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ABSTRAK

Tujuan: Penelitian ini bertujuan untuk menganalisis pengaruh produk, promosi,
dan lokasi usaha terhadap peningkatan pendapatan UMKM dalam perspektif
bisnis Islam pada UMKM di Kota Lhokseumawe. Metode Penelitian ini
menggunakan pendekatan kuantitatif dengan metode deskriptif. Sampel penelitian
berjumlah 97 pelaku UMKM yang dipilih menggunakan teknik purposive
sampling. Data dikumpulkan melalui kuesioner dan dianalisis menggunakan
regresi linier berganda dengan bantuan SPSS. Temuan: Hasil penelitian
menunjukkan bahwa promosi dan lokasi usaha berpengaruh positif dan signifikan
terhadap peningkatan pendapatan UMKM, sedangkan produk tidak berpengaruh
signifikan. Secara simultan, ketiga variabel berpengaruh positif dan signifikan
terhadap peningkatan pendapatan UMKM. Implikasi: Penelitian ini menjadi
masukan bagi pelaku UMKM untuk mengoptimalkan strategi promosi, pemilihan
lokasi usaha, serta penerapan prinsip bisnis Islam guna meningkatkan
pendapatan. Orisinalitas: Penelitian ini mengintegrasikan faktor produk, promosi,
dan lokasi usaha dengan perspektif bisnis Islam dalam menjelaskan peningkatan
pendapatan UMKM.

Kata kunci: Produk; Promosi; Lokasi Usaha; Peningkatan Pendapatan; Bisnis
Islam.

ABSTRACT

Purpose: This study aims to analyze the influence of product, promotion, and
business location on the income growth of Micro, Small, and Medium Enterprises
(UMKM) from the perspective of Islamic business in Lhokseumawe City. The
study examines both the partial and simultaneous effects of these variables on
UMKM income growth. Methods: This study employed a quantitative approach
with a descriptive research design. The sample consisted of 97 UMKM owners
selected using purposive sampling. Data were collected through questionnaires
and analyzed using multiple linear regression with the aid of SPSS software.
Findings: The results indicate that promotion and business location have a
positive and significant effect on UMKM income improvement, while the product
variable has no significant effect. Simultaneously, all three variables significantly
influence UMKM income improvement. Implications: The findings suggest that
UMKM owners should optimize promotional strategies and select strategic
business locations while implementing Islamic business principles to improve
their income. Originality: This study integrates product, promotion, and business
location variables with the Islamic business perspective in explaining UMKM
income improvement.

Keywords: Product; Promation; Business Location; Income Improvement; Islamic
Business.
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A. Introduction

Micro, Small, and Medium Enterprises (UMKM) play an essential role in promoting
economic growth, creating employment opportunities, and strengthening regional
economies. In Indonesia, UMKM have become the backbone of the national economy by
contributing significantly to Gross Domestic Product (GDP) and absorbing a large
proportion of the workforce (Risgiyanti, 2020). In addition, the rapid development of
technology and globalization has created broader opportunities for UMKM to expand their
markets and improve their competitiveness (Zuhdi, Sujana, 2025). Despite their important
contribution, many UMKM continue to face challenges in improving business income.
Limited product innovation, ineffective promotional activities, and inappropriate business
location selection often reduce their competitiveness and business performance. In today's
competitive market. UMKM owners are required to understand consumer needs by
providing quality products, implementing effective promotional strategies, and selecting
strategic business locations to increase sales and business income (Fandy Tjiptono, 2018).

income improvement is one of the main indicators of business success because it
reflects a firm's ability to maintain business sustainability and enhance financial
performance. Consistent income growth indicates that UMKM are capable of adapting to
market changes while improving their competitiveness therefore, product quality,
promotional activities, and business location are considered strategic factors influencing
consumer purchasing decisions and increasing UMKM income (Kotler, 2018). From the
perspective of Islamic business, business success is not merely measured by material profit
but also by compliance with Islamic ethical values. Business activities should be conducted
based on honesty (shiddiq), trustworthiness (amanah), justice (‘adl), and transparency
while avoiding prohibited practices such as riba, gharar, and fraud. Consequently,
business income should be generated through halal and ethical business practices in order
to achieve barakah (blessings) and sustainable welfare (Karim, 2024).

