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Abstract 
The rapid development of digital communication technology has significantly 

transformed the practice of da’wah, particularly through the use of social 

media as a primary platform for conveying Islamic messages. This study 

analyzes a cyber da’wah communication model by focusing on communication 

strategies, interaction patterns, and message effectiveness across social media 

platforms such as Instagram, YouTube, TikTok, and X. Employing a 

qualitative approach based on literature review and observation of digital 

da’wah content, this research finds that effective cyber da’wah depends not 

only on message substance but also on the da’i’s ability to adapt 

communication styles to platform characteristics. Strategies such as 

storytelling, the use of simple and relatable language, visual and audiovisual 

integration, and consistent content production are essential. Moreover, cyber 

da’wah promotes participatory and interactive communication, enabling 

audiences to actively engage in discussions and feedback. Message 

effectiveness is influenced by communicator credibility, message clarity, 

relevance to contemporary issues, and digital literacy. 
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INTRODUCTION 

The development of digital technology over the past two decades has brought significant 

changes to global communication patterns, including in the field of Islamic da’wah (Sari et al., 

2025). Social media platforms such as YouTube, Instagram, TikTok, and Facebook have 

become strategic spaces that enable the rapid, wide-reaching, and interactive dissemination of 

religious messages (Ragozina, 2025). Da’wah is no longer confined to traditional forums such 

as majelis taklim, sermons (Hamid et al., 2025; Kerim et al., 2025), and mosque lectures, but 

has evolved into cyber da’wah that utilizes modern communication technology (Kraidy & 

Krikorian, 2020). This phenomenon encourages da’i, da’wah institutions, and religious 

communities to formulate communication models that align with the characteristics of the 

digital sphere (Nuri Nurhaidah et al., 2024). 

In the context of the digital era, cyber da’wah requires mastery of creative and adaptive 

communication strategies (Razouk et al., 2023). Merely conveying religious material in textual 

form is no longer sufficient; instead, a deep understanding of algorithmic mechanisms, visual 

content production techniques, and the dynamics of user interaction is essential. Da’i must be 

able to present religious messages (Ragozina, 2025) in engaging and relevant formats, such as 

short videos, infographics, podcasts, and storytelling narratives (Ben Hadj Salem, 2025; Hejazi, 

2024; Putra et al., 2025; Saif, 2024; Triantini & Emawati, 2024) that are easily understood by 

the digital native generation. Such adaptation is crucial to ensure that da’wah messages do not 

become obscured amid the overwhelming flow of information and intense competition from 

entertainment content on social media (Abd Razzak et al., 2024; Fanara, 2021; Hafiar et al., 

2024; Makhrian et al., 2026; Mantello, 2021; Rohid et al., 2025; Waheed et al., 2025; Zafar & 

Blackmer, 2025). 

Beyond strategic considerations, interaction constitutes a fundamental element of the 

cyber da’wah communication model (Hafiar et al., 2024). Social media provides dialogical 

spaces that allow audiences to respond directly through comments (Schönbohm et al., 2025; 

Sevinç, 2021), private messages, or live-streaming features. This mechanism fosters emotional 

closeness between da’i and audiences and strengthens the digital authority of preachers 

(Aidulsyah & Mizuno, 2020; Hamid et al., 2025). However, such interaction may also generate 

new challenges, including open debates, misinformation (Rohid et al., 2025), hate speech, and 

religious polarization. Therefore, the ability of da’i to manage interactions, uphold ethical 

communication, and provide appropriate clarification becomes a decisive factor in the success 

of da’wah in the digital realm (Tebba, 2024). 

The effectiveness of da’wah messages on social media is strongly influenced by how 

those messages are packaged and communicated to audiences. Effective da’wah content is not 

merely that which goes viral, but that which is capable of influencing religious understanding 

(Wahid & Wardatun, 2023), attitudes, and behavior within society (Hafiar et al., 2024; Mohd 

Radzol & Hamzah, 2023; Zengin-Arslan, 2020). In the digital era, da’wah effectiveness is 

determined by several indicators, including reach (Abdul Jalil & Mohd Nor, 2020), 

engagement (Makhrian et al., 2026), message consistency, source credibility, and behavioral 

impact. Consequently, research on the effectiveness of cyber da’wah messages is essential to 

assess the extent to which religious content on social media contributes meaningfully to moral 

development (Mardonov et al., 2025) and religious literacy within society (U. Hasanah, 2022). 

