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Summary: 

 

This paper presents the results of an implicit analytical study, in which the study of the 

persuasive methods that influence the attitudes of individuals, their beliefs, motivations and 

behaviors has been chosen in order to achieve the objectives either personal or practical. The 

study focuses on the persuasive methods used in advertisements as it is a technical 

information activity that carries with it a lot of messages about the goods, products and 

services that the public is in need. 

Being the advertisements are several and diverse, television advertising has been taken 

as a choice in this brief, since television is the most widespread having a large popular mass, 

is an impact of influence in comparison to other media. View the diversification of television 

channels and the competitive market in order to be more attractive. Three major Arab 

television channels have been the focus of this study; The MBC 1 channel in the Middle East, 

the NESMA regional channel and ENNAHAR as Algerian local channel. 

The choice of the theme is determined given that it is a current concern, as is the lack 

of analytical studies of this content at the University of GUELMA, dealing with persuasion in 

Arab television advertising on the one hand and Desire to deepen in the field of persuasion, 

which is the main pillar of the media message including television advertising. Three 

hypotheses have been tested, which are: 

-  Advertising is based on emotional and more than mental techniques and methods of 

persuasion. 

- Advertising focuses on well-targeted personalities especially on women. 

- Advertising contributes and influences society on particularly psychic values. 

The objective of the study is to analyze the messages instigated by advertising, in 

order to highlight the most important methods of these convincing messages, the right 

approach taken into consideration is "content analysis" in Analyzing advertising 

quantitatively and qualitatively. 

A form of content analysis has been used as tools. The form contains a total of twelve 

(12) different advertisements, of the three selected channels, each of which has four (4) 

advertising samples. These samples include food, cleaning and maintenance products, 

accessories for women and children. 

After the collection of information, presentation and analysis, the set of general 

conclusions obtained and as follows: 

- Most advertisements focus primarily on women and children, since convincing the 

woman who is more strategic view that she is closer to her children than convincing 

the parent. 

- All Arab advertisements are interested in providing the same values as those of 

society. 

- Superficially it is commodity marketing but deeply it is the values and traditions by 

which to influence the consumer. 
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