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Abstract
The purpose of this study was to explore how sensationalism was addressed with respect to
harmonizing Amharic commercial advertisement clips aired on EBC with language use and
cultural values. More specifically, it focused on addressing the major themes of the study
(language use, emotive language use, clip contents, reflecting Ethiopian cultural values, realistic
versus exaggeration, perceived impacts of the ads and recommendations for making the ads
sensational). The study employed a mixed method approach to answer the research questions.
Qualitative data were collected through clip content analysis of 15 commercials and three
individual in-depth interviews with advertising agency managers. The quantitative component
was designed to explore the audiences’ perception towards the ads with respect to the themes.
One hundred questionnaires were administered to the audiences of Addis Ababa City
Administration using quota sampling that took 10 informants from each sub cities. The reliability

was calculated to be 0.875.

The qualitative findings of the study revealed that most of the advertisements did not critically
consider the dominant cultural values of the Ethiopian society. This can be seen easily through
use of values in the advertisements that contradict or negate the salient values of the society. The
findings further suggest that most of the ads are exaggerated one or often make use of false
claims to advertise the quality of a product. With respect to language use, the findings suggest

that majority of the commercials lack clarity and directness in conveying their messages.

The quantitative findings show that half of the respondents (SA=9% and AG=41%: DA=29%
and SD=8%) witnessed that the commercials often employ vague language to convey message.
Majority of the respondents (SA=9% and AG=20%: DA=29% and SD: 19%) disprove the
commercials employ images which are illustrative of collaboration, togetherness and team work
in their production. Majority of them (SA=11% and AG=50%: DA=22% and SD= SD=10%)
believed that the commercials and actions of the characters depict politeness. However, they
disproved (SA=8% and AG=24%: DA=32% and SD=18%) that the commercials manifest
respect to Ethiopian culture.



Majority of the informants (SA=36% and AG=23%: DA=18% and SD=5%) agree that the
commercials employ appeals of emotion to persuade the audience. However, significant number
of them SA=14% and AG=22%: DA=34% and SD=13%) disprove the fact that the commercials
use of appeals of logic to persuade the audience. Majority number of the respondents (SA=9%
and AG=25%: DA=27% and SD=27%) disprove the fact that selections of advertising setting
are representative of the Ethiopian culture. Similarly, it was also disproved by majority of the
respondents (SA=7% and AG=13%: DA=28% and SD=28%) that stories selected for the
message of the advertisements are chosen taking into consideration of the life style of Ethiopian
society. Significant majority of the informants (SA=6% and AG=18%: DA=29% and SD=31%)
disproved the argument that the commercials present realistic facts in revealing the attributes of

the advertised products. Possible recommendations are given based on the findings.



CHAPTER ONE
1. INTRODUCTION

1.1Background of the Study

Advertising has been important communication tool since the beginning of recorded civilization.
However, it started to develop as the Industrial Revolution took place (Wilmshurst and Mackay,
1999). It is an inescapable part of human life and very much involved in the rapidly changing
technology of the world we live in. Straubhaar and Robert (2006) contemplate that although the
goal of advertising has always been to inform and persuade, it is undergoing dramatic changes as

a form of communication.

The phenomenon of advertising has long been a subject of research in mass communication
especially in many western societies. Advertising’s role in attracting the attention of audience is
beyond dispute. Advertising has the ability to evoke emotional responses from consumers and

can be effective at appealing to consumers’ emotion regulation propensities. (Kemp.E et.al
2012).

As long as marketing and advertisements exists, consumers get influenced by advertising in their
purchase decision. Advertisements are important way for a company to get a product or service
known, thus increasing sales and profits. Ads enable communication with consumers, get their
attention for products and services, facilitate competition as well as inform and persuade the
individual consumer (Fennis & Stroebe, 2010).

Nowadays, advertising has become a popular means of communication in Ethiopia. It enables to
promote products and services for a wide variety of audiences. As a result, a multitude of

advertising agencies came into existence in the last few decades.

In recent time, there has been an increasing interest in the issue of how a variety of advertising

messages are depicted or portrayed to grab the attention of the audience. One of the most



important debates is the influence advertisements may have on the audience, and on those who

rely on advertising for their income, namely the media producers (Rayner et al, 2004).

There are several social and ethical criticism of advertising, including how it can be untruthful
and deceptive towards consumers (Blech & Blech, 2012). While deception is based on how the
consumer perceives the ads, marketers knowingly and deliberately include specific factors in the
advertisement in order to get the consumer to discern it in a specific way. Common criticisms on
advertising focus on issues of eroding credibility, manipulation, exploitation and the promotion
of materialist social values. However, one thing is certain: advertising is a ubiquitous part of the

modern life (Enzensberger, 2001).

What inspire the researcher to study this area specifically the issue of sensationalism or
exaggeration in advertisements is that once up on a time she has observed news posted on her
Facebook account timeline about the presence of worms in the fast food item named “Endomin”.
Even though the ad is advertised as if it is a top-quality product, the fact is far from what is
publicized to the audience. This can be taken as a case for how an advertisement can produce an
impact both on the advertised product through creating unfavorable image and moreover on the
consumers of the product.

Television advertising is the most influential form of advertising (Andrew, 2006). As the most
dominant advertising medium, television is the most likely to be remembered and talked about.
The reason for televisions dominance comes from its ubiquity, its entertainment value and the

generally important role that it plays in people’s lives.

Despite the dominant role advertising plays in our society, people dispute as to whether
advertisements are as effective enough as it thought to be. Some people and advertising
practitioners argue that, for one thing, the advertising agencies which produce the advertisements
are not qualified so that it faces difficulties in addressing their audiences. And secondly,
sensational contents or values of the advertised product have been involved and often neglect the

Ethiopian cultural values.



1.2 Statement of the problem

The tendency to sensationalized advertising has been one of the most significant issues in the
media in the recent years. Nothing discourages the media from using sensationalism to attain
economic and political success. Although legal, ethical, and public policy precedent exists today,

sensationalism has returned and has profoundly affected each of these spheres.

The emergence of television as a dominant means of communication paves the way to meet the
public’s demand of advertisements. As a result, quiet a multitude of advertisements has been
aired on EBC daily. However, most of these advertisements have become the focus of
considerable criticisms in recent times. For instance, in terms of cultural artifact reflections of
advertisements, Walelign, (2010) suggested that the advertising messages are the basic factors
that make the task of producing culture-friendly advertisements demanding in Ethiopia. Kenaw
(2006) also suggested that advertisements that depict woman stereotype are common in the

media.

Most scholars have shown that being fair and objective is critical in advertising; little attention
has been paid to media’s coverage of sensational or exaggerated advertisements in Ethiopia.
Specifically, the way sensationalism is addressed in terms of complementing commercial
advertisements with linguistic as well as cultural expectations of their target audiences’ and\or

consumers.

Many advertisements aired in the media of the country do not seem to be framed in the way for
keeping the public informed about the accurate quality of a product being advertised and to
depict cultural values of the Ethiopian society. Thus, this study attempts to find out the extent to
which the media have given consideration to sensational contents with respect to language use

and depicting Ethiopian cultural values.

The concept of the word “sensationalism” was basically invented to denounce works of literature
or journalism that aimed to arouse strong emotional reactions in the public. Focusing in the

senses as the key site of stimulation, the word emphasizes bodily and non-rational reactions.”



(Wiltenmburg, 2004) Sensationalism can also be manifested in emotive language as well as
personalized story-telling. It is defined as a narrative form which draws on the personal
experience of a particular individual caught up in a story to dramatize a broader social issue
(Wahl-Jorgensen, 2012).

Most of scholars, defining sensationalism, focus on the audience reaction. Uribe and Gunter
(2007) described sensationalism as a characteristic of news packaging process that places
emphasis upon those elements that could provoke an effect on the human sensory system. For
Vettehen (2008), sensationalism is a theoretical concept that encompasses those features of
journalistic products that are capable of attracting the attention of the audience. Based on
previous definitions of sensationalism, Grabe et al (2001) concluded that sensationalism refers to
those content features and formal features of messages that have the capability to provoke

attention or arousal responses in the viewers.

Although advertising is the subject of study in the Western world, so far, only little research has
been done to exhibit the practice of advertisement in Ethiopia. Some local researches have
conducted a study on the portrayal of women in billboard and television advertisements
respectively with the intention of showing the extent to which women are depicted in the
advertisements and pinpointing their assigned role by advertisers. Some other local researches
tried to analyze the cross-cultural reception of advertisements in EBC and to study whether
cultural artifacts such as the dressing style of the characters, the background music employed in
the commercials and related explicit elements of culture are considered in the making of

advertisements and whether these advertisements in turn threaten local values.

However, seldom research gave room for making a comprehensive analysis involving
sensational contents or elements and the recurrent cultural values revealed in advertisements.
Therefore, needless to say, there is a great need for doing a study which entirely intends to fill
this gap. This study thus tries to explore whether sensational features and Ethiopian cultural
values are considered in the making of advertisements and their possible impacts on the audience

or customers of a product.



Therefore, the intention of this study is to identify whether such aspects of sensationalism with
respect to language use and sensitivity to Ethiopian cultural values are considered in the
advertisements aired on EBC and to pinpoint their impacts on the audiences or consumers of a
product from the perspective of the audience and the advertisers.

1.3. Objectives of the study
This research has the following general and specific objectives:

1.3.1. General Objective

The current study aims at exploring how sensationalism is addressed with respect to harmonizing
Ambharic commercial advertisements clips aired on EBC with language use and Ethiopian
cultural values. More specifically, it attempts to investigate the extent to which sensational
contents such as emotive language use, personalized stories, setting and images are considered in

the advertisements with respect to language use and/or Ethiopian cultural values.

1.3.2. Specific objectives
The following specific objectives are listed to guide the study.
e To find out the extent to which advertisers give concerns for the sensationalism in their
design of advertising clips.
e Explore how emotive languages are used in the advertising clips.
e Examine how personalized stories, setting, and images used in the advertising clips
reflect Ethiopian cultural values.
e Investigate the extent to which the advertising clips are realistic or exaggerated in the
context of Ethiopian cultural societies.
e Examine the possible impacts of the aired ads and the products as perceived by
consumers.
e Suggest the possible ways by which the advertising clips can meet cultural and linguistic

expectation of the target consumers.



1.4. Research Questions

The following research questions have been set to guide the current research work.

1. To what extent do advertisers give concern for sensationalism in their design of

advertising clips?

2. How emotive languages are used in the advertising clips?

3. How personalized stories, setting, and images used in the advertising clips reflect
Ethiopian cultural values?

4. To what extent do the advertising clips are realistic or exaggerated in the context of
Ethiopian cultural societies?

5. What are the possible impacts of the aired ads and the products as perceived by
consumers?

6. What are the possible ways by which advertising clips can meet cultural and linguistic

expectation of the target consumers?

1.5. Significance of the study

This study may contribute to the knowledge in areas of advertising and communication research.
Firstly, it enhances understanding of how sensationalism is addressed with respect to
harmonizing Amharic commercial advertisement clips with language use and Ethiopian cultural
values. Secondly, it enables to comprehend the impacts of exaggerated or sensational ads on the
consumers of a product and finally, it recommends the possible ways by which the advertising

clips can meet the cultural and linguistic expectation of the target audience and consumers.

The results of this study can have implications for the advertising industry and will also be of
particular interest to advertising practitioners in the Ethiopian context. This study can also be
used as a basis for any future study that will examine the development of exaggerations or
sensationalism in advertisements. Moreover, the results of this study are expected to provide
sensational and cultural understanding and insights in to the nature of the commercials aired on
EBC.



1.6. Scope of the study

This research focuses on considerations of sensationalism in the advertisements aired on EBC
and on how it’s addressed with respect to language use and Ethiopian cultural values. This study
further limits itself to those commercial aired only on Ethiopian Broadcasting Corporation (EBC)
and particularly on those aired during the Amharic program. Thus, any form of advertisements

appeared in other forms of media are not the concern of this study.

Besides, the study has no intention to focus on any kind of public service advertisements
(announcements). Moreover, only some commercials were selected due to the fact that it is quite
intricate to include all advertisements in the entire study. The commercials were chosen carefully
up on their relevance to dictate the study under investigation and to show the existing reality.

The study covers only Amharic prime time evening and Sunday Amharic daytime entertainment
program segment advertisements. The ads in other program segments could not be covered. As
for the sensational contents, only some features of advertisement portrayal like language use,

types of products advertised, image and setting were monitored.

1.7. Limitations of the study

This study has its limitation in that it dealt with only one advertising medium, television
advertisements, not including those which are aired in other mediums. This was done since
conducting the research inculcating those mediums was significant for focus and in-depth
analysis. As a result, the study provides opportunity to uncover the linguistic expectation as well

as the cultural values of the target audiences.



CHAPTER TWO
2. REVIEW OF RELATED LITERATURE

2.1. Advertising: an overview

Many scholars have attempted to define advertising. However, most of them agreed on the idea
that it is a paid form of communication. This is to mean that cost has to be involved in this form
of communication. In line with this advertisement are an important way for a company to get a

product or service known, thus increasing sales and profits.

Advertising is surprisingly hard to define with precision. First there is a difference between
advertising and advertisements: advertising is a process, advertisements are the end result of that
process, but the words are often used interchangeably. Second and perhaps most importantly,
while the public uses the word ‘advertising’ to cover all kinds of publicity within the advertising
industry the word is used fairly specifically though even here, confusions arise Winston Fletcher,
(2010:1). For Fletcher (2010) an advertisement is a paid-for communication intended to inform
and/or persuade one or more people. He tried to examine the key words in this definition in the

following way.

When it’s said advertisement is ‘paid-for’ it’s to mean that an advertisement that is not paid-for
is not, strictly, an advertisement at all. If no cost whatsoever is involved then the communication
may be good publicity, and it may be persuasive, but it is not technically advertising — unless it is
an advertisement that has deliberately been given away free (perhaps to a charity, or something
similar). By ‘Communication’ it holds the notion that every advertisement attempts to bridge a
gap between the sender and the receiver. This bridge is a communication. To buy a whole page
in a newspaper and leave it blank is not to advertise. Whether in words or pictures, or usually

both, advertisements must communicate something to whoever sees or hears them.

The other key word in the definition, ‘Intended’ signifies the idea that not all advertisements
‘work’ in the sense of achieving their intended aims. The fact that an advertisement does not

achieve its aims does not detract from it being an advertisement. It is the intention that counts.



By ‘Inform and/or persuade’ many people, usually critics hostile to advertising, have tried to
draw a distinction between informative advertising and persuasive advertising. The former is
deemed to be acceptable and desirable, the latter to be less acceptable or even totally
unacceptable. In reality, the line between information and persuasion is impossible to draw. All
the information an advertiser includes in an advertisement is intended to be persuasive (unless it
is there because it is legally necessary). Finally, ‘one or more people’, this is to mean that all
advertisements are addressed to people. When the public thinks about advertising, it almost
always thinks about mass advertising, in mass media. But small, classified advertisements are a
huge advertising sector, particularly in printed media and on the Internet, and must never be
forgotten. In Britain and many other countries, over 40% of the advertising revenue of printed
media comes from classifieds, though this percentage is falling sharply throughout the world, as

the internet is winning lots of classified advertising away from more traditional media.

As to Richards and Curran (2002), advertising is a paid, mediated form of communication from
an identifiable source, designed to persuade the receiver to take some action, now and in the
future. According to this definition there are five criteria for determining whether a message is
advertising. First, some person or company has to have paid for the advertising —paid to have the
message created and paid for the media time or space in to which it is channeled to reach people.
Second, advertising is carried via media (mediated) such as ipads, cellphones, television,
newspapers, magazines and even social networks such as Facebook and MySpace. Advertising
travels from a source (i.e., the advertiser) through a medium (e;g., television) to people. And
usually that mediation “mass”: that is, the messages are delivered to a large group of people.
Third, it’s a communication; the simplest concept of communication is meanings that pass from
source to receiver. Some communications are simple and perhaps even nonverbal. Advertising
communications are much more complex. They are usually carefully designed to have desired
specific impacts on receivers. Fourth, we look at source. Almost all advertising tells the receiver
where the message came from, although the source identification is not always as clear as might
be desired. Political advertisements must tell viewers whether they came from a candidate or
some to other organization. Brand advertisements, however, do not have to indicate the company

behind the message.



Finally, advertising is persuasive in nature. The exact persuasive intent of advertising may vary,
but the reason the source paid to have that advertisement reach you is either to inform you about
something likely to change your behavior or to make you experience emotions that lead you to
feel good about a brand or an idea and want to acquire it.

In comparison to the definition forwarded by Flecher as well as Richards and Curran on
advertising, the scholars tried to give a well elaborated and comprehensive analysis on the term.
Besides, they have a common stand on the notion that advertising is a paid and an essential
persuasive mode of communication. In spite of their similarity on the mentioned concepts
however they have got a different perspective or focus point in that the former scholar support
the idea that advertising is intended which signifies the notion that not all advertisements work in
the sense of achieving their intended aims. On the other hand, the later ones focus on the idea
that advertising is a form of communication from an identified source giving a great concern for

a particular source by which the ads are communicated.

As Starkey (2004:143), advertisements are arguably the most important elements in a
commercial radio/TV station’s output. Without them, such stations would be deprived of their
main source of income, and the news and programming departments would soon cease to exist.
As compared to the definition given to advertisement by the above scholars, this definition
suggests that the ads are the basic components or elements of broadcasting media outputs.
Supporting other scholar idea that advertisement is a paid form of communication, it can play a
great role in generating income for the media. However, in contrast with the other explanations
this particular definition mainly focuses on the major influence that ads have on the existence of
media hardly giving consideration for other important points like the way ads are visualized as a

form of communication involving sender and receiver interaction and their persuasive nature.

