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Introduction 

 

The development of digital technology has brought about significant changes in 

various aspects of people’s lives, including the economic and commercial sectors. One 

manifestation of this transformation is the rise of e-commerce as a transaction platform that 
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leverages the internet for the buying and selling of goods and services. The presence of e-

commerce has not only impacted urban communities but is also beginning to extend into 

rural areas as internet access, smartphone usage, and digital infrastructure in Indonesia 

continue to grow. This trend is connecting rural communities to broader and more modern 

markets, leading to significant changes in consumer behavior.  (Amalia and Budiman, 

2024). 

 Rural communities, which previously relied more on conventional transactions, are 

now beginning to switch to digital platforms to meet their daily needs. Ease of access, a 

wider variety of products, competitive prices, and promotions such as discounts and free 

shipping are the main factors driving the rise in e-commerce usage among rural 

communities. This shift is indirectly shaping new consumption patterns that tend to be more 

practical, faster, and more consumption-oriented. The ability to shop anytime and anywhere 

makes it easier for people to be tempted to make purchases, even for items that are not 

actually essential needs  (Hermawan et al., 2020).  

On the other hand, the growth of e-commerce has also had a positive impact on the 

rural economy. The digitization of trade has opened up new business opportunities for rural 

Micro, Small, and Medium Enterprises (MSMEs) to market their products more widely 

without being limited by geographical boundaries. Local products such as agricultural 

produce, handicrafts, traditional foods, and various home-based businesses now have the 

opportunity to be discovered by consumers from various regions. Thus, e-commerce has the 

potential to increase community income, expand employment opportunities, and drive more 

inclusive economic growth in rural areas. (Widyastuti, Maulana, and Izzah, 2023).  

However, the growth of e-commerce has also raised various social and economic 

issues that require attention. The rise in consumerist behavior driven by the ease of digital 

transactions can lead to wastefulness and an excessive lifestyle. Furthermore, rural 

communities lacking adequate digital and financial literacy are at risk of falling victim to 

online scams, developing a dependency on digital shopping, and using “pay-later” services 

irresponsibly. This situation demonstrates that the development of the digital economy does 

not always yield positive outcomes if it is not balanced with sound financial understanding 

and management (Rahmadani et al., 2024). 

From an Islamic economics perspective, consumption is not merely aimed at 

satisfying personal desires; it must also adhere to the principles of balance, public welfare, 

and justice, while avoiding the behaviors of israf (excess) and tabzir (wastefulness). Islam 

teaches that economic activities must be conducted wisely, in a halal manner, and provide 

benefits to both individuals and society. Therefore, the development of e-commerce needs to 

be studied more deeply so that its utilization remains in line with Islamic economic values. 

The use of digital technology in economic activities is expected not only to improve the 

material well-being of rural communities but also to uphold consumption ethics and the 

principle of sustainability in Islam. (Wahyuni, n.d.) 

  In this context, a new phenomenon has emerged in the form of changing 

consumption patterns among rural communities, which are increasingly influenced by the 

development of digital technology and social media. People who previously shopped based 

on need are now beginning to be driven to make purchases due to trends, promotions, and 

the ease of transactions offered by e-commerce platforms. In addition, e-commerce also 

opens up new economic opportunities for rural MSMEs to market their products to a wider 

market. This phenomenon is important to study because the growth of e-commerce not only 

has a positive impact on the economic improvement of rural communities but also has the 

potential to foster consumerist behavior that contradicts the principles of balance and public 

welfare in Islamic economics (Indra and Aqlani, 2023). 

In addition, the growth of e-commerce has also led to changes in the social and 

cultural behavior of rural communities. Buying and selling, which previously took place in 

person at traditional markets, is shifting toward digital transactions. While this change has 



MAISHA: Journal of Sharia Economics 

Volume 1 Issue 2 

 

created a more practical and modern way of life, it may also reduce the social interactions 

among community members that have long been a hallmark of rural life. The presence of 

digital technology is gradually shaping new habits in the community’s economic activities 

(Mahsin, Aksa, and Muayyanah, 2023). 

