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ABSTRAK 

Salah satu warung yang banyak terdapat di masyarakat sekitar adalah Warung 

Madura. Warung Madura ini secara umum memenuhi berbagai kebutuhan 

masyarakat, bahkan bisa dikatakan segala kebutuhan pokok sehari-hari tersedia disini. 

Warung Madura memiliki persaingan usaha dengan toko kelontong serupa dan 

minimarket. Oleh karena itu Penelitian ini berjudul “Strategi Pengembangan Bisnis 

Warung Madura di Jalan KH Mas Mansyur Kawasan Wisata Religi Sunan Ampel 

Surabaya perspektif Etika Bisnis Islam”. Rumusan masalah yang diteliti ialah 1.) 

bagaimana strategi pengembangan bisnis Warung Madura di Jalan KH Mas Mansyur 

Kawasan Wisata Religi Sunan Ampel Surabaya dan 2.) bagaimana strategi 

pengembangan bisnis Warung Madura perspektif etika bisnis islam. Tujuannya ialah 

untuk mengetahui strategi pengembangan bisnis Warung Madura di Jalan KH Mas 

Mansyur serta untuk mengetahui dalam perspektif etika bisnis islam-nya 

Pengumpulan data pada penelitian ini menggunakan metode kualitatif dilakukan 

melalui observasi, dokumentasi dan wawancara kepada penjual Warung Madura yang 

berjualan di Jalan KH Mas Mansyur Kawasan Wisaata Religi Sunan Ampel Surabaya.  

Hasil dari penelitian ini menunjukan bahwa strategi pengembangan bisnis 

Warung Madura yang diterapkan yaitu strategi penetrasi pasar meningkatkan 

penjualan dengan membuka warung 24 jam nonstop, harga terjangkau untuk 

masyarakat umum, lokasi penjualan warung madura strategis dan ramai banyak 

dilewatin orang, memasang banner di depan warung dan memberikan pelayanan yang 

baik kepada konsumen. Pengembangan produk Warung Madura menambahkan 

penjualan bensin eceran, menambahkan produk sesuai minat beli konsumen dan 

memanfaatkan teknologi pengisian elektronik pulsa, token listrik, ovo, shoope pay, 

dana, dan lainnya. Pengembangan pasar berjualan di kota-kota besar dan lokasi yang 

strategis. Berdasarakan analisis etika bisnis islam, yang diterapkan sudah sesuai 

prinsip-prinsip etika bisnis islam, meliputi tauhid, keseimbangan, kehendak bebas, 

tanggung jawab, dan kebajikan/kebenaran/kejujuran.  

Bagi penjual Warung Madura di Jalan KH Mas Masnyur Kawasan Wisata Religi 

Sunan Ampel Surabaya diharapkan untuk terus mempertahankan kualiatas pelayanan 

yang baik sesuai prinsip etika bisnis islam, perlu mencatat secara rinci dan jelas 

manajemen keuangan dalam pemasukan dan pengeluaran Warung Madura. 

Diharapkan penjual Warung Madura memanfaatkan teknologi, seperti kasir peletakan 

uang, struk digital untuk pembeli, dan kebersihan Warung Madura agar pembeli 

nyaman untuk membeli di Warung Madura 

Kata Kunci: Strategi pengembangan bisnis, Etika Bisnis Islam 
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ABSTRACT 

One of the many stalls found in the surrounding community is Warung 

Madura. In general, Warung Madura meets various community needs, it could even 

be said that all basic daily needs are available here. Warung Madura has business 

competition with similar grocery stores and minimarkets. Therefore, this research is 

entitled "Warung Madura Business Development Strategy in Increasing Business 

Income on Jalan KH Mas Mansyur, Sunan Ampel Religious Tourism Area, Surabaya 

from the perspective of Islamic Business Ethics". The formulation of the problem 

studied is 1.) what is the business development strategy of Warung Madura in 

increasing income on Jalan KH Mas Mansyur in the Sunan Ampel Religious Tourism 

Area, Surabaya and 2.) what is the business development strategy of Warung Madura 

in increasing income from an Islamic business ethics perspective. The aim is to find 

out Warung Madura's business development strategy in increasing business income 

on Jalan KH Mas Mansyur and to find out the perspective of Islamic business ethics. 

Data collection in this research using qualitative methods was carried out 

through observation, documentation and interviews with Warung Madura sellers who 

sell on Jalan KH Mas Mansyur in the Wisaata Religi Sunan Ampel area, Surabaya. 

The results of this research show that 1.) Warung Madura's business 

development strategy in increasing business income is implemented, namely the 

market penetration strategy to increase sales by opening a stall 24 hours non-stop, 

prices are affordable to the general public, the Madura stall's sales location is 

strategic and busy with lots of people passing by, installing banner in front of the 

shop and provide good service to consumers. Product development strategy to add 

products according to consumer buying interests and utilize electronic charging 

technology. Market development strategy for selling in big cities and strategic 

locations. 2.) Based on the analysis of Islamic business ethics, implemented is in 

accordance with the principles of Islamic business ethics, including monotheism, 

balance, free will, responsibility, and virtue/truth/honesty. 

For sellers of Warung Madura on Jalan KH Mas Masnyur in the Sunan Ampel 

Religious Tourism Area, Surabaya, they are expected to continue to maintain good 

quality service in accordance with the principles of Islamic business ethics, they need 

to record in detail and clearly the financial management of Warung Madura's income 

and expenses. It is hoped that Warung Madura sellers will utilize technology, such as 

cashiers placing money, digital receipts for buyers, and the cleanliness of Warung 

Madura so that buyers are comfortable buying at Warung Madura 

Keywords: Business development strategy, Islamic Business Ethics 
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