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 ABSTRACT 
 The development of the digital economy has driven significant 

changes in the pattern of trade activities, especially in the micro, small, 

and medium enterprises (MSMEs) sector. The presence of marketplace 

platforms as an online transaction space not only expands market 

access for business actors, but also forms new dynamics in business 

practices based on religious values, especially in the context of the 

halal economy. This research aims to analyze the acceleration of the 

digital halal ecosystem through the integration of sharia values in 

MSME business practices, the transformation of business actors' 

economic behavior in utilizing the marketplace, and the role of 

marketplace platforms in supporting the distribution of halal 

products. This research uses a qualitative approach with the type of 

phenomenological research. Data was collected through in-depth 

interviews, findings in the field, and documentation of the activities of 

MSMEs that market their products through marketplace platforms. 

The results of the study show that the integration of sharia values is 

reflected in the practice of honesty of product information, price 

transparency, and affirmation of the halal status of products as a 

strategy to build consumer trust. In addition, the use of marketplaces 

encourages the transformation of MSME economic behavior in the 

form of increasing responsiveness to consumers, managing store 

reputation through a review system, and using digital promotional 

features to expand market reach. 
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INTRODUCTION 

The development of digital technology in the last two decades has 

significantly changed the pattern of people's economic activities, especially in the 

micro, small, and medium enterprises (MSMEs) sector. This transformation is 
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marked by the increasing use of marketplace platforms as online trading spaces 

that bring together sellers and consumers without geographical restrictions. This 

phenomenon not only expands market access for business actors, but also 

encourages changes in the way MSME actors manage their business, build 

relationships with consumers, and market products more openly and 

competitively. In the context of Muslim society, the development of the digital 

economy is also related to increasing awareness of halal products and business 

practices that are in accordance with sharia values. The marketplace is a new 

space for business actors to promote halal products while building consumer 

trust through transparency of product information, store reputation, and 

customer review systems. This condition shows that the development of digital 

technology not only affects the structure of modern trade, but also forms new 

dynamics in economic practices based on religious values. This phenomenon 

shows that the integration between the digital economy and sharia principles is 

increasingly an important part of the development of the contemporary business 

ecosystem. 

 Studies on halal economics and digital transformation have developed 

rapidly in the literature on Islamic economics and digital business. The concept 

of halal economics is not only related to the halalness of products, but also 

includes business ethics, transaction transparency, and fair and responsible trade 

practices. According to (Nasution et al., 2026; Suci et al., 2025) Halal economics is 

an economic system that emphasizes the integration of Islamic moral values and 

modern trade practices. In the context of the digital economy, the development 

of marketplace platforms has created new opportunities for MSME players to 

develop halal product-based businesses more widely. (Dimas Fadilah et al., 2026; 

Siregar & Ruslan, 2025) explained that the growth of the global halal industry 

cannot be separated from the development of digital technology that expands 

market access for business actors. Meanwhile, (Qizwini & Fitriana Kaban, 2024; 

Saharani, 2025) emphasized that the integration of sharia values in digital 

business practices is an important factor in building Muslim consumer trust. In 

the perspective of Islamic economics, the principles of honesty, trust, and justice 

are the main foundations in trading activities as explained by (Heriyanto & 

Taufiq, 2024; Yuliani, 2025). In addition, the development of the marketplace as 

a digital trading system also opens up new space for the implementation of 

Islamic business ethics in modern economic interaction (Kafka Nafisa et al., 2025). 

 A number of previous studies have discussed the relationship between the 

halal economy, digital transformation, and MSME trading activities. Research 

conducted by (Apriliyani et al., 2025; Cahya Oktaviana & Abdurrahman Wahid 

Pekalongan, 2025) shows that the development of the digital economy 

contributes significantly to increasing the distribution of halal products in the 
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global market. Other research by (Fitriyana et al., 2025) explained that consumer 

trust in halal products is greatly influenced by the transparency of information 

submitted by business actors. In the context of the marketplace, (Firman 

Ardiansyah et al., 2025) Found that consumer review systems and store 

reputation are important factors in building trust in online transactions. In 

addition, research by (Muslim et al., 2025) shows that MSME actors are starting 

to use digital platforms as the main means in expanding the marketing reach of 

halal products. Studies conducted by (Satiadharmanto et al., 2024) also explained 

that the integration of sharia values in digital business practices can strengthen 

consumer loyalty to MSME products. Other research emphasizes that the 

development of marketplaces encourages changes in the economic behavior of 

business actors, especially in the aspects of communication with consumers and 

business reputation management (Launtu, 2025). 

