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ABSTRACT 
In tandem with the rapid development and advancement of mobile technology and social media, 
Muslim celebrity da’ie (preachers) in social media are on the rise. Communicating religious or da’wah 
messages is no longer limited to preaching at the mosque, religious institutions, or through traditional 
media but also extended to the use of social media. The awakening of Muslim celebrity preachers has 
influenced social media users, who mainly consist of youths, in regard to their understanding of 
religious issues. The credibility and attractiveness of celebrity da’ie and their persuasive messages 
influence their followers’ perceptions of religious issues. While many previous studies have examined 
the credibility and persuasiveness of the messages posted by social media influencers, research 
focusing on Muslim celebrity da’ie is scarce. Therefore, this study is aimed at examining the 
attractiveness, trustworthiness, and credibility of Muslim celebrity da’ie on social media and social 
media users’ belief in the da’wah messages posted by these Muslim celebrity preachers. Using the 
elaboration likelihood model as a framework of this study, the researchers conducted a cross-sectional 
survey involving 400 respondents who followed Muslim celebrity da’ie on Instagram, YouTube, 
Twitter, or Facebook. One sample t-test, hierarchical regression, and chi-square were utilised to 
analyse the data. The practical and theoretical implications of the study are discussed. The study’s 
findings will enrich the literature on da’wah through social media. 
 
Keywords: Credibility, da’wah messages, elaboration likelihood model, muslim celebrity da’ie, social 
media. 
 

INTRODUCTION 
Starting off primarily as a platform for socialising and online networking, social media has 
become one of the most powerful tools for information dissemination. TikTok is viewed as 
one of the fastest-growing social media applications worldwide (Khalid et al., 2023). In 2025, 
TikTok has approximately 19.3 million users in Malaysia. Further, in 2025, Malaysia has 15.5 
million Instagram active users, equivalent to 43.2 percent of the country’s total population 
(The Global Statistics, 2025). Social media’s flexibility, which allows millennials to access 
da’wah content at their convenience, has made it a popular medium for religious education 
and engagement. This demographic’s preference for digital content has been noted, with 
platforms like YouTube being particularly effective in reaching young audiences (Briandana et 
al., 2020). Furthermore, the use of social media has been linked to increased conversion rates, 
as the frequency and duration of exposure to Islamic content, along with follow-up 
interactions, positively influence individuals’ likelihood of converting to Islam (Zahid et al., 
2023). Additionally, the rise of social media influencers in the Muslim world has introduced 
new dynamics in religious authority and identity. Influencers who are adept at digital media 
production are reshaping how Islam is perceived and practised, particularly among the young 
people in the Gulf Region and beyond (Zaid et al., 2022). 
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 In line with the current trend of penetration of social media platforms for da’wah, the 
emergence of Muslim celebrity da’ie on social media is on the rise. Among the Muslim 
celebrity preachers using social media to spread da’wah are Mufti Menk, Ustazah Asma 
Harun, Ustaz Wadi Annuar, Ebit Liu, and many others. Social media is increasingly being used 
by Muslim celebrity da’ie to preach da’wah and religious messages. TikTok, Instagram, X, and 
Facebook are utilised by Muslim celebrities mainly for da’wah purposes due to the high usage 
of these platforms among the public. Although social media can easily be used to gain 
attention from millions of people, the da’wah strategies used by preachers on social media 
may not be in line with the da’wah method propagated by Rasulullah SAW. As it is easy to 
share information and become viral on social media platforms such as TikTok and Instagram, 
this phenomenon may also lead to misinterpretation of da’wah and hearsay in Islam since not 
all of the preachers on social media are credible or have the right authority or qualifications 
to preach on religious matters (Saat & Mohd Taifek, 2021). Hence, their messages may be 
questionable. For example, some of them are involved with extremist groups, such as terrorist 
groups (Mohd Mokhtarishah & Hasmadi, 2021).  
 Islamic teachings emphasise the importance of ethics and credibility in 
communication. Social media users expect the akhlaq (Islamic behaviour) and information 
shared by da’ie to be in line with Islamic principles and values (Rossanty et al., 2021). This 
expectation imposes a responsibility on celebrity preachers to ensure that their content is 
accurate and ethically sound. The effectiveness of da’wah content also depends on its 
alignment with the cultural and religious context of the audience. In Malaysia, where Islamic 
teachings are deeply integrated into the social fabric, the content shared by celebrity da’ie 
must resonate with the local cultural and religious values to be effective (Zahid & Kassim, 
2023; Bakar, Draman, & Seidin, 2018). Despite the importance of this topic, not many studies 
have been conducted on celebrity da'ie in the Malaysian context. This study is thus aimed at 
examining the factors influencing the perception of social media users towards the da’wah 
messages posted by Muslim celebrity da’ie and their belief in the messages.  
 

