CHAPTER1

INTRODUCTION Y.
1.1 Introduction T
!

Advertisement is one of the forms of communicationgbased on a combi n‘bf\ ain
characteristics such as persuasion, visual and pr: description whether 1Y~ e fo
4

of audio or text that are included in a content an?road ﬁﬁb{ gh VaniQ}S' media for
the purpose of marketing by applying ale infleenci Q‘he ceptzzg
way of thinking. According to Lukitar% (20%? gg_a\ ama (2001), they
stated that: "The goal of making a %negt

7]

buyers about the products offx the companyithrou

\
(S

Advertising is usually'for co\ i ﬂh(rg}e/ses. However, it is more meaningful

if advertising is jn@d witll ideas)of adviz%br the good of society such as religious

N
concepts, fami Nure unity, tridtisel‘%té. Every advertisement contained branding

5

nd audience’s

oi , persuade and remind
e

advertising media."

and sales consists ’f ri@e’s of thought and philosophy understood by
com ion experts s&io-p@thology. Advertising applies internal cognition to

5

tri% ience perception. Mcording to Rahim (2009), "Advertising has had an
i on, not only the physical aspects in the context of use and consumerism, but also

olves the sociological, psychological and mental aspects of humans as a whole."



From the perspective of Islamic themed advertising, Mohamad RaST.
lim

(2021) stated that complying with Islamic law is one of the important themecm
e ha

users. This is because Muslim consumers tends to choose products t lal and
comply with Shari’a. Advertisements that comply with Islamic IYﬂm persuade

consumers to buy the product without hesitation. V

Advertisements are translated in the desig% teWa simple
[

storytelling concept based on the use of the pro or seryice for F@Oﬂ.
Advertisements can be displayed either in the form of'posters,udio Vid@‘r he rapid
development of the digital age technology in réeent ,%m\crs grea Y;hanged the

strategic environment globally throug@edia. edié‘one form of new
media technology that brings the reaning of % '@ation. In this context,
advertisements are also display@riouﬁsoci ‘Fdia orms such as YouTube,

Facebook, TikTok etc. \ A\
X S
, N
According Usm it¥(2018), He stated, in fact, social media is

—

beneficial if m @well tha@s a negative side to it that cannot be

controlled. A@otd‘ ﬁt'i\(e-}s e of social media that must be made aware

to all p %Zh as Di:)al' \media makes humans become ignorant, less
G

sensitiﬁ tally disturbed akens the memory of users. It is also manipulative
N
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a Nnotes fear (Duivestein & Bloem, 2013). It cannot be denied that social media
preyides a good platform for the dispersion of knowledge and religious teachings (Stout,

13) as well as Hadiths of the Prophet Muhammad 3. With a sense of awareness and

responsibility, many are excited to spread the Hadiths widely with the hope it can bring



mutual goodness. However, in their excitement, they are unconsciously b
“agents” in spreading fabricated Hadiths. Good intentions and purpose ar%m turn
into a nightmare if there is a lack of awareness and media ethics, '%using the
fabricated Hadith to be spread all over the social media. In today's di a, gradually
more advertisements are made that involve the use of al-Quran an th on YouTube.

T

"If technology is made for bad purposes, then not the, te lnol that is to
blame, but rather those who use it in this w ositive or ne, tire:c\qg.mes
are the result of appropriate or inappropriateuse of téchnology. ”\,Y*
% o, ipera, 2018)
4y &

Whereas the use of the al-@hd i aT pr B{ﬁu an advertisement is

considered a form of preachin@cat o

idh. Preaching education is a different
concept because its purpose isNae hra»\&eferring to Ainun Shaqirah
Sabiri and Khazri Osmén 20%) quoting a s tem@m the Islamic Encyclopedia, it

:
has been stated that %h e\i orf and activity that calls, invites and calls people
to live based o & aims to iz-}@?people to faith to Allah SWT and His

slamic la
Messenger. r%\ V:? ," (JC'J
N S

’

sh%aproduct ads are iu'-.’z; le to use with the resource? Ramli, M.A. et. al.
™~

( Nuotes the statement from Mei & Chia (2015), in order to attract the attention of

rs to a product, the advertisement creation needs to visualise the strength of the
0

duct's properties, benefit and value of the product.

