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Abstract 

The rapid expansion of social media has transformed marketing practices among Muslim small 
and medium-sized enterprises (SMEs), creating new opportunities for market growth while 
simultaneously raising ethical concerns. The increasing use of halal labels, religious symbols, 
influencer endorsements, and persuasive digital content has generated challenges related to halal-
washing, misleading promotional claims, fabricated testimonials, and symbolic religious branding. 
This study aims to examine how akhlāq al-tijārah al-nabawiyyah (Prophetic business ethics) can serve 
as a normative and analytical framework for evaluating Muslim SMEs’ social media marketing 
practices. Employing a qualitative library research design, the study analyses Qur’anic verses, 
Prophetic traditions, classical Islamic scholarship, and contemporary literature on Islamic business 
ethics, digital marketing, and Maqāṣid al-Sharī‘ah. Data were analysed through thematic content 
analysis and conceptual synthesis to identify key ethical principles and their relevance to 
contemporary digital commerce. The findings reveal that Prophetic commercial ethics are 
fundamentally grounded in honesty (ṣidq), trustworthiness (amānah), justice (‘adl), transparency 
(tawḍīḥ), and the prohibition of deception (ghish), manipulation (tadlīs), and uncertainty (gharar). 
Interpreted through the lens of Maqāṣid al-Sharī‘ah, these principles provide a comprehensive 
evaluative framework for assessing the ethical integrity of digital marketing practices. The study 
concludes that ethical Islamic marketing requires substantive moral commitment rather than the 
mere display of religious symbols, labels, or branding strategies. Future studies should empirically 
examine the implementation of Prophetic business ethics in Muslim SMEs’ social media marketing 
practices. 
 
Keyword: Prophetic Business Ethics; Social Media Marketing; Muslim SMEs; Maqāṣid al-
Sharī‘ah; Halal-Washing; Islamic Digital Ethics. 
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Abstrak  

Perkembangan pesat media sosial telah mengubah praktik pemasaran UMKM Muslim dengan 
menghadirkan peluang yang luar biasa dalam meluaskan jaringan kerjanya. Tetapi dinamika 
tersebut juga melahirkan berbagai persoalan baru tentang etika. Meningkatnya penggunaan label 
halal, simbol keagamaan, dan dukungan influencer dengan memanfaatkan konten promosi digital 
memunculkan fenomena baru seperti halal-washing, klaim promosi yang menyesatkan, testimoni 
palsu, serta pencitraan religius yang simbolik. Penelitian ini bertujuan untuk mengkaji bagaimana 
akhlāq al-tijārah al-nabawiyyah (etika perdagangan profetik) dapat digunakan sebagai kerangka 
normatif dan analitis untuk menilai praktik pemasaran media sosial UMKM Muslim yang tren 
dewasa ini. Penelitian ini menggunakan pendekatan kualitatif berbasis studi kepustakaan dengan 
menganalisis ayat-ayat Al-Qur’an, hadis Nabi, pemikiran ulama klasik, serta literatur kontemporer 
mengenai etika bisnis Islam dan pemasaran digital, kemudian dianalisis dengan kerangka Maqāṣid 
al-Sharī‘ah. Data dianalisis melalui analisis isi tematik dan sintesis konseptual untuk mengidentifikasi 
prinsip-prinsip etika utama serta relevansinya terhadap perdagangan digital kontemporer. Hasil 
penelitian menunjukkan bahwa etika perdagangan profetik bertumpu pada nilai kejujuran (ṣidq), 
amanah (amānah), keadilan (‘adl), transparansi (tawḍīḥ), serta larangan terhadap penipuan (ghish), 
penyamaran cacat (tadlīs), dan ketidakjelasan transaksi (gharar). Ketika dianalisis melalui kacamata 
Maqāṣid al-Sharī‘ah, prinsip-prinsip tersebut membentuk instrumen evaluatif yang komprehensif 
untuk menilai integritas etis pemasaran digital. Penelitian ini menyimpulkan bahwa pemasaran 
Islam yang autentik menuntut komitmen moral substantif, bukan sekadar penggunaan simbol, 
label, atau identitas keagamaan sebagai strategi pemasaran. Peneliti menyarankan penelitian 
selanjutnya untuk mengkaji secara empiris penerapan etika bisnis profetik dalam praktik pemasaran 
digital di lingkungan UMKM Muslim. 
 
Kata kunci : Akhlāq al-Tijārah al-Nabawiyyah; Pemasaran Media Sosial; UMKM Muslim; 
Maqāṣid al-Sharī‘ah; Halal-Washing; Etika Digital Islam  
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Introduction 

Digital technology has changed how people interact, communicate, and do business. Social 
media that once served mainly for sharing personal updates has become a busy economic space. 
Platforms like Instagram, TikTok, Facebook, and WhatsApp are now used for marketing, 
promotion, and transactions by many businesses, including micro, small, and medium enterprises 
(MSMEs). This shift gives Muslim-owned MSMEs a big opportunity to reach more customers 
without the high cost of a physical store; through social media, they can build a brand, talk directly 
with buyers, and reach national or even global markets more easily.1 

In Indonesia, the growth of the sharia economy is happening alongside rising digital 
adoption. The government supports digitalizing sharia MSMEs through national programs to 
strengthen the halal economy ecosystem. Digital tools are seen as a way to boost competitiveness 
and expand market access for Muslim entrepreneurs. At the same time, digitalization brings new 
challenges that go beyond technical or business issues and touch on ethics.2 Social media platforms 
further intensify this ethical problem because their algorithms reward visibility, engagement, and 
emotionally appealing content, thereby incentivizing symbolic religiosity, influencer-driven 
persuasion, and attention-seeking branding that may conflict with the Prophetic ethics of honesty, 
transparency, and trustworthiness.3 

Making and sharing content online is easy, and some sellers use that ease irresponsibly. 
Practices like editing product photos, posting fake testimonials and ads, making exaggerated quality 
claims, and using Islamic symbols without a real basis are increasingly common.4 Many businesses 
use a sharia identity as a marketing tactic to gain trust, but they don’t always follow core Islamic 
business principles such as honesty (ṣidq), trustworthiness (amanah), justice (‘adl), and transparency 
(tawḍīḥ). When Islamic symbols are used only to attract customers without matching behavior, the 
sharia identity risks becoming just a marketing label.5  

 
1 Tatik Tatik and Doddy Setiawan, “Does Social Media Marketing Important for MSMEs Performance in 

Indonesia?,” Asia Pacific Journal of Marketing and Logistics 37, no. 1 (January 2025): 99–114, 
https://doi.org/10.1108/APJML-01-2024-0090; Diana Situmorang, “Social Media and Business Ethics in The Sharia 
Economy,” Jurnal Ilmiah Teunuleh 5, no. 4 (December 2024): 235–51, https://doi.org/10.51612/teunuleh.v5i4.205.  

2 Nasori Nasori et al., “Sertifikasi Halal Dan Pengembangan Solusi Pengawet Produk Lokal Dodol Tape 
Ekspor Bondowoso Yang Terintegrasi Teknologi Tepat Guna,” Sewagati 9, no. 1 (February 2025): 2831–39, 
https://doi.org/10.12962/j26139960.v9i1.2225; Situmorang, “Social Media and Business Ethics in The Sharia 
Economy.” 

3 Smitha Milli et al., “Engagement, User Satisfaction, and the Amplification of Divisive Content on Social 
Media,” PNAS Nexus 4, no. 3 (February 2025): pgaf062, https://doi.org/10.1093/pnasnexus/pgaf062.  

4 Rizal B and Lucky Septari Rusli, “Fenomena Iklan Menyesatkan Di Ruang Digital: Perspektif Perlindungan 
Konsumen Dan Persaingan Usaha Tidak Sehat,” Iqtishaduna: Jurnal Ilmiah Mahasiswa Hukum Ekonomi Syari’ah 6, no. 4 
(November 2025): 1780–92, https://doi.org/10.24252/iqtishaduna.v6i4.62911.  

5 Mochamad Sumpena Sadeli and Luluk Latifah, “Globalized Digital Marketing Strategies amid Technological 
Disruption: Addressing Ethical Gaps through Maqashid Sharia,” Relevance: Journal of Management and Business 8, no. 2 
(December 2025): 160–74, https://doi.org/10.22515/relevance.v8i2.12328.  
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A worrying result of these trends is halal-washing: claiming halal or sharia compliance to 
build a positive image without real commitment to sharia principles.6 This is similar to 
greenwashing in environmental issues. Social media makes halal-washing easier because anyone 
can craft a polished image with attractive visuals and stories, while consumers often only see the 
surface and can’t verify claims. Social algorithms favor attention-grabbing content, not necessarily 
honest or ethical content. If this continues, the gap between sharia claims and actual sharia practice 
will grow, harming consumers and eroding public trust in sharia businesses. Trust is a core asset 
in Islamic economics, so digitalization must also be an ethical transformation that preserves 
business integrity online.7 

Although many studies discuss Islamic business ethics, digital marketing, and the sharia 
economy, most focus on describing what’s happening rather than offering tools to evaluate it. 
There’s a lack of conceptual instruments to measure how well social media marketing follows 
Sharia principles. Maqāṣid al-Sharī‘ah can fill that gap. Its five main objectives—protecting religion 
(ḥifẓ al-dīn), life (ḥifẓ al-nafs), intellect (ḥifẓ al-‘aql), lineage (ḥifẓ al-nasl), and wealth (ḥifẓ al-māl)—
offer a comprehensive way to assess digital business practices. For example, misleading 
information violates protection of the intellect, while fraud and transaction manipulation violate 
protection of wealth. Thus, Maqāṣid al-Sharī‘ah can be used not only as a legal concept but also as 
an analytical tool to judge whether social media business practices match sharia claims.8 

 
Research Question 

Based on the background outlined above, this study seeks to investigate how Prophetic 
ethics of commerce (akhlāq al-tijārah al-nabawiyyah), derived from the ethical teachings of the 
Sunnah and interpreted through the framework of Maqāṣid al-Sharī‘ah, can be used as an analytical 
framework for assessing Muslim SMEs’ marketing practices on social media, particularly in 
addressing contemporary challenges such as halal-washing, symbolic religious branding, misleading 
promotional claims, and other forms of digital ethical misconduct. 

