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Resumen

Como término lingiiistico y filosofico, la persuasion se considera objeto de acalorados debates
entre lingiiistas y filosofos. De ahi que en las lenguas que habla la gente haya muchos medios
diferentes que influyen en sus opiniones, creencias y actitudes. Por lo tanto, el inglés no es una
excepcion en lo que respecta a los medios lingliisticos para lograr técnicas persuasivas. En
términos mas generales, la persuasion tiene sus propias firmas lingiiisticas que pueden
observarse en varios niveles. Curiosamente, también se ha elegido el aspecto persuasivo en los
sermones de los viernes iraquies para comprobar si realmente representa o no la persuasion. La
realizacion de esta evaluacion se lleva a cabo utilizando un enfoque sociopragmatico. Esto
facilita la observacion de coémo se utiliza la persuasion (dimension pragmatica) y como la
transmiten los oradores y los oyentes (dimension socioldgica).

Por lo tanto, el propdsito de este trabajo es mostrar como las técnicas persuasivas son utilizadas
por los lideres religiosos islamicos en los sermones de los viernes pragmatica y
sociologicamente. Para lograr este objetivo, se adopté un modelo ecléctico para el analisis de los
textos (sermones) son las estrategias de cortesia de Brown y Levinson (1987), las estrategias
persuasivas de Lucas (2009), los actos de habla de Searle (1969), asi como variables sociales
seleccionadas. Los resultados indican que los lideres utilizan eficazmente apelaciones
emocionales (pathos), éticas (ethos) y légicas (logos) junto con diversas estrategias de cortesia
para atraer y motivar a su audiencia. Este enfoque polifacético aumenta la claridad y el impacto

de sus mensajes, reforzando las obligaciones morales y éticas.

Palabras clave: sociolingiiistica, pragmatica, persuasion, lideres religiosos isldmicos, sermones.

Abstract

As a linguistic and philosophical term, persuasion is considered as a subject of heated debate
among linguists and philosophers. Hence, in languages people speak there are many different
means that affect their views, beliefs and attitudes. Therefore, English is no exception as far as
the linguistic means for attaining persuasive techniques is concerned. More generally, persuasion
has it is own linguistic signatures that can be observed at various levels. Of the persuasive

approach in Iraqi Friday sermons interestingly, the persuasive aspect in Iraqi Friday sermons has
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also been chosen to verify whether or not it actually represents persuasion. The accomplishment
of this assessment is carried out by using a socio-pragmatic approach. This makes it easier to
observe how persuasion is used (pragmatic dimension) and how speakers and listeners transmit it

(sociological dimension).

Hence, the purpose of this paper is to show how persuasive techniques are used by Islamic
religious leaders in Fridays sermons pragmatically and sociologically. In order to achieve this
aim, an eclectic model was adopted for the analysis of the texts (sermons) are Brown and
Levinson's (1987) politeness strategies, Lucas's (2009) persuasive strategies, Searle's (1969)
speech acts, as well as selected social variables. The results indicate that leaders effectively use
emotional (pathos), ethical (ethos), and logical (logos) appeals alongside various politeness
strategies to engage and motivate their audience. This multifaceted approach enhances the clarity

and impact of their messages, reinforcing moral and ethical obligations.

Keywords: sociolinguistics, pragmatics, persuasion, Islamic religious leaders, sermons.
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1. Introduction

The religious sermon is considered one of the most important mediums that Islamic religious
leaders rely on to communicate with their audience. It is not merely a collection of spoken
words, but an art that requires specific skills in persuasion and influence. The sermon holds
significant importance in the Islamic community, serving as a platform for conveying religious
teachings, promoting ethical values, and guiding behaviors. Therefore, understanding the
persuasive techniques used by religious leaders in their sermons is a topic of particular relevance,
as it can reveal how these discourses impact the audience and shape societal perspectives.

(Smith, 2020)

Persuasion is an inclination to bring into a text a certain direction of system, as we notice how
this text constructs step by step. Every single piece that goes into the creation of the whole
ensemble of persuasive texts does matter. More generally, there are linguistic factors of

persuasion that manifest in different directions. (Johnson, 2019)

The persuasive techniques employed in Islamic sermons encompass a diverse range of strategies
aimed at influencing the emotions, beliefs, and behaviors of the audience. Among these
techniques is the use of emotional appeals (Pathos) to create a deep connection with listeners,
which fosters a sense of responsibility towards the issues presented. Religious leaders also rely
on ethical credibility (Ethos) to establish their authority, referencing life examples and the
teachings of the Prophet Muhammad (peace be upon him). Additionally, logical arguments
(Logos) are utilized to present compelling reasons that support the messages intended for

delivery.

