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Abstract:
The face mask trend has developed as a new trend in the Indonesian cosmetics
industry lately. Due to the high demand for face masks, Indonesian mask
manufacturers are innovating to create local face masks. Unfortunately, several
non-authorized local face mask products have been traded on the market with
a fairly high level of sales. This study aims to determine consumer awareness
of the safety of non-authorized local face masks, and also the relationship
between non-authorized local face mask factors. The data were collected by
semi-structured interviews and online survey methods towards non-authorized
local face mask users. Open coding will be used to process the qualitative data
collected during the semi-structured interview, while the quantitative data were
analyzed through PLS-SEM to analyze the relationship between the variable
of non-authorized proneness, subjective norms, ethical judgments, and product
evaluation that influence consumers buying behavior and their purchase
decision towards non-authorized local face masks. The result indicates that
there is a significant influence between the factor of non-authorized proneness,
subjective norms, ethical judgments, and product evaluation that influence
consumers buying behavior and their purchase decision for non-authorized
local face masks. The findings of the study will be useful in raising consumer
and business awareness of the risks of non-authorized local face masks.
Furthermore, the results of this study will be used to help develop a
demarketing strategy for non-authorized local face masks.
Keywords:
Non-authorized Local Face Mask, Consumer Behavior, Purchase Decision,
Consumer Awareness, Demarketing
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Introduction
Our skin reﬂects our origin, lifestyle, age, and state of health. Skin health is an important aspect
not only for appearance but more important as an aspect of aesthetics and an essential part of
the human body. Skin needs to be cared for and maintained by using a skincare routine. Skin
Care Routine is an important process of taking care of the skin to ensure the skin is in good
condition and healthy (Noor et al., 2018). Different types of skin have different routines and
procedures to be followed. Human skin is classified and categorized based on several features
such as dry or oily, sensitive or resistant, pigmented or non-pigmented, and wrinkled or nonwrinkled (Baumann, 2008)
Increasingly, people care about the health of their skin. Because of that, the need for cosmetic
and body care products is increasing so that it also affects the growth in the beauty industry.
Indonesia itself has also experienced very rapid growth in the beauty sector, even in second
place with the largest number of cosmetic consumption after India (Elwafi, 2020).
As reported by the Ministry of Industry, that the growth of cosmetics in 2019 has grown by 7%
and will target more than 9% by 2020 which relies on expanding various types of cosmetics
and personal care. The growth of cosmetics in Indonesia is shown in this graph:
Figure 1: Beauty and Personal Care Growth in Indonesia (Statista.com)

