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ABSTRACT 

The millennial generation’s engagement with social media has 

significantly influenced the dissemination of religious content, including 

Islamic da’wah. Traditional da’wah methods relying on in-person 

gatherings and textual resources face challenges in reaching a digitally 

connected audience. Social media platforms provide an opportunity for 

da’wah practitioners to engage millennials through interactive, visually 

appealing, and accessible content. Understanding effective da’wah 

management strategies on social media is crucial for optimizing digital 

Islamic outreach. This study aims to explore effective strategies for 

managing da’wah content on social media to attract and engage the 

millennial generation. A qualitative research design is employed, 

incorporating content analysis of social media da’wah campaigns, 

interviews with digital da’wah practitioners, and audience engagement 

metrics. Findings reveal that short-form video content, storytelling 

techniques, and interactive discussions significantly enhance 

engagement among millennials. Social media algorithms prioritize 

content that encourages interaction, requiring da’wah initiatives to 

integrate consistent posting schedules, audience feedback mechanisms, 

and visually engaging formats. The study concludes that effective 

da’wah management on social media necessitates a balance between 

religious authenticity and digital communication trends.  
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INTRODUCTION 

Social media has transformed communication across all aspects of modern life, 

including religious outreach and education (Roshdy, 2025). Da’wah, the Islamic 

practice of inviting others to understand and practice Islam, has traditionally relied on 
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face-to-face interactions, mosque-based sermons, and printed religious materials (Majid 

dkk., 2025; Oğuz dkk., 2024). With the rise of digital platforms, especially among 

younger demographics, da’wah efforts must adapt to the preferences, behaviors, and 

expectations of the millennial generation, who are active consumers of social media 

content (Solihin, 2024). Digital da’wah, if managed effectively, presents an opportunity 

to expand the reach of Islamic teachings beyond conventional methods, making 

religious messages more accessible and engaging. 

Millennials, born between 1981 and 1996, represent a generation that has grown 

up alongside rapid technological advancements and digital communication trends (Kelly 

dkk., 2025; Susanti dkk., 2025). Their information consumption habits favor interactive, 

visual, and short-form content, making traditional long-form religious discourse less 

effective in capturing their attention (Sarbisheh dkk., 2024). Unlike previous 

generations, millennials prefer user-generated content, personalized engagement, and 

on-demand access to knowledge, requiring da’wah practitioners to rethink their content 

strategies (Bredikhin dkk., 2024). Developing effective da’wah management strategies 

on social media is crucial for ensuring that Islamic teachings remain relevant and 

accessible to this digitally native audience. 

The expansion of social media platforms such as YouTube, Instagram, TikTok, 

and Twitter has created diverse opportunities for disseminating da’wah content in 

multiple formats (Rasit dkk., 2025; Zeitun & Anam, 2024). Social media allows real-

time engagement, global reach, and algorithm-driven content discovery, making it a 

powerful tool for Islamic outreach. However, the lack of structured management 

strategies in digital da’wah efforts has resulted in inconsistent messaging, low 

engagement rates, and difficulties in maintaining audience retention. Addressing these 

challenges requires a systematic approach to content planning, audience engagement, 

and platform-specific optimization, ensuring that Islamic messages resonate effectively 

with millennial users. 

The effectiveness of traditional da’wah methods is diminishing among younger 

audiences who primarily consume information through digital channels. Islamic 

scholars and preachers often struggle to adapt their communication styles to match the 

fast-paced, visually driven nature of social media. Many da’wah initiatives fail to 

integrate content strategies that align with platform algorithms, resulting in low 

visibility and engagement. Without structured management strategies, digital da’wah 

content risks becoming fragmented, outdated, or misaligned with the preferences of its 

intended audience (Dzaljad dkk., 2024; Liaqat dkk., 2024). Developing a clear 

framework for managing da’wah on social media is essential for maximizing its impact 

and outreach. 

The engagement of millennials with religious content is influenced by digital 

consumption habits, requiring da’wah practitioners to understand audience behavior, 

optimize content presentation, and create interactive learning experiences (Elmaoued 

dkk., 2025; Ngounou dkk., 2025). Many Islamic organizations and scholars have 

embraced digital platforms but lack the expertise to effectively manage social media 
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engagement, content curation, and audience retention. The absence of a systematic 

approach leads to irregular posting schedules, lack of audience interaction, and failure to 

leverage viral marketing techniques that drive digital content reach. The gap between 

traditional Islamic communication methods and digital content consumption habits 

presents a critical challenge in contemporary da’wah efforts. 

