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Abstract. The rapid growth of digital technology has significantly transformed the practice of
Islamic preaching, particularly through the emergence of preacher influencers on social media
platforms. This study is conducted due to the increasing influence of digital preaching on public
religious understanding and the growing concern over ethical challenges arising from the
integration of religious messages with media logic. The study is based on the hypothesis that
digital preaching practices are influenced by algorithmic systems and audience engagement
demands, which may create tension between communicative effectiveness and the ethical
principles of Islamic preaching. This research employs a qualitative approach with a
phenomenological design. Data were collected through non-participant observation of
preaching activities on social media and document analysis of digital content, including videos,
captions, comments, and promotional materials. The data were analyzed using thematic
analysis to identify patterns, trends, and ethical implications of digital preaching practices. The
results show that digital preaching is predominantly presented in short, visually engaging, and
emotionally driven formats that align with audience preferences and platform algorithms.
However, this adaptation leads to the simplification of religious messages, the potential for
misinterpretation, and the emergence of sensational communication styles. In addition,
monetization practices indicate that preaching activities are increasingly integrated into the
digital economic ecosystem. These findings confirm that there is a tension between the ethical
values of preaching and the demands of digital media environments. This study concludes that
there is a need to develop a contextual and adaptive ethical framework for digital preaching that
maintains the integrity of Islamic values while responding to the dynamics of social media. The
findings contribute to the advancement of preaching and communication studies by
emphasizing the importance of ethics in digital religious practices.

Keywords: Digital Da’wah, Preaching Ethics, Ustaz Influencers, Social Media, Islamic
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Introduction
The development of digital technology in the last two decades has brought significant

changes in various aspects of life, including in the practice of Islamic preaching (E-sor et al.,
2025; Ridwan & Rustandi, 2025). The transformation of communication media from
conventional to digital has created a new space that allows for the wider, faster, and more
interactive dissemination of religious messages. Social media platforms such as Instagram,
YouTube, TikTok, and other platforms have now become the primary means for preachers to
reach audiences across generations and geographies (Hafiz & Neni, 2025; Kerim et al., 2025a).
This phenomenon gave rise to the term “ustaz influencer,” a preacher who not only conveys
religious messages but also builds self-image and influence through unique digital
communication strategies (Hakak et al., 2022; Iryani & Fatah, 2025; Roslan et al., 2025).
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In this context, da'wah is no longer just an activity of conveying religious teachings, but
also experiences a process of mediation by algorithmic logic, visual aesthetics, and digital
audience preferences (Fadilla & Indriyani, 2025; Fitriansyah & Lubis, 2023; Tabaika et al.,
2025). This has given rise to new dynamics in the practice of preaching, including
communication styles, content selection, and the commodification of religious messages. On
the one hand, the presence of influencer ustaz (Islamic preachers) opens up significant
opportunities to expand the reach of preaching and improve public religious literacy (Kerim et
al., 2025b; Ramlan et al., 2024). However, on the other hand, this phenomenon also raises
various ethical issues that require in-depth examination.

Recent scientific developments show that the digitalization of da'wah has become a
concern in various interdisciplinary studies, such as Islamic communication, media studies, and
the sociology of religion (Dupi et al., 2025; Indriyani & Khadiq, 2023; Nuriana & Salwa, 2024).
Recent research reveals that social media functions not only as a tool, but also as a space that
reshapes religious authority (Bratosin et al., 2024; Mohiuddin, 2023; Zhang, 2025). Authority,
previously based on knowledge and institutions, has shifted to one based on popularity and
engagement. In this regard, the number of followers, level of interaction, and virality of content
have become new indicators for assessing the success of preaching.

Furthermore, recent studies have highlighted how digital aesthetics influence the way
preaching is delivered. Content that is presented in an engaging, concise, and emotional manner
tends to be more easily accepted by audiences. (Kingsley Chukwuemeka, 2025; Maciej Serda
et al., 2024; Mannerfelt, 2022). However, this approach has the potential to simplify complex
religious messages and even risk distorting their meaning. This is where the importance of
preaching ethics as a normative foundation for maintaining the integrity of the message and the
preacher's moral responsibility lies.

