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ABSTRAK

The rapid development of generative artificial intelligence (generative Al) has reshaped the
landscape of digital entrepreneurship, particularly in value and ethics-based markets such as the
halal lifestyle economy. This study examines how generative Al influences the communication
practices of digital entrepreneurs operating in halal sectors including fashion, culinary businesses,
health, and finance. Using a qualitative case-study approach and thematic content analysis, the
research identifies three major shifts. First, the emergence of hybrid communication models that
combine human creativity with Al-generated content. Second, changes in the frequency, style, and
tone of brand messages tailored to value-driven Muslim audiences. Third, new dynamics in
audience interaction, trust-building, and the management of authenticity within Al-assisted
communication environments. The theoretical contribution of this study is the introduction of the
“faith-aligned automation” model, which illustrates how Al technologies can be utilized without
compromising religious and cultural values. The practical implications are directed at content
strategists, platform developers, and halal business practitioners seeking to maintain ethical
integrity while adopting automation. This study also outlines its limitations and proposes future
research directions, particularly concerning Al governance in digital economies that are sensitive to
identity.
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INTRODUCTION

The global halal economy is growing rapidly and becoming increasingly digitalized through
e-commerce and intelligent systems that enhance efficiency, transparency, and market reach. This
digitalization transforms business communication into a strategic instrument for building trust,
credibility, and the representation of halal values within the global halal-lifestyle ecosystem
(Setiawan & Arifin, 2025; Dupi et al., 2025; Hermawan et al., 2025; Yuanita et al., 2025). The
development of GenAl accelerates this transformation by enabling automated, adaptive, and
multimodal content production. GenAl functions as an information catalyst that supports
decision-making, marketing, and customer experience. In the halal sector, Al integration is used to
increase consumer engagement and strengthen trust in halal products and services (Judijanto, 2025;
Li et al., 2025; Nzembayie & Urbano, 2025; Rahman et al., 2024; Xie & Wang, 2025).

The penetration of GenAl in halal economic communication creates tension between
technological efficiency and the integrity of Islamic values, particularly regarding transparency,
honesty, algorithmic bias, and communicator accountability. Islamic ethics literature highlights an
“ethical crossroads” between automation, aggressive personalization, privacy protection, and
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compliance with magasid al-shari‘ah (Khusnul Khotimah et al., 2025; Mat & Shamsuddin, 2024;
Rahman et al., 2024).

This condition gives rise to hybrid communication that combines human intervention and
GenAl in message production, curation, and distribution. Among Muslim digital entrepreneurs,
GenAl acts as a strategic collaborative partner, blurring human—machine boundaries and raising
new questions about authenticity, trust, and halal brand image (Haramain et al., n.d.-a; Hassan,
2025; Li et al., 2025; Nzembayie & Urbano, 2026; Rahman et al., 2024). The halal economy does
not merely adopt GenAl technically but reconstructs communication practices and meanings within
a halal-lifestyle framework. Because it involves epistemological, ethical, and practical dimensions,
the study of human—GenAl hybrid communication becomes crucial. This research is positioned as
an academic response to GenAl integration that seeks to balance technological innovation with
halal values and Islamic communication ethics (Annisa & Indriyani, 2024; Dupi et al., 2025;
Haramain et al.; Khusnul Khotimah et al., 2025; Li et al., 2025; Rahman et al., 2024; Yuanita et al.,
2025).

The problem statement and research objectives stem from the tension between the
transformative potential of GenAl and the ethical demands of Islamic communication in the digital
halal economy. While GenAl improves efficiency, personalization, and competitiveness among
digital entrepreneurs, concerns arise regarding transparency, message authenticity, manipulation,
and shifts in moral authority. Empirical studies remain limited on how Muslim entrepreneurs
negotiate the use of GenAl, interpret communication halalness, and balance technological
efficiency with communicative amanah (trustworthiness) (Judijanto, 2025; Li et al., 2025; Rahman
et al., 2024).

