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In the modern business world, socio-religiopreneurship is an
approach that integrates Islamic values with business practices,
creating a balance between economic profit and social benefits. As
part of the Muhammadiyah Charity, PT Mentari Prima Niaga applies
this concept in its business operations. This research aims to analyze
the organizational communication strategy used by PT Mentari
Prima Niaga in implementing socio-religiopreneurship to
understand how communication can support the sustainability of
Islamic value-based businesses. The research method used is a
qualitative approach with a case study, where data is collected
through interviews, observations, and document analysis. The
results showed that PT Mentari Prima Niaga implemented a value-
based communication strategy, two-way communication, and digital

technology to improve organizational synergy. The main barriers in
organizational communication include continually improving the
understanding of Islamic values among employees, missing
communication in the workplace, and sometimes the lack of effective
communication channels in certain situations. The company
overcomes these barriers through intensive training programs and
strengthening internal communication procedures. The results of
this study provide implications for companies that want to
implement socio-religiopreneurship with effective communication
strategies. In addition, this research also provides insights for
Islamic-based business institutions in optimizing organizational
communication to achieve economic and social welfare sustainably.

This is an open access article under the CC-BY-SA license.

1. Introduction

In the modern business world, entrepreneurship is based on achieving profits and how
businesses can have a positive social impact on society (Malecki, 2018). One of the growing
activities in this context is socio-religiopreneurship, which is an entrepreneurial practice that is not
only oriented toward economic profit but also prioritizes social and religious values (Chandra,
2017; Wu, 2015). In Islam, business is not just an economic activity but also part of worship that

must be carried out with the principles of honesty, justice, and shared prosperity (George, 2021).
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Socio-religiopreneurship emphasizes integrating Islamic values into business practices,
including business ethics, value-based leadership, and concern for community welfare. This
concept allows the creation of a business ecosystem that is profitable for business actors and
provides broad benefits to society, especially in increasing economic independence and social
welfare. In this context, socio-religiopreneurship becomes relevant because it can address

economic challenges while maintaining Islamic business principles (Ali, 2015; Hilmy, 2013).

Muhammadiyah, one of Indonesia’s largest Islamic organizations, has long been building and
managing various businesses based on Islamic values (Sulistiyanto, 2006; Syamsuddin, 1995). This
organization is known as a da’'wah and education movement and as a pioneer in building the
economic independence of the people through the establishment of Muhammadiyah Charities
(AUM). Based on Islamic values, these AUMs cover various sectors, including education, health, and

business (Qodir, 2021).

Since its inception, Muhammadiyah has shown that integrating Islamic values and the business
world can produce a broad positive impact. Through the socio-religiopreneurship approach,
Muhammadiyah not only creates sustainable business units but also makes a real contribution to
the economic development of the people (Adhantoro, 2025; Suryadin, 2022). Muhammadiyah’s
success in this field can be seen from the many well-managed institutions, such as hospitals,
universities, and business entities, that continue to grow and benefit the wider community (Djamil,

1995).

However, in managing Islamic value-based businesses, Muhammadiyah faces various challenges
in managerial, regulatory, and internal organizational dynamics (Fitra, 2021; Hamami, 2021).
Therefore, the organizational communication strategy ensures that each Muhammadiyah business
unit can run well according to its vision and mission. Organizational communication is a key factor
in maintaining the sustainability and effectiveness of managing Islamic value-based business
institutions (Harlianti, 2021; Latief, 2020). In the context of Muhammadiyah, organizational
communication not only includes the delivery of information between leaders and members but
also how Islamic values are applied in internal and external interactions of the organization

(Hariyadi, 2021; Lestari, 2021).

In a large organization like Muhammadiyah, effective communication is needed to align the
business institution’s vision, mission, and strategic goals with operational practices in the field
(Hilmy, 2013). Transparent and open communication patterns will Help build synergy between
business units, improve coordination between members, and ensure that policies taken can be

understood and implemented correctly by all parties involved (Harlianti, 2021; Latief, 2020).
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In addition, organizational communication also plays a role in overcoming obstacles and
challenges that arise in managing an Islamic value-based business (Atmaja & Dewi, 2018). With
good communication, organizations can avoid misinterpretation of policies, manage conflicts
constructively, and strengthen relationships with various stakeholders, including the community,
business partners, and the Government (Massey, 2001). In today’s digital era, the use of technology
in organizational communication is also important in ensuring effectiveness and efficiency in the
management of Muhammadiyah business institutions. As one of Muhammadiyah’s business
charities, PT Mentari Prima Niaga is a concrete example of how the socio-religiopreneurship
concept is applied in business practices. PT Mentari Prima Niaga operates by prioritizing Islamic
principles in its business activities, aiming to seek profit and provide benefits to the broader

community.

