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The use of daily donation reframing ranked second (15.3%, N=44) and was distributed 

within each organization’s sample as follows: MYF=95.7% (N=22), CCHF=10.3% (N=15), 

MEK=8.3% (N=4), Al-Orman=7.7% (N=1), and EFB=5.9% (N=2), while resala did not use 

any daily donation reframing. 

The use of yearly donation reframing ranked third (13.2%, N=38) and was distributed 

within each organization’s sample as follows: Al-Orman=46.2% (N=6), MEK=18.8% (N=9), 

Resala=16% (N=4), EFB=14.7% (N=5), and CCHF=9.7% (N=14), While MYF did not use 

any yearly donation reframing. 

On the other hand, the use of monthly donation reframing was the least among other 

types of donation reframing as it was used in only 3.1% (N=9) of the coded advertisements; 

and was distributed within each organization’s sample as follows:  EFB=11.8% (N=4), Al-

Orman=7.7% (N=1), Resala=4% (N=1), MEK=2.1% (N=1), and CCHF=1.4% (N=2), While 

MYF did not use any monthly donation reframing. 

RQ1-E: How do Egyptian charity advertisements utilize: victim message strategy?. A 

Pearson Chi-Square test was conducted to illustrate the relation between charity advertisers 

and victim message strategy. The relation between these variables was significant (X
2
=35.387, 

N=288, p=.000) (Table 5). 

Table 5: 

Charity advertisers * Victim identification 

  Victim identification Total 

 Identified 

Victim/s 

Unidentified 

Victim/s 

N/A 

CCHF Percentage of total (N=288) 9.4% 32.6% 8.3% 50.3% 

Percentage of the organization’s sample (N=145) 18.6% 64.8% 16.6% 100.0% 

EFB Percentage of Total (N=288) 1.0% 8.0% 2.8% 11.8% 

Percentage of the organization’s sample (N=34) 8.8% 67.6% 23.5% 100.0% 

MEK Percentage of Total (N=288) 3.8% 10.8% 2.1% 16.7% 

Percentage of the organization’s sample (N=48) 22.9% 64.6% 12.5% 100.0% 

Resala Percentage of Total (N=288) 0.7% 6.6% 1.4% 8.7% 

Percentage of the organization’s sample (N=25) 8.0% 76.0% 16.0% 100.0% 
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Dar Al-

Orman 

Percentage of Total (N=288) 0.3% 3.8% 0.3% 4.5% 

Percentage of the organization’s sample (N=13) 7.7% 84.6% 7.7% 100.0% 

MYF Percentage of Total (N=288) 0.0% 3.1% 4.9% 8.0% 

Percentage of the organization’s sample (N=23) 0.0% 39.1% 60.9% 100.0% 

Total 15.3% 64.9% 19.8% 100.0% 

χ2 = 35.387 (N=288), p= .000. 

  

80.2% (N=231) of the advertisements depicted a victim (identified victims=15.3%, 

N=44 and unidentified victims=64.9%, N=187), while 19.8 % (N=57) of the advertisements 

did not depict a victim. After excluding the advertisements that did not depict a victim (N=57), 

the majority of the advertisements that depicted a victim (N=231) did not identify the depicted 

victim/s (81%, N=187), compared to 19% (N=44) identified victims. 

Regarding each organization’s victim identification strategy, 39.1% (N=9) of MYF’s 

advertisements included unidentified victim compared to 60.9% (N=14) that did not include 

any victim, and none included any identified victim. Al-Orman on the other hand featured a 

victim in most of its advertisements (92.3%, N=12), where 84.6% (N=11) of its advertisements 

depicted an unidentified victim/s and only 7.7% (N=1) of its advertisements did not include a 

victim, and 7.7% (N=1) depicted an identified victim/s.  Resala also featured a victim/s in most 

of its advertisements (84%, N=21), with 76.0% (N=19) unidentified victim/s, 16.0% (N=4) no 

victim/s, and only 8.0% (N=2) identified victim/s. MEK as well featured a victim/s in most of 

its advertisements (87.5%, N=42), with 64.6% (N=31) unidentified, followed by 22.9% (N=11) 

identified victim/s, and 12.5% (N=6) did not include a victim. Similarly, EFB also featured a 

victim/s in most of its advertisements (76.4%, N=26), with 67.6% (N=23) unidentified 

victim/s, followed by 23.5% (N=8) that did not include any victim/s, and 8.8% (N=3) identified 

victim/s. Finally, CCHF as well depicted victim/s in most of its advertisements (82.8%, 

N=120), with 64.8% (N=94) unidentified victim/s, followed by 18.6% (N=27) identified 

victim/s, and 16.6% (N=24) that did not feature any victim/s. 
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Regarding the number of victim/s depicted per advertisement, 61% (N=141) of the 

advertisements that depicted a victim/s (N=231) included a group of victims (three or more 

individuals), while 36.4% (N=84) included one individual, and 2.6% (N=6) included two 

individuals.  Moreover, the majority of the advertisements that depicted a victim/s (N=231) 

included victims of both genders (56.7%, N=131), 25.5% (N=59) depicted male victim/s, while 

17.8% (N=41) depicted female victim/s. 

