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Abstract
Digitization has evolved in this day and age in so many field, including marketing. Moreover, made the business based on digital marketing is the most sought after by many market shares, both from business actors and the general public. This research seeks to find out whether aspects in digital marketing are in accordance with reviews in Islamic business ethics or not. The type of research used in this study is a qualitative research with a descriptive analytical approach, and informasi collection obtained from the documentation study. While the samples taken in this study are digital social marketing technology on social media and marketplaces. The results of the study indicate that the average digital marketing used by the Indonesian state has not been fully implemented according to sharia, but although it is some of the marketing flows are based on aspects of Islamic business ethics. Things that are more emphasized in this aspect are more dominated by product elements and promotional media.
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INTRODUCTION
The breakthrough known as "Digital Marketing" is a breakthrough that has become the most 'boomer' in today's society. However, every business, whether small to large, has reaped enormous benefits from the use of digital marketing (Faruk, Rahman, and Hasan 2021)(Campbell and Price 2021)(Subriadi and Baturohmah 2022). This digital marketing is processed using technological facilities that are currently evolving. Even though it is believed that it cannot be separated from the possible dangers of technology, one can take a positive side from the use of this technology, namely the direct connection between sellers and customers over long distances. This digital marketing system has been successfully developed by creating new breakthroughs in the field of technology, which is useful for attracting more consumers to any business that is being developed.
Although the term "Digital Marketing" was first coined in the 1990s, its use in practice began in the mid-1980s when the “Soft Ad Group”, now “Channel Net”, launched advertising campaigns for car companies. And now the concept of "Digital Marketing" has become more sophisticated in 2000 and 2010, accompanied by the growth in the ability of devices to access digital media at any time which has caused a huge growth in this terminology. (Mudaliar and Chava 2018)(Ratten 2022)
Starting from all that, the marketing system that used to run traditionally has now become a digital marketing system which is also known as marketing 4.0 (Kotler, Kartajaya, and Setiawan 2017a). Marketing 4.0 is a marketing system that can be found anywhere and at any time, including businesses on a very micro scale (such as those without shops/merchants) to those on a macro scale, all of which can be found anytime and anywhere. Moreover, in previous years, the government was faced with the Covid-19 virus and a new virus variant (Omicron), which caused all workers or entrepreneurs to be required to carry out work remotely or at home (work from home / WFH). 
Due to the implementation of this large-scale system by the government, one of the reasons that has triggered the development of internet usage has experienced a continuous increase. And this is also an opportunity for business people to increase the scale of their business to marketing based on digital media, known as digital marketing. This is evident from the report included in We are Social in 2021, as shown below: (Riyanto 2021)
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Fig 1.1. Internet Usage Data in Indonesia in 2021
[image: ][image: ]The data above shows that the average internet usage in Indonesia reaches 202.6 million people, which means around 73.7% or the equivalent of 73% of the Indonesian population has used the internet. This is included in the possibility of using it in digital marketing promotions. And because of this, it is also proven that around 60% use social media, the majority of whom use social media accounts as a means of advertising, as the data shown below:





Fig 1.2. Facebook and Instagram Usage Data in 2021
Problems related to digital marketing are often encountered by all business circles, business people are competing to be able to digitize their business in order to get more profits. Buyers also feel the same thing, they like business activities carried out online so they can save their time. The following is a graph that will explain why business people prefer to switch to digital, namely:
Table 1.1: Business Actors' Views on Digital Business

Source: Business Online Survey Report, 2021 (Fauziyyah 2021)
From the graph above, many people see that online business can reach a wide market. And online business actors do not have time constraints, they can place business orders at any time, accompanied by easy business management, and lastly, they are not tied to capital. This means, they can do any business without being constrained by capital costs that are usually carried out by conventional shops. And below we will see what channels are most effective in doing online business, namely as follows:
Table 1.2: The Most Effective Digital Marketing Channels

Source: Business Online Owner Survey Report, 2021 (Fauziyyah 2021)
The graph above shows that the most widely used platform is the social media platform compared to other platforms. This is in line with this research, one of which prioritizes research based on social media. Social media is most widely used as an element of digital marketing because this platform is the first step in converting conventional stores to digital marketing (Kurniawan 2021a). The content factor in social media is also one of the factors that supports purchasing decisions (Candra Irawan, 2019). In research of (Ahmad, Musa, and Harun 2016) also mentioned that marketing strategies based on social media can help brand health. 
This is what causes researchers to conduct research on digital social marketing technology in reviewing Islamic Business Ethics, because researchers want to find out more or discuss or prove the business concepts that are run based on their digital marketing media through the role of Islamic Business Ethics. Because, judging from several studies on the use of digital media, digital business people are of the view that the marketing system can help the marketing system become more effective and efficient, as in research of (Hidayah 2018) for example, then business actors can interact directly without location barriers so that their sales increase (Febriyantoro and Arisandi 2018), assist consumers in making and choosing their shopping plans (Lans, Pieters, and Wedel 2021)(Hovy, Melumad, and Inman 2021), and of course cost effective (Kurniawan 2021b). 
