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ABSTRACT 

This study highlights the increasing awareness among the Indonesian public 

regarding the importance of consuming halal food, especially with the rise of social 

media as an information source. Muslim consumers tend to choose halal-certified 

restaurants, particularly in All You Can Eat establishments. However, some restaurants 

that lack halal certification use the "No Pork, No Lard" label to attract consumers. This 

research aims to analyze the influence of the "No Pork, No Lard" halal message design 

on consumer purchasing decisions using quantitative and causal methods. Data were 

collected through a questionnaire from 396 respondents and analyzed using purposive 

sampling and multiple linear regression. The independent variables are expression 

(X1), convention (X2), and rhetoric (X3), while the dependent variable is consumer 

purchasing decisions. Statistical analysis processed using SPSS 27 shows that the "No 

Pork, No Lard" halal message design significantly influences 49.7% of consumer 

purchasing decisions at Wangja Korean Barbeque, with a correlation value (r) of 0.497. 
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