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  جميع الآراء الواردة في المجلة تعبر عن رأي صاحبها ولا تعبر عن رأي المجلة 

والدراســات  البحــوث  بنشــر  المجلــة  تقــوم    
والترجمــات  والتقاريــر  الكتــب  ومراجعــات 

الآتيــة: للقواعــد  وفقًــا 

قواعد النشر 

 يعتمد النشر على رأي اثنين من المحكمين 
المتخصصين في تحديد صلاحية المادة 

للنشر.

 ألا يكون البحث قد سبق نشره في أي مجلة 
علمية محكمة أو مؤتمرًا علميًا.

 لا يقل البحث عن خمسة آلاف كلمة ولا 
يزيد عن عشرة آلاف كلمة ... وفي حالة 

الزيادة يتحمل الباحث فروق تكلفة النشر.

 يجب ألا يزيد عنوان البحث )الرئيسي 
والفرعي( عن 20 كلمة.

 يرسل مع كل بحث ملخص باللغة العربية 
وآخر باللغة الانجليزية لا يزيد عن 250 

كلمة.

 يزود الباحث المجلة بثلاث نسخ من البحث 
 ،C D  مطبوعة بالكمبيوتر .. ونسخة على

على أن يكتب اسم الباحث وعنوان بحثه 
على غلاف مستقل ويشار إلى المراجع 

والهوامش في المتن بأرقام وترد قائمتها في 
نهاية البحث لا في أسفل الصفحة.

 لا ترد الأبحاث المنشورة إلى أصحابها .... 
وتحتفظ المجلة بكافة حقوق النشر، ويلزم 

الحصول على موافقة كتابية قبل إعادة نشر 
مادة نشرت فيها.

 تنشر الأبحاث بأسبقية قبولها للنشر .

 ترد الأبحاث التي لا تقبل النشر لأصحابها.

الهيئة الاستشارية للمجلة

	1 أ.د/ على عجوة )مصر(.

أســتاذ العلاقــات العامــة وعميــد كليــة الإعــام الأســبق 

القاهــرة. بجامعــة 

	2 أ.د/ محمد معوض. )مصر(.

 أستاذ الإذاعة والتليفزيون بجامعة عين شمس.

	3 أ.د/ حسين أمين )مصر(.

 أستاذ الصحافة والإعلام بالجامعة الأمريكية بالقاهرة.

	4 أ.د/ جمال النجار )مصر(.

 أستاذ الصحافة بجامعة الأزهر.

	5 أ.د/ مي العبدالله )لبنان(.

أستاذ الإعلام بالجامعة اللبنانية، بيروت.

	6 أ.د/ وديع العزعزي )اليمن(.

مكــة  القــرى،  أم  بجامعــة  والتليفزيــون  الإذاعــة  أســتاذ 

المكرمــة.

	7 أ.د/ العربي بوعمامة )الجزائر(.

أستاذ الإعلام بجامعة عبد الحميد بن باديس بمستغانم، 

الجزائر.

	8 أ.د/ سامي الشريف )مصر(.

أســتاذ الإذاعــة والتليفزيــون وعميــد كليــة الإعــام، الجامعــة 

الحديثــة للتكنولوجيــا والمعلومات. 

	9 أ.د/ خالد صلاح الدين )مصر(.

أستاذ الإذاعة والتليفزيون بكلية الإعلام -جامعة القاهرة.

أ.د/ رزق سعد )مصر(10	.

أستاذ العلاقات العامة - جامعة مصر الدولية.
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Exposure to Egypt’s Dar Al Ifta’s Facebook Page ...

2010مجلة البحوث الإعلامية، جامعة الأزهر ، كلية الإعلام

هدفــت الدراســة إلــى التعــرف علــى أثــر التعــرض لصفحــة دار الإفتــاء المصريــة علــى الفيســبوك في مســتوى المعرفــة 
ــى فيســبوك، وهــي مؤسســة  ــاء عل ــر صفحــة دار الإفت ــة تأثي ــل متعمــق لكيفي ــا، وتقــديم تحلي ــدى متابعيه ــة ل الديني
دينيــة مهمــة في مصــر، في المعرفــة الدينيــة لمتابعيهــا، وتســتخدم الدراســة منهجًــا يجمــع بــن أســاليب البحــث النوعيــة 

والكميــة؛ يبــدأ بدراســة الســياق الأوســع لــدور وســائل التواصــل الاجتماعــي في نشــر المعلومــات الدينيــة. 

ــرة مــن 10  ــردة، خــال الفت ــى 400 مف ــت عل ــة الاســتخدامات والإشــباعات، وأُجري اســتخدمت الدراســة نظري
نوفمبــر إلــى 10 ديســمبر 2022، وتتضمــن مراجعــة شــاملة للدراســات الســابقة، مــع تســليط الضــوء علــى الأبحــاث 
التــي تــدرس الديــن ووســائل التواصــل الاجتماعــي، ثــم تتعمــق في وجــود دار الإفتــاء علــى الإنترنــت واســتراتيجيتها، 
وتحلــل كيفيــة اســتخدام المؤسســة لصفحتهــا علــى فيســبوك للتواصــل مــع متابعيهــا، ويتضمــن جوهــر الدراســة إجــراء 
اســتبانة علــى متابعــي الصفحــة، بهــدف فهــم التركيبــة الســكانية الخاصــة بهــم، وأنمــاط الاســتخدام، وأنــواع المحتــوى 

الــذي يجدونــه أكثــر فائــدة.

ــارة الصفحــة، وأســباب المتابعــة، ومســتوى التفاعــل مــع المحتــوى،   وتشــمل المجــالات الرئيســية للبحــث تكــرار زي
ــة  ــت صفحــة فيســبوك بمثاب ــا إذا كان ــد م ــي للمتابعــن، وتســعى الدراســة لتحدي ــم الدين ــر الملحــوظ في الفه والتأثي

ــة لجمهورهــا. ــة، وكيــف تُشــكِّل المعتقــدات والممارســات الديني مصــدر مهــم للمعرفــة الديني

الكلمــات المفتاحيــة: دار الإفتــاء المصريــة - صفحــة فيســبوك - التأثيــر - المعرفــة الدينيــة - المتابعــون - المســتوى 
المعــرفي.

ملخص الدراسة

The study aimed to examine the Impact of Egypt›s Dar Al Ifta›s Facebook page 
on the level of Religious Knowledge Among its Followers. it provides an in-depth 
analysis of how the Facebook page of Dar Al Ifta, a significant religious institution in 
Egypt, influences its followers› religious knowledge. The study utilizes a mixed-method 
approach, combining qualitative and quantitative research methods. It starts by 
examining the broader context of social media›s role in spreading religious information. 
The form was applied in the period from November 10, 2022, until December 10, 2022 
(30 days). The Uses and Gratifications Theory underpins the research framework, 
focusing on user engagement and the gratifications obtained from following the page.

The study includes a comprehensive literature review, highlighting previous works 
on the intersection of religion and social media. It then delves into Dar Al Ifta›s online 
presence and strategy, analyzing how the institution uses its Facebook page to engage 
with followers. The core of the research involves a survey and interviews with followers 
of the page, aiming to understand their demographics, usage patterns, and the types 
of content they find most beneficial. 

Keywords: Egypt›s Dar Al Ifta - Facebook Page - Impact - Religious Knowledge- 
Followers- Level of Knowledge
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Today, social media is arguably at the center of our day-to-day lives, both 
personally in connecting with friends and family and professionally for work 
and educational purposes. Technology has given the world new 
opportunities, and “potential for communication and interaction that we did 
not previously possess”, (Miller et al., 2016). In a book chapter titled “What 
is Social Media?”, it is explained that new social media platforms are 
constantly being formed, with a focus on ways of broadcasting information 
and private messaging applications; all while creating blurry lines between 
the online and offline world with the integral part it [social media] holds in 
everyday life (Miller et al., 2016). 

This research paper aims to study the impact of Egypt's Dar Al Ifta's 
Facebook page on the level of religious knowledge Among its followers. 
According to its website, Egypt’s Dar Al Ifta was established in 1895 under 
Khedive Abbas Hilmi, and has ever since, been the “premier institute to 
represent Islam and the international flagship for Islamic legal research” 
(Egypt’s Dar Al-Ifta). On social media, Dar Al Ifta has Facebook in English and 
Arabic with 251 thousand followers and 13 million followers respectively; 
Instagram with 611 thousand followers, Twitter in English and Arabic with 
13 thousand followers and 663.7 thousand followers, YouTube in English 
and Arabic with 2.52 thousand followers and 286 thousand followers, and 
TikTok with 41.7 thousand followers.  

While the number of followers is not an immediate indication of actual 
impact, it denotes that a wide group of people are watching and following 
posted content on social media, creating a network. In the journal article 
“Understanding the Relationship between Religion Online and Offline in a 
Networked Society”, the research uses the concept of “networked religion” 
to address how religion operates in the digital realm, and how its online 
presence brings about social and cultural changes (Campbell, 2012). 
“Networked religion is defined by five key traits - networked community, 
storied identities, shifting authority, convergent practice, and a multisite 
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reality - that highlight central research topics and questions explored within 
the study of religion and the internet” (Campbell, 2012) 

This paper aims to study the impact and address the role that Egypt’s Dar Al 
Ifta Facebook page specifically plays in influencing knowledge. To do so, the 
paper puts forth a detailed literature review looking into several areas 
including; social media and religious communication with a focus on the 
Facebook platform, while also studying the impact of social media on 
religious knowledge. Based on the literature review and its findings, this 
research paper adopts the uses and gratifications theory that offers a 
valuable framework for understanding how people utilize specific media and 
how these media, in turn, satisfy their needs, by utilizing a survey, 
qualitative research, and an interview. 

Literature review: 

1. Social Media and Religious Communication: 

The emergence of social media has shaped and redefined the direction of a 
number of societal issues, through which religion is with no doubt, a part of. 
A research paper titled “Communicating for the Advancement of Religious 
Knowledge Through Social Media” studies this advancement of acquiring 
religious information via social media across the world as a result of the fact 
that religious leaders and leading religious institutions have been present on 
social media, and are now potent more than ever, continuing to impact 
people’s perception and understanding of religion, whether positively or 
negatively. In addition, the researcher Chukwuma (2018) states that 
“seekers of religious messages are deploying the platforms to enrich their 
religious knowledge, as today, people learn a lot from the religious 
messages they receive through social media platforms.” (Chukwuma, 2018). 
This also falls back on the religious leaders’ awareness of the power and 
enormous potential of social media to spread religious messages, that would 
affect the public’s ways of living across various societal aspects. This paper 
analyzes the creation of religion-centric social network sites through using 
larger social reach as much of the public as possible, such as Facebook and 
TikTok. While religious believers and leaders have been creating content 
that spurs shareability and reach, they have created a community, or an 
online environment that is “inclusive”, shaping the blogosphere.  

