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Abstract 
 

Background: The rapid growth of the digital economy in Indonesia has provided new opportunities 

for micro, small, and medium enterprises to utilize online platforms such as Shopee to strengthen 

business performance. Specific background: Despite this potential, the digital adoption rate among 

enterprises in Medan City remains relatively low, indicating a gap in understanding how marketing 

strategies and competitiveness shape financial outcomes. Knowledge gap: Previous research has not 

sufficiently examined the mediating role of competitiveness between marketing mix components and 

enterprise revenue, particularly within a Sharia-compliant electronic commerce context. Aims: This 

study aims to analyze the contribution of product, price, place, and promotion to enterprise revenue 

through competitiveness as a mediating variable. Results: Using Structural Equation Modeling–

Partial Least Squares on data from 102 enterprises operating on the Shopee platform, the findings 

show that product, price, and promotion have significant direct and indirect positive contributions to 

revenue through competitiveness, while place has only a direct contribution. Novelty: The research 

integrates marketing mix theory with Islamic business principles, positioning competitiveness as a 

strategic mediator for digital business growth. Implications: The results provide practical insights for 

enterprises and policymakers in developing ethical and data-driven marketing strategies to support 

sustainable competitiveness in Indonesia’s digital commerce ecosystem. 

 
Highlight 

Product, price, and promotion contribute significantly to enterprise revenue through competitiveness. 
 

 Competitiveness acts as a mediating factor linking marketing mix and business performance. 

 
Islamic business principles strengthen ethical and sustainable digital commerce strategies. 
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I. Pendahuluan 

The evolution of digital technology in the last twenty years has significantly transformed several facets of human existence,  

particularly in communication, social interaction, and economic activity. The advent of the internet and the proliferation of  

digital gadgets have progressively fused economic activity with technology, resulting in the emergence of the digital economi c 

phenomenon. In 2024, the Indonesian Internet Service Providers Association (APJII) reported that the number of internet 

users in Indonesia reached 221.56 million out of a total population of 278.69 million, with a penetration rate of 79.5%. This  

figure represents a 1.4% increase compared to the previous year. This situation represents a significant opportunity for 

businesses to utilize the internet as a means of commerce, particularly for Micro, Small, and Medium Enterprises (MSMEs), 

which are the backbone of the national economy. One rapidly growing sector in the digital economy is e-commerce. According 

to a survey by Google, Temasek, and Bain & Company, the value of e-commerce transactions in Indonesia reached US$53 

billion in 2021 and is expected to increase to US$104 billion by 2025, with an average annual growth rate of around 18%  [1]. 

This growth positions Indonesia as one of the largest e-commerce markets in Southeast Asia. In the context of MSMEs, this 

opportunity is even more crucial, considering that data from the Ministry of Cooperatives and SMEs shows that only around 

3.79 million of the total 59.2 million MSMEs have utilized digital platforms for sales.  This digital transformation is also 

driving a shift in marketing strategies from conventional methods to digital based approaches. The marketing mix concept, 

introduced by Jerome McCarthy in 1960, encompasses four main elements: Product, Price, Place/Distribution, and 

Promotion. This framework serves as a crucial guideline for MSMEs in maximizing the use of digital platforms to attract 

customers, increase loyalty, and drive revenue. Through the right marketing mix, MSMEs can tailor products to online 

market preferences, implement competitive pricing strategies, utilize e-commerce as a distribution channel, and optimize 

digital promotions through various available advertising features [2].  

Porter's (1985) theory of competitive advantage posits that competitiveness may be attained by product diversification, cost 

leadership, and targeting particular market groups. By effectively using the marketing mix, MSMEs can enhance their 

competitiveness in the digital marketplace, thereby influencing revenue development. Competitiveness is a vital intermediary 

factor connecting marketing strategy to the financial success of MSMEs.  

Micro, Small, and Medium Enterprises (MSMEs) are integral to the Indonesian economy. In addition to employing a 

substantial workforce, MSMEs also facilitate economic progress and maintain national stability [3]. Nonetheless, in the age of 

digital competition, several MSMEs have difficulties in adjusting to technological advancements [4]. Stressed that the use of 

digital technology is essential for MSMEs to sustain their presence in global competitiveness.  

In Medan, one of Indonesia's largest urban centers, e-commerce has seen rapid growth, primarily thanks to the presence of 

the Shopee platform, one of the largest marketplaces in Southeast Asia. Shopee provides various facilities to support MSMEs, 

such as Shopee Mall, the MSME Campus, and digital marketing training. However, data from the Medan City Cooperatives 

and MSMEs Office shows that the level of MSME digitalization remains relatively low. Of the 38,343 MSMEs registered with 

SIMDAKOP, only a small fraction are actually utilizing the marketplace. Only 240 MSMEs are registered with Tokopedia and 

210 are active on Shopee. Of these, only 60 MSMEs have participated in digital trends training, and 138 MSMEs have 

participated in digital marketing training [5]. This data shows that there is a significant gap between the enormous potential 

of e-commerce and the level of its utilization by MSMEs in Medan City. 

