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Abstract. This article applies bibliometric analysis to examine existing works 
and literature on halāl cosmetics to explore the concept's evolving journey since 
its emergence. The bibliometric approaches applied are citation, co-citation, 
and co-occurrence of author keywords of 137 publications extracted from the 
Scopus database between 2004 and September 2021. This research examines and 
elaborates on the type and direction of research on halāl cosmetics undertaken 
over the last few decades. It also identifies the topic's most influential writers, 
journals, institutions, and countries. A short SWOT analysis includes in this 
study. This study provides academics and practitioners with detailed insights into 
the halāl cosmetics concepts to be used as a reference for strategic efforts.
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Abstrak. Artikel ini menerapkan analisis bibliometrik untuk mengkaji karya 
dan literatur yang ada tentang kosmetik halāl untuk mengeksplorasi perjalanan 
konsep yang berkembang sejak kemunculannya. Penelitian ini menggunakan 
pendekatan bibliometrik seperti sitasi, co-citation, dan co-occurrence 137 
publikasi yang diambil dari database Scopus antara tahun 2004 dan September 
2021. Penelitian ini mengkaji dan menguraikan jenis dan arah penelitian 
tentang kosmetik halāl yang dilakukan selama beberapa dekade terakhir serta 
mengidentifikasi penulis, jurnal, institusi, dan negara paling berpengaruh 
tentang kosmetik halāl. Analisis SWOT singkat termasuk dalam penelitian 
ini. Kajian ini memberikan wawasan yang mendetail kepada akademisi dan 
praktisi tentang konsep kosmetik halāl, yang selanjutnya dapat digunakan 
sebagai referensi untuk upaya-upaya strategis.
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Introduction
Indonesia is staunchly built on the Muslim population that offers enormous 

potential and development of halāl products, sectors and industries. Global 
Religious Future data shows that Indonesia's Muslim population in 2020 has 
reached 229.6 million people, equivalent to 87.2% of the total population. The 
growing demand for halāl products in Indonesia also shows a positive direction. This 
makes Indonesia a potential market for the marketing of halāl cosmetic products. 
If the halāl product market was previously considered limited and less profitable, 
halāl products have become a prime resource that can increase foreign exchange.

Since the dawn of civilization, food and pharmaceutical products (medicines, 
cosmetics and personal care products) have been the earliest human needs (Mursidi, 
2013). However, Muslims have strict religious guidelines when it comes to 
consumption and use. For example, Allah commands Muslims to consume only 
those things which are Halal (i.e. religiously permissible) and good (Quran, 23:51). 
Namely, Muslims are obligated to consume and use only halāl products (Rezai et 
al., 2009; Salehudin and Luthi, 2011; Rahim and Junos, 2012).

The fact that Indonesia is an excellent market for the cosmetic industry 
is in line with the growing halāl lifestyle worldwide, especially among Muslims 
in Indonesia (Adinugraha & Sartika, 2019). The concept of halāl or Islam was 
traditionally acknowledged and applied to food products and banking & financial 
services but later developed into other product categories, including cosmetics 
(Islam & Chandrasekaran, 2013). In 2014, the global Muslim cosmetic industry 
spent $54 billion, or about 7% of world spending, and is projected to increase 
in 2020 by $80 billion (Yuswati, 2018). The cosmetic industry in Indonesia 
booked a positive trend of 20% in 2018 compared to the previous year. This was 
mainly triggered by the significant demand from the domestic and export markets, 
especially for women, who were the main target of the cosmetic industry (Ministry 
of Industry, 2018). In Asia-Pacific, China and India, the high demand for colored 
cosmetics from 2015 to 2020. Color cosmetics are dyes and cosmetics used in eye 
shadow, foundation, nail polish, lipstick, and others (Mohammadzadeh, 2015).

Several cosmetic brands of its predecessors then followed. Cosmetic products 
use halāl certification as a brand as the main selling point to answer the growing 
trend of demand for halāl products for Muslim women in Indonesia. Moreover, 
awareness of the importance of halāl brands in the cosmetic industry among 
customers is still lacking (Rajagopal et al., 2011). It was revealed that research 
and publications on halāl cosmetics are still scarce. There are gaps to fulfill by 
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elaborating the map or trend on halāl cosmetics, which could be a reference for 
future research. Halāl awareness is influenced by various factors such as halāl 
knowledge by frequently participating in halāl development events or halāl 
exhibitions, halāl training, and the halāl certification process (Nusran et al., 2018). 
In addition, halāl awareness among consumers, halāl product quality certification, 
and market promotion have a positive effect on consumers’ purchase intentions 
for halāl products (Hussin et al., 2013; Majid et al., 2015). As a majority Muslim 
country, Indonesia has challenges regarding the lack of public awareness of the 
importance of halāl products and understanding of halāl law.

Literature Review
Cosmetics symbolize the beauty of a woman who always wants to look 

beautiful. A Muslim woman uses cosmetics not only to beautify their face but 
also to show serenity and self-confidence. Therefore they must be more careful in 
choosing cosmetic products and ensure that the products used are in accordance 
with religious sharia and have a halāl certificate (Briliana et al., 2017).

In contrast to the halāl food industry, there is a mixed perspective on halāl. 
Consumers in Malaysia have higher acceptance and intentions toward halāl food 
products than halāl cosmetic products (Rahman et al., 2015). However, for the 
majority of the Muslim population in several Islamic countries, the application of 
Islamic principles shows differences in their implementation (Rizkitysha, 2020).

Research conducted by Annabi et al. (2017) explains that many cosmetic 
choices are available in the market in cosmetic products, most of which originate 
from non-Muslim countries (Briliana et al., 2017). This raises concern for Muslim 
consumers (Ahmad et al., 2015). In addition, it is also not accompanied by halāl 
certification.

Delener (1994) suggests that each person has a different level of religiosity, 
ranging from non-religious to very religious, and these different levels of religiosity 
affect consumption behavior. According to research conducted by Suhartanto et 
al. (2020), a person's level of religiosity does not affect the behavior toward halāl 
cosmetics due to the view of consumers who perceive that cosmetics are different 
from other halāl products.

Cosmetics are only applied on the outside, which cannot be swallowed or 
enter the body. Therefore in halāl cosmetics, consumer loyalty is more influenced by 
emotional attachment and product quality than religiosity (Suhartanto et al., 2020). 
This is an input for the halāl cosmetic industry to further improve product quality 
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and continue innovating to provide excellent service and customer satisfaction. 
This research is supported by Khan et al. (2020), which state that generation Y is 
not concerned with religious beliefs in buying halāl cosmetics. The safety factor of 
cosmetic ingredients and halāl logos are important decision-making considerations 
in consuming halāl cosmetics.

However, a different opinion was expressed by Rizkitysha (2020) that the 
higher a person’s level of religiosity, the more likely they are able to identify halāl 
products and avoid haram products, and the more aware their appreciation of 
using halāl labels to save shopping time to be more efficient. This opinion is in 
line with Briliana et al. (2017), which explains that consumers with a high level 
of religiosity and highly educated are very concerned about halāl labels used to 
identify halāl cosmetic products.

Halāl cosmetics are considered innovations in the cosmetic industry due to 
the new ingredient contents that meet customer demands (Mohezar et al., 2016). 
In 2010, a cosmetic company entered the market by launching as the pioneer of 
the first halāl label for cosmetics in Indonesia, which prompted similar companies 
to produce halāl cosmetics. In addition, the halāl certification has become one of 
the prominent features of the growing trend in the new phenomenon of growing 
demand for halāl products among Muslim women in several countries. Below is 
the market value for halāl products as a reference for future research.

