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Abstract: This study is motivated by the increasing tendency of contemporary marketing
commaunication practices to priovitize persuasion over honesty, thereby raising ethical concerns within
the promotional mix. In this context, the narrative of Satan’s temptation of Prophet Adam in Sirab
Al-Avaf and Sarab Taba is considered relevant as an early representation of morally deviant
persuasivecommunication patterns. Thisstudy aims toidentifythe formsof persuasive communication
embedded in the narrative and to analyze their relevance to promotional mix practices from the
perspective of Islamic marketing ethics. Methodologically, this study employs a qualitative approach
within a hermeneutic paradigm, utilizing thematic (mawdiu 7) content analysis. The analysis is
further strengthened by Virginia Wilson's content analysis framework and an approach to Quranic
textual analysis. The primary data consist of Qur anic verses related to the story of Adam and Satan,
supported by exegetical literature and contemporary marketing references as conceptual comparisons.
The findings indicate that Satan’s communication pattern reflects manipulative persuasive strategies,
including the use of emotional appeals, the construction of misleading value claims, and subtle
persuasive influences aligned with soft-selling characteristics. These patterns correspond to unethical
practices across various elements of the promotional mix, induding advertising, sales promotion,
public relations, and interpersonal communication. This study concludes that such communication
patterns contradict the fundamental principles of Islamic marketing, which emphasize honesty,
transparency, and accountability. Therefore, strengthening the ethical dimension in promotional
practices is essential to ensure sustainability and to build trust in modern marketing activities.

Keywords: Communication Strategy, 1blis, Marketing Communication, Qur anic Exegesis, Sharia
Marketing.

Abstrak: Penelitian ini dilatarbelakangi oleh meningkatnya kecenderungan praktik komunikasi
pemasaran kontemporer yang lebih menekankan aspek persuasi dibandingkan dengan kejujuran,
sehingga memunculkan persoalan etika dalam bauran promosi. Dalam konteks tersebut, narasi
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godaan iblis terhadap Nabi Adam dalam Surah Al-A’raf dan Surah Taha dipandang relevan
sebagai representasi awal pola komunikasi persuasif yang menyimpang secara moral. Penelitian
ini bertujuan untuk mengidentifikasi bentuk-bentuk komunikasi persuasif dalam narasi tersebut
serta menganalisis relevansinya terhadap praktik bauran promosi dalam perspektif etika pemasaran
syariah. Penelitian ini menggunakan pendekatan kualitatif dengan paradigma hermeneutik serta
teknik analisis konten tematik (mawdi 7). Analisis diperkuat melalui kerangka analisis konten
Virginia Wilson dan pendekatan analisis teks Al-Quran. Data utama berupa ayat-ayat Al-Quran
yang berkaitan dengan kisah Adam dan Iblis, yang didukung oleh literatur tafsir serta referensi
pemasaran kontemporer sebagai pembanding konseptual. Hasil penelitian menunjukkan
bahwa pola komunikasi iblis merepresentasikan strategi persuasi yang bersifat manipulatif,
antara lain melalui penggunaan daya tarik emosional, konstruksi klaim nilai yang menyesatkan,
serta pengaruh persuasif yang halus yang sejalan dengan karakeeristik soft selling. Pola tersebut
memiliki kesepadanan dengan praktik tidak etis dalam berbagai elemen bauran promosi, termasuk
periklanan, promosi penjualan, hubungan masyarakat, dan komunikasi interpersonal. Penelitian
ini menyimpulkan bahwa pola komunikasi tersebut bertentangan dengan prinsip dasar pemasaran
syariah yang menekankan kejujuran, transparansi, dan akuntabilitas. Oleh karena itu, diperlukan
penguatan dimensi etika dalam praktik promosi guna menjaga keberlanjutan dan membangun
kepercayaan dalam aktivitas pemasaran modern.

Kata-kata Kunci: /b/is, Komunikasi Pemasaran, Pemasaran Syariah, Strategi Komunikast, Tafsir
Al-Quran.

Introduction

The story of the Prophet Adam and the Devil, which is spread across several
chapters of the Qur’an, such as Q.S. Al-Baqarah [2]: 30-39, Q.S. Al-A‘raf [7]:
11-27, Q.S. Al-Hijr [15]: 26-44, Q.S. Al-Ista’ [17]: 61-65, Q.S. Al-Kahf [18]: 50,
Q.S. Taha [20]: 115-123, and Q.S. Sad [38]: 71-85, not only contains theological
values, but also represents the dynamics of persuasive and strategic communication
between creation and God.' This narrative is important to study because it
provides insight into persuasive communication.” Psychological influence?, as
well as rhetorical strategies that are relevant to be applied ethically in a modern
context, including in marketing practices.’

The series of events in the story Q.S. Al-A‘raf [7]: 11-27, starting from the
creation of Adam, Iblis’ refusal to prostrate himself, to the process of tempting

1 Ahmad Warson Munawwir, Kamus Al-Munawwir Indonesia-Arab Lengkap (Surabaya:
Pustaka Progressif, 1997), 1126.

2 Corinna Oschatz and Caroline Marker, “Long-Term Persuasive Effects in Narrative
Communication Research: A Meta-Analysis,” Journal of Communication 70, no. 4 (2020): 473
96, https://doi.org/10.1093/joc/jqaa017.

3 Natasya Humairah et al., “Devil’s Strategies: Four Devil’s Impulses to Mislead People in
Tafseer,” Al-Misbah: Journal of Quran, Hadith and Tafseer Studies 1, no. 1 (2024): 8-12, https://
doi.org/10.62990/jughadis.v1il.2.

4 Jacopo Lanini et al., “The Influence of Psychological Interventions on Surgical Out-
comes: A Systematic Review,” Journal of Anesthesia, Analgesia and Critical Care 2, no. 1 (2022):
31, https://doi.org/10.1186/544158-022-00057-4.

5 Chris Miles and Tomas Nilsson, “Marketing (as) Rhetoric: An Introduction,” Journal
of Marketing Management 34, no. 15-16 (2018): 1259-71, https://doi.org/10.1080/026725
7X.2018.1544805.
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Adam and Eve, shows a complex communication pattern that is educational,
moral, and strategic.® Understanding these communication patterns contributes
to enriching the interdisciplinary literature that connects Qur’anic studies with
contemporary communication practices and affirms the spiritual and social
relevance of Qur’anic narratives.’

Linguistically, winter refers to a story or tale that comes from the word a/-gas,
which means following in the footsteps (tatabbu‘ al-athar)®, whereas revenge
shows reports arranged sequentially or historical traces.” The contents of revenge
in the Quran include the history of previous people, prophets, and important
events that are full of moral, ethical, and monotheistic lessons.!” These narratives
are characterized by authenticity, historical-spiritual value," and the power of
storytelling,'? so that it becomes an effective medium in conveying the truth'® and
religious principles.'*

One of the prominent parts is the narrative of the temptation of the Devil
in Q.S. Al-A‘raf [7]: 17, which shows a structured and goal-oriented persuasive
communication strategy by exploiting human psychological vulnerability.”” From
a marketing communications perspective, this strategy can be analogized with the
role of a promotional agent or product advocate who uses narratives, imagination,
and promises as “promotional materials” to influence consumer behavior, as is the
practice of soft selling in modern marketing.'®

6 Suwarno Suwarno et al., “Metode Demonstrasi sebagai Interaksi Edukatif dalam Ko-
munikasi Dua Arah Kisah Nabi Adam as,” Talim: Jurnal Studi Pendidikan Islam 8, no. 1 (2025):
1-15, https://doi.org/10.52166/talim.v8i1.8698.

