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ABSTRACT

Background: This study investigates the evolving online marketing skills in the
digital marketplace, focusing on essential oil products. These products often face
market uncertainty regarding product attribute value. Therefore, it is crucial to identify
marketing strategies to drive future entrepreneurial success in the essential oil market.
Purpose: This research aims to identify how essential oil product sellers communicate
their products to attract consumer interest and preferences in the online market.
Design/methodology/approach: The study utilizes digital research methods to
elucidate the phenomenon of online markets. Using electronic data consisting of
product information written by sellers, this research employs web scraping through
Python algorithmic computational techniques for data collection. The digital data
collected spans from 2020 to 2023, a period marked by the surge in online shopping
activities. The data is analyzed using Text Network Analysis (TNA) to map emerging
narrative networks.

Findings/Result: Essential oil product sellers not only emphasize the intrinsic value
attributes of the products as the primary marketing narrative but also explore the
social and symbolic values of the products as online marketing strategies to address
uncertainties regarding product standardization and safety.

Conclusion: Sellers are concerned about the vulnerability of essential oil product
values beyond merely campaigning for the product's benefits. Entities with the
authority to provide safety labels play a crucial role in enhancing the product's
reputation regarding its social value, such as safety.

Originality/value (State of the art): Online marketplaces play a crucial role as a new
marketing channel for essential oil products. This is due to the increased accessibility
of products to consumers and the growing need for advanced online marketing skills
in the future.

Keywords: essential oil, online marketplace, marketing skills, value product, product
reputation
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INTRODUCTION

Market demand for essential oil-based products has
recently shown a significant upward trend. Based on
data from the Ministry of Industry (2023), Indonesia’s
total production of essential oils reached 16,400 tons in
2022, with an export value of USD 172.9 million, and
continues to increase annually. This condition is driven
by the increasingly high market interest and demand
for products made from essential oils nationally and
globally (Alighieri et al. 2017; Yusdar, 2015; Faradiva,
2020; Huda et al. 2021). The COVID-19 pandemic is
one of the factors causing the high demand for essential
oil products, in addition to the benefits to consumer
health, and it can be used easily by the community
because it comes from organic plants (Purwitasari &
Alamudi, 2023; Utami et al. 2022; Chang et al. 2022;
Jugreet et al. 2020). In fact, due to the many benefits
obtained, essential oils are increasingly widely used
commercially in various industrial sectors, such as the
modern cosmetic, pharmaceutical, and food industries
(Schmidt, 2020; Sharmeen et al. 2021).

In this case, Indonesia has an excellent opportunity
to not only be a provider of raw materials but also to
produce a variety of end products made from essential
oils with high competitiveness and bargaining power.
This opportunity becomes even more significant
if contextualized globally; Indonesia is one of the
countries capable of producing 40 essential oils from
80 types marketed globally (Andila et al. 2020).
However, despite the promising growth of the essential
oil industry, market uncertainty remains a primary
concern. One of the major issues contributing to this
uncertainty is the proliferation of counterfeit essential
oils and low product quality. This issue has sometimes
become a multifaceted challenge for quality control
(Capetti et al. 2021). This problem is particularly
critical in essential oil products, where consumer
safety and product quality are paramount (Manion &
Widder, 2017; Shaaban, 2020; Maurya et al. 2021).
Counterfeiting and low-quality products can severely
disadvantage consumers, damage product reputations,
and complicate efforts to maintain high-quality
standards.

In this context, institutions catering to market demands
face fierce competition, as consumers are increasingly
sensitive to the value presented by manufacturers and
sellers (Dimoka et al. 2012; Antonopoulou et al. 2014;
Yangetal. 2019; Fauzi etal. 2023). Failure to effectively
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convey product safety assurance information through
online marketing will pose significant challenges in
quality control within the essential oil industry. This
will adversely affect consumer confidence and overall
market stability, thereby presenting a substantial
obstacle to quality control in the essential oil
industry. Marketing expertise thus becomes crucial in
addressing these online market challenges, especially
in disseminating information to attract consumer
interest and preferences in the online marketplace (Gay
& Zhang, 2014). Effective online marketing strategies
in this context can stimulate consumer interest in
products or even foster loyalty, thereby enhancing
customer relationship management and marketing
performance (Akhmadi & Pratol, 2021; Piranda et al.
2022; Bostanshirin, 2014; Setiadi, 2023; Aryani &
Tuti, 2023).