Lhokseumawe City is one of the economic centers in Aceh Province with a rapidly
growing UMKM sector. According to the Department of Trade, Industry, Cooperatives,
and UMKM, there were 6,897 UMKM operating in Lhokseumawe in 2024. However,
many UMKM still experience difficulties in increasing their income due to homogeneous
products, limited promotional activities, and business locations that are less accessible to
consumers. Furthermore, the application of Islamic business principles in marketing
practices has not been fully implemented (Wahyuni, 2020). Previous studies have reported
that product, promotion, and business location positively influence UMKM performance
and income. Nevertheless, most studies examine these variables separately and rarely
integrate them with the principles of Islamic business. Therefore, this study fills the research
gap by simultaneously examining the influence of product, promotion, and business
location on UMKM income improvement from the perspective of Islamic business.
Accordingly, this study aims to analyze the influence of product, promotion, and business
location on UMKM income improvement from the perspective of Islamic business, with
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UMKM in Lhokseumawe City serving as the research object. The findings are expected to
enrich the literature on Islamic business and provide practical recommendations for
UMKM owners in developing competitive marketing strategies while adhering to Islamic
business principles.

B. Method

This study employs a quantitative research method with a descriptive approach. The
quantitative approach was chosen because this study aims to analyze and test the
influence of products, promotions, and business location on increasing UMKM revenue
from an Islamic business perspective in Lhokseumawe City. This approach allows the
researcher to obtain measurable data through the distribution of questionnaires, so that
the relationships between variables can be analyzed objectively using statistical techniques
(Sugiyono, 2019). The research was conducted in Lhokseumawe City, which was
purposively selected because it has a large number of UMKM and is relevant to the study
on the influence of products, promotion, and business location on UMKM income from
an Islamic business perspective. The research subjects were Micro, Small, and Medium
Enterprises (UMKM) operating in the city of Lhokseumawe. The research sample consisted
of 97 respondents selected using purposive sampling based on specific criteria.

The research data were collected through a questionnaire distributed to respondents
and then analyzed using multiple linear regression with the help of SPSS software to
determine the effect of each independent variable, as well as their combined effect, on
increasing UMKM income. The process began with editing, coding, scoring, and entering
the questionnaire data. Subsequently, validity and reliability tests, followed by classical
assumption tests, were performed to ensure the quality of the data. Multiple linear
regression analysis was then applied to examine the effects of product, promotion, and
business location on UMKM income. Finally, hypothesis testing was conducted using the
t-test, F-test, and the coefficient of determination (R2).

C.Results and Discussion
1. Results of a Descriptive Statistical Test

Table 1 Descriptive Statistical Test

Variable N Minimum Maximum Mean  Std. Deviation
X1 100 14 25 21.66 2.328
X2 100 15 25 21.72 2.332
X3 100 16 25 22.10 2.254
Y 100 17 25 22.28 1.848

SOURCE: RESEARCH RESULTS, PROCESSED DATA (2026)

Based on the descriptive statistics of 100 respondents, all research variables showed
relatively high mean scores, indicating generally positive respondent perceptions. The
business location variable (X3) had the highest mean among the independent variables
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(22.10), followed by promotion (X2 = 21.72) and product (X1 = 21.66). The income
improvement variable (Y) recorded the highest overall mean (22.28) and the lowest
standard deviation (1.848), suggesting more consistent responses. Overall, the relatively
low standard deviations indicate that respondents' answers were closely clustered around
the mean values.