 This issue illustrates that MSMEs have not completely optimized the marketing mix on e-commerce platforms, hence 

constraining their competitiveness.  This occurs despite prior studies indicating a strong correlation among the marketing 

mix, competitiveness, and revenue [6]. Their study found that the deployment of an effective marketing mix greatly affects 

customer loyalty and directly impacts the revenue of MSMEs [7]. It was also discovered that a marketing mix plan, including 

enhanced product quality, competitive pricing, strategic distribution, and effective promotions, may augment the 

competitiveness of MSMEs and enhance their financial performance.  

Unlike previous research, this study combines marketing mix theory with the concept of competitive advantage in the context 

of Sharia-compliant MSMEs on the Shopee platform. Most previous research only examines the direct influence of the 

marketing mix on business performance or revenue, without considering the role of competition as a mediating variable that 

can actually strengthen this relationship. Furthermore, many studies still focus on MSMEs in general or in other regions, 

leaving a gap in research regarding the influence of marketing mix elements on the revenue of e-commerce MSMEs in Medan 

City through competitiveness. 

This study presents innovations in several aspects. First, it combines the marketing mix framework with competitive 

advantage theory to analyze the mediating role of competitiveness in increasing MSME revenue. The research focuses on 

Shopee MSMEs in Medan City, which have received little research despite their significant potential.  Practically, this research 

provides benefits for MSMEs in formulating digital marketing strategies that are more adaptive to technological 

developments. Furthermore, the research findings can also provide input for local governments in developing more targeted 

MSME digitalization programs. Overall, this study is significant because it provides empirical evidence regarding the 

influence of the marketing mix on increasing MSME revenue, with competitiveness as a mediating variable, on the Shopee 

platform in Medan. The findings are expected to enrich digital marketing theory, expand the literature on MSMEs in the 

digital era, and provide concrete implications for strengthening the sustainability and competitiveness of MSMEs in Medan 

and Indonesia in general.  
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II. Metode 

This study used a quantitative methodology with an associative technique. This methodology was selected due to its 

foundation in positivist philosophy, use of research equipment, and analysis using statistical tests to evaluate the hypotheses 

[8]. The associative approach was used to ascertain the impact of independent factors on dependent variables, both directly 

and via mediating variables. The analysis of data was performed using the SmartPLS 4.0 tool. The investigation was 

performed in Medan City from January to May 2025. Data collection was executed by a survey using a Google Form 

questionnaire sent to respondents via WhatsApp. The study variables included the 4Ps of the marketing mix (product, price, 

location, promotion) as the independent variable, MSME revenue as the dependent variable, and competitiveness as the 

mediating variable. All factors were assessed with a five-point Likert scale. The data sources included primary data collected 

by surveys from Shopee MSMEs in Medan and secondary data sourced from literature, journals, books, and official 

information from pertinent agencies.  

The research sample included 210 MSMEs actively engaged in sales on Shopee. The sample size was calculated using the 

Slovin algorithm with a 5% margin of error, yielding 102 respondents. The sample method used was purposive sampling, 

targeting MSMEs that have been operational for a minimum of one year, located in Medan, and have an active Shopee 

account. The data collecting tool was a questionnaire with a Likert scale ranging from 1 to 5 (strongly disagree to strongly 

agree). Validity assessment was performed with product moment correlation, while reliability assessment used Cronbach's 

Alpha. The data analysis included descriptive analysis to characterize the respondent profile and responses about variables, as 

well as path analysis to investigate direct and indirect links among the variables. The research model was evaluated accordin g 

to the criteria of linearity, validity, and reliability, with theoretical trimming used to exclude inconsistent routes [9]. 

III. Hasil dan Pembahasan 

The outcomes of the empirical research model data analysis are as follows. The tests performed include 1) Loading Factor Test  

Results (Outer Model), 2) Mediation Test (Intervening), and 3) Inner Model Hypothesis Test (Outer Model).  

Loading Factor Test Results (Outer Model) 

The analytical approach employs three criteria to assess the external model with SmartPLS software: convergent reliability, 

discriminant reliability, and aggregate reliability. The assessment of the convergent validity of the research model using re flex 

scores relies on the correlation among the component scores analyzed by SmartPLS software.  

1. Convergent validity 

The structural diagram of the PLS model is seen below: 

 

 

Source: SmartPLS 4 data processing results 

Figure 1. Structural Diagram in PLS Model 

The results of the outer model assessment demonstrate that all indicators within the study variables possess loading factor 

values above 0.5 and are statistically significant (p-value < 0.05). This signifies that all indicators fulfill the criteria for 

convergent validity and are therefore appropriate for further structural model analysis.  

