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Abstract: Advertising slogans are essential tools in branding and consumer engagement, especially in the halal 
product industry, where religious and ethical considerations influence purchasing decisions. Wordplay, including 
puns, double meanings, and cultural references, is widely used in marketing to enhance brand memorability and 
appeal. However, in halal advertising, linguistic creativity must align with religious and cultural sensitivities. This 
study explores the pragmatic aspects of wordplay in halal product slogans, focusing on how it shapes consumer 
perception and brand trust. 

The research employs a qualitative approach, analyzing slogans from various halal brands across food, cosmetics, 
and pharmaceuticals. The study examines how wordplay operates within pragmatic frameworks such as 
implicature, speech acts, and cultural presuppositions. Additionally, consumer responses are assessed to 
determine the effectiveness of wordplay in shaping brand identity and purchase motivation. 

Consumer feedback highlights that while wordplay strengthens brand recall, excessive or ambiguous slogans may 
lead to misinterpretation. Advertisers must balance creativity with clarity to ensure effective communication. 

In conclusion, wordplay in halal advertising serves as a powerful tool for branding and persuasion when used 
strategically. Future research should explore regional differences in halal marketing and the impact of linguistic 
creativity on global consumer behavior. 
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Introduction: Advertising plays a crucial role in shaping 
consumer behavior, influencing purchasing decisions, 
and establishing strong brand identities. One of the 
most effective tools in advertising is the use of slogans, 
which are short, memorable phrases designed to 
capture a brand’s essence and persuade potential 
customers. Slogans serve as a bridge between the 
brand and consumers, encapsulating the core message 
in a way that is easy to recall. In the context of halal 
products, advertising slogans must not only be 
persuasive but also align with religious and cultural 
sensitivities. The halal market has been experiencing 
significant growth worldwide, driven by the increasing 
demand for ethical, religiously compliant, and high-
quality products among Muslim consumers. As a result, 
businesses operating in the halal industry must develop 
marketing strategies that resonate with their target 
audience while maintaining a balance between 

creativity and cultural appropriateness . 

One of the most powerful linguistic techniques used in 
advertising slogans is wordplay, which includes puns, 
double meanings, homophones, and cultural 
references. Wordplay enhances the appeal of slogans 
by making them more engaging, memorable, and 
persuasive. In many advertising campaigns, creative 
use of language allows brands to establish a distinct 
identity and connect with consumers on a deeper level. 
However, in the halal market, the application of 
wordplay must be handled with caution to ensure that 
it aligns with Islamic principles and ethical 
considerations. Misinterpretation or unintended 
connotations in advertising slogans can lead to 
negative consumer perceptions and damage brand 
reputation. Therefore, analyzing the pragmatic aspects 
of wordplay in halal product slogans is essential for 
understanding its effectiveness and potential 
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limitations. 

The halal industry is not limited to food products; it also 
includes cosmetics, pharmaceuticals, fashion, finance, 
and tourism. According to global market reports, the 
halal industry is expected to grow exponentially as 
Muslim populations expand and non-Muslim 
consumers also express interest in ethically sourced 
and high-quality products. This expansion has led to 
increased competition among brands, making effective 
advertising strategies even more critical. Marketing 
halal products involves unique challenges, as 
businesses must comply with Islamic guidelines while 
appealing to a diverse consumer base. Unlike 
conventional marketing, where creativity often takes 
precedence, halal advertising requires careful 
consideration of religious and cultural values. 

Wordplay, as a linguistic tool, can serve as a double-
edged sword in halal advertising. While it can make 
slogans more attractive and engaging, it can also create 
ambiguity or unintended meanings that may not align 
with Islamic values. For example, a slogan that plays on 
words related to purity, ethical consumption, or 
spiritual well-being may reinforce the halal brand 
identity positively. However, if a slogan unintentionally 
implies something contrary to halal principles, it may 
face backlash from consumers. Understanding the 
pragmatic aspects of wordplay in halal slogans is 
therefore essential for businesses aiming to strengthen 
their brand identity while maintaining cultural 
sensitivity. 