Along with the times and the trend of beauty enthusiasts, the cosmetic industry has also begun
to innovate in creating facial care products, one of which is face masks. Starting from the South
Korean trend, the face mask industry has grown in popularity in recent years. The trend of using
face mask treatments has become one of the key products in the skincare routine in South Korea,
South East Asia, and the Far East Asian countries (Bhandalkar and Deshmukh, 2019).
This face mask trend has developed as a new trend in the Indonesian cosmetics industry, gaining
popularity through the support of beauty influencers and extensive marketing campaigns on
social media (Konstantopoulou et al., 2019). As shown in Figure 1 beauty and personal care in
Indonesia are increasing every year. Using face masks has become a necessity nowadays as
routine care that cannot be missed, especially for women (Greenwood, 2020). This certainly
makes the demand for face masks in Indonesia increase (Tempo, 2020). This growth was driven
by market demand from the domestic and export markets in line with the trend of people starting
to pay attention to these facial care products (Kunjana, 2018).
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Due to the high face mask business in Indonesia, mask manufacturers in Indonesia are
innovating to create local face masks (Indonesian Ministry of Industry, 2020). Local face masks
are face masks that come from local brands and face mask manufacturers from Indonesia.
Popular local face mask brands from Indonesia such as Mustika Ratu, Emina, Luxcrime, and
many popular local beauty brands that produce beauty face masks (Firdha, 2020). The quality
of these local face masks is not inferior to imported face masks from foreign brands and is ready
to compete in the market (Febriyana,2017). Along with the changing paradigm of a society that
cares more about the environment, local face masks in Indonesia have been developed using
natural ingredients (Wathoni et al., 2018). Not a few have created organic face masks with
various variants such as coffee, green tea, saffron, and many more (Gabriel, 2008). Apart from
being environmentally friendly, this face mask made from natural and organic ingredients has
many benefits for facial skin health (Nilforoushzadeh et al., 2018). These local face masks are
easy to find and are widely sold in various online shops at quite affordable prices, especially for
students who are their main target.
Unfortunately, there are local face masks that already have authorized and many of local face
masks non-authorized. Meanwhile, one indicator of a marketable beauty product must be
authorized. The requirements for authorized beauty products must have been lab tested and
obtained a distribution permit from the BPOM. Badan Pengawas Obat dan Makanan (BPOM)
is the highest licensing agency for the distribution of food supplements, medicines and
cosmetics in Indonesia. Products authorized are guaranteed safe and are always carried out by
surveys both for their products and direct random surveys in the field to ensure their safety.
But in conditions that are non-authorized, many local face masks have been traded on the market
with a fairly high level of sales. Preliminary research was conducted in the form of semistructured interviews with four consumers who have purchased a non-authorized local face
mask. Based on the results of preliminary research, it shows that consumers do not really pay
attention to the authorized or BPOM approved factors on the purchased local face masks. Most
consumers who are respondents to preliminary research also use a non-authorized local face
mask and do not know about the side effects of these masks, thus indicating that there is still a
lack of consumer awareness about the safety of a non-authorized local face mask. In fact, one
of the requirements for authorized local face mask products to be distributed on the market must
be lab tested and obtain a distribution permit from the Indonesian Food and Drug Administration
Agency to ensure their safety before being used by consumers. There are still many consumers
buying these non-authorized local face mask products, thus indicating that consumers are not
aware of the safety of non-authorized local face masks. There are several factors that influence
consumer buying behavior towards non-authorized local face masks such as, non-authorized
proneness, subjective norms, ethical judgments, and product evaluation (Sharma and Chan,
2016). The factors previously by Sharma and Chan (2016) mentioned can influence purchasing
decisions from consumers as well. Consumer buying behavior also has a relationship with
purchase decisions, where consumer buying behavior is the process by which customers make
purchase decisions, use, and set purchased goods and services, including factors that affect
purchase decisions and product use (Lamb et al., 2010). The factors mentioned earlier by
Sharma and Chan (2016) will support the demarketing strategy for non-authorized local face
masks. Demarketing can be defined as the feature of marketing that deals with temporarily or
permanently discouraging consumers in general or a certain customer segment in particular
(Kotler and Levy, 1971). Demarketing consists of actions for persuading consumers to change
their perceptions and habits toward certain products. (Wall, 2007).The purpose of this study is
to find out the level of consumer awareness of the safety of non-authorized local face masks,
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and the relationship between the factor of non-authorized proneness, subjective norms, ethical
judgments, and product evaluation that influence consumers buying behavior and their purchase
decision for non-authorized local face masks. Furthermore, the findings of this study will inform
the design of a demarketing strategy for non-authorized local face masks.
Literature Review
Non-authorized Face Mask