PT Mentari Prima Niaga is a construction services company operating under PT Madina Mentari
Utama, which the Muhammadiyah Central Leadership owns. The company is constructing various
facilities, including lecture halls, schools, and other infrastructure. As part of the Muhammadiyah
Amal Usaha Muhammadiyah (AUM), PT Mentari Prima Niaga integrates Islamic values in its
business practices, aligning with socio-religiopreneurship principles that prioritize business ethics,
value-based leadership, and community welfare. The company also actively opens employment
opportunities, such as estimator positions, to support its operational activities. With this approach,
PT Mentari Prima Niaga focuses on economic benefits and provides a positive social impact in the

broader community.

PT Mentari Prima Niaga has challenges in managing an Islamic value-based business amid
increasingly competitive competition. Therefore, the organizational communication strategy
implemented by PT Mentari Prima Niaga is an essential aspect to study, especially to align Islamic
values with modern business needs. How are internal and external communication patterns used?
How can organizational communication Help build synergy between employees, leaders, and the
surrounding community? These questions are the basis of this research to understand more about
implementing socio-religiopreneurship in Islam-based businesses. This research is interesting
because it examines how socio-religiopreneurship is applied in an Islamic-based business

organization with a vast network, such as Muhammadiyah.

Previous research can Help this study by revealing how organizational communication can be a
key factor in maintaining the sustainability of Islamic value-based businesses. How can
communication be used to strengthen Islamic values in the business world at PT Mentari Prima
Niaga? How do organizations face communication challenges in managing Sharia-based
businesses? The answers to these questions will provide valuable insights for business managers

who wish to adopt a similar model.
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As seen in Table 1, the following are some previous studies that are relevant and appropriate to

this research, namely:

Table 1. FIVE PREVIOUS STUDIES

Author
No Name & Title Research Objectives Result Variable Equation
Year Research
Research
1  Agustina, The Role of Analyzing the Organizational Effective internal
(2024) Organizational effectiveness of Communication, communication
Communication in communication Socio- increases
Sharia Business strategies in Religiopreneurship  productivity and
Development Islamic-based job satisfaction in
businesses Islamic businesses
2 Aprianto, The Role of Identifying Organizational Vertical and
(2016) Leadership communication Communication horizontal
Communication in patterns in sharia communication
Organizational business contributes to the
Development from sustainability  of
an Islamic sharia-based
Perspective businesses
3  Islamiyah The Role of Examining the Organizational Good
& Sukaris, Communicationand impact of Communication organizational
(2021) Organizational communication communication
Culture on values on improves
Employee corporate employee
Performance at PT. organizational performance and
Baja Stainless culture organizational
effectiveness.
No Author Title Research Objectives Result Variable Equation
Name & Research
Year
Research
4  Mawadda The Role of Identifying how Organizational Good
et al, Organizational organizational Communication communication
(2022) Communication in communication strengthens
the Effectiveness of enhances the coordination and
Islamic Educational effectiveness of operational
Institutions in the Islamic institutions effectiveness in
Era of Globalization Islamic educational
institutions.
5 Wardani, Organizational Analyzing the role Organizational Effective
(2023) Communication as of organizational Communication organizational
the Key to communication in communication
Effectiveness and the effectiveness increases
Productivity in the and productivity of productivity — and
Modern Economic Islamic business achievement of
Environment organizational
goals.

SOURCE: RESEARCHER DATA PROCESSING. 2025

This research also fills a void in previous studies that are still minimal in exploring the

relationship between organizational communication and the effectiveness of implementing Islamic

values in the business world. With a case study approach to PT Mentari Prima Niaga, this research
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provides new insights into how communication strategies can Help organizations face modern

business challenges without ignoring Sharia principles.

