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Egg?;‘éngoo\C/?nEELf’gbz%gs The development of technology has changed the way people conduct
Accepted December 2(’) 2023 online buying and selling transactions, because it is more efficient, can
' be done anywhere. However, this raises new problems such as
opportunities for fraud, payment, delivery of goods that are not suitable,
guarantees that do not guarantee, which result in losses between the two
\ parties. The purpose of this research is to understand in depth about the
sales ethics of the lazadaa application. This type of research is field
research with a descriptive qualitative approach. The results of the study
that with the application of Islamic ethics in buying and selling, a
healthy and blessed business climate will be achieved so that an Islamic
community order is achieved in the lazadaa application. The conclusion
of this study is that the sales ethics applied by sellers who are applied in
the lazadaa application have gone well but some have not been in
accordance with the principles of Islamic business ethics, by applying
the ethics of buying and selling in accordance with the principles of
sharia business ethics, it will achieve benefits in life both individually,
society, and the state. The limitation in this study is that researchers
only get a little information on lazadaa users. The author hopes that
more attention will be paid to the principles of Islamic business ethics in
using the lazadaa application to achieve a goal, hopefully it can be a
lesson for all Muslims, so that there is an urge to make a good change.
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INTRODUCTION

Conventional trade transactions have switched to an online system, this trading
system is basically the same as a sale and purchase agreement in general (Jones, 2018;
Merkert dkk., 2018; Street, 2019). t's just that sellers and buyers don't need to meet face
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to face, just use the Lazadaa application online. Trading business activities via the
internet, known as electronic commerce, is an activity carried out by everyone, because
this electronic buying and selling transaction can streamline time so that someone or
someone else can make buying and selling transactions with everyone anytime and
anywhere.

In the era of rapid digitalization, online buying and selling is an alternative that is
in great demand by the public to meet their daily needs by utilizing smartphones, so that
internet users find it easier to make online buying and selling transactions (Asmah,
2022; Noer dkk., 2022; Seidemann & Hawkins, 2019). By utilizing the internet alone,
we can receive goods at home without having to leave the house, while the
disadvantages of online buying and selling are often elements of fraud (Gao dkk., 2018;
Nigam dkk., 2022; Norman dkk., 2018). Given that internet users experience very rapid
development every year, this is an opportunity used in online business strategies, where
now many are doing business online and are in great demand by consumers, especially
if the products being marketed follow trends. There are several online buying and
selling applications such as; Shopee, Lazada, Tokopedia, Tiktok Shop are applications
that are favored by Indonesians in making buying and selling transactions. The
application presents these mainstay features as an effort to increase customer
satisfaction and create consumer trust in the application.

Islamic business ethics is a process to find out the right or wrong things that are
certainly related to products and marketing. In Islamic business ethics there are several
principles that must be carried out, namely, unity, balance, free will, responsibility and
truth. The principles of Islamic business ethics emphasize fairness, honesty, and mutual
benefit between business actors and consumers. In this article, we will discuss more
about the application of Islamic business ethics principles in buying and selling,
including how to avoid unethical business practices and keep business within the halal
corridor.

RESEARCH METHODOLOGY

This research uses descriptive qualitative research, namely by processing data
from various sources of literature to find out how effective the application of the
principles of Islamic business ethics in online buying and selling transactions. After
that, the object of research is explained in accordance with the circumstances in the field
(Azungah, 2018; Cheng & Metcalfe, 2018; Coldwell dkk., 2020). The data used in this
research is secondary data taken from several literatures such as journals.