LITERATURE REVIEW 
Muslim Celebrity Da’ie on Social Media  
The advent of digital platforms has significantly transformed the landscape of Islamic da’wah, 
providing new avenues for religious communication and engagement. Social media, in 
particular, has emerged as a powerful tool for disseminating Islamic teachings and reaching 
diverse audiences. The proliferation of social media platforms such as YouTube, Instagram, 
Tik Tok and Facebook has enabled Islamic scholars and preachers to share their messages 
more broadly and effectively (Briandana et al., 2020; Ramlan et al., 2024). Studies have shown 
that these platforms are instrumental in increasing the visibility and reach of da’wah content. 
Islamic animated content on social media has been categorised into themes such as “Ustadz 
in Animation,” “Life Advice,” “Stories of Prophets and Apostles,” and “Indonesian Muslim 
Children,” indicating the existence of a diverse range of topics that cater to different audience 
segments (Hamzah et al., 2023). Digital media, including social media, is viewed as a powerful 
tool for spreading Islamic teachings to a wider audience, providing opportunities for both 
experienced and new Da'i (preachers) (Ibrahim et al., 2025) 
 Celebrity preachers have become a significant phenomenon in the Islamic da’wah 
landscape, particularly among millennials. These preachers leverage social media platforms 
like Instagram, YouTube, and Facebook to reach a broad audience, transcending traditional 
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boundaries of space and time (Raya, 2024; Rustan et al., 2020; Briandana et al., 2020). Their 
appeal often lies in their charismatic personalities, visual aesthetics, and ability to address 
contemporary issues in a relatable manner (Rustan et al., 2020; Rohmatulloh et al., 2022). For 
instance, preachers like Felix Siauw and Firdaus Wong use social media to increase the 
visibility and attractiveness of their da’wah by organising online religious classes and offline 
talks to engage followers (Weng, 2018). Celebrity preachers appeal to younger audiences due 
to their skilled use of social media, although there are concerns that their religious training 
may not be as deep as traditional scholars or religious officials, potentially leading to the 
dissemination of less authentic information. (Tengku Azman Shariffadeen & A.Manaf, 2024) 
 The use of digital platforms by celebrity preachers such as Aa Gym and Das’ad Latif 
has also been significant. These preachers have created a new form of religious authority by 
using applications and social media channels like Instagram and YouTube. Their ability to 
package and present Islamic teachings in a persuasive and aesthetically pleasing manner has 
attracted millions of followers, particularly among urban millennials and the upper elite 
segments of society (Raya, 2024). This digital presence ensures that their preaching remains 
relevant and accessible, thus maintaining their influence over a diverse audience. 

Social media serves as a crucial, innovative tool that allows Islamic preachers (da'ie) 
and scholars (ulama') to disseminate religious teachings to a wider, global audience, 
facilitating detailed and in-depth propagation (Ishak & Solihin, 2012). Despite this benefit, the 
digital environment requires caution, as not all online religious information possesses a strong 
academic or spiritual basis, with some content merely copied and spread by non-experts. This 
reality has led to the categorization of religious influencers in Malaysia into three groups 
(Ashaari et al., 2020): the first category comprises genuine preachers with established 
religious authority (e.g., Dr. Zaharudin Abdul Rahman, Ustaz Azhar Idrus); the second includes 
authentic preachers whose knowledge depth confirms their legitimacy (e.g., Imam Muda 
reality TV participants); and the third consists of individuals without formal religious 
qualifications who use personal accounts to share religious information. This religious 
authority is highly varied across the virtual sphere, ranging from genuine, established ulama 
to individuals with no formal religious background, demanding critical discernment from the 
audience regarding the true basis of their teachings. 
 
Beliefs in Islamic Da’wah Contents on Social Media  
The influence of celebrity da’ie extends beyond mere visibility; it significantly impacts the 
religious beliefs and practices of their followers. A study focusing on the influence of female 
Muslim celebrities on Instagram revealed that these celebrities could shape perceptions and 
behaviours related to the hijab culture among Muslim women in Malaysia. The study found 
that parasocial interactions (one-sided relationships where one party knows a great deal 
about the other) and attitude homophily (similarity in attitudes) with these celebrities led to 
more positive perceptions and behaviours towards hijab (Tengku Mohd Azzman & A.Manaf, 
2019). This finding indicates that the personal connection followers feel with celebrities can 
profoundly influence their religious practices. 

Moreover, the phenomenon of celebrity preachers has notably affected religious 
revival among the urban millennial generation. These preachers, often young and charismatic, 
have changed how millennials perceive and engage with religious teachings. Their approach, 
which includes humour, relatable content, and addressing everyday issues, resonates well 
with the younger audience who prefer instant and easily digestible religious information over 
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traditional, systematic religious education (Rustan, 2020). However, this trend also raises 
concerns about the depth and authenticity of the religious knowledge imparted, as not all 
celebrity preachers possess comprehensive religious understanding (Rustan, 2020). 
 In addition, the commodification of da’wah content on digital platforms has led to a 
blend of entertainment and religious teaching, which can sometimes dilute the core message 
of Islam. This dualism poses a challenge in maintaining the substantive essence of da’wah 
while catering to the entertainment preferences of the audience (Nurliah & Juwita, 2023). 
Despite these challenges, the overall impact of celebrity preachers on the religious landscape 
in Malaysia is significant, as they continue to shape the beliefs and practices of their followers 
through their digital presence and engagement strategies. 
 The content and presentation of da’wah messages by celebrity preachers are tailored 
to meet the preferences of their audience. This often involves using humour, casual rhetoric, 
and visually appealing formats to make the messages more engaging and accessible (Sholihah 
& Rohmatulloh, 2023). For example, Taqiyudin Malik’s Instagram posts under the 
#TamparanPagi category use satirical irony to convey religious teachings in a manner that 
resonates with young followers (Sholihah, 2023). This approach helps make religious content 
more relatable and less intimidating, thereby attracting a larger audience. 
A study using the Elaboration Likelihood Model (ELM) found that the quality of the arguments 
within celebrity preachers' dawah messages significantly impacts followers' belief and 
intention to share the content on social media. This suggests that while celebrity preachers 
have attractiveness, the quality of the information delivered remains crucial. (Tengku Azman 
Shariffadeen & A.Manaf, 2024). 
 