Table 1. Market Value for Halal Products in the World

No Sector
Realized and Predicted Value (USD, Million) Value

(USD, 
Million)2018 2024 Percentage of Increase (%)

1 Halal Food 1,37 1,97 6,3 173

2 Islamic Finance 2,52 3,47 5,5 86

3 Halal Travel 189 274 6,4 11

4 Halal Fashion 283 402 6,0 21

5 Media & Recreation 220 309 5,8 10

6 Halal Pharmacy 92 134 6,5 5

7 Halal Cosmetics 64 95 6,8 4

Source: Thomson Reuters (2019)
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Methods
A rigorous bibliometric analysis in this study aimed to address all the 

pre-defined research questions. In addition, bibliometric analysis manifests 
interconnections among the articles regarding the frequency of an article cited 
and co-cited by other articles. In addition, this study includes a SWOT analysis 
to see the phenomenon of the halāl cosmetics industry.

Figure 1. The Process of Bibliometric

This study has retrieved data from Scopus, a comprehensive database that has 
been used extensively by various researchers for carrying out bibliometric analysis in 
multiple domains. The primary reason for choosing Scopus is the sheer availability, 
which is nearly 60 percent larger than the Web of Science (WoS) database (Zhao 
& Strotmann, 2015). Hence, the authors searched for articles relevant to this study 
from the Scopus database with the following titles; “Halāl” and “Cosmetics”. The 
study limits its analysis only to the discipline of “business” and “management”, 
which emphasizes the subject of halāl cosmetics. The publication dates of the 
articles range from 2010 to 2021. Additionally, articles and reviews were published 
only in journals considered for this study, while conference papers are excluded 
from this study, and the articles were published only in English. A thorough review 
is done based on selected articles.
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Most Cited Article
Table 2 shows the top ten cited articles on the subject of halāl and cosmetics. 

The documents are ranked in descending order of the number of citations received. 
The article by A. Mukhtar (2012) is the most cited article, with 196 citations. The 
next most cited article is the work of M. Tieman (2012). The least citation (10th 
rank) is an article by D. Yener with 22 citations.

Table 2. Top Ten Most Cited Articles 2010-2021

Authors Title Year Cites

A. Mukhtar
Intention to choose halāl products: The role of 
religiosity 2012 196

M. Tieman Principles in halāl supply chain management 2012 115

A. Abd Rahman
Consumers and halāl cosmetic products: 
Knowledge, religiosity, attitude and intention 2015 105

A. Ngah
Applying the TOE framework in the halāl 
warehouse adoption study 2017 61

E. Izberk-Bilgin
A new look at faith-based marketing: The 
global halāl market 2016 45

P. Garg
Purchase intention of “Halal” brands in India: 
the mediating effect of attitude 2018 40

V. Briliana
Exploring antecedents and consequences of 
Indonesian Muslim youths’ attitude towards 
halāl cosmetic products: A case study in Jakarta

2017 37

I. Aoun
Building holistic brands: An exploratory study 
of halāl cosmetics 2015 31

D. Yener
Factors That Affect the Attitudes of Consumers 
Toward Halal-Certified Products in Turkey 2015 22

Most Dominant Author
Table 3 shows the most dominant authors in the halāl cosmetics subject. The 

influence of the authors is measured by the number of articles they have published 
pertaining to halāl cosmetics vis-a-vis the citations received by each of them. In 
terms of the total number of citations received, A. Rohman and A.H. Ngah are 
the most dominant authors, with three documents, respectively.
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Table 3. Most Dominant Authors 

Rank Author Cite Document

1 A. Rohman 20 3

2 A.H. Ngah 23 3

3 B.L. Yeo 2 2

4 S. Arbak 0 2

5 T.U. Putri 0 2

Table 4 shows the average of citations per document led by A.H. Ngah and 
A.Rohman as the most dominant authors, with 3 and 5 citations per document, 
respectively.

Table 4: Cite Document Per Year

Rank Authors Cites Cites Per Year Doc Per Year Document

1 A.H. Ngah 3 3 19 3

2 A. Rohman 5 5 7.43 3

3 B.L. Yeo 1 0.33 0.58 2

4 S. Arbak 0 0 0 2

5 T.U. Putri 0 0 0 2

Most Cite Journal
Table 5 shows that the most dominant journals have narrated the concept 

of halāl cosmetics. On the total number of citations received, the Pertanika 
Journal of Consumer and Family Economics appears to be the most dominant 
journal with a total of 17 citations, followed by the International Journal of 
Supply Chain Management with a total of 4 citations. The Journal of Islamic 
Marketing has a higher rank with a number of published articles of 25, followed 
by the International Journal of Supply Chain Management with a number of 
published articles of 5.
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Table 5. Most Dominant Journals (in terms of the total article published)

Rank Journal Cites Article

1 Journal of Islamic Marketing 0 25

2 International Journal of Supply Chain Management 4 5

3 Malaysian Journal of Consumer and Family Economics 0 3

4 Pertanika Journal of Social Science and Humanities 17 3

6 Cosmetics 3 2

7 Food Research 1 2

8 Global Journal Al-Thaqafah 0 2

9 Humanities and Social Sciences Reviews 0 2

10 International Food Research Journal 0 2

11 International Journal of Innovation, Creativity and Change 0 2

12 International Journal on Advanced Science, Engineering and 
Information Technology

2 2

Table 6 shows the average citations received per article. The Journal of Islamic 
Marketing appears to be the most dominant journal with 14.1 average citations 
per article, followed by the International Journal of Supply Chain Management 
with average citations per article of 9.

Table 6. Most Dominant Journal (average cite per year)

Rank Journal Cites Article Average

1 Journal of Islamic Marketing 0 25 14.1

2 International Journal of Supply Chain Management 4 5 9

3 Malaysian Journal of Consumer and Family 
Economics 0 3 1.44

4 Pertanika Journal of Social Science and Humanities 17 3 6

5 Advanced Science Letters 1 2 0.14

6 Cosmetics 3 2 2.25

7 Food Research 1 2 0.67

8 Global Journal Al-Thaqafah 0 2 10.25

9 Humanities and Social Sciences Reviews 0 2 6.36
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Rank Journal Cites Article Average

10 International Food Research Journal 0 2 11

11 International Journal of Innovation, Creativity and 
Change 0 2 6

13 International Journal on Advanced Science, 
Engineering and Information Technology 2 2 0.38

Most Dominant Institutions (in total citations received)
Table 7 shows the most dominant institutions that have published articles 

on halāl cosmetics. The institutions are plotted based on the authors who have 
published articles and received citations and affiliations with those institutions. On 
the total number of published articles, Universiti Malaysia Terengganu, Malaysia 
and Universitas Gadjah Mada, Indonesia are on the top list, while for the total 
citations received, the Universiti Malaysia Terengganu, Malaysia is the highest in 
the rank with a total citation of 23, followed by the Universitas Gadjah Mada, 
Indonesia with a count of 20.

Table 7. Most dominant institutions (in total citations received)

Rank Author Cite Document Institution Country

1 A.H. Ngah 23 3 Universiti Malaysia Terengganu Malaysia

2 A. Rohman 20 3 Universitas Gadjah Mada, 
Yogyakarta Indonesia

3 B.L. Yeo 2 2 University College Tunku Abdul 
Rahman, Johor Malaysia

4 S. Arbak 0 2
School of International Studies, 
University Utara Malaysia, Sintok, 
Kedah

Malaysia

5 T.U. Putri 0 2 Bina Nusantara University, Jakarta Indonesia

As depicted in Table 8, based on the average of citations received per article, 
Universiti Malaysia Terengganu, Malaysia, is the most dominant institution with 19 
average citations per document, followed by Universitas Gadjah Mada, Indonesia, 
with average citations per document of 7.43.
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Table 8. Most Dominant Institutions (in average citation per document)

Rank Author Cite Document Average cite 
per year Institution Country

1 A.H. Ngah 23 3 19 Universiti Malaysia 
Terengganu Malaysia

2 A. Rohman 20 3 7.43 Universitas Gadjah 
Mada, Yogyakarta Indonesia

3 B.L. Yeo 2 2 0.58
University College 
Tunku Abdul Rahman, 
Johor

Malaysia

4 S. Arbak 0 2 0
School of International 
Studies, University Utara 
Malaysia, Sintok, Kedah

Malaysia

5 T.U. Putri 0 2 0 Bina Nusantara 
University, Jakarta Indonesia

Most Dominant Country
Table 9 shows the most dominant countries with highly cited papers related 

to halāl cosmetics. Based on the total citations received, Malaysia appears to be 
the most dominant country with a citation count of 23, followed by Indonesia 
with a count of 20.