RESULT AND DISCUSSION
RESULT

People in Indonesia are currently doing a lot of online shopping transactions.
Where online shopping makes it very easy for consumers to do various things, fast
delivery and the attitude given to couriers for consumers as a favorite place for online
shopping in Indonesia today (Dixit dkk., 2021; X. Li dkk., 2019; Palacios & Jun, 2020).
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It cannot be denied that in the postmodern era there are many online stores that are
growing rapidly along with human needs at this time, the lazadaa application in
Indonesia was established in 2012 until now and is growing very rapidly (Farahana
Binti Kamsin & Jet Xiong, 2022; Lynn dkk., 2020; Tham & Nguyen, 2021). lazadaa
application is an online store or e-commerce retailer in Indonesia that makes it easy to
buy all kinds of products at lazadaa, Lazadaa can also be defined as an e-commerce
pioneer in some of the fastest growing countries in the world with several fast, safe and
convenient online shopping experiences.

On the lazadaa site itself, not all resellers / sellers are honest in buying and selling
online, there are some sellers who are dishonest to the detriment of buyers (Prasetyo &
Fuente, 2020; RUANGUTTAMANUN & PEEMANEE, 2022; Tran, 2019). And there
are also sellers who send the wrong goods to the buyer (Chan dkk., 2018; Handayani
dkk., 2022; Restuputri dkk., 2023). However, when the buyer submits the right to
complain (refund) to the online store site, not all online store resellers / sellers want to
respond to the goods being complained about, and some also reject the right to complain
to the customer.

Meanwhile, the lazadaa system itself allows the right to return goods (refund) if
the goods concerned do not match the description (specifications) in the online store
(the reseller concerned). When viewed in Islamic business ethics, humans must dare to
be responsible for all their choices not only in front of humans, even the most important
thing is later in front of Allah SWT. In commerce, the principle of responsibility is very
important, this principle is the main capital for business people when they want their
business to gain the trust of consumers and the wider community. Ethics and
responsibility are not only carried out by consumers, but to business people, because
there are some figures who are sometimes dishonest and irresponsible for the products
they sell or market.

Responsibility itself is not only carried out by the buyer, responsibility must also
be carried out by the seller, if there is a shipping error or the goods received by the
buyer are damaged, the buyer can submit a request for a refund or submit a return and
the seller will send back the goods according to the buyer's order. This is a form of
responsibility given by the seller to the buyer, so that in the sale and purchase
transaction no party is harmed.

Sellers and buyers who are transacting online must be able to communicate well
so that there is no missunderstanding. If you don't care about judgment in the world,
believe me the judgment in the afterlife is much fairer. God is always with honest
people, let's interopect each other and remind friends who may not know the ethics of
online shopping.

The buyer's responsibility here is to pay the price that has been agreed with the
seller according to the type and price of the goods. Buyers must also fill in the correct
identity in the goods purchase form. With a clear identity, it makes it easier for buyers
to get consumer protection. Therefore, ethics and responsibility in decisions in online
shopping on the lazadaa application that | use must be instilled in consumers and sellers,
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so that both buyers and sellers are not equally disadvantaged, the need for honesty in
marketing products to consumers, open in marketing products to consumers so that
there is no disappointment in online shopping on the lazadaa application.

DISCUSSION
Buy and Sell

Muamalah in Islam has a significant role because it is an important part of human
life and life. Muamalah has a clear legal basis, both from the Al-Quran and Al-Sunnah
and becomes ijma’ for scholars and Muslims (Arianti dkk., 2022; Hendrianto &
Elfalahy, 2021; Musa dkk., 2022). According to etymology, buying and selling is an
exchange of property on the basis of mutual convenience and transferring property
rights with justifiable compensation (Asgaonkar & Krishnamachari, 2019; Kemp dkk.,
2018; Mohamed & Morris, 2021). As for buying and selling in terminology, the
scholars argue, among others: 1) According to Ash-Shafi'i scholars: buying and selling
is the exchange of goods for other goods. According to Maliki scholars: sale and
purchase is for the entire unit of sale and purchase, which includes sharaf contracts,
salam and others. 3) According to the Hambali scholars: buying and selling is
exchanging property for property in the form of transferring ownership and ownership.
4) According to the Hanafi scholars: buying and selling is the exchange of property for
property based on a special method or acquisition.

