CHAPTER 1T

¥
LITERATURE REVIEW A
N3

2.1 Introduction T
The concept of advertising in various commercial fo@ ith godd elements
[
to persuade and attract the audience. As the concept vertising that as, eleggt.s of
e

family, patriotism, health etc. Besides family element,it also c&n be based @e culture

and religion of the local community. A i in (1 stated, that
evaluating the results of advertising w. eveé‘é real depends on
the purpose of the advertising. Ref 2}@3,) said, Advertising is

development of@uies' ucts'can be\ creased with the availability of various
!
¢ . . . . .
types of tech%/ such as s a]o'macba television and radio stations. Accordingly,
various dlternagives are u to u@ease product value such as the production of
A

attractis product posters and q%@rtisements that capable of drawing the attention of
N
e\.‘Ramn, M.A. et. al., 2018).

0 The integration of da’'wah with the commonly mentioned concept of marketing

or promotion is in the implementation of marketing strategies which are then
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accompanied by ethical characters in accordance with the principles of Shari’a
marketing and the example shown by the Prophet Muhammad ﬁ‘%% as a true m ,
bring marketing to a different level, not only how to meet human needs %Norld,
but also how to find the afterlife with it. The integration of religic&chings in
promoting can also be done by including the values of religious teachings in marketing,

namely religion as a marketing tool (Munirah, 2023). Tw

Whatever the purpose of an advertisement by a co A mwg generate

Y
sales by using certain concepts and themes. Ramli .et. al. (2018 tf’d @every
day, various issues arise in the world of produ eting@ mensetvice. The

aggressive attitude of entrepreneurs in m i rodfiﬁts andjserviees 15 increasingly
c&

atio@ Islamic law. For

worrying because they did not take int:
example, marketing techniques in%g extrerhﬁ / hﬁ‘épublicity, misuse of
? @ S

labels and falsification of testi “« Q-
N RN
Y. , N
22  Advertisemen l 0
’ $ &
NN @)

Advertising is d@e com@#on r(él%ms for an organization to announce and
¢ C,)
persuade t ua nce about a I‘Odl(C_t} or service offered. According to Samsudin

(1993) % d that @singvl. one of the persuasive communication methods
@ﬁ& e

or the purpose of @encing the target's social behaviour. Advertising is

pra
us?\uy sed for commercial purposes which is to sell consumer goods.

S

products, first among them is food products, which is something that can be used orally

According to advertising of consumer products, it involves several categories of
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(with the mouth), and it includes food, drinks and products derived from them. Second,
non-food products that include health care products, beauty products, CT
products, personal care products, clothing, home appliances and hardwa:%\nery

etc (Mohd Anuar & Mohammad Aizat, 2011). A

Referring to Lukitaningsih (2013) cited from Soewarnq Handayaningrat (1983)

stated that effectiveness is a measurement in the sense o tail l)f the targets or

objectives that have been determined previously. Measu nt must be

X
done periodically and continuously, because the effectiveness offan I“IS t can
be determined by conducting research. T

W S?
Advertisements are published w& forms of Teédia, @ er through print

or electronic media. The display o%ertlsemez@g
%ﬁ\ 9

.;é

u e Malaysia’s media in
particular is subject to compli the rule ﬁlthe ertlsmg code of practice

d SA) @dver‘usmg Standard Malaysia
{

ertising section; elevant descriptions, claims and

provided by the Advertisin

(2021) stated in Basi

comparisons wi @Vely las\&r'mable al matters shall be verifiable, and
ver

(¢)

advertisers and ing i 'ar r@;{ed to provide such verification without

delay. If th EVG)I sem nt‘ {ale;?early stated to be based on or supported by
N

1ndepe reSearch’ }latlo wthen the source and date shall be stated. If this

done for whatever n clalms of independent endorsement should not be

m\ a claim relating to research or testing is based on the advertiser's own work or

&) at his request, then the text of the ad must state the basis for the claim.
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According to Jarboe et al. (2023), Mobile advertising is another potentially
powerful marketing channel that can be used alone or combined with other e
marketing initiatives, and it is capable of a wide range of impacts, %\mply
supporting and generating brand awareness, all the way to driving v eted and

adaptive marketing campaigns that are designed to create very cific types of

engagement and conversion. . V
Advertising that is based on the concept of Islamyneeds oWnd its use
@