Muslim Celebrity Da’ie and Belief in Islamic Da’wah Messages 
Literature indicates that many elements of the Muslim celebrity da’ie have made followers 
liked or commented their contents. For example, the attractiveness of celebrities, including 
Muslim da’ie, plays a significant role in their influence on social media. Studies indicate that 
physical attractiveness is a crucial factor in celebrity endorsements, impacting consumer 
attitudes and behaviours (Aljasir, 2019; Suki, 2014; Mansour & Diab, 2016). In the context of 
Muslim consumers, physical attractiveness is one of the key elements of celebrity credibility, 
alongside expertise and product-brand congruency (Suki, 2014). Thus, this study aims to 
answer the following research question: 
RQ1: What is the perceived level of attractiveness of Muslim celebrity da’ie on social media? 

 
Additionally, the attractiveness of social media influencers contributes to their ability 

to grow their audience and maintain engagement (Balaban et al., 2020). This suggests that 
the perceived attractiveness of Muslim celebrity da’ie is likely to be a significant factor in their 
social media influence. Therefore, it is hypothesised that: 
H1: There is a positive relationship between the perceived attractiveness of celebrity da’ie and 
the belief in da’wah messages posted on social media 

Trustworthiness is a critical component of celebrity endorsements on social media. 
Research shows that trustworthiness is perceived when endorsements are transparent about 
the status of paid advertisements or when indirect methods are used to endorse 
products (Aljasir, 2019). In the context of Muslim consumers, trustworthiness is less 
emphasised compared to expertise, possibly due to the inherent trust in products and 
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services that align with Shariah principles (Suki, 2014). Hence, this study seeks to answer the 
following research question: 
RQ2: What is the perceived trustworthiness of Muslim celebrity da’ie on social media? 

 
Moreover, the perceived authenticity of social media influencers, which includes 

trustworthiness, significantly impacts followers’ attitudes and purchase intentions (Balaban 
et al., 2020; Roth-Cohen, Segev, & Liu, 2025). Therefore, the perceived trustworthiness of 
Muslim celebrity da’ie is likely influenced by their authenticity and alignment with Islamic 
values. It is thus hypothesised that: 
H2: There is a positive relationship between the perceived trustworthiness of celebrity da’ie 
and the belief in da’wah messages posted on social media 
 

Expertise is a vital determinant of the effectiveness of celebrity endorsements. Studies 
highlight that perceived expertise plays a crucial role in consumers’ evaluation of product 
endorsement messages (Suki, 2014; Mansour & Diab, 2016; Tian & Li, 2022). Hence, this study 
seeks to answer the following research question: 
RQ3: What is the perceived level of expertise of Muslim celebrity da’ie on social media? 
 

For Muslim consumers, expertise is the most important aspect of celebrity credibility, 
often outweighing trustworthiness and attractiveness (Suki, 2014). This is consistent with the 
finding that expertise mediates the relationship between endorser type and advertising 
effectiveness (Tian & Li, 2022). Therefore, the perceived level of expertise of Muslim celebrity 
da’ie is likely to be a significant determinant of their influence on social media. Thus, this study 
proposes the following hypothesis: 
H3: There is a positive relationship between the perceived expertise of celebrity da’ie and the 
belief in da’wah messages posted on social media 
 

The quality of the arguments presented by da’ie on social media is essential for their 
persuasive impact. Research on argumentation in social media highlights several criteria for 
assessing argument quality, including clarity, arrangement, credibility, and emotional 
appeal (da Silva et al., 2021; Marzinkowski & Engelmann, 2022). High-quality arguments are 
more likely to receive reasoned disagreement and foster constructive discourse 
(Marzinkowski & Engelmann, 2022). Hence, the following research question is developed for 
this study: 
RQ4: What is the perceived level of argument quality of the messages posted by da’ie on 
social media? 
 

Additionally, the perceived information quality and trustworthiness of influencers’ 
content are crucial for shaping audience attitudes (Balaban et al., 2020). Thus, the perceived 
level of argument quality in the messages posted by da’ie is likely influenced by these factors, 
contributing to their overall effectiveness in social media engagement. Therefore, the 
following hypothesis is proposed: 
H4: There is a positive relationship between the perceived argument quality of the messages 
posted by celebrity da’ie and the belief in the messages  
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The influence of social media users’ religious background on their perception of 
celebrity da’ie is multifaceted and shaped by various factors. Social media platforms have 
become significant in disseminating religious messages, with celebrity preachers gaining 
prominence among younger generations, particularly millennials, who prefer instant and 
relatable religious content over traditional, systematic religious education (Rustan et al., 
2020). The credibility of religious social media influencers (SMIs) positively and significantly 
affects followers' acceptance and reliability in adopting Islamic practices, thus strengthening 
their overall levels of religiosity and spirituality in Malaysia (Ramlan et al., 2024). In this 
regard, this study aims to answer the following research question:  
RQ5: Is there a relationship between the religious background of social media users and their 
belief in da’wah messages? 