Based on the explanation of various definitions, it can be concluded that what is
meant by buying and selling is the exchange of assets on the basis of mutual
convenience and transferring property rights with justifiable compensation.

Legal Basis for Selling
The word of Allah SWT in surah An- Nisa verse 29:
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Meaning: O you who have believed, do not eat your wealth among yourselves by
unlawful means, except by trade of which you are mutually willing. And do not kill
yourselves, surely Allah is merciful to you. (Q.S An-Nisa'-29).

The pillars and conditions of buying and selling

In determining the pillars of buying and selling, the scholars have different
opinions. According to the Hanafiah scholars, the pillars of buying and selling include
ijab and gabul, which indicate the willing exchange of goods, either by word or deed
(Hendershott dkk., 2020; R. Li dkk., 2018). The pillars of buying and selling according
to the majority of scholars are as follows: 1) Seller (bai*) The seller is the party who
owns the object of the goods to be traded. 2) Buyer (mustari) The buyer is the party who
wants to get the goods to be expected, by paying a certain amount of money to the
seller. 3) ljab and qabul (shigat) ljab in terms of language is "obligation and
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imposition”, while gabul is "acceptance". In buying and selling, the first utterance or
action born from one of the parties to the contract is called ijab, then the utterance and
action born afterward is called gabul. 3) Object or goods ma'qud ‘alaih

E-commerce Online Buying and Selling

Online buying and selling means one of the implementations of online business.
Regarding online business, it cannot be separated from transactions, such as buying and
selling using the internet (Ji dkk., 2019; Leung dkk., 2018; Liang & Wang, 2019). This
transaction is then known as electronic commerce which is more popular with the term
e-commerce and currently in the Indonesian language understanding has been
recognized by the term, namely "Electronic Commerce". E-commerce means the
activities of buying, selling, marketing, and services for products and services offered
through computer networks (Geng dkk., 2020; Olah dkk., 2018). The information
technology industry sees it as an electronic business application that refers to
commercial transactions.

Online buying and selling means a mutually binding agreement via the internet
between the seller as the party selling the goods to the buyer as the party paying the
price of the goods sold. Online buying and selling uses a buying and selling system on
the internet. There is no direct contact between the seller and the buyer. Online buying
and selling is done through a network that is connected using cellphones, computers,
tablets, and so on. The objects of online buying and selling include: goods purchased by
consumers, but the goods are not seen directly by the buyer.

Types of Online Buying and Selling

In Indonesia itself, there are several types of online buying and selling
transactions that are commonly carried out by online buying and selling consumers as
follows: 1) Cash On Delivery (COD), in 2 ways, first, pay to the seller directly The
seller and the buyer determine the agreed place for the transaction so that the buyer can
check the condition of the product as described by the seller, and the seller can receive
payment directly, second, pay through a courier service (Delivery Service) The seller
and the buyer agree to use a courier / delivery service to send the product from the seller
to the buyer to pay for the purchase of goods through a courier / delivery service
(Halaweh, 2018; Hamed & EI-Deeb, 2020). 2) Debit On Delivery or Credit On Delivery
In addition to COD, there are also transactions by way of Debit On Delivery means that
the buyer transacts using a bank-issued debit card, the buyer can swipe in cash to the
delivery agent after receiving the order (Tazzioli, 2019). 3) Using Bank Account
Transfer Payment for the purchase of goods is paid by transferring cash between banks.
Buyers make cash transfers through banks and may also go through ATMs and buyers
make interbank transfers using the internet banking method, which means transferring
to a bank account via the internet (Pramani & lyer, 2023; Tiliwalidi dkk., 2019). 4)
Using a Virtual Wallet, which means a place to store money in cyberspace, works the
same way as a debit card (Prieto-Torres & Galpin, 2020). In addition, virtual wallets can
also be used by users to store sales proceeds (remits) and refunds for transactions.
Islamic Business Ethics
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Ethics in general terms is a standard of good behavior, and some even explain that
Islam is a morality that regulates the overall behavior of a person, or our daily life
activities. Ethics or morals in Islamic teachings are a form of Islam, devotion, and also
keimana based on a great belief in the truth of Allah SWT (Coldwell dkk., 2020). With
true and strong Agidah, a person can become a person who can obey and carry out an
Islamic law as a whole and will produce pious deeds and behavior in the form of
akhlakul kharimah, as has been explained in g.s lIbrahim verses 24-25. Based on the
explanation of the definition, it can be concluded that what is meant by Islamic business
ethics is a set of principles and norms in which business actors must commit to them in
interacting, behaving, and relating in order to achieve their business objectives safely.
Legal Basis of Islamic Business Ethics