Y

comprehensively. Referring to a previous study b (2009) s ,,thi_{c}ncept

became the premise of the discussion of the ger\? of % iSing GQI}Yépt in the
int

scope of Islam. It is hoped that advertising aCtiyiti is colmtry caqég; the perfect

principles of Islam with an emphasis W;Dan importangtool @%ontributes to the
overall development of the econorr% civiliza\,ayd i)Q\ﬂ'erefore play a role in
@ o)

encouraging the competitivene Malay rac Islan@eritage and civilization. It
\wn rce of ins '%on in developing the nation.

is hoped that it will be a refﬁg
% l 0’

P 4
2.2.1 Extreme A tisin@
N, i

The theme ﬁc;ez.}aand ue i m{ti@s one of the themes in advertising persuasion
e

N\
to dete% puic y a @ product. That being the case, clear and true

inf n in the persuasion o{@\'s advertisement is to prevent the occurrence of fraud

Xhase to the user (Mohamad Rasit et al., 2021).

in?
0 Basically, the advertising method is one of the reasons for the occurrence of

extreme claims. By using the medium of advertising, information about a product will
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be announced to the public. Advertising is one of the sources of information for
consumers in obtaining information about a product. Ramli, M.A. et. al. (20 e
from (David Meerman 2017) stated that the advertisements produced wi \Iy be
displayed through television stations, newspapers and social media. *
X"

Furthermore, advertisers are given the opportunity to deliver their ads to specific
target groups instead of blindly offline (Tan & Munira &2.01 ). Nur Hikmah
(2019) opined that individuals who use religion as a guideyin ad erwr.l produce

| o 2, N\

good advertisements that do not conflict with Shari’a s not ¢che eild_@‘pdomg
social exploitation against certain races. More eeKﬁOd ig (20 %)"tated the

importance of honesty in advertising and sew dudﬂ( mad etal.,2021).

23 YouTube, A Famous SOciaﬁslia P@«?
% N
u

In a study of social netwo \our , Lange ( %} reported that there are two
led

effective types of net\% ose la})

s’(!uﬁib'private and those understood as
private public. @ conslis \‘l\peopkévflo disclose personal and technical
als i

information whi

ﬂ\ ;
a popular h bt) forthei

this typé.o orkdc “o mzﬂé\ private information public. On the other hand,

i aios o@ular content; in addition they can choose

=]
=2
=}
)

68', n@ng it accessible via Google search - people in
S

priVAblic networks find @ﬁlake public connections while withholding private

ion, often using aliases and/or masks to hide their identity in shared videos

in
& era, 2018).
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YouTube provides a video sharing platform space with various themes and
various durations such as short, short, medium and long. This makes the audienc T
to use it based on certain situations. YouTube still maintains the perforr%\f the
social media application service to this day. With reference to Jarboe et'al™(2023) state,
YouTube is the top social network for Gen Z, and it is growing for t%g?e group, and
while it is shrinking a bit for Millennials, it is still the second largest social network

where Millennials congregate.

platform applications for the benefit of advertisi % 23)ssaid, Google

coun&p]ace ads on

, Whi %onsist of content

YouTube. Many search engines also N Q
publishers like newspapers, blogg%orums, ger sj(‘éor apps that are ad
0 S
N

supported, in which their ads c played. “

24 Advertisemen%; ube “,bj: l(?
S T &
Today's world@ mo Vertiej on digital media. Media selection is

¢ 2 C,)

determined .based! on the .target” audience of an advertisement. In commercial

S
advertis% audien. }s to&éﬁetermined based on the suitability of marketing

goa&: as demographic, m@f)graphic and residential location characteristics or a
0

tion of the characteristics. The channel chosen to spread the ad will determine

c 31
06 d pattern that needs to be formed (Samsudin, 1993).
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Various forms of advertising built by Google Ads on the YouTube application.
According to Jarboe et al. (2023) state, that digital advertising is placing ads ac e
web. These can range from banner ads alongside content, video ads@when
streaming video, native advertising that fits in the content users are e ing with, to
ads they see in search results. The most common form of digital adveértising is known

as pay-per-click (or PPC) because it is one of the most effecti\(i Msing methods."