 
Literature Review  

Previous studies have widely examined Islamic business ethics within the contexts of digital 
marketing, e-commerce, and social media, highlighting the importance of honesty, transparency, 
fairness, and accountability in contemporary business practices. These studies have contributed 
significantly to understanding how Islamic values can guide digital commercial activities and 
strengthen consumer trust in increasingly competitive online environments. However, most of the 

 
6 Nasori et al., “Sertifikasi Halal Dan Pengembangan Solusi Pengawet Produk Lokal Dodol Tape Ekspor 

Bondowoso Yang Terintegrasi Teknologi Tepat Guna.” 
7 Situmorang, “Social Media and Business Ethics in The Sharia Economy”; Sadeli and Latifah, “Globalized 

Digital Marketing Strategies amid Technological Disruption”; Wani Gowhar Quadir, “Maqasid Al-Shariah: Some 
Preliminary Discussions,” Indonesian Journal of Interdisciplinary Islamic Studies 1, no. 2 (March 2018): 137–64, 
https://doi.org/10.20885/ijiis.vol1.iss2.art6.  

8 Siti Farida, Akhmad Faozan, and Arina Nur Arofah, “Ethics of Social Media from Maqashid Syari’ah 
Perspective,” International Proceedings of Nusantara Raya 1 (December 2022): 35–38, 
https://doi.org/10.24090/nuraicon.v1i1.86.  
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existing literature remains descriptive or conceptual in nature, focusing primarily on ethical 
principles, marketing strategies, or individual case studies without providing a comprehensive 
analytical framework for assessing the ethical quality of business content in digital spaces. 
Consequently, important contemporary issues such as halal-washing, symbolic religious branding, 
misleading promotional claims, fake testimonials, and the influence of platform algorithms on 
ethical decision-making have received limited scholarly attention. Furthermore, while several 
studies refer to Islamic ethical values in general, few have operationalised Maqāṣid al-Sharī‘ah as a 
systematic evaluative framework capable of distinguishing between genuine ethical compliance and 
the mere appearance of religiosity in social media marketing. Therefore, a critical gap remains in 
the literature regarding the development of a practical and theoretically grounded model for 
evaluating the alignment between Islamic ethical principles and actual business practices in digital 
environments. 

Islamic business ethics has become an increasingly important issue as social media and e-
commerce continue to shape the way businesses interact with consumers. Research on halal 
labeling among Indonesian SMEs found that halal symbols are not always used purely for religious 
compliance but are sometimes employed as a marketing strategy to attract consumer trust.9 
Similarly, a conceptual study on the Islamic 7Ps marketing model argued that all digital marketing 
activities should be guided by Islamic values such as honesty, justice, and consumer protection, 
although the study did not examine how these principles operate in actual social media practices.10 
Another study of asnaf entrepreneurs in Malaysia found that integrating Islamic values into digital 
marketing can help economic empowerment, but its findings were drawn from different areas and 
a localized sample, which limits their applicability to Indonesia.11 Research on Islamic business 
ethics in e-commerce also emphasized the importance of transparency, regulation, and technology 
in maintaining consumer trust, but it focused on online trade in general rather than the unique 
environment of social media, where images, captions, influencers, and algorithms play a major role 
in shaping consumer perceptions.12 Meanwhile, a study on SME marketing practices in Surabaya 
found that honesty, creative content, and direct communication are essential for building customer 
trust on social media; however, the study was limited to a single local case and did not provide a 
systematic framework for evaluating whether digital content truly reflects Islamic ethical 

 
9 Arista Fauzi Kartika, “Fenomena Label Halal Is It a Awareness or Branding,” Jurnal Ilmiah Ekonomi Islam 6, 

no. 1 (March 2020): 87, https://doi.org/10.29040/jiei.v6i1.915.  
10 Abi Huraira Rifas and Mohamed Nazar Mohamed Nushthi, “Islamic Ethical Guidance for Marketing and 

Digital Marketing: A Study Based on 7 Ps Marketing Model,” El-Qish: Journal of Islamic Economics 5, no. 1 (June 2025): 
1–12, https://doi.org/10.33830/elqish.v5i1.11903.2025.  

11 Nadiah Abd Hamid et al., “Insights for Growth: Understanding the Drivers of ASNAF Entrepreneurial 
Success in Malaysia,” Edelweiss Applied Science and Technology 8, no. 2 (March 2024): 108–24, 
https://doi.org/10.55214/25768484.v8i2.753.  

12 Juwita Anjelina and Amrul Muzan, “Etika Bisnis Syariah Di Tengah Perkembangan E-Commerce: Kajian 
Kualitatif Dari Literatur Islam,” Al-Maqashid: Journal of Economics and Islamic Business 5, no. 1 (July 2025): 1–8, 
https://doi.org/10.55352/maqashid.v5i1.1487.  
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principles.13 Taken together, these studies have contributed valuable insights into Islamic ethics 
and digital business, but most remain descriptive, conceptual, or limited to specific local contexts.  

As a result, important contemporary issues such as halal-washing, misleading religious 
branding, fake testimonials, manipulated product representations, and the influence of social media 
algorithms on ethical business behavior remain insufficiently explored. Furthermore, most existing 
studies emphasize Islamic ethics in a broad sense but rarely engage with the Qur’anic and Prophetic 
foundations of commercial morality. This is particularly important because the Prophet 
Muhammad صلى الله عليه وسلم explicitly condemned deception (ghish), false claims, concealment of product 
defects, and dishonest market practices, while emphasizing honesty (ṣidq), trustworthiness 
(amanah), justice (‘adl), and transparency (tawḍīḥ) in trade. Despite the centrality of these teachings, 
few studies have translated them into a practical framework for evaluating contemporary digital 
marketing practices. Consequently, there remains a significant theoretical and methodological gap 
in assessing whether social media-based business activities embody the ethical objectives of Islamic 
law and the Prophetic model of commerce, or merely utilize Islamic symbols as marketing 
instruments. Therefore, this study employs Maqāṣid al-Sharī‘ah, informed by relevant Qur’anic 
injunctions and Sunnah-based business ethics, to evaluate the extent to which Muslim SME 
marketing practices on social media reflect authentic Islamic ethical commitments rather than 
symbolic religiosity alone. 

 

Table 1. State of the Arts  

No Study 
Main 
Focus 

Main Finding Research Gap 
Contribution of 
This Research  

1 Kartika & 
Junaidi (2020) 

Halal 
label in 
UMKM 

Halal labels can 
function as 
both faith 
markers and 
branding tools 

The study does not 
provide a normative 
Islamic framework to 
distinguish genuine 
halal commitment 
from symbolic halal 
branding in digital 
environments 

Develops a 
Maqāṣid-based 
ethical framework 
grounded in 
Qur’anic, Prophetic, 
and Salaf traditions 
to evaluate halal-
washing in social 
media marketing 

2 Rifas & 
Nushthi (2025) 

7Ps and 
Islamic 
marketing 
ethics 

Islamic values 
should guide all 
marketing 
elements 

The study offers a 
conceptual discussion 
but lacks an 
operational 
framework for 
assessing actual social 

Provides a practical 
evaluative lens for 
analyzing ethical 
compliance in 
Muslim SMEs’ 

 
13 Ulya Nindyaningtyas, “Etika Bisnis Islam Dalam Pemanfaatan Media Sosial Sebagai Strategi Pemasaran 

UMKM Usaha Toko Baju Thrifting,” IQTISADIE: Journal of Islamic Banking and Shariah Economy 5, no. 01 (April 2025): 
40–52, https://doi.org/10.36781/iqtisadie.v5i01.950.  
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No Study 
Main 
Focus 

Main Finding Research Gap 
Contribution of 
This Research  

media content and 
digital marketing 
practices 

social media 
marketing 

3 Hajar et al. 
(2025) 

Islamic 
digital 
marketing 
for asnaf 

Islamic digital 
marketing can 
support 
economic 
empowerment 

The focus is limited to 
asnaf empowerment 
and does not examine 
broader ethical 
challenges in Muslim 
SMEs’ digital 
marketing activities 

Extends the 
discussion to 
broader Muslim 
SME contexts and 
addresses ethical 
issues such as halal-
washing, deceptive 
promotion, and 
symbolic religiosity 

4 Anjelina & 
Muzan (2025) 

Islamic 
ethics in 
e-
commerce 

Transparency, 
regulation, and 
trust are 
essential for 
ethical online 
commerce 

The study discusses e-
commerce ethics 
generally but does not 
provide a Maqāṣid-
based assessment of 
social media 
marketing practices 

Applies Maqāṣid al-
Sharīʿah as an 
analytical 
framework 
specifically for 
evaluating social 
media marketing 
ethics 

5 Nindyaningtyas 
(2025) 

SME 
marketing 
on social 
media 

Honest content 
and direct 
communication 
strengthen 
consumer trust 

The study focuses on 
marketing practice 
and consumer trust, 
but lacks a 
comprehensive 
Islamic ethical 
framework integrating 
classical and 
contemporary sources 

Synthesizes 
Qur’anic teachings, 
Prophetic ethics, 
Salaf deliberations, 
and Maqāṣid al-
Sharīʿah into a 
comprehensive 
framework for 
assessing Muslim 
SMEs’ social media 
marketing 
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Analytical Framework 

This study develops a Sunnah Spectrum Framework (SSF) to assess whether Muslim SMEs’ 
marketing practices on social media genuinely reflect the Prophetic ethics of commerce or merely 
project symbolic religiosity—as Situmorang addresses it in a different way.14 The foundation of 
this framework is akhlāq al-tijārah al-nabawiyyah (Prophetic business ethics), derived from hadiths 
that emphasize honesty (ṣidq), trustworthiness (amanah), justice (‘adl), transparency (tawḍīḥ) and the 
prohibition of deception (ghish), manipulation (talāʿub), and the concealment of product defects 
(tadlīs) as its derivative branches. These ethical principles are subsequently examined through the 
lens of Maqāṣid al-Sharī‘ah to uncover their broader moral objectives and societal benefits, 
particularly in relation to the protection of religion (ḥifẓ al-dīn), intellect (ḥifẓ al-‘aql), and wealth 
(ḥifẓ al-māl). The framework is then applied to various social media marketing practices, including 
halal claims, religious branding, customer testimonials, visual product representations, 
promotional strategies, and audience engagement techniques. Through this approach, the study 
seeks to determine whether such marketing practices are consistent with the Prophetic model of 
commerce or whether they contain elements that contradict the Sunnah, such as halal-washing, 
misleading claims, the exploitation of religious symbols, and the manipulation of consumer trust—
directly adapted from the literature. 
 