The Qur'an invites people to believe and practice its demands in all aspects of life.
It often uses terms known in the business world, such as buying and selling, profit and
loss, and so on. Allah swt says:
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Meaning: "Verily, Allah has purchased from the believers their selves and their
wealth and given them Paradise, and they fight in the cause of Allah, and they kill or are
killed. (That has been) a true promise from Allah in the Torah, the Gospel and the
Qur'an. And who is more faithful to his promise than Allah? So rejoice in the trade you
have made, and that is a great victory". (QS. At-Taubah: 111).
Principles of Islamic Business Ethics

To obtain blessings, a business person must pay attention to several principles of
business ethics that have been outlined in Islam, among others:
Unity

This unity means that the main source of Islamic business ethics is the total and
pure belief in the belief and unity (oneness) of Allah SWT. Tawhid means the
theological plan that underlies all human activities, including doing business. The
principle of tawhid realizes human beings as godly creatures. Thus, in doing business,
humans are inseparable from God's supervision and in order to carry out God's
commandments. The practice of the principle of tawhid in hisnis one of which is, there
is no discrimination either against workers, sellers, buyers, and other partners or who
pan on the basis of race, skin color and gender considerations.
Balance

In doing activities in the world of work and business, Islam requires to be fair.
The meaning of the Islamic conception of justice is to put everything in its place, to
charge something according to one's bearing, to give something that is rightfully his
with a balanced level. Every Muslim should not do things such as playing with the price
of goods, buying and selling by forcing the buyer, and so on.
Free will in the view of Islam
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Humans are endowed with the ability to will and to choose between various
options, a freedom that belongs to God. The application of the concept of free will in
Islamic business ethics is that humans have the freedom to make contracts and fulfill
them or to break them.

Responsibility

Unlimited freedom means something that is impossible for humans to do because
it does not require accountability and fulfills the guidance of justice and human unity
needs to be responsible for their actions.

Truth (Honesty and Virtue)

In the context of business, truth is intended as the intention, attitude and behavior
of truth, which includes the contract (transaction) process of seeking or obtaining
development commaodities as well as in the process of achieving or determining profits.

CONCLUSION

To make an online transaction, the author has several steps that will make it easier
for someone to transact online, namely by asking for clear information about the
products or goods sold in the Lazada application service, the condition of the goods, the
price, and the delivery system of the goods. There are many marketplaces in Indonesia.
However, the most frequently visited marketplace site today is the lazadaa marketplace
site which is none other than the largest online buying and selling center in Indonesia
which is visited by more than 100,000 visitors with a significant increase in transaction
value, especially during major moments in Indonesia. The review of Islamic business
ethics on online buying and selling is studying on the official lazadaa website in online
buying and selling, the party to the transaction must fulfill all the contracts he has made.
And must be responsible, especially for business people, may take advantage in buying
and selling but the rights of buyers must still be respected.