Although numerous studies have addressed digital da'wah (Islamic preaching), a
research gap remains to be filled. Most studies tend to focus on communication effectiveness,
content strategies, or the influence of social media on religious behavior. However, studies
specifically highlighting the ethical dimension of da'wah practices by influencer ustaz (Islamic
preachers) are still relatively limited. Yet, ethical aspects are crucial in ensuring that da'wah is
not only communicatively effective but also in accordance with Islamic values that uphold
honesty, justice, and responsibility.

Furthermore, there has not been much research examining how influencer ustaz navigate
ethical dilemmas that arise in the digital space, such as between popularity and authenticity,
between monetization and da'wah intentions, and between freedom of expression and sharia
restrictions (Fitria, 2025; Mat et al., 2025; Sirait, 2024). The absence of a clear ethical
framework in the context of digital da'wah has the potential to give rise to practices that deviate
from the main objective of da'wah itself.

Based on this gap, this study begins with the assumption that the phenomenon of
influencer preachers is inextricably linked to complex ethical challenges. Therefore, an
analytical approach that integrates theological, communication, and ethical perspectives is
needed to understand the practice of da'wah on social media. The researcher argues that
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developing a contextual ethical framework for digital da'wah is a crucial contribution to
maintaining the quality and direction of da'wah in the digital era.

Theoretically, this research draws on the ethical concept of Islamic da'wah, which
emphasizes the principles of hikmah (wisdom), mau'izhah hasanah (good advice), and
mujadalah bil-lati hiya ahsan (dialogue in the best way). These principles serve as the basis for
assessing whether da'wah practices on social media align with Islamic values. Furthermore,
digital communication theory and the mediatization of religion theory are used to understand
how media shapes religious practice and authority.

Within this framework, the research hypothesis is formulated as follows: (1) the practice
of da'wah by influencer ustaz on social media tends to be influenced by algorithmic logic and
the need for popularity, which can impact the quality and integrity of da'wah messages; (2)
there is tension between the ethical values of Islamic da'wah and the practice of digital
communication which is instant and competitive; and (3) a formulation of digital da'wah ethics
is needed that is adaptive but still based on Islamic principles.

This research has several main objectives. First, to identify and analyze the phenomenon
of influencer ustaz in the context of digital da'wah. Second, to examine the ethical dimensions
of da'wah practices on social media, including the challenges and dilemmas faced by preachers.
Third, to formulate an ethical framework for digital da'wah that can serve as a guide for
influencer ustaz in carrying out da'wah activities responsibly.

This research is expected to provide both theoretical and practical contributions.

Theoretically, this research enriches the body of knowledge in the field of Islamic
communication and da'wah ethics by presenting a contextual analysis of digital phenomena.
Practically, the results can serve as a reference for da'wah practitioners, academics, and
policymakers in developing ethical and relevant da'wah practices in the digital age.
Thus, this research seeks not only to understand the phenomenon of ustaz influencers as a social
phenomenon but also to place it within a broader normative framework. This is crucial to ensure
that the transformation of da'wah (Islamic preaching) in the digital space remains aligned with
its primary goal: to convey Islamic teachings correctly, wisely, and responsibly amidst the
dynamics of modern society.

Methods
This research uses a qualitative approach with a phenomenological study design,

aiming to deeply understand the practices and dynamics of da'wah ethics in the digital space,
particularly the phenomenon of ustaz influencers on social media. A qualitative approach was
chosen because it allows for contextual and holistic exploration of the meanings, perceptions,
and experiences of research subjects within their natural environment (Creswell & Poth, 2023).
In this context, phenomenology is used to identify the essence of the experiences of influencer
ustaz in carrying out da'wah on social media and how they interpret the ethical aspects of this
practice. (Maxwell, 2021).

Although this research is qualitative, the identification of concepts or variables is still
carried out as an analytical framework. The main variable in this study is the ethics of digital
preaching, which is operationalized through several dimensions, namely: (1) honesty in
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delivering messages, (2) responsibility towards the audience, (3) the suitability of content with

Islamic values, and (4) integrity in the practice of monetizing preaching. Supporting variables

include digital preaching practices (including content forms, communication strategies, and

audience interactions) and social media logic (algorithms, engagement, and personal branding)

(Anderson, 2010). This approach is in line with the view that in qualitative research, variables

are not measured quantitatively, but are understood as social constructions that develop in a

particular context (Flick, 2023).

