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Abstract 

Objective: This study aims to analyze the implementation of management and marketing 

strategies in Micro, Small, and Medium Enterprises (MSMEs), with a focused case study 

on Warung Sate Madura Cak Khoirul in Wonogiri. Theoretical framework: The research 

adopts a theoretical framework grounded in MSME marketing strategies and Islamic 

economic principles, emphasizing ethical conduct, fairness, and social responsibility. These 

principles align with the Sustainable Development Goals (SDGs), particularly Goal 1 (No 

Poverty), Goal 8 (Decent Work and Economic Growth), Goal 9 (Industry, Innovation, and 

Infrastructure), and Goal 12 (Responsible Consumption and Production). Literature 

review: The literature review encompasses previous findings on the role of digital 

marketing, especially social media, in MSME growth, as well as the significance of sharia-

based management in sustaining ethical business practices. Methods: This study uses a 

qualitative descriptive method with data obtained through direct observation and interviews 

with the business owner, enabling an in-depth understanding of operational strategies. 

Results: The findings show that Warung Sate Madura Cak Khoirul successfully applies 

simple yet impactful marketing strategies. These include word-of-mouth promotion, 

consistent use of social media, price fairness, friendly service, and consistent product 

quality, all of which build strong customer loyalty. The business also reflects Islamic values 

such as honesty (ṣidq), trustworthiness (amānah), and responsibility (mas’ūliyyah), creating 

a business model that is not only profitable but ethically sound. Implications: This study 

implies that integrating Islamic ethical values with marketing efforts contributes to 

sustainable business growth and resilience in competitive markets. Furthermore, it supports 

SDG initiatives by fostering inclusive economic participation, ethical consumerism, and 

community empowerment through MSMEs. Novelty: The novelty of this research lies in 

its exploration of how sharia-compliant management and marketing strategies can 

simultaneously enhance MSME performance and advance sustainability goals—an area 

seldom examined in previous literature on local food-based enterprises. 
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INTRODUCTION 

Micro, Small, and Medium Enterprises (MSMEs) are widely recognized as key drivers 

of economic growth, employment, and poverty reduction, especially in developing 

countries like Indonesia. Despite their potential, many MSMEs continue to struggle with 

limited resources, a lack of strategic planning, and weak market access. In rural areas, such 

as Wonogiri, the sustainability of MSMEs is further challenged by limited digital literacy, 

poor financial management, and intense market competition. While numerous studies have 

explored marketing strategies in MSMEs, most of them focus on conventional business 

approaches without adequately considering the integration of ethical frameworks, 

particularly Islamic economic principles [1]. 

Additionally, although the role of MSMEs in achieving the United Nations Sustainable 

Development Goals (SDGs) has been increasingly acknowledged, few studies explicitly 

connect MSME business practices with specific SDG targets. Even fewer examine how 

Sharia-based management principles can contribute to inclusive, ethical, and sustainable 

business growth. This creates a critical research gap in understanding how Islamic values—

such as honesty (ṣidq), trustworthiness (amānah), and fairness (‘adl)—can be applied in the 

marketing and operational strategies of MSMEs to support not only business success but 

also broader social and developmental goals [2]. 

Furthermore, current literature often overlooks localized and grassroots business models 

such as food stalls or traditional vendors, which remain economically vital in Indonesian 

communities. Warung Sate Madura, as a culinary MSME rooted in local culture, represents 

a valuable case for exploring how simple, ethical, and community-centred strategies can 

deliver long-term performance outcomes. This study addresses these gaps by investigating 

how sharia-based management and marketing strategies are applied in a real-world MSME 

context and how such practices align with and support selected SDGs. It provides fresh 

insights into how local enterprises can pursue both profitability and sustainability through 

ethical, faith-based, and socially conscious approaches [2]. 

Micro, Small, and Medium Enterprises (MSMEs) have a crucial role in the economy of 

Indonesia. They account for around 99% of the total business units and 61% of the Gross 

Domestic Product (GDP), and absorb 97% of the national workforce. MSMEs function as 

economic drivers, provide jobs and improve people's welfare, especially in remote areas. 

They also contribute to the country's foreign exchange through local exports. In critical 

times, MSMEs have proven to be resilient and able to maintain economic stability. 

Therefore, the strengthening of MSMEs is very important for the sustainability of the 

national economy [3].  

The criteria for businesses to be included in the MSME category in Indonesia are 

determined based on Law No. 20 of 2008 and the latest Government Regulation, which 

explains as follows: 

Business Micro 

1). Maximum net worth of Rp. 50.000.000 (fifty million rupiah) excluding land and 

buildings. 

