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Abstract

This study examines the preferences of Generation Z in the ASEAN region toward
Green Finance Islamic products based on local wisdom, focusing specifically on
jamu products. Using a Systematic Literature Review (SLR) approach employing
the PRISMA protocol, the study analyzes 13 selected articles meeting the eligibility
criteria from six international databases over the period 2015-2025. The analysis
reveals that knowledge of sustainability and halal aspects, local cultural values, and
the influence of social media and Islamic influencers are the main factors affecting
Gen Z's preferences for these products. The study highlights the importance of
developing innovative products emphasizing eco-friendly packaging and halal
certification, alongside authentic and educational digital marketing strategies. It
recommends strengthening sharia-based sustainability education, cross-sector
collaboration, and policies supporting the growth of the sustainable jamu industry in
ASEAN, optimizing market penetration among Gen Z.
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A. INTRODUCTION

Globalization and the rapid development of digital technology have brought
significant changes to the behavior of young consumers in the ASEAN region,
especially Generation Z, known as digital natives (Dewantoro et al., 2025). At the
same time, global attention to sustainability and the green economy has encouraged
the growth of environmentally oriented products, including in the financial sector
through Green Finance initiatives (Zheng et al., 2025; Kwilinski et al., 2025; Ibrahim
et al., 2024). Principles of ecology and justice in Islam have also gained stronger
footing through sharia finance frameworks emphasizing sustainability (Franciosi,
2025; Zahari et al., 2024; Sadali, 2023). In parallel, traditional herbal products such
as jamu, deeply rooted in local culture, are increasingly being integrated into green
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economy concepts and sharia-based financing, positioning them as potential flagship
products within the creative and halal economic sectors in ASEAN (Oktaviani et al.,
2025; Irawan, 2024; M. R. Siregar et al.,, 2023; Nurrosyidah & Syakur, 2024).
Generation Z, which is particularly sensitive to environmental concerns as well as
cultural and religious values, represents a major emerging market for such products
(Borah et al., 2024; T. Hidayat et al., 2024; Gomes et al., 2023).

Global phenomena such as climate change, health crises, and rising
consumer expectations for products that are not only high quality but also
sustainable and halal further reinforce the significance of green finance rooted in
local wisdom to meet these growing demands (Hosen, 2022; Rasy Fahrullah et al.,
2023). Additionally, sociocultural transformations driven by digitalization and social
media have shaped Gen Z's awareness and preferences toward products that
combine traditional heritage, Islamic values, and sustainability-oriented innovation
(Sutedjo et al., 2025). These developments indicate an urgent need to understand
Gen Z’s preferences more deeply to formulate effective strategies that align with the
expectations of this influential consumer segment across ASEAN.

Despite these positive trends, market penetration and knowledge regarding
Gen Z's preferences for Islamic Green Finance—based products remain limited and
have not been studied extensively at the regional ASEAN level (Sandberg, 2005).
Much of the existing literature is confined to national contexts and does not take into
account the cross-country cultural diversity and economic dynamics within ASEAN
(Zhou et al., 2021; Barbieri & Manenti, 2021). Therefore, systematic literature reviews
focused on young consumer preferences are critically needed in order to support
more accurate policy formulation and marketing strategies (Guping et al., 2020).

Previous studies highlight the influence of local cultural values and religious
branding on halal product purchasing decisions in ASEAN markets (Jia et al., 2019),
as well as the role of social media and digital campaigns in shaping young
consumers’ sustainable consumption behaviors (lancu et al., 2022). However, these
studies have not holistically integrated the dimensions of Islamic Green Finance,
local cultural values, and Gen Z's consumption patterns across ASEAN (Sim et al.,
2021; Zahari et al., 2024). Existing research tends to be partial: some focus only on
green finance without considering local heritage, while others explore consumer
behavior without incorporating Islamic finance and comprehensive sustainability
principles (Nadanyiova et al., 2020). Furthermore, no literature review has specifically
examined Gen Z’s preferences in ASEAN regarding traditional herbal products like
jamu within the framework of green finance and sharia (Sporleder et al., 2020). Thus,
the research gap lies in the need to integrate these multidimensional perspectives
through a systematic review to achieve a more holistic understanding (Nakhli et al.,
2020).