Kotler et al. (2015) argue that marketing creates a
vibrant and interactive consumer community to make
the brand a part of consumer ownership. This idea differs
significantly from traditional marketing concepts that
emphasize the core benefits of products or services to
consumers without considering the aspect of continuous
interaction (Bhayani & Vachhani, 2014). This
perspective underscores that marketing is not merely
about introducing products but building product value
and aiming to deepen consumer attachment to product
ownership (Armstrong et al. 2014). Comprehensively,
“strategic marketing choices” become crucial as they
can shape consumer preferences. This represents a
new form of communication emerging in the digital
and market realms, demanding comprehensive digital
competencies where seller skills are critical for
business activities conducted or planned (Coman et
al. 2020; Ramli et al. 2023; Thumiki & Magd, 2023;
Omar et al. 2020). Therefore, the success of sales in
the online market is greatly influenced by the ability
to read market situations, which concerns the seller’s
perception of consumer acceptance.

Then, it became a meaningful discussion about
what kind of marketing skills have the potential for
economic success, given that no standards can be
applied in the online market. In this regard, descriptive
features are crucial marketing tools, offering product
information that consistently shapes buyer behavior
(Choi & Mela, 2016; Bauer & Dorn, 2016; Immanuel
& Peter, 2022; Hu et al. 2023). According to Beckert
(2009), producers strive to develop product reputation
and value by creating consumer attachment through
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marketing investments. However, the issue of
reputation and value is a challenging market theory,
as many market institutions and agents can build and
provide assessments to foster market reputation. In the
art market, for instance, the value of artwork stems
from an intersubjective evaluation process and the
attribution of reputation by experts, which can also
serve as a signal of quality (Beckert & Rossel, 2013).
In this principle, instruments representing products
in the online market become an effective strategy to
gain market advantage by mitigating the uncertainty of
products that consumers do not yet own.

Recent studies have extensively investigated the
impact of market uncertainty on marketing strategies
for essential oil-based products (Salsabila, 2023;
Widiaswanti, 2022; Aldin, 2020; Alighiri et al. 2018),
providing comprehensive insights into sustainable
product development. However, previous research has
often relied on traditional approaches such as surveys
and textual analysis, thus failing to offer a thorough
discussion of the rapidly evolving online market
phenomena. This study addresses this gap by delving
into the digital marketplace, utilizing contemporary
digital methods such as big data collection to explore
how sellers leverage the ‘social power of products’ to
influence consumer purchasing decisions for essential
oil-based products, specifically examining how sellers
utilize the ‘social power of products’ to influence
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Target Data Data Groqping
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consumer purchasing decisions for essential oil-based
products. Beckert (2019) explains that the process is
not solely aimed at gaining trust in the product but also
at attracting consumer interest to make purchases and
serving as a solution to the issue of uncertainty.

METHODS

This research was conducted on the Bukalapak
Marketplace, one of Indonesia’s largest e-commerce
platforms. It chosen to identify
economic phenomena within the digital market
context. Bukalapak represents a significant arena

was socio-

for illustrating the evolving dynamics of digital
society and market trends. Bukalapak’s selection is
justified by its established commitment to enhancing
the competitiveness of Micro, Small, and Medium
Enterprises (MSMESs) (Supangat, 2021; Sugiarti et al.
2020). This aligns with the study’s focus, as MSMEs
produce the essential oil-based products under analysis.
The study encompasses a comprehensive analysis of
all available data on Bukalapak from January 2020 to
December 2023. During this period, online shopping
surged in Indonesia, becoming a primary marketing
channel extensively utilized by sellers of essential oil-
based products. In Figure 1 the methodology steps are
described.