7 Anshori, Ulumul Quran: Kaidah-Kaidah Memahami Firman Tuban (Jakarta: Rajawa-
li Pers, 2013), 123.

8 Muhammad Fu’ad ‘Abd al-Baqi, Al-Mu jam al-Mufabras li Alfag al-Qurzn (Kairo: Dar
al-Kutub al-Misriyyah, 1945), 654-55.

9 Manna' al-Qattin, Mabahith fi ‘Ulim al-Quran (Riyad: Mansharat al-‘Asr al-Hadith,
1995), 305.

10 Qattan, Mababith fi ‘Ulim al-Qurzn, 306; Syukron Affani, “Rekonstruksi Kisah Nabi
Musa dalam Al-Quran: Studi Perbandingan dengan Perjanjian Lama,” Al-Ihkam: Jurnal Hukum
& Pranata Sosial 12, no. 1(2017): 170, https://doi.org/10.19105/al-ihkam.v12i1.1259.

11 Althaf Husein Muzakky, “Tafsir Maqgasidi dan Pengembangan Kisah Al-Qur’an: Studi
Kisah Nabi Bermuka Masam dalam QS. Abasa [80]: 1-11,” Journal of Quran and Hadith Studies
10, no. 1(2021): 73-92, https://doi.org/10.15408/quhas.v10i1.18946.

12 M . Khamim, “Nilai Universal Islam Muhammadiyah dan NU: Potret Islam Moderat
Indonesia,” EL-Hekam: Jurnal Studi Keislaman 7, no. 1(2022): 17-26, https://doi.org/10.31958/
jeh.v7i1.5796.

13 Jauhar Hatta, “Urgensi Kisah-Kisah dalam Al-Qur’an Al-Karim bagi Proses Pembe-
lajaran PAI Pada MI/SD,” Al-Bidayah: Jurnal Pendidikan Dasar Islam 1, no. 1 (2009): 13-26,
https://doi.org/10.14421/al-bidayah.v1i1.8959.

14 Syahrin Pasaribu, “Membuka Rahasia Kisah dalam Al-Qur’an,” Jurral on Education 6,
no. 1(2023): 6370-78.

15 Ismi‘llibn ‘Umar ibn Kathir al-Qurashi al- Dimashq, Tafsir al-Qur an al-Azim (Beirat:
Maktabah al-Asriyyah, 2000), 397.

16 Ilma Wulansari Hasdiansa, “Infiltrating Consumers’ Minds: The Effectiveness of Soft
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Several previous studies have examined the Devil’s dialogue from various
perspectives. Research has emphasized the importance of educational
communication'” and the urgency of human awareness of the Devil’s deception
as a means of maintaining God’s pleasure.'® It has also identified three educational
dimensions in the Devil’s dialogue with God: arrogance as a moral failure, reflective
dialogue, and transcendental obedience.'” Additionally, one-way communication
patterns in the story of Adam® and the theological dialogue between God and the
Devil have been widely discussed.”!

However, these studies remain limited to moral, theological, and educational
aspects and have not yet connected them to the principles of persuasive
communication or modern promotional strategies. To date, there has been
no comprehensive study that utilizes the story of Adam and Iblis as a basis for
developing an ethical, reflective, and contextual model of Islamic promotional
communication. Therefore, this research is crucial in filling this gap by integrating
Qur’anic narratives with modern persuasive communication theory.

This study aims to explore the communication strategies used by Iblis in the
Qur’anic narrative about the Prophet Adam, with a particular focus on Q.S.
Al-Araf [7]: 20-21 and Q.S. Taha [20]: 120. This narrative is understood as a
form of symbolic discourse that can be reinterpreted through the perspective
of contemporary promotion theory. This approach is aimed at formulating a
conceptual framework for promotional communication that is not only strategic
and persuasive but also integrates ethical and spiritual values.

Methodologically, this research uses a qualitative-descriptive approach with
content analysis techniques,” thematic analysis (mawdn 7),” and is supported

Selling in Digital Product Viral Marketing Strategies,” OASE: Multidisciplinary and Interdisciplin-
ary Journal 2,no.2(2025): 14-19, https://doi.org/10.59971/0ase.v2i2.158%0A; Abt Muhammad
‘Abd al-Haqq ibn Ghalib ibn ‘Abd al-Rahmin ibn Tamam ibn ‘Atiyyah, Al-Mubarrar al-Wajiz [t
Tafsir al-Kitab al-Aziz (Beirat: Dar al-Kutub al-Tlmiyyah, 2001), 384.

17 Suwarno et al., “Metode Demonstrasi sebagai Interaksi Edukatif dalam Komunikasi
Dua Arah Kisah Nabi Adam as,” 1-15.

18 Heryadi Heryadi, “Tinjauan Al-Qur’an Terhadap Godaam Iblis dan Setan Menurut
Hamka dalam Tafsir Al-Azhar,” Medina-Te: Jurnal Studi Islam 13, no. 1 (2017): 91-104, https://
doi.org/10.19109/medinate.v13i1.1539.

19 Febry Irwansyah Pasaribu Irwansyah Pasaribu et al., “Dinamika Karakter Dialog Antara
Iblis dan Allah dalam Surat Al-A’raf Ayat 11-13 Perspektif Norma Pendidikan,” Jurnal Al-Qiyam
6, 1n0.2(2025): 230-35, https://doi.org/10.33648/alqiyam.v6i2.1286.

20 Ahmad Yunus Mokoginta Harahap, “Pola Komunikasi Satu Arah sebagai Interaksi
Edukatif dalam Kisah Nabi Adam as,” Ta’lim: Jurnal Studi Pendidikan Islam 5, no. 2 (2022):
140-53, https://doi.org/10.52166/talim.v5i2.3027.

21 Syukur Kholil et al., “The Communication between God and Demons (An Analysis of
Thematic Interpretation of Fi Zilal Al Quran),” Budapest International Research and Critics Insti-
tute-Journal (BIRCI-Journal) 3, no. 2 (2020): 1227-38, https://doi.org/10.33258/birci.v3i2.965.

22 Virginia Wilson, “Research Methods: Content Analysis,” Evidence Based Library and
Information Practice 11, no. 1(2016): 41-43, https://doi.org/10.18438/B8CGID.

23 Meidita Aulia Panjaitan and Khalida Zia Fitrah Azahra, “The Existence of Maudu’i’s
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by the text analysis instrument of the Qur’an.** The main sources of this research
are the verses of the Quran related to Adam and Iblis, which are enriched with
references to interpretations such as Ibn Kathir, Ibn ‘Atiyah, al-Tabari, al-Razi,
al-Tha‘labi, and al-Sam‘ani, as well as contemporary marketing literature. The
analysis focuses on the persuasive communication patterns of Iblis and their
relevance to practice. soft selling. Thus, this research is expected to not only enrich
the academic treasury but also provide strategic and ethical contributions to the
development of contemporary communication and marketing practices.