 Although various studies have addressed the halal economy and digital 

transformation, most studies still focus attention on aspects of the global halal 

industry or consumer behavior towards halal products. Research that examines 

the integration between sharia values, MSME economic behavior, and the role of 

marketplace platforms in shaping the digital halal ecosystem is still relatively 

limited. Several previous studies have emphasized more on digital marketing 

aspects or consumer preferences, while the dynamics of changes in the economic 

behavior of MSME actors in the halal marketplace ecosystem have not been 

comprehensively analyzed (Launtu, 2025). Therefore, this study offers a new 

perspective by examining how MSME actors integrate sharia values in digital 

business practices and how changes in their economic behavior occur in the 

marketplace ecosystem. The novelty of this research lies in the effort to connect 

three main dimensions, namely the integration of sharia values, the 

transformation of MSME economic behavior, and the role of marketplace 

platforms in supporting the development of the digital halal ecosystem. 

 This research aims to analyze the dynamics of the development of the 

digital halal ecosystem involving MSME actors in marketplace-based trading 

activities. The main focus of the research is directed at three main aspects, namely 

the integration of sharia values in MSME digital business practices, the 

transformation of business actors' economic behavior after utilizing the 

marketplace, and the role of digital platforms in supporting the distribution and 

promotion of halal products. This research also seeks to understand how MSME 

actors interpret halal business practices in the context of an increasingly 

competitive and open digital economy. By understanding these dynamics, this 

study is expected to provide a more comprehensive picture of the relationship 

between the development of digital technology and economic practices based on 

religious values in MSME trading activities. 
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 The development of the digital economy has created new opportunities as 

well as challenges for MSME actors in carrying out business activities. The 

marketplace not only functions as a space for economic transactions, but also 

becomes a competition arena that requires business actors to maintain 

reputation, transparency, and consumer trust in the online trading system. In the 

context of Muslim society, business practices that are in accordance with sharia 

values are an important factor in building social legitimacy and consumer trust 

in the products marketed. Therefore, the study of the integration of sharia values 

in digital economic activities is becoming increasingly relevant to understand 

how Islamic ethical principles adapt to the development of modern trade 

technology. This research is important because it provides an understanding of 

how MSME actors navigate the changes in the digital economy without 

abandoning the principles of business ethics that are the foundation of the Islamic 

economy. 
 

METHOD  

 This study uses the qualitative with phenomenological research 

types to deeply understand the experience of micro, small, and medium 

enterprises (MSMEs) in integrating sharia values and adjusting their economic 

behavior in the halal marketplace ecosystem. The phenomenological approach 

was chosen because this study seeks to explore the meaning of the subjective 

experience of business actors when carrying out digital trading activities based 

on the marketplace platform (Winarsih, 2025). Through this approach, the 

researcher seeks to understand how MSME actors interpret halal business 

practices, build consumer trust, and adapt to the increasingly competitive 

dynamics of digital trade (Damayanti & Rialdy, 2024). Qualitative research 

allows researchers to gain a comprehensive understanding of the transformation 

process of economic behavior and sharia business practices in the context of the 

digital halal ecosystem that is developing in the era of the platform economy. 

The material objects in this study are MSME digital business practices that 

market products through marketplace platforms within the framework of 

developing a digital halal ecosystem (M. E. Putri et al., 2024). The focus of the 

study is directed at the integration of sharia values in business practices, changes 

in the economic behavior of MSME actors after utilizing the marketplace, and the 

role of digital platforms in supporting the distribution of halal products. The 

research subjects consist of MSME actors who are actively selling on marketplace 

platforms, Especially those that market food products, cosmetics, and consumer 

products related to halal aspects. The research informants were selected using 

the purposive sampling, Namely the deliberate selection of informants based on 

certain criteria, such as business actors who have used the marketplace for at least 
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one year, have active transaction activities, and have experience interacting with 

consumers in digital trade. In addition to MSME actors, this research also 

involves Consumer Marketplace as an additional informant to gain perspective 

on trust in halal products marketed through digital platforms (Hidayar & Rosidi, 

2025). 