Regarding the age group of the depicted victim/s, the majority of the advertisements 

that depicted a victim (N=231) included victim/s of one age group (80.5%, N=186), while 

19.5% (N=45) depicted victims of more than one age group. 

The following analysis shows the depiction of each age group in the advertisements 

whether solely depicted or along with other age groups. Children were depicted in most of the 

advertisements (80.5%, N=186), adults were depicted in 28.6% (N=66) of the advertisements, 

elders were depicted in 13.8% (N=32) of the advertisements, while youth were depicted in 

8.2% (N=19) of the advertisements. 

The results showed that 62.8% (N=145) of the advertisements that featured victim/s 

(N=231) depicted children victim/s only, 10.8% (N=25) adults only, 3.9% (N=9) youth only, 

and 3% (N=7) elders only. Other advertisements included more than one age group; 6.9% 

(N=16) children, adults, and elders, 6.1% (N=14) children and adults, 1.7% (N=4) adults and 

elders, 1.7% (N=4) all age groups, 1.3% (N=3) children, youth, and adults, 1.3% (N=3) 

children and youth, and 0.4% (N=1) children and elders. 

The findings showed that the majority of the advertisements that depicted a victim 

(N=231) included sick/ill victim/s (62.3%, N=144), 21.2% (N=49) of the advertisements 

depicted poor victim/s, 8.6% (N=20) depicted unemployed victim/s, 1.3% (N=3) depicted 

illiterate victim/s, 0.9% (N=2) depicted imprisoned victim/s, and 5.6% (N=13) were coded as 

others. 
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RQ1-F: How do Egyptian charity advertisements utilize: source types?. Pearson Chi-

Square tests were conducted to illustrate the relation between charity advertisers and different 

source types. There was a significant relationship with the following variables: CEO 

(X
2
=64.969, N=288, p =.000); Experts (X

2
=33.026, N=288, p = .000); Typical persons 

(X
2
=41.073, N=288, p= .000); Celebrity (X

2
=29.872, N=288, p = .000); and N/A (X

2
=32.000, 

N=288, p = .000) (Table 6). 

Table 6: 

Charity advertisers * Source Type 

  Source Type Total 

 CEO Experts Typical Persons Celebrity N/A 

CCHF Percentage of total (N=288) 0.0% 10.4% 22.9% 20.8% 0.7% 50.3% 

Percentage of the organization’s 

sample (N=145) 

0.0% 20.7% 45.5% 41.4% 1.4%  

EFB Percentage of Total (N=288) 0.7% 0.0% 6.3% 3.8% 2.1% 11.8% 

Percentage of the organization’s 

sample (N=34) 

5.9% 0.0% 52.9% 32.4% 17.6

% 

 

MEK Percentage of Total (N=288) 0.0% 0.0% 16.0% 0.7% 0.0% 16.7% 

Percentage of the organization’s 

sample (N=48) 

0.0% 0.0% 95.8% 4.2% 0.0%  

Resala Percentage of Total (N=288) 0.0% 0.0% 3.5% 5.2% 0.0% 8.7% 

Percentage of the organization’s 

sample (N=25) 

0.0% 0.0% 40.0% 60.0% 0.0%  

Dar Al-

Orman 

Percentage of Total (N=288) 0.0% 0.0% 3.1% 1.4% 0.0% 4.5% 

Percentage of the organization’s 

sample (N=13) 

0.0% 0.0% 69.2% 30.8% 0.0%  

MYF Percentage of Total (N=288) 2.4% 0.0% 4.5% 3.1% 0.0% 8.0% 

Percentage of the organization’s 

sample (N=23) 

30.4

% 

0.0% 56.5% 39.1% 0.0%  

Total  3.1% 

(N=9) 

10.4% 

(N=30) 

56.3% 

(N=162) 

35.1% 

(N=101) 

2.8% 

(N=

8) 
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  χ2 = 

64.969 

(N=28

8), p= 

.000. 

χ2 = 

33.026 

(N=288), 

p= .000. 

 

χ2 = 41.073 

(N=288), p= 

.000. 

χ2 = 

29.872 

(N=288), 

p= .000. 

χ2 = 

32.0

00 

(N=

288), 

p= 

.000. 