By examining PT Mentari Prima Niaga, this research aims to provide insight into how socio-
religiopreneurship can be managed effectively in an Islamic value-based business organization and
understand the organizational communication patterns applied by PT Mentari Prima Niaga in
building synergy between employees, leaders, and the surrounding community. Organizational
communication is key to maintaining the sustainability and effectiveness of Islamic-based business
management. By studying PT Mentari Prima Niaga, this research not only focuses on the theoretical
aspects but also looks at the real implementation in the field. The results of this study are expected
to contribute to the development of organizational communication strategies in the
Muhammadiyah business environment and provide practical recommendations for business
managers who want to adopt a socio-religiopreneurship approach in their operations. Most
previous studies have discussed the economic and managerial aspects of socio-religiopreneurship,
but not many have explored the role of organizational communication in its success. This study
offers a new perspective by examining how organizational communication can strengthen the

implementation of socio-religiopreneurship in Islamic-based enterprises.

2. Theoretical Framework

Socio-Religiopreneurship
Socio-religiopreneurship is an entrepreneurial concept that integrates social aspects and

religious values in business practices. This model aims to create a balance between economic gain
and social responsibility, where businesses are not only profit-oriented but also play a role in
improving the welfare of society and upholding moral principles and religious ethics. In this
concept, business success is measured not only by financial aspects but also by its positive impact

on the social environment and how religious values are applied in its operations (Soeratno, 2017).

The basic principles of socio-religiopreneurship include several fundamental aspects. First is the
balance between profit and social benefit, which emphasizes that business should have a broader
purpose than just obtaining personal profit but also provide benefits to society, especially for
disadvantaged groups. Second, ethics and morality are based on religious teachings, which means
that every aspect of business must be carried out with integrity, transparency, justice, and social
care, as the values taught in Islamic teachings (Parwez, 2017; Rabbani, 2021a). Third, economic
empowerment of the people, where socio-religiopreneurship must create business opportunities
and employment for the wider community, especially for weak economic groups, so that they can
improve their living standards. Fourth, business and social sustainability emphasize that

businesses are not only oriented towards short-term profits but must ensure business
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sustainability without damaging social and environmental order so that future generations can feel

the benefits (Soeratno, 2023).

In Islamic businesses and organizations, socio-religiopreneurship can be implemented through
strategies based on sharia principles and social concerns. One of the most apparent forms of
implementation is Sharia-based business, where companies follow Islamic principles, such as
transparency, fairness, and avoidance of usury, gharar (uncertainty), and maysir (gambling)
practices. This is reflected in various sectors, including Islamic banking, Islamic cooperatives, and

the halal industry, which includes food, pharmaceuticals, and cosmetics (Anggadwita, 2017).

In addition, Islamic-based Corporate Social Responsibility (CSR) is also an important instrument
in socio-religiopreneurship. Companies that implement Islamic-based CSR not only provide
donations or social assistance but also actively run corporate zakat, infaq, sadagah, and productive
wagqf programs that can support the welfare of the people (Ascarya, 2022; Parwez, 2017; Rabbani,
2021a). In this way, businesses contribute to the company’s internal economy and the wider
community, creating a more inclusive and economically empowered environment (Anggadwita,

2017; Rabbani, 2021b).

Furthermore, socio-religiopreneurship can also be realized by empowering Islamic-based small
and medium enterprises (SMEs). Large companies can act as facilitators or mentors for small
Muslim entrepreneurs in an Islamic-based business ecosystem through partnership programs,
business mentoring, or access to Sharia-based capital. This model enables the creation of a stronger

and more sustainable business ecosystem among Muslims (Firmansah, 2024).

In addition, the productive waqf-based business model is one of the innovative strategies in
socio-religiopreneurship. Productive waqf allows waqf assets to be professionally managed to
support business activities using proceeds for social and religious purposes, such as education,
health, or economic empowerment (Risa, 2020). In this way, wagqf functions as a jariya charity and

an economic instrument capable of broadening society (Al-Daihani, 2025; Ayub, 2024).

Finally, Islamic entrepreneurship education and training are important in ensuring the
sustainability of socio-religiopreneurship. Through training programs, seminars, and workshops,
aspiring Muslim entrepreneurs can be equipped with the knowledge and skills to run a business
according to Islamic values. With continuous education, it is expected that more Muslim
entrepreneurs will be able to run businesses with a socio-religiopreneurship approach, thus

creating a stronger and more competitive Islamic business ecosystem.

