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Informasi Artikel ABSTRAK

Riwayat artikel: Netizens can provide valuable insights into consumer responses to innovative
Diterima Oktober 10%, 2025 attributes in halal skincare product lines, but it is undeniable that emerging
Direvisi November 11", 2025 sentiments about beauty standards can be detrimental to halal skincare products.
Diterima November 15, 2025 This study evaluates netizens' responses to innovative attributes in halal skincare

products and examines the moderating effect of beauty standards. The research
method used includes sentiment analysis, systematic literature review, and SEM-

Kata kunci: PLS by collecting data via Twitter and the Orange Data Mining application. The
Halal Skincare, Innovative results of the study show that the innovative attributes variable has a positive and
Attributes, Beauty Standards, significant influence on the behavior of netizens in halal skincare. Netizens show a

positive response to innovation in halal skincare products. However, the moderating

Sentiment Analysis, Systematic T
Literature Review. SEM-PLS. effect of beauty standards shows that beauty standards have a negative influence on

the relationship between innovative attributes and netizen behavior. This indicates
that the level of beauty standards held by netizens can influence the way they
respond to innovations in halal skincare products. These findings have practical
implications for halal skincare companies in designing effective marketing
strategies. Companies need to consider the importance of innovation in their
products while understanding the influence and expectations of consumer beauty
standards. By strengthening innovation by existing beauty standards, companies can
build a positive image, increase consumer satisfaction, and maintain a competitive
advantage in the halal skincare market.

@ © 2025 Para Penulis. Diterbitkan oleh Riset Anak Bangsa. Ini adalah artikel akses
terbuka di bawah lisensi CC BY (https://creativecommons.org/licenses/by/4.0/)

INTRODUCTION

In recent years, the skincare product industry has witnessed a significant increase in the demand
for Halal products (Isa et al., 2023). This demand is driven by the increasing need for Muslim consumers
to have skincare products that comply with the halal principles of their religion. Skincare companies
have responded to this demand by launching halal skincare product lines that offer halal and high quality
(Halal Cosmetics Expo, 2020; Indonesia Sharia Economic Festival, 2022).

However, launching halal skincare products is not only about fulfilling religious halal
requirements (Sugibayashi et al., 2019). These products must also remain relevant and innovative to
compete with other skincare products in an increasingly competitive market. Therefore, it is important
to understand how netizens respond to innovative attributes in halal skincare product lines.

Netizens, or the Internet community, have a significant role to play in shaping consumer
opinions and preferences (Hennig-Thurau et al., 2004; Liao et al., 2021). They often use social media,
online forums, and other platforms to share experiences, provide reviews, and influence the buying
decisions of others. Therefore, understanding netizens' responses to innovative attributes in halal
skincare products can provide valuable insights for companies in improving their marketing and product
development strategies (Xiao et al., 2019).

Although netizens can provide valuable insights into consumer responses to innovative
attributes in halal skincare product lines (Aufi, 2021), it is undeniable that negative phenomena can also
arise in this process. Such as the emergence of negative comments or sentiments that are detrimental to
halal skincare products. Netizens often comment negatively on innovative attributes in halal skincare
product lines. They criticize the product because they feel that the innovative attributes do not meet
their expectations or do not deliver the promised benefits. For example, some netizens consider that the
use of innovative ingredients in halal skincare products is ineffective or even has the potential to cause
skin irritation.
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Some netizens also have an attitude that rejects innovation in the line of halal skincare products.
They assume that traditional products are better than products with innovative attributes (Divianjella et
al., 2020; University Malaya, Malaysia et al., 2016). They doubt the benefits or safety of these
innovative attributes. For example, one netizen argued that the use of advanced technology in halal
skincare products is unnecessary and just an excuse for companies to increase product prices.

In addition, halal skincare products with innovative attributes give rise to ethical controversies
among netizens (Faculty of Arts and Social Science, Universiti Tunku Abdul Rahman, 31900 Perak,
Malaysia et al., 2016). Some netizens have opposing views on the use of certain ingredients or
technologies in halal skincare products. For example, some netizens oppose the use of ingredients
derived from animals or think that certain technologies involve unethical practices.

There is a fact that in studying netizens' responses, falsification or the spread of false
information appears. Some netizens deliberately spread misinformation or criticize halal skincare
products on inaccurate grounds. This can result in a bad reputation for the product and affect consumer
perceptions (De Regt et al., 2019). Because in the online environment, there are individuals who
deliberately spread closed or provocative comments without constructive purposes. They are often
known as trolls or haters. In assessing netizens' response to halal skincare products, this phenomenon
can include comments insulting religion, doubting the halalness of products, or spreading negatively
permissible content. For example, a troll spreading disdainful comments or affirming the authenticity
of halal certification on halal skincare products creates distrust among netizens and discourages them
from using the product.

