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ABSTRACT 
The purpose of this study was to determine the extent of irregularities in the operation of the 
Shariah Marketing Mix in BMT, Banten, Indonesia, why and how deviation occurs in BMT. The 
research method used a qualitative descriptive phenomenological approach. The samples of this 
research were 6 BMTs from each district and city in Banten province. Research subjects or 
informants were caretakers (Chairman, Secretary, Treasurer) or managers in BMT and BMT 
partners. We found that product, price, and people were still deviations from Shariah concept, 
but the application for promotion and place were suitable with provisions of Shari'ah. 
Administrations, managers, and customers of the BMT did not understand yet the concept of 
Shariah in product and price. Moreover, HRD of BMT did not have strategic planning of human 
resources to improve the quality of service for customers. Managers did not train specifically to 
increase their knowledge in economic studies of Shari'ah. 

 
Keywords: BMT operation, marketing mix Shari'ah. 
 
 
1. INTRODUCTION  
  Shari'ah microfinance institutions or in Indonesia, known as Baitul Maal wat tamwil 
(BMT), is an organization that seeks to develop productive activities and investments with 
revenue sharing system. According to PINBUK in 2009, the number of BMT in Indonesia was 
3300 BMTs. In the implementation, marketing strategy of BMT is not in accordance with the 
Shari'ah, such as the determination of the results (prices), promotions, products, and services to 
customers. This relates to the Marketing Mix Strategy. 

Concept of Marketing Mix Shariah, which was researched by Mohammad Saeed Zafar U 
Ahmed and Syeda - Masooda Mukhtar (2001) stated that the marketing mix from an Islamic 
perspective was any commercial activity from an Islamic perspective which was governed by 
two principles. First, obedience to God's moral order. Second, empathy and mercy for God's 
creation which means refraining to hurt others, and to prevent from unethical practices.  

Research which was done by Qader Vazifeh Damirchi (2010), about Marketing Mix 
Marketing Shari'ah said that was directly related to customer satisfaction and commitment. 
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Principles of Islamic Marketing combined the concept of maximizing the value and the principle 
of justice.  

Metawa, SA and Al-Mossawi, M. (1998) studied Shari’ah Marketing Mix in Islamic 
Banking Financial Institutions. They focused about ethics and morals in providing services to 
clients, such as Dubai Islamic Bank, Bangladesh Islamic Bank, Bank Islam Malaysia Berhad, 
Bank Mandiri in Indonesia which has established a branch in each country. 
 

In this study, the researchers study about Baitul Maal Wat Tamwil (BMT), due to the 
pattern of business and social, with the foundation of Islamic law (shari'a). BMT has the 
advantage from that operationalization because of the concept of religious, but we should ensure 
that the power of religious is able to provide a convincing solution on the development of BMT. 
Actually, there are many BMTs in its operation does not use the concept of Shari'ah. The reasons 
shari'ah marketing mix research in BMT are, First, the study of shari’ah marketing mix in BMT 
has not been seriously studied. Second, the implementation of the shari’ah marketing mix has not 
optimally implemented. Third, an understanding of the shari’ah marketing mix has not been fully 
carried. 
 
2. FOCUS OF RESEARCH  

This research focus is in the implementation of shari'ah Marketing Mix in BMT of Banten 
Province. 
 

3. PROBLEMS FORMULATION 
The problems can be formulated as follow: 
a. How far the deviations of the operationalization Shari’ah marketing mix happen in BMT 

of Banten Province? 
b. Why do deviations of Shari'ah marketing mix (product, price, place, promotion, and 

people) happen in BMT of Banten Province? 
c. How do deviations of Shari'ah marketing mix (product, price, place, promotion, and 

people) happen in BMT of Banten Province? 
 

4. LITERATURE REVIEW 
Baitul Maal literally means of the fund and Baitut tamwil means of home business. Baitul 

Maal based on the history was developed, from medieval times until the development of the 
prophet of Islam, where the Baitul Maal at the same time served to collect social funds, while 
Baitul Tamwil was a profit-motivated business institution (Ridwan, 2004). 

Baitul Maaal Wat Tamwil is operated by the principle of sharing, to grow and to develop 
micro and small businesses, in order to elevate and defend the dignity and interests of the poor 
(Amin Aziz, 2006). Euis Amalia (2008) said that BMT was designed as an economic institution 
which is the real conception and more focused on the community, poor and almost poor and near 
poor. BMTs attempt to help the development of micro and small enterprises, especially in 
capital. 

Qader Vazifeh Damirchi (2010) gave an overview of shari’ah marketing theory to 
analyze 5P (product, price, place, promotion, and people) with Islamic ethics. 
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Conceptual Framework 
 
 
 
 
 
 
 
 
 
 
 
 
 
Source: Damirchi 2003 
 
5. METHOD 

The research method was descriptive qualitative method with a phenomenological 
approach. The datas of this research were primary data, secondary data, observation, interview 
and documentation. We analyzed with an interactive models : data reduction, data display and 
conclusion (Miles and Huberman, 1984). 
 