Based on this context, the study formulates three main research problems: (1) how
human—GenAl hybrid communication practices are constructed and implemented by digital
entrepreneurs in the halal economy; (2) how GenAl integration affects perceptions of authenticity,
trust, and halal legitimacy; and (3) how Islamic communication ethics—sidg, amanah, and
‘addlah—are reinterpreted in Al-mediated communication. GenAl studies in entrepreneurship
mainly emphasize efficiency and decision-making, with limited attention to normative implications
in the halal economy. Halal marketing research focuses more on certification and operations,
leaving the impact of GenAl on communication practices and symbolic relations underexplored
(Azwar & Usman, n.d.; Judijanto, 2025; Nzembayie & Urbano, 2026; Rahman et al., 2024; Wulan
Sari et al., 2025; Xie & Wang, 2025).

This study aims to analyze the configuration of human—GenAlI hybrid communication in the
halal economy by identifying cross-platform patterns and strategies and assessing their impact on
perceptions of halalness, honesty, authenticity, and ethical responsibility as the boundary between
human expression and algorithmic output becomes increasingly blurred. It also seeks to develop a
GenAl-based hybrid communication conceptual framework grounded in Islamic communication
ethics and Al ethics, bridging digital communication theory, entrepreneurship, and magasid
al-shari‘ah, and generating theoretical contributions and practical recommendations for the
halal-lifestyle ecosystem (Mirzayi & Nobari, 2025; Mulki Firdaus Alamsyah et al., 2025;
Nzembayie & Urbano, 2026).

Recent literature shows that Al research in the halal industry still concentrates on technical
aspects—such as traceability, certification, supply chains, and marketing personalization—while
communication practices and symbolic interactions receive limited attention. Studies on GenAl in
marketing have begun to address ethical issues but are not yet integrated with Islamic ethics and the
concept of halalness. This gap indicates the absence of a systematic synthesis of human—Al hybrid
communication from a Sharia perspective (Du Plessis, 2025; Julianti & Agung Fatwanto, 2025;
Tobing et al., 2024; Wafa et al., 2024).

Studies on Islamic marketing communication and halal branding generally focus on content
strategies and value compliance, without positioning GenAl as an active agent shaping narratives
and digital personas. Research on Islamic Al ethics remains largely normative and has not yet been
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operationalized. As a result, no integrative framework currently combines Al in the halal industry,
Islamic communication ethics, and GenAl practices to explain hybrid communication in halal
digital entrepreneurship (Catur Trissetianto, 2025; Chairil Abbrar & Sumarlan, 2025; Hussain,
2025; Sulaiman et al., 2025; Zahra et al., 2025).

This study offers novelty by conceptualizing hybrid communication in the halal-lifestyle
economy as the co-production of messages between humans and GenAl in Muslim digital
entrepreneurship. It positions Al as a meaning-making agent and a shaper of halal brand identity,
while integrating empirical findings with global GenAl ethics and Islamic ethical principles.
Methodologically and conceptually, the study develops an integrated analytical framework that
links GenAlI’s technological dimensions, communicative practices, and Islamic normative values
within a single model. This framework provides a foundation for practical guidelines and contextual
policy on GenAl use, while bridging Al technology, marketing communication, and Islamic ethics
in a digitalized halal-lifestyle economy.

RESEARCH METHOD

The most appropriate approach to examine Generative Al-based hybrid communication
among digital entrepreneurs in the halal economy is a qualitative method using a multi-site case
study or communicative ethnography design that focuses on practices, meanings, and lived
experiences. This approach enables an in-depth analysis of how Muslim digital entrepreneurs
construct, rationalize, and negotiate the use of GenAl in their communication practices, including
identity, ethics, and halal values that are difficult to capture through quantitative methods. In
communication and digital entrepreneurship research, qualitative methods—through in-depth
interviews, participant observation, and narrative analysis—are well established for understanding
communicative practices and identity formation in periods of technological transformation (Akman,
2025; Ghanistyana et al., 2025; Nugroho et al., 2025; Sudirman, 2025).