There is also the phenomenon of spamming, namely sending messages repeatedly that are
irrelevant or unwanted, which can also occur in the evaluation of netizen responses(Serna, 2022). Some
accounts or entities carry out spamming with the aim of influencing netizens' perceptions of products
or creating chaos in discussions. An account submits repeated highly negative reviews of halal skincare
products for no apparent reason, creating the impression that the product is bad even if it is not backed
up by any real facts or experience. Netizens can also engage in cyberbullying behavior against brands
or individuals regarding halal skincare products (Zaki et al., 2021; Zukhrufani & Zakiy, 2019). This
involves the use of protective, threatening, or harassing comments that can negatively impact product
reputation and intimidate other users. A netizen attacked a halal skincare brand with comments that
protected religious beliefs, sparking online persecution of the brand and causing fear or doubt among
netizens who saw the comments.

Past research studies and scientific findings regarding evaluating consumer responses to
innovative attributes in halal skincare products have provided valuable insights into understanding
consumer preferences and perceptions. Some research reveals that consumers have a positive attitude
towards innovative attributes in halal skincare products (Abd Rahman et al., 2015; Anubha, 2023; Isa
etal., 2023; Khan et al., 2021; Letsoin & Riorini, 2023; Sriminarti & Nora, 2018). They enthusiastically
welcome innovations such as the use of natural ingredients, new technologies, and production processes
that are guaranteed to be halal (Annisa, 2023). Consumers also value this innovative attribute as a factor
influencing their purchasing decisions (Hanaysha, 2018; Ho & Wu, 2011; Octavia et al., 2021).

Research by Setiani et al. (2022) shows that consumers have a positive perception of innovation
in halal cosmetic products. They tend to associate innovation with better quality, greater benefits, and
a better user experience (Lee & Trimi, 2018; Rajapathirana & Hui, 2018). This study also found that
innovative attributes such as the use of advanced technology and discoveries in natural ingredients have
a positive influence on consumer interest in using halal skincare products (Hussain, 2022; Khan et al.,
2021; Ngah et al., 2022; Sohail et al., 2022).

Research by Mahliza (2022) and Mustaqim & Mulyana (2023) shows that halal certification
has a significant influence on consumer interest and purchase intentions for halal skincare products.
Consumers tend to trust and feel comfortable using products that are guaranteed to be halal (Juliana et
al., 2022; Mustaqim & Fazriani, 2023; Yusuf et al., 2019). In addition, innovative attributes such as
unique formulations, attractive packaging, and product excellence also contribute to consumer interest
(Guiné et al., 2020).

Research by Prakasita & Wardana (2022) highlights that consumers, especially young Muslim
women, have a positive attitude towards innovation in halal skincare products (Clarita et al., 2020).
They expect products that not only meet religious halal requirements, but also offer innovative attributes
such as purity of ingredients, effectiveness in skincare, and ease of use (Divianjella et al., 2020;
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Sugibayashi et al., 2019). In conclusion, innovative attributes are considered important in attracting
consumer interest and trust in halal skincare products.

These studies provide evidence that consumers respond positively to innovative attributes in
halal skincare products. These findings indicate that innovation can be a significant factor in influencing
consumer preferences and purchasing decisions. However, it is undeniable that negative phenomena
arise in this process through negative comments or adverse sentiments towards halal skincare products
by netizens.

Thus, several elements of novelty can be identified related to this research. This study focuses
on innovative attributes in the halal skincare product line. It shows the novelty in exploring how
consumers respond to innovations in Halal skincare products and how these attributes affect their
preferences and purchase decisions and specifically highlights netizens' responses to innovative
attributes in Halal skincare products. In the digital era and with the strong presence of social media,
netizens have a significant role in shaping consumer opinions and preferences. Focusing on netizen
responses provides a unique and relevant perspective in understanding how innovations in halal
skincare product lines are received and perceived by consumers.

Through a focus on innovative attributes, an emphasis on netizen responses, the use of
sentiment analysis, and a combined analysis approach, this research makes a new contribution to the
understanding of consumer preferences and perceptions of halal skincare products and paves the way
for the development of marketing strategies and product development that are more suitable. with
consumer needs and expectations.

As for the development of collaborative research and innovative ideas, this research uses a
comprehensive and innovative approach to explore netizens' responses to innovative attributes in halal
skincare product lines. First, the use of sentiment analysis with the Orange Data Mining 3.32 application
provides a powerful approach to understanding the sentiments and opinions of netizens about halal
skincare products. Sentiment analysis allows researchers to extract positive, negative, and neutral
sentiments from text data collected from various online sources, such as social media, forums, or
product reviews. It provides deep insight into how netizens respond to innovative attributes in halal
skincare product lines.

Second, the systematic literature review approach using Harzing's Publish or Perish (PoP) and
VOSviewer provides a solid foundation for investigating previous research on consumer responses to
halal skincare products. Harzing's PoP enables researchers to collect relevant scientific articles and
analyze their quality and impact. Meanwhile, VOSviewer helps in visualizing relevant research review
networks and mapping the relationships between authors, research subjects, and existing findings.