  Changes in the consumption patterns of rural communities are also influenced by the 

increasing use of social media as a tool for product promotion and marketing. Various 

digital advertisements, content creators, and online shopping trends encourage people to 

adopt a consumerist lifestyle. This situation makes people more easily tempted to buy items 

that are currently popular, even if they are not strictly necessary. Without proper financial 

literacy and self-control, this phenomenon can affect the economic stability of rural 

households. (Paya et al., 2024). 

On the other hand, the growth of e-commerce presents significant opportunities for 

small businesses and MSMEs in rural areas to expand. Local products that were previously 

sold only in the immediate vicinity can now be sold to various regions through online 

marketplaces and digital platforms. This ease of market access helps rural communities 

increase their income and expand their business networks. With the advent of e-commerce, 

rural communities have the opportunity to participate more broadly in the development of 

the digital economy (Mucharomma et al., 2023). 

However, not all rural communities are able to take full advantage of the growth of 

e-commerce. Limited internet access, low digital literacy, and a lack of understanding 

regarding online transaction security remain major challenges. Some people also still face 

difficulties in using digital technology for productive economic activities. Consequently, the 

use of e-commerce in rural areas tends to be more dominant in consumption activities rather 

than business development and economic productivity enhancement. From an Islamic 

economics perspective, consumption activities must be conducted in a balanced manner and 

not excessively. Islam teaches that consumption is not merely intended to satisfy desires but 

must also consider aspects of necessity, utility, and the greater good. Therefore, the 

consumerist behavior resulting from the influence of e-commerce requires attention to 

prevent the public from falling into a pattern of excessive living that could lead to waste or 

extravagance. The principles of simplicity and prudent financial management are essential 

values in addressing the development of the digital economy. (Indra and Aqlani, 2023). 

In addition to consumption, the Islamic economy also emphasizes the importance of 

justice and blessings in economic activities. E-commerce can serve as a positive tool when 

used to support halal businesses, improve community well-being, and expand economic 

opportunities in a fair manner. E-commerce can serve as a means of economic 

empowerment for rural communities when supported by a sound understanding of Sharia 

principles and the responsible use of technology (Yuliandanil et al., 2024). 

Previous studies have primarily focused on the development of e-commerce from the 

perspectives of technology, digital marketing, and general consumer behavior. Meanwhile, 

research specifically examining the impact of e-commerce on consumption patterns and the 

economy of rural communities from an Islamic economics perspective remains relatively 

limited. However, rural communities possess social, cultural, and economic characteristics 

that differ from those of urban communities, meaning the resulting impacts may also vary. 

Therefore, this research is important to understand how the development of e-

commerce influences the consumption patterns of rural communities and its impact on their 

economic conditions when viewed through the principles of Islamic economics. Thus, this 

study aims to analyze the impact of e-commerce on the consumption patterns and economy 

of rural communities from an Islamic economic perspective. This study is expected to 

provide an understanding of the influence of digital economic development on the lives of 

rural communities, both in terms of changes in consumption behavior and the economic 

conditions of the community. Additionally, this study is also expected to contribute 

academically to the development of Islamic economic studies in the digital era and to serve 
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as a basis for consideration by the public and the government in promoting the use of e-

commerce in a wiser, more productive, and more Islamic-values-aligned manner.  

 

Literature Review 

Fintech Syariah 

A literature review on the impact of e-commerce on consumption patterns and the economy 

of rural communities indicates that the development of digital technology has brought about 

significant changes in the economic behavior of rural communities.  Ainy, (2020) explains 

that increased internet access, smartphone usage, and the development of digital platforms 

have led rural communities to shift from conventional transaction methods toward a more 

practical and modern online shopping system. This shift has given rise to a new problem: an 

increasing tendency toward consumption driven by wants rather than needs. Easy access to 

products, digital promotions, and features such as discounts and free shipping often 

encourage people to make impulsive purchases, leading to consumerist behavior that has the 

potential to affect the economic stability of rural households. 