Persuasive Communication Strategies of Iblis in Tempting Humans:
An Analysis of Q.S. Al-Afraf [7]: 20—22

The Qur’an, as a guide for human life (badan li al-nas), not only provides a
system of belief, worship, and normative ethics, but also implicitly and explicitly
presents patterns of communication that transcend the frameworks of modern
communication theory. This dimension is evident in how the Quran documents
interactions between God, humans, and other creatures through narratives rich in
rhetorical, psychological, and persuasive strategies.

One of the clearest representations of this is found in Q.S. Al-A‘raf [7]: 20-22,
which depicts the communicative process between Iblis and Adam and Hawa as a
form of structured persuasive communication.

The context of the above verses contains several sentence structures that are
crucial for examination through a contextual approach within the framework of
modern marketing communication. Each expression in the narrative represents a
systematic pattern of persuasive communication, encompassing message framing,
the enhancement of psychological appeal, and attempts to influence perception
and decision-making.

However, before conducting a more in-depth analysis, it is necessary to present
interpretations from both classical and contemporary tafsir scholars on specific
parts of the text. This step aims to obtain a comprehensive and authoritative
understanding of the meaning, providing a solid foundation for analysis, ensuring
that the interpretation remains within the scholarly boundaries of tafsir while
maintaining relevance to modern approaches.

Whispers of Satan: The Mechanism of Temptation in the Perspective of
Qur’anic Exegesis

The term waswasa etymologically denotes whispering, referring to a soft,
subtle, and repetitive sound. From a tafsir perspective, the term does not merely
indicate verbal communication but reflects a subtle and persuasive psychological

Interpretation Method: A Study of Historical Background, Urgency, and Relevance in the Modern
Century,” Mashadiruna Jurnal Ilmu Al-Qurin dan Tafsir 5, no. 1 (2026): 89-100, https://doi.
org/10.15575/mjiat.v5i1.52120.

24 Pathur Rahman, “Hermeneutika Al Quran Tafsir Al-Azhar (Analisi Hermeneutis
Ayat-Ayat Akidah dan Ibadah),” Medina-Te: Jurnal Studi Islam 14, no. 2 (2018): 59-72, https://
doi.org/10.19109/medinate.v14i2.3076.
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process. Zuhayli emphasizes that waswas constitutes an internal mental trajectory
that presents evil as if it were good.” Similarly, Zamakhshari defines it as a subtle
urge, originating either from within the self or from Satan, which penetrates the
heart to influence thought.*

Makki bin Abi Thalib interprets waswas as Satan’s effort to embellish sinful
acts, making them appear attractive and encouraging humans to commit them.?”’
This view is reinforced by Ibn Jawzi, who links the root of waswas to the soft
sound of jingling ornaments, symbolizing its gentle yet hidden nature.” Fakhr al-
Din al-Razi adds a linguistic dimension, noting that waswasa is intransitive and
describes slow, repetitive whispering directed either at oneself (waswasa labu) or
toward others (waswasa ilayhi).*

Al-Baydawi explains that Satan’s whispers resemble soft sounds that infiltrate
covertly.*® Al-Sam‘ant®' and al-Baghawi* stress that waswas is a subtle utterance
without audible sound. Al-Nasafi further emphasizes that waswas consists of
soft, repetitive speech that directly impacts the heart and mind.** Al-Mawardi
highlights its rhetorical dimension, asserting that waswas often appears as advice
but is inherently deceptive.*

Al-Qurtubi broadens the meaning of waswds as internal dialogue, identifying
al-waswds as a defining characteristic of Satan as the whisperer.® Al-Biqa‘
emphasizes that Satan not only embellishes wrongdoing but also repeats his
whispers covertly and persistently, infiltrating humans like the flow of blood to

25 Wahbah Mustafa al-Zuhayli, Tafsir al-Munir fi al- Agidab wa al-Shari‘ah wa al-Man-
haj, vol. 4 (Damascus: Dir al-Fikr, 2009), 520; Wahbah Mustafa al-Zuhayli, A/-Tafsir al-Wajiz ‘ala
Hashiyat al-Qurin al-Azim (Damascus: Diar al-Fikr, 1994), 153.

26 Abu al-Qasim Mahmuad ibn ‘Umar ibn Muhammad al-Zamakhshari, A/-Kashshaf “an
Haqd'iq al-Tanzil wa ‘Uyin al-Aqawil fi Wujuh al-Ta'wil, vol. 2 (Riyad: Maktabah al-‘Ubaykan,
1986), 431.

27 Makki ibn Abi Talib, Tafsir al-Hidayab ila Buligh al-Nibayab, vol. 1 (Sharjah: Ma-
jmt‘ah Buhath al-Kitab wa al-Sunnah, 2008), 2310-11.

28 Abu al-Faraj Jamil al-Din ‘Abd al-Rahman ibn ‘Ali ibn Muhammad ibn ‘Ali ibn ‘Ubay-
dillah ibn al-Jawzi, Zad al-Masir fi Tlm al-Tafsir (Beirat: Dar Ibn Hazm, 2002), 488.

29 Muhammad Fakhr al-Din al-Razi, Mafatih al-Ghayb (al-Tafsir al-Kabir), vol. 14
(Beirat: Dar al-Fikr, 1981), 48.

30 Aba Sa‘id ‘Abdullah ibn ‘Umar ibn Muhammad ibn ‘Ali al-Baydawi, Anwar al-Tanzil
wa Asrar al-Ta'wil, vol. 3 (Beirat: Dar Thya’ al-Turath al-‘Arabi, 1997), 8.

31 Mansar ibn Muhammad ibn ‘Abd al-Jabbir ibn Ahmad ibn ‘Umar al-Sam‘ani, Tafsir
al-Qurian (Riyad: Dar al-Watan, 1997), 170.

32 Aba Muhammad al-Husayn ibn Mas‘ad ibn Muhammad al-Farra’ al-Baghawi,
Ma'alim al-Tanzil, vol. 4 (Beirat: Dar Tayyibah, 1997), 219.

33 Hafiz al-Din Aba al-Barakat ‘Abdullah ibn Ahmad ibn Mahmuad al-Nasaf1, Madarik
al-Tanzil wa Haqa'iq al-Ta'wil (Beirat: Dar al-Qalam al-Tayyib, 1998), 559.

34 Abu al-Hasan ‘Alf ibn Muhammad ibn Habib al-Mawardi, 4n-Nukat wa al-Uyin fi
Tafsir al-Mawardi, vol. 2 (Beirat: Dar al-Kutub al-Tlmiyyah, n.d.), 208.

35 Abua ‘Abdillih Muhammad ibn Ahmad al-Qurtubi, A/-Jami‘ li Abkam al-Qurin
(Beirat: Al-Resalah Publishers, 2006), 174.
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exploit hidden aspects of the self.*

According to Ibn ‘Atiyyah, waswasah refers to secretive, subtle whispering,
also associated with the soft sound of ornaments. Iblis implants these whispers
secretly in the hearts of Adam’s descendants, a trait that persists to this day. These
whispers can appear as faint sounds near Adam and Hawa or be cast directly into
their hearts, as cited by Rabah: “Waswasa yad‘u jabidan rabb al-falaq...” The
term al-shaytan refers to Iblis himself. Narrators differ regarding the form of these
whispers: some report that Iblis entered Paradise through the mouth of a serpent
covertly, others suggest it occurred when Adam and Hawa left Paradise, and still
others state that Allah allowed Iblis to implant whispers in their hearts on earth,
leading them astray.”’