2. Discriminant validity 
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 X1 X2 X3 X4 Y Z 

X1.1 0,560 0,560 0,592 0,480 0,530 0,352 

X1.2 0,784 0,726 0,781 0,593 0,615 0,641 

X1.3 0,732 0,672 0,253 0,558 0,560 0,673 

X1.4 0,778 0,611 0,647 0,366 0,636 0,544 

X1.5 0,653 0,623 0,368 0,440 0,548 0,266 

X2.1 0,516 0,749 0,541 0,368 0,625 0,541 

X2.2 0,605 0,865 0,394 0,447 0,704 0,692 

X2.3 0,681 0,613 0,597 0,617 0,457 0,655 

X2.4 0,741 0,833 0,692 0,548 0,656 0,641 

X2.5 0,624 0,602 0,714 0,597 0,409 0,357 

X3.1 0,589 0,641 0,641 0,692 0,322 0,237 

X3.2 0,691 0,743 0,743 0,714 0,471 0,501 

X3.3 0,660 0,702 0,702 0,352 0,495 0,408 

X3.4 0,615 0,825 0,825 0,641 0,564 0,395 

X3.5 0,515 0,823 0,823 0,673 0,593 0,611 

X4.1 0,456 0,911 0,530 0,911 0,699 0,620 

X4.2 0,580 0,838 0,615 0,838 0,581 0,397 

X4.3 0,674 0,773 0,560 0,773 0,723 0,313 

X4.4 0,648 0,813 0,636 0,801 0,710 0,486 

X4.5 0,609 0,580 0,548 0,670 0,266 0,620 

Y.1 0,477 0,565 0,625 0,564 0,787 0,708 

Y.2 0,545 0,739 0,704 0,593 0,687 0,368 

Y.3 0,616 0,654 0,457 0,699 0,770 0,498 

Y.4 0,694 0,571 0,656 0,581 0,830 0,429 

Z.1 0,580 0,558 0,409 0,723 0,507 0,892 

Z.2 0,609 0,366 0,322 0,710 0,572 0,696 

Z.3 0,477 0,440 0,471 0,507 0,548 0,775 

Z.4 0,545 0,368 0,495 0,572 0,597 0,882 

Source: SmartPLS 4 data processing results 

Table 1. Discriminant Validity Results (Cross Loading) 

Based on the discriminant validity test results in Table 1 above, it can be seen that the cross-loading value of each indicator on 

its construct is higher than the loading value on other constructs. This indicates that each indicator has a stronger correla tion 

with the latent variable it measures than with other latent variables. Therefore, it can be concluded that each indicator is able 

to differentiate well between one construct and another (discriminant validity is met).  

These results indicate that the measurement model used has a high level of clarity and accuracy in identifying conceptually 

distinct variables. This means that each construct in this study (X1, X2, X3, X4, Y, and Z) has unique indicators and does no t 

significantly overlap. 

1. Evaluate the Average Variance Extracted (AVE) 

The criteria for evaluating validity and reliability may be seen via the reliability coefficient of a construct and the Avera ge 

Variance Extracted (AVE) for each construct. A construct is deemed dependent if its reliability value exceeds 0.70 and its AV E 

value exceeds 0.5. The AVE values for all constructions are shown in Table 4.17 below: 

 Average Variance Extracted (AVE) 

X1 0
,
6
1
7 

X2 0
,7
6
3 

X3 0
,
5
7
8 

X4 0
,
6
3
2 

Z 0
,
6
2
1 
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Y 0
,
5
3
6 

Source: SmartPLS 4 data processing results 

Table 2. Results of Average Variance Extracted (AVE) Values 

Based on the Average Variance Extracted (AVE) test results in Table 2 above, it can be seen that all constructs have AVE 

values above 0.5. This indicates that each indicator in the construct is able to explain more than 50% of the variance 

contained in the latent variable it measures. Thus, all constructs in this research model meet the criteria for convergent 

validity. The highest AVE value is found in construct X2 at 0.763, which indicates that the indicators in that variable have very 

good consistency in representing the construct. Meanwhile, the lowest AVE value is found in variable Y at 0.536, but it is st ill 

above the minimum limit of 0.5 and can still be declared valid. Overall, these results confirm that the measurement model has  

met the validity requirements and can proceed to the structural model testing stage.  

a. Evaluating Composite Reliability Values 

Subsequently, to evaluate the subsequent reliability metric, the Composite Reliability value will be used as shown in Table 

4.18 as follows: 