The business world is highly recommended for those who want to add additional income. And to produce a good business, it is also recommended to utilize existing resources, one of which is the use of digital social marketing. In fact, Rasulullah Saw., said that 9 out of 10 doors of sustenance are from commerce (commerce) (Ghazali 2007). Which means that through this commerce (trade) route, the doors of heaven will be opened, if it is in accordance with the rules set out in the Koran, as Allah SWT., says:
ٱلَّذِينَ يَأۡكُلُونَ ٱلرِّبَوٰاْ لَا يَقُومُونَ إِلَّا كَمَا يَقُومُ ٱلَّذِي يَتَخَبَّطُهُ ٱلشَّيۡطَٰنُ مِنَ ٱلۡمَسِّۚ ذَٰلِكَ بِأَنَّهُمۡ قَالُوٓاْ إِنَّمَا ٱلۡبَيۡعُ مِثۡلُ ٱلرِّبَوٰاْۗ وَأَحَلَّ ٱللَّهُ ٱلۡبَيۡعَ وَحَرَّمَ ٱلرِّبَوٰاْۚ فَمَن جَآءَهُۥ مَوۡعِظَةٞ مِّن رَّبِّهِۦ فَٱنتَهَىٰ فَلَهُۥ مَا سَلَفَ وَأَمۡرُهُۥٓ إِلَى ٱللَّهِۖ وَمَنۡ عَادَ فَأُوْلَٰٓئِكَ أَصۡحَٰبُ ٱلنَّارِۖ هُمۡ فِيهَا خَٰلِدُونَ  ٢٧٥
Meaning:
“Those who consume interest cannot stand [on the Day of Resurrection] except as one stands who is being beaten by Satan into insanity. That is because they say, "Trade is [just] like interest." But Allah has permitted trade and has forbidden interest. So whoever has received an admonition from his Lord and desists may have what is past, and his affair rests with Allah. But whoever returns to [dealing in interest or usury] - those are the companions of the Fire; they will abide eternally therein.” [QS. Al-Baqarah: 275] (Anon 2013)
In the verse above it is explained that Allah SWT allows buying and selling and forbids what is called riba' (additional). The law on buying and selling is permitted to apply as long as the product, price, and promotional media do not violate provisions prohibited by Sharia, and the key point in commerce according to Sharia is that as long as the flow of business is good then the law is halal. 
When carrying out a sharia-compliant business, you often face obstacles in advancing the business. However, the solution obtained from these obstacles is to adopt a digital business concept or digital marketing. This concept is the first step in developing a marketing system that is truly sharia so that those who adopt digital business will receive the blessings and pleasure of Allah SWT. Even though in real life there are still many conventional-based channels/websites, it is not impossible to develop sharia-based marketing media. Because the concept of digital marketing is an opportunity for a digital-based sharia marketing system, which has time flexibility, is cost effective and has a wide reach. Therefore, the researcher intends to conduct research to review further aspects of Islamic Business Ethics regarding the concept of digital social marketing technology that has been circulating in Indonesia. 



LITERATURE REVIEW
The definition of marketing according to Philip Kotler is the goal of an organization to remain in constant contact with its consumers, by reading their needs and desires, and being able to develop products from these efforts so that they can build communication programs to express the organization's goals (Stokes and The Minds of Quirk 2013). Before becoming a scientific discipline, marketing as a wise business discipline was not born until the 1950s, at that time marketing activities only played a fundamental role in the success of the first business. In terms of running a good business, you must first analyze several market conditions. But there are main things that need to be ensured when running a business, namely:
“If you don't let other people know about your business, then your business won't last long.” (Ryan 2014)
As well as the word of Allah SWT, which reads:
يَٰٓأَيُّهَا ٱلَّذِينَ ءَامَنُواْ لَا تَأۡكُلُوٓاْ أَمۡوَٰلَكُم بَيۡنَكُم بِٱلۡبَٰطِلِ إِلَّآ أَن تَكُونَ تِجَٰرَةً عَن تَرَاضٖ مِّنكُمۡۚ وَلَا تَقۡتُلُوٓاْ أَنفُسَكُمۡۚ إِنَّ ٱللَّهَ كَانَ بِكُمۡ رَحِيمٗا  ٢٩
Meaning:
“O you who have believed, do not consume one another's wealth unjustly but only [in lawful] business by mutual consent. And do not kill yourselves [or one another]. Indeed, Allah is to you ever Merciful.” [QS. An-nisa': 29](Anon 2013)
As time goes by, the business that is running today is a business that is accompanied by digital innovation. Digital innovation in the world of marketing means innovation accompanied by technological intervention in marketing a product or service to reach the consumer community in business, such as efforts to use smartphones via social media accounts (Facebook, Instagram, WhatsApp Broadcast, TikTok and Twitter). Literally, this digital transformation is not entirely related to technology but how business people make use of it by creating strategies to utilize technological aspects (Charlesworth 2018)(Putri and Sanica 2022)(Candra Irawan 2019). What this means is that it doesn't mean that by adopting technology, promotional media in the offline world ends, but instead it can increase followers of your business by using online media. This is also in accordance with the statement made by an economic cooperation and development organization, known as the OECD (Organization for Economic Cooperation and Development), which states that a country will be closer to sustainable prosperity through digital innovation. (Kotler et al., 2017) 
فَاِذَا قُضِيَتِ الصَّلٰوةُ فَانْتَشِرُوْا فِى الْاَرْضِ وَابْتَغُوْا مِنْ فَضْلِ اللّٰهِ وَاذْكُرُوا اللّٰهَ كَثِيْرًا لَّعَلَّكُمْ تُفْلِحُوْنَ ١٠
Meaning:
“And when the prayer has been concluded, disperse within the land and seek from the bounty of Allah, and remember Allah often that you may succeed.” [QS. Al-Jumu'ah: 10] (Anon 2013)
However, the challenge for marketers in integrating digital innovation with their business world is what innovation is more needed or needed that is most relevant to their organization's needs (Chaffey and Ellis-Chadwick 2016)(Erwin, Suade, and Poernomo 2021). To assess what innovations are needed more with their business methods, they can carry out an analysis related to the conditions of their consumers. For example, people in an area are more likely to use Facebook accounts, so as a businessman you can carry out promotional media through that Facebook account by posting product photos or live broadcasts through that account.
With the emergence of social media, it is actually a complete "game-changer" in any field, not limited to the business field. Anyone or any organization will see how big an opportunity digital technology has to strengthen and sustain their business in the long term. In return, they got what they wanted. The proof is that now, with the increasing use of business people in using social media, more business people are offering viable approaches to encourage more change in their business processes through various types of applications (Evans and McKee 2010)(Yumna 2021)(Wardati and ER 2019). And they also get more profits.