Test Validty
Tabel 3 Reability Test
Variabel Poin Nilai R hitung Nilai R tabel Ket
1 0,756 0,1966 Valid
2 0,663 0,1966 Valid
Produk $ (X1) 3 0,594 0,1966 Valid
4 0,688 0,1966 Valid
5 0,655
1 0,643 0,1966 Valid
2 0,710 0,1966 Valid
Promosi (X2) 3 0,760 0,1966 Valid
4 0,541 0,1966 Valid
5 0,709 0,1966 Valid
1 0,598 0,1966 Vol!d
3 0.754 0,1966 Valid
Lokasi Usaha (X3) '
4 0,736 0,1966 Valid
5 0,710 0,1966 Valid
Peningkatan Pendapatan 1 0,586 0,1966 Valid
(Y) 2 0,651 0,1966 Valid
3 0,600 0,1966 Valid
4 0,733 0,1966 Valid
5 0,505 0,1966 Valid

SOURCE: RESEARCH RESULTS, PROCESSED DATA (2026)

The validity test results indicate that all questionnaire items are valid, as each
calculated correlation coefficient (r-value) exceeds the critical r-table value of 0.1966. The
obtained r-values range from 0.505 to 0.760 across the product, promotion, business
location, and income improvement variables, confirming that all indicators are
appropriate for measuring their respective constructs and can be used for further data
analysis.
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Test of Data Reliability
Tobel 3 Reability Test

Variabel Cronbach Ket
Produk$ (X1) 0.767 Reliabel
Promosi (X2) 0.768 Reliabel
Lokasi Usaha (X3) 0.772 Reliabel
Peningkatan Pendapatan (Y) 0.742 Reliabel

SOURCE: RESEARCH RESULTS, PROCESSED DATA (2026)

The fact that every variable's Cronbach's Alpha it can be seen that Cronbach’s alpha
for this research variable is greater than 0.60. This indicates that each question in this
research variable can be considered reliable and can be used for future research.

Classic assumption Test
Tabel 4 Data Normality Test

STATISTIC VALUE

N 100
TEST STATISTIC (D) 0.085
ASYMP. SIG. (2-TAILED) 0.074

SOURCE: RESEARCH RESULTS, PROCESSED DATA (2026)

The residuals are normally distributed that the regression residuals are normally
distributed, as the Asymp. Sig. (2-tailed) value of 0.074 is greater than the significance
level of 0.05. This finding confirms that the data meet the normality assumption, indicating
that the regression model is appropriate for further statistical analysis.

Normal P.P Piot of Repression Standargized Residual

Dependant Varlabie: ¥

Expecied Cum Frob

Obsarved Cum Prob

FIGURE 1 PROBABILITY PLOT GRAPH

the Normal P-P Plot, the data points are closely aligned with the diagonal line,
indicating that the regression residuals are approximately normally distributed. This
pattern confirms that the normality assumption is satisfied, suggesting that the regression
model is appropriate for further analysis.
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FIGURE 2 HISTOGRAM

The scatterplot shows that the residuals are randomly dispersed above and below
the zero line without forming a clear pattern. This indicates that the regression model does
not exhibit heteroscedasticity, meaning the assumption of constant error variance is
satisfied and the model is suitable for further analysis.

Multicolliniearity Test
TABEL 4 MULTICOLLINEARITY TEST RESULTS

MODEL TOLERANCE VIF

PRODUK 0,514 1,946

PROMOSI 0,496 2,014
LOKASI USAHA 0,471 2,125

SOURCE: RESEARCH RESULTS, PROCESSED DATA (2026)

Since all independent variables have tolerance all independent 0.10 (0.471-0.514)
and VIF values below 10 (1.946-2.125). These findings indicate that there is no
multicollinearity among the independent variables, confirming that the regression model
meets the multicollinearity assumption and is appropriate for further analysis. A regression
model is considered free of multicollinearity if the TOL value is greater than 0.10 and the
VIF value is less than 10 (Suliyanto, 2011).