 Composite Reliability Conclusion 

X1 0,837 Reliable 

X2 0,942 Reliable 

X3 0,832 Reliable 

X4 0,811 Reliable 

Z 0,8650 Reliable 

Y 0,9811 Reliable 

Source: SmartPLS 4 data processing results 

Table 3. Composite Reliability Value Results 

Based on Table 3, the Composite Reliability values for all variables (X1, X2, X3, X4, Z, and Y) are above 0.70, which indicat es 

that each construct in the model meets the reliability criteria. According to Hair et al. (2019), a Composite Reliability val ue 

greater than 0.70 signifies a high level of internal consistency, meaning that the indicators used to measure each variable a re 

consistent in reflecting the same underlying construct. In this study, the Composite Reliability values range from 0.811 to 

0.9811, which demonstrates excellent reliability. Therefore, it can be concluded that all constructs in the model are reliabl e 

and can be used for further hypothesis testing and structural model analysis. 

b. Structural Model Testing (Inner Model) 

No Variables R Square 

1 Z 0,582 

2 Y 0,544 

Source: Data processed by SmartPLS 4 

Table 4. R Square Value Results 

Based on the results of the structural model test (inner model) shown in Table 4, the R Square (R²) value for variable Z is 

0.582 and for variable Y is 0.544. This R² value illustrates the extent of the independent variable's ability to explain the 

variation of the dependent variable. According to Hair et al. (2021), the R² value can be categorized into three levels: 0.75  

(strong), 0.50 (moderate), and 0.25 (weak). Thus, the R² values of 0.582 and 0.544 indicate that the model has moderate 

explanatory power, meaning that the independent variables used in this study are able to explain approximately 58.2% of the 

variation in variable Z and 54.4% of the variation in variable Y, while the remainder is explained by other factors outside t he 

model. This indicates that the research model has a good enough level of fit for further analysis. 

Mediation Test Results (Intervening) 
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 Source: SmartPLS 4 data processing results 

Figure 2. Results of Mediation Test with Algorithm 

According to Figure 4.2, the mediation test findings using the algorithm approach indicate that the Product variable (X1) has  

a value of 0.778 concerning Competitiveness, indicating a positive correlation. The Price variable (X2) has a value of 0.621 for 

Competitiveness, indicating a positive correlation. Simultaneously, the Place variable (X1) has a value of -0.012 on 

Competitiveness, indicating an inverse link. Moreover, the Promotion variable (X2) has a value of 0.718 concerning 

Competitiveness, indicating a positive correlation. The Competitiveness variable (Z) in relation to Income (Y) has a value of  

0.732, indicating a positive correlation.  

A further retest was performed without the Competitiveness variable (Z) using the algorithmic approach to ascertain the 

variance between the inclusion and exclusion of the Competitiveness variable (Z).  

 

Source: SmartPLS 4 data processing results 

Figure 3. Results of Mediation Test with Algorithm Without Competitiveness 

The test results in Figure 4.3 indicate that the correlation coefficient between the product variable (X1) and the income 

variable (Y) is 0.691. The correlation coefficient between the pricing variable (X2) and the income variable (Y) is 0.583. Th e 

correlation coefficient between the location variable (X3) and the income variable (Y) is 0.231 .  

A mediation test was then performed using the bootstrap methodology to ascertain the value differential between the 

algorithm and bootstrap methods. This test will serve as the foundation for ascertaining the competitiveness variable as eith er 

a mediating or moderating variable. 
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Source: SmartPLS 4 data processing results 

Figure 4. Results of Mediation Test Using Bootstrap 

The test findings in Figure 4.4 indicate that the correlation between the product variable (X1) and the competitiveness 

variable (Z) is 6.008. The correlation coefficient between price (X2) and the competitiveness variable (Z) is 5.613. The 

correlation coefficient between location (X3) and the competitiveness variable (Z) is 0.102. The correlation coefficient 

between promotion (X4) and the competitiveness variable (Z) is 4.318. The correlation coefficient between competitiveness 

(Z) and revenue (Y) is 11.332.  

Additionally, to ascertain the nature of the link between variables, whether as a perfect partial mediator or a partial parti al 

mediator, the findings of the aforementioned analysis are derived by differentiating the values obtained from the algorithm 

and bootstrap in accordance with Solimun's theory. This may then be used for reaching conclusions:  

1. Product Relationship (X1) to Income (Y) 

In the algorithm evaluation, the coefficient value of Product to Income, excluding the Competitiveness variable, was 0.691. 

Upon the incorporation of Competitiveness, the coefficient value rose to 0.778. The bootstrap analysis revealed a coefficient  of 

6.008 for Product to Competitiveness (P-Value <0.05) and 11.332 for Competitiveness to Income (P-Value <0.05). According 

to Solimun's hypothesis, the significance of both direct and indirect interactions, together with a rise in the coefficient v alue 

post-mediation, indicates that Competitiveness serves as a partial mediating variable in the link between Product and 

Income. 

