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Abstract: The rapid digitization of the Islamic economy has birthed a complex
tension between religious idealism and market pragmatism. This study
investigates the hierarchy of purchase determinants among Generation Z
Muslims in Surabaya, specifically within the Shopee fashion ecosystem.
Employing a quantitative explanatory design with 100 respondents, this
research utilizes multiple linear regression to analyze the contestation between
utilitarian variables (Product Quality and Price) and theological variables
(Halal Awareness). The findings reveal a striking paradox: while the model
collectively predicts 88.4% of purchase decisions, Halal Awareness fails to
demonstrate statistical significance (p > 0.05). Conversely, Product Quality
and Price emerge as absolute determinants with high levels of significance.
These results challenge the prevailing assumption of blind faith-based loyalty,
suggesting a paradigm shift towards “Pragmatic-Religious Consumption.”
Generation Z operates as rational economic actors who prioritize visual
aesthetics and cost efficiency over formal religious labeling in the context of
fashion. Consequently, the industry must pivot from symbolic religious
marketing to substantive value creation to capture this critical demographic.
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Introduction

The transformation of the commercial landscape from conventional
face-to-face interactions to a digital ecosystem (e-commerce) has drastically
changed consumers’ fundamental behavior (Riswanto et al., 2024). In
Indonesia, this acceleration is driven by Generation Z, who have an open,
practical mindset and are highly dependent on internet technology to support
their lifestyles (Aprilliani, 2022; Salsabilah & Sukardani, 2024). As the
platform with the highest number of visits, Shopee has successfully capitalized
on this shift by offering thousands of visual stimuli that make shopping
decisions easier than traditional methods (Akmala & Ridlwan, 2022).
However, this convenience has created a new paradox: consumption behavior
is no longer driven solely by functional needs, but also by viral trends and the
convenience offered by social media features and the marketplace itself.

In the specific context of the Islamic economy, integrating religious
values into digital platforms presents complex dynamics. Shopee responded
to high demand from the Muslim market—which accounts for 86.63% of
halal products—by launching the “Shopee Barokah” feature as a one-stop
solution to guarantee a halal ecosystem (Juliana et al., 2022). The presence of
this feature aligns with the rapidly growing halal lifestyle trend and encourages
public awareness of the importance of certified products (Berning, 2009; F.
W. Putri & Putranto, 2024). However, there is a problematic gap in the field:
the literature shows that halal awareness among consumers and SME
producers in Indonesia remains low, with many consumers reluctant to verify
product halal status and producers neglecting certification. This indicates that
the “sharia” label in the application may not yet be fully internalized in
consumers’ cognitive awareness.

Tensions escalate when religious variables clash with rational variables
such as product quality and transaction risk. On the one hand, product
quality is a strategic element that is difficult to imitate and crucial for building
customer trust (Sabila & Kusumaningrum, 2020). On the other hand, the
online ecosystem is fraught with uncertainty; data from the Ministry of Trade
records 93% of consumer complaints related to e-commerce, ranging from
damaged goods to incorrect orders (“93% Pengaduan Ke Kemendag Diisi
Konsumen E-Commerce,” 2023). Given the demographic situation in East
Java and Surabaya, where the majority of the population is Muslim and has a
large Gen Z population of 481,030 people (Lestari et al., 2022), consumers
face a dilemma: prioritizing religious sentiment (halal) or transactional
security (quality and price).
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Based on this contradictory phenomenon, this study focuses on
investigating the determinants of Generation Z’s decision to purchase fashion
products in Surabaya. This study rejects the single assumption that Muslim
consumers are automatically loyal to halal products. Instead, this research
proposes a problem formulation regarding the simultaneous and partial
influence of product quality, price, and halal awareness in the Shopee
ecosystem. The aim is to test whether the halal label can remain a top priority
or be displaced by the pragmatism of quality and price amid the onslaught of
a competitive digital market.