Figure 1. Methodology operationalization
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This research utilizes digital data as the primary source
to identify phenomena within online markets. In this
context, digital data refers to a collection of online
information that can elucidate aspects of digital society,
providing valuable research material (Redshaw, 2020).
The comprehensive analysis of such data offers
insights into consumer behavior, market trends, and the
dynamics of online interactions.

This study employed web
implemented with Python algorithms to collect product
descriptions used for consumer interactions. This
method facilitated the comprehensive textual and
numerical data extraction from the website (Mitchell,
2024). Following data filtration and extracting a specific

scraping techniques

text corpus, the data were categorized based on product
description types. The categorization comprised two
groups: sold products and unsold products. The analysis
concentrated on successfully sold products, while the
descriptions of unsold products were excluded. This
approach allowed for a more pertinent discussion
of the factors influencing product sales success. In
this research, we consider that the products that were
successfully sold explored more of the symbolic
value of the achievements and standardization of the
products.

The final step in this methodology involved conducting
a word network analysis using Text Network Analysis
(TNA), which identified narrative networks within
the market domain (Segev, 2020; Carlewy, 2020). At
this stage, the data were analyzed using modularity
and centrality metrics using Gephi software, which
facilitated the identification of the most frequently used
word networks by highlighting the most significant
nodes and the most robust networks in the edges related
to the relationships each narrative built. Consequently,
this research visualized the data and depicted the most
frequently used narratives for marketing essential
oil products in Bukalapak. These findings provide
recommendations for more effective marketing
strategies in future endeavors.

Digital research is used as the main method to collect
data, analyze findings, and find answers to the research
questions posed. Digital research methods are defined
as contemporary research that uses online and digital
technologies to collect social data and analyze the
phenomena of the digital society that are happening
or have happened (Mackenzie et al. 2015; Snee et
al. 2016; Marres, 2017; Lupton, 2014; Den Besten
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et al. 2010). In this case, digital research is not just a
tool but an analytical framework for various socio-
economic phenomena. In line with Rogers (2024), who
popularized this method, digital research can answer
various research questions by referring to “natively
digital.” Therefore, digital research is more than just
a data collection technique; it provides insight into
the dynamics of digital society. A term that has gained
popularity recently is “Digital Social Research” (Paoli
& Masullo, 2022; Addeo & Masullo, 2021).

This research adopts the digital research approach
Marres & Gerlitz (2016) developed, known as
“interface methods.” This digital research method
combines digital media, social science and technology
(STS), and sociology methodologies. According
to Marres & Garlitz (2016), this interface method
becomes a digital analysis method and visualizes the
“issue dynamics” of various “shared events.” In line
with the research, the development of digital markets
and economic phenomena is growing in society. The
implication is that community interaction has become
more complex in an all-digital society. In line with
the opinion of Rieder & Rohle (2012), this method
will encourage our understanding of digital society or
“digital humanities.” This methodology is expected to
provide richer insights into the complex interactions
between humans and technology in an ever-evolving
online marketplace.

In our effort to understand the dynamics of the online
market, we argue that the product reputation built to
address the uncertainty regarding the value of essential
oils does not rely solely on their functional value, as is
commonly seen in conventional essential oil marketing.
In our research, we seek to address this hypothesis
by identifying the role of sellers in the marketing
strategies employed to build the reputation and value
of essential oil products. In addition, we propose that
effective online marketing strategies for essential oils
should also encompass building emotional connections
and highlighting ethical sourcing practices, which are
increasingly valued by discerning consumers in the
digital marketplace.

This study is based on the evolving marketing
phenomenon where markets have become entirely
online. Essential oil products, which previously faced
issues of uncertainty, now require sellers to adapt to
increasingly competitive online marketing as the
market becomes more sensitive to the product value.
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In this context, selecting strategic marketing to build a
reputation becomes crucial. In the online marketplace,
marketing no longer merely communicates the
basic value of the product, such as its function, but
expands to more significant aspects like security and
consumer acceptance. This framework is developed to
identify how sellers communicate their products in the
Bukalapak online marketplace (Figure 2).

