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ABSTRAK

Perkembangan industri fashion muslim di Indonesia mengalami pertumbuhan
pesat seiring meningkatnya penggunaan platform digital sebagai sarana pemasaran
dan transaksi. Abaya sebagai salah satu produk modest fashion menjadi bagian
penting dalam dinamika industri ini, khususnya melalui platform Shopee dan TikTok
yang menyediakan ruang interaksi antara konsumen dan penjual dalam bentuk ulasan,
komentar, dan konten digital. Ulasan konsumen tersebut merepresentasikan sentimen,
persepsi, dan preferensi yang dapat dimanfaatkan sebagai dasar pengembangan
ekosistem industri fashion muslim. Penelitian ini bertujuan untuk menganalisis
faktor-faktor yang memengaruhi sentimen konsumen muslim dalam membeli abaya
secara online di platform Shopee dan TikTok, mengkaji dampak sentimen konsumen
terhadap pengembangan industri fashion muslim, serta mengkaji implikasinya bagi
penguatan ekosistem industri fashion muslim di Indonesia. Penelitian ini
menggunakan pendekatan kualitatif dengan metode analisis sentimen berbasis data
ulasan konsumen. Data diperoleh dari komentar, ulasan produk, dan konten terkait
abaya pada platform Shopee dan TikTok. Analisis data dilakukan menggunakan
bantuan perangkat lunak NVivo melalui tahapan reduksi data, pengkodean (coding),
word frequency, matrix coding query, serta penarikan kesimpulan secara interpretatif.

Hasil penelitian menunjukkan bahwa sentimen konsumen muslim terhadap
abaya dipengaruhi oleh beberapa faktor utama, yaitu faktor produk (kualitas bahan,
desain, kenyamanan, dan kesesuaian syariat), faktor harga, faktor sosial dan media
(ulasan, influencer, dan konten TikTok), serta faktor kepercayaan (rating toko,
pelayanan, dan kejujuran penjual). Sentimen positif berperan sebagai penggerak
permintaan dan penguatan citra produk, sementara sentimen negatif menjadi umpan
balik penting bagi perbaikan kualitas, inovasi produk, dan strategi pemasaran.
Implikasi penelitian menunjukkan bahwa sentimen konsumen memiliki peran
strategis dalam pengembangan ekosistem industri fashion muslim, terutama dalam
mendorong adaptasi UMKM fashion muslim, penguatan peran influencer,
optimalisasi fitur platform digital, serta pengembangan strategi pemasaran berbasis
nilai-nilai syariah. Penelitian ini menegaskan bahwa pemanfaatan sentimen konsumen
secara sistematis dapat memperkuat daya saing industri abaya dan mendukung
pengembangan ekosistem fashion muslim yang berkelanjutan di Indonesia

Kata Kunci: Sentimen Konsumen, Abaya Online, Fashion Muslim, Ekosistem
Industri



ABSTRACT

The Muslim fashion industry in Indonesia has experienced rapid growth along
with the increasing use of digital platforms as media for marketing and transactions.
Abaya, as one of the modest fashion products, has become an important part of this
industrial dynamic, particularly through Shopee and TikTok platforms, which provide
spaces for interaction between consumers and sellers in the form of reviews,
comments, and digital content. These consumer reviews represent sentiments,
perceptions, and preferences that can be utilized as a basis for developing the Muslim
fashion industry ecosystem. This study aims to analyze the factors influencing Muslim
consumer sentiment in purchasing abaya online on Shopee and TikTok platforms, to
examine the impact of consumer sentiment on the development of the Muslim fashion
industry, and to explore its implications for strengthening the Muslim fashion
industry ecosystem in Indonesia. This research employs a qualitative approach using
a sentiment analysis method based on consumer review data. The data were collected
from comments, product reviews, and abaya-related content on Shopee and TikTok
platforms. Data analysis was conducted with the assistance of NVivo software
through the stages of data reduction, coding, word frequency analysis, matrix coding
queries, and interpretative conclusion drawing.

The results indicate that Muslim consumer sentiment toward abaya is
influenced by several key factors, namely product factors (material quality, design,
comfort, and sharia compliance), price factors, social and media factors (reviews,
influencers, and TikTok content), and trust factors (store ratings, service quality, and
seller credibility). Positive sentiment acts as a driver of demand and strengthens
product image, while negative sentiment serves as important feedback for quality
improvement, product innovation, and marketing strategies. The findings also show
that consumer sentiment plays a strategic role in developing the Muslim fashion
industry ecosystem, particularly in encouraging the adaptation of Muslim fashion
MSMEs, strengthening the role of influencers, optimizing digital platform features,
and developing marketing strategies based on Islamic values. This study confirms
that the systematic utilization of consumer sentiment can enhance the competitiveness
of the abaya industry and support the development of a sustainable Muslim fashion
ecosystem in Indonesia.

Keywords: Consumer Sentiment, Online Abaya, Muslim Fashion, Industry Ecosystem
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