Ever since media became mass media, companies have naturally used this means of
communications to let a large number of people know about their products. There is nothing
wrong with that, as it allows innovative ideas and concepts to be shared with others Shah (2008).
However, as the years have progressed, the sophistication of advertising methods and techniques
has advanced, enticing and shaping and even creating consumerism and needs where there has

been none before, or turning luxuries into necessities (ibid).
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So far, a considerable literature has been published on advertising and its relation with the larger
public. It has been suggested that many people have misperceptions about the process of
advertising and what it is supposed to do, what it can do, and what it can’t do. The general
public’s attitude toward advertising is ambivalent; most people like individual ads, while they
may hate advertising in general. Many think advertisings deceive others, but rarely them O’
Guinn et al., (1998:4).

At worst, advertising is seen as hype, unfair capitalistic manipulation, banal commercial noise,
mind control, modern voodoo, or outright deception. Some of these descriptions of advertising
reflect suspicions that have long surrounded the industry, and some of these descriptions are, on
occasion, regrettably precise. At best the average person sees advertising as amusing,
informative, helpful, and occasionally hip. It can help consumers see possibilities and meanings
in the things they buy and the services they use. It can connect goods and services to the culture

and liberate meanings that lie below the surface (ibid.)

Bovee (2013) further suggest that Advertising is the non-personal communication of information
usually paid for and usually persuasive in nature about products, services or ideas by identified
sponsors through the various media.

In this thesis, advertising and advertisements are conceptualized as advertising is a process
through which different products and services are publicized or promoted. On the other hand,

advertisements are the outcome of the advertising process.
2.2. Why Television Advertising?

Television advertising is the most accessible and the most influential form of advertising. It is the
most visually stimulating of all advertising media. There are not too many consumers who don’t
spend some time watching television during their day. A lot of businesses advertise on television
is an understatement as this media really is the number one in terms of usage Griffiths,
(2006:35).

11



According to Griffiths, in order to create a television commercial that is effective is not
necessarily a hard thing to do; however, like all advertising there is a right way and a wrong way
to go about it. To be successful at television advertising you have to spend some time watching
television. You need to get a feel for the types of commercials being aired, how often they are
aired, what types of businesses are advertising and which ones have been advertising for a long
time. While being told to watch television may sound like heaven for some people for others it is

a chore. Put it down to market research and a driving desire to make your business successful.

Media channels such as Newspapers, magazines and radio are especially attractive to local
advertisers. However, television offers many advantages to a national advertiser but it’s
expensive. But few media besides television allow advertisers to reach so many people with such
impact. Marketers must choose which media and which programs can be used to reach the
audience and what they desire. Different kinds of advertising are used by various organizations
to reach different market targets. Kotler (2005, 776).

Television advertisements reach to a large number of people on international, national or
regional level in a very short period of time and the new cable and independent stations offer
new chances to local audiences. Kumar (2011) suggest that television as an image building and

visual-medium offers the ability to deliver your message with sight, sound and motion.

New technologies often inspire predictions about the demise of the older, more established ones.
Sometimes the predictions are accurate, such as with new types of software. However, in the
media, these predictions often fall flat. The introduction of radio led many to believe that print’s
days were numbered. Later, radio was going to disappear when TV was introduced. People have
been predicting the end of television, particularly television ads, since the first website went up.
The facts, however, show that television and television advertising are not only surviving in the

new media age, they are thriving.

Finding the right media mix can be challenging for advertisers. Aside from the traditional outlets

such as print, radio, outdoor and TV, today’s advertiser must also balance the many internet-

12



based choices. Online advertising and the proliferation of mobile devices and smartphones

present more opportunities than ever to reach consumers where they live, work and shop.

The advertising mix, previously dominated by traditional media like print and broadcast, has
seen internet ad spending in the U.S. grow in share from 15.4% in 2009 to an estimated 25.6% in
2015, reports eMarketer. In 2012, online ad spending exceeded the total amount spent on print
magazines and newspaper. However, unlike print, television isn’t suffering while internet
advertisement grows. In fact, television continues to see the greatest share of all advertising
dollars in the U.S. and still accounts for more than one of every three advertising dollars spent in
the world. Televisions staying power is the sheer supremacy of the viewing experience. TV
impresses and motivates its audience and insures brand recall. With its mass reach and now the
emergence of high definition to further enhance and entertain, television remains the medium of

choice to influence consumers and drive purchasing decisions.

2.3 Principles in Advertising

There are certain moral principles that are quite crucial to ethical advertising. Moreover, these
principles emphasize truthfulness, the dignity of the human person as well as the social
responsibility. First, truthfulness in advertising highly recommends that the advertisements
should avoid misrepresenting the truth by implying things that are not real or denying relevant
facts. While the principle of the dignity of the human person criticizes advertisements that
violate our right to raise any responsible choices or even make a good use of baser tendencies.
Finally, the social responsibility highly criticizes and violates advertisements that encourage
wasteful lifestyles which may either damage the environment or create any sort of ecological
problems Foley (1999).

Truthfulness in Advertising: To be sure, advertising, like other forms of expression, has its
own conventions and forms of stylization, and these must be taken into account when discussing
truthfulness. People take for granted some rhetorical and symbolic exaggeration in advertising;
within the limits of recognized and accepted practice, this can be allowable. But it is a
fundamental principle that advertising may not deliberately seek to deceive, whether it does that
by what it says, by what it implies, or by what it fails to say. "The Proper exercise of the right to

information demands that the content of what is communicated be true and, within the limits set
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by justice and charity, complete. Included here is the obligation to avoid any manipulation of

truth for any reason."

The Dignity of the Human Person: There is an imperative requirement that advertising respect
the human person, his right duty to make a responsible choice, his interior freedom; all these
goods would be violated if man's lower inclinations were to be exploited, or his capacity to
reflect and decide compromised.

These abuses are not merely hypothetical possibilities but realities in much advertising today.
Advertising can violate the dignity of the human person both through its content what is
advertised, the manner in which it is advertised and through the impact it seeks to make upon its
audience Foley and Pastore (1997:18). Things such as appeals to lust, vanity, envy and greed,
and of techniques that manipulate and exploit human weakness are advertisement effects. In such
circumstances, advertisements readily become “vehicles of a deformed outlook on life, on the
family, on religion and on morality an outlook that does not respect the true dignity and destiny

of the human person.”

Advertising and Social Responsibility: Social responsibility is such a broad concept that cannot
here only a few of the many issues and concerns relevant under heading to the question of
advertising. Advertising that fosters a lavish life style which wastes resources and despoils the
environment offends against important ecological concerns.

Advertising that reduces human progress to acquiring material goods and cultivating a lavish life
style expresses a false, destructive vision of the human person harmful to individuals and society
a like Foley and Pastore(1997:16).When people fail to practice "a rigorous respect for the moral,
cultural and spiritual requirements, based on the dignity of the person and on the proper identity
of each community, beginning with the family and religious societies," then even material
abundance and the conveniences that technology makes available "will prove unsatisfying and in
the end contemptible.” Like people engaged in other forms of social communication, have a
serious duty to express and foster an authentic vision of human development in its materials,

cultural and spiritual dimension.
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2.4 Sensationalism and advertisement

Over the last many years, the body of literature that explores the sensational impact of
advertising has grown exponentially. Patterson’s (2000) claim implies that the use of emotionally
arousing (or sensational) language in the media product, as an extension of tabloidization, has
disadvantageous influences on the audience’s attitudes and cognitive processing, such as

memory and comprehension.

Sensationalism places the greater emphasis on eliciting an emotional response rather than
reporting facts and details. The reporting will often be lacking in objectivity. Relatively
insignificant details may be exaggerated, and the controversial aspects of a story are given the
greater degree of attention. The goal of sensationalism is to appeal to a mass audience and its use
can be an effective means of gathering support for a cause. Hearst made good use of
sensationalism in his newspaper's reporting to foster support for the Spanish-American War in

1898, and he also sold a great many newspapers.

One goal of sensationalism is that news outlets use it in order to drive up viewership which
increases their revenue. Due to this trend, this will lead to news outlets losing their journalistic

objectivity in favor of increasing their profits.

A negative aspect of sensationalism is that a complex issue can be presented in a manner in
which readers or viewers are unable to discern the underlying issues and connections to other
events or circumstances. The long-term or far-reaching implications of an event are often given
little or no mention unless they carry the potential of evoking an emotional response. A lack of
investigative support or contextual background information in sensationalist reporting can often

deprive an audience of the means by which an objective opinion can be formed.

Hyman, Tansey and Clark (1990) identify 33 prime topics for those researchers who plan to
focus their efforts on advertising ethics. The seven most important topics out of this list include:
use of deception in ads, advertising to children, tobacco advertising, alcoholic beverage ads,

negative political advertising, racial stereotyping, and sexual stereotyping.
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Another study reveals that more than three fourth of the consumers believe that most of the
advertisements appearing in mass media contain one or more unethical or deceptive practices.
These practices are seen more in product advertisements than in service advertisements. Abideen
and Muraleedharan (1998).

Over the years advertising and marketing communication messages have created a lot of
debatable ethical issues, due to the public belief, that advertisements nowadays deeply affect the
way people perceive themselves and the world surrounding them, including crucial actions and
behaviors. Foley (1999).

Gupta Anandsen (2002) in his research on “Ethics in advertising” stated that the success of
advertising depends on public confidence and no practice should be permitted to resort to

immorality and indecency.

In general, individuals differ in their attitudes towards advertising and in their assessment of the
ethicality of the ad. The challenge is to design a persuasive communication while creating
perceptions or attitudes that are positive or ethical. The balance of persuasion and ethics is
important when individuals who do not like an ad may have a negative attitude toward the
product itself Snipes (1999).

2.5 Advertising and culture

A central point here is to discuss the concept of culture in order to understand the role of culture
and its values in conveying advertisement messages. Lee. M, and Johnson, C. (1999) define
culture as; “a body of tradition, habits, religion, art and language consisting of beliefs, morals
and customs learned from others. Along similar line, Mooij (2005) also emphasize the
importance of cultural values in advertisement while attempting to build relationship between
consumer and producer. Advertisement must reflect our ideas, our values, our acts and our
emotions, as we are individuals under the guidance of cultural patterns and historically created

systems of meaning (ibid.137).

A large and growing body of literature has become available on the correlative or sturdy relation

between advertising and culture. Although an impressive number of studies have examined the
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impact of culture on advertising in some way, as Taylor put it, ‘we are still lacking a usable

comprehensive theoretical framework on its role in advertising” Taylor (2005:12).

As one of the most visible products of culture industries, advertising in both print and electronic
forms can be shaped by the culture within which it is practiced. Existing studies of comparative
advertising suggest that cultural values either influence the production and execution of
advertising or are reflected in the content itself. As documented in the literature, the interplay
between culture and advertising is essentially a two-variable model (ibid).

The model underscores, either directly or indirectly, a causal relationship behind two separate,
but related, processes: culture affects advertising or advertising reflects culture. In the ladder of
abstraction Chang et al. (2009:672) because culture stands at the highest and hence most abstract
level, the occurrence of almost anything in a given society can be somehow attributed to its

influence or considered a reflection of its values (ibid).

Mooji and Keegan (1994:42) explicates that there seems to be little doubt that culture plays a
central and complex role in advertising. International advertisers have to build strategies for
communicating with consumers who have different values, attitudes and buying behaviors. It
appears that the knowledge of the basic aspects of culture is essential in order to understand why
people in different countries behave differently.

Make no mistakes, culture is real, and it affects every aspect of human behavior, including
consumer behavior and response to advertising. Culture surrounds the creation, transmission,
reception, and interpretation of ads. Advertisements are cultural products. Even general

acceptance of advertising can vary dramatically between cultures O’Guinn et al. (1998:137-38).

Advertising is believed to act as a mirror reflecting culture by transferring current cultural
meanings. In other words, advertisements are considered a form of social communication that
resonate the cultural values of a society Hoan et al. (2004:6). At the same time, advertising
creates and produces new cultural values and meanings by influencing group identities and

reinforcing stereotypes. So, advertising is not only influenced by cultural values but also acts as
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an agent influencing cultural values. From a marketing perspective, advertisers have been more

interested in the effects of culture on consumers’ response to advertising.

Furthermore, according to Juhiam (2008) some aspects of local culture and values can be directly
affected by advertising, increasing the materialistic behaviors, which is one of the cultural

aspects that can be influenced by advertising.

Mooji (2005:39) strongly argues that we are prisoners of our own culture. Consumers are, and so
are creative directors who follow their own cultural automatic pilot when developing advertising.
This phenomenon enables them to develop effective advertising for their own culture, but it
limits their ability to develop effective advertising ideas, including meaningful values, for other
cultures. Advertising in which the values do not match those of the culture of the receiver will be

less noted or misunderstood and thus less effective.

Advertisers who overlook the influence of culture are bound to struggle in their attempt to
communicate with the target audience O’Guinn et al (1998:152). In support of this idea, the
anthropologist McCracken points out: “Ideally, effective advertising means that the values in the
message match the values of the receiver. It is the culture of the consumer that should be

reflected in advertising.”

Advertising and culture are highly interrelated in the sense that to play its crucial role advertising
must reflect the cultural values and norms of a society. Besides, consumers of a product can get
attracted to a given product if the ads are advertised in line with the cultural values of a given
society. Mooji, (2005:28) argues that advertising is a cultural artifact. In order to build
relationships between consumers and brands, advertising must reflect people’s values. Therefore,
in order to attract and hold the attention of the potential customers and create a favorable attitude
towards the product, advertising must reflect the cultural values and norms of the society Ahmed,
(2000:25).
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2.6. Main Schools of thoughts on advertising

2.6.1 Standardization

This school of thought contends that differences between countries must be more a matter of
degree than directions, so advertisers must instead focus on the similarities of consumers around
the world. In this view advertising and marketing can be standardized across cultures, and the
same values can be used to persuade to buy or consume the product. This view holds that basic

human needs and emotions are the same in every society Levitt et al., (1988).

The benefits of advertising standardization are many. The first advantage is cost savings
resulting from economies of scale in creating a uniform idea and producing art work, films, and
other advertising materials for a universal campaign to use in different markets Buzzell, (1968);
Kaynak(1989). Second is the consistency in dealing with customers by establishing a common
image worldwide. A uniform brand and/or corporate image worldwide helps to build recognition
among and avoids confusing consumers who travel frequently between countries. Third,
standardization helps to exploit good ideas that are difficult to find worldwide Buzzell (1968).
Finally, standardization provides advantages to organizational management in terms of
simplified planning, coordination, and control Buzzell, (1968); Mooij, (1994); Sorenson
&Wiechmann, (1975).

2.6.2 Localization (adaptation)

This school of thought argues that advertisers must consider differences among countries,
including culture, stage of economy and industrial development, stage of life cycle, media
availability, research availability and legal restrictions. Hence, according to this school, any
marketing (advertising) campaign should, in their view, reflect the local habits, lifestyles and
economic conditions in order to be effective. Among the barriers for standardization are cultural
factors such as language, religious beliefs, and social traditions which are the most important

deterrent to advertising standardization practice Mooij (1994); Ricks (1983).
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2.6.3 Contingency (moderate)

This school of thought reasons that neither complete standardization nor complete adaptation is
necessary and that a combination of the evaluation of factors can affect the effectiveness such
advertising. This view includes pattern standardization Peebles et al. (1977) and a contingency
viewpoint Kotler and Walters (1986). The pattern standardization suggests that a global theme
and positioning including slogan(s), samples of copy, art work and merchandise materials
developed for a worldwide or regional campaign will be transferred to other markets providing a

uniform direction while allowing adaptation to the specific market.

The contingency viewpoint suggests that the most effective advertising strategy varies depending
on the variety of each situation such as product types, market segments, market conditions, and
company objectives Douglas & Wind, et al (1980). In other words, a situation analysis is
required before selecting the right advertising strategy Douglas & Wind (1987). Thus,
advertising strategy may be based on standardization, localization or a combination of the two.

Much empirical evidence supports this approach (Dunn, et al.)1976.

2.7. Advertising and the Ethical Aspects

Ethics means a set of moral principles which govern a person’s behavior or how the activity is
conducted. And advertising means a mode of communication between a seller and a buyer. Thus,
ethics in advertising means a set of well-defined principles which govern the ways of
communication taking place between the seller and the buyer. Ethics is the most important
feature of the advertising industry. Though there are many benefits of advertising but then there

are some points which don’t match the ethical norms of advertising.

An ethical ad is the one which doesn’t lie, doesn’t make fake or false claims and is in the limit of
decency. Nowadays, ads are more exaggerated, and a lot of puffing is used. It seems like the
advertisers’ lack knowledge of ethical norms and principles. They just don’t understand and are

unable to decide what is correct and what is wrong.

The main area of interest for advertisers is to increase their sales, gain more and more customers,

and increase the demand for the product by presenting a well decorated, puffed and colorful ad.
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They claim that their product is the best, having unique qualities than the competitors, more cost
effective, and more beneficial. But most of these ads are found to be false, misleading customers
and unethical. The best example of these types of ads is the one which shows evening snacks for
the kids, they use coloring and gluing to make the product look glossy and attractive to the
consumers who are watching the ads on television and convince them to buy the product without

giving a second thought.