Method  

This study adopts a qualitative library research design to examine the relevance and 
applicability of Qur’anic, Prophetic, and Salaf-based business ethics in contemporary social media 
marketing. The data corpus comprises three layers of sources: first, primary normative texts from 
the Qur’an and hadith, especially those related to commercial conduct, honesty (ṣidq), 
trustworthiness (amānah), justice (‘adl), transparency (tawḍīḥ), and the prohibition of deceptive 
practices (ghish); second, classical juristic works of the salaf tradition, which serve as interpretive 
elaborations between the Prophetic texts and the Maqāṣid al-Sharī‘ah framework; and third, 
contemporary scholarly works on Islamic business ethics, digital marketing, social media 
commerce, halal branding, and related ethical concerns in the digital economy. The data were 
collected through an extensive literature search and analysed through thematic content analysis, 
coding, and conceptual synthesis. The analysis proceeded in three stages: first, extracting core 
ethical principles from the Qur’an and Sunnah; second, mapping how classical salaf scholars 
elaborated and operationalised these principles in fiqh al-muʿāmalāt; and third, interpreting both 
layers through Maqāṣid al-Sharī‘ah to assess contemporary social media marketing practices, 
including halal-washing, symbolic religious branding, fake testimonials, misleading promotional 
claims, visual manipulation, and other forms of digital ethical misconduct. Through this approach, 
the study develops a conceptual and normative framework for evaluating the ethical integrity of 
Muslim SMEs’ marketing practices on social media. 

  

 
14 Situmorang, “Social Media and Business Ethics in The Sharia Economy.” 
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Results  

The Qur’anic Foundation of Prophetic Business Ethics 
A review of Qur’anic interpretations on commercial transactions shows that the Qur’an 

places trade within a clear and well-defined moral framework. While trade is permitted, all forms 
of ribā are prohibited, whether they appear directly or indirectly within economic activities. At the 
same time, commercial transactions must remain free from unlawful gain, fraud, deception, and 
misrepresentation. To examine these principles, this study draws on four major tafsīr works: Jāmi‘ 
al-Bayān by al-Ṭabarī15, al-Jāmi‘ li Aḥkām al-Qur’ān by al-Qurṭubī16, Tafsīr Ibn Kathīr17, and Tafsīr al-
Miṣbāḥ18. Al-Ṭabarī is widely recognized for his comprehensive collection of transmitted reports 
and early exegetical traditions; al-Qurṭubī is particularly noted for his legal and juristic analysis; Ibn 
Kathīr frequently explains Qur’anic verses through hadith and reports from the Companions; 
while Tafsīr al-Miṣbāḥ offers a contextual reading that engages closely with contemporary social 
realities. Taken together, these four tafsīr works provide a strong and balanced foundation for 
examining Prophetic business ethics and their relevance to social media marketing and Muslim 
SMEs in the modern digital environment. 

Code Q-TRADE-01: Lawful Trade and the Prohibition of Ribā 

 

 َ ِߵ ஈَذ  ۚ يْطَانُ مِنَ الْمَسِّ ҧ̑طُهُ الشҧي يتََخَب ِ ҧ߳ لاҧ ߠََ يقَُومُ ا
Ү
Դَ لاَ يقَُومُونَ ا ̽نَ يَˆҭكلُُونَ الرِّ ِ ҧ߳ Դَ ۗ ﴿ ا ҧمَا الْبَيْعُ مِ˞لُْ الرِّ ن

Ү
ُمْ قَالوُا ا ҧنهҫˆِب 

اءَهُ مَوْعِظَ  َl Դَۚ  فمََن  مَ الرِّ ҧالبَْيْعَ وَحَر ُ ҧ߹ا ҧل َ˨ ҫǫَابُ و ئِكَ ҫǫصحَْ ஈـ َ ِ ۖ وَمَنْ ̊اَدَ فَˆҬول ҧ߹لىَ ا
Ү
هِ فاَ̯تهََ̖ىٰ فࠁََُ مَا سَلفََ وҫǫَمْرُهُ ا ِّ ب ҧن ر ةٌ مِّ

ونَ ﴾     ُ ِ߱ ا َ˭   )275البقرة:  (النҧارِ ۖ همُْ فِيهاَ 
Meaning: 
“Those who engage in ribā will not stand except like a person driven into confusion by the touch of Satan. This condition results 
from their claim that trade is no different from ribā, even though Allah has clearly permitted trade and prohibited ribā. Whoever 
receives this warning from his Lord and refrains from it may retain what was acquired in the past, and his matter rests with 
Allah. However, those who return to the practice of ribā are the inhabitants of the Fire, wherein they will remain permanently.” 
(QS al-Baqarah [2]: 275)19 

 
In Tafsīr al-Ṭabarī, this verse is interpreted as a clear distinction between lawful commercial 

transactions and illegitimate forms of gain. Al-Ṭabarī emphasizes that the concept of trade cannot 

 
15 Abū Ja‘far Muḥammad ibn Jarīr Al-Ṭabarī, Jāmi‘ al-Bayān Fī Ta’Wīl al-Qur’ān, vol. 30, Ed. Aḥmad Muḥammad 

Shākir (Beirut: Mu’assasat al-Risālah, 2000). 
16 Abū ‘Abd Allāh Muḥammad ibn Aḥmad al-Anṣārī Al-Qurṭubī, Al-Jāmi‘ Li Aḥkām al-Qur’Ān, ed. Hisyām 

Samīr al-Bukhārī, IV (Riyadh: Dār ‘Ālam al-Kutub, 2003). 
17 Ismā‘īl ibn ‘Umar Ibn Kathīr, Tafsīr Al-Qur’ān al-‘Aẓīm (Tafsīr Ibn Kathīr), ed. Sāmī bin Muḥammad as-

Salāmah, II (Riyadh, Saudi Arabia: Dār Ṭayyibah li al-Nashr wa al-Tawzī‘, 1999). 
18 M. Quraish Shihab, Tafsir Al-Mishbāh: Pesan, Kesan, Dan Keserasian al-Qur’an, 11th ed. (Ciputat, Jakarta: Lentera 

Hati, 2007). 
19 Lajnah Pentashihan Mushaf Al-Qur’an, Badan Litbang dan Diklat, Kementerian Agama RI, Al-Qur’an Dan 

Terjemah, Edisi Penyempurnaan, Terjemahan Indonesia (Jakarta: Lajnah Pentashihan Mushaf Al-Qur’an, Kementerian 
Agama Republik Indonesia, 2017). 
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be used to justify every form of profit, particularly those obtained through unjust means.20 
Similarly, al-Qurṭubī views the verse as a foundational principle of Islamic commercial law, 
restricting economic transactions to legitimate and ethically acceptable forms rather than merely 
profitable ones.21 Ibn Kathīr further explains that the verse serves as an important foundation of 
fiqh al-mu‘āmalāt, as Islam recognizes trade as a lawful economic activity while rejecting forms of 
gain that are exploitative, oppressive, or harmful to others.22 In Tafsīr al-Miṣbāḥ, the ethical message 
of the verse is extended to contemporary contexts, where economic activities are encouraged to 
be productive and beneficial, yet must remain consistent with the principles of justice, honesty, 
and social responsibility.23 

Code Q-TRADE-02: Prohibition Against Unlawful Appropriation of Wealth 

 

لاҫǫ ҧن ˔كَُونَ تجَِارَةً عَن ˔رََاضٍ 
Ү
̽نَ ǫمَُ̲ٓوا لاَ تَˆҭكلُُوا ҫǫمْوَالكمَُ بَْ̲̿كمَُ Դِلبَْاطِلِ ا ِ ҧ߳ اَ ا Ҩيهҫǫ Թَ  ﴿   َكاَن َ ҧ߹ا ҧن Ү

̲كمُْ ۚ وَلاَ تقَْ˗ُلوُا ҫǫنفُسَكمُْ ۚ ا مِّ
 )29ال̱ساء:   (ِ́كمُْ رَحِيماً ﴾ 

Meaning: 
O you who believe, do not consume one another’s wealth unjustly, but only through trade conducted by mutual consent among 
you.” (QS. al-Nisāʾ [4]: 29) 

 
Al-Ṭabarī explains that the phrase bil-bāṭil refers to all forms of acquiring wealth through 

means that are not sanctioned by Islamic law, while the expression tijārah ‘an tarāḍin minkum 
indicates that mutual consent must be based on genuine understanding rather than deception or 
manipulation.24 Al-Qurṭubī approaches the verse from a legal perspective, arguing that valid 
consent in a transaction requires the absence of fraud, coercion, and the concealment of essential 
information.25 Similarly, Ibn Kathīr relates the verse to the broader prohibition of unjustly 
consuming the wealth of others and portrays lawful transactions as those founded upon openness, 
honesty, and fairness.26 In Tafsīr al-Miṣbāḥ, the verse is particularly relevant to contemporary digital 
commerce, where consumers may appear to consent to a purchase, yet that consent becomes 
ethically questionable when it is shaped by misleading product images, fabricated testimonials, or 
unverified religious claims.27 In such circumstances, the principle of genuine mutual consent is no 
longer fully realized. 