Although it cannot be denied, if seen from a negative side, social media can also be a threat and disaster due to lack of privacy, or as an object of fraud. But in this article we are not discussing the dark side of using social media. And looking at it from a good perspective, namely that business people who use it will gain a drastic level of transparency from their business in society at large. (Heggde and Shainesh 2018) 
On the other hand, digital technology can also benefit consumers in finding what they need or want, in an effort for business people to provide insight into their products. And business people can also see the potential of their potential consumers and competitors by studying their behavior. So both of them benefit equally. These efforts cannot be carried out through digital media, which allows business people to communicate directly and automatically with potential customers. (Smart Insights 2016) 
In carrying out a marketing strategy, before switching to digital media, it is sometimes necessary to first determine the elements contained in the marketing mix, because these elements are the simplest form offered by internal marketing as the foundation for implementing successful marketing policies. The aim is to offer marketing concepts as a way to achieve strategic goals (Drummond, Ensor, and Ashford 2001). The following are several explanations regarding marketing mix points, including the following: (Tomczak, Reinecke, and Kuss 2018)
a. Product
The emergence of a product is by seeing an opportunity to modify or expand an existing product for the sake of the surrounding environment (Chaffey and Ellis-Chadwick 2016). Products are more often developed based on consumer needs and desires obtained based on market research. Companies typically manage overall product decisions from conception to production (Kotler et al., 2017). Hadith of the Prophet SAW, which says:
إِيَّكُمْ وَكَثْرَةَ الْحَلِفِ فِي الْبَيْعِ ، فَإِنَّهُ يُنَفِّقُ ثُمَّ يَمْحِقُ  
Meaning:
“Avoid swearing a lot about sales, because actually swearing can make you sell well, but then it takes away (the blessing)”. (Fatwa No. 19637) (Ad-Duwaisy 2009)
In planning market offerings, producers need to pay attention to several stages starting from: The services or benefits actually purchased by consumers; From here producers must convert core utilities into commodities; then prepare the products that consumers expect; then prepare of the augmented product; and finally, there is a potential product which includes all levels or transformations experienced by a product in the future. (Putri 2017)
ثَمَٰنِيَةَ أَزۡوَٰجٖۖ مِّنَ ٱلضَّأۡنِ ٱثۡنَيۡنِ وَمِنَ ٱلۡمَعۡزِ ٱثۡنَيۡنِۗ قُلۡ ءَآلذَّكَرَيۡنِ حَرَّمَ أَمِ ٱلۡأُنثَيَيۡنِ أَمَّا ٱشۡتَمَلَتۡ عَلَيۡهِ أَرۡحَامُ ٱلۡأُنثَيَيۡنِۖ نَبِّ‍ُٔونِي بِعِلۡمٍ إِن كُنتُمۡ صَٰدِقِينَ  ١٤
Meaning:
“(yaitu) delapan hewan berpasangan, sepasang domba, sepasang kambing. Katakanlah: "Apakah dua laki-laki yang diharamkan Allah, atau dua perempuan, atau apa yang ada di dalam kandungan dua perempuan?" Jelaskan kepadaku berdasarkan ilmu apakah kamu benar-benar manusia.” [Surat al-An'am: 143](Anon 2013)
According to Asy-Syaibani, in making products according to sharia, not everything can be linked to halal and haram production processes, but must also have elements of use value and benefit which include the five basic principles of life, namely the protection of religion; Soul; Reason; Descendants; and Assets (Syukur and Syahbudin 2017). It is said to be halal because the product must first pass a halal test according to the Shari'a. What is meant by halal is that it is halal both in terms of its substance and its properties. (Quthb 2004)
Meanwhile, by paying attention to the five elements, benefit can be seen through considering several aspects such as: Having clear goals or benefits for consumers; does not contain things that are detrimental to consumers; Not made to be a means of disobedience; and Not made as a means to exploit human greed. (Syukur and Syahbudin 2017)
b. Price
To set a price, companies use a combination of production costs that have been incurred (cost-based), competitive costs, and methods based on customer value – based pricing methods (Kotler et al. 2017b). According to sharia, Islam does not have rules for setting prices, but price determination in Islam can be based on a market mechanism system or depend on market forces themselves because prices are sunnatullah. The sharia pricing strategy frees a person to set a price as long as the price is reasonable, fair, voluntary between the buyer and seller, and does not cause injustice. An example of this is Ibn Thaimiyah's discussion regarding the concept of price, namely fair compensation ('iwadl al-mitsl) and fair price ('tsaman al-mistl). Apart from that, the criteria that marketers can use in setting an Islamic price include the following: (Syukur and Syahbudin 2017)
[1]  Reasonable Profit Taking and Prohibition of Ghabn
Ghabn is buying something at a higher price based on the average market price, or conversely buying something at a lower price based on the average market price in general. However, ghabn itself is what is permitted and what is not permitted, what is not permitted is ghabn fahisy (taking profits in large amounts), while ghabn (taking profits) in small amounts is permitted by Islam. (Karim 2007)
According to Bashri (Bashri 2007), “The theory of few and many consumer profits was a scientific breakthrough in the microeconomic literature.” Apart from that, Imam Al-Ghazali taught us to take small profits. Consumer price determination also includes following the example of the Prophet Muhammad, in trading. "The Prophet Muhammad SAW., when carrying out business, he used the method of stating the purchase price of goods from Mecca, the transportation port from Mecca to the market, and how long it would take to arrive. The Prophet Muhammad SAW, entrusted the buyer to determine the appropriate price for the goods he sold." (Amrin 2007)
[2]  Prohibition of price competition between fellow sellers
When deciding on a price, you must pay attention to the benefits, this means that the price strategy applied does not cause harm to other traders, or the occurrence of unhealthy price competition between sellers. In connection with this use, the benefits in determining prices must be considered. "If you want to win the competition, product prices must be competitive, rather than this, it is not permissible to lower prices with the aim of bringing down competitors." (Yusanto and Widjajakusuma 2002)
c. Place
By considering the implications of distribution. The following are things that must be considered when selecting an Islamic location, namely: Selecting a strategic business location; It is permissible to use Samsarah (intermediary); and Prohibition of Ihtikar (hoarding). In real actualization, the term Samsarah is the use of affiliate marketing, but it can also be interpreted as use in social media or marketplaces. In this case, it is not a problem if you don't have a physical shop and only provide an online shop, but even if it is online, the place provided to store the goods must be managed regularly so that the products displayed in the online shop match the real version and improve product quality. because it is managed well.