This study adopts a qualitative method with a multi-site case study/communicative
ethnography design involving Muslim digital entrepreneurs in the halal-lifestyle sector. The
approach allows a deep exploration of how GenAl use is constructed, rationalized, and negotiated
within communication practices, including issues of identity, ethics, and halal values. Grounded in a
constructivist-interpretive paradigm, the study analyzes hybrid communication within the real
contexts of digital ecosystems and halal regulation (Ghanistyana et al., 2025; Pink, 2025; Cahyono
et al., 2025).

The main unit of analysis is the communicative practices of digital entrepreneurs—such as
social media campaigns, chatbot interactions, and GenAl-assisted brand narratives—while the units
of observation include business owners, creative teams, and digital artifacts (content, conversation
logs, and Al prompts). This approach aligns with recent methodological trends in Al and
communication studies that view human—machine relations as negotiated social practices rather
than the use of technology as a neutral instrument (Fitri & Daulay, 2025; Jarrahi, 2025; Yang &
Ch’ng, 2025). The research procedure is described chronologically as follows, with each step
informed by best practices in qualitative digital and communication research:

1. Planning and context mapping. Key halal-lifestyle sectors and relevant types of digital
entrepreneurs (MSMEs entities) are identified (Isma et al., 2025; Sudirman, 2025). This is
followed by a literature review on digital entrepreneurship, digital communication, and Al to
define the research focus and develop initial analytical categories (Alimusa et al., 2025;
Camps et al., 2026; Paul et al., 2023).

2. Site and participant selection (sampling). Purposive sampling is used to select Muslim
digital entrepreneurs who: (a) manage halal-lifestyle—based businesses, and (b) use GenAl in
at least one communication function (content creation, customer service, copywriting,
design, etc.). Snowball sampling is then applied to expand the informant network with
participants who have similar or contrasting experiences.
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3. Primary data collection. Semi-structured in-depth interviews are conducted with
owners/managers to explore: (a) motivations for adopting GenAl; (b) the operation of hybrid
communication, including human—AI role division; and (c) perceptions of halal,
authenticity, and ethics (Widiyanti & Pamungkas, 2025). This is complemented by
online/participant observation of communication activities across social media,
marketplaces, and messaging channels (e.g., WA Business, Instagram, TikTok, and website
chatbots). Digital artifacts are also collected, including: (a) examples of GenAl-assisted
content (text, images, videos), and (b) Al prompts, revision histories, and interactions with
Al systems, where access is permitted.

4. Data enrichment and triangulation. Limited, focused FGDs are conducted to test the
consistency of interpretations, discuss ethical dilemmas, and confirm preliminary findings
(Yang & Ch’ng, 2025). Practitioner narratives are compared with platform policy documents
(AI use guidelines) and relevant soft-law regulations on halal and digital communication.

5. Data analysis. Interview transcripts and observation notes are analyzed using
inductive—deductive thematic coding that combines data-driven categories with theoretical
constructs. Key themes include hybrid communication configurations, strategies for
maintaining message halalness, negotiation of human—Al authority, and ethical risks.
Narrative and discourse analysis of digital content is also conducted to examine the
construction of halal identity and GenAl-based authenticity.

6. Validation and reflexivity. Member checking is conducted by sharing summaries of key
findings and interpretations with selected informants to obtain feedback and reduce
misinterpretation. Source triangulation (interviews, observations, digital artifacts),
researcher triangulation (when applicable), and theory triangulation (communication, digital
entrepreneurship, and Islamic ethics) are applied to enhance credibility and dependability.

Data quality and trustworthiness are ensured through several strategies:

e Credibility is maintained through prolonged engagement in online field settings, member
checking, and anonymized direct quotations that demonstrate clear links between raw data
and interpretation.

e Dependability and confirmability are strengthened through detailed audit trails
(methodological decision records and analysis logs) and regular research team discussions to
test interpretive consistency.

e Transferability is supported by providing thick descriptions of social contexts, business
types, digital platforms, and GenAl usage patterns.

Overall, this approach aligns with recent methodological trends that position Al not merely
as a technical object but as part of a broader social and communicative ecology that must be
examined through qualitative methods sensitive to process, meaning, and power relations.