REFERENCES

Arianti, F., Asmadia, T., & Leli, M. (2022). Fruit sale strategy with the lowest price
sorakan (cheering) in the view of Figh Muamalah. Legality : Jurnal Ilmiah
Hukum, 30(2), 243-254. https://doi.org/10.22219/1jih.v30i2.19865

Asgaonkar, A., & Krishnamachari, B. (2019). Solving the Buyer and Seller’s Dilemma:
A Dual-Deposit Escrow Smart Contract for Provably Cheat-Proof Delivery and
Payment for a Digital Good without a Trusted Mediator. 2019 IEEE
International Conference on Blockchain and Cryptocurrency (ICBC), 262-267.
https://doi.org/10.1109/BLOC.2019.8751482

Asmah. (2022). The role of business competition law in online business: A comparative
study of United Kingdom and Indonesia. Cogent Social Sciences, 8(1), 2142398.
https://doi.org/10.1080/23311886.2022.2142398

Azungah, T. (2018). Qualitative research: Deductive and inductive approaches to data
analysis. Qualitative Research Journal, 18(4), 383-400.
https://doi.org/10.1108/QRJ-D-18-00035

292


https://doi.org/10.22219/ljih.v30i2.19865
https://doi.org/10.1109/BLOC.2019.8751482
https://doi.org/10.1080/23311886.2022.2142398
https://doi.org/10.1108/QRJ-D-18-00035

Analysis of the Application of the Principles of Business Ethics in Islam

Chan, S. W., Ahmad, M. F., Zaman, I., Omar, S. S., Ramlan, R., & Tam, C. X. (2018).
Privacy perceptions of online shopping behaviour amongst Malaysian Lazada
online shoppers. 020036. https://doi.org/10.1063/1.5055438

Cheng, K. K. F., & Metcalfe, A. (2018). Qualitative Methods and Process Evaluation in
Clinical Trials Context: Where to Head to? International Journal of Qualitative
Methods, 17(1), 160940691877421. https://doi.org/10.1177/1609406918774212

Coldwell, D. A., Venter, R., & Nkomo, E. (2020). Developing ethical managers for
future business roles: A qualitative study of the efficacy of “Stand-Alone” and
“Embedded” University “Ethics” courses. Journal of International Education in
Business, 13(2), 145-162. https://doi.org/10.1108/JIEB-08-2019-0040

Dixit, A., Tiwari, A., & Gupta, R. K. (2021). A Model for Trend Analysis in the Online
Shopping Scenario Using Multilevel Hesitation Pattern Mining. Mathematical
Problems in Engineering, 2021, 1-11. https://doi.org/10.1155/2021/2828262

Farahana Binti Kamsin, I., & Jet Xiong, T. (2022). Online Shopping Process and Eco-
friendly. 2022 IEEE 2nd Mysore Sub Section International Conference
(MysuruCon), 1-5. https://doi.org/10.1109/MysuruCon55714.2022.9972525

Gao, Y., Driouchi, T., & Bennett, D. J. (2018). Ambiguity aversion in buyer-seller
relationships: A contingent-claims and social network explanation. International
Journal of Production Economics, 200, 50-67.
https://doi.org/10.1016/j.ijpe.2018.02.004

Geng, R., Wang, S., Chen, X., Song, D., & Yu, J. (2020). Content marketing in e-
commerce platforms in the internet celebrity economy. Industrial Management
& Data Systems, 120(3), 464-485. https://doi.org/10.1108/IMDS-05-2019-0270

Halaweh, M. (2018). Cash on Delivery (COD) as an Alternative Payment Method for E-
Commerce Transactions: Analysis and Implications. International Journal of
Sociotechnology and Knowledge Development, 10(4), 1-12.
https://doi.org/10.4018/1JSKD.2018100101

Hamed, S., & El-Deeb, S. (2020). Cash on Delivery as a Determinant of E-Commerce
Growth in Emerging Markets. Journal of Global Marketing, 33(4), 242-265.
https://doi.org/10.1080/08911762.2020.1738002

Handayani, F., Evelina, L. W., & Tinihada, A. F. (2022). Social Network Analysis of
Campaign Mobilization of Marketplace on Twitter. 2022 International
Conference on Information Management and Technology (ICIMTech), 241-245.
https://doi.org/10.1109/ICIMTech55957.2022.9915260