Pragmatics, a branch of linguistics concerned with how 
meaning is interpreted in context, plays a crucial role in 
advertising discourse. In the context of slogans, 
pragmatics helps us understand how consumers derive 
meaning from wordplay based on their cultural 
background, religious beliefs, and linguistic 
competence. The interpretation of wordplay in 
advertising depends on various factors, including 
implicature, presuppositions, and speech acts. 
Implicature refers to the implied meaning that 
consumers infer beyond the literal words used in the 
slogan. For example, a slogan like “Purely Halal, Purely 
Delicious” not only emphasizes the halal nature of the 
product but also implies superior quality and taste. 

Presuppositions are underlying assumptions that 
slogans make about consumers’ beliefs and knowledge. 
A halal product slogan may presuppose that its target 
audience values ethical consumption, religious purity, 
and health benefits. If the presuppositions align with 
consumer expectations, the slogan is more likely to be 
persuasive. Speech acts, another pragmatic concept, 
refer to the communicative function of slogans—
whether they are making a promise, giving assurance, 

or persuading consumers to take action. In halal 
advertising, slogans often function as assertive speech 
acts, reinforcing the authenticity and trustworthiness 
of the product. 

Several halal brands have successfully used wordplay in 
their slogans to create a strong brand presence. For 
instance, slogans that incorporate puns related to 
purity, blessings, and ethical consumption tend to be 
well-received by Muslim consumers.  

These slogans demonstrate how brands strategically 
use linguistic creativity to enhance consumer 
engagement while ensuring alignment with religious 
values. However, challenges arise when slogans 
attempt to be overly playful or ambiguous, leading to 
possible misinterpretations. 

Despite the growing use of wordplay in halal 
advertising, there has been limited academic research 
on its pragmatic implications. While general advertising 
studies have explored the role of slogans and linguistic 
creativity, few have specifically examined how 
wordplay interacts with cultural and religious 
sensitivities in halal branding. Given the rapid 
expansion of the halal market, understanding 
consumer perceptions of wordplay in advertising 
slogans is essential for developing effective marketing 
strategies. This study aims to fill this gap by analyzing 
the pragmatic aspects of wordplay in halal product 
slogans, evaluating their effectiveness in influencing 
consumer perception, and identifying potential risks 
associated with ambiguous or culturally inappropriate 
messaging. 

In summary, advertising slogans are a powerful tool in 
branding and consumer engagement, especially in the 
halal market, where ethical and religious 
considerations play a significant role. Wordplay 
enhances slogan effectiveness by making them more 
memorable and persuasive, but it must be used 
carefully to align with Islamic principles. This study 
examines the pragmatic aspects of wordplay in halal 
product slogans, focusing on how they shape consumer 
perception and brand trust. By analyzing real-world 
examples and consumer responses, this research 
contributes to a deeper understanding of linguistic 
creativity in halal advertising and its implications for 
global marketing strategies. 

Methods. This study employs a qualitative research 
approach to examine the pragmatic aspects of 
wordplay in advertising slogans for halal products. A 
qualitative methodology is appropriate for this 
research as it allows for an in-depth exploration of 
linguistic creativity, cultural relevance, and consumer 
perception within the context of halal branding. The 
study is based on discourse analysis, with a specific 
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focus on pragmatics, in order to assess the 
communicative functions and effectiveness of 
wordplay in halal product marketing. 

The data for this research consists of advertising 
slogans collected from various halal brands operating 
in diverse industries, including food, cosmetics, 
pharmaceuticals, fashion, and financial services. The 
slogans were sourced from official brand websites, 

social media platforms, television advertisements, and 
product packaging. A total of 50 slogans were selected 
based on specific criteria, including the presence of 
wordplay elements such as puns, homophones, double 
meanings, and cultural references, as well as an explicit 
association with halal principles and Islamic ethical 
values. These slogans were analyzed to determine the 
role of linguistic creativity in branding and consumer 
engagement. 

 

Figure 1. The impact of wordplay in halal advertising slogans. 