 

 

Some of the advertisements included more than one type of spokespersons. Typical 

persons were the most prevalent spokespersons type depicted in the sample (56.3%, N=162), 

followed by celebrities who were depicted in 35.1% (N=101) of the sample. Experts were 

depicted in 10.4% of the sample (N=30), followed by CEOs (3.1%, N=9), while 2.8% (N=8) 

didn’t include a spokesperson. 

Only two of the six organizations used their CEO as the spokesperson of their 

advertisements, MYF in 30.4% of its advertisements (N=7), and EFB in 5.9% of its 

advertisements (N=2). 

The use of celebrities as the advertisements’ spokesperson was distributed within each 

organization’s sample as follows: Resala=60% (N=15), CCHF=41.4% (N=60), MYF=39.1% 

(N=9), EFB=32.4% (N=11), Al-Orman=30.8% (N=4), and MEK=4.2% (N=2). 97% (N=98) 

of the advertisements that depicted a celebrity were coded as unpaid spokespersons, while only 

2.9% (N=3) were coded as celebrity voice-over. Some advertisements included more than one 

celebrity or more than one celebrity type; accordingly the number of depicted types exceed the 

number of advertisements that depicted a celebrity (N=118). Actors/Actresses appeared in 

28.8% (N=34) of the advertisements that depicted a celebrity, religious figures appeared in 

23.8% of the advertisements (N=28), singers/bands appeared in 19.4% of the advertisements 

(N=23), media professionals appeared in 17.8% of the advertisements (N=21), sports 

players/teams appeared in 7.6% of the advertisements (N=9), and only 2.5% of the celebrities 

were coded as others (N=3).  
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Regarding the advertisements that depicted experts as its spokesperson or source 

(N=30), governmental officials appeared in 76.6% (N=23) of the advertisements that depicted 

experts as its spokesperson or source. Followed by physicians/doctors who appeared in 13.3% 

(N=4) of the advertisements, and 10% were coded as others (N=3). CCHF was the only 

organization that used experts as the spokesperson of its advertisements. 

The use of typical persons as the advertisements’ spokesperson was distributed within 

each organization’s sample as follows: MEK=95.8% (N=46), Al-Orman=69.2% (N=9), 

MYF=56.5% (N=13), EFB=52.9% (N=18), CCHF=45.5% (N=66), and Resala=40% (N=10). 

Some advertisements included more than one typical person or more than one typical 

person type; accordingly the number of depicted types exceed the number of advertisements 

that depicted a typical person (N=224). Real beneficiaries appeared in 22.3% of the 

advertisements that included typical person spokespersons (N=50), model beneficiaries (paid 

actors playing the victim/beneficiary role) appeared in 20.9% (N=47) of the advertisements, 

while paid actors or models playing other roles were depicted in 12.5% (N=28) of the 

advertisements. Employees were depicted in 12% (N=27) of the advertisements, followed by 

real beneficiaries’ family member who appeared in 10.7% (N=24) of the advertisements, and 

donors who appeared in 8.4% (N=19) of the advertisements. Paid actors playing the victim/s 

family members’ role were depicted in 4% (N=9) of the advertisements, followed by the 

narrator who was coded as the spokesperson in only 3.1% of the advertisements (N=7). Paid 

actors or models playing the donor role were depicted in 2.6% (N=6) of the advertisements, 

followed by 1.78% (N=4) coded as other types, and finally volunteers were depicted in 1.3% 

(N=3) of the advertisements. 
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RQ1-G: How do Egyptian charity advertisements utilize: appeal types?. A Pearson 

Chi-Square test was conducted to illustrate the relation between charity advertisers and appeal 

types. The relation between these variables was significant (X
2
=147.568, N=288, p =.004) 

(Table 7). 

Table 7: 

Charity advertisers * Advertisement Appeals 

 Charity Advertisers Total 

percen

tage of 

appeal 

type 

CCHF EFB MEK Resala Dar Al-Orman MYF 
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6.9% 13.8

% 

0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 6.9% 

Altrui

stic 

12.5

% 

24.8

% 

3.1% 26.5

% 

10.1

% 

60.4

% 

6.6% 76.0

% 

2.1% 46.2

% 

1.4% 17.4

% 

35.8% 

Guilt 3.8% 7.6% 2.4% 20.6

% 

1.4% 8.3% 1.4% 16.0

% 

0.7% 15.4

% 

2.8% 34.8

% 

12.5% 

Egois

tic 

1.4% 2.8% 0.0% 0.0% 0.3% 2.1% 0.3% 4.0% 0.0% 0.0% 0.0% 0.0% 2.1% 

Infor

matio

nal 

11.5

% 

22.8

% 

3.1% 26.5

% 

2.4% 14.6
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0.0% 0.0% 0.7% 15.4