Hendershott, T., Kozhan, R., & Raman, V. (2020). Short Selling and Price Discovery in
Corporate Bonds. Journal of Financial and Quantitative Analysis, 55(1), 77—
115. https://doi.org/10.1017/S0022109018001539

Hendrianto, H., & Elfalahy, L. (2021). Ayat-Ayat Hukum dalam Alquran Mengatur
Hubungan Sesama Manusia. Al-Istinbath : Jurnal Hukum Islam, 6(1), 165.
https://doi.org/10.29240/jhi.v6i1.2719

Ji, P., Zhang, H.-Y., & Wang, J.-Q. (2019). A Fuzzy Decision Support Model With
Sentiment Analysis for Items Comparison in e-Commerce: The Case Study of

293


https://doi.org/10.1063/1.5055438
https://doi.org/10.1177/1609406918774212
https://doi.org/10.1108/JIEB-08-2019-0040
https://doi.org/10.1155/2021/2828262
https://doi.org/10.1109/MysuruCon55714.2022.9972525
https://doi.org/10.1016/j.ijpe.2018.02.004
https://doi.org/10.1108/IMDS-05-2019-0270
https://doi.org/10.4018/IJSKD.2018100101
https://doi.org/10.1080/08911762.2020.1738002
https://doi.org/10.1109/ICIMTech55957.2022.9915260
https://doi.org/10.1017/S0022109018001539
https://doi.org/10.29240/jhi.v6i1.2719

Analysis of the Application of the Principles of Business Ethics in Islam

http://PConline.com. IEEE Transactions on Systems, Man, and Cybernetics:
Systems, 49(10), 1993-2004. https://doi.org/10.1109/TSMC.2018.2875163

Jones, S. A. (2018). Trade and Receivables Finance: A Practical Guide to Risk
Evaluation and  Structuring.  Springer  International  Publishing.
https://doi.org/10.1007/978-3-319-95735-7

Kemp, E. A., Borders, A. L., Anaza, N. A., & Johnston, W. J. (2018). The heart in
organizational buying: Marketers’ understanding of emotions and decision-
making of buyers. Journal of Business & Industrial Marketing, 33(1), 19-28.
https://doi.org/10.1108/JBIM-06-2017-0129

Leung, K. H., Choy, K. L., Siu, P. K. Y., Ho, G. T. S,, Lam, H. Y., & Lee, C. K. M.
(2018). A B2C e-commerce intelligent system for re-engineering the e-order
fulfilment process. Expert Systems with Applications, 91, 386-401.
https://doi.org/10.1016/j.eswa.2017.09.026

Li, R, Li, N., Li, J., & Wu, C. (2018). Short selling, margin buying and stock return in
China market. Accounting & Finance, 58(2), 477-501.
https://doi.org/10.1111/acfi.12229

Li, X., Zhuang, Y., Fu, Y., & He, X. (2019). A trust-aware random walk model for
return propensity estimation and consumer anomaly scoring in online shopping.
Science China Information Sciences, 62(5), 52101.
https://doi.org/10.1007/s11432-018-9511-1

Liang, R., & Wang, J. (2019). A Linguistic Intuitionistic Cloud Decision Support Model
with Sentiment Analysis for Product Selection in E-commerce. International
Journal of Fuzzy Systems, 21(3), 963-977. https://doi.org/10.1007/s40815-019-
00606-0

Lynn, N. D., Islam, A., & Budiyanto, D. (2020). Increasing User Satisfaction of Mobile
Commerce using Usability. International Journal of Advanced Computer
Science and Applications, 11(8).
https://doi.org/10.14569/IJACSA.2020.0110839

Merkert, R., Mulley, C., & Hakim, M. M. (2018). Trade-offs between transaction cost,
operation cost and innovation in the context of procurement and asset specificity
— The example of the bus industry. Research in Transportation Economics, 69,
173-179. https://doi.org/10.1016/j.retrec.2018.07.015