In this context, the socio-pragmatic study highlights how these techniques interact with the social
and cultural contexts in which the audience lives. Social factors such as age, gender, and
educational level play a crucial role in how religious messages are received. For instance, the
response of youth may differ from that of older adults, requiring religious leaders to adapt their

approaches to meet the diverse needs of their audience.

The use of politeness strategies, such as positive and negative strategies, is an integral part of the
religious sermon. These strategies help leaders enhance their communication with their audience,

increasing the effectiveness of the messages directed at them. Through these strategies, religious
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leaders can convey their messages in a manner that respects the feelings of listeners and

enhances their understanding and comprehension.
2. Literature Review
2.1 Sociolinguistics

Sociolinguistics is “the study of the relationship between language and society”. (Holmes, 2013:
1) They are interested in explaining why we speak differently in different social contexts,
identifying the social functions of language and the ways it is used to convey social meaning.

(ibid)

Sociolinguistics, which Van Herk (2012) defines as the study of the relationship between
language and society, focuses on the ways in which particular individuals or groups of
individuals utilize language. It clarifies how people's speech varies depending on the social
setting. It talks about how language is used to communicate social meaning and its social
functions. It offers a wealth of information on the social relationships within a community, the
uses of language, and the ways in which individuals use language to express different facets of

their social identities.

However, Swann et al (2004) states that sociolinguistics emphasizes on how language and social
life interact i.e. society and language function as two sides of the same coin. Having a society is
vital for dialect to exist. Sociolinguist aims to move towards a theory which provides a motivated
account of the way language is used in a community, and the choices people make when they use

language. (Holmes, 1992)

Accordingly, Wardhaugh (1986: 12) defines sociolinguistics as “the relationship between
language and society with the goal of a better understanding of the structure of language and of
how languages function in communication”. The study of the traits of language varieties, their
roles, and speakers as these three elements continuously interact, alter, and transform one another

within a speech community. (Fishman 1972: 4)

At the heart of sociolinguistics is the correlation of independent linguistic variables with
independent social variables: Formality, Social status, Social distance Function / purpose,

Gender, age, etc. Chambers (1995)
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2.1.1 Social Variables

Social variables are inherently constitutive of social reality and belong to a larger category of

indexical indicators that direct the interpretation of purpose. (Gumperz, 1992)
2.1.1.1 Age

The age of the speaker is one social factor that influences linguistic variation. Age stratification
is hardly noticeable in the majority of societies. Generation after generation has persisted in
belonging to a variety of speech groups that communicate in varying degrees and in various
ways. The younger generations are only distinguished from others by their membership in a
distinct linguistic community. It is important because of its clear role in language change. Many
of the words used by one generation are unfamiliar or unclear to another. This is the primary
element affecting the evolution of language. Generally speaking, younger people employ a wide
variety of language expressions that older people may not understand, and vice versa.

(Wardhaugh, 2006)
2.1.1.2 Gender

According to Holmes (2013), gender is unalterable and fixed, and anybody who interacts with it
is classified as either male or female. Gender identity is a construct rather than a fixed attribute.
It's also helpful in demonstrating how women adjust to manly settings and how men employ both

feminine and manly features to adapt to feminine ones.

Although women adopt prestige forms of language from higher ranks and above the level of
public consciousness at a higher rate than men, they use more innovative vernacular forms that
occur below the level of public awareness than men do, according to William Labov's (1990)

theory of the gender paradox.
2.2 Persuasion

Pfau and Wan (2006) define persuasion as the use of communication in an attempt to shape,
change and/or reinforce perception, affect (feelings), cognition (thinking) and /or behaviour.
Persuasion is typically defined as “human communication that is designed to influence others by

modifying their beliefs, values or attitudes. (Simons, 1976: 21)
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Persuasion is defined as methods used to influence attitudes, raise awareness, educate or
influence behaviours (Messina, 2007). It is often associated with rhetoric advocacy, propaganda,

coercion and advertising. PR practitioners often use persuasion in their communication tools.

