
Article Not peer-reviewed version

Internalization of Love for the Homeland

Values Through Preference for National

Products Among High School Students

in Surabaya: A Field Study

Maghfira Putri Hardianti , Dita Eka Damayanti , Shabina Muchtar , Divani Oktovia Ramadhani ,

Muhammad Mujahid Al Mughni , Bramantyo Aryo Bismoko , M. Noval Akbar , Hafna Ilmy Muhalla *

Posted Date: 11 November 2025

doi: 10.20944/preprints202511.0581.v1

Keywords: Pancasila; love of the homeland; national products; consumer ethnocentrism; high school

students

Preprints.org is a free multidisciplinary platform providing preprint service

that is dedicated to making early versions of research outputs permanently

available and citable. Preprints posted at Preprints.org appear in Web of

Science, Crossref, Google Scholar, Scilit, Europe PMC.

Copyright: This open access article is published under a Creative Commons CC BY 4.0

license, which permit the free download, distribution, and reuse, provided that the author

and preprint are cited in any reuse.



 

 

Article 

Internalization of Love for the Homeland Values 
Through Preference for National Products Among 
High School Students in Surabaya: A Field Study 
Maghfira Putri Hardianti, Dita Eka Damayanti, Shabina Muchtar, Divani Oktovia Ramadhani, 
Muhammad Mujahid Al Mughni, Bramantyo Aryo Bismoko, M. Noval Akbar and Hafna Ilmy 
Muhalla * 

Airlangga University, Indonesia 
* Correspondence: hafnailmy@vokasi.unair.ac.id 

Abstract 

Love of the homeland is a sincere attitude shown by citizens and is manifested in actions for the glory 
of the homeland and the happiness of the nation. High school students are part of Indonesia’s 
demographic bonus defined as the productive age population. With a large demographic bonus, the 
concept of loving the homeland to achieve glory must be well internalized. This study aims to identify 
students perceptions and consumption behavior toward national products in the personal care and 
perfume sectors and examine how the practice of consuming domestic products internalizes the value 
of love for the homeland. The study was conducted in the SMA Komplek Surabaya environment 
(Jalan Kusuma Bangsa and Wijaya Kusuma) with informants from SMAN 1, SMAN 2, SMAN 5, 
SMAN 6, and SMAN 9 using a descriptive qualitative approach through short interviews with 12 
students. The results of the study indicate that although students have a positive attitude toward 
Indonesian-made products, the consistency of their use is still low due to the influence of brand 
image, perceived quality, and social media. These findings emphasize the need for participatory 
education and contextual digital communication to foster a sense of patriotism while simultaneously 
strengthening the values of the third principle of Pancasila through economic behavior that supports 
national industrial independence. 

Keywords: Pancasila; love of the homeland; national products; consumer ethnocentrism; high school 
students 
 

Introduction 

Pancasila is the foundation of a state’s ability to survive and develop. Pancasila plays a role as a 
common consensus. The Indonesian nation inspires all areas of development and embodies noble 
values gleaned from the nation’s culture. With its diverse society, Indonesia must be given proactive 
freedom to articulate the values of Pancasila and actualize them in everyday life. 

Within this framework, a sense of unity and love for the homeland is formed, which is a real 
manifestation of the Third Principle of Pancasila (Persatuan Indonesia). According to Imam 
Musbikin’s book “Penguatan Karakter Kemandirian, Tanggung Jawab dan Cinta Tanah Air” (2021), 
patriotism is the state of thinking, behaving, and acting in ways that demonstrate loyalty, concern, 
and high regard for the nation and state. Patriotism is an attitude of loving the nation and state 
without any regional fanaticism. Therefore, it is hoped that every Indonesian citizen will recognize 
and understand the Indonesian archipelago, maintain its sustainability, and cherish the environment. 

As time goes by, globalization becomes more open and technological advancements accelerate, 
making the younger generation more susceptible to foreign influences and losing awareness of their 
own national values. This problem leads to a disregard for the core principles of the nation and the 
assumption that nationalism is limited to physical matters. In reality, the actualization of Pancasila 
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extends beyond battles and guerrilla warfare to defend and revitalize the homeland. Many practices 
can be applied to build the prosperity of our nation, one of which is by stimulating the domestic 
economy. 

The domestic industry has grown rapidly, particularly in the cosmetics and personal care 
sectors. The national cosmetics industry experienced rapid growth post-pandemic, growing by over 
77% between 2020 and 2024 and employing over 59,000 workers (Ministry of Industry, 2024). From 
an academic perspective, the consumption behavior of national products can be explained through 
consumer ethnocentrism— the tendency of consumers to prefer products made in their own country 
for moral reasons and national pride (Ramadania et al., 2023). Previous research has shown that 
ethnocentric attitudes can increase purchase intentions for national products, especially when 
supported by positive perceptions of product quality (De Yusa, 2021). However, traditional 
marketing approaches have proven to be less effective in reaching the younger generation, who are 
heavily influenced by social media (Priskila, 2019). This research gap provides the foundation for a 
field study to explore how educational and participatory approaches can strengthen awareness of 
love for national products among students. 