 

 
20 Al-Ṭabarī, Jāmi‘ al-Bayān Fī Ta’Wīl al-Qur’ān, vol. 30. 
21 Al-Qurṭubī, Al-Jāmi‘ Li Aḥkām al-Qur’Ān. 
22 Ibn Kathīr, Tafsīr Al-Qur’ān al-‘Aẓīm (Tafsīr Ibn Kathīr). 
23 Shihab, Tafsir Al-Mishbāh: Pesan, Kesan, Dan Keserasian al-Qur’an. 
24 Al-Ṭabarī, Jāmi‘ al-Bayān Fī Ta’Wīl al-Qur’ān, vol. 30. 
25 Al-Qurṭubī, Al-Jāmi‘ Li Aḥkām al-Qur’Ān. 
26 Ibn Kathīr, Tafsīr Al-Qur’ān al-‘Aẓīm (Tafsīr Ibn Kathīr). 
27 Shihab, Tafsir Al-Mishbāh: Pesan, Kesan, Dan Keserasian al-Qur’an. 
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Code Q-TRADE-03: Fairness in Measurement and Trade 

 

يرٌْ وҫǫَحْسَنُ تَˆҭوِيلاً   ﴿ َ˭  َ ِߵ ஈَتَقِيمِۚ  ذ ذَا كلِْتمُْ وَزِنوُا Դِلْقِسْطَاسِ الْمُسْ̑
Ү
ْ̀لَ ا   ﴾  وҫǫَوْفوُا الكَْ

  )35الإسراء:  ( 
 

Meaning: 
“And give full measure when you measure, and weigh with a balance that is straight. That is good (advantageous) 
and better in the end.” (Al-Isra’ : 35) 28 

 
Al-Ṭabarī interprets this verse as a general command to uphold accuracy, balance, and justice 

in every form of measurement, evaluation, and exchange.29 Al-Qurṭubī regards it as a legal 
foundation for prohibiting fraud in commercial transactions, particularly in matters of trade that 
directly affect the rights of others.30 Ibn Kathīr further emphasizes that fairness in measurement 
represents a fundamental standard of economic integrity and therefore cannot be compromised 
under any circumstances.31 In Tafsīr al-Miṣbāḥ, the ethical spirit of this verse can be extended to 
contemporary digital commerce and e-commerce environments.32 What is presented to consumers 
should correspond to the actual quality and condition of the product. Information should not be 
exaggerated, deceptively enhanced, used to manipulate consumer perception, or stripped of 
important details that may influence purchasing decisions. Such practices undermine the principle 
of justice that lies at the heart of Qur’anic commercial ethics. 

Code Q-TRADE-04: Condemnation of Fraud and Denial of Rights 

 
 ۝وَيلٌْ ̥لِْمُطَفِّفِينَ 

توَْفُونَ  ذَا اكْتَالوُا ̊لىََ النҧاسِ ̼سَْ̑ Ү
̽نَ ا ِ ҧ߳  ۝ا

ونَ   سرُِ ذَا كاَلوُهمُْ ҫǫوْ وَزَنوُهمُْ يخُْ
Ү
 ۝وَا
 

Meaning: 
“Woe to those who give less than what is due; those who, when they receive by measure from others, demand it in full, 
but when they measure or weigh for others, they reduce it.” (QS. al-Muṭaffifīn [83]: 1–3) 33 

 
28 Lajnah Pentashihan Mushaf Al-Qur’an, Badan Litbang dan Diklat, Kementerian Agama RI, Al-Qur’an Dan 

Terjemah. 
29 Al-Ṭabarī, Jāmi‘ al-Bayān Fī Ta’Wīl al-Qur’ān, vol. 30. 
30 Al-Qurṭubī, Al-Jāmi‘ Li Aḥkām al-Qur’Ān. 
31 Ibn Kathīr, Tafsīr Al-Qur’ān al-‘Aẓīm (Tafsīr Ibn Kathīr). 
32 Shihab, Tafsir Al-Mishbāh: Pesan, Kesan, Dan Keserasian al-Qur’an. 
33 Lajnah Pentashihan Mushaf Al-Qur’an, Badan Litbang dan Diklat, Kementerian Agama RI, Al-Qur’an Dan 

Terjemah. 
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Sūrah al-Muṭaffifīn opens with a strong condemnation of those who engage in fraud through 
dishonest measurements and weights. More broadly, the central theme of the sūrah demonstrates 
that deception in commercial transactions is viewed as a serious moral violation in the Qur’an.34 
Al-Ṭabarī specifically explains that these verses serve as a severe ethical warning against dishonest 
trading practices and any form of deliberate reduction of others’ rights.35 Al-Qurṭubī regards them 
as an important foundation for establishing a just marketplace and protecting the rights of 
buyers—or, in contemporary production and marketing contexts, consumers.36 Ibn Kathīr further 
argues that the warning reflects the gravity of depriving others of what rightfully belongs to them 
through commercial transactions.37 In Tafsīr al-Miṣbāḥ, the message of this sūrah extends naturally 
to modern forms of trade, including practices such as halal-washing, fabricated testimonials, 
misleading promotional narratives, and manipulated product representations on social media.38 
Although these practices may not involve physical weights and measures, they operate through the 
same ethical mechanism condemned by the Qur’an: reducing the consumer’s right to receive 
accurate, complete, and truthful information before making a purchasing decision. 

Code Q-TRADE-05: Pursuit of livelihood without neglecting remembrance and moral 
consciousness 

 

َ كَثيرًِا  لعََ  ҧ߹وَاذْكُرُوا ا  ِ ҧ߹رْضِ  وَابْتغَُوا مِنْ فضَْلِ اҫҡْوا فيِ ا لاَةُ  فاَنْ˖شرَُِ ҧذَا قُضِ̿تَِ الص
Ү
  )10الجمعة:  (لҧكمُْ تفُْلِحُونَ   فاَ

 
Meaning: 
And when the prayer has been concluded, disperse within the land and seek from the bounty of Allah, and remember 
Allah often that you may succeed. (QS. Al-Jumu’ah: 10) 39 

 
This verse demonstrates that Islam has never opposed or discouraged economic activity. 

Rather, Islam regulates economic life so that it remains within the framework of obedience to 
Allah and ethical responsibility.40 Al-Ṭabarī interprets the verse as permission to return to worldly 
activities after fulfilling the obligation of worship.41 Al-Qurṭubī further highlights both its ethical 
and legal dimensions, arguing that work, trade, and economic pursuits are permissible, but they 

 
34 Fatima Kassāb Ḥmoud Al-Khālidī, “From Taghrīr to Trust: A Comparative Study of Misrepresentation 

Challenges in Online Sales Contracts Within Islamic Law and the Jordanian Legal Framework,” in Contemporary Business 
Research in the Islamic World, ed. John Fraedrich et al., Springer Proceedings in Business and Economics (Singapore: 
Springer Nature Singapore, 2024), 297–322, https://doi.org/10.1007/978-981-97-5400-7_17.  

35 Al-Ṭabarī, Jāmi‘ al-Bayān Fī Ta’Wīl al-Qur’ān, vol. 30. 
36 Al-Qurṭubī, Al-Jāmi‘ Li Aḥkām al-Qur’Ān. 
37 Ibn Kathīr, Tafsīr Al-Qur’ān al-‘Aẓīm (Tafsīr Ibn Kathīr). 
38 Shihab, Tafsir Al-Mishbāh: Pesan, Kesan, Dan Keserasian al-Qur’an. 
39 Lajnah Pentashihan Mushaf Al-Qur’an, Badan Litbang dan Diklat, Kementerian Agama RI, Al-Qur’an Dan 

Terjemah. 
40 Wardatul Fitriyah, “Islamic Business Ethics in Qs. Al-Jumu’ah Verses 9-10 From The Perspective of Quraish 

Shihab,” Al-Jadwa: Jurnal Studi Islam 3, no. 2 (March 2024): 221–36, https://doi.org/10.38073/aljadwa.v3i2.1761.  
41 Al-Ṭabarī, Jāmi‘ al-Bayān Fī Ta’Wīl al-Qur’ān, vol. 30. 
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must never overshadow a Muslim’s primary obligations to Allah.42 Ibn Kathīr regards the verse as 
evidence of Islam’s balanced approach, where devotion and economic effort are not contradictory 
but complementary.43 Likewise, Tafsīr al-Miṣbāḥ explains that seeking sustenance is itself part of 
religious life; however, the methods employed must remain honest, lawful, and ethically sound.44 
Regardless of how economic practices evolve through technological and social transformations, 
these moral values must remain intact and continue to guide commercial conduct. 

The Hadith Basis of Prophetic Trade Principles 

Code: S-TRADE-01: Honesty and trustworthiness in trade 

Rasulullah صلى الله عليه وسلم said: 
 

هَدَاءِ ”  Ҩيقِينَ وَالش دِّ ِّينَ وَالصِّ دُوقُ اҫҡمِينُ مَعَ النҧبِ̿ ҧاجِرُ الصҧالت“  
 Ҩاءَ فيِ الت َl ِ̲هِ (كِتَابُ البَيْعِ عَنْ رَسُولِ اللهِ صلى الله عليه وسلم، Դَبُ مَا  َ هُ فيِ سُ̱ َl : ҫǫخْرَ مِذِيِّ ْ مَامِ الترِّ

Ү
ارِ وَمَا قِ̀لَ فِيهِمْ) مِنْ  رِوَايةَُ الا ҧʕ

 ҧ ن
Ү
مِذِيҨ ا ْ مَامُ الترِّ

Ү
دِيثِ ҫǫبيِ سَعِيدٍ الخدُْرِيِّ رَضيَِ اللهُ عَنْهُ، وَقاَلَ عَنْهُ الا دِيثٌ حَسَنٌ.˨َ َ˨  هُ 

 
Meaning: 
”The honest and trustworthy merchant will be with the prophets, the truthful, and the martyrs (shuhadā’).”  

This hadith is narrated from Abu Sa‘id al-Khudri in Jāmiʿ at-Tirmidhī no. 1209, which 
al-Tirmidhī classified as ḥasan.45 Several narrations are also transmitted from Companions, 
including Ibn ʿUmar, in Sunan Ibn Mājah.46 The key insight from this hadith is that honesty and 
trustworthiness are not mere complements in business; rather, they constitute core values that 
determine the moral standing of a merchant. In the context of social media, this hadith provides 
the ethical foundation that captions, testimonials, labels, and promotional claims must be truthful, 
and not crafted solely to project a religious impression. 