% 

2.1% 26.1

% 

19.8% 

 

Religi

ous 

4.5% 9.0% 0.7% 5.9% 0.3% 2.1% 0.0% 0.0% 0.7% 15.4

% 

0.7% 8.7% 6.9% 

Musi

c 

0.3% 0.7% 0.7% 5.9% 0.3% 2.1% 0.0% 0.0% 0.0% 0.0% 0.7% 8.7% 2.1% 

Happ

iness 

1.7% 3.4% 0.0% 0.0% 1.7% 10.4

% 

0.3% 4.0% 0.0% 0.0% 0.3% 4.3% 4.2% 

Hum

or 

0.0% 0.0% 0.3% 2.9% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.3% 

Moti

vatio

nal 

1.0% 2.1% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 1.0% 
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Table 7: 

Charity advertisers * Advertisement Appeals 

 Charity Advertisers Total 

percen

tage of 
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type 

CCHF EFB MEK Resala Dar Al-Orman MYF 
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0.7% 1.4% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.7% 

Infor

matio
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and 

patrio

tism 

1.0% 2.1% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 1.0% 

Patrio

tism 

and 

religi

ous 

0.3% 0.7% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.3% 

Musi

c and 

happi

ness 

0.3% 0.7% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.3% 

Musi

c and 

altrui

stic 

0.3% 0.7% 0.7% 5.9% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 1.0% 

Relig

ious 

and 

altrui

stic 

1.4% 2.8% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.3% 7.7% 0.0% 0.0% 1.7% 
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Table 7: 

Charity advertisers * Advertisement Appeals 

 Charity Advertisers Total 

percen
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0.3% 0.7% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.3% 
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0.3% 0.7% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.3% 
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ss 

0.3% 0.7% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.3% 
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Table 7: 

Charity advertisers * Advertisement Appeals 

 Charity Advertisers Total 
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Total 

perce

ntage 

of 

organ

izatio

n 

50.3

% 

 11.8

% 

 16.7

% 
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χ2 = 147.568 (N=288), p= .004. 

 

Altruistic appeal was used in 35.8% (N=103) of the advertisements, informational 

appeal was used in 19.8% (N=57) of the advertisements, and guilt appeal was used in 12.5% 

(N=36) of the advertisements. Religious appeal was used in 6.9% (N=20) of the 

advertisements, patriotism appeal was used in 6.9% (N=20) of the advertisements, happiness 

appeal was used in 4.2% (N=12) of the advertisements. Music appeal was used in 2.1% (N=6) 

of the advertisements, and egoistic appeal was used in 2.1% (N=6) of the advertisements.  

The use of guilt appeal was distributed within each organization’s sample as follows: 

MYF=34.8% (N=8), EFB=20.6% (N=7), Resala=16% (N=4), Al-Orman=15.4% (N=2), 

MEK=8.3% (N=4), and CCHF=7.6% (N=11).  

The informational appeal was distributed within each organization’s sample as follows: 

EFB=26.5% (N=9), MYF=26.1% (N=6), CCHF=22.8% (N=33), Al-Orman=15.4% (N=2), and 

MEK=14.6% (N=7), while Resala did not use the informational appeal in any of its 

advertisements. 
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The use of happiness appeal was distributed within each organization’s sample as 

follows: MEK=10.4% (N=5), CCHF=3.4% (N=5), MYF=4.3% (N=1), and Resala=4% (N=1), 

while neither did EFB or Al-Orman use the happiness appeal in any of their advertisements. 

The altruistic appeal was distributed within each organization’s sample as follows: 

Resala=76% (N=19), MEK=60.4% (N=29), Al-Orman=46.2% (N=6), EFB=26.5% (N=9), 

CCHF=24.8% (N=36), and MYF=17.4% (N=4). 

The use of egoistic appeal appeal was distributed within each organization’s sample as 

follows: Resala=4% (N=1), CCHF=2.8% (N=4), and MEK=2.1% (N=1), while neither did 

EFB, Al-Orman, or MYF use the egoistic appeal in any of their advertisements. 

The use of music appeal was distributed within each organization’s sample as follows: 

EFB = 5.9% (N=2), MYF = 8.7% (N=2), MEK = 2.1% (N=1), and CCHF = 0.7% (N=1), while 

neither did Resala or Al-Orman use the music appeal in any of their advertisements. 

The use of religious appeal was distributed within each organization’s sample as 

follows: Al-Orman = 15.4% (N=2), CCHF = 9% (N=13), MYF = 8.7% (N=2), EFB = 5.9% 

(N=2), and MEK = 2.1% (N=1), while Resala did not use the religious appeal in any of their 

advertisements. 