Persuasion is an interactive process between the persuadee and the persuader, according to
O'Donnell and Kable (1982). They described persuasion as a continuous, complex, and
interactive process in which the connection between the sender and the receiver is mediated by
verbal, nonverbal, and symbols. The goal of a persuader is to convince someone to alter their

behaviour or attitude (O'Donnell& Kable, 1982).
2.2.1 Persuasive strategies

Lucas (2009: 352) stated that there are four reasons why a speech or written work can influence
someone: "Because they perceive the speaker as having high credibility. Because they are won
over the speaker's evidence. Because they are convinced by the speaker's reasoning. Because

their emotions are touched by the speaker's ideas or language”.

According to Stephan Lucas (2009), there are three rhetorical appeals that are important for
persuasion: ethos, logos, and pathos. These are in line with Aristotle's views on rhetoric and
persuasion. In order to make writing or speaking more powerful and convincing, he describes the

key elements, variables, and tactics for every appeal (Lucas, 2009).
1. Logos: (Appeal to Logic)

According to Lucas (2009), Aristotle identified a speaker's logical appeal as the logos appeal.
Reasoning and evidence are the two main components of logos. As a result, he distinguishes
causal and analogical reasoning as the two main categories of reasoning that comprise logical

appeal.

The goal of casual reasoning is to determine the cause-and-effect link. Analogical reasoning,
according to Lucas (2009), is a style of reasoning when a speaker considers two cases that are
similar and deduces that what is true for the first case must also be true for the second. In order
to establish and strengthen credibility and persuade an audience, evidence is essential. Numerous
corroborating elements are employed as proof, such as particular examples and statistics,

citations from reliable sources, and quotations (Lucas, 2009).
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2. Ethos: (Appeal to Values and Trust)

The audience's values and the author's credibility or character are the two aspects of ethical

appeals (Gagich&Zickel, 2018).

"The audience's perception of whether a speaker is qualified to speak on a given topic"(Lucas,
2009: 353) is the definition of credibility. Character and competence are the two fundamental
variables that have an impact on it. Competence is the audience's perception of the speaker's
experience, authenticity, and intelligence on a subject; character is how the audience views the

speaker's reputation, dependability, and physical attraction (Lucas, 2009).

An author making an ethical appeal is, on the one hand, trying to appeal to the audience's values
or beliefs; these could include self-preservation, justice, equality, tradition, patriotism, or other
particular social, religious, or philosophical values (feminism, socialism, capitalism, Christian
values, etc.). Though these values are sensed on a social as well as a personal level, they can
occasionally feel close to emotions (Gagich&Zickel,2018). The reader will get the impression
that the author is presenting a morally "right" argument. The author, on the other hand, is
connected to the other notion of ethos through this reference to what is "right" in an ethical
argument. Two ideas are fundamental to an ethos that centres on the author: the author's

character and trustworthiness (Gagich & Zickel, 2018).
3. Pathos: (Appeal to Emotions)

The pathos appeal, which speakers and writers use to address and arouse the emotions and
feelings of their audience, is what Lucas (2009) refers to as appealing to people's emotions. He
goes on to discuss strategies for arousing people's feelings, such as speaking with honesty and
conviction, discussing and creating vivid examples, and employing expressive language that is
rich with emotions (Lucas,2009). An author who makes pathetic appeals hopes to evoke strong

emotions in the reader, such as pride, excitement, rage, or happiness. Pathetic appeals might

involve (Gagich&Zickel,2018):

1. Expressive descriptions of individuals, locations, or events that let the reader sense or

experience those things.
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2. Vivid imagery of persons, locations, or events that gives the reader the impression that
they are actually happening.

3. Presenting personal stories that elicit sympathy or a sense of connection from the reader
for the person being portrayed.

4. Putting the reader in that particular emotional state by employing emotionally laden
words.

5. Utilizing any information that will cause the audience to feel something. This could entail
connecting with or rejecting the person, group, or event under discussion, or it could

entail evoking feelings of revulsion or empathy in the audience (Gagich&Zickel, 2018).
2.3 Pragmatics

Pragmatics, according to Levinson (1983: 5), is the study of language usage. He states that it
analyzes the relations between language and context which is fundamental in understanding a
language. In order to understand an utterance, knowing the meaning of the words uttered and the
grammatical relations between them is not enough. People need to make inferences that will

connect the utterances to what is mutually assumed or what has been said before (Ibid: 21).

