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Abstract 

 
As the biggest religion in Indonesia, Islam has become the way of moslem life in Indonesia. Since its coming over 

a hundred years ago, Islam experiences the unique acculturation with Indonesian culture. As a consequence, some 

Islamic aspects are seen in different perspective. For example, the role of Ustadz which develops differently from 

its origin. Ustadz, at the first place has a duty to teach Islam and spread it out but now ustadz involves well in social 

and economic issues. One of the well-known Ustadz in Indonesia is Yusuf Mansur, an Ustadz who is also known 

as an entrepreneur. Yusuf Mansur not only preaches Islam, but also sells much stuff that are related to Islam. He is 

advertising his product by posting several posters on his facebook account and promotes it regularly.  This double 

role of Yusuf Mansur, as an ustadz and entrepreneur, leads to the commodification of Islam in the advertisements 

of his products. Thus, this research focuses on the process of Islam commodification in Ustadz Yusuf Mansur’s 

advertisements posted on his Facbook fanpage from April to September 2014 by using qualitative method and 

Robert Goldman’s theory. The results show that the redefinition of some fundamental aspects such as the definition 

of ustadz Yusuf Mansur that at first only known as Islamic preacher changes to an endorser. The essence of Islam 

becomes blurred and no longer sacred, but more commercialized. Thus, it can be concluded that Islam and its values 

in Yusuf Mansur’s advertisements become commodities commercialized  
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Introduction 

Islam has been known as the largest religion in Indonesia. It is believed that Indonesia is a home for 

approximately 210 million Muslim people out of 240 million total population of Indonesia (The Jakarta 

Post). Thus, it can be said that Islam has a big influence in Indonesia.  

Historically, Islam has existed in Indonesia since hundred years ago. The development of islam in 

Indonesia is unique, because it is adapt the Indonesian culture. In Jawa for example, when Islam came for 

the first time, it is spreaded by Wali Sanga (Islamic teacher) through the pre-Islamic culture (Murtadlo). 

Wali Sanga is a group of ulama which are consist of nine Islamic preacher and they also the pioner of 

islamization in Indonesia. The name Wali Sanga Given in order o gain public sympathy (Tarwilah). In 

order to teach islam, Wali Sanga put themselves as a local citizen instead of as a stranger, even they 

married local in so that they get public trust and teach islam step by step (Alipah). 

Islamization also happens through the politics in Soekarno’s era, who provides huge opportnity for 

moslem to Islamize the country with huge scale district (Arsyad AT). This development is because “many 

aspects of Islamic teachings that can be flexible so it can receive the local elements” (Muqoyyidin). 

The issue of Islam acculturation is not only about Islam and Indonesian culture. The acculturation also 

touch to the Islamic preacher which known as ulama, dai, or ustad. These terms has similar meaning as a 

person who specifically takes special expertise on Islamic preaching (Nawawi'). Nowadays, the way of 

Ustadz give a speech or preaching is more various and use mass media as a tool. One of the media used 

by Ustadz is a television. That successfulness of TV programs which takes Islam and Ustadz as a main 

issue for the show is proves that ustadz is no longer just a preacher. More than that, since it is related with 

the TV and mass media, it is possible to categorize them as a celebrity as well. 
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Another phenomenon of how ustadz able to acculturate with the recent activity is about an ustadz who 

is also success as an entrepreneur. Many ustadzs in Indonesia are becomes businessman. Yusuf Mansur, 

for instance, is a famous ustadz in Indonesia. Yusuf Mansur owned some industries such as Patungan 

Usaha, Daarul Quran Foundation, Daqu Printing, PPAShop, Daqu Hajj and Umrah, and Daqu TV 

(Cipta). Ustadz Yusuf Mansur is an example of how ustadz is adapt well with the environment around 

them, follow the recent issue as well. He is an entrepreneur who sells Islamic stuffs such as cloths, praying 

kits, books, and also arranged Islamic events. Yusuf Mansur has a benefit from his popularity as an Islamic 

preacher and also considered as one of ustadz that aware with the use of the technology. 

His ability in technology use gives him a good chance to expand his company and selling more 

products. In order to achieve it, Yusuf Mansur advertises his product through his Facebook account. 