Lastly, the parallel equation structural analysis (SEM-PLS) approach using WarpPLS 8.0
provides a powerful statistical analysis framework for modeling and analyzing the relationships
between variables in research. By using SEM-PLS, researchers can evaluate the effect of innovative
attributes in halal skincare product lines on netizen responses. This allows researchers to test
hypotheses, measure the strength of relationships between variables, and provide a deeper
understanding of the factors influencing netizen responses.

By combining sentiment analysis with the Orange Data Mining 3.32 application, systematic
literature review with Harzing's PoP and VOSviewer, and SEM-PLS with WarpPLS 8.0, this research
offers a holistic and innovative approach in exploring netizen responses to innovative attributes in halal
skincare product lines. This approach can provide in-depth and comprehensive insights into consumer
preferences and perceptions of these products, as well as assist skincare companies in developing
effective marketing strategies and presenting products that are more in line with consumer needs and
expectations.

In research evaluating netizen responses to innovative attributes in halal skincare product lines,
it is important to pay attention to and address negative phenomena like these. In reporting research
results, ignoring irrelevant or demeaning comments and taking precautions against spamming and
cyberbullying can help ensure the validity and accuracy of the data collected.

In this study, we aim to evaluate netizens' responses to innovative attributes in a halal skincare
product line. We will analyze various social media platforms and Twitter online forums to collect
relevant data, including reviews, comments, and discussions related to this product. We will also use
text analysis techniques and data mining methods to identify emerging patterns and sentiments in
netizen responses.
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The results of this study are expected to provide in-depth insight into consumer preferences and
perceptions of innovative attributes in the halal skincare product line. Our findings can help skincare
companies design and develop products that better suit consumers' needs and expectations. In addition,
the results of this study can also contribute to scientific research on innovation in the halal skincare
product industry.

Thus, this research has important relevance and significance in understanding the market
dynamics of halal skincare products. Netizens' responses to the innovative attributes in the halal
skincare product line can be a valuable guideline for skincare companies in developing effective
marketing strategies and presenting products that are more attractive to Muslim consumers who are
increasingly aware of halal and the quality of the products they use.

LITERATURE REVIEW

In the context of this study, the grand theory that is used as a reference is the technology
acceptance theory. This theory provides a framework for understanding how individuals respond to and
accept technological innovations, such as innovative attributes in halal skincare product lines. This
theory can help explain the factors that influence netizens in accepting and using products with
innovative attributes.

The middle theory that is relevant in this study can involve the concept of religious identity or
pride of identity (identity theory). Middle theory can help explain how a person's religious identity can
influence their response to innovative attributes in halal skincare products. Middle theory can also be
used to understand how identity and religious values can shape consumer preferences and purchasing
decisions.

The relevant, applied theory is the theory of marketing and consumer behavior. These theories
can help explain the factors that influence netizens' responses to innovative attributes in halal skincare
product lines, such as perceived quality, perceived benefits, and social influence. Marketing theories
and consumer behavior can also be used to design effective marketing strategies in promoting halal
skincare products to relevant consumers.

Technology Acceptance Model Theory

Technology Acceptance Theory is a framework used to understand the factors that influence
individual acceptance and use of technology (Al-Emran & Shaalan, 2021). This theory was developed
by Fred Davis in 1989 and has become one of the most widely used theories in studying the behavior
of technology use. According to Technology Acceptance Theory, technology acceptance depends on
two main factors, namely the user's perception of the usefulness of technology and the user's perception
of the ease of use of technology (Newcastle University, 2023).

Perceived Usefulness Refers to the extent to which individuals believe that using technology
will improve their performance in achieving certain goals. Individuals tend to accept and use technology
if they are useful in meeting needs and achieving desired results. In the context of this research, TAM
can help in understanding how netizens perceive the usefulness of innovative attributes in halal skincare
product lines. If netizens believe that these innovative attributes provide benefits and improve the
quality of halal skincare products, they may be more accepting and interested in using these products.
For example, if innovative attributes such as natural ingredients or new technologies are associated with
better skin health benefits, netizens may be more inclined to accept and use these halal skincare products
(Davis, 1989).

Perceived Ease of Use Refers to the extent to which individuals believe that using technology
is easy and uncomplicated. Individuals tend to be more receptive to technology if they are easy to use
and do not require undue effort. TAM can also help in understanding how netizens perceive the ease of
use of innovative attributes in halal skincare product lines. If netizens believe that using these innovative
attributes is easy and uncomplicated, they may be more likely to accept and adopt these halal skincare
products. For example, if innovative attributes such as practical packaging or intuitive applications
make using the product easier, netizens may feel more comfortable and interested in using the product
(Davis, 1989).

In addition, Technology Acceptance Theory also recognizes that external factors such as social
factors and social influences can also influence technology acceptance (Hong & Yu, 2018; Taherdoost,
2018). For example, the opinions of others that an individual considers important (normative
subjectivity) or pressure from co-workers (descriptive subjectivity) can influence technology
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acceptance. Recipients of Technology Theory have been applied in various contexts and have assisted
in understanding the behavior of technology use, including in the development and adoption of various
types of technology, including software, mobile applications, websites, and information systems (Lai,
2017). This theory provides a useful framework for researchers and practitioners to understand why
individuals accept or reject technology and how to promote successful technology adoption.