RESULTS AND ANALYSIS

The study finds that Muslim digital entrepreneurs in the halal-lifestyle economy primarily
use GenAl for three main activities: (1) content ideation and drafting (captions, short-video scripts,
blog articles), (2) visual design and promotional materials, and (3) initial customer service
responses through chatbots or automated replies on messaging platforms. These practices form a
hybrid communication pattern in which GenAl acts as a message co-producer, while humans retain
the role of final curators and guardians of halal value compliance before content is published
(Camps et al., 2026).

A. Configuration of Human—GenAl Hybrid Communication Practices

The configuration of human—GenAl hybrid communication in the halal-lifestyle economy
represents a systematic collaboration across the business communication cycle, with humans
positioned as moral agents and GenAl as a message co-producer. In the first stage, ideation, GenAl
functions as a creativity accelerator by generating initial drafts and narrative variations, while
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humans act as value curators who filter religious appropriateness, ethical considerations, and halal
brand identity (Camps et al., 2026; Fitri & Daulay, 2025).

In the second stage, visual and multimedia production, GenAl provides design options and
aesthetic exploration, whereas humans serve as visual ethics editors who ensure compliance with
Sharia norms and cultural context (Trissetianto, 2025; Hussain, 2025). In the third stage, customer
service, GenAl is used for routine responses, while sensitive issues related to halal status, fatwas,
and complex complaints are handled manually (Hussain, 2025; Isma et al., 2025; Cahyono et al.,
2025). This configuration confirms that authority over meaning, religious legitimacy, and moral
responsibility remains with humans. Accordingly, hybrid configurations at the level of customer
interaction typically follow this pattern:

1. GenAl or auto-reply systems respond to general and low-risk questions.

2. When specific keywords are detected (e.g., “haram?”, “fatwa”, “ustadz”, “certification”), the
conversation is transferred to a human agent.

3. Humans provide clarification supported by more authoritative references, such as
certification documents, regulations, or relevant scholarly opinions (Julianti, Fatwanto,

2025).

This pattern indicates a clear division of authority: Al for informational efficiency, and
humans for moral and religious authority (Alimusa et al., 2025).

Storytelling, Brand Identity, and the “Human Touch”

At the level of storytelling and brand identity construction, informants tend to be more
cautious in using GenAl. Narratives about business history, founders’ spiritual experiences, family
values, and key religious moments (e.g., Ramadan, hajj, hijrah) are generally written by humans
because they are considered matters of personal authenticity and intention (niyyah) that cannot be
delegated to machines (Abbrar & Sumarlan, 2025; Rokhmabh et al., 2025). In this context, the hybrid
configuration becomes asymmetrical:

e GenAl may be used to structure content or improve grammar.
e Substantive content—personal stories,  religious  reflections, and  moral

commitments—remains grounded in the entrepreneurs’ own experiences and language .

This finding aligns with evidence that Muslim consumers highly value human touch and
narrative honesty in halal brands. Excessive reliance on Al risks producing language that feels
generic, “over-polished,” and less capable of engaging emotional and spiritual dimensions.

Internal SOPs and the Limitation of AI Roles
At the organizational level, some entrepreneurs—particularly more established ones—have
begun to develop internal standard operating procedures (SOPs) that explicitly regulate the scope of
GenAlI use in communication. These SOPs typically specify:
e Types of content that may be created or assisted by Al (e.g., technical descriptions, caption
variations, layout ideas).
e Types of content that must be created or reviewed manually (e.g., halal claims, religious
narratives, responses to sensitive issues).
e Review and approval stages before publication, including who holds authority to assess
Sharia and ethical aspects.
Through these mechanisms, hybrid communication becomes a structured and monitored
practice rather than a spontaneous habit (Alimusa et al., 2025). This strengthens accountability and
reduces the risk of ethical errors that could damage halal reputation.
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Key Dimensions of Hybrid Communication Configuration

Overall, the configuration of human—GenAl hybrid communication practices in the

halal-lifestyle ecosystem is shaped by three interrelated dimensions:

e Technical dimension: the extent to which GenAl capabilities and limitations (text and
visual generation, auto-reply, analytics) are utilized for efficiency and scalability (Inge,

2025).

e Communicative dimension: how language style, tone, narratives, and interactions are
designed to align with Muslim audiences and specific digital platforms (Nugroho et al.,

2025).

e Normative dimension: how Sharia principles and Islamic communication ethics (sidg,
amanah, and ‘adalah) are operationalized through content filtering, role limitations for Al,

and the reinforcement of human authority in sensitive areas (Nugroho et al., 2025).