Table 9. Most dominant countries (in total citations received)

Rank Country Cite Document

1 Malaysia 23 7

2 Indonesia 20 5

Based on the average citation per document, Malaysia is in the top list, 
as seen in Table 10, where the publication of highly cited articles belongs to the 
authors from this country. Another dominant country on the list is Indonesia, 
with a number of average citations per document of 7.43.

Table 10. Most Dominant Countries (in average citation per document)

Rank Country Cite Document Average cite per year

1 Malaysia 23 7 19

2 Indonesia 20 5 7.43
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SWOT Analysis of Halāl Cosmetic Industry
Strength

Based on the data derived from the published articles in the reputable 
database. It indicates the concern and interest in halāl cosmetics are increasing, 
which means the opportunities to explore halāl cosmetics products are widely open. 
There is an increase in the number of publications. Moreover, there is an increase in 
the percentage of the market value of 6.8% (from 64 to 95 USD million). Many 
countries now engage with institutions related the halāl certification issuance to 
increase the number of product registrations of halāl products, such as what has 
been done by the Indonesian Ulama Council (MUI), which the Halal Products 
Certification Agency now handles under new national law. This indicates that halāl 
cosmetics have become a huge target and have prospects.

Weaknesses

There are differences in the definition of halāl in each country. This results in 
the absence of uniformity and inconsistency in the definition of halāl (Ab Talib & 
Hamid, 2014), as well as the unavailability of halāl cosmetic brands in the market. 
Another weakness is the non-integration of halāl label registration in the ASEAN 
region, making it difficult for products distributed in the ASEAN region. Moreover, 
the development of halāl cosmetics in some countries, including Indonesia, has 
weaknesses. These include the complexity of the procedure in applying for a halāl 
certificate and the complicated bureaucracy in obtaining certificates. Expensive 
rates in obtaining halāl certificates are another issue. 

Opportunity

The limited number of researchers studying halāl cosmetics are mainly 
focused on halāl products. Indeed, the awareness of halāl cosmetics has started 
to grow but is still at a low stage (Shahid et al., 2018). The report mentioned 
in the State of the Global Islamic Economy Report 2019/2020 shows that the 
halāl industry's highest growth is in the halāl cosmetics sector, which is 6.8% 
compared to other industries. In addition, Indonesia is a country with the largest 
halāl cosmetics consumers globally and occupies the second position in the halāl 
cosmetic market after the halāl food industry. The Muslim population in ASEAN 
countries will increase in 2050, and the increase in the Muslim population will 
correlate with halāl food and product consumption.
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Threat

The threat to halāl cosmetics is the lack of uniformity in halāl standards 
(Mahyeddin, 2017). This also could be a challenge for the halāl industry. Many 
illegal cosmetics are circulating in developing countries through social media. The 
government’s role is to educate the public on the importance of buying legal 
cosmetic products, including halāl ones (Handriana et al., 2019).

Emerging Themes in Halāl Cosmetic Literature
Research agenda related to halāl cosmetics highlights several things:

The religion and religiosity-based consumer segment identified the 
spiritual dimensions associated with functional and emotional attributes; The 
country of origin of cosmetic brands has a moderate role to which consumers 
respond differently; the consumer demographic segment highlights gender and 
social class in the use of cosmetics; geographical segments of consumers such 
as Muslim minority countries, Muslim majority, and non-Muslim consumers, 
the millennial generation has differences in consuming cosmetic products; in 
Muslim minority countries identify the role of culture and religious identity 
as factors that can mediate the intention to buy halāl cosmetics; for cosmetic 
products with international brands, it is better to design a marketing campaign 
that focuses on creating awareness about their compliance with halāl products 
by using open and sharp communication; millennial generation loyalty to halāl 
cosmetic products. There are several things that need to be re-examined, such 
as religiosity, world views related to halāl cosmetics and millennial generation's 
loyalty to halāl cosmetics (Ali et al., 2018; Annabi & Ibidapo-Obe, 2017; Briliana 
& Mursito, 2017; Garg & Joshi, 2018; Handriana et al., 2020; Isabelle Aoun 
Laurent Tournois, 2015; Ishak et al., 2019; Mukhtar & Butt, 2012; Sama & 
Trivedi, 2019; Shahid et al., 2017).

Conclusion
This paper aims to explore the subject of halāl cosmetics by mapping out 

its development over ten years with a thorough bibliometric analysis. The analysis 
in the previous section revealed the number of publications associated with halāl 
cosmetics has significantly increased over the years since its conceptualization. 
Of the number of articles, the most cited paper on the halāl cosmetics subject 
entitled "Intention to choose Halal products: The role of religiosity" by A. 
Mukhtar (2012) with 196 citations.
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The most dominant authors are A.Rohman (in total citations received) and 
A.H. Ngah (in average citations per document). At the same time, the highest 
number of publications associated with halāl cosmetics is the Journal of Islamic 
Marketing, with 25 publications. The Journal of Islamic Marketing appears to 
be the most dominant journal, with 14.1 average citations per document. Then, 
the Universiti Malaysia Terengganu, Malaysia and Universitas Gadjah Mada, 
Indonesia, secured the top lists as the most dominant institutions on the total 
and average citations received per article. Eventually, Malaysia appears to be the 
most dominant country in the total citations received and the most dominant 
prevalent in the citations per article. The results exemplified the most prevalent 
contributors that significantly impact halāl cosmetics and point out the increasing 
interest in the subject of halāl cosmetics by prominent scholars and institutions 
globally.

This study elaborates on some significant implications by providing 
considerable information on the dominant contributors to the subject of halāl 
cosmetics. It exhibits data on the most impactful studies, journals, and institutions 
contributing to the issue of halāl cosmetics. The study also reveals the development 
and progression of the halāl cosmetics subject over the years. Finally, it describes 
a comprehensive insight into halāl cosmetics, which can be used as a reference 
for future studies. 

One of the limitations is that this study adopted a single source or database 
for data collection and synthesis. Although other bibliometric research used a 
single database to avoid duplication, there are possibilities to include other 
methods in analyzing the literature on halāl cosmetics. Another limitation is 
the inability to capture the broader and deeper context of the citation structure 
of the articles. However, this study has sufficiently explained some other citation 
structures for the literature on halāl cosmetics.

 
References
Abror, A. (2020). Antecedents of word of mouth in Muslim-friendly tourism 

marketing: the role of religiosity. Journal of Islamic Marketing, 12(4), 882-
899, ISSN 1759-0833, https://dx.doi.org/10.1108/JIMA-01-2020-0006

Ab Talib, M. S., & Hamid, A. B. A. (2014). Halal logistics in Malaysia: A 
SWOT analysis. Journal of Islamic Marketing, 5(3), 322–343. https://doi.
org/10.1108/JIMA-03-2013-0018

Abd Rahman, A., Asrarhaghighi, E. and Ab Rahman, S. (2015), “Consumers 

http://journal.uinjkt.ac.id/index.php/iqtishad


142

http://journal.uinjkt.ac.id/index.php/iqtishad
DOI: 10.15408/aiq.v14i1.23361

Al-Iqtishad: Jurnal Ilmu Ekonomi Syariah (Journal of Islamic Economics)
Vol. 14 (1), Jan-Jun 2022

and halal cosmetic products: knowledge, religiosity, attitude and intention”, 
Journal of Islamic Marketing

Adinugraha, H. H., & Sartika, M. (2019). Halal lifestyle di indonesia. An-Nisbah: 
Jurnal Ekonomi Syariah. https://doi.org/10.21274/an.2019.5.2.