Advertisement plays a significant role in determining whether businesses will success or not and the 

emergence of internet influence advertising industry greatly. Companies use internet through social media 

to inform and promote their product to consumer. Ninda Puspitasari on her thesis stated that this time 

almost every brand is on internet, they are creates websites, forum, or social media (Puspitasari). 

Nowadays, Facebook get more than 400 million users all over the world (Facebook A Beginner's 

Guide). The Facebook popularity is a potential business field, a space to promote a product to our friends 

on Facebook and it is can be done without any fee at all. Facebook is commonly used as a media of 

advertising, and it is works. Larger businesses agree that using Facebook to promote their product is 

effective (Stelzner). The Facebook user can post the picture of their product in their own profile, which 

will be watched by their friends automatically, as often as they want. This is a great deal of advertising 

movement, and it is helps the producer to get more costumers. 

Yusuf Mansur popularity increases the chance for him to success in promoting his product through 

Facebook. His fan page on Facebook has more than two million fans that always leave comments in every 

status written by him. Based on this fact, the researcher decide to use the advertisement of Yusuf Mansur 

product, and the object of the research are; a package contains three Islamic books written by him, a 

package of cosmetics, praying kits for both male and female, and cloths. Those products are produced by 

different small company which is part of a business group owned by Ustadz Yusuf Mansur. All of them 

contain Islamic symbols in every advertisement. The emergence of this symbols and signs is assumed to 

lead to the commodification of Islam. 

The success or failure of commodification and its existence depend on several aspects; one of them is 

advertisement. Advertisement refers to activities undertaken to increase sales or enhance the image of a 

product or business (Dunn). “Advertising constitutes an apparatus for reframing meanings in order to add 

value to products. Ads arrange, organize and steer meanings into signs that can be inscribed on products” 

(Goldman). Advertisement, moreover, is intended to deliver carefully prepared messages to target 

audiences (Belch and Belch). Thus, it can be said that advertisement has a major role in the marketing or 

economic activities. 

The prepared messages, furthermore, are always covered by a sign or symbol. A sign or symbol, which 

emerges in an advertisement, is expected to be able to represent the product promoted (Usnadibrata). 

Thus, sign and symbol can be considered as the core of a commodity. Commodification, according to 

Marx Dobie, is an attitude of valuing things not for their utility (use value) but for their power to impress 

others (sign value) or for their resale possibilities (exchange value) (Dobie). In short, what makes 

commodity differs from others is the fact that exchange value is more important than use value 

(Fernandez). 

According to Robert Goldman, “commodity-as-sign operates when images are allied to particular 

products and the product images are then deployed as signifiers of particular relations or experiences” 

(Goldman). The signifiers can be in the form of word, picture, or sound. The signifiers remove the 

meaning based on people’s experience and recreate a meaning adhered to a product so that the product 

will contain a meaning familiar to people. In order to figure out the sign in advertisement, Robert Goldman 

offers three steps of analysis, namely abstraction, equivalence, and reification. 
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According to Goldman, “abstraction has its roots in the separation of use value and exchange value 

brought about by the extension of the commodity form” (Goldman). This is the process of how a 

commodity or a product is wrapped more by commodity-sign in order to fulfill the economic system need. 

According to Goldman, moreover, when an object becomes commodity, the object’s use value is 

subordinated by its exchange value, and exchange value is measured by its ability to change with other 

commodities. “Equivalent objects have a common measure of value. Equivalence thus connotes 

interchangeability” (Goldman). Finally, reification “refers to the tendency for human beings and social 

relations to be transformed into things, while those nonhuman objects seem to assume human powers” 

(Goldman). Based on the explanation, it can be concluded that the object is controlled human when human 

wants to buy the object because of its sign value assumed suit with human personality. 

