Studi Kasus Mahasiswa Fakultas Syariah Universitas Islam Bandung ),” Keuang. dan 
Perbank. syariah, vol. 5, no. 2, 2019. 
12 A. A. Karim, “Ekonomi Mikro Islam,” Jakarta: Rajawali Pers, 2011, p. 62. 
13 E. I. B. Rosyada and O. O. Sharif, “Analisis Customer Value Index Dalam Memilih Skin Care Di Kota Bandung 
Tahun 2017,” J. Manaj. Dan Bisnis, vol. 3, no. 1, pp. 1–18, 2009. 
14 M. B. . Drs. Gunawan Adisaputro, “Manajemen Pemasaran ‘Analisis untuk Perancangan Strategi Pemasaran,’” 
Kedua., Yogyakarta: Unit Penerbit Dan Percetakan Sekolah Tingggi Ilmu Manajemen YKPN, 2014. 
15 N. I. Sitepu, “Perilaku Konsumsi Islam Di Indonesia,” J. Perspekt. Ekon. Darussalam, vol. 2, no. 1, pp. 91–106, 
2016, doi: 10.24815/jped.v2i1.6650. 
16 J. bin AhmadAl-Haritsi, “Al-Fiqh AI-Iqtishâdi li Amîril Mukminîin Umar Ibn AlKhaththâb( Fikih Ekonomi Umar 
Bin Khatab),” A. S. Zamalchsyari and M. Ihsan, Eds. Jakarta: Pustaka Al-Kautsar, 2014, pp. 182–185. 
17 A. Nurhayati, “Pengaruh Harga, Kualitas, Kondisi Pasar Dan Lokasi Pasar Terhadap Preferensi Konsumen Dalam 
Berbelanja Di Pasar Tradisional,” J. Ekon. dan Bisnis, vol. 4, no. 1, pp. 1–12, 2016. 
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choice of product or supplier brands that are formed through an evaluation process 18. Preference 
theory can serve as a tool to analyse the level of satisfaction for consumers. For example, if 
someone wants to consume or use a product with limited resources, he must choose alternative 
options so that the use value or utility obtained reaches the highest point19 . 
 There are several factors that can influence the preferences of Muslim consumers, namely 
halal label, price, quality, branding, and attractive packaging. Several steps must be passed until 
consumers fit their preferences, starting from the appearance of a product as a set of attributes to 
the benefit it gives. Preferences in the study of Islamic economics state that a Muslim consumer 
must wisely use his wealth, it must be based on preferences that contain maslahah aiming that 
goods and services have been purchased provide benefits for their lives20.  
 Halal products remain a top preferences for Muslim consumers in many places. In 
Malaysia, a number of Islamic banking consumers prefer to deal with pawnshops operating in 
Islamic concept rather than the conventional. In contrary, a research study on students in Malaysia 
with 476 respondents was revealed that most of the students use general information on a product 
in determining their purchases compared to religious aspects21. 
 Differently, a study conducted among students in Indonesia using purposive sampling 
technique with 100 respondents as customers of skincare products and found that there is a 
relationship between self-discrepancy and consumptive behaviour in buying skincare products22. 
Another study on buying foreign cosmetic products with the method of logistic regression analysis 
technique found that halal label, price and quality significantly influence the preferences of 
Muslim consumers in purchasing foreign cosmetic products23.  
 
METHODOLOGY 
 This is a field research project employing a descriptive research approach. A mix of 
qualitative and quantitative research approach gives an overview results from a compilation of 
samples generated from an interview with the respondents. The data used are primary data obtained 
directly from the ten respondents in Surakarta. Sample selection was done using a purposive 

 
18 D. A. Pamartha, E. Yulianto, and Sunarti, “Pengaruh Atribut Produk Terhadap Preferensi Konsumen dan Keputusan 
Pembelian Kartu Seluler Simpati ( Survei pada Masyarakat Desa Wonosari , Kecamatan Pagu , Kabupaten Kediri 
yang Membeli Kartu Seluler Simpati ),” J. Adm. Bisnis, vol. 38, no. 1, 2016. 
19 N. Rahardi and R. Wiliasih, “Analisis Faktor-Faktor Yang Mempengaruhi Preferensi Konsumen Terhadap Hotel 
Syariah,” J. Syarikah  J. Ekon. Islam, vol. 2, no. 1, pp. 180–192, 2016, doi: 10.30997/jsei.v2i1.293. 
20 M. S. Navis, “Preferensi Pedagang pasar Tradisional Terhadap Sumber Permodalan ( Studi Pada Pedagang Pasar 
Merjosari),” J. Ilm., 2015. 
21 H. Amin, A. R. Abdul Rahman, D. Abdul Razak, and H. Rizal, “Consumer attitude and preference in the Islamic 
mortgage sector: a study of Malaysian consumers,” Manag. Res. Rev., vol. 40, no. 1, pp. 95–115, 2017, doi: 
10.1108/MRR-07-2015-0159. 
22 D. D. S. Nugraha, “Self-Discrepancy Dan Perilaku Konsumtif Membeli Make Up Serta Skincare Secara Online 
Pada Mahasiswi,” Universitas Negeri Semarang, 2019. 
23 L. Widyastuti, “Pengaruh Label Halal, Harga, Dan Kualitas Terhadap Preferensi Konsumen Muslim Dalam 
Pembelian Kosmetik Asing ( Studi Pada Mahasiswi Muslim di Kota Malang ),” J. Ilm., 2019. 
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sampling technique with aims generating samples from various aspects. Furthermore, this study 
also applies a library research method strengthening the fundamental theory of the study with the 
hope of obtaining a solid result. 
 