Islam, the author says, plays a central role in people’s lives. “It has been said 
that Islam is more than a religion; it is a way of life, therefore reading and 
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learning religious information is a habit that adherents practice to increase 
their understanding of Islamic rules.” (Chukwuma, 2018). While a long time 
ago, people acquired information from traditional sources, today the advent 
of social networks has changed the public’s online behavior, even when 
searching for religious information or seeking religious consultation from 
leaders whom they trust. The researcher moved to the new phenomena of 
“Sheikh Google”, demonstrating how common it is in the modern digital 
world for the public to feed their religious knowledge by accessing the social 
media, where it has become an “equivalent, for many, of going to the Sheikh 
or the imam and asking for guidance on religious questions.”(Chukwuma, 
2018). Hence, social media has now become yet another frontier in that 
regard.  

Another study published by Science Direct, and titled: “Fatwa and the 
internet”, studied the influence of social media on religious decisions and 
accordingly the religious and social public opinion, since the launch of the 
Internet in the Kingdom of Saudi Arabia. Researchers argue that religious 
scholars in Saudi Arabia have embraced and started to effectively use 
communication tools “for spreading the word of Allah” (Kandari & Dashti, 
2014). As opinion leaders play a prominent role in persuading and 
influencing the public, the research suggests that they are role models for 
followers and are more aware of social issues than followers. This also falls 
back on the fact that they are a representation of credible Islamic teachings 
and knowledge, and on the fact that “Islam has turned into a hyper form of 
religiosity that seeks to turn every facet of social, cultural and economic life 
into a religious issue in need of a fatwa or decree.” (Kandari & Dashti, 2014). 
Describing the impact of modern communication tools, such as social media, 
on public practices, the researchers noted that even though Muslims do not 
need fatwa all the time, they seek advice on new, day-to-day practices. 
Hence, social media satisfies such a current need. The authors argue that 
although some Saudi scholars used to reject such intervention into Islam, 
their thinking has changed over the years, and they have started to be 
approving, or “conditionally approving” of the influence of media and 
globalization on Saudi, as an Islamic society. “Saudis are no longer isolated. 
They, and Arabs generally, are exposed to new communication messages 
through satellite television, the internet, and social media.”  (Kandari & 
Dashti, 2014) 
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2. Facebook as a Platform for Religious Knowledge:  

A research article titled: “Facebook as Social Media Tools among Muslim 
Youths in Malaysia” closely looks at Facebook as an important social media 
tool for “Muslim youths in Malaysia”, by addressing the level of their social 
usage and its impact on their understanding of some religious views. 
Published by the American International Journal of Social Science, this 
research paper reveals that “Facebook is used as one of the sources of 
religious understanding.” (Mustafa, Ghani, Zumrah, Ramly, Azdi, & Ahmad, 
2013). Researchers of this paper argue that there is a tendency “among the 
Muslim community to use the Internet for the purpose of conveying the 
da'wah, deliver religious lectures, search and retrieve information related to 
Islamic teachings and also answers related to the tenets and rituals of daily 
social issues one encounter.” It is believed that by alternating with religious 
experts and leaders on social media, it is easier for the youth to acquire 
information and get consultations in a faster, easier, and more convenient 
way rather than having to call or visit religious institutions. In the case of 
Malaysia as an Islamic country, Effective Measure and the Malaysian Digital 
Association show that Facebook is among the very popular social networks 
visited by Malaysian internet users.  “As with any communication 
technology, the future of Facebook will eventually be determined by public 
response.” (Mustafa et al., 2013). It is worth noting that this research 
examines the use of Facebook as a source of religious information not only 
in Malaysia but also in Nigeria. Results reveal that Muslim youth in Malaysia, 
and Nigeria are “average to high” users of Facebook in their daily life, and as 
a platform for them to engage in social activities and gain religious 
information and socio-religious consultations. On the other hand, some 
informants in the study argue that Facebook is not a perfect medium to 
learn about, or gain information from, with regard to Islam, and that they 
believe Facebook does not affect their understanding of Islam, noting that 
they “feel more confident to learn about Islamic teachings from religious 
teachers at school." (Mustafa et al., 2013).  

3. Introduction to Dar Al Ifta and Its Online Presence: 

Dar Al Ifta, a pivotal religious institution in Egypt, has been a cornerstone in 
the Islamic scholarly world for centuries. Established with the aim of offering 
guidance on religious matters, Dar Al Ifta has grown into a respected 
authority on Islamic jurisprudence, providing critical insights into complex 
religious questions and contemporary issues.  
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In the digital era, Dar Al Ifta has its own strategy regarding social media, 
which is to confront extremism, violence, and takfiri ideas, in addition to 
spreading enlightened thought through several frameworks, programs, and 
steps that are implemented and implemented in a precise and balanced 
manner. The Fatwa House seeks, through the media coverage team and 
social networking sites, to follow up on all issues of the Islamic nation, 
interact, and deal with them. 

It embraces of social media platforms, notably Facebook, marks a significant 
stride in extending its reach and influence. This online presence is not 
merely a modern adaptation but a strategic move to connect with a global 
audience. As a result, it is now present on the 4 most popular social media 
platforms. In order not to leave a vacuum for extremist groups to enter with 
their poisonous ideas and extremist opinions, and to intellectually confront 
the dark groups and deviant thought, the house had 16 official pages on 
Facebook in more than one language, two accounts on Twitter, an account 
on Instagram, YouTube, a Telegram channel, and SoundCloud, and an 
account on TikTok that broadcasts from During which various activities 
present the refutation of extremist thought and the correct response to it, 
due to the religious meals it provides, such as supplications and hadiths 
urging morality, adherence to values, helping in the spread of culture and 
awareness, and helping in solving family problems from the religious aspect, 
in addition to clarifying authentic hadiths, to define Muslims with what is 
being deceived against them, and protecting young people from extremism 
by clarifying and defining concepts, spreading the moderate and tolerant 
religion, and different opinions on the same issue with the opinions of 
respected scholars specializing in their field. 

In this confrontation, Dar Al Ifta  also uses international standards and new 
tools. For example, there is a motion graphics unit in which issues are 
simplified and disseminated in a manner appropriate to youth and children. 
Because these are the ones that deviant and extremist movements rely on 
to recruit to become extremist elements. Videos of fatwas that do not 
exceed 3 minutes are also broadcast on the page, in addition to responding 
to fatwas via a live broadcast daily. 

4. The Uses and Gratifications Theory (U&G): 

The Uses and Gratifications (U&G) Theory, a cornerstone in communication 
studies, provides a framework for understanding why individuals actively 
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seek out specific media to satisfy their needs. Originally conceptualized by 
Katz, Blumler, and Gurevitch in the 1970s, the theory has evolved 
significantly, particularly in the context of the digital age and the rise of 
social media platforms. 

The U&G Theory diverges from traditional media effect theories by 
emphasizing an active audience, one that is not passively receiving 
information but is instead actively seeking media to fulfill specific needs 
(Katz et al., 1973). This approach shifts the focus from what media does to 
people, to what people do with media, encapsulating a more proactive role 
of the audience in media interaction.  

In the context of social media, U&G Theory helps to understand why 
followers engage with religious content on platforms like Dar Al Ifta's 
Facebook page. Unlike traditional media, social media allows for a two-way 
interaction, where users are not just passive consumers but active 
participants. This interaction can significantly influence the acquisition and 
interpretation of religious knowledge. 

Brubaker and Haigh (2017) in "The Religious Facebook Experience: Uses and 
Gratifications of Faith-Based Content" highlight how religious content on 
platforms like Facebook fulfills various user needs. Similarly, Liza Shahnaz's 
study on "Religious Motives for Using Facebook among University Muslim 
Students" underlines the diverse motivations behind religious engagement 
on social media. The predominant religious motives identified include 
preaching good deeds, sharing notes on religious values, reminders based 
on the Qur'an and Hadith, and sharing wisdom from Muslim philosophers 
(Shahnaz, 2011). These findings suggest that users engage with religious 
content on social media not only for information and community building 
but also for personal spiritual fulfillment and religious expression. 

Applying this to Dar Al Ifta’s Facebook page, the following aspects can be 
explored: 

- Information Seeking (Cognitive Needs): Followers may engage with 
the page to seek religious knowledge, reflecting cognitive 
gratifications in U&G Theory. 

- Social and Community Building (Social Integrative Needs): The 
communal aspect of Dar Al Ifta’s page, as evidenced in studies like 
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Shahnaz's, caters to followers' needs for social integration and 
community belonging. 

- Personal Identity (Personal Integrative Needs): Engagement with 
religious content can also serve personal identity needs, providing a 
sense of belonging and self-affirmation, a theme presents in 
Brubaker and Haigh’s research. 

- Spiritual Fulfillment (Tension Release Needs): For some users, the 
page might offer spiritual solace and fulfillment, aligning with the 
tension release aspect of U&G Theory. 

Using the U&G framework, the study can comprehensively analyze the 
impact of Dar Al Ifta's Facebook page in fulfilling the religious needs of its 
followers. This approach not only helps in understanding the direct influence 
of the page on religious knowledge but also sheds light on the broader social 
and spiritual motivations driving user engagement with religious content on 
social media. 

The keywords of the study  

1. Egypt's Dar Al Ifta: An Islamic institution in Egypt responsible for issuing 
fatwas (religious rulings). It represents a significant authority in Islamic legal 
matters and religious interpretations. 

2. Facebook Page: A public profile on Facebook, a social media platform, 
created for businesses, organizations, or public figures to connect with their 
audience. It allows for posting content, interacting with followers, and 
receiving feedback. 

3. Impact: Refers to the influence or effect that the Facebook page of Dar Al 
Ifta has on its audience. In this context, it would be the extent to which the 
page affects the religious knowledge of its followers. 

4. Religious Knowledge: This pertains to the understanding and awareness 
of religious concepts, practices, beliefs, and laws. In the context of Dar Al 
Ifta, this would likely focus on Islamic teachings and jurisprudence. 

