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Abstract 

 

The purpose of this study is to explain the influence of fashion trends, promotions, and online shopping 

preferences on the purchasing decisions of Muslimah fashion products on TikTok. This research employs a 

quantitative approach with a non-probability sampling method due to the unknown population size, involving 

a sample of 96 respondents. The data used is primary data obtained from a digital questionnaire via Google 

Forms with a 5-point Likert scale. The distribution of this questionnaire was carried out via WhatsApp and 

Instagram. The data analysis method used the Partial Least Square (PLS) based Structural Equation Model 

(SEM) 4.1. The results indicate that fashion trends, promotions, and online shopping preferences 

significantly influence the purchasing decisions of Muslimah fashion products on TikTok in the Generation Z 

era. This study provides strategic recommendations for Muslimah fashion business actors to continue 

innovating in product design, optimizing promotions, and ensuring comfort and enhancing user experience in 

online shopping to attract and retain consumers 
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Introduction 

Indonesia, as the country with the second largest Muslim population in the world, has 236 million people 

who adhere to Islam. In these countries, Islamic values and norms greatly influence lifestyle, including in 

terms of clothing. Muslim clothing that includes clothing that is in accordance with Islamic law is the main 

choice for many Muslim women around the world. Fashion trends in Indonesia, especially for women of 

various ages, often experience significant changes following changes in fashion and style (Krisnaningsih, 

2024). 

Source: We Are Social  

Figure 1. Number of internet users in indonesia as of January 

 

The development of fashion trends cannot be separated from the existence of increasingly trendy 

technology, so that business actors try to take advantage of these technological developments as a means of 

ideas and innovation to create products (Farida & Setiawan, 2022). In recent years, Muslim fashion trends 

will experience a significant transformation. Muslim fashion now includes various types of clothing, such as 

hijab, gamis, abaya, and casual clothing that remains modest. In addition, many Muslim influencers and 

celebrities are involved in popularizing Muslim fashion through social media. Fashion trends are one of the 

key factors influencing purchasing decisions. Consumers, especially generation z, tend to look for products 

that not only meet sharia but also follow the latest trends. They want to appear stylish following fashion 

developments, so attractive and innovative designs are very important. One of the most important consumer 

groups in the fashion industry today is Generation Z, who were born between 1997 and 2012 who grew up in 

an era of digital and advanced technology that influences their behavior and personality (Nurhalim, 2022). 

Generation Z is the generation born after the millennial generation, this generation is a transitional generation 

from the millennial generation (Johannes et al., 2022). They tend to stand out by staying up-to-date on the 

latest items and adapting to changing times by keeping up with busy seasons (Mumtaz et al., 2022). 

In this era of globalization, economic development is marked by the existence of markets without 

territorial or international boundaries, the existence of a revolution in communication and information 
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technology has ultimately been able to create new media (online) (Mukaromah & Purnamasari, 2016). Tiktok 

has a lot of creative content, one of which is "poison outfit" or "Haul", which consistently contains unboxing 

videos or product reviews in online stores (Nabilla & Purnamasari, 2024). Based on research (Siti Khotijah & 

Krisna Mutiara Wati, 2024) it shows that the TikTok application makes it easy for consumers to receive the 

product information they need and makes it easier for consumers to make transactions through the payment 

methods provided by TikTok. 

Fashion trends are one of the key factors influencing purchasing decisions. In addition, promotions in 

marketing strategies also cannot be ignored. Attractive promotions such as discounts, product bundling, or 

special offers during a certain period can encourage consumers to make purchases. Tiktok, as a rising social 

media platform, has become an effective marketing channel. Promotion is one of the most frequently used 

methods by a company to stimulate primary demand for a product and selective demand for a product brand  

(Andika & Susanti, 2018). 