Method 

This research is descriptive and qualitative, with data obtained through observation and 
interviews. Observations were conducted through the researcher’s observation of the use of personal 
care products (skincare) and perfume after school, thus using a non-participant-based field study 
method. Interviews were conducted with randomly selected informants using accidental sampling 
took into account the suitability criteria, namely being an active student at the high school level. Data 
collection was conducted at: 

Day/date : Tuesday, October 21, 2025 
Time  : 15.30 WIB 
Location : High School Complex (Around Kusuma Bangsa and Wijaya Streets) 
Kusuma, Genteng District, Surabaya, East Java) 
Participants : Active high school students around the location 
On that date, the researcher was present at the location to conduct observations and then 

interviews with the participants. The informants were given a brief explanation of the research 
objectives, followed by the following questions: 
1. What is your name? 
2. Where did you come from and what grade are you currently in? 
3. Do you use skincare products and perfumes every day? 
4. What brand do you use? 
5. Did you know that Indonesia has many national brands? 
6. Why haven’t you heard about or tried this local product? 
7. Are you interested in trying national products in the personal care and perfume sectors? 

All field data were carefully recorded in observation sheets and interview recordings for further 
analysis. This methodological design aims to provide a comprehensive picture of the personal care 
product usage habits and awareness of local and national products among high school students. 

Results and Discussion 

Based on observations around the location, the researchers found that most high school students 
applied perfume upon returning home from school. Furthermore, several female students were also 
seen applying lip balm before leaving the school grounds. This indicates that high school students 
represent a significant consumer segment for the cosmetics, personal care, and perfume industries, 
which can be exploited. 

Table 1 shows informant data, including gender, school of origin, and current grade, using the 
interview method. As with the focus of this study, the sampling focused on high school students. 
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Based on the data, our informants were students from SMAN 1, SMAN 2, SMAN 5, and SMAN 6 
Surabaya. 

Table 1. Socio-Demographic Variables. 

No.  Socio-Demographic Characteristics Results in Frequency and Percentage (%) 

A. Gender  

1 Female  12 (100%) 

2 Male 0  

B.  Institution 

1 SMAN 1 Surabaya 4 (33,34%) 

2 SMAN 2 Surabaya 4 (33,34%) 

3 SMAN 5 Surabaya 3 (25%) 

4 SMAN 6 Surabaya 1 (8,34%) 

Table 2 shows the use of personal care products and perfume by high school students. 
Information presented includes whether they use these two product sectors in their daily lives and 
the brands they use in these two sectors. The data shows that 2 of 12 high school students do not use 
personal care products in their daily lives. More than 75% of high school students use personal care 
products. This means that the personal care sector’s market potential is very wide open. The same is 
true for the use of perfume. All interviewees stated that perfume is part of their daily lives. However, 
of the 12 female students we interviewed, only 2 of the total interviewees use domestic products in 
these two sectors, while the rest preferredprefer foreign products. This finding aligns with research 
by Dhewi (2023) and Sherina (2023), who showed that young Indonesians tend to choose foreign 
products due to brand image and higher perceived quality. In fact, according to the Ministry of 
Industry (2025), the national cosmetics industry has grown by more than 77% in the last five years, 
great potential for domestic products if appropriate education and promotion strategies are 
implemented. 

Table 2. Product Usage. 

No.  Socio-Demographic Characteristics Results in Frequency and Percentage (%) 

A. Do you use personal care products every day? 

1 Yes 10 (83,33%) 

2 No 2 (16,67%) 

B.  Do you use perfume products every day? 

1 Yes 12 (100%) 
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2 No 0 (0%) 

C.  What brand of personal care products do you use? 

1 Azarine (Domestic) 3 (25%) 

2 Glad 2 Glow (Overseas) 3 (25%) 

3 Skin1004 (Overseas) 1 (8,34%) 

4 Labore (Domestic) 2 (16,67%)  

5 Emina (Domestic) 1 (8,34%)  

6 Not using the product 2 (16,67%) 

D.  What perfume brand do you use? 

1 Vitalis (Overseas) 1 (8,34%)  

2 Bebliss (Domestic) 1 (8,34%)  

3 Morris (Overseas) 1 (8,34%)  

4 Mykonos (Inland) 1 (8,34%)  

5 Zara (Overseas) 1 (8,34%)  

6 Miniso 1 (8,34%)  

7 Bath & Body Works  1 (8,34%)  

8 Saff & Co. 1 (8,34%)  

9 Not identified 4 (33,34%) 

Based on these results, almost all respondents stated that they were unfamiliar with domestic 
products. The female students stated that the information they received was very limited, so most of 
them had not used domestic products. Respondents stated that they needed information regarding 
domestic products, especially information that could be accessed digitally. In addition to the limited 
information, some participants were also concerned about the quality offered by these products. This 
finding aligns with research by Dhewi (2023) and Sherina (2023), which shows that Indonesia’s 
younger generation tends to choose foreign products due to brand image and higher perceived 
quality. However, according to the Ministry of Industry (2025), the national cosmetics industry has 
grown by more than 77% in the past five years, indicating significant potential for domestic products 
if appropriate educational and promotional strategies are implemented. However, in reality, 
consumer ethnocentrism can be utilized by domestic industry, considering that Indonesia itself is a 
very rich country. Conditions on the ground reinforce Ramadania’s (2023) view that consumer 
ethnocentrism has a positive effect on the intention to purchase local products, but the effect weakens 
when the perceived quality of domestic products is considered low. 
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However, it is necessary to reiterate the spirit of patriotism that supports the use of domestic 
products. Data shows that domestic product consumption in more than one business sector is less 
than 20%, with less than one in five high school students using products produced in their own 
country. 

Conclusions 

This article provides an overview of how patriotism is internalized through the use of domestic 
products in the personal care and perfume sectors. Observations and interviews show very positive 
consumption figures in these two sectors. Consumption figures exceed 75%, indicating that these two 
sectors offer tremendous business opportunities. Unfortunately, this impressive consumption figure 
is not accompanied by a trend toward domestic products. Therefore, this study encourages all parties, 
especially industry stakeholders in these sectors, to provide more comprehensive education and 
information regarding their products, particularly in the digital world. 
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