The subjects of this study were influencer Islamic preachers who actively preach on
social media, particularly on Instagram, YouTube, and TikTok. The subjects included several
influencer Islamic preachers with a strong presence on social media, such as Abdul Somad, Adi
Hidayat, Hanan Attaki, Felix Siauw, Das'ad Latif, and Khalid Basalamah. These figures were
selected based on their popularity, consistency in producing digital Islamic preaching content,
and high levels of audience interaction across various social media platforms. These figures are
considered representative in depicting a variety of digital Islamic preaching styles, ranging from
educational and persuasive approaches to popular and emotional ones. Furthermore, this study
also involved audiences or followers as supporting informants to obtain the perspectives of the
recipients of Islamic preaching messages. Subject selection was carried out using purposive
sampling, namely a technique for selecting informants based on certain considerations that are
relevant to the research objectives (Campbell et al., 2020; Nikolopoulou, 2022). This technique
allows researchers to obtain in-depth data that aligns with the focus of the study. The number
of informants in this study ranged from 10-15 people, which is considered sufficient to achieve
data saturation. (Campbell et al., 2020).

The main instrument in this research is the researcher himself (human instrument), who
plays arole in collecting, analyzing, and interpreting data (Denzin & Lincoln, 2021). To support
the data collection process, several additional instruments are used, namely:

1. Content observation sheets, used to analyze the content of Islamic preaching on social
media, including communication style, messages delivered, and audience responses.

2. Digital documentation, in the form of screenshots, videos, and archived posts relevant to
the research focus.

The use of various instruments aims to increase the depth and validity of data through
triangulation of sources and methods (Lester & O’Reilly, 2021). The data in this study were
collected using three main techniques, namely:

1. Non-participant observation Researchers directly observe da'wah activities on social media
without being involved in the interaction, with a focus on the content produced, the way
the message is conveyed, and the audience's response. (Rolfe, 2020).

2. Document analysis: The documents analyzed included digital content such as videos,
captions, comments, and promotional materials related to da'wah. This analysis aims to
understand the visual and textual representation of ethics in da'wah practices. (Bowen,
2009).

Data analysis was carried out using thematic analysis techniques, which include several
stages, namely: (1) data reduction, (2) coding, (3) categorization, and (4) drawing out the main
themes (Braun & Clarke, 2021). The analysis process is carried out iteratively, where
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researchers continuously compare data to find patterns and meanings that are relevant to the
focus of the research. In addition, an interpretive approach is used to understand the subjective
meaning given by informants to their experiences in preaching on social media (Bowen, 2009).
This analysis also considers the social and cultural contexts that influence digital da'wah
practices.
To ensure the validity and reliability (Flick, 2021; Kyngés, 2020; Suter, 2012) of the
data, this study uses several techniques, namely:
1. Triangulation of sources and methods, by comparing data from various informants and
data collection techniques.
2. Member checking, which involves requesting confirmation from informants regarding
interview results to ensure the accuracy of interpretation.
3. Audit trail, by systematically documenting the entire research process for retraceability.
With this methodological approach, the research is expected to provide a
comprehensive and in-depth picture of the ethics of da'wah in the digital space, as well as enable
replication of the research by other researchers with a similar context.

Results
This section presents the results of data analysis obtained through non-participant

observation of da'wah activities on social media, as well as digital document analysis of videos,
captions, comments, and promotional materials produced by influencer ustaz. All data was
analyzed using a thematic analysis approach to identify patterns, trends, and ethical implications
of da'wah practices in the digital space.
1. General Description of Digital Da'wah Activities
Based on observations of the social media accounts of influencer Islamic preachers, it was
found that their da'wah activities are carried out intensively and in a structured manner across
various platforms, particularly Instagram, YouTube, and TikTok. The frequency of uploads
varies between 3—7 pieces of content per week, with short-form videos (30-90 seconds)
predominating. The observed content of da'wah can be classified into three main forms, namely:
1. Clip-based preaching
This is a video clip of a long lecture repackaged into short, engaging content.
2. Reflective narrative content
This contains religious motivational messages linked to the audience's daily experiences.
3. Interactive and responsive content
This responds to audience questions or current issues that are trending.