These conditions lead to the central research problem: What are the
preferences of Generation Z in ASEAN toward Green Finance Islamic products
based on the local wisdom of jamu, and what factors shape these preferences,
particularly in relation to culture, social media, and sharia economic sustainability? To
address this question, the present study systematically reviews relevant literature on
Gen Z's preferences in ASEAN toward Islamic Green Finance products that
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incorporate local wisdom—especially jamu—and identifies the key factors influencing
these preferences while offering strategic recommendations for sustainable product
development and marketing.

B. LITERATURE REVIEW

Generation Z, born between 1997 and 2015, represents a distinctive
consumer segment raised entirely in the digital era, often referred to as digital
natives. Their consumption patterns are shaped by continuous exposure to digital
technology, social media ecosystems, and a heightened awareness of environmental
and social issues. Studies consistently show that this generation prioritizes
authenticity, sustainability, and ethical or religious-based consumption. Gen Z’s
purchasing decisions extend beyond functional product attributes to include broader
narratives that resonate with their personal identity and values (Ishak et al., 2024,
Sari & Susanti, 2025; Astiwara, 2023). This makes them uniquely responsive to
products that combine cultural meaning, environmental responsibility, and Islamic
ethical dimensions.

Within this context, Islamic Green Finance emerges as a strategic framework
integrating sharia principles that emphasize justice, social responsibility, and
environmental stewardship. The concept of Green Finance in the Islamic perspective
is grounded in the idea that investments must not only generate financial returns but
also contribute positively to societal welfare and ecological balance. Literature
suggests that interest in green financial products aligned with sharia principles is
growing across various countries, supported by increasing awareness of
sustainability among Muslim consumers (Aldhaheri, 2025; Garcia et al., n.d.).

Local wisdom also plays a critical role in shaping product development and
consumer appeal. Defined as culturally rooted knowledge and practice, local wisdom
contributes to the uniqueness and authenticity of products. Jamu, a traditional herbal
remedy widely used in ASEAN communities, represents a form of local wisdom
enriched with health, spiritual, and cultural values. Beyond its functional benefits,
jamu carries heritage elements that resonate with consumers who seek genuine and
culturally meaningful experiences—especially within the younger generation that
values authenticity and identity-based consumption (Alcahuz-Grifian et al., 2021).

The synergy between traditional products like jamu, green finance principles,
and Islamic ethics creates a promising model of sustainable economic development.
The integration of sharia-based green financing mechanisms with traditional herbal
products offers not only financial opportunities but also supports environmental
conservation and the preservation of cultural heritage. This model aligns well with
Gen Z’s growing preference for sustainable and halal products and their demand for
transparency and ethical integrity in daily consumption (Rinata et al., 2021,
Karimipoor et al., 2021).

In addition, social media occupies a central role in shaping the attitudes and
preferences of Gen Z consumers. The influence of credible Islamic digital figures—
commonly referred to as Islamic influencers—has become increasingly significant.
These influencers, who actively promote sustainability values and sharia-compliant
lifestyles, contribute to positive shifts in attitudes and acceptance of Islamic Green
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Finance products. Their influence extends beyond simple product endorsement; they
function as educators and advocates who reinforce messages of sustainability, halal
assurance, and ethical consumption (Sun & Su, 2020).

To understand these consumption patterns within a theoretical framework,
scholars often utilize the Theory of Planned Behavior (TPB), which examines
purchase intentions through attitudes, subjective norms, and perceived behavioral
control. In Muslim consumer contexts, religious and cultural values deeply shape
these three components and significantly guide decisions to purchase green and
sharia-compliant products. This indicates that understanding Gen Z’s preferences
requires integrating behavioral, cultural, and religious dimensions simultaneously
(Lange & lwasaki, 2020).

Despite the growing literature, research gaps remain evident. Many studies
have examined green finance, Islamic finance, and traditional products individually,
yet only a limited number have attempted to integrate these dimensions holistically,
particularly within the ASEAN region. This indicates the need for interdisciplinary and
comprehensive research to understand young consumers’ preferences more
thoroughly, especially considering the multicultural and multiethnic characteristics of
ASEAN markets (Piratti & Cattelan, 2020; Husaeni, 2024).

The insights from these studies provide important implications for marketing
strategies and policy development. A deep understanding of Gen Z consumers can
inform strategies that prioritize halal assurance, transparent sustainability claims,
eco-friendly packaging, and authentic digital marketing communication. Additionally,
supportive regulatory frameworks and accessible sharia-compliant financing
schemes serve as crucial enablers for market expansion and industry
competitiveness (Karimipoor et al., 2021). Together, these factors establish a strong
foundation for developing sustainable, culturally grounded, and sharia-aligned
products that resonate with the values and expectations of Generation Z consumers
across ASEAN.

