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Abstract 
Da’wah has traditionally relied on face-to-face interaction and community-

based structures to disseminate Islamic teachings. The rapid expansion of 

social media has transformed patterns of religious communication, creating 

new opportunities and challenges for Islamic outreach. This digital shift 

requires da’wah actors to move beyond conventional approaches and adopt 

innovative management strategies that align religious objectives with the 

dynamics of online platforms. This study aims to analyze innovative strategies 

in da’wah management and to examine how social media is harnessed 

effectively for Islamic outreach. The research employed a qualitative-dominant 

mixed-methods design, involving questionnaires distributed to da’wah 

practitioners, in-depth interviews with managers of Islamic organizations, and 

a focused case study of social media–based da’wah initiatives. The findings 

reveal that structured planning, message consistency, and active audience 

engagement significantly enhance the effectiveness of digital da’wah. 

However, the use of analytics and systematic evaluation remains limited, 

indicating gaps in data-driven management practices. The study concludes that 

social media–based da’wah can achieve sustainable impact when managed 

strategically, ethically, and responsively to platform characteristics. Integrating 

management principles with Islamic values is essential to strengthening the 

credibility and long-term effectiveness of digital Islamic outreach in the 

contemporary media landscape. 
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INTRODUCTION 

Da’wah has historically functioned as a central mechanism for the transmission of 

Islamic values, ethics, and social guidance across generations and societies (Pusparini et al., 

2025). Traditionally conducted through sermons, religious gatherings, educational institutions, 

and community-based activities, da’wah has relied heavily on direct interpersonal 

communication and localized organizational structures. These conventional forms of da’wah 

management were shaped by specific social, cultural, and spatial contexts that emphasized 

face-to-face interaction, hierarchical authority, and relatively stable audience demographics. 

Contemporary social transformation driven by globalization, digitalization, and rapid 

technological change has significantly altered patterns of communication and information 

consumption. Social media platforms have become dominant spaces where individuals 

construct identities, negotiate values, and engage with religious content (Dabbagh et al., 2025). 

These platforms enable instant dissemination of messages across geographical boundaries, 

allowing da’wah actors to reach diverse audiences beyond traditional physical and institutional 

constraints. This shift challenges established da’wah practices while simultaneously opening 

new avenues for Islamic outreach. 

The increasing presence of religious discourse on social media raises critical questions 

regarding how da’wah is planned, organized, executed, and evaluated in digital environments. 

Da’wah management can no longer rely solely on traditional models that assume passive 

audiences and linear communication flows (Feizollah et al., 2025). The dynamic, interactive, 

and algorithm-driven nature of social media necessitates innovative strategies that integrate 
religious objectives with digital communication logic. This evolving context forms the 

foundation for examining innovative strategies in da’wah management that harness social 

media for effective Islamic outreach. 

Despite the widespread use of social media by da’wah practitioners and Islamic 

organizations, many da’wah initiatives remain unstructured and reactive rather than 

strategically managed. Content production is often driven by spontaneity or personal 

preferences instead of systematic planning aligned with clear objectives and audience analysis 

(Chaabna et al., 2025). This condition results in fragmented messaging, inconsistent themes, 

and limited long-term impact on audience understanding and behavior. 

Another critical problem lies in the limited managerial competence in utilizing social 

media as a strategic da’wah tool (Yasin et al., 2025). Many da’wah actors possess strong 

religious knowledge but lack expertise in digital communication, content analytics, and 

platform-specific engagement strategies. As a result, da’wah messages may fail to compete 

with other forms of digital content or to adapt effectively to the fast-paced and attention-driven 

nature of social media ecosystems. 

The problem is further compounded by ethical and ideological challenges associated with 

digital da’wah. The absence of structured management frameworks increases the risk of 

message misinterpretation, oversimplification of religious teachings, and the spread of 

polarizing or sensationalized content (Bustamam-Ahmad et al., 2025). These issues highlight 

the need for a systematic examination of how da’wah management can be innovatively 

redesigned to address both the opportunities and risks inherent in social media-based Islamic 

outreach. 