Furthermore, studies on the development of e-commerce in rural areas also indicate a 

tension between the positive economic impacts and the social risks it entails.. Dewi, (2022) 

highlights that e-commerce provides easy access to a wide range of goods and services, but 

on the other hand, it also fosters a culture of instant consumption that is increasingly 

influenced by social media and digital trends. This issue is significant because rural 

communities generally still face limitations in digital literacy and financial literacy. 

Consequently, the use of e-commerce is often more dominant in consumptive activities 

rather than productive utilization for business development. This situation indicates that 

digital transformation does not always proceed in tandem with the community’s readiness to 

manage changes in economic behavior wisely.On the other hand, several studies confirm 

that e-commerce has great potential to boost the economy of rural communities through the 

development of MSMEs and the expansion of market access. Mala et al., (2023) explains 

that the digitization of trade allows local village productssuch as agricultural produce, 

traditional foods, and handmade crafts to be marketed to a wider audience without being 

limited by geographical distance. However, Salsabilla and Adlina, (2023) emphasizes that 

the adoption of e-commerce in rural areas still faces various challenges, such as limited 

internet infrastructure, low digital literacy, and a lack of understanding regarding digital 

transaction security. These issues mean that the adoption of e-commerce has not yet been 

fully able to foster digital economic equality in rural communities. From an Islamic 

economics perspective, the growth of e-commerce is viewed not only in terms of economic 

benefits, but also in terms of balance, the public good, and ethical consumption. Budiman, 

(2024) emphasizes that consumerist behavior resulting from the ease of digital transactions 

has the potential to conflict with the principles of Islamic economics if it encourages the 

public to engage in wasteful and extravagant behavior. Therefore, the use of e-commerce 

should be directed toward activities that are productive, halal, and provide broad social 

benefits. Adinugraha, Fikri, and Andrean, (2024) explains that e-commerce can serve as a 

means of economic empowerment for rural communities if used responsibly and supported 

by a sound understanding of Sharia. Thus, the development of e-commerce from a Sharia 

economics perspective is not only focused on increasing consumption and material gains, 

but also on creating social welfare that is equitable, sustainable, and in line with Islamic 

values. 

 

 

Methodology 

Penelitian ini menggunakan metode deskriptif kualitatif dengan pendekatan studi literatur 
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(literature study) untuk This study employs a qualitative descriptive method using a literature 

review approach to analyze the impact of e-commerce on consumption patterns and the 

economic conditions of rural communities from an Islamic economics perspective. This 

approach was chosen because it provides an in-depth understanding through the examination of 

various relevant and up-to-date scientific sources. The study population encompasses all 

scientific literature related to e-commerce, rural community consumption behavior, rural 

economics, and Islamic economics. The research sample was determined using purposive 

sampling, which involves the selective selection of literature sources based on their level of 

relevance, credibility, and alignment with the research focus. The data sources used include 

accredited scientific journals, academic books, scientific articles, and various other publications 

released within the past five to ten years, both nationally and internationally. 

Data collection was conducted through a literature review by identifying, collecting, 

classifying, and analyzing various sources relevant to the research topic. Subsequently, the data 

were analyzed using the Miles and Huberman interactive analysis model, which includes the 

stages of data reduction, data presentation, and drawing conclusions and verification. In the 

data reduction stage, the researcher selected and focused on information related to the impact of 

e-commerce on consumption patterns and the economic conditions of rural communities. The 

selected data is then presented descriptively based on specific themes to facilitate the process of 

interpreting and understanding the relationships between research variables. The final stage 

involves drawing conclusions and conducting repeated verification by comparing various 

reference sources to ensure valid and consistent results. 