Face masks have become an important and growing segment of the beauty care market (Clin
et al.,2019) Facial masks are accessible and easy to apply beauty products that show an instant
effect on the skin (Nilforoushzadeh et al.,2018). According to Nilforoushzadeh et al. (2018),
there are four groups of parts of face masks: (a) sheet masks; (b) peel-off masks; (c) rinse
masks; and (d) hydrogel. In fact, face beauty masks can enhance the skin's self-defense ability,
thereby protecting the skin ecosystem more effectively and actively (Morganti et al., 2020).
Innovative and effective face masks can improve consumer appearance and physical health,
reduce stress conditions, and match their skin type and lifestyle (Morganti et al., 2020).
The global face masks market was worth around 32.76 billion dollars in 2018, and it was
expected to grow to over 50.9 billion dollars by 2025 (Statista, 2020). In Indonesia, face mask
products penetration increased by just over 8% in 2019. According to data from the Indonesian
Ministry of Industry, the average age of Indonesians is between 16 and 24, putting them in the
millennial and Gen Z segments, which allows the face mask industry to grow. Due to the high
demand for face masks, there are many non-authorized local face masks in the market.
According to Kompas (2020), there are already many non-authorized local face masks that are
widely sold through social media or online e-commerce. Moreover, high sales and virality
levels on social media affect the value of these non-authorized local face masks.
Non-authorized Proneness
Non-authorized proneness can be defined as the nature of consumers who are relatively stable
in terms of a general tendency to choose, like, buy and use non-authorized products (Sharma
and Chan, 2011). Moreover, cognitive and socio-normative aspects, prone to being nonauthorized are intrinsic characteristics of consumers who take advantage of the affective and
behavioral aspects of purchasing non-authorized goods (Sharma and Chan, 2011). In fact, there
is a positive relationship between non-authorized prone to purchase intentions of nonauthorized local face masks (Klarmann et al., 2012; Michaelidou and Christodoulides, 2011;
Phau et al., 2013).
Consumers try to reduce the perception of this phenomenon by changing their attitudes towards
non-authorized products with a biased evaluation process that considers non-authorized
products to be better than the original (de Matos et al., 2007) and beneficial evaluations that
make them feel less guilty when buying non-authorized products (Sharma and Chan, 2011). In
fact, non-authorized product owners also evaluate products better (Bian and Moutinho, 2011)
and consumers do not see non-authorized products as being lower than the original version
because of their positive attitude regarding non-authorized local face mask products (Nia and
Zaichkowsky, 2000).
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Subjective Norms
Subjective norms consist of normative beliefs and motivation to comply with beliefs as
expectations represented by relevant others (Fishbein and Ajzen, 1975). Subjective norms can
be defined as an individual’s motivation to follow personal expectations that are important to
the individual, such as peers and superiors (Taylor & Todd, 1995; Venkatesh, Morris &
Ackerman, 2000). According to the theory of reasoned action (TRA), it explains that each
individual and subjective norms can influence behavioral intentions which may predict actual
behavior (Fishbein and Ajzen, 1975). It reflects the social pressure a person feels when
performing a certain behavior (Kim & Chung, 2011). Subjective norms can be assumed to have
two interacting components such as beliefs about how other people, which may be in some
ways important to that person, want them to behave (normative beliefs) and positive and
negative judgments about each belief (Ajzen, 1991). According to previous study, it has been
shown that non-authorized proneness can influence consumers towards non-authorized product
preferences, to help ensure consistency between personality traits, subjective norms, and usual
behavior patterns (Klarmann et al., 2013; Michaelidou and Christodoulides, 2011; Phau et al.,
2014). Non-authorized local face masks purchases that are not deceptive are deliberate
behavior (on a whim) (Stöttinger and Penz, 2015) and that consumers perceive it as normatively
correct behavior due to subjective norms that benefit their peers (Albers-Miller, 1999) and
society area (Jirotmontree, 2013).
Consumption of non-authorized local face mask products at a fairly high level in Indonesia
also shows social acceptance of this behavior, leading people in the country to view the
availability, purchase, and use of non-authorized local face masks as common practices with
little or no connotation not profitable (Jirotmontree, 2013). The existence of favorable
subjective norms can help consumers overcome negative perceptions about the quality of nonauthorized local face masks and may create a favorable bias in evaluating non-authorized local
face masks because it will help them achieve cognitive consistency and avoid any cognitive
dissonance.
Subjective norms are considered to affect consumer attitudes in purchasing controversial
products (Xu et al., 2004). Similar to attitudes toward behavior, subjective norms are also
affected by beliefs (Liu, Brock, Shi, Chu & Tseng, 2013). Studies conducted by Kim and Chung
(2011), Souiden & Diagne (2009) and Sukato and Elsey (2009) show that taking face masks as
skin care has supported a positive correlation between subjective normative concepts and
behavioral intentions when purchasing skin care products. Therefore, consumers believe that
people who are considered important also have favorable subjective norms about these
behaviors. Subjective norms from friends and family members (Prendergast et al., 2002), as
well as significant others (Penz and Stöttinger, 2005) have a significantly influence on the