In contemporary da’wah practices, an increasing number of institutions and communities 

utilize social media as a da’wah space, ranging from formal institutions such as the Ministry of 

Religious Affairs to creative communities that promote millennial-oriented da’wah approaches. 

This phenomenon indicates that cyber da’wah is not merely a trend, but a necessity of the times 

that demands the development of systematic, research-based communication models. 

Accordingly, analyses of strategies, interactions, and message effectiveness are crucial for 

formulating da’wah models that are relevant, moderate, and responsive to the needs of digital 

society (Rahmawati et al., 2025). 
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Based on this background, this study seeks to examine in depth the cyber da’wah 

communication model in the digital era, with an analytical focus on da’wah delivery strategies, 

interaction patterns between da’i and audiences, and the effectiveness of messages in shaping 

the understanding and behavior of social media users. This study is expected to contribute 

theoretically to the development of da’wah communication studies, while also offering 

practical benefits for da’wah practitioners and religious institutions in designing more 

innovative, educational, and positively impactful da’wah strategies within the continuously 

evolving digital space. 

 

RESEARCH METHOD 

Research Design 

This study employs a qualitative approach with a descriptive-analytical design (Sevinç, 

2021), as the research focuses on gaining an in-depth understanding of how cyber da’wah 

strategies are constructed, how interactions occur between da’i and audiences, and how 

message effectiveness is formed within the social media ecosystem. The qualitative approach is 

selected to explore meanings, communication patterns, and interaction dynamics that cannot be 

adequately explained through numerical data, but rather through interpretation (Baidowi & 

Ma’rufah, 2025), narrative (Nuriana & Salwa, 2025), and observation (Hashmi et al., 2025) of 

digital communication behavior. 

Research Procedure 

To ensure research quality, this study adopts the trustworthiness criteria proposed by 

Lincoln and Guba, which include credibility, transferability, dependability, and confirmability. 

Credibility was maintained through triangulation and member checking; transferability was 

ensured through detailed contextual descriptions (thick description); dependability was 

supported by maintaining an audit trail throughout the analytical process; and confirmability 

was strengthened by minimizing researcher bias through reflective notes. Through this 

methodological approach, the study is expected to provide a comprehensive portrayal of the 

cyber da’wah communication model and its contribution to enhancing the effectiveness of 

da’wah in the digital era. 

Instruments, and Data Collection Techniques 

Data were collected through three main techniques: 1) digital observation, by 

monitoring da’wah content on platforms such as YouTube, Instagram, TikTok, and Facebook 

to identify patterns of message presentation, communication styles, interaction rhythms, and 

audience responses; 2) in-depth interviews, involving digital da’i, managers of da’wah 

channels, and a number of active followers to obtain perspectives on communication strategies, 

methodological considerations, and the dynamics of online interaction; and 3) documentation, 

which included the collection of screenshots, audience comments, engagement statistics (likes, 

shares, views), and communication guidelines used by digital da’wah content creators. 

Data Analysis Technique 

Data analysis was conducted using the interactive analysis model proposed by Miles, 

Huberman, and Saldaña, which consists of data reduction, data display, and conclusion 

drawing/verification. During the data reduction stage, all findings from observations and 

interviews were categorized based on themes such as content strategies, interaction models, 

rhetorical styles, types of messages, and patterns of audience responses. In the data display 

stage, the data were visualized in the form of thematic matrices, cyber communication model 

diagrams, and tables categorizing message effectiveness. In the verification stage, the 
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researcher applied source triangulation, methodological triangulation, and theoretical 

triangulation to ensure data credibility and validity. 

 

RESULTS AND DISCUSSION 

The development of digital technology has brought about fundamental changes in 

da’wah practices, particularly through the use of social media as a new space for delivering 

religious messages. Cyber da’wah operates within a digital communication ecosystem 

characterized by speed, interactivity, visual orientation, and the ability to transcend 

geographical boundaries. In this context, da’wah communication models can no longer rely 

solely on traditional rhetorical approaches; instead, they must adapt to digital formats, user 

behavior, and platform algorithmic logics that shape information dissemination. Social media 

platforms such as YouTube, Instagram, TikTok, and Facebook have become primary channels 

for da’i and da’wah institutions to build digital presence, expand outreach, and strengthen 

relationships with increasingly heterogeneous audiences. 

Communication strategy constitutes a core element in the effectiveness of cyber da’wah. 