Leech (1983: 6) defines pragmatics as the study of meaning regarding speech situations. In
addition, Yule (1996: 3) gives four definitions of pragmatics. First pragmatics is the study of
what a speaker means when he/she delivers an utterance. It deals with the analysis of the
meaning behind people’s utterances. Second, pragmatics is the study of meaning which is
contained within a certain situation. It contains the interpretation of meaning behind people’s
utterances towards specific context and how the utterances are influenced by the context. Third,
pragmatics is the study of how more gets communicated than is said. It explores how the implied
message is acknowledged as part of what is being said. Fourth, pragmatics is the study of the
relationship intimacy between the speaker and hearer. Finally, pragmatics deals with meaning of

utterances in relation with the context in order to achieve language understanding.
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2.3.1 Austin's Classification of Speech Acts

In an attempt to come up with a suitable taxonomy of speech acts, Austin (1962: 150ff)
recognizes five general classes of speech acts. He classifies speech acts according to their

illocutionary force into:

1- Verdictives: These are typified by the giving of a verdict by a jury, arbitrator, or umpire.
Austin adds that "Verdictives consist in the delivering of a finding, official or unofficial, upon
evidence or reasons as to value or fact, so far as these are distinguishable". He (ibid.) further
elaborates that there is an obvious connection between verdictives and the truth and falsity, for
example, the content of a verdict can be shown when an umpire is calling "Out", "Three strikes".
Verbs that belong to this class include: acquit, hold, calculate, describe, analyze, estimate, date,

rank and assess.

2- Exercitives: These are related to the exercise of rights or powers or influence in favour of or
against a certain course of action, or advocacy. Austin explains that exercitives and verdictives
can be unified in one feature, i.e. they can be issued by arbitrators and judges. Verbs that belong
to this class include: appoint, degrade, dismiss, name, order command, direct, sentence, claim,

beg and give.

3- Commissives: These are characterized by promising or undertaking. The whole point of a
commissive is to commit the speaker to a certain course of action. Yet, they involve declarations
or announcements of intention which are not promises. However, Austin seems to be uncertain in
putting declarations and undertakings together as he states "Declarations of intention differ from
undertakings, and it might be questioned whether they should be classed together". Verbs which
belong to this class include: promise, undertake, contract, intend, plan, contemplate, swear,

engage, vow, agree, bet and oppose.

4- Behabitives: These are characterized by being "a very miscellaneous group". Austin further
elaborates that behabitives include" the notion of reaction to other people's behaviour and
fortunes and of attitudes and expressions of attitudes to someone else's past conduct or imminent
conduct". Verbs which belong to this class include: apologize, thank, welcome, deplore, bless,

criticize, congratulate, protest and challenge.
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5- Expositives: These are described by Austin as being "difficult to define". Expositives involve
making plain "how our utterances fit into the course of an argument or conversation, how we are
using words, or, in general, are expository". Verbs that belong to this class include: deny, assume,

postulate, reply, affirm, emphasize, answer, accept, describe, concede, report and illustrate.

Austin (ibid.: 151)expresses the difficulties he faced in classifying speech acts to the extent that
he seems to be uncertain whether his classification is correct or not. He states that the last two
classes are the "most troublesome, and it could well be that they are not clear or are
cross-classified, or even that some fresh classification altogether is needed". Behabitives are
troublesome because they are very "miscellaneous" while expositives are troublesome because
they are "enormously numerous and important". Austin further elaborates that behabitives and
expositives are "included in the other classes and at the same time to be unique in a way that I

have not succeeded in making clear even to myself".

2.3.2 Politeness

Yule (1996: 106) asserts that politeness is a system of interpersonal connections intended to
promote human interaction by reducing the likelihood of conflict and confrontation that are
present in all human exchanges. She adds that politeness is understood as a strategy (or set of
methods) used by the speaker to accomplish a number of objectives, including fostering or

preserving harmonious relationships.

Being nice is knowing how to interact with others in a courteous manner. It is not innate; rather,
it is something that people are socialized into and must learn. It is the fundamental mechanism

via which people uphold their interpersonal connections (Marquez, 2000: 47).

Politeness, on the other hand, can be defined as a pragmatic process in which a range of
structures (including prosodic and non-verbal elements) cooperate in accordance with the
speaker's aim to achieve a smooth conversation, according to Trosborg (1995: 24). Therefore,
politeness can be inferred from the utterance's context, the speaker-hearer connection, and the

language form utilized.
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2.3.3 Politeness Strategies

Brown and Levinson (1979) propose four main types of politeness strategies that speakers use to
manage social interactions and mitigate face threats. Each strategy addresses the different aspects
of social relationships and communication dynamics, allowing speakers to navigate varying

contexts effectively.