RESULTS

Based on data scraping conducted on the Bukalapak
platform for products made from essential oils, this
study identified as many as 235 IDs available, with
market sales quantity reaching 2,625 products. From the
product categories found, products made from essential
oils traded on the Bukalapak platform are dominated
by health category products. Health category products
for essential oils reached 184 products and sold 2,457
IDs. Beauty products occupy the second top, with a
total of 20 IDs and sales of 132 products. The third top
is interior accessories, as many found in the study are
air freshener products, with 21 products found and 32
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sold. Consumer interest in essential oil-based products
in the health product category indicates a growing
recognition of essential oils’ benefits. Distribution of
essential oil product sales by category in Figure 3.

Several recent studies have demonstrated the increased
production of essential oils for health purposes due
to their proven benefits in preventing and curing
various diseases (Yunilawati et al. 2021). In fact,
during the COVID-19 pandemic, essential oils became
one of the most sought-after health products by the
public as an alternative to overcoming the scarcity
of pharmaceutical products (Alamsyah et al. 2021;
Meilina et al. 2020). Despite the recognition of its
functional value, it is imperative to scrutinize the
marketing strategies used by sellers and understand
the factors that influence consumer preferences for
essential oil products. Factors such as product quality,
price, packaging, and promotion play an important role
in consumers’ purchasing decisions. We will further
explain this marketing strategy in the next subchapter
by visualizing the findings of how the strategic
narratives built by all sellers of essential oil products
can be mapped and identified.

Essential Oil Product
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Figure 2. Reseach conceptual framework
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Figure 3. Distribution of essential oil product sales by
category

Generating Second Power Reputation for Essential
Oil Products

Building a strategic reputation for essential oil products
through online marketing is a market activity that is
no less important than product sales. This is because
market reputation significantly influences consumer
preferences when making purchases (Gomez-Rico
et al. 2023). Success in building product reputation
can also encourage products to achieve “goodness”
values that can potentially improve sales performance
(Aula & Mantere, 2020). Effective communication
of product values enhances product reputation and
plays a crucial role in meeting market demand. In this
case, signaling high-quality products in the market
can have implications for providing feedback on the
seller’s honesty with the product (Li et al. 2020). This
description also aligns with Beckert’s (2020) opinion,
which explains the market from the “meaning model”
that generates confidence in the credibility of the
product quality narrative and creates market trust.

Essential oil marketing, emphasizing the value of its
product attributes, is a strategy to overcome market
uncertainty about the quality of products that consumers
will receive. In this situation, market uncertainty in
product information can lead to negative reputational
judgments by consumers (Beckert, 2020; Beckert &
Berghoff, 2013). Accordingly, the product narratives
of “100% pure,” “aroma,” and the authenticity of
“natural” raw materials are the main narratives used
in online marketing to gain a positive reputation for
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essential oil products (Figure 4). This is inseparable
from natural products, often considered to contain
chemicals (Sudewi et al. 2020; Cahyono et al. 2020).
Building a reputation for the various values conveyed is
a marketing strategy to counteract negative judgments
from consumers, particularly in light of the widespread
illegal use of chemical drugs in traditional medicine
mixtures. Furthermore, the narrative leverages the
strength of environmentally friendly products to
cultivate a favorable reputation (Fatmawati & Amudi,
2023).

The issue of environmentally friendly products has
recently gained significant attention, with consumers
increasingly willing to pay a premium for these products
(Tezer & Bodur, 2020; Li & Kallaz, 2021; Dong, 2022).
For many businesses, it is crucial to understand that the
symbolic value associated with natural raw materials
is not merely additional information but has long-term
implications for perceptions of comfort and product
safety in the online market. By considering these
values as market preferences, risks such as low demand
and price decreases can be avoided (Beckert, 2020).
Reflects a market shift that can be embraced in the
digital marketplace, where the value of natural products
can emerge as a prominent strength. It is undeniable
that this will increasingly become a significant
force as consumer attention towards environmental
sustainability grows within the context of global
economics and new market trends (Sriyono et al.
2021). Furthermore, the value of these natural products
enables the transformation of pricing into more stable
terms due to their significant value and increasing
urgency. Thus, market uncertainties regarding essential
oil prices can find resolution, although safety remains
the foremost concern.

