SYIAR: Jurnal Komunikasi dan Penyiaran Islam | Research Papers

—F’—J—I’—P—L;“ ;g/s";q"{“‘zlgggtga‘gvgib-ac-id/indcx- hpsviar— Tmplementation of Communication Strategies
E - ISSN: 2808-7941 by Traditional Market Traders Based on
Islamic Broadcasting Values to Enhance

Interaction with Buyers

Silvani Tiara Afrianda' ", Abdul Rasyid?
! Universitas Islam Negeri Sumatera Utara, Indonesia
2 Universitas Islam Negeri Sumatera Utara, Indonesia

ABSTRACT
Effective communication by traditional market traders
strengthens social relationships, maintains buyer loyalty,
reflects Islamic values, and serves as an adaptive strategy
to face challenges from the modern and digital market.
This study aims to analyze the communication strategies of
traditional market traders based on Islamic broadcasting
values and their influence on socio-economic interaction
and buyer loyalty within a socio-cultural context. This
research employs a qualitative case study approach with
data collection techniques including participatory
observation, in-depth interviews, and documentation,
analyzed using thematic analysis. The findings indicate
that traditional market traders' verbal and nonverbal
communication strategies reflect Islamic broadcasting
values, strengthen socio-economic relationships, build
trust, and enhance buyer loyalty through friendly, ethical,
and empathetic approaches. The socio-cultural context
plays a crucial role in the communication strategies of
traditional market traders, encouraging harmonious cross-
cultural adaptation and reinforcing interactions based on
Islamic values such as empathy, tolerance, and muamalah
ethics (Islamic commercial ethics). Communication
strategies grounded in Islamic values, such as friendliness,
empathy, and ethics, prove effective in increasing buyer
loyalty through emotional bonding, trust, and warm,
humane shopping experiences in traditional markets. In
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(Khomaeni & Juliyendi, 2024). Traditional markets serve as centers of social interaction that
strengthen togetherness, especially among lower-middle-class communities (Batubara, 2023).
However, traditional markets face significant challenges from developing modern markets and
digital technologies that offer greater convenience, cleanliness, speed, and efficiency (Efendi &
Prasetiyo, 2022; Lengkey et al., 2019). Factors such as inadequate facilities and pragmatic urban
lifestyles have led to a decline in consumer interest (Hari et al., 2024; Faturochman et al., 2025).

Communication becomes a strategic solution for traditional market traders to maintain
their existence by adapting effective, humanistic, and contextual communication models
(Sundayani & Aprizal, 2025). Lubuk Pakam Market in Deli Serdang Regency demonstrates how
the diversity of traders from various ages, ethnicities, and educational backgrounds creates
communication practices rich in local cultural values. Traders use familiar greetings, local
languages, and relaxed styles to establish relationships with buyers, making interactions not
merely transactional but also social practices that strengthen community cohesion. This
approach creates a comfortable and personal shopping atmosphere, distinct from the more
formal and impersonal modern markets (Khomaeni & Juliyendi, 2024).

Communication based on Islamic values in traditional markets is vital for building
cultural and social integration and strengthening customer relationships through trust, ethics,
and mutual respect (Alaoui & Ouhna, 2024). Marketing strategies aligned with Islamic
principles help small businesses compete ethically and enhance business value (Siregar &
Andriansyah, 2023). These values also guide daily activities toward positive behavior and
community welfare (Omar et al., 2019; Alosaimi et al., 2024). Furthermore, principles of justice
and deliberation support organizational excellence (Harun, 2021; Taboli et al., 2024), while
emphasis on trust and partnership ensures sustainable market practices (Javed et al., 2016).
Values of balance and quality contribute to achieving business success that harmonizes material
and spiritual aspects (Yasin et al., 2025).

The interpersonal communication strategies of traders in Lubuk Pakam Market are
informal yet effective, employing friendly greetings, empathy, and amicable negotiation in line
with Islamic values of politeness and respect (Ministry of Religious Affairs, Republic of
Indonesia, 2022). Surah Al-Bagarah: 83 underscores the importance of good speech in
interactions, thus traders’ communication transcends mere transactions and carries spiritual
significance (Nugroho & Murlianti, 2020; Andriyani, 2022). Verbal and nonverbal
communication, such as polite language, humor, friendly gestures, and eye contact, create
positive shopping experiences and build trust (Rachmah, 2021). Sullivan’s theory highlights the
importance of face-to-face interaction and emotional feedback in productive social interactions
within traditional markets (Rahmi, 2024).

The interpersonal communication theory of Gudykunst & Ting-Toomey, which
emphasizes sensitivity to cultural backgrounds, language, and social norms, is essential to
understanding communication dynamics in the multicultural traditional markets of North
Sumatra (Nugroho & Murlianti, 2020; Andriyani et al., 2023). Through direct face-to-face
interaction and empathy, interpersonal communication builds trust and emotional closeness
between traders and buyers (Taufiq et al., 2021). Additionally, Islamic values such as politeness,
empathy, and honesty form the foundation of ethical communication, turning market
interactions into platforms for da’wah (Islamic preaching) and social ethics (Kembang &
Kalbuadi, 2024). This approach fosters an inclusive and harmonious market environment.
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Beyond interpersonal communication, Ivan Boszormenyi-Nagy’s contextual theory
provides a significant framework for analyzing social interactions in ethnically and culturally
heterogeneous traditional markets (Hamid, 2022; Telaumbanua et al., 2023). At Lubuk Pakam
Market, traders’ ability to understand and appreciate cultural differences allows them to adjust
communication styles according to buyer expectations, creating safety and comfort
(Syarifuddin, 2018). This approach positions the market as a social space that unites diversity in
the spirit of togetherness, in harmony with Islamic teachings on tolerance and respect (Saudah,
2017). The contextual theory comprehensively and dynamically understands traders’
communication strategies.