Ethics in Advertising is directly related to the purpose of advertising and the nature of
advertising. Sometimes the manufactures need to prove the benefit of the product through the
advertisement which may not be in an ethical mode. But they should give the attention towards

the advertisement does not be exaggerated.

Ethics also depends on what we believe. If the advertisers make the ads on the belief that the
customers will understand, persuade them to think, and then act on their ads, then this will lead
to positive results and the ad may not be called unethical. But at the same time, if advertisers
believe that they can fool their customers by showing any impractical things like just clicking
fingers will make your home or office fully furnished or just buying a lottery ticket will make

you a millionaire, then this is not going to work out for them and will be called as unethical.

2.8 Theories and Models in Advertising

There are theories within external marketing communication and advertising that has been highly
influential in both textbooks and in the professional advertising practice Hackley (2005). These
theories all derive from what can be referred to as the old learning theory, a theory that can be
related to the Pavlov’s dogs experiment. Pavlov trained his dogs to associate the arrival of food
with the ringing of a bell; a sound that alone would lead to the salivation response among the
dogs. Just like the bell in Pavlov’s dogs experiment, advertising was seen as a stimulus that
would give rise to a response, just like the dog’s salivation response. After further developments
of the so-called learning theory, it gave rise to a new more up to date approach toward
advertising planning. Mackay (2005). The new approach was set with different names depending

on authors at that time namely the linear information processing theories of communication and
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persuasion Hackley (2005), message models of Smith & Taylor (2002) and the hierarchy of
effects theory of Mackay (2005).

This new approach generally reflects the methods and assumptions of cognitive psychology.
According to Kitchen (1994) advertising are aiming to progress customers through the cognitive,
affective and behavioral stages before they buy the products. The cognitive stage involves the
awareness and knowledge of customers for a given product whereas the affective step comprises
their liking or preference and the behavioral stage encompasses the conviction and purchase

progress of the customers.

2.8.1 The AIDA Model

AIDA was created by Strong in 1925 and is a behavioral model that has as purpose to make sure
that an advertisement raises awareness, stimulate interest, and leads the customer to desire and
eventually action (normally purchase or at least a step towards it) Hackley (2005). The model is
seen as a highly persuasive and is said to often unconsciously affect our thinking Butterfield,
(1997). This model suggests that an effective advertisement is one which commands attention,
leading to interest in the product, thence to desire to own or use the product and finally to action
Mackay (2005).

According to this model, for the advertisement to contribute to success it has to be designed so
that the customer passes through all these four phases, with all being equally important. The
model implies that advertising should inject memorable and believable messages that will make

costumers triggered to act in a certain way Brierley (2002).

The model may be seen by many as the strongest advertising theory but has along with the others
been criticized by different sections of the advertising community. They claim that there is no
evidence that customers behave in this rational, linear way. They mean that mass media
advertising in general fail to stimulate desire or action. The model ignores the role of context,
environment and mediation in influencing the effectiveness of the advertisement. The advertising
world has because of this lately turned into focus more on the two main behavioral responses:
awareness and interest. They mean that all four phases are not equally important and to be

successful the advertiser has to look further into the behavioral phases (ibid).
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Another criticism that the model has met is that it represents only high-involvement purchases.
According to AIDA customers always goes through this rational process when buying products,
but many says that purchases more often are spontaneous (Hackley, 2005). In 1961 there were
two new models published, the DAGMAR theory (Belch & Belch, 1995) and Lavidge and
Steiner’s hierarchy of effects model (Lavidge & Steiner,1961).

2.8.2 The DAGMAR Model

In 1961 Russell Colley published a book titled Defining Advertising Goals for Measured
Advertising Results (DAGMAR for short). This model was created to encourage measurable
objectives for each stage of the communication and does not deal purely with the message
Mackay (2005). It focuses on the levels of understanding that a customer must have for the
organization and on how to measure the results of an advertising campaign Belch & Belch
(1995).

The main conclusions on the DAGMAR theory were expressed in a way that all commercial
communications that weigh on the ultimate objective of a sale must carry a prospect through four
levels of understanding encompassing that the prospect must first be aware of the existence of a
brand or organization, he must have a comprehension of what the product is and what it will do
for him, he must arrive at a mental suspicion or conviction to buy the product and finally he must
stir himself to action Mackay (2005:25-26).

The DAGMAR approach has had a huge influence on the how to set objectives in the advertising
planning process and many planners use this model as their base. However, just as the other
approaches within advertising, this approach has been met with critique. One of the major
criticisms towards it is on its reliance on the hierarchy-of-effects theory, just as with AIDA.
Customers do not always pass through the stages in a linear way. Another criticism made
towards the approach is that it focuses too much on strategies. Many creative people within
advertising are looking for the great unique idea that can result in a successful campaign and
feels that the DAGMAR approach is too concerned with quantitative measurements on the
campaign Belch & Belch (1995).
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The DAGMAR model has one enormous value. It enables the main purpose of a particular
advertising campaign to be defined as, for example, to increase awareness or to improve
comprehension of the product. This lends itself to “before and after’ surveys which can measure
what changes have taken place. Where sales may result at some distant time this can in some
circumstances give a much more immediate measure of whether the advertising has been

effective.

In relation to the action part of the DAGMAR hierarchy it has been pointed out that a great deal
of advertising is intended not to generate new users and thus calling for action, but rather to
persuade existing users not to change. However, it can be argued that this apparent inaction is
still in a sense creating a sale. But this kind of consideration does highlight the fact that the

model, whilst a useful one, is nowhere near as precise as it at first appears.

A number of people have pointed out that all of these models tend to assume a passive audience
being influenced by advertising messages aimed at it. They argue that often the reverse
viewpoint is relevant — an audience actively seeking advertising messages because they are
looking for the best answer to a well-defined problem such as ‘which is the most economic car in

my price range?' or ‘which camera will give me the instant pictures | need?'

2.8.3 Lavidge &Steiners Hierarchy-of-effects model

According to this model customers do not switch from being completely uninterested to become
convinced to buy the product in one step. Lavidge and Steiners Hierarchy-of-effects model is
created to show the process, or steps, that an advertiser assumes that customers pass through in
the actual purchase process Barry &Howard (1990). The model is based on seven steps, which as

with the other models must be completed in a linear way.
The big difference between this model and the others is not only the steps, but also the view on

how to pass them. Lavidge and Steiner (1961) write that the steps have to be completed in a

linear way, but a potential purchaser sometimes may move up several steps simultaneously.
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This model has as a premise that advertising occurs over a period of time and may not lead to
immediate response and purchase. It is rather a series of effects that has to occur, with each step
fulfilled on the way towards the next stage. Behind this model is according to Belch & Belch
(1998) the premises that advertising effects occur over time and advertising communication may
not lead to immediate behavioral response or purchase, but rather, consumers must fulfill each

step before (s)he can move to the next stage in the hierarchy.

2.8.4 Criticism on the ‘Hierarchy of effects theory’

As with the former models discussed, this model has also been criticized. The criticism on
Lavidge & Steiners model is very similar to the one made on DAGMAR and AIDA. There is still
no evidence on the fact that awareness of a products leads to purchase, and the steps are still
unclear.

Criticism has been made on each individual step in the model. Critics do not think that the model
explains how the customers will go from one step to another and to point out the steps without
explaining them further is not seen as enough Palda (1966). The models that are based on the
hierarchy of effects theory can be very helpful but are not conclusive. There are several factors
that these models do not take in consideration. These factors include not all buyers go through all
stages in the hierarchy; the stages do not necessarily occur in hierarchical sequence; impulse
purchases contract the process. Smith & Taylor (2002). The hierarchy models help the advertiser
to identify the stages that buyers generally pass through but cannot be used as obvious guidelines
(ibid).

The criticism on the models and theories are very similar. They have all been met with the
criticism that customers do not always follow a straight line of steps when purchasing a product.
Not all customers pass through all the steps before buying a product, some may stop at one stage,

and some may go back several steps before later on going back for the product.
Something that all of these models and theories are missing is the loop from the top to the end of

the steps. A loop like this would show that a purchase is not always the end step, rather the

beginning of an ongoing relationship with the customer Smith & Taylor (2002).
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The design of the advertisement has a huge effect on the result of the campaign. Advertising is a
campaign that sets high demands on the creativity and to put all of this within a frame of models
would Kill the creativity (Jobber, 2004).

2.9. Theoretical Frameworks

The theoretical frameworks that have been adopted in this study are Social responsibility theory
and Speech accommodation theory of advertising. Besides, related concepts of the theories have
been included.

2.9.1. Social Responsibility Theory

Social responsibility theory has been selected as a theoretical framework in this thesis because
media has a social responsibility to publicize accurate information to the general public. As a
media product advertising communication need to be done in line with the existing theories of
the media.

Social Responsibility Theory (SRT) is built on a system of ethics, in which decisions and actions
must be ethically validated before proceeding. If the action or decision causes harm to society or
the environment, then it would be considered to be socially irresponsible. The theory argues that

the press has a responsibility to the public.

The theory helped in creating professionalism in media by setting up a high level of accuracy,
truth, and information. It keeps certain areas free for the press but at the same time puts lot of
responsibility on media. The sense of responsibility has been emphasized more in this theory as

compared to any other.

The theory in supporting the principles of ethical journalism further suggests the responsibility of
the media in that it must show truth, accuracy, objectivity, and balance in reporting its contents.
Truth is fact, the reality should be told as it is. It is the avoidance of deception, dishonesty and
lying in any or every form. The commitment to truth is perhaps the most ancient and revered
ethical principle of human civilisation. Despite our constant temptation to lie and use deception
in our self-interest, the idea of truth as a positive value is well entrenched in moral and legal
philosophy Day (2006). Truth also signifies the idea that the reporting of a story must be

accurate. The facts must be verified; that is, they should be based on solid evidence. If there is
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some doubt or dispute about the facts, it should be revealed to the audience. This is a threshold
requirement, because inaccurate, unsubstantiated, or uncorroborated information can undermine

the credibility of any journalistic enterprise.

The notion of objectivity holds the idea that it is the absence of subjectivity, bias, prejudice or
partisanship. Media audiences expect utmost objectivity while some media analysts have
asserted that absolute objectivity is not possible. In objective journalism, stories must be
balanced in the sense of attempting to present all sides of the story. In this context, balance
means the journalist can and should present equally two sides of an argument. However, some
critics argue that journalists never succeed in being completely balanced and fair in telling all

sides of a story.

In supporting the above-mentioned concepts of the theory, one of the foremost communication
scholars Denis McQuail summarized the basic principles of Social Responsibility Theory in the
following fashion: Media should accept and fulfill certain obligations to society. These
obligations are mainly to be met by setting high or professional standards of in formativeness,
truth, accuracy, objectivity and balance. In accepting and applying these obligations, media
should be self-regulating within the framework of law and established institutions. The media
should avoid offensive content triggering crime, violence, or civil disorder or harm to minority
groups. The media as a whole should be pluralist and reflect the diversity of their society, giving
access to various points of view and rights of reply. Society and the public have a right to expect
high standards of performance, and intervention can be justified to secure the, or a, public good.
Journalists and media professionals should be accountable to society as well as to employers and

the market.

Social responsibility is ethics that guide any action, be it in media or other organizations that put
an obligation towards environment, society, culture and economy. The media like any other
sector should not harm but should promote environment and socio-cultural aspects in relation to
the economy of the place. This theory of mass media changed the way press published news
from objective reporting to interpretative reporting. Before this theory, facts were presented

without any interpretation. The audience interpreted it the way they wanted to. This caused
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problems as interpretation was not based on reality and it affected the social order. Interpretative

reporting and investigative reporting started to uncover the reality behind every case.

In Social Responsibility Theory, the press is taken to be for the people and society. The tasks of
the press is to make a code of conduct and follow it, to develop a standard in journalism, to make
journalism better, to protect journalists and to have penalties if any journalist violates the code of
conduct. This way, the facts provided by the press are analyzed and interpreted so that the people
get true information and understandable media content. This helps maintain social harmony by

revealing social evils like corruption and discouraging other bad conducts.

2.9.2Development of Social Responsibility Theory

Social Responsibility theory of mass media is relatively a new concept which started in the mid-
20th century and is used mostly by developing and least developed countries. The theory started
from Europe and took a shape with the Commission on the Freedom of Press that happened
in United States in 1949. The model was designed formally by Siebert, Peterson and Schramm in
1956 in their book. It encourages total freedom to press and no censorship, but it should be
regulated according to social responsibilities and external controls. Content is also filtered

through public obligation and interference.

The concept of social responsibility of the press evolved over a long period of time. Several
factors have influenced its growth and development. | shall briefly examine some of the

important milestones in the growth of the idea of social responsibility.

Political free thinkers, proponents of libertarian views and those who fostered a democratic spirit
like John Milton had a profound influence on the growth of the notion of social responsibility.
Other factors that contributed to the development of the social responsibility of the press include
the transition in political systems from monarchy to democracy, emergence of participatory and
free political systems, the growth of printing which increased the phase with which ideas spread
across the world, and the development of the rational spirit. The press is a child of liberty and
freedom, free speech and expression. The invention of printing with movable types in the West

effected major changes in the political, religious and social thinking of Europe. The United
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States of America, then as a newly emerging nation, by considering freedom of speech and
expression as something sacred and nonnegotiable, provided a fresh impetus to this movement.
Several European countries incorporated the notion of a free press into its constitutions. The First
Amendment in the American Constitution which enshrined freedom and responsibility for the
press has often been cited as a pattern and framework for many nations which resolved to opt for

a free press.

Various forms of ethical guidelines were in existence from the earliest days of the newspapers.
But press freedom and responsibility to the public was challenged time and again by dictatorial
political systems under Communism, Fascism, Nazism and other such authoritarian regimes.
Adolph Hitler and Joseph Goebbels, for instance, saw that rationality was the enemy of 'National
Socialism' and dictatorship and that modem mass communications (radio and newspapers)

offered unlimited power to displace reason through the use of propaganda.

2.9.3 Major Features of Social Responsibility Theory

There are indeed many features of social responsibility theory in the existing literature and some
of them include private press ownership which is to mean that the press is supposed to be owned
privately and the private owners should publish within the ethical guidelines and in a responsible
way. In line with this, all media institutions must have a written or unwritten code of ethics
which should be the standard followed by all. Public participation is also among the major
features of the theory having the notion that the public must get to participate through comments,

response, write and get involved in all aspects of media's work.

Emphasis on social responsibility is the other basic feature which describes that media must be
responsible towards the society in giving the necessary information that the society needs to
know. In relation to this professional standard by the side of the media is expected in that
the quality of the publishing should be maintained, and false interpretation of any information
should be avoided.

It’s also worth to mention the other feature of social responsibility theory in that the theory helps

to eradicate social problems. As it is media's responsibility to work for the betterment of the
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society, media must speak against and aware people about social problems. In addition, media
must work for the society and only do the things that are beneficial to the society. It should not
write about the things that are ambiguous or contradictory as those messages might cause
conflict in the society, it has to work for the social benefit. The theory also suggests that media
have to be plural (including ideas and people from different groups) in that it must write the

views of different groups of people and not only about a single group. It must never be biased.

2.10 Core Cultural Theories in Advertising

The successful development of an effective communication campaign should begin with an in-
depth understanding of cross-cultural differences in socio cultural values and behaviors. This in-
depth understanding of sub cultural differences will help advertisers understand how these
differences affect marketing activities and communication patterns, and it will help identify
important attitudinal and behavioral characteristics that constitute distinctive sub cultural markets
Hoan et al. (2004).

People tend to live within their cultural boundaries; i.e., people have their own cultural values
and norms, which influence the way they think, feel and act. People in the same ethnic groups
tend to share the language, customs, values, and social views. These shared values (i.e., culture)
influence people’s cognitive (beliefs and motives), affective (emotion and attitude) and
behavioral (purchase and consumption) processes. Based on this notion of “advertising as a
mirror,” cultural values and standards are implanted in ads in such a way that consumers can
“see themselves” and identify with the characters in the ads and feel affinity with the brands Han
and Jingxin, (2006).

Thus, Hoan et al. (2004:7) offers two basic cultural theories which advertisers need to give much
emphasis while writing advertising messages. According to these key cultural theories
(distinctiveness theory and accommodation theory), ethnic audiences feel more affinity for
culturally accommodating messages and respond more favorably to culturally targeted ads. One
of the underlying theories of multicultural marketing and advertising is “distinctiveness theory.”
The theory postulates that “a person’s distinctive traits in relation to other people in the

environment will be more salient to the person than more common traits” (ibid: 8).
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2.10.1 Speech accommodation theory

This theory postulates that communicators can improve communication by making themselves
more similar to message receivers Giles et al. (1991). Applying this theory to advertising, we can
postulate that advertisers can improve marketing communications by making themselves more
similar to message receivers (consumers) or by accommodating themselves to consumer cultures.
According to Holland and James (1997), this accommodation effort can be manifested in
marketing communications in various ways: using ethnic spokespersons in ads, hiring ethnic
sales people, employing ethnic language, art, music, national flags, or other cultural symbols,
placing a retail outlet in an ethnic community, supporting ethnic community events, etc.
However, if advertising messages are insensitive, unacceptable or even offensive to significant
portions of the target audience (e.g., high cultural affinity consumers), advertising could prove to
be ineffective or even detrimental Hoan et al, (2004). This is how cultural sensitivity and
acceptability of advertising stimuli play important roles for multicultural marketing. bottom line
is that culturally sensitive marketers should know themselves, understand their customers, and
create a marketing atmosphere where every market segment receives attention, respect, and

appropriate messages (ibid).