d. Promotion
By exploring promotional techniques. The forms of promotion that are in accordance with sharia are prioritizing moral principles; and Prohibition of committing Tadlis (fraud). Apart from that, several characteristics required by Muslim marketers in carrying out promotions are Sincerity; Tha'ah; Uswah; Siddiq (Honest); Ukhuwah (brotherhood); Tarbawy (Educative); Tawadhu' (Humble) (Chairiawaty 2012). The morals exemplified by the Prophet Muhammad in business are explained below. This moral also applies to both traditional marketing and digital marketing. Including the following:
[1]  Shiddiq (Honest). Correct and honest behavior in running a business includes things like avoiding double pricing. Janelle Barlow and Dianna Maul have said in the book "Emotional value creating strong brands with your customers" that many customers no longer need high quality products, but emotional value is more valuable than the value of the product or service (Rubiyanti, Handayani, and Sahrani 2017). The service itself is price, namely the sum of costs plus utilities. Just like the Prophet SAW, who always advised us to adjust the price of an item to the value it contains. This is in accordance with the hadith which states:
البَيِّعَانِ بِالْخِيَارِ مَالَمْ يَتَفَرَّقًا فَإِنْ صَدَقَا وَبَيَّنَا بُوْرِكَ لَهُمَا فِى بَيْعِهِمَا وَإِنْ كَتَمَا وَ كَذَبَا مُحِقَتْ بَرَكَةَ بَيْعِهِمَا  ( متفق عليه )

Meaning:
“People who make buying and selling transactions with each party have the right to khiyar (cancel or continue the transaction) as long as the two of them have not separated. if both are honest and open, then both will receive blessings in buying and selling, but if both lie and are not open, then the blessing of buying and selling between them will be lost.” [HR. Al-Bukhari No. 2079 & 2082, Muslim V/416 No. 3836 -Syarh An-Nawawi-](Ad-Duwaisy 2009)
The hadith above tells us that we must be honest in doing business so as not to harm one party, and also explains that the aim of doing business is not only to gain profit (profit) but also blessings. Apart from that, pricing must also be adjusted using the prices prevailing in the market and according to the customs that apply in a region. Cheap prices will not necessarily reduce income, because consumers will buy more often when the price of a product is cheaper than what consumers usually think. Of course, it must be balanced with the quality of the product.
[2]  Amanah. The attitude towards marketing and promotional activities must also be consistent with what was agreed upon initially. This attitude also includes responsibility and accountability which aims to find out how much profit or loss is generated in a certain period of time. Accountability is a form of accountability to various parties, namely managers, investors, creditors, government agencies, and mustahiq. Accountability becomes self-actualization of the company's reliability. This accountability report is also a benchmark in analyzing the business being run. Therefore, this characteristic is very important to implement in a company. Apart from that, business actors must provide the best service to consumers, because the consumer is king, and the consumer is the main priority for meeting the company's needs, therefore providing reasonable and fast service with a friendly and smiling expression. Rasulullah SAW., strongly encouraged business partners to be generous, smile and be kind in every transaction.
وَيۡلٞ لِّلۡمُطَفِّفِينَ  ١ ٱلَّذِينَ إِذَا ٱكۡتَالُواْ عَلَى ٱلنَّاسِ يَسۡتَوۡفُونَ  ٢ وَإِذَا كَالُوهُمۡ أَو وَّزَنُوهُمۡ يُخۡسِرُونَ  ٣
Meaning:
[1] Woe to those who give less [than due], [2] Who, when they take a measure from people, take in full. [3] But if they give by measure or by weight to them, they cause loss. [QS. Al-Mutaffifin: 1-3](Anon 2013)
Keeping promises, however, is based on morals of faith, so every business person must have a strong commitment to fulfilling promises. This is because Allah SWT., commands every Muslim to always keep their promises, and Allah Swt., has stated that a lucky believer is someone who is able to keep his promises. This is as stated by Allah SWT, which reads:
يَٰٓأَيُّهَا ٱلَّذِينَ ءَامَنُوٓاْ أَوۡفُواْ بِٱلۡعُقُودِۚ أُحِلَّتۡ لَكُم بَهِيمَةُ ٱلۡأَنۡعَٰمِ إِلَّا مَا يُتۡلَىٰ عَلَيۡكُمۡ غَيۡرَ مُحِلِّي ٱلصَّيۡدِ وَأَنتُمۡ حُرُمٌۗ إِنَّ ٱللَّهَ يَحۡكُمُ مَا يُرِيدُ  ١
Meaning:
“O you who have believed, fulfill [all] contracts. Lawful for you are the animals of grazing livestock except for that which is recited to you [in this Qur'an] - hunting not being permitted while you are in the state of ihram. Indeed, Allah ordains what He intends.” [Al-Ma’idah: 1](Anon 2013)
[3]  Tabligh (Argumentative and Communicative). Communicative and argumentative include things such as: "When communicating with consumers and business partners, we are required to use linguistics that are polite, smooth, express gratitude and prioritize good manners." Rasulullah Saw., gave an example for humans, especially business people, to hold their tongue. The Prophet only spoke when needed, he was not happy to tell stories, let alone gossip about other people. There are three things he left behind, which business people must follow, namely riya', talking a lot, and talking about something that is not necessary. Apart from holding back his mouth, Rasulullah also kept his mouth so he didn't speak badly, harshly, or use a high tone. (Prihadi 2012). The communication used is both verbal and non-verbal. The most important thing that every business person must remember is that communication uses polite language and does not hurt consumers' feelings. Apart from that, speaking in language that is easy to understand and can be accepted by reason must also be considered by business people. Muslim business people should be able to emulate the spiritual intelligence possessed by the Prophet Muhammad. Spiritualization in the style of the Prophet Muhammad, namely starting a business using basmallah and ending it using hamdalah. (Rivai 2016)
[4]  Syaja'ah (Bravery). The latest characteristic that a businessman must have is syaja'ah or courage, which means being brave because of the truth. What this means is being brave in conveying/acting to the public that the business being run is good for consumption and avoids things that are haram. Apart from being brave, he also always has a high outlook on life (work outlook) and always works hard in running his business. Because every worship must be carried out with a sense of sincerity and honesty. Working is a necessity, and can educate a person to be independent. Work is an effort to provide benefits to other people.