 
The credibility and attractiveness of preachers significantly impact users’ attitudes and 

behaviours, with religiosity playing a mediating role. For instance, in Sudan, religiosity 
negatively correlates with the credibility of celebrity endorsements, suggesting that more 
religious individuals may be sceptical of celebrity preachers (Mansour & Diab, 2016). 
Additionally, social media influencers in the Muslim world are reshaping religious practices 
and identities by integrating modern lifestyles with traditional beliefs, challenging established 
religious authorities (Zaid et al., 2022). This dynamic is further complicated by the echo 
chambers created on social media, where users’ preferences and pre-existing beliefs are 
reinforced, potentially leading to polarised views within the Muslim community. Hence, it is 
hypothesised that: 
H5: Individuals with a religious background are less likely to believe in the da’wah messages 
posted by celebrity da'ie.  
 

Despite the vast literature on celebrity preachers on social media, very few studies 
have been conducted to examine the elements which are more likely to influence Malaysian 
social media users to follow and believe their da’wah contents. Therefore, this study seeks to 
answer the following research question: 
RQ6: What is the best predictor of social media users’ belief in da’wah messages?  
 
Elaboration Likelihood Model (ELM) and Da’wah on Social Media 
This research uses the elaboration likelihood model (ELM) to understand the social media 
strategies used by Muslim celebrity preachers in conveying da’wah content on social media 
and how these strategies can influence the perceived level of credibility and persuasiveness 
of such messages. The ELM is a dual-process theory developed by Petty and Cacioppo in 1979 
to explain how attitudes are formed and changed through persuasion. The core tenet of the 
ELM is that there are two possible paths for influencing the information recipient’s attitude 
towards the information: central and peripheral routes (El Hedhli & Zourrig, 2023; Wagner & 
Petty, 2022; McAlister & Bargh, 2016).  
 The central route is used when individuals are highly involved and motivated to 
process the information. They engage in careful and thoughtful consideration of the 
arguments presented. Persuasion occurs through the strength and quality of the arguments 
(McAlister & Bargh, 2016; Kizito & Sun, 2018; Ibrahim, Sarfo, & Burnett, 2024). On the other 
hand, the peripheral route is used when individuals have low involvement or motivation. They 
rely on superficial cues rather than the content of the message. Persuasion occurs through 
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peripheral cues such as the attractiveness of the source, the number of arguments presented, 
or other non-content related factors (McAlister & Bargh, 2016; Kizito & Sun, 2018; Ibrahim, 
Sarfo, & Burnett, 2024).  
 ELM, which is widely used in media-related research to understand how persuasive 
messages are processed in social media contexts, highlights the importance of both central 
and peripheral cues (Teng, Khong, & Goh, 2014; Shi et al., 2018). In the context of Islamic 
da’wah, both central and peripheral routes can be utilised. Central route processing involves 
a deep, thoughtful consideration of the message content, which can be facilitated by 
providing comprehensive and credible information (Ahmad Rizal et al., 2022). In contrast, 
peripheral route processing relies on cues such as the attractiveness and credibility of the 
da’ie, which can influence attitudes and behaviours without deep cognitive 
engagement (Mansour & Diab, 2016). 
 The technique that can be used to influence individuals when sharing Islamic 
knowledge is by using persuasive messages to increase the quality of the arguments or by 
using peripheral clues. Peripheral cues might be associated with either the source or the 
message (Ab Kadir et al., 2017). The reputation of the source, such as a prominent Islamic 
scholar or mufti, who is acknowledged as an expert in the topic or highly regarded among the 
Islamic community, is an example of a peripheral cue in the Islamic context. 
 Several factors can influence how social media users process da’wah content. These 
include the credibility of the da’ie, the relevance of the content to the audience, and the 
emotional appeal of the message (Tao et al., 2021; Wilcox, Huskey, & Deandrea, 2022). For 
instance, a study on the influence of celebrity endorsements found that the credibility and 
likeability of the celebrity significantly impacted consumer attitudes and behaviours 
(Mansour & Diab, 2016). This finding suggests that similar factors can influence how users 
engage with da’wah content on social media. 
 The credibility of the da’ie, including their perceived trustworthiness and expertise, 
plays a significant role in persuasion through the peripheral route. Followers who may not 
deeply process the content are still influenced by the reputation and authority of the da’ie 
(Zha et al., 2018; Wang et al., 2022; Liu & Zheng, 2024). 
 Effective da’wah strategies can be designed with an understanding of the mechanisms 
of the ELM. By leveraging both central and peripheral routes, celebrity da’ie can enhance the 
persuasiveness of their messages. For example, while providing detailed and credible 
information can engage users through the central route, using emotionally appealing content 
and leveraging the credibility of the celebrity da’ie can engage users through the peripheral 
route (Ahmad Rizal et al., 2022; Tao et al.,2021). This dual approach can maximise the impact 
of da’wah content on social media. Based on the ELM and the literature review above, the 
researchers have developed a conceptual framework for this study, as illustrated in Figure 1. 
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Figure 1: Conceptual framework of the study 