Code S-TRADE-02: Prohibition of Fraud in Transactions 
 

ثنََا يعَْقُوبُ   ҧد َ˨ ْ́نُ سَعِيدٍ،  ثنَاَ قُ˗يَْبَةُ  ҧد َ˨-    Ҩِسْكَْ̲دَرَاني
Ү
نِ، عَنْ ҫǫبِيهِ،   -وَهُوَ الاْ حمَْ ҧْ́نِ عَبْدِ الر عَنْ مُوسىَ ˊْنِ عُقْˍَةَ، عَنْ العَْلاَءِ 

لَ يدََهُ فِيهاَ، فَ̲اَلتَْ ҫǫصَابِ  :  عَنْ ҫǫبيِ هُرَْ̽رَةَ  َ˭ ةِ طَعَامٍ، فَˆҫدْ َ مَرҧ ̊لىََ صُبرَْ ҧاللهُ ̊لَيَْهِ وَسَلم ҧرَسُولَ اللهِ صَلى ҧنҫǫ َعُهُ بلَلاًَ، فقََال:  
عَامِ؟ ” ҧصَاحِبَ الط Թَ رَسُولَ اللهِ، قاَلَ:     “مَا هَذَا Թَ ُمَاء ҧصَابتَْهُ السҫǫ :َاسُ؟  “ قاَلҧعَامِ كيَْ ̽رََاهُ الن ҧفلاََ جَعَلْتَهُ فوَْقَ الطҫǫ   ْمَن

  “غشҧَ فلََ̿سَْ مِنيِّ 
 

42 Al-Qurṭubī, Al-Jāmi‘ Li Aḥkām al-Qur’Ān. 
43 Ibn Kathīr, Tafsīr Al-Qur’ān al-‘Aẓīm (Tafsīr Ibn Kathīr). 
44 Shihab, Tafsir Al-Mishbāh: Pesan, Kesan, Dan Keserasian al-Qur’an. 
45 Abū ʿĪsā Muḥammad ibn ʿĪsā ibn Sawra ibn Mūsā ibn al-Ḍaḥḥāk al-Sulamī at-Tirmidhī, Jāmiʿ at-Tirmidhī, 

IV (Beirut: Dār al-Maʿrifah, 1995). 
46 Abu Abdullāh Muhammad Ibn Mājah al-Rabi’ī, Sunan Ibn Mājah, cetakan I (Cairo, Egypt: Dar Ihya al-Kutub 

al-’Arabiyyah, 1952). 
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Meaning: 
Qutaybah ibn Saʿīd reported to us, Yaʿqūb — who is al-Iskandarānī — narrated from Mūsā ibn ʿUqbah, from 
al-ʿAlāʾ ibn ʿAbd al-Raḥmān, from his father, from Abū Hurayrah: Rasulullah صلى الله عليه وسلم passed by a heap of food and 
inserted his hand into it, and his fingers felt moisture. He said, “What is this, O owner of the food?” The man replied, 
“It was touched by rain, O Messenger of Allah.” He said, “Why did you not place it on top of the food so that people 
could see it? Whoever deceives is not of me.” 
 
This hadith is recorded in Ṣaḥīḥ Muslim no. 101, and it is classified as ṣaḥīḥ. The wording of this 

hadith is strikingly firm and direct, leaving no room for compromise regarding any form of deception. Its 
key implication is that every practice which obscures the truth, distorts information, or manipulates the 
perception of buyers falls within the domain of ghish.47  

Code S-TRADE-03: Product Defects Disclosure and Transactions Blessing  

Rasulullah صلى الله عليه وسلم said: 
 

نْ كَتَمَا وَ ” 
Ү
اَ بوُرِكَ لهَُمَا فيِ بيَْعِهمَِا، وَا ҧ̲ نْ صَدَقاَ وَبَ̿

Ү
قَا، فاَ ҧلْخِيَارِ مَا لمَْ يتََفَرԴِ ِعَان   “ كَذԴََ مُحِقَتْ ˊرََكَةُ بيَْعِهِمَاالبَْيِّ

Meaning: 
“The two parties to a sale retain the option (to conclude or withdraw) as long as they have not yet parted. If they 
speak truthfully and disclose the condition of the goods, their transaction will be blessed. But if they conceal and lie, 
the blessing of their sale will be erased.” 

 
This hadith is narrated from Ḥakīm ibn Ḥizām in Ṣaḥīḥ al-Bukhārī no. 2079 and is classified 

as ṣaḥīḥ.48 It states that the seller and buyer retain the option to conclude or withdraw from the 
transaction as long as they have not yet parted. If both speak truthfully and disclose the condition 
of the goods, their transaction will be blessed. Conversely, if they conceal defects or resort to 
falsehood, the blessing of the sale is removed. The most salient implication of this hadith is the 
obligation to provide full disclosure of a product’s condition, including its flaws and defects.49  

Code S-TRADE-04: Prohibition of False Oaths in Trade 

Rasulullah صلى الله عليه وسلم said: 

 

كَةِ ”  ِ̥لْبرََ لعَْةِ مُمْحِقَةٌ  ِ̥لسِّ لِفُ مُ̲فَِّقَةٌ  َ˪   “الْ
 
Which means: “An oath may indeed make goods sell more quickly, but it erases the blessing.” This hadith is 
narrated from Abū Hurayrah in Ṣaḥīḥ al-Bukhārī no. 2087 and is classified as ṣaḥīḥ.50 The 

 
47 Abū al-Ḥusayn ibn al-Ḥajjāj Muslim, Ṣaḥiḥ Muslīm (Istanbul, Turki: Dār at-Ṭabā’ah al-‘Āmirah, 2001). 
48 Muhammad ibn Ismāʿīl al-Bukhārī, Ṣaḥīḥ al-Bukhārī, vol. 9, The Translation of the Meanings of Ṣaḥīḥ 

al-Bukhārī (Arabic-English), Translated by Dr. Muhammad Muhsin Khan (Riyadh: Darussalam Publishers & 
Distributors, 1997). Hadith no. 2079. 

49 al-‘Asqalānī Ibn Hajar, Fath al-Bārī bi Syarḥ Ṣaḥīḥ al-Bukhārī (Beirut: Dar el-Maktab, 2001). 
50 al-Bukhārī, Ṣaḥīḥ al-Bukhārī, Hadith no. 2087   
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implication of this narration is that promotion which pressures consumers through oaths, 
excessive insistence, or disproportionate persuasive language is not a practice commended in the 
Sunnah.  

Code S-TRADE-05: Ban on Selling Items Not Yet Possessed 

 

يبِ ˊنِْ ҫǫبيِ Զَبِتٍ، عَنْ حَكِيمِ  ِ̱ ثنَاَ ҫǫبوُ ˊكَْرِ ˊنُْ عَيҧاشٍ، عَنْ ҫǫبيِ حَصِينٍ، عَنْ حَ ҧد َ˨ ثنَاَ هَنҧادٌ،  ҧد  :ˊْنِ حِزَامٍ قَالَ  ˨َ
ِ صلى الله عليه وسلم ҧ߹تَْ̿تُ رَسُولَ اҫǫ   ُبِيعُهҫǫ ҧُوقِ ثم Ҩبتْاَُ̊هُ ࠀَُ مِنَ السҫǫ ،ْ̿سَ عِنْدِي َ لُ فَ̿سَْˆҫلنيُِ مِنَ البَْيْعِ مَا ل ُl ҧتِ̿نيِ الرҭˆَْ̲هُ؟فقَُلتُْ: ي   مِ

  ”لاَ تبَِعْ مَا لَ̿سَْ عِنْدَكَ “ :  صلى الله عليه وسلم قَالَ 
 

Meaning: 
Hannād narrated to us, Abū Bakr ibn ʿAyyāsh narrated from Abū Ḥuṣayn, from Ḥabīb ibn Abī Thābit, from 
Ḥakīm ibn Ḥizām, who said: I came to the Messenger of Allah  صلى الله عليه وسلم and said: “A man comes to me asking for 
something to buy which I do not have. I then purchase it for him from the market and sell it to him.” The Prophet 
 replied: “Do not sell what you do not possess.” (Jāmi‘ at-Tirmidhī no. 1232) صلى الله عليه وسلم

 
This hadith is narrated from Ḥakīm ibn Ḥizām in Jāmiʿ at-Tirmidhī no. 1232 and is graded 

ḥasan. Its central point is that transactions must be grounded in actual ownership or the ability to 
deliver goods in reality, not in promises that remain uncertain. In the context of social media 
commerce, this principle is highly relevant for examining practices such as unclear pre-orders, 
fabricated stock claims, speculative sales, or promotional campaigns for products not yet ready but 
marketed as if already available. 

 

Classical Scholars’ Deliberations on This Matter 

Code B-TRADE-01: Honesty and Trustworthiness in Earning (Kasb Ḥalāl) 

In Iḥyāʾ ʿUlūm al-Dīn, Volume II (Rubʿ al-ʿĀdāt), which contains a dedicated section on adab 
al-kasb wa al-maʿāsh (the ethics of earning and transactions), al-Ghazālī discusses honesty (ṣidq) in 
trade, the prohibition of deception (tadlīs and gharar), and the merchant’s obligation of 
trustworthiness (amānah). 
 