Mohamed, M., & Morris, P. (2021). Buying, selling and outsourcing educational
reform: The Global Education Industry and ‘policy borrowing’ in the Gulf.
Compare: A Journal of Comparative and International Education, 51(2), 181—
201. https://doi.org/10.1080/03057925.2019.1607255

Musa, A., Zulfikar, T., & Khalidin, B. (2022). Digital-Based Information System of
Zakat Management in Indonesia: Strategies for Increasing Revenue in Figh
Muamalah Perspectives. Samarah: Jurnal Hukum Keluarga dan Hukum Islam,
6(2), 614. https://doi.org/10.22373/sjhk.v6i2.11960

Nigam, A., Sangal, S., Behl, A., Jayawardena, N., Shankar, A., Pereira, V., Temouri,
Y., & Zhang, J. (2022). Blockchain as a resource for building trust in pre-owned

294


https://doi.org/10.1109/TSMC.2018.2875163
https://doi.org/10.1007/978-3-319-95735-7
https://doi.org/10.1108/JBIM-06-2017-0129
https://doi.org/10.1016/j.eswa.2017.09.026
https://doi.org/10.1111/acfi.12229
https://doi.org/10.1007/s11432-018-9511-1
https://doi.org/10.1007/s40815-019-00606-0
https://doi.org/10.1007/s40815-019-00606-0
https://doi.org/10.14569/IJACSA.2020.0110839
https://doi.org/10.1016/j.retrec.2018.07.015
https://doi.org/10.1080/03057925.2019.1607255
https://doi.org/10.22373/sjhk.v6i2.11960

Analysis of the Application of the Principles of Business Ethics in Islam

goods’ marketing: A case of automobile industry in an emerging economy.
Journal of Strategic Marketing, 1-109.
https://doi.org/10.1080/0965254X.2022.2088604

Noer, L. R., Putra, S. W., & Adriani, A. A. (2022). Online Book Shopping in
Indonesian During the COVID-19 Pandemic. Publishing Research Quarterly,
38(1), 117-130. https://doi.org/10.1007/s12109-022-09859-4

Norman, K., Li, Z., Oh, Y.-T., Golwala, G., Sundaram, S., & Allebach, J. (2018).
Application of natural language processing to an online fashion marketplace.
Electronic Imaging, 30(10), 444-1-444-445. https://doi.org/10.2352/1SSN.2470-
1173.2018.10.IMAWM-444

Olah, J., Kitukutha, N., Haddad, H., Pakurar, M., Maté, D., & Popp, J. (2018).
Achieving Sustainable E-Commerce in Environmental, Social and Economic
Dimensions by Taking Possible Trade-Offs. Sustainability, 11(1), 89.
https://doi.org/10.3390/su11010089

Palacios, S., & Jun, M. (2020). An exploration of online shopping convenience
dimensions and their associations with customer satisfaction. International
Journal  of  Electronic  Marketing and Retailing, 11(1), 24.
https://doi.org/10.1504/IJEMR.2020.106431

Pramani, R., & lyer, S. V. (2023). Adoption of payments banks: A grounded theory
approach. Journal of Financial Services Marketing, 28(1), 43-57.
https://doi.org/10.1057/s41264-021-00133-w

Prasetyo, Y. T., & Fuente, D. G. D. D. (2020). Determinant Factors Affecting Customer
Satisfaction among Filipinos in Lazada Online Shopping during COVID-19
Pandemic: A Structural Equation Modeling Approach. 2020 7th International
Conference on Frontiers of Industrial Engineering (ICFIE), 48-52.
https://doi.org/10.1109/ICFIE50845.2020.9266734

Prieto-Torres, D. R., & Galpin, 1. (2020). A Virtual Wallet Product Recommender
System Based on Collaborative Filtering. Dalam H. Florez & S. Misra (Ed.),
Applied Informatics (Vol. 1277, hlm. 222-234). Springer International
Publishing. https://doi.org/10.1007/978-3-030-61702-8 16