Pragmatic discourse analysis was employed to 
investigate three key aspects of the selected slogans. 
First, the study identified the specific wordplay 
techniques used in halal advertising, such as puns, 
alliteration, rhyming, and metaphorical expressions. 
Second, the research examined the pragmatic 
functions of these slogans, focusing on implicature, 
presuppositions, and speech acts, which contribute to 
how meaning is constructed and interpreted by the 
target audience. Third, the study assessed the cultural 
and religious relevance of the slogans, particularly their 
alignment with Islamic values and consumer 
expectations within the halal market. 

To complement the linguistic analysis, consumer 
perception was evaluated through a small-scale survey 
involving 100 participants from different cultural and 
linguistic backgrounds, with a focus on Muslim 
consumers. The survey assessed the effectiveness of 
wordplay in terms of slogan memorability, clarity, and 
alignment with religious and ethical considerations. In 
addition, semi-structured interviews were conducted 
with 10 marketing professionals and linguists 

specializing in advertising discourse to gain further 
insights into the strategic use of wordplay in halal 
branding. These expert opinions provided a deeper 
understanding of how brands navigate linguistic 
creativity while maintaining religious and ethical 
sensitivity in their marketing strategies . 

All data used in this study were collected from publicly 
accessible sources, ensuring compliance with ethical 
research standards. Participants involved in the survey 
and interviews provided informed consent, and 
anonymity was maintained throughout the research 
process. The study adheres to ethical guidelines for 
linguistic and marketing research, ensuring that the 
analysis remains objective and does not misrepresent 
any cultural or religious aspects. 

While this research provides valuable insights into the 
pragmatic role of wordplay in halal advertising, certain 
limitations must be acknowledged. The study primarily 
focuses on textual analysis and does not consider the 
influence of visual or auditory elements in advertising. 
Furthermore, the consumer perception analysis is 
limited to a relatively small sample size, which may not 
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fully represent global halal consumer behavior. Future 
research could expand on these findings by 
incorporating cross-cultural comparisons and 
examining the impact of multimedia advertising on 
consumer engagement with halal brands. 

RESULTS AND DISCUSSION 

The analysis of advertising slogans for halal products 
reveals that wordplay serves as a strategic linguistic 
tool that enhances brand recall, strengthens consumer 
engagement, and reinforces religious and ethical 
values. Through the examination of 50 selected 
slogans, it was observed that wordplay is 
predominantly employed in three key forms: puns and 
double meanings, religious and ethical references, and 
cultural adaptations. Each of these forms contributes to 
shaping consumer perception and determining the 
effectiveness of the slogans in aligning with halal 
branding principles. The findings indicate that 
successful halal product slogans balance linguistic 
creativity with religious and cultural appropriateness, 
ensuring that the intended message remains clear and 
persuasive. 

Puns and double meanings were frequently used to 
create memorable and engaging slogans. Many brands 
incorporated alliteration, rhyming, and homophonic 
elements to make their slogans more appealing while 
maintaining a direct connection to the concept of halal. 
For instance, slogans such as “Purely Halal, Purely 
Delicious” leverage repetition and alliteration to 
emphasize both the religious and qualitative aspects of 

the product. The analysis of consumer perception 
revealed that such wordplay was effective in enhancing 
brand recall and conveying a sense of trustworthiness. 
However, excessive or overly complex wordplay posed 
challenges in interpretation, leading to possible 
miscommunication or dilution of the intended 
message. This suggests that while wordplay enhances 
engagement, it must remain accessible and 
contextually appropriate to the target audience. 

The incorporation of religious and ethical references 
was another prevalent strategy observed in halal 
advertising slogans. Many brands utilized phrases that 
explicitly linked their products to Islamic values, often 
reinforcing notions of purity, ethical sourcing, and 
spiritual well-being. Slogans such as “Eat Right, Stay 
Blessed” resonated strongly with consumers, as they 
established a direct connection between halal 
consumption and religious fulfillment. Survey results 
indicated that consumers were more likely to trust 
brands that integrated faith-based messaging into their 
slogans, as it reassured them of the authenticity and 
compliance of the products with halal standards. 
However, the interviews with marketing experts 
suggested that overuse of religious terminology 
without substantive brand transparency could lead to 
skepticism among consumers. In cases where brands 
relied solely on religious references without clear 
product differentiation, consumer engagement was 
lower, indicating that effective branding must combine 
both religious affirmation and quality assurance . 