Once the above elements are known, the next step is promotional media based on digital technology. In order to understand more about a stable digital marketing performance system, a model framework called 5C was created. This 5C model consists of Company Strategy, Customer Experience, Content Creation, Channel Promotion, Check-back Analysis. (Diamond 2019).
The five models above are used with the aim of marketing a product to potential customers. Below is a description of the five model frameworks, including the following: (Gregoriades et al. 2021)
a. Determine of Company Strategy
The first stage in this model is to create a company strategy and clearly understand the goals the organization wants to achieve. This stage requires a good understanding of the brand and business model of each company in order to get the attention of customers. Apart from that, you also choose what type of campaign/promotion you want to use in running your business. The main key here is how to continue to develop a strong offering system so that customers turn around and want to use the business services provided.
b. Uncover The Customer Experience
At this stage the model aims to collect customers so that they can analyze the customer's own criteria. The required effort is to group customers into several characteristics of potential customers by investigating several different pieces of information (Halim and Mokhtar 2016), then develop customer history by understanding the unique prospects that consumers are most interested in, then help empower sales, namely by helping the sales team in the business they run to make their work easier. At this stage, forecasting can also be done about the condition/state of the company through consumers regarding products in the product life cycle on a maturity scale.
c. Content Creation
At this stage of the model, content is created that aims to attract consumers. Good content is content that goes through several procedures by business people, namely by knowing customer needs/wants, then categorizing content based on each type of customer, such as this content for this category of customer, and so on. In terms of content creation, informative and good content is content that is able to provide more information to customers and attract customers. Apart from that, review the research results (Ahmad et al. 2016) It is proven that content marketing can improve the financial health of a company. This can be seen from the number of visitors or followers of the company website. By creating interesting content you can attract more customers and can also reduce marketing costs. There are many websites on social media that provide advertising content for free, although some are paid, but in businesses whose business scale is relatively small, these free advertising websites are the most recommended and can generate more profits from the business being run.
d. Develop Channel Promotion
This stage model determines what channels should be used to promote on social media in order to expand reach. Business people can use free promotional media but they can also use paid media. Business people are also required to create content that can be disseminated and add a company email address so that customers can clearly see their marketing.
e. Deploy Check-back Analysis
At this stage, there is a check-back analysis, namely by reviewing the brand value and business model before starting to disseminate content so that it can work well, measuring success or in other words how long it will take for the business achievement level to be achieved. And as a return, get optimal results from your business campaign in the form of Return on Investment (ROI).
A good business is a business that prioritizes ethical values. It is clear that these ethical values are the front door to running a business, especially Islamic Business Ethics. A business without ethics will be considered a bad or less established business, especially since the ethics applied are not Islamic Business Ethics. Indeed, business with ethics will be better, and this will be better or even better if what is implemented is Islamic Business Ethics. This is because the surrounding environment, for example, Indonesia, where the majority of people are Muslim. A Muslim will tend to choose products that are of good quality and have clear business origins, especially if the product has a halal certificate. But even though it doesn't have a halal certificate, at least the product consists of ingredients that are permitted by sharia.
Historically, if you look at the choice of ethical systems, these ethical systems vary depending on the values believed by their originators. These models of ethics are generally developed separately by religion, such as models of relativism (personal interests), utilitarianism (calculation of profits and losses), universalism (obligations), rights and distributive justice. Among these models is a contemporary ethical view, and this ethical model is very different from the ethical model in Islam. Because Islamic ethics places greater emphasis on the relationship between humans and the creator, the concept of Islamic ethics places greater emphasis on the values of justice and balance, unity, free will, responsibility and virtue. (Hamzah and Hafied 2014)
Meanwhile, according to Bertens' view, Business Ethics is the study of ethical aspects of economic and business activities. According to him, the practice of business ethics is divided into 3 levels, namely the macro level (concerning complex business, aspects of business as a whole), the meso/middle level (investigating ethical problems in organizations), and the micro level (prioritizing individual problems in carrying out business activities). (Darmawati 2020) If the concept of business ethics is combined with the concept of Islamic ethics, it becomes a moral aspect according to economic and business activities which prioritizes values such as monotheism, justice, accountability, virtue and balance. So, what is called business ethics is a moral evaluation of the business environment using moral standards that have been clearly defined, and detailing specific moral guidelines that are in sync with actual business information. (Tarigan 2016)
In other words, the concept of digital social marketing technology in Islamic Business Ethics is an effort made by business people to adopt digital aspects in order to get more consumers who cannot be separated from sharia values. These sharia values are the main point/key in carrying out a business concept based on Islamic Business Ethics.