2). Maximum annual sales result of Rp 300.000.000 (three hundred million rupiah). 

Small Business  

1). Net worth of more than Rp. 50.000.000 (fifty million rupiah) up to a maximum income 

of Rp. 500.000.000 (five hundred million rupiah)  

2). Annual sales of more than Rp 300.000.000 (three hundred million rupiah) to a maximum 

of Rp 2.500.000.000  
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Handling Business 

1). Knet assets of more than Rp. 500,000,000 (five hundred million rupiah) up to a 

maximum of Rp 10.000.000.000  

2). Annual sales results of more than Rp 2.500.000.000 to a maximum of Rp. 

50.000.000.000 [4]. 

Every business activity will always have competition with other businessmen. Especially 

for products that are often found in the community. However, with the existence of 

competition, growth in products and marketing is increasing. Strategies carried out in 

marketing must be easily accepted by logic, with business units that are expected to achieve 

their marketing goals. In addition, strategy in marketing can also be described as the 

selection of the market and targets, determining the competitive position, and developing 

an effective marketing strategy to reach the selected clients. Islamic economics plays an 

important role in guiding ethical business strategies. The application of Islamic business 

ethics in business marketing strategies is very important to build customer trust and loyalty. 

Honesty and transparency in business must be prioritised, so that consumers feel that the 

information provided is accurate and not misleading. Misleading in this case is a guarantee 

of halalness for consumption. In the teachings of Islam, it has been explained in Q.S Al-

Baqarah verse 168, which reads: It means: "O man, eat some (food) on earth that is halal 

and good and do not follow the steps of Satan, for he is a real enemy to you" [5]. 

In the MSME sector, the culinary business has great potential because food is a basic 

need of the community that must be met. Halal is meant by the verse halal, both the 

substance and the way it is obtained. In addition to being halal, food must also be good, 

healthy, safe, and not excessive. Do not follow the steps of Satan mentioned in the verse 

means that you should not let your business be built by following the steps of Satan, who 

always meets your physical needs even in a way that is not by the provisions of Allah. 

Islamic economics emphasizes social justice and equitable distribution of wealth, 

encourages businesses to avoid exploitative practices, and ensures that profits are not 

enjoyed by just a few. The prohibition of riba in Islamic economics encourages much fairer 

financing practices  [6].  

The Sharia business that is carried out will undoubtedly bring Muslim entrepreneurs to 

prosperity by always meeting ethical standards of business behavior, as well as piety to 

Allah SWT, kindness, trust, and friendliness. The devotion of a Muslim entrepreneur is a 

form of remembering Allah SWT in every business activity so that in carrying out his 

business activities, he can avoid bad nature, cheating, lying, and also deceiving consumers 

[7]. Every strategy carried out by every MSME has great potential to encourage business 

growth, especially by taking advantage of the uniqueness of the product and its proximity 

to the local market [8]. The advantages that MSMEs have are not all that can be emulated 

by large companies, such as product personalisation, emotional relationships with 

customers, and flexibility in the face of changes in market needs. In addition, with 

increasing access to digital technology, MSMEs have the opportunity to expand their 

market reach through social media, e-commerce, and other digital marketing strategies that 

can reach a wider range of consumers without requiring high costs [9].  

Sharia-based marketing strategies provide great opportunities for MSMEs to develop 

their businesses ethically, by Sharia principles that emphasize fairness, honesty, and 

transparency. The main potential of Sharia marketing is the ability to build customer trust 

and loyalty through approaches that are in line with religious values, such as avoiding usury, 

gharar, and unethical practices [10]. In addition, Sharia marketing also has a special 

attraction for the importance of halal products in the community and an attraction for 

consumers who are increasingly aware of the importance of halal products for consumption 

and Sharia-based services. Through this approach, MSMEs can expand the market by 

targeting consumer segments who are looking for business solutions that are not only 

quality but also by Islamic teachings [11]. However, Islamic marketing strategies also face 
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risks and challenges. Competition between other MSME founders is becoming increasingly 

fierce. In addition, consumer appeal is greatly influenced by the ability of MSMEs to ensure 

that their products and services are implemented with sharia principles. Another risk faced 

is the lack of understanding of the wider community towards the concept of marketing by 

the wider community towards the concept of sharia marketing, so education for consumers 

is one of the important elements of this strategy [12].  