Identity Theory

Identity theory is a sociological framework used to understand how individuals develop and
maintain their identity, and how identity influences their behavior and social interactions (Stets &
Burke, 2000). This theory emphasizes the importance of identity in shaping individual thoughts,
feelings, and actions (Simons, 2021). According to Identity Theory, individuals have various roles and
identities that are connected. Identity is formed through social interaction and is based on the social
roles played by individuals in various contexts, such as family, work, and society. Identity can also be
associated with personal attributes such as gender, ethnicity, religion, or certain preferences. Some of
the key concepts in identity theory include personal identity, social identity, and roles and commitments
(Stryker & Burke, 2000).

Personal Identity refers to the way individuals describe and identify themselves as unique
individuals with certain personal characteristics and attributes. Personal identity can include aspects
such as personality, interests, and personal preferences (Nario-Redmond et al., 2004). In this study,
Identity Theory can help understand how individual religious identity influences netizens' responses to
innovative attributes in halal skincare products. Individual religious identity involves their religious
beliefs, values, and practices. Religious identity can influence netizens' preferences, perceptions, and
purchasing decisions regarding halal skincare products that are by the halal principles of their religion.

Social Identity Relates to how individuals identify themselves in certain social groups. This can
involve identity-based on factors such as religion, ethnicity, race, or other social group. Social identity
can affect individuals' perceptions of themselves and influence their behavior in social interactions
(Harwood, 2020). Identity theory proposes that an individual's social identity, including religious
identity, influences the way individuals perceive the world and respond to it. The religious identity of
netizens can influence their evaluation of innovative attributes in halal skincare products. This identity
can shape netizens' views about product halalness, preferences for certain ingredients, and assessments
of the benefits provided by innovative attributes.

Identity theory emphasizes the important role played by roles and commitments in shaping
identity. Individuals play various social roles (for example, as family members, friends, or
professionals) and have commitments associated with those roles. These roles and commitments form
an important part of an individual's identity. Identity Theory is also a low pressure of social interaction
in forming and maintaining identity. In the context of this research, netizens can be influenced by social
views and norms in the groups they help as members (Stryker & Burke, 2000). Social interactions with
other netizens who have similar religious identities can influence netizens' perceptions and responses
to innovative attributes in halal skincare products.

Identity Theory can provide insight into how an individual's religious identity can influence
their response to innovative attributes in a halal skincare product line. Individuals' religious identity can
influence their preferences and purchasing decisions, as well as how they disguise innovative attributes
in the context of their religious values and beliefs. By applying Identity Theory, Researchers can gain
a better understanding of the role of individual identity in shaping their responses to innovative
attributes in halal skincare product lines. This can provide valuable insights into designing marketing
strategies that match consumers' preferences and values based on their identity.

Marketing Theory

Marketing Theory is a framework used to understand consumer behavior, purchasing decisions,
and marketing strategies in a market context. Marketing Theory helps in understanding how a company
can satisfy consumer needs and wants through developing, promoting, and selling products or services
(Zhao et al., 2021).

Some of the key concepts in Marketing Theory include Market Segmentation. Marketing
Theory teaches the importance of dividing the market into smaller groups with similar characteristics,
needs, and preferences (Martin, 2011). In the context of this research, Marketing Theory can assist in
understanding market segmentation related to halal skincare products, such as consumers who care
about halal, prefer natural ingredients, or pay attention to skin health.
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Marketing Theory considers effective pricing strategies to attract consumers and generate
optimal revenue (Wu et al., 2022). In this study, Marketing Theory can assist in understanding how the
price of halal skincare products that contain innovative attributes can influence netizens' perceived value
and purchasing decisions. Then, Marketing Theory highlights the importance of effective promotional
strategies in influencing consumer behavior and building brand awareness (Godey et al., 2016; Keller,
1993). In this study, Marketing Theory can assist in understanding how marketing communication
strategies can be used to convey the innovative attributes of halal skincare products to netizens, build
trust, and influence their responses.

Marketing Theory also studies consumer decision-making processes, including the factors that
influence purchasing decisions, such as preference, price, and product quality (Roy, 2022). In this study,
Marketing Theory can assist in understanding the factors that influence netizens' responses to innovative
attributes in halal skincare products and how these factors influence their purchasing decisions.

By applying Marketing Theory, researchers can gain a better understanding of consumer
behavior, purchasing decisions, and effective marketing strategies in the context of halal skincare
products with innovative attributes (Irfany et al., 2023). Marketing Theory can assist in designing
appropriate marketing strategies, identifying relevant market segments, communicating product values,
and influencing netizens' responses to these products. In this study, Marketing Theory can be used to
understand preferences, purchasing decisions, and consumer behavior regarding halal skincare products
with innovative attributes. This research can provide netizens with a better understanding of how to
market halal skincare products with innovative attributes by considering relevant marketing factors and
understanding consumer behavior.