The significance of this study lies in its attempt to analyze the “hybrid”
behavior of Generation Z, who live between theological demands and
economic rationality. These findings are expected to contribute theoretically
to the literature on Muslim consumer preference hierarchies in digital
marketing, while also providing practical implications for the fashion industry
in Surabaya, enabling it to design strategies that rely not only on halal labels
but also on superior quality and competitive prices.

Method

This study employs a quantitative, explanatory design to test the
influence of independent variables on dependent variables. The research
location is centered in the city of Surabaya, with a population focused on
Generation Z, given the demographic dominance of this group in the use of
digital technology. The sampling technique used purposive sampling under the
category of non-probability sampling (Sugiyono, 2013), with inclusion criteria
including respondents aged between 15 and 24 years old, residing in
Surabaya, and having active experience in transacting fashion products on the
Shopee platform. Based on this sampling framework, this study involved 100
valid respondents as subjects for analysis.

The main data collection instrument was a structured online
questionnaire, in which each statement item was measured on a five-point
Likert scale to obtain precise data (Sekaran & Bougie, 2016). The collected
primary data were then processed using multiple linear regression techniques
in SPSS to predict the direction of the relationship between variables
(Ghozali, 2006). The data analysis process included instrument testing
(validity and reliability), classical assumption testing to ensure the model was
free from bias, and hypothesis testing through partial testing (t-test) and
simultaneous testing (F-test) to empirically verify the significance of the
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influence of product quality, price, and halal awareness on purchasing
decisions.

The Hegemony of Rationality: The Dominance of Visual Quality and
Price Logic in the Digital Ecosystem

The statistical findings in this study reveal a fundamental phenomenon
in the economic behavior of Generation Z in Surabaya: the prevalence of a
rationality that prioritizes utilitarian values above all else. Based on a multiple
linear regression analysis, the variables Product Quality (X1) and Price (X2)
were the most dominant determinants of purchasing decisions for fashion
products on the Shopee platform. The data show that Product Quality has
the highest regression coefficient, with a t-value of 5.454 and a significance
level of 0.000, while Price has the second-highest t-value, 4.067, and a
significance level of 0.000. These two variables convincingly exceed the
statistical significance threshold, an empirical fact that confirms that in the
digital ecosystem, young consumers operate with strict calculative logic. They
prioritize physical attributes and cost efficiency as key considerations, a
pattern that reinforces their position as critical rational actors regarding the
exchange value of money and product benefits (Kotler & Armstrong, 2017).

The dominance of the Product Quality variable in this study provides
interesting insights into the transformation of quality perception in online
shopping (Choudhuri, 2018; Maidiana & Hidayat, 2021). In conventional
trade interactions, quality is assessed through physical touch (tactile
experience), but in the Shopee ecosystem, quality perception has shifted to a
purely visual experience. The strong influence of product quality on
purchasing decisions indicates that Generation Z has sharp visual literacy.
They can translate a series of product photo pixels, material descriptions, and
other user reviews into a valid conclusion about the item’s quality. For digital
consumers, quality is not just about the durability of physical materials; it also
includes the alignment between the expectations built by digital visualization
and the reality of the product received. E-commerce platforms facilitate this
quality validation through transparent rating and testimonial features, so that
consumers feel they have sufficient control over information to mitigate the
risk of product incompatibility.
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Table 1. t-test

Coefficients®

Standardized
Unstandardized Coefficients  Coefficients

Model B Std. Error Beta t Sig.

1 (Constant) -.168 435 -.387 .700
x1 191 .035 495 5.454 .000
x2 133 .033 420 4.067 .000
x3 .022 .026 .052 .839 403

a. Dependent Variable: y

The very high statistical significance of this quality variable also
debunks the stereotype that young consumers are impulsive and easily swayed
by trends alone. On the contrary, these findings paint a picture of highly
demanding consumers. They want fashion products that meet high aesthetic
and functional standards. In the context of fashion, stitching quality, material
comfort, and model accuracy are absolute prerequisites for a transaction
(Ferrero, 2008; Zou et al., 2022). When a product fails to meet visual
standards or receives poor quality reviews, consumers will immediately switch
to thousands of other options available with just one swipe of the screen. This
behavior reflects the cruel mechanism of digital natural selection, where low-
quality products are automatically eliminated by consumer preference
algorithms oriented toward superior quality.

