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Consumer Perception of Halal Cosmetics
: Insights from Twitter Text Mining

Yeong-Hyeon Choi and Kyu-Hye Lee'

Dept. of Clothing and Textiles, Hanyang University, Seoul, Korea

Abstract: This study examined consumer perceptions and consumer responses of Halal cosmetics and compared them
with vegan cosmetics, which is a term similarly used. Twitter API of Python 3.7 was used to collect the keywords ‘#halal-
cosmetics’ and ‘#vegancosmetics’. First, the main perception of consumers on Halal cosmetics focused on the original
concept, image, expected efficacy, and factors to consider before purchase, religious keywords, labels and packaging for
Halal cosmetics. Second, the main consumer perception of vegan cosmetics was the product concept, expected efficacy,
factors to consider before purchase, related vegan industry, image, and vegan cosmetic components. Third, the consumer
perceptions of Halal cosmetics and vegan cosmetics were similar in multiple ways, and both concepts included the Cru-
elty-free concept. Fourth, consumer satisfaction factors included cosmetics color, brand’s consumer service, efficacy,
smell, packaging design, reasonable price, effects, and formulation of cosmetics as well as satisfaction with Halal cer-
tification, and satisfaction of Vegan consumers. Consumer dissatisfaction factors included smell, flavor, delay in shipping,
dissatisfaction with formulation, discrepancy between actual color and computer screen, concern and distrust about the
use of prohibited ingredients for Halal products. This study examined consumer perceptions and reactions to Halal and
vegan cosmetics to create basic knowledge for niche markets that are emerging as an ethical beauty consumption trend.
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Table 1. Halal cosmetic’s key words

No. Word (oh Cbb No. Word Cy Cy
1 Skincare 0.72 456.97 21 Muslim 0.24 45.05
2 Beauty 0.63 267.93 22 Food 0.24 35.63
3 Brand 0.46 195.55 23 Bisa (toxic) 0.24 11.91
4 Tidak (without) 0.43 160.37 24 Information 022 26.99
5 Kulit (skin) 0.37 50.80 25 Sehat (health) 0.22 5.09
[§ Love 0.34 61.05 26 Bpom 0.21 1532
7 Clean 0.34 40.36 27 Lembut (soft) 0.21 10.28
8 Bibir (lip) 0.28 38.96 28 Jangan (don't) 0.21 532
9 Malaysia 0.28 53.96 29 Islam 0.19 26.69
10 Lebih (superb) 0.27 2220 30 Makeup 0.19 17.43
11 GMP 0.25 5591 31 Wajah (appearance) 0.19 6.28
12 Warna (color) 0.25 30.95 32 Animal 0.19 14.89
13 Alami (nature) 0.25 13.66 33 Wanita (women) 0.19 8.71
14 Ingredient 0.25 25.96 34 Jakim 0.18 14.04
15 Harga (price) 0.24 37.69 35 Oil 0.16 14.88
16  Tahan (long lasting) 0.24 34.76 36 Manufacture 0.16 9.68
17 Cantik (beautiful) 0.24 25.47 37 Indonesia 0.15 23.27
18 Selamat (safe) 0.24 28.42 38 Bersih (clean) 0.15 6.31
19 Bahan (ingredient) 0.24 29.37 39 Cruelty 0.15 11.23
20 Certification 0.24 3238 40 Kosher 0.15 3.65