Ahmad, S.N.B. (2018). Influence of consumers' perceived brand innovativeness 
on customer-brand identification and brand loyalty. International Journal of 
Supply Chain Management, 7(4), 145-150, ISSN 2051-3771, 

Ahmad, A.N., Rahman, A. and Rahman, S.A. (2015), “Assessing knowledge and 
religiosity on consumer behavior towards halal food and cosmetic products”, 
International Journal of Social Science and Humanity

Ainin, S. (2020). Examining what people tweet in relation to halal cosmetics-
related topics. Cogent Arts and Humanities, 7(1), ISSN 2331-1983, https://
dx.doi.org/10.1080/23311983.2020.1724593

Akın, M.S. (2020). Shaping the consumers’ attitudes towards Halal food products 
in Turkey. Journal of Islamic Marketing, 12(6), 1081-1096, ISSN 1759-0833, 
https://dx.doi.org/10.1108/JIMA-08-2019-0167

Ali, Q. (2019). Financial cost and social influence: Factors affecting the adoption 
of Halal cosmetics in Malaysia. Academy of Entrepreneurship Journal, 25(2), 
1-17, ISSN 1087-9595, 

Annabi, C.A. (2017). Halal certification organizations in the United Kingdom: 
An exploration of halal cosmetic certification. Journal of Islamic Marketing, 
8(1), 107-126, ISSN 1759-0833, https://dx.doi.org/10.1108/JIMA-06-
2015-0045

Aoun, I. (2015). Building holistic brands: An exploratory study of halal cosmetics. 
Journal of Islamic Marketing, 6(1), 109-132, ISSN 1759-0833, https://
dx.doi.org/10.1108/JIMA-05-2014-0035

Arbak, S. (2019). Influence of islamic advertising: Ethic violation on customer 
purchase intention of halal cosmetic products in Malaysia. Humanities and 
Social Sciences Reviews, 7(3), 671-682, ISSN 2395-6518, https://dx.doi.
org/10.18510/hssr.2019.7398

Arbak, S. (2019). Relationship between advertisement and purchase intention 
on halal cosmetic products in Malaysia. Humanities and Social Sciences 
Reviews, 7(3), 683-694, ISSN 2395-6518, https://dx.doi.org/10.18510/
hssr.2019.7399

http://journal.uinjkt.ac.id/index.php/iqtishad
https://dx.doi.org/10.1080/23311983.2020.1724593
https://dx.doi.org/10.1080/23311983.2020.1724593
https://dx.doi.org/10.1108/JIMA-08-2019-0167
https://dx.doi.org/10.1108/JIMA-06-2015-0045
https://dx.doi.org/10.1108/JIMA-06-2015-0045
https://dx.doi.org/10.1108/JIMA-05-2014-0035
https://dx.doi.org/10.1108/JIMA-05-2014-0035
https://dx.doi.org/10.18510/hssr.2019.7398
https://dx.doi.org/10.18510/hssr.2019.7398
https://dx.doi.org/10.18510/hssr.2019.7399
https://dx.doi.org/10.18510/hssr.2019.7399


Wan Suryani. Overview of Halal Cosmetics in a Decade: A Bibliometric Analysis  143

http://journal.uinjkt.ac.id/index.php/iqtishad
DOI: 10.15408/aiq.v14i1.23361

Arlina, S. (2019). Responsibilities of business conductors to consumer cosmetic 
sales (face bleaches) containing hazardous materials by law number 8 of 
1999. International Journal of Innovation, Creativity and Change, 10(2), 218-
230, ISSN 2201-1315.

Awang, NA (2018). Isolation and identification of bacteria-producing cellulose 
from tropical fruit for halal capsule application. International Journal on 
Advanced Science, Engineering and Information Technology, 8(4), 1591-1596, 
ISSN 2088-5334, https://dx.doi.org/10.18517/ijaseit.8.4-2.7033

Ayob, A. (2016). The enlightenment from Malaysian consumers' perspective 
toward cosmetic products. Journal of Pharmacy and Bioallied Sciences, 8(3), 
229-234, ISSN 0975-7406, https://dx.doi.org/10.4103/0975-7406.174232

Azmi, FRR (2020). Perception of food manufacturers towards adoption of halal 
food supply chain in Malaysia: Exploratory factor analysis. Journal of Islamic 
Marketing, 11(3), 571-589, ISSN 1759-0833, https://dx.doi.org/10.1108/
JIMA-12-2018-0236

Baig, A. (2013). Halal cosmetics: Pakistani consumer perspective. Globalization and 
Governance in the International Political Economy, 286-297, https://dx.doi.
org/10.4018/978-1-4666-4639-1.ch022

Bakar, E. (2014). Consumers' perceptions towards mobile halal application system. 
2014 the 5th International Conference on Information and Communication 
Technology for the Muslim World, ICT4M 2014, https://dx.doi.org/10.1109/
ICT4M.2014.7020654

Basir, SA (2020). Nano product in Malaysia: A review of malaysia halal certification. 
Journal of Critical Reviews, 7(8), 1002-1006, ISSN 2394-5125, https://
dx.doi.org/10.31838/jcr.07.08.210

Baysa, H. (2018). The effect of istihlāk on the provision of harām-containing 
products. Cumhuriyet Ilahiyat Dergisi, 22(2), 1165-1189, ISSN 2528-9861, 
https://dx.doi.org/10.18505/cuid.466189

Boran, G. (2013). Gelatin: Production, applications and health implications. 
Gelatin: Production, Applications and Health Implications, 1-238, 

Briliana, V. (2017). Exploring antecedents and consequences of Indonesian Muslim 
youths’ attitude towards halal cosmetic products: A case study in Jakarta. 
Asia Pacific Management Review, 22(4), 176-184, ISSN 1029-3132, https://
dx.doi.org/10.1016/j.apmrv.2017.07.012

http://journal.uinjkt.ac.id/index.php/iqtishad
https://dx.doi.org/10.18517/ijaseit.8.4-2.7033
https://dx.doi.org/10.4103/0975-7406.174232
https://dx.doi.org/10.1108/JIMA-12-2018-0236
https://dx.doi.org/10.1108/JIMA-12-2018-0236
https://dx.doi.org/10.4018/978-1-4666-4639-1.ch022
https://dx.doi.org/10.4018/978-1-4666-4639-1.ch022
https://dx.doi.org/10.1109/ICT4M.2014.7020654
https://dx.doi.org/10.1109/ICT4M.2014.7020654
https://dx.doi.org/10.31838/jcr.07.08.210
https://dx.doi.org/10.31838/jcr.07.08.210
https://dx.doi.org/10.18505/cuid.466189
https://dx.doi.org/10.1016/j.apmrv.2017.07.012
https://dx.doi.org/10.1016/j.apmrv.2017.07.012


144

http://journal.uinjkt.ac.id/index.php/iqtishad
DOI: 10.15408/aiq.v14i1.23361

Al-Iqtishad: Jurnal Ilmu Ekonomi Syariah (Journal of Islamic Economics)
Vol. 14 (1), Jan-Jun 2022

Camillo, A.A. (2014). Creating global competitiveness through culture and 
religion: An insight into the global strategic evolution and marketing 
of the halal food industry. Handbook of Research on Effective Marketing 
in Contemporary Globalism, 335-347, https://dx.doi.org/10.4018/978-1-
4666-6220-9.ch019

Dalir, S. (2020). Increasing profitability of the halal cosmetics industry using 
configuration modelling based on indonesian and malaysian markets<sup>*</
sup>. Journal of Korea Trade, 24(8), 81-100, ISSN 1229-828X, https://
dx.doi.org/10.35611/jkt.2020.24.8.81

Daud, NMM (2012). Identifying the determinant attributes of halal cosmetics 
product that influence its positioning strategy in Malaysian market. Journal 
of Applied Sciences Research, 8(1), 301-313, ISSN 1816-157X.