Parallel to the dominance of quality, the Price variable (X2), which
shows a highly significant influence, further strengthens the argument for the
economic rationality of Generation Z. The t-value of 4.067 confirms that
price is a crucial element that serves as the primary filter in the decision-
making process. Generation Z in Surabaya, most of whom are students or
early-career workers, face real budget constraints but also have high lifestyle
aspirations. The tension between limited purchasing power and the desire to
look fashionable is resolved through aggressive price comparison mechanisms.
The Shopee platform provides an architecture that enables price comparisons
between stores in seconds. In this environment, young consumers take
advantage of price transparency to maximize their budget utility, seeking the
best balance between the price they pay and the value they obtain (value for
money) (Tjiptono, 2020).
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This pricing logic is further reinforced by the culture of flash sales,
twin-date discounts, and shipping subsidies characteristic of marketplaces.
This economic incentive structure trains consumers to become strategic value
hunters. They are willing to wait for specific promotional periods or compare
prices across stores to get the lowest price difference for products with similar
specifications. This behavior shows that, in the eyes of Generation Z, price is
not just a nominal amount to be spent, but a competitive variable to be won.
This high price sensitivity is proof that economic considerations fully control
their shopping psychology (Ambali & Bakar, 2014; Awan et al., 2015). The
decision to press the “buy” button results from instant mathematical
calculations, in which the perception of financial gain (savings) is the main
driver.

The simultaneous and massive influence of quality and price indicates
that Rational Choice Theory operates perfectly in the digital space (Kolmakov
et al., 2025; Zengi & Aydin, 2025). This theory postulates that individuals
will always make decisions that maximize personal gain and minimize costs or
risks. In the context of purchasing fashion items on Shopee, profit is defined
as acquiring high-quality products (aesthetic and functional satisfaction),
while costs are minimized by selecting the most competitive prices. These
findings position Generation Z as pragmatic Homo Economicus. They view
shopping as a logical transaction, not an emotional or spiritual activity. The
fact that these two utilitarian variables (quality and price) are so dominant
leaves little room for non-economic or symbolic variables to influence
purchasing decisions.

Furthermore, this hegemony of rationality reflects the characteristics of
the internet medium itself, which is secular and transactional. Unlike
traditional markets, which may still leave room for emotional relationships
between sellers and buyers, marketplaces are arenas for data and numbers.
Products are presented as objects with measurable specifications and
comparable prices. Generation Z consumers, who grew up with the internet
(digital natives), have internalized this algorithmic logic into their mindset.
They are accustomed to processing product information analytically,
dissecting specifications, and calculating total costs down to the last digit. As
a result, their preferences have become highly objective and oriented toward
the concrete data displayed on the screen.

This dominance in quality and price also sends an important signal to
players in the Muslim fashion industry. These findings imply that a successful
marketing narrative is one that convinces consumers of a product’s substantial
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superiority. Consumers demand tangible proof of quality and fair pricing, not
just abstract promises. Sales success is determined by the manufacturer’s
ability to present honest, attractive product visuals and a pricing strategy that
can compete in a highly saturated market (red ocean). In the fierce competition
on Shopee, consumer loyalty is difficult to build without a foundation of
satisfaction with physical quality and fair pricing.

The sociological implications of these findings indicate a shift in
consumption patterns, where utility value and exchange value dominate the
structure of consumer consciousness. For Generation Z in Surabaya, fashion
is an instrument of self-expression that must be obtained as efficiently as
possible. They refuse to compromise on quality for the sake of low prices, and
they refuse to pay high prices without a guarantee of quality. They demand
both at once: premium quality at the lowest prices. This paradoxical demand
can only be met by businesses with high operational efficiency and strict
quality control. This reality underscores that the digital market is highly
rational, where sentiments beyond quality and price are often overshadowed
by cold profit-and-loss calculations.