This study aims to analyze how da’wah management strategies are being transformed in 

response to the increasing use of social media platforms for Islamic outreach (Fawzi et al., 

2025). The research seeks to identify key managerial components that support effective da’wah 

planning, implementation, and evaluation in digital environments. Through this objective, the 

study intends to clarify how traditional da’wah principles can be operationalized within 

contemporary communication systems. 
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Another objective of the study is to examine the strategic use of social media features in 

da’wah activities. This includes analyzing content formats, audience engagement mechanisms, 

and communication styles employed by da’wah practitioners (Sari et al., 2025). The research 

aims to understand how these strategies influence audience reach, interaction, and perception of 

Islamic messages in online spaces. 

The study also aims to develop an analytical framework that connects da’wah 

management theory with digital communication practices. By synthesizing insights from 

religious studies, management science, and media studies, the research seeks to provide 

conceptual guidance for da’wah actors navigating digital platforms (Moradi, 2025). This 

objective underscores the study’s intention to contribute both theoretically and practically to 

the field of Islamic outreach. 

Existing studies on da’wah have predominantly focused on theological content, 

preaching methods, and the role of religious leaders in shaping community values (Mujahidin 

et al., 2025). While these studies offer valuable insights into the substance of da’wah, they 

often overlook managerial dimensions such as strategic planning, resource allocation, and 

performance evaluation. This imbalance limits understanding of da’wah as an organizational 

and managerial practice, particularly in digital contexts. 

Research on social media and religion has grown substantially in recent years, addressing 

issues such as online religiosity, digital identity, and virtual communities. However, many of 

these studies treat religious engagement on social media as a spontaneous cultural phenomenon 

rather than a managed outreach process (ALafaghani, 2025). The lack of focus on da’wah 

management strategies creates a gap in understanding how Islamic outreach can be 

systematically designed and sustained through social media platforms. 

Another gap lies in the limited integration of management theory into studies of digital 

da’wah (Silalahi et al., 2025). Existing research often examines isolated aspects such as content 

effectiveness or audience response without situating these elements within a comprehensive 

managerial framework. This fragmentation underscores the need for research that explicitly 

addresses innovative da’wah management strategies that align religious objectives with digital 

communication dynamics. 

The novelty of this research lies in its explicit focus on da’wah management as a strategic 

and innovative process within social media environments. Rather than viewing social media 

merely as a communication channel, the study conceptualizes it as an integrated managerial 

space where planning, coordination, monitoring, and evaluation are essential (Alaskar, 2025). 

This perspective introduces a managerial lens that has been largely absent in previous studies 

of digital da’wah. 

The research is further justified by its interdisciplinary approach, combining insights 

from Islamic studies, management science, and digital media studies (Bujangga et al., 2025). 

By bridging these domains, the study offers a more holistic understanding of how Islamic 

outreach can be effectively managed in contemporary society. This integration enables the 

identification of innovative strategies that are both religiously grounded and digitally 

responsive. 

The importance of this study extends to practical implications for da’wah institutions, 

religious organizations, and individual practitioners. As social media continues to shape public 

discourse and religious engagement, the absence of structured da’wah management 

frameworks poses significant challenges (Hadiyanto et al., 2025). This research contributes to 

addressing these challenges by providing conceptual clarity and strategic direction, thereby 

supporting more ethical, effective, and sustainable Islamic outreach in the digital era. 

 

RESEARCH METHOD 
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The following sections detail the systematic approach used to examine innovative 

management strategies in digital da’wah and social media-based Islamic outreach. 

Research Design 

This study employed a qualitative-dominant mixed-methods research design to examine 

innovative strategies in da’wah management (Meerangani et al., 2025). The qualitative 

approach was prioritized to capture the complexity of managerial practices and strategic 

decision-making within digital contexts, while a complementary quantitative component 

provided descriptive analysis of audience engagement metrics (Salim & Othman, 2025). This 

design was selected to facilitate triangulation between experiential insights and observable 

patterns, ensuring that the findings regarding digital religious outreach are both deep and 

credible. 

Research Target/Subject 

The primary objective of this research is to identify and analyze innovative management 

strategies used for Islamic outreach on social media. The study targets an understanding of 

strategic planning processes, message framing, and interaction patterns. By exploring 

managerial challenges and ethical considerations, the research aims to construct a 

comprehensive model for effective digital da’wah that aligns outreach objectives with 

contemporary audience engagement indicators. 

