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ABSTRACT

The discourse analysis of advertisements is increasingly growing in many cultures. Yet few studies 
have attempted to analyse such discourse in the Arab culture. This study attempts to explore how 
cultural values manifest in the TV commercials (TVCs) of Arab mobile telecommunication companies 
and to investigate the linguistic feature as well as discursive and social practices of these commercials 
in different Arab divisions. To achieve this, 43 TVCs were downloaded from the YouTube channels of 
Arab mobile telecommunication services during the Ramadan month 1439 AH (17 May–15 June 
2018) and were analysed. A qualitative analysis of representative TVCs from each of the four main 
cultural-geographical divisions was conducted using Fairclough’s critical discourse analysis (CDA) 
model (1992). The main findings show that most of the commercials used an emotional strategy; 
employed collectivism, enjoyment, modernity and courtesy values, and utilised appropriate linguistic 
features as well as discursive and social techniques to attract the target audience. 

Keywords: Content analysis, CDA, inter-cultural, cross-cultural, Arab commercials, TVCs, mobile 
telecommunication companies
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INTRODUCTION

The mobile telecommunications industry is not only a prerequisite for the economic 
activities of any advanced country but also fosters the development of other industries in 
these countries (Gelvanovska, Rogy, & Rossotto 2014). Over the past two decades, Arab 
countries have witnessed a massive growth of mobile telecommunications services and 
explosion in the number of mobile subscribers and connections (Al-Mamary, Shamsuddin, 
Abdul Hamid, & Al-Maamari, 2015). This growth has also increased the advertising 
volumes of the telecom sector in these countries (Kalliny, 2014).

The advertising discourse is linked to a range of disciplines such as cognitive 
psychology, cultural anthropology, economics, and social psychology (Hovland & 
Wolburg, 2014). TV commercials (TVC) is one of the most popular and effective types of 
advertising that promotes the consumerist ideology embedded in verbal and visual objects 
and persuades the target audience to increase the sales of products/services (Khalid & 
Baig, 2016) and retain customer loyalty. 

The discourse of TVC encompasses social values, choices and ideologies (Shaikh, 
Bughio, & Kadri, 2015), and not only analyses the text itself  but also the processes involved  
in its production, distribution and consumption (Baig, 2013). Therefore, the critical 
discourse analysis (CDA) can be employed to investigate the language as well as the  
discursive and social practices of this discourse.

LITERATURE REVIEW

The review of literature addresses the relationship between culture and advertising, the 
Arab culture (homogeneity vs. heterogeneity), advertising during Ramadan, Fairclough’s 
CDA model (1992), and the CDA’s suitability for studying the advertising discourse.

The relationship between culture and advertising
Culture is the entire way of life of a particular people, including shared social heritage, 
values, beliefs, customs, norms, traditions, and skills (Barakat, 1993). In the marketing 
communications field, culture impacts on consumer behaviour, motivation, and need 
(Malefyt & Moeran, 2003), and has a strong link with advertising, since culture influences 
advertising message strategies and appeals (Lin, 1993), and vice versa. Advertising also 
affects consumer perception (Asemah & Edegoh, 2017), and plays an integral role in 
transmitting and shaping cultural values (Kalliny & Gentry, 2007). Therefore, ads should 
be written and designed in line with the pre-existing attitudes of the target audience, and 
marketers must understand the cultural values of the target customer to be able to produce 
appropriate advertising messages (Asemah & Edegoh, 2017).

The most common cultural values manifested in advertising include collectivism, 
competition, enjoyment, family, modernity, nurturance, patriotism, popularity, respect for 
the elderly (Cheng, 1997), high- and low-context cultures and language, power distance, 
uncertainty avoidance and cultural preference for written versus oral communication 
(Kalliny & Gentry, 2007). Cognitive and emotional appeals are also used in advertising 
according to the customer’s culture, for example, French commercials are considered more 
emotionally based, but U.S commercials are presented in a more logical manner (Lin, 
1993).
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The Arab culture: Homogeneity vs. heterogeneity
Shared language and culture has often been cited as the most basic element of the 
Arab national identity (Barakat, 1993). For example, Harb (2015) identified five main 
characteristics that are prominently featured in the Arab world; these characteristics are 
religion, morality, honour, generosity and hospitality, and the central role of the family.

In light of this Arab cultural homogeneity, this study attempts to investigate the TVC 
characteristics of Arab telecommunication companies during Ramadan, specifically, their 
length, number of scenes, artistic expressions, message strategies, execution frameworks, 
informational cues, cultural values, and Islamic rituals (inter-cultural).