In addition, this study employs a comparative approach to previous research to identify 

patterns, relationships, and research gaps related to the development of e-commerce from an 

Islamic economics perspective. To ensure data validity, a credibility test was conducted using 

source triangulation by comparing various references that share similar topics of discussion. 

The results of the analysis were then interpreted based on the principles of Islamic economics, 

such as justice, transparency, the prohibition of gharar and riba, and the concept of balanced 

consumption (Wasathiyah), resulting in a study that is more systematic, comprehensive, and in 

line with Islamic values. 

 

Picture 1. Research Data Analysis FlowChart 

Results and Discussion  
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Based on an analysis of various primary and secondary sources, this study found that 

the development of e-commerce has brought significant changes to consumption patterns 

and economic conditions in rural communities from an Islamic economics perspective. The 

data indicates that increased internet access, smartphone usage, and the development of 

digital platforms have led rural communities to shift from conventional transaction systems 

toward more practical and modern digital-based transactions. Easy access to products, 

digital promotions, and features such as discounts and free shipping encourage people to be 

more active in making purchases through e-commerce. These findings lead to the 

understanding that e-commerce not only functions as a means of economic transaction but 

also serves as a factor influencing changes in lifestyle, consumption behavior, and social 

interaction patterns among rural communities. 

A review of the literature indicates that e-commerce has two primary effects: it boosts 

consumer spending and creates opportunities for productive economic activity. On the one 

hand, digital promotions and social media make it easier for people to make impulse 

purchases. On the other hand, e-commerce helps rural SMEs expand the market for their 

local products. From an Islamic economics perspective, the use of e-commerce must adhere 

to the principle of balance and avoid wasteful behavior. 

The research findings can be classified into three main categories: economic, social, 

and consumer behavior impacts. The economic impact is evident in the increased business 

opportunities and marketing of rural products. The social impact is reflected in changes in 

community interaction patterns, which are shifting toward digital transactions. Meanwhile, 

the impact on consumer behavior is evident in the growing tendency to shop based on wants 

rather than needs. 

A literature review indicates that most previous studies have focused primarily on e-

commerce from technological and marketing perspectives, while research on its impact on 

rural communities from an Islamic economics perspective remains limited. Furthermore, 

low levels of digital and financial literacy have led to the use of e-commerce in rural areas 

being dominated by consumptive rather than productive activities. 

The central thesis of this study is the concept of “Balanced and Productive E-

Commerce Utilization” in rural communities. E-commerce is not merely viewed as a tool for 

modern consumption but also as an instrument for economic empowerment when used 

wisely, productively, and in accordance with Sharia principles. This formulation emphasizes 

that the development of the digital economy must be balanced with improvements in digital 

literacy, financial literacy, and an understanding of Islamic consumption ethics so that 

communities do not become trapped in excessive consumerist behavior. Thus, community 

well-being is not measured solely by increased consumption and material gains, but also by 

the creation of social balance and the common good. 

Theoretically, this study contributes to the development of Islamic economics research 

in the digital age by reinforcing the concept of  Wasathiyah (balance) in consumption and 

economic activities within society. The implications of this study suggest that the 

development of e-commerce should be understood not only as an economic technological 

transformation but also as a social change that influences the behavioral patterns of rural 

communities. The Islamic economics perspective offers a moral foundation to ensure that 

the use of digital technology remains within the framework of justice, balance, and the 

economic sustainability of society. Thus, e-commerce can serve as a means of rural 

economic empowerment without compromising Islamic ethical values and social 

responsibility. 
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Although this study provides a conceptually in-depth analysis through a literature 

review, it still has limitations regarding empirical data on the direct impact of e-commerce 

on rural communities in the field. This study focuses more on literature analysis and the 

results of previous research, and thus does not specifically describe the actual conditions of 

rural communities. Furthermore, studies on the utilization of e-commerce from an Islamic 

economics perspective in rural communities remain relatively limited; therefore, further 

research using field research methods, interviews, or quantitative approaches is needed to 

obtain a more comprehensive picture of changes in consumption patterns and the economic 

conditions of rural communities in the digital era. 