The population consisted of da’wah practitioners, managers of Islamic organizations, and 

Muslim content creators. Using purposive sampling, participants were selected based on their 

direct experience in planning and evaluating digital religious activities. The sample represented 

a diverse institutional spectrum, from mosque administrators to independent digital influencers, 

ensuring that the findings reflect a broad range of strategic practices across different social 

media platforms. 

Research Procedure 

The research procedures began with the initial mapping of active digital da’wah 

initiatives to identify key participants and content sources. This was followed by the 

distribution of structured questionnaires to gather standardized baseline data. Subsequently, in-

depth interviews were conducted to explore the qualitative nuances of management strategies. 

Finally, digital content was analyzed to contextualize the survey and interview data, with 

qualitative themes and quantitative descriptive statistics integrated to form the study's final 

conclusions. 

Instruments, and Data Collection Techniques 

Data were collected using a triangulation of semi-structured interview guides, 

structured questionnaires, and digital content analysis protocols (Waheed et al., 2025). The 

interview guides focused on strategic planning and ethics, while the questionnaires measured 

platform selection and perceived outcomes. The content analysis protocols allowed for a 

systematic examination of social media posts, focusing on how messages are framed and how 

audiences interact with religious content (Doroh, 2025). These instruments ensured that data 

was captured from both a managerial perspective and an empirical, content-based perspective. 

Data Analysis Technique 

The study utilized thematic analysis for qualitative data and descriptive statistical 

techniques for quantitative data. Qualitative transcripts were coded to identify recurring 

strategic themes, while engagement metrics from surveys and content logs were analyzed to 

identify trends in audience reach (Alina Ali Zani et al., 2025). By integrating these two data 

sets, the researcher was able to build a comprehensive analytical narrative that explains both 

the “how” and the “why” of innovative da’wah management in the digital age. 
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RESULTS AND DISCUSSION 

Quantitative data were obtained from questionnaire responses completed by 137 da’wah 

practitioners and managers actively utilizing social media for Islamic outreach. The data 

focused on strategic planning practices, platform utilization, content management, audience 

engagement, and perceived effectiveness of digital da’wah initiatives. Descriptive statistical 

analysis was employed to summarize participant responses using a five-point Likert scale, 

ranging from very low to very high levels of agreement or frequency. 

The overall distribution of responses is presented in Table 1, which summarizes the mean 

scores and standard deviations of key variables related to da’wah management strategies on 

social media. Strategic planning and audience engagement indicators demonstrated relatively 

high mean values, while systematic evaluation and data-driven decision-making showed 

moderate scores. These results provide an initial overview of how da’wah management 

practices are currently implemented in digital environments. 

Table 1. Descriptive Statistics of Da’wah Management Strategies on Social Media 

Variable Mean Standard Deviation 

Strategic Planning of Da’wah Content 4.12 0.63 
Consistency of Message Delivery 4.05 0.68 
Audience Engagement Management 4.26 0.59 
Use of Platform Analytics 3.71 0.77 

Evaluation of Da’wah Impact 3.64 0.81 

The statistical patterns indicate that most da’wah practitioners have adopted structured 

approaches to content planning and audience engagement. High mean scores for strategic 

planning suggest that social media da’wah activities are increasingly guided by predefined 

themes, schedules, and objectives rather than spontaneous posting. Audience engagement 

management also received strong ratings, reflecting active efforts to interact with followers 

through comments, live sessions, and interactive features. 

Moderate scores for the use of platform analytics and evaluation of da’wah impact 

suggest partial integration of data-driven management practices. While practitioners recognize 

the importance of metrics such as reach, likes, and shares, these indicators are not consistently 

utilized for systematic evaluation and strategic refinement. This finding indicates a gap 

between awareness of digital analytics and their effective application in da’wah management. 

Qualitative data derived from interviews revealed diverse managerial approaches to 

digital da’wah across organizational contexts. Participants described social media as a flexible 

and accessible medium for disseminating Islamic messages to broader audiences, particularly 

younger demographics. Many practitioners emphasized the importance of adapting da’wah 

language and visuals to platform-specific cultures without compromising religious values. 

