ISLAMIC HERITAGE

LEADS THE TRANSFORMATION OF THE UNMAH



ISLAMIC HERITAGE

LEADS THE TRANSFORMATION OF THE UMMAH

Editors

Hasan Bahrom
S. Salahudin Suyurno
Abdul Qayuum Abdul Razak



© Akademi Pengajian Islam Kontemporari (ACIS), UiTM Melaka 2015

Hak cipta terpelihara. Tiada bahagian daripada terbitan ini boleh diterbitkan semula, disimpan
untuk pengeluaran atau ditukarkan ke dalam sebarang bentuk atau dengan sebarang alat
juga pun, sama ada dengan cara elektronik, gambar serta rakaman dan sebagainya tanpa
kebenaran bertulis daripada ACIS, UiTM Melaka terlebih dahulu.

Perpustakaan Negara Malaysia Data Pengkatalogan-dalam-Penerbitan

Hasan Baharom
Proceedings of the 1st international Islamic heritage conference / Hasan
Bahrom, S.Salahudin Suyurno, Abdul Qayuum Abdul Razak
978-967-0637-13-6
1. Islamic Heritage 2. Civilization I. Hasan Bahrom
II. S.Salahudin Suyurno III. Abdul Qayuum Abdul Razak

Reka bentuk kulit : Mohd Zaid bin Mustafar

Dicetak di Malaysia oleh :

AKADEMI PENGAJIAN ISLAM KONTEMPORARI (ACIS),
UNIVERSITI TEKNOLOGI MARA MELAKA,

KM 26 JALAN LENDU,

78000 Alor Gajah, Melaka, Malaysia

Tel: +606 558 2058



CONTENTS
PRAKATA
KATA ALUAN REKTOR UITM MELAKA

ARTS

A DOCUMENT OF IBADI JURISPRUDENCE RELATED TO THE
ARCHITECTURE OF MOSQUES
Benkari Naima

RE-THINKING THE DEPICTIONS OF TWO-DIMENSIONAL ‘LIVING BEINGS’
IN CONTEMPORARY ISLAMIC ART
Lina Kattan

REVIVING THE CLASSICAL ISLAMIC ARCHITECTURAL DESIGNS OF
MOSQUE IN TIN MINING AREA: KINTA VALLEY, PERAK, MALAYSIA

Wan Noor Anira Hj Wan Ali @ Yaacob, Norasikin Hassan, Khalilah Hassan & Ameri
Mohd Sarip @ Shariff

TOWARDS A CONCEPTUAL FRAMEWORK OF ANIMATED INFOGRAPHICS
IN AN ISLAMIC CONTEXT

Nur Nazihah Rahim, Nik Zulkarnaen Khidzir, Anuar Mohd Yusof & Khairul Azhar
Mat Daud

QUR’AN AND SPLENDOR OF ISLAMIC CALLIGRAPHY: DEVELOPMENT OF
IRANIAN CALLIGRAPHY UNDER INFLUENCE OF QUR’AN TRANSCRIBING
Mahdi Sahragard

PLANT AND LANDSCAPE DESIGN: REFLECTION FROM THE QURAN AND
HADITH
Khalilah Hassan, Nur Huzeima Mohd Hussain, Norizan Mt Akhir & Mazlah Yaacob

SUSTAINABLE AND DIVERSE ISLAMIC ART: A SOCIAL AND CULTURAL
EXPERIMENT IN AUSTRALIA
Abdul Attamimi & Majdi Faleh

KUFI LARI’: THE HYBRID OF KHAT KUFI TO UPHOLD THE MALAYS’
IDENTITY IN DIGITAL ART APPLICATION

Mohd Amin bin Mohd Noh, Mohd Fauzi bin Harun, Nik Narimah bt Nik Abdullah,
Zaharah bt Hj. Ramli & Nor Fariza bt Baharuddin

i

15

25

38

49

60

70

81



KONSEP SENI DALAM ISLAM: SATU SOROTAN
Nor Adina Abdul Kadir, Nang Naemah Md Dahlan, Mohd Farhan Abd Rahman &
Norsaeidah Jamaludin

GENDER

CANNING CHILDREN: ABUSE OR EDUCATE?

Ekmil Krisnawati Erlen Joni & Salmiah Salleh

THE WISDOM OF POLYGAMY IN ISLAM: THE LAW AND CUSTOMARY
PRACTICE IN AFGHANISTAN

Hekmatullah Muradi & Nasir Ahmad Yousefi

PERBEZAAN TANGGUNGJAWAB PERIBADI PELAJAR DI KOLEJ
UNIVERSITI ISLAM MELAKA (KUIM)

Siti Marhamah binti Kamarul Arifain, Atini Alias, Farrah Wahida Mustafar &
Faudziah Yusof

CULTURE

VOLUNTEER TOURISM FOR MUSLIM COMMUNITY DEVELOPMENT:
APPLYING SOCIAL EXCHANGE THEORY FOR CROSS CULTURE BENEFITS

Nik Rozilaini binti Wan Mohamed, Ahmad Rozelan bin Yunus, Mohd Hasrul Yushairi
bin Johari & Mashita binti Abdul Jabar