The bald on record strategy involves making direct statements without any attempt to soften
the impact on the hearer’s face. This strategy is employed when the speaker's intention is clear
and straightforward, often in situations that demand efficiency or urgency. For example, phrases
like “Listen, I’ve got an idea” or “Hear me out” exemplify this strategy. The speaker opts for
directness, prioritizing clarity over politeness, which can be particularly effective in urgent or
task-oriented contexts. Additionally, bald on record may occur in scenarios where the power
differential is significant, with more powerful interactants speaking directly to those with less
power. However, it’s important to note that this strategy can also lead to offensive remarks, as
illustrated by Tam Dalyell's comment in the British House of Commons about then-Prime

Minister Margaret Thatcher, where he labeled her with strong accusations.

In contrast, the positive politeness strategy is aimed at enhancing the hearer’s positive face,
expressing solidarity and emphasizing shared goals. This strategy encompasses a range of
techniques designed to foster closeness and rapport. For instance, one way to claim common
ground is by noticing and attending to the hearer’s interests or possessions, such as saying,
“Goodness, you cut your hair!” This approach shows awareness and appreciation of the hearer’s

status or changes, thereby reinforcing social bonds.

Another technique within positive politeness is exaggeration, where speakers may use
heightened intonation or emphatic modifiers to convey approval or sympathy. For example,
complimenting someone’s garden with, “What a fantastic garden you have!” uses exaggerated
praise to strengthen interpersonal connections. Additionally, speakers may intensify their interest
in the conversation, employing vivid storytelling or tag questions to encourage participation, as
in, “There were a million people in the Co-op tonight!” Such engagement invites the hearer into

the dialogue, reinforcing their shared connection.
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Using in-group identity markers is another effective strategy under positive politeness.
Addressing someone as “mate” or “honey” creates a sense of familiarity and belonging, helping
to soften potential face threats. Furthermore, seeking agreement through safe topics or repetition
can enhance cooperative interactions. For example, repeating “To London!” after a statement
about travel emphasizes agreement and builds rapport. In scenarios where disagreement might
arise, speakers can employ token agreement, subtly twisting responses to avoid outright

contradiction, thereby preserving harmony in the conversation.

The negative politeness strategy, on the other hand, focuses on respecting the hearer’s negative
face, which encompasses their desire for autonomy and freedom from imposition. This strategy
seeks to minimize threats to the hearer's face by employing indirectness and hedging. For
example, using conventional indirect expressions like “Can you pass the salt?” allows the
speaker to make requests without overtly demanding compliance, thereby showing respect for

the hearer’s autonomy.

Hedges play a crucial role in negative politeness, as they allow speakers to soften their
statements and avoid making presumptions about the hearer’s desires or beliefs. Phrases like “I
think you might want to...” indicate a desire to minimize assumptions about the hearer’s
preferences. This strategy is particularly useful in formal situations where maintaining distance is

essential to avoid conflict.

Furthermore, negative politeness includes strategies that do not coerce the hearer into
compliance. For instance, being pessimistic—expressing doubt about the hearer’s ability to
fulfill a request—can provide an out for the hearer, as in, “I don’t imagine there’d be any chance
of you...” This formulation allows the hearer to decline without feeling pressured. Minimizing
the imposition by indicating that the request is trivial, such as saying, “I just need a little help,”

further respects the hearer’s autonomy.

Lastly, the off record strategy allows speakers to communicate indirectly, making it difficult to
attribute a single clear intention to their utterances. This strategy involves using implicature and
hints that invite the hearer to infer meaning from context. For example, saying “It’s cold in here”
might imply a request to close a window without stating it outright. This indirectness helps the

speaker avoid direct face threats while still conveying their needs.
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Strategies such as giving association clues or presupposing shared knowledge can also lead to
off-record communication. By suggesting something that resonates with mutual experiences, the
speaker can convey requests or criticisms without explicit statements. Using vague expressions,
such as “Maybe someone did something naughty,” allows the speaker to broach sensitive topics

without directly confronting the hearer.
2.4 Socio-pragmatics

Socio-pragmatics is a field that analyzes how language is used in social contexts, focusing on the
interplay between linguistic choices and social factors (Angelmuller, Maingueneau, & Wodak,
2014). It emerged as a significant area within general pragmatics, with early recognition by

linguists like Leech (1983).

This approach is particularly relevant in understanding how various contextual conditions
influence the norms and practices that speakers adopt in communication. For example,
socio-pragmatics considers how cultural, social, and situational factors shape the way language is

used and interpreted.