Therefore, maximizing the potential and reducing risks of MSMEs requires developing 

an integrated Sharia marketing strategy, such as prioritizing Islamic values and marketing 

communication, and utilizing digital platforms as a means of marketing by Sharia 

principles. Thus, sharia-based marketing is not only a tool to increase competitiveness, but 

also a form of MSME contribution in promoting sustainable business ethics [13]. If 

reviewed in general, the goals and targets that are desired to be achieved are the 

achievement of MSMEs with strong independent participants who also have a high level of 

competitiveness and have a major role in the production and distribution of various basic 

needs, then also raw materials, as well as capital that can stand on its own, which is carried 

out on individuals and business institutions in all economic sectors  [14]. 

LITERATURE REVIEW 

Production is a series of activities carried out to create goods and services needed for 

customers. Marketing is a form of value exchange between two parties, such as exchanging 

products for money owned by customers [15]. Production and marketing that uses the 

concept of Sharia economics is based on Islamic teachings, which have the goal of 

achieving good and eliminating evil and misery. This needs to be known and studied by 

business actors so that in carrying out their business practices, they do not create losses for 

other individuals or themselves  [16]. 

The development of MSMEs in the country is very rapid, and there are also many MSME 

owners with Islam, but it is not balanced by improving the quality of human resources (HR) 

from their MSME actors. In practice, every trader often cheats to get a big profit, one of 

which is the marketing problem. Fraud, even though marketing is a common thing found in 

trading activities. Several factors were found to indicate that the main factors came from 

the individual perpetrator, who had a background of cheating, emotional instability, or lack 

of ability also affected the cheating factor  [17].  

This includes strategic management, which is very important for MSMEs. Strategic 

management includes structured and planned decision-making to achieve long-term goals 

and adapt to changing times and an ever-evolving environment [18]. For MSMEs, strategy 

management is the main tool to deal with limited resources and fierce competition. Strategy 

management helps MSMEs recognize and utilize available market opportunities. By 

conducting an in-depth market analysis, MSMEs can determine potential market segments, 

understand customer needs and preferences, and design effective marketing strategies. With 

a solid strategic plan, MSMEs can differentiate themselves from competitors, provide 

unique added value, and build a competitive advantage  [19]. 

Marketing strategy is a process that includes several aspects such as opportunity analysis, 

target determination, strategy development, implementation planning, and budget 

allocation. From this, it can be concluded that a marketing strategy is a series of actions that 

encompass a marketing mix strategy consisting of products, prices, promotions, and places 

designed to achieve sales targets [20]. With a clear sales target, it can be implemented and 

planned in detail in the marketing mix, which is a combination of tactical elements that are 

controlled by it. Thus, it can be concluded that marketing strategy plays an important role 

in introducing products to the market. Sellers and artisans need a structured and systematic 

strategy, as well as effective communication about products, so that marketing goals can be 

achieved. Success in achieving marketing goals is highly dependent on how products are 
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marketed to consumers, one of which is influenced by good organization and operations  

[21]. 

In Islam, every business activity must be carried out according to the applicable law to 

ensure that no party is harmed. Therefore, business activities must be in line with Islamic 

law and general rules of the country. Any attempt that harms other parties or violates the 

law will be subject to sanctions, and in Islam, such transactions are considered null and 

void. Doing business or trying is allowed in Islam. The man was created by Allah as the 

caliph on earth, who carries out business and hard work. This business can be in the form 

of doing business or entrepreneurship, which involves the management of the mandate 

given to humans  [22]. 

Sharia marketing is a business strategy approach that leads to the process of creating, 

offering, and changing the value from one party to another with a process that follows the 

provisions of the contract and the principles of muamalah in Islam. As long as this can be 

guaranteed and there is no deviation from the principles of Islamic muamalah in 

transactions or business processes, then any type of transaction in marketing is allowed  

[23]. 

Table 1. Literature Review on Sharia-Based Management and Marketing 
Strategy in MSMEs with SDG Orientation 

Theme Key Findings Sharia Aspects Related SDGs 

Production 

and 

Marketing 

Production creates 

goods/services; marketing is a 

value exchange. In Islamic 

economics, both must aim to 

generate good and eliminate 

harm. 

Emphasis on ethical 

trade, justice, and 

avoiding exploitation. 

SDG 12: 

Responsible 

Consumption and 

Production 

Ethical 

Business 

Practice 

Many MSMEs lack 

awareness of sharia 

principles. Fraud in marketing 

is still common due to weak 

character or unstable 

emotions among traders. 

Integrity (ṣidq), trust 

(amānah), and 

fairness (‘adl) are 

mandatory; fraud 

nullifies contracts in 

Islam. 