Other studies in the past have looked at the cultural differences among Arab regions 
(e.g., Kalliny, 2014; Kalliny & Gentry, 2007), For example, Egypt still prides itself  as being 
a descendant of the Pharaohs while Saudi Arabia prides itself  of its Islamic origin (Kalliny, 
2014). The Arab world, which contains 22 countries,  are divided into four main cultural-
geographical divisions: (1) the Fertile Crescent (a crescent-shaped region capping the  
Arabian Desert/Arabian Peninsula), (2) the Nile Valley (located in eastern North Africa), 
(3) the Gulf States (situated in the Arabian Peninsula), and (4) the Maghreb (situated 
in western North Africa) (Harb, 2015). In marketing communications, an advertisement 
designed to appeal to the Egyptian consumers might fail to appeal to their Saudi 
counterparts (Kalliny, 2014) and vice versa. Therefore, the current study employed  
CDA to highlight the Arab and Islamic cultural impacts on the TVC discourse and to 
examine cultural similarities and differences among these four Arab cultural divisions 
(cross-cultural).

Advertising during Ramadan
Islam plays central role in shaping the Arab culture because more than 90% of Arabs are 
Muslim by faith (Barakat, 1993). Ramadan is a month of increased religious practices 
of Islam, beliefs, values, customs, and traditions for Muslims and special rituals such 
as family gatherings, feasts, going out to Ramadan tents, as well as watching TV shows 
and programs. During Ramadan, advertising rates double and big advertisers produce 
specific TVCs promoting Ramadan campaigns (Keenan & Yeni, 2003). Hence, during this 
month, the best strategy often chosen is to avoid antagonising the Muslim viewers by not 
showing any ads that involve sex-related products such as underwear, condoms, and female 
contraceptives (Fam, Waller, & Erdogan, 2004). Therefore, Ramadan TVCs are well-suited 
to study the Arab and Muslim cultural values, customs and traditions.

Fairclough’s three-dimensional CDA model 
CDA is defined as “a type of discourse analytical research method that primarily studies 
the way social power abuse, dominance, and inequality are enacted, reproduced, and 
resisted by text and talk in the social and political context” (Van Dijk, 2008, p. 85). It is an 
interdisciplinary approach because it requires combining various disciplines, methods, and 
techniques to examine the discourse of a particular phenomenon (Wodak, 1999), and to 
investigate complex relationships between verbal and visual texts, social cognition, power, 
society, and culture (Van Dijk, 1993). 

Fairclough (1992) proposed a three-dimensional model of discourse (Figure 1). 
The dimensions included are (a) text analysis (b) discursive practices and (c) sociocultural 
practices. These dimensions will be discussed in the results of the study.
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TEXT

DISCURSIVE PRACTICE 
(Production, distribution, 
and consumption)

SOCIAL PRACTICE

Figure 1. The three-dimensional conception of discourse (Fairclough, 1992, p. 73)

Bearing in mind the different, complex, multi-faceted and interrelated aspects of 
both the CDA approach and TVCs, the current study adopted Fairclough’s CDA framework 
to investigate the discourse language styles, discursive techniques and social practices of 
the TVCs produced by Arab mobile telecommunication companies.

CDA’s suitability for advertising
The discourse analysis, particularly the CDA approach, is well-suited for examining textual 
analysis, discursive practices, and social practices of the advertising discourse (Baig, 2013) 
for the following reasons:
– The study of advertising discourse is related to many disciplinary angles, including 

semiotics, linguistics, sociology, psychology, and anthropology (Danesi, 2015) and 
CDA is an appropriate approach to study such angles.

– Advertising could contain several elements such as written texts, spoken words, sounds, 
songs, images, symbols, and colours, to represent cultural, social and ideological 
values through products or services and to convince people to buy and trust them in 
a manner that combines instructive and discursive elements (Tahmasbi & Kalkhajeh, 
2013). CDA is also concerned with examining such elements.

– Discourse analysis can be used for analysing structures within a visual language and 
identifying its relationship with social activities (Albers, 2013); therefore, discourse 
analysis, including CDA, can be an appropriate method to examine the TVC discourse.

RESEARCH QUESTIONS

The impact of cultural and religious values on TVC content has been examined in the past 
(e.g., Almierajati & Daisuke, 2014; Haji Mohammadi, 2012; Ignatowski, 2013; Kalliny, 
Saran, Ghanem & Fisher, 2011). For example, Kalliny et al. (2011) emphasised the impact 
of Arab and Islamic values on Arab TVCs’ appeals. Likewise, Haji Mohammadi (2012) 
highlighted that TVCs in Iran represent dominant gender relations and reproduce traditional 
values. Ignatowski (2013) also indicated that advertisers incorporate elements of religious 
life to encourage customers to buy their products. Another example is Almierajati and 
Daisuke (2014) who showed the significant differences between Japanese and Indonesian 
TVCs regarding cultural appeals and values. Hence, the following questions are suggested:



SEARCH 13(2), 2021

5

RQ1: What are the cultural values manifested in Arab TVCs?
RQ2: Which events are more salient in these commercials?
RQ3: Which Islamic rituals are shown in these commercials?