2.11. Sensationalism Defined

There are, indeed, various definitions of the word sensationalism. The dictionary meaning of
Sensationalism is that (especially in journalism) the use of exciting or shocking stories or
language at the expense of accuracy, in order to provoke public interest or excitement. It’s the
presentation of stories in a way that is intended to provoke public interest or excitement, at the
expense of accuracy. Basically, sensationalism is a type of language and style of writing that is

used to elicit emotion at the expense of accuracy.

Sensationalism in journalism has been a popular topic of fiery discussions for centuries. Yet, it
appears that this topic is more often debated than systematically investigated. Indeed, the word,
sensationalism, has become an easy name-calling device for those who are in the mood for
criticizing the mass media. Even in academic circles, the term has been used with little precision.
The most common but vague classification of the concept is by content: stories about crime,

accidents, disaster, and scandal.
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HendrickVettehenet.al (2005) ascribes the trend to the use of more sensational production
techniques to the mechanisms of the market- driven journalism. According to the market driven
journalism, competition on the news market causes problems. The increasing level of
sensationalism in news is likely to be seen as the solution for this problem. Critics are quite
negative about the effects of the market-driven journalism. In their opinion, these mechanisms
are responsible for news that has a generally low informational level and a homogeneous
content. However, some argue that the pressure of the market would urge journalists to take the
information needs of the public seriously, which would result in a higher quality of the news
McManus (1994). Yet, the success of sensational news programs is giving a clear reason for the

widespread belief in the power of sensationalism.

2.11.1Sensationalism’s Long History

Sensationalism is nothing new. In his book "A History of News,” NYU journalism professor
Mitchell Stephens writes that sensationalism has been around ever since early humans began
telling stories, ones that invariably focused on sex and conflict. Whatever the time or setting,
"sensationalism is unavoidable in news because we humans are wired, probably for reasons of
natural selection, to be alert to sensations, particularly those involving sex and violence,"
Stephens said. He added that Sensationalism also serves a function by promoting the spread of

information to less-literate audiences and strengthening the social fabric.

According to scholars, the concept of sensationalism has a long history. Grabe, Zhou and Barnett
(2001) noted that sensationalism has already been traced in the course of the late 1500s. In 1833,
the first successful penny paper, the New York Sun appeared in the United States. This poor
man’s newspaper tended to be highly sensational. This and its cheapness attracted new kinds of
audience for the paper. The focus of the articles was on local events and on news about violence.

Moreover, most of the contents were flippant and trivial Emery (1962).
After New York Sun came the Herald. These papers and other penny papers established over the

following years adopted a style of journalism that is believed to be both sensational and

aggressive.
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A second important landmark in the history of sensationalism in newspapers emerged at the end
of the 19th century with the development of yellow journalism. The late nineteenth century
witnessed the expansion of the sensational press. Media moguls, wielding the power of large
corporations, used the resources at their disposal to sell newspapers and influence politics.
"Sensational news involved people in what was going on in the world and so painted those
events in a particular way as to assure that the public took a particular side based upon a specific

sentiment regarding those events." Jackson (2014:790).

The new journalism took root during a period of turmoil in the United States and in the
newspaper business. The news was no longer in the hands of the individual publisher, but rather
was a part of big business in corporate America. The two men often accredited with the rise of
"the new journalism, “Joseph Pulitzer of the New York World (the "World") and William
Randolph Hearst of the New York Journal (the "Journat’), were bitter rivals. In a heated battle
for the consumer's dollar, the two media moguls printed exaggerated headlines and fabricated
stories. Without legal, ethical, or public policy precedent as to the roles and obligations of the
press, nothing will discourage the media from using sensationalism to attain economic and
political success. Although such legal, ethical, and public policy precedent exists today,

sensationalism has returned and has profoundly affected each of these spheres. (ibid).

According to Lin and Chuang, since 2002 newscasts have contained excessive coverage of
sensational stories concerning the private lives of celebrities. Some critics describe their own
news watching experience as "detached," as they witness the "bizarre sensationalism™ of news

programs and wonder about the relevance of entertainers' private lives.

A tendency toward sensationalism has emerged in several other countries as well. In the United
States, journalistic sensationalism has provoked vehement debates ever since Carl Bernstein
coined the term “idiot culture.” Moreover, Hallin argues that the pressures toward
commercialization are strongest in the case of television, although they affect the print media as
well. In Japan, commercial news broadcasters have adopted such production methods as
animation or dramatic subtitles that were originally seen only in variety shows. While such

entertainment-oriented presentation of news could have the effect of attracting the interest of
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viewers, it may decrease the credibility and objectivity of the reporting. Nearly half a century
ago, researchers began to discuss the emotion arousing aspects of sensationalism. They
suggested that sensationalism not only "provided thrills" but also fascinates in a "morbid way."
Thus, sensationalism can be defined by its potential to be emotionally and psychologically

arousing.
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CHAPTER THREE
3. RESEARCH METHODOLOGY

This chapter discusses the design and methodology that were used to conduct this study and
fulfill the research goals. It further discusses the various data gathering instruments and the
techniques of data analysis. It also tries to shape and guide the research methodology adopted for

the current work.

3.1. Research Design

The choice of which method to use depends primarily on the research questions and the
objectives of the research (Wimmer and Joseph, 2006). Therefore, in order to address the
research questions and objectives of this study, mixed research method was employed as the
major approach. Research method focuses on collecting, analyzing, and mixing both
quantitative and qualitative data in a single study or series of studies. Creswell (2007:5) states
that the central premises mixed design the use of qualitative and quantitative approaches, in
combination, provides a better understanding of research problems than either approach alone.
As indicated by Michael (2001) the strength of one approach potentially complements the
weakness of the others and vice versa.

Qualitative research method is one of the methods used to conduct this research. It has its own
features that differentiate it from quantitative research. In qualitative research, the research is
conducted in the natural setting of social actors and this helps to understand peoples’
motivations, attitudes and behavior. Qualitative research is more appropriate for examining
words and ideas rather than counting numbers. This method is used to understand and explain
social phenomena in their natural setting. For this particular study qualitative content analysis
and individual in depth interviews were conducted to gather the necessary information.

The second method that was used to conduct this research is quantitative approach. Under this
approach survey method was implemented. It helps to facilitate the study by human attributes.
According to Creswell (1994) quantitative research is useful to quantify opinions, attitudes and

behaviors and find out how the whole population feels about a certain issue. Under this method
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the responses of the audiences towards EBC advertisement practices specifically, consideration
of sensational employment of language and Ethiopian cultural values in the campaigns of the ads

was analyzed.

3.2. Population and Sampling
3.2.1. Sampling Techniques

Regarding sampling technique in qualitative methods scholars argued that the primary focus of
qualitative research is not to generalize results and thus to have a representative sample is not
crucial (Deacon, et al 1999:50). They further note that having representative samples in
qualitative approach may be neither necessary nor desirable because the objective of the study is
simply to test a particular hypothesis and not to generalize one’s findings. In most cases,
qualitative research studies use small samples, respondents or informants that are not necessarily

representative of the population from which they are drawn (Wimmer and Joseph, 2006:118).

Ethiopian Broadcasting Corporation (EBC) was chosen for the purpose of this study. It was
because it is the pioneer television station in the country in broadcasting large number of
commercials. Moreover, the station having half a century experience in the media industry, it’s

assumed that the channel is far better than other Medias in the management of media product.

Those commercials broadcasted on EBC between the periods of six months (from November 1,
2017 to April 30, 2018) constitute the sampling time. A total of 15 commercials broadcasted
during the aforementioned time frame were selected. This was due to the difficulty in handling a
relatively large amount of data within the time limit and hence qualitative research method tends
to work with a small number of cases. Moreover, the researcher believed that the size helped a
lot to carry out an in depth, focused and meaningful analysis of the selected commercials. The
selected commercials were then viewed and re-viewed to find out the apparent content. In order
to meet the research objectives, commercial goods or products which help to achieve the

objectives of the study and direct or indirect relationship with culture of the society were used.
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Purposive sampling technique was applied to select the commercials. Gray (2004:217) argues
that the researcher selects the subjects against one or more trait. This approach may, indeed,
succeed in achieving a true cross-section of the population. Creswell (2009) also states that the
inquirer selects individuals and sites for study because they can purposefully inform an

understanding of the research problem and central phenomenon in the study.

In case of the questionnaire, the key informants or participants were selected using Non-
Probability sampling technique (quota sampling). Non-probability sampling is a sampling
procedure which does not afford any basis for estimating the probability that each item in the
population has of being included in the sample. Specifically, quota sampling technique was
employed. Quota sampling is a type of non-probability sampling which mostly used in opinion
surveys of preferences and attitude. Therefore, it helped the researcher to get relevant data
concerning the attitudes of the audiences on the nature of the commercials. This type of

sampling is very convenient and is relatively inexpensive (Kothari, 2004:59).

Under quota sampling the survey informants were simply given quotas to be filled from the
different strata, with some restrictions on how they are to be filled. 10 informants from 10 sub
cities in Addis Ababa city administration were selected. Quota sampling guarantees the inclusion
in the sample of diverse elements as they occur in the population. Thus, to acquire the data,
attempts were made to identify appropriate informants who can best produce the desired
empirical information. The allocations of the sample sizes for each sub city were 10. The
researcher has administered the questionnaires for 100 informants, 10 from each sub city at

television tax paying centers that are located in each sub cities.
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3.3. Data Gathering Instruments
As to the purpose of this study, three basic instruments were used to collect data: individual in-

depth interviews, qualitative content analysis and questionnaire.

3.3.1. Individual in Depth Interviews

This data gathering instrument was employed for the purpose of this study for the reason that it
can assist the researcher to comprehend insights of individuals who are in the profession on the
subject under investigation. In depth interviews are held to explore the needs, desires and
feelings of respondents (Kothari, 2004:110). Individual in-depth Interviews have been conducted
with selected advertisers. Therefore, the researcher believed that their insight would be helpful to
further analyze the study under investigation. According to Gray (2004:214) Interviewing is the
powerful way of helping people to make explicit things that have hitherto been implicit-to
articulate their tacit perceptions, feelings and understandings. Interviews are the method used
most frequently for generating in-depth personal accounts, understanding the personal context
and exploring issues in depth and detail.

Individual in-depth interviews let respondents articulate their own answers in their own terms,
providing thus answers that are richer and more sensitive insights into the personal views of
respondents. Individual interviews are perhaps the most widely used method in qualitative
research and as Burton (2003) note “their key feature is their ability to provide an undiluted
focus on the individual.” Wimmer and Joseph (2006:135) also state that the most important
advantage of in depth interview is the wealth of detail that it provides. Interviews can thus lead to
the development of new ideas and hypotheses and throw up new dimensions to be studied. Miller
and John (2003:167).

Specifically, a semi-structured interview guide was employed for the reason that it assisted to
raise questions that came in to existence during the actual interview. Wimmer and Joseph (2006)
assert that semi structured interviews seek to promote an active, open-ended dialogue where the
interviewer controls the discussion by referring to an interview guide that sets out the issues to be

covered during the exchange.
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The semi-structured interview allows for probing of views and opinions where it is desirable for
respondents to expand on their answers. Such probing may also allow for the diversion of the
interview in to new pathways which, while not originally considered as part of the interview,
help towards meeting the research objectives Gray (2004:217). For the same cause three
advertising agency managers were interviewed. The interview questions were prepared so as to
elicit interpretative information which can support the findings obtained from the content

analysis part of the study.

3.3.2. Content Analysis

This qualitative research tool has been believed to be vital to achieve the basic objectives of the
study. This is mainly because it enables to analyze and interpret the content of the commercials
with respect to their or employment of the linguistic expectation as well as the portrayal of
cultural values of the target audience or consumers. Therefore, contents of fifteen Ambharic

advertising clips were analyzed using a checklist.

As Miller and John (2003:243), Content analysis involves the description and analysis of text to
represent its contents. The central thrust of content analysis is to provide a descriptive account of
what a media text (film, TV program, advertisement, newspaper report, magazine feature)
contains, and to do so in a fashion that can be reproduced by others Gunter (2000:60). This
research method is popular with mass media researchers because it is an efficient way to
investigate the content of the media, such as types of commercials or advertisements in
broadcasting or the print media Wimmer and Joseph (2006: 156). It is any systematic procedure
devised to examine the content of recorded information. Walizer and Wienir (1978). As a
research tool it consists of analyzing the contents of documentary materials such as books,
magazines, newspapers and the contents of all other verbal materials which can be either spoken

or printed.

39



3.3.3 Questionnaire

A questionnaire is a set of standardized questions, often called items, which follow a fixed
scheme in order to collect individual data about one or more specific topics. This data gathering
tool has been believed to be helpful in this study to find out the responses of the ads as perceived

by the audiences or consumers of a product on the major themes of the study.

It’s essentially a structured technique for collecting primary data. It’s a technique in which
various persons are asked to answer the same set of questions. Among the major strengths of this
research tool, if it’s administered properly it allow the researcher to gather a significant amount
of data at a relatively little cost and it enables to obtain data about people’s attitudes, values,

experiences, and past behavior Bell (1999).

On the other hand, this method of data collection tool has its own limitation in that it do not offer
the researcher the opportunity to follow up ideas and clarify issues which is one of the main
strengths of interviews. Saunders et. al. (2001) also describe the limitation of questionaries’ with
regards to the expected outcome, which might for example highlights trends or attitudes, but fail
to explain the underlying reasons for the outcome. Another limitation of questionnaire can be
found in the structure of the method itself. Fixed-choice questionnaires generally assume an un-
stated general knowledge of the topic being investigated and force the respondent to answer
questions that he or she might be ignorant of, have a different understanding of based on
personal perception, or which are influenced by exogenous factors such as education, culture,
age, or societal status Hyman (1955). A questionnaire has no means of correcting this: the
outcome might thus be slightly biased at best, or plainly misleading.

The researcher used items of questionnaire based on Likert’s scale type of measurement; i.e. the
most frequently used measure in social sciences. Respondents were requested to state their level
of agreement with a series of attitude statements. Each degree of agreement or disagreement was
given a value of predetermined scale. A set of Likert items would be summed to provide a total

score on the given scale.
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The questionnaire has three parts. The first part deals with the demographic information about
the respondents. The second part focuses on questions that deal with the attitudes of the
audiences. This part has items which mainly inquire information about the nature of the
commercials, that is, how much the advertisement transmitted by EBC meet the linguistic and
cultural expectation of audiences. The third section consists of open ended questions which are
designed to get more elaborated answers of the participants on the items. Options given for
respondents range from strongly agree to strongly disagree. Each option has its own numerical
representative. In the questionnaire, strongly agree was represented by 1, agree by 2, undecided
by 3, disagree by 4, and strongly disagree by 5 since people naturally give number one for the

thing they love/admire most.

Since the respondents are Amharic language speakers, to minimize language constraints,
Ambharic version of the questionnaire was used for data collection. The researcher then collected

the completed questionnaires.

3.4. Data Analysis Procedure and Techniques

As stated earlier, the researcher used both qualitative and quantitative data gathering techniques.
Then it was analyzed based on appropriate quantitative and qualitative research methodologies.

The data obtained from the data gathering techniques were analyzed using the theoretical
foundations discussed in the previous chapter so as to shed light on the research objectives. Thus,
the selected commercials were thematically analyzed to uncover the manifested content.
Analysis of data gathered through interviews was based on the transcripts of the recorded
materials and those on my own notes. Then the data was transcribed and translated from

Ambharic (the language in which the interviews have been conducted) into English.

Moreover, every effort was made to identify and bring to light interesting findings and recurring
themes in the in-depth interviews and relating these backs to the theoretical issues and concepts
reviewed and linking them to the research objectives of this paper. The data that are collected
from the in-depth interview were presented in a descriptive form and quotations were used
whenever necessary in order to further toughen the major findings of the study. As for the
content analysis of the commercials critical attention was given for getting the desired content of
the ads.
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Quantitative data that was collected by questionnaire were analyzed by using SPSS package.
Descriptive statistical techniques (frequency, Mean and Standard Deviation) were used to
analyze quantitative findings and relevant technique was used to calculate the reliability of the

scale. Finally, the two data results were triangulated to complement each other.

3.5. Ethical Considerations

In undertaking a research task there are ethics to be followed throughout conducting the work.
Thus, throughout the research project attention was paid to appropriate ethical issues.
Flick.U.et.al (2000) put the assumption underlying ethical consideration in qualitative method in
the following fashion: Questions of how to protect the interests of those who are ready to take
part in a study or scandals referring to manipulated data have repeatedly drawn research ethics to
the foreground. Principles of research ethics ask that researchers avoid harming participants
involved in the process by respecting and taking into account their needs and interests. The ethics
require that research should be based on informed consent (the study's participants have agreed
to partake on the basis of information given to them by the researchers). They also require that
the research should avoid harming the participants, including not invading their privacy and not

deceiving them about the research's aims.

Research questionnaires and interviews were conducted on a voluntary basis and research
participants are comfortable with the research setting. As the research participants willingly
accepted to fill out the questionnaire or participate in the interviews this was considered as an
informed consent of participants. Therefore, with regard to informed consent, | have no single
research participant who was unaware of his/her involvement in this study. Concerning right to

privacy, an utmost effort was made to achieve it.