Thus, the established hypothesis of the significant influence of product
quality and pricing provides the basis for arguing that the behavior of
Generation Z consumers in Surabaya is highly pragmatic. They navigate
thousands of product choices on Shopee with a compass of rationality, seeking
the best combination of visual aesthetics and wallet efficiency. This finding
runs counter to the view that might assume identity factors or blind brand
loyalty are the primary drivers. The data speaks otherwise: quality and price
are the twin kings that rule purchasing decisions, dictate preferences, and
determine which products end up in the shopping cart and which are left
behind. This phenomenon provides a gateway to further understanding why
other variables of a normative or theological nature lose their grip in the face
of such strong market logic.

The Halal Consciousness Paradox: The Fading of Theological
Determination in Fashion Products

The most controversial and counterintuitive finding in this study
emerged from statistical analysis of the Halal Awareness variable. Contrary to
theoretical assumptions that place religiosity as the main compass for Muslim
consumer behavior, empirical data show that this variable fails to contribute
significantly to purchasing decisions. The partial test (t-test) yielded a very
low coefficient value (t = 0.839), well below the required t-table threshold.
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Furthermore, the significance value of 0.403 provides mathematical proof
that the hypothesis of a positive influence of halal awareness must be rejected.
In the context of Generation Z shopping for fashion products on Shopee, the
“halal” label or sharia awareness apparently operates as a neutral or even
passive variable, overwhelmingly dominated by utilitarian variables such as
quality and price. This fact presents an academic anomaly that demands a re-
reading of the construction of consumer religiosity in the digital age.

The insignificance of this variable opens the door to an in-depth
discussion of the hierarchy of priorities in contemporary Muslim consumer
psychology. Classical Islamic marketing literature often postulates that
compliance with religious law is absolute and cross-sectoral. However, these
findings indicate that halal sensitivity is contextual and elastic, highly
dependent on the product category consumed. Consumers seem to apply
pragmatic double standards: strict on food products (dietary requirements)
but lenient on fashion products. In food products, the risk of haram is directly
related to the biological and spiritual purity of the body, making it a fardu
ain (absolute individual obligation). In contrast, in fashion products, the issue
of halal is often in a lighter gray area or shubhat. Generation Z views clothing
more as an instrument to cover the aurat (visual function) than as an object
whose dyes or washing processes must be forensically examined (Liaqat,
2023). As a result, their attention is diverted from aspects of sharia compliance
to the platform’s visual aesthetics.

This phenomenon can also be explained through the perspective of
“Implicit Faith.” Living in Indonesia, the country with the largest Muslim
population in the world, shapes consumers’ subconscious to believe that
products circulating in the local market—especially those from MSMEs—are
by defauls halal unless proven otherwise (Ahmadiyah et al., 2022; I. S. Putri
& Daryanti, 2020). This fundamental belief makes Generation Z feel secure
without the need for active verification. Halal labels or certifications on
Shopee ultimately lose their functional urgency. Consumers consider the
existence of the “Shopee Barokah” feature or Muslim store claims as a
completed institutional guarantee, freeing themselves from the cognitive
burden of checking halal status every time they shop. Halal awareness remains
within them as an identity, but in the specific transactional moment of
purchasing clothing, that awareness “sleeps” and hands over decision-making
control to more pressing economic variables.

In addition, the fading influence of halal awareness reflects a process of
partial secularization in online shopping mechanisms. E-commerce platforms
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such as Shopee are designed with algorithms that prioritize visualism and
speed. In this fast-paced ecosystem, abstract and theological attributes such as
“halal” struggle to compete with concrete, visual attributes like “50%
discount” or “latest model.” Consumers’ brains are programmed by app
interfaces to respond to eye-catching visual stimuli and wallet-friendly
numerical stimuli. The halal label, which is often just a small logo or text in
the description, is drowned out in the sea of visual product information. For
Generation Z, who have a short attention span, elements that do not provide
instant gratification or immediate benefits tend to be overlooked in the final
decision-making process.