Restuputri, D. P., Masudin, I., Andini, A. P., Handayani, D. I., & Setiawan, M. (2023).
Usability Evaluation of Artificial Intelligence for Image Recognition Features in
Online Shopping Applications Using the UTAUT Method: Dalam P. Ordoéfiez de
Pablos, M. N. Almunawar, & M. Anshari (Ed.), Advances in Finance,
Accounting, and Economics (hIm. 159-181). IGI Global.
https://doi.org/10.4018/978-1-6684-8613-9.ch010

RUANGUTTAMANUN, C., & PEEMANEE, J. (2022). Causal Relationship between
e-Service Quality, Online Trust and Purchase Intentions on Lazada Group, An
Asia’s Leading E-commerce Platform. Journal of Distribution Science, 20(1),
13-26. https://doi.org/10.15722/JDS.20.01.202201.13

Seidemann, R. M., & Hawkins, W. T. (2019). Acquisition and Disposition Problems
and Experiences Policing the Online Marketplace for Human Remains. Dalam

295


https://doi.org/10.1080/0965254X.2022.2088604
https://doi.org/10.1007/s12109-022-09859-4
https://doi.org/10.2352/ISSN.2470-1173.2018.10.IMAWM-444
https://doi.org/10.2352/ISSN.2470-1173.2018.10.IMAWM-444
https://doi.org/10.3390/su11010089
https://doi.org/10.1504/IJEMR.2020.106431
https://doi.org/10.1057/s41264-021-00133-w
https://doi.org/10.1109/ICFIE50845.2020.9266734
https://doi.org/10.1007/978-3-030-61702-8_16
https://doi.org/10.4018/978-1-6684-8613-9.ch010
https://doi.org/10.15722/JDS.20.01.202201.13

Analysis of the Application of the Principles of Business Ethics in Islam

K. S. Moran & C. L. Gold (Ed.), Forensic Archaeology (hlm. 299-312).
Springer International Publishing. https://doi.org/10.1007/978-3-030-03291-
319

Street, J. H. (2019). The Institutionalist Theory of Economic Development. Dalam M.
R. Tool (Ed.), Evolutionary Economics (1 ed., him. 443-469). Routledge.
https://doi.org/10.4324/9781315493053-15

Tazzioli, M. (2019). Refugees’ Debit Cards, Subjectivities, and Data Circuits:
Financial-Humanitarianism in the Greek Migration Laboratory. International
Political Sociology, 13(4), 392-408. https://doi.org/10.1093/ips/0lz014

Tham, T. T., & Nguyen, H.-P. (2021). An Integrated Approach of Fuzzy-AHP-TOPSIS
for E-commerce Evaluation. Industrial Engineering & Management Systems,
20(2), 82-95. https://doi.org/10.7232/iems.2021.20.2.82

Tiliwalidi, K., Zhang, J.-Z., & Xie, S.-C. (2019). A Multi-bank E-Payment Protocol
Based on Quantum Proxy Blind Signature. International Journal of Theoretical
Physics, 58(10), 3510-3520. https://doi.org/10.1007/s10773-019-04217-1

Tran, T.-T. (2019). On the factors affecting the development of e-commerce in
Vietnam: Case study of Lazada, Shopee, and Tiki. International Journal of
ADVANCED AND APPLIED SCIENCES, 6(4), 45-52.
https://doi.org/10.21833/ijaas.2019.04.005

Copyright Holder :
© Bouyea Jonathan et al. (2023).

First Publication Right :
© Sharia Oikonomia Law Journal

This article is under:

©@®O

296


https://doi.org/10.1007/978-3-030-03291-3_19
https://doi.org/10.1007/978-3-030-03291-3_19
https://doi.org/10.4324/9781315493053-15
https://doi.org/10.1093/ips/olz014
https://doi.org/10.7232/iems.2021.20.2.82
https://doi.org/10.1007/s10773-019-04217-1
https://doi.org/10.21833/ijaas.2019.04.005