This study aims to analyze traders' verbal and nonverbal communication strategies at
Lubuk Pakam Market in enhancing social interaction and transactions, and examine the
implementation of Islamic broadcasting values in daily communication practices. Using a
contextual and humanistic approach grounded in ethics, this research is expected to enrich the
literature on culturally and spiritually based economic communication and provide strategic
insights for market managers and local governments. Warm and polite communication forms
the foundation of buyer loyalty and distinguishes traditional markets from the mechanistic
nature of modern markets. This communication model is relevant to traditional markets across
Indonesia, strengthening competitiveness and sustainability through Islamic values that promote
politeness and honesty (Rinayanthi, 2025)

B. RESEARCH METHODS

This study was conducted at Lubuk Pakam Market, Deli Serdang Regency, North
Sumatra. The location was purposefully selected as it represents an active traditional trade
centre with social and cultural diversity among traders. This setting allows for a richer and
deeper examination of communication dynamics within the context of a traditional market. The
approach is descriptive qualitative with a case study method, focusing primarily on fish traders
as the main subjects. The study aims to understand the complex and dynamic social
phenomenon of communication in the interaction between traders and buyers, without
employing statistical measurements, thus enabling more contextual and detailed explanations.

Data were collected through three main techniques: participatory observation conducted
directly at the traders’ stalls, in-depth interviews with purposively selected fish traders to
explore experiences and communication strategies incorporating Islamic values, and
documentation consisting of photographs, field notes, and supporting documents from market
management. Data analysis in this study employed thematic analysis involving several key
stages. First, data obtained from observations, interviews, and documentation were condensed
by summarising and simplifying essential information to focus and facilitate analysis.
Subsequently, the data were presented as structured thematic narratives based on
communication themes emerging during market interactions. From these narratives, the
researcher drew inductive conclusions by identifying communication patterns reflecting the
application of Islamic values in daily trading practices.

To ensure data validity, this study applied source and technique triangulation. Source
triangulation was conducted by combining data from various parties, such as traders, market
managers, and field notes. Techniques used were triangulation, integrated observations,
interviews, and documentation. This approach strengthens the validity and reliability of the
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findings, ensuring that the results are trustworthy and accurately represent reality.

The research questions are formulated as follows:

1. How do traditional market traders implement communication strategies to enhance socio-
economic interactions based on Islamic broadcasting values?

2. What is the role of the socio-cultural context in influencing the communication strategies
of traditional market traders based on Islamic broadcasting values?

3. To what extent do communication strategies based on Islamic values affect buyer loyalty
in traditional markets?
The conceptual framework of this study is illustrated in the following figure:

Interpersonal Communication
(William B. Gudykunst, Stella Ting-Toomey, 1988)
7'}

A 4

Sociocultural .| Islamic Values in the Traditional
Market of Lubuk Pakam Market

A

A 4

Islamic Values in the Traditional Market
of Lubuk Pakam Market Are Conveyed

\ 4

Figure 1. Conceptual Framework
C. RESULTS AND DISCUSSION

1. Communication Strategies of Traditional Market Vendors in Enhancing Socio-
Economic Interaction Based on Islamic Broadcasting Values
The book Culture and Interpersonal Communication by Gudykunst and Ting-
Toomey (1988) explores interpersonal communication theory focusing on cultural
sensitivity, language, and social norms in human interactions. Vendors in Lubuk Pakam
Market build buyer loyalty through friendly, empathetic, and honest verbal and non-verbal
communication, aligned with Islamic values and muamalah (transactional ethics), which are
elaborated as follows:
a. Verbal Communication Strategies
Verbal communication strategies serve as the fundamental basis for interactions
between vendors in Lubuk Pakam Market and their customers. The primary language
used is Indonesian; however, vendors often adapt to the customer using local languages
such as Malay Deli, Javanese, and Batak. This language adaptation reflects a high level
of communication flexibility and shows respect for the area's cultural diversity. Vendors
commonly use friendly greetings such as kak (sister), mak (mother), bang (brother), or
dek (younger sibling), creating a familial impression. This approach shortens the social
distance between seller and buyer and fosters trust and comfort. Such greetings are
essential in traditional markets because they reflect personal, not merely transactional,
relationships. The vendors consider good communication to be part of ethical service,
which aligns with Islamic teachings that emphasize speaking kindly to others (Ministry
of Religious Affairs RI, 2022).
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In addition to friendly greetings, light humor is an inseparable part of vendors'
verbal strategies. The jokes are spontaneous yet inoffensive, helping to break the ice and
attract customer interest. Humor is a social tool to strengthen bonds, build closeness,
and improve the shopping atmosphere. Vendors often use humor when greeting
customers, when the buyer seems hesitant, or during price negotiations. This is an
effective strategy to maintain a relaxed and non-pressuring environment. In Islamic
values, pleasant communication with a smile reflects the attitude of ihsan in
transactions. As stated in the hadith of the Prophet Muhammad SAW, "Your smile to
your brother is charity" (HR. Tirmidhi), polite humor becomes part of worship.
Therefore, vendors consciously use humor as a form of friendliness and expression of
the spiritual values they uphold.