This dynamic also reveals the unique religious characteristics of
Generation Z, which some sociologists refer to as “Post-Islamism” or hybrid
religiosity. This generation is very expressive in showing their Islamic identity
through fashion (modest fashion), but they refuse to be trapped in rigid
formalism and certification. For them, buying clothes that are modest, cover
the aurat, and are trendy is enough to meet the definition of “halal” in their
lifestyle dictionary. What they need is fashion that facilitates the expression of
public piety, not fashion that burdens them with complicated theological
requirements. Therefore, when a product offers good design (Quality) and
affordability (Price), it already meets the criteria for “culturally halal,” even
though the variable of halal awareness is not statistically recorded as a
purchasing driver. This is a form of religious pragmatism where substance
(covering the aurat beautifully) is prioritized over formality (certification
logos).

These findings offer sharp criticism of marketing strategies that rely too
heavily on the commodification of religion without a substantive product.
Many businesses assume that by attaching an Islamic or halal label, consumers
will automatically be loyal. The research data strongly refute this assumption.
The digital market is meritocratic: the best products win, not the most
“pious.” The failure of the halal awareness variable to be significant signals
that consumers are already smart enough to sort things out. They separate
religious sentiment from business transactional decisions. Their loyalty must
be won with neat stitching and reasonable prices, not just sharia jargon.

Furthermore, the neutrality of this halal awareness variable can also be
interpreted as a criticism of the effectiveness of halal certification
communication on non-food products. It is possible that Generation Z
consumers actually care, but they experience confusion or misunderstanding

about halal standards in fabrics and fashion logistics. The lack of in-depth
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literacy regarding the urgency of halal in usables makes this variable weak. If
the industry wants this variable to become an important determinant in the
future, massive market education is needed to change the perception that halal
in clothing is just as critical as halal in meat. Without perceived urgency, this
variable will remain a supplementary factor in the purchase decision regression
model.

Opverall, this chapter confirms that Generation Z is a complex
consumer. They navigate the digital marketplace with strong economic
rationality, allowing their religious identity to operate in the background as a
general moral value rather than as a rigid technical filter. Their purchasing
decisions are a manifestation of the ongoing negotiation between the desire to
look stylish, financial constraints, and fluid religious beliefs. In this
negotiation, for the case of fashion products on Shopee, market logic has
proven to be the winner over religious formalism.

Reconstructing Muslim Consumer Behavior: A Shift from Faith-Based to
Pragmatic Consumption

The synthesis of this research culminates in a new theoretical
formulation regarding the fundamental transformation of Islamic economic
behavior amid the wave of digitalization. Statistical validation via
Simultaneous Testing (F Test) yielded an extremely high F value of 244.004,
with a significance level of 0.000.

Table 2. f-test

ANOVA*?
Sum of Mean
Model Squares df Square F Sig.
1 Regression 368.220 3 122.740  244.00 .000°
4

Residual 48.290 96 .503

Total 416.510 99
a. Dependent Variable: y
b. Predictors: (Constant), x3, x1, x2

This figure provides solid empirical evidence that the three
independent variables tested—Product Quality, Price, and Halal
Awareness—collectively have absolute predictive power over purchasing
decisions. The power of this regression model is further confirmed by the
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Determination Coefficient (R2) value, which reaches a fantastic 0.884. This
statistic indicates that 88.4% of the variance in Generation Z’s purchasing
decisions on Shopee can be accurately explained by this model, leaving very
little unexplained variance for other variables outside the model.

Table 3. Coefficient of Determination (R2)

Model Summary
Model R R Square Adjusted R Square Std. Error of the Estimate
1 .940° .884 .880 .70924
a. Predictors: (Constant), x3, x1, x2

Given the findings in the previous sub-chapter that placed halal
awareness as a partially insignificant variable, the magnitude of this
determination was largely driven by the dominance of secular-utilitarian
variables, namely quality and price. This data reality provides the ontological
basis for declaring a paradigm shift in consumption from what was originally
assumed to be faith-based to entirely value-based, pragmatic consumption.