Changes in Consumption Patterns Among Rural Communities 

Based on an analysis of the various articles reviewed, the growth of e-commerce has 

brought about significant changes in the consumption patterns of rural communities. 

Research Sihite, (2022) This indicates that the consumption patterns of modern society are 

no longer influenced solely by income levels, but also by technological advancements, 

access to information, and changes in lifestyle. The rise of e-commerce has created a faster, 

more convenient, and more efficient transaction system, leading rural communities to shift 

from conventional shopping habits toward digital transactions. This shift demonstrates that 

digital technology plays a significant role in shaping people’s consumption preferences and 

behaviors. 

These findings are supported by research Akbar & Kuningan, (2024) which explains 

that e-commerce increases consumption through aggressive digital marketing strategies. 

Features such as discounts, promotions, customer reviews, and product recommendations 

can influence purchasing decisions quickly and emotionally. This situation makes it easier 

for people to make purchases not only based on need, but also driven by trends and impulse. 

Furthermore, research Gedam et al., (2024) explains that changes in the consumption 

patterns of rural communities are not merely technical in nature, but also reflect a shift in 

consumption values from being needs-based to being more desire-oriented. Rural 

communities are becoming accustomed to using online marketplaces as a means of 

conducting transactions, making shopping easier and more flexible. Unlike the study Ari 

apriani; (2024) While the focus has been more on urban communities, rural communities are 

considered more vulnerable to the influence of digital advertising due to their limited 

financial and digital literacy. 

From an Islamic economics perspective, consumption is not merely aimed at fulfilling 

material desires but must also take into account the principles of public welfare, balance, 

and divine blessing. The principles of consumption in Islam emphasize moderation 

(wasathiyah) and prohibit extravagance (israf). This is as explained in the Qur’an, Surah Al-

A’raf, verse 31, which affirms that humans are permitted to eat and drink, but must not be 

excessive, for Allah does not love those who are excessive. Therefore, the ease of 

transactions in e-commerce must be approached wisely so as not to encourage the public 

toward impulsive and wasteful consumption patterns. 

Sharia studies also indicate that e-commerce activities are fundamentally permissible 

as long as they adhere to the principles of Islamic commerce, such as clarity of contract, 

honesty, transparency, and the avoidance of elements of gharar, riba, and fraud. Yusuf al-

Qaradawi explains that advancements in technology and modern commerce are acceptable 

in Islam as long as they provide public benefit and do not conflict with Sharia principles. A 

similar opinion was expressed by Wahbah az-Zuhaili, who stated that digital transactions are 
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part of modern muamalah contracts that are permissible as long as there is mutual consent 

between the seller and the buyer and they do not contain prohibited elements. 

Furthermore, the concept of maqashid al-sharia views economic activities as a means 

to safeguard the public interest, including the protection of property (Hifz al-mal). In this 

context, the use of e-commerce should not only be focused on increasing consumption but 

also directed toward productive economic activities that benefit the well-being of rural 

communities. E-commerce can serve as a vehicle for economic empowerment if utilized to 

expand market access for local products, increase community income, and support the 

development of Sharia-based micro and small enterprises. 

The results of this literature review indicate that the growth of e-commerce has a dual 

impact on rural communities. On the one hand, e-commerce facilitates access to transactions 

and opens opportunities for economic improvement. On the other hand, however, this 

growth also has the potential to increase consumerist behavior due to the influence of digital 

promotions and changes in lifestyle. Therefore, improving digital literacy, financial literacy, 

and understanding of Islamic economics is crucial so that communities can utilize e-

commerce wisely, in a balanced manner, and in accordance with Islamic values. Thus, the 

development of e-commerce should not only be understood as an economic technological 

transformation but also as a social phenomenon requiring the reinforcement of moral values 

and ethical consumption within the framework of Islamic economics. 