Method  

To analyze how Islam is commodified by Ustadz Yusuf Mansur as an entrepreneur and an ustadz who 

gains wealth from Islamic stuffs, the researcher used the commodification based on capitalism theory, 

and the research was conducted by applying qualitative method. Qualitative method was chosen as its aim 

is to get a description or to answer the research question with a description (Oetomo). The purpose of this 

study is clear; to know how Islam is commodified by Ustadz Yusuf Mansur’s advertisements on his fan 

page account. Therefore, it is better to use qualitative method as Creswell stated that for some advocacy 

researchers, there is a strong stimulus that influenced by personal interest in the rare issue and the interest 

to create better life for society through the research by applying qualitative method because this method 

allows room for researcher to be creative (Creswell). 

The data of this research is in a form of poster posted in Yusuf Mansur’s Facebook fanpage account 

started from April until September 2014. The data collected for this research can be seen in this following 

table. 

No Picture Theme Picture Subtheme Occurrence Frequency  

1 Book Promo Paket Tauhid Five times 

2 Cloth 

Aathif Shirt Once  

Adeeva Khimar Once 

Ghali Shirt Once 

Table 1: The research data 

Those data were chosen because it has the concrete form and also did not related directly with the 

religion. This indirect relation will lead to the bigger chances of essence lost in religion as it represent 

commercial object. The data then were analyzed by using the commodification technique analysis of 

Robert Goldman.  

Discussion 

Commodification is the act of relating to objects or persons in terms of their exchange value or sign-

exchange value (Tyson). The motive behind the human economic activity is the bridge to the act of 

commodification. In order to analyzing the process of commodification, Robert Goldman offers three 

step of commodification analysis. Those steps are abstraction, equivalence, and reification (Goldman). 

Those three steps analysis were applied in this study in order to analyze the advertisements of Yusuf 

Mansur’s products that divided into two theme (Book and Cloth)  since it is assumed that the act of 

commodification is happens. 

Books advertisement 

Yusuf Mansur also promoted his books through his Facebook fanpage account. He has three books, 

namely ‘Kuliah Tauhid’, ‘Undang Saja Allah’, and ‘Temukan Penyebabnya Temukan Jawabanya’, and 

all of them are sold in one package known as “Paket Tauhid”. This advertisement was posted five times, 

starting from August 13th until August 30th. The advertisement contains linguistic and visual signs as 

well. 
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Abstraction 

In this advertisement, the linguistic signs found are ‘Tauhid’, ‘Allah’, ‘insyaAllah’, ‘berdakwah’, 

‘berjamaah’, and ‘ust', the abbreviation of Ustadz. First, the word ‘Tauhid’ as part of the title of the book 

Kuliah Tauhid refers to the main point of Islamic rules (Danusiri). This word appeared twice in the 

advertisement’s description and once on the advertisement. Second, the word Allah mentioned once in 

both the advertisement’s description and the advertisement refers to the name of how Muslims address 

their God (Naik). Third, the word “Insya Allah”, a common word in Islam and often said by Muslim, 

means God’s willing. Fourth, the word Berdakwah means an activity that is done to teach Islam. Fifth, 

the word ‘Berjamaah’ means to do something together. This word is identical with five times praying for 

Muslims. Sixth, the word Ust, as an abbreviation of Ustadz, refers to how Yusuf Mansur address himself 

as Ustadz.  

On the other hand, there are some visual signs found that symbolize Islam. First, the logo of ‘wisata 

hati’ on the bottom side of the books refers to the logo of Yusuf Mansur’s company, which sells Islamic 

stuff and has several group of small companies. Second, there is a calligraphy of Arabic sentence on the 

cover of Kuliah Tauhid book known as the ‘Sahadat’ sentences. This sentence means that there is no God, 

except Allah, and Prophet Muhammad is the one who is sent by Allah providing an evidence how someone 

believes the existence of Islam, and it is used as a requirement to become a Muslim (Widayati). The last 

visual sign is the image of Yusuf Mansur on the cover of Undang Saja Allah and Temukan Penyebabnya 

Temukan Jawabanya books. His appearance identifies himself as a Muslim by wearing Sangkok and 

Takwah shirt, as well as an Islamic teacher. Thus, it can be said that those books promoted are framed as 

the Islamic guidance of life, which can help the target consumers to know how a Muslim should handle 

his problem. 