A\



To what extent are the use of holy books, al-Quran and Hadith as the bagi
reference in advertisement for a product? Is it necessary for the narrativco mic

media organizations to separate the content of advertisements from dalm)uran and

Hadith is the main source of knowledge that supports Muslims d with the
teachings of Islam. Praise upon Prophet Muhammad %}j who brou ht to the whole
world with the teaching of Islam that we carry in every stepsef x livis. Authoritative

scholars have outlined procedures and manners to respeetythis sourc ledge.

This study only focused on the phenome in the use ¢f al-Quiran an&Hadith in

the content of advertising through YouTube socia

includes aspects of advertising, comml@ and s

dependent variable.

" | s
1.2 Problem St t \" téj’
. roblem Statemen
K
Laws and gui Nfor he.% ded&ga}d social media (Content code) have been

gazetted ove en’t ou (Malaysian Communications and Multimedia
t

b 4
Com '&n this contex 9' the y found that section 3, 8.7 of the Content Code
. § N

w s that it is forbiddeﬁ'Q) use the main sources of religious reference such as

%Quran and Hadith in advertising. The main problem is the spread is prevented by

0 government on some mediums due to avoid any negative impression or misuse. The



purpose of the Content Code is to control public behaviour from abuse in the \Wf

new media. %\

The content code that is set is a guideline and it is not final a can still be
enacted based on proposals that can overcome the main proble refore, this
research hopes that this problem can be justified in its position arwver the question

of whether the findings explain the user's perception dv isinf broadcasts on

YouTube that use the dalil of al-Quran and Hadith. '\d
®

Based on the Hadith of Prophet Muhammad 5‘@%"2// :

L9
%,

%%'%rael‘( ic
.\. whoever tells a lieo‘tajq‘fz:ne intentionally, will surely take his place in
\

the (Hell) Fire.



Every Muslim should spread the da 'wah. However, there are also ve t

prevent propagandists from lying or fabricating Prophet Muhammad’s @ he

method of stating the sources has been outlined by scholars. *
Religious riders take advantage and are of personal interest. ertising aims to
introduce the product brand to the audience. Counterfeiti frard is absolutely
unacceptable such as counterfeit goods, or fake pr ts disgu brands in
[

advertising. This kind of advertising which uses vers m the al-Quran ls t e the

evil or ugliness in something. Wan Ji (2019) tefers to the Hadith Al@nizi, no:

N\

1315, he discusses “In the same ways, it is ferbiddén to gi've ood bra Y;vith the aim

of covering up something evil or bad@mple, SO e br@‘s a fake sale item
with a brand which is certified. It i(lncluded uﬁ\h{*g éhame of selling goods

N\
which is prohibited in religioq%e it § un the i@tlon of lying. Religious
Branding: Branding a sellin pr&ct ur ame @ religion. Even though it has
characteristics t ea
S |
communication, perception, coggﬁve, and cultural models. How many advertisers use

been practiced for a lodg timeybut it is Something @Ould not happen. Islam did not
' $ &
\f'sq nt.’
bus&§
; R . : .

Thes ments 8iv })ace r@e discussed from various angles such as religion,
a N and Hadith sources with the sole intention of selling their products? Many do
notye

e

care about brandin ware The'question is, what are the forms and
ém
IS

alize the concept of media technology works when it becomes a part of the needs

Qdaily life. According to Siapera (2018) she argued, it is fair to say that most people



tend to consider the instrumentalist view of technology as a tool to be used in th

lives. In doing so, they may overlook certain ways in which technology st T\/
K\

According to Ramli, M.A. et. al. (2018), “In today's pro?ﬂnd services

marketing strategy, a variety of techniques are used to promote sal@s,in' the new media.

Among them is by making over claimed on the efficacy o emctf being sold and

services offered.” These allegations are not just uneth n marketi dvertlsmg

culture, but also prohibited by Islamic law because e element of 1ci<er1_\)§~th1s

regard, the objective of this study is to examine 1ssuef of o r-clalﬁed in the
N

marketing of products. The findings of th stud sho‘%e at*the g@ﬁlue of over

claimed is prohibited by Islamic rulln e of the tence oékments of trickery

and falsification of consumer prod 1nforrnat1 ? A

A

SRS
ssertei(ﬁat “there 1s a sense where

Cited by Siapera (2018), uh.
humans themselves Szy the ‘%belng aware of effects and

consequences by us Kt l i evolu@f of media history, seems to follow

Harold Innis (1 51),

from@ to literacy, from the spoken word to

!
handwr1tten 1pts nd fr ﬁere-}bprint and then electronic media.