The ability to negotiate prices is also a crucial aspect of verbal communication
strategies. Vendors do not announce prices in a harsh tone or with forceful behavior;
instead, they maintain a relaxed style and use friendly language. The bargaining process
is conducted with understanding and flexibility, thus avoiding conflict between vendors
and buyers. In practice, vendors often balance prices with light discussion that shows
empathy for the buyer's financial situation. They often say things like, "For you, I will
give it cheap," or "For a regular customer, I can lower the price." These phrases
represent a persuasive approach that appeals to the buyer's emotions. In Islamic
communication, this approach falls under gawl ma ruf (kind and benevolent speech),
drawing economic actors closer to commendable character. This strategy not only
smooths the transaction but also strengthens long-term relationships.

Vendors also use verbal compliments as a positive approach to customers. For
example, a vendor might say, "Ma'am, you look even brighter today," or "Haven't seen
you in a while, missed you!" These compliments are a strategy to gain attention and a
form of appreciation and acknowledgment. This technique builds emotional attachment,
especially for respected and recognized customers. Verbal compliments also enhance
customer loyalty by creating a pleasant shopping experience. From an Islamic
perspective, sincere praise is a form of positive communication that is encouraged as
long as it is not excessive or manipulative. This verbal strategy creates a psychological
effect that makes customers feel valued and noticed. Thus, verbal communication plays
a strategic economic, social, and spiritual role.

All findings related to verbal communication strategies show that vendors at
Lubuk Pakam Market are not merely selling goods but also offering a social experience.
Their communication style is rich with familial nuance, humor, empathy, and
compliments, all blending into daily interactions. This strategy indirectly strengthens the
traditional market’s role as a more humanistic social space than modern markets. This
verbal communication approach has helped increase the frequency of customer visits,
strengthen trust, and create sustainable social relationships. From the perspective of
Islamic broadcasting, good, gentle, and pleasant communication is part
of muamalah ethics that brings blessings. Vendors’ consistent verbal communication
becomes a key strength in sustaining the traditional market's existence and serves as a
viable model for revitalization in other regions (Arif, 2023).
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Verbal communication of Islamic values can also be effectively carried out
through digital media, especially in the modern era via platforms such as YouTube. The
effectiveness of dakwah (Islamic preaching) communication on YouTube is a strategic
tool for broadly disseminating Islamic teachings (Muharrifah & Sikumbang, 2025). In
this context, Stuart Hall’s encoding-decoding approach helps analyze
how dakwah messages are received by audiences (Inun et al., 2025). The messages
delivered via YouTube reinforce the spread of Islamic values (Fadhli & Nashrillah,
2025), as seen in the digital media use by institutions such as mosques (Kholifah &
Hikmah, 2024). Social media and interpersonal communication both play vital roles in
Islamic dakwah (Jalaluddin et al., 2024; Nurmala & Prasongko, 2024)

b. Nonverbal Communication Strategies

Nonverbal communication strategies are vital in building harmonious interactions
between vendors and buyers. Vendors in Lubuk Pakam Market naturally use facial
expressions, eye contact, body movements, and voice intonation in their interactions.
For instance, a sincere smile when serving customers creates a friendly impression that
enhances the buyer’s comfort. Respectful eye contact signals that the vendor is giving
full attention to the customer, reflecting honesty and openness. Gestures such as
pointing to the quality of fish with an open hand or slightly bowing while speaking
indicate a respectful attitude. A soft tone of voice also helps foster a positive
atmosphere during transactions.

Vendors also use nonverbal communication to show empathy for the buyer’s
situation. For example, when seeing a customer carrying a child or heavy items, vendors
often spontaneously offer a chair or help carry their belongings. These small, silent
gestures carry deep meaning as they demonstrate attentiveness and care. This behavior
creates strong emotional value in the relationship between vendor and buyer. Such
forms of empathy align with the Islamic principle of rahmatan lil 'alamin (mercy to all
creation), which emphasizes compassion in social interaction. Many customers feel
appreciated not because of low prices, but because the vendors show genuine kindness
and warmth. This reinforces the idea that transactions are not merely about goods and
money but also human relationships in traditional markets. Nonverbal communication
becomes an inseparable aspect of building ethical and heartfelt interactions.

Body gestures used by vendors when offering goods also convey highly effective
nonverbal messages. For instance, open hands when pointing at fish or vegetables, a
slight bow when greeting, or helpful gestures communicate without words, yet they
enhance the meaning of verbal messages. In this study, such gestures are perceived by
customers as signs of honesty, openness, and service-mindedness. Additionally, vendors
tend to adjust their facial expressions according to the situation, smiling when
welcoming, serious when explaining product quality, and nodding to indicate
understanding. These behaviors help customers feel respected and prioritized.
Nonverbal communication indirectly builds emotional trust more effectively than words
alone and serves as a powerful strategy to win customers’ hearts and build long-term
relationships (Gultom, 2023).

Effective nonverbal communication also reflects vendors’ understanding of local
culture and the social context of buyers. They know when to keep their distance, when
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to be closer, or when to act more formally. This reflects contextual communication
intelligence, where interaction styles are adapted to fit the social situation. This
sensitivity is essential in a multicultural traditional market like North Sumatra to prevent
misunderstandings and maintain harmonious social relationships. Cultural and social
awareness is a key factor in communication effectiveness, as discussed by Gudykunst &
Ting-Toomey in their contextual communication theory (Alisya, 2022). Vendors who
can adapt their gestures and demeanor to the backgrounds of their customers are more
easily accepted. Thus, nonverbal communication is not merely a communication aid but
also a reflection of deep social adaptation. This shows that nonverbal strategies carry
both cultural and spiritual dimensions that are closely intertwined.