Based on research (Siti Khotijah & Krisna Mutiara Wati, 2024) it shows that the TikTok application 

makes it easy for consumers to receive the product information they need and makes it easier for consumers 

to make transactions through the payment methods provided by TikTok. Based on research (Khusaini & 

Riani, 2024),it was found that the main problems of TikTok Shop are related to trade regulations, potential 

monopolies, and economic impacts on UMKM. The negative impacts of TikTok Shop include a decrease in 

UMKM sales, while the positive impacts include better consumer protection opportunities and opportunities 

for other platforms to grow, ease of access, and creating a more practical shopping experience. Based on 

research conducted by (Ardiyono et al., 2024) it shows that digitalization, especially through the TikTok 

platform, offers great opportunities for UMKM in overcoming marketing limitations. 

Generation Z tends to look for online shopping references before making a purchase. Just by using a 

mobile device or computer, consumers can access various e-commerce platforms anytime and anywhere. 

Online shopping preferences are influenced by various factors, including convenience, accessibility, and the 

variety of products offered. One of the main reasons why consumers choose online shopping is the 

convenience offered. Consumers do not have to come to offline stores, consumers only need to visit the 

intended online shopping site and select the items they want to buy (Dur et al., 2020). 

 

Literature Review 

Generation Z 

Generation Z is a group of people born in 1997-2012 who grew up in a digital and technologically 

advanced era that influences their behavior and personality (Nurhalim, 2022). They are the first generation to 

grow up with internet access and digital technology from a young age. This generation is often identified 

with the term "digital native" because they have been very familiar with technology since childhood. One of 

the characteristics of generation z is an instant lifestyle, which allows them to do many things with the touch 

of a finger jari (Ginanjar et al., 2024). This situation facilitates digital marketing and is a major factor in the 

impact of changes in clothing styles, coupled with the phenomenon of globalization which is a trigger for 

significant changes in clothing patterns very quickly and this causes habits and tendencies of Generation Z to 

follow trends in an environment 

Generation Z is a unique generation with characteristics and consumer behavior based on previous 

generations. Generation Z with its digital skills is very familiar on various social media platforms, including 

TikTok. The use of social media such as Facebook, Twitter, Instagram, and TikTok is filled with various 

generations. If Facebook is more often used by generation x, then TikTok is dominated by generation z 

(Firamadhina & Krisnani, 2021). 
 

Tren Fashion 

Fashion or mode is a noun that refers to the latest variations of styles or trends that emerge in a certain 

period, including clothing styles, hairstyles, decorative motifs, and the like (Natasya et al., 2025). This is a 

current phenomenon related to new, up-to-date, and modern fashion and clothing styles. Fashion trends 

according to (Haq, 2022 in Hasanah et al., 2025) are current fashion trends that are not only used to meet 

daily needs, but are also used for a lifestyle. This fashion trend covers various aspects, including clothing, 

accessories, shoes, and hairstyles. Fashion trends can vary based on geographic location, culture, and time. 

With the development of Muslim fashion trends, it has resulted in an increase in sharia business because 

many designers continue to be innovative by presenting many designs that are in demand by Muslims and 

Muslimah (Sudarmi et al., 2024) 

According to (Haq, 2022 dalam Hasanah et al., 2025), the indicators of fashion trends are as follows, 

design variations, models that suit your wishes, designs that follow trends and color durability 
 

Promotion  

Promotion, in a business context, is a form of marketing communication that aims to inform, persuade, 

and remind consumers about the products or services offered by a company. The goal is to increase sales, 

build brands, and influence consumer behavior. Promotion is a communication activity carried out by an 

individual or a company with the wider community, where the goal is to introduce something 
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(goods/services/brands/companies) to the public and at the same time influence the wider community to buy 

and use the product (Ningrum et al., 2023).  

Promotion is one of the variables in the marketing mix that is very important for companies to implement 

in marketing products and services (Fahlevi et al., 2024). With good promotion, companies can design more 

effective marketing strategies and reach a wider audience, this shows that promotion is one of the key factors 

that drives purchasing actions (Ismiatun et al., 2022).  

According to Kotler and Armstrong (2016) in (Nuvia Ningsih et al., 2020), promotion indicators include, 

advertising, sales promotion, public relations and direct marketing 
 

Online Shopping Preferences 

Online shopping preference is the tendency or choice of consumers to make purchases through digital 

platforms such as e-commerce websites or mobile applications, compared to traditional shopping methods or 

visiting physical stores. Understanding consumer preferences is the first step in finding a practical way to 

describe the reasons why people choose one product over another (Musa & Nifita, 2019). Online shopping 

preferences include various factors that influence consumer decisions such as ease of access, product variety, 

price comparison, level of convenience, ease of payment, and online shopping habits. 