A considerable amount of research conducted in recent years have employed 
Fairclough’s CDA framework to examine the TVC discourse (e.g., Ahmad, Ahmad, Ijaz, 
Batol, & Abid, 2015; Baig, 2013; Lien, 2016; Pan, Santos, & Kim, 2016; Shaikh et al., 2015; 
Tahmasbi & Kalkhajeh, 2013). In the analysis of three Pakistani TVCs to examine the 
“power relations and struggles” among product-producers and product-consumers, Baig 
(2013) found CDA to be effective for studying the advertising discourse. Tahmasbi and 
Kalkhajeh (2013) also found that CDA is an appropriate method to detect the manipulative 
language of TVC texts. Similarly, the findings of Ahmad et al. (2015) showed that Pakistani 
TVC advertisers exploit some cultural values such as being together or being fearless to 
appeal and persuade consumers to buy their carbonated cold drinks. In their study on 12 
different Pakistani TVCs, Shaikh et al. (2015) found that the commercials promote gender 
inequality. Similarly, based on their analysis of six Pakistani TVCs, Khalid and Baig (2016) 
determined that men are shown as strong and dominant while women are shown as their 
physically and emotionally weak counterparts. Lien’s study (2016) on the representation of 
Vietnamese women in 25 TVCs, indicate that Vietnamese women are portrayed as different 
characters. Pan et al. (2016) demonstrated that Korean tourism TVCs not only promote 
tourism, but also  project national and cultural power. This study, therefore, addresses the 
following research questions: 

RQ4: How are linguistic features used in these commercials?
RQ5: How are discursive techniques used in these commercials?
RQ6: How are social techniques used in these commercials?

METHODOLOGY

The current study used two different methods: (a) content analysis for the inter-cultural 
angle (b) CDA to fulfil the cross-cultural angle. A total of 43 TVCs were downloaded 
from the YouTube channels of Arab mobile telecommunication companies in 17 Arab 
countries, during Ramadan 1439 AH (17 May–15 June 2018), because major advertisers 
produce specific TVCs during this month (Keenan & Yeni, 2003).

In the first part of the study, the contents of all the  selected commercials were 
analysed and categorised into: (i) Cultural values: the researcher adopted the following 
items from Cheng’s work (1997) to measure these values: collectivism, competition, 
convenience, courtesy, economy, enjoyment, family, modernity, nurturance, patriotism 
popularity, respect for the elderly, tradition, and uniqueness, (ii) Salient events, and (iii) 
Islamic rituals as shown in the commercials. The commercials’ length was also measured 
and categorised into: (i) less than 16 seconds, (ii) 16 to 30 seconds, (iii) 31 to 60 seconds, 
(iv) 61 to 90 seconds, (v) 91 to 120 seconds, and (iv) more than 120 seconds. Items of 
artistic expression, message strategies, message execution framework, information cues, 
and cultural values were measured or coded as being present (1) or absent (0) in the TVC.

Two coders viewed and coded the sample of commercials. Intercoder reliability 
using a simple calculation of percentage agreement between the two coders (Holsti’s R) 
was deemed sufficient for this study. The overall agreement was 91%.

In the second part, the researcher used Fairclough’s CDA framework to analyse 
four representative TVCs from the aforementioned Arab cultural-geographical divisions 
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and the length of each selected commercial should not exceed the average duration of 
the TVC sample, which is 69 seconds. The selected commercials were: Asiacell from Iraq, 
Omantel from Oman, Mobilis from Algeria, and Zain from Sudan (refer to Appendixes I, 
II, III and IV).

RESULTS

Cultural values
The results indicate that collectivism was the most dominant cultural value in Arab TVCs 
(93%), followed by enjoyment (81.4%), modernity (79.1%), courtesy (74.4%), family 
(60.5%), respect for the elderly and tradition (55.8%) for each value, nurturance (48.8%), 
convenience and economy (44.2%) for each value, competition (39.5%), patriotism (30.2%), 
popularity and uniqueness (16.3%) for each value (Table 1).