There are many reasons why people use the YouTube ap as.}‘s@‘ing video

Y~

medium. Advertising is inserted between the display spaces created. J 46@023)

states, when you are watching a YouTube vid n % efo;;g,, uring, or

after the video ads, there are video ads. Video ads ar@‘wha ey s@i like, videos.

Because video ads contain both a v audio co

oner@cﬁey are great for

storytelling, demonstrating a pro%r servic\x%h @g your brand. The
"': y N,
targeting for video ads can be hi ied agwith Ggra@('a{ic or display advertising.

\ l S
With advanced%‘c devices an Wfdé&&ad internet bandwidth, the speed

s ¢ &
of access using the 'Net mate Mler for«advertising on YouTube to spread more
widely. Jarboe @23) i e fieo a&i}& ouTube Ads as mobile phones and their
digital connectiong get faster a ﬁ:OIEﬁC?pable, more and more mobile time is spent
%r, i gases, t@ng videos from phones to other devices, so you
can ider the potential of@ile video marketing a lot like making regular TV
co? cials that are super-targeted and potentially even interactive. This type of
dvertising becomes even more important when you consider the number of "cord

utters" who have stopped paying for cable TV services and replaced them with

subscription streaming services like Hulu, Netflix, Amazon Prime Video, and YouTube
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TV. All of these streaming services are heavily focused on mobile use cases and can
incorporate various types of video ads. The assumption that the mobile video S
focused only on younger generations is not quite accurate. Younger ge@s are

more likely to stream video over the Internet, on their phones, an gh social

networks, i

2.5  Forms of al-Quran and Hadith Usage in YouTu dCrti ment

\dO \Y

Nowadays, the advertising of Islamic products is incr in YouT T‘le _;&E)of the
al-Quran and Hadith is also juxtaposed in the advg o% ducts to convince
Muslim users. Munirah (2023) stated that fi tiO]‘PT)f using al-@m verses and

Hadiths in the phenomenon of prowal hibbun awi@ducts (Prophetic

Medicine) on social media is as an I% marketx'ngd @latform for economic
J'Sy o8
improvement. \% 0 4 <§)

N

The use of al- ;Hadithln Y, l:;[‘ ub‘eavertising can be divided into two
S &
forms. First, busiK&ertishlg
, a

s serviees; product sales, food and supplements
by traders. Sec

&

ertisi iatimﬁ\)for charitable assistance, donations, wakaf

¢

and sponsc@ assgciatio
444/ Rl Yg\

25 e of Al-Quran and.@ith in YouTube Advertising on Services, Sales of

\?oods, Food or Supplement Products

Qe use of al-Quran and Hadith in advertising will usually relate to the Prophet

Muhammad's %% sunnah food products. According to the writing of Wan Ji (2019) he

o! ch@'}table organizations.
NS
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stated, when sunnah food is mentioned, dates, honey, pomegranate, habbatussauda'
(black cumin), and many other foods will definitely come to mind, but cold wate ,
goat, barley, cucumber, etc. are not mentioned as sunnah food. Some of t@e the
brand Sunnah’s Food, when several foods are combined. Such as ined dates,
honey and raisins. The mixture is made into juice, then given the nam¢ Jus Sunnah. It

has become a phenomenon in the Muslim community today, eNEe ly in Malaysia,

4.

He also stated that basically, the Muslim co ity understands &u‘r@ food

where many things want to be branded as sunnah.

as the food described in the al-Quran and Hadi ev%
of the food as follows, First, any food th

recognized in Islam. The word of Alla

The use@al-() QHad'e;% the advertising of products related to

¢

supplement hes ganiz i{I am on YouTube has also been the focus of
previou@' Basé nira .;udy (2023), she states, as for the results of this
res re: 1) The product@fhibbun nabawi that are most often promoted with
VeE\i om the Qur'an and Hadith on Instagram are honey and habbatussauda' (black
umin), 2) The use of verses al-Qur'an and Hadith behind this phenomenon are included

n Islamic marketing which functions as a promotion and communication strategy as

well as a da'wah platform and economic improvement. Other than to selling goods,
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behind the use of the Qur'an and Hadith, there is an effort to spread and bring the
teachings of the Qur'an and Hadith to life, especially in health care and medi?!)
there is the strength of the figure of a famous scholar as a brand ambassado bun

