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Abstract

The growth of the world's Muslim population and increased income in Muslim-majority
countries that show positive trends have brought a significant increase in demand for halal
products globally, including halal cosmetic. Halal cosmetics products are currently on the rise
in the Asia Pacific region, including in Indonesia. In Indonesia, one of the halal cosmetic
product in recent years show 50% sales growth a years, others only no more than 10%. One
of factor that influences purchasing behaviour is the reference group. The reference group has
several types of influence that can be a foree to influence buying interest and the use of certain
goods or services (brand selection). Thus, reference groups are often used by marketers as part
of marketing communication. Family (parents. siblings) is one of reference groups. This study
aims to determine whether siblings influence the purchasing behavior of halal cosmetics, and
find out how much they affect. This research is quantitative research, 200 halal cosmetic users.
The data obtained is processed using simple regression. From the results of the regression test
the influence of the parent & siblings, sequentially is 15.7%, and 18.4%.

Keywords: Comtextual learning and teaching, friendship nerwork pattern
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INTRODUCTION

According to Kotler (2002) consumer purchase behavior is influenced by cultural factors,
social, personal, and psychological; therefore, some practices in Western countries for example,
cannot simply be applied in Islamic countries (Schiffman et al., 2012) because of the religious
teachings that has Become a culture has a very strong influence on human behavior, Product
unauthorized or illegitimate would be very difficult, to sell to Muslim consumers for Muslim
consumer behavior is largely governed by a shared understanding of what is allowed and what
is forbidden by Islamic law.

The growth of the world's Muslim population and increased income in Muslim-majority
countries that show positive trends have brought a significant increase in the demand of halal
products globally (Endang. 2014). If previously the halal product market was considered
limited and not profitable, currently halal products have been able to become popular that are
used by several countries to increase foreign exchange (Endang, 2014). One of the halal
products that currently developing into a positive trend is halal cosmetic products, The demand
for halal cosmetic products in the Asia Pacific region has experienced a significant increase
(www,gomuslim,co.id 2016), including in Indonesia,

Indonesia as a country with the largest Muslim population in the world. Based on data from
the Central Statistics Agency (BPS) in 2010 the population of Muslims in Indonesia reached
237.6 million or around 87 percent, Indonesia is also one of the countries with a high Muslim
consumer population of 13% of the world's total Muslim population (Pew Rescarch Center,
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2010). With the largest Muslim population in the world, coupled with a high Muslim consumer
population, Indonesia is a potential market for halal cosmetic products.

The demand of halal cosmetics are increasingly in the world market. The global halal cosmetics
market is projected to reach USD354 billion or around IDR783 trillion by 2022 and reach
USD90 billion or IDR1,305 trillion (exchange rate of IDR 14,500),

Indonesia’s first Halal cosmetics was Wardah Kosmetik, since 1995, In the past few years
Wardah have always ranked first in every survey regarding halal cosmetics. Even in one
cconomic news website it was reported that the growth of cosmetics sales reached 50% every
year, while other products were not more than 10%. Their revenue at least 200 billion per
month go beyond the other two cosmetics which were only in the range of 400 - 600 billion
per year (Handayani. 2016),

Increasing income trigger purchasing power in halal cosmetics. Purchasing decision also
influenced by a reference group. According to Sumarwan (in Jayawijaya, Arifin & Sunarti,
2017) the reference group is an individual or group of people that significantly influences a
person's behavior. The reference group influences buying interest and the use of certain goods
or services, as well as brand selection. Reference groups are often used by marketers as part of
marketing communication. The strategy for choosing the right reference group in marketing
communication is needed so it will be able to increase sales. The wrong reference group
selection will result in a failure in marketing communication which leads to failure to increase
sales.

Reference groups arc an important aspect in the study of consumer behaviour. Escalas &
Bettman (Schulz, 2015) said that extensive rescarch has shown that individuals ofien make
consumption choices that are influenced by their various reference groups, Reference groups
can also influence how the individual feels towards certain products or brands (Ramanathan
and McGill, 2007) and can even influence the consumption choices the individual makes
(Tanner et al, 2008). Some reference groups may exist solely around the consumption of a
certain brand or product (Muniz and O’Guinn, 2001). However, they more typically are
composed of friends, co-workers and family members (Epp and Price, 2008; Kaufmann et al.,
2012).

On of the popularised reference group is: family (parents. siblings). Family is a social
institution that is closest to an individual and is the first place for learning for someone,
Examples received by consumers from their families are then internalized into themselves and
become something that shapes consumer behavior in the future (Indah. 2014).