The patriotism appeal was solely used by CCHF in 13.8% (N= 20) of its advertisements. 

During the coding process other appeals emerged and were coded as others. The 

emerged appeal types included motivational appeal which was used in 1% (N=3), success 

appeal=0.7% (N=2), and humor appeal=0.3% (N=1).  

The results also showed that some advertisers use a mix of two appeals in their 

advertisements, such as informational and patriotism appeals (1%, N=3), patriotism and 

religious appeals (0.3%, N=1), music and happiness appeals (0.3%, N=1), religious and 

informative appeals (0.3%, N=1), altruistic and patriotism (1%, N=3), happiness and hope 

appeals (0.3%, N=1), egoistic and religious appeals (0.3%, N=1), motivation and success 
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Table 10: 

Message Framing * Advertisement Appeal Characteristic 

 Advertisements Appeal Characteristic Total 

Negative Positive  Neutral  

Gain Frame 10.4% 35.8% 1.0% 47.2% 

Loss Frame 0.0% 0.3% 0.0% 0.3% 

Mixed Frame 1.0% 1.0% 0.0% 2.1% 

None 4.5% 43.8% 2.1% 50.3% 

Total 16.0% 80.9% 3.1% 100% 

χ2 = 15.029 (N=288), p= .020. 

  

This cross tabulation measures the congruent use between similar variables (i.e. gain 

frame and positive advertisement appeal characteristic), and the incongruent use between 

dissimilar variables (i.e. loss frame and positive advertisement appeal characteristic, mixed 

advertisement appeal characteristic, or neutral advertisement appeal characteristic). 

The results of a cross tabulation showed that there is a congruency between the use of a 

gain frame and a positive appeal characteristic in 35.8% (N=103) of the advertisements, 

compared to the incongruent use of a gain frame and a negative appeal characteristic in 10.4% 

(N=30), and the use of a neutral appeal characteristic in 1% (N=3) of the advertisements. 

The results also showed 0% congruency between the use of a loss frame and a negative 

appeal characteristic, and an incongruent use of a loss framed and a positive appeal 

characteristic in 0.3% (N=1) of the advertisements. It also showed that there is 0% use of a loss 

frame and a neutral appeal characteristic.  

The findings also revealed that there is a congruency between the use of an unframed 

message and a neutral appeal characteristic in 2.1% (N=6), compared to the incongruent use of 

an unframed message and a positive advertisement appeal characteristic in 43.8% (N=126), 

and a negative advertisement appeal characteristic in 4.5% (N=13).  
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RQ2 – C: Do advertisements congruently or incongruently use image 

valence/vividness; and advertisement appeal characteristic?. A Pearson Chi-Square test was 

conducted to illustrate the relation between image valence/vividness and advertisement appeal 

characteristics. The relation between these variables was significant (X
2

=194.002, N=288, 

p=.000) (Table 11).  

Table 11: 

Image Vividness/Valence * Advertisement Appeal Characteristic 

 Advertisements Appeal Characteristic Total 

Negative Positive  Neutral  

Negative Image/Story 9.0% 1.0% 0.3% 10.4% 

Positive Image/Story 0.0% 57.3% 0.3% 57.6% 

Mixed Image/Story 6.9% 10.4% 0.3% 17.7% 

Neutral Image/Story 0.0% 12.2% 2.1% 14.2% 

Total 16.0% 80.9% 3.1% 100% 

χ2 = 194.002 (N=288), p=.000. 

 

This cross tabulation measures the congruent use between similar variables (i.e. positive 

image/story and positive advertisement appeal characteristic), and the incongruency between 

dissimilar variables (i.e. negative image/story and positive advertisement appeal characteristic, 

mixed advertisement appeal characteristic, or neutral advertisement appeal characteristic). 

The results of a cross tabulation showed that there is a congruency between the use of a 

positive image/story and a positive appeal characteristic in 57.3% (N=165) of the 

advertisements, compared to the incongruency between the use of a positive image/story and a 

neutral appeal characteristic in 0.3% (N=1) of the advertisements, and 0% use of a positive 

image/story and a negative appeal characteristic. 

The results also showed that there is a congruency between the use of a negative 

image/story and a negative appeal characteristic in 9% (N=26) of the advertisements, compared 

to the incongruency between the use of a negative image/story and a positive appeal 

characteristic in 1% (N=3) of the advertisements, and neutral appeal characteristic in 0.3% 
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(N=1) of the advertisements.  

Regarding the use of a neutral image/story and a neutral appeal characteristic, the results 

showed a congruency in 2.1% (N=6) of the advertisements, compared to the incongruent use 

of a neutral image/story and a positive appeal characteristic in 12.2% (N=35) of the 

advertisements, and 0% use of a neutral image/story and a negative appeal characteristic. 