SDG 16: Peace, 

Justice, and Strong 

Institutions 

Human 

Resource 

Quality 

Rapid MSME growth is not 

matched with human resource 

(HR) development, especially 

among Muslim entrepreneurs. 

Need for tarbiyah 

(education) in 

business ethics and 

spiritual values. 

SDG 4: Quality 

Education; SDG 8: 

Decent Work and 

Economic Growth 

Strategic 

Management 

Strategy is vital to cope with 

limited resources and 

competition. Helps MSMEs 

recognize markets and plan 

effectively. 

Planning aligns with 

tawakkul (reliance on 

God) after exerting 

effort (ikhtiar) and 

analysis. 

SDG 9: Industry, 

Innovation, and 

Infrastructure; SDG 

8 

Marketing 

Mix Strategy 

A good marketing strategy 

must be structured: product, 

price, promotion, place. 

Clarity and systemization are 

keys to reaching sales targets. 

Halal products, fair 

pricing, honest 

promotion, ethical 

distribution. 

SDG 1: No Poverty; 

SDG 12 

Islamic 

Business 

Ethics 

All business must follow both 

sharia and national law. 

Harmful or unlawful 

transactions are invalid in 

Islam. 

Business is an act of 

worship (ibadah) and 

stewardship 

(khilafah); it must 

avoid injustice and 

harm. 

SDG 16; SDG 17: 

Partnership for the 

Goals 

Sharia 

Marketing 

Sharia marketing follows 

muamalah contracts. As long 

as transactions meet sharia 

rules, innovation and 

flexibility are allowed. 

Compliance with 

akad, avoiding riba, 

gharar, and haram 

elements. 

SDG 8; SDG 10: 

Reduced Inequality; 

SDG 12 
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METHODOLOGY 

This study adopts a qualitative approach with a descriptive research design. The use of 

this approach is intended to obtain a comprehensive and in-depth understanding of the 

marketing strategies implemented by Micro, Small, and Medium Enterprises (MSMEs), 

particularly in the context of applying Islamic economic principles. The object of this study 

is Warung Sate Madura Cak Khoirul, an MSME that operates in the culinary sector in 

Wonogiri, Indonesia. The primary data collection method used is in-depth interviews, 

which allow researchers to explore the actual practices, values, and decision-making 

processes adopted by the business owner. The interview was conducted directly with the 

owner of Warung Sate Madura Cak Khoirul, focusing on how marketing strategies are 

formulated, the extent to which sharia principles are integrated, and what challenges are 

encountered in aligning business operations with Islamic values. The interview guide was 

designed based on relevant concepts from marketing strategy theory and Islamic economic 

principles such as fairness, transparency, and ethical conduct in trade [24]. 

The questions in the interview guide were divided into several main themes: (1) the 

marketing strategy used, including product positioning, pricing, promotion, and 

distribution; (2) the owner's understanding and application of Islamic business ethics; (3) 

obstacles faced in implementing sharia-compliant strategies; and (4) the business's 

contribution to the surrounding community and sustainability aspects. This last theme is 

linked to several Sustainable Development Goals (SDGs), particularly SDG 8 (Decent 

Work and Economic Growth), SDG 12 (Responsible Consumption and Production), and 

SDG 16 (Peace, Justice, and Strong Institutions). In order to validate the data, triangulation 

techniques were applied by comparing the information obtained through interviews with 

observations of the daily operations of the food stall. Observations focused on customer 

service practices, pricing transparency, and promotional techniques—such as the use of 

social media and word-of-mouth recommendations. The researcher also paid attention to 

how the business builds consumer trust, maintains product quality, and adheres to ethical 

standards consistent with Islamic teachings [25]. 

 

Figure 1. Research Location of Madura Cak Khoirul Wonogiri Chicken Sate 

Through this methodology, the study not only captures how an MSME implements 

effective marketing strategies but also reveals how Islamic values can coexist with modern 

business practices. Moreover, the method emphasizes how these sharia-based approaches 

can support broader goals such as economic inclusion, ethical entrepreneurship, and 

sustainability, in alignment with the SDGs. Thus, the research provides meaningful insights 

into the integration of faith-based principles within local MSME business strategies [26]. 
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RESULTS AND DISCUSSION 

The application of the marketing strategy in Warung Sate Madura Cak Khoirul 

Purwantoro uses the data management stage derived from interviews with resource persons, 

namely those who own businesses and employees. Strategy in marketing is a problem that 

is considered very important for MSME businesspeople. A marketing strategy is a step to 

achieve the goals or targets that it implements. In the MSMEs, Warung Sate Madura Cak 

Khoirul uses marketing through market segmentation, determining the target market, along 

with determining the market position as well as in the marketing mix and with the 

Marketing Mix which consists of four elements, namely in the form of products, tariffs, 

then also promotions, along with the place [27]. 