When viewed within the market context, “product
safety” emerges as a marketing innovation that
consumers can access. In this situation, marketers fortify
their marketing innovation to address the ambiguity
surrounding product quality information, rendering
comprehensive product information a viable market
solution (Beckert, 2021; Beckert & Bronk, 2019). To

EINA

provide legitimacy to their products’ “safe” value,
sellers assure consumers that essential oil products
have passed a series of tests and received a distribution
permit from the Food and Drug Administration
(BPOM). As the state agency providing this legitimacy,
BPOM is crucial in building a market reputation.

In this case, state involvement influences market
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institutions to ensure consumer safety against products
that use chemical mixtures. As Aziz (2020) explained,
BPOM effectively provides security and protection to
consumers against products sold by business actors.
Marketing also employs the ‘“halal” narrative to
further persuade consumers of the offered products.
Thus, this discursively shaped pursuit of essential oil
product safety is sought to justify the quality provided
by considering product safety (Boltanski & Esquerre,
2016).

Essential oil product sellers integrate various values
in their marketing strategies, focusing not only on
functional value but also emphasizing aspects beyond
functionality, such as the safety and legality of the
essential oils they sell. Additionally, they highlight
other attribute values, including the social value of
the product. We refer to this concept as “building
second-order reputation,” a more advanced idea than
Beckert’s (2020) notion of popularity. This concept
involves sellers leveraging their marketing skills
to establish product reputation, which can enhance
functional value or delve deeper into its market value
in the digital space. Our research hypothesis posits that
values other than functionality are widely applied by
sellers. Furthermore, we can develop these findings
to better understand how essential oil product sellers
can effectively communicate their product values to
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consumers. By exploring all values associated with
the product, not just its functionality, we can build
reputation strength in this context. This approach can
address vulnerabilities related to trust in essential
oil products, such as a lack of confidence in product
attribute values.

Online

Solving  Uncertainty Problems at

Marketplace

The transition of the market into the digital era has
driven innovation in essential oil product marketing
to become increasingly competitive. Beyond
controversies surrounding their quality, consumers
are now highly attentive to various aspects of product
safety. This focus is crucial as natural products from
small businesses often face scrutiny due to less
stringent standardization and quality control (Gandhi
etal. 2021; Dutta et al. 2021). In this context, producers
and sellers must find solutions to reassure consumers,
especially to ensure future sustainability regarding
product safety and other supporting attributes that can
reinforce consumer preferences in addition to their
functional value. It is essential to continue addressing
previously unmet market institutional needs and to
create new, more significant opportunities for profit
(Beckert, 2016).

_metode

aromaterapi

Figure 4. TNA analysis for marketing essential oil products
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In the findings of this research, the value of essential
oil products highlighted by sellers primarily consists
of attributes that need to be continuously elaborated
with supporting evidence, such as certifications or
other legal endorsements. In this regard, product
quality assurance can serve as a guideline for sellers
to present to consumers not only in written form but
also through other features such as images, videos,
or digital certificates that consumers can publicly
access. This aims to further convince consumers of the
narratives being built, such as “aroma,” “pure,” and
“natural.” Authentic evidence that can be attached to
the marketing of products by sellers in e-commerce has
been shown in many findings to influence performance
and reputation mechanisms, where consumers have
increasingly strong confidence in natural products
(Xue et al. 2023).

This information content becomes crucial in addressing
the issue of uncertainty so that what Beckert (2020)
calls product confidence that surpasses trust can be
achieved. Ultimately, the online market ecosystem will
not systematically face safety assurance constraints
when purchasing products. Nevertheless, consideration
of consumer ratings also becomes essential, as this role
directly determines market acceptance since consumers
can learn from others’ experiences about product
quality beforehand. In this regard, positive and negative
feedback will serve as quality signals for other potential
buyers (Filieri et al. 2021; Karabas et al. 2021). As an
initial step to resolve uncertainty issues in essential oil
products, supplementing information with attached
product certificates becomes a key factor. This step will
help enhance consumer trust and provide assurance
of product quality. Further research should elaborate
on electronic word of mouth (e-WOM) to observe
direct responses to uncertainty issues, considering that
e-WOM significantly shapes consumer perceptions and
confidence in products.

