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Abstract : The growing size of Muslim is recognised with significant increasing of purchasing power in the market. The realm
of trade and business has embedded religious values as the new market segments are emerging in offering food products to
meet needs and demands of Muslim consumer. The emergence of new market in food industry, advertising is charged with all
sort of negative effects includes promoting controversial unsafety and harmful products, wasteful spending and exploiting
women and kids. Therefore, this research attempts to examine between previous examinations of advertising standardisation in
ancient era and current practices in the market. This paper is based on content analysis of the literature. The results show that
there are a bridge gap between the implementation of practices as the advent in industrial 4.0 in using digital advertising by
food industry. Thus, this paper is able to recognize the differences between two era and significant in determining the best
practices in advertising by following Islamic principles.
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