Nabawi who tries to introduce the concept of healthy living and the wa atment as

Prophet Muhammad’s % way. i

Herbal medicine is becoming more and more pop iCe tlle virality of the
Jurus Sehat Rasulullah (JSR) which was introduced b idu AM&; actively

. . N
conveys health care and treatment techniques usin erses of t I’r'zgiﬂld the

Prophet Muhammad's £ Hadiths delivered?gh % ia @ such as

dia the Indonesian

YouTube, Facebook and Instagram, the idely
gAk

community. YouTube channel link DN bar is:

=
https://www.youtube.com/channe E6cuW\\XI JAWG4A/channels.
P >
9 <8-
This account startedY\Qg on 24, . In a study it was mentioned
that until June 2020 t%l er of E

e
LS -
bsc ?s orthose who follow Zaidul Akbar's

channel account v@;ubsc@:\nd 2,08@ views.17 This number is increasing
2 1

t @534 thousand subscribers and watched

YS

7
e

t
¢
X

until Septemb \
14,730,178t es)fluni ah,
A

A some social medi ounts that sell thibbun nabawi products, they often

\

uote, verses from the Qur'an and Hadiths of the Prophet. Among them, as on the

@nadumajelisazzikra account, there are excerpts of verses and Hadiths used in

product promotion, among them is QS al-Nahl: 68-69 (Munirah, 2023).
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Ads for the Hadith used in thibbun nabawi ‘s marketing on social media, the
majority are related to habbatussauda' (black cumin) as found in @hni.id?ﬂ,
@prolam_propolis, and @habbatussauda'_official. In those accounts, phet

Muhammad's % Hadith related to habbatussauda' is quoted which r@&ndeed, in

habbatussauda' there is a cure for all diseases, except death" (MuniraR2023).

The communication used is adapted to the targeted r. In thibbun nabawi

products, the main target is surely the Muslim commu Th ewydir%the

values of Islamic teachings by using verses from t ur'an and Hadi il‘ pror tions

will more convince consumers to buy the prodlvﬁere%- ,202 T
Y QT

252 Use of Al-Quran and Hadith Qertising 0 ouT@ on Requests for

Help, Charity, Wakaf, Donations an%&h' s'<\

S

% . J® e
Charity campaigns have a \he lttent' njof matketers because they can attract
people's attention thr(% sages‘, isu

people's sympath@pathi b
that have arise%e OCCULT! arit(%(/ertisements where there are dishonest
¢ C,)
m adv

[ ] ) )
tionsy pictures, and stories to achieve

Lo

cting tions and funds. However, problems

activities Q ng fals eﬁi@ents, having controversial content, social
exploita% d nol"ch;ing \éihhthe guidelines that have been compiled by the
au@/&bdul Halim, A. et .\2’022).
0 i There is no denying the positive effect of charity advertising on society because
1t helps promote good deeds and encourages society to do the right thing. However,

persuasive messages delivered through improper promotional strategies are, in some
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contexts, against Shari’a (Abdul Halim, A. et al., 2022).

Among the weaknesses that can contaminate the use of the al-Qura%\adith
in this context are such as (Abdul Halim, A. et al., 2022) issues thaf& arisen in
charity advertising consisting of controversial content, mismanagerm funds, and
fake charity (Felix & Fandy, 2019; Yousef Seyam, 2018; Suhaily et¥al., 2012). These
issues are very sad because the intentions of donors are p l;>%el'p l)thers, but there

are organizations that manipulate advertisements for thei n pr ﬁ:\d‘

Y
| &
2.6  Perception of the Use of Al-Quran an hi iSing %WouTube

@
: i
Although on the one hand the Qur'an Hadith are S m@%ing tools, on the

other hand they also become one o%epresent\bgre h(Qg-}media in accordance
;agy o8
with current technological deva%s. The use ﬁersz‘%o?m the Qur'an and Hadith

can arouse the interest of c%rs tcl: m keteggoducts because it is related to
the beliefs and ideolog% reader. b(Jsslerb&nt, this gives influence to people

Z/—=

>

4 ¢ &
who become follc@enj@«edia @ére looking for their religious identity
or who are tryiw igraté~ba theeaff"an and Hadith. In addition, behind the
q ¢
commercialization/thereis an e r(to ring the Qur'an and Hadith to life in a "double"
S
y

way, n entro'p s who Want to apply a healthy life in the style of the Qur'an

and%ssenger of Allah, bu@}(’) to invite the public to also revive Qur'an and Hadith
% , 2023). She considers that the use of the al-Quran and Hadith can spread the
achings of Islam at the same time as it can revive the culture of the al-Quran and