In the business sector, Islamic Business Ethics is based as can be seen in the surah of the Qur'an below, which reads:
يَٰٓأَيُّهَا ٱلنَّاسُ كُلُواْ مِمَّا فِي ٱلۡأَرۡضِ حَلَٰلٗا طَيِّبٗا وَلَا تَتَّبِعُواْ خُطُوَٰتِ ٱلشَّيۡطَٰنِۚ إِنَّهُۥ لَكُمۡ عَدُوّٞ مُّبِينٌ  ١٦
Meaning:
“O mankind, eat from whatever is on earth [that is] lawful and good and do not follow the footsteps of Satan. Indeed, he is to you a clear enemy.” [QS. Al-Baqarah: 168](Anon 2013)
The verse above is proof that humans are commanded to consume good things. And the verse above can also state that humans are obliged to run businesses in sync with sharia ethics, namely those based on halal and good origins. Therefore, even though marketing a product uses various kinds of digital technology, business people are also required to maintain ethics and sharia values in running their business going forward. By maintaining these efforts, in sha Allah, business, whatever its form, will run smoothly and gain the pleasure of Allah SWT.
METHOD
The type of research used in this research is qualitative research using a descriptive approach. Qualitative research methods are research that processes, explores and finds out the meaning of individuals or groups by describing ongoing human social problems/realities (Sugiyono 2015). Meanwhile, the analytical descriptive approach is research that aims to collect information about the condition of a phenomenon/event that is currently occurring, then examine it, then describe it from the understanding of the researcher who proposed the research. 
Research using the qualitative method, analytical descriptive approach, is not part of experimental research, because it does not require tools to test certain hypotheses, and only describes conditions/circumstances that are currently taking place or in the past regarding an event (Hikmawati 2017). The purpose is to discover and understand the central phenomenon (Sugiyono 2015). This phenomenon has been going on, which until now continues to be used by small and medium enterprises (MSMEs) regarding their use in digital marketing based on Islamic Business Ethics.
The subject of this research is digital social marketing, while the object is Islamic Business Ethics. The method used for data collection is documentation (Siyoto and Sodik 2015). Meanwhile, the analysis technique used is the Miles and Huberman data analysis method. This analysis technique goes through 4 (four) stages starting from collecting data related to case studies such as Scopus standard journals and other research results documents; then reduce the data; then from the results of data reduction data will be produced from which conclusions can be drawn; and finally the conclusion is presented in narrative form. (Afrizal 2016)
RESULT AND DISCUSSION
Based on article data on hosting service media, it is stated that at least an average of 75% of people have the habit of shopping online at least once a month (Intan et al. 2021). This trend has resulted in the role of online media displacing conventional shops, especially with the prolonged pandemic yesterday. 
In Islamic systematics, Islamic/sharia-based economic development consists of several industrial variants, as summarized in the picture below:
[image: ]
Source: Sharia Economic Masterplan 2019 – 2024 (Kementerian Perencanaan Pembangunan Nasional/Badan Perencanaan Pembangunan Nasional 2019)
Fig 1.4. Types of Industries that contribute to Digital Social Marketing Technology
Based on the picture above, there are at least 5 industries that operate under the sharia concept, namely the food, film, cosmetics, fashion (clothing), travel and finance industries. These five industries have adopted digital concepts. Each digital-based marketing media is incorporated into 1 (one) system in the form of a marketplace, and some are independent, such as creating their respective company websites. Whatever choice of use, each has its own benefits and uniqueness aimed at advancing their business. 
Until now, the number of digital users continues to increase as seen in [table 4.1]. This increase is because some people feel very comfortable in buying and selling online, because of various factors that each individual causes, some because of busy work or because they don't have adequate transportation, and doing online shopping makes their work load a little lighter.
Therefore, they tend to buy and sell online or what is known as digital marketing. Digital marketing is a solution for customers to continue making transactions remotely, and makes it easier for sellers to increase their sales proforma. There are also various types of tools, namely they can be created using social media platforms and can also be processed on independent websites or through marketplace intermediaries.
Things related to digital social marketing have indeed been found anytime and anywhere, in fact, they have become an integral part of people's behavior. To date, the number of online transactions has increased by 400% (Kominfo 2020)(Rizkinaswara 2020)(Kementerian Komunikasi dan Informatika (KOMINFO) 2021).  One of the things most involved in the increase in this number is the sales method using independent websites. because, on average, sellers will feel more satisfied if they experience the benefits of digital marketing media that sells their products through independent websites, and not through marketplaces (Intan et al. 2021). 
Table 1.3: Number of Online Shoppers in Indonesia 2016 – 2022
(Estimation in Millions)

Source: Statista, 2022
The explanation and examples above are an assessment of digital marketing technology in general. However, in this article and chapter we will discuss the concept of digital social marketing in more detail in reviewing Islamic Business Ethics. If we refer to Islamic Business Ethics itself, based on the conclusions that have been obtained, the entire digital marketing concept is included in Islamic Business Ethics, but the difference is in terms of the products offered/sold, and the payment methods used based on sharia or interest system applied by conventional banks. In this case, if the marketing method adheres to the sharia/halal concept in digital social marketing technology, the product and payment method must also go through sharia banks. These two characteristics are the main ones that are more visible and emphasized more in this review of Islamic Business Ethics.
Table 1.4: The Growth of Digital Transactions in Indonesia 2017 – 2021

Source: Bank of Indonesia, 2022
Table 1.5: The Growth in Retail E-Commerce Transaction Value in Indonesia
2016 - 2021

Source: Statista, 2022
However, on average, examples of applications used by most groups of people, such as Shopee or Tokopedia or Lazada, for example, adhere to payment methods using an interest system, especially since this application will be very detrimental if one of the customers makes payments via Paylater, such as Shopee, for example, if the payment is a few months late then the interest will also increase. For this reason, some people tend not to like the interest rates applied by the company and tend to switch to the COD (cash on delivery) system, therefore the application is not in accordance with sharia and is conventional.