5. Followers: Individuals who subscribe to or follow the Dar Al Ifta Facebook 
page. These are the users who regularly receive and interact with the 
content posted on the page. 

6. Level of Knowledge: This term refers to the degree or depth of 
understanding that the followers have regarding religious matters. The 
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study would assess how this level changes or is influenced by the content 
provided by Dar Al Ifta on Facebook 

Sample Type and Size 

The sample that will be used to collect data from the participants will be the 
Volunteer Sample and Purposive Sample. 

The social media platform Facebook was selected as the channel for this 
research due to its highest number of followers among other platforms with 
13 million followers, along with significant interactivity and traffic rates as 
per official Facebook statistics. The surveyed population consisted of the 
followers on Facebook. Employing a non-random volunteer sampling 
method, we shared the survey link with all followers, and only those who 
expressed interest volunteered to participate. This approach was purposive, 
aligning with our goal of studying the opinions of page’s followers. 

Sample size: 400 Respondents 

Research questions 

Based on the literature discussed above, the research will  answer the 
following research questions: 

Q1: What are the uses and gratifications obtained by the followers of Egypt's 
Dar Al Ifta's Facebook page? 

Q2: Do gratifications obtained from Egypt's Dar Al Ifta's Facebook page 
differ by demographic characteristics such as gender, age, education, 
residential area, and income? 

Accordingly, the research will test the following hypothesis: 

H1: The level of religious knowledge among followers of the Dar Al-Iftaa 
Facebook page positively influences the degree of gratification they receive 
from the page. 
 

H2: As the intensity of exposure to religious content on Egypt's Dar Al Ifta's 
Facebook page increases, the level of religious knowledge among its 
followers will increase. 
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H3: As followers' level of trust in religious information presented on a 
Facebook page increases, the level of religious knowledge among its 
followers will increase. 
 

H4: As the interaction with Dar Al-Iftaa’s Facebook page posts increases, the 
level of religious knowledge among its followers will increase 

Methodology          

Research Design  

This study is going to use qualitative research, including an interview beside 
using quantitative research including a survey to understand more about the 
impact of Dar Al-Ifta's social media platforms as a communication channel 
on influencing public opinion and knowledge in Egypt.  

Gurbuz (2017) stated that the survey is considered a questionnaire form as 
it consists of various questions related to the research subject. The content, 
number of questions and form differs according to the research topic. 
Various rules for setting up effective communication are needed in the 
utilization of the survey method. Moreover, it is a must that the researcher 
has to be aware of how to organize the survey’s questions, the meaning of 
the words used, under what conditions does the competence of questions 
increase, and what sort of questions to ask in which stage. According to 
Gurbuz (2017), through surveys, one can collect a significant quantity of 
data on the topic by asking various questions in the survey with the lowest 
cost. Furthermore, the survey will be able to reach a wide range of 
audiences easily in different places and governorates once the survey is 
published on social media platforms. Moreover, this takes into consideration 
that surveys are more accurate and objective than interviews because the 
participant is capable of controlling his or her answers (Gurbuz, 2017). This 
study is concerned with understanding and analyzing the impact of Dar Al-
Ifta’s Facebook page on influencing religious knowledge. Accordingly, the 
survey method was chosen because it helps to observe the opinions of the 
participants with the lowest cost. Additionally, participants can be 
anonymous if they want when using survey research methods. 

When it comes to interviews, it is considered a qualitative way of collecting 
data. In an interview, the researcher discusses the topic with the 
interviewee regarding a certain topic. Researchers typically use interview 
techniques to understand the perspective of the interviewee by clarifying 
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the meaning of the phenomenon being described (Alamri, 2019). Using this 
technique allows the researcher and respondents to dig deeper into topics 
and track ideas and answers in more detail. This method was chosen 
because it will be an addition to our research paper to discuss how Dar Al-
Ifta's social media platforms influence the religious thoughts of the public 
with an expert. The in-depth interview will be done with Ahmed Ragab 
Abou-El Azm, the admin of Dar Al Ifta’s Facebook page to talk in depth about 
the topic under study.  

Data collection and sampling procedure 

Data was collected through an online survey to ensure access to the largest 
number of visitors to the Egyptian Dar Al-Ifta’s Facebook page. The form was 
applied in the period from November 10, 2022, until December 10, 2022 (30 
days). The researcher posted the link of the survey as a comment on the 
Facebook page of Dar Al Ifta and invited all followers to participate in this 
study. The link was also posted in several groups on Facebook that are run 
by some followers of Dar Al Ifta's page like the group (the lovers of Dar AL 
Ifta). The respondents were briefed about the objectives of the study and 
were requested to invite their friends via posting the survey link on their 
walls as well. They were reminded about the survey several times through 
posts on the walls of Facebook and follow-up messages sent to them 
through private messages available on the page. four hundred (400) 
respondents participated in this study. The survey was submitted to a panel 
of arbitrators, who evaluated its appropriateness for use and its 
effectiveness in addressing the research questions and testing its 
hypotheses.  Adjustments were made to the phrasing of certain questions 
and additional options were incorporated, enhancing the methodological 
precision of the survey. Also, it was pilot-tested with 30 followers of the 
page. They answered the survey and gave their feedback about questions 
whether they were ambiguous or poorly phrased. The pilot test allowed for 
improving the validity of the survey. The pilot test also helped increase our 
understanding of gratifications obtained by the followers. 
 

Measurements 

The first part of the survey is structured to collect basic demographic 
information of the respondents. It includes categories like Gender, Age 
Groups, Educational Qualification, Type of Education, Employment Status, 
Residential Area, and Marital Status. The data is collected in a nominal 
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format, meaning respondents select their category without any inherent 
order or ranking. The survey likely presents multiple-choice questions for 
these categories, allowing for clear, straightforward responses. 

The second section focuses on how respondents use the platform for 
religious information. It structured to assess the frequency and duration of 
usage with questions scaled ordinally ('Rarely', 'Sometimes', 'Always'). This 
structure allows the survey to assess the intensity of usage in terms of time 
spent and the regularity of visits to the page. 

The survey explores the reasons behind users' engagement with the page 
for knowledge and information. The structure is likely to include ordinal 
scaled questions that measure the frequency of page use for different 
cognitive and tension Release needs like increasing knowledge or 
understanding religious issues and reflecting the emotional or stress-
relieving benefits for the users. 

Then the survey measures the level of engagement with the Facebook page. 
The structure is based on scales ('No Engagement', 'Sometimes', 'Always'), 
which help in understanding the frequency and depth of interaction with 
the content on the page.in addition, it investigates specific actions taken by 
users on the page, like liking, sharing, or commenting. The structure here is 
also ordinal, allowing respondents to indicate how often they perform these 
actions. This helps in understanding which features are most interacted with 
on the page. 

To test the religious knowledge, a quiz-like structure of 24 statements 
assesses the religious knowledge of respondents. It includes multiple-choice 
questions with categorical options ('Wrong answer', 'Right answer', 'Not 
Know'), helping in evaluating the level of religious understanding among the 
audience. As for low level: 0 - 24 points, moderate: 25 - 48 points, and high 
level of knowledge: 49 - 72 points. 

The survey aims to understand what users gain from using the page. It is 
structured around various gratification aspects like Social, Content, and 
Process. Using a Likert scale ('Agree', 'Neutral', 'Oppose'), the survey 
measures respondents' agreement with different statements, providing 
insights into why users find the page valuable. 

To measure trust in the page, the survey employs a Likert scale for a series 
of statements about the content's authenticity, presentation, and relevance. 
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This structure allows for the understanding of how much trust users place in 
the page and its content. 

 the survey seeks feedback on potential improvements. The structure is 
binary (Yes/No) for various improvement areas, such as content diversity or 
page layout. This straightforward approach allows respondents to easily 
indicate their preferences for future developments. 

The reliability statistics provided indicate a Cronbach's Alpha of 0.873 for a 
set of 90 items. This level of reliability is commendable, especially 
considering the large number of items (90) included in the measurement. 
Typically, as the number of items increases, maintaining high internal 
consistency becomes more challenging. 
 

Data Analysis 

The collected data was analyzed by using a statistical package for social 
sciences (SPSS) WIN version 17.0. The statistical tools used in this study 
include descriptive statistics (frequencies, percentage, mean, and Standard 
deviation) and inferential statistics (one sample t-test and one-way ANOVA - 
LSD) to answer the research questions and test the hypotheses. 
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Findings 

1. Demographic characteristics 

Demographic 
Variable 

Category Frequency Percentage Total Mean 
Std. 

Deviation 

Gender 

   400   

Male 192 42.7%    

Female 208 46.2%    

Age Groups 

   400 2.03 0.802 

18 - <30 99 22.0%    

30 - <40 215 47.8%    

40 - <50 62 13.8%    

50+ 24 5.3%    

Educational 
Qualification 

   400   

High School 9 2.0%    

Bachelor 
Degree 

248 55.1%    

Post Graduate 143 31.8%    

Type of 
Education 

   400   

Governmental 166 36.9%    

Private 56 12.4%    

Azhar 178 39.6%    

Employment 
Status 

   400   

Government 121 26.9%    

Private 110 24.4%    

Self-
employed 

58 12.9%    

Unemployed 111 24.7%    

Residential 
Area 

   400   

Popular 56 12.4%    

Average 246 54.7%    

Upscale 98 21.8%    

Family 
Income 

   400 2.42 0.689 

Less than 
4000 EGP 

46 11.5%    

4000 - <8000 
EGP 

139 34.8%    

More than 
8000 EGP 

215 53.8%    

Marital 
Status 

   400   

Single 158 35.1%    

Married 234 52.0%    

Widowed 8 1.8% Widowed   

Table 2: Demographic Characteristics of the Respondents 
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As illustrated in Table 2, the study encompassed a total of 400 respondents, 
with a nearly equal distribution of gender: 42.7% were male (192 
respondents), and 46.2% were female (208 respondents). In terms of age 
groups, the largest segment was those aged 30-40 years, comprising 47.8% 
of the sample (215 respondents). This was followed by the 18-30 age group, 
which represented 22.0% (99 respondents). Respondents aged 40-50 years 
accounted for 13.8% (62 respondents), and those over 50 years made up 
5.3% (24 respondents). The mean age of the respondents was 2.03 years 
with a standard deviation of 0.802. 

Regarding educational qualifications, the majority of respondents, 55.1% 
(248 individuals), had obtained a bachelor’s degree. Those with 
postgraduate qualifications constituted 31.8% (143 respondents), while 
2.0% (9 respondents) had completed only high school. As for the type of 
education, 39.6% (178 respondents) were from Azhar, 36.9% (166 
respondents) received governmental education, and 12.4% (56 respondents) 
were educated in private institutions. 