DISCUSSION 
 Health and wealth taking place as priority in this era. A number of conferences, seminars, 
coaching programmes and talks are held following the demand of people who are eager to know 
deeper. On one side, health is deemed as the most precious wealth somebody has. Without it, a 
person will suffer in his life. Hence, everybody wants to have a healthy and cheerful life. However, 
healthy without beauty is not enough nowadays, the young generation are requesting more than 
health which must be beautiful and attractive24. 
 Skincare products become magnetic things for young ladies, nowadays, every girl wants 
to be gorgeous, shiny and attractive. There are many factors influencing this new trend, one of 
them are the emerging and rising of celebrities. This study attempts to investigate the behavioural 
changes on youngsters by looking at their preferences on skincare products. The data of the study 
obtained through interviews with respondents who are consumers of skincare products, the data 
then processed and presented descriptively with appropriate exposure to what is in the interview 
results. In order to maintain privacy and the validity of the data source, the inclusion of the name 
will be replaced by using the respondent's code. In this study, there were six attributes that were 
used as preferences by respondents in buying skincare products. 

 
24 S. H. Sahir, A. Ramdhani, and E. D. S. Tarigan, “Pengaruh Gaya Hidup, Label Halal dan Harga Terhadap Keputusan 
Pembelian Kosmetik Wardah,” J. Konsep Bisnis dan Manaj., vol. 3, no. 1, pp. 1–15, 2016. 

Respondents 
Code 

Attributes of Skincare Products 

Effect Price Ingredients Brand Type of Skin Halal Label 

A1 V V  V  V 

A2 V V   V V 

A3 V V V  V  

A4  V V V V  

A5  V V V V V 

A6 V   V V  

A7 V V    V 

A8 V V V V   

A9 V V V V   
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Table 1. Respondents Preferences in Purchasing Skincare Products 
 

 According to the above table, the data from respondents indicates that there are different 
responses in each of the attributes. It can be inferred from the above results that price is the most 
significant attribute shaping the preferences of young costumers in purchasing skincare products. 
Price is closely related to the economic condition of a buyer, among lower social groups, price is 
the most important factor in determining purchasing decisions. Apart from that, consumers belief 
the assumption that there is a positive relationship between price and quality of a product. 
Therefore, they will compare one product with others before making a decision on buying a 
product25.  
 Effect of products came as a second most impactful element of a product in shaping 
consumer preferences. Effect and benefit of a product will psychologically influence customers on 
their satisfactory feelings. Hence, they will continuously purchasing the same products over time. 
This fact is in accordance with our respondents answers above. This can be a note for a skincare 
products to really look at the benefit or effect their products carry out to customers26 
 Ingredients, Brand and Type of Skin coming next as they only get 60% positive responses 
from the respondents. This results indicate that although those attributes are important, there are 
still can be considered by customers. In other words, skincare companies may look at these 
components as their secondary aspect in forming and formulating skincare products. However, 
these attributes cannot be totally gone from the products since they have fairly significant impact 
on customers decision27.  
 Surprisingly, halal label is considered as the most less significant element among other 
aspects of skincare products. This results must be taken seriously by Islamic finance industry in 
the country. Lack of awareness and literacy might be the real problem on the development of the 
Islamic financial industry in Indonesia. As the most populous Muslim nation, Indonesia has a big 
potential for its Islamic finance industry. However, there are still many works to do for the 
regulators and practitioners rejuvenating the development of the industry.  

 
25 Irana, Desy, Dewi Lubis, and Rahmat Hidayat. 2015. “Pengaruh Citra Merek Dan Harga Terhadap Keputusan 
Pembelian Pada Sekolah Tinggi Ilmu Manajemen Sukma Medan.” Dictionary of Statistics & Methodology 5 (1): 15–
24. https://doi.org/10.4135/9781412983907.n1598. 
26 N. Kamilah and N. Farida, “Pengaruh Perceived Quality Dan Customer Satisfaction Terhadap Repurchase Intention 
Melalui Brand Preference Sebagai Variabel Intervening (Studi Pada Pelanggan Hayfa Beauty Skin Care Semarang 
Cabang Tlogosari),” J. Ekon. Bisnis, vol. 5, no. 4, pp. 115–124, 2016. 
27 A. S. Aryamti and A. Suryanto, “Analisis Kualitas Produk , Kualitas Pelayanan Dan Citra Merek Pada Kepuasan 
Pelanggan Klinik Kecantikan Dan Pengaruhnya Terhadap Loyalitas,” e-Proceeding Manag., vol. 6, no. 1, pp. 131–
138, 2019. 
 