Questionnaire was administered with information about the topic and the purpose of the research.
The introduction also explained that responses are confidential and anonymous. With regard to
the interviewees, they were asked for a permission to record the interviews and were told their
freedom of not answering questions they were not willing to. Moreover, concerning ethical
consideration in qualitative research technique, Robson (2002) pointed out that because the

objects of inquiry in interviewing are human beings, researchers must take extreme care to avoid
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any harm to them. Traditionally, ethical concerns have revolved around the topics of informed
consent (receiving consent by the subject after having carefully and truthfully informed him or
her about the research), right to privacy (protecting the identity of the subject), and protection

from harm (physical, emotional or any other kind).
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CHAPTER FOUR

RESULTS AND DISCUSSION

This chapter is central to the entire research work, in which the data gathered from both
quantitative and qualitative and research methodologies are presented, analyzed and interpreted.
All the themes of the discussions were presented and analyzed and the elements that are

significant for the study are discussed. As such, it forms the fundamental ground for the research.

This chapter starts with presentation of findings from the quantitative data (survey) which is
administered to informants to know about their attitudes on the nature of the commercials.
Following the quantitative data, findings from the clip content analysis, qualitative data from the
questionnaire and three in-depth-interviews were thematically analyzed. The findings from
individual in-depth-interviews will be illustrated and substantiated by the narrations of the in-

depth interviews.

4.1. Reliability and Demographics of the Survey Form

As a research requirement, it is imperative to calculate the reliability of the measuring scale. The
scale reliability was measured to be highly acceptable as the Cronbach Alpha (0.875) for the 22

items. Therefore, it is a reliable tool to make use of and continue further for analysis.
It is also vital to present the demographic profile of the informants who completed the survey

form. Table 1 below summarizes the profile of the informants in terms of gender, age and

educational background.
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Table 1: Demographics of Survey Respondents

Demographics Label Frequency Percentage
Gender Male 61 61
Female 39 39
Age 15t0 25 28 28
26 to 35 41 41
36 to 45 9 9
46 and above 22 22
Quialification No formal education 2 2
Elementary education 7 7
High school graduates 19 19
Diploma 28 28
Degree and above 44 44

Table 1 shows that 61% of the respondents were male and 39% of them female respondents.
Age wise, 28% of them fall in 15 to 25 age bracket and 41% of them were between 26 to 35
years old. 9% of them were 36 to 45 while the rest 22% of them were older than 45 years. In
terms of qualification, most of them were graduates (school graduate (19%), diploma holders
(28%) and degree holders (44%). Minority of them did not attend formal education (2%) and
were school dropouts (7%). Therefore, the informants were from various demographics which

would help to see the perceptions of informants from diverse groups.

Next, the data gathered and analyzed in this chapter include the following major themes:
understanding of advertising in making their ads sensational in terms of their language use and
Ethiopian cultural values, Emotive language use, clip contents (personalized stories, setting and
images) and sensationalism, realistic versus exaggerated ads, perceived impacts of the ads and
recommendations for making the ads sensational. The following section discusses the findings

for these themes one after the other.
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4.2. Understanding of Advertising in making their Ads Sensational in terms of their

Language use and Ethiopian cultural values

Language has a powerful influence over people and their behavior. This is especially true in the
fields of marketing and advertising, the choice of language to convey specific messages with the

intention of influencing people is vitally important.

Sensational or exaggerated use of language is exhibited in the commercial for detergent powder
branded ‘Job’. This commercial sets its setting in a street somewhere looks in Addis. It’s
displayed on the screen when a man is walking in a street and asking driver of an auto truck that
loaded the detergent powder whether he laden job detergent powder. The driver sensationally
responded him how he noticed it and then he replied that the smell of the cleansing agent has
attracted him. Finally, the ad reveals a family celebrating holiday and the advertisers presenting

Job detergent powder as a holiday gift.

It is not difficult to observe from the language and context of this advertisement that the
characters of the ad were acting and articulating in sensational way. It’s not visible for the
audience to believe that the man was attracted by the smell of the detergent since it’s loaded and
get packed in the auto truck. Plus, the physical distance between the car and the man can’t even
let him to distinguish what is inside the car. Plus, the commercial lacks directness and precision

in conveying its message.

Another example, which employed exaggerated language, is an advertisement for ‘OMO
Detergent Powder’. The advertisement depicts an old woman walking on the street with her
daughter holding polystyrene having an orange and piece of dish sauce in it. In the meantime, a
boy who is walking on that street with his mother instantly run to them to help the women in
carrying what she holds. Then it’s displayed on the screen when the polystyrene is falling on the
ground while he is receiving it from her. His shirt gets dirty while he is collecting the fallen
oranges from the ground. The old women forgive the mother of the boy for what is happening,
and she replied that she has OMO powder detergent which has the power of 10 hands and

removes tough stains.
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Sensationalism is exhibited in this commercial with respect to its language use as well as on its
image portrayal. Basically, this TV spot employed a phrase ‘The Power of /0 Hands’. The
phrase undermines the role of hands in washing a cloth rather it implied that this detergent
powder has got a crucial benefit over hands in making clothes clean. Here, it is not visible or
convincing for the audiences to expect a detergent having the ability to clean a cloth as it is
washed by a hand. Thus, this ad has the possibility for not being acceptable by the audience since

it has used appeals of emotion as a persuasion technique.

Concerning language use of the commercials, informants of the in-depth interview said that Most
of the ads aired on EBC employ clear, simple and familiar language. Specifically, Interviewee 2
and 3states that “EBC is far better than other Medias in evaluating the language contents of the
commercials and in implementing the broadcast proclamation as well as related laws of
advertising plus the editing professionals working for the station are very critical with this
respect. "However, the interviewees said that it’s common to see clips aired on this channel
which use or mix English language with the Amharic one plus they mostly lack precision,

directness and descriptiveness in the dissemination of the advertising messages.
Consistent with the qualitative findings, the quantitative component of the survey form uncovers

the major problems related to language use in the Amharic commercials aired on EBC. Table 2

below presents summary of the findings.
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Table 2: Language Use of commercials aired on EBC

Items S.Agree | Agree Undecided | Disagree | S.Disagree
Often lack clarity in conveying their messages. |13 (13 |31 |31 |9 9 37 |37 |10 10
Employ short and precise narrations. 11 |11 |28 |28 |12 12 (38 (38 (11 |11

Are descriptive in their dissemination of | 11 |11 |47 |47 |15 15 |18 |18 |9 9

promotional messages.

Use a standard language in their messages that | 20 |20 [40 |40 |9 9 27 |27 |4 4

can be easily comprehended by the target

audience.

Make use of appropriate and formal language. |15 |15 |41 |41 |14 14 |23 |23 |7 7
Use simple and familiar vocabulary. 19 (19 |13 |13 |13 13 |22 |22 |3 3
Often employ vague language to transmit their | 9 9 41 |41 |13 13 |29 |29 |8 8
message

Are directive in their communication of the | 14 | 14 29 29 16 16 28 28 |13 13

advertising messages.

Show concern for audience understanding of | 12 |12 |36 |36 |13 13 |18 |18 |5 5
the advertising messages.

The informants were divided (SA=13% and AG=31%: DA=37% and SD=10%) on the clarity of
the messages conveyed on the ads. The majority of informants disagreed with respect to ads
employing short and precise narrations (SA=11% and AG=28%: DA=38% and SD=11%).
However, majority of the respondents (SA=11% and 47%: DA=18% and SD=9%) witnessed that
the ads were descriptive in their dissemination of promotional messages. On the other hand,
majority of the informants (SA=20% and AG=40%: DA=27% and SD=4%) believed that the
commercials use standard language in their messages that can be comprehended by the target
audience. This was supported by respondents’ confirmation of ads appropriate and formal
language use (SA=15% and AG=41%: DA=23% and SD=7%). This is in contrast to the findings
from the analysis of the clip. Respondents were divided in their response to whether the ads use
simple and familiar vocabulary. However, half of the respondents (SA=9% and AG=41%:
DA=29% and SD=8%) witness that the commercials often employ vague language to convey
message. They are divided with respect to directness of commercials in their communication
style (SA=14% and AG=29%: DA=28% and SD: 13%). But about half of the respondents
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(SA=12% and AG=36%: DA=18% and SD=5%) agreed that the commercials show concern for
understanding of the messages. These figures show that the commercials aired EBC needs to

mind their language.

Culture provides people with a sense of identity and an understanding of acceptable behavior
with in society. Hence, cultural values are the organizing principles or orienting ideas for thought
and action in every society. Advertising is believed to act as a mirror reflecting cultural values by
transferring current cultural meanings. In other words, advertisements are considered as a form

of social communication that resonate the cultural values of a society Hoan et al. (2004:6).

It is quiet observable to see some advertisements which neglected the fact that they are
conveying message to local audiences. In fact, one may not claim that international
advertisements must be kicked out of the advertising domain, but it is a sound argument to say
advertisements have to be localized to meet their target easily. Researchers have pointed out that
effective or successful advertising should mirror the cultural values of the target consumer, rather
than reflecting the advertising original culture (Al-Juhiam, 2008, 77 as cited in Walelign,
2010:63).

Advertising and culture are highly interrelated in the sense that to play its crucial role advertising
must reflect the cultural values and norms of a society. Besides, consumers of a product can get
attracted to a given product if the ads are advertised in line with the cultural values of a given
society. Mooji, (2005:28) argues that advertising is a cultural artifact. In order to build

relationships between consumers and brands, advertising must reflect people’s values.

‘Apple Soap detergent’ is a good case in point. This commercial begins by showing a
housemaid who is washing cloth by the soap and admiring its cleaning power. It is displayed on
the screen when the owner of the house wearing a white shirt and getting ready to go for his
business. The housemaid calls him ‘Gashe!” then when he turns around, she whistles him to

express her happiness for seeing him wearing a shirt that is washed by Apple soap.
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This advertisement devaluates some local cultural values. In our country context there are
predefined ways that the society has adopted for a male and female manners or code of conducts.
Among these codes of conducts whistling is the one in which a female who whistle considered as
depraved one. Leave alone housemaids even any girl who belongs to any age group and social
status its weird thing to do. In Ethiopian culture, therefore, it is considered abnormal for a female
to behave or communicate in such away plus it’s not visible in our country context to see such
kind of approach or communication between the owner and servant. This ad clip can be seen
from two cultural dimensions namely Masculinity versus Femininity and high versus low power

distance.

MASCULINITY VERSUS FEMININITY

Masculinity and femininity refers to the degree to which masculine and feminine traits are valued
and revealed. Masculinity is the extent to which the dominant values in a society are male-
oriented whereas femininity is the extent to which the dominant value in a society is female
oriented. Masculine cultures use the biological existence of two sexes to define very different
social roles for men and women. However, in feminine cultures there tends to be weak gender
differentiation between the two sexes. Masculine culture expects men to be assertive
(confidently aggressive or self-assured and direct in claiming one’s rights or putting forward
one’s views), ambitious and competitive whereas women are supposed to be more modest
(reserved or shy), tender (delicate or soft in quality). A feminine culture maintains that men need
not be assertive it also promotes sexual equality. Based on this cultural dimension Ethiopia
belongs to masculine culture where the biological difference of two sexes can define different
social roles as well as code of conducts for men and women. Therefore, in Ethiopia men are
expected to be confident, aggressive and strong and women to be soft and reserved or shy. But,
the above-mentioned commercial do not give concern for this typical culture of the society in
that a woman who is acting as a housemaid in the clip has been seen on the screen while she’s

whistling.
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HIGH VERSUS LOW POWER DISTANCE
Power distance refers to the extent to which power, prestige and wealth are distributed with in a
culture. Power distance according to Hofestede is the extent to which the powerful and the less

powerful persons in society accept inequality in power and considers it as normal.

People in high power distance cultures teach their members that people are not equal in this
world and everybody has a rightful place, which is clearly marked by countless vertical
arrangements. In this culture social hierarchy is prevalent and institutionalizes inequality. The
major characteristics of high power distance culture are emphasis on power distance, seniority,
age, rank, title, asymmetrical interaction, formality and expectation of direction by the
subordinates. On the other hand, people in low or small power distance culture tend to value
equal power distribution, equitable reward and punishment based on performance. Therefore,
based on this cultural dimension, Ethiopia belongs to high power distance culture. In Ethiopian
culture social hierarchy is highly valued. However, the above-mentioned commercial didn’t give
concern for the cultural value of the society in its depiction of the communication or interaction
between the servant and the owner. Thus, it is observed here that advertisers' do not give much
concern to contextualize specific manner that the society share with the bound of culture so as to
suit the particular advertisement best without disregarding the cultural values of the society for

whom the advertisement is produced.

Alozie (2003, 10 as cited in Walelign, 2010:66) observes that an advertising text is culturally
contextualized (cultural-based principles of meaning); that is, its meaning is based on a
consumer's interpretation or perception (when it is decoded). Advertisers tend to encode their
messages by adapting the cultural values, languages, ideas, and norms shared by a group.

It is also quite elemental to see here an advertisement for ‘Lifebuoy Soap’. The advertisement
depicts an outdoor weeding party held somewhere in Africa. Everybody in the party is dancing
with an English music. A young boy and a girl were on the screen with a close up shot while
they are showing up their interest to dance together. A girl instantly ceased to dance with him
showing her disinterest then the guy asked her whether it’s because of his body sweat odor. She

confirms him that is the case with a body language. A physician who wears a white gown came
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over the party to recommend the guy to use Lifebuoy Soap as a remedy for his unfavorable body
odor. Towards the end of the ad the guy was on the screen washing his body with the Soap and
dancing with the girl without any frustration. Finally, the commercial reads ‘Lifebuoy Lemon
fresh fights body odor causing germs’. The clip, therefore, presents unrealistic scene where a
doctor all of a sudden appears in the party. Added to this, his recommendation was accepted
immediately. This portrays high power distance which demonstrates the fact that high power

cultures simply accept the power distance.

Localization of Imported Products to Local Context

Localization of cultural value is almost neglected in this commercial. Here, the audiences can’t
be easily influenced by the advertisement because it doesn’t necessarily arouse their
psychological and cultural recognition. The characters used in the commercial represents some
other culture and the audiences may feel ignored for their culture is not reflected. Moreover, this
advertisement devaluates some local cultural values in a way that the female character in the ad
has told the guy who is dancing with her that he has got a bad body odor in public. However, in
our country context there is no such kind of transparency. In Ethiopian culture, let alone in public
place it’s taken as strange to disclose someone’s weakness even in private. Furthermore,
Ethiopian society have a specific local value, “yilugnta” which is to mean that what other people
perceived about someone’s attitude, manner or conduct has given a great deal of concern than
what an individual or a person believe in himself or herself. In spite of this, the female character
in the ad didn’t hesitate to reveal what she feels in front of the wedding guests. Therefore,
through meeting cultural values this kind of advertisement shorten its distance with the audience
or consumers. On the other hand, in terms of its language use this spot didn’t make use of precise
or short narration plus it has mixed English phrases in between the scene that didn’t give any

concern for target audience understanding of the message.

As a form of mass media, advertising has emerged as a major institution that is engaging in the
portrayal and transmission of cultural values. An advertisement for non-alcoholic drink branded
‘Malta Gunness’ is a good case in point in which foreign values are predominantly occurred
within it. The commercial shows a young guy staring at an old man who slept sitting on the chair

in an open space. It is displayed in the ad when a guy is drinking Malta Gunness bottle. In the
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meantime, he moves towards a group of people somewhere looks café who are having the bottle
on their table. Then it’s shown on the screen when he is dancing with an old woman with an

English song. Finally, the ad states ‘Malta gunness to refresh, strength by Malta’.

This commercial did not employ the local cultural values. All characters involved in the ad don’t
represent the local society. A foreign music is also used as a background to accompany the
motion of the main character in the ad which does not reflect the indigenous culture of the
society for whom the advertisement is produced. Moreover, the commercial brings into play an
old woman dancing with a young guy who appears to be the protagonist in the ad at the street
which go against the dominant cultural value of the local society for the reason that watching an
aged person especially woman dancing in a street is not a norm in the context of our country.
Thus, it will be a trouble for audiences to feel right with this advertisement. Concerning language
employment, the ad lacks clarity and descriptiveness in conveying its message since there is no
any narration used to inform the attributes and basic information that the audience has to know
about that particular product. Rather the ad has tried to transmit its message only through images.

Therefore, the clip didn’t show concern for audience understanding of its message.

Promotional communications like advertisements are developed to coincide with the cultural
values and norms of a particular society. It is pointed out that successful advertising should
mirror the cultural values of the target consumer. Nevertheless, this is not the case in
advertisements like ‘Sensation’ an ad on condoms. This advertisement shows couples having a
contemporary dance accompanied with classical music. The setting used in the advertisement is
at spacious room. Towards the end of the advertisement, the narrator voices ‘even though we
seem two for others, we are one by compatibility.’

This kind of advertisement hardly gives concern for depicting the cultural value of the local
society. For one thing, the advertisement predominantly uses sex appeal, which is a western
cultural value, to advertise its product or service. Secondly, the female character in this
commercial act seductively which go against the typical culture shared by the society. Thirdly,
from the local perspective, it’s not common to see lovers kissing in a sexual manner in public.

With respect to Ethiopian cultural circumstance, most people are shy about expressing their love
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to each other even in family circles. Besides, the commercial brings into play luxurious and high
standard life style that cannot represent the wider audiences which exist in different social
classes. Thus, it will be a big trouble for audiences to feel right with this advertisement. These
values, in one way or another, do not reflect the indigenous cultural values of the society for

whom the advertisement is produced.