A ales] 13 JlsilyesT 15

Ao Vs 5y & lrse JLST 0l

POLITIC

AW U ) gn LN Sl plla)
Ok (Sda
Gt 5 Al)> i g)a¥ Ll e WY (3 2Dl Gl sh ] YA

ICE RPN O plas & (’)’\.«J\ e G

Vi

&9

101

114

125

133

140

148

158



Lasl sl oy L) 39,09 A ) a1 SI5al (3 2kl gl 3>

dl}mxﬁ&.xa;waé)w\)}}

EDUCATION

Qb VST Gl dalane (3 Rl BeY) Lokas (3 Aty dadadl 36l s
&y S ST de

ISLAM AND EDUCATION
Nasiruddin Mizy

ISLAM AND HIGHER EDUCATION: THE ROLE OF ISLAMIC-BASED
UNIVERSITIES IN URBAN DEVELOPMENT
Nur Rafidah Asyikin binti Idris

LEARNING ORAL PRESENTATION IN A COLLABORATIVE ENVIRONMENT
IN TERTIARY CLASSROOMS: ISLAMIC PERSPECTIVES
Juritah Misman & Mardziah Hayati Abdullah

PENDIDIKAN ISLAM DENGAN AKHLAK MORAL PELAJAR: SOROTAN
FALSAFAH PENDIDIKAN ISLAM
Siti Noorbiah Md Rejab, Najahudin Lateh, Hanifah Musa Fathullah Harun, Nur
Zahidah Jaafar & Nur Hidayah Zainal

FAKTOR AGAMA SEBAGAI FAKTOR UTAMA MENGUBAH TINGKAH LAKU
SEORANG BANDUAN
Ahmad Zaidi Johari, Mohd Izam Ghazali & Alis Puteh

HISTORY

PARADIGMA ILMU KITAB JAWI DI ALAM MELAYU: SATU PENGENALAN
Rahimin Affandi Abd. Rahim, Ahmad Farid Abdul Jalal, Badlihisyam Mohd Nasir,
Wan Zailan Kamarudin Wan Ali, Abdul Halim Ismail, Nor Adina Abdul Kadir &
Zurina binti Mohamed Noor

ANALISIS KEBANGKITAN VOLGA BULGARIA 922M
Harliana Halim, Kamaruzaman Yusoff, Mohd Faizal Khir & Shakila Ahmad

Vi

165

175

182

190

201

213

222

226

236



LAKSAMANA PIRI REIS DAN SUMBANGANNYA KEPADA KARTOGRAFI
DAWLAH “UTHMANIYYAH
Ahmad Sobrie Haji Ab Rahman & Roziah Sidik @ Mat Sidek

SOCIETY

il adly o 9ed) me 3l dulps 1LY (3 D)l &y b

prue 2l o Oleie

A QUALITATIVE STUDY ON WIFE ABUSE IN MUSLIM FAMILIES: WHY
WOMEN ENDURE?
Mariny Abdul Ghani, Noor Azizah Ahmad & Azizul Mohamad

HIMA AS A MODEL FOR NEIGHBOURHOOD OPEN SPACE PLANNING
Khalilah Hassan, Siti Syamimi Omar & Izrahayu Che Hashim

Slall G S~

S Gl

ASPEK-ASPEK TIDAK PATUH SYARIAH DALAM AMALAN JAMPI DI
MALAYSIA
Juriah Mohd Amin, PM Dr Huzaimah Ismail & PM Supani Husain

LELAKI BERPAKAIAN SEPERTI PEREMPUAN: ANTARA GENDER IDENTITY
DISODER, UNDANG-UNDANG SYARIAH DAN PERLEMBAGAAN MALAYSIA
Yuhanza binti Othman, Ida Rahayu binti Mahat, Mimi Sofiah Ahmad Mustafa &
Marziana Abd Malib

GEJALA SOSIAL DI MALAYSIA: PENDEKATAN ISLAM DAN PERANAN
PEMIMPIN DALAM USAHA PENCEGAHAN
Rajwani Md. Zain, Khairullah Mokhtar & Mushaddad Hasbullah

PEMAHAMAN SERTA PENGAMALAN MAKANAN SUNNAH DAN SUNNAH
PEMAKANAN WARGA UNIVERSITI TEKNOLOGI MARA (UiTM) JOHOR
KAMPUS PASIR GUDANG

Siti Fairuz Sujak, Noor Syahida Md Soh, Azizah Md. Kasah, Siti Zaleha Syafiee,
Noraishah P. Othman, Rohaya Sulaiman, Nor Fazlin Uteh & Zuliana Zoolkefli

viii

247

259

278

290

301

307

316

328

335



SCIENCE AND TECHNOLOGY

HARM REDUCTION IN CARTILAGE TISSUE ENGINEERING
EXPERIMENTATION: A COMPARATIVE REVIEW BETWEEN ISLAMIC AND
CONVENTIONAL ETHICS

Muhammad Aa’zamuddin Ahmad Radzi, Abdurezak Abdulahi Hashi, Zainul Ibrahim
Zainuddin, Rozlin Abdul Rahman, Norhamiza Mohamad Sukri, Mohd Yusof
Mohamad, Noorhidayah Md Nazir, Wan Ahmad Dzulkarnain Razali & Munirah
Sha’ban

THE IMPACT OF SCIENCE AND TECHNOLOGY TOWARDS RURAL
COMMUNITY IN UNDERSTANDING ISLAM
Abdul Hapes bin Mohammed & Nurul Diana bt Mohamed Igbal

KERANGKA TEORI E-WASIAT
Zainal Fikri Zamzuri, Noormala Rabu, Abdullah Hj Said & Mohd Fauzi Md Isa

KAJIAN TINJAUAN LITERATUR TERHADAP APLIKASI MUDAH ALIH
BERUNSURKAN ISLAM “ISLAMIC MOBILE APPS”

Ronizam Ismail, Shahrul Niza Samsudin, Wahid Ab Sulaiman, Norzaimah Zainol &
Dina Syafini Zaid