purchase intention of consumers' non-authorized local face masks.
Ethical Judgements
Ethical judgment is “an individual's personal evaluation of the extent to which some behavior
or action is ethical or unethical” (Sparks and Pan 2009). In terms of business ethics literature,
ethical judgment has become an important factor explaining consumer behavioral intentions
(Chiu 2002; Hunt and Vitell 1986). The effect of ethical judgments on behavioral intention,
especially in WOM, can be found both in the area of consumer commitment (Ingram et al.
2005), their online expertise (Román and Cuestas 2008) as well as purchase intentions (Wilcox
et al., 2009). In fact, from a previous study, some non-authorized local face mask buyers
considered purchasing this product to be beneficial and ethical (Chaudhry and Stumpf, 2011)
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and even improve people's welfare (Ang et al., 2001). It can be seen here that high nonauthorized proneness consumers purchasing non-authorized products will have more favorable
ethical judgments about purchasing these non-authorized local face masks.
Ethical consumers might put forward some of these non-authorized local face mask product
attributes to maintain cognitive consistency and avoid dissonance. In the context of nonauthorized local face mask products, consumers make favorable ethical judgments regarding
purchases of non-authorized local face masks by better viewing and evaluating these nonauthorized local face masks because this will help them avoid cognitive dissonances that allow
mismatches between their beliefs and action.
Consumers who have good morals regarding the purchase behavior of non-authorized local
face masks are more likely to buy non-authorized local face mask products than those who
have unfavorable moral beliefs (Wilcox et al., 2009). Consumers who consider this behavior
ethically acceptable to buy non-authorized local face masks, more like to buy them.
Product Evaluation
Product evaluation is one of several stages in the purchasing decision process (Kotler et al.,
2003). Product evaluation as an important predictor of purchase intention is an overall
assessment of various economic, functional attributes, including price, quality, reliability and
image (Dodds et al., 1991). According to Park and Lee (2013), the phase before making a
purchase decision is product evaluation, so that there mutually satisfactory relationship. If
customers have very positive ethical judgments or subjective norms of buying non-authorized
local face masks, there will affect the product evaluation process of consumers in purchasing
these non-authorized local face masks on the grounds of product quality, prices are quite
affordable compared to authorized face mask products (Sharma and Chan, 2016).
Purchase Intention
Purchase intention refers to the stage of a respondent's propensity to act before making a
purchase (Martinez and Kim, 2012). Purchase Intention can be defined as measuring the
probability of consumers purchasing insured products. It states that the intent to purchase is
directly proportional to the probability of purchase (Singh & Sahni, 2019). According to
Fishbein and Ajzen (1975), purchase intention can be used to forecast consumer consumption
behavior, reflect subjective awareness, or predict customer purchase possibilities. Purchase
intentions toward a product will lead to a purchase decision to help evaluate consumer selection
for other products of interest (Lee & Shin, 2010; Balakrishnan et al., 2014; Akhter, 2003; Bian
& Forsythe, 2012). According to study Sharma and Chan (2016), consumers who purchase
non-authorized local face masks have a very positive product evaluation in ethical decisions or
subjective norms of non-authorized local face masks will have an significant influence on the
level of purchasing intention, which in turn influences the non-authorized local face masks
purchase decision.
Purchase Decision
Purchase decisions can be defined as before, during, and after the purchase of products or
services, the customer makes decisions about which goods or services to buy in exchange for
money in the market (Lumen, 2019) A consumer's purchase decision is the outcome of a series
of decisions they make before making a purchase, which begins until consumers are able to
fulfill a need (Hanaysha, 2018). The process by which consumers make purchasing decisions,
use, and set purchased products and services, as well as factors that influence purchase
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decisions and product use, is known as consumer buying behavior (Lamb et al., 2010).
According to Kotler and Keller (2012), the purchase decision process is divided into five
stages: problem identification, information analysis, alternative evaluation, purchase decision,
and post - purchase behavior. Purchase intention can influence purchase decisions and have
been shown to have a positive relationship with buying behavior (Chan, 2001; Chan and Yam,
1995). Buying behavior includes buying attitudes and intentions because it refers to
consumers' decisions about spending their resources on different products (Schiffman, Hansen
and Kanuk, 2008). Buying behavior that encourages the selection, purchase, and consumption
of goods and services for the satisfaction of consumer desires. When consumer behavior is
under volitional influence, its output is a feature of its intentions (Ajzen, 1991). Besides,
Sharma and Chan (2016) found that several factors such, proneness, subjective norms, ethical
judgements, and product evaluation can influence purchase intention and purchase decision of
non-authorized products. Therefore, the result of all factors that have been mentioned in this
study (non-authorized proneness, subjective norms, ethical judgements, product evaluation &
purchase intention), are predicted to have significantly influence to purchase decision of nonauthorized local face masks.
Conceptual Framework