Table 1. Cultural value manifestation in the selected commercials

Cultural values No = 43 %
Collectivism 40 93

Competition 17 39.5

Convenience 19 44.2

Courtesy 32 74.4

Economy 19 44.2

Enjoyment 35 81.4

Family 26 60.5

Modernity 34 79.1

Nurturance 21 48.8

Patriotism 13 30.2

Popularity 7 16.3

Respect for the elderly 24 55.8

Traditions 24 55.8

Uniqueness 7 16.3

Salient events in TVCs
Six events were mentioned in the analysed TVCs: the most frequent being Ramadan month 
(67.4%), followed by the 2018 FIFA World Cup Russia (20.9%), the war in Syria (4.7%) 
and  the Arab–Israeli conflict, Jordanian national celebrations, and Rohingya Muslim 
militants in Myanmar (2.3% each).

Islamic rituals
Fasting was the most frequently highlighted Islamic ritual (34.9%) in the sample, because 
the sample of TVCs was shown during Ramadan, followed by Quran reading (18.6%) and 
prayers (14%). Only one TVC mentioned the great mosque of Mecca for Hajj or Umrah 
(2.3%).  

Text analysis
The first level of CDA is textual analysis; texts could be verbal (spoken or written), visual 
or both verbal and visual (Baig, 2013). For the current study, the text analysis involved 
verbal and visual categories.
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1) Verbal text analysis
 According to Fairclough (1992), “text analysis can be organised under four main 

headings: vocabulary, grammar, cohesion, and text structure” (p. 75).
 a) Vocabulary 
  Vocabulary is the advertisers’ tool to present their products and services to 

the market. It is a broad term that includes text/keywords, slogan, adjectives, 
metaphor, and numbers. 

   The four Arab TVCs in this study used text/keywords to promote their 
telecommunications services during Ramadan. For instance, the commercial of 
Asiacell used some keywords such as Ramadan, tolerance, make, souls, giving, 
hearts, gathering, and closer to describe Ramadan days and rituals, and used 
other keywords such as calls, beloved, offer, minutes, per day, maximum and rate, 
subscribing and send to describe the characteristics of the services offered and to 
explain the subscription method. However, most of the keywords found in the 
Mobilis commercial were related to the Mobilis’ offer, for example, Mobilis, Pixx, 
offer, unlimited, calls, SMS, free, extra, credit, networks, Giga, Internet, services, and 
available, and used only two keywords related to Ramadan (Ramadan and month).

   Both Omantel and Zain commercials described Ramadan days and 
rituals.   Omantel’s male voice-over used keywords such as risers, tellers, fasting, 
feeling, near, dear, and warm-hearted, and its final shot showed the brand logo. 
Whereas the singers in the Zain TVC used words such as waiting, getting ready, 
receive, Ramadan, LORD, crescent, and Sudan.

   The second important component of a commercial’s vocabulary is the 
slogan. The slogans of the four TVCs were declarative, catchy, and easy to 
remember, be it spoken or written or both:

 – Asiacell makes us closer together (written).
 – Mobilis, where you are (spoken).
 – Omantel, amazing happens together (written and spoken).
 – Zain, a wonderful world (written).

   Positive adjectives were used in all four TVCs to describe Ramadan, the 
telecom services offered, or both. Asiacell’s TVC mentioned “unlimited” to 
highlight the advantage of its offer. The Mobilis TVC also promoted its offer 
using adjectives such as unlimited, free, extra, and available, while Omantel used 
adjectives like early, first, one-of-a-kind, near, dear, and warm-hearted, to describe 
Ramadan in Oman. Likewise, Ramadan in Sudan was described in Zain’s TVC 
using adjectives like fine, best, better beloved, kind, full, and good. 

   Metaphor refers to “the use of language to refer to something other than 
what it was originally applied to” (Knowles & Moon, 2004, p.3). For example, a 
tiger and a car are two different things, but one characteristic that they have in 
common is speed.

  Metaphors were significantly used in Zain’s advertisement:    
 – I’ve been waiting for you (Ramadan) all year.
 – Our mothers are getting ready to receive you. 
 – Thank you, Ramadan.
 – Ramadan is the best in Sudan. 
 – Its (Ramadan) signs pervaded everywhere. 
 – It (Ramadan) has brought joy into our lives. 
 – Hearts are full of light.  
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 – Good work brought pleasure.
 – Zain… A wonderful world.

  The Asiacell commercial also presented the following metaphors:  
 – During Ramadan, tolerance makes souls closer.
 – Giving makes hearts closer.
 – Gathering makes distances closer.
 – By our minutes in day and night, the beloveds are closer.

   Omantel’s TVC used two metaphors to describe the Ramadan days in  
Oman: “Meet the one-of-a-kind feeling” and “warm-hearted”, while Mobilis  
used only one metaphor “twenty-four-seven” to describe the availability of its 
services.

   The advertisers of Mobilis and Asiacell employed numbers while both 
Omantel and Zain commercials did not contain any numbers.