The rise of algorithm-driven content distribution on social media platforms 

demands a data-informed approach to da’wah management. Content must be optimized 

for searchability, shareability, and audience retention, ensuring that Islamic messages 

reach a wider audience while maintaining their authenticity and credibility (Corliana 

dkk., 2024). Without strategic digital management, da’wah efforts may become 

overwhelmed by competing content, misinformation, and the fast-changing nature of 

social media trends. Addressing these challenges requires an evidence-based exploration 

of effective da’wah management strategies, allowing Islamic outreach to thrive in the 

digital era. 

This study aims to examine and develop effective da’wah management strategies 

for social media, focusing on engagement techniques, content formats, and platform-

specific optimizations that appeal to the millennial generation. By analyzing successful 

digital da’wah campaigns, this research seeks to identify key elements of content 

strategy, audience interaction, and algorithmic optimization that enhance the reach and 

impact of Islamic messages (Manan dkk., 2025). Investigating how content curation, 

visual presentation, and audience engagement contribute to da’wah effectiveness will 

provide valuable insights into best practices for digital Islamic outreach. 

A key objective of this research is to evaluate the role of social media algorithms 

in shaping da’wah content visibility and engagement (Saiful dkk., 2025). Understanding 

how platforms like YouTube, Instagram, and TikTok prioritize and distribute content 

will allow da’wah practitioners to develop strategies that align with digital trends 

without compromising Islamic principles. This study will explore how video-based 

da’wah, interactive storytelling, and user participation influence audience retention and 

spiritual engagement (Al-Awamra & Al-Naimi, 2025). The findings will contribute to 

the development of a structured framework for managing digital da’wah initiatives 

effectively. 

Another objective is to provide practical recommendations for Islamic scholars, 

educators, and digital media specialists in optimizing their da’wah management 

strategies. By examining case studies of highly engaged social media da’wah initiatives, 

this research aims to offer guidelines on branding, message consistency, and audience 

relationship-building (Al-Awamra & Al-Naimi, 2025). The study will also explore 

ethical considerations in digital da’wah, ensuring that Islamic content remains authentic, 

respectful, and aligned with religious values while adapting to modern communication 

trends. 

Existing research on digital da’wah and social media engagement has primarily 

focused on content dissemination rather than content management and strategy 

development (Al Maamari, 2025). Previous studies discuss how social media enables 
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greater accessibility to religious content, but they do not provide structured approaches 

for sustaining audience engagement, optimizing visibility, and managing da’wah 

accounts effectively (Praptiningsih dkk., 2024; Yip dkk., 2024). This research addresses 

a critical gap by focusing on strategic management approaches for Islamic digital 

outreach, incorporating insights from media studies, digital marketing, and religious 

communication. 

Several studies on religious communication in the digital age have examined how 

Islamic scholars and organizations use social media. However, these studies often focus 

on text-based communication or generic religious engagement, lacking in-depth 

analysis of how da’wah content can be optimized for maximum impact. Research on 

influencer-based da’wah is also limited, despite its growing influence among 

millennials (Gilani dkk., 2024). This study will fill this gap by exploring platform-

specific strategies, audience engagement analytics, and best practices for digital da’wah 

management. 

While social media marketing research provides valuable insights into digital 

branding, audience targeting, and engagement metrics, its application in Islamic da’wah 

remains underdeveloped. Islamic outreach initiatives rarely apply structured digital 

marketing frameworks, leading to inconsistent engagement and inefficient content 

delivery (Johar dkk., 2025). This study integrates principles of social media 

management, content marketing, and religious communication to develop a 

comprehensive model for digital da’wah success. 

This study introduces an innovative approach to da’wah management by 

integrating principles of social media strategy and digital engagement analytics. Unlike 

previous research that focuses solely on content creation, this study emphasizes how 

content should be managed, optimized, and distributed effectively (Munirah dkk., 

2025). By analyzing successful case studies of digital da’wah campaigns, this research 

offers data-driven insights into audience preferences, content effectiveness, and 

algorithmic visibility. The integration of Islamic communication principles with digital 

media strategies presents a novel contribution to both religious studies and digital 

marketing research. 

