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Abstract 
This research explores the concept and role of prices in an economic context, with a 
focus on market urgency, dynamics in Islamic markets, and challenges and solutions 
in implementing pricing ethics. Combining literature studies and market analysis, 
this research outlines the role of prices as a market adjustment mechanism, 
resource allocation, income determinant, and indicator of economic health. In 
Islamic markets, the concept of pricing and competition is guided by sharia 
principles, emphasizing fairness, transparency and sustainability. Challenges in 
implementing ethical pricing, such as pressure for maximum profits and unhealthy 
competition, are overcome through solutions in the form of transparent pricing, 
attention to consumer welfare, and adaptation to market changes. The research 
also looks at the development of business ethics in Indonesia, which shows an 
increase in corporate awareness of social and ethical responsibility in managing 
business, especially in the context of fair and transparent pricing. In conclusion, this 
research provides in-depth insight into the concept of price, its role in the Islamic 
market, as well as the dynamics and development of business ethics in Indonesia. 
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INTRODUCTION 

Ethics is a branch of philosophy that studies moral principles that lead to 

good or bad, right or wrong judgments in human behavior. It includes 

considerations about values, norms, and actions that are considered appropriate or 

inappropriate in a society. Ethics guides individuals in making moral decisions, 

recognizing the difference between right and wrong, and assessing the moral 

implications of certain actions. In addition, ethics also includes the concepts of 

responsibility, justice, and kindness, creating a framework for understanding and 

executing behaviors that conform to recognized moral norms. In essence, ethics 

serve as moral guidelines that form the foundation for fostering fair and just 

relationships in society, promoting universal values that lead to common well-being 

and harmony. 

Economics is a branch of social science that studies human behavior related 

to the production, distribution, and consumption of goods and services. It includes 

an analysis of how individuals, businesses, and governments make choices to use 
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limited resources to meet needs and wants. Price, in an economic context, refers to 

the amount of money or value set for a good or service. Price reflects the market 

value of a product or service at a given point in time. Pricing is the process of 

determining the price that will be charged for a product or service, and it can be 

influenced by a variety of factors, including production costs, market demand, 

competition, and macroeconomic factors. 

In economic activities, prices have an important role as a resource allocation 

mechanism. Efficient pricing and in accordance with market conditions can signal to 

producers and consumers to make informed economic decisions. Therefore, price is 

also considered an important indicator in evaluating the economic health of a 

country. In carrying out economic activities, pricing is a critical element that not only 

reflects market dynamics, but also reflects the ethical values that underlie a society. 

From an Islamic perspective, ethics is not just a set of moral norms that are ignored 

in business affairs, but rather an integral foundation that guides every economic 

action to be in line with religious teachings. By integrating ethics in pricing, Islam 

teaches that justice, honesty, and togetherness are not only moral principles, but 

also the foundation that forms a just and sustainable economic structure. 

In the context of an ever-evolving global economy, often the ethical aspects 

of pricing are marginalized by the demands of competition and maximum profit. 

This raises the urgent need to re-highlight the importance of ethics in pricing, 

especially in the context of Islamic values that involve alignment with justice, 

common welfare, and the prohibition of haram practices such as usury. In view of 

these developments, an in-depth study of how ethics in pricing is an essential 

foundation in Islam becomes increasingly relevant and urgent. Therefore, this paper 

aims to detail the role and urgency of ethics in pricing in the context of Islamic 

values, present concrete arguments, and offer solutions that are in line with Islamic 

ethical principles to guide more dignified and effective economic actions. 

 
THEORETICAL STUDIES 

Definition of Price 

The definition of price in general can be interpreted as the monetary value or 

amount of money set for a good or service that is traded in the market. Prices 

include a number of factors that affect the determination of the value of a product, 

including production costs, demand and supply levels, competition in the market, as 

well as various macroeconomic factors that can influence pricing policies. 

Essentially, prices serve as a resource allocation mechanism in the economy, where 

price adjustments direct the use of limited resources to meet people's needs and 

wants. 

According to economists, the concept of price has become the focus of in-

depth study in economics. Adam Smith, one of the classical economic figures, 
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described price as the result of the natural interaction between sellers and buyers in 

the market. Meanwhile, contemporary economists such as Milton Friedman and 

John Maynard Keynes emphasized the role of price as a determinant of the balance 

between supply and demand in the economy. 