  Mobilis
 – Mobilis is triple the Pixx offer.
 – 300 Dinars free extra credit.
 – Free 1 Giga Internet.
 – All services are available (24/7) (Offer characteristic).
 Asiacell
 – Only for 1,999 Dinar (Price).
 – Send 3 to 289 (Instruction of subscription).

 b) Grammar
  Grammar is the second component of text that includes verbs, tenses, active or 

passive, parallelism, pronouns, modality, nominalisation, and conjunctive adjuncts.
  All the sentences of the four TVCs were declarative except three sentences which 

were imperative and indicative:
 – For subscribing, send 3 to 289 (imperative, Asiacell).
 – Utilize unlimited calls and SMS (imperative, Mobilis).
 – May the LORD bless them (indicative, Zain).

  The most frequent tense used in the four commercials was the present simple  
tense:

 – Tolerance makes souls closer. Giving makes hearts closer. Gathering makes 
distances closer. By our minutes in day and night, the beloveds are closer 
(Asiacell).

 – Mobilis doubles three times by Pixx offer, and all services are available twenty-
four-seven (Mobilis).

 – Amazing happens together (Omantel).

  Only the Zain commercial used more than one tense in its content:
 – Ramadan is the best in Sudan (present simple).
 – The crescent of Ramadan has appeared (present perfect).
 – We will say (future simple).
 – We have been waiting for you all year (present perfect continuous).
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  All the sentences were constructed using the basic active voice. The parallelism 
was found in all TVCs:

 – Tolerance makes souls closer. Giving makes hearts closer. Gathering makes 
distances closer. By our minutes in day and night, the beloveds are closer (Asiacell).

 – Unlimited calls and SMS. 300 Dinars free extra credit to all networks and free 
1 Giga Internet (Mobilis).

 – Meet the early risers, the storytellers, the ones fasting for the first time, meet 
the one-of-a-kind feeling, meet the near ones, the dear ones, and the warm-
hearted (Omantel).

 – Thank you, Ramadan, and thank you, Mom. The crescent of Ramadan has 
appeared, and Ramadan is the best in Sudan. The crescent has appeared in 
Sudan. Good work has brought pleasure; it has brought pleasure (Zain).

   The Zain and Asiacell commercials utilised some pronouns to create a 
friendly atmosphere with the target audience, while the other two commercials 
did not use any pronouns in their texts.  Below are examples of pronouns used in 
the former commercials:

 – We have been waiting for you (Ramadan) all year (Zain).
 – Our mothers are fine and getting ready to receive you (Zain).
 – May the LORD bless them (mothers)(Zain).
 – They (mothers) already shop (Zain).
 – It (Ramadan) has brought joy into our lives (Zain).
 – Oh, my kind family (Zain).
 – By our minutes in day and night, the beloveds are closer (Asiacell).

   Modality was used in the Zain commercial only: “May the LORD bless 
them”. On the other hand, nominalisation was utilised in all four commercials:

 – Giving makes hearts closer, and gathering (Asiacell).
 – Mobilis is triple the Pixx offer offer (Mobilis).
 – Utilize unlimited calls (Mobilis).
 – All services are available (Mobilis).
 – Amazing happens together (Omantel).
 – They already shop and store Ramadan food (Zain).
 – The meeting will be better with beloved people (Zain).

   Additionally, conjunctive adjuncts “in, during, by, with, for, to, of, and, into,” 
were used in all four commercials: 

 – By our minutes in day and night, the beloveds are closer (Asiacell).
 – Unlimited calls and SMS. 300 Dinars free extra credit to all networks and free 

1 Giga Internet (Mobilis).
 – The ones fasting for the first time (Omantel).
 – The crescent of Ramadan has appeared, and Ramadan is the best in Sudan 

(Zain).

 c) Cohesion
  Cohesion can be achieved in texts through referring and submitting devices, 

such as pronouns, definite articles, and ellipsis of repeated words, and by using 
conjunctive words, such as ‘therefore’, ‘however’ and ‘but’ (Fairclough, 1992). 
Cohesion was demonstrated in all four commercials, for example:
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 – During Ramadan, tolerance makes souls closer…, by our minutes in day and 
night, the beloveds are closer…., with unlimited calls during the day, only by 
1,999 Dinar and for subscribing, send 3 to 289 (Asiacell).

 – During Ramadan month, Mobilis is triple the Pixx offer. Utilize unlimited 
calls and SMS, 300 Dinars free extra credit to all networks and free 1 Gaga 
Internet. All services are available at twenty-four-seven (Mobilis).

 – Meet the early risers, the storytellers, the ones fasting for the first time, meet 
the one-of-a-kind feeling, meet the near ones, the dear ones, and the warm-
hearted (Omantel).