The Persuasive Strategy of Satan in Q.S. Al-A‘raf: The Prohibition Against
Becoming Angels

The phrase ma nabikuma rabbukuma ‘an hadhibi ash-shajarati illa an
takind malakayni in Q.S. Al-A‘raf is often interpreted by some as evidence of
the superiority of angels over humans. Al-Sam‘ani, the actual meaning, God being
All-Knowing, is that Adam and Eve perceived angels in their optimal form: highest
rank, continuous worship without fatigue, and freedom from desire. They were
thus motivated to aspire to attain such a status if they ate from the tree, so God’s
prohibition emphasizes human longing for perfection and liberation from natural
limitations, rather than the absolute superiority of angels.*®

Satan’s statement, “Your Lord does not forbid you from this tree except that you
become two angels,” has generated interpretive differences. Basriyyan scholars
understand it grammatically to imply that there would be no barrier it humans were
to become angels, whereas Kafiyyan scholars interpret the verse as a prohibition
againstbecoming angels orimmortal beings. The reading malakayn with kasrabhas
also been debated; some support it by reference to verses about eternal dominion,
but the majority reject it as rare and unconventional. Al-Shawkani emphasizes
that these differences in gz7zh do not alter the main meaning: humans are not
destined to become angels or immortal beings, as their purpose in Paradise is to live
as humans rather than rival angelic rank.*

Al-Baghawi stresses that Satan’s words, “That you do not become angels,”
are not intended to demean humanity but to underscore the natural limitations
of human beings, distinguishing them from angels and immortal beings. God’s
prohibition relates to human status, which should not equate to angels, creatures
endowed with knowledge of good and evil and free from physical needs. This aligns
with Q.S. Taha [20]: 120: “Shall I show you the tree of eternity and a kingdom that

36 Burhin al-Din Aba al-Hasan Ibrahim ibn ‘Umar ibn Hasan al-Biqa‘i, Nagm al-Durar
[i Tandsub al-Ayat wa al-Suwar (Beirat: Dar al-Kutub al-‘Ilmiyyah, n.d.), 372.

37 ‘Atiyyah, Al-Mubarrar al-Wajiz fi Tafsir al-Kitab al-‘Aziz, 1:384.

38 Sam‘ani, Tafsir al-Quran, 170.

39 Muhammad ibn ‘Ali ibn Muhammad ibn ‘Abdullih al-Shawkani, Fath al-Qadir
(Beirat: Dar al-Ma‘rifah, 1993), 274.
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will not perish?™°

God’s words, “Your Lord does not forbid you from this tree except that you
become two angels or among the immortal,” illustrate Satan’s deceptive strategy.
The implied negation (/4) in context indicates that the prohibition is to prevent
Adam and Eve from becoming angels. The giriah variation between malakayn
(two angels) and malakayn (two kings) is supported by reports from Ibn ‘Abbas
and Yahya ibn Abi Kathir; however, the malakayn reading with fathab is considered
strong and mutawdtir, forming the primary basis for interpretation.*!

Satan’s initial statement marks the first stage of persuasion, which was not
immediately trusted by Adam and Eve. Ibn ‘Abbas, via al-Suddi, reports that
Satan later employed another strategy, entering the body of a serpent to approach
and persuade them. This demonstrates that Satan’s deception is not direct but
sequential and strategic, exploiting human psychology to weaken conviction.**

God’s prohibition aims to prevent humans from attaining angelic equality,
having the capacity to do good while knowing evil. Classical mufassir readings,
such as Ibn ‘Abbas, al-Dahhak, and Yahya ibn Abi Ma‘in, interpret malakayn as
“two kings,” linking it to other verses about the tree of eternity and everlasting
dominion, emphasizing human ambition for high rank and eternal authority.*

God’s prohibition is not merely normative but rich in moral and metaphorical
meaning: humans are limited from becoming two angels with perfect knowledge
and freedom from physical needs.* Satan’s words can be understood as direct
dialogue, internal whispering, or deceptive suggestion, highlighting that Satan’s
strategy is psychological, attacking human reasoning and perception of truth.*

Overall, the verse conveys two primary messages: first, God’s prohibition is
laden with moral and cosmological significance; second, Satan’s deception targets
human ambition for high rank and immortality through a persuasive strategy that
is sequential, symbolic, and psychological. The Qur’anic text thus delivers moral,
spiritual, and cosmological lessons in an integrated and argumentatively structured
manner.

The Promise of Angelic Status or Immortality

The phrase “idla an takinia malakayn” in Q.S. Al-A‘raf illustrates the
persuasive strategy of Satan, targeting Adam and Hawa’s desire to attain a higher

40 Baghawi, Ma 4lim al-Tanzil, 219.

41 Abi Ja'far Muhammad ibn Jarir al-Tabari, Jami‘al-Bayin ‘an Ta'wil Ay al-Qurin (Ja-
karta: Pustaka Azzam, 2008), 108.

42 ‘Abd al-Rahmain ibn Muhammad ibn Idris ibn al-Mundhir ibn Dawiid ibn Mihran
al-Razi ibn Abi Hatim, Tafsir al-Qurin al-‘Agim, vol. 1 (Riyad: Mamlakah al-‘Arabiyyah al-Sa‘adi-
yyah, 1997), 1450.

43 Abu Ishiq Ahmad ibn Ibrahim al-Tha'labi, 4/-Kashf wa al-Bayan ‘an Tafsir al-Qurzn
(Jeddah: Dar al-Tafsir, 2015), 319.

44 Najm al-Din Aba Hafs ‘Umar ibn Muhammad al-Nasafi, 4/-Taysir fi al-Tafsir (Istan-
bul: Dar al-Lubab li al-Dirasat wa Tahqiq al-Turith, 2019), 559.

45 ‘Atiyyah, Al-Mubarrar al-Wajiz fi Tafsir al-Kitab al-Aziz, 384.



Syarifuddin: The Communication Strategy of Iblis.... ¢ 357

status. Satan incites human ambition by offering the possibility of becoming
angels or privileged beings.*® The narration from Ibnu ‘Abbas emphasizes that this
temptation highlights human desire for elevated rank, while al-Hasan stresses the
superiority of angels in terms of form, wings, and the nobility of their position.
Thus, Satan’s strategy is not merely a direct enticement but also exploits the appeal
of status and perfection, encouraging humans to transgress Allah’s command.*’

Additionally, the phrase “aw takina min al-kbalidin” highlights the second
aspect of Satan’s temptation: the promise of immortality. Narrations from al-
Suddi, Muhammad ibn Ka‘b al-Qurazi, and Wahb ibn Munabbih emphasize
that the promise of eternal life serves as a primary attraction in Satan’s deceptive
strategy. This concept of immortality underscores the human ability to live
indefinitely, demonstrating that Satan’s temptation extends beyond physical
needs or sustenance, targeting human ambition for status and eternity, domains
reserved solely for Allah and specific privileged beings. This interpretation
conveys two essential messages: first, that Allah’s prohibition carries profound
moral significance, and second, that humans are warned against being seduced by
deceptive ambitions that appear legitimate.*®

Overall, classical commentators such as al-Baghawi,* al-Nasafi,”* and al-
Zamakhshar?' assert that Satan’s temptation, expressed through malakayn and
min al-khalidin, involves not only physical transgression but also psychological
manipulation of human ambition. These readings highlight the cosmic hierarchy
limiting human position relative to angels and immortal beings, emphasizing
the moral and ontological boundaries established by Allah. Satan’s strategy
exploits human aspiration, both for glory and immortality, as an entry point for
misguidance, demonstrating that the Qur’anic text communicates moral, spiritual,
and cosmological lessons in an integrated and argumentative manner.