There are many ways that market place companies do to attract buyers' interest in shopping through their 

platforms, for example improving the quality of websites and sophisticated features, price competition and 

product quality, diversity of products sold and convenience in shopping, usually consumers will compare 

(comparative preferences) more than 1 marketplace before shopping (Ekonomi & Esa, 2021). The ease of 

obtaining accurate, precise and reliable information will also increase consumer convenience in online 

transactions and help consumers in getting a pleasant experience when shopping online (Burhanuddin, 2018). 

In addition, consumer preferences are very important in the process of easy and simple product transactions 

and delivery, especially in online sales systems (Diah, 2019).  

The indicators of online shopping preferences are as follows: ease of access, product variety, price 

comparison, convenience level, ease of payment and online shopping habits 
 

Purchasing Decision 

Purchasing decision is a process in which consumers identify products by finding information about a 

particular product or brand and evaluating how good the product and its alternatives are, to decide which 

product is most desired. Thus, the consumer's decision is to modify his choice to avoid risk (Nurliyanti et al., 

2022). Purchasing decision is an individual activity that is directly involved in making decisions to make 

purchases of products offered by sellers (RAHMI & NELLY, 2020). Purchasing decision is to identify all 

possible options to solve problems and assess the options systematically and objectively and the targets that 

determine the advantages and disadvantages of each (Gunarsih et al., 2021).  

Purchasing decisions are the realization of in-depth planning and consideration in choosing a product that 

involves solving complex problems about brands, quantities, places to buy, times to buy, and how to pay 

(Satria, 2023).  

According to (Kotler and Armstrong 2016 in Sari, 2021) there are five indicators that determine 

purchasing decisions, namely: product choice, brand choice, purchase amount, purchase time and payment 

method  

This research model aims to provide a deeper understanding of the relationship between research 

variables, where fashion trends, promotions and online shopping preferences can have a significant influence 

on purchasing decisions. 

 
Figure 2. Research Framework Behavior Of Muslim Z Generation Within Tiktok Application 
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Research Hypotheses 

H1 : Fashion trends have a significant effect on purchasing decisions for Muslim women's fashion products 

in generation Z. 

H2 : Promotions have a significant effect on purchasing decisions for Muslim women's fashion products in 

generation Z. 

H3 : Online shopping preferences have a significant effect on purchasing decisions for Muslim women's 

fashion products in generation Z. 
 

Methods 

Descriptive analysis is a form of research data analysis to test the generalization of research results based 

on one sample, which is carried out by testing descriptive hypotheses (Leni, 2017). Descriptive statistics are 

used to analyze data by presenting and describing it as it is without drawing general conclusions or making 

generalizations. This study used the Likert scale (1–5) to measure research variables. 

This study employed the SmartPLS Structural Equation Modeling (SEM) approach using Partial Least 

Squares (PLS) analysis. PLS is an analytical tool that explains the relationship between variables and is 

considered adequate because it employs bootstrapping or random resampling techniques. PLS analysis 

consists of two sub-models, namely the structural model or often called the inner model and the measurement 

model or often called the outer model (Irwan & Adam, 2020). 
 

Results and Discussion 

Respondent Characteristics 

Respondents in this study were female Muslim respondents born between 1997 and 2012. Generation Z 

are active TikTok users, and have purchased Muslim fashion products using the TikTok application at least 

once and are interested in following the latest trends. Based on the calculation results using the Cochran 

formula, the respondents in this study numbered 96 people. 

Respondents aged 22 years dominate with 20 people out of 96 samples, and student respondents dominate 

53 people out of 96 total respondents. According to the results of propositional sampling, 100% of 

respondents are active TikTok users, and 100% of respondents are Muslims. Based on gender, 100% of 

respondents are female and 100% of respondents have purchased Muslim fashion products on TikTok. 