بْ فيِ طَلبهَِاَ بِˆدَٓابِ ال ”  ҧدҫˆََخِٓرَةِ وَذَرِيعَةً مَا لمَْ يتҡلىَ ا
Ү
يߧًَ ا نيَْا وَسِ̑ Ҩ߱ ضَ مَنْ طَلبََ ا ِيعَةِ وَلنَْ يَ̱تهَِْ ҧشر “  

 

Meaning: 
“A person who seeks the world as a means to the Hereafter will never stand firm unless he pursues it with the etiquette 
of the Sharīʿah.” 51 

 

 
51 Abu Hamid Al-Ghazali, “Ihya’ Ulumuddin,” in Ihya’ Ulumuddin (Beirut, Lebanon: Dar al-Kutub al-Islāmīya, 

1980). Muqaddimah Page 5. 
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Moreover, in the Third Chapter on justice in “transactions”, al-Ghazālī also affirms the 
prohibition of ghish as follows: 
 

جمَْاعِ المُْسْلِمِينَ  ” 
Ү
Դِ ٌم ҧخْفَاءُ العَْيْبِ عَنِ الْمُشْترَِي، وَهُوَ مُحَر

Ү
ا الغِْشҨ فهَوَُ ا ҧمҫǫَو “  

 
Meaning: 
“As for ghish (fraud), it is concealing a defect from the buyer, and it is forbidden by the consensus of the Muslims.” 52 

  
In his work Badāʾiʿ al-Ṣanāʾiʿ, Imām ʿAlāʾ al-Dīn Abū Bakr ibn Masʿūd ibn Aḥmad ibn 

ʿAlāʾ al-Dīn al-Kasānī al-Ḥanafī also states explicitly: 
 

ارِ نقُْصَاԷً فاَحِشًا ҫǫوْ ̼سَِيرًا، فهَوَُ عَيْبٌ يوُجِبُ الخِْ ”  ҧʕ Ҩمَنِ فيِ ̊اَدَةِ التҧمَا يوُجِبُ نقُْصَانَ الث Ҩَُيَارَ فكل “  
 

Meaning:  
“Thus, anything that causes a reduction in price according to the custom of merchants—whether the reduction is great 
or small—is considered a defect that establishes the right of optional annulment (khiyār).” 53 

 
Ibn Ḥajar al-Haytamī, in his work Al-Zawājir ʿan Iqtirāf al-Kabāʾir, even elaborates the 

classification of this sin in detail: 
 

 ”  
Ү
لْبِ ذَاتِ ا̥لҧبنَِ ا َ˨ : الغِشҨ فيِ البَيْعِ وَ̎يرَِْهِ كالتҧصرِْيةَِ، وَهيَِ مَْ̲عُ  يرَةُ الموُفَِ̀ةُ المائتَينَِْ ِ̱ تِهِ الكَ   “   يهَامًا لِكثرََْ

 
Which means: 
“The two-hundredth major sin is deception in trade and beyond, such as al-tasriyah—withholding the 
milking of a dairy animal for several days before sale so that its milk appears more abundant.” 54 
 

Code B-TRADE-02: Rejection of Tadlīs and Gharar 

In his discussion of the prohibition of gharar, Ibn Rushd states emphatically:  
 

َ̠لفَُوا فيِ تفَْصِيࠁِِ  ”    “ وҫǫَجمَْعُوا ̊لىََ ҫǫنҧ بيَْعَ الغَْرَرِ لاَ يجَُوزُ، وَاخْ
  

 
52 Al-Ghazali, “Ihya’ Ulumuddin.” Tome II bab al-ʿadl fī al-muʿāmalāt Kitāb Ādāb al-Kasb wa al-Maʿāsh Page 91. 
53 ‘Alā’ al-Dīn Abū Bakr ibn Mas‘ūd al-Kāsānī, Badā’i‘ al-Ṣanā’i‘ Fī Tartīb al-Sharā’i‘, II (Beirut: Dār al-Kitāb al-

‘Arabī, 1982). Section khiyār al-ʿayb in Kitāb al-Buyūʿ Page 275/ 5ج . 
54 al-Haytamī Ibn Ḥajar, Al-Zawājir ʿan Iqtirāf al-Kabāʾir, tahqiq. ʿAbd al-Laṭīf Ḥasan ʿAbd al-Raḥmān (Beirut, 

Lebanon: Dār al-Kutub al-ʿIlmiyyah, 2013).  
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Meaning: 
“The scholars have reached consensus that a sale involving gharar (uncertainty, ambiguity, or risk) is not 
permissible, although they differ in its particulars.” 55 
Ibn Rushd then affirms the legal consequences for manipulative practices in transactions, 

including tadlīs (the concealment of defects):  
 

دِّ ”  ҧدْلِ̿سَ يوُجِبُ خَِ̀ارَ الرҧالت ҧنҫǫ ََفَقُوا ̊لىҧوَات “  
 

Meaning:  
“They agreed that tadlīs (concealment of defects) gives rise to the buyer’s right of annulment (khiyār 
al-radd).”56 
 
Furthermore, Al-Qarāfī formulates the distinguishing principle that lies at the heart of his 

analysis regarding the seller’s liability and the limits of information that must be disclosed:  
 

ُ̱هُ فيِ المُْعَامَلاَتِ يقَُومُ ̊لىََ القَْصْدِ وَالتҧغْرِ̽رِ “  مَانَ وَبينََْ مَا لاَ يوُجِ ҧالْفَرْقُ بينََْ مَا يوُجِبُ الض“  
 
Meaning: 
“The distinction between what entails liability (damān) and what does not in transactions rests upon intention 
and deception.” 57 
 
In his exposition on the obligation of disclosure, Al-Qarāfī further emphasizes:  
 

مٌ “  ҧمُحَر ҥخْفَاؤُهُ غِش
Ү
اءِ لوَْ ̊لَِمَهُ فاَ َ   “كلҨُ مَا كاَنَ الْمُشْترَِي يمَْتَنِعُ مِنَ الشرِّ

 
Means: 
“Anything that would cause the buyer to refrain from purchase if known—its concealment is forbidden as 
ghish.” 58 
 
Al-Qarāfī’s exposition places the objective sociological measure (market custom and buyer 

expectations) alongside the element of the seller’s intention as the decisive criteria for determining 
when negligence or concealment becomes a legal violation. 

 
55 Ibn Rushd (Averroës), The Distinguished Jurist‘s Primer, tr. Imran Ahsan Khan Nyazee, Org. Bidāyat al-

Mujtahid Wa Nihāyat al-Muqtaṣid (Reading, United Kingdom: Garnet Publishing, 2000). Vol. 2 pp. 152–153 
56 Ibn Rushd (Averroës), The Distinguished Jurist‘s Primer. Juz' 2, Page 211. 
57 Shihāb al-Dīn Al-Qarāfī, Kitāb Al-Furūq Aw Anwār al-Burūq Fī Anwāʾ al-Furūq, ed. Muḥammad Sarrāj&ʿAlī 

Jumuʿa, 3rd Ed (Cairo, Egypt: Dār al-Salām, 2010). 
58 Al-Qarāfī, Kitāb Al-Furūq Aw Anwār al-Burūq Fī Anwāʾ al-Furūq. 



E-ISSN : ……. 
DOI : ..….. Volume 1 Issue 1, June 2026 

hƩps://journal.nimsyapublisher.id/index.php/qsrj/arƟcle/view/60  
 

 

Jauhari: Mapping Muslim SMEs’ Social Media MarkeƟng through the Qur’anic, Sunnah, and Salaf 
Ethics Spectrum 

 
18 

 

Code B-TRADE-03: Manipulative Practices Prohibition  

In Al-Ashbāh wa al-Naẓāʾir, in the chapter on commercial transactions, al-Suyūṭī consistently 
affirms that good intention cannot justify methods that cause harm, and that every transaction 
must rest upon clarity of the object and the mutual consent of both parties. He states emphatically:  
 

ورَةِ ” .…  ُ ҧهُ ِ̥لضرҧَِ̲دْ، وَلك َl ҧهُ بيَْعُ مَا لمَْ يوُ ن ҫҡِ لاَفِ القِْ̀اَسِ؛ ِ˭ زَ ̊لىََ  رَكِ، جُوِّ ҧ߱ انُ ا   “وَمِنهْاَ: ضمََ

Which means: 
“…and included among these is ḍamān al-darak (guarantee of ownership), which is permitted even though it 
contradicts qiyās, since it involves the sale of something not yet existent (its existence being unclear). Nevertheless, it is 
allowed due to necessity (ḍarūra).” 59 

 
In Iḥyāʾ ʿUlūm al-Dīn, in the chapter Adab al-Kasb wa al-Maʿāsh, al-Ghazālī places strong 

emphasis on integrity, honesty, and pure intention (ikhlāṣ) in the pursuit of livelihood. In his view, 
practices such as ghishsh (fraud), iḥtikār (hoarding), and tazyīf al-nuqūd (the circulation of counterfeit 
currency) represent a denial of the fundamental values of religion and are strictly prohibited in 
commercial transactions. 
 

عَامَ يَْ̱˗َظِرُ بِهِ ̎لاََءَ اҫҡْسْعَارِ، وَهُوَ ظُلمٌْ ̊اَمҥ، وَصَاحُِ̱ ”  ҧخِرُ الط ҧَعَامِ يد ҧِ̠كاَرُ: فَˍَائِعُ الط ْعِ الاِحْ ҧهُ مَذْمُومٌ فيِ الشر“  

Means: 
Al-iḥtikār (monopoly/hoarding): namely, a seller of food who withholds his goods while waiting for the price to rise. 
This constitutes widespread injustice, and the perpetrator is condemned in the Sharīʿah. 60 

 
Ibn al-Qayyim draws attention to manipulative practices such as najash (false bidding) and 

iḥtikār (hoarding). For him, these practices are prohibited not merely because of their outward 
form, but because they embody trickery, fraud, and the infliction of harm upon others—
contradicting the objectives of the Sharīʿah, which seek to preserve public welfare. 
 

دَاعِهمِْ ”  ِ˭   “ وَالنҧجْشُ لِمَا فِ̀هِ مِنَ الغِْشِّ وَالتҧغْرِ̽رِ Դِلنҧاسِ وَ
 
Meaning: 
“and najash (bidding without the intention to purchase) is prohibited because it involves ghishsh (fraud), taghrīr 
(deception), and khidāʿ (trickery) against others.” 61 

 
59 Jalāl al-Dīn ʿAbd al-Raḥmān ibn Abī Bakr al-Suyūṭī, Al-Ashbāh Wa al-Naẓāʾir Fī Qawāʿid Wa Furūʿ Fiqh al-

Shāfiʿiyyah, 1st ed., (Beirut, Lebanon: Dār al-Kutub al-ʿIlmiyyah, 1983). In Qism al-Thānī: Al-Masāʾil allatī Khālafat al-
Qiyās. Page 92. 

60 Al-Ghazali, “Ihya’ Ulumuddin.” Juz 2, Kitāb 13 (Ādāb al-Kasb wa al-Maʿāsh), Bāb al-Thālith: Fī Bayān al-ʿAdl 
fī al-Muʿāmalah Page 75. 