ECONOMICS

AR RU RSN B WA

AWARENESS OF CASH WAQF AMONG THE MALAY SIAN MUSLIMS
Wan Musyirah binti Wan Ismail, To’ Puan Prof Dr Rokiah binti Embong, Nur Hayati
binti Abd Rahman, Noor Rafhati binti Romaiha & Nur Hazwani binti Mohamad Roseli

DELIVERING CONVENIENT SERVICE AND BETTER ZAKAT DISTRIBUTION
MANAGEMENT THROUGH UITM PULAU PINANG eZAKAT SYSTEM
Naemah Abdul Wahab, Saiful Nizam Warris, Jamal Othman & Muhammad Che Saad

KEUSAHAWANAN TANI MENURUT PERSPEKTIF ISLAM

Noorfazreen Mohd Aris, Sharipah Amirah Hj Abas, Sarah Dina Mohd Adnan, Mariam
Farhana Md Nasir & Hamidah Jalani

346

359

366

373

388

409

421

432



FINANCE

A STUDY OF THE ATTRACTIVENESS ON ISLAMIC PAWNBROKING AT AR-
RAHNU MAIDAM KUALA TERENGGANU

Najdah bt Abd Aziz, Syahrul Hezrin bin Mahmud, Nurul Syazwani binti Ahmad,
Adida binti Muhammud, Asmawati@PFatin Najihah bt. Alias & Rubiah Abu Bakar

EXAMINING THE DIFFERENCES BETWEEN AR RAHNU AND
CONVENTIONAL PAWN BROKING IN COMPATIBILITY TOWARDS
MAQASID SHARIAH

Salbiah Nur Shahrul Azmi, Nazimah Hussin & Rohaida Basiruddin

THE MAIN FACTORS THAT INFLUENCE THE PUBLIC TO PURSUE ISLAMIC
PAWN BROKING (AR-RAHNU) COMPARE TO THE CONVENTIONAL PAWN
BROKING IN KUALA TERENGGANU

Rubiah Abu Bakar, Najdah bt Abd Aziz, Syahrul Hezrin bin Mahmud, Norliyana binti
Zulkifli Mohd, Adida binti Muhammud & Asmawati@Fatin Najihah bt. Alias

THE AWARENESS OF EFFECTIVE FINANCIAL PLANNING AMONG THE
STUDENTS OF FACULTY OF BUSINESS AND MANAGEMENT UITM
MELAKA CITY CAMPUS

Mohd Sufian bin Ab Kadir, Mohd Fuad bin Othman, Nur Izzati binti Abas, Saloma
binti Mohd Yusoff, Maymunah Ismail, Sharina Shariff

PANDANGAN FUQAHA MALIKI TERHADAP JUALBELI SUKUK PADA
ZAMAN MARWAN AL-HAKAM: SATU ANALISIS RINGKAS

Mohd Asyadi Redzuan, Mohd Farhan Ahmad, Siti Noor Ain Aziz & Shahidatul
Ashikin Shahran

PENILATIAN KESAHAN INSTRUMEN PELABURAN EMAS PATUH SYARIAH
(IPEPS) DENGAN MENGGUNAKAN MODEL PENGUKURAN RASCH
Najahudin Lateh, Ghafarullahhuddin Din, Muhammad Rahimi Osman, Ezani Yaakob
& Salmy Edawati Yaacob

PHILANTHROPHY

DANA KHAIRAT: PENGALAMAN INSTITUSI PENGAJIAN TINGGI
Hasan Bahrom & Rawi Nordin

443

455

467

476

501

506

515



PHILOSOPHY

THE SIGNIFICANCE OF RELIGIOUS KEY TERMS AND THEIR NEW
MEANINGS IN AL-FARUQI’'S AL-TAWHID: ITS IMPLICATIONS FOR
THOUGHT AND LIFE

Fadzilah Din

LEGASI MAZHAB SYAFI'Il DI MALAYSIA: ANTARA KEKANGAN
TRADISIONALISME DAN TUNTUTAN LIBERALISME

Muhammad Ikhlas Rosele, Mohd Anuar Ramli, Mohd Farhan Md. Ariffin & Syamsul
Azizul Marinsah

KAJIAN PEMIKIRAN BADIUZZAMAN SAID NURSI TERHADAP KENABIAN
BERDASARKAN KITAB RASAIL AN-NUR

Muaz bin Hj. Mohd Noor, Faizuri bin Abdul Latif, Mohd Zaid bin Mustafar , Mohd
Khairul Nizam bin Mohd Aziz, Muhammad Taufik Md Sharipp, Mohd Norazri bin
Mohamad Zaini & Mohd Paidi bin Noman

PANDANGAN HAMKA TERHADAP AYAT-AYAT EMBRIOLOGI DALAM
TAFSIR AL-AZHAR

Wan Helmy Shahriman Wan Ahmad, Sharifah Norshah bani bt Syed Bidin & Kamarul
Shukri bin Mat Teh

KAJIAN TURATHIY DAN ‘ILMIY TERHADAP BUAH-BUAHAN DAN HERBA
YANG DISEBUT DALAM AL-QURAN DAN AL-HADITH

Mohd Asmadi Yakob, Mohd Yakub @ Zulkifli Mohd Yusoff, Monika @ Munirah
Abd Razzak, Khadher Ahmad, Nurulwahidah Fauzi, Khalijah Awang, Rozana Othman
& Mohd Rais Mustafa