A “healthy” hybrid configuration emerges when these three dimensions are balanced:
technology is used optimally, while decisions about meaning and moral responsibility remain firmly
in human hands, guided by religious and social awareness. In this context, GenAl is not merely a
tool but part of a broader communication ecology governed by Islamic values and halal-oriented
entrepreneurial practices aimed at public benefit (maslahah) (Pink, 2025).

Table 1. The Roles of Humans and GenAl in Hybrid Communication Practices

Communication
Stage

Ideation and Content
Drafting

Visual Design and
Promotional Materials

Initial Customer
Service Interaction

Narrative Construction
and Brand Identity
Formation

Hybrid Communication Outcomes and Ethical Negotiation

Primary Role of
Generative Al

Producing conceptual ideas,
textual structures, and
preliminary drafts of

promotional communication

Generating preliminary visual
concepts, alternative layouts,
and image-based
representations

Automating standardized
responses to routine inquiries
via Al-driven templates and
chatbots

Generating diverse narrative
configurations and tonal
strategies

Primary Role of Humans

Critically reviewing content, refining
terminology, and embedding Islamic ethical
and halal-related contexts

Ensuring symbolic accuracy and ethical
compliance with Islamic norms of modesty
(aurat), decorum, and cultural sensitivity

Exercising human judgment in addressing
sensitive issues, complaints, and complex
questions concerning fatwa interpretation and

halal assurance

Exercising human judgment in selecting and
validating the narrative that embodies the
brand’s religious values and ethical

commitments

The findings portray GenAl as a creative assistant that accelerates work rather than a full
replacement for human communicators, especially when communication involves religious values,
halal claims, and moral commitments to consumers. This indicates that, in practice, hybrid
communication does not fully transfer communicative authority to machines. Instead, it creates a
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new division of labor in which technological efficiency and ethical-religious judgment operate side
by side in the message production process.

B. Strategies for Maintaining Halal Integrity, Authenticity, and Trust

The findings show that entrepreneurs apply deliberate and integrated strategies to maintain
halal integrity, authenticity, and trust when using GenAl. These strategies include human review of
all content, the application of Islamic value filters in prompts and message framing, and the
restriction of GenAl to non-normative domains (Yang & Ch’ng, 2025). Muslim consumer trust
depends strongly on the perceived presence and responsibility of human actors; therefore, personal
narratives and religious reflections continue to be written manually.

The most fundamental strategy is manual review, which functions as a Sharia and ethical
filter. This review covers fact verification, lexical accuracy, and the prevention of ambiguity,
reaffirming humans as the final moral authority and ensuring that technological efficiency does not
compromise religious amanah in the halal-lifestyle economy.

The second strategy is embedding value filters at the prompt and content design stage.
Entrepreneurs include explicit constraints, such as prohibitions against exaggerated claims, the use
of Islamic language, and the incorporation of value references (e.g., gratitude, trustworthiness,
honesty), disclaimers, and halal certification. In this way, values are not merely applied as final
corrections but become part of the communication architecture from the outset.

The third strategy involves limiting the domain of GenAl use. Al is permitted in
informational and technical areas—such as language refinement, promotional idea variation, and
responses to general questions—but prohibited in normative-religious domains such as fatwas,
interpretation, and legal rulings. These boundaries are often formalized in internal SOPs to ensure
that religious authority remains with humans or official institutions.

The fourth strategy is maintaining authenticity through personal narratives and human touch.
Certain content is deliberately produced without Al assistance, particularly personal stories,
spiritual reflections, and emotionally engaged interactions. Language style consistency is also
maintained to prevent content from appearing generic and to preserve the entrepreneur’s personal
voice.

The fifth strategy concerns implicit and explicit transparency toward consumers regarding
the role of Al This includes affirming human curation and authoritative references, as well as
limited disclosure of verified Al use as an expression of honesty and iktiyat (ethical caution) in
halal communication.