a. Cq=Degree centrality, b. C,=Betweenness centrality

Table 2. Halal cosmetic’s clustering by Clauset-Newman-Moore algorithm

No. Group name Words
Skincare(.71), Brand(.46), Malaysia(,28), GMP(.25), Ingredient(.25), Certification(.23), Muslim(.23), Food(.23),
! Halal cosmetics’ Information(.22), Islam(.19), Animal(.19), Jakim(.17), Manufacturing(.16), Indonesia(.14), Cruelty(.14), Kosher(.14),
conception Trend(.13), Standard(.13), Hair(.13), Vegan(.13), Quality(.11), Heal(.11), Charm(.08), Alcohol(.07), Meat(.05),
Collagen(.02)
Beauty(.62), Kulit/skin(.37), Love(.34), Clean(.34), Lebih/superb(.26), Alami/nature(.25), Cantik/beautiful(.23),
Halal cosmetics’ Selamat/safe(.23), Bahan/ingredient(.23), Bisa/toxic(.23), Sehat/health(.22), Lembut/soft(.20), Jangan/don’t(.20),
image Makeup(.19), Wajah/appearance(.19), Wanita/women(.19), Guna/function(.13), Istanbul(.13), Tetap/timelss(.13),
India(.11), Tanpa/no(.07), Boleh/permitted(.05)
Tidak/without(.43), Bibir/lip(.28), Warna/color(.25), Harga/price(.23), Tahan/long lasting(.23), Bpom(.20), Oil(.16),
3 Expectation properties  Bersih/clean(.14), Mengandungi/pregnant(.13), Mengeringkan/dryness(.11), Argan(.11), Kilang/factory(.11), Solat/
pray(.05), Tawknow(.05)
4 Religious meaning Allah(.13), Haram(.08), Ramadhan(.08)
5 Label and packaging  Label(.10), Package(.05)
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Fig. 1. Halal cosmetic semantic network by Clauset-Newman-Moore algorithm.
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Table 3. Vegan cosmetic’s key words

No. Word c cl No. Word Cy C,
1 Beauty 0.72 272.33 21 Chemical 0.25 9.78
2 Cruelty 0.56 133.64 22 Soap 0.23 24.05
3 Animal 0.53 162.78 23 Coconut 0.21 2.49
4 Nature 0.49 122.85 24 UK 0.21 6.23
5 Skincare 0.47 54.28 25 Canada 0.19 11.34
6 Test 0.44 69.22 26 Green beauty 0.19 5.54
7 Ingredient 0.42 31.61 27 Vegetarian 0.19 3.14
8 Oil 0.42 43.24 28 Meat 0.18 61.48
9 Free 0.40 70.80 29 Flower 0.18 23.49
10 Body 0.39 29.50 30 Leather 0.18 18.01
11 Brand 0.37 27.08 31 Cactus 0.16 16.25
12 Love 0.33 73.13 32 India 0.16 0.56
13 Handmade 0.32 45.36 33 Certification 0.14 17.99
14 Bio 0.30 11.21 34 Cotton 0.14 12.08
15 Luxury 0.28 11.53 35 Age 0.14 6.80
16 Eco 0.28 16.67 36 Bee 0.14 13.05
17 Veganism 0.26 19.52 37 Shipping 0.14 5.15
18 Detox 0.26 6.76 38 Food 0.14 825
19 Heal 0.26 10.27 39 Child 0.14 3.50
20 Glutenfree 0.25 19.81 40 Trend 0.14 0.34
a. Cg=Degree centrality, b. C,=Betweenness centrality
Table 4. Vegan cosmetic’s clustering by Clauset-Newman-Moore algorithm
No. Group name Words

Vegan cosmetics’

—_—

conception and
properties

Cruelty(.56), Skincare(.47), Ingredient(.42), Free(.40), Body(.39), Brand(.37), Handmade(.32), Heal(.26), Gluten
free(.25), Chemical(.25), Coconut(.21), UK(.21), Canada(.19), Green beauty(.19), India(.16), France(.14),
Trend(.14), Fashion(.12), Quality(.12), Premium(.11), Clean(.10), Fragrance(.07)

Animal(.53), Nature(.49), Soap(.23), Meat(.18), Leather(.18), Cotton(.14), Bee(.14), Shipping(.14), Food(.14),

2 Related industries . .14(14), Clutch(.12), Dog(.11), Farm(.07), Online craft(.07), Life(.05), Natural(04)

3 Vegan cosmetics’  Beauty(.72), Test(.44), Oil(42). Love(.33), Bio(.30), Luxury(.28), Eco(.28), Veganism(.26), Detox(.26),
image Vegetarian(.19), Age(.14), Pork(.12), Go vegan(.07), Nursery(.04)

4 Ingredient Flower(.18), Cactus(.16), Certification(.14), Fabric(.11), Linen(.02)
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Table 5. Consumer review key words in 8 Halal cosmetics brands by TF-IDF