In running its business, Warung Sate Madura Cak Khoirul can be considered successful 

in marketing where business actors have determined a product with high quality, set 

affordable selling rates, and promote products so that the public knows the business created 

and the place that is not difficult for the community to reach, also the distribution can be 

considered good.  

Market Segmentation  

The explanation of the definition of market segmentation is the step in identifying and 

building consumers with geography, then with demographics, and psychologically.  

1). Geographical segmentation is located on the page of Purwantoro Market, Wonogiri, 

Central Java. 

2). Demographic segmentation can be used for all ages. Starting from children to adults. 

3). Psychological Segmentation, All Groups Can Consume Madura Cak Khoirul Satay.  

Target Market  

To increase revenue, it is necessary to make adjustments to the target market. Warung 

Sate Madura Cak Khoirul is determining the target market by providing a selling price 

starting from Rp 1.500 per skewer. The price per portion without lontong is sold for Rp 

15.000; if you use lontong per portion, it is sold for Rp 18.000. 

Market Position 

The determination of the market position aims to be able to build and provide 

information about the superiority of the product in the market to customers. In determining 

the position of Sate Madura, Cak Khoirul gave the Madura Original label because the owner 

of Sate Madura MSMEs, Cak Khoirul, indeed came from Madura. With this, it can provide 

attraction for consumers through the enjoyment of authentic taste.  

Marketing Mix Strategy  

To get maximum results, the marketing strategy covers various aspects of the marketing 

sector, through the goal of creating and planning to achieve goals, as well as outlining the 

business scope that MSMEs want to achieve.  
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Figure 2. Madura Cak Khoirul Wonogiri Chicken Sate Menu 

Product  

A product in the context of Sharia is a product that meets various Islamic principles, 

namely, it must be halal and free from elements prohibited in the Quran and Hadith, to 

avoid fraud and ensure that business actors ensure the quality or quality of their products. 

In the hadith, it is written that "the seller and the buyer have the same rights before parting. 

And if they are honest and willing to explain the condition of the goods, they will get 

blessings in their buying and selling. And if they lie and cover up the defects of goods, then 

the blessing of their buying and selling will be removed." (HR. Bukhori and Mulsim). The 

products used on Sate Madura Cak Khoirul are, of course, guaranteed to be halal, and in 

maintaining the quality of the product, the business owner uses chicken that is slaughtered 

using Islamic sharia so that the main ingredient of satay can be ensured to be halal 

thayyiban. Sate Madura Cak Khoirul also provides various types of satay that will be 

served, ranging from satay without skin, satay with lontong, and satay without lontong with 

additional onions and chilli that can be adjusted to customers  [28].  

Price  

The tariff that has been determined for the owner of the Madura Sate Cak Khoirul 

business is also carried out with an Islamic view. The determination of price is based on the 

value or price of a product, which must not be higher than the amount of production costs 

incurred. Price has a very important role because it can affect the attractiveness of 

consumers to buy. Madura Cak Khoirul Satay sets the tariff by calculating the tariff on the 

raw materials. If there is an increase in the price of raw materials, business actors will not 

reduce the quality and taste of their products because it can affect the purchasing power of 

consumers  [29].. 

Promotion  

Promotions function as a means used by companies or organizations to convey 

information and inform customers, either directly or indirectly, about the products offered. 

If the principles of transparency and honesty are applied in promotion, this will have a 

positive impact in the eyes of consumers. Every content and promotion must be according 

to Islamic sharia principles and contain good things. The promotion of the Sate Madura Cak 

Khoirul business through WhatsApp and offline through word of mouth has a big impact 

on MSMEs. In addition, business actors also create content that follows the present day, 

which is uploaded on WhatsApp statuses and personal social media accounts of MSME 

owners and employees. Thus, the attraction of Sate Madura Cak Khoirul can be widely 

known by all circles [30].  
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Figure 3. Good Places and Promotions Impact Increasing Consumers 

Place  

In determining the place or distribution channel, Islamic companies should choose a 

location that is by the target market to achieve benefits. For MSMEs, Warung Sate Madura 

Cak Khoirul is very strategic and easy to reach by consumers because it is located in the 

Purwantoro Market area. This makes it easier for the public to find the location of Warung 

Sate Madura Cak Khoirul. According to the results of an interview at Warung Sate Madura 

Cak Khoirul, to compete and survive in the business world, it is very necessary to have 

media to help analyze internal and external conditions so that each business can formulate 

an accurate strategy. One of the strategic planning methods used is a SWOT analysis to be 

able to evaluate its strengths (Strengths), and weaknesses (Weaknesses), then also 

opportunities (Opportunities), along with threats (Threats) in carrying out business  [31].   