In this study, attempts were made to uncover the extent to which indigenous cultural values are
reflected in the advertisements through analyzing the selected advertisements. This is believed to
be helpful to comprehend the existing archetype used by advertisers. In most of the analyzed
advertisements, the importance of inculcating cultural values of the society seem either neglected
or mistreated and they are observed giving much emphasis to the foreign cultural values, which
are mostly regarded as alien to the society. However, it is quite essential to see those which can

be esteemed for endorsing traditional cultural values of the society.

INDIVIDUALISM VERSUS COLLECTIVISM

Individualism versus collectivism dimension of culture refers to how people define themselves
and their relationship with others. Individualism refers to the broad value tendencies of a culture
in emphasizing the importance of individual identity over group identity, individual right over
group right, individual needs over group needs. Individualistic cultures promote self-efficiency,
individual responsibility and personal autonomy. Whereas collectivism refers to the broad value
tendencies of culture in emphasizing the importance of “we” identity over “I” identity, group
right over individual right and in-group-oriented needs over individual wants and desires. In a
collectivist culture the interest of the group prevails over the individual. People are integrated in
to strong, cohesive in-groups that continue throughout a life time to protect in exchange for

unquestioning loyalty (Hofstede, 1997).

An advertisement for ‘Ambo Mineral Water’ can be taken as a master piece in which the
traditional cultural values of Ethiopians are exclusively used throughout its entire scene. The
advertisement displays beautiful scenery of family gathering eating and drinking Ambo mineral

water. In such away the ad reveals a strong family link which is the typical characteristics of the
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Ethiopian society in that they are laughing and discussing each other which is one of the major

representations our culture. Finally, the ad reads “Proudly Ethiopian”.

There is no any doubt about this advertisement for its reflection of traditional cultural values that
can be easily acceptable by the wider audiences. It portrays the dominant and existent societal
cultural values in a genuine manner. The episode used by the advertiser is preferred to be a place
that is closely linked to the natural setting. As a result, the audiences wouldn’t face any

obstruction to get across the message.

Thus, the above mentioned commercial displays typical manners that are shared by collectivist
societies in which Ethiopian society belong. These societies define themselves in terms of “we”
and their group membership. Members are integrated in to strong, cohesive in-groups and social
interdependence, collective harmony and shared living are valued. In Ethiopian society relational
ties and obligations are important determinants of behaviors; group goals take precedence over
individual goals. Thus, the advertisement in every respect tries to depict the traditional cultural
values of the Ethiopians.

Local cultural values are also revealed in ‘Abay bank’ Christmas holiday advertisement. The
advertisement portrays Ethiopian traditional Christmas celebration in which a group of guys
playing so called “yegena chewata” in wider and green area. The narrator of the commercial
forwarded a holiday good wish message to the audience on behalf of the bank. He added that the
bank provides alternative award chances that involves a free visit to historical heritages of
Ethiopia like Axum, Gonder and Lalibela for its esteemed customers in return for receiving their
money through western union, ria, express money, and transfast from Abay bank. Finally, the ad

reads “Abay sincere server”.

Cultural values are easily observed in an advertisement like this. For one thing the commercial
depicts the value that local society gives for holiday celebration. In doing so, the ad portrays the
original and traditional Ethiopian Christmas holiday celebration accompanied with setting and
background music which fits the typical culture of the society for whom it’s advertised.

Moreover, what makes unique this ad from ads produced for other financial institution is unlike
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alternative award opportunities offered by other financial institutions, this spot provides a chance
for its customers to visit different historical and cultural heritages of Ethiopia which are located
in different parts of the country. In such away, the advertisement has given concern in revealing
the local culture. Thus, this advertisement is observed complimenting the traditional cultural

values of its audiences.

Other commercial to be mentioned in this domain is an advertisement for financial institution
named Wegagen Bank Ethiopian Easter holiday celebration. This advertisement can also be
taken as a master piece in which the traditional cultural values of Ethiopians are exclusively used
throughout its entire production. The advertisement displays a natural setting specifically
representing the rural area of the local society and children playing in plain area accompanied
with the picture of hen and a sheep so that to create a holiday vibe. It is also seen in the ad a
family gathering eating together and having fun each other. Moreover, the commercial depicts
one of the major cultural values which are shared by the local society in that a smiling face is
observed in all characters throughout the whole production. Finally, the ad reads ‘Happy Easter
festivity, Wegagen bank your partner for prosperity .

Smiling appears to closely related to cultural norms and values. What we do with our faces is
important. Pro-smiling cultures such as Ethiopia tend to see smiling as a mark of respect for
another person. Smiling is a diplomatic tool to ease relationships, so it’s considered important to
greet people with a smile even if they are unfamiliar to the local society. Facial displays,
especially smiling, serve not only to express internal emotional states but also to present
appropriate and competent social behavior by the expresser. Appropriate social behavior is
governed by cultural display rules that inform the expresser how much, to whom, when, and
where to express one's internal emotional state. Cultures are the socializing agents for these
display rules. Therefore, this advertisement displayed the traditional cultural values of the local
audiences. However, the researcher noticed that those advertisements endorsing Ethiopian
cultural values are mostly designed during the holiday seasons especially of beer and financial

institution advertisements.

To triangulate what is discussed above Table 3 below presents the quantitative findings related to

cultural values depicted in the commercials studied.
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Table 3: Cultural values reflected on commercials aired on EBC

Items S.Agree | Agree Undecided | Disagree | S.Disagree

Employ images which are illustrative of 9 9 20 20 23 23 29 29 |19

collaboration, togetherness and team work in
their production.

19

Make use of pictures that depict family link. 13 |13 44 | 44 19 19 16 16 |8 8
Make use of advertisers’ and characters action | 11 | 11 50 50 7 7 22 22 |10 10
to depict politeness.

Make sense of respecting each other as a 8 8 24 |24 18 18 32 32 |18 18

manifestation of Ethiopian culture.

Four items were included in the scale prepared for the respondents. Majority of the respondents
(SA=9% and AG=20%: DA=29% and SD: 19%) disprove that the commercials employ images
which are illustrative of collaboration, togetherness and team work in their production. Thisis in
consistent with the qualitative findings presented in this section of this report. But significant of
them SA=13% and AG=44%: DA=16% and SD=8%) witnessed that the ads make use of
pictures that depict family link. Similarly, majority of them (SA=11% and AG=50%: DA=22%
and SD= SD=10%) believe that the commercials and actions of the characters depict politeness.
However, they disproved (SA=8% and AG=24%: DA=32% and SD=18%) that the commercials

manifest respect to Ethiopian culture.

4.3 Emotive language use
Emotive language use refers to words or phrases that change the feel of a sentence through
evoking a particular emotional reaction from the reader or audience. It’s a persuasive technique

in which words are chosen deliberately to elicit emotion (usually to influence).

Emotive use of language and sensational image representation in an advertising message places
greater emphasis on eliciting an emotional response rather than reporting facts and details. The
reporting will often be lacking in objectivity. Relatively insignificant details may be exaggerated,

and the controversial aspects of a story are given the greater degree of attention. Emotive
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language use is the deliberate choice of words to elicit emotion (usually to influence). This

language use is achieved by words that carry emotional weight.

It is quiet observable to see some advertisements which employed emotive language and image
presentation. Among the main moral principles of advertising truthfulness is the one.
Truthfulness in advertising highly recommends that the advertisements should avoid
misrepresenting the truth by implying things that are not real or denying relevant facts. Besides
ethics in advertising recommends that an ethical ad is the one which doesn’t lie, doesn’t make

fake or false claims and use exaggeration.

However, this is not the case in advertisement like ‘Kombolcha textile factory product of bed
linen. This advertising spot shows a father asking his son who is reclined on his bed why he is
sleepless. The guy replied him that he can’t sleep because of the discomfort that he is
experiencing from poor quality bed linen. The father then recommends him to use Kombolcha
dry good product. Towards the end of the advertisement, the narrator says ‘in Kombolcha dry

goods production factory leave alone bed linens it’s also possible to produce a sleep’.

This kind of advertisement which employed emotive language to persuade and attract the
attention of its audience to buy the product reveal that the main area of interest for advertisers is
to increase sales and the demand for the product by presenting a well decorated, puffed and
sensational ad. As its observable from the ad the narrator says one can get a trouble to sleep
unless he or she uses Kombolcha textile factory product specifically bed linen. Such word usage
clearly exhibits an emotive use of language in the advertising message so as to make or initiate
the audiences to react in the desired way.

One more case in point to be treated here is another commercial of an alcoholic drink branded
‘Walia Radler’. This advertisement starts with displaying Lemon and Barely cluster on the
screen accompanied with classical music as a background. Language is rarely used in this
commercial however towards its end; the presenter used an emotional language which reads
‘WaliaRadeler Double Satisfaction in a Bottle’. Here this commercial used an emotive language

for one thing satisfaction is relative in that what satisfy somebody may not satisfy the other in
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same extent plus it is indiscernible to get double satisfaction with a bottle beverage. It uses
appeals of emotion to make audience act in a desired way in that the phrase “Double Satisfaction
in a Bottle” is used in this ad to create emotional response or reaction in the audience. Therefore,
the spot presented exaggerated facts in revealing the attribute of the advertised product. Besides,
the clip is not clear and descriptive in disclosing the necessary information that the public need to

know about the product contents.

Regarding the employment of an emotive language in advertising clips interviewee 1 and 2 said
that most of the ads use appeals of emotion over logic or reality to as a persuasion technique.
However, Interviewee 3 has got different view with this respect which states” In comparison
with the previous advertising trend in Ethiopia, the employment of exaggeration or using
emotional language in the ads is reduced to the minimum, however, there are still exaggerations

in some ads. ”

Table 4 below presents the quantitative findings related to emotive language use of the

commercials aired on EBC.

Table 4: Emotive language use of commercials aired on EBC

Items S.Agree | Agree Undecided | Disagree | S.Disagree
Employ appeals of emotion to persuade the | 36 | 36 23 23 18 18 18 18 |5 5
audience.

Use appeals of logic to persuade the audience. | 14 | 14 22 22 17 17 34 34 |13 13

Two items on the questionnaire or on the survey form represent emotive language use. Majority
of the informants (SA=36% and AG=23%: DA=18% and SD=5%) agree that the commercials
employ appeals of emotion to persuade the audience. However, significant number of them
SA=14% and AG=22%: DA=34% and SD=13%) disprove the fact that the commercials use of

appeals of logic to persuade the audience.
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4.4 Clip contents (personalized stories, setting and images)

Manifestations of culture, at different levels, are reflected in advertising. In this section the
researcher presents the analysis of the commercials on the theme mentioned, personalized
stories, setting, the nature of the characters, their dressing and life style and their depiction of
Ethiopian culture.

Most of the ads aired on the station do not give any concern for matching or harmonizing the
living standard of the local society in their production. A good case in point to mention with
respect is an advertisement of Kitchen World. This advertisement shows a very modern and
luxurious home with well-furnished kitchen and a woman who is acting as mother cooking
foreign food dishes using cylinder. The narrator states ¢ ‘'when we are building our house it has
been my wish to have this kind of kitchen that make my life easier and lead a modern life style, it
makes my life tasty because it enables me to cook without getting parted from the love of my

family .

This ad in its every aspect didn’t display the life style as well as the living standard of most
Ethiopian society. It’s a fact that majority of the local society belongs to the lower class with
respect to economic level or standard of living. However, advertisements like this do not take
consideration on this case. Rather it tries to display modern European life style and upper class
one which are few members of the society. Plus, even the food items which are seen on the
screen while the mother is cooking do not represent Ethiopian food items. The clip tries to
personalize the story employed for the ad. Personalized story-telling in an advertisement is
defined as a narrative form which draws on the personal experience of a particular individual
caught up in a story to dramatize a broader social issue (Wahl-Jorgensen, 2012). Therefore, this
ad fails to display the life style or living standard of the majority members of society.

The other commercial to be discussed in this domain is an advertisement of soft drink branded
‘Coca-Cola’. This commercial sets its setting in somewhere looks in Europe showing up Coca -
Cola bottle covered with snow. A black American teenage guy has been seen on the screen when

he is on the way to take Coca Cola bottle which is covered by the snow. Christmas vibe is also
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involved in this ad showing Christmas tree and Christmas father placing Coca bottle on the table.

Finally, the ad reads ‘Christmas happiness is for you, you deserve an appreciation’.

It is not difficult to observe from this advertisement that the setting where the commercial was
produced, the persona included, and the background music used are not well-suited with the
original indigenous culture of the society. Moreover, it’s not an exaggeration to say this
commercial totally represent western culture. For one thing, the time the ad aired is during the
westerns’ Christmas holiday season is approaching which is not the concern for the local society.
Besides, the recurrent images employed in this ad do not represent local cultures like the display
of a white man while he is arranging Christmas lights and placing them on a charismas tree, and
Christmas father named Santa claus drinking Coca cola bottle .Even though nowadays most local
peoples especially those who reside in the urban area of the country adapted the western
Christmas holiday celebration, the way of celebration is far from the traditional cultural festivity
of the local societies. Therefore, the commercial can be claimed for giving less concern for

localization basically in terms of the setting and image that it portrays.

Every day, it is common to see countless advertisements transmitted in Ethiopian Broadcasting
Corporation (EBC) in which the reflections of local cultural values are reduced to the minimum.
For instance, a soft drink advertisement branded ‘Sprite’ is the one that must be treated within
this domain. This TV spot begins by showing two foreign guys entering in to a mini supermarket
staring at a Sprite bottle which is placed in the Refrigerator. It has been seen in the ad when these
guys are ordering the seller to give them the bottle in an aggressive and in a manner that is to be
described as impolite. This is typically against the core cultural values of Ethiopian society.
Politeness can be understood as a social phenomenon, a means to achieve good interpersonal
relationships, and a norm imposed by social conventions. In the context of Ethiopian society
showing a smiling face and respectful approach accompanied with politeness is highly valued.
However, this commercial devaluates this shared cultural value of the society in the depiction of
its characters action or manner. Plus, their clothing style didn’t represent the local culture. The ad
displays the guys when they are receiving Sprite bottle and dancing with background music.
Finally, the ad ends with employing an English phrase as a caption which states ‘your thirst

comes first’
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With respect to setting, this advertisement is held somewhere in Europe involving foreign
characters. Plus, it employed an English music as a background to accompany the motion.
Furthermore, within the entire advertisement, language is hardly spoken with the exception of
music that accompanies the video. These values, in one way or another, do not reflect the
indigenous culture of the society for whom the advertisement is produced. Thus, it will be a big

trouble for audiences to feel right with this advertisement.

In the same fashion an advertisement of Double A Paper do not give concern for audience
understanding of the clip message. The ad begins with displaying a group of foreign characters
marching to get printer service in an office. The characters are seen on the screen while they are
feeling bored for waiting long to get the service because of poor quality paper inserted in the
printer. Then a white good-looking girl came over the office holding Double A Paper. Lastly,
the spot revealed the characters feeling glad for getting a speedy service in response to using

Double A Paper.

This commercial for one thing did not employ characters which represent the local society.
Moreover, the ad lacks clarity in its language use for the reason that it didn’t use any narration

except the Amharic captions used at the end of the clip.

According to the data gathered through individual in-depth interviews concerning the contents of
the advertising clips aired on EBC, all of the interviewees agreed up on the idea that most of the
commercials are not representative of the local culture specifically in terms of contextualizing
the setting, characters, way of dressing, life style, living standard, educational level, cultural

values and advertising stories of the Ethiopian society.

In this case for instance interviewee 1 states that “Leave alone the commercials; even our way of
life these days are not giving a picture of our culture, for example the recent ad of Habesha beer
can be a good case to show how our ads have less concern in contextualizing the ad stories as

well as image depiction in their production. In this ad a snow has been displayed on the screen

62



Habesha beer placed in it. However, it’s obvious that displaying snow for the local audience can

be interpreted as odd since Ethiopia is not known for such kind of weather condition.”

In responding representativeness of the life standard of the local society in the ads, Interviewee 2
also said “am sure that those who watch our commercials abroad would be surprised, it makes
them to think that the society in general is leading a luxury life. This finding is further strengthen
by the data collected from the survey in that 30% of respondents replied that most of the
commercials are designed to depict the life style of the upper-class society and they neglect to

represent the life style shared among majority of the Ethiopian society.

In contextualizing the life style and living standard of the Ethiopian society, interviewee 1 added
that “majority of the commercials falls short in employing images that can best describe the
living standard of the local society. For instance, it’s becoming a common trend to see cloth
soap ads which are recorded in a luxury house and a house maid washing at well-designed
garden. But such kind of life style or way of living does not represent majority of the Ethiopian
society.

To triangulate the qualitative findings from the clip content analysis and interview, it is
important to see the findings from the Survey Form or the questionnaire. Table 5 below presents

the quantitative findings.
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Table 5: Clip contents of commercials aired on EBC

Items S.Agree | Agree Undecided | Disagree | S.Disagree

Are representative of Ethiopian culture in their | 9 9 25 |25 12 12 27 27 | 27 27

selection of advertising setting.

Stories selected for the message of the 7 7 13 13 19 19 28 28 | 28 28
advertisements are chosen taking into
consideration of the life style of Ethiopian

society.

Display characters which are representative of | 10 | 10 25 |25 15 15 37 37 |13 13
the Ethiopian society.

Are illustrative of the Ethiopian society with | 10 | 10 18 18 13 13 32 32 |17 17
respect to the clothing style of the characters.