NS
2
&

1.3 &e& h Questions

2. How al-Quran and Hadith are used in advertisement through YouTube is

0& To what extent al-Quran and Hadith in advertisement through YouTube?

perceived by Islamic Scholars?



1.4 Research Objectives Y.
ube.

1. To identify the usage of al-Quran and Hadith in advertisement thro ou:l

2. To identify the concept of using al-Quran and Hadith in advert?ﬁn YouTube

according to Islamic Scholars. V

1.5 Limitation of Study ‘\d
[
4

location of this study. %

{ ’ N
This research is %lg on tl}ﬁ: ide 1f‘ica&(/) of advertisement rather than the
process of adverti \[hat is' tah)lace j&e issue. Advertisement is categorized

as independen &b he Fivz@he advertisement and what are the factors
¢
tﬁ 4
that may Qn' the /detenminatio ((_)j action towards the usage on al-Quran and
Hadit w il. In gtw'?;ls, @ocus is on the usage of al-Quran and Hadith in

ad ent and how the w&g%af the use can influence the audience's perception on
a

@semem and in resolving the conflict of da'wah and deviation.

The next limitation is based on the usage of al-Quran and Hadith as the dependent

variable of this study. The limitation is based on the responses obtained from the



interviews made and data collection. According to the early interviews made, thw

of al-Quran and Hadith is limited on the way of using dalil. c\

In order to understand the advertisement approach, the contex vertisement
is set for the issues of that occurred among Malaysians. There Wanges has been
seen in the way of marketing that causes the issues to be te 1the in social media
or publication books. However, this study covers on art of rt1 ent which

currently available on YouTube platform. The choic dvertisgment m'thla»%&?y is
e u

thus limited to advertisements videos with th e of ;1— ur and?l‘adlth on

YouTube application or website only. Nz Q\ ?Y.
1.6  Significance of Study \ AN
=) S
0

7]
Two areas become the main m N q%w ich are theoretical aspects
and the pragmatism ofee usge of al- Iu nﬂ h within the scope and needs of
:
the scholars and cade ci ally n determmlng to what extent the

—--Sn

%

determmatlon c1s1 hlb@&,n on the use of dalil in advertising can
O |

overcome the e of the of use of Nas resources. This study uses Uses

and Gr bo-f)e a ology to which desires to understand a certain

aspect 5 why does people or Y, be users choose to consume certain kind of media
\

t 0 in specific gratifications as a result of those selections, and to identify the

ance and rationale of using the al-Quran and Hadith as a source of specific
mmunication mediums in advertising or prohibition.



As a matter of fact, the inclusion of Uses and Gratification theory all r
better explanation in relation to the purpose and gratification they desire C ofeylising
the media. This theory was used also for a better understanding on p&%cognitive

and perception towards a certain advertisement content on YouTube. icantly,

In theory, it contributes to academics and professionals t ate a theory of

balancing the way of using of al-Quran and Hadith in ertz'ng (ir in addition to
1mpo

creating an application system for it practically. Thus, n%ommunity
@
S

to know and gain the justification for the determinatigfnof the matter. ‘
4
v
1.7  Keywords and Definitions V ?Y-

1.7.1 Advertising % \ /.\.\
T3l P

d
Samsudin (1993) took the definw ( MO) \s&g&{g Advertising is defined as
"any form of paid presetatio nd promotiofl of r@rsonal ideas, goods or services

N ' &
by an identified spow". \ O
' N3
& &
bd Rahi

Accordi A i 9C5Tﬂting a statement (Wells, Burnett & Moriarty

2001) st ingthe n?rbe-tg

personéll paid communication %u ed out through various mass media channels to

:M or influence the audience".

—_— /2

10



1.7.2 YouTube Y.
YouTube is a platform of social media. According to Jarboe G. et A(B;! stated

YouTube is the top social network for Gen Z, and it is growing for t group, and

while it is shrinking a bit for Millennials, it is still the second w social network

where Millennials congregate. z '
.\d, T

1.7.3 Al-Quran ‘ _\C}
o it)

Amroeni Drajat (2017) stated in hi the s@urece of Islamic

ow@aded in Arabic. It

@tood by everyone as
N\

m citation of the Qur'an is

o@only used to mean the Word

Muhamim, ace be upon him.

teachings. Al-Qur'an as the first and n\%

is the root form of “qa-ra-a”, so th(the WOr

the name of the Holy Book. Im@/aﬁv

neither musytaq nor with “hamzah’ . 1]

of God that was revealéd to tR Proph

2 ¢
o ¥

(@]

=

Accordi@o
source of law %

uglim r
g to a%de f(? e unity to get out of the dark/misguided path
£ X

tow&e right path with di@w light, the Qur'an consists of 114 surahs and 6666

D
N
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1.7.4 Hadith Y.