Consumer Bahavior Theory

Consumer Behavior Theory is a framework used to understand consumer behavior, including
decision-making processes, preferences, and responses to products or services (Ajzen, 2016). This
theory involves the study of the factors that influence consumer behavior, including needs, motivations,
perceptions, attitudes, and social influences (Ajzen, 1991, 2020).

Some of the key concepts in Consumer Behavior Theory include Needs and Motivation.
Consumer Behavior Theory recognizes that consumers have different needs that drive them to buy and
use certain products or services. These needs can be physiological, psychological, social, or personal.
Motivation is an internal factor that drives individuals to achieve satisfaction of these needs through
consumption actions (Pena-Garcia et al., 2020).

Consumer Behavior Theory studies how consumers perceive and evaluate products or services.
Consumers form their perceptions based on experience, information received, and product attributes
that they observe. Assessment is carried out to determine the expected satisfaction and the extent to
which the product or service meets consumer expectations (Sweeney & Soutar, 2001).

Attitude reflects an individual's affective evaluation of a product or service. Attitudes can be
influenced by previous experience, information received, and social influences. Preference is an
individual's preference for one product or service compared to another, which is based on their
evaluation of and attitude toward the features and benefits of the product (Niosi, 2021).

Consumer Behavior Theory recognizes the role of social influence in shaping consumer
behavior. This includes the influence of family, friends, group references, or influence from respected
figures or celebrities (Shah & Asghar, 2023). Social influences can influence consumers' preferences,
purchasing decisions, and responses to products or services (Zeugner-Roth et al., 2015).

In the context of this research, Consumer Behavior Theory can help understand how netizens respond
to innovative attributes in halal skincare product lines and the factors that influence their purchasing
decisions. This theory can be used to understand the needs, motivations, perceptions, attitudes, and
social influences that affect netizens' responses to these products. By applying Consumer Behavior
Theory, researchers can gain a better understanding of the factors that influence consumer behavior
and identify effective marketing strategies to influence netizens' preferences and purchasing decisions
regarding halal skincare products with innovative attributes.

METHODE
This type of research is a mixed method with sentiment analysis using the Orange Data Mining
3.32 application, systematic literature review using Harzing's Publish or Perish (PoP) and VOSviewer,
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and SEM-PLS using WarpPLS 8.0, which includes a comprehensive and innovative approach to explore
netizen responses to innovative attributes. in the line of halal skincare products.

The subjects of this research are netizens who are the target of the study regarding their
responses to innovative attributes in halal skincare product lines. Netizens are individuals who are active
online, including users of social media, forums, or other online platforms related to the topic of halal
skincare. The data collection technique used in this study was purposive sampling. So, the number of
respondents in this study were 377 respondents.

In this study, the steps for data analysis can follow the following sequence. First, text data
collected from netizens can be analyzed using the Orange Data Mining 3.32 application for sentiment
analysis (Sajwan et al., 2023). This process involves using natural language processing (NLP) tools to
extract and evaluate the positive, negative, and neutral sentiments associated (Wankhade et al., 2022)
with innovative attributes in a halal skincare product line. The Orange Data Mining 3.32 application
can assist in gaining insight into how netizens respond and react to innovative attributes in the product.

Furthermore, a systematic literature review was carried out using Harzing's Publish or Perish
(PoP) and VOSviewer. In this step, the researcher can use Harzing's PoP to collect and evaluate
previously published related literature on topics related to halal skincare and its innovative attributes
(Masudin et al., 2022). Researchers also use VOSviewer to create network visualizations of relevant
literature, which helps identify trends, patterns, and relationships between concepts in the literature (van
Eck & Waltman, 2010; Van Eck & Waltman, 2017).

Finally, to gain a deeper understanding of the relationship between innovative attributes in halal
skincare product lines and netizens' responses, a parallel structural equation analysis (SEM-PLS) was
performed using WarpPLS 8.0 (Kock, 2010, 2019, 2023). In this step, the researcher can test the
statistical model to see the extent to which the innovative attribute influences the overall netizen
response. WarpPLS 8.0 can assist in SEM-PLS analysis by modeling the relationship between the
independent variable (innovative attribute) and the dependent variable (netizen response), and
measuring the strength and significance of the relationship.

By following these steps, the researcher can analyze the data systematically and
comprehensively to gain insight into netizens' responses to innovative attributes in halal skincare
product lines. The sentiment analysis approach using Orange Data Mining 3.32, systematic literature
review using Harzing's PoP and VOSviewer, and SEM-PLS analysis using WarpPLS 8.0 provide a
holistic framework for understanding the relationship between relevant variables in this study.