LANGUAGE AND COMMUNICATION

MEDIA SOSIAL SEBAGAI MEDIUM TERKINI PEMBENTUKAN AKHLAK
DALAM KALANGAN PELAJAR
Aina Sabariah Md. Isa & Huzaimah Hj Ismail

FAMILY COMMUNICATION MANAGEMENT FROM MUSLIM ADOLESCENT
PERSPECTIVE
Aziyah binti Abu Bakar

KEBERKESANAN DAKWAH MELALUI LAMAN JARINGAN SOSIAL DALAM
MEMBENTUK MASYARAKAT ISLAM

A.Rauf Ridzuan, S. Salahudin Suyurno, Rusydi Kamal, Fakrulnizam Jafri, Dzaa Imma
Abd Latif & Siti Nurshahidah Sah Alam

Xi

520

526

535

547

556

571

581

593



15358 Y tomadendly YT elayf ols 2adt aDleyl 5oy wslsh

Yoo i el i

THE ROLE OF PARENTAL COMMUNICATION IN DEVELOPING MUSLIM
PERSONALITY: AN OVERVIEW OF PARENTAL ACCEPTANCE-REJECTION
THEORY

Aini Faezah Ramlan, S. Salahudin Suyurno, Muhammad Shafiei Ayub, Rosilawati
Sultan Mohideen & Norazlinda Hj Mohammad

PERANAN LAMAN JARINGAN SOSIAL DALAM MENGUKUHKAN UKHWAH
KEKELUARGAAN

Rosilawati Sultan Mohideen, Abdul Rauf Ridzuan, Aini Faezah Ramlan, Fakhrulnizam
Jafri & Faridah Hanem Ab. Rashid

KESAN PENGGUNAAN MEDIA SOSIAL TERHADAP PERPADUAN UMMAH
DI KALANGAN MASYARAKAT ISLAM DI MALAYSIA

Afigah Mior Kamarulbaid, Abd Rauf Ridzuan, Siti Nur Fadzilah Abdullah, Efina
Hamdan & Mohd Hilmi Bakar

PENCARIAN TEMAN HIDUP BERLANDASKAN ISLAM MELALUI LAMAN
JARINGAN SOSIAL

Fakrulnizam Jafri, Abdul Rauf Ridzuan, Rusydi Mohamad Kamal, Rosilawati Sultan
Mohideen & Nur Alyani Mohd Shukri

AN ADVERTISING MEDIA: THE RELATIONSHIP OF ADVERTISING
MESSAGE, IMAGE AND LANGUAGE USAGE TOWARDS SENSITIVITY IN
ISLAMIC PERSPECTIVE

Norazlinda Hj. Mohammad, Norida Abu Bakar, Nurliyana Kamilah Khairul Anuar,
Siti Nur Fadzilah Abdullah, Aini Qamariah Mohd Yusof

HIKMAH DALAM BERDAKWAH SEBAGAI MANHAJ RABBANIYYAH: SATU
SOROTAN DEFINISI

S.Salahudin Suyurno, Mohammad Taufik Md Sharipp, Mohamad Shafiei Ayub, Muaz
Mohd Noor, Mohd Khairul Nizam Mohd Aziz, Mohd Zaid Mustafar & Abdul Qayuum
Abdul Razak

PEMBIKINAN FILEM ISLAM DI MALAYSIA: PERJALANAN DAKWAH ATAU
PELABURAN KOMERSIL

Shafezah Abdul Wahab, Siti Najah Raihan Sakrani & Prof Madya Dr Mohd Adnan
Hashim

Xii

600

606

614

620

627

636

645

651



MANAGEMENT

THE EFFECTS OF SERVICE QUALITY TOWARDS CUSTOMER
SATISFACTION OF ISLAMIC BANK IN KUANTAN PAHANG
Maz Izuan Mazalan, Faresya Zunaida Mohd Zubair & Rozman Mohd Yusof

COMPATIBILITY OF PLANTS APPLICATION WITH ISLAMIC VALUES IN
THE MALAY LANDSCAPE OF KOTA BHARU CITY
Nur Hafizah Ramle & Nik Ismail Azlan Rahman

THE IMPLEMENTATION OF SHARIAH COMPLIANT HOTEL: A CASE STUDY
OF PULAI SPRINGS RESORT BERHAD

Zuliana binti Zoolkefli, Nor Fazlin binti Uteh, Ruqaiyah binti Ab Rahim & Noor
Syahida binti Md Soh

A DETERMINANT MODEL FOR ISLAMIC MANAGEMENT
Azman Che Omar

xiii

659

680

688

692



Sejarah warisan Islam telah memberikan impak yang cukup besar kepada perkembangan
dunia hari ini. Ia bukan sahaja memberi sumbangan kepada aspek kerohanian malah turut
menyumbang kepada aspek ekonomi, politik, pendidikan, sosial, kesenian, kebudayaan.
sains dan teknologi. Perkembangan ini memperlihatkan bahawa pentingnya ketamadunan
ilmu kepada ketamadunan dunia. Perkara ini selaras dengan tuntutan al-Quran yang me-
nyatakan dengan jelas bahawa Allah SWT memuji sesiapa yang berusaha menuntut ilmu
dan juga bertaqwa kepadaNya. Namun sejak akhir-akhir ini, sumbangan hasil pensejarahan
Islam sering dipandang sepi oleh generasi muda. Sejarah warisan Islam tidak lagi dijadikan
panduan dan iktibar dalam melebarkan ketamadunan ilmu Islam. Mereka lebih tertumpu
kepada ketamadunan Barat yang dikatakan ‘kaya’ dengan khazanah ilmu. Sedangkan ke-
majuan hari ini seharusnya berlandaskan kepada ketamadunan Islam.