The nonverbal communication strategies employed by vendors in Lubuk Pakam
Market have shown significant contributions in building quality interactions with
customers. Warm facial expressions, body language, and intonation create a friendly
atmosphere and emotionally engage customers. This nonverbal communication
reinforces verbal messages and creates a positive and memorable shopping experience.
From the perspective of Islamic broadcasting values, such behavior reflects
commendable morals (akhlak) in muamalah (transactional dealings), shown through
friendliness and politeness. Appropriate communication strategies enhance the
effectiveness of messages and positively impact customer satisfaction (Maruf, 2021).
Implementing nonverbal communication strategies is crucial in vendors’ success in
maintaining social and economic relationships in traditional markets. This success
demonstrates that traditional markets can remain competitive with ethical and human-
centered communication approaches. These nonverbal strategies must continue to be
preserved and developed as valuable social capital.

Nonverbal communication of Islamic values represents a powerful way of
conveying messages through facial expressions, eye contact, touch, and personal space,
reflecting emotion, intention, and social norms (Hess, 2023; Heitzman et al., 2023). In
the Islamic context, nonverbal behavior is greatly influenced by culture and religious
teachings, such as modest dress, respectful body posture, and controlled movements to
show politeness and humility (Patterson, 2016; Darginaviciene & Sliogeriene, 2019).
This form of communication also strengthens community solidarity, especially in
congregational worship. Understanding nonverbal cues plays a vital role in maintaining
social harmony and resolving conflict (Rahmalia & Zulyadi, 2019; Rahman & Rahim,
2025).

2. The Role of Sociocultural Context in the Communication Strategies of Traditional
Market Vendors Based on Islamic Broadcasting Values
The sociocultural context plays a crucial role in shaping the communication patterns of
vendors in Lubuk Pakam Market. This market is inhabited by vendors from various ethnic
backgrounds, such as Malay, Javanese, Batak, Minangkabau, as well as Chinese and Indian
communities. This diversity creates a complex social dynamic in which communication
cannot be applied uniformly. Each ethnic group has distinct speech styles, etiquette, and
cultural expressions, requiring vendors to develop adaptive communication skills. In daily
interactions, Malay vendors use gentle language filled with polite greetings, while Batak
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vendors are known to be more direct and expressive. Vendors who can adjust their
communication style to buyers from different cultural backgrounds are more likely to be
accepted and appreciated. This shows that effective communication depends not only on
technique but also on cultural sensitivity. Understanding social diversity is an inseparable
aspect of communication strategies in traditional markets.

The success of intercultural communication displayed by vendors in Lubuk Pakam
Market aligns with the contextual communication theory of Gudykunst and Ting-Toomey
(Fatimah & Afrizal, 2023). This theory emphasizes that communication effectiveness is
heavily influenced by an individual's ability to understand the social, cultural, and
psychological background of others. In a multicultural traditional market context, vendors
must possess intercultural communication competence the ability to read situations and
quickly adapt. For example, vendors often adopt a more formal and respectful approach
when interacting with Chinese buyers. Meanwhile, communication with Batak customers
may be more open and direct. The ability to adjust communication styles reflects high social
intelligence and is essential in such a pluralistic environment. This also illustrates that
vendors are not merely selling goods but are actively engaging in cross-cultural social
relations. This strategy is vital for maintaining long-term interactions and customer loyalty
from diverse backgrounds.

Sociocultural factors are also reflected in the rhythm of daily activities and how
vendors interact based on local customs and traditions (Sutarso, 2017). For example,
Minangkabau vendors tend to start trading earlier in the morning and have a polite yet firm
negotiation style. On the other hand, Javanese vendors often begin conversations with small
talk as a form of respect toward the customer. These differences require other vendors to
learn and adapt their communication patterns to remain relevant in cross-ethnic interactions.
Additionally, the use of the local language becomes a symbol of emotional closeness,
strengthening the bond between vendors and buyers. A Malay vendor, for instance, may feel
more accepted when a buyer greets them in their native tongue and vice versa. Effective
communication strategies in traditional markets are closely tied to mastering local cultural
symbols. Islamic broadcasting values such as fa ‘awun(mutual help)
and ukhuwah (brotherhood) serve as a moral framework that unites this diversity in
respectful economic interaction.

Islamic values further reinforce the sociocultural harmony that forms within this
traditional market. Principles such as speaking kindly, maintaining etiquette, and mutual
respect are ethical guidelines that apply across ethnicities and religions. For example,
Muslim vendors maintain respectful communication when serving non-Muslim customers,
avoiding topics that may be sensitive in terms of religion or culture. These values are
aligned with the teachings of Surah Al-Hujurat 13, which states that humankind was created
in diverse nations and tribes to know one another (Ministry of Religious Affairs RI, 2022).
This verse provides a theological foundation that diversity is not meant to cause division but
to be a source of social strength. Vendors demonstrate tolerant and open attitudes toward
differences, often helping each other across stalls regardless of background. These
interactions reveal that traditional markets serve as economic spaces and arenas of
harmonious social integration. The communication strategies they develop are deeply rooted
in Islamic moral values while remaining inclusive and adaptive to local contexts.
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In conclusion, the sociocultural context plays a significant role in shaping the
communication strategies of vendors in Lubuk Pakam Market. Vendors do not merely buy
and sell but also build cross-ethnic social networks based on empathy, tolerance, and
cultural adaptation. Their communication strategies result from a long, dynamic process of
social learning. This highlights that the quality of social interactions within them largely
influences the success of traditional markets. Furthermore, reinforcing Islamic broadcasting
values in communication helps create ethical, courteous, and just relationships. A
communication approach sensitive to sociocultural context and rooted in Islamic values is
worth adopting as a model for the future development of traditional markets. Markets are
places for economic activity and spaces for learning and living values and culture in
everyday life.