Moschis (in Kurniawati, 2018) states that families (especially parents) often influence a
person’s consumption patterns and attitudes. From parents also someone will get an orientation
on religion, politics, and economics and personal ambitions. Even if the buyer no longer
interacts deeply with his family, the family's influence on purchasing behavior remains
significant (Kotler, 2000). The influence of parents can be even greater, in countries where
parents remain with their children, even though the child is an adult, including in Indonesia. In
addition, from several previous studies (Kurniawati, 2018; 2013); regarding reference groups
with teenagers, it was found that parents always become idols for teenagers.

Sceing this phenomenon, previous researchs, its interesting to knowing how family (parents,
siblings) influence the halal cosmetics’s buying behaviour,

Adolesence choosen as a rescarch participant because in psychology, adolescent is in transition
time so it’s make them in dubiety. So, they are dynamic. moody, always want something new,
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and casy to influenced. Adolescence is in identity crisis, In the other hand, they want known as
an individual but in the other hand they must identify themselves with peers, it makes them
become loyal with their reference groups, in determining choice or decision making,

Family as a Reference Group

Social sources such as the family often influence consumer-buying behaviour (Sharma, 2011).
Bearden and Etzel (1982) maintain that the family influence on the individuals® consumption
behaviour tends to be very strong, as family tends to help shape the individual's values,
attitudes, and buying behaviour, through the process known as socialisation (Lamb, 2004). The
socialisation process is defined as the manner parents pass cultural values and norms to children
(Tucker, 2011).

When we go out to make a purchase, our decisions on which items to buy are usually influenced
opinion leaders Opinion leaders are defined as a group of people where consumers look to get
a stamp of approval before making a purchase (Foong & Yazdanifard, 2014).

Chandrasckar & Raj (2013) A family is a group of two or more persons related by blood
marriage or adoption who reside together .The nuclear family is the immediate group of father,
mother, and children living together. The extended family is the nuclear family, plus other
relatives, such as grand parents, uncles and aunts, cousins, and parents-in law,

Individual members of families ofien serve different roles in decisions that ultimately draw on
shared family resources. Some individuals are information gatherers, who seck out information
about products of relevance. These individuals often have a great deal of power because they
may selectively pass on information that favors their chosen alternatives. Some of them is
decsion maker(s). The decision maker(s) have the power to determine issues such: whether to
buy: which product to buy; which brand to buy; where to buy it: and when to buy, etc.

Chandrasckar & Raj (2013) The Nature of Family Purchase. Initiators(s): The Family member
who first recognises a need or starts the purchase process. Information gatherer(s): The
individual who has expertise and interest in a particular purchase. Different individuals seek
information at different times or on different aspects of the purchase. Influencer(s): The person
who influences the alternatives evaluated, the criteria considered, and the final choice, Decision
maker(s): The individual who makes the final decision. Purchaser(s): The family member who
actually purchases the product. This is typically an adult or teenager. User(s): The user of the
product .

Purchasing Behaviour

The buying decision is to choose one of two or more alternative choices to buy (Shiffman,
Kanuk, & Hansen, 2012). Sangadji & Sopiah (2013) states that purchasing decisions are the
choice of an action from two or more alternative choices. Awantary (2014) states that
purchasing decisions are a form of solving human problems in buying several or one product
as a form of fulfilling and satisfying wants and needs.

Kotler & Armstrong (2016) explain that purchasing decisions are a stage in the decision making
process of buyers where consumers actually buy. Setiadi (2015) defines purchasing decisions
as an integration process that combines knowledge to evaluate two or more alternative
behaviors and chooses one of them. Tjiptono (2008) states that based on consumer purchasing
objectives can be classified as the purpose of purchase is to meet their own needs while
consumer organizational goals for business needs.
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Some of the factors that influence buying decisions include reference groups and perceptions
of product quality (Fauziya & Lutfi, 2017). Previous studies of buying decisions state that
decisions to buy products or brands are influenced by reference groups (Bearden & Michael,
2001)). Another study conducted by Childers and Rao (1992) and Makgosa and Mohube (2007)
examined the same thing, namely the influence of peer reference groups on buying decisions.
Studies Kurniawati (2005, 2013, 2018) also found that reference groups (celebritics, parents,
peers, teachers, etc) influence buying decision for many kind of product.