Organizational Communication Theory
Organizational communication is a key element in the effectiveness of organizational

management. According to Goldhaber (1987), organizational communication is the process of
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creating and exchanging messages within an organizational system to achieve common goals. In

this study, organizational communication is analyzed in three main aspects:

The main components of this model in the context of PT Mentari Prima Niaga: (1) Vertical
Communication (Top - Subordinate), Used to convey vision, mission, and Islam-based policies in
business operations. Reflects transparent and fair leadership in accordance with Islamic principles.
(2) Horizontal Communication (Between Employees & Partners), Aims to create harmonious and
synergistic work coordination. Ensuring that every unit in the organization understands and
applies Islamic values in daily work practices. (3) External Communication (With Consumers &
Society), Used to build the company's image as a business that runs socio-religiopreneurship. Play
a role in customer education regarding Islamic business principles and social benefits (Zhaldak,

2021).

In addition, in the implementation of socio-religiopreneurship, the communication strategy
applied is very influential on the effectiveness of organizational message delivery. According to
communication strategy theory, the success of organizational communication depends on (1)
Informative communication, which conveys the vision, mission, and values of Islam in business. (2)
Persuasive communication, which aims to build employees' understanding and commitment to
socio-religiopreneurship. And (3) Instructional communication, which directs employees in the

application of Islamic values in business operations.

With these various forms of implementation, socio-religiopreneurship is not only an ideal
concept, but can also be applied in the real world of Islamic businesses and organizations. This
model provides solutions to modern business challenges while maintaining Islamic principles, thus
creating a balance between economic success and social benefits (LaBelle & Waldeck, 2020). This
model is an adaptation of organizational communication theory that emphasizes Islamic principles,
such as shiddiq (honest), amanah (trustworthy), fathanah (intelligent), and tabligh

(communicative).

History and Role of Muhammadiyah in Establishing Islamic Value-Based Businesses
Muhammadiyah is one of the largest Islamic organizations in Indonesia founded in 1912 by KH

Ahmad Dahlan in Yogyakarta. The organization aims to advance Muslims through education, health,
and economic empowerment. Since its inception, Muhammadiyah has been committed to
integrating Islamic values in every aspect of life, including in the economic field (Suara

Muhammadiyah, 2020).

Muhammadiyah's role in establishing Islamic value-based businesses is very significant. The
organization not only focuses on da'wah and educational activities, but also develops various

business institutions that aim to improve the welfare of the community. Some of the businesses
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established by Muhammadiyah include hospitals, schools, cooperatives, and Islamic financial
institutions. These businesses are not only profit-oriented, but also strive to provide social benefits

and meet the needs of the community in accordance with sharia principles (Faisal & Rifai, 2020).

Through this business institution, Muhammadiyah contributes to creating jobs, improving
people's lives, and educating people about the importance of doing business in an ethical way and
in accordance with Islamic teachings (Subiyakto et al., 2022). Thus, Muhammadiyah acts as an agent

of social change that is committed to creating a prosperous and just society (Abas et al.,, 2020).

PT Mentari Prima Niaga as Part of Muhammadiyah Business
PT Mentari Prima Niaga is one of the business entities established under Muhammadiyah. As

part of the Muhammadiyah business network, PT Mentari Prima Niaga is committed to
implementing socio-religiopreneurship principles in its operations (Baity & BayuBawono, 2023).
The company focuses on developing products and services that are not only financially beneficial,

but also have a positive impact on society (Natasya & Adi, 2023).

As part of Muhammadiyah's efforts, PT Mentari Prima Niaga integrates Islamic values in every
aspect of its business. This includes the implementation of high business ethics, social
responsibility, and active involvement in community empowerment programs (Natasya & Adi,
2023). Thus, PT Mentari Prima Niaga not only functions as a commercial entity, but also as a social
agent that contributes to community development and the improvement of the quality of life of the
people. Through various initiatives and programs, PT Mentari Prima Niaga strives to create synergy
between its business goals and Muhammadiyah's social mission (Baity & BayuBawono, 2023).
Thus, the company becomes a real example of the implementation of an Islamic value-based

business that is sustainable and has a positive impact on the wider community.

