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ABSTRACT
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The Ha|a| Ads Screening 2.0 (Copyﬂght No: DVZOZ1 EO4520) lS a Introduction of Halal Ads Screening 2.0 ¥ '- Muslim advertisers need a self-regulatory system to identify and classified the elements in Shariah
screening system d€V€|Op€d for the industrial players and dlglta ; | Compliant in ads principles & differentiate the basic of ethical ads principles. This system will reduce the
advertising creators who are engaged n pFOdUCiﬂg creative digita advert‘::j:;:’t“a‘::;‘i:::’::‘“fu':z:: r::i::r:‘:":z:::r‘:duct& | | risk involved in shariah Qon—compliant.marketing & advertising activities Ba;ed on the study of N Jagpar
. . . o Shariah % Ethical et.al (2021), the potential of the traditional medicine (TM) products is an important category in national
multimedia advertisements for the pl’OdUCtS of herbal and traditiona e income and will enhance the global market demand in the halal pharmaceutical in Malaysia.
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1 The Power Features of Halal Ads Screening

usage worldwide, awareness of health care and aggressive online S scaseni - Integrated
marketing by the manufacturers and ads creators. Even with the e, d Quick Auto filterea
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advertising firms in the production of herbal and traditional medicine | |
ads to ensure halal ads elements are observed. PRODUCT DESCR I PTION - Visual presentation
OBJ ECT I VE The four main themes are signifying the element of halal ads which are 1)image & visual, 2) sound & language, AWARD

3) messages & information, and 4) responsibility in accessing the selected traditional medicine (TM) Ads.
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SHARIAH COMPLIANCE

] This halal ads screening system helps to protect consumer right (masiahah) & avoid mafsagah
J This system act as self-regulatory to facilitate the business & advertiser who do not have
shariah expertise in the company in order to adhere to shariah.
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