Respondents with a shopping frequency of > 4 times a week dominate as many as 41 people out of a total of 

96 respondents, and respondents with income/pocket money > Rp 2,000,000 dominate as many as 48 people 

out of 96 total respondents. 
 

Evaluation of Measurement Model (Outer Model) 

The outer model is a measurement model to see the validity and reliability, consisting of reflective 

construct validity which is confirmatory in nature to show how well the results obtained from using a 

measuring instrument with reference to the theory used can define a construct, and reliability is carried out to 

show the internal consistency of the measuring instrument, namely by looking at the composite reliability 

value and Cronbach's alpha with a higher value, it will show the consistency value of each item in measuring 

the variable (Alifah et al., 2019) 
 

Reflective Indicator Loading 

Reflective indicator loading test is used to see the validity of the indicators of a variable contained in the 

research model. Reflective indicator loading test can be accepted if the external loading value is > 0.70. The 

SmartPLS version 4 data processing method is used to measure all available research indicators. Latent 

variables that are reflective. Using the SmartPls version 4 application, the test model used in this study is as 

follows: 

 
Source: Processed Data, SmartPLS , 2025 

Figure 3. Outer Model Behavior Of Muslim Z Generation Within Tiktok Application 
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Convergent Validity 

Convergent validity test is one of the tests in the outer model. Convergent validity test is used to assess or 

measure which construct can explain the correlation of each indicator using the AVE (Average Variance 

Extracted) value contained in each construct. The acceptable AVE value of drinks is > 0.50. 

 

Table 1. Convergent Validity 

 Average Variance Extracred (AVE) 

Tren Fashion (X1) 0.663 

Promotion (X2) 0.737 

Online Shopping Preferences (X3) 0.603 

Purchasing Decision (Y) 0.604 

Source: Processed Data, SmartPLS, 2025 

 

Discriminant Validity 

Discriminant validity is used to measure how far the discriminant validity of a co-construct is empirically 

different from other co-constructs in the structure of the research model. Heterotrait-monotrait ratio (HTMT) 

is used to assess discriminant validity. HTMT is the average value of the indicator correlation between co-

constructs. The recommended threshold value (Heinseiler, 2015) is below 0.85 or <0.85. 

 

Table 2. Discriminant Validity 

 Tren Fashion 

(X1) 

Promosi (X2) Preferensi 

Belanja Online 

(X3) 

Purchasing 

Decision (Y) 

Tren fashion (X1)     

Promosi (X2) 0.201    

Preferensi Belanja Online (X3) 0.173 0.210   

Purchasing Decision (Y) 0.295 0.522 0.531  
Source: Processed Data, SmartPLS , 2025 

 

Reliability Test 

Composite reliability values should exceed 0.7 for confirmatory research and be 0.6–0.7 for exploratory 

studies. Composite reliability measures the consistency of multiple indicators within a construct, ensuring 

that the model exhibits strong internal consistency. 

 

Table 3. Composite Reability 

 Cronbach’s 

alpha 

Composite 

reliability 

(rho_a) 

Composite 

reliability 

(rho_c) 

Average 

variance 

extracted 

(AVE) 

Tren Fashion (X1) 0.876 0.946 0.907 0.663 

Promosi (X2) 0.881 0.905 0.918 0.737 

Preferensi Belanja Online (X3) 0.837 0.857 0.883 0.603 

Purchasing Decision (Y) 0.837 0.838 0.884 0.604 
Source: Processed Data, SmartPLS , 2025 
 

Inner Model Evaluation 

The inner model is a link between latent structural model variables called inner relations (Sukatin et al., 

2022). The structural model in PLS is evaluated using R² to see the magnitude of the influence received by 

the endogenous construct from the exogenous construct.  
 