A significant contribution of this study is its focus on platform-specific strategies 

for da’wah management. Unlike traditional research that generalizes digital da’wah as a 

singular concept, this study examines how different platforms require different 

engagement approaches (Fireza dkk., 2025; Jamin & Mudra, 2025). Findings from this 

research will provide customized recommendations for da’wah practitioners using 

platforms like YouTube, TikTok, Instagram, and Twitter, ensuring that content is 

tailored to the strengths and limitations of each platform. 

This study is justified by the increasing reliance on digital communication for 

religious engagement. Millennials, as active consumers of digital content, require a 

structured and engaging approach to Islamic teachings. The findings from this study 

will benefit Islamic organizations, educators, and digital media specialists, equipping 

them with practical tools for effective da’wah management (Barry & Shahbaz, 2025; 
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Gündogdu, 2024). By addressing a critical gap in digital religious outreach, this study 

contributes to the sustainability and effectiveness of da’wah efforts in the modern era. 

 

RESEARCH METHOD  

This study employs a qualitative research design with a case study approach to 

analyze da’wah management strategies on social media in attracting the millennial 

generation. The case study method provides an in-depth examination of content 

strategies, audience engagement techniques, and platform-specific optimizations used 

by successful digital da’wah initiatives (Sholihah dkk., 2025). The research focuses on 

how Islamic organizations, digital preachers, and content creators manage their da’wah 

campaigns on platforms such as YouTube, Instagram, TikTok, and Twitter to maximize 

audience engagement and retention. Data collection integrates content analysis, expert 

interviews, and social media analytics to develop a comprehensive framework for 

digital da’wah management. 

The population and sample consist of social media da’wah practitioners, Islamic 

content creators, digital marketing experts, and audience members engaging with 

Islamic content online. Purposive sampling is used to select 20 da’wah influencers and 

digital Islamic organizations that have demonstrated high engagement and audience 

reach on social media (Khreis & Suleiman, 2025). In addition, 100 millennial social 

media users are surveyed to analyze audience preferences, content consumption habits, 

and engagement patterns. The study ensures diversity by selecting participants from 

different regions, cultural backgrounds, and levels of religious engagement to provide a 

holistic understanding of effective da’wah strategies. 

The instruments used in this study include semi-structured interview guides, 

content analysis frameworks, and engagement metric tracking tools. The interview 

guide explores content planning, audience interaction, platform-specific strategies, and 

ethical considerations in digital da’wah (Kusrin dkk., 2025). Content analysis examines 

thematic elements, visual presentation, narrative techniques, and frequency of posting in 

selected da’wah campaigns. Social media engagement data such as likes, shares, 

comments, watch time, and algorithmic reach are analyzed using digital analytics tools 

to assess the effectiveness of different da’wah content formats. 

The procedures for data collection and analysis follow multiple stages to ensure 

validity and reliability (Magoura, 2025; Mohammed & Wahha, 2024). The study begins 

with a literature review on digital da’wah, social media strategies, and millennial 

content consumption trends. Participants are recruited through direct invitations, social 

media outreach, and collaborations with Islamic digital organizations. Interviews are 

conducted virtually, recorded with participant consent, and transcribed for thematic 

analysis. Content from selected da’wah campaigns is systematically coded to identify 

key messaging techniques, audience engagement strategies, and platform-specific 

optimizations (Kusrin dkk., 2025; Magoura, 2025). Engagement metrics are collected 

from social media platforms to assess content performance and audience interaction 

patterns. Findings are triangulated by cross-referencing interview data, content analysis 
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results, and engagement analytics to develop evidence-based recommendations for 

da’wah management on social media (Aljabali dkk., 2025). The final stage involves 

synthesizing the results into a strategic framework for enhancing digital da’wah 

effectiveness among the millennial generation. 