Data collection in this study was carried out through several techniques, 

namely in-depth interviews, observations, and documentation. In-depth 

interviews were conducted with MSME actors and marketplace consumers to 

obtain information related to their experience in running or using a halal 

product-based digital trading system. Interviews are conducted in a semi-

structured manner so that researchers can explore information flexibly but 

remain focused on the focus of the research. In addition, the researcher also 

observed the activities of MSME digital stores on the marketplace platform, such 

as product descriptions, consumer review systems, and communication features 

between sellers and buyers. Documentation techniques are used to complement 

research data through the collection of digital documents, screenshots of online 

stores, and records of transaction activities relevant to halal trading practices on 

the marketplace. This combination of data collection techniques is carried out to 

obtain a more comprehensive empirical picture of MSME digital business 

practices in the digital halal ecosystem. 

The data analysis in this study uses the interactive analysis model of Miles, 

Huberman, and Saldaña which includes three main stages, namely data 

reduction, data presentation, and conclusion drawn. At the data reduction stage, 

the researcher carried out the process of selection, coding, and grouping data 

based on research themes, such as the integration of sharia values, the 

transformation of MSME economic behavior, and the role of marketplace 

platforms in the digital halal ecosystem. The next stage is the presentation of data 

in the form of an analytical narrative, a thematic matrix, and a categorization 

table of research findings. After that, the researcher conducted a conclusion 

process to find the pattern of the relationship between MSME digital business 

practices and the development of the digital halal ecosystem. To improve the 

validity and credibility of the research, researchers use data triangulation, which 

includes source triangulation, technique triangulation, and time triangulation. 

Source triangulation is carried out by comparing information from MSME actors 

and marketplace consumers, technical triangulation is carried out by combining 

interviews, observations, and documentation, while time triangulation is carried 

out through the repetition of data collection at different times to ensure the 

consistency of the information obtained. 
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RESULT 
Integration of Sharia Values in MSME Business Practices on the Marketplace 

Platform 

The integration of sharia values in digital business practices refers to the 

efforts of micro, small, and medium enterprises (MSMEs) to apply Islamic 

economic principles in trade activities carried out through marketplace 

platforms. These values include honesty in delivering product information, price 

transparency, prohibition of fraudulent practices, and commitment to halal and 

tayyib products. In the context of the digital economy, the integration of sharia 

values is not only related to product aspects, but also includes communication 

ethics with consumers, a fair transaction system, and efforts to maintain trust in 

online interactions. This theme is important because digital transformation has 

changed the pattern of relationships between sellers and consumers, where 

transactions are no longer carried out face-to-face. Therefore, MSME actors need 

to adjust their business practices to remain in line with sharia principles even 

though they operate in a digital and competitive marketplace system. 

Changes in digital trade patterns encourage MSME actors to adjust their 

business practices to their ethical values. In this context, several business actors 

stated that sharia principles remain the main guideline in running a business 

even though transactions are carried out through digital platforms. This can be 

seen from the way they maintain the honesty of product information and 

commitment to the quality of the goods sold. This is in line with what was 

expressed by one of the MSME actors as follows: "We continue to try to be honest 

in explaining the condition of goods in the marketplace. If there is a shortage of 

the product, we usually write it in the description so that the buyer does not feel 

deceived." Similar statements were also made by other online merchants who 

emphasized the importance of the value of honesty in online transactions. "In 

online sales, the most important thing is trust. If we are not honest about the 

product or the price, buyers can immediately give bad reviews and it hurts the 

business." This shows that the value of honesty and transparency remains the 

main foundation in digital trading practices. This principle is seen as an 

important foundation to maintain business sustainability in the marketplace. 

Through the results of the interviews conducted with the informants 

above, it can be seen that MSME actors are trying to integrate sharia values in the 

digital business activities they run. The integration is reflected in the practice of 

delivering product information openly and a commitment to maintaining the 

quality of goods marketed through the marketplace. Business actors understand 

that online transactions have a higher level of risk of distrust than direct 

transactions. Therefore, they place honesty as the main strategy to maintain the 

reputation of the business. In addition, price transparency and product 
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conditions are an important part of building long-term relationships with 

consumers. These findings show that sharia values are not only understood as 

religious norms, but also as practical guidelines in running digital businesses. 