 – Its signs have pervaded everywhere, and it has brought joy into our lives… With 
you, hearts are full of light.  Good work has brought pleasure; it has brought 
pleasure (Zain).

 d) Text structure
  The structure of all four commercials were in the form of a monologue. The 

following are examples of monologues evident in each commercial:
 – During Ramadan, tolerance makes souls closer; giving makes hearts closer, 

and gathering makes distances closer (Asiacell).
 – During Ramadan month, Mobilis is triple the Pixx offer. (Mobilis).
 – Meet the early risers, the storytellers, the ones fasting for the first time, meet 

the one-of-a-kind feeling, and meet the near ones, the dear ones, and the warm-
hearted (Omantel).

 – With you (Ramadan), hearts are full of light.  Good work has brought pleasure, 
it has brought pleasure. Ramadan is the best in Sudan (Zain).

2) Visual text analysis
 This analysis involves attire. In the Omantel and Zain commercials, the main  

characters were wearing traditional Arab clothes. Meanwhile, the main characters 
of Asiacell’s advertisement were dressed in both traditional Arab and western casual 
clothes, and Mobilis’ main characters were dressed in western casual attire only. While 
the colour of clothes in the Asiacell, Omantel and Zain commercials matched the 
colour combination of their respective brand logo, that of Mobilis did not.

 Discursive practices 
This part looked at the text production, distribution, and consumption in different social 
contexts (Fairclough, 1992). The study adopted Atalik, Eylul and Kocak’s measurement 
(2015) to investigate the discursive practices of the studied Arab TVCs using: a) discourse 
strategies b) target audience, c) genre, d) tenor, e) dimensions of text, f) intertextual chains, 
g) presupposition, h) negation, and i) irony.

With regard to discourse strategies, both the Asiacell and Mobilis commercials 
adopted positive-self  representation, puffery, and emotive copywriting strategies in their 
advertising approach, but the Omantel and Zain commercials depended on an emotive 
copywriting strategy. The target audience of all four commercials was the public audience. 
Most of the commercials’ text were spoken or spoken and written except one written 
sentence in Asiacell’s commercial: “the fair use policy adopted 180 minutes per day as a 
maximum rate”.

Table 2 shows the text dimensions of the commercials which were examined by 
topic and area of knowledge.
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Table 2. Text dimensions of TVCs

Asiacell Mobilis Omantel Zain
Text: During Ramadan, 
tolerance makes souls 
closer; …
Topic: People’s 
convergence during 
Ramadan.
Area of knowledge: 
Social interaction 
among people during 
Ramadan

Text: During Ramadan 
month, Mobilis is triple 
the Pixx offer. …
Topic: Characteristics 
of services offered 
during Ramadan
Area of knowledge: 
Telecom

Text: Meet the early 
risers, the storytellers, 
the ones fasting for the 
first time… 
Topic: Ramadan days 
in Oman 
Area of knowledge: 
Telecom

Text: We have been 
waiting for you 
(Ramadan month) all 
year. Ramadan is the 
best in Sudan. 
Topic: Ramadan days 
in Sudan 
Area of knowledge: 
Telecom

Text: By our minutes 
in day and night, the 
beloveds are closer…
Topic: Characteristics 
of offer
Area of knowledge: 
Telecom

Text: Mobilis, where 
you are.
Topic: Service slogan
Area of knowledge: 
Telecom

Text: Amazing happens 
together.
Topic: Service slogan
Area of knowledge: 
Telecom

For subscribing, send 3 
to 289.
Topic: Instructions for 
subscription.
Area of knowledge: 
Telecom 

   
In terms of intertextual chains, all the commercials adopted an emotional tone by 

highlighting Ramadan, such as during Ramadan (Asiacell); during Ramadan (Mobilis); the 
ones fasting for the first time, meet the one-of-a-kind feeling, meet the near ones, the dear 
ones, and the warm-hearted (Omantel), and Ramadan is the best in Sudan (Zain).

The narrative style used by the Omantel and Zain commercials sheds light on the 
lovely moments of Ramadan. The persuasive style was utilised in the commercials of 
Asiacell and Mobilis which promoted services on offer during Ramadan such as “unlimited 
calls during the day, only by 1,999 Dinar” (Asiacell) and “Mobilis is triple the Pixx offer, 
utilize unlimited calls and SMS. 300 Dinars free extra credit” (Mobilis). On the other hand, 
Asiacell adopted the competitive style: “By our minutes in day and night, the beloveds are 
closer”. It should be noted that the scriptwriters of the four TVCs texts did not use any 
presupposition, negation, or irony.