In terms of presentation, Islamic preaching content demonstrates strong use of visual
techniques, such as subtitles, background music, transition effects, and emotional framing. This
indicates an adaptation to the characteristics of digital media consumption, which emphasizes
speed and visual appeal (Faisal et al., 2025; Tabassum & Riaz, 2024).

2. Analysis of Ethical Representation in Da'wah Content
a. Honesty and Accuracy of Messages
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Document analysis shows that most Islamic preaching content contains references to
sources of Islamic teachings, such as verses from the Quran and hadith. However, in many
cases, the presentation is concise without adequate contextual elaboration.

For example, in some short videos, verses or hadith are presented only in excerpts
without any background explanation (asbab al-nuzul or hadith commentary). This has the
potential to lead to fragmented interpretations among audiences.

Interpretation of these findings suggests a tendency to reduce the complexity of
messages as a consequence of the concise format of digital content.

b. Responsibility to Audience

Observations of comments and audience interactions revealed that da'wah content
significantly influences followers' religious perceptions and attitudes. Many audience members
use this content as a direct reference in their daily religious practices.

However, not all content is accompanied by clarification or affirmation that the material
presented is general or contextual. In some cases, audiences demonstrated erroneous or overly
literal understandings of the messages.

This indicates that ethical responsibility towards the audience has not been fully
internalized in digital da'wah practices, particularly in terms of mitigating potential
misinterpretations.

¢. Monetization and Commodification Patterns of Da'wah

Analysis of digital documents also shows an integration between Islamic preaching
content and commercial activities. Forms of monetization found include:
* Product promotions in captions or videos
* Endorsement collaborations with specific brands
* Advertising insertion within Islamic preaching content

While not all content is commercial, there is a tendency for accounts with high
popularity to more frequently integrate Islamic preaching and digital economic activities.
Interpretation of these findings indicates the phenomenon of commodification of preaching,
where religious messages become part of the digital economic ecosystem.

d. Communication Style and Sensationalization

In terms of communication style, it was found that some content used an approach that
tended to be emotional and persuasive, such as the use of provocative titles (clickbait), dramatic
expressions, and narratives that touched on the audience's psychological aspects.
Examples of patterns found include:
* Use of titles such as "Don't Do This If You Don't Want to Go to Hell!"
* Video clips with intense expressions to attract attention

While this strategy is effective in increasing engagement, it has the potential to shift the
substance of the preaching to be more attention-driven than profound.

3. Audience Response Analysis
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Based on observations of the comments column and the number of interactions, it was
found that da'wah content with the following characteristics tends to get a high response:

Content Characteristics Average Engagement Interpretation

Short emotional videos High Easily goes viral and relatable

Religious motivational content High Close to the audience’s experiences
In-depth (long) lectures Low—Moderate Less suitable for fast consumption patterns
Controversial content Very high Triggers discussion and debate

This data shows that audience preferences tend towards content that is light, emotional,
and easy to understand, compared to content that is academic or in-depth.

4. The Influence of Algorithms on Da'wah Practices

Observations show that Islamic preaching content production patterns are heavily
influenced by social media algorithms. High-performing content generally has the following
characteristics:
* Short duration
* Engaging opening within the first 3 seconds
* Clear subtitles
* Dynamic visuals
» Themes relevant to current issues

These findings suggest that influencer preachers indirectly adapt their Islamic preaching
strategies to digital content distribution mechanisms.

5. Critical Analysis and Synthesis of Findings

The results of this study reveal that digital da'wah is a complex and dynamic practice.
On the one hand, social media offers significant opportunities to expand the reach of da'wah.
However, on the other hand, structural pressures from algorithms drive changes in the way
messages are delivered.

This phenomenon demonstrates that da'wah is no longer entirely under normative
control but is also influenced by technological systems with their own logic. As a result, the
ethical values of da'wah are potentially subject to negotiation and even compromise.

Overall, the results of this study indicate that:

Digital da'wah practices are dominated by short, visual content.
Messages are being simplified as a form of adaptation to the medium.
Audiences respond more strongly to emotional and popular content.
Monetization has become part of the digital da'wah ecosystem.
Da'wah ethics are challenged by the influence of algorithms.