Ghouri, S. A. M. (2017) explains the definition of al-Hadith Accordin&L;nguage
and Terminology: "Al-Hadith" in terms of Language: The plural for ?ﬂl is ahadith,

this word is used in general for several meanings as follows.

i.  Hadith means new (jadid), its opposite is old zz;

ii.  Hadith means news (news) as mentioned -Qura a n most

places, ‘ _{0
iii. Hadith means conversation or words (a ul wafal-kal

"Al-Hadith" According to the @methin t att@ed to the Prophet
whether it is words, deeds, or taqrir nfess1oi'h)$cT a r}b\é@s, morals or head, or
E ) N\
something that is attributed to ¢ @ons dt tabii 5

According to Abd zhman JI M¥(199 ated, The word "Hadith" is the

. wE d 4% . :
origin of the word ' Wh the la@ ge point of view means new (versus
old) or talk or \&ymo he \V@"Hadlth" has various meanings such as

1) Action, 2) % ) Words
U5

s t is clear here tha[':l;som the point of view, the word "Hadith" gives the
N

of news or conversation and story, whether it is related to religion or

0 dliness, or what has happened or is happening and whether it is little or a lot.

While from the point of view of the term, it means something that is relied on

12



the Messenger of God, be it words, actions, pledges (confessions) or attributes.Y.

Based on a study by Andariati L. (2020) states that Hadith is thﬁ%na source

of Islamic teachings after the Qur'an. The term hadith usually rewﬂ everything

attributed to the Prophet Muhammad ;ég, in the form of words ns, agreements,

and their nature (physical or psychological), both before a is p ophethood. The
term hadith is sometimes interchanged with the term “suunah. scholars
consider the two terms to be synonymous (mutarad. hile some ot er' d1 u1sh

between the two.
1.7.5 “Penunggang Agama” \% O<§

NP

According to Nordin (20 lly, Ith €ans r@ and sitting cross-legged

on something, such as blcycles\ T Veh1 R1d1ng also has an implied
one's li

meaning of using som Ez b eﬁt 0 hleve a certain purpose.
\"
Riding religionwhas Qme , that is, using religion for one's own

!
benefit to ach certain goa nfhec%ae of religion, a crime or wrongdoing can be

<k NS
covered% n. For exa )e, glv@ bribes in return for support or votes in elections

can be Vered in the name of q;lj%dty
N

0 Preserving religion is not only displayed in the way of dressing, calling, title and
a

me of the organization, but in speech and behavior. Dressing like wearing a turban

and robe based on the sunnah while telling lies on the grounds of circumcision lies is

13



an act of penunggang agama. Y.

The effect of riding on religion is not only defaming religion, bu%confusing
and causing misunderstandings about religion in the community. ake matters
worse is when religious people are supposed to be virtuous, ridingwigion to achieve

certain goals. Religious people like this are far from the Cri erlz of ‘p'eople extension

scholars' and bearer of truth. ‘\d
[ ]
4

According to Mohamed (2021) states, when%we say “Pe ggaﬂg'Agama”

Y- N
(religious rider), in our mind we imagine so% idi t\Td 'religion.’ 'Riding' is
an act that means riding or riding somﬂ\wet toa

an animal such as a horse or camel,gor a tool sul N%c lelrég,motorcycle. Since he
) N

is riding is a tool, the act of ri@gionﬂn ans using ion as a tool to quickly
reach the goal. \ ’ A

X $
N
_ ' $ &
1.8  Conclusion \ l \ é’
This qualitat%\y is xf% t0 pro&@e a strong justification to the determination
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of the ck%& to ba?t e use o ar@}ents on advertising in addressing the conflict of
el 4

nas misuse. In theory, it contributes to academics and professionals to create a theory
Nnce in the use of al-Q\uran and Hadith sources in advertising, in addition to
ting an application system. Furthermore, it is of interest to the community to
dentify the justification for the determination. However, this study is not conclusive

and either it can be continued, linked, supported or overcome by other studies.
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