Social practices 
Baig (2013) described this dimension as “‘power behind discourse’ or ‘social practices’ 
functioning behind the entire process and governing the power relations in the discourse” 
(p.129). The present study utilised Fairclough’s framework (1992) and investigated this 
dimension using:  a) ideology, b) hegemony.  
a) Ideology
 All four TVCs demonstrated a religious ideology through sayings such as: “During 

Ramadan” (Asiacell); “During Ramadan” (Mobilis); “the ones fasting for the first 
time” (Omantel); “Good work has brought pleasure, Ramadan is the best in Sudan” 
(Zain) and images of mosques, characters wearing conservative traditional attire, a 
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man and his son reading Quran, and acts of respecting parents (Asiacell, Omantel, 
and Mobilis).

  A nationalist approach was also emphasised in Zain’s commercial through the 
saying “Ramadan is the best in Sudan”, and display of Sudanese characters, singers, 
houses, and clothes. Similarly, Omantel’s TVC also adopted a nationalist approach by 
using Omani characters, voice-over, houses, and dresses. In contrast, Asiacell’s and 
Mobilis’ nationalist tone was only found in their local accent voice-over.  

b) Hegemony
 The equality in society was presented through the images of Sudanese and Omani 

men and women of different ages and social classes. Asiacell emphasised this equality 
aspect using characters of different ages and gender, while Mobilis’ commercial 
showed a young man and young woman as a reference to gender equality. Asiacell’s 
slogan “Asiacell makes us closer together”, emphasises the collectivism value by 
creating an emotional appeal to bring people together through its services. Likewise, 
the Mobilis and Omantel commercials underscore the same through their slogans 
“Mobilis, where you are” and “Omantel amazing happen together” while Zain’s slogan 
“Zain, a wonderful world” reflects the values of joy and happiness.

DISCUSSION

For Arab advertisers and consumers, Ramadan is considered a significant period for 
advertising and shopping, and therefore, advertisers are committed to producing worthy ads, 
particularly TVCs, for broadcasting during Ramadan (Keenan & Yeni, 2003). Further, in 
light of the widespread proliferation of mobile telecommunications services and commercials 
in the Arab world (Al-Mamary et al., 2015), the prevalence of telecommunication messages 
in Arab TVCs during Ramadan warrants considerable attention. Thus, the current study 
attempts to investigate the general practice of Arab telecommunication companies TVCs 
during Ramadan, seeks to highlight the Arab and Islamic cultural impact on the advertising 
discourse of TVCs and examine the cultural similarities and differences among the four Arab 
cultural divisions using content analysis and CDA. 

One of the most tangible findings of the inter-cultural content analysis was that the 
most dominant cultural values in the Arab TVCs are collectivism, enjoyment, modernity, 
courtesy, family, and respect for the elderly. This result is in line with other previous studies 
(e.g., Kalliny & Gentry, 2007; Kalliny et al., 2011; Keenan & Yeni, 2003). 

The findings also indicate that Arab TVCs utilise religious terms and events such 
as the Ramadan month, the war in Syria, Arab–Israeli conflict, and Rohingya Muslim 
militants in Myanmar. Islamic rituals, such as fasting, Quran reading, prayer, Hajj, and 
Umrah, were also employed in these Arab commercials. This finding corroborates with 
Ignatowski (2013) who concluded that advertisers use elements of religious life to encourage 
customers to buy particular products or earn their loyalty to a particular brand. 

The results of the CDA suggest that advertisers employ appropriate verbal and visual 
text features, as well as discursive and social techniques to attract their target audience. 
Sharifian (2014) summarised the notion of culture as the relationships that link beliefs and 
behaviour to language use. In this respect, linguistic features such as vocabulary, pronouns, 
and appropriate grammar structures are used in the Arab TVCs to attract consumers. For 
example, various keywords, such as Ramadan, tolerance, souls, giving, hearts, gathering, 
fasting, crescent, and family were employed by the four TVCs to produce messages related 
to Ramadan, but the other two commercials (Mobilis and Asiacell) only used keywords 
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such as offer, utilize, unlimited, calls, SMS, free, extra, credit, networks, Giga, Internet, 
and services that  reveal the ideological messages advocated by telecom firms. Most of 
the text in the Mobilis commercial was related to the Mobilis’ offer; only two keywords 
were related to Ramadan as the time period of the offer. This indicates that the Mobilis 
commercial used the informational strategy, and utilised Ramadan as the period of the 
offer. In contrast, as the Asiacell commercial used some keywords to describe Ramadan 
days and some others to describe the characteristics of the service offered, we can conclude 
that Asiacell employed both the informational and emotional strategies. However, both 
the Omantel and Zain commercials employed keywords for describing Ramadan days and 
rituals only, and this indicates that these advertisers depended on the emotional strategy. 