Socio-pragmatics overlaps with other disciplines, such as critical discourse analysis and
sociolinguistics, due to its focus on the impact of social contexts on language use. This
intersection allows for a deeper exploration of how language reflects and reinforces social

dynamics.

According to Aijmer and Andersen (2012), socio-pragmatics encompasses various studies that
examine societal perspectives on pragmatics. This includes areas like variational pragmatics,
which looks at how language varies across different social contexts, and interactional
sociolinguistics, which analyzes how social identities are constructed in conversation. By
engaging with these related fields, socio-pragmatics provides a comprehensive understanding of

the relationship between language and society.
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3. The Model of the Study

The researcher used an eclectic model, which consists of four models to analyze the data. The
first one is Brown and Levinson’s (1987) model of politeness, who divided politeness strategies
into four categories: bald-on-record, positive, negative, and off-record politeness strategies, the
second one is Searle's (1969) model of speech acts that involves five categories (assertives,
directives, commissives, expressives and declarations), and the third one is Lucas's (2009) model
of persuasive strategies, who followed the three categories proposed by Aristotle (Pathos, Ethos
and Logos), and the fourth one is analyzing the social variables utilizing the eclectic model of

social variables (In this study, the three social factors have been used (age, and gender).

Figure (1): The Eclectic Model of Analysis
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4. Data Analysis
Text (1)
(G a8 5y ab ket AB3ia g gal dpa 3) - Tt 4l sl Yiia) U3 5 51 31 Sile am g ol L
“Take Sadaqah from their wealth in order to purify them and sanctify them with it”

((Surah At-Tawbah, 9:103) was taken from a sermon calling on people
to give zakat, delivered at the Great Imam Mosque in Baghdad on May
13,2023)

Persuasive strategies are used in this Quranic verse, the first one is pathos, in which the
emotional appeal is strong, as the call for zakat (charity) connects to feelings of compassion,
social responsibility, and spiritual obligation. The use of terms like "purify" and "sanctify"
evokes a sense of moral duty and emotional resonance, ethos, in which the speaker establishes
credibility by citing a verse from the Quran, which is a revered text in Islam. This religious
authority lends weight to the message and duty but also as a rational practice that benefits both

the giver and the community.

As for speech acts, directives is used to urging people to give zakat. The imperative tone
encourages specific action aligned with religious teachings, assertives to assert the importance of
zakat as a religious requirement, presenting it as a fundamental aspect of the Islamic faith, in
expressives, the sermon expresses the communal value of charity, fostering a sense of belonging
and shared responsibility among the congregation and declarations used implicitly, the act of

calling for zakat serves as a declaration of its necessity and importance within the community.

The strategies of politeness used in this Quranic sermon are bald-on-record in which the message
is conveyed straightforwardly, with clear directives about the obligation to give zakat, positive
politeness, in which the inclusive language ("you people") builds rapport and fosters a sense of
community, appealing to shared values and responsibilities, negative politeness: the respectful
framing of the call to action acknowledges individual autonomy, allowing listeners to feel they
are making a choice rather than being coerced and finally, off-record politeness that is while not
overtly employed, the reference to religious texts allows for an indirect appeal to those who may

be hesitant, encouraging reflection on personal beliefs and values regarding charity.
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Test (2)

"Citizens who are able to bear arms and fight against terrorists in defense of their country,

people, and sacred places are encouraged to volunteer to join the security forces."
(Friday sermon on June 13, 2014)

Through this sermon, the persuasive strategies used in this text are pathos, in which the text
appeals to emotions by invoking a sense of patriotism and duty. References to "country,"
"people," and "sacred places" resonate deeply with listeners, stirring feelings of pride and
urgency to protect what is valued, as for ethos, the speaker establishes credibility by addressing
citizens directly and appealing to their sense of responsibility. The authoritative context of a
Friday sermon enhances the trustworthiness of the message, encouraging individuals to act based
on moral duty. As concerning logos, while primarily emotional, the logical appeal is present in
the call for citizens to "volunteer to join the security forces." This suggests a rational course of

action to combat terrorism, presenting a clear and logical solution to a pressing issue.

Pragmatically, there are three types of speech acts used in this text, are directives, in which the
statement functions as a directive, instructing citizens to volunteer for military service, thereby
encouraging specific action, expressives that expresses solidarity and a collective sense of
responsibility, fostering a community spirit among citizens and assertives refer to the statement

asserts the necessity of citizen involvement in national defense, framing it as an essential duty.