The business environment encompasses all things that can affect business or business 

activities. These factors are divided into 2 (two) categories, namely internal factors that 

exist in the company and directly affect production activities, as well as external factors 

related to conditions outside the company and trends that develop in the business 

environment. Every business does not continue to run smoothly, because there must be 

various obstacles and challenges faced. Likewise, with Warung Sate Madura Cak Khoirul, 

the following are the results of research and interviews carried out: 

Table 2. Internal SWOT Factors of MSMEs Warung Sate Madura Cak Khoirul 

Indicator Information  

Strength  1.No preservatives are used in the product  

2. Fresh quality every day  

3. Products that can customize consumers and affordable prices 

4. Good and friendly service to consumers  

5. Good response from consumers  

Debilitation  1. Products cannot last more than 1 Day 

2. There has been no ordering of goods through the online application 

3. Bookkeeping carried out by the owner still uses the manual method  
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Table 3. External Factors SWOT of Sate Madura MSMEs Cak Khoirul  

Indicator Information  

Chance  1. Marketing can be developed by ordering through online applications  

2. Participating in MSME bazaars as a means of promotion  

3. Opening branches in other places, even in other cities  

4. Expanded space  

5. Safer packaging for products taken out of Wonogiri city 

Threat  1. There are competitors from other Madura satay businesses  

2. Increase in raw materials 

3. Moving to the place that is required due to a government order. For 

example, in terms of market renovation, etc.   

In business activities, marketing is a strategy by focuses on the stage of offering 

formation, along with changes in the value of entrepreneurs to customers. In the Islamic 

view, marketing activities need to be based on various Islamic values, based on the spirit of 

worship carried out towards Allah SWT along with maximum efforts in achieving common 

prosperity. Sharia principles emphasize that marketing must be carried out to worship God 

Almighty, striving for common welfare that is not just for their interests [32]. In a hadith of 

the Prophet from Anas Ibn Malik narrated by Al-Bukhari and Muslims, it reads: "Whoever 

wants his sustenance to be extended and his influence expanded, let him continue the 

relationship". Establishing friendships with the community is something that must be done 

by businessmen because, in marketing activities, of course, they will meet with many 

people [33]. In addition, in Islamic economics, there must be sincerity in obtaining the 

pleasure given by Allah SWT.  

The purpose and function of marketing in Islam, according to Hermawan Kertajaya and 

Muhammad Syakir Sula, covers 2 (two) main things in Sharia marketing, namely:  

a. Marketing Sharia requires companies that are managed based on Islamic Sharia 

principles to be able to work with a professional attitude in the business world. It is also 

necessary to develop a comprehensive marketing program regarding the values and 

quality of Sharia products so that they can be well received by the public, as well as 

increase the understanding of the public or consumers about the differences offered by 

Sharia-based businesses, which are often considered low  [34].  

b. Marketing is by sharia marketing, which means that marketing techniques are not only 

oriented towards personal profit, but also aim to create, offer, and even change values 

that have an impact on the main parties (Allah SWT, consumers, employees, business 

owners). Thus, the business can maintain a balance in business and become a sustainable 

company by Islamic or Sharia concepts  [35].  

Islam provides business ethics guidelines for business actors and consumers. In dyariah 

business, fraudulent practices, especially those that cause losses to other parties in terms of 

price, are things that must be avoided. Islam does not set certain limits on obtaining profits 

[36]. Warung Sate Madura Cak Khoirul has affordable prices and takes reasonable profits 

from the products sold. The price depends on the purchasing power and quality of the 

products offered, making it an attractive choice for consumers who decide to buy satay at 

Warung Sate Madura Cak Khoirul. This is in line with the principle of muamalah in QS. 

An-Nisa verse 29 emphasizes that in doing business, transactions must be based on the 

principle of mutual consent and not harm one of the parties  [37].  