RESULT AND DISCUSSION
Sentiment Analysis

Based on crawling data from Twitter in real-time, 651 text tweets were found related to the
topics observed. Real-time crawling data on Twitter refers to collecting data on tweets that are being
posted by Twitter users in real time. By analyzing the text of a tweet, we can identify trends, sentiments,
and speech patterns related to that topic. The following are the results of sentiment in this study:
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Figure 1. Sentiment Analysis (Orange Data Mining, 2023)
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Based on the research results, the neural network algorithm is proven to have a high level of
accuracy, with an accuracy value of 0.86 or 86%. The results of the confusion matrix show that the
proportion of positive sentiment accuracy is 79.2% and negative sentiment is 72.2%. This shows that
the neural network algorithm is capable of properly classifying sentiments in texts related to halal
skincare. In this case, the company can continue to develop and improve this algorithm to further
improve the accuracy of sentiment analysis. Even though there is a positive sentiment accuracy
proportion of 79.2%, companies can consider this positive sentiment as an area that can be strengthened.
Focusing on strengthening positive sentiment can help in building a positive image related to halal
skincare products.

The five topics that are the focus of discussion regarding halal skincare are products, skin, care,
benefits, and halal. These things are considered important for the company in paying attention to the
satisfaction of halal skincare users. These topics provide insight into what users are talking about and
are concerned about in the context of halal skincare. Companies can pay attention to these topics and
use this information to direct marketing strategies, product development, and services that are better
suited to the needs and desires of halal skincare users.

The multilingual sentiment analysis method was used in this study to analyze sentiment from
the initial data. This method is capable of producing three classes of sentiment, namely positive,
negative, and neutral. In sentiment analysis using this method through heat maps, it was found that blue
in color degradation is more dominant than green, yellow, and white. This indicates a tendency for
negative sentiment regarding halal skincare. Companies need to pay attention to this negative sentiment
and understand the causes to take appropriate action to increase user satisfaction and reduce this
negative sentiment.

Thus, this study concludes that the neural network algorithm is effective in classifying
sentiments related to halal skincare, topics that are the focus of important conversations for companies,
and sentiment analysis shows that there is a tendency for negative sentiment in discussions about halal
skincare. Although, the proportion of positive sentiment accuracy is 79.2% and negative sentiment is
72.2%.

Based on this, the company can direct marketing and communication efforts to strengthen
positive sentiments related to halal skincare products. This can be done by actively promoting the
benefits and advantages of the product, sharing positive testimonials from satisfied users, and providing
clear information about the halalness and quality of the product. These efforts can help build a positive
image of the company and increase consumer confidence.

Companies need to pay attention to the negative sentiment that arises from data analysis and
understand the causes better. This can be done through further analysis of the negative sentiment,
finding out the underlying problem or dissatisfaction, and taking appropriate action to address the issue.
Companies can conduct consumer surveys, hold group discussions, or monitor consumer feedback to
gain deeper insight into these negative sentiments.

Based on understanding the causes of negative sentiment, companies can make improvements
to the halal skincare products and services they offer. This could include improving quality, complying
with stricter halal standards, cleaning up suspicious ingredients, increasing transparency, or developing
innovations that are more in line with consumer needs. By making the right improvements, companies
can increase user satisfaction and reduce negative sentiment.

Companies also need to communicate effectively with consumers regarding actions taken to
increase satisfaction and overcome problems that cause negative sentiment. Transparency in
communication will build consumer trust and give them confidence that the company cares about their
needs and wants. Communication can be done through channels such as social media, company
websites, or direct meetings with consumers.

By implementing these recommendations, companies can build a positive image related to halal
skincare products, improve user satisfaction, and reduce negative sentiments that may exist. This will
have a positive impact on the company's reputation, consumer confidence, and long-term business
success. Therefore, it is important to further analyze how to evaluate netizen responses to innovative
attributes in a line of halal skincare products through a systematic literature review using Publish or
Perish to collect related articles and VOSviewer to analyze network visualization related to halal
skincare.
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Systematic Literature Analysis

Based on the article searches using the Publish or Perish application in the last three years
(2021-2023) from Scopus as the data source, a total of three articles were found with the title words
“halal skincare.” The Publish or Perish application is commonly used to retrieve and analyze academic
articles and their citation data from various scholarly databases.

The limited number of three articles on the topic of “halal skincare” indicates that the specific

research area of halal skincare may still be relatively niche or emerging in the academic literature.
However, it's important to note that the search results may vary depending on the search criteria used
and the coverage of the Scopus database.
These three articles may provide valuable insights into the subject of halal skincare and could potentially
contribute to the existing body of knowledge in this field. Researchers, practitioners, and individuals
interested in the topic of halal skincare can refer to these articles for a deeper understanding of the
subject and to explore further research opportunities. Dengan demikian, hasil pencarian melalui PoP
akan dianalisis lebih lanjut menggunakan VOSviewer.
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Figure2. Distribution of Keywords in Network Visualization (VOSviewer, 2023)

Based on the co-occurrence criteria, the network visualization which shows the distribution of
the halal supply chain keywords with one color in the image shows the presence of clusters of the
research keywords. In this context, co-occurrence refers to the presence or presence of the same
keywords in the same context, such as in article titles or texts related to the topic of halal skincare. In a
network visualization, keywords that frequently appear together will be connected and form more likely
clusters or groups.

With only one color in the image, this shows that the keyword "halal supply chain" has a high
level of co-occurrence among the articles in the dataset. This shows that these keywords consistently
appear and are closely related to the research topics included in the dataset. In the context of halal
skincare research, this can show that the keyword "halal supply chain" is the main focus or dominant
topic in the articles analyzed. Thus, it can be concluded that there is a specificity of great importance to
this topic in the literature studied within a certain period.