Satan’s Deception through the Oath in Q.S. Al-Afraf [7]: 21

The phrase “wa gasamahuma” in Q.S. Al-Araf [7]: 21 is widely interpreted as
a persuasive strategy employed by Iblis toward Adam and Hawa. Hatim explains
that Iblis sought to establish his authority by claiming to have been created earlier
and to possess greater knowledge, thereby persuading Adam and Hawa to follow
his guidance. This strategy highlights that the oath functions as a manipulative
tool to enhance persuasive power, rather than merely as a formal utterance.”

Several tafsirs emphasize the deceptive purpose (ghurir) accompanying Iblis’s
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oath. Iblis swore in the name of Allah to create an appearance of legitimacy,
making his actions seem correct and beneficial. This oath conceals falsehood while
rendering the forbidden act of eating from the tree seemingly permissible.*® Iblis’s
oath implied that all good would benefit Adam and Hawa while any harm would
befall him, thereby masking his deception and making Adam and Hawa more
susceptible to influence.*

From a linguistic and rhetorical perspective, al-Alasi explains that the mafulah
form was chosen to emphasize the seriousness of the oath, reflecting the intensity
and mutual engagement between the oath-giver and the recipients. The concept of
mugdsamah underscores the balance between the advice given and its acceptance,
whereby Allah swears regarding the counsel and Adam and Hawa swear to receive
it.»

Furthermore, the tafsirs of al-Wahidi*® and Shawkani,”” the strategic
and theological dimensions of Iblis’s oath. The oath operates as a rhetorical
manipulation, presenting all the benefits coming from him while implying that
any harm would befall him, thus disguising his deception. Therefore, the use
of mafilah and mugdsamab serves not merely as stylistic language but as a
theological and rhetorical mechanism to reinforce seriousness, legitimacy, and
persuasive power in the interaction between Allah, Iblis, and humans. This
approach demonstrates that the Qurlanic language functions not only literally
but also to emphasize intensity and the force of action within moral and spiritual
contexts.

The Persuasive Strategies of Iblis in the Qur’an

The phrase “inni lakuma lamina an-nésibin” in the Qur’an has been widely
interpreted by classical scholars as illustrating the psychological and rhetorical
strategies used by Iblis to mislead Adam and Hawa. According to al-Sam‘ani, it
signifies “I am among those who guide and wish good for you.”® Similarly, al-
Wihidi interprets the phrase as “Indeed, I advise you,” while Qatadah explains that
Iblis asserted his prior creation and superior knowledge, urging Adam and Hawa
to follow him to gain guidance. Aba ‘Ali clarifies that “/akuma” directly references
the two recipients, reinforcing the meaning “I am among those who advise you
both.” This interpretation underscores how human vulnerability, lack of complete
knowledge, as noted in Q.S. Had [46]: mda laysa laka bibi ‘ilm, makes humans
susceptible to seemingly advisory statements that conceal deception.™
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The grammatical construction of “/akuma” does not necessarily indicate
direct syntactic linkage, yet the meaning remains “I advise you both,” emphasizing
Iblis’s manipulative intent.®® Ibnu Kathir further elaborates that Iblis’s statement
functions as a psychological device, portraying himself as a trustworthy advisor
through the mafi ‘alah form to emphasize the seriousness of his oath. Khalid ibn
Zuhayr notes that this oath, sworn in Allah’s name, enhances credibility, illustrating
that even the faithful may be deceived by well-structured manipulation.®’ Qasimi
reinforces this view, explaining that Iblis’s oath exploits human trust and apparent
sincerity, demonstrating that such deception is not merely verbal but strategic and
psychological.®*

The oath convinces Adam and Hawa of Iblis’s credibility, as they are unaware
that someone might swear falsely in Allah’s name. The strategy implies a separation
of perceived good and evil, presenting Iblis as a seemingly trustworthy advisor
while obscuring his true, corrupt intentions.*

Collectively, these interpretations reveal that the phrase “/nni lakuma lamina
an-nasihin” is not merely a lexical statement but a sophisticated example of
rhetorical and psychological manipulation. Iblis’s oath operates on multiple levels:
linguistic, theological, and cognitive, leveraging human trust and the formal weight
of an oath to persuade and mislead. The use of mafi ‘alah and strategic phrasing
demonstrates that Quranic language conveys both literal and figurative meanings,
emphasizing the intensity and impact of words in moral, spiritual, and ethical
contexts. This analysis affirms that the Quran communicates not only divine
guidance but also the subtleties of human susceptibility to deception, highlighting
the interplay between knowledge, trust, and moral discernment.

The Deceptive Strategy of Satan in Q.S. Al-Afraf

The phrase fadallabuma bi-ghurarin in Q.S. Al-Afraf [7]: 22 illustrates the
sophisticated psychological strategy Satan employs to mislead Adam and Eve. The
verse demonstrates that Satan deceived Adam and Eve through his oath. Adam,
peace be upon him, believed that no one could swear by God in falsehood, which
made him susceptible to deception. This underscores how human trust in divine
invocations can be manipulated.*

The term fadallahuma bi-ghuririn indicates Satan’s act of misguiding Adam
and Eve through deception. The Arabic root tadliyah or idla’ literally means “to
send from above downward.” Figuratively, this conveys the idea of lowering the
couple from their elevated moral and spiritual status to the act of consuming
the forbidden tree, or more broadly, leading them toward perdition. Classical
interpretations also emphasize the figurative sense as deliberate deception, as
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expressed in Arabic poetry: “Even the noble, if He wills, is deceived; the humble is
tested but not easily led astray.”®

Ibnul Jawzi interprets fadallabuma as “causing them to fall into consuming
the tree,” while bi-ghurarin signifies “through deception via his oath.” This
interpretation highlights Satan’s cunning: Adam and Eve were misled by the
apparent sincerity of the oath, not by its intrinsic truth. It demonstrates how
deception exploits human limitations in knowledge and their trust in solemn
promises rather than the actual veracity of the claim.®

Satan’s misguidance was not merely verbal but involved psychological
manipulation. By presenting himself as a sincere advisor and concealing his true
intentions, exploiting the desire of Adam and Eve to attain angelic status or
immortality, Satan used the oath to lure the credulous into sin. He notes that
dallahumda has two connotations: first, to instill false hope; second, derived from
dal and daldlab, it denotes encouragement or audacity that emboldens Adam and
Eve to eat the tree. This reflects the linguistic flexibility of Arabic in expressing
both action and intent.*’

Al-Baydawi interprets fadallahuma as “causing Adam and Eve to fall” from
elevated status to a lower moral plane, while bi-ghuririn emphasizes the subtlety
of Satan’s deception, leveraging the credence humans place in oaths sworn in
God’s name. This exegesis highlights that the original human transgression
was not merely disobedience but the culmination of systematic psychological
manipulation exploiting trust and ignorance.®

Collectively, these interpretations show that fadallabuma bi-ghuririn conveys
more than a literal fall; it represents a carefully orchestrated strategy of deception,
combining symbolic, psychological, and linguistic mechanisms to exploit human
vulnerability. The verse thus communicates moral, spiritual, and cognitive lessons:
the susceptibility of humans to well-crafted deceit, the dangers of misplaced trust,
and the subtlety of Satan’s strategies in leading humans away from divine guidance.