Thus, the integration of sharia values acts as a social mechanism that helps MSME 

actors maintain the stability of economic relations with consumers in a 

competitive marketplace environment. 

Findings in the field show that most MSME actors who sell through 

marketplaces implement a number of practices that reflect the integration of 

sharia values in their business activities. This practice can be seen from the use of 

detailed product descriptions, clear mention of ingredients or product 

composition, and providing information related to the quality of goods before 

transactions are made. In addition, some business actors also include halal labels 

or halal ingredient descriptions on products sold, especially on food and cosmetic 

products. This effort is carried out to increase consumer trust who are 

increasingly paying attention to the halal aspects of products in online 

transactions. In several digital stores observed, MSME actors also provide 

responsive communication services to consumers through the messaging feature 

in the marketplace. A quick and informative response is part of the strategy to 

maintain buyer trust. This condition shows that MSME digital business practices 

are not only oriented to economic profits, but also to the maintenance of ethical 

values in trade interactions. 

Table 1. Integration of Sharia Values in MSME Business Practices on the 

Marketplace Platform 
Forms of integrity of Islamic values Impact on consumer confidence 

Product information transparency Consumers feel more confident in the quality 

of goods 

Mention of halal ingredients in products Increase the buying interest of Muslim 

consumers 

Honesty in pricing Solve transaction conflicts 

Ethical communication response Strengthen seller and consumer relationships 
 

Based on the results of the research, the integration of sharia values in 

MSME digital business practices can be seen through the application of the 

principles of honesty, transparency of product information, and commitment to 

the halal aspects of the products marketed. MSME actors realize that the success 

of their business in the marketplace does not only depend on marketing 

strategies, but also on the ability to maintain consumer trust in online 

transactions. The findings of the study show that sharia values serve as a practical 

guideline that helps business actors build a positive business reputation on 

digital platforms. In addition, ethical and responsive communication practices to 

consumers help strengthen the economic relationship between sellers and 
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buyers. This pattern shows that the integration of sharia values in the digital halal 

ecosystem is not only normative, but also has direct implications for the 

sustainability of MSME businesses in the marketplace. 

 

Transformation of MSME Economic Behavior in the Halal Marketplace 

Ecosystem 

The transformation of MSME economic behavior in the halal marketplace 

ecosystem refers to changes in business management patterns carried out by 

MSME actors after utilizing digital platforms as a means of trade. These changes 

include how businesses market products, manage communication with 

consumers, and adjust business strategies to suit the increasingly competitive 

demands of online commerce. In the halal marketplace ecosystem, this 

transformation is not only related to the use of digital technology, but also to 

efforts to maintain business practices that are in line with ethical values in the 

Islamic economy. MSME actors are starting to adjust their economic behavior by 

utilizing digital features such as consumer reviews, store rating systems, and 

online promotions available on marketplace platforms. These behavioral changes 

show the adaptation of business actors to the dynamics of digital commerce 

which demands service speed, information transparency, and consistency of 

product quality to maintain consumer trust. 

The development of the marketplace has changed the way MSME actors 

carry out their economic activities. Business actors no longer rely only on direct 

sales, but have begun to take advantage of various digital features to expand 

market reach. The changes also affect the way they manage communication with 

consumers and build a store's reputation online. This was expressed by one of 

the MSME actors who actively sell through the marketplace as follows: "In the 

past, we only sold in small stores, the buyers were from around here. Once in the 

marketplace, buyers can come from different regions, so we have to respond 

faster to messages and make sure goods are delivered on time." A similar 

statement was also conveyed by another online spokesperson explaining the 

change in business strategy after utilizing digital platforms. "Now we pay more 

attention to reviews from buyers. If there are negative comments or assessments, 

we usually fix them immediately so that the store remains trusted." This shows 

that the use of marketplaces has affected the economic behavior patterns of 

MSME actors in managing their businesses. Adaptation to digital systems is an 

important part of maintaining business sustainability in the online commerce 

environment. 