A10 V V V  V V 
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 Apart from knowing the 6 attributes that are the respondents' preferences in buying skincare 
products, the paper then investigates more on the most important elements of skincare products 
for the youngsters and the results are shown in the table below: 
 

Respondents Code 

Most Important Element of Skincare Products 

Effect Price Ingredients Brand Type of 
Skin 

Halal 
Label 

A1 V      

A2  V     

A3 V      

A4   V    

A5  V     

A6    V   

A7  V     

A8 V      

A9   V    

A10  V     

Table 2. Most Important Elements of Skincare Products 
 
 Based on the results above from the data obtained, there were a large proportion of the total 
respondents who chose price as the most important attribute in determining their preferences for 
buying skincare products. In addition, it can be seen from the consistency of the data which shows 
that almost all of the total respondents stated that price is the most significant and important 
attribute of skincare products. This result shows that price is the only element of the marketing 
which is often taken into consideration by consumers in determining their decision to buy a product 
considering purchasing power and the use value of a product28. In addition, respondents 
background might influence their answer. The unstable financial condition will lead to price 
sensitive behaviour. This result align with other studies examining the sensitivity of price for those 
with unstable financial condition29.  

 
28 B. Schnettler et al., “Consumer Preferences Towards Beef Cattle in Chile: Importance of Country of Origin, Cut, 
Packaging, Brand and Price,” Rev. la Fac. Ciencias Agrar., vol. 46, no. 1, pp. 143–160, 2016. 
29 S. H. Sahir, A. Ramdhani, and E. D. S. Tarigan, “Pengaruh Gaya Hidup, Label Halal dan Harga Terhadap Keputusan 
Pembelian Kosmetik Wardah,” J. Konsep Bisnis dan Manaj., vol. 3, no. 1, pp. 1–15, 2016. 
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 Following the result of the first table, the second table shows that effect, ingredients and 
brand coming as the next lower level respectively. They remain as an important elements of 
skincare products, however, they are not as sensitive as price when it comes to customers 
preferences. In other words, skincare companies have to consider those elements while taking care 
of others or make one of them as the signature of products.  
 Consistently, halal label come as the lowest significance of the elements compared to 
others. Indeed this is an unexpected result on a Muslim majority nation. In other hand, researchers 
have found that majority Muslim people in Indonesia have a high awareness of halal and haram in 
food products but not other daily products. This result points out big responsibilities for Islamic 
financial educators and practitioners to spread out the Islamic financial literacy. Moreover, this 
finding also indicates that people regards halal label is important for food products but not others 
as they deemed other products as non-consumption products30.  
 
CONCLUSION 
 The studies on customer preferences have been done in various ways, this paper attempts 
to investigate the topic employing six main variables namely, effect, price, ingredients, brand, type 
of skin and halal label. In this study it can be inferred that in buying skincare products Muslim 
consumers consider those six variables with the sequence of price, effect, ingredients, brand, type 
of skin and halal label. Most respondents deemed price as the most influential and important 
element of skincare products. This result might indicate the unstable financial conditions of the 
respondents. However, this result is valid and must be taken into consideration for skincare 
companies especially halal products. 
 Following the price elements, effect, ingredients, brand, and type of skin share the 
fluctuation response from the respondents. This indicates that those aspects carry an important role 
as a component of skincare products and can be a signature for a specific product to attract 
customers. Furthermore, these elements are supporting elements for the main component of a 
product. This result aligns with some previous studies on the topic related to skincare products.  
 Halal label consistently as lowest significant element of skincare products. This must be a 
special note for Islamic financial industry practitioners and policy makers. This result also 
indicates the lack of awareness and literacy on halal products. In addition, there is an indication of 
misperceptions of Muslim society on halal products which only limited to food products.  
 This paper carries some recommendations, the study urges policy makers to design a robust 
policy framework spreading the awareness and literacy on halal products in collaboration with 
Islamic community organization of the nation such as Muhammadiyah and Nahdlatul Ulama. It 
also humbly requests Islamic finance practitioners and educators working together with Islamic 

 
30 N. F. Rahim, Z. Shafii, and S. Shahwan, “Awareness and Perception of Muslim Consumers on Non-Food Halal 
Product,” Int. J. Business, Econ. Manag., vol. 2, no. 1, pp. 1–14, 2015, doi: 10.18488/journal.62/2015.2.1/62.1.1.14. 
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preachers on educating society on halal products in Islam. Furthermore, this paper recommends 
future study to expand the sample size and regional areas of the study.  
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