In the employment sector, 26.9% of respondents (121 individuals) were 
employed in government positions, and 24.4% (110 respondents) worked in 
the private sector. The self-employed made up 12.9% (58 respondents), and 
those unemployed accounted for 24.7% (111 respondents).  

The residential areas of the respondents varied, with 54.7% (246 
respondents) living in average areas, 21.8% (98 respondents) in upscale 
areas, and 12.4% (56 respondents) in popular areas. In terms of income, the 
majority of respondents, 53.8% (215 individuals), reported an income of 
more than 8000 EGP. Those earning between 4000 and less than 8000 EGP 
made up 34.8% (139 respondents), and 11.5% (46 respondents) earned less 
than 4000 EGP. The mean family income was 2.42 with a standard deviation 
of 0.689. 

Lastly, regarding marital status, more than half of the respondents (52.0%, 
234 individuals) were married, while 35.1% (158 respondents) were single. A 
small fraction, 1.8% (8 respondents), were widowed. 
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2. Patterns of Egypt's Dar Al Ifta's Facebook page Usage 

Question 
Response 
Category 

Frequency Percent Mean 
Std. 

Deviation 

Extent of 
Use for 

Religious 
Information 

Rarely 111 24.7% 2.03 0.767 

 Sometimes 165 36.7%   

 Always 124 27.6%   

General 
Frequency 

of Use 

On Religious 
Occasions 

Only 
199 44.2% 1.71 0.789 

 
Several 
Times a 
Month 

118 26.2%   

 Daily 83 18.4%   

Time Spent 
per Session 

More Than 
an Hour 

29 6.4% 2.72 0.589 

 
Half an Hour 
to Less Than 

an Hour 
54 12.0%   

 
Less Than 

Half an Hour 
317 70.4%   

Duration of 
Following 
the Page 

More Than 
Three Years 

214 47.6% 1.65 0.768 

 
A Year to 
Less Than 

Three Years 
114 25.3%   

 
Less Than a 

Year 
72 16.0%   

Table 2:Patterns of Egypt's Dar Al Ifta's Facebook page Usage 

The survey results offer insightful details into how respondents use Egypt's 
Dar Al Ifta's Facebook page. When asked to what extent they use the page 



 

 
2026 2026 

to obtain religious information, a plurality of 36.7% (165 respondents) 
reported doing so "sometimes", while 27.8% (111 respondents) said "rarely" 
and 31.0% (124 respondents) responded with "always". The average extent 
of use had a mean score of 2.03, with a standard deviation of 0.767.  

Regarding the general frequency of use, the most common response was 
"on religious occasions only", with 49.8% (199 respondents) selecting this 
option. "Several times a month" was chosen by 29.5% (118 respondents), 
and 20.8% (83 respondents) indicated they use the page "daily". The mean 
frequency score stood at 1.71, and the standard deviation was 0.789. 

In terms of time spent per session on the page, a significant 79.3% (317 
respondents) spend "less than half an hour", while 13.5% (54 respondents) 
spend "from half an hour to less than one hour", and 7.2% (29 respondents) 
spend "more than an hour". The mean duration of each session was 2.72 
hours, with a standard deviation of 0.589. 

Lastly, when asked about the length of time they have been following the 
Dar Al-Iftaa page, 53.5% (214 respondents) reported following it for "more 
than three years". Another 28.5% (114 respondents) have been followers for 
"a year to less than three years", and 18.0% (72 respondents) for "less than 
a year". The mean duration of following the page was 1.65 years, with a 
standard deviation of 0.768. 

3. Gratifications of Egypt's Dar Al Ifta's Facebook page usage: 

 
Reason for 

Using the Page 
'Rarely' 'Sometimes' 'Always' Mean 

Std. 
Deviation 

Cognitive 
Needs 

Increase 
Knowledge 

and Religious 
Information 

85 137 178 2.23 0.778 

Knowing 
Religion’s 

Opinion on 
Fatwas 

39 92 269 2.58 0.664 

Understand 
Religious 

Issues 
65 137 198 2.33 0.740 
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Reason for 

Using the Page 
'Rarely' 'Sometimes' 'Always' Mean 

Std. 
Deviation 

Make 
Comparisons 

Between 
Opinions 

161 172 67 1.77 0.718 

Opinion on 
Contemporary 

Issues 
52 127 221 2.42 0.711 

View Islamic 
Events and 
Occasions 

69 115 216 2.37 0.761 

Tension 
Release 

Investing My 
Time on Social 

Media 
169 142 89 1.80 0.779 

To Feel 
Comfortable 

and Calm 
177 126 97 1.80 0.804 

To Escape 
from Daily Life 

Problems 
299 50 51 1.38 0.701 

Because I Used 
to Follow Her 

219 81 100 1.70 0.843 

I looked at It 
Out of 

Curiosity 
203 151 46 1.61 0.685 

Belief in 
Importance 
and Benefit 

77 132 191 2.29 0.768 

Table 3: Needs types of using Dar Al Ifta's Facebook page 

The survey explored various Cognitive Needs for using the Egyptian Fatwa 
House's Facebook page. For increasing religious knowledge, 21.3% (85 
respondents) reported doing so rarely, 34.3% (137 respondents) sometimes, 
and 44.5% (178 respondents) always. The average rating for this purpose 
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was 2.23, with a standard deviation of 0.778, indicating moderate to high 
usage for gaining religious information. 

When seeking the religion’s opinion on fatwas, 9.8% (39 respondents) 
engaged with the page rarely, 23.0% (92 respondents) sometimes, and a 
significant 67.3% (269 respondents) always. This is underscored by a mean 
score of 2.58 and a standard deviation of 0.664. 

For understanding religious issues, the distribution was 16.3% (65 
respondents) rarely, 34.3% (137 respondents) sometimes, and 49.5% (198 
respondents) always. The mean score here was 2.33, with a standard 
deviation of 0.740. 

Regarding making comparisons between different opinions, 40.3% (161 
respondents) rarely used the page, 43.0% (172 respondents) sometimes did, 
and 16.8% (67 respondents) always did, resulting in a lower mean score of 
1.77 and a standard deviation of 0.718. 

In seeking opinions on contemporary issues, responses were 13.0% (52 
respondents) rarely, 31.8% (127 respondents) sometimes, and 55.3% (221 
respondents) always, with a mean of 2.42 and a standard deviation of 0.711. 

The survey also assessed Tension Release Needs associated with using the 
page. For investing time on social media, 42.3% (169 respondents) rarely did 
so, 35.5% (142 respondents) sometimes, and 22.3% (89 respondents) 
always, reflected in a mean score of 1.80 and a standard deviation of 0.779. 

In using the page to feel comfortable and calm, 44.3% (177 respondents) 
engaged rarely, 31.5% (126 respondents) sometimes, and 24.3% (97 
respondents) always, also with a mean of 1.80 and a standard deviation of 
0.804. 

For escaping from daily life problems, 74.8% (299 respondents) rarely visited 
the page, 12.5% (50 respondents) sometimes, and 12.8% (51 respondents) 
always, indicated by a lower mean score of 1.38 and a standard deviation of 
0.701. 

Regarding habitual following, 54.8% (219 respondents) rarely followed out 
of habit, 20.3% (81 respondents) sometimes, and 25.0% (100 respondents) 
always, resulting in a mean of 1.70 and a standard deviation of 0.843. 
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For curiosity-driven visits, 50.7% (203 respondents) rarely visited, 37.8% 
(151 respondents) sometimes, and 11.5% (46 respondents) always, with a 
mean of 1.61 and a standard deviation of 0.685. 

Lastly, for the belief in the importance and benefit of the page, 19.3% (77 
respondents) rarely used it, 33.0% (132 respondents) sometimes, and 47.8% 
(191 respondents) always, with a mean of 2.29 and a standard deviation of 
0.768. 

Gratifications 

types 
Statement Oppose Neutral Agree Mean 

Std. 
Deviation 

Social 

It helps me to 
act in different 

religious 
situations 

22 
(5.5%) 

128 
(32.0%) 

250 
(62.5%) 

2.57 0.597 

I get topics to 
discuss with 

others 

48 
(12.0%) 

189 
(47.3%) 

163 
(40.8%) 

2.29 0.668 

It provides me 
with solutions 

to the problems 
I face 

31 
(7.8%) 

161 
(40.3%) 

208 
(52.0%) 

2.44 0.635 

Content 

It makes me 
form my 

opinion about 
the religious 
issues raised 

30 
(7.5%) 

148 
(37.0%) 

222 
(55.5%) 

2.48 0.633 

It makes me 
feel more 

confident in 
myself 

60 
(15.0%) 

168 
(42.0%) 

172 
(43.0%) 

2.28 0.709 

It provides me 
with religious 

knowledge and 
information 

16 
(4.0%) 

116 
(29.0%) 

268 
(67.0%) 

2.63 0.56 

Process 
 

It makes me 
feel relaxed and 

peaceful 

89 
(22.3%) 

159 
(39.8%) 

152 
(38.0%) 

2.16 0.761 
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It makes me 
feel closer to 

God 

61 
(15.3%) 

152 
(38.0%) 

187 
(46.8%) 

2.32 0.723 

I feel happy 
when I discover 
a solution to my 

problem 

39 
(9.8%) 

132 
(33.0%) 

229 
(57.3%) 

2.48 0.667 

It helps me fill 
my free time 
productively 

87 
(21.8%) 

189 
(47.3%) 

124 
(31.0%) 

2.09 0.721 

Make me not 
feel alone 

129 
(32.3%) 

184 
(46.0%) 

87 
(21.8%) 

1.9 0.728 

Satisfy my 
curiosity 

81 
(20.3%) 

194 
(48.5%) 

125 
(31.3%) 

2.11 0.71 

Table 4: Gratifications of using Dar Al Ifta's Facebook page 

The survey responses reveal important insights into the different aspects of 
religious engagement, categorized into social, content, and process 
gratifications. 

Social Gratifications : 

   -  Acting in Different Religious Situations: 62.5% (250 respondents) agree 
that the page helps them act in different religious situations, while 32.0% 
(128 respondents) remain neutral, and 5.5% (22 respondents) oppose this 
view. The mean score for this statement is 2.57 with a standard deviation of 
0.597. 