Warung Sate Madura uses cash and bank transfer payment methods. Business owners 

provide convenience and comfort for consumers in transactions that follow today's 
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developments. The total price paid by consumers is also the calculation of sales, there is no 

riba in the transaction. This is in line with the principle of monotheism, where the price of 

the products offered is determined by the purchasing power of the people, and payment is 

free from the element of usury. By the words of Allah in QS. Al-Baqarah verse 278: 

"Worship Allah and leave the rest of the riba (that has not been collected)". According to 

the tafsir, along with an explanation of the punishment that will be received by the usury 

eater, Allah SWT calls on His servants who believe in Him. This piety is manifested by 

practising obedience, staying away from disobedience, and abandoning usury transactions 

that still exist in some people. Allah reminds them by calling on their faith because a 

believer is quick to respond to Allah's call, immediately carry out His commands, and avoid 

His prohibitions [38].  

Marketing from the perspective of Islamic economics emphasizes that the practice of 

tadlis (fraud) is strictly prohibited, especially regarding quantity, quality, and price. In QS. 

An-Nisa' verse 29 states that we are forbidden to consume each other's property unlawfully, 

except in lawful transactions such as swords. This verse reminds us to always be honest and 

fair in doing business, as well as avoid actions that are prohibited or can cause harm. 

Warung Sate Madura Cak Khoirul attaches great importance to quality, which is in line 

with the principles of marketing and Islamic economics. In Islam, the goal is not only to 

make a profit but also to provide benefits to other ummah in terms of consumers. With the 

principle of maintaining the quality of food, Cak Khoirul has applied Islamic economic 

principles, in addition to that, in every transaction, he always behaves honestly and never 

commits fraud, such as reducing the number of portions that should be given to buyers. 

With such an attitude, consumers feel satisfied and happy to continue buying food at 

Warung Sate Madura Cak Khoirul.  

 

Figure 4. The Process of Maintaining the Quality of Satay Remains Halal, 
Hegienic, and Delicious 

Sharia economics is a social science that studies the economic problems of society based 

on Islamic values. In the Islamic perspective, economics is not just a demand for life, but 

also an encouragement that has a dimension of worship, which is reflected in sharia ethics 

and morals. Cak Khoirul always competes by prioritizing quality, not knocking each other 

down, and always responding to change. He uses social media to sell and receive orders 

from consumers. In transactions, Cak Khoirul applies the principle of willingness and the 

right of khiyar to buyers. He also focuses on quality and not just profit. For him, product 

quality is a priority that must be maintained, not just pursuing profits, but also providing 

benefits. In terms of products and prices, Cak Khoirul always tries to do his best, as well as 

ensure that transactions do not harm consumers and are by the principles of justice in 

Islamic economics  [39].  

Production activities in Islam aim to maximize satisfaction and profits in the hereafter, 

by providing benefits for others and society as a form of worship to Allah SWT. This shows 

that production activities are not only to meet personal needs but also have a social function. 
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Therefore, production activities in Islam must be based on two main principles, namely the 

optimization of human resources and the optimization of the production of primary needs. 

The production carried out by Cak Khoirul has reflected the principles of production in 

Islam which not only focus on worldly profits but also prioritize the benefits of the hereafter 

by applying Islamic values. These values include Siddiq, Amanah, fathanah, tabligh, and 

istiqamah. In the shiddiq aspect, Cak Khoirul shows honesty in food production and honesty 

in promoting his products, no lies are committed in product production and promotion. The 

value of trust is also well implemented, where Cak Khoirul has never acted fraudulently 

and can be trusted by its consumers. Meanwhile, fathanah is reflected in her intelligence in 

keeping up with technological developments. He uses social media effectively to market 

his products. Furthermore, through his istiqamah attitude, he did not give up easily in his 

efforts to advance Warung Sate Madura Cak Khoirul until it was able to survive until now 

[40]. 

Cak Khoirul also always applies a tawazun attitude or balance by prioritizing problems 

in his production. It not only pursues profits but also ensures quality by selecting the best 

raw materials, targeting, and marketing processes. In addition, with an optimistic attitude 

that supports the success of his products to continue to sell in the market, Cak Khoirul is 

also committed to avoiding illegal or fraudulent production practices, because according to 

him, if consumers feel disadvantaged, then actually the loss will return to the producer. 

Analysis 

The implementation of sharia-based management and marketing strategies at Warung 

Sate Madura Cak Khoirul reflects an effective integration of ethical business practices and 

customer-oriented innovation within the MSME sector. Strategically located in Purwantoro 

Market, Wonogiri, this culinary MSME demonstrates an adaptive and localized approach 

to business by offering affordable, halal products, customized service, and strong relational 

marketing—all in line with Islamic economic values. From the marketing mix perspective, 

the stall successfully applies four key components: product, price, promotion, and place. Its 

product quality is assured through daily use of fresh, halal-certified ingredients, fulfilling 

both health standards and Islamic principles (halal and thayyib). Pricing is determined 

based on fairness and cost transparency, upholding the Islamic prohibition against 

exploitation and riba. Promotion relies on honest communication and utilizes digital tools 

like WhatsApp and social media status sharing, allowing for cost-efficient outreach that 

supports SDG 9 (Industry, Innovation, and Infrastructure) [40]. 