C. METHOD

This study employs a Systematic Literature Review (SLR) based on the
PRISMA protocol involving key stages:
1. Identification
Literatures were searched across six leading international databases: Scopus,
ScienceDirect, Emerald, Springer, and Google Scholar, using keywords like
Generation Z, ASEAN, jamu, and local wisdom. This stage yielded 1156 relevant
articles on Scopus, 1 on ScienceDirect, 1 on Emerald, 1 on Springer, and 33 on
Google Scholar totaling 1212 potential articles.

2. Screening
Duplicate articles were removed followed by initial screening based on title and
abstract to assess fit for the focus on Islamic Green Finance, local culture, and
Gen Z consumer preferences. Criteria included peer-reviewed articles published in
the last six years in English or Indonesian, resulting in 397 screened articles.
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3. Eligibility
Full-text assessment to confirm eligibility considering content relevance, valid
methodology, and availability. Editorials, non-research documents, or irrelevant
articles were excluded. Forty-six articles met this criterion.

4. Included
Final selection based on methodological quality and scientific contribution resulted
in 13 articles analyzed using NVivo for qualitative and quantitative data synthesis.

PRISMA Flow Diagram (Summary)
Stage Article Count
Identification 1212

Screening 397

Eligibility 46

Included 13
PRISMA Flow Diagram
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At each stage, the number of articles decreased as a result of the selection
and screening process according to the predetermined criteria. This illustration
visualizes how from the initial 1212 articles, only 13 articles were ultimately selected
for in-depth analysis.

D. RESULT AND DISCUSSION

The analysis of the literature indicates that Generation Z's preferences in
ASEAN toward Green Finance Islamic products grounded in the local wisdom of
jamu are shaped by a combination of environmental awareness, cultural identity,
social influence, and technological adaptation. Knowledge and green awareness
emerge as crucial determinants, as a deep understanding of sustainability principles
and halal assurance significantly enhances product acceptance among young
consumers (Kuswardani et al., 2024). This awareness is strengthened by cultural
and local values embedded in traditional heritage, showing that Gen Z tends to prefer
products aligned with their identity, particularly when these products embody both
local cultural narratives and Islamic principles (R. Hidayat et al., 2024). In the digital
era, social media plays a significant role in shaping these preferences, with Islamic
influencers and digital endorsements becoming powerful agents who influence
perceptions, attitudes, and purchase intentions (Husna & Mairita, 2024; Dharma et
al., 2024). Their influence is not limited to mere promotion but extends to shaping
values and reinforcing ethical consumption aligned with sustainability and sharia
compliance.

Product innovation and certification also surface as critical determinants of
purchasing behavior. Innovative packaging, seamless digital accessibility, and official
halal and eco-friendly certifications contribute significantly to Gen Z’s trust and
confidence in green Islamic products (Rahman & Indra, 2024; Kuswardani et al.,
2024). Within this context, the Theory of Planned Behavior (TPB) offers a strong
explanatory foundation, where attitudes, subjective norms, and perceived behavioral
control demonstrate considerable relevance in predicting Gen Z's purchase
intentions for green finance—based products (Prasad et al., 2024). The literature
highlights that Gen Z in ASEAN represents a complex and layered demographic
whose preferences cannot be understood through functional product features alone
but through a multidimensional lens that considers cultural narratives, religious
values, and socio-digital influences integral to their identity formation (Ramkissoon et
al., 2025).

The TPB framework underscores the importance of shaping positive attitudes,
strengthening social norms that support sustainability and halalness, and expanding
perceived behavioral control through accessible information and user-friendly digital
platforms (Wahyudin et al., 2025; Hasyim, 2022). Social media, as the primary
sphere of interaction for Gen Z, amplifies this dynamic, where credible Islamic
influencers function as educators and advocates promoting values consistent with
green finance and Islamic ethical standards (E. A. Siregar et al., 2024; Shahbuddin,
2024). Furthermore, the unigue nature of jamu as a representation of cultural
heritage and a carrier of local wisdom offers a strong differentiating factor that can be
leveraged across marketing and educational campaigns. This positioning transforms
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jamu from being merely a product into a symbolic narrative of cultural preservation
and environmental stewardship aligned with sustainability goals (Nursanty & Susilo,
2024; Nurcholis & Arianti, 2024).