Penelitian atau pengkajian mengenai warisan Islam perlu direncanakan sebagai ketamadu-
nan dunia. Idea-idea baru mengenai sejarah warisan Islam perlu diketengahkan, Oleh yang
demikian, menerusi /¥ International Islamic Heritage Conference (IsHeC 2015) dilihat
akan dapat membantu kepada perkembangan produksi seterusnya menjana idea-idea baru
khususnya untuk memperkayakan kajian dalam bidang sejarah warisan Islam kepada ma-
syarakat. Dengan penganjuran seminar ini secara tidak langsung membantu untuk menja-
linkan hubungan antara para sarjana dalam bidang sejarah warisan Islam. Ini adalah satu
cabaran dan membuka peluang baru untuk membina satu perpaduan intelektual merentas
sempadan dunia.

Buku ini merupakan kompilasi diskusi ilmu antara para ilmuan yang terlibat secara langsung
dalam pembentangan kertas kerja mereka dalam I* International Islamic Heritage Confer-
ence (IsHeC 2015) daripada pelbagai platform ilmu Islam antaranya Kesenian, Ketamadu-
nan, Komunikasi, Pendidikan, Kewangan, Sains dan Teknologi dan lain-lain lagi. Semoga
curahan ilmu melalui penulisan ini mampu memberi sumbangan dalam menambah khazanah
ilmu Islam kepada masyarakat.

Editor,

I*" International Islamic Heritage Conference (IsHeC 2015),
Akademi Pengajian Islam Kontemporari,

UiTM Melaka.



Rata rluan Rebtorn UTM MWelaka

Dengan Nama Allah Yang Maha Pemurah Lagi Maha Pengasih

Assalamu’alaikum warahmatullahi wabarakatuh

Segala puji bagi Allah, Tuhan seru sekalian alam, dengan limpah kurniaNya serta keiz-
inanNya, kejayaan penganjuran /st International Islamic Heritage Conference 2015 yang
berlangsung di Hotel Mahkota Melaka pada 11-12 November 2015, telah menghasilkan
banyak kertas kerja yang amat bermutu. Justeru, buku ini mengumpulkan puluhan penulisan
para ilmuan dan cendekiawan dari dalam dan luar negara untuk bacaan semua.

Pelbagai isu telah dikupas termasuklah perihal seni Islam, budaya, politik, gendar, pendi-
dikan, sejarah, kemasyarakatan, sains dan teknologi, ekonomi, kewangan, falsafah, bahasa
dan komunikasi, kedermawanan dan pengurusan. Pembaca juga akan mendapati buku ini
memuatkan kajian-kajian yang komited melaksanakan usaha mengintegrasikan antara ilmu
duniawi dan ukhrawi. Ini membuktikan kesegaran keilmuan tamadun Islam itu sendiri.
Semoga perkongsian ilmu ini dapat meningkatkan komitmen umat dalam memartabatkan
perintah Ilahi dalam kehidupan duniawi sebagai jambatan ukhrawi. Sekaligus ia bakal
memberi manfaat pada alam sejagat.

Pihak UiTM Melaka merakamkan setinggi-tinggi tahniah dan ucapan terima kasih atas se-
gala sokongan dalam bentuk material, tenaga dan sebagainya dalam merialisasikan seminar
ini. Buat semua penaja yang telah memberikan sumbangan kepada wacana ini, sekalung
penghargaan diucapkan. Semoga seminar dwi tahunan ini akan terus diperkasakan demi
mengangkat martabat umat melalui kecemerlangan tamadun Islam yang diakui telah terbukti
diseluruh jagat.

Sekian, terima kasih. Wassalam
PROF. MADYA DR MOHD ADNAN BIN HASHIM

Rektor ,
UiTM Melaka.
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AN ADVERTISING MEDIA: THE RELATIONSHIP OF ADVERTISING
MESSAGE, IMAGE AND LANGUAGE USAGE TOWARDS
SENSITIVITY IN ISLAMIC PERSPECTIVE

Norazlinda Hj.Mohammad'
Norida Abu Bakar
Nurliyana Kamilah Khairul Anuar’
Siti Nur Fadzilah Abdullah *
Aini Qamariah Mohd Yusof®

ABSTRACT

As the world is becoming more unwrap and increasingly globalized, the portrayal of certain
products and services in advertising media has inflict the sensitivity of the main religion in
Malaysia to be touched. This issue has evokes dissatisfaction in society and indirectly affects
the credibility of the advertisers. Print advertisement is an interesting issue to be discussed
on especially in the perspective of promoting the healthcare products and services towards
Muslim society in Malaysia. This research paper attempts to study on the elements in
offensive print advertisements and the unethical advertising appeals being used in printed
media in Malaysia that can violate Muslims’ sensitivity. This study uses quantitative
approach in which 100 student in Universiti Teknologi MARA (UiTM) Melaka will be
randomly selected as the sample to participate in the self-administered questionnaires. The
expected findings will indicate that those with high religious belief differ in terms of their
level of offensiveness towards print advertisements from those of lower level of religiosity.
Therefore, the advertising media should be concerned in any elements that could jeopardize
their ethicality in producing print advertisements and prioritize the sensitivity off all religions
in Malaysia.