Qdith among the community.
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The use of al-Quran and Hadith in advertising is in contact with Islamic religious
affairs, Islamic advertising is the same as advertising that is commonly practi t
based on the principles of Islamic law. This is because Islamic advertis%\lso a

process of providing information services that build messages dir creating

demand for certain brands (Rahim, 2009). i

According to Usman, A. H. & Wazir, R. (2018) cit i i; et a'., (2016) stated,

in reference to cases in Malaysia, there are a group offpeopl thWX accepts

anything that is claimed to be Hadiths. The so-called s will be t ‘nc@sted.
A growing concern is the existence of a variet cam{ i thata:g~ be found

on the internet and chat rooms. It beco mere C(ﬂTplic d w ese Hadiths
become a part of the community and ways being quo

qualified individuals in religious m or preachiers gT

~ U E
Referring to the al-@ Ver'e elated to {S%e to gain profit. The word of
Allah which means: % l 0’

NG
"Then a@alam Q}thos&o write the Bible with their own hands,
‘ ¢
thedy, "This is|fro d,"(w(_}t e intention of) gaining a little profit by that
1

greal
Ad a great calamity f@m, as a result of what they did." (Surah Al-Baqgarah

NY
N

Some experts think that the use of al-Quran and Hadith to gain profit from

~

th
o
"b/ for‘z~ m, as a result of what written by their own hands.

N
\O

spreading da'wah or spreading knowledge is inappropriate. As stated by Wan Ji (2019)
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quoting a Hadith in his writing stating, ...in the Hadith it is mentioned that Ubai bin
Ka'ab taught the al-Quran to a man. After he taught, he was given a gift of a bw
arrow. He told the matter to the Prophet Muhammad 5%% Then, Prophet@mad
5“%% said, "If you take it too, you are actually taking an arrow from hell. ird, in the
Hadith, from Abu Hurairah that the Prophet said which means, "W/er learns a

knowledge, because he gets pleasure from Allah that he did n except to get the

rewards of the world, he will definitely not smell the fragra eav':n on the Day of

Resurrection.!!" From the arguments and arguments preSented e‘re\,sdlyd d that

N
setting wages for learning and teaching knowledg@ to Islam i Ol“lb@

TS

Religion rider is a general defini 'Wny ﬂ?ivid 1 whesuses religion to

want@ollow the Prophet

A

justify their actions. This group includN ho sudde
633 person, even though

Muhammad's sunnah when they v«%) marr \?h
a S
prayer and worship are sloppy\ swindlers in tob&s a rbans deceiving villagers
121 a f

in a fake umrah scheme. Th ill use fl @f tool to achieve their wishes

(Azrinaz Mazhar, 201% : 2 "l 3
N O

Many @t n b aél’) ertiser solely as the bearer of all negative
¢
fﬁ 4
effects. It Qul e noted tha spop&qys, advertising agencies and the mass media
industr uge &V ghts. @dition, in reality they have to move on the basis
Y

of ciple of supply and.démand in a free market (laissez-faire) with so much

N

tion. Hence the parties concerned do not hesitate to do anything to gain profit

ot
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Whatever product is advertised, whether with the use of the al-Quran and
Hadith, users should prioritize the validity of the content and use of the w
Mohamad Rasit et al., (2021) citated from Dyer (1999), stated that adver%&‘t
medium used to attract the attention of consumers as a promotion for ing or to
inform someone about something. Consumers should be wise in choosing the goods or

services they want so that there is no waste, especially in ternqi nces. However,

there are users who are deceived by the promotion of a pr uhatly and Amimah
(2010) explained that consumers should be wise in maki n buylng
goods. % ' _\"}

NV

2.7  Uses and Gratification Theory V: 0\ g

What mass communication scholar refer to ?U s&i} Gratification (U&G)
A N
)

approach is generally recogni a_sub tradition, f-media effects re- search

(McQuail, 1994). Early in %\;ry mm nlcagqs research, an ap- proach was
atio

ra&t%} hold audiences to the kinds of
F &

media and the type nten@ y the%élal and psychological needs (Cantril,

1942). Much e e ado “c%fhe experimental or quasi-experimental

approach, 1 1c co jc 01( c@ltlons were manipulated in search of general

developed to study th ns_that

lessons t ow bét ‘ﬂ?wate or about the un-intended consequences of

me (Rugglero, 2000). @’

Th1s theory examines why individuals choose particular media and how they
se it to fulfil specific needs, such as information, entertainment, or socialization.

