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ABSTRAK

Penelitian ini berjudul "Strategi Pemasaran Syariah pada UMKM Njajan
SMA di Kota Surabaya dalam Menghadapi Persaingan Bisnis." Penelitian ini
dilatarbelakangi oleh tingginya intensitas persaingan kuliner di Kota Surabaya yang
mencerminkan karakteristik pasar Red Ocean, di mana homogenitas produk dan
perang harga menjadi tantangan utama bagi pelaku UMKM. Di tengah kondisi
tersebut, UMKM Njajan SMA yang telah beroperasi selama hampir tujuh tahun
justru mampu mempertahankan loyalitas pelanggan dengan mengedepankan nilai-
nilai Islam dalam setiap aktivitas bisnisnya, yang terbukti dari kesediaan konsumen
mengantri dan mengikuti sistem open pre-order meski kapasitas produksi terbatas.

Penelitian ini merumuskan tiga permasalahan pokok, yaitu: (1) bagaimana
strategi pemasaran syariah yang diterapkan UMKM Njajan SMA; (2) bagaimana
strategi tersebut mampu menghadapi persaingan bisnis Red Ocean di Kota
Surabaya; dan (3) apa saja kendala yang dihadapi dalam penerapannya. Ketiga
rumusan masalah ini berangkat dari kesenjangan penelitian terdahulu yang belum
mengkaji secara spesifik implementasi pemasaran syariah pada UMKM kuliner
yang mengalami overdemand di tengah pasar yang sangat kompetitif.

Penelitian ini menggunakan pendekatan kualitatif deskriptif dengan desain
studi kasus. Data dikumpulkan melalui observasi, wawancara mendalam terhadap
lima informan (pemilik, tim produksi, tim pelayanan, dan dua pelanggan tetap),
serta dokumentasi. Analisis data menggunakan model Miles dan Huberman melalui
empat tahapan: pengumpulan data, reduksi data, penyajian data, dan penarikan
kesimpulan. Keabsahan data dijamin melalui triangulasi sumber dan metode
berdasarkan kriteria Lincoln dan Guba.

Hasil penelitian menunjukkan bahwa UMKM Njajan SMA menerapkan
strategi pemasaran syariah melalui integrasi marketing mix 4P berbasis nilai Islam,
meliputi produk halal dan'berkualitas; penetapan harga yang adil dan transparan,
distribusi melalui sistem open pre-order yang bebas gharar, serta promosi yang
jujur dan- tidak' manipulatif. Keempat jelemen ‘tersebut dilandasi karakteristik
rabbaniyyah, akhlagiyyah, al-waqi‘iyyah, dan al-insaniyyah, serta prinsip siddiq,
amanah, ‘adl, dan mashlahah. Strategi ini terbukti efektif sebagai diferensiasi
berbasis nilai (value-based differentiation) yang membangun customer trust dan
loyalitas pelanggan yang tahan terhadap tekanan persaingan harga. Kendala utama
yang dihadapi meliputi keterbatasan kapasitas produksi dan menjaga konsistensi
kualitas di tengah overdemand. Penelitian ini menyarankan agar UMKM Njajan
SMA memperluas kapasitas produksi secara bertahap tanpa mengorbankan kualitas
dan prinsip kehalalan, serta menjadikan model bisnis berbasis syariah ini sebagai
rujukan bagi UMKM kuliner lainnya.

Kata Kunci: Strategi Pemasaran Syariah, UMKM Kuliner, Persaingan Bisnis,
Customer Trust, Loyalitas Pelanggan
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ABSTRACT

This study is entitled "Islamic Marketing Strategy of Njajan SMA MSME in
Surabaya City in Facing Business Competition." It is motivated by the high intensity
of culinary business competition in Surabaya, which reflects Red Ocean market
characteristics where product homogeneity and price wars pose major challenges
for MSMEs. Amid these conditions, Njajan SMA MSME, which has operated for
nearly seven years, has consistently maintained customer loyalty by prioritizing
Islamic values in all business activities, evidenced by customers willingly queuing
and participating in an open pre-order system despite limited production capacity.

This study addresses three main research questions: (1) how does Njajan
SMA MSME implement Islamic marketing strategy; (2) how does this strategy
enable the business to compete in the Red Ocean market in Surabaya; and (3) what
are the obstacles encountered in its implementation. These questions stem from a
research gap in previous studies that have not specifically examined Islamic
marketing implementation in culinary MSMEs experiencing overdemand within
highly competitive markets.

This study employs a descriptive qualitative approach with a case study
design. Data were collected through observation, in-depth interviews with five
informants (the owner, production team, service team, and two loyal customers),
and documentation. Data analysis followed the Miles and Huberman interactive
model through four stages: data collection, reduction, display, and conclusion
drawing. Data validity was ensured through source and method triangulation based
on Lincoln and Guba's criteria.

The findings reveal that Njajan SMA MSME implements Islamic marketing
strategy through a 4P marketing mix grounded in Islamic values, encompassing
halal and high-quality products, fair and transparent pricing, distribution through
a gharar-free .open pre-order system, and honest non-manipulative promotion.
These elements are rooted in the characteristics of rabbaniyyah, akhlagiyyah, al-
wagi'iyyah, and al-insaniyyah, along with the principles of siddig, amanah, 'adl, and
mashlahah. This strategy has proven effective as a value-based differentiation
instrument that builds customer trust and loyalty resilient to competitive price
pressures. Key challenges include limited production capacity and maintaining
quality consistency amid overdemand. This study recommends that Njajan SMA
MSME gradually expand its production capacity without compromising quality and
halal principles, and that its sharia-based business model be adopted as a reference
for other culinary MSMEs.

Keywords: Islamic Marketing Strategy, Culinary MSMEs, Business Competition,
Customer Trust, Customer Loyalty
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