AR e

Thus, the results of this study confirm that the ethics of da'wah in the digital space need to
be studied more deeply and developed contextually so that it remains relevant to the dynamics
of social media without losing the basic principles of Islamic teachings.
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Discussion
The results of this study indicate that the practice of da'wah in the digital space has

undergone significant transformations, not only related to the medium of delivery but also
touching on ethical dimensions, religious authority, and the structure of communication
between the preacher and the audience. These findings reinforce the view that social media is
not neutral but rather has its own logic that contributes to shaping religious practice (Haq &
Kwok, 2024; Simamora, 2020; Zhang, 2025).

In general, this study found that digital Islamic preaching content is dominated by short,
visual, and emotional formats. These findings align with recent studies showing that
consumption of religious content on social media tends to follow an attention economy pattern,
where the success of a message is largely determined by its ability to capture attention quickly
(Myllylahti, 2018; Nelson-Field, 2020; Tufekci, 2013). In this context, influencer ustaz act as
religious content creators who must adapt their communication style to the preferences of their
digital audience.

However, this study revealed that this adaptation has consequences for the quality and
depth of the da'wah message. The simplification of the material found in the observations
indicates a reduction in the complexity of Islamic teachings. This finding confirms previous
research that stated that the digitalization of religion often results in a form of "religion lite,"
namely the presentation of religious teachings in a concise and popular manner, but lacking in
depth (Eswaran, 2023; Lewthwaite, 2019). The main difference of this research lies in its
emphasis on the ethical implications of this simplification, which has not been discussed
specifically in the context of Islamic preaching in Indonesia.

Furthermore, findings regarding high engagement with emotional and controversial
content indicate a shift in the orientation of preaching from value-driven to engagement-driven.
This aligns with research showing that social media algorithms tend to promote content that
triggers emotions and high engagement (Andalibi & Buss, 2020; R. W. Andary & Auza, 2025;
Brady et al., 2023). In the context of preaching, this condition has the potential to encourage
preachers to use more sensational communication strategies to increase audience reach.

However, this study makes a new contribution by showing that the use of sensational
strategies 1s not always accompanied by adequate ethical considerations. This contrasts with
previous studies that focused more on the effectiveness of digital da'wah communication. (E-
sor et al., 2025; Thoyib, 2024), this research emphasizes the tension between the demands of
popularity and the ethical principles of Islamic preaching. This tension is reflected in the use of
provocative titles, the truncating of the material's context, and the dramatic framing of the
message.

Regarding audience responsibility, the study's findings indicate that while preaching
content significantly influences public religious understanding, not all preachers provide
adequate clarification or interpretative boundaries. This finding aligns with research revealing
that religious authority in digital media is becoming more decentralized and not always
accompanied by strong control mechanisms (Lu et al., 2025; Wold et al., 2023). However, this
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study adds that this condition not only impacts the authority structure, but also the ethical
aspects of religious communication.

Furthermore, the monetization phenomenon discovered in this study demonstrates that
digital da'wah cannot be separated from the logic of platform economics. This corroborates
previous findings regarding the commodification of religion on social media, where religious
practices become part of the digital creative industry. (Fianto & Ghofur, 2023; Juliansyahzen
et al., 2023; Khadijah, 2025). However, this study provides a more specific perspective by
linking this monetization to the ethical dilemmas faced by influencer ustaz, particularly
regarding the intention of da'wah and the integrity of the message.

A significant difference between this study and previous studies lies in the analytical
approach, which explicitly integrates ethical dimensions into the study of digital da'wah.
Previous studies tended to focus on aspects of communication, identity, or authority. (Apipah,
2025; Granados, 2024; Kristian Badu Ratu et al., 2025), therefore, this study places ethics as
the primary variable analyzed systematically. Thus, this research contributes to filling the
literature gap regarding the ethics of preaching in the digital era.

Furthermore, this study also found that algorithmic logic has a structural influence on
the practice of da'wah. This finding reinforces the mediatization theory, which states that social
institutions, including religion, undergo transformation due to the influence of media (Coman,
2023; Martinez et al., 2025; Morello et al., 2023). However, this research shows that in the
context of digital preaching, this influence is not only structural, but also normative, because it
also influences ethical standards in conveying religious messages.