Customer loyalty is built not only through taste and affordability, but also through ethical 

conduct. Cak Khoirul embodies the values of ṣidq (honesty), amānah (trustworthiness), 

fathanah (wisdom), tablīgh (transparency), and istiqāmah (consistency). These traits are 

critical in establishing brand identity and consumer trust—key to MSME sustainability. His 

avoidance of fraudulent practices and prioritization of sincerity in business are directly 

aligned with SDG 16 (Peace, Justice, and Strong Institutions). Moreover, the business is 

actively contributing to SDG 8 (Decent Work and Economic Growth) by creating 

employment opportunities and engaging in ethical production. With pricing tailored to the 

local market and social media marketing reaching broader audiences, the stall illustrates the 

principle of economic inclusion. This also supports SDG 1 (No Poverty), as it makes quality 

food accessible at low prices while generating income for the owner and staff [41]. 

Despite operating in a competitive market, Warung Sate Madura leverages its 

uniqueness—authentic Madura taste, halal certification, and strategic pricing—as its 

competitive edge. Yet, challenges remain, particularly in digital transformation and order 

management. These are potential areas for growth, especially through participation in 

MSME expos, online ordering platforms, and digital bookkeeping. In conclusion, the stall’s 

practices offer a model of how Islamic ethical principles can be effectively applied in 

MSME marketing and operations while simultaneously contributing to sustainable 

development goals. This synergy between sharia compliance and SDG implementation 
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highlights the role of value-driven entrepreneurship in fostering inclusive, responsible, and 

resilient business ecosystems in rural Indonesia [41]. 

CONCLUSION 

This study concludes that Warung Sate Madura Cak Khoirul in Wonogiri is a strong 

example of how Micro, Small, and Medium Enterprises (MSMEs) can effectively integrate 

Islamic economic principles into business management and marketing strategies. The 

practices implemented by the business owner reflect the foundational values of sharia 

economics, including honesty (ṣidq), trustworthiness (amānah), intelligence (fathanah), 

transparency (tablīgh), and consistency (istiqāmah). These values are not only embedded in 

individual behavior but are also operationalized through business decisions related to 

production, pricing, promotion, and positioning. From a marketing perspective, the 

business demonstrates clarity in targeting and segmenting its market by location, age range, 

and purchasing behavior. Though the methods used—such as word-of-mouth and social 

media promotion—are simple, they are highly effective and cost-efficient. Pricing is 

determined fairly, considering raw material costs and market purchasing power, without 

exploiting consumers. These practices uphold the Islamic principle of justice (‘adl) in 

transactions and directly contribute to SDG 1 (No Poverty), SDG 8 (Decent Work and 

Economic Growth), and SDG 12 (Responsible Consumption and Production). In the realm 

of production, Warung Sate Madura adheres to Islamic standards by ensuring halal 

materials and avoiding prohibited elements. The product quality is consistently maintained, 

reflecting the Islamic obligation to provide not only lawful (halal) but also good (tayyib) 

goods. These efforts position the business within the broader ethical consumption 

movement, supporting SDG 3 (Good Health and Well-Being) and SDG 16 (Peace, Justice, 

and Strong Institutions). Cak Khoirul’s proactive response to change, particularly through 

technology adoption in promotion, shows entrepreneurial adaptability that aligns with SDG 

9 (Industry, Innovation, and Infrastructure). While the business still faces challenges—such 

as limited digital infrastructure and the need for structured financial recording—it's 

resilience and community-oriented approach reflect the spirit of khilafah (stewardship) and 

maslahah (public benefit) in Islamic economics. Furthermore, the MSME supports local 

economic circulation, provides employment, and strengthens food accessibility—essential 

components of inclusive and sustainable development. By upholding sharia principles in 

everyday operations, the business contributes not only to individual prosperity but also to 

societal welfare. In conclusion, the case of Warung Sate Madura Cak Khoirul illustrates 

how MSMEs can act as agents of sustainable, ethical development. It affirms that sharia-

based business models are not only viable but essential in building economic systems that 

are equitable, inclusive, and in alignment with the global Sustainable Development Goals 

(SDGs). 
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