The results of the study show the importance of the topic of halal supply chain in the context
of halal skincare research. The implication is that companies engaged in the halal skincare industry need
to pay special attention to aspects of the halal supply chain, including the production process, halal
certification, supply chains, and quality control so that the skincare products they produce can meet
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halal standards properly. Therefore, companies can integrate the concept of the halal supply chain into
their business strategy. This involves working with suppliers, manufacturers, and other business
partners who also understand and apply halal principles in their operations. Thus, companies can ensure
that the halal skincare products produced are guaranteed to be halal from the start of production to the
consumers.

Another practical implication is that companies can emphasize the authenticity and safety of
halal skincare products through serious attention to the halal supply chain. This includes the use of Halal
ingredients, compliance with Halal standards, cross-prevention, and product safety enforcement. By
placing a strong emphasis on these aspects, companies can build consumer confidence and differentiate
their products in the increasingly competitive halal skincare market.

The results of this study also underscore the importance of collaboration with related halal
institutions to strengthen the halal supply chain. Companies can establish partnerships with halal
certification bodies, halal regulatory bodies, or organizations that focus on research and development
in the halal industry. This kind of collaboration can assist companies in ensuring the halalness of their
products, increasing transparency, and meeting the standards set by the relevant halal authorities.

With this practical notification, companies can strengthen their strategy in facing challenges
and opportunities in the halal skincare industry. This will help build consumer trust, improve product
quality, and maintain the company's reputation in the long term.

Structural Equation Modeling Analysis

The Structural Equation Modeling (SEM) analysis is employed to assess the level of significance in the
relationship between latent variables and the hypothesis testing based on the structural path parameters.
If the probability for each variable is less than 5%, it indicates a significant relationship, whereas if the
probability for each variable is greater than 5%, it suggests an insignificant relationship. The outcomes
of the inner model can be visualized in Figure 3.
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Figure 3. Hypotesis Testing Result (WarpPLS 8.0, 2023)

Based on Figure 3, the hypothesis results show that all probability variables are <5%, so it can
be concluded that the innovative attributes variable has a positive and significant effect on the behavior
of netizens in halal skincare. Even though beauty standards effectively moderate the effect of innovative
attributes on the behavior of netizens in halal skincare, beauty standards hurt innovative attributes on
the behavior of netizens in halal skincare. That is, beauty standards weaken the influence of negative
attributes on the behavior of netizens in halal skincare.

The results of the study show that when halal skincare products have innovative attributes, the
behavior of netizens tends to be positively related to these products. For example, if a halal skincare
product uses natural ingredients that are innovative and have proven benefits, netizens will tend to be
interested and behave positively by trying and recommending the product to others. But interestingly,
beauty standards have a negative influence on the relationship. This means that the level of beauty
standards owned by netizens can influence their perceptions of innovation in halal skincare products.

For example, in a study, it was found that a halal skincare brand launched a new product that
uses natural ingredients and innovative technology to provide significant benefits for the skin. Based
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on research, the innovative attributes variable has a positive and significant effect on the behavior of
netizens, so many netizens are interested in buying and using these products.

However, the moderating effect of beauty standards shows that netizens who have more rigid
or traditional beauty standards tend to negatively influence innovative attributes in their behavior. For
example, they may be more likely to consider other factors, such as brand or product packaging, rather
than innovative factors in their buying decisions. As a result, the negative influence of beauty standards
can weaken the influence of innovative attributes on netizen behavior.

Theoretical approaches such as Technology Acceptance Theory, Identity Theory, Marketing
Theory, and Consumer Behavior Theory can help explain the relationship between these variables and
provide practical insights into developing effective marketing strategies in the halal skincare industry.
First, Technology Acceptance Model Theory focuses on how individuals accept and adopt new
technologies (Momani et al., 2017). In the context of this research, innovative attribute variables that
have a positive and significant effect on netizen behavior can be associated with the TAM concept.
Innovation in halal skincare attributes is considered a new technology that is accepted and adopted by
netizens. Netizens who believe in the effectiveness and benefits of this innovation tend to be more
accepting and have a positive attitude towards halal skincare products.

Second, Identity Theory refers to how individuals form and maintain their identity through
social interaction (Harwood, 2020). In the context of this study, beauty standards have a role as a
moderating factor that influences the relationship between innovative attributes and netizen behavior.
Individual identities, including their preferences and beauty standards, can influence how they respond
to and perceive innovation in halal skincare products. Netizens who have strong identities tied to
traditional beauty standards tend to be negatively influenced by these innovations, while netizens with
more flexible identities tend to be more open to innovation.

Third, Marketing Theory involves the concepts and principles used in planning, implementing,
and promoting products to consumers (Keller, 1993). In the context of this study, innovative attribute
variables that have a positive effect on netizen behavior indicate that marketing halal skincare products
with strong innovation attributes can generate positive responses from consumers. However, the
moderating effect of beauty standards indicates that companies need to understand the preferences and
expectations of consumer beauty standards in designing effective marketing strategies and
communicating the uniqueness of products that comply with existing beauty standards.