Equivalence 

The target consumers of this advertisement are Muslims who are looking for a solution to reconstruct 

their life through Islamic ways. First, the word Allah refers to the only God in Islam. Second, the word 

Tauhid means the rules in Islam. Third, the word ust as an abbreviation of Ustadz means Islamic preacher. 

Fourth, the word Insya Allah means God’s will. Lastly, the calligraphy of two Sahadat sentences refers to 

the first of five Islamic pillars. Those words indicate that the target consumers are Muslim.  

Moreover, the image of Yusuf Mansur wearing Takwah shirt represents a good Muslim. In Islam, 

wearing white cloth is Sunnah. Ahmad Multazam said that Prophet Muhammad in a Hadist from Abu 

Daud and Tirmidzi once said that Muslim should wear white clothing because it is the best clothing 

(Multazam). Therefore, the image of Yusuf Mansur wearing white clothing represents a good Muslim. 

Furthermore, the pose of Yusuf Mansur on his book cover is smiling while his eyes are looking straight 

forward. It causes pseudo-individualization (a condition when consumers recognize themselves as whom 

the product is produced for) for those who happen to see this advertisement because those who see it will 

certainly get a friendly impression and feel as if they met Yusuf Mansur. They potentially feel that this 

book is for them. Thus, it can be said that the target consumers of those books are Muslims who are 

looking for a solution to reconstruct their life through Islamic ways. 

Reification 

This advertisement is the representation of those books, which are available for the target consumers 

to read and to understand how to be a good Muslim like Yusuf Mansur for several reasons. First, the 

book’s title “Temukan Penyebabnya, Temukan Jawabanya” carries a message that the book can offer 

solutions to target readers in solving their problem by following some advices given by Yusuf Mansur on 

his book. Second, the provocative title of the second book, “Undang saja Allah” indicates that there are 

no boundaries between God and the creature (human). It seems that it is possible to communicate directly 

to God. Third, in the third book “Kuliah Tauhid”, the word “Kuliah” refers to discussion as the one in 

university where students can have discussion with their lecture(s). It means that this book wants to give 

impression that learning Islam (Tauhid) is fun as opposed to sacred.  
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Therefore, it can be said that those three books construct the target consumers as Muslims who want 

to go back to the right path by looking back to their life, examining it, and learning the true Islam in order 

to get closer to Allah with the guidance of the books. The target consumers are also constructed as good 

Muslims because they donate some of their money by buying the books. It is the meaning of the tagline 

“Belanja sambil Bersedekah” that emerges on the bottom side of the advertisement. 

The change of the value 

The nature value of this kind of books is to give an easy reading about Islamic issue, particularly about 

the interpretation of Al-Quran. A lot of books with similar content written by different authors are sold in 

book stores. What distinguishes those books from the books in Paketauhid is the author of the book. Yusuf 

Mansur holds a popularity as an Ustadz, does preaching in television several times, and actively uses from 

social media, which gives him a prestige as an Islamic preacher. Furthermore, this prestige also makes 

everything related to him becomes more exclusive. That is what should be sold by these books, not only 

the content but also the existence of Yusuf Mansur as an author, which increases the prestige of the book. 

In other words, the use value, which is the content of the books, is no longer interesting compared with a 

commodity-sign of the program which is a chance to get prestige to collect the Yusuf Mansur’s books. 

Cloth advertisement 

The clothing advertisements that were posted on Yusuf Mansur’s Facebook fanpage are divided into 

two different kinds of clothing: daily worn clothes such as shirt and clothes for praying. Both of them are 

available for male and female. 

Male shirt advertisements 

Aathif Shirt 

Aathif shirt is produced by MAEIndonesia, a company owned by Yusuf Mansur concerning on fashion 

and beauty. This advertisement contains both linguistic and visual signs. 

Abstraction 

In this advertisement, the linguistic signs found are ‘Aathif’, ‘shoppingandgiving’, and 

‘www.maeindonesia.com’. First, the name of the product, Aathif, is originally from Arabic, which means 

merciful (Ali and Muhditor). Second, the tagline used in the advertisement “shoppingandgiving” refers to 

a charity act. By buying this product, the consumers will be involved in the charity activity held by Yusuf 

Mansur. Also, the last word is the website address of the company, www.maeindonesia.com, implicitly 

shows that the product is manufactured by a company owned by a famous Islamic preacher in Indonesia. 