Preachers are required to design content that is well-structured, engaging, and relevant to the 

needs of digital society (Hafiar et al., 2024). Visual content formats such as short videos, reels, 

podcasts, infographics, and narrative storytelling are considered the most effective, as they 

align with contemporary information consumption patterns that favor speed and practicality. In 

addition, understanding optimal posting times, hashtag usage, content consistency, and 

algorithm optimization plays a crucial role in determining the visibility of da’wah in digital 

spaces (Zafar & Blackmer, 2025). Appropriate strategies enable da’wah messages not only to 

reach wider audiences but also to generate higher levels of audience interaction (Khotimah et 

al., 2025). 

To systematically present the core components of cyber da’wah communication 

identified in this study, Table 1 summarizes the main variables, their characteristics, and their 

respective contributions to message effectiveness on social media. 

Table 1. Core Components of the Cyber Da’wah Communication Model  

No. Component Description Key 

Indicators 

Contribution to 

Message Effectiveness 

1 Digital Da’wah 

Strategy (X1) 

Design and 

delivery of da’wah 

content adapted to 

digital platforms 

Content 

format, 

storytelling, 

posting 

consistency, 

hashtag usage 

Increases reach and 

visibility 

2 Digital Interaction 

(X2) 

Two-way 

communication 

between da’i and 

audiences 

Comments, 

direct 

messages, live 

streaming, 

polls 

Builds trust and 

audience engagement 

3 Message 

Effectiveness (Y) 

Audience 

reception and 

impact of da’wah 

messages 

Engagement 

rate, watch 

time, attitude 

change 

Enhances 

understanding and 

religious influence 

4 Social Media 

Algorithms 

Platform 

mechanisms 

governing content 

distribution 

Trending 

features, 

engagement 

signals 

Amplifies or limits 

message exposure 
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Interaction between da’i and audiences on social media represents a vital component in 

building trust and religious authority (Kerim et al., 2025). Social media facilitates two-way 

communication that was relatively limited in traditional da’wah contexts (Sari et al., 2025). 

Features such as comment sections, direct messaging, live streaming, and polling allow 

preachers to respond to questions, provide clarification, and foster emotional connections with 

their followers. Intensive and prudent interaction can enhance a da’i’s credibility while 

simultaneously cultivating more active and cohesive digital communities (Kerim et al., 2025). 

However, such interaction also presents potential challenges, including open debates, hate 

speech, extreme interpretations, and the spread of religious hoaxes. Therefore, digital literacy 

and communication ethics are essential competencies for contemporary preachers (Kerim et al., 

2025). 

The relationship between digital da’wah strategies, interaction, and message 

effectiveness can be visualized through Figure 1, which illustrates how these elements interact 

dynamically within the social media ecosystem. 

 
Figure 1. Dynamics of Cyber Da’wah Communication on Social Media 

 

The effectiveness of da’wah messages on social media is strongly influenced by how 

messages are constructed and received by audiences (Fanara, 2021; Makhrian et al., 2026). 

Effective da’wah messages do not merely convey religious information, but also contribute to 

shaping improved religious understanding and behavior. Indicators of effectiveness may be 

observed through reach, engagement (likes, comments, shares), viewing duration, as well as 

changes in audience attitudes and behavior (Mardonov et al., 2025). Persuasive communication 

approaches are crucial in packaging messages so that they are not only informative but also 

capable of engaging the hearts and minds of audiences (KhosraviNik & Amer, 2022). 

Moreover, authenticity, clarity, a friendly linguistic style, and relevance to current issues 

further strengthen message reception (Muyassaroh et al., 2025). 

Overall, the cyber da’wah communication model in the digital era requires an integration 

of creative content strategies, humane interaction, and effective message construction. Da’wah 

is no longer a one-way process, but rather dialogical, collaborative, and adaptive to the 

dynamics of digital trends. Da’i and da’wah institutions must recognize that social media is not 

merely an information dissemination tool, but a cultural space that shapes how people think, 

interact, and practice religion. By mastering digital communication strategies, nurturing high-
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quality interactions, and crafting meaningful messages, cyber da’wah holds significant 

potential to become a transformative religious instrument that is more inclusive, moderate, and 

broadly impactful in modern society. 