Experts also highlight the social and psychological dimensions in the sense of 

price. Thorstein Veblen, a sociologist and economist, describes price as a factor that 

influences the social status and behavior of consumers. In a psychological view, 

Daniel Kahneman and Amos Tversky discuss how price perceptions can influence 

consumer decisions and describe the phenomenon of human predisposition to the 

framework of "relative value." Thus, the notion of price is not only limited to the 

monetary dimension, but also includes complex aspects such as market 

interactions, economic policy, and consumer psychology. Experts from various 

fields have provided in-depth insights into how price is not only a marker of the 

value of a product, but also reflects complex dynamics in economic and social 

structures. 

 
The Role of Price 

The role of prices is very important in the context of economics and society, 

and its role encompasses various aspects that affect the behavior of consumers, 

producers, and the entire economic system. Here are some of the key roles of 

pricing: 

1. Market Adjustment Mechanism 

 Price serves as an adjustment mechanism between supply and 

demand in the market. When demand for a product is high while supply is low, 

prices tend to rise, prompting manufacturers to increase production and bring 

more goods or services to the market. 

2. Resource Allocation 

Pricing helps in the allocation of limited resources. High prices can be 

an incentive for producers to produce more because it can increase profits. On 

the other hand, consumers can reduce demand when prices are high, 

triggering a reallocation of resources towards more efficient use. 

3. Determinants of Income and Profit 

Price determines revenue for producers and profits for companies. 

Proper pricing can provide incentives for producers to produce efficiently, 

increase incomes and create conditions conducive to economic growth. 

4. Factors Influencing Consumer Behavior 

 Prices have a huge impact on consumer decisions. Lower prices can 

increase purchasing power and increase consumption. On the other hand, 

high prices can reduce demand, encourage consumers to look for alternatives 

or delay purchases. 
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5. Economic Health Indicators 

 Changes in the prices of various goods and services can provide an 

indication of the health of the economy. Inflation or price deflation can reflect 

economic pressures that need to be identified by governments and economic 

actors to take appropriate action. 

6. Quality Indicator 

  Price is often considered an indicator of the quality of a product. 

Consumers often associate higher prices with better quality. Therefore, price 

can be a signal to consumers about the attributes or advantages of a product. 

7. Regulation and Market Control 

 Governments often use prices as a tool to control the market 

through fiscal and monetary policies. Taxes, subsidies, and other pricing policies 

are used to direct the behavior of producers and consumers, as well as to 

achieve specific economic goals. 

8. Driving Innovation and Efficiency 

 Competitive prices can be an incentive for manufacturers to improve 

production efficiency and innovate to maintain or increase market share, while 

giving consumers access to better products and services. 

By understanding the role and mechanisms of prices, governments, 

producers, and consumers can better adapt to economic changes, improve 

resource allocation efficiency, and build more sustainable and equitable 

economic systems. 

 
Pricing Objectives 

Pricing is the process of determining the monetary value or amount of 

money that will be charged for a product or service. The purpose of pricing varies 

greatly depending on business strategy, market conditions, and other economic 

factors. Here are some common goals of the pricing process: 

1. Achieve Optimal Profits 

 One of the main goals of pricing for companies is to achieve optimal 

profits. The price set should cover production costs and leave an adequate 

profit margin to support business operations and provide incentives for 

growth. 

2. Compete in the Market 

Pricing can also be a strategy to compete in the market. Competitive 

pricing can help attract consumers, expand market share, or maintain a 

relative position to competitors. 

3. Managing Inventory 
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 Pricing can be used to manage inventory. Dynamic pricing or discount 

offers can help speed up inventory turnover, prevent the buildup of unsold 

items, and minimize the risk of loss. 

4. Shaping Brand Image 

 Price is often closely related to the brand image of a product or 

service. Appropriate pricing can create a perception of quality, exclusivity, or 

added value that the company wants to achieve. 

5. Coping with Changing Demand 

 Flexible pricing can help companies adapt to changes in market 

demand levels. Prices can be lowered to stimulate purchases when demand is 

weak or increased to optimize revenue when demand is high. 