The Impact of E-commerce on Economic Growth in Rural Communities 

The results of the study show that e-commerce plays an important role in boosting the 

economy of rural communities. In the study Ghofur, (2020), It is explained that e-commerce 

is part of the digital economy that can improve market efficiency, expand distribution 

networks, and facilitate transactions for the public. This demonstrates that the development 

of digital technology not only simplifies the buying and selling process but also opens up 

new economic opportunities for rural communities. 

In line with this, the study Kadeli, (2023) emphasizes that e-commerce can enhance 

the competitiveness of local products and expand market access for MSMEs in rural areas. 

This perspective is consistent with research Gedam et al., (2024) which explains that 

business digitization provides opportunities for small business owners to grow without 

having to invest large amounts of capital in distribution and marketing. In this context, e-

commerce is viewed not only as a means of conducting transactions, but also as a tool for 

economic empowerment that can increase income and expand business opportunities. 

From an Islamic economics perspective, the development of e-commerce can be 

understood as a form of innovation in muamalah that provides economic benefits to society. 

Islam views trade as a permissible activity as long as it is conducted fairly, transparently, 

and does not contain elements prohibited by Sharia. Therefore, digital transactions through 

e-commerce can serve as a means to improve the welfare of rural communities if conducted 

in accordance with the principles of honesty, trustworthiness, and transparency of 

information between sellers and buyers. 

This view is consistent with the thinking of Wahbah az-Zuhaili, who asserts that 

electronic transactions are a valid form of modern contract as long as they fulfill the 

essential elements and conditions of buying and selling in Islam. Meanwhile, Yusuf al-

Qaradawi explains that advancements in economic technology can be accepted as part of 

contemporary ijtihad as long as they serve the public interest and do not conflict with Sharia 
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values. Thus, the use of e-commerce is viewed not only as a technological advancement but 

also as a means of strengthening the economy of the Muslim community. 

In addition to increasing community income, e-commerce also has the potential to 

promote rural economic self-reliance through the development of digital-based businesses. 

Under the concept of maqashid syariah, economic activities are directed toward creating 

public welfare and maintaining a balanced community life. Productive use of e-commerce 

can help rural communities expand business opportunities, improve family well-being, and 

reduce the economic gap between rural and urban areas. 

Nevertheless, the study’s findings indicate that maximizing the benefits of e-

commerce still requires adequate support in digital literacy and an understanding of Islamic 

economics. This is crucial so that rural communities do not merely become users of 

technology but are also capable of leveraging e-commerce as a means for productive, ethical 

business development aligned with the principles of Islamic economics. 

The Compatibility of E-commerce Practices with the Principles of Islamic 

Economics 

Islamic economics emphasizes that every transaction must adhere to the principles of 

fairness, transparency, honesty, and clarity of contracts. Furthermore, transactions must be 

free from elements of gharar (uncertainty), riba, and maisir. These principles serve as the 

foundation for determining the permissibility of an economic activity, including digital 

transactions such as e-commerce (Yuliandanil et al., 2024). 

From the perspective of fiqh muamalah, e-commerce transactions are fundamentally 

permissible as long as they fulfill the essential elements and conditions of buying and selling 

in Islam, such as the presence of a seller, a buyer, a clearly defined object of the transaction, 

an agreed-upon price, and a contract entered into by mutual consent. Yusuf al-Qaradawi, a 

contemporary scholar, explains that technological advancements in economic activities are 

acceptable in Islam as long as they do not contradict the principles of justice, honesty, and 

the public interest. Therefore, the use of e-commerce is permitted as a form of modern 

muamalah that facilitates commercial activities for the public. 

