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Abstract:
Social media are electronic platforms that provide an interactive environment for 

the exchange of information, ideas, and multimedia between individuals and 
communities, directly influencing the formation of public opinion.
The study confirmed the potential of social media for Islamic advocacy to reach millions 
of people around the world with the click of a button. It has become easy to reach 
audiences of different ages, cultures, and nationalities, thus promoting the widespread 
and rapid dissemination of Islamic concepts.
The importance of the study lies in the fact that social media allows for immediate 
interaction between preachers and audiences, whether through comments, private 
messages, or live broadcasts. This interaction enhances the opportunities to answer 
people's questions and resolve their problems in a timely manner.
The study indicated that social media has significantly impacted Arab societies, 
transforming communication methods, culture, and identity.
The study concluded that anything that incites sin or encourages deviation from Islamic 
law is considered haram (forbidden), and it is not permissible to participate in or 
disseminate it, regardless of the means, whether traditional or modern.
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