As for the politeness strategies, bald-on-Record is the directness of the call to action ("are
encouraged to volunteer") is a straightforward approach, signaling urgency without ambiguity,
Positive Politeness, in which the inclusive language ("citizens") promotes a sense of belonging
and unity, reinforcing shared values and encouraging participation, and negative politeness by
using "are encouraged,” the message respects individual autonomy, allowing citizens the freedom

to choose while still promoting action.
Text (3)

“In the topic of respecting elders, the Prophet Muhammad (peace be upon him) said: "Indeed,
among the honors of Allah is honoring the Muslim elder, the bearer of the Quran who is neither

extreme in it nor neglectful, and honoring the just ruler." Honoring the Muslim elder and showing
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appreciation for him is part of venerating and glorifying Allah, as he has precedence in acts of
worship. How many times has he prostrated to Allah! How many times has he bowed! How often
has he supplicated and humbled himself before Allah! How many acts of charity has he
performed, and how many fasts has he completed, and how many good deeds has he done! All of

this should be duly recognized and valued”
(Sermon titled "Respecting Elders," 22/10/2024)

Pragmatically speaking, speech acts used in this text are directives; the message implicitly directs
the audience to honor elders and reflects the expectation of this behavior within the community,
assertives: the text asserts the importance of respecting elders as a religious obligation,
emphasizing its significance in Islamic teachings, expressives: it expresses appreciation for the
elder's life and contributions, fostering a sense of gratitude and recognition and declarations: the
act of stating that honoring elders is part of venerating Allah serves as a declaration of its

religious importance.

The politeness strategies used in this text are bald-on-record, in which the message conveys clear
and straightforward directives about the importance of honoring elders without ambiguity,
positive politeness by using inclusive language and referencing communal values fosters a sense
of belonging and reinforces shared cultural norms regarding respect for elders, negative
politeness that represents the respectful tone acknowledges the personal autonomy of individuals,
allowing them to feel that honoring elders is a choice rather than an obligation imposed on them
and off-record politeness in which the indirect appeal to religious principles allows listeners to

reflect on their beliefs and responsibilities towards elders without feeling pressured.

From a sociolinguistic perspective, the persuasive strategies used in this text are pathos that
represents the emotional appeal is significant, as the text invokes feelings of respect and
reverence for elders. References to the acts of worship performed by the elder evoke admiration
and compassion, encouraging the audience to value their contributions, ethos that the credibility
of the message is established through the authority of the Prophet Muhammad (peace be upon
him). Citing a respected religious figure enhances the ethical appeal, reinforcing the moral
obligation to honor elders as well as logos that shows the logical reasoning is present in the

argument that honoring elders is a divine command. The enumeration of the elder's past acts of
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worship provides a rational basis for why they deserve respect, framing it as a logical and

necessary practice.

Additionally, the social factors in this text are the age in which the focus is on elders highlights
the societal value placed on age and experience, recognizing their wisdom and contributions to
the community. As well as gender though the text does not explicitly address gender, the
principles of respect for elders apply universally, promoting a respectful attitude towards all

elderly individuals, regardless of gender.

“In the topic of maintaining family ties, it is stated that preserving these ties is an obligation,
while severing them is a great sin. The "relatives" include those who are close, such as siblings,
and those connected by lineage, like grandmothers, grandfathers, uncles, and aunts, as well as

their children.”
(Sermon: "Maintaining Family Ties," 6/3/2024)

From the pragmatic view, the addressee used four speech acts, directives: The text functions as a
directive, urging individuals to maintain family ties and avoid severing them, reflecting an
expectation of behavior within the community, assertives asserts the importance of family
connections by categorically stating that maintaining ties is obligatory and that severing them is
sinful, expressives: the message expresses the value of family relationships and highlights the
emotional and moral weight of these connections, fostering a sense of community and
declarations: dy declaring family ties as an obligation, the text reinforces the societal norm that

these relationships are critical and must be honored.