Finally, the sixth strategy frames trust management as an ongoing process. This is reflected
in rapid responses to errors, open clarification, apologies when necessary, and continuous
improvement of SOPs and prompts. Human accountability is thus preserved, and technology is not
used as a scapegoat. Together, these strategies form a hybrid communication architecture that
ensures halal integrity, authenticity, and trust remain central amid the growing penetration of
GenAl

C. Negotiating Ethics and Authority between Humans and GenAl

A key finding is the presence of continuous negotiation regarding authority and ethical
responsibility when GenAl is involved in communication practices. Informants recognize that
GenAl can produce convincing content that is not always Sharia-compliant or contextually
accurate. As a result, they adopt a practical principle: “Al is only a tool; final decisions remain
human.” This principle is operationalized in internal SOPs, such as mandatory double-checking of
content containing halal claims, religious references, or sensitive product benefits (e.g., health,
modesty, family).

At the same time, some informants acknowledge a “temptation of efficiency” to delegate
more communication tasks to automated systems, especially during high workloads or
multi-channel management. This creates tension between business efficiency and communicative
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amanah. Under time pressure and productivity demands, the risk of reduced ethical scrutiny and
content verification increases, opening space for misrepresentation or exaggerated claims.

Ethical and authority negotiation thus unfolds as a continuous process, not a one-time
decision. It concerns who has the right to “speak,” how far Al may shape message form and
content, and who ultimately bears moral responsibility for communication delivered to consumers.

Al as a Tool versus a “Quasi-Subject”

Entrepreneurs generally position GenAl as a tool, yet in practice it begins to function as a
“quasi-subject” that influences language style, message structure, and even campaign ideas. This
creates negotiation: while entrepreneurs benefit from AI’s creative and efficient outputs, they
remain aware that Al lacks intention (niyyah), does not understand halal-haram distinctions, and
cannot be held accountable before God or consumers. Consequently, many institutionalize a
practical rule: “Al may assist formulation, but it must not replace human intention and
communicative responsibility.”

This negotiation is visible when entrepreneurs accept certain Al suggestions (e.g., clearer
argument structure) but reject content perceived as overly aggressive or potentially misleading.
Humans thus remain the final arbiters of what is appropriate for publication.

Control over Sensitive Content and Limits of AI Authority

In sensitive matters—such as halal claims, contested ingredients, or religious
references—GenAl authority is deliberately restricted. Entrepreneurs avoid relying on Al to answer
jurisprudential or fatwa-related questions, instead referring to official certification, recognized
scholars, or openly stating when verification is needed. Here, authority negotiation is explicit: Al
may handle practical questions (operating hours, shipping, ordering), but it is prohibited from acting
as a “fatwa issuer” or interpreter of doctrine. This domain regulation protects entrepreneurs from
the risk of issuing incorrect religious statements based on machine outputs that lack contextual and
jurisprudential awareness.

Efficiency Temptation versus Communicative Amanah

Another dimension of negotiation emerges as efficiency temptation. As GenAl proves
capable of rapid responses, content variation, and workload reduction, the incentive to delegate
more communication tasks grows. During peak periods (e.g., Ramadan campaigns), some
entrepreneurs admit to shortening human review stages to accelerate publication. This creates
tension between business logic (speed, volume, consistency, cost efficiency) and amanah logic
(carefulness, honesty, restraint, public benefit). Ethical negotiation here means consciously resisting
efficiency-driven shortcuts when they risk weakening ethical scrutiny. Some entrepreneurs respond
by installing internal “brakes,” such as mandatory human review for all religion-related content,
even if other promotional content is more automated.

Responsibility Distribution within Teams and SOPs

In team-based businesses, authority negotiation also occurs internally: who supervises Al
use, who designs prompts, and who approves final content. To avoid “responsibility gaps,” some
businesses establish SOPs that include: (a) prohibitions against publishing Al-generated content
without managerial approval; (b) requirements to label Al-assisted content for heightened reviewer
attention; and (c) ethical guidelines based on Islamic principles (sidq, amanah, ‘adalah) as content
evaluation criteria. Through these SOPs, human authority is clarified rather than diffused: Al acts as
generator, while Sharia reviewers and business owners retain final moral authority.