Keywords: Print advertisement, Offensive advertisement, Muslims sensitivity, Healthcare
products, Message

INTRODUCTION

Islamic perspective in media world nowadays had been discussed widely in many areas.
However, elements of Islamic values and ethical standard from Islamic perspective in
advertising are limited as a research topic in many Islamic countries. In order to stabilize the
marketing practices and maintain the harmony within a people from different religion,
researchers explore the value and ethical standard of advertising from Islamic perspective to
uphold the ethical practices itself. Advertisement can be defined as an announcement of a
public nature where advertising in the free market and corporate world is essentially aimed at
persuading consumers to buy certain products and services (Mustafa K. Anuar, 2014). The
standard guideline in Malaysia for advertisement content is guided by The Malaysian
Communications and Multimedia Content. This guideline does list down all ethical standard
related with any types of media content. However, the guideline limited for standard practice
and not focusing on ethical standard from Islamic perspective. As for this concern, this
research paper discussed three main variables of content in advertising which are misleading
messages, images and language from Islamic perspective. Quantitative survey was conducted
in Universiti Teknologi MARA Alor Gajah, Melaka. Analysis of data was run in SSPS to
analyze the relationship between sensitivity of Islamic value and ethical standard with three
main variables in the advertisements. Finding from this research will contribute to the
knowledge of adverting from Islamic perspective and benefited the society, marketers,
consumers and a country as whole.
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PROBLEM STATEMENT

There are many print advertisements that are uncontrolled violating the ethical guidelines
stipulated in the advertisement code of ethics affecting the role of the advertising in delivering
healthy messages. The researcher will focus on the content messages, improper images and
language, used in the print advertisements that are shown in Harian Metro and Mingguan
Wanita.

Secondly, some of the organizations like tobacco, alcohol, slimming or beauty
products are persuading the consumers into buying their products that are hazardous to
human's health. This is causing the people to be influenced by the ill, deceptive, puffery and
misleading messages that lead to destruction and effects to one's moral or their health at large.
Lastly, knowing that the advertising is a source that has great power in attracting and
influencing the consumer in choosing and making their decision to purchase the products,
stringent regulations or restrictions should be imposed or uphold for all companies in
monitoring and curbing any misleading messages so as to ensure a healthy messages being
delivered to the readers of the printed medium.

RESEARCH OBJECTIVES

RO1 : To determine whether there is a relationship between content, image and
language with Muslims sensitivity.

RO2 : To determine which of the independent variables that influence Muslim
sensitivity the most.

METHODOLOGY

The aim of this study is to identify the Gen Y point of view towards the advertising and
Islamic perspective. A set of likert scale questionnaire were distribute to the student of school
of business studies at UiTM Alor Gajah, Melaka campus by using quota sampling based on
their semester. The questionnaire were consist of 3 parts. Part A is about respondent profile,
Part B is about the 3 independent variable and Part C is about the advertising from Islamic
perspective. The researcher uses extensively the Statistically Performance for Social Science
(SPSS) software version 22.0 to analyze the data obtained from the questionnaires. From the
SPSS, the reliability, descriptive statistics, correlations and regression are used to explore the
data collected as well as to summarize them. The mean, range, standard deviation and
variance in data will give the researcher a good idea of how the respondents have reacted to
the items in the questionnaire and how good the items and measures are are. The data will
give an ideas depends on how the scales are and as well as how well as coding and entering
the data (Sekaran, 2003).

LITERATURE REVIEW

Muslim Sensitivity in Advertising
In Islamic perspective, deceptive advertising should be avoided as according to a Saheeh
Muslim, ““...and he who deceives us is not one of us.” According to Rice and Al-Mossawi
(2002), deception has been defined by the Muslim jurists as hiding defects which are not
important to the public in general. Exaggeration in advertisements, whether through metaphor
or embroidering a description is considered as a form of deceiving which should be taken into
account by advertisers. Exaggeration is permitted only if the exaggeration is extremely
obvious. In a study conducted in the Persian Gulf States by Kavoossi and Frank (1991) found
that the advertising is lack of exaggeration compared to that in American advertising and the
highlight was more on the quality, long-lastingness and overall integrity of the goods and the
seller instead.

There are a few elements that could be followed as a guideline in implementing
advertising based on Islamic principles. The first element is subliminal message in which
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advertisers should avoid from crafting a form of messages that is under the normal level of
consciousness so that the society would not be influenced with it and fall in a state of
unknowingly accepting the message. Another element is social exploitation in which
advertisers should not exploit kids, women and the elders through improper image portrayals
in advertisements (Mohd Helmi, 2009).

Besides, unethical advertising is regarded as spreading inaccurate information about
a product or service being offered, and irresponsibly exaggerating it. = Unethical
advertisements not only deceive the adults but also detrimental to the younger generations,
encouraging them to be spendthrift by spending on unnecessary items (Mohd Helmi, 2004).

In Islamic context, it should be taken into account that harmful goods and services
such as cigarettes, drugs and medicines, and also food that is unclear in terms of its health,
polluting the environment or damaging the greens should be rejected as stated by Mohd
Helmi (2009).

Generation Y and Controversial Advertisement

Generation Y (Gen Y) are those born between the year 1981 and 2000 (Ting and de Run,
2012)and the name is derived from the generation that preceded them which is Generation X.
Generation Y is often referred as echo boomers since they are the children of baby boomers,
and also called as millennials, internet generation, iGen, and net generation as they grew up in
a digital media-saturated world of computers, mobile phones, compact discs (CD), Game
Boy, PDAs, email and the World Wide Web (Weiland, 2007).

Studies focusing on Gen Y’s attitudes toward advertising have been conducted to
date, as the oldest of this generation is 30 in 2015. A research done in 2004 studied on
ethicality of sexual and fear appeals in advertising has found that Gen Y college students
mainly females are predominantly sensitive to sex appeals (Weiland, 2007).