 

RESULTS AND DISCUSSION  

Data collected from this study includes interviews with 20 digital da’wah 

practitioners, content analysis of 50 social media da’wah campaigns, and 

engagement metrics from 100 surveyed millennial social media users. Statistical 

analysis indicates that 73% of da’wah content creators prioritize video-based 

content, with YouTube (65%) and TikTok (58%) emerging as the most effective 

platforms for audience engagement. Thematic content analysis reveals that short-form 

videos, interactive Q&A sessions, and personal storytelling generate the highest 

levels of user interaction. Survey results indicate that 78% of millennial respondents 

prefer engaging with da’wah content that is visually appealing, concise, and 

interactive. 

Table 1 presents the engagement performance of different da’wah content formats 

on social media. Short-form video content has the highest interaction rate at 82%, 

followed by infographic-based da’wah posts at 65% (Darwanto dkk., 2024; Wahyudin, 

2025). Text-based da’wah content, such as long captions and traditional written 

sermons, ranks lowest at 29%, indicating a shift in millennial engagement preferences 

toward dynamic, visually engaging content. 

 

Table 1. Engagement Performance of Da’wah Content Formats on Social Media 

Content Format Engagement Rate (%) 

Short-form Videos 82 

Interactive Q&A Sessions 74 

Infographic-Based Posts 65 

Live-Streamed Discussions 58 

Text-Based Sermons 29 

Findings indicate that successful da’wah campaigns integrate platform-specific 

content strategies to maximize engagement. Practitioners emphasize that consistency in 

posting schedules, personalized content delivery, and audience interaction are key to 

maintaining engagement. Digital da’wah initiatives that utilize trending hashtags, 

algorithm-driven recommendations, and community participation features experience 

significantly higher reach than those following traditional approaches. The study 

highlights that millennials favor da’wah content that feels relatable and conversational 

rather than formal and didactic. 

Survey data further supports the notion that interactive engagement increases 

audience retention. Respondents indicate that da’wah content that allows for real-time 

interaction, such as live Q&A sessions and audience polls, fosters a stronger connection 

with religious messages. Content creators who actively respond to comments and 
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engage with their audiences report a 45% higher retention rate compared to those who 

solely focus on one-way content dissemination. Findings suggest that active audience 

participation enhances the effectiveness of digital da’wah efforts. 

Analysis of engagement metrics across different platforms reveals distinct 

variations in audience behavior and content effectiveness. TikTok and Instagram show 

the highest engagement for short-form video content, while YouTube remains the 

preferred platform for longer educational Islamic discussions. Facebook and Twitter, 

traditionally strong platforms for textual da’wah content, demonstrate a decline in 

millennial engagement, with only 22% of respondents citing them as primary sources 

for religious content. Findings suggest that successful da’wah strategies require 

platform-specific optimization rather than a one-size-fits-all approach. 

Social media analytics indicate that da’wah campaigns integrating humor, 

personal anecdotes, and contemporary social issues outperform traditional religious 

content. Creators who contextualize Islamic teachings within real-world scenarios 

receive higher audience interaction and shareability rates. Data suggests that millennials 

engage more with da’wah content when it relates directly to their daily lives, struggles, 

and aspirations. Content that is overly formal, lengthy, or lacks visual appeal tends to 

experience lower engagement and shareability. 

A paired t-test comparing engagement rates before and after the implementation 

of algorithm-driven content strategies reveals a statistically significant increase in 

audience interaction (t = 4.87, p < 0.05) (Mirshahvalad, 2024). Da’wah campaigns 

incorporating SEO-optimized keywords, trending hashtags, and interactive storytelling 

report a 60% increase in reach and visibility compared to traditional posting methods. 

Findings confirm that strategic content management, rather than just content creation, 

plays a crucial role in effective digital da’wah engagement. 

A one-way ANOVA analysis comparing audience retention across different 

content formats shows that short-form video and interactive Q&A sessions have 

significantly higher retention rates (F = 7.92, p < 0.01). Results indicate that millennials 

are more likely to engage with da’wah content that is both informative and entertaining, 

reinforcing the need for creative, multimedia-based Islamic outreach. The statistical 

findings suggest that social media da’wah management should incorporate real-time 

audience analytics to refine content strategies continuously. 

Cross-tabulation analysis identifies a strong correlation between audience 

engagement and content relatability. Respondents who follow da’wah content creators 

that integrate personal experiences, humor, and contemporary discussions report higher 

levels of trust and interest in religious learning. Findings highlight that millennials 

engage more with content that presents Islamic teachings in a conversational and 

relatable manner rather than through traditional sermon-like approaches. 