In addition, Wahbah az-Zuhaili explains that digital transactions can be categorized as 

a form of contemporary muamalah contract, which is permissible as long as it does not 

involve elements of gharar, fraud, riba, or unclear product information. In e-commerce 

practice, information transparency is crucial because Islam emphasizes the clarity of the 

transaction’s subject matter to prevent harm to either party. This aligns with the fiqh 

principle of muamalah, which states that, in principle, all forms of muamalah are permitted 

as long as there is no textual evidence prohibiting them. 

The Indonesian Ulema Council (MUI) has also affirmed through a DSN-MUI fatwa 

that digital commerce is permissible as long as it complies with Sharia principles and does 

not involve elements prohibited in Islam. Thus, e-commerce can serve as a halal and 

productive means of trade if conducted honestly, transparently, and responsibly in 

accordance with Sharia economic values.Research Hayati & Fatarib, (2022) and Rahmi et 

al., (2023) indicates that there are still challenges in applying Sharia principles to e-

commerce transactions, particularly regarding the clarity of contracts and transparency of 

information. Certain practices, such as discrepancies between product descriptions and the 

actual products, as well as the use of specific payment systems, have the potential to violate 

Sharia principles.  
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Based on a review of various literature, rural communities still face limitations in 

understanding the principles of Sharia transactions in a digital context. E-commerce is often 

implemented without a deep understanding of contracts and the permissibility of 

transactions. Analysis of previous research indicates a gap between the development of 

digital technology and rural communities’ understanding of Sharia. The literature review in 

this study also indicates that the application of Sharia principles in e-commerce activities 

remains suboptimal, particularly regarding transaction transparency and contract 

understanding. This situation raises the risk of transactions that do not align with Islamic 

values. These findings underscore that enhancing Sharia economic literacy is a critical factor 

in ensuring e-commerce operates in accordance with the principles of justice and blessings. 

Social Implications: Consumerist Behavior from a Sharia Perspective 

Consumptive behavior refers to an individual’s tendency to make excessive purchases 

that are not based on rational needs. In consumer behavior theory, this phenomenon is 

known as impulse buying—that is, purchases made spontaneously without prior planning. In 

Islamic economics, this behavior falls under the category of israf, which must be avoided 

because it contradicts the principle of simplicity (Siregar 2023). 

Research Salsabila, (2023) shows that e-commerce contributes to an increase in 

consumerist behavior through various digital marketing strategies. Social media also plays a 

role in shaping the public’s consumerist lifestyle through trends and the influence of 

influencers. 

Based on the results of various studies, rural communities are considered to be more 

vulnerable to consumerist behavior due to limited digital and financial literacy. The ease of 

access to online shopping has led rural communities to adopt a more consumerist lifestyle 

and follow digital market trends. This phenomenon not only impacts household economics 

but also affects the social and cultural values of rural communities, which were previously 

simpler and needs-oriented. 

From an Islamic economics perspective, excessive consumerism contradicts the 

principle of Wasathiyah (moderation), which forms the foundation of Islamic economic 

activity. Yusuf al-Qaradawi explains that consumption in Islam must be directed toward 

fulfilling needs that bring benefit, not merely indulging in desires and an extravagant 

lifestyle. This view is reinforced by Wahbah az-Zuhaili, who asserts that the excessive use 

of wealth can cause harm to both individuals and society if not accompanied by self-control 

and moral responsibility.  

Furthermore, the concept of maqashid al-sharia positions the management of wealth as 

a crucial component in safeguarding societal well-being (Hifz al-mal). In this context, 

consumption behavior must be carried out proportionally so as not to cause waste and 

economic imbalance in households. Therefore, strengthening financial literacy, digital 

literacy, and an understanding of Sharia values is important for building public awareness in 

utilizing e-commerce in a healthy and productive manner. 