Delener, N. (1994), “Religious contrasts in consumer decision behaviour patterns: 
their dimensions and marketing implications”, European Journal of 
Marketing

Derasit, Z. (2020). Exploratory factor analysis in determining consumer awareness 
toward halal cosmetics. Malaysian Journal of Consumer and Family Economics, 
24, 46-59, ISSN 1511-2802, 

Echchaibi, N. (2012). Mecca Cola and Burqinis: Muslim consumption and 
religious identities. Religion, Media and Culture: A Reader, 31-39, https://
dx.doi.org/10.4324/9780203805657-10

Feizollah, A. (2019). Halal Products on Twitter: Data Extraction and Sentiment Analysis 
Using Stack of Deep Learning Algorithms. IEEE Access, 7, 83354-83362, ISSN 
2169-3536, https://dx.doi.org/10.1109/ACCESS.2019.2923275

Garg, P. (2018). Purchase intention of “Halal” brands in India: the mediating effect 
of attitude. Journal of Islamic Marketing, 9(3), 683-694, ISSN 1759-0833, 
https://dx.doi.org/10.1108/JIMA-11-2017-0125

Gaznur, Z.M. (2021). Evaluation of slaughter and sanitation in slaughterhouse 
category II. IOP Conference Series: Earth and Environmental Science, 667(1), 
ISSN 1755-1307, https://dx.doi.org/10.1088/1755-1315/667/1/012100

Giyanti, I. (2019). Predicting online search intention for validating  
product halalness status. Proceedings of the International Conference on 
Industrial Engineering and Operations Management, 2019, 3571-3581, 
ISSN 2169-8767

http://journal.uinjkt.ac.id/index.php/iqtishad
https://dx.doi.org/10.4018/978-1-4666-6220-9.ch019
https://dx.doi.org/10.4018/978-1-4666-6220-9.ch019
https://dx.doi.org/10.35611/jkt.2020.24.8.81
https://dx.doi.org/10.35611/jkt.2020.24.8.81
https://dx.doi.org/10.4324/9780203805657-10
https://dx.doi.org/10.4324/9780203805657-10
https://dx.doi.org/10.1109/ACCESS.2019.2923275
https://dx.doi.org/10.1108/JIMA-11-2017-0125
https://dx.doi.org/10.1088/1755-1315/667/1/012100


Wan Suryani. Overview of Halal Cosmetics in a Decade: A Bibliometric Analysis  145

http://journal.uinjkt.ac.id/index.php/iqtishad
DOI: 10.15408/aiq.v14i1.23361

Halim, M.A. Ab (2020). Consumer rights in Halal products: A study based on 
legal and Syariah perspectives. Food Research, 4, 281-290, ISSN 2550-2166, 
https://dx.doi.org/10.26656/fr.2017.4(S1).S31

Hamdan, MA (2019). Characterization and property investigation of microcrystalline 
cellulose (MCC) and carboxymethyl cellulose (CMC) filler on the carrageenan-
based biocomposite film. Materials Today: Proceedings, 42, 56-62, ISSN 2214-
7853, https://dx.doi.org/10.1016/j.matpr.2020.09.304

Handriana, T. (2020). Purchase behavior of millennial female generation on Halal 
cosmetic products. Journal of Islamic Marketing, 12(7), 1295-1315, ISSN 
1759-0833, https://dx.doi.org/10.1108/JIMA-11-2019-0235

Handriana, T., Yulianti, P., Kurniawati, M., Arina, N. A., & Aisyah, R. A. (2019). 
Purchase behavior of millennial female generation on Halal cosmetic 
products. https://doi.org/10.1108/JIMA-11-2019-0235

Haque, A. (2018). Muslim consumers’ purchase behavior towards halal cosmetic 
products in Malaysia. Management Science Letters, 8(12), 1305-1318, ISSN 
1923-9335, https://dx.doi.org/10.5267/j.msl.2018.9.009

Hashim, P. (2013). A review of cosmetic and personal care products: Halal 
perspective and detection of ingredient. Pertanika Journal of Science and 
Technology, 21(2), 281-292, ISSN 0128-7680.

Hashim, M. and Rosidah, M. (2014), “Factors influencing attitude towards halal 
cosmetic among young adult urban Muslim women: a focus group analysis”, 
Procedia – Social and Behavioral Sciences, Vol. 130, pp. 129-134

Hassan, Y. (2019). India – an untapped market for halal products. Journal of Islamic 
Marketing, 10(3), 981-1002, ISSN 1759-0833, https://dx.doi.org/10.1108/
JIMA-09-2018-0179

Helmi, R.A. Abbas (2020). Trusted Halal Application for Malaysian Cosmetic 
Products. Proceedings - 2020 16th IEEE International Colloquium on Signal 
Processing and its Applications, CSPA 2020, 1-6, https://dx.doi.org/10.1109/
CSPA48992.2020.9068678

Hendayani, R. (2018). The relationship between Information Technology  
and Halal logistics. Proceedings of the International Conference on Industrial 
Engineering and Operations Management, 2018, 1518-1519, ISSN 2169-8767.

Huang, Y. (2020). Recent advances in animal origin identification of gelatin-based 
products using liquid chromatography-mass spectrometry methods: A mini 

http://journal.uinjkt.ac.id/index.php/iqtishad
https://dx.doi.org/10.1108/JIMA-11-2019-0235


146

http://journal.uinjkt.ac.id/index.php/iqtishad
DOI: 10.15408/aiq.v14i1.23361

Al-Iqtishad: Jurnal Ilmu Ekonomi Syariah (Journal of Islamic Economics)
Vol. 14 (1), Jan-Jun 2022

review. Reviews in Analytical Chemistry, 39(1), 260-271, ISSN 0793-0135, 
https://dx.doi.org/10.1515/revac-2020-0121

Husain, R. (2019). Modelling the effects of statistical process control implementation 
on halal cosmetics products. Malaysian Journal of Consumer and Family 
Economics, 23, 1-22, ISSN 1511-2802, 

Husain, R.B. (2015). Implementation of statistical process control by management 
in cosmetic production organization: Case of halal cosmetics companies in 
selangor. International Journal of Applied Business and Economic Research, 
13(7), 5899-5919, ISSN 0972-7302, 

Hussin, SRR (2013). Relationship between product factors, advertising, and 
purchase intention of Halal cosmetic. Pertanika Journal of Social Science 
and Humanities, 21, 85-100, ISSN 0128-7702.