2. Relationship between Price (X2) and Income (Y) 

The correlation of Price to Income without Competitiveness is 0.583, which rises to 0.621 with the inclusion of 

Competitiveness. The bootstrap findings indicate a link value of Price to Competitiveness of 5.613 (P-Value <0.05) and 

Competitiveness to Income of 11.332 (P-Value <0.05). Consequently, both the direct and indirect correlations are substantial 

and exhibit an increase in coefficients. Consequently, Competitiveness functions as a partial mediating variable in the 

association between Price and Income. 

3. Relationship of Place (X3) to Income (Y) 

The coefficient of Place on Income is 0.231 without Competitiveness, but it diminishes to -0.012 when Competitiveness is 

included in. The bootstrap findings indicate that the correlation between Place and Competitiveness is 0.102 (P-Value > 

0.05), signifying it is not statistically significant. According to Solimun's hypothesis, the insignificant indirect associat ion via 

Competitiveness, coupled with a reduction in the coefficient, indicates that Competitiveness cannot mediate the relationship 

between Place and Income. 

4. Relationship between Promotion (X4) and Income (Y) 

The correlation of Promotion on Income is 0.610 without Competitiveness and rises to 0.718 with the inclusion of 

Competitiveness. The bootstrap findings indicate an association value of Promotion on Competitiveness of 4.318 (P-Value < 

0.05) and Competitiveness on Income of 11.332 (P-Value < 0.05). Due to the significance of both direct and indirect linkages, 

together with an increasing coefficient value, Competitiveness serves as a partial mediating variable in the association 

between Promotion and Income. 
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Hypothesis Testing Results (Inner Model) 

This study's foundation for the relevance of the parameterized variables is the value derived from the output result for inne r 

weight, which elucidates the estimate of the structural measurement model shown in table 4.20 as follows:  

 Original 
Sample (O) 

Sample Mean 
(M) 

Standard 
Deviation 
(STDEV) 

T Statistics 
(|O/STDEV|) 

P Values 

X1 -> Y 0,691 0,687 0,071 9,732 0,000 

X1 -> Z 0,778 0,776 0,065 11,969 0,000 

X2 -> Y 0,583 0,579 0,082 7,116 0,000 

X2 -> Z 0,621 0,618 0,073 8,493 0,001 

X3 -> Y 0,231 0,228 0,068 3,397 0,000 

X3 -> Z -0,012 -0,011 0,059 0,203 0,839 

X4 -> Y 0,610 0,607 0,076 8,026 0,000 

X4 -> Z 0,718 0,715 0,069 10,406 0,000 

Z -> Y 0,732 0,730 0,065 11,263 0,000 

Source: SmartPLS 4 data processing results 

Table 5. Inner Weight Value Results 

Based on the inner weight output results in Table 5, it can be explained that all variables have varying effects on the 

dependent variable (Y) and the mediating variable (Z). The Original Sample (O) value indicates the magnitude of the path 

coefficient, which indicates the direction and strength of the relationship between variables. In general, the test results 

indicate that almost all relationships between variables are significant at the 0.05 level, as indicated by P values below 0.05 

and T statistics above 1.96. 

More specifically, variable X1 has a positive and significant effect on Y (0.691; p = 0.000) and Z (0.778; p = 0.000), indica ting 

that an increase in X1 will significantly increase Y and Z. Finally, variable Z also has a positive and significant effect on  Y 

(0.732; p = 0.000), indicating that Z can act as a mediator that strengthens the relationship between the independent 

variables and Y. Thus, these results confirm that the structural model used has a strong and statistically relevant inter -

variable relationship. 

Pembahasan 

1. The Influence of Products on MSME Income in Shopee e-commerce in Medan City 

The test findings indicate that Product (X1) has a positive and substantial influence on Revenue (Y), shown by a path coefficient of 0.691 and a p-

value of 0.000, which is less than 0.05. This suggests that enhancing product quality, diversity, and innovation may directly augment the income 

of MSMEs on the Shopee e-commerce platform in Medan City. This indicates that MSMEs are capable of providing better, distinctive, and 

consumer-favored items often attain elevated sales volumes, leading to augmented income.  

According to Islamic marketing theory, high product quality fulfills customer demands while simultaneously highlighting halal principles, 

integrity, and equity in manufacturing and sales practices. Halal products that are safe and adhere to Islamic rules enhance Muslim customer 

trust and foster enduring loyalty [10]. Products that provide concrete advantages to customers will enhance reputation, elevate demand, and 

eventually augment MSME income. 

 The findings of this study align with other research, indicating that product quality significantly influences the financial success of MSMEs via 

enhancing online sales [11]. Furthermore, the research This research illustrates that creative product diversification is a crucial element in 

enhancing the competitiveness of MSMEs on e-commerce platforms, hence directly facilitating revenue development [12]. 