3. The Influence of Communication Strategies Based on Islamic Values on Buyer Loyalty
in Traditional Markets

The communication strategies employed by traditional market vendors in Lubuk
Pakam Market significantly influence buyer loyalty. Based on observations and in-depth
interviews, many customers expressed that friendly, warm, and familiar interactions made
them feel more comfortable while shopping. Feeling valued and personally attended to by
the vendors emerged as the primary factor motivating buyers to return. These interactions
transcend mere transactions; customers rarely experience meaningful social relationships in
modern markets or large shopping centers. Effective communication between vendors and
customers positively impacts consumer satisfaction and loyalty (Batubara, 2023). Simple
language and warm greetings help create an emotional bond between sellers and buyers.
This familiarity strengthens trust and builds long-term loyalty. Therefore, communication
strategy is not only about delivering information but also about fostering strong
interpersonal relationships.

In addition to verbal aspects, nonverbal communication approaches demonstrated by
vendors reinforce customer loyalty in traditional markets. Genuine smiles, eye contact, and
friendly body gestures signal warmth and attentiveness, creating a shopping environment
that feels comfortable and enjoyable. Such behaviors align with Islamic broadcasting values,
emphasizing the importance of noble character in every interaction as mentioned in Surah
Al-Baqarah: 83, which encourages speaking kindly to others (Ministry of Religious Affairs
RI, 2022). Vendors’ empathetic responses to customers’ conditions, such as when a
customer is carrying a child or needs assistance, further deepen the emotional value of the
relationship. This leads to stronger feelings of loyalty from buyers, as they feel served not
merely as consumers but as respected human beings. Communication rooted in ethical
values and courtesy enhances the effectiveness of message delivery and social interaction
(Khomaeni & Juliyendi, 2024). Combining verbal and nonverbal communication based on
Islamic values forms the core foundation for building customer loyalty. This communication
approach positions the traditional market as an economic space and a harmonious social
environment.

Furthermore, the buyer loyalty cultivated through effective communication strategies
directly impacts the sustainability of traditional market vendors’ businesses. Positive
interactions and warm customer relationships lead to repeat transactions and word-of-mouth

183 | Syiar

This work is licensed under a Creative Commons Attribution 4.0 International License.



https://creativecommons.org/licenses/by/4.0/

Syiar: Jurnal Komunikasi dan Penyiaran Islam, 2025, 5(1), Pages 175-188

referrals, which are vital assets in a competitive market setting. The success of interpersonal
communication also motivates vendors to maintain the quality of their service and products.
As a result, traditional markets can remain competitive with modern markets that offer the
convenience of technology. This aligns with the research’s objective to explore how Islamic
broadcasting values can be applied to daily business communication, thereby contributing
meaningfully to local economic development. Such an approach not only helps preserve the
existence of traditional markets but also strengthens the social and cultural fabric of the
surrounding community. Thus, communication strategies grounded in Islamic values and
sociocultural sensitivity are proven effective in sustainably enhancing customer loyalty.
These findings offer vendors and market managers valuable insights in formulating more
responsive and human-centered communication strategies.

D. CONCLUSION

The communication strategies of vendors at Lubuk Pakam Traditional Market reflect a
humanistic and Islamic interpersonal approach. Their verbal communication, such as familiar
greetings, humor, friendly negotiation, and compliments, helps build strong emotional
relationships with buyers. Meanwhile, nonverbal strategies like sincere smiles, body gestures,
gentle intonation, and spontaneous empathy further strengthen social closeness and trust. This
approach facilitates economic transactions and creates a pleasant and meaningful shopping
experience. Overall, these strategies align with Islamic ethics of muamalah (social transactions)
and maintain the relevance of traditional markets amid modern competition. The area's diverse
sociocultural context strongly influences the vendors’ communication strategies. Vendors from
various ethnic backgrounds adjust their communication styles according to the cultural
backgrounds of their customers, demonstrating a high level of intercultural competence.
Islamic broadcasting values such as tolerance, empathy, and respectful behavior provide the
moral foundation, harmonizing these interactions. This strategy reinforces the traditional
market as a space for social integration and economic activity. Communication strategies
rooted in Islamic values have proven effective in building buyer loyalty. Warm and familiar
verbal interactions and nonverbal elements like smiles, eye contact, and empathy foster
emotionally rich and humane relationships. This approach makes customers feel appreciated
not merely as consumers, but as individuals. Islamic values such as speaking kindly and
upholding noble character enhance the quality of communication. As a result, customer loyalty
increases, repeat transactions occur, and vendors benefit from natural word-of-mouth
promotion from satisfied buyers. This strategy forms a critical foundation for the long-term
sustainability of traditional markets.