Ibrahim, H. (2015). A generational cohort study of the relationship between 
religious intensity and religious assurance for the purchase of non-food 
products. International Journal of Economics and Financial Issues, 5, 330-
334, ISSN 2146-4138, 

Iriany (2020). Preparation and Characterization of Coconut Oil Based Soap with 
Kaolin as Filler. Journal of Physics: Conference Series, 1542(1), ISSN 1742-
6588, https://dx.doi.org/10.1088/1742-6596/1542/1/012046

Ishak, S. (2020). Cosmetics purchase behavior of educated millennial Muslim 
females. Journal of Islamic Marketing, 11(5), 1055-1071, ISSN 1759-0833, 
https://dx.doi.org/10.1108/JIMA-01-2019-0014

Islam, M.M. (2021). Evaluating negative attitudes of the students and shoppers 
towards halal cosmetics products. Journal of Islamic Marketing, ISSN 1759-
0833, https://dx.doi.org/10.1108/JIMA-03-2020-0067

Islam, T., & Chandrasekaran, D. U. (2013). Halal Marketing: Growing The Pie. 
International Journal of Management Research and Review

Izberk-Bilgin, E. (2016). A new look at faith-based marketing: The global halal 
market. Business Horizons, 59(3), 285-292, ISSN 0007-6813, https://dx.doi.
org/10.1016/j.bushor.2016.01.005

Jamalluddin, N.H. (2019). Overview of edible bird's nests and their contemporary 
issues. Food Control, 104, 247-255, ISSN 0956-7135, https://dx.doi.
org/10.1016/j.foodcont.2019.04.042

Jamil, A. (2020). A study on consumer purchase intention towards halal cosmetics 

http://journal.uinjkt.ac.id/index.php/iqtishad


Wan Suryani. Overview of Halal Cosmetics in a Decade: A Bibliometric Analysis  147

http://journal.uinjkt.ac.id/index.php/iqtishad
DOI: 10.15408/aiq.v14i1.23361

and personal care products in selangor, malaysia. International Journal of 
Pharmaceutical Research, 12(3), 2016-2023, ISSN 0975-2366, https://dx.doi.
org/10.31838/ijpr/2020.12.03.280

Joshi, R. (2020). Assessing brand love, brand sacredness and brand fidelity towards 
halal brands. Journal of Islamic Marketing, ISSN 1759-0833, https://dx.doi.
org/10.1108/JIMA-04-2020-0104

Kamarohim, N. (2016). Islamic marketing practices in the Cosmetics and Toiletries 
Industries in Klang Valley, Malaysia. Pertanika Journal of Social Sciences and 
Humanities, 24, 211-222, ISSN 0128-7702, 

Kaur, M. (2016). The commodification of Islam?: A critical discourse analysis of 
halal cosmetics brands. Kemanusiaan, 23, 63-80, ISSN 1394-9330, https://
dx.doi.org/10.21315/kajh2016.23.s2.4

Khalid, N.R. (2021). Product positioning as a moderator for halal cosmetic 
purchase intention. Iranian journal of Management Studies, 14(1), 39-60, 
ISSN 2008-7055, https://dx.doi.org/10.22059/IJMS.2020.279978.673617

Khan, N. (2020). Determinants of purchase intention of halal cosmetic products 
among Generation Y consumers. Journal of Islamic Marketing, ISSN 1759-
0833, https://dx.doi.org/10.1108/JIMA-11-2019-0248

Kim, Y. (2018). Effect of DNA extraction methods on the detection of porcine 
ingredients in halal cosmetics using real-time PCR. Applied Biological 
Chemistry, 61(5), 549-555, ISSN 2468-0834, https://dx.doi.org/10.1007/
s13765-018-0389-x

Lestari, F. (2020). Impact of halal labeling on brand image on cosmetic product. 
IEEE International Conference on Industrial Engineering and Engineering 
Management, 2020, 883-887, ISSN 2157-3611, https://dx.doi.org/10.1109/
IEEM45057.2020.9309916

Mackwood, W. (2012). The next generation food machinery grease 10 years on. 
NLGI Spokesman, 76(3), 14-26, ISSN 0027-6782, 

Man, Y.B. Che (2011). Detection of lard in vegetable oils. Lipid Technology, 23(8), 
180-182, ISSN 0956-666X, https://dx.doi.org/10.1002/lite.201100128

Mahyeddin, M. (2017). Towards the traceability of halal and thoyyiban application. 
The Possibility of Uniformity on Halal Standards in Organization of Islamic 
Countries (OIC). January 2017.

Mohamed, R.N. (2017). Interdependence between social value, emotional value, 

http://journal.uinjkt.ac.id/index.php/iqtishad
https://dx.doi.org/10.22059/IJMS.2020.279978.673617


148

http://journal.uinjkt.ac.id/index.php/iqtishad
DOI: 10.15408/aiq.v14i1.23361

Al-Iqtishad: Jurnal Ilmu Ekonomi Syariah (Journal of Islamic Economics)
Vol. 14 (1), Jan-Jun 2022

customer experience and customer satisfaction indicators: The case of halal 
cosmetics industry in Malaysia. Pertanika Journal of Social Sciences and 
Humanities, 25, 131-142, ISSN 0128-7702, 

Mohammadian, F. (2016). Halal cosmetics supply chain - A conceptual model. 
International Journal of Supply Chain Management, 5(1), 33-43, ISSN 2051-3771.

Mohezar, S. (2016). Halal cosmetics adoption among young Muslim consumers 
in Malaysia: Religiosity concern. Global Journal Al-Thaqafah, 6(1), 47-59, 
ISSN 2232-0474, https://dx.doi.org/10.7187/GJAT10220160601

Mohammadzadeh, R. (2015). The Effect of Brand Image and Purchase Intention 
on Cosmetic Products: Evidence from North Cyprus (Eastern Mediterranean 
University). Retrieved from http://hdl.handle.net/11129/3671

Muhamed, NA (2014). Integrating islamic financing and halal industry: A survey 
on current practices of the selected Malaysian authority bodies. Asian Social 
Science, 10(17), 120-126, ISSN 1911-2017, https://dx.doi.org/10.5539/ass.
v10n17p120

Mukhtar, A. (2012). Intention to choose Halal products: The role of religiosity. 
Journal of Islamic Marketing, 3(2), 108-120, ISSN 1759-0833, https://
dx.doi.org/10.1108/17590831211232519

Mursyidi, A. (2013). Chemical Analysis Authentication Role in Halal and Food 
Pharmaceutical Products. Journal of Food and Pharmaceutical Science. 
Vol.1: 1-4.

Mustafar, M. (2018). A study on Halal cosmetic awareness among Malaysian 
cosmetics manufacturers. International Journal of Supply Chain Management, 
7(5), 492-496, ISSN 2051-3771.

Mohezar, S., Zailani, S., & Zainuddin, Z. (2016). Halal cosmetics adoption among 
young Muslim consumers in Malaysia: Religiosity concern. Global Journal 
Al-Thaqafah. https://doi.org/10.7187/GJAT10220160601

Nusran, M., Gunawan, Razak, M., Numba, S., & Wekke, I. S. (2018). Halal 
Awareness on the Socialization of Halal Certification. IOP Conference 
Series: Earth and Environmental Science. https://doi.org/10.1088/1755-
1315/175/1/012217

Ngah, A. (2017). Applying the TOE framework in the Halal warehouse adoption 
study. Journal of Islamic Accounting and Business Research, 8(2), 161-181, 
ISSN 1759-0817, https://dx.doi.org/10.1108/JIABR-04-2014-0014

http://journal.uinjkt.ac.id/index.php/iqtishad


Wan Suryani. Overview of Halal Cosmetics in a Decade: A Bibliometric Analysis  149

http://journal.uinjkt.ac.id/index.php/iqtishad
DOI: 10.15408/aiq.v14i1.23361

Ngah, A.H. (2019). Modelling the adoption of halal warehousing services among 
halal pharmaceutical and cosmetic manufacturers. Journal of Sustainability 
Science and Management, 14(6), 103-116, ISSN 1823-8556, 

Ngah, A.H. (2020). Halal transportation adoption among pharmaceuticals and 
comestics manufacturers. Journal of Islamic Marketing, 11(6), 1619-1639, 
ISSN 1759-0833, https://dx.doi.org/10.1108/JIMA-10-2018-0193