6. Accommodate the Cost Structure 

 Pricing should include production and distribution costs. The goal is 

to ensure that each sale generates enough profit margin to cover production, 

distribution, and marketing costs. 

7. Achieve Marketing Goals 

 Pricing can be a strategic tool to achieve specific marketing goals, 

such as attracting new customers, retaining existing customers, or introducing 

new products to the market. 

 

8. Compliance with Policies and Regulations 

 Pricing also needs to pay attention to compliance with policies and 

regulations that apply in a particular market or industry. Transparent pricing 

that complies with business ethics norms supports reputation and legal 

compliance. 

Through wise pricing, companies can achieve their various business 

goals, from maximizing profits to building a strong and competitive brand 

image in the market. Proper pricing can be a very strategic tool to achieve 

sustainability and long-term success of a business. 

 
RESEARCH METHODS 

The research method of literature study is an approach that involves the 

analysis, synthesis, and interpretation of existing literature as the main basis of 

research. In this study, the researcher explored and evaluated various sources of 

writings, articles, books, and other documents relevant to the topic of the ongoing 

research. This method allows researchers to build a solid theoretical foundation, 

find current debates and findings, and identify knowledge gaps that need to be 

filled through further research. By investigating the existing literature, researchers 

can build a strong argumentative foundation, construct a conceptual framework, 

and detail the methodological framework of the research. The literature study also 
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assists the researcher in understanding the latest developments in a particular field 

and recognizing research methods that have been proven effective before, guiding 

and providing a foundation for the research approach to be taken. 

1. Research object 

The object of research in literature or literature studies is the analysis 

and synthesis of reading materials related to the research topic. Its main focus 

lies in documents such as scientific journals, books, and articles that have been 

recognized in a particular field. This literature study does not involve the 

collection of primary data, but rather aims to identify the latest developments in 

concepts, theories, or findings in the chosen topic. Through this literature review, 

researchers can detail the conceptual framework as a basis for further 

investigation. This method allows researchers to gain an in-depth understanding 

of the theme without the need to collect data themselves, often used to support 

empirical or experimental research. 

2. Data sources 

The source of data in literature or literature study research comes from 

various written documents, such as scientific journals, books, and articles 

relevant to the research topic. Researchers access literature that has been 

recognized in a particular field as the basis for analysis and synthesis. The data 

used is information contained in these texts, such as concepts, theories, and the 

latest findings that can support or fill the knowledge gap in the research 

conducted. By detailing relevant literature sources, this research can generate a 

strong theoretical basis and understand the latest developments in the field 

without involving primary data collection. 

3. Data collection techniques 

Data collection techniques in literature or literature study research do 

not involve collecting primary data, but focus on searching, analyzing, and 

synthesizing information from existing literature. This research uses a secondary 

data collection method, namely data that has been previously published by other 

parties. The main technique is intensive searches in scientific journals, books, and 

articles related to research topics.  

4. Data analysis techniques 

Data analysis techniques in literature study research involve a series of 

steps to compile, filter, and synthesize information found in the literature that 

has been studied. The researcher collects secondary data through reading and 

reviewing scientific journals, books, and articles related to the research topic.  
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RESULTS AND DISCUSSION 

A. Market Urgency in Pricing 

Market urgency in pricing is crucial in the context of business and 

economics. The market, as a meeting place for sellers and buyers, plays a central 

role in determining the price of a product or service. Here are some of the market 

urgency in pricing: 

1. Measuring Demand and Supply 

The market provides an overview of the level of demand and supply of 

a product or service. By understanding how much consumers want to buy and 

how much manufacturers are willing to sell, companies can adjust prices to 

reflect the balance between the two. 

2. Effective Pricing 

Market information helps companies determine effective pricing to 

maximize profits or achieve other strategic goals. By understanding consumer 

behavior and competition in the market, companies can set prices that match 

product value and consumer purchasing power. 

3. Adapt to Market Changes 

The market is dynamic, and factors such as changing trends, consumer 

preferences, or economic policies can affect prices. The ability to adapt to 

market changes allows companies to adjust their pricing strategies to remain 

relevant and competitive. 