ACKNOWLEDGMENT

All praise and gratitude are due to Allah SWT for His blessings and grace, which enabled the
successful completion of this research. The author would like to sincerely thank all parties who
have provided support, guidance, and assistance throughout the research process. Special thanks
are extended to the vendors of Lubuk Pakam Market who kindly agreed to serve as informants and
openly shared their experiences. Appreciation is also directed to the supervising lecturers, fellow
researchers, and the supporting institution for their direction and facilities. May the results of this

184 | Syiar

This work is licensed under a Creative Commons Attribution 4.0 International License.



https://creativecommons.org/licenses/by/4.0/

Syiar: Jurnal Komunikasi dan Penyiaran Islam, 2025, 5(1), Pages 175-188

research contribute meaningfully to the development of ethical and value-based communication
practices and academic knowledge.

AUTHOR CONTRIBUTIONS
Author 1 : Designed a systematic and valid research framework to ensure accurate data
collection and scientifically accountable findings.
Author 2 : Developed accurate and valid statistical data analysis techniques to test

hypotheses and enhance the quality and reliability of the research findings.

LITERATURE

Alisya, N. F. (2022). Strategi adaptasi pedagang pakaian konvensional dalam mempertahankan
kelangsungan usaha di pasar tradisional Tegal Besar Kabupaten Jember: Nadila Farajane
Alisya. Jurnal Pendidikan Ekonomi Akuntansi Dan Kewirausahaan (JPEAKU), 2(2), 73-81.
https://doi.org/10.29407/jpeaku.v2i2.18782

Alaoui, M. M., & Ouhna, L. (2024). Exploring customer loyalty in Islamic traditional markets:
Insights from relationship marketing and experiential marketing theories. In J. Fraedrich, M.
Pirtskalava, T. Khoshtaria, H. Terzi, M. Bayirli, & B. Al Serhan (Eds.), Springer Proceedings
in Business and Economics (pp. 141-164). Springer Nature. https://doi.org/10.1007/978-981-
97-5400-7_9

Alosaimi, N. R. O., Kadir, F. A. B. A., & Zaidan, A. M. (2024). The concept of values from a
Quranic perspective. Quranica, 16(2 Special Issue 12), 546-578.

Andriyani, A. A. A. D. (2022). Kesantunan dalam bergosip pedagang di pasar
tradisional. Kembara.: Jurnal Keilmuan Bahasa, Sastra, dan Pengajarannya, 8(1), 131-142.
https://doi.org/10.22219/kembara.v8i1.20340

Andriyani, A. A. A. D., Raharjo, Y. M., & Putri, I. G. A. V. W. (2023). Pola strategi kesantunan
dalam interaksi perdagangan di warung tradisonal (Politeness strategy patterns in trade
interactions in traditional stalls). Kandai, 19(1), 77-90. https://doi.org/10.26499/jk.v19i1.3986

Arif, M. (2023). Strategi komunikasi pembangunan UPT. Pasar Cik Puan Kota Pekanbaru dalam
mempertahankan eksistensi pasar tradisional. JDP (Jurnal Dinamika Pemerintahan), 6(1), 67—
88. https://doi.org/10.36341/jdp.v611.3250

Batubara, G. R. 1., Yaniedra, F. R., Purba, E. S.; Rasyidin, R., & Diza, A. (2023). Strategi
komunikasi dalam meningkatkan ketertiban pedagang di pasar tradisional Sukaramai Kota
Medan. Innovative: Journal Of Social Science Research, 3(6), 4156—4166.

B. Miles, M., Huberman, A. M., & Saldana, J. (2014). Qualitative data analysis (Matthew B. Miles,
A. Michael Huberman, Johnny Saldaiia). Sage Publications.

Darginaviciene, 1., & Sliogeriene, J. (2019). Culture and religion: Is there a link between the
two? Religiski-Filozofiski Raksti, 27, 15-37.

Efendi, M. N., & Prasetiyo, L. (2022). Komunikasi pemasaran terpadu dalam peningkatan potensi
pasar rakyat di Kota Madiun. Muslim Heritage, 7(1), 53-8I1.

185 | Syiar

This work is licensed under a Creative Commons Attribution 4.0 International License.



https://creativecommons.org/licenses/by/4.0/
https://doi.org/10.29407/jpeaku.v2i2.18782
https://doi.org/10.1007/978-981-97-5400-7_9
https://doi.org/10.1007/978-981-97-5400-7_9
https://doi.org/10.22219/kembara.v8i1.20340
https://doi.org/10.26499/jk.v19i1.3986
https://doi.org/10.36341/jdp.v6i1.3250

Syiar: Jurnal Komunikasi dan Penyiaran Islam, 2025, 5(1), Pages 175-188

https://doi.org/10.21154/muslimheritage.v7i1.3926

Fadhli, M., & Nashrillah, N. (2025). The influence of da’wah messages on the Ustadz Adi Hidayat
official YouTube account on students’ religious behavior. Syiar: Jurnal Komunikasi Dan
Penyiaran Islam, 5(1), 91-102. https://doi.org/10.54150/syiar.v5il.637

Fatimah, S. E., & Afrizal, S. (2023). Strategi pedagang sembako menghadapi perkembangan
minimarket di pasar tradisional Batubantar kabupaten Pandeglang. Jurnal Pendidikan
Tambusai, 7(2), 11551-11561.

Faturochman, F., Saputra, N. R., Raditian, R., & Panorama, M. (2025). Strategi adaptasi pedagang
pasar tradisional terhadap persaingan dengan pasar modern di Kota Palembang. Value, 6(1),
214-228.

Gudykunst, W. B., & Ting-Toomey, S. (1988). Culture and interpersonal communication. SAGE
Publications.