Promotion Mix and Sharia Principles

Promotion constitutes a crucial element in marketing, functioning as
a communication tool between firms and society. Defines promotion as a
communication activity aimed at introducing and influencing consumers to
purchase products emphasizing its role in informing and reminding consumers
about product benefits to stimulate purchasing behavior.*

Promotion is an integral part of marketing communication. Promotion
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represents the core of marketing communication and enhances promotional
effectiveness.”” Promotion aims to deliver information, shape consumer attitudes,
and encourage action.”! Underline its impact on awareness and purchasing
decisions.”

Promotionalstrategiesare designed to support theachievementof organizational
objectives,” for instance, through discount offerings or soft-selling approaches.”
Further asserts that promotion serves a persuasive function in attracting consumer
interest to purchase.”

The promotion mix consists of advertising, sales promotion, personal selling,
direct marketing, and public relations.” Advertising is characterized as non-
personal communication,”” while sales promotion refers to short-term incentives.”
Personal selling involves direct interaction between sellers and buyers.” Direct
marketing enables personalized communication,* whereas public relations aims
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to build and maintain a positive corporate image.*'

From a Sharia perspective, marketing is conceptualized as a business process
grounded in Islamic values. Uddin and Quader® view itas a strategic process aligned
with the principles of mu ‘amalah.®* Emphasizes honesty, justice, and sincerity as
its ethical foundation. Padli and Kurningsih identify five core principles of Sharia
marketing: tawhid (unity of God), adl (justice), nubuwwah (prophethood),
khildfah (stewardship), and ma ‘ad (accountability in the hereafter).** Stress the
fulfillment of needs through halal means and mutual consent,* its grounding in
the Qur’an and Sunnah.* Points to fundamental principles such as permissibility,
responsibility, honesty, and the prohibition of 7764 (usury).”’

An Analogy of Product Promotion Strategies in Modern Advertising: In-
sights from Q.S. Al-A‘raf [7]: 20—22 and Q.S. Taha [20]: 120

Classical exegesis of Q.S. Taha [20]: 120 and Q.S. Al-A‘raf [7]: 20-22 indicates
that Iblis’s temptation of Prophet Adam was not a simple or spontaneous act but
a form of structured persuasive communication. The phrase hal adulluka ‘ala
shajarati al-kbuld reflects a subtle seduction strategy, where Iblis did not issue
direct commands but offered something seemingly beneficial, namely the “tree of
eternity” as a symbol of eternal life. This promise was reinforced with the allure of a
“kingdom that will never perish,” evoking the innate human desire for immortality
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and enduring power.*® Nevertheless, this strategy was illusory, as Adam and Eve’s
consumption of the fruit ultimately led to the exposure of their private parts,
symbolizing the loss of dignity and tranquility.

This interpretation is corroborated by al-Baghawi, who emphasizes that Iblis’
strategy relied on manipulating perceived value. Divine prohibition was framed as
a source of significant benefit, eternal life, and an imperishable kingdom.®

Furthermore, Ibn Kathir connects these verses to QS. Al-A‘raf [7]: 20-22,
which highlights that Iblis used deception (ghurir) and false oaths to strengthen
his persuasion.”® This demonstrates that the temptation involved systematic
psychological manipulation, while the prohibition of one specific tree functioned
as a test of obedience within a broader framework of freedom.

From a contemporary perspective, Iblis’s communication strategy resembles
emotional marketing. This approach influences decision-making through
feelings, hopes, and imagination rather than rational evaluation.”" It aligns with
the concept of a value proposition, which refers to the promised benefits oftered
to consumers.”” Overclaiming, exaggerated claims inconsistent with reality, can
mislead uninformed consumers.”® Iblis” strategy can be classified as deceptive
marketing, in which benefits are overstated and risks concealed,” exploiting
human psychological tendencies to respond more strongly to emotional narratives
than to objective facts.”

Nevertheless, hyperbolic language in advertising is often used to manipulate
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consumer emotions.”® Deception occurs when consumers are misled,”” and its
effectiveness depends on the assumption of honesty in the communication.”

Therefore, the story of Prophet Adam not only holds theological significance
but also serves as a critical reflection on modern communication practices.
Emotionally driven strategies lacking transparency may be temporarily effective
but have the potential to mislead and harm. From an Islamic ethical perspective,
all forms of communication, including marketing, should be grounded in honesty,
transparency, and moral responsibility.

An Analogy of Sales Promotion Strategies: Discounts, Incentives, and
Additional Promises in Q.S. Al-A‘raf [7]: 20-22

In Q.S. Al-A‘raf [7]: 20, the narrative of Iblis’s temptation of Prophet Adam
and Eve does not merely depict the first human transgression; rather, it represents
a sophisticated and manipulative model of persuasive communication. The
exegetical interpretation of al-Tabari demonstrates that the structure of Iblis’s
statement is inherently argumentative. It is not a simple prohibition or invitation;
instead, it employs rational framing designed to construct the perception that
God’s prohibition is driven by a concealed motive. By asserting that prohibition
exists solely to prevent them from becoming angels or attaining immortality,
Iblis constructs a form of pseudo-logic, an argument that appears rational but is
fundamentally deceptive.”

This manipulative dimension is further reinforced by al-Anbari, who interprets
the temptation as a direct whisper (waswasa) with persuasive intent, targeting
the inner consciousness of human beings.'” Meanwhile, al-Alasi emphasizes
that Iblis’s primary strategy lies in instilling suspicion (s#” al-zann) toward God,
thereby undermining the foundation of trust that underpins obedience. In this
regard, persuasion operates not only at the cognitive level but also within affective
and spiritual dimensions.'"!

Iblis reinforces his message through oath-taking (gasam), presenting
himself as a sincere advisor. This rhetorical move creates a form of false
credibility, corresponding to the classical rhetorical appeal of ethos, establishing
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trustworthiness to increase message acceptance.'*® Additionally, al-Biga‘ identifies
the presence of praise within the narrative, functioning as an emotional appeal
that enhances the attractiveness of the message. Such praise serves as an entry point
for manipulation, as individuals are generally more receptive to information that
affirms their desires or perceived potential.'”®

Synthesizing these exegetical perspectives reveals that Iblis’s strategy integrates
three principal dimensions of persuasion:

1. Cognitive: through pseudo-logic and rational framing.'**

2. Affective: through praise and the exploitation of desire.'”

3. Ethos (credibility): through oath-taking and claims of sincerity.'

This integration renders the temptation highly effective, as it mirrors the
human decision-making process, which inherently involves the interaction of
reason, emotion, and trust.

The relevance of this narrative to modern promotional practices becomes
evident when examined through the lens of greed appeal and Fear of Missing
Out (FoMO), as discussed by Goran Dedi¢'” and Przybylski.'”® The promise of
“immortality” in the narrative may be understood as a non-material incentive
targeting fundamental human desires, analogous to how contemporary marketing
strategies are designed to simultaneously trigger emotional and cognitive responses.
From a consumer psychology perspective, this aligns with the conceptualization of
incentives as drivers of behavior.'”

Promotional strategies such as price discounts''” can be viewed as concrete
manifestations of this mechanism. These strategies function not only as economic
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tools but also as psychological instruments that shape perceived value through the
manipulation of attention, interest, perceived benefits, and price attractiveness.'"!
In many instances, the added value offered is relative or even illusory, thereby
resembling a pattern of “overpromising” that does not fully reflect reality, similar
to Iblis’s unfounded promises.