61 Muḥammad ibn Abī Bakr Ibn Qayyim al-Jawziyyah, Iʿlām Al-Muwaqiʿīn ʿan Rabb al-ʿĀlamīn, Taḥqīq: 
Muḥammad ʿUthmān al-Khusht (Beirut, Lebanon: Dār al-Kutub al-ʿIlmiyyah, 1991). Juz 2, Page 11. 
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Code BTRADE-04. Validity of Earning (Kasb) and Clarity of Ownership 

Al-Shaybānī, in his work Kitab al-Kasb, provides a detailed exposition on kasb and iktisāb, 
carefully analyzing lawful means of earning, ethical principles, and the obligations of Muslims in 
commerce which at the same time serves as a benchmark that every legitimate ownership must be 
grounded in lawful effort. 
 

دٌ ”  ҧمُحَم ҫǫََبد ҧُبَابِ... ثم لҨ مِنَ اҫҡْسْ̑ صِيلُ الْمَالِ بِمَا يحَِ ِّسَانِ تحَْ ِ̟سَابِ فيِ عُرْفِ ҫǫهْلِ ا̥ل :    Դَبُ الاِكْ الكِْ˗َابَ بِقَوْࠀِِ  ُ ҧ߹هُ ا رَحمَِ
  “طَلبَُ الكَْسْبِ فرَيِضَةٌ ̊لىََ كلُِّ مُسْلمٍِ ߠََ ҫǫنҧ طَلبََ العِْلمِْ فرَيِضَةٌ 

Meaning:  
“The chapter on earning (al-iktisāb) refers to the acquisition of wealth through lawful means… Then 
Muḥammad, may Allah have mercy on him, begins the book by stating: ‘Seeking livelihood is an obligation 
upon every Muslim, just as seeking knowledge is an obligation.” 62 

 
In his discussion of clarity of ownership in commercial transactions, Ibn al-Qayyim 

emphasizes that bayyinah (proof) encompasses anything that can make the truth evident. Within 
the context of ownership, this principle establishes that property rights must rest upon clear and 
indisputable evidence. 
 

ُ الحقҧَ وَيظُْهِرُهُ ”  ِ̦كلُِّ مَا يبَُينِّ ِّ̲ةَُ اسمٌْ    “ البَ̿

Means: 
“Al-Bayyinah (proof) is the designation for anything that can clarify and make the truth manifest.” 63 

 
Thus, the salaf scholars clearly asserted that, in order to maintain sharʿī caution, every Muslim 

is obliged in all transactions to adhere to the principles of ṣidq (honesty) and amānah 
(trustworthiness), while remaining free from gharar (uncertainty), ghish (fraud), and iḥtikār 
(hoarding). Ownership must be clear, grounded in authentic proof, and acquired through lawful 
means with full accountability, for wealth is a trust over which one will ultimately be held 
responsible before Allah. 

All findings from the Qur’anic texts, hadith, and classical juristic statements will be 
synthesized within the framework of Maqāṣid al-Sharīʿah, ensuring that the discussion 
systematically highlights ethical objectives and public welfare, as outlined in the following section 
of the manuscript’s discourse. 
 

 
62 Muḥammad ibn al-Ḥasan Al-Shaybānī, Kitāb Al-Kasb, ed. Suheil Zakkar (Beirut: Dar al-Basha’ir al-Islamiyyah, 

1997). Page 18. 
63 Muḥammad ibn Abī Bakr Ibn Qayyim al-Jawziyyah, Al-Ṭuruq al-Ḥukmiyyah Fī al-Siyāsah al-Sharʿiyyah, ed. 

Muḥammad Ḥāmid al-Fiqī (Beirut, Lebanon: Dār al-Kutub al-ʿIlmiyyah, 1990). pp 12-13. 
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Discussion  

Al-Shāṭibī in Al-Muwāfaqāt affirms that Sharīʿah is instituted solely for human welfare in both 
worlds.64 Al-Shāṭibī argues that Sharīʿah is established for human welfare in both worlds. Guided 
by this premise, the following discussion synthesizes the Qur’anic, Prophetic, and Salaf-based 
findings through the Maqāṣid al-Sharī‘ah framework, so that the analysis moves beyond description 
toward ethical interpretation. In this sense, the maqāṣid function not only as a conceptual lens but 
also as an evaluative tool for assessing how social media marketing practices may realize or violate 
the higher objectives of Sharīʿah. 

Ḥifẓ al-dīn:  When Religion Becomes a Commodity  

Al-Shāṭibī places dīn at the highest level of the ḍarūriyyāt, covering not only ritual worship 
but the integrity of religion as a moral system.65 The findings indicate that this objective is 
threatened when Islamic symbols, halal labels, and religious aesthetics are employed merely as 
marketing instruments without corresponding ethical commitment.66 The Qur’an condemns the 
wrongful consumption of wealth and the concealment of truth (Q. 2:188; 3:71), while also 
commanding honesty and justice in commercial dealings (Q. 16:90). Likewise, the Prophet  صلى الله عليه وسلم 
warned, “Whoever deceives us is not one of us”, establishing deception (ghish) as a fundamental violation 
of Islamic commercial ethics. Building upon these textual foundations, Al-Qarāfī clarifies that 
moral fault rests on qaṣd (intention) and taghrīr (deception).67 Read through the lens of Maqāṣid al-
Sharīʿah, these findings suggest that deploying Islamic symbols while knowingly violating their 
ethical substance constitutes a form of religious falsification that undermines ḥifẓ al-dīn at the 
ḍarūrī level. Positively, this maqṣad demands that social media serve as a space of digital daʿwah, 
strengthening rather than diluting Islamic commercial ethics. 

Ḥifẓ al-Nafs:  Protecting Human Dignity from Algorithmic Exploitation  

Ḥifẓ al-nafs extends beyond physical safety to encompass mental health, dignity, and holistic 
psychological well-being. The findings show that the Qur’an links ethical exchange to mutual 
consent (tarāḍin) and prohibits forms of economic conduct that undermine human welfare (Q. 
4:29). Likewise, the Prophet صلى الله عليه وسلم prohibited transactions involving deception and exploitation, 
thereby protecting individuals from material and psychological harm. Building upon these 
foundations, al-Ghazālī stresses that commerce degrading human worth corrupts both the 
transaction and the trader’s moral character.68 Al-Māwardī makes reciprocity explicit: a Muslim 

 
64 Abū Isḥāq Ibrāhīm ibn Mūsā al-Shāṭibī, Al-Muwāfaqāt Fī Uṣūl al-Sharīʿah, ed. Abū ʿUbayda Mashhūr Āl 

Salmān (Khobar, Saudi Arabia: Dār Ibn ʿAffān, 1997). Page 6. 
65 al-Shāṭibī, Al-Muwāfaqāt Fī Uṣūl al-Sharīʿah. 
66 Wahyu Budi Nugroho, Sosiologi Kehidupan Sehari-hari (Pustaka Egaliter, 2021), pp. 87–94; Kartika, “Fenomena 

Label Halal Is It an Awareness or Branding,” pp. 87–94.” 
67 Al-Qarāfī, Kitāb Al-Furūq Aw Anwār al-Burūq Fī Anwāʾ al-Furūq, Juz 1, Page 328. 
68 Al-Ghazali, “Ihya’ Ulumuddin.” pp. 60–91 
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may only treat others as he wishes to be treated himself.69 In digital contexts, algorithmic 
manipulation—using consumer data to exploit psychological weaknesses rather than inform 
rational choice—violates ḥifẓ al-nafs and the Qur’anic principle of tarāḍin (mutual consent).70 
Mulyani, Suwar & Athal show that digital environments systematically erode authentic 
self-expression and deliberative choice, confirming harm at the ecosystem level.71 Al-Suyūṭī’s 
maxim harm must be eliminated—applies fully: businesses that structurally drive impulsive 
consumption and regret impose real ḍarar and must be normatively prevented.72 

Ḥifẓ al-ʿAql:  Safeguarding Rational Agency from Informational Corruption  

Ḥifẓ al-ʿaql is the maqṣad most directly implicated in social-media information dynamics. The 
findings indicate that the Qur’an places a strong emphasis on verification and informed judgment, 
most notably through the principle of tabayyun (Q. 49:6), which requires information to be critically 
examined before acceptance or action. Likewise, the Prophet صلى الله عليه وسلم warned against transmitting 
information without adequate verification, thereby safeguarding individuals and communities from 
error, misinformation, and unjust consequences. Building upon these textual foundations, ibn 
Qayyim al-Jawziyyah insists that sound legal reasoning (ijtihād) depends on accurate perception of 
reality (fahm al-wāqiʿ), warning that ignorance of this principle has caused grave errors and burdens 
unintended by Sharīʿah.73 In digital ethics, corrupted information environments degrade the 
epistemic basis for Islamic economic decisions. Nandito et al. identify buzzer propaganda and 
clickbait advertising as ecosystem-level tadlīs.74 Algorithms privileging engagement over truth 
obstruct the Qur’anic duty of tabayyun.75 Al-Suyūṭī’s maxim of certainty is not removed by doubt—
requires verified information as the basis of business communication.76 Positively, ḥifẓ al-ʿaql calls 
for what Situmorang terms “digital ijtihād”: applying Islamic intellectual discipline creatively to new 
ethical challenges.77 

 
69 Abū al-Ḥasan ʻAlī ibn Muḥammad Al-Māwardī, Adab al-Dunyā Wa al-Dīn, ed. Muḥammad Ṣabbāḥ (Beirut, 

Lebanon: Dār Maktabat al-Ḥayāh, 1986). Page 255. 
70 Lajnah Pentashihan Mushaf al-Qur’an, Al-Qur’an Dan Terjemahannya, Edisi Penyempurnaan (Jakarta: 

Kementerian Agama RI, 2019). QS. Al-Nisāʾ [4]:29. 
71 Mulyani Mulyani, Arizul Suwar, and Tuhfatul Athal, “Challenges and Strategies for Maintaining Self-

Authenticity in the Digital Age: A Philosophical and Social Analysis,” Jurnal Ilmiah Teunuleh 5, no. 3 (September 2024): 
pp. 111–126, https://doi.org/10.51612/teunuleh.v5i3.161.  