 
METHODOLOGY 

Population and Sampling 
A quantitative research design was employed in this study. A cross-sectional survey was 
conducted among 422 students of higher education institutions who were pursuing a 
bachelor’s degree around the Klang Valley in Malaysia. According to the Department of 
Statistics (2023), there were 1,271,499 students in higher education institutions in Malaysia. 
Higher education institutions in the Klang Valley are equipped with a good internet 
connection. Hence, students in the Klang Valley highly utilise social media, resulting in higher 
tendencies to follow Muslim celebrity da’ie.  
 In this study, stratified and snowball sampling were employed, where respondents 
were instructed to forward the research instrument to other potential respondents in order 
to increase the data collected. Two criteria were used in the selection of respondents: higher 
education institution students who were active social media users, and those who followed 
Muslim celebrity da’ie in social media. Target respondents were stratified based on the 10 
departments in the faculty. These students also had to be actively registered to 
undergraduate courses to participate in the study. A total of 3500 students were actively 
registered to undergraduate courses that semester and based on Krejcie and Morgan (1970) 
sampling size table, the minimum sample size required is 346. This criteria was met in this 
study. Based on students’ departments, the researchers approached undergraduate students 
who fulfilled both criteria and asked them to share the instrument with their friends who fit 
the study criteria. Snowball sampling was used as an additional sampling strategy to increase 
the number of respondents based on the aforementioned criteria. The survey was distributed 
using the Google form. 
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Research Instrument 
A set of survey questions consisting of six sections was constructed as the main instrument 
for data collection. The first section consists of the demographic variables of the respondents. 
The second section, consisting of five items, addresses the attractiveness of Muslim 
preachers. This scale was adapted from a previous study by Ohanion (1990). An example of 
the items used to assess attractiveness is “I think the da’ie on TikTok and Instagram are 
physically attractive.” The next section on trustworthiness also consists of five items. This 
scale was adapted from Ohanion (1990). A sample item is “The Muslim celebrity 
preacher/da’ie I follow on Tik Tok, Instagram, You Tube or Facebook, are dependable.” The 
scale for belief in the truthfulness of da’wah contents was adapted from Chen, Kearney, and 
Chang (2021). An example of the items is “I believe the information presented by the Muslim 
celebrity preacher I follow on social media is truthful.” 
 The other part of the instrument is expertise, which consists of five items and was 
adapted from Ohanion (1990). An example of the items reads, “The Muslim celebrity 
preacher/da’ie I follow on Tik Tok, Instagram, YouTube or Facebook is an expert on Islamic 
da’wah contents.” The last part of the instrument is on argument quality, which was adapted 
from Chen, Kearney, and Chang (2021). A sample item for argument quality is, “The 
information presented by the Muslim celebrity preacher I follow on social media is 
informative.” All items were measured using a 5-point Likert-scale with response items 
ranging from 1 to 5, where 1 = strongly disagree, 2 = disagree, 3 = slightly agree, 4 = agree, 
and 5 = strongly agree.  

The independent variables for this study are attractiveness, trustworthiness, 
expertise, and argument quality, and the dependent variable is belief in Islamic content. A 
reliability test was performed to check the consistency and accuracy of the measurement 
scales. The Cronbach’s alpha coefficients obtained are high, ranging from .88 to .95, indicating 
that the questions in each construct measure similar concepts and they are internally 
consistent (Cronbach, 1951). The results are summarised in Table 1. 
 

Table 1: Reliability analysis of the scales 
Scale Total items Cronbach’s alpha Source 
Attractiveness 5 .88 Ohanion (1990) 
Trustworthiness 5 .95 Ohanion (1990) 
Expertise 5 .94 Ohanion (1990) 
Argument quality 4 .89 Chen, Kearney & Chang, 2021 
Beliefs in da'wah contents 1 .89 Chen, Kearney & Chang, 2021 

 
Statistical Analyses 
Prior to testing the hypotheses of the study, the data was tested for multicollinearity and 
results indicate that multicollinearity was not present. All variance inflation factors (VIF) 
scores were below the cut-off value of 5.00 and the conditional index was also below the cut-
off value of 30, based on the guidelines mentioned by Hair et al. (2019). Hypotheses 1, 2, 3, 
and 4 were tested using Pearson correlation, and hypothesis 5 was analysed using the t-test. 
Specifically, Pearson correlation was run to examine whether attractiveness, trustworthiness, 
expertise, and argument quality are related to belief in da’wah content. An independent 
sample t-test was performed to determine the relationship between belief in da’wah 
messages across the religious backgrounds of social media users. A one sample t-test was 
performed to ascertain social media users’ perception of Muslim celebrity da’ie with regard 
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to their attractiveness, trustworthiness, expertise, and argument quality. Additionally, 
hierarchical regression analysis was performed to answer RQ6, which is to identify which 
predictor has more influence on social media users’ belief in da’wah messages. The 
information gathered from the study was analysed using the SPSS statistical package.  

 
FINDINGS AND ANALYSES 

Demographic Background of Respondents 
From the total of 422 respondents of the study, 28% are males and 73% are females. Overall, 
the respondents who participated in this study were rather young. Most of the respondents 
were between 15 and 25 years old (87.6%). With regard to the schools they attended, the 
results show that more than half of the respondents (51.7%) attended religious schools. The 
demographic profile of the respondents is presented in Table 2. 
 