Are in harmony with Ethiopian culture. 7 7 28 |28 16 16 32 32 |17 17

Asked about the contents of the commercials, majority number of the respondents (SA=9% and
AG=25%: DA=27% and SD=27%) disprove the fact that selections of advertising setting are
representative of the Ethiopian culture. Similarly, it was also disproved by majority of the
respondents (SA=7% and AG=13%: DA=28% and SD=28%) that stories selected for the
message of the advertisements are chosen taking into consideration of the life style of Ethiopian
society. Added to these, significant majority of them (SA=10% and AG=25%: DA=37% and
SD= 13%) disagree that commercial ads display characters of the Ethiopian society with respect
to the clothing style of the characters. Majority of them (SA=7% and AG=28%: DA=32% and
SD= 17%) disagree that the commercials are in harmony with Ethiopian culture. All these

findings are in consistent with the qualitative findings discussed in this section.
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4.5 Realistic versus Exaggerated ads

Realistic ads are those advertisements that present genuine and convincing facts in revealing the
attributes or the characteristics of the advertised product. They are ads having or showing a
sensible, real and practical idea of a product being advertised. On the contrary, exaggerated or
sensational ads are those which resemble to present misleading information or exaggerated facts
in communicating or disclosing the attributes of the advertised product. Sensational advertising
is defined as a firm misrepresenting to the consumer the attributes of the advertised product and

thus the expected utility from using the product.

Though, exaggeration is at the core of advertising, many ads try and make brands look bigger
and more important than they actually are to the consumer, making the exaggeration hard to
digest. Business firms use this concept as a catalyst to increase their sale of products.
Advertisement is a platform through which, the businesses firm spread awareness about a new
product or service already existing in the market.it attracts the potential customers toward the
product or service offered by the organization. Thus, the business organization tries its best to
make its advertisement as attractive, unique, catchy and encouraging as possible. So, if an
advertisement is constructive and had good ethics, it helps to improve the society we live in.
However, on the other hand, if an advertisement is misleading or shows certain concepts which
are undesirable, it strongly affects the society in a negative manner. While there are certain
advertisements, that have a positive effect on the society: there are many more advertisements,
that leave a very negative impact on the society, and drags it towards the wrong direction. In
such advertisement, the use of the product is highly exaggerated, and it seems that it offers much
more utility than it actually does. This leads to a wrongly positive image of the product in the
minds of the public, and they are encouraged to buy it by fraudulent means. For this, highly lame
and over-exaggerating advertisements are made to grab the attention of the innocent public.
Hence, the major difference between realistic and exaggerated ads lies on their selection of
advertising language as well as image portrayal to convey the desired information of a given

product to the audiences.

With respect to the use of exaggerated language in the advertising message, the researcher tried

to figure out some examples of commercials that can be described as exaggerated one. Among
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these ads, the advertisement for job detergent Powder, Kombolcha textile factory of bed linen,
Walia Radler are worth to be mentioned. For brief descriptions and discussions of the ads see

the previous sections.

In the same way interviewee 1 and 2 responded that ‘watching ads with sensational or
exaggerated language in their message is very common’. On the other hand, interviewee 3 states
that ‘the trend of sensationalism in the advertising message in recent time is reduced to the
minimum and most of the spots resemble to be realistic one’. Similarly, according to the data
gathered through the survey on this particular theme,55% informants indicates that most of the
ads aired on EBC are misleading and exaggerated one which in turn is affecting or influencing
the audience or consumers in a negative way for the reason that the spots fall short in conveying
the factual quality as well as attributes of a given product advertised.

Table 6 below presents the quantitative component of the questionnaire measuring whether the

Amharic commercials aired on EBC were realistic or not.

Table 6: Realistic versus exaggeration in commercials aired on EBC

Items S.Agree | Agree Undecided | Disagree | S.Disagree
Present realistic facts in revealing the attributes | 6 6 18 18 16 16 29 29 |31 31
of the advertised product.

Present misleading information or exaggerated | 30 | 30 26 |26 14 14 21 21 |9 9

facts in revealing the attributes of the

advertised product.

Two items written in affirmative and negative were included on the scale for the purpose of
identifying consistently rated questionnaire. But both of the items were measuring if the
commercials were realistic or exaggerated. Significant majority of the informants (SA=6% and
AG=18%: DA=29% and SD=31%) disproved the argument that the commercials present realistic
facts in revealing the attributes of the advertised products. In other words, significant majority of
them (SA=30% and AG=26%: DA=21% and SD=9%) agree that the ads present misleading
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information or exaggerated facts in revealing the attributes of the advertised products. The

quantitative finding is in harmony with the qualitative findings discussed earlier.

4.6 Perceived impacts of the ads

Sometimes the advertisers over exaggerate about the product’s benefits in such tactful manner
that consumer goes psychologically under the pressure of advertising persuasiveness and
intentionally decides to buy the advertised product Smith et al. (2006). While there are certain
advertisements, that have a positive effect on the society: there are many more advertisements,
that leave a very negative impact on the society, and drags it towards the wrong direction. In
such advertisement, the use of the product is highly exaggerated, and it seems that it offers much
more utility than it actually does. This leads to a wrongly positive image of the product in the
minds of the public, and they are encouraged to buy it by fraudulent means. For this, highly lame
and over-exaggerating advertisements are made to grab the attention of the innocent public.

Sensational ads especially those which employ exaggerated language in their promotional
message place a greater impact on the audiences as well as consumers of a product. Concerning
this, the findings from the qualitative component of the survey 55% informants pointed out that
most of the ads aired on EBC are misleading and exaggerated one which in turn affects audience
understanding of the accurate quality as well as attributes of a given product advertised, expose
consumers of a product to make wrong purchase decision and unnecessary cost(financial
loss).According to the data collected from the in-depth interview ,the influence of sensational
advertisements has a serious effect on the audiences or consumers of a product. For instance,
interviewee 1 states that ‘ 'employing exaggerated language in an advertising message especially
in those products which have direct relation with the health of the consumers like facial soaps,
different hair treatments and food items can expose the consumers of a product to health-related
risks and can place their well-being in to question.”” Whereas interviewee 2 and 3 said “it leads
to discrimination of the advertising product and contributes to the loss of credibility of the

advertisers, advertising clips and the station itself”.
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On the other hand, 20% of the respondents agree that the ads are not designed in an attractive
way rather are boring for the reason that they employ long narrations and lack directness in their
promotional message. This perhaps Amharic is a high context culture and/or airing time for the
ads may not be expensive as compared to other international TV stations. This in turn results in

lack of interest and concern given for the commercials on side of audiences.

With respect to the influence of the commercials on Ethiopian cultural values, 80% of the
qualitative components of the survey informants agree with the idea that most of the
advertisements aired on the channel are not designed in the way that are representative of the
Ethiopian culture. Rather the ads are designed to make the local society to forget and undermine
their own culture and shift their attention to the foreign or alien one. Similarly, based on the data
gathered from in-depth interviews such Ads do not signify the local culture place a serious
impact on the audience because it does not let the current generation to know the original culture

of the country, in doing so it creates generation gap.

4.7 . Informants recommendations for making the ads Sensational

Truthfulness is one of the fundamental pillars on which stands the modern ethical advertising.
The meaning of truth is crucial for the promotion of advertising and the implication of the truth
being circumvented or violated are more visible than in other ethical standards. By disregarding
the truth or stating false information advertising denies its own substance. Without truthful data
it loses its meaning. Advertising is created for people: its purpose is to sell a product, a service,
image or an idea. But if the advertisement lies or is dishonest, it loses its strength. Moreover, it
loses its meaning or the fundamental substance of a truthful advertising.

Therefore, the researcher tried to gather relevant data about the possible ways in which the
advertising clips can be designed to meet the linguistic as well as cultural expectation of their
target audience or consumers. Some of the recommendations forwarded by the survey
participants and in-depth interview informants are summarized based on their frequency as

follows: monitoring and following those ads sensationalism with respect to Ethiopian culture
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and their language use, Ethiopian Broadcasting Authority, advertising sector and the media)
should play their roles and responsibilities; the media should design its own monitoring checklist
for the ads to be aired, arranging different forums to create awareness on how advertising has to
be done, confirming the appropriate implementation of advertising proclamation by the media,
having an advertising professionals who give concern for the society rather than just business
oriented one, advertisers should be professionals in the area, provide awareness to advertisers

on sensationalism in language use and cultural values of the local audience.
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CHAPTER FIVE

5. SUMMARY OF THE MAJOR FINDINGS, CONCLUSIONS AND
RECOMMENDATIONS

This chapter of the research attempts to wind up the findings of the research and the conclusions

that were drawn on the basis of the major findings and provide possible recommendations.
5.1. SUMMARY

This piece of research investigated the extent to which advertisements aired on Ethiopian
Broadcasting Corporation (EBC) consider sensational use of language and cultural values of the
Ethiopian society in their advertisements. It further tried to uncover consumers’ perception
towards the ads and focusing on the analysis of the selected advertisement clips adapting a mixed
method approach.

The qualitative findings revealed in-depth data. Through, the analysis of the manifested content
of the commercials broadcasted on EBC, this study revealed that most of the advertisements did
not critically consider the dominant cultural values of the Ethiopian society for whom they are
advertising. This can be seen through use of values in the advertisements that contradict or

negate the salient values of the society.

Firstly, the advertisements are fall far short of localizing foreign advertisement messages that can
suit audiences’ expectation. The advertisements were produced in some other context and thus
the framework of which the advertisements produced did not match the Ethiopian cultural
context of the target audiences. Moreover, the advertisements made no attempt of adding local
color to familiarize audiences. They rather presented the advertisements as they appeared in the

culture where the advertisements were produced.

Findings suggested that some of the advertisements lack genuine and vivid cultural
representation. This is expressed in employing values, setting, images and characters that
wouldn’t arouse audiences’ sense of understanding. Disregarding indigenous cultural values

were dominantly observed in most of the advertisements. However, three ads, indicated that the
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analyzed advertisements were esteemed for endorsing traditional cultural values of the society
because they portray the dominant and existent societal cultural values in a natural and genuine

manner.

The advertising agency managers noted that a certain advertisement can be effective when the
values in the message directly correspond with the values of the target audiences for whom the
advertisement is produced. However, the findings revealed that only little has been done in

considering cultural values in the production of advertisements.

Findings related to sensational use of language in the advertising message witnessed that the majority
of commercials aired on the station, especially those commodity products make use of sensational
language in describing the attributes of a given product advertised. Added this, the findings with
respect to language use of the commercials revealed that most of the ads lack directness and

precision in conveying their message.

The quantitative findings from the Survey Form/questionnaire in most cases are in consistent
with the qualitative data generated from clip content analysis and interviews. With respect to
language use, the majority of informants disagreed with respect to ads employing short and
precise narrations. However, majority of the respondents witnessed that the ads were descriptive
in their dissemination of promotional messages. On the other hand, majority of the informants
believed that the commercials use standard language in their messages that can be comprehended
by the target audience. This was supported by respondents’ confirmation of ads appropriate and
formal language use. Respondents were divided in their response to whether the ads use simple
and familiar vocabulary. However, half of the respondents witnessed that the commercials often
employ vague language to convey message. They were divided with respect to directness of
commercials in their communication style. But about half of the respondents agreed that the
commercials show concern for understanding of the messages. These figures show that the

commercials aired EBC needs to mind their language.

Majority of the respondents disproved that the commercials employ images which are illustrative

of collaboration, togetherness and team work in their production. This is in consistent with the
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qualitative findings presented in this section of this report. But significant of them witnessed that
the ads make use of pictures that depict family link. Similarly, majority of them believe that the
commercials and actions of the characters depict politeness. However, they disproved that the

commercials manifest respect to Ethiopian culture.

With respect to use of emotive language, majority of the informants agreed that the commercials
employ appeals of emotion to persuade the audience. However, significant number of them
disproved the fact that the commercials use of appeals of logic to persuade the audience.
Regarding commercials’ being realistic or exaggerated, significant majority of them disproved
the argument that the commercials present realistic facts in revealing the attributes of the
advertised products. In other words, significant majority of them agreed that the ads present
misleading information or exaggerated facts in revealing the attributes of the advertised products

Asked about the contents of the commercials, majority number of the respondents disproved the
fact that selections of advertising setting are representative of the Ethiopian culture. Similarly, it
was also disproved by majority of the respondents that stories selected for the message of the
advertisements are chosen taking into consideration of the life style of Ethiopian society. Added
to these, significant majority of them disagreed that commercial ads display characters of the
Ethiopian society with respect to the clothing style of the characters. Majority of them disagreed

that the commercials are in harmony with Ethiopian culture.
5.2. CONCLUSIONS
Based on the findings the following conclusions are made.

1. The importance of inculcating cultural values of the Ethiopian society was disregarded if

not mistreated in most of the advertisements chosen for the current study.

2. The procedures followed by conducting advertisement focused on revenue generation.
There are unethical advertisements such as exaggerating the quality and services of

products.

3. EBC advertisements suffer from imitation of foreign advertisement culture or direct

dissemination of advertisements with foreign standardization. This shows that there is
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significant lack of consideration for the culture, language and norms of the Ethiopian

society.

4. EBC advertisements lack clarity and directness in communicating the features of the
product and other customer service related matters. Moreover, some advertisements
contain information which are remote to customer’s product knowledge. Saying it
differently, advertisers seem not to recognize what messages are worthwhile to

customers.

5. Advertisements aired on EBC as per the respondents are obviously exaggerated and
misleading. This may have two interpretations. Advertisers may want immediate high
volume of sales rather than long run favorable image. This may be due to lack of creative

message design and presentations.

6. Moreover, the contents of EBC ads, are inadequate in terms of the cues communicated
and most ads are difficult to understand. The problem in understanding the message due
to lack of clarity, results in interpretation of the message in a way other than the
advertiser wants them to be interpreted. The reason may be due to lack of professional’s
touch in identifying the relevant message content and presenting it accurately and clearly

identified target.

5.3. RECOMMENDATIONS

On the basis of conclusion drawn, the following recommendations are forwarded in order to

improve advertising practices on EBC and similar TV stations in Ethiopia.

» Those who design commercials should get adequate training on the sensationalism to
language use and Ethiopian cultural values. Advertisers should make use of appropriate
and concise language to sale their products. Their ads should be in harmony of the
popular Ethiopian cultural values.

» The advertised products aired on EBC should be audited for authenticity and being
realistic by Ethiopian Quality and Standards Authority.
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» The station has to design a means by which the language use of the advertising messages
can be monitored before the commercials are aired.

» EBC should collect feedback on advertisements transmitted via the channel.
Effectiveness of advertising program should frequently be accessed through market
research. Through effective market research, it is possible to identify consumer’s attitude
towards the message and then the advertised brand.

» EBC should be concerned with values, norms and cultures of the local society in the
selection of advertisements to be aired on the station. It needs to have culture audit
policy to regulate appropriateness of the commercials with respect to culture and

language.
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Appendices



English version

ADDIS ABABA UNIVERSITY

School of Journalism and Communication- A Questionnaire Helps to Gather
Data for Graduate Study Thesis.

The aim of this questionnaire is to gather data on Amharic Advertising clips which are which are
aired on EBC, consideration of sensationalism with respect to Ethiopian cultural values and
language use. Additionally, it’s only used for research purpose besides any answer you give will
be kept confidential. Your honest and genuine responses have decisive role to meet the objective

of the study, so I kindly request you to respond frankly.
Thanks!
Notice:

e You are not expected to write your name
e For questions of choose type, put “v “sign in the box of your answer.
Part |

Demographic Information

1. Sex: Male Female
2. Age: 15-25 26-35 36-45 46 and above

3. Educational status: | do not have any formal education
Grade 1-8

Grade 9-12
Diploma

Firsts degree and above
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Part I1: This part is designed to identify audiences/consumers attitude on Amharic commercials
aired on EBC. You are kindly requested to provide your answer honestly. To respond to each

item, please use the following codified scales. Use™ “to mark the scale you choose.

Scale Representation

Strongly agree ........coovviiiiiiiiiiiiiii, 1

N 4 (S 2

Undecided.... .....ooovieiiiiiii, 3

DiSagree ...ovvvniiiiii i 4

Strongly disagree..........c.ocoviiiiiiiiiin. 5

No. The Advertisements 1 2 3 4

1. | Often lack clarity in conveying their messages.

2. | Employ short and precise narrations.

3. | Are descriptive in their dissemination of promotional

messages.

4. | Use a standard language in their messages that can be easily

comprehended by the target audience.

5. | Make use of appropriate and formal language.

6. | Use simple and familiar vocabulary.

7. | Often employ vague language to transmit their message.

8. | Are directive in their communication of the advertising

messages.

9. | Show concern for audience understanding of the advertising
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message.

10.

Employ appeals of emotion to persuade the audience.

11.

Use appeals of logic to persuade the audience.

12.

Present realistic facts in revealing the attributes of the
advertised product.

13.

Are representative of Ethiopian culture in their selection of

advertising setting.

14.

Stories selected for the message of the advertisements are
chosen taking into consideration of the life style of
Ethiopian society.

15.

Present misleading information or exaggerated facts in

revealing the attributes of the advertised product.

16.

Display characters which are representative of the Ethiopian

society.

17.

Are illustrative of the Ethiopian society with respect to the

clothing style of the characters.

18.

Are in harmony with Ethiopian culture.

19.

Employ images which are illustrative of collaboration,
togetherness and team work in their production.

20.

Make use of pictures that depict family link.

21.

Make use of advertisers’ and characters action to depict

politeness.