Research Question 3 

This section illustrates the findings for RQ3: What target groups do charity advertisers 

appeal to? And which types of advertising appeals are used to approach different target groups? 

In order to answer the third research question; the researcher had to break down the 

research question into two sub-questions. 

RQ3- A: What target groups do charity advertisers appeal to?. A Pearson Chi-Square 

test was conducted to illustrate the relation between charity advertisers and source gender. The 

relation between these variables was insignificant (X
2
=16.444, N=288, p = .353) (Table 12). 

Table 12: 

Charity advertisers * Source Gender 

  Source Gender Total 

 Male Female Both N/A  

CCHF Percentage of total (N=288) 24.7% 11.5% 13.5% 0.7% 50.3% 

 Percentage of the organization’s 

sample (N=145) 

49.0% 22.8% 26.9% 1.4% 100.0% 

EFB Percentage of Total (N=288) 4.2% 3.8% 3.5% 0.3% 11.8% 

 Percentage of the organization’s 

sample (N=34) 

35.3% 32.4% 29.4% 2.9% 100.0% 

MEK Percentage of Total (N=288) 6.3% 5.2% 5.2% 0.0% 16.7% 

 Percentage of the organization’s 

sample (N=48) 

37.5% 31.3% 31.3% 2.9% 100.0% 

Resala Percentage of Total (N=288) 5.9% 1.0% 1.7% 0.0% 8.7% 

 Percentage of the organization’s 

sample (N=25) 

68.0% 12.0% 20.0% 0.0% 100.0% 
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Dar 

Al-

Orman 

Percentage of Total (N=288) 0.7% 1.7% 2.1% 0.0% 4.5% 

 Percentage of the organization’s 

sample (N=13) 

15.4% 38.5% 46.2% 0.0% 100.0% 

MYF Percentage of Total (N=288) 3.8% 2.1% 2.1% 0.0% 8.0% 

 Percentage of the organization’s 

sample (N=23) 

47.8% 26.1% 26.1% 0.0% 100.0% 

Total  45.5% 

 

25.3% 28.1% 1.0% 100% 

χ2 = 16.444 (N=288), p= .353. 

  

Advertisements depicted male spokespersons the most (45.5%, N=131), followed by 

advertisements that depicted both genders (28.1%, N=81), and then females (25.3%, N=73), 

while only 1% (N=3) of the advertisements were coded as N/A. 

The results of a cross tabulation showed that male spokespersons depiction was 

distributed among advertisers as follows: Resala=68% (N=17), CCHF=49% (N=71), 

MYF=47.8% (N=11), MEK=37.5% (N=18), EFB=35.3% (N=12), and Al-Orman=15.4% 

(N=2). On the other other hand, the depiction of females was distributed within each 

organization’s sample as follows: Al-Orman=38.5% (N=5), EFB=32.4% (N=11), 

MEK=31.3% (N=15), MYF=26.1% (N=6), CCHF=22.8% (N=33), and Resala=12% (N=3). 

The depiction of both genders was distributed as follows: Al-Orman=46.2% (N=6), 

MEK=31.3% (N=15), EFB=29.4% (N=10), CCHF=26.9% (N=39), MYF=26.1% (N=6), and 

Resala=20% (N=5). 

A Pearson Chi-Square test was conducted to illustrate the relation between charity 

advertisers and source age group. The relation between these variables was significant 

(X
2
=134.854, N=288, p = .000) (Table 13). 
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 Table 13: 

Charity advertisers * Source Age group 

  Source Age group Total 
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 Table 13: 

Charity advertisers * Source Age group 

  Source Age group Total 
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χ2 = 134.854 (N=288), p= .000. 

 

The majority of the advertisements depicted a spokesperson/s of one age group (73%, 

N=210), while 27% (N=78) depicted spokespersons of more than one age group. 

The following analysis shows the depiction of each age group in the advertisements 

whether solely depicted or along with other age groups. Adults were depicted in most of the 

advertisements (67.3%, N=194), youth were depicted in 26% (N=75) of the advertisements, 

children were depicted in 25.3% (N=73) of the advertisements, while elders were depicted in 

22.9% (N=66) of the advertisements. 

42.7% (N=123) of the advertisements depicted adult spokespersons only, 11.5% 

(N=33) youth only, 10.1% (N=29) children only, and 8.7% (N=25) elders only. Other 
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advertisements included more than one age group; 5.9% (N=17) children and adults, 4.9% 

(N=14) adults and elders, 3.8% (N=11) all age groups, 3.1% (N=9) youth and adults, 2.8% 

(N=8) youth, adults, and elders, 2.4% (N=7) children, youth, and adults, 1.7% (N=5) children, 

adults, and elders, 1.4% (N=4) children and youth, and 1% (N=3) youth and elders. 