The dominance of rational elements in this regression model marks the
birth of a new consumer entity, defined as “Rational-Pragmatic Muslim
Consumers.” This profile stands as the antithesis to the construct of
“Ideological Muslim Consumers” that has dominated classical Islamic
marketing literature. This new type of consumer maintains Islamic identity as
a moral basis, but in operationalizing economic decisions, they apply a strict,
calculative efficiency logic. The high R2 value shows that Generation Z
behavior follows a highly structured, systematic, and predictable pattern: they
will always purchase products that offer the best balance between quality
visualization and price competition. In this cognitive scheme, religion is
present as an ethical framework that envelops behavior (contextual
framework) but ceases to function as a transactional veto mechanism in the
fashion product category. The halal label functions only as a passive attribute
or complement, while quality and price act as active determinants that drive
consumers to complete transactions in their shopping carts.

This phenomenon confirms the occurrence of a partial desacralization
process in the hierarchy of contemporary Muslim consumers’ needs. In the
previous decade, sharia compliance was often presented by academics as the
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supreme variable capable of overriding other variables. These findings revise
that view by showing that, in a hyper-competitive marketplace, the position
of supremacy has shifted. Product quality and price now occupy the top of
the preference pyramid. Young consumers view high-quality fashion products
at reasonable prices as embodying the value of “substantial halal”—that is, the
principle of honesty (shidq) in product specifications and the principle of
fairness (al-'adalah) in pricing. Generation Z’s pursuit of physical quality and
price efficiency can be interpreted as a manifestation of Islamic values that are
more substantive and functional, going beyond mere obsession with formal
halal labels that are symbolic and administrative.

Furthermore, the simultaneous influence of quality and price variables
reflects the workings of “Technological Determinism” in reshaping shopping
behavior. The Shopee platform, with its sophisticated algorithmic
architecture, trains consumers’ cognition to always be oriented towards visual
and numerical comparisons. Features such as “Sort by Lowest Price,” “Similar
Products,” and five-star review columns systematically direct users’ focus to
measurable attributes (tangible metrics). This technical environment slowly
erodes loyalty rooted in emotions or religious affiliation, replacing it with
performance-based loyalty. Consumers are conditioned to be loyal to value,
not to identity labels. In the long term, this forces the entire halal industry
ecosystem to raise its quality standards to be on par with global standards, so
that halal products are chosen for their real comparative advantages, not solely
for their claims of purity.

This reality demands a fundamental revision of the Theory of Islamic
Consumer Behavior. Established theories need to broaden their scope of
analysis to accommodate the flexibility and fluidity of consumer behavior in
the digital age. Religiousness must be understood as a dynamic variable, not
a static or monolithic one. It interacts in complex ways with situational
variables (online platforms), product categories (high-involvement vs. low-
involvement), and demographic conditions (Gen Z vs. Boomers). In
interactions with fashion products, the variable of economic rationality has
been shown to take full control. This phenomenon reflects the maturity of
Muslim markets, which are increasingly savvy and autonomous, able to
separate ritual obedience from commercial decisions. For them, buying
competitively priced, premium quality clothing without an explicit halal label
is still a legitimate and moral economic act, as long as it does not violate
fundamental sharia principles (such as covering the aurat).
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The managerial implications of these findings serve as a stark warning
to players in the modest fashion industry. The era of “symbolic marketing”—
where manufacturers could reap profits simply by exploiting religious symbols
and hijrah jargon—is over. The market now demands “Substantive
Marketing.” Competitive advantage on the digital platform can only be
achieved through real product innovation: the selection of superior textile
materials, aesthetic designs that follow global trends, and aggressive, efficient
pricing strategies. Businesses need to realize that halal certification is merely
an entry ticket (hygiene factor) to operate in the Muslim market, but victory
in competition is determined entirely by product and price superiority.
Marketing strategies must transform from emotional narratives (“Buy because
we are fellow Muslims”) to professional narratives (“Buy because our products
are the best in terms of quality and price”).