Overall, the development of Green Finance Islamic-based jamu products
requires an integrated and holistic strategy that aligns product innovation, consumer
education, digital promotion, and institutional support from regulatory and financing
agencies. Such a comprehensive approach is instrumental in expanding market
penetration, strengthening consumer trust, and fostering an inclusive and sustainable
green economic ecosystem across ASEAN (Deputy of Economy Indonesian Ministry
of National Development Planning, 2019).

E. CONCLUSION

Gen Z in ASEAN represents a complex and culturally grounded consumer
segment whose purchasing behaviors are shaped not only by functional product
value but also by identity, religiosity, and social meaning. The Theory of Planned
Behavior highlights the influence of attitudes, social norms, and perceived behavioral
control, emphasizing that marketing strategies must cultivate positive perceptions of
sustainability, halal integrity, and cultural authenticity. The role of Islamic
influencers—trusted not only as endorsers but as educators—becomes essential in
guiding Gen Z toward green finance—aligned consumption. Jamu, as an integral part
of Southeast Asia’s cultural heritage, holds strong differentiation potential when
framed within narratives of tradition, environmental preservation, and long-term
sustainability.

To fully unlock the potential of green finance—based jamu products in this
demographic, a multidimensional strategy is required. Strengthening sharia-based
sustainability education through Gen Z’s preferred digital channels will deepen
awareness and loyalty, while branding rooted in cultural heritage can build
meaningful emotional resonance. Product innovation must prioritize sustainability,
transparent halal and green certification, and eco-friendly packaging aligned with
Gen Z expectations. Optimizing social media engagement through credible Islamic
influencers and interactive storytelling enhances trust and intention to purchase.
Finally, cross-sector collaboration among regulators, jamu producers, sharia finance
institutions, and local communities is crucial to creating an enabling ecosystem that
expands financing access and supports inclusive, culturally grounded, and
sustainable economic development across ASEAN.

F. REFERENCES

Alcahuz-Grifian, M., Nieto-Gil, P., Perez-Soriano, P., & Gijon-Nogueron, G. (2021).
Morphological and postural changes in the foot during pregnancy and
puerperium: A longitudinal study. International Journal of Environmental
Research and Public Health, 18(5), 1-9. https://doi.org/10.3390/ijerph18052423

Aldhaheri, W. (2025). Islamic Green Finance: Shariah-Compliant Pathways towards
Sustainable Development Goals (SDGs). Open Journal of Applied Sciences,
15(05), 1294-1309. https://doi.org/10.4236/0japps.2025.155090

Punbobusumo. Sholatuddin & Anggracai — “DPrefenences of Genenation 3w #SEAN..." | T



Astiwara, E. M. (2023). Halal Consumption Behavior of Muslim Millennials: Between
Religiosity, Identity, and Digitalization. Endless: International Journal of Future
Studies, 6(3), 411-429. https://doi.org/10.54783/endlessjournal.v6i3.326

Barbieri, M., & Manenti, F. (2021). Industrial Production of Acetic Acid: A Patent
Landscape. SSRN Electronic Journal, 1-9.
https://doi.org/10.2139/ssrn.3928478

Borah, P. S., Dogbe, C. S. K., & Marwa, N. (2024). Generation Z’s green purchase
behavior: Do green consumer knowledge, consumer social responsibility, green
advertising, and green consumer trust matter for sustainable development?
Business Strategy  and the Environment, 33(5), 4530-4546.
https://doi.org/10.1002/bse.3714

Deputy of Economy Indonesian Ministry of National Development Planning. (2019).
Indonesian Ministry of National Development Planning. Indonesian Ministry of
National Development Planning, 10-11.

Dewantoro, R., Sariani, S., & Suriono, H. (2025). Transformation of Generation Z's
consumption behavior in the digital ecosystem: A theoretical review of social
media-based marketing strategies. Priviet Social Sciences Journal, 5(5), 102—
110. https://doi.org/10.55942/pssj.v5i5.619

Dharma, I. B. S., Hengky, H., Ching, L. L., Ni, L. S., Zhen, L. S., Yee, L. Z., Brayn, N.
U, llyas, S. S., Ban, D. T. K., Tunde, O. A, Sin, L. G., Edeh, F. O., & Sinha, R.
K. (2024). The Effect of Influencer Marketing on Gen Z Purchasing Intentions in
Emerging Economies. Asian Pacific Journal of Management and Education,
7(3), 221-240. https://doi.org/10.32535/apjme.v7i3.3540

Franciosi, L. M. (2025). Ethical Features and Proactive Initiatives Promoting Financial
Inclusion. 30—47. https://doi.org/10.13135/2421-2172/11175

Garcia, A. R., Filipe, S. B., Fernandes, C., Estevéo, C., & Ramos, G. (n.d.). No £#8#Y
BERZPDELEEESHEBICES TS BEREREICEAYT SHIWEES T
Title. 11(1), 20-32.