Ngah, A.H. (2021). Intention to purchase halal cosmetics: Do males and females 
differ? a multigroup analysis. Cosmetics, 8(1), 1-14, ISSN 2079-9284, 
https://dx.doi.org/10.3390/cosmetics8010019

Noor, F. (2015). Popular religiosity in Indonesia today: The next step after 'Islam 
Kultural'?. Al-Jami'ah, 53(2), 283-302, ISSN 0126-012X, https://dx.doi.
org/10.14421/ajis.2015.532.283-302

Nordin, F.N.M. (2021). A systematic review on the skin whitening products 
and their ingredients for safety, health risk, and the halal status. Journal of 
Cosmetic Dermatology, 20(4), 1050-1060, ISSN 1473-2130, https://dx.doi.
org/10.1111/jocd.13691

Nurhayati, I.K. (2017). Metadiscourse markers in Indonesian halal cosmetics 
advertising: A multimodal analysis. Advanced Science Letters, 23(5), 4487-
4491, ISSN 1936-6612, https://dx.doi.org/10.1166/asl.2017.8960

Nusran, M. (2018). Halal Awareness on the Socialization of Halal Certification. 
IOP Conference Series: Earth and Environmental Science, 175(1), ISSN 1755-
1307, https://dx.doi.org/10.1088/1755-1315/175/1/012217

Potluri, R. (2017). A crystallized exposition on Indian Muslims’ attitude and 
consciousness towards halal. Journal of Islamic Marketing, 8(1), 35-47, ISSN 
1759-0833, https://dx.doi.org/10.1108/JIMA-01-2015-0005

Putri, I. (2018). The influence of knowledge and religiosity on intention to 
repurchase; a comparative study in three industries: Halal cosmetics, halal 
personal care and halal food. Proceedings of the 32nd International Business 
Information Management Association Conference, IBIMA 2018 - Vision 2020: 
Sustainable Economic Development and Application of Innovation Management 
from Regional expansion to Global Growth, 5459-5470. 

Putri, TU. (2018). Response to a New Wave in Digital marketing: Does beauty 
blogger involvement the most influencing factor in halal cosmetic purchase 
intention. International Journal of Supply Chain Management, 7(6), 446-452, 
ISSN 2051-3771. 

http://journal.uinjkt.ac.id/index.php/iqtishad
https://dx.doi.org/10.3390/cosmetics8010019


150

http://journal.uinjkt.ac.id/index.php/iqtishad
DOI: 10.15408/aiq.v14i1.23361

Al-Iqtishad: Jurnal Ilmu Ekonomi Syariah (Journal of Islamic Economics)
Vol. 14 (1), Jan-Jun 2022

Putri, TU. (2019). Does mui halal logo matter for young millennials? An 
experiment study in cosmetic mass-market brand. International Journal of 
Scientific and Technology Research, 8(9), 888-890, ISSN 2277-8616. 

Rahmah, M. (2020). Halal certification of patented medicines in Indonesia in 
digital age: A panacea for the pain?. Systematic Reviews in Pharmacy, 11(12), 
210-217, ISSN 0975-8453, https://dx.doi.org/10.31838/srp.2020.12.34.

Rahman, A. Abd (2015). Consumers and halal cosmetic products: Knowledge, 
religiosity, attitude and intention. Journal of Islamic Marketing, 6(1), 148-
163, ISSN 1759-0833, https://dx.doi.org/10.1108/JIMA-09-2013-0068

Rakhmawati, N. (2019). Linked open data for halal food products. Journal of 
King Saud University - Computer and Information Sciences, ISSN 1319-1578, 
https://dx.doi.org/10.1016/j.jksuci.2019.04.004

Rakhmawati, N.A. (2018). Auto Halal detection products based on euclidian 
distance and cosine similarity. International Journal on Advanced Science, 
Engineering and Information Technology, 8(4), 1706-1711, ISSN 2088-5334, 
https://dx.doi.org/10.18517/ijaseit.8.4-2.7083

Randeree, K. (2019). Challenges in halal food ecosystems: the case of the United 
Arab Emirates. British Food Journal, 121(5), 1154-1167, ISSN 0007-070X, 
https://dx.doi.org/10.1108/BFJ-08-2018-0515

Rashid, N. Ab (2020). The relationship between halal traceability system adoption 
and environmental factors on halal food supply chain integrity in Malaysia. 
Journal of Islamic Marketing, 11(1), 117-142, ISSN 1759-0833, https://
dx.doi.org/10.1108/JIMA-01-2018-0016

Regenstein, JMM (2014). The halal food industry. Handbook on Islam and Economic 
Life, 175-194, https://dx.doi.org/10.4337/9781783479825.00016

Rizkitysha, T.L. (2020). “Do knowledge, perceived usefulness of halal label and 
religiosity affect attitude and intention to buy halal-labeled detergent?”. 
Journal of Islamic Marketing, ISSN 1759-0833, https://dx.doi.org/10.1108/
JIMA-03-2020-0070

Rohman, A. (2014). Quantification of lard in the mixture with olive oil in cream 
cosmetics based on FTIR spectra and chemometrics for Halal authentication. 
Jurnal Teknologi (Sciences and Engineering), 69(1), 113-119, ISSN 0127-
9696, https://dx.doi.org/10.11113/jt.v69.2062

Rohman, A. (2016). The use of vibrational spectroscopy and chemometrics in 

http://journal.uinjkt.ac.id/index.php/iqtishad
https://dx.doi.org/10.1108/JIMA-09-2013-0068


Wan Suryani. Overview of Halal Cosmetics in a Decade: A Bibliometric Analysis  151

http://journal.uinjkt.ac.id/index.php/iqtishad
DOI: 10.15408/aiq.v14i1.23361

the analysis of pig derivatives for halal authentication. International Food 
Research Journal, 23(5), 1839-1848, ISSN 1985-4668, 

Rohman, A. (2020). Review on analytical methods for analysis of porcine gelatine 
in food and pharmaceutical products for halal authentication. Trends in 
Food Science and Technology, 101, 122-132, ISSN 0924-2244, https://dx.doi.
org/10.1016/j.tifs.2020.05.008

Rusmil, M.R.A. (2016). The use of venom and venom-derived products in medicine 
and cosmetics: The ethical issues from Islamic perspective. International 
Medical Journal Malaysia, 17, 1-6, ISSN 1823-4631, 

Safira, MEE (2019). The legal application of consumer and halal product protection 
in the health sector. International Journal of Innovation, Creativity and 
Change, 10(5), 1-18, ISSN 2201-1315, 

Salae, K. (2018). Classification of plant-and animal-based glycerin by using ATR-
FTIR: A rapid screening tool applicable for halal cosmetics. Malaysian 
Journal of Consumer and Family Economics, 21, 1-7, ISSN 1511-2802, 

Sama, R. (2019). Factors affecting consumers’ loyalty towards halal cosmetics: An 
emerging market perspective. International Journal of Business and Emerging 
Markets, 11(3), 254-273, ISSN 1753-6219, https://dx.doi.org/10.1504/
IJBEM.2019.102655

Shahabuddin, ASM (2020). Product-centric halal business: a critique from an 
Islamic perspective. Journal of Islamic Marketing, 11(6), 1707-1724, ISSN 
1759-0833, https://dx.doi.org/10.1108/JIMA-06-2019-0129

Shahid, S. (2018). A qualitative investigation into consumption of halal cosmetic 
products: the evidence from India. Journal of Islamic Marketing, 9(3), 484-
503, ISSN 1759-0833, https://dx.doi.org/10.1108/JIMA-01-2017-0009

Shahid, S., Ahmed, F., & Hasan, U. (2018). A qualitative investigation into 
consumption of halal cosmetic products: the evidence from India. Journal 
of Islamic Marketing, 9(3), 484–503. https://doi.org/10.1108/JIMA-01-
2017-0009

Subara, D. (2017). Process optimization for the production of fish gelatin nanoparticles. 
International Food Research Journal, 24, 501-507, ISSN 1985-4668. 