3. Method

Types of research
This research uses a qualitative approach with a case study method. The qualitative approach

was chosen because this research aims to deeply understand the phenomena at PT Mentari Prima
Niaga in the context of implementing organizational communication strategies and socio-
religiopreneurship (Sugiyono & Lestari, 2021). As seen in Fig. 1, it can be seen that the case study
method allows researchers to explore and analyze in detail the practices carried out by PT Mentari

Prima Niaga and how this organization applies Islamic values in its business operations.

This case study will provide a more comprehensive insight into the internal and external
dynamics that influence the communication strategy and implementation of socio-
religiopreneurship in the company. Thus, researchers can explore richer and more contextual

information about how PT Mentari Prima Niaga operates as part of a Muhammadiyah business
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institution. The data sources in this research consist of two categories, namely primary data and
secondary data. Primary data through (1) Interviews, Researchers will conduct in-depth interviews
with the manager of PT Mentari Prima Niaga. This interview aims to obtain direct information about
the communication strategies implemented, the challenges faced, and how Islamic values are
integrated in business practices. Interviews will be conducted in a semi-structured manner, so that
researchers can explore relevant topics flexibly. (2) Direct Observation, Researchers will also
conduct direct observations at the PT Mentari Prima Niaga location to directly understand the
operational processes, interactions between employees, and the implementation of Islamic values
in daily activities. This observation will provide a clearer context of how communication strategies

and socio-religiopreneurship are applied in practice (Creswell & Creswell, 2018).

= Approach: Qualitative
+ Method: Case Study
(lypS ot Foscarsh = Objective: Understanding the implementation of organizational communication strategies and
socio-religiopreneurship at PT Mentari Prima Niaga
|
|
: Primary Data
| = Interviews: In-depth interviews with PT Mentari Prima Niaga managemen, Focus an
| > communication strategies, challenges, and Islamic values integration, Method: Semi-structured
¥ » Direct Observation: Observing company operations, employee interactions, and the
implementation of Islamic values
Data Sources
Secondary Data
= Organizational Documents: Vision, mission, internal policies, annual reports
| « Financial Reports: Analyzing sustainability and the impact of social-religious aspects on
| > business decisions
| » Relevant Literature: References on socio-religiopreneurship and organizational communication
theories
I » Documentary Study: Collecting and analyzing documents related to the company’s socio-
| economic performance
|
|
L4 = Data Reduction: Filtering and selecting relevant information, |dentifying key themes from
Data Analysis interviews, observations, and documentation
Techni u‘:s —> = Data Display: Presenting data in tables, graphs, or diagrams, Visualizing patterns and trends
q = Conclusion Drawing: Interpreting research findings, Connecting results with research
objectives, Providing recommendations for arganizational development

Fig. 1. Research Methode

Secondary Data, (1) Organizational Documents by collecting official documents from PT Mentari
Prima Niaga, such as the company's vision and mission, internal policies, and annual reports that
reflect the performance and goals of the organization (Nada rahmi et al.,, 2022). (2) Financial
Reports, Financial reports will be analyzed to understand the sustainability and growth aspects of
the company, as well as how social and religious aspects affect business decisions. (3) Related
Literature, Researchers will also refer to relevant literature regarding socio-religiopreneurship,
organizational communication, and Islamic value-based business practices. This literature will
provide a strong theoretical foundation for the analysis and interpretation of the data obtained. By
using a combination of primary and secondary data, this research is expected to provide a
comprehensive and in-depth picture of the organizational communication strategy in the

implementation of socio-religiopreneurship at PT Mentari Prima Niaga. (4) Documentation studies
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will be conducted by collecting and analyzing various relevant documents, such as annual reports,
internal policies, and other organizational documents. These documents will provide additional
information regarding PT Mentari Prima Niaga's vision, mission, and goals, as well as how the
company reports its social and economic performance. Document analysis will also help
researchers to understand the broader context of the socio-religiopreneurship practices

implemented by the company.

Data Analysis Techniques
Data reduction is the process of filtering and selecting relevant information from the data that

has been collected. In this stage, the researcher will identify the main themes that emerge from the
interviews, observations, and documentation studies. Irrelevant or repetitive data will be
eliminated to focus the analysis on the most significant information. Data reduction helps
researchers to simplify complex information into a more manageable and analyzable form. Display
data, After the data is reduced the next step is to display the data in an organized and easy-to-
understand form. Researchers can use tables, graphs, or diagrams to present key findings from
interviews, observations, and documents. Displaying data allows researchers to see patterns,
relationships, and trends that emerge from the data, and facilitates the process of drawing

conclusions (Assyakurrohim et al.,, 2022).