Figure 2: Conceptual Framework

The following hypothesis proposed for this study is as follows:
H1. Non-authorized proneness has a significantly influence on the purchase intention for a nonauthorized local face mask.
H2. Non-authorized proneness has a significantly influence on the evaluation of a nonauthorized local face mask product.
H3. Non-authorized proneness has a significantly influence on the subjective norms about
buying a non-authorized local face masks product.
H4. Subjective norms can have a significantly influence on the evaluation of these nonauthorized local face masks.
H5. Subjective norms about buying non-authorized local face masks have a significantly
influence on purchase intentions for the product.
H6. Non-authorized proneness has a significantly influence on ethical judgments about buying
non-authorized local face masks.
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H7. The ethical judgements of purchasing non-authorized local face masks have a significantly
influence on the evaluation of these products.
H8. Ethical judgements regarding buying non-authorized face mask products have a
significantly influence on the purchase intention of these products.
H9. Evaluation of non-authorized local face mask products has a significantly influence on
purchasing intention for the product.
H10. Purchase intention has a significantly influence on purchase decisions of non-authorized
local face masks.
Methodology
Study Sample and Data Collection
In this study, mixed method research that combined qualitative and quantitative approach will
be conducted by using semi structured interviews and surveys. This study will use qualitative
semi-structured interviews and online questionnaires to gather the data. The researcher conduct
semi-structure interview as preliminary research. The requirements for selecting participants
in this study are those who have purchased non-authorized local face masks. This study found
out the participants by approaching some of the author relations. Then, for this study will
choose and recruit 4 participants through online chat before the semi-structured interview to
make sure that the respondents are according to participants’ criteria and willing to participate
voluntarily during the entire semi-structured interviews.
The quantitative data for this study is collected through distribution of a questionnaire. The
questionnaire targeted millennial and generation z females between 15-38 years old that have
purchased non-authorized local face masks. The participants can provide information about
their perception about the non-authorized local face masks that will provide insights into this
study. The sample technique used in this study was judgmental sampling with minimum 200
samples. The online survey will be conducted to local participants who live in Indonesia.
Data Analysis
Open Coding
Open coding is a textual content analysis approach that involves labeling, specifying, and
developing categories based on dimension and characteristics (Khandkar, 2019). Posing
sensitizing questions and continuously comparing data and codes are key elements of open
coding (Vollstedt & Rezat, 2019). This study applied open coding, which includes labeling and
categorizing the qualitative data.
Descriptive Statistics
For quantitative data use descriptive statistics. Descriptive statistics are a critical part for
analyzing initial data and providing a basis for comparing variables with inferential statistical
tests (Yellapu, 2018).
Partial Least Square (PLS-SEM) Analysis
For this study will process the collected data using the Partial Least Square (PLS) method. The
PLS method will build a predictive model involving several highly collinear variables (Tobias,
1995).The researcher conduct validity and reliability test using SmartPLS, assessment of
indicator reliability can be done by squaring each outer loadings to determine the reliability
value of an indicator with the preferred minimum value of 0.7 (Wong , 2013) and for validity
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test the AVE must be at least 0.5 or higher (Malhotra, 2007). The collinearity test is carried out
to examine potential collinearity problems, Variance Inflation Factor (VIF) must be 5 or lower
to avoid collinearity problems. The researcher also used bootstrapping to test the hypothesis,
using a two-tailed t-test of 5% of significance level in order for the path coefficient to be
considered significant, the T-statistic must be greater than 1.96. This study also test coefficient
of Determination (R2) and Stone-Giesser test (Q2 ) to measure of the proportion of variance in
which the dependent variable is above average later explained by the independent variable. The
researcher also test F square effect size, to determine the significance of the observed
association between differences or correlations. Total Indirect, total Effect, and mediation
result will be tested to determine the independent variable on the dependent variable and
mediation variable.
Measures
In this study, the existing scale will be used for operational variables of all constructs including
non-authorized proneness (Sharma and Chan, 2011), subjective norms (Ajzen, 1991), ethical
judgment (Kwong et al., 2009) and product evaluation and purchase intention (de Matos et al.,
2007) on a non-authorized local face mask. All the scales use a seven-point Likert type format
ranging from 1 strongly disagree to 7 strongly agree, except for purchase intentions 1 very
unlikely to 7 very likely.
Discussion and Analysis
Open Coding
Factor Influenced People To Buy Non-Authorized Local Face Masks
From the interview, it can be concluded that the factor that influenced people to buy nonauthorized face masks is because of the low price, popularity, packaging, the product claims
that match with skin needs, word of mouth and the positive reviews, especially from ordinary
people. This category also will be evaluated further using a quantitative approach.
Reasons To Buy Non-Authorized Local Face Masks
In this interview, it can be concluded that most of them initially were not aware of this nonauthorized local face mask. Respondents thought that as long as there were no side effects on
their faces, they were still considered safe.
Perception About Non-Authorized Local Face Masks
From the interview, it can be concluded that consumer perceptions of non-authorized local
face masks have slightly changed. Most of them have started to see the importance of the
BPOM permit to ensure the safety of the local face mask, although one respondent still thinks
that the BPOM permit was not too important.
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Descriptive Statistics
NO.
1