Thus, the results of this study indicate that e-commerce has a strong influence on 

changes in the social behavior of rural communities, particularly in terms of consumption 

patterns. The development of digital technology does indeed facilitate economic activities, 

but without proper control, it can encourage consumptive behavior that contradicts the 

principles of Islamic economics. Therefore, educational efforts and the strengthening of 
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spiritual awareness are needed so that the community can maintain consumption patterns 

that are balanced, wise, and in accordance with Islamic values. 

Integrative Analysis: The Implementation of E-commerce within the Framework 

of Islamic Economics 

The development of digital technology has a dual impact on people’s lives, presenting 

both opportunities and challenges. In economic development theory, technology can 

increase efficiency and well-being, but it also has the potential to create inequality. From an 

Islamic economics perspective, the use of technology must remain focused on the public 

good, justice, and balance. This study is consistent with previous research from Mala, 

(2023). Previous research has shown that e-commerce can boost economic growth while 

also encouraging consumerist behavior. This indicates a complex relationship between 

economic benefits and social impacts. 

Nevertheless, the results of various studies indicate that the development of e-

commerce not only generates economic impacts but also brings about social changes in rural 

communities. The ease of digital transactions, the high intensity of online advertising, and 

the influence of social media are causing communities to become increasingly immersed in 

modern consumer culture. If not balanced by sound financial literacy, these conditions can 

lead to consumerist behavior and uncontrolled spending patterns. 

In Islamic economics, technological development is viewed as part of civilizational 

progress that can be harnessed to support human well-being. However, its use must remain 

within the bounds of Sharia, which emphasizes the principles of justice, benefit, and 

balance. E-commerce activities are permitted as long as they are conducted transparently, do 

not harm others, and are free from usury, uncertainty, and fraudulent practices. 

Yusuf al-Qaradawi’s view affirms that modern economic innovations are acceptable as 

long as they provide greater benefits to society and do not conflict with Islamic values. 

Furthermore, Wahbah az-Zuhaili explains that electronic transactions are a valid form of 

contemporary muamalah because Islam fundamentally allows for the development of 

transaction forms in accordance with the needs of the times. Therefore, e-commerce can 

serve as a means to strengthen the community’s economy if conducted in accordance with 

Islamic business ethics. 

Studies on the maqashid al-sharia also prioritize the welfare of society as the primary 

goal of economic activity. In the context of rural communities, the use of e-commerce can 

help improve people’s standard of living through expanded business opportunities, increased 

income, and the strengthening of the local economy. However, the use of technology should 

not be focused solely on material gains but must also take into account the social and moral 

impacts on community life. 

Based on the results of a literature review, the implementation of e-commerce requires 

a balance between the utilization of digital technology and the reinforcement of Sharia 

values. Digital literacy, financial education, and an understanding of consumption ethics are 

crucial factors to ensure that communities can use e-commerce in a more productive and 

responsible manner. Thus, e-commerce can serve as a vehicle for rural economic 

development that not only boosts economic growth but also supports the creation of 

sustainable social welfare in accordance with Islamic economic principles.  

Conclusion 
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This study shows that the growth of e-commerce has driven significant changes in the 

consumption patterns of rural communities, marked by a shift from conventional to digital 

systems. Ease of access, promotions, and the influence of digital media have contributed to 

increased consumption intensity and a tendency toward consumerist behavior. On the other 

hand, e-commerce also has a positive impact on the local economy through increased 

business opportunities and expanded market access for MSMEs, although these benefits 

have not been felt evenly due to infrastructure limitations and low digital literacy. 

The research findings also indicate that e-commerce practices from a Sharia 

economics perspective still face various challenges, particularly regarding the clarity of 

contracts, transparency, and the potential for elements of gharar and riba. This situation 

reflects a gap between technological advancements and the understanding of Sharia values 

in rural communities. Overall, e-commerce has a dual impact as both an economic 

opportunity and a social and Sharia challenge; therefore, a balance is needed between the 

utilization of digital technology and the application of Islamic economic principles to 

achieve sustainable well-being. 
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