Table 2: Demographic profile of respondents 
Demographic variables      Percentage (%) 
Gender Male 27.4 
 Female 72.6 
Age 15–20 49.7 
 21–25 37.9 
 26–30 4.3 
 31 and above 8.1 
Type of school attended Religious 

Non-religious 
51.7 
48.3 

 
Factors Influencing Belief in Da’wah Contents Among Social Media Users 
To address RQ1, the study performed a one sample t-test analysis to examine the factors 
influencing social media users’ belief in the da’wah contents posted by the Muslim celebrity 
da’ie. The findings show the perceived level of attractiveness of Muslim celebrity da’ie is 
higher (M = 4.1, SD = 0.8) than the test score of 3, t (418) = 28.7, p < .001. Table 3 presents 
the descriptive statistics and one-sample t-test results of the five items measuring social 
media users’ perception of the level of attractiveness of the Muslim celebrity da’ie they 
follow. All five items show means scores above 3.8, signifying that social media users perceive 
the Muslim celebrity da’ie they follow as physically attractive, beautiful, charming, admirable, 
and having a great personality. Moreover, the t-test results are highly significant (p < .5) for 
all items, suggesting that Muslim celebrity da’ie are generally perceived as trustworthy. 
Therefore, H1 is supported. 
 

Table 3: One sample t-test for perceived level of attractiveness 
Items 

The Muslim celebrity preacher/da’ie I follow on  
Tik Tok/Instagram/YouTube or Facebook ... 

M SD df t p 

is attractive 3.93 1.03 418 18.42 .001 
is beautiful. 3.80 1.04 418 15.52 .001 
is charming. 3.92 1.02 418 18.43 .001 
has a great personality. 4.48 0.78 418 38.81 .001 
has an admirable and exemplary lifestyle. 4.38 0.83 419 33.82 .001 
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To address RQ2, the study performed a one-sample t-test to examine the perceived 
trustworthiness of Muslim celebrity da’ie on social media compared to the neutral test value 
of 3. The results in Table 4 show that respondents rated trustworthiness significantly higher 
(M = 4.27, SD = 0.78) than the midpoint of the scale, t(418) = 33, p < .001, suggesting that 
Muslim celebrity da’ie are generally perceived as trustworthy. Based on the results, H2 is 
supported. 

 
Table 4: One sample t-test for perceived level of trustworthiness 

Items 
The Muslim celebrity preacher/da’ie I follow on  
Tik Tok/Instagram/ YouTube or Facebook ... 

M SD df t p 

is dependable. 4.15 0.92 418 25.63 .001 
is honest. 4.24 0.88 418 28.95 .001 
is reliable. 4.28 0.86 418 30.59 .001 
is sincere. 4.34 0.83 418 33.02 .001 
is trustworthy. 4.32 0.84 418 32.08 .001 

 
Besides, to answer RQ3, the study performed another one sample t-test to assess the 

perceived level of expertise of Muslim celebrity da’ie on social media. The findings in Table 5 
show that the perceived expertise score of Muslim celebrity da’ie is higher (M = 4.4, SD = 0.8) 
than the test score of 3, t(418) = 37.3, p < .001, indicating that respondents generally consider 
these da’ie as possessing a high level of expertise. Thus, H3 is supported. 
 

Table 5: One sample t-test for perceived level of expertise 
Items 

The Muslim celebrity preacher/da’ie I follow on  
Tik Tok/Instagram/YouTube or Facebook ... 

M SD df t p 

is an expert on Islamic da’wah content. 4.33 0.85 418 32.0 .001 
is experienced in Islamic da’wah content. 4.41 0.83 418 34.8 .001 
has knowledge about Islamic da’wah content. 4.46 0.78 418 38.1 .001 
is qualified to talk about any content or issues related 
to Islamic da’wah. 

4.33 0.90 418 30.3 .001 

has the necessary skills in presenting or commenting 
on Islamic da’wah. 

4.40 0.82 418 34.8 .001 

 
To address RQ4, the study conducted a one-sample t-test to determine the perceived 

level of argument quality in the messages posted by Muslim celebrity da’ie on social media. 
The results in Table 6 show that the perceived argument quality is significantly higher (M = 
4.40, SD = 0.70) than the test value of 3, t(419) = 42.70, p < .001, suggesting that their 
messages are viewed as having strong and well-structured arguments. The results thus 
support H4. 

 
Table 6: One sample t-test for the argument quality of the information presented by Muslim celebrity da’ie 

Items 
The information presented by Muslim celebrity 
preacher/da’ie I follow on Tik Tok/Instagram/YouTube 
or Facebook ... 

