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ABSTRAK 

Perkembangan e-commerce berbasis media sosial telah mengubah perilaku 

konsumen dalam berbelanja, termasuk dalam memilih produk skincare halal yang 

sesuai. Salah satu platform yang mengalami pertumbuhan signifikan adalah TikTok 

Shop. Penelitian ini bertujuan menganalisis persepsi konsumen terhadap produk 

skincare halal berdasarkan ulasan daring serta mengkaji tema-tema utama yang 

muncul dalam ulasan tersebut dan bagaimana kaitannya dengan pengalaman 

pembelian. Data yang digunakan merupakan data sekunder berupa 1.200 ulasan 

konsumen terhadap tiga brand skincare halal yang dipasarkan melalui TikTok Shop, 

yaitu The Originote, Glad2Glow, dan Skintific. Analisis dilakukan secara kualitatif 

dengan pendekatan analisis tematik dibantu perangkat lunak NVivo 14. Hasil 

penelitian menunjukkan empat tema dominan dalam membentuk persepsi 

konsumen, yaitu: kecocokan produk terhadap jenis kulit (tingkat kesesuaian 

98,84%), harga dan ketersediaan promosi (97,46%), pengalaman pembelian online 

seperti pengemasan dan pengiriman (93,56%), serta persepsi terhadap efikasi dan 

kualitas produk (97,48%). Ulasan positif didominasi oleh efektivitas produk, harga 

yang terjangkau, dan kenyamanan penggunaan, sementara keluhan utama 

mencakup kesalahan pengemasan dan ketidaksesuaian deskripsi produk. 

Rekomendasi diarahkan pada peningkatan kualitas, transparansi informasi produk, 

serta kecepatan layanan untuk memperkuat loyalitas konsumen terhadap produk 

skincare halal di platform digital. 

Kata kunci: Persepsi Konsumen, Skincare Halal, Pengalaman Pembelian, 

Tiktok Shop, Ulasan Pelanggan  
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ABSTRACT 

The development of social media-based e-commerce has changed consumer 

shopping behavior, including in selecting halal skincare. One platform that has 

experienced significant growth is TikTok Shop. This study aims to analyze consumer 

perceptions of halal skincare products based on online reviews and examine the 

main themes that emerge in these reviews and how they relate to the purchasing 

experience. The data used is secondary data in the form of 1,200 consumer reviews 

of three halal skincare brands marketed through TikTok Shop: The Originote, 

Glad2Glow, and Skintific. The analysis was conducted qualitatively using a 

thematic analysis approach assisted by NVivo 14 software. The results showed four 

dominant themes in shaping consumer perceptions: product suitability for skin type 

(98.84% match rate), price and availability of promotions (97.46%), online 

purchasing experience such as packaging and delivery (93.56%), and perceptions 

of product efficacy and quality (97.48%). Positive reviews were dominated by 

product effectiveness, affordable price, and ease of use, while the main complaints 

included packaging errors and inconsistencies in product descriptions. 

Recommendations are aimed at improving the quality and transparency of product 

information, as well as speed of service, to strengthen consumer loyalty to halal 

skincare products on digital platforms. 

Keywords: Consumer Perception, Halal Skincare, Customer Experience, TikTok 

Shop, Customer Review  
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