Gultom, W. W. (2023). Strategi bauran pemasaran pedagang pasar tradisional dalam
mempertahankan konsumen (studi kasus Pasar Dalihan Natolu Kota Padangsidimpuan).
etd.uinsyahada.ac.id.

Hamid, A. M. (2022). Revitalisasi pasar tradisional dalam sudut pandang ekonomi Islam untuk
meningkatkan kepuasan pedagang di Pasar Lembung. ADILLA: Jurnal Ilmiah Ekonomi
Syari’ah, 5(2), 51-68. https://doi.org/10.52166/adilla.v5i2.3225

Hari, A., Zahran, A. S., Fariji, F. A., & Kurniawan, M. F. (2024). Strategi komunikasi antar penjual
dan pembeli di media sosial dalam strategi pemasaran. Konsensus: Jurnal llmu Pertahanan,
Hukum dan Ilmu Komunikasi, 1(6), 156—-165. https://doi.org/10.62383/konsensus.v1i6.479

Harun, H. (2021). Principles and values of Islamic communication in organizations. In The role of
Islamic spirituality in the management and leadership process (pp. 85-103). IGI
Global. https://doi.org/10.4018/978-1-7998-6892-7.ch005

Heitzman, A., Perfitt, L. L., & Ziegler, A. (2023). Nonverbal communication. In Voice and
Communication in Transgender and Gender Diverse Individuals: Evaluation and Techniques
for Clinical Intervention (pp. 103—111). Springer International
Publishing. https://doi.org/10.1007/978-3-031-24632-6_9

Hess, U. (2023). Nonverbal communication. In Encyclopedia of Mental Health (3rd ed., Vol. 2, pp.
647-659). Elsevier. https://doi.org/10.1016/B978-0-323-91497-0.00133-8

Inun, L. L., Sari, N. R. F., & Zuhriyah, L. F. (2025). Preaching in marginal spaces: Audience
reception of Gus Miftah’s da’wah through Stuart Hall’s encoding-decoding approach. Syiar:
Jurnal Komunikasi Dan Penyiaran Islam, 5(1), 35-46. https://doi.org/10.54150/syiar.v5i1.645

Jalaluddin, M., Siskawati, 1., Kudrotullah, A., Uyun, N., & Eletmany, M. R. (2024). Social media
da’wah as a means to deepen the religious understanding of Generation Z. Syiar: Jurnal
Komunikasi Dan Penyiaran Islam, 4(2), 173—184. https://doi.org/10.54150/syiar.v4i2.633

Javed, A., Kohda, Y., & Masuda, H. (2016). Co-creation of socio-economic values in Islamic
banking service: Case study research in Pakistan. Journal of Creating Value, 2(1), 109—
123. https://doi.org/10.1177/2394964315627252

186 | Syiar

This work is licensed under a Creative Commons Attribution 4.0 International License.



https://creativecommons.org/licenses/by/4.0/
https://doi.org/10.21154/muslimheritage.v7i1.3926
https://doi.org/10.54150/syiar.v5i1.637
https://doi.org/10.52166/adilla.v5i2.3225
https://doi.org/10.62383/konsensus.v1i6.479
https://doi.org/10.4018/978-1-7998-6892-7.ch005
https://doi.org/10.1007/978-3-031-24632-6_9
https://doi.org/10.1016/B978-0-323-91497-0.00133-8
https://doi.org/10.54150/syiar.v5i1.645
https://doi.org/10.54150/syiar.v4i2.633
https://doi.org/10.1177/2394964315627252

Syiar: Jurnal Komunikasi dan Penyiaran Islam, 2025, 5(1), Pages 175-188

Kembang, L. P., & Kalbuadi, A. (2024). Meningkatkan keterampilan pemasaran bagi pedagang
pasar tradisional. Jurnal Pengabdian Masyarakat: Pemberdayaan, Inovasi dan Perubahan,
4(3).

Khomaeni, M. L., & Juliyendi, A. (2024). Strategi komunikasi pemasaran dalam mempertahankan
dan meningkatkan omzet pedagang Muslim Pasar Jaya Gondangdia Jakarta Pusat. El Madani:
Jurnal Dakwah dan Komunikasi Islam, 5(1), 39-57.
https://doi.org/10.53678/elmadani.v5i01.1724

Kholifah, N., & Hikmah, A. N. (2024). The use of digital media as a da’wah tool in Sejuta Pemuda
Mosque. Syiar:  Jurnal  Komunikasi  Dan  Penyiaran  Islam,  4(2), 73-84.
https://doi.org/10.54150/syiar.v4i2.496

Lengkey, C., Pasoreh, Y., & Waleleng, G. (2019). Pola komunikasi pedagang tradisional dalam
menjual bahan dagangan di pasar tateli kecamatan mandolang. Acta Diurna Komunikasi, 8(1).

Maruf, J. A. (2021). Kompetensi komunikasi interpersonal pedagang pasar tradisional Kroya,
Cilacap, Jawa Tengah.

Mubharrifah, E., & Sikumbang, A. T. (2025). The effectiveness of Ustadz Hanan Attaki’s da’wah
sharing time on Youtube. Syiar: Jurnal Komunikasi Dan Penyiaran Islam, 5(1), 21—
34. https://doi.org/10.54150/syiar.v5il.642

Nugroho, M. A., & Murlianti, S. (2020). Interaksi komunikasi antara pedagang yang berbeda
budaya di pasar tradisional Segiri Samarinda. Ejournal llmu Komunikasi, 8(1).