In accordance with politeness strategies, in this text the Imam used bald-on-record in which the
straightforward language used to convey the obligation and sin regarding family ties is direct and
unambiguous, emphasizing the seriousness of the topic, positive politeness: the inclusive

nmn

language ("relatives," "siblings") creates a sense of community and shared values, appealing to
the audience's desire for belonging and connection, negative politeness: the respectful framing of
the obligation acknowledges individual autonomy, allowing listeners to feel that they have the
choice to act in accordance with the teaching rather than being forced and oft-record politeness
in which the indirect references to the consequences of severing ties allow listeners to reflect on

their personal relationships without feeling directly confronted.
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Socio-linguistically, the persuasive strategies used are pathos, which represents the emotional
appeal is strong, as the message underscores the importance of family connections and evokes
feelings of loyalty and love toward relatives. The framing of severing ties as a "great sin" elicits
guilt and a sense of moral obligation, ethos refers to the use of religious authority establishes
credibility. The assertion that maintaining family ties is a divine obligation reinforces the ethical
basis for this behavior, encouraging adherence based on moral and spiritual values and logos
shows the logical structure of the argument presents a clear cause-and-effect relationship:
maintaining ties is a duty, while cutting them is a sin. This logical appeal encourages individuals

to reflect on their actions and the consequences of family relationships.

The social factors also have been used such as age, in which the emphasis on maintaining family
ties highlights the respect traditionally accorded to elders within families, reinforcing the value

of wisdom and experience that older relatives bring.
Text (5)

In this text, it is stated: "And remember, my Muslim brother, that the Messenger of Allah, peace
be upon him, said: 'All sins are delayed by Allah until the Day of Judgment, except for the
mistreatment of parents, for it is hastened for its perpetrator.' This means that the punishment is
expedited for them in this world before the Day of Judgment. We are all commanded to honor our

parents, and if one of them commands..."
(Sermon: "Honoring Parents and Mistreating Parents," 6/6/2022)

Pragmatically, the imam uses directive speech acts in the text urging listeners to honor their
parents and warning against mistreatment. It conveys a clear expectation of behavior. Also the
imam uses assertives speech acts in order to asserts the religious teaching about the
consequences of mistreating parents, emphasizing its seriousness and importance. Additionally,
two strategies of politeness have been used; the first one is Bald-on-Record, in which the
straightforward delivery of the warning against mistreatment is direct and unambiguous,
emphasizing the seriousness of the issue and the second one is Negative Politeness that allows

listeners to feel empowered to choose to honor their parents rather than being coerced.

From the sociolinguistic perspective, all the persuasive strategies have been used by Imam

(pathos, logos and ethos), pathos is used as the mention of parental mistreatment evokes feelings
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of guilt and a sense of moral obligation. The urgency of the punishment for such actions aims to
stir deep emotional responses, encouraging listeners to reflect on their behavior toward their
parents, ethos represents the authority of the Prophet Muhammad (peace be upon him) lends
credibility to the message. By citing a respected religious figure, the speaker reinforces the
ethical imperative to honor parents, making it a matter of faith and moral duty and finally logos,
which refers to the logical reasoning is evident in the argument that all other sins may be delayed
in punishment, while mistreatment of parents is dealt with swiftly. This creates a clear
cause-and-effect relationship that encourages individuals to consider the implications of their

actions.

Conclusion

The current study has explored the persuasive techniques in used by Islamic religious leaders in
sermons adopting a socio-pragmatic analysis. The researcher used an eclectic model, which
consists of four models to analyze the data. The first one is Brown and Levinson’s (1987) model
of politeness, the second one is Searle's (1969) model of speech acts, and the third one is Lucas's
(2009) model of persuasive strategies, and the fourth one is analyzing the social variables

utilizing the eclectic model of social variables.

The results show that the fourth strategies of politeness (bald-on-record, positive, negative, and
off-record politeness strategies) are used in all the sermons by the Imam. The strategic use of
politeness, allows religious leaders to communicate their messages effectively while respecting

individual autonomy.

Regarding the persuasive techniques, pathos, logos and ethos are used by the Imam. Religious
leaders frequently invoke strong emotional responses to foster a deep connection with their
audience. This approach not only captures attention but also motivates individuals to reflect on
their personal beliefs and behaviors, particularly regarding moral and ethical obligations. By
referencing the teachings and examples of revered figures such as the Prophet Muhammad
(peace be upon him), leaders establish a moral framework that lends credibility to their
messages. This authority reinforces the obligation to adhere to religious teachings, making the

audience more receptive to the sermon. The use of logical arguments, particularly through
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cause-and-effect relationships, effectively encourages critical thinking among listeners. By
framing certain behaviors as sinful with direct consequences, leaders create a rationale that

supports the call to action, urging adherence to religious duties.

As concerning politeness strategies, the sermons employ a variety of speech acts—directives,
assertives, expressives, and declarations that serve different communicative purposes. This
diversity enhances the overall engagement of the audience, facilitating a multifaceted

understanding of the messages being conveyed.
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