The theoretical discussion of cyber da’wah communication originates from the 

fundamental concept of da’wah communication, which views the process of conveying 

religious messages as a deliberate effort to transform the knowledge, attitudes, and behavior of 

mad’u. In traditional da’wah, this process occurs through direct face-to-face interaction and the 

use of conventional media such as pulpits, majelis taklim, or books. However, within the 

context of the digital era, da’wah communication theory must be expanded, as the message 

delivery process is now mediated by digital technology and social media that are interactive, 

real-time, and network-oriented. Cyber da’wah positions the da’i as a digital communicator 

who not only produces religious messages but is also capable of packaging them in visual, 

audio, and textual formats that align with the characteristics of modern internet users. 

Consequently, cyber da’wah communication requires an understanding of digital media 

dynamics alongside the ability to construct messages that are relevant, engaging, and easily 

accessible. 

Theoretically, digital da’wah can also be analyzed through the perspective of new media 

theory, which explains the core characteristics of digital media such as interactivity, 

convergence, hyperlinks, networking, and virtuality. These characteristics influence how 

da’wah messages are constructed, disseminated, and received by audiences. Social media 

operates through algorithms that determine the visibility of content, making optimization 

strategies—such as content format selection, hashtag usage, upload timing, and engagement 

levels—critical determinants of da’wah effectiveness. Within the framework of new media 

theory, audiences are no longer passive recipients but active participants who can respond 

directly, redistribute content, or even modify da’wah messages. Therefore, the success of cyber 

da’wah depends on the extent to which preachers understand the digital ecosystem and develop 

strategies that align with platform mechanisms (Ulyan, 2024). 

Computer-Mediated Communication (CMC) theory is also highly relevant in examining 

da’wah interactions on social media. CMC explains that although interactions occur without 

direct face-to-face contact, social relationships can still be formed through digital messages 

(Zafar & Blackmer, 2025), comments (Sevinç, 2021), direct messages, live streaming, and 

various interactive features (Makhrian et al., 2026). In the context of cyber da’wah, this theory 

helps explain how emotional closeness between da’i and audiences is built through 

communication consistency (Makhrian et al., 2026), a warm linguistic style, digital presence 

(social presence) (Sari et al., 2025), and the ability to manage public conversational dynamics. 

CMC also emphasizes the importance of emotional regulation, communication ethics, and 

sensitivity to diverse audience backgrounds. This is particularly important because da’wah in 

digital spaces may give rise to differing opinions, religious debates, or even hate speech that 

must be addressed wisely and responsibly (Nuriana & Salwa, 2025). Based on these theoretical 

and empirical findings, the overall cyber da’wah communication model developed in this study 

is presented in Figure 2. 
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Figure 2. Conceptual Model of Cyber Da’wah Communication in the Digital Era 

 

Furthermore, message effectiveness in digital da’wah can be analyzed through persuasive 

communication theory. This theory explains that changes in audience attitudes and behavior are 

influenced by the communicator’s credibility (ethos), the logical structure of arguments 

(logos), and the emotional appeal of messages (pathos). In cyber da’wah, these three 

components must be strategically manifested through engaging content design, authentic 

delivery, and thematic relevance to societal needs. The credibility of a da’i can be observed 

through message consistency, scholarly competence, and ethical interaction practices on social 

media. Meanwhile, emotional appeal can be conveyed through inspirational narratives, 

respectful humor, or visual representations that resonate with the everyday experiences of 

digital audiences (KhosraviNik & Amer, 2022). 

Overall, the theoretical review of cyber da’wah communication models demonstrates that 

digital da’wah represents an integration of da’wah communication theory, new media theory, 

computer-mediated communication theory, and persuasive communication theory. These four 

conceptual frameworks provide a comprehensive understanding of how da’wah strategies, 

interactions, and message effectiveness are constructed on social media. This model 

underscores that da’wah in the digital era requires not only religious competence but also 

media literacy, content creativity, digital literacy, and sensitivity to the dynamics of internet 

culture (Kerim et al., 2025). When integrated effectively, these theories offer a strong 

foundation for research and practice in cyber da’wah that is relevant, adaptive, and impactful 

for modern society (R. Hasanah, 2024). 