No. Word TF-IDF No. Word TF-IDF
1 Color 266.82 21 Weight 27.44
2 Coverage 137.04 22 Blend 23.78
3 Skintone 109.15 23 Company 23.78
4 Texture 104.71 24 Shipping 21.07
5 Smell 79.72 25 Value 19.92
6 Brand 77.54 26 Silicone 19.92
7 Ingredient 80.48 27 Contain 21.07
8 Package 74.54 28 Wrinkle 15.80
9 Quality 63.59 29 Taste 15.80
10 Feel 60.06 30 Life 15.80
11 Price 57.50 31 Vegan 15.80
12 Consistency 51.44 32 Alcohol 11.34
13 Moisturize 41.69 33 Phthalate 11.34
14 Chemical 41.69 34 Sephora 11.34
15 Pig 34.29 35 Treatment 11.34
16 Fragrance 34.29 36 Budget 11.34
17 Effect 30.94 37 Carbon 11.34
18 Cleansing 32.02 38 Pimple 11.34
19 Cruelty 27.44 39 Luxury 11.34

20 Scent 28.54 40 Pigmentation 11.34
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Halal Beauty®] AH|A} A g79] HHS B¢ A5, BE
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Nour, Iba, Inika Organic, So.lek, Tuesday in Love, Wardah, H|

Z(7.69%), NUTH5.59%), F=(5.59), Z2(4.20%), 2]
Alok3.50%) S22 YehY, Al 2ERllA v f9 5

P&y 20AE0) G2 HFE o7t o] ol FoAL 9

Table 6. Consumers’ satisfaction factors and examples

No. Factor Examples
1 Color I have tried dazzle pink and cranberry rose..both are very nice.
2 Service Like the products and service
3 Function I recommended this to one and all. The lipstick is extremely moisturizing and the colors are beautiful.
4 Consistency The lipsticks are smooth in consistency and the colors are natural-looking and flattering.
5 Smell I love its smell... and how it has so much moisture. Its awesome.
6 Packaging excellent product, professionally packaged, would buy again!!!
7 Price Excellent product and timely delivery. Reasonable Price.
8 Effect I have really sensitive skin, a combination of oily and dry. I was always afraid of putting stuff on my face because
of chemicals and what not. This stuff is amazing! I use it almost daily and I've never had clearer skin!
9 Function, ingredient, My skin is super sensitive, but I had a good feeling about purchasing this scrub knowing that it was all natural with
packaging, smell  no harsh chemicals. The bottle is designed beautifully and the scrub smells amazing!
10 Principles of Halal ~Wudhu-friendly makeup that makes a whole load of sense!
11 Certified The lipsticks stay for a long, they are transfer-proof and halal certified.
" Formulation Creamy and great colour. LO.W these! I have 3 colours and I get compliments every time I wear them. Fantastic
colour and creamy non-drying formula.
13 Ingredient and function Being a Halal and vegan product does not worry me to use this product. It can carry it all day long since it does
not smudge.
Table 7. Consumers’ complaint factors and examples
No. Factor Examples
! Smell The lip gloss I purchased smells really bad. It smells like it’s very old. I tried calling many times but no one
answered.
2 Shipping We still did not receive it yet!
3 Taste The lip gloss was very bitter, which was kind of strange.
4 Ingredient The make up has alcohol it’s not Halal.
5 Formulation The product is extremely watery. I’'m not sure if it is supposed to be this consistency from wudu purposes, but
trying to apply it with the sample size tube can be messy.
6 Consistency This is‘. good as an eyebrow ﬁ.ller but for the eye's it dOfasn’t stay and went all over the place lol. I have to check
the mirror constantly otherwise I end up looking quite scary.
7 Quality Bad quality sample container.
g Smell It didn’t smell good at all. When I tried using the product it was very tough to get anything out. It felt like a waste
of Money.
9 Function Spongy brush tip isn’t pointy so no cat eye this eyeliner. It’s quite thin so I end up going over w black pencil
eyeliner. It was very disappointing.
I didn’t realize how metallic it would look on my lips. This is definitely more of a night club look than a day time
10 Texture lip. For this reason, I don’t see myself wearing it that often. It’s also more like a liquid lipstick than a sheer gloss

(which I’'m used to).
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