On the other hand, the visual sign found is the image of Aathif shirt that represents Takwah shirt. Thus, it 

can be said that this product is framed as stylish Islamic shirt since it successfully combines the recent 

fashion with the essence of Islamic clothing. 

Equivalence 

The picture of the advertisement is the main tool that indicates the target consumers. It is obvious that 

the product targets Muslim men since the model wears Takwah shirt. Furthermore, the presence of the 

tagline Santun – Stylish – Smart implicitly conveys the idea that the target consumers are Muslim men 

who want to be a fashionable Muslim with good personality such as smart, stylish, and polite.  

Reification 

This product conveys a message to the consumers in order to be a better Muslim, they should buy the 

product. A better Muslim is represented as a Muslim who has knowledge, dress attractively and behaves 

politely. This idea appears clearly in the product’s tagline “Smart – Stylish – Santun”. As a better Muslim, 

the target consumers are represented as those who must be aware of others through the tagline 

‘shoppingandgiving’. Thus, it can be said that the product give impression to the target consumers as a 

product that can make them become a merciful Muslim because the word ‘Aathif’ means merciful. Hence, 

when a Muslim has a mercy to others, he/she has become a good Muslim. 
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The change of the value 

The use value of the shirt is to cover body. Furthermore, the cloth has to follow the rules written in 

Al-Qur’an. As long as its follows the rules, it is considered as a good cloth. In addition to religious value, 

this product also adds another value to the cloth, which is exclusiveness due to the fact that it is a product 

produced by Yusuf Mansur’s company. The commodity-sign of the product is that by buying this cloth, 

people will identify themselves as good Muslims because they wear the cloth, which has fulfilled criteria 

mentioned in Al-Quran and is manufactured by an Islamic preacher. 

Ghali Shirt 

MAEIndonesia offers different models of Islamic male clothes by promoting a product named Ghali 

shirt. Posted in September 30th 2014 on Yusuf Mansur’s Facebook fanpage, the advertisement of the 

product also contains some signs and symbols, both linguistic and visual.  

Abstraction 

In this advertisement, the linguistic signs found are ‘Idul adha’, ‘ghali’, and 

‘happyshoppingandgiving’ in his status, while Ghali and ‘kecepakekoko’ in the advertisement. First, the 

word “Idul Adha” refers to one of Muslim holy celebrations. Second, the name of the product itself, Ghali, 

which is originally from Arabic language, means expensive (Ali and Muhditor) in English. The use of 

Arabic language represents Islamic sign since Arabic language is the original language of Islam proven 

by the use of Arabic language in Al-Quran, the Muslim holy book. Third, the tagline of 

‘shoppingandgiving’ means shopping and charity can be done at the same time. The last sign is the tagline 

‘kecepakekoko’. Koko has the same meaning with Takwah shirt as the shirt is closely related to Islam. 

On the other hand, the visual sign found is the image of Ghali shirt, which also represents Takwah shirt 

with its special collar and long sleeves. Thus, it can be said that this product is also framed as stylish 

Islamic shirt since it successfully combines the recent fashion with the essence of Islamic clothing.  

Equivalence 

The picture of the advertisement is the main tool that indicates the target consumers. It is obvious that 

the product targets Muslim males since the model wears Takwah shirt. Furthermore, the tagline 

‘shoppingandgiving’ in the Yusuf Mansur’s status, the same as the previous advertisement, means that 

the target consumers of this product are those who will be good Muslim males by involving themselves 

in the charity activity held by Yusuf Mansur. 

Reification 

The product describes the consumers as high class and fashionable Muslims by putting signs and 

symbols in the advertisement. The high class fashion is shown by the name of the product, which 

originally means expensive in English, implying that not every Muslim is able to buy it. The exclusiveness 

of the product is even higher with the color chosen.  White-color clothing is the best clothing in Islam, 

and it is strongly suggested to wear it when praying ‘Jumah’ (Marzuki) in order to make it perfect.  