4. Create a Competition Strategy  

Knowledge of the market helps companies create competitive 

strategies. Analyzing competitors' prices and consumer needs helps 

companies set prices that can provide added value and a competitive 

advantage. 

5. Assessing Value Perception 

The market plays a key role in shaping the perception of value towards 

a product. The price set must be in line with the value received by the 

consumer. Through market understanding, companies can assess the extent 

to which prices reflect expected quality and benefits. 

6. Optimize Revenue 

Market information helps companies optimize revenue. The right 

pricing strategy can stimulate demand, increase sales volume, and at the same 

time maintain adequate profit margins. 

7. Planning Promotions and Discounts 

 Market understanding helps companies design effective 

promotions and discounts. Knowledge of consumer preferences and responses 

to prices can be used to create attractive and positively impactful promotional 

strategies. 
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By understanding the market urgency in pricing, companies can optimize 

their strategies to achieve business goals, maintain competitiveness, and meet 

consumer needs and expectations. The market is a critical source of information in 

directing effective and sustainable pricing policies. 

B. Perfect Pricing and Competition in the Islamic Market 

Prices and competition in the Islamic market reflect the principles of 

Islamic economics that underlie its economic system. In the Islamic market, the 

concept of price and competition is guided by sharia values that prioritize justice, 

transparency, and social balance. Here are some important points regarding 

prices and competition in the Islamic market: 

1. Fair and Transparent Pricing 

In Islamic economics, pricing is driven by the principle of justice. Prices 

should reflect fair value, and fair pricing practices are emphasized. 

Transparency in the pricing process is also important, so that consumers can 

understand and trust the value imposed. 

2. Prohibition of Riba 

The principle of prohibition of usury or interest in Islam influences 

pricing. The practice of interest is avoided, and this includes when interest is 

inserted in the price of a product or service. This provides an ethical basis for 

clean pricing and in accordance with sharia principles. 

3. Healthy Competition 

Islamic economics encourages healthy competition, which means there 

are no monopolies or practices that are detrimental to consumers. Healthy 

competition creates product diversity, competitive prices, and the best 

choices for consumers. 

4. Sustainability and Shared Prosperity 

 The principle of maslahah or common welfare is the basis for pricing. 

Prices must consider economic sustainability and provide balanced benefits to 

all parties involved, including producers, consumers, and society as a whole. 

5. The Importance of Business Ethics 

Business ethics in Islam encompass aspects such as honesty, social 

responsibility, and integrity. Ethical pricing must ensure that these values are 

respected, and that companies are responsible for the social and 

environmental impact of their business activities. 

6. The Importance of Value and Quality 

In the Islamic market, it is important to consider the value and quality 

of the product or service. Price is supposed to reflect the true value of a good 

or service, and consumers are given choices based on the quality and benefits 

produced. 

7. The Importance of Zakat and Infaq 
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Zakat and infaq are important factors in the Islamic economy. 

Successful companies and individuals are expected to contribute to social 

interests through the payment of zakat and infaq. This creates a social 

dimension in pricing. 

By understanding and applying the principles of Islamic economics, the 

Islamic market is expected to create an ethical, fair, and sustainable business 

environment. Price and competition are directed to support the welfare of 

society as a whole, in line with the values contained in the teachings of Islam. 

 
Challenges and Solutions in Applying Ethics in Pricing 

Implementing ethics in pricing is not always easy and often involves a 

number of challenges. Here are some common challenges faced, along with 

possible solutions: 

1. Challenge 

a. Pressure to maximize profits 

 Some companies may feel compelled to set high prices to maximize 

profits, especially in a highly competitive business environment. 

b. Non-transparency 

 The practice of non-transparency in pricing can reduce consumer 

confidence. Some companies may be reluctant to provide clear information 

regarding the factors that affect pricing. 

c. Volatile Markets 

 Market fluctuations and changes in economic conditions can make 

pricing difficult to predict, especially in situations where the cost of 

production or supply of raw materials changes suddenly. 

d. Unfair Competition 

 The existence of unfair competition or business practices that are 

detrimental to consumers can create pressure on companies to follow 

similar practices. 