Gomes, S., Lopes, J. M., & Nogueira, S. (2023). Willingness to pay more for green
products: A critical challenge for Gen Z. Journal of Cleaner Production,
390(January). https://doi.org/10.1016/j.jclepro.2023.136092

Guping, C., Sial, M. S., Wan, P., Badulescu, A., Badulescu, D., & Brugni, T. V. (2020).
Do board gender diversity and non-executive directors affect csr reporting?
Insight from agency theory perspective. Sustainability (Switzerland), 12(20), 1—
25. https://doi.org/10.3390/su12208597

Hasyim, F. (2022). Adoption of Extended Theory of Planned Behavior To Halal Food
Purchasing Decision Amidst Covid-19 Pandemic. Journal of Islamic Economic
Laws, 5(1), 84-115. https://doi.org/10.23917/jisel.v5i1.15162

Hidayat, R., Mustafa, Z., Ahmad, L. O. I., & Igbal, N. A. (2024). Harmonization of
Islamic Values and Local Wisdom in The Maccera Manurung Ritual. El

8 | “Prefercaces of Genernation 3 in ASEAN. .. " — Purbolusame, Sholakuddin & Anggracai



Harakah: Jurnal Budaya Islam, 26(2), 245-270.
https://doi.org/10.18860/eh.v26i2.29152

Hidayat, T., Nashirah, A. F., & Pangestuti, I. R. D. (2024). Analyzing the Consumer
Behavior and Implications of Sustainable Consumption Among Generation Z.
Research Horizon, 4(4), 161-176.

Hosen, M. N. (2022). Sustainable Products for Islamic Green Financing.
Repository.Uinjkt.Ac.Id, 1-34.
https://repository.uinjkt.ac.id/dspace/handle/123456789/65149%0Ahttps://reposi
tory.uinjkt.ac.id/dspace/bitstream/123456789/65149/1/14. Full Paper FIFC
2022-Sustainable Product for Islamic Green Financing.pdf

Husaeni, U. A. (2024). Mapping the Growth and Trends of Research on Islamic
Financial Management: a Bibliometric Analysis. International Journal of Islamic
Personal and Family Finance, 1(2). https://doi.org/10.70328/ijipff.v1i2.13

Husna, A. H., & Mairita, D. (2024). Gen Z dan Perilaku Konsumsi Konten Influencer
pada TikTok. Jurnal Riset Komunikasi, 7(2), 86-100.
https://doi.org/10.38194/jurkom.v7i1.1002

lancu, T., Petre, I. L., Tudor, V. C., Micu, M. M., Ursu, A., Teodorescu, F. R., &
Dumitru, E. A. (2022). A Difficult Pattern to Change in Romania, the Perspective
of Socio-Economic Development. Sustainability (Switzerland), 14(4).
https://doi.org/10.3390/su14042350

Ibrahim, A., Almasria, N. A., Almagtari, F. A., Al-Kasasbeh, O., Alhatabat, Z., &
Ershaid, D. (2024). International Journal of Energy Economics and Policy The
Impact of Green Finance, FinTech and Digital Economy on Environmental
Sustainability: Evidence from Advanced Panel Techniques. International
Journal of Energy Economics and Policy |, 14(6), 621-627.
http:www.econjournals.com

Irawan, N. C. (2024). Eco-Innovation for Sustainability in Traditional Herbal (Jamu)
Agroindustry: OGSM-Gap Analysis Based on Employee Perception.
Agroindustrial Journal. https://doi.org/10.22146/aij.v10i2.90221

Ishak, D., Akmal, F. A., & Halide, N. (2024). Generation Z Involvement in Halal
Ecosystem. Jurnal Al-Dustur, 7(2), 211-221.
https://doi.org/10.30863/aldustur.v7i2.7199