   -  Discussion Topics: 40.8% (163 respondents) agree that the page provides 
them with topics to discuss with others, 47.3% (189 respondents) are 
neutral, and 12.0% (48 respondents) oppose this idea. This yields a mean of 
2.29 and a standard deviation of 0.668. 

   -  Solutions to Problems: A majority of 52.0% (208 respondents) agree that 
the page offers solutions to problems they face, 40.3% (161 respondents) 
are neutral, and 7.8% (31 respondents) oppose this, resulting in a mean of 
2.44 and a standard deviation of 0.635. 

Content Gratifications: 
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   -  Forming Opinions on Religious Issues: 55.5% (222 respondents) agree 
that the page helps them form opinions on religious issues, with 37.0% (148 
respondents) remaining neutral and 7.5% (30 respondents) opposing. The 
mean here is 2.48, with a standard deviation of 0.633. 

   -  Confidence Boost: About 43.0% (172 respondents) feel more confident 
in themselves because of the content, 42.0% (168 respondents) are neutral, 
and 15.0% (60 respondents) disagree, leading to a mean of 2.28 and a 
standard deviation of 0.709. 

   -  Religious Knowledge and Information: A significant 67.0% (268 
respondents) agree that the page provides them with religious knowledge, 
29.0% (116 respondents) are neutral, and only 4.0% (16 respondents) 
oppose, resulting in a mean of 2.63 and a standard deviation of 0.56. 

Process Gratifications : 

   -  Relaxation and Peace: 38.0% (152 respondents) find the page makes 
them feel relaxed and peaceful, while 39.8% (159 respondents) are neutral, 
and 22.3% (89 respondents) oppose this, resulting in a mean of 2.16 and a 
standard deviation of 0.761. 

   -  Feeling Closer to God: 46.8% (187 respondents) agree that the page 
helps them feel closer to God, 38.0% (152 respondents) are neutral, and 
15.3% (61 respondents) oppose this view, with a mean of 2.32 and a 
standard deviation of 0.723. 

   -  Happiness from Discovering Solutions: 57.3% (229 respondents) feel 
happy when they discover a solution to their problem through the page, 
33.0% (132 respondents) are neutral, and 9.8% (39 respondents) oppose 
this, leading to a mean of 2.48 and a standard deviation of 0.667. 

   -  Productive Use of Free Time: 31.0% (124 respondents) agree that the 
page helps them fill their free time productively, 47.3% (189 respondents) 
remain neutral, and 21.8% (87 respondents) oppose this, resulting in a mean 
of 2.09 and a standard deviation of 0.721. 

   -  Feeling of Companionship: Only 21.8% (87 respondents) agree that the 
page makes them not feel alone, whereas 46.0% (184 respondents) are 
neutral, and 32.3% (129 respondents) oppose, resulting in a mean of 1.90 
and a standard deviation of 0.728. 
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   -  Satisfying Curiosity: 31.3% (125 respondents) agree that the page 
satisfies their curiosity, 48.5% (194 respondents) are neutral, and 20.3% (81 
respondents) oppose this, yielding a mean of 2.11 and a standard deviation 
of 0.71. 

4. Religious Knowledge 

Question 
'Wrong 
answer' 

'Right 
answer'' 

'Not 
Know' 

Taking care of children’s health is a legal 
duty 

4 396 1 

Divorced woman may reside with her 
ex-husband 

27 256 117 

Permissible to practice violence against 
the wife 

5 357 38 

Congratulating on marriage 
recommended by Islamic law 

10 357 33 

Prophet sewed his garment and mended 
his sandals 

4 392 4 

Pleasure given to divorced woman after 
consummation 

265 31 104 

Astrologers lying is a noble hadith of the 
Prophet 

122 139 139 

Prophet's words about love meant for 
Khadija 

74 251 75 

Making food for mourners permissible 
by Islamic law 

31 306 63 

Purity required for touching the Holy 
Qur’an 

85 226 89 

Criticizing others to remove injustice is 
permissible 

60 236 104 

Zakat is obligatory on the wealth of a 
sane adult Muslim 

207 141 52 
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Question 
'Wrong 
answer' 

'Right 
answer'' 

'Not 
Know' 

Forging medical certificates for leave is 
sinful 

55 304 41 

Visitor must ask permission before 
visiting 

18 367 15 

Depositing money in banks and taking 
profits is permissible 

93 209 98 

A Muslim may perform ruqyah for 
himself lawfully 

8 361 31 

Seeking supplication from the 
Messenger of God is recommended 

132 182 86 

Applying names like 'Hakim' for God is 
permissible 

102 204 94 

Praying in mosques with shrines of 
saints is permissible 

69 209 122 

Using 'Eid' for days of goodness and 
happiness is permissible 

54 247 99 

Reading from the Qur’an during prayer 
is permissible 

44 288 68 

Praying in absentia for Corona victims is 
permissible 

8 313 79 

Paying zakat money to a poor brother is 
permissible 

25 316 59 

Delegating Hajj to someone else when 
sick is permissible 

29 247 124 

Table 5: Religious Knowledge 

The survey responses reveal insights into various Islamic beliefs and 
practices. For the statement "Taking care of children’s health is a legal duty", 
a vast majority, 98.8% (396 respondents), agreed it was right, while only 
1.0% (4 respondents) considered it wrong. Another respondent did not 
know, indicating widespread consensus on this belief. 
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In response to whether "A divorced woman may reside with her ex-
husband", 63.8% (256 respondents) agreed, 6.7% (27 respondents) 
disagreed, and 29.2% (117 respondents) were not sure. This suggests a 
majority belief in the legality of such cohabitation during the waiting period 
of divorce. 

Regarding the permissibility of "Practicing violence against the wife", 89.0% 
(357 respondents) disagreed with the statement, reflecting a strong 
consensus against this practice. 1.2% (5 respondents) thought it was 
permissible, and 9.5% (38 respondents) did not know. 

For the statement "Congratulating on marriage is recommended by Islamic 
law", an overwhelming 89.0% (357 respondents) agreed, indicating a 
common understanding of this practice as recommended. 2.5% (10 
respondents) disagreed, and 8.2% (33 respondents) were not sure. 

In the context of the Prophet’s domestic life, 97.8% (392 respondents) 
rightly believed that "The Prophet sewed his garment and mended his 
sandals". Only 1.0% (4 respondents) disagreed, and another 1.0% (4 
respondents) were unsure. 

On the topic of "Pleasure given to divorced woman after consummation", a 
significant 66.1% (265 respondents) disagreed with the statement, 7.7% (31 
respondents) agreed, and 25.9% (104 respondents) were not sure, reflecting 
a diversity of opinions on this issue. 

When asked about the hadith "Astrologers lying is a noble hadith of the 
Prophet", opinions were evenly split with 34.7% (139 respondents) agreeing, 
30.4% (122 respondents) disagreeing, and 34.7% (139 respondents) not 
knowing, indicating varied interpretations of this hadith. 

The statement "Prophet's words about love meant for Khadija" saw 62.6% 
(251 respondents) in agreement, affirming a common belief in the Prophet's 
love for his wife Khadija. 18.5% (74 respondents) disagreed, and 18.7% (75 
respondents) were unsure. 

On the matter of "Making food for mourners", 76.3% (306 respondents) 
agreed it was permissible, indicating a widespread acceptance of this 
practice. 7.7% (31 respondents) disagreed, and 15.7% (63 respondents) 
were not sure. 

Regarding "Purity required for touching the Holy Qur’an", a majority of 
56.4% (226 respondents) agreed with the statement, while 21.2% (85 
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respondents) disagreed, and 22.2% (89 respondents) were unsure, showing 
diverse opinions on this religious practice. 

4. The trust on Dar Al Ifta's Facebook page : 

Trust Level Frequency Percent 

Weak 33 8.4% 

Medium 107 26.8% 

Strong 260 64.8% 

Total 400 100.0% 

Mean 2.57 

Std. Deviation .641 

Table 6: The trust on Dar Al Ifta's Facebook page 

the survey data reveals a diverse range of trust levels among the 
respondents. Among the valid responses, a small segment, 8.4% (33 
respondents), expressed 'Weak' trust in the information provided. This was 
the smallest group in terms of trust. A significant portion, 26.8% (107 
respondents), rated their trust level as 'Medium'. The majority of 
respondents, 65.0% (260 individuals), demonstrated a 'Strong' level of trust 
in the content, marking a clear inclination towards higher trust among the 
audience. 
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Statement Oppose Neutral Agree Mean 
Std. 

Deviation 

It is based on the 
authentic sources of 

Islam 
13 (3.3%) 

122 
(30.5%) 

265 
(66.3%) 

2.63 0.547 

Topics are presented in 
a simplified manner 

0 
88 

(22.0%) 
312 

(78.0%) 
2.78 0.415 

Satisfy my desire for 
religious knowledge 

32 (8.0%) 
171 

(42.8%) 
197 

(49.3%) 
2.41 0.635 

Spreading false 
information 

269 
(67.3%) 

87 
(21.8%) 

44 
(11.0%) 

2.56 0.684 

It displays terms that 
are incomprehensible to 

me 

304 
(76.0%) 

92 
(23.0%) 

4 (1.0%) 2.75 0.456 

It is characterized by 
neutrality in presenting 
opinions and schools of 

thought 

46 
(11.5%) 

146 
(36.5%) 

208 
(52.0%) 

2.4 0.687 

Not providing sufficient 
evidence 

223 
(55.8%) 

101 
(25.3%) 

76 
(19.0%) 

2.37 0.784 

I trust it more than any 
other means 

56 
(14.0%) 

130 
(32.5%) 

214 
(53.5%) 

2.4 0.721 

Provides contradictory 
information 

302 
(75.5%) 

78 
(19.5%) 

20 (5.0%) 2.71 0.556 

Do not link religion to 
contemporary issues 

248 
(62.0%) 

127 
(31.8%) 

25 (6.3%) 2.56 0.61 

It presents multiple 
jurisprudential opinions 
and schools of thought 

35 (8.8%) 
155 

(38.8%) 
210 

(52.5%) 
2.44 0.65 

Spreading destructive 
and deviant ideas 

344 
(86.0%) 

51 
(12.8%) 

5 (1.3%) 2.85 0.393 

Table 7: The trust on religious content and presentation 

The survey responses provide an insightful overview of participants' 
perceptions regarding various aspects of religious content and presentation. 
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 Authenticity and Clarity in Religious Information:  

- A significant 66.3% agree that the information is based on authentic Islamic 
sources, indicating a high level of trust in the source material's religious 
accuracy. 