The results of a cross tabulation showed that the depiction of all age groups was 

distributed as follows: MEK=10.4% (N=5), MYF=4.3% (N=1), Resala=4% (N=1), EFB=2.9% 

(N=1), and CCHF=2.1% (N=3), while none in Al-Orman’s advertisements. 

The depiction of children spokespersons was distributed as follows: CCHF=13.8% 

(N=20), EFB=5.9% (N=2), MEK=10.4% (N=5), Resala=4% (N=1), MYF=4.3% (N=1), while 

none were depicted in any of Al-Orman’s advertisements. The depiction of youth 

spokespersons was distributed as follows: Resala=36% (N=9), MEK=16.7% (N=8), 

EFB=14.6% (N=5), and CCHF=7.6% (N=11), while none were depicted in any of Al-Orman 

or MYF’s advertisements. The depiction of adults’ spokespersons was distributed as follows: 

Al-Orman=69.2% (N=9), MYF=43.5% (N=10), CCHF=43.4% (N=63), EFB=41.2% (N=14), 

MEK=37.5% (N=18), and Resala=36% (N=9). The depiction of elders’ spokespersons was 

distributed as follows: CCHF=13.8% (N=20), EFB=5.9% (N=2), MYF=4.3% (N=1), and 

MEK=4.2% (N=2), while none were depicted in any of Al-Orman or Resala’s advertisements. 

Children and adults were depicted in 11.8% of EFB’s advertisements (N=4), Resala=8% 

(N=2), Al-Orman=7.7% (N=1), CCHF=6.2% (N=9), and MEK=2.1% (N=4), while none were 

depicted in any of MYF’s advertisements. The depiction of children and youth was distributed 

as follows: CCHF=2.1% (N=3), and Resala=4% (N=1), while none were depicted in any of the 

advertisements by EFB, MEK, Al-Orman, or MYF. The depiction of children, adults, and 

elders was distributed as follows: Al-Orman=15.4% (N=2), MEK=4.2% (N=2), and 

EFB=2.9% (N=1), while none were depicted in any of the advertisements by CCHF, Resala, 

and MYF. The depiction of children, youth, and adults was distributed as follows: Al-
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Orman=7.7% (N=1), EFB=5.9% (N=2), CCHF=2.1% (N=3), and MEK=2.1% (N=1), while 

none were depicted in any of the advertisements by Resala, or MYF. 

The depiction of adults and elders was distributed within each organization’s sample as 

follows: MYF=17.4% (N=4), MEK=6.3% (N=3), Resala=4% (N=1), and CCHF=4.1% (N=6), 

while none were depicted in any of the advertisements by Al-Orman, or EFB. The depiction of 

youth and adults was distributed as follows: MYF=4.3% (N=1), CCHF=4.1% (N=6), 

Resala=4% (N=1), and EFB=2.9% (N=1), while none were depicted in any of the 

advertisements by Al-Orman, or MEK. The depiction of youth and elders was distributed as 

follows: EFB=5.9%, and MEK=2.1% (N=1), while none were depicted in any of the 

advertisements by CCHF, Resala, Al-Orman, or MYF. The depiction of youth, adults, and 

elders was distributed as follows: MYF=21.7% (N=5), MEK=4.2% (N=2), and CCHF=0.7% 

(N=1), while none were depicted in any of the advertisements by EFB, Al-Orman, or Resala. 

A Pearson Chi-Square test was conducted to illustrate the relation between charity 

advertisers and target audience religion. The relation between these variables was significant 

(X
2
=43.465, N=288, p = .000) (Table 14).  

Table 14: 

Charity advertisers * Target Audience Religion 

  Target Audience Religion Total 

 Christianity Islam Both N/A  

CCHF Percentage of total (N=288) 1.7% 5.9% 2.1% 40.6% 50.3% 

Percentage of the 

organization’s sample (N=145) 

3.4% 11.7% 4.1% 80.7% 100.0% 

EFB Percentage of total (N=288) 0.0% 3.5% 0.0% 8.3% 11.8% 

Percentage of the 

organization’s sample (N=34) 

0.0% 29.4% 0.0% 70.6% 100.0% 

MEK Percentage of total (N=288) 0.0% 1.7% 0.0% 14.9% 16.7% 

Percentage of the 

organization’s sample (N=48) 

0.0% 10.4% 0.0% 89.6% 100.0% 

Resala Percentage of total (N=288) 0.0% 0.0% 0.0% 8.7% 8.7% 

Percentage of the 

organization’s sample (N=25) 

0.0% 0.0% 0.0% 100.0% 100.0% 
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Dar Al-

Orman 

Percentage of total (N=288) 0.0% 2.4% 0.3% 1.7% 4.5% 

Percentage of the 

organization’s sample (N=13) 

0.0% 53.8% 7.7% 38.5% 100.0% 

MYF Percentage of total (N=288) 0.0% 0.3% 0.0% 7.6% 8.0% 

Percentage of the 

organization’s sample (N=23) 

0.0% 4.3% 0.0% 95.7% 100.0% 

Total  1.7% 

 

13.9% 2.4% 81.9% 100% 

χ2 = 43.465 (N=288), p= .000. 