2. Solution 

a. Transparent Pricing 

Transparency is key. Companies can increase openness in pricing by 

providing clear and comprehensive information to consumers regarding 

the factors that affect prices 

b. Attention to Consumer Welfare 

 Companies must prioritize consumer welfare over solely maximizing 

profits. Implementing a fair pricing policy and providing added value for 

consumers is a positive step. 

c. Adaptation to Market Changes 
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Companies need to have the flexibility to adapt to market changes. 

This could involve constant monitoring of market conditions and readiness 

to adjust prices as needed. 

d. Commitment to Business Ethics 

The company must have a strong commitment to business ethics. 

This involves developing clear policies and ethical guidelines and ensuring 

that all staff involved understand and implement them. 

e. Use of Technology for Price Monitoring 

Using technology to monitor prices and market conditions can help 

companies respond quickly to changes and maintain fairer pricing. 

Applying ethics in pricing requires a strong commitment from 

companies to maintain a balance between economic interests and social 

justice. By addressing these challenges through the right solutions, 

companies can create an ethical and sustainable business environment. 

 
Development of Business Determination Ethics in Indonesia 

The development of business ethics in Indonesia has undergone positive 

changes over time, reflected in the increasing awareness of companies on social 

and ethical responsibilities in managing their businesses. One significant trend is 

the company's commitment to corporate social responsibility (CSR) policies that 

include ethical aspects in business decisions. Many companies in Indonesia now 

better understand and recognize the importance of integrating ethical principles 

in their business decisions. Commitment to CSR policies is no longer only 

considered a social responsibility, but also an integral part of a long-term 

business strategy. These companies are actively involved in various initiatives 

that have a positive impact on society, the environment, and other stakeholders. 

The transparency aspect in pricing is also a major focus. Many companies 

engage in the practice of disclosing clearer information regarding the factors 

that influence the pricing of their products or services. By providing more 

transparent information to the public, including consumers, companies seek to 

build trust and increase their accountability to business practices. 

The role of technology in improving business ethics cannot be ignored 

either. Companies in Indonesia are increasingly using technology to improve 

transparency, make reporting easier, and manage data more efficiently. 

Innovation in the use of technology allows for better monitoring of business 

practices, helping companies to be more responsive to change and supporting 

sustainability. 

In addition, consumer awareness of business ethics is growing. 

Consumers in Indonesia tend to be more critical of a company's business 

practices and prefer to support companies that practice good business ethics, 
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including in terms of fair and transparent pricing. Collaboration between 

companies and government regulations is also an integral part of the 

development of business determination ethics. The push to develop regulations 

that support business ethics and cooperation between companies to improve 

overall industry practices has a positive impact on the development of business 

ethics in Indonesia. 

Although challenges remain, such as the pressure to achieve maximum 

profits or face volatile market situations, companies in Indonesia continue to 

pursue more ethical business practices. Thus, the development of business ethics 

in Indonesia reflects a positive transformation in business culture that 

increasingly recognizes that long-term success cannot be separated from ethical, 

sustainable, and responsible business practices. 

 
CONCLUSION 

In conclusion, market urgency in pricing is vital in business and economics, 

being a central place where sellers and buyers interact to determine the price of a 

product or service. Various market urgencyes, such as demand measurement, 

effective pricing, adaptation to change, competitive strategies, value assessment, 

and revenue optimization, demonstrate the crucial role of the market in guiding 

effective and sustainable pricing policies. 

In the Islamic market, prices and competition are reflected in the principles 

of Islamic economics, which encourage fair and transparent pricing, the prohibition 

of usury, healthy competition, sustainability, common welfare, business ethics, the 

importance of value and quality, and zakat and infaq. However, challenges in 

implementing pricing ethics, such as pressure to maximize profits, lack of 

transparency, volatile markets, and unfair competition, require solutions such as 

transparent pricing, attention to consumer welfare, adaptation to market changes, 

commitment to business ethics, use of technology, and collaboration between 

industry and government regulations. 

The development of business ethics in Indonesia shows a positive trend with 

increasing corporate awareness of social responsibility and business ethics. 

Commitment to CSR policies, price transparency, technology utilization, and 

consumer awareness are the main focuses. Although challenges remain, the 

company's continuous efforts in adopting ethical business practices contribute to a 

more sustainable and responsible business environment in Indonesia. 
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