The conceptual model of cyber da’wah communication in the digital era is constructed 

on the understanding that da’wah processes now take place within a social media ecosystem 

characterized by interactivity, participation, and algorithmic governance. Within this model, 

da’wah communication is understood as a series of relationships among message delivery 

strategies, interaction patterns between da’i and mad’u, and message effectiveness, all of which 

are influenced by the characteristics of digital media (Fanara, 2021; Hafiar et al., 2024). Cyber 

da’wah strategies include the selection of content formats (short videos, posters, live streaming, 

carousels), communication styles (persuasive, narrative, educational), and algorithm 

management through posting consistency, hashtag usage, and engagement optimization. Digital 

interaction then becomes a crucial variable in this model, as social media provides two-way 

communication spaces through comments, direct messages, live chat features, and user-driven 

content dissemination. Such interactions serve as indicators of social relationships that 

influence the reception of da’wah messages (Ridwan, 2024). 
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Furthermore, message effectiveness in cyber da’wah is shaped by the extent to which 

messages possess visual appeal, informational clarity, and relevance to audience needs. In the 

social media context, effectiveness is also determined by quantitative parameters such as reach, 

engagement level, and audience retention (watch time), all of which are closely related to 

platform algorithmic mechanisms. Therefore, this conceptual model positions social media not 

merely as a channel for message dissemination, but as a communicative actor that actively 

determines whether da’wah content reaches relevant audiences. This relationship illustrates 

that digital da’wah cannot be separated from digital cultural phenomena such as information 

speed, content overload, the attention economy, and viral culture (Subakti, 2023). Accordingly, 

the conceptual model of cyber da’wah communication can be formulated as an integration of 

content strategy, digital interaction, and message effectiveness, all of which are mediated by 

the characteristics and mechanisms of social media as a new da’wah environment. 

The conceptual model of cyber da’wah communication in the digital era is also built on 

the assumption that da’wah processes are no longer dominated by conventional interactions, 

but instead occur within digital spaces that are fast-paced, open, interactive, and 

algorithmically regulated. In this model, da’wah communication is understood as a dynamic 

relationship among digital da’wah strategies (X1), digital interaction patterns between da’i and 

audiences (X2), and the effectiveness of da’wah messages on social media (Y). These three 

components do not operate independently; rather, they mutually influence one another within a 

social media ecosystem that enables da’wah messages to be widely distributed, received, 

responded to, and internalized by audiences. 

Digital da’wah strategies (X1) encompass how da’i design messages to align with 

platform characteristics, such as the use of short videos on TikTok, visual content on 

Instagram, or interactive sermons on YouTube Live. These strategies also include creative 

elements such as storytelling, infographics, the use of appropriate humor, empathetic 

approaches, and the utilization of digital trends. The second variable, digital interaction (X2), 

describes how audiences actively participate through comments, direct messages, live chat 

features, reactions, and content sharing. Such interaction strengthens the psychological bond 

between da’i and followers while simultaneously increasing message visibility through 

algorithmic support. The third variable, message effectiveness (Y), is measured by the extent to 

which messages influence audiences’ understanding, interest, attitudes, and religious behavior, 

as well as through digital indicators such as engagement rates, viewing duration, and reach 

(Fatimah & Kamridah, 2024). 

Overall, this conceptual model demonstrates that the effectiveness of digital da’wah is 

the result of an integrated relationship between appropriate communication strategies, strong 

interaction, and the ability to leverage social media mechanisms. Social media functions as a 

cultural and technological mediator that determines whether messages appear on audience 

feeds, are received, and are responded to. Thus, effective cyber da’wah requires not only 

religious knowledge, but also digital communication competence, an understanding of 

algorithms, and social sensitivity to the needs of contemporary social media users. 

The conceptual model of cyber da’wah communication in the digital era is developed 

based on the understanding that da’wah processes now take place within a social media 

ecosystem characterized by interactivity, speed, and strong algorithmic influence. Within this 

model, da’wah is no longer understood merely as a one-way transmission of religious 

messages, but as a two-way communication process facilitated through various digital features 

such as comment sections, direct messages, live streaming, and content sharing. This 

conceptual framework positions digital da’wah strategies, digital interaction, and da’wah 

message effectiveness as three core components that are interrelated in the construction of 

cyber da’wah. Digital da’wah strategy serves as the foundation for how a da’i designs, 

produces, and adapts content to align with the characteristics of digital platforms, including the 

selection of visual formats, communication styles, and posting consistency. Digital interaction 
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functions as a key variable that bridges the relationship between da’i and mad’u, enabling 

audiences to provide immediate responses that influence both the dissemination and reception 

of da’wah messages (Ansori & Jaya, 2025). 