Interview data also highlighted organizational differences in managing digital da’wah 

initiatives. Larger institutions tended to employ team-based content management structures, 

while independent da’wah actors relied on individual efforts. These differences influenced 

consistency, content quality, and the sustainability of da’wah activities, underscoring the role 

of organizational capacity in shaping management strategies. 

Inferential statistical analysis was conducted to examine relationships among key 

variables in da’wah management. Pearson correlation analysis revealed a strong positive 

relationship between strategic planning and audience engagement (r = 0.69, p < 0.01), 

indicating that more structured planning was associated with higher levels of follower 

interaction. This finding supports the assumption that managerial planning enhances digital 

outreach effectiveness. 
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Figure 1. Digital Da’wah Management Effectiveness 

A moderate positive correlation was found between the use of platform analytics and 

evaluation of da’wah impact (r = 0.52, p < 0.05). This result suggests that practitioners who 

actively monitor analytics are more likely to assess the effectiveness of their outreach efforts. 

The analysis indicates that data literacy plays a significant role in strengthening evaluative 

practices within digital da’wah management. 

Cross-analysis between quantitative and qualitative data revealed consistent relational 

patterns. Practitioners who demonstrated high engagement scores frequently described 

deliberate content scheduling and thematic consistency in interviews. This alignment suggests 

that strategic planning directly influences how audiences respond to digital da’wah messages. 

Relationships between ethical awareness and content management also emerged from the 

data. Participants who emphasized ethical considerations in message framing tended to 

prioritize audience trust and long-term engagement over short-term popularity. These 

relationships indicate that values-based management principles remain central to effective 

Islamic outreach in digital spaces. 

A focused case study was conducted on a community-based Islamic organization 

managing da’wah activities through Instagram and YouTube. The organization implemented a 

structured content calendar, assigned specific roles for content creation and moderation, and 

utilized analytics to monitor audience responses over a three-month period. Data sources 

included social media metrics, internal planning documents, and interviews with the da’wah 

management team. 

The case study showed consistent growth in audience engagement, reflected in increased 

follower numbers, comments, and content sharing. Educational video series and interactive live 

sessions generated the highest engagement rates. These observations provide concrete evidence 

of how innovative management strategies can be operationalized in real-world digital da’wah 

contexts. 

Analysis of the case study data revealed that clear managerial coordination contributed 

significantly to the effectiveness of the organization’s digital da’wah initiatives. Role 

distribution and scheduled planning reduced content inconsistency and allowed for timely 

responses to audience feedback. These practices enhanced the organization’s credibility and 

visibility on social media platforms. 

The use of analytics in the case study enabled continuous refinement of da’wah 

strategies. Content themes that generated lower engagement were revised or replaced, while 
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high-performing formats were further developed. This adaptive approach demonstrates the 

practical value of integrating managerial evaluation mechanisms into digital da’wah operations. 

 
Figure 2. Digital Da’wah Management: Data, Ethics and Impact 

The results indicate that innovative da’wah management strategies grounded in structured 

planning, engagement-focused communication, and selective use of analytics can significantly 

enhance Islamic outreach through social media. Quantitative and qualitative findings converge 

to show that managerial intentionality plays a critical role in shaping digital da’wah 

effectiveness. 

At the same time, the findings suggest that data-driven evaluation practices remain 

underdeveloped among many practitioners. Strengthening analytical competencies and 

institutional support mechanisms may further optimize digital da’wah management. Overall, 

the results underscore the importance of integrating religious values with contemporary 

management and communication strategies to sustain meaningful Islamic outreach in the 

digital era. 

The findings of this study demonstrate that social media has become an integral 

managerial space for contemporary da’wah activities rather than a supplementary 

communication channel. Quantitative results indicate that structured planning, message 

consistency, and active audience engagement are the most dominant strategies adopted by 

da’wah practitioners in digital environments. These elements collectively contribute to higher 

levels of interaction and sustained audience attention, suggesting that managerial intentionality 

significantly shapes the effectiveness of Islamic outreach on social media. 

Qualitative findings further reveal that da’wah management practices vary according to 

organizational capacity and digital literacy. Institutions with dedicated teams and clear role 

distribution tend to implement more systematic content planning and evaluation processes. 