6. EXPOSURE DATA AND RESEARCH FINDINGS 
From the observations, interviews and BMT contract documents, we analyze as follow : 

1. Product 
a. The operationalization of Deposits at BMT is suitable with the shari’ah concept. 
Deposits Wadiah yad al-dhamanah in each BMT is accordance with the Shari'ah as a 
savings or deposit items must be returned in accordance with the agreements. Parties who 
receive money may use the deposit. The recipient will receive a deposit bonus. Mudaraba 
as a saving or deposit is a business cooperation contract between two parties where the 
first party (sahibul maal) provides the entire capital, while others become managers. 
Mudaraba business profits are divided according to the agreement set forth in the contract 
(Syafe'i Antonio, 2001). BMT may use the money saved in the form of financing for 
others customer, the agreement would be beneficial if there is profit sharing. 
 
b . Financing products consists of : 1 . Mudaraba , 2 . Musharaka 3 . Al - Ba'i (Murabaha 
, bai bittammal ajil), 4 . Qordul hasan. Deviations from Mudaraba financing occurs in 
BMT Al Qaryah and BMT Masjid Agung which has been decisive for the profit sharing. 
Profit sharing has been determined without explaining how the results ratio came from. 
Besides that there is promissory notes, whereas in mudharabah should be not a debt. 
Murabaha financing agreement in BMT Masjid Agung for the financing of the graduation 
is not appropriate. It should use Ijarah for the graduation financing (DSN fatwa on 
Murabaha). In BMT La - Syakka, there is financing which is called Musharaka 
mudharabah. It looks no clear agreement what to use musharaka or mudharabah (See the 
supplement II Fatwa DSN mudaraba/Qiradh). Because there is not musharaka 
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mudharabah financing in our regulation. There is only musharaka financing or 
mudharabah financing. There is deviation from sharia’h concept in aplication of 
murabaha financing in BMT Bina Tijaroh. There is no mention about BMT buy goods for 
customer in murabaha financing. (See supplement III of document 6). BMT only give 
money to buy goods by the customer (See supplement II MUI Fatwa DSN Murabaha). 
2 . Price 
In determining the price, BMT use the principle of trading (with margin) and profit 
sharing. 
 
a. The pricing principle of trading (Murabahah and Bai Bitammal Ajil) 
BMT can choose customers of BMT as an agent to buy goods. BMT act as sellers of 
goods and sell goods to members/partners with a margin as an advantage from the 
purchase price. Almost all of the BMT, except for BMT Darul Falah, have good 
financing with murabaha contract. BMT provides funding to buy goods which are needed 
by customers, BMT determine additional price with customer approval and accordance 
with the standardization of prices in the market. In a murabaha contract, giving money 
directly to the customer violates the rules of sharia’h. The foundation of the regulation in 
Islam is used as a reference that allows buying and selling, but forbids Riba (Surat al - 
Baqara 275) in determining the price of murabaha financing or Bai Bitammal Ajil 
financing. Understanding of Riba in BMT is still based on the interest rate.   
 
b. The pricing principles of cooperation profit sharing (Mudaraba and Musharaka) 
This principle is a system that includes procedures for the distribution of net income 
between the owners of the funds (shahibul Maal) to the fund manager (mudharib). The 
division 's results of operations may occur between BMT with its partners, the pricing 
form can use mudharabah or Musharaka. In determining the price of the contract at 
Musharaka is similar to Mudaraba. In Musharaka, profit-sharing distributes 
proportionally on the basis of all profits and no amount is specified in the initial set of a 
partner (Supplement II MUI Fatwa DSN Musharaka). BMT Bina Tijaroh in the writing of 
the contract to determine the price of the financing still use the credit, not financing. 
 
3 . Promotion 
Promotion in BMTs uses brochures and study groups (religious group) as a means to 
introduce of BMT products. Promotion of BMT products is suitable with the shari’ah 
concept.  
4 . Place 
Determination of place BMTs is still simple. The choice as the place is closed to the 
mosque, market, school or college and boarding school. The determination of places 
BMTs is not deviation from the shari’ah concept.  
5 . People (HR) 
The administrators and managers do not understand about the science of Shari'ah, 
because HR of BMT does not meet training standards of PINBUK. In addition, the 
understanding the founder and administrator of BMT on the importance of qualified 
human resources have not been realized. All the BMT experience has the samething, 
namely the lack of honesty of employees, such as managers of BMT Masjid Agung said, 
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Mrs. Dewi Susanti, the proceeds should go to the BMT but in reality, the proceeds turns 
into the pockets of employees. Besides that, the understanding of shari’ah contracts is not 
maximized because of frequent employee turnover. 
 

CONCLUSIONS AND RECOMMENDATIONS 
A. Conclusions 

1. There are already appropriate and there are any deviations from the provisions of 
Shari'ahin deposit product of BMT. In pricing and human resources management are 
still deviations from sharia’h. Only the promotion and determination of the place is 
already approach to the provisions of Shari'ah. 

2. There are already appropriate and there are any deviations from the provisions of 
Shari'ahin deposit product of BMT. In pricing and human resources management are 
still deviations from sharia’h. Only the promotion and determination of the place is 
already approach to the provisions of Shari'ah. 

3. Product and price of Sharia’h compliance is not understood by administrators, 
managers and customers. While for the people (HR), BMT does not prepare HR 
planning. Managers are not trained specifically to increase their knowledge in 
economic Shari'ah. 

 
B. Suggestions 

1. Administrators, managers, and customers need a training and discussion forum to 
increase their knowledge so they understand each other in the concept of shari’ah 
marketing mix in the operation of BMT. 

2. Educational institutions and scholars give the directions to the BMT to support the 
training of shari’ah concept and the government policies should support the 
development of BMT in Banten Province. 
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