- The presentation style is well-received, with 78% agreeing that topics are 
presented in a simplified manner, suggesting effectiveness in making 
religious content accessible. 

- However, 49.3% feel that their desire for religious knowledge is satisfied, 
while a notable 42.8% remain neutral, indicating that while the content is 
accessible, it might not fully meet the deeper knowledge needs of all 
individuals. 

 Concerns About Misinformation and Ambiguity:  

- The majority, 67.3%, oppose the notion that the content spreads false 
information, showing confidence in its truthfulness. 

- A significant 76% oppose the statement that it displays incomprehensible 
terms, indicating clarity in language and terminology. 

- Despite this, opinions are divided on whether the content is characterized 
by neutrality in presenting different opinions and schools of thought, with 
52% agreeing and 48% either opposing or remaining neutral, highlighting 
some concerns about potential bias or lack of comprehensive coverage. 

 Trust and Relevance:  

- Over half of the respondents (53.5%) trust this religious content more than 
any other means, which underscores its importance and credibility in their 
religious understanding. 

- Conversely, there is a sentiment that the content does not sufficiently link 
religion to contemporary issues (61.8% oppose this statement), suggesting a 
gap in addressing modern-day relevance. 

- Opinions are also divided on whether it presents multiple jurisprudential 
opinions, with 52.5% agreeing, indicating a moderate level of inclusivity in 
representing diverse religious perspectives. 

 Concerns about Negative Influence:  
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- A vast majority (86%) oppose the idea that the content spreads destructive 
and deviant ideas, reinforcing the perception of its positive influence. 

- Similarly, the majority (75.5%) do not find the information contradictory, 
indicating consistency in the content. 

 5. Engagement with Posts:  

Description Statistics 

No Engagement 146 (36.5%) 

Sometimes 158 (39.5%) 

Always 96 (24.0%) 

Total Respondents 400 (100%) 

Mean Engagement 1.8750 

Standard Deviation 0.76867 

Table 8: user engagement with Dar Al-Iftaa's Facebook page 

The survey data on user engagement with Dar Al-Iftaa's Facebook page 
presents a varied picture of interaction levels. Of the total 400 respondents, 
a substantial 36.5% (146 individuals) indicated 'No Engagement' with the 
page's content. This suggests a significant portion of the audience is not 
actively interacting with the posts. In contrast, the largest segment of 
respondents, 39.5% (158 individuals), reported engaging with the page 
'Sometimes', indicating occasional interaction. Additionally, a notable 24.0% 
(96 respondents) indicated they 'Always' engage with the page, showcasing 
a dedicated and regularly interacting user base. Collectively, these 
responses bring the total engagement rate to 100%. The mean engagement 
score calculated from this data is 1.8750, which leans more towards 
occasional engagement rather than constant interaction. The standard 
deviation of 0.76867 in this context points to a moderate variation in the 
engagement levels among the respondents, reflecting the diverse nature of 
the audience’s interaction with the page. 
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User Action Rarely Sometimes Always N Valid Mean 
Std. 

Deviation 

Like 
47 

(11.8%) 
97 (24.3%) 

141 
(35.3%) 

400 0.6475 0.47835 

Read the 
comments 

36 
(9.0%) 

149 
(37.3%) 

104 
(26.0%) 

400 0.2875 0.45316 

Share the 
post 

113 
(28.2%) 

148 
(37.0%) 

28 
(7.0%) 

400 0.3425 0.47514 

Save the post 
137 

(34.3%) 
129 

(32.3%) 
23 

(5.8%) 
400 0.5725 0.49534 

Upload 
videos/photos 

178 
(44.5%) 

78 (19.5%) 
33 

(8.3%) 
400 0.5425 0.49881 

Tag friends 
175 

(43.8%) 
85 (21.3%) 

29 
(7.2%) 

400 0.6 0.49051 

Write 
comments 

187 
(46.8%) 

73 (18.3%) 
29 

(7.2%) 
400 0.4175 0.49376 

Copy/send to 
friends 

143 
(35.8%) 

117 
(29.3%) 

25 
(6.3%) 

400 0.67 0.4708 

Table 9: User Engagement Actions 

The survey data reveals interesting patterns in how participants interact 
with posts on a religious content platform, shedding light on their types of 
interactions they prefer.  

- Liking Posts:  The majority of respondents (35.3%) always like the posts, 
while a significant number (24.3%) sometimes do, and a smaller group 
(11.8%) rarely likes them. This suggests a high level of engagement and 
positive reception towards the content. 

-  Reading Comments:  A substantial 37.3% sometimes read the comments, 
while 26.0% always do, and 9.0% rarely engage in this way. This indicates a 
moderate to high level of interest in the community's reactions and 
discussions. 

-  Sharing Posts:  Sharing behavior is more varied, with 37.0% doing so 
sometimes, but only 7.0% always share the posts, and 28.2% rarely share. 
This suggests a selective sharing pattern among users. 
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-  Saving Posts:  Users save posts fairly regularly, with 34.3% doing so rarely 
and 32.3% sometimes. Only 5.8% always save posts, indicating a more 
occasional need to refer back to the content. 

 User-Generated Actions:  

-  Videos or Photos:  A significant 44.5% rarely download videos or photos, 
while 19.5% sometimes do, and only 8.3% frequently engage in this activity.  

-  Tagging Friends:  Similar to uploading content, a large portion (43.8%) 
rarely tags friends, with 21.3% sometimes and 7.2% always tagging. This 
reflects moderate social sharing within personal networks. 

-  Writing Comments:  A notable 46.8% rarely write comments, with 18.3% 
sometimes and 7.2% always engaging in commenting. This implies a 
relatively low level of active engagement in discussions. 

-  Copying and Sending Posts to Friends:  Half of the users (50.2%) rarely 
copy and send posts to friends, while 29.3% do so sometimes, and only 6.3% 
frequently engage in this manner. 

Overall, the survey indicates that while there is a consistent level of 
engagement with content in terms of liking and reading comments, active 
participation such as sharing, content creation, and discussion involvement 
is more selective and occasional. This highlights a pattern where users are 
more likely to consume content passively rather than actively contribute or 
propagate it within their networks. 

 

 

 

 

 

 

 

 

 

 



 

                
2041 

6. Improvements of Dar Al-Iftaa's Facebook page: 

Improvement Area No Yes Total Mean 
Std. 

Deviation 

Increase diversity in 
content 

141 
(35.3%) 

259 
(64.8%) 

400 0.65 0.48 

Increase live 
broadcasting with 
religious scholars 

285 
(71.3%) 

115 
(28.7%) 

400 0.28 0.458 

Develop page layout 
263 

(65.8%) 
137 

(34.3%) 
400 0.34 0.48 

Launching an 
application on 
mobile phones 

171 
(42.8%) 

229 
(57.3%) 

400 0.57 0.49 

Organizing online 
educational courses 

183 
(45.8%) 

217 
(54.3%) 

400 0.54 0.49 

Providing personal 
consultation service 

160 
(40.0%) 

240 
(60.0%) 

400 0.6 0.49 

Organizing 
competitions and 

events 

233 
(58.3%) 

167 
(41.8%) 

400 0.41 0.49 

Improving response 
to inquiries 

132 
(33.0%) 

268 
(67.0%) 

400 0.67 0.47 

Creating a digital 
library 

139 
(34.8%) 

261 
(65.3%) 

400 0.65 0.47 

Table 10: Improvements of Dar Al-Iftaa's Facebook page 

 

The survey data presents insights into the preferences and opinions of 
respondents regarding potential improvements and additions to a religious 
content platform. The focus is on various aspects such as content diversity, 
live broadcasting, technical development, educational offerings, personal 
consultation services, interactive events, response efficiency, and digital 
resources. 



 

 
2042 2042 

1.  Increase Diversity in Content: a significant majority (64.8%) support 
increasing content diversity, indicating a desire for a broader range of topics 
or perspectives within the religious content offered. 

2.  Increase Live Broadcasting with Religious Scholars: this idea receives less 
support, with only 28.7% in favor. The majority (71.3%) do not see the need 
for more live broadcasts with religious scholars, suggesting either 
satisfaction with current offerings or a preference for other content formats. 

3.  Develop Page Layout: about 34.3% of respondents support improving the 
page layout, while a larger group (65.8%) does not see it as a priority. This 
may indicate satisfaction with the current user interface or a focus on 
content over aesthetics. 

4.  Launching an Application on Mobile Phones: a notable 57.3% favor 
launching a mobile application, reflecting a trend towards mobile access and 
the convenience it offers for engaging with religious content. 

5.  Organizing Online Educational Courses on Specific Religious Topics: a 
slight majority (54.3%) support this idea, indicating an interest in structured, 
topic-specific learning opportunities. 

6.  Providing a Personal Consultation Service: the idea of personal 
consultation services via private messages or online sessions is popular, with 
60% in favor. This suggests a demand for more personalized and direct 
engagement with religious content and guidance. 

7.  Organizing Competitions and Events Through the Page: this idea receives 
moderate support, with 41.8% in favor. It suggests a potential interest in 
more interactive and community-building activities, though not as high a 
priority as other features. 

8.  Improving the Speed of Responding to Inquiries and Suggestions: a 
significant 67% of respondents want improvements in the speed of response 
to inquiries and suggestions, indicating a desire for more efficient 
communication and engagement from the platform. 

9.  Create a Digital Library of Religious Books and Resources: q majority of 
65.3% support creating a digital library, indicating a strong interest in having 
accessible religious books and resources, which aligns with the trend 
towards digital media consumption. 
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In summary, the survey reflects a clear interest in more diverse content, 
mobile access, personalized services, and efficient communication. While 
there's moderate interest in interactive events and structured online 
courses, less emphasis is placed on live broadcasts and page layout 
development. The data suggests that users are looking for a more 
personalized, convenient, and resource-rich experience in engaging with 
religious content online. 

Results: 

Questions’ Results: 

Regarding the first research question: What are the uses and gratifications 
obtained by the followers of Egypt's Dar Al Ifta's Facebook page? 

The data on the uses and gratifications of followers of Egypt's Dar Al Ifta's 
Facebook page reveals a multifaceted needs pattern. Regarding cognitive 
needs, the page primarily serves as a valuable resource for increasing 
religious knowledge and information, as reflected by a mean score of 2.23, 
suggesting that followers often use the page for this purpose. 
Understanding religion's opinion on Fatwas is particularly significant, with a 
higher mean of 2.58, indicating frequent consultation for religious edicts. 
The page is also utilized for understanding broader religious issues and 
obtaining viewpoints on contemporary issues, with respective mean scores 
of 2.33 and 2.42. However, using the page for making comparisons between 
different opinions or viewing Islamic events and occasions is less frequent, 
although still prevalent. 