What you need to pay attention to is that if you compare the marketplaces above or those currently in circulation, based on the marketing mix element scheme (both product, price, place and promotional media) there is a 50-50 chance that they are in accordance with sharia, but even though some of them are in accordance with the concept Sharia has not been standardized as halal. It is said that, because the products offered by marketplaces do not contain elements of haraam or harm, all individuals can trade according to their respective choices (be it clothing, electronics, etc.), or some of the promotional media delivered to customers is appropriate. with Islamic Business Ethics which was taught by Rasulullah Saw., in his youth.
However, not all of them adopt conventional digital marketing concepts. Indeed, digital marketing that fully adheres to sharia is rare (Kementerian Perencanaan Pembangunan Nasional/Badan Perencanaan Pembangunan Nasional 2019), but that doesn't mean the results are nil, they exist but are drowned out by conventional actors. An example of a service company that operates according to sharia is the Muslim Go Online company, for example, which is a service company that offers the creation of sharia-compliant marketing websites. (Rubiyanti et al. 2017)
Therefore, adopting digital social marketing technology will make your marketing strategy stronger, which can make your business clearer and more accurate (Soffya 2021). For further explanation regarding digital social marketing technology in this review of Islamic Business Ethics, the elements contained in the marketing mix will be discussed below, including the following:
a. Product
In this case, the product displayed in the window must correspond to the real/original product, accompanied by detailed specifications of the product to be traded. As the hadith of the Prophet Saw., which reads:
عن أبى سعيدٍ عن النّبيّ صل اللّه عليه وسلّم قَالَ : التَّاجِرُ الصَّدُوْقُ الْأَمِيْنُ مَعَ النَّبِيِّيْنَ وَالصِّدِّقِيْنَ وَالشُّهَدَآءِ  ( رواه الترمذي )
Meaning:
“From Abi Sa'id, from the Prophet Muhammad SAW, said: Honest and trustworthy traders, they are the people who were with the Prophet, the shiddiqin and the martyrs'.” [HR. Tirmidzi No. 1209 menyebutkan bahwa hadis ini Hasan, dishahihkan Syaikh Al-Albani, Shahih At-Targhib wa At-Tharhib No. 1782 disebutkan dalam kitab tersebut bahwa hadis ini Shahih Lighairihi](Al-Albani 2012)
Basically, the products displayed in the merchant's image in each digital social marketing have a very good appearance and rarely display the product together with the real version of the image, so that some customers feel less than satisfied if the goods they have ordered do not match their expectations. However, this can also be caused by distribution factors that are not careful about the product being sent, or if the product is not suitable then the product will be sent back to the seller accompanied by an unboxing video (and this only applies to the Marketplace). If the problem is the second, then the sale and purchase law is permissible, as long as it is included in the sale and purchase contract. However, the problem is that if the goods displayed do not correspond to their real conditions then this is the reason why buying and selling is prohibited based on Islamic Business Ethics. As the hadith of the Prophet Saw., which reads:
عن أبي هريرة أَنَّ رسول اللّه صلى عليه وسلم مَرَّ عَلَى صُبْرَهِ طَعَامٍ فَأَدْخَلَ يَدَهُ فِيْهَا فَنَالَتْ أَصَابِعُهُ بَلَلًا فَقَالَ مَا هَذَا يَا صَحِبَ الطَّعَامِ قَالَ أَصَابَتْهُ السَّمَاءُ يَا رَسُوْلُ الله قَالَ أَفَلَا جَعَلْتَهُ فَوْقَ الطَّعَامِ كَىْ يَرَاهُ النَّاسُ مَنْ غَشَّ فَلَيْسَ مِنِّى . ( رواه المسلم )
Meaning:
“From Abu Hurairah ra he said: (One day) Rasulullah saw, passed by a pile of food, then he reached into the pile of food with his hand, then his fingers got wet with food. I ask; What is this, owner (seller) of basic foodstuffs? He answered: Rain, O Messenger of Allah. He said why don't you put wet on it so people can see it? Whoever cheats, then it is not included in my group.” [HR. Muslim][Shahih: Irwa’ul Ghalil no: 1319, Shahih Ibnu Majah no: 1809, Ibnu Majah II: 749 no: 2224 dan lafadz ini baginya, ‘Aunul Ma’bud IX: 321 no: 3435, Tirmidzi II: 389 no: 1329 dan Muslim I: 99 no: 102](Kushendar 2010)(Al-Albani 2006)
b. Price
The price concept that must be applied to Islamic Business Ethics is fair pricing, which means that the price in question is not too high or too low, and this is one of the added values based on the sales strategy. As Rasulullah Saw., who always advised that when setting the price of an item it must be adjusted to the value contained in it. Apart from prioritizing fair prices, the prices applied must also be trustworthy as in the hadith below, which states:
البَيِّعَانِ بِالْخِيَارِ مَالَمْ يَتَفَرَّقًا فَإِنْ صَدَقَا وَبَيَّنَا بُوْرِكَ لَهُمَا فِى بَيْعِهِمَا وَإِنْ كَتَمَا وَ كَذَبَا مُحِقَتْ بَرَكَةَ بَيْعِهِمَا  ( متفق عليه ) 
Meaning:
“The person carrying out the buying and selling transaction on each party has the right to khiyar (cancel or continue) the transaction as long as the two have not separated. If both are honest and open, then both will get blessings in buying and selling, but if both lie and are not open, then the blessing of buying and selling between them will be lost.” [HR. Al-Bukhari No. 2079 dan 2082, Muslim V/416 No. 3836 -Syarh An-Nawawi-][HR. Muslim No. 1479](Ad-Duwaisy 2009)(Muslim 2016)(Rusyd 1990)(Erwin et al. 2021)(Al-Albani 2006)
The hadith above tells us that we must be honest in doing business so as not to harm one party, and also explains that the aim of doing business is not only to gain profit (profit) but also blessings. Apart from that, pricing must also be adjusted using prices that apply to the market mechanism system and be in sync with the norms that apply in a particular region. Cheap prices will not necessarily reduce income, because consumers will buy more often when the price of a product is cheaper based on what consumers think. Of course, pricing must also be balanced with the quality of the product. And when taking prices, it is forbidden to take excessive riba' (additional fees), as stated by Allah SWT, which reads:
...... وَأَحَلَّ ٱللَّهُ ٱلۡبَيۡعَ وَحَرَّمَ ٱلرِّبَوٰاْۚ ......