Jia, G. L., Ma, R. G., & Hu, Z. H. (2019). Urban transit network properties evaluation
and optimization based on complex network theory. Sustainability (Switzerland),
11(7), 1-16. https://doi.org/10.3390/su11072007

Karimipoor, Z., Rashtian, A., Amirkhani, M., & Ghasemi, S. (2021). The effect of
grazing intensity on vegetation coverage and nitrogen mineralization kinetics of
steppe rangelands of iran (Case study: Nodoushan rangelands, yazd, Iran).
Sustainability (Switzerland), 13(15). https://doi.org/10.3390/su13158392

Kuswardani, D. C., Wibisono, T., Setiawan, W., & ... (2024). Effective Digital Marketing
Strategies In Deciding To Buy Halal Products (Empirical Study On New

Punbobusumo. Sholatiuddin & Anggracni — “Prefenences of Generation 3 e #SEAN..." | 9



Students Of The Faculty Of Economics, Semarang University). International
Journal of ..., 8(1). http://ijair.id/index.php/ijair/article/download/1317/578

Kwilinski, A., Lyulyov, O., & Pimonenko, T. (2025). The role of green finance in
attaining environmental sustainability within a country’s ESG performance.
Journal of Innovation and Knowledge, 10(2).
https://doi.org/10.1016/j.jik.2025.100674

Lange, F., & Iwasaki, S. (2020). Validating the pro-environmental behavior task in a
japanese sample. Sustainability (Switzerland), 12(22), 1-12.
https://doi.org/10.3390/sul12229534

Nadanyiova, M., Gajanova, L., & Majerova, J. (2020). Green marketing as a part of the
socially responsible brand’s communication from the aspect of generational
stratification. Sustainability (Switzerland), 12(17).
https://doi.org/10.3390/su12177118

Nakhli, S. R., Rafat, M., Bakhshi Dastjerdi, R., & Rafei, M. (2020). How do the financial
and oil sanctions affect the Iran’s economy: a DSGE framework. Journal of
Economic Studies, 48(4), 761-785. https://doi.org/10.1108/JES-01-2020-0031

Nurcholis, W., & Arianti, R. (2024). Jamu as Indonesian Cultural Heritage and Modern
Health Innovation. Jurnal Jamu Indonesia, 9(1), 1-2.
https://doi.org/10.29244/jji.v9i1.317

Nurrosyidah, I. H., & Syakur, A. (2024). Challenges and prospects for implementing
halal principles in the jamu industry in Indonesia. Journal of Halal Product and
Research, 7(1), 104-112. https://doi.org/10.20473/jhpr.vol.7-issue.1.104-112

Nursanty, E., & Susilowati, |. (2024). Cultural Uniqueness and the Power. 28, 3—-20.

Oktaviani, D. A., Witasari, N., & Amalia, N. P. (2025). The Tradition of Drinking Jamu
and Efforts to Increase the Economic Potential of the Nguter Community,
Sukoharjo District. Jurnal Jamu Indonesia, 10(2), 85-92.
https://doi.org/10.29244/jji.v10i2.307

Piratti, M., & Cattelan, V. (2020). Islamic green finance. Islamic Social Finance, 144—
172. https://doi.org/10.4324/9781315272221-9

Prasad, K. D. V., Shyamsunder, C., & Soni, H. (2024). Relationship Between Green
Finance Availability and Purchase Intentions in Generation Z and Millennials:
Moderating Role of Consciousness. Qubahan Academic Journal, 4(3), 412—
425. https://doi.org/10.48161/qaj.v4n3a987

Rahman, R., & Indra, I. (2024). The influence of halal fashion, lifestyle, and brand
image on Gen Z’s hijab fashion preferences in Indonesia. Journal of Islamic
Economics Lariba, 10(2), 251-270.
https://doi.org/10.20885/jielariba.vol10.issl.art1l4

Ramkissoon, H., Seyfi, S., Armutcu, B., Tan, A., & Zaman, M. (2025). Exploring the
role of religious belief and digital marketing on Gen Z tourists’ boycott

10 | “Preferences of Generation 3 iw #SEAN... " — Punbolusumo, Stholabuddin & Huggnacuc



behaviour. Tourism Recreation Research, 0(0), 1-18.
https://doi.org/10.1080/02508281.2025.2506168

Rasy Fahrullah, A.’, Khoirul Anwar, M., Suryaningsihand, A., & Fahmi, M. F. (2023).
Halal is Green: The Synergy of Sustainability and Islamic Principles. Annual
International Conference on Islamic Economics and Business, 3, 247-256.