Independent da’wah actors, while often highly creative and flexible, face challenges in 

maintaining consistency and long-term strategic focus due to limited resources and managerial 

support. 

The results also highlight that the use of social media analytics remains uneven across 

da’wah initiatives. Although many practitioners acknowledge the importance of metrics such 

as reach, engagement, and audience demographics, these data are not consistently integrated 

into decision-making processes. This gap indicates that digital da’wah management is still in a 

transitional phase between intuitive practice and evidence-based strategy. 

Case study findings reinforce the broader results by demonstrating how coordinated 

planning, analytics-informed evaluation, and interactive content formats can enhance audience 

growth and engagement. The case illustrates that innovative da’wah management strategies are 

operationally feasible and can produce measurable outcomes when systematically 

implemented. 

The findings of this study align with previous research on digital religion that emphasizes 

the transformative role of social media in reshaping religious communication and authority. 

Similar to earlier studies, the results confirm that social media enables wider reach and 
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increased interaction between religious actors and audiences. This study extends such findings 

by emphasizing managerial structures as a key determinant of digital da’wah effectiveness. 

Differences emerge when comparing this study with research that portrays digital da’wah 

as predominantly spontaneous and personality-driven. While earlier studies often focus on 

charismatic preachers and viral content, the present findings suggest that strategic planning and 

organizational coordination play a more decisive role than individual popularity alone. This 

contrast highlights the growing importance of management-oriented approaches in digital 

Islamic outreach. 

The results also diverge from studies that express concern over the superficiality of 

online religious engagement. While such concerns remain relevant, the findings indicate that 

structured and ethically grounded da’wah management can foster meaningful interaction and 

sustained audience trust. This distinction suggests that the quality of management practices 

mediates the depth of religious engagement in digital spaces. 

Comparisons with communication and management literature further demonstrate 

convergence with theories emphasizing strategic communication and audience-centered 

management. The integration of these perspectives within the context of da’wah management 

contributes to expanding the analytical scope of Islamic outreach studies beyond theological 

and rhetorical dimensions. 

The findings of this research signal a broader transformation in the conceptualization of 

da’wah from a primarily message-centered activity to a strategically managed process. The 

prominence of planning, engagement, and evaluation reflects a shift toward professionalization 

in Islamic outreach. This shift indicates increasing recognition of management competencies as 

essential components of effective da’wah in the digital era. 

The uneven adoption of analytics and evaluation practices reflects a transitional stage in 

digital da’wah development. The findings suggest that while practitioners are adapting to new 

communication environments, managerial capacities have not fully matured. This condition 

can be interpreted as a sign of ongoing negotiation between traditional religious authority and 

contemporary digital logic. 

The emphasis on ethical considerations within digital da’wah practices indicates that 

religious values continue to shape managerial decision-making. The results reflect a conscious 

effort by practitioners to balance visibility and popularity with moral responsibility. This 

balance serves as an indicator of how Islamic principles are being rearticulated within modern 

management frameworks. 

The case study outcomes reflect a broader trend toward institutional learning and 

adaptation. The observed improvements in engagement and consistency suggest that da’wah 

organizations are increasingly capable of translating abstract management principles into 

practical digital strategies. These findings signal a gradual institutionalization of digital da’wah 

management practices. 

The findings carry important implications for da’wah practitioners seeking to enhance the 

effectiveness of Islamic outreach on social media. Structured planning and consistent 

messaging emerge as critical factors in sustaining audience engagement. Practitioners may 

therefore need to adopt formal management tools such as content calendars, role distribution, 

and performance indicators to strengthen their digital presence. 

Implications for da’wah institutions include the need to invest in managerial and digital 

communication capacity building. Training in content strategy, audience analysis, and ethical 

digital communication can support more sustainable and impactful outreach. These 

implications suggest that da’wah effectiveness increasingly depends on organizational learning 

and professional development. 

The results also have implications for policymakers and religious authorities responsible 

for guiding digital da’wah practices (Larsson & Willander, 2025). The absence of standardized 

management frameworks may expose da’wah initiatives to ethical risks and strategic 
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inefficiencies. Developing guidelines that integrate Islamic values with digital management 

principles could enhance accountability and public trust. 