 

Figure 2. Comparative analysis of wordplay effectiveness, consumer trust, and misinterpretation risk in halal 
advertising.
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Cultural adaptations of wordplay in halal slogans 
emerged as an important factor in determining the 
global appeal of halal brands. While some slogans were 
designed to be universally understood by Muslim 
consumers, others were tailored to specific regional 
markets. For example, brands operating in Southeast 
Asia frequently incorporated local linguistic elements 
and cultural idioms to strengthen their connection with 
the target audience. In contrast, halal brands aiming for 
a broader international market tended to use more 
neutral and widely recognizable wordplay. This 
suggests that while linguistic creativity enhances 
consumer engagement, it must be contextually 
adapted to suit different cultural expectations. The 
findings from consumer surveys further supported this 
notion, as respondents from different regions 
displayed varying preferences for slogan styles. This 
underscores the need for brands to carefully tailor their 
messaging to ensure it resonates effectively across 
diverse markets. 

Despite the advantages of wordplay in halal 
advertising, certain limitations were identified. The 
ambiguity introduced by some linguistic devices 
occasionally led to misinterpretation, particularly 
among non-native speakers or individuals unfamiliar 
with specific cultural references. Additionally, while 
humorous or playful wordplay was found to be 
effective in conventional advertising, it was received 
with mixed reactions in the halal market. Consumer 
feedback suggested that while lighthearted slogans 
could enhance relatability, excessive humor or 
ambiguous messaging risked undermining the 
perceived sincerity and ethical commitment of the 
brand. This highlights the importance of strategic 
linguistic choices in ensuring that the use of wordplay 
aligns with consumer expectations and religious values. 

Overall, the study demonstrates that wordplay in halal 
advertising slogans is a valuable branding tool when 
applied thoughtfully. The findings emphasize the 
importance of balancing linguistic creativity with clarity 
and cultural sensitivity to ensure effective 
communication. Brands that successfully integrate 
wordplay while maintaining a strong ethical and 
religious foundation are more likely to establish 
consumer trust and loyalty. Future research could 
further explore the cross-cultural variations in 
consumer responses to halal advertising and examine 
how digital marketing trends influence the 
effectiveness of slogan-based branding in the halal 
industry. 

CONCLUSION 

This study examined the pragmatic aspects of wordplay 
in advertising slogans for halal products, highlighting its 

role in enhancing consumer engagement, brand recall, 
and alignment with religious and ethical values. The 
findings indicate that wordplay is an effective 
marketing tool when used strategically, incorporating 
puns, religious references, and cultural adaptations to 
reinforce brand identity. Successful slogans balance 
linguistic creativity with clarity, ensuring that the 
intended message is both persuasive and contextually 
appropriate for the target audience. 

The analysis revealed that halal brands frequently 
utilize wordplay to emphasize purity, ethical 
consumption, and spiritual well-being. Consumer 
responses demonstrated that slogans integrating 
religious and ethical messaging foster trust and 
reinforce perceptions of authenticity. However, 
ambiguous or overly complex wordplay posed risks of 
misinterpretation, particularly among diverse cultural 
and linguistic audiences. This suggests that while 
linguistic creativity enhances brand engagement, it 
must be carefully tailored to suit different market 
contexts. 

One of the key insights from this study is that cultural 
adaptation plays a crucial role in the effectiveness of 
halal advertising slogans. Brands that localize their 
wordplay strategies to resonate with specific consumer 
groups are more likely to establish strong brand loyalty. 
Additionally, while humor and playful elements can 
enhance relatability, they must be used cautiously to 
avoid undermining the perceived sincerity and ethical 
commitment of the brand. 

In conclusion, wordplay in halal advertising is a 
powerful tool when applied with cultural and religious 
sensitivity. Future research could explore how digital 
marketing and social media trends influence the 
reception of halal advertising slogans in global markets. 
Understanding these dynamics will help halal brands 
refine their marketing strategies and enhance their 
connection with diverse consumer bases. 
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