From an Islamic ethical perspective, the findings of this study indicate that principles
such as wisdom, goodness of speech, and the pursuit of goodness remain relevant but require
reinterpretation in a digital context. For example, the concept of wisdom relates not only to
wisdom in choosing words but also to determining the format, duration, and delivery strategy
that does not compromise the substance of the message. This aligns with the view that Islamic
ethics is contextual and adaptive to current developments (Nur, 2024; Saiin STAIN Sultan
Abdurrahman Kepulauan Riau et al., 2025; Siddiqi & Dallal, 2024).

However, this study also shows that there are no clearly formulated ethical standards for
digital da'wah. This differs from conventional da'wah practices, which have more established
normative references. Therefore, this study proposes the need to develop an ethical framework
for digital da'wah that encompasses several aspects, namely: (1) accuracy and completeness of
the message, (2) responsibility to the audience, (3) transparency in monetization, and (4)
conformity with Islamic values.

The scientific contribution of this research lies in its effort to integrate digital
communication perspectives and Islamic ethics in understanding the phenomenon of da'wah on
social media. This research not only confirms previous findings regarding the transformation
of digital da'wah but also expands them by adding an ethical dimension as a primary focus of
analysis. Thus, this research provides a conceptual foundation for developing more
comprehensive follow-up studies on digital da'wah.

Overall, this discussion confirms that da'wah in the digital space is a complex and
multidimensional practice. The success of da'wah is no longer solely determined by the

56



4

Jurnal Dakwah dan Kemasyarakatan hitp://jurnal.radenfatah.ac.id/index.php/warda

\J
M \ Vol 27 No. 1
.1(2026): 48-62
.(82;? - WA R DA H ISSN 2503-3050 (online) ISSN 1412-3711 (print)
W

o3

>
accuracy of the message, but also by the ability to adapt to the logic of the media. However,
this adaptation must remain within a strong ethical framework to avoid obscuring the primary
purpose of da'wah itself. Therefore, developing digital da'wah ethics is a crucial agenda to
ensure that da'wah transformation in the digital era remains aligned with Islamic values and the
needs of contemporary society.

Conclusion
Based on the formulated research objectives, this study successfully demonstrates that

the phenomenon of influencer ustaz represents a form of da'wah transformation that is not only
technological, but also normative and ethical. Da'wah practices on social media have evidently
shifted from conventional patterns to patterns influenced by algorithmic logic, audience
preferences, and the dynamics of the digital economy. In this context, da'wah is no longer solely
oriented toward conveying values, but also toward attention management, a key characteristic
of the social media ecosystem.

This research also reveals that the ethical dimension of digital da'wah is dynamic and
prone to negotiation. While Islamic da'wah ethical principles such as honesty, responsibility,
and tactful delivery remain normatively recognized, in practice they often undergo adjustments
due to the demands of concise content formats, the need for engagement, and algorithmic
pressures. This demonstrates a gap between the ideals of da'wah ethics and the increasingly
complex realities of digital da'wah practice.

Furthermore, this research confirms that the ustaz influencer phenomenon not only
impacts communication styles but also the structure of religious authority and the relationship
between preachers and audiences. Authority, previously based on deep scientific knowledge, is
now influenced by digital indicators such as popularity, virality, and audience interaction. In
this context, the potential for message simplification, sensationalization, and commodification
of da'wah (Islamic preaching) is a major challenge that requires serious attention.

As a scientific contribution, this study offers a new perspective by placing ethics as the
primary focus in the study of digital da'wah. Unlike previous research that emphasized
communication effectiveness or media transformation, this study emphasizes the importance of
developing a contextual and adaptive ethical framework for digital da'wah. This framework
needs to integrate basic Islamic principles with the realities of digital media, thereby serving as
a practical guide for da'wah practitioners in maintaining message integrity and relevance.

Thus, this research contributes to the development of da'wah and communication
science by expanding the study toward the integration of technology, media, and ethics. These
findings emphasize that the future of da'wah is determined not only by the ability to adapt to
technology, but also by the ability to maintain a balance between communication innovation
and a commitment to Islamic ethical values.
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