Gen Y is generally sensitive towards controversial products advertisements and has
shown greater sensitivity to a variety of reasons as to why the advertising of products are
controversial. Female contraceptive and hygiene products are found controversial in both
generations X and Y. This is due to the products which are still perceived as something
sensitive and secretive at present. Moreover, religion must have played a vital role as
Muslims, along with other religious groups, and continue to uphold modesty in their religious
teachings (Ting and de Run, 2012).

Amusingly, regardless of the fact that the advertising of alcoholic products,
condoms, and gambling is becoming more visible as a result of the media advancement,
generations X and Y still regard them as controversial, with Gen Y finding them to be more
controversial. This is most possibly because Muslims, made up the highest percentage of
religious group in Malaysia population, recognizing Shariah laws, and the citizens are
becoming even more aware of the law and regulations enforced by Malaysian government to
safeguard these advertisements (Ting and de Run, 2012).

MISLEADING MESSAGES (CONTENT) IN ADVERTISEMENTS

Ethical issues that are related to advertising content include the use of informative versus
emotional, persuasive advertising (Rotfeld, 1989; LaTour and Zahra, 1989) and sexual
appeals (Boddewyn, 1991; LaTour and Hawthorn, 1994), advertising to children (Kunkel,
1988) and minorities (Hacker et al., 1987). Besides that, an issue is whether severe
restrictions should be placed on the advertising on harmful products like cigarette, tobacco
and liquor beverages.

The advertisements on cigarette, tobacco or alcoholic beverages are lure
advertisements that will attract the readers or potential buyers to consume it. Thus, the
appealing messages will be indirectly serve to persuade by showing that is cool and stylish to
smoke attracting the readers to buy and consume nevertheless it is clearly stated that smoking
and consuming alcohol are hazardous to person's health.
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IMPROPER IMAGES PORTRAYAL IN ADVERTISEMENTS

The most common depiction of improper images in advertisement is related to women
exploitation in which the idea of a woman’s self-worth is negatively affected by advertising
images such as sexy images of decorative models that reaffirm standards of beauty which are
unattainable by developing a female ‘beauty-myth’ resulting in problems for women
including low self-esteem, extreme dieting and eating disorders (Saad, 2004).

In addition to that, a study by Norulhuda Tajuddin ef al (n.d.)Proven that some
advertisements such as the Coffee Mix Super Power and also 101 Hair Care had offended
both men and women audience due to the sexist images in that particular advertisements
which have indirect relation to the position of husband and wife together in bed. Another
advertisement using sexist images is D’Folia Coffee advertisement which was identified with
the highest level of offensiveness in which it highlights the female actress body more than the
ingredients benefit inside the instant coffee itself which more important to be exposed to
consumers.

INDECENT LANGUAGE

Unethical usage of language in advertisement is not a minor issue since it has been discussed
widely in many researches. In research conducted by Lawlor and Prothero (2008), she
mentioned about advertising literacy where it refers to one’s ability to read a text in
advertisement in order to find a meaning and understand advertising. When marketers or
advertisers use a language or text that unethical or in this research paper that looked at Islamic
sensitivity value, those kind of language will effects the emotions, feelings and thought of
society.

In other research on offensive advertising, it is stated that offensive advertising is a
context sensitive where it is related with two dimensions, which are subtleties of relational
and situational context.

“Whether a word or an image is perceived to be offensive depends on relationship

between parties involved and the occasion or situation where it is exposed”. (Kara

Chan and Lyan Li, Diehl, Terlutter, (2007).

From this research, language usage plays an important role to influence the way
people think towards certain information. It also depends on the acceptability of society based
on culture, religion and nation towards advertising content. For some religion, it is acceptable
to use language that they find sensitive. For others, were not. They tend to feel sensitive and
not comfortable when advertisers use certain types of words that related with sensitivity of the
religion itself.

ANALYSIS AND FINDINGS
The frequencies table is the arrangement of statistical data in a row and column format that

exhibits the count of responses of observation for each category assigned to a variable.

Table 4.7 : Frequency Analysis of Respondents' Background

ITEM FREQUENCY PERCENTAGE (%)
GENDER MALE 39 30

FEMALE 92 70
SEMESTER 1 27 20.6

2 25 19

3 26 19.8

4 24 19.08

5 29 22.13
TOTAL 131 100
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4.2.1 All variables (Dependent variable and Independent variables)

Table 4.3 : Analysis For All Variables

RELIABILITY STATISTICS

Cronbach's Alpha N of Items

0.858 15

Referring to the Table 4.3 above, the Cronbach's Alpha for this study is 0.858 which
means that the result of this research paper is reliable as it is more than 0.8. Therefore, the
outcome is good and can be used to recognize the factors that influence consumer
purchase intention among GEN Y.

4.2.2 Independent variables
Table 4.4 : Analysis For Independent Variables

RELIABILITY STATISTICS

Variable Cronbach's Alpha N of Items
Content 0.843 4
Image/message 0.874 4
Language 0.765 4

Table 4.4 indicates the reliability statistics for the independent variables used in the
study. The result shows that the Cronbach's Alpha for the first independent variable which is
content is 0.843 which indicates it as a good value. Next, the value for image factor variable is
0.874 which indicates it as a good value as well. As for the third independent variable,
language factor, the value obtained is moderate value as the obtained Cronbach's Alpha is
0.765. Therefore, it can be said that all the values obtained for independent variables are
reliable.