Moreover, the caption ‘kecepakekoko’ transmits a message that men can still look attractive and 

fashionable although they wear Koko or other religious clothes, they are. Not to mention that they can 

brand  themselves as good Muslims.  

Finally, the product also gives an opportunity to be a good Muslim for its buyer by doing charity 

together with MAEIndonesia. The opportunity is represented by the tagline ‘shoppingandgiving’. When 

the buyers purchase the item, at the same time they have already donated some of their money to help 

reducing poverty. The consumers of the product will put more faith to the product since it is produced by 

the famous Islam preacher. 

The change of the value 

A similarity to the previous product can be drawn. The use value of the product is to covering human 

body, but because it is wrapped by signs and symbols so that the commodity-sign which is a product 

manufactured by Yusuf Mansur and a prestige of wore the product detach the use value. This 

exclusiveness of the product is what differs it from others and makes the price is expensive. 
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Female Muslim dress advertisement 

There is only one dress advertisement for female from April to September 2014. The product name is 

Adeeva Khimar, posted on Yusuf Mansur’s Facebook fanpage in September 30th 2014. The presentation 

of the advertisement is like the previous advertisements, presented as a colorful advertisement. From the 

advertisement, there are linguistic and visual signs of the product. 

Abstraction 

The Adeeva Khimar‘s advertisement contains some linguistic signs such as ‘khimar’, ‘beranisyar’I’, 

‘shoppingandgiving’, and ‘MAEIndonesia’. The first sign is the word Khimar. Khimar is an Arabic word, 

which means a veil that is a part of woman dress (Widodo) to cover their head. Second, the word 

Beranisyar originally consists of two words: ‘berani’ and ‘syari’. Berani means brave in English, while 

Syari is derived from Arabic language, which means a rule or law from Allah SWT and the prophet to 

control their interaction to God and other humans (Marzuki, FIQIH). The third sign, shoppingandgiving, 

is a tagline used to offer a chance to be involved in charity when purchasing the product. The last linguistic 

sign is the word MAEIndonesia, which is the representative of the company manufacturing the product. 

On the other hand, the visual sign found is the image of woman wearing a dress that covers her body 

with a hijab covering her head until her breast. This dressing style matches with the Islamic dressing style, 

that is specifically designed for a Muslim female so that she is able to cover whole body and adds a hijab 

to cover her head, neck and breast (Bahruddin). Thus, it can be said that the product is framed as an 

Islamic female dress so that the product is found suitable for Muslim women. 

Equivalence 

The picture of the advertisement is the main tool that indicates the target consumers. It is clear that the 

product is for Muslim females since the model wears a hijab. Furthermore, it illustrates an obedient 

Muslim woman because how the model dress is exactly like what has been commanded by God through 

the holy book Al Quran.  

Moreover, the tagline ‘beranisyari’ means willing to stand for Islam’s rule. Since the model is a 

woman, it indicates that the product is for Muslim females who want to follow every rule and law written 

in the holy book of Islam. Thus, it can be said that the target consumers of this advertisement are Muslim 

women. 

Reification 

The product constructs its buyer as a Muslim woman who truly obeys Islamic rule as it is represented 

by the tagline #Beranisyari. The evidence of her loyalty to Islam is represented through the name of the 

product, Khimar, which means a veil. Whoever buys this product has already shown her loyalty to Islam 

since she wears a proper veil covering the woman’s ‘aurat’. The sense of obedient Muslim is strengthened 

by the willingness to donate her money for charity. Thus, it can be said that the product gives impression 

to the target consumers as a product that can make them become obedient Muslim women who will follow 

Islamic rule totally in dressing. 

The change of the value 

This product also offers exclusiveness as the priority instead of the essence of the cloth itself. At the 

first place, the use value of the product is for covering a whole part of female body but it is changes into 

a chance to get a prestige wearing Yusuf Mansur’s product. Although it is adequate to wear any clothes 

as long as it follows the Islamic rules, people will get prestige by wearing the product produced by Yusuf 

Mansur’s company. 