In addition, online marketing can also help create a
safe and reassuring product image for consumers.
Manufacturers can build consumer confidence in their
essential oil products by providing clear information
on quality, certification, and safe production processes.
Even in an evolving market field, sellers gain “not only
the trust of consumers but also product confidence”
(Beckert, 2020). Thus, the digital market is a potential
field for marketing essential oil-based products. The
right marketing strategy could boost their sales and
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market performance. Bronk and Beckert (2019) assert
that a new ‘narrative economy’ is needed to shape the
social constructions within market functions during
uncertain market conditions. Market narratives are
crucial in understanding the sociology of markets,
particularly in online market competition using digital
platforms.

Utilizing online marketplace platforms as a primary
marketing channel has become an increasingly
important strategy for sellers of essential oil products,
given the various opportunities and significant growth
in this sector. With the advent of online marketplace
platforms, early entreprencurs who previously had
difficulty accessing the market can now more easily
market their products. This opens up new opportunities
for business growth and helps increase competitiveness
and brand exposure for essential oil industry players.
Therefore, utilizing online marketplace platforms
promises significant benefits for businesses in the
industry, allowing them to expand their market
footprint and increase customer engagement efficiently
and effectively.

Managerial Implication

The managerial implications of this research indicate
that producers or sellers of essential oil-based products
need to enhance product standards and quality control
to meet heightened expectations for product safety
and quality. Transparency plays a pivotal role, as
providing verifiable information, such as certifications
and digital certificates accessible to consumers, can
effectively address market uncertainty. Consequently,
essential oil-based products can be acknowledged for
their functional benefits and robust reputation as high-
quality and safe products. In the long run, this will be
beneficial in encouraging the Downstream Industry
of Essential Oils (IHMA) to expand and gain a wider
market share globally.

CONCLUSIONS AND RECOMMENDATIONS
Conclusions

This research identifies marketing strategies for
essential oil products that emphasize not only their

functional value, benefits, and ingredients but also
go beyond many findings that highlight essential oils
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merely reinforcing their marketing in terms of their
functional benefits while neglecting the social and
symbolic values of products using natural ingredients
and resources. This includes a marketing strategy
aimed at gaining consumer trust in e-commerce.
According to the findings, stakeholder involvement
is essential in guaranteeing the safety of essential oils
for consumption. Ultimately, effective marketing by
exploring these values demonstrates that sellers of
essential oil products are primarily concerned with
addressing market uncertainty vulnerabilities in online
platforms related to essential oils, rather than solely
focusing on their functional value.

Recommendations

The online marketplace is a product marketing tool
that offers convenience and wider opportunities for
downstream essential oil products. Strengthening the
skills of business actors needs attention when facing
the dynamics of an increasingly growing e-commerce
amid increasingly competitive market competition
and challenges. Ensuring that early business actors
in the downstream essential oil industry involved in
the market get great opportunities and opportunities
is a concentration that many parties must consider,
especially the government, which is aggressively
strengthening and integrating the upstream-downstream
value chain of the ITHMA sector to strengthen the
economic value of rural people through industrial
partnership programs. The online marketplace field
must be considered and needs to be the main work that
can be encouraged by the government to improve the
quality of the downstream essential oil industry.

For future researchers, this study has limitations in
parsing e-wom formed in the online marketplace,
thereby hindering the identification of marketing
effectiveness. Further exploration into this area
would significantly propel the advancement of this
industry. It is recommended to focus on developing
more profound and holistic analytical methods for
e-wom, as well as conducting comparative research
across various platforms or types of online markets.
Additionally, considering contextual factors that may
influence e-wom and its impact on consumer behavior
could also be a valuable direction for research. This
approach promises more comprehensive findings and a
meaningful contribution to understanding how e-wom
shapes marketing effectiveness in online markets.
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