Moreover, the phenomenon of impulse buying''® illustrates how decisions
are often made rapidly without thorough rational deliberation. In this context,
consumers occupy a position analogous to that of Adam and Eve when confronted
with temptation: they encounter information framed in a way that appears
beneficial while concealing potential consequences that are not transparently
disclosed.

From the perspective of Islamic marketing ethics, this exegetical analysis
provides a strong normative foundation. Principles such as honesty (sidg),
transparency (bayan), and trustworthiness (amanab) serve as ethical boundaries
that distinguish legitimate persuasion from manipulation. The Quranic
narrative implicitly teaches that the distortion of information, whether through
pseudo-logic, misleading framing, or false credibility, constitutes a violation of
communicative trust. Therefore, promotional practices that exploit emotional
responses without clear and truthful disclosure may be categorized as tadlis
(deceptive misrepresentation), which stands in direct contradiction to Shariah
principles.

112

An Analogy of Satan’s Strategy and Trust Building in the Perspective of
Public Relations (PR): Insights from Q.S. Al-A‘raf [7]: 20—22

The expression wagdsamabuma in Q.S. Al-A‘raf [7]: 21 indicates that Iblis
swore with strong conviction to persuade Adam and Eve of his purported sincerity.
Zuhayliinterprets this oath as a deliberate communicative act designed to reinforce
credibility and reduce doubt.'® Within the broader Qur’anic discourse, the use of
the oath (gasam) appears 33 times. ''* Serves as a rhetorical device linking abstract
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Review and Future Research Directions,” International Journal of Consumer Studies 47, no. 1
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claims to concrete affirmation."” Accordingly, the oath is not mere linguistic
ornamentation but functions strategically to influence perception.

From a classical exegetical perspective, al-Razi explains that Iblis swore in God’s
name as a mechanism to assert sincerity, thereby establishing a facade of moral
authority."' This is corroborated by narrations attributed to Talib,"” al-Wahidi,"®
and al-Baghawi'"® which reports that Iblis claimed epistemic superiority based on
prior creation. This appeal to authority positions him as a knowledgeable and
ostensibly trustworthy figure.

Exegetes such as al-Mawardi'?® and al-Baghawi'?! further emphasize that
Adam and Eve accepted the oath because they did not anticipate the possibility
of false swearing in the name of God. This reflects a cognitive bias whereby sacred
reference is equated with truthfulness, allowing deception to masquerade as
sincere counsel and demonstrating how ethical expectations can be exploited in
persuasive communication.

Similarly, al-Sam‘ani identifies Iblis as the first being to swear falsely in God’s
name, establishing a precedent for manipulative communication grounded in
religious symbolism.'** Al-Zamakhshari explains that Adam was deceived because
he assumed that oaths invoking God inherently carry truth, illustrating how sacred
authority can override critical evaluation.'®

Ibn al-Jawzi, drawing on reports from al-Zajjaj and Ibn ‘Abbas, argues that Iblis
intentionally exploited Adam’s naivety, indicating that persuasion’s effectiveness
depends not only on message content but also on audience vulnerability. Here,
persuasion operates at the intersection of rhetorical strategy and psychological
susceptibility.'**

120

of Agsam Al-Qur’an,” Jurnal Kajian Islam 2, no. 1 (2025): 29-34, https://doi.org/10.56566/jki.
v2i1.288; Pauzi Muhammad and Muhammad Roflee Wachama, “The Secret of the Oath (Qasam)
in the Al-Quran Juz 29 & 30 and Its Relevance to Life Values,” Mashadiruna Jurnal Ilmu Al-
Qurin dan Tafsir 4, no. 1(2025): 41-48, https://doi.org/10.15575/mjiat.v4i1.38112.

115 Muhammad Hasdin Has, “Membuka Tabir Sumpah dalam Al-Qur’an (Studi Analisis
Penafsiran ‘A’Isyah Bint Al-Syati’ Tentang Ayat-Ayat Sumpah),” A/l-Izzah: Jurnal Hasil-Hasil Pe-
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Moreover, scholars such as Ibn ‘Atiyyah,'” al-Nasafi,'® and Ibn ‘Ashar'?’
interpret the oath notas genuine participation or commitment butasan expression
of intensity and emphasis. This underscores its performative nature, functioning
as a persuasive tool rather than an assertion of truth.

Haitim notes that Iblis explicitly presented himself as a sincere advisor when
swearing in God’s name.'”® Al-Wahidi'® and al-Baghawi'* indicate that Iblis
justified his credibility through claims of prior creation and superior knowledge.
According to al-Mawardj, this reasoning was manipulatively framed: if beneficial,
his advice served Adam and Eve; if harmful, only he bore the consequences,
minimizing perceived risk."'!

From a Public Relations perspective, this episode exemplifies a sophisticated
image-construction strategy grounded in persuasion.'* Effective PR requires a
nuanced understanding of audience characteristics.'** As demonstrated by Iblis’s
exploitation of Adam and Eve’s psychological vulnerabilities. Tailored messaging,
in this sense, significantly enhances persuasive impact.

Additionally, the formation of perception and image, core concepts in PR,
relies on prior experience and external representation.** Iblis constructs a false
image of trustworthiness through symbolic language and strategic positioning,
analogous to brand advocacy, wherein trust and loyalty are cultivated through
perceived alignment with audience interests.'*
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However, this narrative also illustrates the ethical risks of strategic
communication. Practices analogous to greenwashing reveal how positive imagery
can conceal harmful intent."*® Iblis’s oath functions, similarly, offer a veneer of
sincerity while masking deception, demonstrating the potential of manipulative
communication to exploit ethical symbols for misleading credibility.

Ultimately, within theframeworkofbrandequityand corporatecommunication,
audience associations have a significant influence on trust and behavior."”’
Techniques such as endorsement'*® and Corporate Social Responsibility (CSR)'**
can be used to strengthen perception and loyalty. The Qur’anic account in Q.S.
Al-A‘rat [7]: 21, however, provides a critical ethical reminder: without honesty
and transparency, such strategies risk becoming instruments of deception. Iblis’s
rhetorical oath exemplifies how persuasive communication can be employed to
construct false images and illusory trust, paralleling both ethical and manipulative
practices in contemporary PR.

Brand Loyalty in the Age of Social Media,” Journal of Service Science and Management 17, no. 3
(2023): 219-47, https://doi.org/10.4236/jssm.2024.173011.

136 Riccardo Torelli et al., “Greenwashing and Environmental Communication: Effects
on Stakeholders’ Perceptions,” Business Strategy and the Environment 29, no. 2 (2020): 407-21,
https://doi.org/10.1002/bse.2373; Agnieszka Janik and Adam Ryszko, “Greenwashing in Sustain-
ability Reporting: A Systematic Literature Review of Strategic Typologies and Content-Analy-
sis-Based Measurement Approaches,” Sustainability 18, no. 1(2026): 17, https://doi.org/10.3390/
sul8010017.

137 Innayah Hayyu Cahyati and Mulyo Budi Setiawan, “The Effect of Brand Associa-
tions, Brand Loyalty and Brand Awareness on Brand Equity on Scarlett Whitening Products (Case
Study on Consumers of Scarlett Whitening Products in Semarang City),” Jurnal Ekonomi 11, no.
03 (2022): 1916-22.