22.

Make sense of respecting each other as a manifestation of
Ethiopian culture.
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Part I11: The questions listed below are designed to identify your opinions on the items

mentioned.

1. What do you think are the impacts of the current Amharic ads on the audiences and/or

consumers of a product?

2. What is your opinion regarding the influences of the commercials on Ethiopian cultural

values?

3. What do you suggest for the possible ways by which the commercials can meet the

cultural and language expectation of the Ethiopian society or their target audience?
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Amharic Version

h8N ANN RLACHT

PILMATITT NI AT TRUCT hEA AL UL LS TC1L-9° aoan/p P
£U-& Pan/8 MANAN,P P,/ 8 AOMPP

PHU ®ML& YA P+APR JRCHTT ATINHPDE NATERP NCENALTD NC7eRY (EBC)
P +AAG PATRCT MNFDLPPT NERTIR AMPPIT® AT PATEX LT NUAR ANTT R8NP
AT9C A8 IR PAOANF DL PPE AbidM) NHMANTTF AR PaRPRCAMT +HAF ATRBAA YO
mMLE PAMAD AFFRUCT mTF NF AT ADPEPE PIRFAMT PHF@-IR 4R YT JRAT
MANGRIF ATLTAMNS APLITMNAPE ANP AmG+ ARANT FAP (A AAD-: NADPRD
ATLAMS AD-1+5T 7 FPAR TN ITER PAP 1M

@ FmA:
e (90 ADRE KL MNPNTI

NEA KTE : N°Cem, AN ARLMHE MPEPT PAUAMT AT KIZ NF AUT NaRANP
FLRGP < FPANT PRCTH

1. 3F--@7 2 1%
2. 0gm,. 15-25 26-35 36-45 46 A5 NH NAL
3. PFIRUCT 225 - PPAID F9RUCH PATYD 1-8 0-12

A Thm 8914 AT hH NAL
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h&d 2. hiy NFF PAt amesF P+HIERF +aeAhFF NEBC PM+AAS: PATICT
MNFDLLPT AL PAFDT ANHLPT MRID AAPANNT ATPAPT jMm: JRARTY NFa9%YH
R18PA NFUHT AMESFAU: APTRTST M PR ATRARAN NHU NFF PHHLHSGTT ARAN PPF
B Méam:: AGDZ MG APAN P «V “gRART P& (P,

amAh, P mmhp ¢mC

NMIR ANTITIAL L, 1

ANTITOAL o, 2

DAY AATATC . 3

RANTITITR 4

NMI® AANTITITO e eeeelD

+.¢ | MhFOLLPE 1 |2 3 4

NANHED- P PA+AAGT APAONT 910G A2 RATP::

2. AECT PHMME F/NPTFY LM

3. N,LATAAGT PAINF DL P PAANT A TF O

4. MITM-I° +aANT NPAX ALSM POFADTY 27
LMk

5. N PA+AASGT ANt +ING deNgd ey £
£ Mean i

6. $AAT P+AMRE, $ATT EMPaT i

7. NMLA+AASGT dRAONT NANHTD <146 PAULT £71%
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£ M i

P PA+AAGT APAONT P+E O i

P+@ANTTT PAONFORP AONTTT PARLET APTD

PLITHMT T F M-

10. | +amAnF+Y  AMA®Y  AMFP/AMF  PNPH PUF
£Y1LPTT EMPTA

11 | +aeANFFY AMAGRY +ING JR1PFR PP 212PFY
£ M i

12. | N PA+AAST aRPAONT PIRCT M-t PR TAENT DEIP
PO, PPCMNT YL AD-13 AL PHADZNH j@-::

13. | ®hFmePa PMEZBNT NFF TH PATERPYT NUAP
RESC PAMAA T

14. | a@A0RT ATMNFAAG PARARCM F@ FoNTF PAFELPT
UNZHAN PUR DY MLTR PR HEMN NI92F d-N PAIN:
TFm-::

15. | N PA+AAST APAONT PIRCH M-t PARIANT DLID
PMLPCMANT A2F1L 0+77 AT PHAAT ABLE fan:

16. | Peym$anFm 16 NULLT AT ANTPPLPT PATEX LY
UNZHAN PaLmA §F D

17. | pumem Fm- 768 NULLF AT ANTPPELPTF PAANNA U5 3
NAFER P UNZHNN NUAR AANNND IC ANC P+PT 1D

18. | hA+E& P NUA JC PrMMAm §F@-::

19. | NTESANTTFD ao¢88tYIANCITT AT NJ& dPNEFT

P, PAR PANTT &Mt
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20. | AANR ATFIHT PTRLIBNCE ToNATT M

21. PO.MPMMF® 78 NULPLT AT ANTPPELPT FUTTT
P+ANM TF@-::

22. | NTCSAATFD ACH NCH a°hNNCY AR ATE%P NUA
MAL EMPMk

hA&A 3: hHU NFT APLTrT mPEPTF PAPTTY ANTLPT NtPM MM N&EF NF PH&EG::

1. NALF @%F NA.N.A PT+HAAS PATICT MM FDELPTF N+ARANTE AL PATM +EATT
N+aeAn+ PACH AN+LPF 9oL Mm- ?

2. MAFOLLPE NAFELL NUAR AMTT AP P PALEET +EAT ANARANT PACH
ANTPPT BT E M- ?
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3. PMAAAGT MANFOEEPT PAFEALT UNLHAN NUA AT PRIR AMPPI® NMNP
MAN AYEPCMN T ARLLD AANT NAD- PANA ?
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English version in depth Interview Guide for Advertising Agency Managers

10.

11.

12.

Can you please introduce yourself?

Do you think that Amharic advertising clip messages aired on EBC have clarity and
precision in their use of language?

What is your view about the ads in terms of their descriptiveness? Are they just narrative
stories?

Do you agree that the ads employ standard language in their messages that can be easily
comprehended by Ethiopian society or audience?

What is your opinion towards the ads in terms of choosing deliberate words which illicit
emotion to influence viewers or audiences in their campaign? Do they employ appeals of
emotion or logic?

What is your reflection on the advertising messages which present misleading or
exaggerated information? What do you think are their probable impacts on the advertised
product and on the viewers or the audiences?

What is your opinion regarding the contents of the clips in their story selection, are they
picked taking in to account the lifestyles of the Ethiopian society?

Do you believe that the commercials depict setting which is representative of Ethiopian
culture? What about the dressing style and conducts of the characters involved in the
commercials? How?

Can you explain the difference between realistic and exaggerated advertising messages in
terms of their language use as well as image portrayal? How do you rate the commercials,
are they mostly realistic with respect to informing the public about the real attributes or
benefits of the advertised product or sensational? How?

Among the most common Ethiopian cultural values are collaboration or togetherness,
respect, family link and politeness. Are these values represented or portrayed in the ads?
Are there cultural values in the ads which do not reflect Ethiopian cultural values? What
are their probable impacts?

What do you suggest or recommend for the possible ways by which the advertising clips
can meet the cultural as well as language expectation of their target audience or

consumers?
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Ambharic version in depth Interview Guide for Advertising Agency Managers

1.
2.

RGNPT ALNTPOE STFAN?

NATEEe  NCEhNtYIT  hC7eRY(AN.A)  PTA+AAS:  PATICT NFMEP
@AONTT NETR AMPPTIFD: AP 148 AT AeheC TFD NAD- PTTA 2
MAFOEPPET NTASRIT ATIC ATL&T LMANETHA? 10 RN TNP FEhTF
TF@?

MAFORLPE MIFDI° +ANT NPAX A LJD- PTLTAD-T RI% AT AR eNg
PLPY £7% EMPMA NAD- PANAA? ATET?

+@ANFTY AMA®Y PF NAD NTFR/NTF $APA PUF RTRPTY P Mpa™
MAFOEPPT AL 97 ANHPPFT AAH? 9PT ARYF PARAME HE, NEILFOD-
EMeMA? AET P bR LN HING TPNTLFP PUH?

P+I77 AT PAAT dBZE N PA+AAS PARNFMEP TRAGNTT AR o7 ANTLPT
Aret? NTR+POPD JoCF A8 URID +MRANT AL PARPRCAT +BAPH TRILID-
NAD- PHNA?

MAFOLPPE AAONT ATINTAAG NACMTFO- PFLh BHEFTF ALP PATEA LY
UNZ+AN PULDT MLI® PR HEN NITF ™D PRI TF@-? AT8T? NIPAA
APNZE STFAA?

MAFDELPE P LLBNT NG MEIR N PATCLP NUAR ATECT PARDAN
TF@ NAD PITA? ATRT? POINFMELPE 70 NULLT AANNN AT +INCH?
NEYIEL AMPPI® AT 90 NAQPART JPNA AT9C ADr1d AR P+IRZNH A P+IYF
PONFMELP MAGATT PATD- ARTF FOVEID-? NANHTD TNFDEPPE PATET
goCt Mt AT PAMMT MBI AUNLHAN ADNTPOE  ham PA+AAST
@AONF AYIC Adr1F AR PHADAL+ TFD MLN 1 F+P? ATLA?

10. NAFEEP NUAR AAST aoNA ACH NCH aRZ88%F TANCTHIAPNNNCIMTNS PPy

NHANE 9TFF AU FUTT £7FNFA: ATHU NUAR AAST NTNF0ELPPE
2heNLPA?
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11.NMAFDLPPE AL PAFTCXPT NUA PTLMAN MLI® PTHLIANCE ANTT AN?
g% AT TOAT AATD NAD- PANA?

12. M +AAGF MNFDLLPT PAFTCELT UNLHAN NUA AT £7R AMPPI® NMNP
MAN AT8PCM 9P ARLL AANT NAD- PANA?
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Checklist for Clip Content Analysis

Clip Contents (sensationalism with respect to language use

and Ethiopian cultural values)

1. Did the advertising clip message have clarity in conveying its message?

2. Did the ad clip employ short and precise narration?

3. Isitadirective promotional message?

4. s it descriptive enough or just narrative story?

5. Did the ad employ standard language in its promotional message that can

easily comprehended by local or target audience?

6. Did the spot use appropriate and formal language?

7. Did it use simple and familiar vocabulary?

8. Did it make use of a vague language or term to transmit its message?

9. Did the ad use appeals of emotion as a persuasion technique?

10. Did the spot employ appeals of logic as a persuasion technique?

11. Did it give concern for audience understanding of the advertising message?

12. Did it present realistic facts in revealing the attributes of the advertised

product?

13. Did it present of misleading/exaggerated fact in revealing the attributes of

the advertised product?

14. Is the story selection of the spot give consideration to the life styles of the

Ethiopian society?

15. Did the commercial depict a setting which is illustrative of Ethiopian
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culture?

16.

Did the characters or advertisers represent Ethiopians?

17.

Did the clothing style of the characters as well as the advertisers represent
Ethiopians?

18.

Is the commercial in harmony with Ethiopian culture?

19.

Did it employ images which are illustrative of collaboration or team work in

its production?

20.

Did it make use of pictures which depict togetherness and family link?

21.

Did it make use of advertisers’ action to depict politeness?

22.

Did it make sense of respecting each other as a manifestation of Ethiopian

culture?
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Clip 1: walia Radeler

Yes.

No.

Evidence from
the Clip

X

olle

IR P

Un decided.

> >

>>

>>
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Clip 2: Kombolcha textile

Item | Yes. | No. Evidence from The Clip

No.

1. X

2. X The clip didn’t employ
precise/short narration.

3. X It’s not directive since the ad used
unnecessary  details in its
promotional message

4 X

5. X The clip didn’t make use of a
standard language since it has
mixed the Amharic narration with
English phrases to inform the
audiences about recognition of the
company like, environmental
system certified, eco text hundred
standard certified, quality
management system certified

6. X The ad didn’t employ an
appropriate language because of
the above-mentioned reason.

7. X Those English phrases will not be
comphrended by the target
audience because they are not
familiar words

8. X

0. X The narrator said “in kombolcha
textile factory leave alone textile
products it’s also possible to
produce sleep”

10. X

11. X

12. | X

13. | X The ad has used exaggerated
language since it’s mentioned in
the clip that one cannot get
peaceful rest or sleep unless he/she
used bed linen product of
kombolcha textile factory.

14, | X

15. [ X

16. | X
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17.

18.

19.

20.

21.

PR PR K R R

22

X

Clip 3: Job detergent powder

Item
No.

Yes.

No.

Evidence from The Clip

=

<

olte

©0 N|o 0w N

el P P s

The advertiser has used an
emotional language in that the
smell of the soap has attracted
him, but it is far from what a
logical person perceives.

10.

11,

12,

13.

14,

15.

16.

17.

18.

PR PR R [ 4

19.

20.

>~

21.

e

22
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Clip 4: OMO detergent powder

Item | Yes. | No. Evidence from The Clip

No.

1. X

2. X

3. X

4 X

5. X

6. X

7. X

8. X

9. X This ad has employed an
emotive language for using a
phrase ‘The Power of 10
Hands’ to denote the cleaning
power of the detergent.

10. X

11. | X

12. X

13. | X For the above-mentioned reason
this spot presented exaggerated
facts.

14. | X

15. | X

16. | X

17. | X

18. | X

19. X

20. X

21. | X

22 X
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Clip 5: Ambo Mineral Water

Item
No.

Yes.

No.

Evidence from The
Clip

1.

eltaitaitaita il

RS IENTMIN

olte

11,

12,

13.

14,

15.

16.

17.

18.

19.

20.

21.

22

PR D PR DR DR DK PR DS PR 4 4| X
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Clip 6: Apple Soap

Item
No.

Yes.

No.

Evidence from The Clip

1.

X

olte

ltadiadle

RS IENTMIN

olte

11,

12,

13.

14,

15.

16.

17.

PR P[RR

18.

The spot is not in harmony
with the Ethiopian culture
since the female character who
appears to be a housemaid has
been observed whistling.

19.

20.

21.

22

PR R PR 4
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Clip 7: Abay Bank

Iltem | Yes. | No. Evidence from The Clip

eltaltaitaita il

olte

IR R R e R Il B o B el P o
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Clip 8: Lifebuoy Soap

Item
No.

Yes.

No.

Evidence from The Clip

1.

2.

Unnecessary details have been
added in its campaign (the
presence of a physician in the
middle of the wedding party)

w

D

o

eltelle

The ad used a mix of English
and Amharic language. (fights
body odor causing germs).

olle

i

P D PR D PR A PR | R (X
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Clip 9: Malta Gunness

Item | Yes. | No. Evidence from The Clip

No.

1. X

2. - - The clip didn’t use any
narration; it’s done by
employing English
background music and
some sort of image
portrayal.

3. X

4 X

S. X

6. X

1. X

8. X

Q. X

10. X

11. X The ad is just aired as it’s
done in the original
culture.

12. | X

13. X

14. X

15. X

16. X

17. X

18. X

19. X

20. X

21. X

22 X
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Clip 10: wegagen bank

Item
No.

Yes.

No.

Evidence from The
Clip

1.

i

eltaitadladle

RS IENTMIN

olte

11,

12,

13.

14,

15.

16.

17.

18.

19.

20.

21.

22

PR D PR DR PR R PR | R [
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Clip 11: Sensation

Iltem | Yes. | No. Evidence from The

No. . Clip

1. X Hardly language is used
except at its end scene

2. - - No narration is
employed

3. X

4 X

5. - - undecided

6. - - >>

7. - - >>

8. - - >>

Q. X

10. |- - >>

11. X

12. | X

13. X

14. X

15. X

16. | X

17. X

18. X

19. X

20. X

21. X

22 X
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Clip 12: Coca Cola

Item | Yes. | No. Evidence from The

No. : Clip

1. X It’s a direct copy of the
original ad where its
produced

2. - - No narration is used

3. X

4 X

5. X The captions employed
are a mix of English
and Amharic
languages.

6.

1.

8. X

0. - - undecided

10. |- >>

11.

12. |- - >>

13. |- - >>

14. X

15. X

16. X

17. X

18. X

19. X

20. X

21. X

22 X
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Clip 13: Sprite

Item
No.

Yes.

No.

Evidence from The
Clip

1.

it

No narration is used

g

!

The spot has used an
English phrase” your

thirst comes first’

o N

11,

12,

13.

14,

15.

16.

17.

18.

19.

20.

21.

22

PR D PR DR PR DR PR R PR [RE < < | 4
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Clip 14: Kitchen World

Item
No.

Yes.

No.

Evidence from
The Clip

1.

eltaitaibadta il

XN o0~ W

olte

11,

12,

eltelle

13.

14,

olte

The ad reveals
luxurious  home
and kitchen room

15.

16.

17.

18.

PR K| R X

19.

20.

<

21.

<

22

113



Clip 15: Double A paper

Item | Yes. | No. Evidence from The

No. : Clip

1. X Is a direct copy of
the original clip

2. - - Has no narration

3. X

4 X

5. - - Undecided, no
language is used

6. - - >>

7. - - >>

8. - - >>

Q. X Via its  image
portrayal

10. X

11. X

12. X

13. | X

14. X

15. X

16. X

17. | X

18. | X

19. | X

20. X

21. | X

22 X
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List of Selected Advertising Clips

Walia Radeler
Kombolcha textile

Job Detergent Powder
OMO Detergent Powder
Ambo Mineral Water
Apple Soap

Abay Bank

Lifebuoy Soap

© o N o gk wWwDhPRE

Malta Guinness
10.Wegagen bank
11. Sensation
12.Coca Cola

13. Sprite

14 Kitchen World
15.Double A paper
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