M SD df t p 

is informative. 4.52 0.75 418 41.26 .001 
is helpful. 4.51 0.75 418 41.09 .001 
is valuable. 4.50 0.77 418 40.06 .001 
is persuasive. 4.23 0.87 418 29.75 .001 
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Correlations between Perceived Trustworthiness, Attractiveness, Expertise, Argument Quality 
of Celebrity Da’ie and Belief in Da’wah Messages 
A Pearson correlation analysis was run to determine the relationships between the 
independent variables (social media users’ perception of the attractiveness, trustworthiness, 
expertise, and argument quality of Muslim celebrity da’ie preachers) and their belief in the 
messages posted by the da’ie on social media. The overall results reveal that belief in da’wah 
messages has a significant relationship with trustworthiness, attractiveness, expertise, and 
argument quality (see Table 7).   
 Specifically, there is a significant and strong relationship between trustworthiness and 
belief in da’wah messages (r (423) = .76, p < .001). Therefore, H1 is supported. Hence, it can 
be said that social media users who perceive Muslim celebrity da’ie they follow as trustworthy 
tend to believe in the social media posts made by the da’ie. Similarly, there is a significant and 
strong correlation between expertise and belief (r (423) =.72, p < .001). Therefore, H2 is 
supported. The results suggest that social media users who perceive celebrity da’ie as experts 
in Islamic knowledge tend to believe in the social media contents posted by the da’ie.  
 Further, there is a significant but moderate relationship between attractiveness and 
belief (r (423) =.59, p < .001). Thus, H3 is supported. This finding indicates that the 
attractiveness of da’ie has less influence on social media followers. Finally, there is a 
significant and weak correlation between argument quality and belief (r (423) =.73, p < .001). 
Therefore, H4 is supported. Hence, it can be said that social media users who perceive the 
celebrity da’ie they follow on social media as using good and valid arguments tend to believe 
in the contents posed by the celebrity da’ie. 
 In sum, these findings imply that social media users who perceive celebrity da’ie as 
attractive, expert, trustworthy, and using quality arguments are more likely to believe in the 
messages posted by the celebrity da’ie on social media.    
 

Table 7: Correlation between independent and dependent variables 
Variables 1 2 3 4 
Trustworthiness -    
Expertise .81 -   
Attractiveness .69 .56 -  
Argument quality .76 .78 .64 - 
Belief in da’wah messages .76 .72 .59 .73 

Note: Belief in da’wah contents and religious background of social media users 
 

An independent sample t-test was performed to examine whether social media users’ 
beliefs in the da’wah contents posted by Muslim celebrity da’ie differ according to their 
religious backgrounds. The results are presented in Table 8. There is no significant difference 
in social media users’ belief in da’wah messages between those with a religious background 
(M = 4.27, SD = .86) and those without a religious background (M = 4.24, SD =.88); t (421) 
=.37, p = .85. This result demonstrates that the beliefs among the followers in the contents 
posted by Muslim celebrity da’ie are not determined by their religious backgrounds. 
Regardless of their religious background, they highly believe the posted messages are 
truthful. Therefore, H5 is not supported.  
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Table 8: Beliefs in da’wah contents according to religious background 

 With a religious background No religious background t p df 
 M SD M SD    
Belief in messages 4.27 .86 4.24 .88 3.7 .846 421 

 
 Further, a hierarchical multiple regression analysis was conducted to examine the best 
predictor of belief in da’wah messages. In Step 1, peripheral cues were entered. The results 
revealed that perceived attractiveness, perceived trustworthiness, and perceived expertise 
emerged as significant predictors of belief in da’wah messages (R = .79, R2 = .62, p < .001). In 
Step 2, when central cue was entered, only trustworthiness and argument quality emerged 
as significant predictors of belief in da’wah messages (R = .80, R2 = .64, p < .001). The results 
are summarised in Table 9.  
 The final equation accounts for 64% of the variance explained. It means that 64% of 
the variance in social media users’ belief in da’wah messages is due to both peripheral and 
central cues predictor variables (attractiveness, argument quality, trustworthiness and 
expertise). Initially, personal attractiveness is important, but when all other factors are 
included, other factors are more important. Therefore, while peripheral cues are important 
in the beginning, later on other factors are more influential and become the contributing 
factors for the followers of Muslim celebrity da’ie to believe them. Therefore, in order to be 
persuasive, Muslim celebrity da’ie should not only pay attention to their physical appearance 
but also focus on the messages the convey. This result answers the sixth research of the study. 
 
Table 9: Summary of regression analysis for predictors of belief in da’wah content among social media users 

Variable B SE B β 
Step 1    

Attractiveness  .48 .05 .12* 
Trustworthiness .48 .06 .44** 
Expertise .34 .06 .30** 

Step 2    
Attractiveness .07 .05 .06 
Trustworthiness .41 .06 .37** 
Expertise .20 .06 .18 
Argument quality .34 .07 .27** 