Carolyn A. Lin (1996) stated according to Katz, Blumler and Gurevitch, uses and
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gratification theory is founded on three basic tenets: 1) viewers are goal directed in their

behaviour, 2) they are active media users, and 3) they are aware of their needs an?!t

media to gratify those needs. %\

One of the major strengths of the Uses and Gratification perspective has been
its capacity to develop over time into a more sophisti (Noretical model.
Historically, the focus of inquiry has shifted from a mech 'cCers ective’s interest
in direct effects of media on receivers to a psycholo per eWt stresses

individual use and choice (Ruggiero, 2000). % ' _\“}
s b 4§

\ Y\',
Furthermore, previous Uses and atificati

dﬂ res rcher@ve primarily
concentrated on choice, reception, anMDr of response” of t@edia audience. A

key assumption has been that the a%ce m@y\%es {‘éﬁcious and motivated
choice among media channel%nte tn(Mc ail, QQ’?# . Yet, recent Uses and
Gratification researchers h \n b g%gti Astock assumptions about the
active audience conce%ﬁ Sil

universally active, Now srg \hat all audfence members are not equally active

. . &
at all times (Ruggiero, 2000)" O
c& Z.? :l (j,)

b -
research s‘gon e to regard audience members as

S
uses and érzvj ions_perspective is one of a precious few theories that the
co ation discipline can \,call its own. It examines media behaviours from the

au\e? member's view, acknowledging that media users control their own decisions.
S

N,

generally accepted, and it is readily applicable to a wide range of situations involving

and gratifications has proven to be an axiomatic theory in that its principles are

mediated communication.
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The Internet lies at the locus of a new media ecology that has altered the

structural relations among traditional media such as print and broadcast and unit
around the defining technologies of computer and satellite (Carey, @This
convergence makes the old print—electronic and verbal-nonverbal dist s, so long
the focus of communication researchers, less relevant in light of messages that combine
writing, still and animated images, and voices and other sou Mver, 1993). For
%o.n odes, and even

users, text, voice, pictures, animation, video, virtual rea

smell have already become part of the Internet experienc whagen e;li, 1996).
ocity. The elﬁe@rs its

rtu% ork@é always

“up,” allowing 24-hour asynchronous orw nom\ inte ctionsé‘l,.information
retrieval and exchange among individ@roups (R ero,@%).

Communication on the Internet travels at unparallele

audience an immense range of communicati

The theory seeks to explaif®™) the psychological s that help shape 2) why

people use the media and t}%aif ple to 3) @e in media use behaviours to
1 ose

4) derive gratificatior% ulfil } gfn eeds, within the confines of a

particular socio-cu %nvirotm\e frey é&én Arnett et. al. (1995) stated that this
perspective als%o izes
¢

dimensions xhich,in turn, prompt hee}o make different choices about which media
N\

indt’?ﬁals differ along several psychological

to patromiz 2) even.d ridual‘@posed to the same media content will respond to

L

it indifférent ways, depending@ﬁleir characteristics (Lin, 1996).

QE In placing so much emphasis on audience decision making, this theoretical
pproach fits into a category of limited effects theories that are not as much concerned

with what media do to audiences as what the audience member does with the media.
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This reflects an active audience, in stark contrast to earlier views of audiences as almost

completely "passive," homogeneous and readily manipulated by the media. (LiI?!G)
2.7.1 Uses and Gratification (U&G) of New Media

In the new digital era, as the information revolution brings Mnted options of
nz G

media and choices for entertainment and news content, refiﬁcation theory

has been utilized to examine new media adoption intent and e‘m\o{%ccording
N o~
ic politic u‘e@oards

to Garramone et. al. (1986) an early study of eleet

Due to internet use, o i ons in releasing stress,

entertainment, communicat% | 1 iller, 1996). Early studies do

indicate that audience \%
associated with trzw&al me dl \

N,

NS
underst% e usés rftificiaz’go?n associated with it, but also offer an opportunity

to Athe application Vel@’ and scientific values of this particular theoretical

A
28

0 In conclusion, theoretical refinements of the theory are the divisions of ritualistic

()

versus instrumental orientation, the expectancy-value theory and media dependency
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theory. Armed with these perspectives, Uses and Gratification theory is applied to