At a broader level, the findings imply that social media-based da’wah has the potential to 

shape public religious discourse more constructively when managed strategically (Abdulbaseer 

et al., 2025). Effective da’wah management can contribute to promoting moderation, 

inclusivity, and informed religious understanding in increasingly fragmented digital 

environments. 

The prominence of strategic planning and engagement in digital da’wah management can 

be explained by the algorithm-driven nature of social media platforms (Euchner et al., 2025). 

Content visibility and audience interaction are influenced by consistency, relevance, and 

responsiveness, prompting practitioners to adopt more systematic approaches. These platform 

dynamics encourage managerial adaptation even among traditionally informal da’wah actors. 

The limited use of analytics can be attributed to gaps in digital literacy and resource 

availability. Many practitioners prioritize content creation and religious messaging over 

technical evaluation due to time constraints and limited training (Hashmi et al., 2025). This 

condition explains why analytics are often used superficially rather than as tools for strategic 

refinement. 

Organizational differences observed in the findings reflect variations in institutional 

capacity and leadership orientation (Saud et al., 2025). Larger organizations are better 

positioned to allocate roles and resources for digital da’wah management, while individual 

practitioners rely more on personal initiative. These structural factors shape how management 

strategies are implemented and sustained. 

The effectiveness observed in the case study can be explained by the alignment between 

managerial coordination and platform affordances. Clear role distribution and data-informed 

decision-making enable timely adaptation to audience feedback (Ramezani Doroh et al., 2025). 

This alignment enhances both operational efficiency and message credibility in digital 

outreach. 

The findings of this study suggest several directions for future research and practice in 

da’wah management (Mehri et al., 2025). Future studies may adopt longitudinal designs to 

examine how digital da’wah strategies evolve over time and influence long-term audience 

behavior. Such research could provide deeper insight into sustainability and impact beyond 

short-term engagement metrics. 

Further research may also explore comparative analyses across different cultural and 

national contexts. Examining how da’wah management strategies vary across regions and 

platforms could enrich understanding of contextual factors shaping digital Islamic outreach 

(Azalie, 2025). These investigations would strengthen the generalizability of the findings. 

Practical actions emerging from this study include the development of training programs 

focused on digital da’wah management (Trujillo Fernández et al., 2025). Equipping 

practitioners with skills in strategic planning, analytics interpretation, and ethical 

communication may enhance overall outreach effectiveness. These initiatives emphasize the 

importance of capacity building in sustaining innovation. 

The study ultimately calls for a more integrated and reflective approach to da’wah 

management in the digital era. Collaboration between religious scholars, management experts, 

and digital media professionals can support the development of holistic strategies (Purba & 

Metia, 2025). These future directions point toward a more professional, ethical, and impactful 

model of Islamic outreach through social media. 

 

CONCLUSION 

The most important finding of this study is that effective da’wah on social media is 

strongly determined by the quality of managerial strategies rather than by technological access 
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alone. Structured planning, consistency of messaging, and active audience engagement 

emerged as key factors that enhance the reach, credibility, and sustainability of Islamic 

outreach in digital spaces. At the same time, the study reveals that the use of analytics and 

systematic evaluation remains uneven, indicating that many da’wah initiatives are still in a 

transitional stage between traditional, intuition-based practices and fully strategic digital 

management. 

The main contribution of this research lies in its conceptual integration of da’wah studies 

with management and digital communication perspectives. This study offers added value by 

reframing da’wah as a managed organizational process that operates within algorithm-driven 

social media environments. Methodologically, the combination of quantitative data, qualitative 

insights, and a focused case study provides a holistic approach that can serve as a reference 

model for future research and practical implementation in digital Islamic outreach. 

This study is limited by its focus on a specific set of social media platforms and a 

relatively short observation period, which may restrict the generalizability of the findings. The 

research also relies on self-reported data that may not fully capture long-term behavioral 

impact. Future studies are encouraged to employ longitudinal and comparative designs, 

incorporate audience-side perspectives more deeply, and explore emerging platforms to further 

develop evidence-based strategies for sustainable and ethical da’wah management in the digital 

era. 
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