Through the results of the interviews conducted with the informants 

above, it can be seen that the transformation of MSME economic behavior occurs 

in line with the use of marketplace platforms as a means of trade. These changes 
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can be seen from the way business actors manage interactions with consumers, 

especially in responding to messages, managing reviews, and maintaining the 

reputation of online stores. MSME actors realize that the marketplace system 

provides an open evaluation space through consumer assessment and comment 

features. This condition encourages them to be more responsive to buyer needs 

and improve the quality of service in online transactions. In addition, changes in 

economic behavior can also be seen from the efforts of business actors in 

expanding the market through digital networks that are no longer limited to local 

areas. The adaptation shows that MSME actors are starting to adjust business 

management patterns to the characteristics of digital trade that demand speed, 

consistency of quality, and consumer trust as the main factors in business 

sustainability. 

Findings in the field show that MSME actors who use the marketplace 

have experienced significant changes in their business management patterns. 

These changes can be seen from the increase in digital store management 

activities, such as updating product descriptions, arranging stock of goods 

online, and using promotional features provided by marketplace platforms. In 

addition, MSME actors are also more active in monitoring consumer reviews as 

part of efforts to maintain store reputation. Some business actors are seen 

routinely responding to consumer comments or questions through the 

messaging feature available in the marketplace. A quick and communicative 

response is one of the strategies used to increase buyer satisfaction. In some cases, 

MSME actors also adjust the packaging and delivery system of products to match 

online transaction standards that demand punctuality and safety of goods. This 

condition shows that the use of the marketplace not only expands market access, 

but also encourages changes in the economic behavior of business actors in 

managing their business activities. 

 
Figure 1.  Transformation of MSMEs in the Halal Marketplace Ecosystem 
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Based on the results of the study, the transformation of MSME economic 

behavior in the halal marketplace ecosystem can be seen through changes in the 

way business actors manage business activities after utilizing digital platforms. 

MSME players no longer only focus on conventional sales, but have begun to 

adjust their business strategies to the characteristics of online commerce that 

demand speed of service, information transparency, and reputation management 

of digital stores. The findings of the study show that the consumer review system, 

online communication, and digital store management are important factors that 

affect business sustainability in the marketplace. This change in economic 

behavior shows the adaptation of MSME actors to the increasingly competitive 

dynamics of digital trade. In addition, the transformation also shows that the 

halal marketplace ecosystem not only expands market access for MSME players, 

but also encourages them to develop business management patterns that are 

more responsive, open, and oriented towards consumer trust in online 

transactions. 

 

The Role of Marketplace Platforms in Supporting the Digital Halal Ecosystem 

The role of marketplace platforms in supporting the digital halal 

ecosystem refers to the contribution of digital trade infrastructure that facilitates 

the distribution, promotion, and transaction of halal products run by MSME 

actors. The marketplace not only functions as a meeting space between sellers 

and consumers, but also as a digital system that provides various features to 

strengthen product information transparency, increase market access, and 

facilitate online transaction interactions. In the context of the digital halal 

ecosystem, marketplace platforms help businesses market halal products to a 

wider range of consumers without being limited by geographical area. In 

addition, features such as product descriptions, consumer reviews, rating 

systems, and product categories allow consumers to get clearer information 

before making a purchase. Thus, the marketplace is an important part of forming 

a digital trade ecosystem that allows MSME actors to develop halal product-

based businesses while reaching consumers on a wider scale through online 

trading systems. 

The existence of a marketplace platform provides a new space for MSME 

actors to market halal products more widely. Through the digital trading system, 

business actors can reach consumers from various regions without having to 

open physical stores in many locations. This makes the marketplace an important 

means of expanding the distribution of halal products. This was expressed by 

one of the informants of MSME actors as follows: "The marketplace is very 

helpful for our business because products can be seen by many people from 

various regions. Buyers are not only from around the place of business, but also 
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from outside the city." Almost the same thing was also conveyed by other online 

vendors who considered that the marketplace made the process of promoting 

halal products easier. "With the marketplace, we can display complete product 

information, including ingredients and halal information. It is easier for buyers 

to know the products we sell." The statement shows that the marketplace not only 

functions as a transaction medium, but also as a means of promotion and delivery 

of product information. This condition shows that digital platforms play an 

important role in expanding market access for halal products. 