2

3

4

5

6

Table 1: Descriptive Statistics
VARIABLES
LABELS MEAN STD DEV MIN
Non-authorized Proneness
NAP1
3.196
1.469
1
NAP2
3.000
1.428
1
NAP3
4.724
1.737
1
NAP4
4.984
1.815
1
NAP5
4.072
1.847
1
NAP6
4.408
1.838
1
NAP7
4.268
1.858
1
NAP8
5.052
1.671
1
Subjective Norms
SN1
4.368
1.751
1
SN2
3.196
1.614
1
SN3
2.888
1.487
1
Ethical Judgements
EJ1
3.868
1.765
1
EJ2
4.040
1.757
1
EJ3
4.572
1.86
1
EJ4
4.812
1.876
1
Product Evaluation
PE1
3.956
1.707
1
PE2
3.876
1.726
1
PE3
3.488
1.659
1
Purchase Intention
PI1
4.004
1.785
1
PI2
3.248
1.652
1
PI3
2.896
1.682
1
Purchase Decision
PD1
3.016
1.565
1
PD2
4.596
1.831
1
PD3
4.956
1.667
1
PD4
4.424
1.701
1

MAX
7
7
7
7
7
7
7
7
7
7
7
7
7
7
7
7
7
7
7
7
7
7
7
7
7

Partial Least Square (PLS-SEM) Analysis Result
Outer Model
Table 2: Composite Reliability
Variable
Non-authorized Proneness
Subjective Norms
Ethical Judgements
Product Evaluation
Purchase Intention
Purchase Decision

Composite Reliability
0.878

Reliability
Reliable

0.851
0.927
0.910
0.917
0.844

Reliable
Reliable
Reliable
Reliable
Reliable

All of the numbers are higher than 0.7. As a result, it is possible to conclude that all variables
are reliable.
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Table 3: Convergent Validity
Variable
Average Variance
Extracted (AVE)
Non-authorized
0.508
Proneness
Subjective Norms
0.657
Ethical Judgements
0.760
Product Evaluation
0.771
Purchase Intention
0.786
Purchase Decision
0.576

Validity
Valid
Valid
Valid
Valid
Valid
Valid

All of the variables' AVE values exceed 0.5, according to the current AVE calculation result.
It indicates that all variables have been determined to be valid.

EJ1
EJ2
EJ3
EJ4
NAP1
NAP2
NAP3
NAP5
NAP6
NAP7
NAP8
PD1
PD2
PD3
PD4
PE1
PE2
PE3
PI1
PI2
PI3
SN1
SN2
SN3

Table 4: Outer VIF Value
VIF
2.562
3.582
2.386
2.602
2.016
2.068
1.742
1.428
1.628
1.477
1.746
1.505
1.320
1.622
1.720
2.749
3.137
1.645
2.191
2.464
2.097
1.380
2.095
1.661

All VIF values of all indicators passed the desired criteria based on the calculated VIF values.
As a result, there is no indication of multicollinearity among the independent variables.
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Inner Model

Figure 3: Bootstrapping Result

Structural Path

Ethical
Judgements
->
Product
Evaluation
Non-authorized
Proneness
->
Product
Evaluation
Subjective Norms
->
Product
Evaluation
Non-authorized
Proneness
->
Ethical
Judgements
Non-authorized
Proneness
->
Subjective Norms
Ethical
Judgements
->
Purchase
Intention
Non-authorized
Proneness
->
Purchase
Intention
Product