Meaning:
“.....even though Allah has permitted buying and selling and prohibited usury.....” [QS. Al-Baqarah: 275](Anon 2020)
c. Place
	Place in the marketing mix includes channel, location, transportation, and scope (Muhammad 2005). When viewed from the perspective of Islamic Business Ethics, what needs to be considered is a comfortable place, which is regularly maintained. This place issue is the most important element that supports the condition of the products being bought and sold. Having a place that is well maintained and organized will result in better product quality so that the products offered do not disappoint customers, and of course, this adds value to the business image. In actualizing the researcher's view of the goods received by customers, that some of the products that have arrived at their destination are in good condition and there are also a few that do not match the product image or have physical defects, this second problem is a conflict between the seller and buyers who end up receiving protests/returning the product along with cash or giving a bad rating to the seller, and this is also not in accordance with Islamic Business Ethics. Meanwhile, the first problem is in accordance with the concept of Islamic Business Ethics even though the business being run is conventional, this is because the products displayed in the online shop match the products that have been sent so it can be concluded that the products are in a place that is regularly maintained.
d. Promotion
Promotions recommended based on Islamic Business Ethics are those carried out honestly and reliably, fairly, not badmouthing competitors, being humble, and keeping promises. Keeping promises is one of the ethics of trust in any case, so every entrepreneur is obliged to have a strong commitment to keeping promises, meaning that the product offered to customers matches the convention promised by both parties or the product offered matches the description displayed in the window. This is because Allah SWT., commands a Muslim to keep his promises and Allah Swt., also says that a lucky believer is someone who can keep his promises. According to the word of Allah SWT, which reads:
يَٰٓأَيُّهَا ٱلَّذِينَ ءَامَنُوٓاْ أَوۡفُواْ بِٱلۡعُقُودِۚ أُحِلَّتۡ لَكُم بَهِيمَةُ ٱلۡأَنۡعَٰمِ إِلَّا مَا يُتۡلَىٰ عَلَيۡكُمۡ غَيۡرَ مُحِلِّي ٱلصَّيۡدِ وَأَنتُمۡ حُرُمٌۗ إِنَّ ٱللَّهَ يَحۡكُمُ مَا يُرِيدُ  ١
Meaning:
“O you who have believed, fulfill [all] contracts. Lawful for you are the animals of grazing livestock except for that which is recited to you [in this Qur'an] - hunting not being permitted while you are in the state of ihram. Indeed, Allah ordains what He intends.” [Al- Ma’ idah: 1](Anon 2013)
In terms of carrying out promotions in digital marketing or specifically in social media applications, sellers must create attractive designs to attract customers. Because, based on research from Stanford University which is summarized in an article published by the hostinger website, it is stated that around 75% of website visitors assess the credibility of a business based on its website design. (Pamungkas 2021)

CONCLUSION
Based on the conclusions in the explanation above, on average the digital social marketing concept applied by business sectors in Indonesia at least has a synchronous marketing flow using Islamic Business Ethics by looking at the elements that still exist in the marketing mix. The elements that are emphasized more in the marketing mix related to Islamic Business Ethics are product elements and promotional flows, as well as payment methods. In terms of products, for example, you must offer an honest concept, which means that the product displayed in the window must match the real version by explaining the specifications of the product being offered, even though there are a few people who display their products that do not match the real situation. Meanwhile, in terms of price, we must offer a fair price concept, which does not only benefit one party while harming the other party, but rather the concept of profit and profit. And in terms of place, place also has a part in the online buying and selling process, with a place that is regularly maintained it can maintain better product quality compared to a place that is not maintained, so that when the product has arrived at the customer's destination the customer feels satisfied with it. the product. And finally, in terms of promotion, promotions carried out must be honest and trustworthy, behave well and politely, not force the will of customers, not harm each other, and so on.
In the real life, Indonesia itself is still very minimal in terms of implementing sharia-compliant digital social marketing technology, but there are several of them that offer sharia-compliant website creation services, namely Muslim Go Online. Having a sharia-compliant system will make it easier for business people to process their digital business based on sharia provisions.
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Others	Limited Capital	Ease of Management	Unlimited / Flexible Time	Wide Reach	4.07E-2	0.1593	0.2185	0.23699999999999999	0.34439999999999998	
Column1	
Social Media	Messenger	SEO	Blog	Email Marketing	SEM	Others	0.27779999999999999	0.2465	0.2014	0.1424	6.9400000000000003E-2	4.9099999999999998E-2	1.7399999999999999E-2	
Number of Online Shoppers in Indonesia 2016 – 2022 (Estimation in Million)	
2016	2017	2018	2019	2020	2021	2022	0.249	0.28100000000000003	0.316	0.35499999999999998	0.39200000000000002	0.42099999999999999	0.439	

2017	Total Digital Transactions	12375	2018	Total Digital Transactions	47198	2019	Total Digital Transactions	145165	2020	Total Digital Transactions	204909	2021	Total Digital Transactions	305435	
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