R-Square (R²) Analysis 

The coefficient of determination of the endogenous structure (dependent) is tested using the R-square 

assessment test. The influence is greater when the variable value shows a higher result. The following are the 

results of the determination coefficient test: 

Table 4. R-Square 

 R-square  R-square adjusted  

Purchasing Decision (Y)  0.459  0.441  

Source: Processed Data, SmartPLS, 2025 
  

The results above show that the R-square value of X1, X2 and X3 against Y is 0.459 with an adjusted R-

square value of 0.373. So it can be explained that all exogenous constructs in the coefficient of determination 

(X1, X2 and X3) simultaneously affect Y by 0.459. An R-square evaluation of 0.67 or higher is considered 
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significant, 0.33 or higher is considered moderate, and above 0.19 is considered weak. Therefore, the 

adjusted R square is more than 33% but less than 67%, so the influence of all exogenous constructs X1, X2 

and X3 on Y is moderate. This means that the coefficient of determination of the fashion trend variable, 

promotion and online shopping preferences can influence the Purchase Decision variable by 45.9% while the 

remaining 54.1% is explained by other variables other than the independent variables in this study. 

 

Hypothesis Testing 
To identify the direct and indirect effects between one variable and another that are present in the 

previously established hypothesis study model, bootstrapping, also known as hypothesis testing is used. The 

bootstrapping testing process is carried out by looking at the path coefficient of each hypothesis by looking at 

the t-values. 

Table 5. R-Square 

 Original 

sample (O) 

Sample mean (M) Standard 

deviation 

(STDEV) 

T statistics 

(|O/STDEV|) 

P values 

X1 -> Y  0.309 0.318 0.061 5.024 0.000 

X2 -> Y  0.461 0.464 0.067 6.831 0.000 

X3 -> Y  0.353 0.357 0.065 5.419 0.000 
Source: Processed Data SmartPLS, 2025 
 

Fashion Trends Have A Significant Influence On Purchasing Decisions 

Fashion trends significantly influence purchasing decisions with a t-statistic value of 5.024 greater than t-

statistic > 1.96. Furthermore, by looking at the P value of 0.000, it is smaller than 0.05 or 5%. These results 

indicate that fashion trends significantly influence purchasing decisions. 
 

Promotion Has A Significant Influence On Purchasing Decisions 

The partial effect of promotion on purchasing decisions has a t-statistic value of 6,831 which is greater 

than t-statistic > 1.96. Furthermore, by looking at the P value of 0.000, it is smaller than 0.05 or 5%. These 

results indicate that promotion has a significant effect on purchasing decisions. 
 

Online Shopping Preferences Have A Significant Influence On Purchasing Decisions 

The influence of online shopping preferences significantly on purchasing decisions has a t-statistic value 

of 5.419 which is greater than t-statistic> 1.96. Furthermore, by looking at the P value of 0.000 which is 

smaller than 0.05 or 5%. These results indicate that online shopping preferences have a significant influence 

on purchasing decisions. 
 

Conclusion  

This study successfully identified and explained the influence of fashion trends, promotions, and online 

shopping preferences on purchasing decisions for Muslim fashion products on the TikTok platform, 

especially among Generation Z. The results of the analysis showed that the three variables had a significant 

influence on purchasing decisions. Fashion trends are the main factor influencing consumers, where they are 

more likely to choose products with attractive designs and colors, reflecting the desire to appear fashionable 

while still adhering to sharia values. Attractive promotions, such as discounts and special offers, have also 

proven effective in encouraging consumers to make purchases. In addition, online shopping preferences are 

increasing, with consumers preferring the ease of access and convenience offered by online platforms. These 

findings provide important insights for Muslim fashion business actors to formulate more effective and 

relevant marketing strategies to the needs of Generation Z. 
 

Recommendations 

Based on the research findings, several suggestions can be given to Muslim fashion business actors. First, 

it is important to continue to innovate in product design to stay relevant to the latest fashion trends and meet 

the needs of consumers who want stylish and sharia-compliant products. Second, promotional strategies must 

be optimized by offering discounts, product bundling, and attractive marketing campaigns on the TikTok 

platform to increase product appeal. Third, business actors need to improve the online shopping experience 

by improving the application interface, providing easy payment methods, and ensuring fast and safe delivery. 

Finally, it is recommended that industry players not only focus on product promotion, but also create 

educational content about sharia-compliant yet stylish clothing styles, so that consumers feel more 

emotionally and ideologically connected to the brand. Further research is also recommended to expand the 

population coverage and add other variables such as brand image and product quality to obtain more 

comprehensive results. 
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