4.2.3 Dependent variable

Table 4.5 : Analysis For Dependent Variable

RELIABILITY STATISTICS

Cronbach's Alpha N of Items

0.758 3

Table 4.5 shows that the reliability statistics of the dependent variable of the research
which is Muslim sensitivity. The above result indicates the Cronbach's Alpha for 3 items
under the dependent variable and the value obtained is 0.758. It is still considered as in the
range 0.7 to 0.8, thus this indicates that this variable is moderate to influence.

Research objective 1 (RO1) : To determine whether there is relationship between
content, image and language with Muslims sensitivity.
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Table 4.9 : Pearson Correlation Coefficient Between Independent Variables
And Dependent Variable
Content Image/message Language Sensitivity
from
Islamic
perspective
Content Pearson 1 92 244%% 332%*
Correlation
Sig-(2- .193 .000 .000
tailed)
N 131 131 131 131
Image/message | Pearson 902 1 .625%* 595%*
Correlation
Sig-(2- .193 .000 .000
tailed)
N 131 131 131 131
Language Pearson 244%* 627%* 1 538%*
Correlation
Sig-(2- .000 .000 .000
tailed)
N 131 131 131 131
Sensitivity from | Pearson 332%* 595%* 538%* 1
Islamic Correlation
perspective Sig-(2- .000 .000 .000
tailed)
N 131 131 131 131

** Correlation is significant at 0.01 level ( 2tailed )

The Table 4.9 above shows the SPSS 22.0 output for Pearson Correlation Coefficient between
the three independent variables (content, images and language) and dependent variable
(Muslim sensitivity).

The results from the data analysis in the above table shows that there is a significant
relationship between content factor and Muslim sensitivity (r = .332, p < 0.01). Besides that,
the result presented in the Table 4.9 also indicates that image factor and Muslim sensitivity is
significantly related to each other (r = .595, p < 0.01). As for language factor, the data shows
that language and Muslim sensitivity is positively correlated with each other (r = .538, p <
0.01). Overall, the value for Pearson Correlation of independent variables lies on the range
value of 0.31 to 0.70 which indicates that they have moderate relationships with the
dependent variable.

Multiple Regression Analysis

Multiple Linear Regressions is one technique for measuring the linear association between
independent and dependent variables. It become as a subsequent after the correlation
coefficient measure. Although regression and correlation are closely related, regression
assumes the dependent variable is predicatively linked to the independent variable. In this
study, there are more than one variable thus multiple regression is used to analyze as well as
to find out the best result among the variables and to see which is the most significant.
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Research objective 2 (RO2) : To determine which of the independent variables that
influence Muslim sensitivity the most.

Table 4.15 : Summary of Regression Analysis

Model Summary

Model R R2 Adjusted R2

1 .680 462 451

a) Predictors : (Constant) content, image, and language
b) Dependent Variable : Muslim sensitivity

Based on the Table 4.15 above, it shows how dependent variable is explained
through the multiple regression analysis. The model summary shows that the R square (R2) is
0.462 or 46.2% which indicates 46.2% of the dependent variable which is Muslim sensitivity
is influenced by independent variables of this study which are content, image, and language.

Table 4.16 : Coefficient Regression Analysis

Independent Variable Beta T Sig
Content 167 2.697 .008
Image/Message A17 6.034 .000
Language 159 2.208 .028

The Table 4.16 shows the relationship of each Independent Variable (content, image
and language) with Dependent Variable through the regression analysis method. Image has
the higher Beta value that is 0.417, followed by content factor which is 0.167, and then,
language factor with the value of Beta of 0.159. Beta is used to determine the factor that most
influenced on the relationship between content, image and language and Muslim sensitivity.
The higher the Beta value, the higher the significant of the variable.

And to check whether the variable is really significant or not, the value of significant
should be less than 0.05 (p < 0.05). According to the result from the table above, the
significant value of content is, 0.008, image is 0.000, and language is 0.028. Hence, it can be
concluded that all the independent variables have significant relationships with the dependent
variable as their values are below 0.05. But the variable that influences Muslim sensitivity the
most is language factor since it has the highest Beta value as well as the lowest significant
value than others which is 0.000.

Table 4.17 Anova

Anova
Model Sum of Df Mean Square F Sig.
Square
Regression 27.962 4 6.991 41.898 .000
Residual 32.535 195 167
Total 60.498 199

a) Dependent Variable : Consumer Purchase Intention
b) Predictors : (Constant), product, price, place, promotion

The table above shows reports on ANOVA which assesses the overall significance
regression model. The ANOVA table is presented in order to support the result of regression
analysis and to strengthen the fact of the result of this study. Thus, based on the table shown
above, it has indicated that the result of this research is significant as the p-value is 0.000,
which is lower than 0.05
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CONCLUSION AND RECOMMENDATION

Based on the results, the image of the advertisements highly influence the Muslim sensitivity
with the value of cronbach's alpha of (0.874) while the content/message of advertisement that
influence on Muslim sensitivity is (0.843) and followed by language in advertisements which
is (0.765).

Even though the respondents are generation Y, it does not portray the image for the
whole generation Y. Different environment played a vital factor that affect respondents
attitude towards advertisements. Individuals in the busy environment like urban area or city
could behave in a different manner compared with this sample. This study was conducted at
UiTM Melaka therefore, it could not represent other people in big urban city where the style,
trend, quality of life, understanding and approaches are different.

For future research it can be suggested that other variables can be added on the
current variables which are message, image and language. As for the sample size, not only it
can be extended to a larger group of respondents but also to other target groups.
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