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Introduction to the Islamic Market

● The Islamic market is worth an estimated 2.1 trillion dollars, and is made up of over 1.5 billion 

people.

● Western brands can often face difficulty adapting to the Middle Eastern market due to the amount 

of laws and regulations that must be followed.



Understanding Sharia law

● Corporate Financial Institute: "...Sharia law is a religious law that lays down governing principles for 

spiritual, mental, and physical behavior that must be followed by Muslims…”

● Sharia law influenced by the Quran, which also guide Muslim understandings of Marketing 

Communications. 

● Subliminal advertising and sexual, emotional and fear appeal have elements of coercion, which is 

termed as ‘Ikrah’ in the Quran, and is highly frowned upon; it clouds a Muslim’s ability to think 

rationally about a decision, such as a purchase (Yousaf, 2016).



Halal and Haram

● Halal: What is permissible, or lawful. Widely used to refer to what foods Muslims can eat, but also 

extends to banking, fashion, tourism, etc

● Haram: What is impermissible, or unlawful. This mainly includes consumption of alcohol or most 

other drugs, gambling, and eating pork.



Nestle

● Ogilvy Noor Brand Index ranks Nestle as one of the most halal brands in the world, behind only Lipton Ice Tea.

● Nestle has a wealth of information about their products available to consumers, doing more than just labelling their 

food as Halal.

● Izberk-Bilgin and Nakata (2016) point out that Nestle, along with several other companies, are some of the most 

forward looking companies when it comes to recognising the potential of the Muslim market.

● Sponsor of the World Halal forum.

Opened Kitkat Chocolate Bar. [Photograph], 2015 by Alen Kadr, Shutterstock



Coca Cola: Share a Coke with Morocco 
● The original purpose of this campaign was to create 

“more personal relationship with consumers and inspire 
shared moments of happiness” (coca-cola company, 2022).

● Would be prohibited in Islamic markets as it is against 

regulations to deface Quranic names (think packaging).

● Solution: Use nicknames. Moroccan consumers express 

love to their loved ones through the use of nicknames 

that highlighted different personality traits or 

relationships (Rais, 2015).

● Campaign had over 2 million social media mentions and 

an increase in both consumption and brand-relevance 

share. 

Coca-Cola - Share a Coke with Morocco. [Image], 2016  by The Coca-Cola 
Company

https://www.coca-colacompany.com/au/news/share-a-coke-how-the-groundbreaking-campaign-got-its-start-down-under
https://www.coca-colacompany.com/au/news/share-a-coke-how-the-groundbreaking-campaign-got-its-start-down-under


Dettol

● Capitalised on one of the five pillars of Islam - The Hajj.

● Created a series of videos reaching out to and engaging with many Muslims who were about to 

make the Hajj - through a series of smart media decisions, such as programmatic advertising.

● 68% higher engagement rate in social media vs the benchmark, and 63% higher click-through rate 

with programmatic vs benchmark.

Dettol Antibacterial Disinfectant isolated white background. [Photograph], 2021 by Diplomedia, Shutterstock



Burger King: Go Mega
● Sweepstakes are not considered gambling but needs to 

be presented as a challenge and prize cannot be money  

(Anwar & Saeed, 1996). 

● In 2013, Burger King launched their ‘Go Mega’ 

campaign

● Challenge: penalty-shootout mobile game, prize: 

tickets to a La Liga game

● Dr. Muzammil Siddiqi states that sweepstakes become 

a problem when it “requires to purchase a ticket or 
something similar and get nothing in return for the value 
except for those who win (2000).

● The value was in their meal, which only facilitated the 

chance to win
QR Codes Gaining Popularity in the Middle East. [Image].



Ramadan
● Many brands run campaigns during holidays and Ramadan is no different, often being called the 

‘Super Bowl of the Middle East’.

● Ramadan is the time for unity and spiritual reflection and the reason behind fasting is to learn 

patience and compassion (Birtles, 2021).

● Countries such as Iran are highly collectivist and group oriented in nature (Hofstede, 2022), so 

festivals and holidays have a lot of importance in these countries. 

● Despite this, the Middle East is still filled with prejudice, stereotyping and labelling.



Coca Cola: Remove Labels

● In 2015, Coca Cola executed the first Iftar in the dark.

● They discovered many interesting aspects about each other 

but were surprised when their looks were revealed (e.g. A 

man with full tattoos was a TEDx talker).

● People cannot see each other, therefore cannot form any 

prejudices.

● Reinforced the ideas of Ramadan- be compassionate and 

unite as one. 
Coca Cola - Remove Labels. [Image], 2015 by KindFeed



Optional Coca-Cola Video

https://www.youtube.com/watch?v=
uZo5dWWKSos

https://www.youtube.com/watch?v=uZo5dWWKSos
https://www.youtube.com/watch?v=uZo5dWWKSos


Nike

● Released new shoe during 2018 in the United Arab Emirates.

● Failed to regard rules and regulations set out by the National Media Council to: “Refrain from 

offending God and Islamic beliefs, and show respect for other heavenly religions.”

● Has not amended design, permanently harming image with Islamic consumers.

Nike Air Max Shoe. [Composite], 2019 by Nike and Shutterstock, News.com.au



Conclusion

● Importance of effective strategy, knowledge, and understanding when it comes to marketing in the 

Islamic world.

● The most successful campaigns were able to closely link themselves to many facets of Islamic life - 

from the Hajj to Ramadan.

● Created long last relationships with consumers, and success for the brand, too.



Questions and Activity

● How would you adapt your brand to the Islamic market?

● Give refresher: Many foods could be considered “inherently halal” on face value. Do you think 

brands should communicate themselves as halal, and what advantages/pitfalls  do you think this 

has?
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