Research Hypothesis is:
H1: Parents significantly influence adolescent’s halal cosmetic buying behavior
H2 : Siblings significantly influence adolescent’s halal cosmetic buying behavior
METHODS

This research is quantitative research. Subjects were 200 young women, 18-24 years, and use
halal cosmetics. The sampling technique is purposive sampling. The questionnaire used was a
questionnaire from Martin & Bush (2000), which was developed by researchers. Data analysis
using simple regression

RESULTS

The results of validity and reliability tests for parent influence variables, Cronbach alpha value
of 0.897 with the validity value of all items above 0.2, This shows that the items in the parents’s
influence variables are valid and reliable.

The results of validity and reliability tests for sibling(s) influence variables, Cronbach alpha
value of 0.854 with the validity value of all items above 0.2. This shows that the items in the
celebrities’s influence variables are valid and reliable.

Regression results for parent influence, it can be concluded that there is a significant effect of
the parent's influence on the behavior of buying halal cosmetic products. This shown from the
data that r = 0.396 and sig (p) = 0.000; p <0.05. The value of R = 0.396, R* = 0.157 indicatcs
that the artist's influence on the behavior of buying halal products is 15.7%.

Regression results for sibling’s influence, it can be concluded that there is a significant effect
of the sibling’s influence on the behavior of buying halal cosmetic products, This shown from
the data that r = 0.429 and sig (p) = 0.000; p <0,05. The value of R = 0.429, R? = 0.184 indicates
that the artist's influence on the behavior of buying halal products is 18.4%.

DISCUSSION

Families (parents and siblings) have a significant influence on the behavior of purchasing halal
cosmetic products in adolescents. This is also in line with Moschis (in Martin and Bush, 2000)
regarding the influence of families on one's consumption patterns. Parents are the most idolized
idol figures. Coupled with the survey results prove that 46.5% idolizing their parents.

Moschis (in Martin and Bush, 2000) stating that familics (especially parents) often influence a
person's consumption patterns and attitudes. Sharma (2011) also said that family often
influence consumer-buying behaviour, From parents also someone will get an orientation on
religion, politics, and economics and personal ambitions. Cultural factors also influence the
role of parents. Bearden and Etzel (1982) maintain that the family influence on the individuals®
consumption behaviour tends to be very strong. tends to help shape the individual’s values,
attitudes, and buying behaviour, through the process known as socialisation (Lamb, 2004). The
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socialisation process is defined as the manner parents pass cultural values and norms to children
(Tucker, 2011).

Neeley (2005), Parents engage in consumer behaviour instruction through both direct and
indirect. Direct consumer learning is the intentional instruction by the parent for the purpose
of teaching the child some aspect of consumer behavior, Indirect learning is the unintentional
instruction of some aspect of consumer behaviour that is initiated by the child through direct
observation or participation (McNeal 1987). However, most consumer instruction between
parents and children does not take place directly. Parents place children in consumer situations,
simply because the parent and child are together when the activity takes place, often referred
to as co-shopping. The role of parents is getting bigger, in country like Indonesia. Culture in
Indonesia, parents still live with their children, even though the child is an adult. This makes
the influence of parents can be even greater.

Cotte & Wood (2004), Siblings can be important role models for each other and in many cases
could act as a relevant peer group for comparison and modeling. Especially in adolescence,
when peer comparisons are especially salient (Pechmann and Knight2002) siblings are likely
to be a strong reference group, Thus, in some domains, the siblings in the home may socialize
each other more than the parents do. In these instances, the influence can thus be thought of as
intrageneration, and siblings become an important reference group influencing behavior
(Bearden and Etzel 1982). Thus, some readers with children may note “my younger child
copies everything the older one does.”,

Reference groups are known as social groups that are significant to an individual and against
which the individual compares himself or herself, Like it or not, parent & siblings are perceived
as important role models to adolescence today. It is extremely vital that marketing managers
consider building awareness and gaining support of these important individuals, as they can do
a great deal to help influence adolesence market today. Business organizations can make
significant strides in reaching adolesence market in by partnering with these influential role
models (parents and sibling). By looking at the significant influence of family on the behavior
of buying halal cosmetic products, it is important for marketers to engage family in marketing
communications (below the line or and above the line).

CONCLUSIONS

Based on the regression test, it can be concluded that reference groups (parents & sibling)
significantly influence the buying behavior of halal cosmetic products in 15.7% and 18.4%. So
it is important for marketers to use a reference group for parents and siblings as a part of
promoting halal cosmetic products.
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