Sudarsono, H. (2020). Determinants of the Intention to Consume Halal Food, 
Cosmetics and Pharmaceutical Products. Journal of Asian Finance, Economics 
and Business, 7(10), 831-841, ISSN 2288-4637, https://dx.doi.org/10.13106/
jafeb.2020.vol7.no10.831

http://journal.uinjkt.ac.id/index.php/iqtishad
https://dx.doi.org/10.1108/JIMA-06-2019-0129
https://dx.doi.org/10.1108/JIMA-01-2017-0009


152

http://journal.uinjkt.ac.id/index.php/iqtishad
DOI: 10.15408/aiq.v14i1.23361

Al-Iqtishad: Jurnal Ilmu Ekonomi Syariah (Journal of Islamic Economics)
Vol. 14 (1), Jan-Jun 2022

Sugibayashi, K. (2019). Halal cosmetics: A review on ingredients, production, 
and testing methods. Cosmetics, 6(3), ISSN 2079-9284, https://dx.doi.
org/10.3390/cosmetics6030037

Suhartanto, D. (2020). Does religiosity matter for customer loyalty? Evidence 
from halal cosmetics. Journal of Islamic Marketing, ISSN 1759-0833, https://
dx.doi.org/10.1108/JIMA-03-2020-0069

Sukesi (2019). Managing the Halal industry and the purchase intention of 
Indonesian Muslims the case of Wardah cosmetics. Journal of Indonesian 
Islam, 13(1), 200-229, ISSN 1978-6301, https://dx.doi.org/10.15642/
JIIS.2019.13.1.200-229

Salehudin, I. & BA. Luthi. (2011). Marketing Impact of Halal Labeling towards 
Indonesia Consumer’s Behavioral Intention. Asean Marketing Journal, Vol. 
3 (1): 35-43.

Sultana, S. (2018). Multiplex PCR to discriminate bovine, porcine, and fish DNA 
in gelatin and confectionery products. LWT - Food Science and Technology, 92, 
169-176, ISSN 0023-6438, https://dx.doi.org/10.1016/j.lwt.2018.02.019

Sultana, S. (2018). Novel multiplex PCR-RFLP assay discriminates bovine, porcine 
and fish gelatin substitution in Asian pharmaceuticals capsule shells. Food 
Additives and Contaminants - Part A Chemistry, Analysis, Control, Exposure 
and Risk Assessment, 35(9), 1662-1673, ISSN 1944-0049, https://dx.doi.or
g/10.1080/19440049.2018.1500719

Suparno, C. (2020). Online purchase intention of halal cosmetics: S-O-R framework 
application. Journal of Islamic Marketing, ISSN 1759-0833, https://dx.doi.
org/10.1108/JIMA-09-2019-0192

Suryadi, B. (2020). An Analysis of Attitude on Intention to Purchase Online 
Halal Cosmetics. 2020 8th International Conference on Cyber and 
IT Service Management, CITSM 2020, https://dx.doi.org/10.1109/
CITSM50537.2020.9268895

Susanti, C.E. (2021). The effect of push motivational factors and pull motivational 
factors on tourist loyalty through satisfaction on halal tourists in east java. 
WSEAS Transactions on Environment and Development, 17, 510-519, ISSN 
1790-5079, https://dx.doi.org/10.37394/232015.2021.17.49

Susanty, A. (2020). Mapping the barriers for implementing halal logistics in 
Indonesian food, beverage and ingredient companies. Journal of Islamic 

http://journal.uinjkt.ac.id/index.php/iqtishad


Wan Suryani. Overview of Halal Cosmetics in a Decade: A Bibliometric Analysis  153

http://journal.uinjkt.ac.id/index.php/iqtishad
DOI: 10.15408/aiq.v14i1.23361

Marketing, 12(4), 649-669, ISSN 1759-0833, https://dx.doi.org/10.1108/
JIMA-11-2019-0244

Tieman, M. (2012). Principles in halal supply chain management. Journal 
of Islamic Marketing, 3(3), 217-243, ISSN 1759-0833, https://dx.doi.
org/10.1108/17590831211259727

Widjaja, G. (2021). Technical And Regulatory Aspects Of Alcohol Use In Halal 
Certification For Cosmetics Products. Journal of Legal, Ethical and Regulatory 
Issues, 24, 1-7, ISSN 1544-0036, 

Widyanto, H.A. (2021). Muslim millennial’s purchase intention of halal-certified 
cosmetics and pharmaceutical products: the mediating effect of attitude. 
Journal of Islamic Marketing, ISSN 1759-0833, https://dx.doi.org/10.1108/
JIMA-04-2020-0117

Yener, D. (2015). Factors That Affect the Attitudes of Consumers Toward Halal-
Certified Products in Turkey. Journal of Food Products Marketing, 21(2), 160-
178, ISSN 1045-4446, https://dx.doi.org/10.1080/10454446.2013.843483

Yeo, B.L. (2017). Islamic marketing on halal cosmetics: From the perspective of 
motivational emotion of peer pressure on customer retention. Advanced 
Science Letters, 23(8), 7388-7390, ISSN 1936-6612, https://dx.doi.
org/10.1166/asl.2017.9481

Yeo, B.L. (2018). Customer delight measurement in Halal cosmetics industry in 
Malaysia: The relationship between functional values, epistemic values and 
customer emotions towards customer delight. International Journal of Supply 
Chain Management, 7(5), 267-271, ISSN 2051-3771, 

Yusuf, E. (2017). Related topic: Halal cosmetics. Skin Permeation and Disposition 
of Therapeutic and Cosmeceutical Compounds, 101-107, https://dx.doi.
org/10.1007/978-4-431-56526-0_8

Yuswati, M. (2018). Indonesian SPA asSharia Tourism Education Opportunity. 
https://doi.org/10.2991/amca-18.2018.161

Zabidi, A.R. (2020). Screening porcine DNA in collagen cream cosmetic products. 
Food Research, 4, 151-156, ISSN 2550-2166, https://dx.doi.org/10.26656/
fr.2017.4(S1).S05

Zaib, S.Z.M. (2021). Motivations Aspect for the Adoption of Islamic Financing 
Among Halal Entrepreneurs in Malaysia. Lecture Notes in Networks and 
Systems, 194, 1410-1419, ISSN 2367-3370, https://dx.doi.org/10.1007/978-
3-030-69221-6_105

http://journal.uinjkt.ac.id/index.php/iqtishad
https://dx.doi.org/10.1080/10454446.2013.843483
https://dx.doi.org/10.26656/fr.2017.4(S1).S05
https://dx.doi.org/10.26656/fr.2017.4(S1).S05
https://dx.doi.org/10.1007/978-3-030-69221-6_105
https://dx.doi.org/10.1007/978-3-030-69221-6_105


154

http://journal.uinjkt.ac.id/index.php/iqtishad
DOI: 10.15408/aiq.v14i1.23361

Al-Iqtishad: Jurnal Ilmu Ekonomi Syariah (Journal of Islamic Economics)
Vol. 14 (1), Jan-Jun 2022

Zaki, K. (2021). The Role of Environment in Responding to Halal Skincare Products 
in Indonesia. IOP Conference Series: Earth and Environmental Science, 1796(1), 
ISSN 1755-1307, https://dx.doi.org/10.1088/1742-6596/1796/1/012030

Zulkifli, NS. (2019). Halal cosmetics: External pressures to adopt Halal certification. 
Global Journal Al-Thaqafah, 19-28, ISSN 2232-0474. 

http://journal.uinjkt.ac.id/index.php/iqtishad