In terms of tension release, the page seems to play a more moderate role. It 
is used as part of general social media activity and for seeking comfort and 
calm, with both purposes scoring a mean of 1.80. Interestingly, the page is 
less frequently used as an escape from daily life problems, indicating a more 
purpose-driven use rather than merely for diversion or escapism. 

The gratifications obtained from the page are diverse. Socially, the page is 
highly valued for providing solutions to religious situations, offering 
discussion topics, and aiding in resolving personal problems, as evidenced by 
the strong agreement in these areas. In terms of content, it is instrumental 
in helping followers form opinions on religious issues, boosting confidence, 
and enhancing religious knowledge, with a particularly high agreement on 
the latter. Process-related gratifications, such as feeling relaxed and 
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peaceful, feeling closer to God, and discovering solutions, also score highly. 
However, the aspect of not feeling alone through the page's interaction 
scored lower, suggesting that while the page is a source of information and 
learning, it may not significantly contribute to social companionship. 

Overall, the data portrays Egypt's Dar Al Ifta's Facebook page as a significant 
online religious resource that caters to a variety of user needs, ranging from 
informational and educational to emotional and spiritual. The page not only 
serves as a platform for religious enlightenment and guidance but also as a 
medium for personal growth, relaxation, and a sense of community among 
its followers. 

As for the second research question: Do gratifications obtained from Egypt's 
Dar Al Ifta's Facebook page differ by demographic characteristics such as 
gender, age, education, residential area, and income? The results are as 
follows: 

 

(I) The 
Age 

(J) The 
Age 

Mean 
Difference 

(I-J) 
Std. Error Sig. 

95% CI 
Lower 
Bound 

95% CI 
Upper 
Bound 

18 – less 
than 30 

30 – less 
than 40 

.06134 .05983 .306 -.0563 .1790 

18 – less 
than 30 

40 – less 
than 50 

-.13040 .07977 .103 -.2872 .0264 

18 – less 
than 30 

50 and 
more 

-.06902 .11207 .538 -.2894 .1513 

30 – less 
than 40 

18 – less 
than 30 

-.06134 .05983 .306 -.1790 .0563 

30 – less 
than 40 

40 – less 
than 50 

-.19174* .07101 .007 -.3313 -.0521 

30 – less 
than 40 

50 and 
more 

-.13036 .10601 .220 -.3388 .0780 

40 – less 
than 50 

18 – less 
than 30 

.13040 .07977 .103 -.0264 .2872 

40 – less 
than 50 

30 – less 
than 40 

.19174* .07101 .007 .0521 .3313 
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(I) The 
Age 

(J) The 
Age 

Mean 
Difference 

(I-J) 
Std. Error Sig. 

95% CI 
Lower 
Bound 

95% CI 
Upper 
Bound 

40 – less 
than 50 

50 and 
more 

.06138 .11842 .605 -.1714 .2942 

50 and 
more 

18 – less 
than 30 

.06902 .11207 .538 -.1513 .2894 

50 and 
more 

30 – less 
than 40 

.13036 .10601 .220 -.0780 .3388 

50 and 
more 

40 – less 
than 50 

-.06138 .11842 .605 -.2942 .1714 

Table 11: Mean Gratifications by Age Group 

Using One-way ANOVA (LSD), the analysis of gratifications obtained from 
Egypt's Dar Al Ifta's Facebook page, segmented by different age groups 
(table 11), reveals an intriguing pattern. When examining the mean 
gratifications across four distinct age brackets (18 – less than 30, 30 – less 
than 40, 40 – less than 50, and 50 and more), the results suggest that these 
gratifications generally remain consistent across most age groups, with one 
notable exception. A significant difference in mean gratifications is observed 
between the age groups of 30 – less than 40 and 40 – less than 50 years. 
Specifically, individuals in the 30-40 age range experience gratifications 
differently compared to those in the 40-50 age group, as indicated by a 
significant mean difference that stands out at the 0.05 level. However, for all 
other age group comparisons, the differences in gratifications are not 
statistically significant. This implies that, apart from the highlighted 
difference between these two specific age groups, the extent to which 
followers derive gratification from the Dar Al Ifta's Facebook page does not 
significantly vary with age. Overall, the data suggests that age, in general, 
does not have a major impact on the levels of gratification received from the 
page's content, underscoring a broad appeal across diverse age groups. 
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Type N Mean Std. Deviation 
Std. Error 

Mean 

Male 192 2.4748 .42818 .03090 

Female 208 2.1603 .50662 .03513 

Independent Samples Test 

Levene's Test - 
F 

Sig. t-test - t df Sig. (2-tailed) 

1.740 .188 6.679 398 .000 

Table 12: Gratification Scores by Gender 

The statistical analysis of the gratifications obtained from Egypt's Dar Al 
Ifta's Facebook page, segmented by gender (table 12), reveals a distinct 
difference in the level of gratification experienced between male and female 
followers. From the Group Statistics, we observe that male participants (192 
in number) report a higher average gratification score of 2.4748, with a 
standard deviation of .42818. In contrast, female participants (208 in 
number) show a lower average score of 2.1603, with a standard deviation of 
.50662. This distinction in mean scores is further validated by the 
Independent Samples Test. 

The Levene's Test for Equality of Variances yields a p-value of .188, 
indicating that the variance in gratification scores between the two groups is 
statistically similar, allowing for a direct comparison of means. The 
subsequent t-test for Equality of Means confirms a significant difference in 
gratifications between genders. With a t-value of 6.679 and a highly 
significant two-tailed p-value of .000, it is evident that the disparity in mean 
gratification scores is not due to chance. The mean difference, standing at 
.31457, is accompanied by a 95% confidence interval ranging from .22198 to 
.40716, which points to a higher level of gratifications reported by male 
followers compared to their female counterparts. In essence, the analysis 
conclusively shows that gender impacts the degree of gratification obtained 
from Egypt's Dar Al Ifta's Facebook page, with males experiencing a greater 
level of gratification than females. This gender-based variation highlights the 
differential engagement or reception of the page’s content among its male 
and female audience. 
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Source 
Sum of 
Squares 

df 
Mean 

Square 
F Sig. 

Between 
Groups 

1.479 2 .740 3.041 .049 

Within 
Groups 

96.548 397 .243   

Total 98.027 399    

Multiple Comparisons 

(I) Type of 
Education 

(J) Type of 
Education 

Mean 
Difference 

(I-J) 

Std. 
Error 

Sig. 

95% 
CI 

Lower 
Bound 

95% 
CI 

Upper 
Bound 

governmental private -.06931 .07621 .364 -.2191 .0805 

governmental Azhar .09625 .05321 .071 -.0084 .2009 

private governmental .06931 .07621 .364 -.0805 .2191 

private Azhar .16556* .07556 .029 .0170 .3141 

Azhar governmental -.09625 .05321 .071 -.2009 .0084 

Azhar private -.16556* .07556 .029 -.3141 -.0170 

Table 12: ANOVA and Multiple Comparisons - Mean Gratifications by Type 
of Education 

The analysis of gratification levels obtained from Egypt's Dar Al Ifta's 
Facebook page (table 12), categorized by the type of education, reveals 
significant differences among various educational backgrounds. The ANOVA 
results indicate a statistically significant variation in gratification scores 
across different educational groups, as evidenced by an F-value of 3.041 and 
a p-value of .049. This suggests that the type of education indeed plays a 
role in how followers perceive and experience gratifications from the page. 

Delving deeper into these differences, the Multiple Comparisons using the 
LSD method show a particularly notable distinction between followers with 
private and Azhar educational backgrounds. Specifically, those with an Azhar 
education report a significantly higher level of gratification compared to 
individuals with a private education background, marked by a mean 



 

 
2048 2048 

difference of .16556 with a significance level of .029. However, such 
significant differences are not observed when comparing governmental 
education with either private or Azhar types, indicating that the disparity in 
gratifications is predominantly between the private and Azhar groups. In 
essence, while the overall gratification levels vary significantly across 
different educational types, the most pronounced difference is between the 
Azhar and private education groups, highlighting the unique impact of 
educational background on how followers engage with and benefit from the 
content on Egypt's Dar Al Ifta's Facebook page. 

Hypotheses’ Results: 

Based on the results of the Pearson correlation analysis, we can address the 
hypothesis: "As followers' level of trust in religious information presented 
on a Facebook page increases, the level of religious knowledge among its 
followers will increase." 

The correlation coefficient between the level of trust in the religious 
information on the Dar Al-Iftaa Facebook page and the level of religious 
knowledge among its followers is .111, which is statistically significant with a 
p-value of .026. This positive correlation coefficient indicates that there is 
indeed a relationship between these two variables in the expected direction. 
In other words, as the level of trust in religious information increases, there 
is a corresponding increase in the level of religious knowledge among the 
followers.  

Regarding the first hypothesis which is that the level of religious knowledge 
among followers of the Dar Al-Iftaa Facebook page positively influences the 
degree of gratification they receive from the page, the positive correlation 
of .186, though relatively weak, supports the hypothesis that an increase in 
the level of religious knowledge among followers is associated with a higher 
degree of gratification received from the Dar Al-Iftaa Facebook page. While 
the correlation is statistically significant, the strength of the relationship is 
not strong (indicated by a correlation coefficient of .186). This suggests that 
while religious knowledge does have a positive influence on the degree of 
gratification received, it might not be the only or the most influential factor. 

The second hypothesis is “As the intensity of exposure to religious content 
on Egypt's Dar Al Ifta's Facebook page increases, the level of religious 
knowledge among its followers will increase”. The Pearson Correlation was 
conducted between the intensity of exposure to religious content and the 
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level of religious knowledge. The score is .143. This value signifies a positive 
relationship, suggesting that an increase in exposure to religious content is 
associated with an increase in the level of religious knowledge among 
followers. The Sig. (2-tailed) value is .004, which is less than the 0.01 level. 
This indicates that the correlation is statistically significant, implying that the 
observed positive relationship between exposure to religious content and 
religious knowledge is unlikely to be due to chance. 