Through the results of the interview conducted with the informant above, 

it can be seen that the marketplace platform plays an important role in 

supporting the economic activities of MSMEs based on halal products. Business 

actors use the marketplace as a means to expand marketing reach that was 

previously limited to the local area. The existence of digital platforms allows 

products marketed by MSME actors to be accessible to consumers from various 

regions. In addition, the features available on the marketplace also provide space 

for business actors to convey product information more completely, including 

related to ingredients, quality, and halal information. This information helps 

consumers get a clearer picture before making a transaction. This condition 

shows that the marketplace not only facilitates the buying and selling process, 

but also functions as a distribution and promotion system that strengthens the 

position of MSMEs in digital trade. Thus, the marketplace platform is an 

important part of supporting the development of the growing digital halal 

ecosystem. 

Findings in the field show that MSME actors take advantage of various 

features available on the marketplace platform to support halal product 

marketing activities. The product description feature is used by business actors 

to include information related to the ingredients, composition, and characteristics 

of the products sold. In addition, some online stores also display halal labels or 

halal ingredient descriptions in the product information section as an effort to 

provide certainty to consumers. Findings in the field also show that MSME actors 

are actively using promotional features provided by the marketplace, such as 

discounts, free shipping programs, and special offers in certain periods. The 

strategy is used to increase product visibility on the marketplace search page. In 

addition, interaction between sellers and consumers through the messaging 

feature is an important means of explaining product information before 

transactions are made. This condition shows that the marketplace provides a 

digital infrastructure that helps MSME actors market halal products more widely 

while simplifying the communication process with consumers. 
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Table 2. The Role of Marketplace Platforms in Supporting  

the Digital Halal Ecosystem 
Platform support from marketplace Benefits for halal MSMEs  

Digital product description features Strengthen the delivery of information on 

ingredients and product characteristics 

Consumer review and rating system Helping to build trust in halal products 

Marketplace promotion features Increase product visibility and market reach 

Seller–buyer communication features Streamlining product information 

clarification before transaction 

 
Based on the results of the research, marketplace platforms have an 

important role in supporting the development of the digital halal ecosystem for 

MSME actors. Marketplace provides various features that facilitate the process of 

marketing, distribution, and delivering product information to consumers in the 

online commerce space. The findings of the study show that MSME actors utilize 

product description features, consumer review systems, and marketplace 

promotion programs to increase the visibility of the halal products they market. 

In addition, digital communication features between sellers and buyers help 

strengthen consumer trust in the products offered. This pattern shows that the 

marketplace not only functions as an economic transaction space, but also as a 

digital infrastructure that supports halal product-based trade interactions. Thus, 

the existence of marketplace platforms is an important factor in accelerating the 

growth of the digital halal ecosystem involving MSME actors and consumers in 

a wider online trade network. 

 

DISCUSSION 

The findings of the study show that the integration of sharia values in 

MSMEs' digital business practices is not only understood as a religious normative 

obligation, but also as a practical strategy in building consumer trust in the 

marketplace platform. Practices such as transparency of product information, 

honesty in pricing, and delivery of halal ingredients are important mechanisms 

in maintaining economic relations between sellers and buyers in online 

transactions. From an Islamic economic perspective, the practice is in line with 

the concept of Sidq (disambiguation) and Trust which is the main principle in 

muamalah activities (Sutisno et al., 2025). Classical thinking as described by Al-

Ghazali emphasizing that fair and honest trade not only generates economic 

benefits, but also maintains blessings in business activities (Bachtiar et al., 2025). 

In the context of the digital economy, these values have been reinterpreted in the 

form of transparency of product information and ethical communication with 

consumers. Thus, the integration of sharia values in the marketplace shows that 

Islamic business ethics remain relevant as a moral foundation in a modern 
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technology-based trading system. 