Nurmala, N., & Prasongko, W. A. (2024). The implementation of the social penetration theory in
da’wah communication. Syiar: Jurnal Komunikasi Dan Penyiaran Islam, 4(2), 97-108.
https://doi.org/10.54150/syiar.v4i2.545

Omar, E. N., Jaafar, H. S., & Osman, M. R. (2019). Halal supply chain: Assessing the Islamic
values of the poultry industry. International Journal of Supply Chain Management, 8(2),
1191-1199.

Patterson, M. L. (2016). Nonverbal communication. In 7he Curated Reference Collection in
Neuroscience and Biobehavioral Psychology (pp. 731-738). Elsevier Science Ltd.
https://doi.org/10.1016/B978-0-12-809324-5.06502-0

Rahmalia, & Zulyadi, T. (2019). Performance in public: Interpersonal communication of
beggar. Jurnal limiah Islam Futura, 19(1), 49—67. https://doi.org/10.22373/51if.v19i1.4912

Rahman, N. A. F. A., & Rahim, N. R. A. (2025). Organisational harmony: Exploring the
effectiveness and correlation between nonverbal communication and conflict resolution among
employees at Universiti Sains Islam Malaysia (USIM). SEARCH Journal of Media and
Communication Research, 17(1), 1-19. https://doi.org/10.58946/search-17.1.P1

Rahmi, U. (2024). Gaya komunikasi pedagang ikan di Pasar Panton Labu dalam menarik minat
pembeli. rama.unimal.ac.id.

Ramadhan, R. (2021). Strategi adaptasi pedagang konvensional Pasar Tanah Abang dalam
meningkatkan kesejahteraan di era marketplace. repository.uinjkt.ac.id.

187 | Syiar

This work is licensed under a Creative Commons Attribution 4.0 International License.



https://creativecommons.org/licenses/by/4.0/
https://doi.org/10.53678/elmadani.v5i01.1724
https://doi.org/10.54150/syiar.v4i2.496
https://doi.org/10.54150/syiar.v5i1.642
https://doi.org/10.54150/syiar.v4i2.545
https://doi.org/10.1016/B978-0-12-809324-5.06502-0
https://doi.org/10.22373/jiif.v19i1.4912
https://doi.org/10.58946/search-17.1.P1

Syiar: Jurnal Komunikasi dan Penyiaran Islam, 2025, 5(1), Pages 175-188

Rachmah, A. N. (2021). Strategi komunikasi pemasaran terpadu Perumda Pasar Jaya untuk
meningkatkan belanja di pasar tradisional. dspace.uii.ac.id.

Rinayanthi, N. M. (2025). Pelatihan bahasa Indonesia berbasis pragmatik untuk meningkatkan
efektivitas komunikasi transaksional di Pasar Badung. ojs.mahadewa.ac.id.

Saudah, S. (2017). Perilaku asertif bermedia dalam komunikasi pedagang pasar tradisional
Karangploso Kabupaten Malang. eprints.unmer.ac.id.

Siregar, O. M., & Andriansyah, A. (2023). Islamic marketing for small firms value. In Strategies
and  applications of Islamic  entrepreneurship  (pp. 153-167). IGI  Global.
https://doi.org/10.4018/978-1-6684-7519-5.ch010

Sutarso, J. (2017). Pola komunikasi pedagang dan pembeli di pasar tradisional: Perspektif jender di
Pasar Sidodadi Kleco Surakarta. Jurnal Ilmu Komunikasi Acta Diurna, 13(1), 1-12.

Syarifuddin, D. (2018). Pasar tradisional dalam perspektif nilai daya tarik wisata. Jurnal
Manajemen Resort dan Leisure, 15(1), 19-32.

Sundayani, I. D., & Aprizal, Y. Z. (2025). Analisis strategi komunikasi pemasaran pedagang pasar
untuk meningkatkan pendapatan (omzet) dalam perspektif etika bisnis Islam (studi pedagang
pasar rakyat Aurduri Kota Jambi). Journal of Sharia Economics, 7(1), 211-221.

Taboli, H., Farzan, F., & Ronasi, H. R. (2014). The impact of Islamic values on psychological
empowerment (case study of Khorasan Razavi water & wastewater co). Advances in
Environmental Biology, 8(17), 295-307.

Taufiq, M., Masriadi, M., & Ali, M. (2021). Komunikasi pedagang pasar tradisional (Pekan) di
Keude Buloh Blang Ara Kecamatan Kuta Makmur. Jurnal Jurnalisme, 10(1), 77-90.
https://doi.org/10.29103/jj.v10i1.4883

Telaumbanua, A., Tumengkol, S., & Lasut, J. J. (2023). Strategi pedagang tradisional di era
pemasaran online di Pasar 45 Kota Manado. Jurnal llmiah Society, 3(2).

Yasin, R., Ariffin, Z. Z., Al-Banna, M. H., Zawawi, Z., Ghani, S. A., et al. (2025). Islamic values in
entrepreneurial marketing strategy. In Dynamic strategies for entrepreneurial marketing (pp.
311-329). IGI Global. https://doi.org/10.4018/979-8-3693-3936-7.ch015

188 | Syiar

This work is licensed under a Creative Commons Attribution 4.0 International License.



https://creativecommons.org/licenses/by/4.0/
https://doi.org/10.4018/978-1-6684-7519-5.ch010
https://doi.org/10.29103/jj.v10i1.4883
https://doi.org/10.4018/979-8-3693-3936-7.ch015