Within the framework of the Islamic economy, MSMEs must not only produce commercially appealing goods but also adhere to Sharia values, 

including halal ingredients, equitable business ethics, and social responsibility. The integration of product quality and Sharia compliance may 

serve as a competitive advantage that distinguishes MSMEs from non-Sharia rivals, while simultaneously producing sustainable and ethical 

revenue.  

As a result, the initial hypothesis is confirmed. High-quality, creative, and Sharia-compliant items have a substantial and favorable influence on 

the income of MSMEs on the Shopee e-commerce platform in Medan City. The results indicate that a product development strategy including 

quality and Sharia principles is essential for the sustained economic success of MSMEs. 

2. The Influence of Products on Revenue through Competitiveness 
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The study findings demonstrate that Product (X1) significantly impacts Competitiveness (Z) with a path coefficient of 0.778, whereas 

Competitiveness (Z) significantly impacts Revenue (Y) with a path coefficient of 0.732. These data suggest that enhancing product quality, 

innovation, and distinction directly influences MSME revenue and indirectly via heightened competition. High-quality and ethically produced 

products may enhance customer trust, ultimately bolstering the sustained competitiveness of MSMEs.  

A company's competitiveness is dictated by product quality, innovation, and market distinctiveness [13]. Product excellence includes both 

tangible quality and the capacity of MSMEs to provide distinctive added value to customers. In Islamic economics, product added value is 

defined as the benefit (maslahah) that adheres to Islamic norms.  

Prior research indicates that MSMEs are prioritizing the development of innovative, high-quality, and distinctive goods have enhanced 

competitiveness [14]. The research indicates that items serve not only as commodities for sale but also as instruments for bolstering reputation 

and customer confidence, hence augmenting income. This conclusion aligns with studies indicating that product innovation on e-commerce 

platforms enables MSMEs to achieve lasting competitive advantages [15]. 

As a result, the second hypothesis is confirmed, and the function of Competitiveness as a mediator enhances the impact of Products on MSME 

Revenue. This discovery validates that the creation of creative, high-quality goods according to sharia economic principles is crucial for MSME 

success in enhancing revenue and sustaining competitiveness in the e-commerce landscape. 

3. The Influence of Price on MSME Income 

The study's findings demonstrate that Price (X2) has a positive and substantial influence on Revenue (Y), shown by a path coefficient of 0.583 

and a p-value of 0.000, which is less than 0.05. This suggests that optimal pricing might enhance customer buying interest and elevate income 

for MSMEs on the Shopee e-commerce platform in Medan City. A successful pricing strategy includes competitive pricing, price revisions 

commensurate with product value, promotional bundles, and discounts designed to attract consumers.  

From a microeconomic standpoint, price serves as a crucial mechanism for equilibrating supply and demand, indicating that optimal pricing 

may enhance consumer demand, thereby augmenting seller income [16]. Implementing this approach within e-commerce-focused MSMEs 

illustrates that pricing congruent with the purchasing capacity of target customers will immediately affect purchase choices.  

4. The Effect of Price on Income through Competitiveness 

The study's findings demonstrate that Price (X2) strongly influences Competitiveness (Z) with a path coefficient of 0.621, which then impacts 

Revenue (Y) by 0.732. This discovery demonstrates that effective and strategic pricing not only directly influences sales but also enhances the 

competitiveness of MSMEs on the Shopee e-commerce platform in Medan City. MSMEs that successfully adopt competitive and equitable 

pricing strategies often possess a more robust market position, resulting in enhanced income [18].  

Sharia principles need equitable and honest pricing, prohibiting usury and deceptive pricing methods that mislead customers. Consequently, 

pricing strategy serves as both a competitive instrument and a reflection of adherence to Sharia values, thereby augmenting customer confidence 

and the reputation of MSMEs. Research indicates that MSMEs adhering to sharia pricing principles get a competitive edge by enhancing 

consumer trust and loyalty, therefore positively influencing revenue [19]. 

Prior research corroborates these results, indicating that MSMEs using competitive pricing methods often exhibit enhanced competitiveness and 

substantial revenue growth [20]. This aligns with studies highlighting that an optimal pricing strategy combined with product innovation may 

enhance the competitive stance of MSMEs in the digital marketplace [21]. 

Consequently, our findings suggest that a robust, equitable, and sharia-compliant pricing approach may significantly enhance MSME 

competitiveness, thereby favorably influencing revenue. Consequently, Hypothesis 4 is confirmed. These results have practical implications for 

MSMEs, since the adoption of a transparent and competitive pricing approach enhances financial performance and promotes company 

sustainability in alignment with sharia economic principles. 