Voice, Representation, and Brand Identity
Another negotiation concerns voice and identity: when content is Al-assisted, whose voice
do consumers actually hear? Entrepreneurs recognize that excessive reliance on Al templates can

74


https://doi.org/10.58738/human.v3i2.1239

HUMAN: Journal of Social Humanities and Science
E-ISSN: 3026-0752, Volume 3 Number 2, 2026
DOI: https://doi.org/10.58738/human.v3i2.1239

homogenize brand language and erode uniqueness. To address this, many: (a) adapt Al outputs to
their distinctive language style (local terms, personal greetings, humor); (b) add personal stories or
reflections beyond Al prompts; and (c) periodically create fully manual content to maintain a clear
“authentic voice.” Expressive authority—the right to define identity, intention, and brand
position—thus remains human, while Al supports form and enrichment.

Ethical Accountability and Error Management

Ethical accountability is tested when GenAl produces errors, such as offensive phrasing,
inappropriate religious terminology, or exaggerated claims that reach the public. Ethical practice
does not blame Al but acknowledges human oversight failure, followed by correction, apology
when needed, and improvements to SOPs and prompt filters. From an Islamic and halal ethics
perspective, moral responsibility cannot be transferred to machines; humans remain accountable for
selecting, approving, and disseminating messages.

Synthesis: From “Technology Users” to “Ethical Boundary Setters”

Overall, ethical and authority negotiation shifts entrepreneurs’ roles from mere “technology
users” to ethical boundary setters. First, they determine how far Al may assume communicative
functions. Second, they define acceptable content standards not only in business terms but also in
halal integrity and public benefit (maslahah). Third, they sustain consumer trust through
transparency, correction, and value consistency. In this way, GenAl integration does not eliminate
human moral autonomy; instead, it demands heightened ethical awareness, role clarity, and
procedural discipline to ensure that communication within the halal-lifestyle ecosystem remains
Sharia-compliant despite advanced technological support.

D. Hybrid Communication, Brand Identity, and Social-Psychological Relations

Human—GenAl hybrid communication significantly shapes halal brand identity and the
social-psychological relationship between entrepreneurs and Muslim consumers. Brand identity is
no longer purely personal expression but the outcome of repeated human—Al interaction in message
production, visuals, and services. GenAl helps MSMEs appear more professional through content
consistency, cross-platform alignment, and rapid response, strengthening digital presence,
credibility, and perceived amanah. However, overdependence risks genericization and weakened
authenticity. Consequently, entrepreneurs reposition human touch by separating Al-assisted
informational content from value-driven and spiritual narratives authored by humans. In the long
term, ethical management of hybrid communication determines halal brand image: value-supervised
Al integration enhances professionalism without undermining trust.

Technological Dimension: GenAl as Mediator, Not Mere Tool

An Islamic ethics—based hybrid communication framework explains that human—GenAl
relations in halal business communication are not merely technical issues but also matters of value,
intention, and moral responsibility. The framework integrates three dimensions—technological,
communicative, and normative—and positions Muslim entrepreneurs as moral gatekeepers who
regulate Al roles within the boundaries of magasid al-shari ah.

At the technological level, the framework recognizes GenAl not simply as an advanced
writing tool but as a mediator that shapes communication form, style, and rhythm—from caption
structure and argument patterns to visual design. GenAl influences what is perceived as “normal” in
digital communication (e.g., response speed, posting frequency, personalization), thereby reshaping
consumer expectations.

Theoretically, this implies that communication and digital entrepreneurship studies should
view Al not only as a technical variable (present/absent) but as a technological actor with
configurational power over communication practices, despite lacking intention or moral awareness.
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This aligns halal communication studies with socio-technical systems perspectives, where messages
result from negotiation between system capabilities and human choices.