Multicolliniearity Test
TABLE 2 MULTIPLE LINEAR REGRESSION ANALYSIS TEST

MODEL B STD. ERROR BETA T SIG.
(CONSTANT) 10,626 1,582 — 6,718  ,000
PRODUK 0,115 0,087 0,144 1,319 ,190
PROMOSI 0,229 0,072 0,303 3,160 ,002
LOKASI USAHA 0,429 0,094 0,524 4,579 ,000

SOURCE: RESEARCH RESULTS, PROCESSED DATA (2026)
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The multiple regression results indicate that promotion (B = 0.229, p = 0.002)
and business location (B = 0.429, p < 0.001) have positive and significant effects on
income improvement, whereas the product variable (B = 0.115, p = 0.190) does not
have a significant effect. These findings suggest that promotion and business location are
the main factors influencing UMKM income improvement, while the product variable does
not significantly contribute in this model.

T Test
TABLE 3 T-TEST
Model Unstandardized Standardized t Sig.
Coefficients Coefficients
B Std. Error Beta
1 (Constant) 10.626 1.582 6.718 .000
Produk 115 .087 .144 1.319 190
Promosi .229 .072 .303 3.160 ,002
Lokasi Usaha 429 .094 .524 4.579 .000

SOURCE: RESEARCH RESULTS, PROCESSED DATA (2026)

1. Product (X1) significantly affects increase in revenue (Y). The t-value of Product is 1.319
> 1.985 with a significance value of 0.190 < 0.05. Therefore, H1 is rejected.

2. Promotion (X2) significantly affects increase in revenue (Y). The t-value of Promotion is
3.160 > 1.985 with a significance value of 0.002 < 0.05. Therefore, H2 is accepted.

3. business location (X3) significantly affects increase in revenue (Y). The t-value of
business location is 4.576 > 1.985 with a significance value of 0.000 < 0.05. Therefore,
H3 is accepted.

F Test
TABLE 4 T-TEST
MODEL SUM OF SQUARES DF MEAN SQUARE F SiG.
REGRESSION 138.255 3 46.085 22.131 .000
RESIDUAL 199.905 96 2.082 - -
TOTAL 338.160 99 - - -

SOURCE: RESEARCH RESULTS, PROCESSED DATA (2026)

The F-test results indicate that the regression model is statistically significant, with an
F-value of 22.131 and a significance level of 0.000, which is below the 0.05 threshold.
This finding demonstrates that the product, promotion, and business location variables
simultaneously have a significant effect on the increase in UMKM income, indicating that
the proposed regression model is appropriate for further analysis.
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Correlation and Coefficient of Determination Tests

Tabel 8 Correlation and Coefficient

Model R R Square Adjusted R Square Std. Error of the Estimate

1 .639 409 390 1.443

SOURCE: RESEARCH RESULTS, PROCESSED DATA (2026)

The R Square value of 0.597 indicates that security, perceived risk, system quality,
and digital pressure account for 59.7% of the variation in customer decision. In the
meantime, 40.3% of the variation can be attributed to factors not included in the model.
The Adjusted R Square score of 0.580 indicates that the model has a fairly good capacity
to explain customer decisions when using the BYOND by BSI application.

Discussion

1. The Impact of Products on Increasing UMKM Revenue from an Islamic Business
Perspective

from an Islamic business perspective, a product is a trust that must be produced and
marketed in accordance with Sharia provisions. Products are not only required to be of
good quality but must also comply with the principles of halal and thayyib (Latief, 2022).
provide benefits to consumers, and be marketed honestly without any element of
deception (gharar) or fraud. These principles, as explained in Business Islamic Theory,
emphasize that the primary goal of business activities is not merely to generate economic
profit but also to attain blessings through the application of Sharia values, such as shiddig
(honesty), amanah (trustworthiness), ‘adl (justice), and ihsan (providing the best service)
(Daeli et al., 2024)

The Observation, in the field confirm these values results Islamic business principles
in product development has not yet been able to directly increase revenue. This is because
the majority of UMKM operators in Lhokseumawe City have already adopted relatively
similar product standards in accordance with Sharia values, meaning that halal
compliance, honesty, and product quality have become basic requirements that all
business operators must meet. Under these conditions, consumers no longer consider
product quality to be the primary factor in making purchasing decisions because nearly
all available products already meet the expected standards. Consequently, products do
not have a significant impact on increasing UMKM revenue the most significant factor in
creating job opportunities and reducing unemployment. These conditions are
encouraging more and more people to pursue entrepreneurship as an alternative way to

earn an income and improve their well-being (Melani & Nasution, 2022).