Drawing conclusions is the final stage of data analysis, where the researcher will interpret and
summarize the findings that have been analyzed. In this stage, the researcher will relate the results
of the analysis to the research questions and objectives of the study (Schreier et al., 2019). Drawing
conclusions also includes critical reflection on the data obtained, as well as considering the
implications of the findings for the practice of organizational communication and socio-
religiopreneurship at PT Mentari Prima Niaga. The researcher will develop recommendations
based on the research results for further development in the context of the organization. By using
systematic data collection and data analysis techniques, this research is expected to provide an in-
depth understanding of organizational communication strategies in the implementation of socio-

religiopreneurship at PT Mentari Prima Niaga.

4. Result and Discussion

Islamic Values in the Business Management of PT Mentari Prima Niaga
The results showed that PT Mentari Prima Niaga consistently integrates Islamic values in every

aspect of its business management. These values include honesty, justice, social responsibility, and
concern for others. In practice, the company applies sharia principles in business transactions,
ensuring that all business activities do not violate Islamic law. For example, in product
procurement, PT Mentari Prima Niaga chooses to work with suppliers who also apply sharia

principles, thus creating a mutually supportive business ecosystem (Natasya & Adi, 2023).
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In addition, the company also emphasizes transparency in financial reporting and resource
management. This not only increases trust from stakeholders, but also creates an ethical
organizational culture. Employees at PT Mentari Prima Niaga are trained to understand and apply

Islamic values in their work, thus creating a harmonious and productive work environment.

Muhammadiyah's Strategy in Building Economic Independence
PT Mentari Prima Niaga operates as part of Muhammadiyah's strategy in building the economic

independence of the ummah. The results show that the company focuses not only on profitability,
but also on community empowerment. One of the initiatives undertaken is an entrepreneurship
training program for the surrounding community, which aims to improve their skills and
knowledge in doing business. This program is in line with Muhammadiyah's vision to empower

people through education and economy (Nova et al,, 2015).

In addition, PT Mentari Prima Niaga is also active in running corporate social responsibility
(CSR) programs that focus on poverty alleviation and improving the quality of life of the community.
Through various social activities, such as the provision of education, health, and skills training
assistance, the company strives to create a sustainable positive impact on the community. Thus, PT
Mentari Prima Niaga not only functions as a business entity, but also as an agent of social change

that contributes to the economic development of the people.

Organizational Communication in the Management of PT Mentari Prima Niaga
Organizational Communication Structure at PT Mentari Prima Niaga
The results showed that PT Mentari Prima Niaga has a clear and organized organizational

communication structure. This structure includes formal communication channels that connect
different levels of management, from top management to employees in the field. Communication is
conducted through various channels, including regular meetings, internal newsletters, and digital

platforms that facilitate information exchange.

Top management plays a role in conveying the company's vision and mission, while middle
managers are responsible for translating the policies into daily practices. Employees in the field are
also given the opportunity to provide input and feedback, demonstrating effective two-way
communication. This structure supports transparency and accountability in the management of the

company (Zhaldak, 2021).

Internal and External Communication Patterns
The internal communication pattern at PT Mentari Prima Niaga is collaborative, where

employees are encouraged to actively participate in discussions and decision-making. Team
meetings are held regularly to discuss project progress, challenges faced, and possible solutions. In
addition, the company also uses digital platforms to facilitate faster and more efficient

communication, such as instant messaging applications and email. Meanwhile, external
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communication patterns involve interactions with various stakeholders, including customers,
suppliers, and communities (Goldhaber, 1986). PT Mentari Prima Niaga is active in building good
relationships with customers through responsive customer service and value-based marketing
programs. The company also engages in social activities that involve the community, thus creating

a positive image and increasing public trust.

The Role of Communication in the Success of Socio-Religiopreneurship
The results show that effective communication plays an important role in the success of socio-

religiopreneurship at PT Mentari Prima Niaga. Through clear and open communication, the
company can convey its Islamic values and social goals to all employees and stakeholders. This
creates a shared awareness and commitment to achieving a greater goal. Good communication also
helps in identifying and overcoming challenges faced in the implementation of socio-
religiopreneurship. With feedback from employees and stakeholders, companies can make
necessary adjustments to improve the effectiveness of social and business programs. In addition,
transparent communication increases customer trust and loyalty, which in turn contributes to the

sustainability and growth of the company.