 The findings of the study also show a transformation in the economic 

behavior of MSME actors after utilizing marketplace platforms as a means of 

digital trade. These changes can be seen from the increasing responsiveness of 

business actors to consumers, managing store reputation through a review 

system, and utilizing digital promotion features to expand market reach. This 

transformation can be understood as a form of adaptation of business actors to 

changes in economic structure that are increasingly based on technology and 

digital networks. From an Islamic economic perspective, this dynamic is in line 

with the thinking Ibn Khaldun regarding changes in people's economic behavior 

influenced by the development of social systems and trade structures. Ibn 

Khaldun explained that economic activity always develops following changes in 

the social and technological environment (Efendi & Riau, 2024). In the context of 

the marketplace, the consumer review and rating system functions as a social 

mechanism that encourages business actors to maintain the quality of products 

and services (Firman Ardiansyah et al., 2025). This shows that the transformation 

of MSME economic behavior is not only influenced by technological innovations, 

but also by social interaction between sellers and consumers in the digital trade 

ecosystem. 

 This research also found that marketplace platforms have a strategic role 

in accelerating the development of the digital halal ecosystem by providing a 

trade infrastructure that facilitates the distribution of halal products more 

widely. The marketplace not only functions as an economic transaction space, 

but also as a digital system that allows MSME actors to promote products, convey 

halal information, and build direct interactions with consumers. In the 

perspective of Islamic economics, this role can be understood as a modern form 

of the concept Hisbah, which is a social mechanism that regulates market 

activities so that they take place in a fair and transparent manner (Raihan Yahya 

Ismail et al., 2024). In marketplace practice, product description features, 

consumer reviews, and rating systems function as control mechanisms that 

ensure information transparency in online transactions (N. A. Putin, 2026). In 

addition, wider market access allows halal products from MSMEs to reach 

consumers from various regions without geographical limitations. This condition 

shows that marketplace platforms play a role as a catalyst in accelerating the 

integration between the development of the digital economy and halal business 

practices. 

 In general, the results of the study show that the acceleration of the digital 

halal ecosystem is formed through the interaction between the integration of 

sharia values in MSME business practices, the transformation of the economic 

behavior of business actors in utilizing digital technology, and the support of 
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marketplace platform infrastructure as an online trading space. These three 

factors form a digital economy system that is not only oriented to market 

efficiency, but also to the application of ethical values in trading activities. This 

research makes a theoretical contribution by enriching the study of Islamic 

economics in the context of the digital economy, especially related to how sharia 

ethical values adapt to the platform-based trading system. In addition, this 

research also makes a practical contribution to the development of a digital halal 

ecosystem by showing that the success of MSMEs in the marketplace is not only 

determined by digital marketing strategies, but also by the ability to maintain 

consumer trust through business practices that are transparent, honest, and 

oriented to sharia values. 

 

CONCLUSION  

This research shows that the acceleration of the digital halal ecosystem in 

the context of MSMEs is not only determined by the development of marketplace 

technology, but also by the ability of business actors to integrate sharia values 

into digital economy practices. The findings of the study show that the 

integration of sharia values is reflected through business practices that 

emphasize the principles of honesty, transparency of product information, and 

commitment to the halal aspects of products marketed through digital platforms. 

In addition, the transformation of MSME economic behavior can be seen from 

changes in the interaction patterns between sellers and consumers who are 

increasingly responsive, adaptive to the digital reputation system, and utilize 

various marketplace features to expand market reach. The role of marketplace 

platforms has also proven to be an important infrastructure that allows the 

distribution of halal products to take place more widely, efficiently, and 

transparently. In general, the findings of this study confirm that the development 

of the digital economy can be a strategic space for strengthening sharia economic 

practices if supported by the ethical awareness of business actors and a platform 

ecosystem that supports the transparency of halal product information. 

 Although this study provides a comprehensive overview of the 

integration of sharia values in MSME business practices on marketplace 

platforms, this research still has some limitations. First, this study only focuses 

on the experiences of MSME actors in the context of certain marketplaces so that 

it does not fully represent the dynamics of the digital halal ecosystem more 

broadly on various online trading platforms. Second, this study emphasizes more 

on the perspective of business actors so that the perspective of consumers as an 

important part of the digital trade ecosystem has not been explored in depth. 

Therefore, further research is recommended to develop a broader study by 

involving various types of marketplace platforms and paying attention to 
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consumer perspectives in assessing digital halal business practices. In addition, 

future research can also examine the integration of other digital technologies, 

such as digital halal certification systems and platform-based halal product 

verification mechanisms, so as to provide a more comprehensive understanding 

of strengthening the digital halal ecosystem in the modern economy. 
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