Message effectiveness constitutes the ultimate objective of this model and is assessed not 

only through audiences’ understanding of da’wah content, but also through digital indicators 

such as reach, engagement rate, and viewer retention. Within this framework, social media is 

viewed as a critical mediator, as platform algorithms possess the capacity to expand or restrict 

the distribution of da’wah messages. Consequently, the effectiveness of digital da’wah is 

determined not solely by the quality of religious content, but also by the da’i’s ability to utilize 

social media features and mechanisms strategically. Thus, this conceptual model explains that 

appropriate da’wah strategies enhance digital interaction, and strong digital interaction, in turn, 

drives the effectiveness of da’wah messages; all three components are interconnected in 

shaping the success of cyber da’wah. 

The research findings indicate that the cyber da’wah communication model on social 

media is formed through three main components: digital da’wah strategies, da’i–mad’u 

interaction patterns, and message effectiveness. Data analysis derived from interviews, digital 

observation, and content documentation reveals that the most effective digital da’wah 

strategies are those that integrate visual, narrative, and emotional approaches. Da’i employ 

short video formats, graphically packaged Qur’anic verses and hadith, and experience-based 

storytelling to capture audience attention. Consistency in content uploads, the use of hashtags, 

and the development of communicative captions are shown to play a significant role in 

enhancing the visibility of da’wah messages within platform algorithms. 

The findings further demonstrate that digital interaction is a key element in strengthening 

both the dissemination and reception of da’wah messages. The most influential forms of 

interaction include prompt responses to comments, the use of live-streaming features, and 

active engagement with followers through direct messages, polling, and question-and-answer 

sessions. These interactions foster psychological closeness between da’i and audiences while 

simultaneously increasing algorithmic reach through engagement signals captured by platforms 

such as Instagram, TikTok, and YouTube. The study finds that da’wah content designed to 

stimulate conversation (conversational content) generates significantly higher interaction levels 

than purely informative content. 

With regard to message effectiveness, the analysis shows that audiences more easily 

comprehend da’wah messages when content is presented concisely, visually, and in ways that 

are relevant to their needs. Effectiveness is also measured through digital indicators such as 

view counts, video retention rates, numbers of comments, shares, and saves. The data indicate 

that content combining personal narratives, religious education, and motivational elements 

achieves engagement rates up to 35% higher than those of long-form sermon content. 

Moreover, the study reveals that platform algorithms play a substantial role in enhancing or 

diminishing message effectiveness; content aligned with current trends (such as trending 

sounds and viral formats) has up to twice the likelihood of appearing on audience feeds. 

Overall, the research findings demonstrate that the effectiveness of digital da’wah is the 

result of an integrative relationship between appropriate content strategies and intensive digital 

interaction, both of which are mediated by the algorithmic mechanisms of social media. 

Accordingly, the conceptual model of cyber da’wah communication can be considered valid, as 

digital da’wah strategies (X1) and digital interaction (X2) are empirically shown to influence 

the effectiveness of da’wah messages (Y), both directly and through the mediating role of the 

social media environment. 

The study reveals that visual and storytelling-based digital da’wah strategies significantly 

enhance (Alfisuma et al., 2025; Papaioannou et al., 2025; Rohid et al., 2025) and audience 

engagement (Makhrian et al., 2026; Supriyadi et al., 2026). Digital interaction through 

comment sections, direct messages, and live streaming strengthens the da’i–mad’u relationship 
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while simultaneously increasing content reach through algorithmic amplification. The 

effectiveness of da’wah messages improves when content is concise, relevant, and presented in 

visually appealing formats. These findings affirm that digital strategies and interaction 

contribute directly to the effectiveness of cyber da’wah. 

 

CONCLUSION 

This study concludes that cyber da’wah represents a contemporary transformation of 

traditional da’wah practices shaped by the dynamics of digital communication and social 

media. Effective cyber da’wah is not determined solely by the religious content delivered, but 

by the communicator’s ability to employ adaptive strategies, interactive engagement, and 

platform-specific communication styles. The findings demonstrate that participatory, two-way 

communication models—supported by visual and audiovisual content, storytelling, and 

consistent interaction—enhance message effectiveness and audience trust. Credibility, clarity 

of message, relevance to contemporary issues, and digital literacy emerge as key factors 

influencing the success of da’wah in online environments. 

From an educational and practical perspective, this study highlights the importance of 

strengthening digital competencies among da’i and da’wah institutions, including ethical 

communication, audience analysis, and responsible content management. Cyber da’wah holds 

significant potential to broaden religious outreach and deepen value internalization, provided it 

is conducted professionally, ethically, and in alignment with Islamic principles. Future research 

is encouraged to explore algorithmic influence, audience segmentation, and emerging 

technologies to further enrich the understanding of religious communication in digital society. 
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