In addition, UMKM operators have strived to maintain the quality of their products
so that they remain good and meet consumer needs. However, these efforts have not been
accompanied by sustained product innovation. The products sold still tend to retain the
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same form, taste, and variety over long periods of time, thus offering less added value
compared to competing products. In fact, in an increasingly competitive business
environment, consumers not only consider product quality but also seek innovation,
uniqueness, and new experiences that can increase their interest in making repeat
purchases (Zulnanda, 2023). Therefore, even though product quality has met consumer
expectations, this alone is not sufficient to drive revenue growth if it is not balanced with

continuous innovation.

Overall, products do not have a significant impact on increasing the income of
UMKM in Lhokseumawe City from an Islamic business perspective. These findings indicate
that changes in product quality, product variety, design, or packaging have not yet been
able to have a tangible impact on increasing the income of UMKM operators. This
situation may be due to the fact that most of the UMKM operators who participated in the
study are in the culinary sector specifically food and beverages which feature relatively
uniform product characteristics. The products offered by different business owners
generally do not differ significantly in terms of taste, shape, quality, or packaging. As a
result, consumers tend to have many alternative choices of nearly identical quality, so
purchasing decisions are largely influenced by the ease of obtaining the product, The
product variable did not have a significant effect on UMKM income growth in
Lhokseumawe. This finding differs from the study by (Nugroho et al., 2025), which
reported that the product variable had a significant positive effect on UMKM income
growth.

2. The Impact of Promotions on Increasing UMKM Revenue from an Islamic Business
Perspective

The promotion process carried out by UMKM actors in Lhokseumawe City begins
with an awareness of the importance of introducing products to the wider community.
Promotion is not only aimed at increasing sales but also at building communication and
consumer trust. UMKM actors ensure that promotional information is honest, transparent,
and reflects the actual quality of their products. Most business owners use digital media,
such as WhatsApp, Facebook, and Instagram, as their primary promotional channels to
reach a broader market (Razak, 2016).

according to (Novaldi et al., 2023) Through consistent and ethical promotional
activities, consumer trust gradually develops, creating stronger customer loyalty and
contributing to a sustainable increase in UMKM income. In the perspective of Islamic
business, promotional activities are also expected to uphold the values of honesty
(shiddiq), trustworthiness (amanah), and transparency (tabligh), so that the communication
established with consumers not only encourages purchasing decisions but also creates
blessings and long-term sustainability in business.
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The next stage of promotional activities carried out by UMKM in Lhokseumawe City
is the expansion of marketing communication through the use of various promotional
media and interpersonal approaches. Initially, promotional activities are directed toward
the closest circles, such as family, friends, and existing customers, before being expanded
to a wider community through social media platforms, brochures, banners, and word-of-
mouth communication. This gradual promotional pattern creates greater public
awareness of the products offered while strengthening consumer confidence in the
business. Furthermore, satisfied customers play an important role as indirect promoters
by recommending the products to others, thereby extending the reach of promotion
naturally.

In The final stage of promotional activities carried out by UMKM in Lhokseumawe
City is the expansion of market reach through customer recommendations and daily social
interactions. Consumers who are satisfied with the products often introduce them to
relatives, friends, and neighbors, allowing promotional activities to develop naturally.
However, this process is selective, as not every consumer who receives promotional
information will recommend the products to others. Factors such as customer satisfaction.
The results of the data analysis indicate that the promotion variable has a positive and
significant effect on increasing the revenue of UMKM in Lhokseumawe City. This finding
shows that effective promotional activities help UMKM attract more consumers, increase
sales, and improve revenue, supporting the marketing theory that promotion influences
consumer purchasing decisions. This study is consistent with the research by (Yamin, 2021)
and (Wirawan, 2023), which states that promotional activities have a positive and
significant effect on increasing the revenue of UMKM.