Table 5: Coefficient of Determination and Stone-Geisser
Original Sample Standard T Statistics
Coefficients
Sample
Mean
Deviation (|O/STDE
of
(O)
(M)
(STDEV)
V|)
Determination
(R2)
-0.128
-0.131
0.061
2.122
0.413

Cross-validated
Redundancy
(Q2)
0.310

0.223

0.223

0.063

3.572

0.414

0.416

0.059

7.075

-0.368

-0.374

0.052

7.122

0.136

0.098

0.622

0.623

0.040

15.459

0.387

0.251

-0.126

-0.126

0.043

2.966

0.680

0.527

0.219

0.221

0.052

4.256

0.369

0.367

0.046

7.964
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Evaluation
->
Purchase
Intention
Subjective Norms
->
Purchase
Intention
Purchase
Intention
->
Purchase Decision

0.305

0.303

0.053

5.711

0.750

0.754

0.029

25.888

0.562

0.299

The R2 of product evaluation is 0.413, meaning that three latent variables (ethical judgements,
non-authorized proneness, subjective norms) explain the 41.3% of the variance in product
evaluation. The R2 of ethical judgements is 0.136, meaning that one latent variable (nonauthorized proneness) explains the 13.6% of variance in ethical judgements. Then, R2 of
subjective norms is 0.387, which means that one latent variable (non-authorized proneness)
explains the 38.7% of variance in subjective norms. Next, R2 score of purchase intention is
0.680, meaning that four latent variables (ethical judgements, non-authorized proneness,
product evaluation, subjective norms) explain the 68% of variance in purchase intention.
Lastly, the R2 of purchase decision is 0.562, meaning that one latent variable (purchase
intention) explains 56.2% of variance in purchase decision.
To determine the predictive relevance, this study used the Stone-Geisser test (Q2). The purpose
of the test is to show the level to which the predictions are preferred. The blindfolding
procedure in Smart-PLS would be used to generate the Q2 result. Based on Table 4.9, the Q2
result of product evaluation is 0.310, ethical judgements is 0.098, subjective norms is 0.251,
purchase intention is 0.527, and lastly purchase decision is 0.299.
f square Effect Size
Ethical
Judgements
Ethical
Judgements
Non-authorized
Proneness
Product Evaluation
Purchase Decision
Purchase Intention
Subjective Norms

0.157

Table 6: f2 Effect Size Result
NonProduct
Purchase
authorized
Evaluation
Decision
Proneness
0.023
0.050

Purchase
Intention

Subjective
Norms

0.040
0.084

0.631

0.249
1.285
0.172

0.146

According to Chin L (1996), this study should examine the impact size between variables in
addition to determining the variables significance in the model. A value of f2 of 0.35 indicates
a high effect size, 0.15 indicates a medium effect size, and 0.02 indicates a small effect size
(Wong 2013).
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Total Indirect and Total Effect
Table 7: Total Effect Result
Purchase
Decision
-0.130
0.488

Ethical Judgements -> Purchase Decision
Non-authorized Proneness -> Purchase Decision
Product Evaluation -> Purchase Decision
Purchase Intention -> Purchase Decision
Subjective Norms -> Purchase Decision

0.277
0.750
0.343

Another test, total indirect and total effect, was used to determine the statistical relevance and
significance of the path coefficients. It is used in research to obtain different patterns of
understanding of the effect of one variable on another. The result of total effect evaluates the
percentage of influence caused by independent and mediating variables on dependent variables.
Hypothesis Test
Hypothe
sis
H1
H2
H3
H4
H5
H6
H7
H8
H9
H10

Table 8: Hypothesis Test Result
Structural Path
T Values
Non-authorized Proneness -> Purchase
Intention
Non-authorized Proneness -> Product
Evaluation
Non-authorized Proneness -> Subjective
Norms
Subjective Norms -> Product Evaluation
Subjective Norms -> Purchase Intention
Non-authorized Proneness -> Ethical
Judgements
Ethical Judgements -> Product Evaluation
Ethical Judgements -> Purchase Intention
Product Evaluation -> Purchase Intention
Purchase Intention -> Purchase Decision