Rinata, A., Laurens, A., & Waworuntu, G. (2021). The Li yi i@ ( Rites and Morality )
Aspects in Wangzhi E%| ( The Rules of a True King ) by Xun Zi &F A

Contemporary Interpretation in Xi Jinping ’ s Policy. 593(Inusharts 2020), 33—
37.

Sadali. (2023). Harnessing Islamic Teachings for Climate Justice: Pathways for Faith-
Based Environmental Action. Sinergi International Journal of Islamic Studies,
1(3), 143-157. https://doi.org/10.61194/ijis.v1i3.597

Sandberg, S. (2005). Attac — oppragret som forsvant? Nytt Norsk Tidsskrift, 22(1), 60—
71. https://doi.org/10.18261/issn1504-3053-2005-01-05

Sari, S. N., & Susanti, D. (2025). Halal Knowledge, Religiosity, and Halal Awareness:
Determinants of Generation Z Consumers Purchase Decision. Journal of
Consumer Sciences, 10(2), 317-342. https://doi.org/10.29244/jcs.10.2.317-342

Shahabuddin, A. M. (2024). Social media Influencers’ credibility on Green Purchase
Behavior: Evidence from Bangladesh. International Journal of Educational
Research & Social Sciences, 5(3), 372-378.
https://doi.org/10.51601/ijersc.v5i3.827

Sim, M., Suh, D., & Otto, M. O. (2021). Multi-objective particle swarm optimization-
based decision support model for integrating renewable energy systems in a
korean campus building. Sustainability (Switzerland), 13(15).
https://doi.org/10.3390/su13158660

Siregar, E. A., Tullaili, M., & Afdal, Z. (2025). Social Media on Islamic Lifestyle Trends:
A Systematic Literature Review. Indonesian Interdisciplinary Journal of Sharia
Economics (IIJSE), 8(1), 2270-2286.

Siregar, M. R., Permana, I. M., & Rijadi, P. K. (2023). Green Economy and Islamic
Finance: Crossing a Sustainable Path in Economic Development. Al-Infaq:
Jurnal Ekonomi Islam, 14(2), 252. https://doi.org/10.32507/ajei.v14i2.2497

Sporleder, M., Burkhardt, M., Kohne, T., Moog, D., & Weigold, M. (2020). Optimum
design and control of heat pumps for integration into thermohydraulic networks.
Sustainability (Switzerland), 12(22), 1-23. https://doi.org/10.3390/su12229421

Sun, W., & Su, Y. (2020). Analysing green forward-reverse logistics with NSGA-II.
Sustainability (Switzerland), 12(15), 1-18. https://doi.org/10.3390/su12156082

Sutedjo, B., Oetomo, D., & Santoso, S. (2025). Environmental Factors Influencing
Green Consumer Behaviour in the Digital Age Among the Millennial Generation.
4810, 103-122.

Punbobusumo. Sholatuddin & Anggracai — “DPrefencuces of Generation 3 iw ASEAN..." | 11



Wahyudin, M., Chen, C.-C., Tsai, K.-M., & Maksum, M. (2025). Understanding Muslim
Consumer Behavior through the Halal Reasoned Goal Pursuit Framework
(Issue 2022). Atlantis Press International BV. https://doi.org/10.2991/978-94-
6463-692-5 19

Zahari, S. A., Shahimi, S., Alma’amun, S., & Ismail, A. G. (2024). Ethics in Focus: a
Bibliometric and Content Analysis of Islamic Banking and Finance Research.
Journal of Islamic Monetary Economics and Finance, 10(2), 249-276.
https://doi.org/10.21098/jimf.v10i2.1992

Zheng, M., Wu, L., Feng, G. F., & Chang, C. P. (2025). The impact of green finance on
sustainable development: an investigation into national ESG performance.
Journal of Applied Economics, 28(1).
https://doi.org/10.1080/15140326.2025.2528672

Zhou, J., Wen, P, Li, H., & Lu, Y. (2021). Study on flexible structure with waterproof,
breathable and thermal insulation in concrete construction. E3S Web of
Conferences, 245. https://doi.org/10.1051/e3sconf/202124503079

12 | “Preferences of Generation 3 cw #SEAN. .. " — Punbolusumo, Stholabuddin & Anggracuc