Organizational Communication Strategy in Socio-Religiopreneurship
Communication Strategy to Build Synergy in Organizations
The research results show that PT Mentari Prima Niaga implements several effective

communication strategies to build synergy within the organization. One of the main strategies is
value-based communication, where the company actively conveys its vision, mission, and Islamic
values to all employees. Through training and workshops, employees are encouraged to understand
and internalize these values, thereby creating a shared purpose and commitment to achieving the

company's vision.

In addition, PT Mentari Prima Niaga also implements two-way communication that encourages
active participation from employees. Regular meetings and discussion forums are held to provide
employees with the opportunity to share ideas, input, and feedback. In this way, employees feel
valued and involved in decision-making, which in turn enhances a sense of ownership and synergy

within the organization.

Another strategy implemented is the use of communication technology. PT Mentari Prima Niaga
utilizes digital platforms to facilitate faster and more efficient communication, such as instant
messaging applications and project management systems. This allows employees to collaborate

more effectively, even when they are in different locations.
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Communication Barriers and Solutions Implemented
Although PT Mentari Prima Niaga has implemented various communication strategies, this

research also identifies several communication barriers faced. One of the main obstacles is that
there are sometimes differences in understanding Islamic values among employees. Some
employees may have different backgrounds, so their understanding of these values varies and it is

always necessary to inform or remind them.

To overcome this obstacle, PT Mentari Prima Niaga implemented a more intensive training and
socialization program. This program is designed to provide a deeper understanding of Islamic
values and how these values can be applied in a business context. Such as holding regular Quran
recitation sessions for the entire company team, congregational prayers, reminding of prayer times,
and organizing lectures on Islam for the entire team in the company. In addition, the company also
holds Q&A sessions and open discussions to provide space for employees to share their views and

clarify issues related to what has been done or obstacles encountered while working.

Another identified barrier is the lack of effective communication channels in certain situations,
such as during policy or procedure changes. To address this, PT Mentari Prima Niaga developed
clear emergency communication procedures, including official announcements via email, personal
delivery to all members, through WhatsApp Group, and direct meetings to ensure that all employees

receive accurate and timely information.

Discussion
The implementation of socio-religiopreneurship at PT Mentari Prima Niaga shows that the

integration of Islamic values in business management can create a sustainable business model and
have a positive impact on society. By prioritizing sharia principles, the company not only meets

market demands, but also carries out its social responsibility as part of the Muslim community.

Muhammadiyah's strategy in building economic independence through PT Mentari Prima Niaga
reflects the organization's commitment to empowering people and creating prosperity. The
entrepreneurship training initiatives and CSR programs run by the company show that business
can serve as a tool to achieve larger social goals. This is in line with the concept of socio-
religiopreneurship which emphasizes the importance of creating social and economic value

simultaneously.

Thus, PT Mentari Prima Niaga can be used as an example for other companies in applying the
principles of socio-religiopreneurship. This research also provides insights for the development of
Islamic value-based business models that can be adopted by other organizations in order to achieve
economic independence and community welfare. PT Mentari Prima Niaga's success in

implementing Islamic values and Muhammadiyah's strategy shows that ethical and socially
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responsible business can make a significant contribution to the economic development of the
people. The implementation of organizational communication at PT Mentari Prima Niaga shows
that a clear communication structure and collaborative communication patterns can enhance the
effectiveness of company management. With open communication channels, employees feel more
engaged and have a sense of ownership towards the company's goals. This is in line with the
principles of socio-religiopreneurship which emphasize the importance of collaboration and
participation in achieving social and economic goals. An inclusive internal communication pattern
and a responsive external communication pattern also contribute to the company's positive image
in the eyes of the public. Active involvement in social activities and transparent communication
with stakeholders helps PT Mentari Prima Niaga build a good reputation, which is very important

in the context of a business based on Islamic values.