5. The Influence of Location on MSME Income 

The study's findings indicate that Place/Distribution (X3) has a positive and substantial influence on Revenue (Y), shown by a path coefficient of 

0.231 and a p-value of 0.001, which is less than 0.05. This suggests that effective distribution methods, encompassing suitable e-commerce 

platforms and expedited delivery networks, might enhance product accessibility for customers, thereby fostering more transactions and income 

for MSMEs on Shopee in Medan City [22]. Effective distribution may lower transaction costs, reduce customer time and energy expenditure, and 

promote the sustainability of Sharia-compliant MSMEs. This idea corresponds to the maqasid al-shari'ah, which emphasizes societal good and 

economic equity.  

These findings align with prior research. A robust distribution infrastructure enhances MSME revenue by facilitating customer access, hence 

accelerating product turnover and augmenting sales volume [23]. Another research noted that effective distribution, using digital technologies 

and efficient logistics, may enhance the sustainability of MSME enterprises in the digital age [24]. 

As a result, although distribution is not the foremost determinant of competitiveness, the findings of this research suggest that 

Place/Distribution significantly contributes to enhancing MSME income, especially within the realm of e-commerce. This maintains the 

development strategy of Sharia-compliant MSMEs, whereby equitable and efficient distribution not only fosters economic growth but also 

reinforces ethical corporate practices in alignment with Sharia principles.  
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Consequently, the fifth hypothesis is validated, demonstrating that Place/Distribution has a positive and substantial impact on MSME income 

inside the Shopee e-commerce platform in Medan City. A suitable digital distribution strategy is essential for the sustainability and economic 

prosperity of Sharia-compliant MSMEs. 

6. The Influence of Place on Income through Competitiveness 

The test findings indicate that the Place variable (X3) has no significant influence on Competitiveness (Z), shown by a path coefficient of -0.012 

and a p-value of 0.839, which exceeds 0.05. This suggests that although product distribution directly contributes to income via sales, it is not a 

significant element in enhancing the competitiveness of MSMEs on Shopee e-commerce in Medan City.  

This corresponds to Islamic economic concepts, which highlight the intrinsic worth of halal goods, equitable pricing, and integrity in marketing 

as fundamental factors for company success. Prior research corroborates similar results, indicating that the competitiveness of MSMEs is more 

significantly affected by product quality and price strategy than by distribution [25]. Research indicates that although distribution is significant 

in logistics, its impact on competitiveness is not as pronounced as that of product innovation and marketing strategy [26]. 

The sixth hypothesis is rejected, indicating that enhancing the competitiveness of MSMEs requires a primary emphasis on improving product 

quality, competitive pricing strategies, and effective promotions, consistent with the principles of Islamic economics that prioritize blessings, 

justice, and sustainability in business practices. 

7. The Influence of Promotion on MSME Income 

The findings of the seventh hypothesis test demonstrate that Promotion (X4) has a positive and statistically significant influence on Revenue (Y), 

shown by a path coefficient of 0.610 and a p-value of 0.000, which is less than 0.05. This affirms that a robust promotional plan may directly 

augment the income of MSMEs on the Shopee e-commerce platform in Medan City. Promotion encompasses several marketing strategies, 

including discounts, vouchers, digital marketing campaigns, online advertising, and social media use, which enhance product exposure and 

stimulate customer purchasing desire.  

[22] Discounts and coupons must include explicit terms and restrictions and should not deceive customers. By using Sharia-compliant 

marketing, MSMEs increase income while fostering confidence and a positive reputation among Muslim customers, a crucial demographic for 

Islamic e-commerce. 

Prior studies corroborate these conclusions. discovered that digital marketing techniques substantially enhanced MSME income by elevating 

customer awareness and engagement [27], asserts that frequent and quantifiable promotions may enhance the competitiveness of MSMEs, 

hence favorably influencing long-term revenue [28]. 

The findings of this research demonstrate that promotions have a favorable and considerable influence on MSME income within the Shopee e-

commerce platform in Medan City, from both traditional marketing and sharia economic viewpoints. The seventh hypothesis is affirmed, 

highlighting the significance of creative, quantifiable, and sharia-compliant promotional techniques in enhancing the financial performance of 

MSMEs. 

 
8. The Effect of Promotion on Income through Competitiveness 

The findings of the seventh hypothesis test demonstrate that Promotion (X4) has a considerable impact on Competitiveness (Z) with a path 

coefficient of 0.718, and Competitiveness subsequently has a strong effect on Revenue (Y) with a coefficient of 0.732. These data demonstrate 

that promotions directly enhance MSME income and indirectly do so by augmenting competitiveness. A robust promotional plan may enhance 

the competitive standing of MSMEs in the Shopee e-commerce industry in Medan City.  

Within the framework of sharia economics, promotions executed by MSMEs transcend mere commercial interests and may emphasize ethical 

and equitable principles, including the avoidance of deceptive advertising, the provision of truthful product information, and the delivery of 

additional value that advantages consumers (sharia-compliant marketing). This corresponds to the notion of maqasid al-shari'ah, which 

emphasizes fairness, benefit, and integrity in economic dealings [22]. Consequently, promotions aligned with Islamic economic principles may 

elevate the image of MSMEs, foster customer confidence, and simultaneously augment competitiveness and income.  