Note: Step 1: R = .79, R2 = .62, p < .001; Step 2: R = .80, R2 = .64, p < .001 
 

DISCUSSION AND CONCLUSION 
The growing presence of Muslim celebrity da’ie (preachers) on social media has raised 
concerns regarding the factors driving their increasing youth followership. The purpose of this 
study is to explore the elements that shape social media users’ perceptions towards Muslim 
celebrity da’ie and the da’wah messages posted by them, and to determine whether social 
media users believe those messages. The results indicate that social media users perceive the 
Muslim celebrity da’ie they follow as highly attractive, trustworthy, and experts. They also 
perceive the arguments used in the da’wah messages to be of high quality. For an individual 
to be recognised as a Muslim preacher, it is essential that the public perceives them as 
possessing both credibility and persuasive ability (Rahmah, 2017; Ramlan et al., 2024). The 
aforementioned public perception, centred on credibility and persuasive ability, directly 
aligns with the fundamental Islamic duties of da'wah (calling people to Islam), amanah 
(upholding trust and responsibility), and hifz al-din (preserving the religion), as the preacher 
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must be trustworthy in transmitting the religious message and skillful in ensuring its effective 
reception and application for the sake of religious preservation. 
 Additionally, the findings indicate that social media users tend to believe in the da’wah 
messages posted by Muslim celebrity da’ie if they perceive the da’ie as attractive, trusted, 
experts, and using high quality arguments in the da’wah messages. This finding is in-line with 
a study on the credibility of micro-influencers and their relational impact on followers’ 
attitudes and behavioural decisions (Javed et al., 2024). The study, which was conducted on 
Chinese respondents who followed beauty influencers on Sina Weibo social media, found that 
both source credibility (including attractiveness, trustworthiness, and expertise) and 
argument quality significantly affected consumers’ perceived information credibility, which in 
turn, impacted followers’ attitudes and behavioural decisions. This supports the notion that 
high-quality arguments and credible sources play a crucial role in influencing social media 
users. Additionally, this finding supports a study conducted by Azhar et al. (2025) pertaining 
to the influence of celebrities on social media platforms. The study found that the credibility 
of these figures, encompassing attractiveness, trustworthiness, and expertise, played a 
significant role in shaping followers’ perceptions and behaviours. This aligns with the 
argument that perceived attractiveness, trust, and expertise are key determinants of the 
effectiveness of da’wah messages. 
 Nevertheless, this study found no evidence of religious backgrounds influencing social 
media users’ beliefs in da’wah messages. Regardless of their religious background, the 
respondents believe the messages to be truthful. This finding contradicts a study conducted 
by Mansour and Diab (2016), which found individuals who were more religious could be 
sceptical of celebrity preachers. Therefore, H5 is not supported. The quality of da’wah content 
is the most important factor influencing social media users to believe in the messages 
conveyed by a Muslim celebrity da’ie. The advanced state of communication technology has 
resulted in the availability of various sources of information, making people highly concerned 
about the credibility and truthfulness of the messages they receive through social media. This 
view is in line with a study conducted by Aida et al. (2024), which discovered that millennial 
audiences appreciated the message contents conveyed by their favourite preachers. 
 Theoretically, although peripheral routes are significant factors for belief in da’wah 
messages, central routes consisting of argument quality and trustworthiness of the messages 
are more important factors influencing audiences’ belief in da’wah through social media. 
These findings extend the ELM literature regarding the factors contributing to belief in da’wah 
messages on social media. In this regard, ELM provides a valuable framework for 
understanding how da’wah messages are processed, and it can inform the strategies for 
enhancing their effectiveness. By leveraging both central and peripheral routes, celebrity 
da’ie can engage with their audience and influence the audience’s beliefs and behaviours 
more effectively. 
 Concerning the study’s practical contributions, the findings offer several 
recommendations for Muslim celebrity da’ie, Islamic preachers, and Islamic organisations. 
First, it provides valuable insights for Muslim celebrity da’ie and Islamic preachers on social 
media regarding the advantage of prioritising the central routes—such as argument quality 
and trustworthiness—when crafting da’wah messages in order to strengthen their credibility 
and persuasive impact. Second, the findings can guide Islamic organisations and 
communication strategists in designing da’wah campaigns that balance central and 
peripheral cues, ensuring that messages not only attract attention but also foster deeper 
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belief and understanding. Third, this study contributes to media literacy by highlighting the 
importance of evaluating message quality and source credibility, which can be applied in 
training programmes for young audiences to develop critical engagement with religious 
content online. 
 This study has several limitations. The major limitation arises from the relatively small 
sample, as the study’s sample was restricted to students of higher education institutions in 
Klang Valley, Selangor, Malaysia. The findings, therefore, cannot be generalised to all youths 
in Malaysia. Additionally, the findings are solely based on the quantitative methodology; 
future studies could use the qualitative methodology or mixed method approach to further 
explore social media users’ perception of celebrity da’ie and their beliefs in da’wah contents. 
In addition, this study was conducted to examine users’ belief in the da’wah messages posted 
by Muslim celebrity da’ie on social media. Future studies may also include other relevant 
variables such as intention to share and attitude change. 

In conclusion, Muslim celebrity da’ie have a profound influence on social media users 
in Malaysia, driven by the strategic use of digital platforms to amplify their reach and the 
personal connections they foster with their followers. While this trend positively contributes 
to the visibility and appeal of Islamic teachings, it also raises important questions about the 
depth and authenticity of the religious knowledge being disseminated. The digital landscape 
of social media presents a significant, multifaceted challenge to da'wah, fundamentally 
altering the nature of religious transmission and authority. This environment fosters the 
phenomenon of religiotainment, where profound religious concepts are often simplified, 
sensationalized, and packaged for rapid, viral consumption, prioritizing engagement metrics 
over doctrinal depth.   

This shift is intrinsically linked to a crisis of authority, as the expertise of traditionally 
educated scholars ('ulama') is superseded by the popularity of charismatic, often unqualified, 
social media influencers ('da'i') whose credibility is based on follower counts rather than 
scholarly rigor. This erosion of conventional religious hierarchy leaves Muslim youth 
particularly vulnerable to a resulting identity and moral crisis, as they navigate an 
overwhelming flow of competing, sometimes contradictory, religious messages, including 
misinformation and extremist content. The reliance on short-form, entertainment-driven 
content risks reducing faith to a series of easily digestible, pragmatic instructions, neglecting 
the necessary contextual, ethical, and spiritual depth required to build resilient religious 
character and effectively address complex modern social issues. Future research should 
continue to explore these dynamics to better understand the long-term implications of this 
phenomenon on Islamic da’wah and religious practices in Malaysia. 
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