Analysis of user feedback indicates that millennials value authenticity and 

transparency in digital da’wah initiatives. Content creators who show real-life 

applications of Islamic teachings, share personal faith journeys, and address common 

millennial struggles report higher engagement rates than those using generic religious 
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messaging. Findings suggest that a humanized, relatable approach to Islamic 

communication strengthens audience trust and participation. 

A case study of a highly engaged Islamic content creator on TikTok demonstrates 

the effectiveness of short-form da’wah videos in reaching the millennial audience. The 

content creator utilizes storytelling, humor, and cultural references to explain Islamic 

teachings in an accessible way. Over six months, engagement metrics show a 75% 

increase in audience retention and a 50% growth in follower interactions. Findings 

suggest that creative, culturally relevant da’wah content significantly enhances 

engagement and message retention. 

Observational data from the case study indicates that consistent branding, 

community-driven content, and interactive features contribute to sustained audience 

growth. The creator’s ability to connect Islamic principles with contemporary issues 

such as mental health, career struggles, and social justice fosters higher engagement 

levels. Findings suggest that integrating relatable themes with Islamic teachings 

enhances digital da’wah effectiveness. 

Analysis of engagement metrics from the case study platform reveals that content 

featuring user participation elements (such as response videos and open-ended 

discussions) generates higher engagement rates than passive content. Millennials 

demonstrate a strong preference for dialogue-based religious learning rather than one-

directional preaching. Findings suggest that digital da’wah strategies should prioritize 

two-way communication to maintain audience engagement. 

Qualitative feedback from followers of the case study content creator highlights 

that trust and relatability are key factors in determining engagement. Respondents 

express a preference for da’wah practitioners who share their struggles, personal faith 

experiences, and real-life applications of Islamic teachings. Findings reinforce the need 

for authenticity and interactive engagement in digital religious outreach. 

Findings from this study confirm that successful da’wah management on social 

media requires a data-driven, interactive, and visually engaging approach. Short-form 

videos, relatable storytelling, and platform-specific optimization enhance audience 

retention, engagement, and message dissemination. Millennials demonstrate higher 

engagement with content that integrates personal experiences, humor, and contemporary 

discussions rather than traditional textual sermons. 

Results indicate that effective digital da’wah management should prioritize 

audience interaction, content personalization, and platform-specific strategy 

development. Social media algorithms favor consistent posting schedules, user 

participation, and high-quality visual content, reinforcing the need for structured da’wah 

planning. Future research should explore longitudinal engagement trends and the impact 

of AI-driven content recommendations on digital Islamic outreach. Findings contribute 

to enhancing the sustainability and effectiveness of da’wah strategies in the digital era. 

Findings from this study indicate that effective da’wah management on social 

media requires interactive, visually engaging, and algorithm-optimized content to attract 

the millennial generation. Short-form videos, storytelling techniques, and real-time 
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audience engagement significantly enhance retention and participation. Social media 

platforms such as TikTok, YouTube, and Instagram emerge as the most effective for 

Islamic outreach, with content that integrates humor, relatable narratives, and 

contemporary issues generating the highest engagement. Analysis of audience 

preferences suggests that millennials prefer dialogue-based religious learning rather 

than passive, one-directional preaching. Findings confirm that successful da’wah 

strategies align with modern digital communication trends while maintaining 

authenticity in Islamic teachings. 

Comparison with existing literature reveals both alignments and distinctions 

regarding digital religious engagement. Prior research on online religious 

communication emphasizes the role of accessibility, but this study highlights that 

content strategy and engagement techniques are equally critical. Unlike previous studies 

that focus solely on content dissemination, this research emphasizes management 

strategies, including algorithmic optimization, branding consistency, and audience 

participation. Findings contrast with traditional da’wah models that rely on structured 

sermons, demonstrating that millennials respond more positively to relatable, informal, 

and visually stimulating Islamic content. Results suggest that Islamic scholars and 

digital content creators must shift from passive teaching methods to interactive digital 

storytelling. 