Communicative Dimension: Meaning as Co-Production

At the communicative level, the framework emphasizes that halal business messages are
co-produced by humans and GenAl. Al contributes linguistic variation, narrative structure, creative
ideas, alternative framing, and cross-platform consistency. Humans contribute cultural and religious
context, tone aligned with Muslim identity, and ethical judgment on message appropriateness.
Consequently, Islamic marketing communication models centered on “human communicator —
message — audience” need expansion into “human communicator + GenAl — negotiated message
— audience.” Meaning no longer derives solely from communicator intention but from dynamic
interaction with algorithmic suggestions and constraints.

Normative Dimension: Magqasid al-Shari ‘ah as Boundary and Compass

The normative dimension positions Islamic ethics—especially magasid al-shari'ah
(protection of religion, life, intellect, lineage, and property)—as both boundary and compass for
regulating Al roles in communication. Principles such as sidg (truthfulness), amanah
(responsibility), and ‘adalah (justice) are translated into operational rules: prohibiting
unaccountable claims, requiring manual verification of religious and halal-related content, and
avoiding excessive psychological manipulation even when Al can optimize it. Thus, Islamic
communication ethics govern not only message content but also the technological processes that
shape it, moving Islamic Al ethics from abstract discourse to practical guidance.

Entrepreneur Position: From Sender to Moral Gatekeeper

Finally, the framework repositions Muslim entrepreneurs not merely as message senders but
as moral gatekeepers at the human—Al intersection. They must interpret Al outputs through Islamic
values, configure Al usage boundaries, and assume accountability for message impacts on
consumer behavior and beliefs. This challenges classical communication models that sharply
separate human message production from media; in the GenAl context, media itself “speaks,” and
entrepreneurs are responsible for ensuring that this voice remains under human moral authority.

Theoretical Contributions

The Islamic ethics—based hybrid communication framework offers at least three theoretical
contributions. First, it reconceptualizes authenticity: halal brand authenticity is no longer defined as
“purely human versus machine-made,” but as the honest, transparent, and value-aligned
management of Al use grounded in niyyah and consumer amanah. Second, it enriches Islamic
communication theory by incorporating algorithmic dimensions, examining how Al systems may
reinforce or disrupt values such as honesty, moderation, and social responsibility. Third, it integrates
Al ethics and halal economy studies by bridging global Al ethics principles (transparency, fairness,
accountability) with Islamic ethical concepts, opening conceptual dialogue between two traditions
often treated separately.
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Image 1. An Islamic Ethics—Based Hybrid Communication Framework

This framework can be visualized (e.g., in the article) as a three-layer model. First, the
bottom layer represents GenAl capabilities and limitations—what Al can and cannot do. Second,
the middle layer consists of human—AI message co-production practices, including ideation, content
production, and interaction. Third, the top layer functions as an Islamic ethical filter that regulates
the flow from the lower layer to the middle layer and controls the final outputs delivered to the
public.

Theoretically, this framework opens space for further conceptual development and future
research agendas, such as:

e How variations in Islamic schools of thought or local religious traditions shape the
boundaries of Al roles in business communication.

e How Muslim consumers’ perceptions of transparency in Al use influence long-term trust.

e How halal regulatory policies may adopt this framework as a foundation for Al-based
communication guidelines.

Thus, the Islamic ethics—based hybrid communication framework not only explains ongoing
phenomena but also provides a theoretical foundation for designing future practices, regulations,
and research related to the use of GenAl in the halal-lifestyle economy.

CONCLUSION

This study confirms that its research objectives have been consistently achieved: mapping
the configuration of human—GenAl hybrid communication, assessing its implications for halal
integrity, authenticity, and trust, and formulating an Islamic ethics—based conceptual framework.
The findings demonstrate that GenAl functions as a message co-producer, while humans retain
ethical and religious authority as moral gatekeepers. The study fills a gap in research on value- and
religion-based digital communication by systematically mapping hybrid practices and their
management strategies. It also offers an Islamic ethics—based hybrid communication model that
integrates technological, communicative, and normative dimensions. Looking ahead, this model has
strong potential for further development through comparative studies, mixed-method approaches,
and practical implementation in the form of guidelines, SOPs, and ethical standards for GenAl
governance in the halal-lifestyle economy.
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