138 Tim Smits et al., “The Persuasiveness of Child-Targeted Endorsement Strategies: A
Systematic Review,” Communication Yearbook 39, no. 1(2015): 311-37, https://doi.org/10.1080/
23808985.2015.11679179; Sami Alsmadi, “The Power of Celebrity Endorsement in Brand Choice
Behavior: An Empirical Study of Consumer Attitudes,” Journal of Accounting, Business € Man-
agement 13 (2006): 69; Behzad Foroughi et al., “Determinants of Followers” Purchase Intentions
toward Brands Endorsed by Social Media Influencers: Findings from PLS and £sQCA,” Journal of
Consumer Bebaviour 23, no. 2 (2024): 888-914, https://doi.org/10.1002/cb.2252.

139 Wan Nor Hidayah Wan Afandi et al., “Building Trust and Corporate Reputation
Through CSR Communication,” Proceedings of the 3rd International Conference on Management
and Commaunication (ICMC 2023) Strengthening Governance, Enhancing Integrity and Navigat-
ing Communication for Future Resilient Growth (November 2023), https://doi.org/10.15405/
epsbs.2023.11.02.24; Hien Hoang and Soon-Yeow Phang, “Building Trust with Material and Im-
material Corporate Social Responsibility: Benefits and Consequences,” Contemporary Accounting
Research 40, no. 2 (2024): 868-96, https://doi.org/10.1111/1911-3846.12838; Muzammal Ilyas
Sindhu and Muhammad Arif, “Corporate Social Responsibility and Loyalty: Intervening Influ-
ence of Customer Satisfaction and Trust,” Cogent Business € Management 4, no. 1 (2017): 1-10,
https://doi.org/l(). 1080/23311975.2017.1396655.



370 ¢ TANZIL, Volume 8, Number 2, April 2026

Interpersonal Communication in the Qur’anic Perspective: An Analogy of
Satan’s Strategy toward Adam and Eve in Q.S. Al-A‘raf [7]: 21

The term waswasa is etymologically derived from the notion of whispering,
a soft, repeated sound. According to al-Zuhayli,'*’ waswas represents an internal
mental impulse that presents evil as though it were good, whereas al-Zamakhshari'"!
defines it as a subtle inclination originating from within oneself or from Satan,
infiltrating the heart to influence thought. Makki bin ‘Abi Talib adds that waswas
constitutes Satan’s attempt to embellish sin to appear attractive,'** while Ibn al-
Jawzi'® describes the whisper as gentle, hidden, and recurring, akin to the tinkling
of jewelry. Al-Razi emphasizes that waswasa is intransitive and may be directed
toward oneself (waswasa labu) or toward others (waswasa ilayhi).'**

Al-Baydawi'* and al-Sam‘ani'* underscore that Satan’s whisper occurs subtly
and covertly. Similarly, al-NasafT further notes that the repeated, soft utterances
influence both the heart and cognition.'*” Furthermore, al-Mawardi observes that
waswas often appears as advice but is inherently deceptive.'*® Expanding this view,
al-Qurtubi broadens the definition to include internal dialogue, referring to /-
waswds as the epithet for Satan, the whisperer.'* Ibn Kathir highlights the function
of Satan’s whispers as a form of deceit born from envy, aiming to undermine the
blessings granted by God."” Meanwhile, al-Biga‘ emphasizes Satan’s ability to
penetrate humans covertly, like blood flowing through the body, revealing that
which was previously concealed.”!

In Q.S. Al-A‘raf [7]: 20, it is depicted that Satan directly whispers evil thoughts
to Adam and Eve to expose their previously covered nakedness. This dialogue
exemplifies an intensely personal form of interpersonal communication, wherein
Satan conveys messages personally, emotionally, and psychologically, thereby
influencing the target’s decision-making.

Interpersonal communication is a process of message exchange between two
or more individuals characterized by emotional involvement, reciprocity, and the
capacity to shape perception, attitude, and behavior. asserts that such interaction
operates as a continuous feedback loop (action-reaction), allowing for sustained
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influence among communicators.”” In the case of Satan, the communication
pattern demonstrates a structurally symmetrical two-way interaction, but ethically
asymmetrical, as the primary objective is manipulation rather than mutual
understanding.'>?

Satan’s approach can also be analyzed through construal level theory,'** which
posits that the closer the psychological distance between communicator and
audience, the more concrete and personal the message is perceived. This explains
Satan’s choice of intimate and emotionally charged communication to create strong
perceptions and exert profound influence over Adam and Eve. Solomon highlights
that emotions, such as fear or hope, play a central role in decision-making, which
Satan exploits by instilling fear of loss and the illusion of immortality.'>

This phenomenon aligns with prior research, which indicates that emotional
appeal significantly enhances the effectiveness of persuasive communication.'>
Satan’s strategy resembles modern emotional marketing or persuasive
communication, wherein the message relies not solely on logic but also on affective
manipulation and subconscious desire.

Moreover, thisanalogy can be extended to contemporary digital communication
practices, including electronic word-of-mouth (E-WOM) and viral marketing.
E-WOM spreads through social interactions that appear organic yet are structured,
repetitive, and emotionally charged, parallel to the patterns of Satan’s whisper
described by classical exegetes. Modern social media algorithms amplify this strategy
by repeating content according to users’ emotional preferences, strengthening the
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psychological impact of the message.'’

Within digital media contexts, stakeholder engagement involves cognitive,
affective, and behavioral dimensions,'*® and social media platforms function as
public dialogic spaces with simultaneous interactions."® Although technically
distinct from the Quranic narrative, the underlying principle, establishing
emotional closeness, message repetition, and persuasive narrative, demonstrates
the enduring effectiveness of these strategies in shaping thought and behavior.
Satan’s approach in Q.S. Al-A‘raf [7]: 20-21 provides a relevant analogy for the
study of interpersonal communication, particularly in understanding the interplay
of emotional proximity, manipulation, and decision influence.

Conclusion

This study finds that the narrative of Satan’s temptation toward Prophet Adam,
as presented in Sarah Al-A‘raf and Sarah Taha, can be conceptualized as an early
representation of unethical persuasive communication that aligns with deviations
in the promotional mix. Theoretically, this research contributes by bridging
Qur’anic exegesis with modern marketing concepts, particularly in positioning
sacred narratives as a normative foundation for evaluating ethical boundaries in
promotional activities within Sharia marketing. This integration enriches the
discourse by embedding moral and spiritual dimensions into marketing theory,
beyond conventional profit-oriented frameworks.

From a practical standpoint, the findings imply that marketing practitioners
should design promotional strategies grounded in honesty, transparency, and
accountability, ensuring that all communicated value propositions reflect truthful
and verifiable information. Ethical discipline in promotion is essential not only
for compliance with Sharia principles but also for sustaining consumer trust and
long-term business credibility. However, this study is limited by its conceptual
and literature-based approach, which does not empirically assess how these ethical
principles are implemented across different industries or cultural contexts.

Therefore, future research is recommended to adopt empirical methods, such
as field studies or quantitative analysis, to examine the application and impact
of ethical promotional practices in real-world marketing environments. Further
studies may also explore interdisciplinary approaches by integrating Islamic ethical
frameworks with contemporary consumer behavior theories to develop a more
comprehensive and applicable model of Sharia-compliant marketing practices.
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