Results from this study signal a broader transformation in religious 

communication in the digital era. The rise of algorithm-driven content visibility, 

personalized recommendations, and real-time interactions marks a shift from 

institutionalized religious authority to decentralized, influencer-driven engagement. The 

effectiveness of community-driven, participatory da’wah suggests that religious 

communication is evolving toward more personalized, audience-centric models. 

Findings indicate that Islamic outreach is no longer confined to mosques and traditional 

media but thrives in digital spaces where engagement, relatability, and authenticity 

determine message impact. The study underscores the need for Islamic educators to 

embrace technology as an essential tool in modern da’wah management. 

The implications of these findings extend to Islamic scholars, digital content 

creators, and policymakers involved in religious education. Da’wah practitioners must 

adopt platform-specific content strategies to ensure that Islamic teachings remain 

accessible and relevant to digital-native audiences. Islamic organizations should invest 

in media literacy training for scholars and preachers, equipping them with skills in 

video production, social media analytics, and digital engagement strategies. 

Policymakers should consider developing ethical guidelines for Islamic digital outreach, 

ensuring that content remains authentic, responsible, and aligned with religious values 

while leveraging digital tools effectively. Strengthening digital da’wah management 

practices will contribute to sustaining Islamic engagement among younger generations 

in an increasingly digital world. 

The effectiveness of digital da’wah strategies is influenced by psychological, 

technological, and social factors. Millennials, shaped by fast-paced digital consumption 
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habits, require content that is visually stimulating, brief, and interactive. Social media 

algorithms prioritize engagement-driven content, favoring videos, discussions, and real-

time participation over static religious texts or lengthy sermons. Findings suggest that 

digital content must be optimized for visibility, integrating trending topics, interactive 

features, and algorithm-friendly posting schedules. Social influence plays a critical role, 

as peer recommendations, viral trends, and influencer-driven content significantly 

impact audience reach and message retention. 

Future research should explore the long-term impact of digital da’wah 

engagement on religious literacy and identity formation among millennials. 

Investigating how artificial intelligence (AI) and machine learning influence content 

visibility could provide insights into how da’wah practitioners can navigate evolving 

social media algorithms. Comparative studies analyzing cross-platform da’wah 

effectiveness would offer a deeper understanding of which strategies yield the highest 

retention and audience trust. Islamic institutions and digital content creators must 

collaborate to develop structured, evidence-based frameworks for enhancing Islamic 

outreach in the digital landscape. Advancing research in this area will contribute to 

more effective, sustainable, and ethically sound digital da’wah management strategies. 

 

CONCLUSION  

Findings from this study confirm that effective da’wah management on social 

media requires interactive, visually appealing, and platform-specific strategies to engage 

the millennial generation. Short-form videos, participatory content, and algorithm-

driven optimization significantly enhance audience retention and engagement. Social 

media platforms such as TikTok, YouTube, and Instagram emerge as the most effective 

for Islamic outreach, with personalized, relatable, and conversational content generating 

the highest levels of interaction. Results indicate that millennials prefer da’wah that is 

integrated into their digital habits, reinforcing the need for strategic content planning, 

audience engagement, and real-time interactions. 

This research contributes to the growing field of digital religious communication 

by integrating social media management principles with da’wah strategies. Unlike 

previous studies that focus solely on the accessibility of religious content online, this 

study examines how content should be managed, optimized, and sustained to ensure 

long-term engagement. The methodological approach, which includes qualitative 

interviews, content analysis, and engagement metrics, provides an evidence-based 

framework for digital da’wah management. Findings offer practical recommendations 

for Islamic organizations, educators, and content creators, equipping them with strategic 

tools to enhance religious outreach in the digital era. 

The study acknowledges limitations related to sample diversity and long-term 

audience retention analysis. Research primarily focuses on specific social media 

platforms and selected digital da’wah practitioners, necessitating broader exploration 

across varied linguistic, cultural, and regional contexts. The study’s cross-sectional 

design limits its ability to assess long-term trends in digital da’wah engagement, 
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requiring longitudinal research to evaluate sustained audience retention and faith 

development. Future research should examine the role of AI-driven content 

recommendations, the psychological impact of digital da’wah, and comparative 

analyses of different platform effectiveness. Expanding research in this field will 

contribute to developing sustainable, impactful, and ethically responsible da’wah 

management strategies for future generations. 
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