The Pearson Correlation between the extent of interaction with Dar Al-
Iftaa’s Facebook page posts and the level of religious knowledge is .166. This 
value indicates a positive relationship between the two variables, suggesting 
that as interaction with the page increases, so does the level of religious 
knowledge among its followers. The Sig. (2-tailed) value is .001, which is 
much lower than the standard alpha level of 0.05 and even below the more 
stringent 0.01 level. This indicates that the correlation found is statistically 
significant and not likely due to random chance. In other words, increased 
engagement with the page’s posts is associated with higher levels of 
religious knowledge among the followers. 

The interview: 

To have a close look into the practices of The Impact of Egypt's Dar Al Ifta's 
Facebook page on the level of religious knowledge among its followers, we 
interviewed Dr. Ahmed Abo Al Azm, the director of Dar Al Ifta’s social media. 
He clarified many points:  

They created social media pages with an approach to make things easier for 
people, reach them in the easiest and fastest way, and go to them wherever 
they are. Each platform has an appropriate way of working for it according 
to the capabilities offered by the platform, they focus on Facebook because 
it is the most used platform in Egypt on social media. 

Abo Al Azm said: “We are followed by participants from more than 150 
countries. Our role as Dar Al Ifta is the fatwas, but we do not focus on them 
only, because people need more than that regarding their psychological and 
social life and other topics, so we work on more than the fatwas on our 
pages. We care about fatwas, doaa, morals, social interactions, and others, 
for the pages to be balanced and sufficient, so people do not need to visit 
other pages, especially the pages of extremist groups”. 
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Regarding their plans, they have developed a plan for the long and short 
term. For example, during the year, they will work on family fatwas. They 
focus on diversifying the forms of material and take advantage of all the 
possibilities offered by the platform. They publish videos, photos, text, live 
broadcasts, and opinion polls. Abo Al Azm clarified said: “At the beginning of 
each month, we plan for the month, the basics such as the morning and 
evening doaa, and other daily worship throughout the year. The topics of 
fatwas include the topic of the year, and we rely on the report of the 
monitoring unit - which monitors on a daily basis and around the clock - 
topics and events of interest to opinion. We prepare a treatment for the 
topic or event that is published on the same day or within several days, or 
we may prepare a full campaign for it over a month, depending on the type 
and topic of the event. We also follow series and television programs to 
monitor the issues they raise, and we develop a plan to address them in the 
short and long term”. 

Regarding achieving the required influence and interacting with the 
followers, he emphasized that social media is an interaction tool. He said: 
“We are not just a sender of the material, and the followers are the 
recipients only. Therefore, we care about following up on the comments and 
interacting with them to ensure that the message arrives correctly. If I 
publish a post and expect that it will be misunderstood, I correct the idea in 
the comments using Egyptian slang for more clarification. Sometimes, I go to 
other pages and find someone who asks for the opinion of Dar Al Iftaa on a 
particular topic, and I respond to it directly. We read all the comments, 
which takes two days or more for posts with high engagement. The Mufti 
himself closely follows the pages and the comments on them, and he may 
call me and ask why I did not respond to so-and-so in the comments or ask 
me to respond to someone with a specific idea and words that he tells me”. 

As for fatwas and posts that present Islamic Sharia, they go through several 
stages of scribes and revision, start with a specialist from the sheikhs to 
write the opinion or fatwa, then move to a unit to formulate it in a simplified 
way and abbreviate it appropriately, then they send it on a WhatsApp group 
that includes the mufti, his advisor, two of sheikhs, and a scientific advisor. 
They agreed from the outset that this group has a top priority, and a 
response should be within five minutes to be authorized to be published or 
modified quickly. 
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To confront rumors and erroneous opinions about the pages of Dar Al-Ifta; 
as a media center, they monitor any post that is not affiliated with them to 
discredit it and clarify the correct matter. They have also provided the pages 
with property rights regarding photos and videos. Any infringement or 
distortion of the posts is monitored directly. 

Limitations and Recommendations  

Despite the useful insights that this research has generated, it does have a 
number of limitations, some of which represent opportunities for further 
research, especially in Islamic institutions, both practices and effects in the 
online space. 

More specifically, the main limitations are the focus on only one institution 
in Egypt; the focus on the impact of social media communication, as 
opposed to uses of social media; the use of a quantitative survey approach. 
To address these limitations and to undertake a wider exploration of the 
use, role, and impact of Islamic institutions in social media, we offer a 
number of suggestions for future research: 

Further in-depth analysis of why Islamic institutions use social media, 
offering the opportunity to explore the relationship between mission and 
social media strategies and communication styles, as a basis for the 
development of stronger theoretical models. 

An exploration of the use of social media by Islamic institutions in different 
countries in the world. 

Developing an understanding of how Islamic institutions share practice and 
learn to target their social media activities. 

The availability, nature, and evaluation of training and development in social 
media communication for Islamic leaders. 

 

 

 

 

 

 



 

 
2052 2052 

References 

1. Alamri, W. A. (2019). Effectiveness of qualitative research methods: Interviews 
and diaries. International Journal of English and Cultural Studies, 2(1), 65-70. 
Retrieved from: https://doi.org/10.11114/ijecs.v2i1.4302 

2. Ali A. Al-Kandari and Ali Dashti. Fatwa and the internet: a study of the influence 
of Muslim religious scholars on internet diffusion in Saudi Arabia. Prometheus. Vol. 
32(2):127-144. DOI: 10.1080/08109028.2014.998929 

3. Brubaker and Haigh (2017). "The Religious Facebook Experience: Uses and 
Gratifications of Faith-Based Content." DOI: 10.1177/2056305117703723. 

4. Campbell, 2012. Published by Statista Research Department, & 28, A. (2022, April 
28). Number of social media users 2025. Statista. Retrieved May 20, 2022, from 
https://www.statista.com/statistics/278414/number-of-worldwide-social-network-
users/ 

5. Chukwuma, Okechukwu. (2018). Communicating for the Advancement of 
Religious Knowledge Through Social Media 1. 8-13. 

6. Dina Mohamed Basiony. Beyond Political Islam: Exploring Discourses and Uses of 
Three Popular Global Islamic Social Media Initiatives. Master of Arts Thesis, 
Department of Journalism and Mass Communication, Fall 2013. Supervised by Dr. 
Mohamad Elmasry. 

7. Ismail Sheikh Yusuf Dhaha & Abdikarim Barqadle Igale. Facebook Usage among 
Somali Youth: A Test of Uses and Gratifications Approach. International Journal of 
Humanities and Social Science, Vol. 3, No. 3, February 2013. 

8. Mohamed Fouad. Religious Information Seeking Through Social Networks by 
Arab Youth and Its Relation With Religious Awareness, Culture of Tolerance and 
Renouncing Violence. A Field Study, 2018. 

9. Mustafa, M., Zulkiple, Z., Abdul Rahim, A. R., Roslizawati, R., Azdi, W., & Zainol, Z. 
(2013). Facebook as Social Media Tools among Muslim Youths in Malaysia. 
American International Journal of Social Science, 2(8). 

10. Nesma Hussein Hassan Al-Laithi. "The Use of Social Networking Sites and Their 
Role in Developing Knowledge of Religious Beliefs among Egyptian Women: 
'Facebook as a Model'." An Empirical Study submitted to obtain the Master’s 
degree in Journalism and Publishing, 2019. 



A scientific journal issued by Al-Azhar University, Faculty of Mass Communication

Journal of Mass Communication Research «J M C R»

International Standard Book Number «Paper Edition»9297- 1110

International Standard Book Number “Electronic Edition” 2682- 292X

Deposit - registration number at Darelkotob almasrya /6555

Issue 69  January 2024 - part 3

Managing Editor: Prof. Arafa Amer

Editorial Secretaries:

- Al-Azhar University- Faculty of Mass Communication.
- Telephone Number: 0225108256
- Our website: http://jsb.journals.ekb.eg

Correspondences
- E-mail: mediajournal2020@azhar.edu.eg

Assistants Editor in Chief:

Prof. Fahd Al-Askar
- Media professor at Imam Mohammad Ibn Saud Islamic University
  (Kingdom of Saudi Arabia)

Prof. Abdullah Al-Kindi 
- Professor of Journalism at Sultan Qaboos University (Sultanate of Oman)

Prof. Mahmoud Abdelaty
- Professor of Radio,Television, Faculty of Mass Communication, Al-Azhar University

Prof. Jalaluddin Sheikh Ziyada
 - Media professor at Islamic University of Omdurman (Sudan)

Editor-in-chief: Prof. Reda Abdelwaged Amin
Dean of Faculty of Mass Communication, Al-Azhar University

- Professor of Radio,Television, Faculty of Mass Communication, Al-Azhar University

Chairman: Prof. Salama Daoud President of Al-Azhar University

 Lecturer at Faculty of Mass Communication, Al-Azhar University Dr. Mustafa Abdel-Hay:

 Dr. Mohammed Kamel: Lecturer at Faculty of Mass Communication, Al-Azhar University

 Dr. Ahmed Abdo : Lecturer at Faculty of Mass Communication, Al-Azhar University

 Lecturer at Faculty of Mass Communication, Al-Azhar University Dr. Ibrahim Bassyouni:

Arabic Language Editors : Omar Ghonem, Gamal Abogabal, Faculty of Mass Communication, Al-Azhar University

Deputy Editor-in-chief: Dr. Sameh Abdel Ghani
Vice Dean, Faculty of Mass Communication, Al-Azhar University



Our Journal Publishes Researches, Studies, Book Reviews, 
Reports, and Translations according to these rules:

 Publication is subject to approval by two specialized referees.

 The Journal accepts only original work; it shouldn› t be previously published 

before in a refereed scientific journal or a scientific conference.

 The length of  submitted papers shouldn›t be less than 5000 words and 

shouldn›t exceed 10000 words. In the case of  excess the researcher 

should pay the cost of  publishing.

 Research Title whether main or major, shouldn›t exceed 20 words.

 Submitted papers should be accompanied by two abstracts in Arabic and 

English. Abstract shouldn›t exceed 250 words.

 Authors should provide our journal with 3 copies of  their papers together 

with the computer diskette. The Name of  the author and the title of  his 

paper should be written on a separate page. Footnotes and references 

should be numbered and included in the end of  the text.

 Manuscripts which are accepted for publication are not returned to authors. 

It is a condition of  publication in the journal the authors assign copyrights 

to the journal. It is prohibited to republish any material included in the 

journal without prior written permission from the editor. 

 Papers are published according to the priority of  their acceptance.

 Manuscripts which are not accepted for publication are returned to 

authors.

Rules of Publishing