A prior research underscores that unique promotional techniques, including social media use, inventive digital campaigns, and community-

oriented promotions, may markedly enhance the competitiveness of MSMEs in the e-commerce sector [19]. This study substantiates that 

marketing functions not only as a communication instrument, but also as a strategic apparatus for enhancing product distinction, cultivating 

customer loyalty, and augmenting market share. 

Moreover, from a Sharia economic standpoint, successful advertising may foster ethical and responsible consumption practices. MSMEs that use 

halal and thayyib principles in their product advertising often get enhanced confidence from Muslim customers, hence affecting their 

competitiveness. This corresponds to the findings of Rahman et al. (2020), which indicated that sharia MSMEs using ethical promotional 

principles may enhance customer loyalty and achieve sustained revenue development. 

Consequently, our data validates that promotion serves a key function in enhancing MSME competitiveness and substantially augmenting 

income. The eighth hypothesis is confirmed, and these findings highlight the significance of incorporating creative and ethical marketing tactics 

in the administration of sharia-compliant MSMEs, especially on e-commerce platforms such as Shopee. 
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9. The Influence of Competitiveness on MSME Income 

The findings of the ninth hypothesis test demonstrate that Competitiveness (Z) has a positive and statistically significant influence on Revenue 

(Y), shown by a path coefficient of 0.732 and a p-value of 0.000, which is less than 0.05. This indicates that MSMEs with more competitiveness 

often generate higher revenues compared to those with lesser competitiveness. This phenomenon indicates that the capacity of MSMEs to 

establish competitive advantage is a vital element in enhancing their economic performance.  

The idea of competitive advantage posits that a company's competitiveness is significantly determined by three primary factors: product 

differentiation, service excellence, and efficient cost/pricing methods [22]. Product diversification offers distinct additional value for customers, 

service quality enhances customer loyalty, and a competitive pricing strategy allows MSMEs to stay attractive to a price-sensitive market. These 

characteristics together establish the strategic position of MSMEs in the e-commerce business.  

Moreover, within the context of Islamic economics, enhanced competitiveness, aligned with the principles of maqasid al-Shariah (preserving 

public welfare and economic justice), may optimize the sustainability of MSME enterprises. In summary, competitive MSMEs that adopt Islamic 

principles achieve more revenues and foster fair and sustainable economic growth, aligning with the objectives of Islamic economics. 

IV. Kesimpulan 

The findings of hypothesis testing and data analysis indicate that marketing mix elements (Product, Price, Place, Promotion) 

and Competitiveness have varying impacts on the income of MSMEs on the Shopee e-commerce platform in Medan City: 

1. Product (X1) has a favorable and considerable impact on Revenue (Y), both directly and indirectly via 

Competitiveness (Z). Enhanced product quality and diversity might augment the competitiveness of MSMEs, thus 

boosting income.  

2. Price (X2) has a favorable and considerable impact on Revenue, both directly and indirectly via Competitiveness. An 

effective pricing strategy enhances MSME competitiveness and stimulates revenue development.  

3. Place/Distribution (X3) has a direct, positive, and considerable impact on Revenue, however it does not significantly 

affect Revenue via Competitiveness. This indicates that product distribution is crucial for revenue enhancement, but 

its contribution to competitiveness is quite small.  

4. Promotion (X4) has a favorable and large impact on Revenue, both directly and indirectly via Competitiveness. A 

robust promotional plan increases exposure and customer buying interest while fortifying the competitive stance of 

MSMEs in the digital marketplace.  

5. Competitiveness (Z) has shown a favorable and considerable impact on MSME revenue. MSMEs exhibiting elevated 

competitiveness often generate more revenues, hence substantiating the strategic function of competitiveness as a 

mediating variable between the marketing mix and revenue. 

Overall, Product, Price, Place/Distribution, and Promotion directly and indirectly affect MSME income via Competitiveness. 

Competitiveness serves as a crucial mediator in enhancing the impact of Product, Price, and Promotion on Revenue. This 

study demonstrates that the adoption of effective and creative business methods, aligned with Islamic economic principles, 

may markedly enhance the performance of MSMEs in e-commerce. 

Theoretically, these findings contribute to the enrichment of marketing and Islamic business literature by confirming the 

mediating role of competitiveness in the marketing mix–revenue relationship. Practically, the study provides guidance for 

MSME actors and policymakers to formulate more adaptive marketing strategies that integrate competitiveness and sharia -

based business ethics to strengthen market position in digital ecosystems. For future research, further studies could explore  

longitudinal data or cross-platform comparisons to examine how digital innovation, customer trust, and Islamic value 

integration influence MSME sustainability in the evolving e-commerce landscape. 
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