Thus, effective organizational communication not only supports daily operations but also plays
a strategic role in the success of socio-religiopreneurship. This research provides insight that
companies capable of managing communication well will be more able to achieve their social and
economic goals, as well as create a sustainable positive impact on society. The success of PT Mentari
Prima Niaga in integrating organizational communication with Islamic values and Muhammadiyah
strategies demonstrates that good communication is key to achieving success in an ethical and
socially responsible business context. The communication strategy implemented by PT Mentari
Prima Niaga shows that effective communication is the key to building synergy within the
organization. By prioritizing Islamic values and encouraging active participation from employees,
the company has successfully created a collaborative and harmonious work environment. This is in
line with the principles of socio-religiopreneurship, which emphasize the importance of

collaboration and the involvement of all parties in achieving common goals.

The communication barriers faced, such as differences in understanding and the lack of effective
communication channels, are common challenges in organizations. However, by implementing the
right solutions, PT Mentari Prima Niaga can overcome these obstacles and improve communication
effectiveness. Intensive training and socialization programs help align understanding among
employees, while emergency communication procedures ensure that important information is
conveyed quickly and accurately. The implications of this research indicate that Muhammadiyah
business institutions, such as PT Mentari Prima Niaga, can learn from good communication
practices and the integration of Islamic values in business management. By implementing effective
communication strategies, Muhammadiyah business institutions can improve organizational
performance, strengthen relationships with stakeholders, and achieve greater social and economic
goals. This research also emphasizes the importance of training and socializing Islamic values to

create a common understanding among employees, which in turn can enhance synergy and
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collaboration within the organization. Based on the research findings, several recommendations for

PT Mentari Prima Niaga to improve organizational communication are as follows:

Improvement of Training Programs, Developing a more comprehensive training program on
Islamic values and their application in a business context. This training can include case studies,
group discussions, and simulations to enhance employee understanding and engagement.
Strengthening Communication Channels, Improving internal communication channels by utilizing
more advanced technology, such as online collaboration platforms, to facilitate faster and more
efficient information exchange. This can also include the development of mobile applications to
facilitate easier access to information for employees. Regular Discussion Forum, Holding regular
discussion forums involving all levels of employees to discuss current issues, challenges faced, and
possible solutions. This forum can serve as a platform for employees to share ideas and experiences,

as well as strengthen the sense of togetherness.

This research shows that good communication strategies not only support daily operations but
also contribute to the success of socio-religiopreneurship. PT Mentari Prima Niaga can serve as an
example for other organizations in implementing effective communication strategies to achieve
greater social and economic goals. The company's success in building synergy through good
communication shows that effective communication is an important foundation in creating a

sustainable and socially responsible organization.

5. Conclusion

This research has identified and analyzed the implementation of socio-religiopreneurship at PT
Mentari Prima Niaga, as well as the organizational communication strategies applied to support
these goals. The main findings of this research include, (1) Integration of Islamic Values, PT Mentari
Prima Niaga consistently integrates Islamic values into its business management, which is reflected
in ethical and socially responsible business practices. Values such as honesty, justice, and concern
for others become the foundation in every business decision. (2) Effective Communication Strategy,
the Company implements a value-based communication strategy, two-way communication, and the
use of technology to build synergy within the organization. This creates a collaborative work
environment and increases employee engagement. (3) Barriers and Solutions in Communication,
the research also identified several communication barriers, such as differences in understanding
Islamic values and the lack of effective communication channels. PT Mentari Prima Niaga
successfully overcame these obstacles through training programs and clear emergency
communication procedures. (4) The Role of Communication in the Success of Socio-

Religiopreneurship, Effective communication contributes to the success of socio-
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religiopreneurship at PT Mentari Prima Niaga, by enhancing customer trust and loyalty as well as

creating a positive social impact.

For further research, it is recommended that researchers explore the following aspects: (1)
Comparative Study: Conducting a comparative study between PT Mentari Prima Niaga and other
Muhammadiyah business entities to identify best practices in the implementation of socio-
religiopreneurship and organizational communication. Long-Term Impact: Investigating the long-
term impact of implementing socio-religiopreneurship on the financial and social performance of
the company, as well as how this affects the company’s reputation and image in the eyes of the
public. (2) Employee Perception: Conduct in-depth research on employees’ perceptions of Islamic
values and organizational communication and how this affects their motivation and performance
at work. Thus, this research is expected to significantly contribute to the development of theory and
practice in socio-religiopreneurship and organizational communication, as well as to benefit

Muhammadiyah business institutions and the wider community.
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