The high coefficient of determination of this model also highlights the
phenomenon of “Rational Commodification” among Generation Z. They
treat online shopping as a serious self-management project. Every rupiah spent
must generate maximum utility. This critical atticude has emerged as an
adaptive response to global economic uncertainty and fierce competition in
lifestyle on social media. In this context, halal labels that are not accompanied
by physical proof of quality are considered a form of information inefficiency.
Consumers need concrete evidence that can be seen (product visuals) and
calculated (price), not abstract claims that are difficult to verify. Therefore,
producers who can provide transparent information on quality and offer the
best prices will win the absolute trust of consumers, as indicated by the
significance value of 0.000 for the variables of quality and price.

This discovery also opens up a new discourse on the future of the
Islamic economy in Indonesia. The focus of Islamic economic development
must immediately shift from a formal-legalistic approach (mass certification)
to a substantial-productive approach (improving industry quality). If the halal
industry is only busy with labeling rather than improving supply chain,
production efficiency, and quality standards, then halal products will
continue to lose out to cheaper, higher-quality imported products. Rational
Muslim consumers will continue to choose high-quality non-labeled products
over inferior labeled products. The data from this study sends a clear message:
consumers’ religious patriotism has economic limits. When the difference
between quality and price is too great, rationality will always prevail over
religious sentiment.
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In conclusion, this study confirms that the new face of Muslim
consumption is one of intelligent pragmatism. The integration of Islamic
values and modernity occurs through objective market mechanisms.
Generation Z in Surabaya has proven through their shopping preferences that
being pious and being fashionable and economical are not mutually exclusive.
They unite the two by demanding that the market offer products that meet
dual standards: Sharia standards (modesty) and market standards (high
quality and affordability). This is an era in which “Halal” must transform into
“Halal plus Thayyib” (good/high quality) in the truest sense. A halal label
without quality is an empty promise that will be abandoned by increasingly
empowered and critical digital consumers.

Concluding Remarks

This study successfully validated the dominance of economic
rationality logic in the decision-making structure of Generation Z in
Surabaya. Statistical analysis confirms that the variables of Product Quality
and Price have absolute control over shopping preferences on the Shopee
platform, as reflected in the model’s determination contribution, which
reached 88.4%. This strong simultaneous influence indicates that young
consumers place utilitarian value and visual satisfaction as their highest
priorities above other sentiments. They operate as calculative economic actors,
where every transaction decision boils down to a strict comparison between
the physical quality of goods and cost efficiency. The hegemony of these
secular variables marks the maturity of consumer behavior, which can separate
religious emotions from objective profit-loss calculations, placing digital
platforms as arenas where market logic operates in full force.

Conversely, the Halal Awareness variable’s position below the
threshold of significance offers critical theoretical insights into contemporary
consumption behavior. This data reality shows that theological labels on
fashion products operate passively or latently in consumer cognition.
Generation Z tends to view the halal aspect of clothing as a secondary element,
less urgent than physical attributes and price. This condition reflects a process
of partial desacralization, in which religious symbols lose their transactional
power when confronted with marketplace algorithms that glorify visualism.
Consumers seem to adopt the implicit belief that products in the domestic
market automatically meet basic standards, so their cognitive attention shifts
entirely to utility and aesthetics.
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The implications of this paradigm shift require the modest fashion
industry to undergo a fundamental strategic transformation. The era of
marketing that relied solely on religious symbolic narratives has lost its
relevance. Success in the digital market now depends entirely on
manufacturers’ ability to deliver products with superior materials and
competitive pricing. The industry needs to understand that Generation Z
practices pragmatic religiosity, seeking products that balance sharia
compliance with functional excellence. The future of the sharia economy lies
in the strength of real and innovative product substance, beyond the mere
formality of certification labels on paper.
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