The study also disclosed that the religious ideology was demonstrated in all 
four TVCs through various ways such as text/keywords, images of mosques, crescent, 
conservative attire, reading of Quran, and respecting parents. This finding correlates with 
previous research (e.g., Haji Mohammadi, 2012; Kalliny, Dagher, Minor, & De Los Santos, 
2008; Keenan & Yeni, 2003). A nationalist approach was also emphasised in all four TVCs 
in various ways: Mentions of “Sudan”, and display of Sudanese characters, singers, 
houses, and clothes in the Zain commercial and the utilisation of Omani characters, voice-
over, houses and dresses in Omantel’s TVC. However, the adoption of this approach was 
subtle in the Asiacell and Mobilis commercials which only used voice-overs with local 
accents. This finding is in line with previous research by Atalik et al. (2015) who highlighted 
that a nationalist approach is demonstrated in flight ads that carried the slogan “For the 
convergence of all people in the country (Turkey)” (p. 98).

CONCLUSION

This study enhances our understanding of how Arab mobile telecommunication companies 
use TVC discourses to inform and persuade their target audience. Specifically, the findings 
of the content analysis  reveal the characteristics of these commercials and help advance 
the understanding of the methodological approaches used to analyse TVC content and 
discourse.

The present study has demonstrated that the intersection of CDA and TVCs can 
lead to a deeper understanding of the advertising discourse, and contributes  to the growing 
body of literature on advertising discourse analysis in several ways. Firstly, it sheds light 
on the role of cross-cultural differences and their effects on the advertising discourse for 
different Arab cultural-geographical divisions. Secondly, it also describes the characteristics 
of TVCs of different Arab mobile telecommunication companies and offers several useful 
guidelines for advertising firms seeking to prepare appropriate advertising messages.

It should be noted that the data of the study was gathered during Ramadan only. 
Further, the content analysis was limited to 43 TVCs and for the CDA, four commercials 
only, and all based in the telecom sector only. Thus, the study raises many avenues for 
future research.

As studies on Arab TVCs so far have focused on studying the formats and uses 
of these commercials, additional research would benefit from testing and developing 
traditional methodological approaches for studying the advertising discourse.

This study also calls attention to the importance of exploring the Arab TVC 
discourse in different sectors (e.g., banks, travel, insurance, food), as well as that of other 
formats of advertising such as printed, radio, and digital.
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Appendix I.  Mobilis TVC — Algeria. Duration (22 seconds)

Scene Visual Image Image Description
1

Nine shots. A boy and a girl getting excited about the Pixx offer

2

One shot. Mobilis logo.
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Appendix II.  Asiacell TVC — Iraq. Duration (31 seconds)

Scene Visual Image Visual Description
1

One shot containing the written text "During Ramadan”.

2

One shot showing a young man hugging an old man.

3

One shot showing a man carrying a plate of dates.

4

One shot showing a family gathering around for a meal at the table.

5 One shot showing day and night.

6 One animation shot on a beige background; presents offer details.

7
One shot, with a red background, showing the Asiacell logo, 
the website of the advertiser, and the icons of Asiacell on social 
networking sites

8 One shot showing the written text/keywords "During Ramadan”.
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Appendix III.  Omantel TVC — Oman. Duration (45 seconds)

Scene Visual Image Visual  Description

1
Eight shots. The TVC opens with the sound of sea waves and quiet, 
...

2
Four shots.  Family members, wearing Omani attire, happy faces 
looking at mobile phones.

3
Four shots. Takes place in the kitchen, the woman prevents her 
young daughter from breaking the Ramadan fast.

4 Four shots. Shows four teenage boys playing beach volleyball.

5 Five shots. Shows a family celebrating a son's return home.

6 Four shots.  Shows children playing in a kids’ amusement park.

7 Seven shots. Displays the Omantel logo



SEARCH 13(2), 2021

19

   Abd El-Basit Ahmed Hashem Mahmoud (PhD)  
is an associate professor in the Department of Mass Communication, Faculty of 

Arts, Sohag University, Egypt. He was the former head of the Public Relations and 
Advertising Department, Mass Communication College, Yarmouk University, Jordan. 

His research interests are advertising, online communication, cross-cultural marketing, 
and discourse analysis. He has several publications in both English and Arabic.

Appendix IV.  Zain TVC — Sudan. Duration (45 seconds)

Scene Visual Image Visual  Description
1

Four shots. A young boy and girl look up the young crescent moon 
through the window.

2 Five shots. 12 seconds

3
In the kitchen, both a grandmother and a mother are preparing 
dinner.

4
Two shots zoom out the image of the crescent of Ramadan with a 
sentence written in Arabic.


