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 on him) [12 Rab?' al-Awwal, 53 B.H.- 12 Rab?' al-Awwal, 11 A.H./December 9,

 569-June 7, 634]? always of paramount importance for law, theology and
 mysticism ? was elaborated, with the Prophet projected as the aesthetic ideal,
 the perfect human being. A section of scholars, however, felt exasperated with

 the propensity of some to exaggerate the Prophet's position with the result
 that they tended to be critical those who in their opinion exceeded the
 appropriate limits of devotion to the Prophet (peace be on him). However,
 Bur?q, the mythical mount carrying the Prophet (peace be on him) on his
 nocturnal voyage to the heavens, is still counted as one of the main creatures

 in Islamic mythology and is frequently used decoratively on trucks in South
 Asia. The oft-quoted Islamic ban on pictures (though not to be found in the
 Qur'?n, only in the Haditb), was obviously pushing its limits continuously,
 within the rich culture of calligraphy, ornamentals as well as in the religious
 iconography and miniature painting. Even the iconoclastic Taliban in

 Afghanistan did not shy away from creating feminine self-portraits. When the

 Prophet Muhammad (peace be on him) and his son-in-law , the fourth
 caliph, liberated the Ka'bah from idolaters' statues, this event was
 immortalised in artistic images summoned to promote monotheistic ideals. In
 other words, Muslim media have been used for all kinds of purposes from a

 very early stage.

 Migration and Religious Media

 Migration, expansion and exile drastically expanded the repertoire of religious
 media. Changes in communication technologies challenged their form and
 content and affected the people controlling them. The revolution in
 communication media starting in the 18th century posed an increasingly acute

 question regarding the power of definition of religious specialists. Following
 the introduction of newspapers and regular journals, above all, those in the
 vernacular languages, a diversified Islamic public sphere was able to evolve,
 which slowly emancipated itself from traditional religious authorities and
 becoming literate. Francis Robinson emphasised this, pointing out that
 "increasingly from now on any Ahmad, Mahmud or Muhammad could claim
 to speak for Islam."1 Soon the Islamic public sphere started to participate in the

 nationalist discourse through the printed press, imagining the nation as a
 political community.2 Although the members of the emerging nations did not

 1 See Francis Robinson, "Technology and Religious Change: Islam and the Impact of Print,"
 Modern Asian Studies, 27: 1 (1993), 229-251.
 2 For the role of the media in identity formation, see Benedict Anderson, Imagined
 Communities: Reflections on the OHgin and Spread of Nationalism (London: Verso, 1983).
 Interestingly, the print media was also variously used by representatives of Sufi brotherhoods in
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 focus of the discourse is changed from classical religious themes like religious
 purification and Muslim identity towards socio-economic disadvantages and
 creative solutions to overcome them. Within this positively transmitted image,

 economic success serves the aspiring elites as a confirmation of their
 religiosity. In other words, religion is instrumentalised for this purpose and
 transforms into non-religious communication, oriented also towards non
 religious institutions. Advertisement takes on religious language.

 Between Singularization and Pluralism: Some Examples

 The garment company "Muslim Gear," founded in 1997 in Montreal in
 Canada, reorganised in 2002 and with a growing popularity, is an excellent
 example of such an innovative religious medium. According to the company,
 the clothes they offer are backed up by the Islamic faith itself. They thereby

 make Islam a competitive religion in a free religious market. Their logo
 reflects this attitude: 'believe in what you wear,' similar to the slogan of
 "Mecca Cola": 'drink with commitment.' "Muslim Gear" wants to support the

 Islamic faith with Muslim modesty. It is proud to be a Muslim company, and
 consciously uses this identity in the sales strategy, when its website for
 instance claims:

 Islam touches on every aspect of a believer's life, encouraging us to be constantly
 aware of God, of our identities as Muslims, and of our duties to the world we live

 in. The desire to strengthen such qualities within the Muslim Ummah is the
 driving force behind Muslim Gear.

 Since 2002, "Muslim Gear" is expanding across North America to Europe
 and South Asia "and aims to reach every corner of the globe inshaAllah." The
 company no doubt wants to emphasise the positive, peaceful and socially
 engaged side to Islam. And "with the help of Allah (swt), we pray that our
 common aspiration will be achieved. Ameen!"31

 In these examples, we observe Muslim youth using religious media
 innovatively, in order to present a positive image of the faith, rehabilitate it,

 and thereby aim at legitimising their profit through Islam.32 This Calvinistic
 perspective does not please all Muslims, and dislike actually originates mainly
 within diasporic Muslim groups.

 31 See <http://www.muslimgear.com/page.aboutus>, last visit on 21.01.06.
 32 Even if no monolithic group of youth is meant, these youth seem to share a certain habitus.
 See Asef Bayat and Martijn de Koning, "The Making of Muslim Youth," ISIM Review, 16 (2005),
 60f.
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 imaginable. The distinctive call to prayer initiated by Bil?l ? as the smallest
 common denominator of the diverse and contesting manifestations of Muslim
 cultural articulation and public presence ? is still heard in all directions of the
 compass, precisely because of migration and the religious media that come
 with it. This common denominator mediates among the Muslims a sense of

 belonging to the more or less decentralised contemporary Muslim faith.

 Migration transforms thoughts, values and styles from the country of
 origin to new territories, where it can innovatively and imaginatively fuse
 with the existing cultural expressions. Religious media among migrants create
 a diasporic public sphere, which is characterised by a non-spatial, de
 territorialised culture. Hence, diasporas are 'imagined communities' par
 excellence, as they have to be continuously produced and reproduced. They
 are heterogeneous and undergo endless transformations. They are equally
 present in both virtual and actual spaces, which are continuously expanding,
 representing bridges between the adopted homeland and the country of
 origin.35 In this process, religious media often provide a useful channel.

 Minorities in Western countries seem more than average to make use of new

 media, mainly for three purposes. These include, firstly, accessing information

 and enjoying entertainment from their countries of origin. Secondly, they are

 used to maintain or overcome ethnic, national or religious identities, and
 thirdly, to raise awareness about specific minority issues.

 Concluding Remarks

 Religion is without doubt a multimedia event: it simply cannot exist without
 the media. Especially new technologies enable a virtual hybrid world, which
 can exist at the same time both here and there, and therefore allows for the

 maintenance of a sense of collective identity. This can perpetuate and intensify

 the already existing patterns of identity safeguarding or the perennial
 discourses of Difference and Othering, and can thereby end in fundamentalist
 conceptions of identity. The new technologies, however, also clear the way for

 hybrid and creolised discursive spaces, thus not only opening up for new,
 critical perspectives on normative Islam, but equally establishing in the
 periphery ?in the Diaspora ? multi-polar centres equipped with powers of
 definition and of agency. The Muslim discourse is decentralised across a
 number of media and fed new, temporally limited and constantly changing
 contents. It promotes a subjectivity suggesting transparency, independence and

 wealth, maintained and reproduced by a vast network of businessmen and

 35 Cf. the hopeful perspective of Karim H. Karim, "Mapping diasporic mediascapes" in Karim
 H. Karim, ed. The Media of Diaspora (London: Routledge, 2003), 1-17, quote from p. 8.
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