3. The Impact of Bussines Location on Increasing UMKM Revenue from an Islamic
Business Perspective

This discussion analyzes business location as a strategic factor in increasing the
revenue of UMKM in Lhokseumawe City from the perspective of Islamic business. The
findings show that business locations are selected based on accessibility, proximity to
consumers, visibility, and the convenience of the surrounding environment (Sholihah et
al., 2024). Strategic locations enable UMKM owners to reach consumers more easily and
increase opportunities for purchasing decisions. Over time, locations that are easily
accessible and close to community activity centers attract more customers and encourage
repeat purchases, contributing to sustainable business growth. A business’s location will
determine the amount of revenue it generates (Lupiyoadi, 2022). | ndicate that business
location plays an important role in increasing consumer visits and sales, ultimately leading
to higher UMKM revenue while reflecting the Islamic business principle of taisir (providing
ease) in serving consumers. Selain menekankan aspek kemudahan, Islam juga
mengajarkan pentingnya menjaga hubungan yang harmonis dengan lingkungan dan
masyarakat sekitar. Lokasi usaha yang tidak menimbulkan dampak negatif, seperti
kemacetan, kebisingan yang berlebihan, maupun pencemaran lingkungan,
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menunjukkan penerapan etika bisnis Islam yang berlandaskan pada prinsip keadilan dan
tanggung jawab sosial (Huda, 2018).

The findings of this study are consistent with location theory, which states that a
strategic business location Choosing a business location is one of the business decisions
that must be made carefully. Previous studies have found that a business’s location affects
its success (Nur Wahyudi, 2023). can increase consumer visits and purchasing decisions.
Good accessibility, visibility, and proximity to consumers contribute to higher UMKM
revenue. These findings also align with the Islamic business principle of taisir (ease),
emphasizing that accessible business locations provide convenience for consumers while
supporting sustainable business growth Beberapa hal yang perlu diperhatikan dalam
memilih lokasi antara lain aksesibilitas, yaitu lokasi yang mudah dicapai dan dilalui oleh
sarana transportasi (Efrina & Akbar, 2023).

In this study, business location has a positive coefficient in the regression model,
and its effect is strong enough to make a significant contribution to revenue growth. This
indicates that business location is a key factor influencing the revenue of business owners
in Lhokseumawe. Therefore, selecting a strategic location is the primary key to increasing
revenue. Business owners need to optimize other aspects of their business management
to maximize revenue growth. A location with good access, supported by adequate
transportation infrastructure, and offering convenience to consumers will facilitate the
transaction process and reflect the principle of public welfare in Islamic business practices
(Syahputra et al., 2022). The results of the partial hypothesis test indicate that business
location has a significant positive effect on revenue. This finding is consistent with several
previous studies (Salim & Rahmadhani, 2024). titled “The Influence of Business Capital,
Business Duration, and Business Location on UMKM Income,” which state that business
location can also play a role in increasing the income of business owners in Lhokseumawe.
However, these results do not align with the findings of (Wening & Nurkin, 2022), which
showed that business location does not have a significant impact on the revenue of
creative UMKM in the city of.

D. Conclusion

Based on the findings of this study, it can be concluded that the increase in UMKM
income in Lhokseumawe City is influenced by the implementation of appropriate
marketing strategies, particularly through product, promotion, and business location,
while adhering to the principles of Islamic business. The results indicate that promotion
and business location have a positive and significant effect on increasing UMKM income,
whereas the product variable does not have a significant partial effect. However, when
examined simultaneously, the three variables collectively have a significant influence on
income growth, suggesting that the success of UMKM is determined not only by product
quality but also by effective promotional activities, strategic business locations, and the
consistent application of Islamic business values, including honesty (shiddig),
trustworthiness (amanah), and compliance with halal principles. Therefore, implementing
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integrated marketing strategies based on Islamic ethical values can be an effective
approach to enhancing UMKM income while promoting sustainable business
development and achieving barakah (blessings) in business operations.
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