4.256

P
Values
0.000

Result
Accepted

3.572

0.000

Accepted

15.459

0.000

Accepted

7.075
5.711
7.122

0.000
0.000
0.000

Accepted
Accepted
Accepted

2.122
2.966
7.964
25.888

0.034
0.003
0.000
0.000

Accepted
Accepted
Accepted
Accepted

a. H1. Non-authorized proneness has a significantly influence on the purchase intention
for a non-authorized local face mask.
The hypothesis is accepted since the t-value is 4.256 greater than 1.96 at a significance
level of 0.05 (5%). That indicates that there is a significantly influence between nonauthorized proneness and purchase intention for a non-authorized local face mask.
b. H2. Non-authorized proneness has a significantly influence on the evaluation of a nonauthorized local face mask product.
The hypothesis is accepted since the t-value is 3.572 greater than 1.96 at a significance
level of 0.05 (5%). That indicates that non-authorized proneness has a significantly
influence on the evaluation of a non-authorized local face mask product.
c. H3. Non-authorized proneness has a significantly influence on the subjective norms
about buying a non-authorized local face masks product.
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d.

e.

f.

g.

h.

i.

j.

The hypothesis is accepted since the t-value is 15.459 greater than 1.96 at a significance
level of 0.05 (5%). That indicates that non-authorized proneness has a significantly
influence on the subjective norms about buying a non-authorized local face masks product.
H4. Subjective norms can have a significantly influence on the evaluation of these nonauthorized local face masks.
The hypothesis is accepted since the t-value is 7.075 greater than 1.96 at a significance
level of 0.05 (5%). That indicates that subjective norms can have a significantly influence
on the evaluation of these non-authorized local face masks.
H5. Subjective norms about buying non-authorized local face masks have a significantly
influence on purchase intentions for the product.
The hypothesis is accepted since the t-value is 5.711 greater than 1.96 at a significance
level of 0.05 (5%). That indicates that subjective norms about buying non-authorized local
face masks have a significantly influence on purchase intentions for the product.
H6. Non-authorized proneness has a significantly influence on ethical judgments about
buying non-authorized local face masks.
The hypothesis is accepted since the t-value is 7.122 greater than 1.96 at a significance
level of 0.05 (5%). That indicates that non-authorized proneness has a significantly
influence on ethical judgments about buying non-authorized local face masks.
H7. The ethical judgements of purchasing non-authorized local face masks have a
significantly influence on the evaluation of these products.
The hypothesis is accepted since the t-value is 2.122 greater than 1.96 at a significance
level of 0.05 (5%). That indicates that ethical judgements of purchasing non-authorized
local face masks have a significantly influence on the evaluation of these products.
H8. Ethical judgements regarding buying non-authorized face mask products have a
significantly influence on the purchase intention of these products.
The hypothesis is accepted since the t-value is 2.966 greater than 1.96 at a significance
level of 0.05 (5%). That indicates that ethical judgements regarding buying non-authorized
face mask products have a significantly influence on the purchase intention of these
products.
H9. Evaluation of non-authorized local face mask products has a significantly influence
on purchasing intention for the product.
The hypothesis is accepted since the t-value is 7.964 greater than 1.96 at a significance
level of 0.05 (5%). That indicates that evaluation of non-authorized local face mask
products has a significantly influence on purchasing intention for the product.
H10. Purchase intention has a significantly influence on purchase decisions of nonauthorized local face masks.
The hypothesis is accepted since the t-value is 25.888 greater than 1.96 at a significance
level of 0.05 (5%). That indicates that purchase intention has a significantly influence on
purchase decisions of non-authorized local face masks.

Conclusions
This research concluded that consumer awareness of the safety of non-authorized local face
masks is still relatively low. The importance of the BPOM permission in ensuring the safety of
the non-authorized local face mask has been ignored by consumers. There are still many
consumers who are still interested in buying non-authorized local face masks which can also
be seen from the sales of non-authorized local face masks which are still quite high in the
market. The importance of the BPOM permission in ensuring the safety of the non-authorized
local face mask has been ignored by consumers. Consumers still think that non-authorized local
face masks are good as long as there were no side effects on their faces.
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Based on the result of the interview and PLS analysis, it can be concluded there are significant
relationships between non-authorized proneness, subjective norms, ethical judgments, and
product evaluation toward purchase decision that influence consumer buying behavior for nonauthorized local face masks. This study explains these mixed findings by showing that the nonauthorized local face mask users are not only more non-authorized proneness but they also
have more favorable subjective norms, ethical judgments, product evaluation that direct to
buying behavior of non-authorized local face mask.
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