Interpretation 

Ustadz becomes endorser 

Ustadz is an Islamic preacher whose main role or task is to teach people about Islam. Historically, 

Ustadz only focuses on teaching Islam. Thing is different nowadays. Some Ustadz become celebrity since 

they always appear on Television not only for preaching, but also for entertaining. Meanwhile, some 
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others are successful as businessmen. Yusuf Mansur, popular as Ustadz, is also successful as a 

businessman. Yusuf Mansur has a company that sells Islamic stuffs such as books, shirts, and praying 

kits. His photograph is mostly used as the cover of the product. Yusuf Mansur often promotes his products 

himself by using his Facebook fanpage account as the main tool of his marketing plan. Thus, Yusuf 

Mansur can be considered as an endorser. 

Endorser, according to McCracken as quoted by Samuel Doss, is defined as an individual who loves 

public recognition and uses it on behalf of consumers’ good by appearing with it in an advertisement 

(Doss). Endorser as a representative of the product has a massive impact in advertising world. It is stated 

by Irene Roozen that “Celebrity endorsing has a potential advantage when a global campaign will be 

organized and celebrities who are appropriate for a global target audience can be used” (Roozen).  

Here, Yusuf Mansur‘s popularity as anUstadz in Indonesia contributes to his success as an endorser. 

A huge number of fans on his Facebook fanpage account is easily attracted. Yusuf Mansur gains a success 

as an endorser as well as an entrepreneur. This fact leads to another fact that Yusuf Mansur no longer only 

preaches Islam, but also endorses Islam through his products. He contributes well in a process of Islam 

commodification. 

Syar’i to stylish 

The commodification has changed the meaning of Islam values, from syar’i to stylish. The changes 

can be seen on the materials and the models of the products promoted. The recent products are more 

stylish and more colorful causing the products become more stylish. The changes of the products 

automatically affect consumers who want to buy although they do not really need the products. Hence, 

the concept of commodification in which the exchange value is more important than the use value happens 

as a consequence of the commodity-sign emergence. 

There are two examples taken from this study based on Yusuf Mansur’s products, which obviously 

indicatea change of Islam values from syar’i to stylish. The first example is the product for Muslim 

women. Woman’s dress in Islam must be syar’i, which means the dress must not be transparent or made 

of slight fabric because it makes woman’s body visible, must be shapeless, must cover all body parts 

except hand and face, must be less flashy without bright color because it will not attracts people’s attention  

(Razzak).  However, Yusuf Mansur manufactures products with bright color attracting people’s attention, 

such as the use of bright purple and special motive in Adeeva Khimar product. Also, in female praying 

kit product Muslimah series, there is a flower motive rounded the lower part of its case with several bright 

color versions. Thus, the attractiveness of those products has changed the syar’i concept to stylish one.  

Conclusion 

Islam has acculturated with Indonesian culture. The ability of Islam to adapt with Indonesian culture 

makes it spread widely across Indonesia. The acculturation of Islam occurs in several areas; one of them 

is in the role of Islamic preacher or Ustadz. Nowadays, the role of Ustadz as an Islamic preacher mixes 

with other occupancies. For instance, Ustad Yusuf Mansur has double roles as a preacher and as an 

entrepreneur. 

The double role of Ustadz Yusuf Mansur as an Islamic preacher and an entrepreneur makes him gain 

an economical profit. As an entrepreneur, he sells a lot of stuffs leading to the emergence of Islamic 

commodification. Based on advertisements posted on Yusuf Mansur’s Facebook fanpage, it can be 

concluded Islam has undergone commodification, which can be indicated by analyzing words, pictures, 

symbols, and signs related to Islam in branding his products. This finding is drawn from series of process, 

namely abstraction process, equivalence process, and reification process as proposed by Goldman.  

The commodification of Islam affects the existence of Islam in Indonesia. Islam has experienced 

redefinition of some fundamental aspects. For example, the definition of Ustadz like Yusuf Mansur has 

changed from Islamic preacher to an endorser. The emergence of Islam as a commodity, which is possible 

to be touched, watched, and bought, is driven by the need of modifying Islam creatively in order to attract 

people’s attention. In other words, the essence of Islam becomes blurred and no longer sacred, but more 

commercialized. Thus, it can be said Islam and its values become commercialized commodities. 
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