72 al-Suyūṭī, Al-Ashbāh Wa al-Naẓāʾir Fī Qawāʿid Wa Furūʿ Fiqh al-Shāfiʿiyyah, Kitāb al-Bayʿ (Book of Sales). 
Page 8. 

73 Ibn Qayyim al-Jawziyyah, Iʿlām Al-Muwaqiʿīn ʿan Rabb al-ʿĀlamīn. pp. 14–17 
74 Nandito Nandito et al., “Propaganda Buzzer Dalam Iklan Digital Kontemporer: Strategi Komunikasi, 

Persepsi, Dan Dampaknya,” Dialogikaࣟ: Jurnal Penelitian Komunikasi Dan Sosialisasi 1, no. 3 (June 2025): 94–113, 
https://doi.org/10.62383/dialogika.v1i3.420.  

75 Lajnah Pentashihan Mushaf al-Qur’an, Al-Qur’an Dan Terjemahannya. (QS. Al-Ḥujurāt [49]:6) 
76 al-Suyūṭī, Al-Ashbāh Wa al-Naẓāʾir Fī Qawāʿid Wa Furūʿ Fiqh al-Shāfiʿiyyah, Kitāb al-Bayʿ (Book of Sales). 
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Ḥifẓ al-Nasl:  Intergenerational Ethics and Educational Responsibility  

In digital economies, ḥifẓ al-nasl extends beyond biology to the transmission of Islamic 
business ethics across generations and within communities. The findings suggest that the Qur’an 
frames such responsibility as a collective moral obligation, commanding believers to protect 
themselves and their families from harm (Q. 66:6), while the Prophet صلى الله عليه وسلم emphasized that every 
person is a guardian (rāʿin) responsible for those under his or her care. Building upon these 
foundations, al-Māwardī’s metaphor of the world as the field of the Hereafter underscores 
responsibility not only to oneself but to those who inherit today’s actions. Businesses that erode 
ethical norms harm current consumers while planting destructive habits for the future.78 Dewi & 
Kholifah show that influencer economies disproportionately target youth, normalizing 
consumerist values during identity formation.79 When Muslim influencers prioritize popularity 
over honesty, the impact is generational moral socialization. From the perspective of ḥifẓ al-nasl, 
Muslim digital entrepreneurs bear an educative duty: to cultivate bottom-up sustainability of 
Islamic ethics through authentic role models (uswah) for future generations. 
 
Ḥifẓ al-Māl: Transactional Integrity and Protection of Digital Wealth  

Ḥifẓ al-māl carries the densest implications for digital business practice. The findings show 
that the Qur’an prohibits wrongful consumption of wealth (Q. 2:188) and requires that commercial 
exchange be conducted with mutual consent (Q. 4:29), thereby establishing the protection of 
economic rights as a fundamental ethical objective. Likewise, the Prophet صلى الله عليه وسلم condemned deception 
in trade and taught that truthful disclosure brings blessing to commercial transactions, whereas 
concealment and falsehood remove it. Building upon these foundations, Abū ʿUbayd al-Qāsim 
ibn Sallām framed its purpose as ensuring that no rights are lost and no one is wronged.80 
Al-Shāṭibī expanded this functionalist standard: any act leading to damage or loss of wealth 
contradicts the maqāṣid regardless of form.81 Ibn Rushd confirmed cross-madhhab consensus 
against bayʿ al-gharar.82 Fake reviews and falsified social proof are digital equivalents of tadlīs, 
precisely captured by Al-Qarāfī’s principle that concealing information which would deter 
purchase constitutes prohibited fraud.83 Beyond individual transactions, consumer data itself 
functions as digital wealth, with market value and financial impact; exploiting it without consent is 
unlawful appropriation under al-Shāṭibī’s standard. Affirmatively, Qadir, Eleshin & Adebayo84 

 
78 Al-Māwardī, Adab al-Dunyā Wa al-Dīn. Page 255. 
79 Erlita Khrisinta Dewi and Citra Ayu Nur Kholifah, “Fenomena Endorsement Sebagai Tren Media 

Pemasaran Digital di Indonesia,” Nusantara Hasana Journal 1, no. 10 (March 2022): 152–62, 
https://doi.org/10.59003/nhj.v1i10.834.  

80 Abū ʿUbayd al-Qāsim ibn Sallām, Kitāb Al-Amwāl (Beirut, Lebanon: Dār al-Fikr, 1988). Page 3. 
81 al-Shāṭibī, Al-Muwāfaqāt Fī Uṣūl al-Sharīʿah. Page 20. 
82 Ibn Rushd (Averroës), The Distinguished Jurist‘s Primer. Page 140. 
83 Al-Qarāfī, Kitāb Al-Furūq Aw Anwār al-Burūq Fī Anwāʾ al-Furūq. Page 337. 
84 Rodiyah Lolade Qadir, Muhdawwal Aremu Eleshin, and Afeez Muhammed Adebayo, “Development of 

Sustainable Value Chain Framework for Halal Opportunities in Green Economy: A Systematic Review,” in Green and 
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show that the Halal Value Chain within the Green Economy framework operationalizes ḥifẓ al-māl 
structurally—ensuring economic rights through institutional architecture rather than mere 
individual compliance. 

 

Table 3. Maqāṣid-Based Mapping of Prophetic Business Ethics in Social Media 
Marketing 

 

Maqāṣid 
Dimension 

Prophetic 
Principle 

Digital 
Marketing 
Indicator 

Ethical Violation Short Source Cue 

Ḥifẓ al-dīn 
(Preservation of 
Faith) 

Ikhlāṣ 
(Sincerity), Ṣidq 
(Honesty) 

Ethical use of 
Islamic symbols 
and halal labels 

Halal-washing, 
symbolic religiosity, 
deceptive religious 
branding 

- al-Shāṭibī, Al-
Muwāfaqāt;  

- al-Qarāfī, Al-
Furūq 

Ḥifẓ al-Nafs 
(Preservation of 
Life) 

Tarāḍin 
(Mutual 
Consent), Al-
Ḍarar Yuzāl 
(Harm 
Reduction) 

Consumer 
autonomy and 
welfare 
protection 

Algorithmic 
manipulation, dark 
patterns, 
compulsive-
consumption 
strategies 

- Qur’an 4:29; 
- al-Suyūṭī, Al-

Ashbāh wa al-
Naẓāʾir 

Ḥifẓ al-ʿAql 
(Preservation of 
Intellect) 

Tabayyun 
(Verification), 
Ṣidq (Honesty), 
No Tadlīs 
(Deception) 

Fact-checking, 
truthful 
communication, 
transparent 
content 

Buzzer propaganda, 
misinformation, 
clickbait, and 
manipulated visuals 

- Qur’an 49:6;  
- Ibn Qayyim, 

Iʿlām al-
Muwaqqiʿīn 

Ḥifẓ al-Nasl 
(Preservation of 
Posterity) 

Uswah Ḥasanah 
(Exemplary 
Conduct) 

Ethical 
influencer and 
content creator 
behavior 

Attention-seeking 
branding, 
performative piety, 
normalization of 
consumerism 

- al-Māwardī, 
Adab al-Dunyā 
wa al-Dīn 

Ḥifẓ al-Māl 
(Preservation of 
Wealth) 

Amānah 
(Trust), Tawḍīḥ 
(Clarity),No 
Ghish (Fraud), 
No Gharar 
(Uncertainty) 

Transparent 
transactions, 
clear product 
information, 
responsible data 
use 

Fake reviews, 
concealed defects, 
misleading claims, 
misuse of consumer 
data, and ambiguous 
offers 

- Abū ʿUbayd, 
Kitāb al-Amwāl; 

- Ibn Rushd, 
Bidāyat al-
Mujtahid; 

- al-Qarāfī, Al-
Furūq 

 

 
Blue Economy Frameworks for Halal Industry Sustainability, ed. Monsuru Adekunle Salisu et al. (Singapore: Springer Nature 
Singapore, 2025), 275–299, https://doi.org/10.1007/978-981-96-1729-6_15.  
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Conclusion 

This study shows that the ethical foundations of social media marketing for Muslim SMEs cannot 
be reduced to the visible display of halal labels, religious symbols, or Islamic branding. By reading 
Qur’anic teachings, Prophetic traditions, and the deliberations of classical Muslim scholars 
together, it establishes akhlāq al-tijārah al-nabawiyyah as a coherent moral framework rooted in 
honesty (ṣidq), trustworthiness (amānah), transparency (tawḍīḥ), justice (ʿadl), and the rejection of 
deception (ghish), concealment (tadlīs), and uncertainty (gharar). When these principles are viewed 
through Maqāṣid al-Sharīʿah, they become a useful normative instrument for assessing digital 
marketing practice. The analysis further shows that halal-washing, symbolic religious branding, 
fabricated testimonials, manipulated product images, misleading promotional claims, and 
speculative sales are not merely commercial irregularities but ethical violations that weaken the 
protection of religion (ḥifẓ al-dīn), intellect (ḥifẓ al-ʿaql), and wealth (ḥifẓ al-māl). In this sense, 
authentic Islamic marketing depends on substantive ethical commitment, not the strategic 
performance of religiosity. The Sunnah Spectrum Framework offers a bridge between classical 
Islamic commercial ethics and the realities of the digital marketplace. Future studies should test 
and operationalise this framework through content analysis, digital ethnography, and consumer 
perception research across different social media platforms and Muslim business sectors to 
examine its validity, reach, and practical contribution to ethical digital commerce. 
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Hisyām Samīr al-Bukhārī. IV. Riyadh: Dār ‘Ālam al-Kutub, 2003. 

Al-Shaybānī, Muḥammad ibn al-Ḥasan. Kitāb Al-Kasb. Ed. Suheil Zakkar. Beirut: Dar al-Basha’ir 
al-Islamiyyah, 1997. 



E-ISSN : ……. 
DOI : ..….. Volume 1 Issue 1, June 2026 

hƩps://journal.nimsyapublisher.id/index.php/qsrj/arƟcle/view/60  
 

 

Jauhari: Mapping Muslim SMEs’ Social Media MarkeƟng through the Qur’anic, Sunnah, and Salaf 
Ethics Spectrum 

 
25 
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