Fourth, Consumer behavior theory studies individual behavior in choosing, buying, using, and
evaluating products or services (Ajzen, 2016). In the context of this study, the behavior of netizens in
halal skincare is influenced by innovative attribute variables and beauty standards. Netizens tend to
respond positively to the attributes of halal skincare innovations, but the negative influence of beauty
standards can affect the way they respond to these innovations. This research implies that companies
need to understand consumer behavior and the factors that influence it in developing effective marketing
strategies and meeting consumer expectations.

The practical implication of this research is that halal skincare companies need to understand
deeply the beauty standards of netizens. By understanding these beauty standards, companies can
develop marketing strategies and products that are more in line with consumer preferences and
expectations. Companies can also consider educating netizens about the advantages of innovation in
halal skincare so that it can help change their perception of the product.

Companies can use the results of this research as a basis for developing innovations in halal
skincare products that are more in line with existing beauty standards. This can include developing new
formulations, improving the quality of ingredients, or applying the latest technology in halal skincare.
In this way, companies can meet netizen expectations related to beauty standards while still maintaining
innovation in their products.

Companies need to increase awareness about the uniqueness and benefits of innovative halal
skincare products to netizens. This can be done through effective marketing campaigns, collaboration
with influencers or beauty enthusiasts who have a strong influence among netizens, and providing
positive testimonials from satisfied consumers. By increasing netizens' understanding of product
uniqueness, companies can help overcome the negative influence of beauty standards and encourage
positive behavior related to halal skincare products.

Based on the results of this study, companies need to educate consumers about the value and
benefits of innovation in halal skincare products. This can be done through an effective marketing
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campaign, providing clear information about the innovations in the product, as well as sharing
testimonials and concrete evidence regarding the benefits provided. This will help increase consumer
awareness and appreciation of the innovative value of halal skincare, thereby encouraging more positive
behavior related to the product. Companies can also adapt their marketing strategies to take into account
the moderating effect of beauty standards. This can be done by describing the innovation attributes more
explicitly and promoting linkages between innovations in products and existing beauty standards. In
this way, companies can help build positive perceptions of innovative attributes and reduce the negative
effects that may result from beauty standards.

In addition, companies can work with influencers or beauty enthusiasts who have a strong
influence among netizens. These influencers can help change perceptions and overcome the negative
influence of beauty standards by conveying accurate information and educating about the benefits and
uniqueness of innovative halal skincare products. This will help create connections and trust between
consumers and halal skincare brands. Then, companies can continue to conduct research and
development to produce halal skincare products that are more innovative and comply with applicable
beauty standards. By paying attention to consumer needs and preferences as well as changing trends,
companies can produce products that meet consumer expectations and provide a positive experience.
This will also help increase consumer satisfaction and build loyalty towards halal skincare brands.

Companies need to continue to strengthen product quality and ensure compliance with halal
and safety standards. This will help build consumer confidence in halal skincare products and strengthen
the positive influence of the innovation attributes. Transparency in information and communication is
also important to ensure consumers can make the right decisions and feel confident about the products
they use.

Through the implementation of these policies, companies can increase consumer acceptance of
halal skincare products with innovative attributes. This will help build a positive image, increase
consumer loyalty, and increase market share in the increasingly competitive halal skincare industry.

CONCLUSION

Based on the research Beyond Beauty Standards: Assessing Netizen Response to
Innovative Attributes in a Halal Skincare Line involving sentiment analysis, systematic literature
review, and SEM-PLS, it can be concluded that the study uses sentiment analysis to assess netizen
responses to innovations in halal skincare. The results of the study show that netizens show an overall
negative response to these attributes. This shows that innovation in halal skincare products can
negatively affect the perceptions and responses of netizens.

In conducting a systematic literature review, this study used Harzing's Publish or Perish (PoP)
and VOSviewer methods to identify articles related to halal skincare in the last three years. This finding
shows that several articles have been researched regarding halal skincare in that period. This indicates
the interest and development of research in the domain.

In this study, the SEM- method was used to analyze the relationship between the variables in
the study. The results of the SEM-PLS analysis show that innovative attribute variables have a positive
and significant effect on the behavior of netizens in halal skincare. In addition, it was also found that
beauty standards have a moderating effect on the relationship between innovative attributes and netizen
behavior. Although beauty standards influence this influence, they also have a negative influence on
the relationship.

The general conclusion from this study is that innovation in halal skincare attributes has a
positive influence on netizen responses. However, beauty standards have an important role to play in
moderating the relationship, by exerting a negative influence on netizens' responses to innovations. The
practical implication of this research is that halal skincare companies need to consider the importance
of innovation in their products, but also understand the influence and expectations of beauty standards
from consumers. By strengthening innovations that comply with existing beauty standards, companies
can build a positive image, increase consumer satisfaction, and maintain a competitive advantage in the
halal skincare market.
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