Ly
N
.{'J
X~

research on how audiences use new media.
2.8 Theoretical Framework

In conventional way of al-Quran and Hadith studies, literaturesigcus on al-Quran and
var

Hadith as the independent variable advertisement as the de ilable. This study,

however, aims to have a reversed direction of the relationship, M&d to the
Y
conventional form, for which advertisement will det e al-Qura fla@usage
4 b

in solving social conflicts. Y. \ aY
33'
b

Advertisement N Usage of al-Quran and Hadith
(Independent Variable) (Dependent Variable)

Figure 1: The existing directi search betweéen @ge of advertisement and

al-Quran and Hadith \ A

There is e Ming crnt S abc%ﬂ'fe use of al-Quran and Hadith in the
advertisement ws J Th? 'exa@es the extent to which advertisement
¢
£

influences e usage of a an and Hadith in solving social cases.

VP;T

Al-Quran and Hadith
(Independent Variable)

Usage of Advertisement
(Dependent Variable)

re 2: Direction of Current Research — Advertisement (IV) and Usage of al-

Quran and Hadith (DV)
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The use of al-Quran and Hadith may not solely rely on the advertisement itself.
It requires an understanding of the overall context of the conflicts, which inv%t

least two parties whom ideas are distinct and thus need for solutions. %\

29 Conclusion q

According to Munirah (2023), the use of verses from the ! Cd I"adith outside of
their original function has been widely practiced si the fime e Prophet

» NS
Muhammad é‘éﬁc‘j and companions. Regarding the u Hadith in ﬁa&mng of

buying and selling products, there is a story thT up a‘?[i ere w§~someone

o

who said that the Prophet Muhammad ,‘/,w ichYTeans ggplant'is a cure for all

o
on
oo
o
P

&
a mudhu' (false) Hadith.
A,

diseases. Although it was later foundN th it
ith,in the sale of an item

However, from this case we can %hat t@r\yogH
o 5
00

becomes a promising promoti\ for the sellgr. 6
\

S Lot
This statement% oubt \:men the researcher ignores the description of the

existence of false@ that '111(\ funq@cn'} of al-Quran and Hadiths to be out of
practice. Thin s&thls ead *ypo@is of this study. That is to ensure that the
é ¢ 2 C,)
ur i Y

]

use of the

and Hadith
forger % ing tg & ir (2018) stated, the main corruption of fabricated

. s . \, e s .
H s false Justlflcatlon*g(@mst the Prophet Muhammad %‘j The falsification of

caused a negative effect on many aspects such as faith, religious law and acts of

orship. Furthermore, the number of fabricated Hadith is increasing from day to day.

This reality is becoming a concern when the dispersion of such Hadiths with the

application of the latest technology we have today. The dispersion of fabricated Hadiths

34



through social media has become a new threat that must be seriously combatted by new-

age Muslims, especially in the matter of awareness, knowledge, ethics, and mc?ﬂt

are possessed by all individuals. %\

Based on previous research, the researcher found that there is 1o illegal law set

whether through qualitative or quantitative methods, is

on the use of the al-Quran and Hadith in YouTube advertising, Each¥piece of writing,
Z a riference to give

arguments for each respective field and set provisions forfagw studie ilrried out
. o g
either in the same field or in equivalent fields. ' _{')
4 N~

\ N

The integration of da’wah in busi Wi th@Tse al-Q@nd Hadith in

dif@%t things trying to

advertising is a significant conceptual raa' tion. Like

[

be juxtaposed. Without observation%esearch,\-Q\K nﬁt%adith knowledge and
% N\

image can be contaminated d%ooncﬁct inyte¥ms <Q rgery or fraud, whether
intentionally or unintentio% is tle esponsibilityof scholars and academics to
tr l

delves into this matter% adic't‘i ns i f}ug? terms of opinions from previous
studies whether K;e or r‘sg\\
investigate thew f co i

question W@S on/res j (ﬁ;gs.
S
' 4 f T

~ Due té(tﬁis problem, this research aims to

&)

sed by past researchers to answer the

g
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