 

The majority of the advertisements did not include any religious identification (81.9% - 

N=236), 13.9% of the sample targeted Muslim audience (N=40), 2.4% targeted both religions 

(N=7), while only 1.7% (N=5) targeted Christian audience.  

The results of a cross tabulation showed that advertisements did not target a specific 

religious group were distributed within each organization’s sample as follows: Resala=100% 

(N=25), MYF=95.7% (N=22), MEK=89.6% (N=43), CCHF=80.7% (N=117), EFB=70.6% 

(N=24), and Al-Orman=38.5% (N=5). Regarding the advertisements that targeted Christian 

audience; only 3.4% of CCHF’s advertisements (N=5), while none of the other advertisements 

were targeted at only Christian audience. On the other hand, advertisements that targeted 

Muslim audience: Al-Orman=53.8% (N=7), EFB=29.4% (N=10), CCHF=11.7% (N=17), 

MEK=10.4% (N=5), and MYF=4.3% (N=1), while Resala did not have any advertisement that 

targeted only Muslim audience. Regarding the advertisements that targeted both groups: Al-

Orman=7.7% (N=1), and CCHF=4.1% (N=6), while the rest of the advertisers did not target 

both religious groups in any of their advertisements. 

RQ3- B: Which types of advertising appeals are used to approach different target 

groups?. A Pearson Chi-Square test was conducted to illustrate the relation between charity 

advertisement appeals and source gender. The relation between these variables was 

significant (X
2
=177.565, N=288, p =.000) (Table 15).  
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Table 15: 

Advertisement Appeals * Source Gender 

  Source Gender Total 

 Male Female Both N/A  

Patriotism Percentage of total (N=288) 4.5% 0.7% 1.7% 0.0% 6.9% 

Percentage of Appeal Type (N=20) 65.0% 10.0% 25.0% 0.0% 100.0% 

Altruistic Percentage of total (N=288) 13.9% 10.8% 11.1% 0.0% 35.8% 

Percentage of Appeal Type (N=103) 38.8% 30.1% 31.1% 0.0% 100.0% 

Guilt Percentage of total (N=288) 3.5% 5.2% 3.8% 0.0% 12.5% 

Percentage of Appeal Type (N=36) 27.8% 41.7% 30.6% 0.0% 100.0% 

Egoistic Percentage of total (N=288) 0.7% 0.3% 1.0% 0.0% 2.1% 

Percentage of Appeal Type (N=6) 33.3% 16.7% 50.0% 0.0% 100.0% 

Informational Percentage of total (N=288) 11.1% 3.8% 4.5% 0.3% 19.8% 

Percentage of Appeal Type (N=57) 56.1% 19.3% 22.8% 1.8% 100.0% 

 Religious Percentage of total (N=288) 5.6% 1.0% 0.3% 0.0% 6.9% 

Percentage of Appeal Type (N=20) 80.0% 15.0% 5.0% 0.0% 100.0% 

Music Percentage of total (N=288) 0.0% 0.7% 1.4% 0.0% 2.1% 

Percentage of Appeal Type (N=6) 0.0% 33.3% 66.7% 0.0% 100.0% 

Happiness Percentage of total (N=288) 1.7% 1.0% 1.4% 0.0% 4.2% 

Percentage of Appeal Type (N=12) 41.7% 25.0% 33.3% 0.0% 100.0% 

Humor Percentage of total (N=288) 0.0% 0.0% 0.0% 0.3% 0.3% 

Percentage of Appeal Type (N=1) 0.0% 0.0% 0.0% 100.0% 100.0% 

Motivational Percentage of total (N=288) 0.0% 0.3% 0.7% 0.0% 1.0% 

Percentage of Appeal Type (N=3) 0.0% 33.3% 66.7% 0.0% 100.0% 

Success Percentage of total (N=288) 0.3% 0.0% 0.3% 0.0% 0.7% 

Percentage of Appeal Type (N=2) 50.0% 0.0% 50.0% 0.0% 100.0% 

Informational 

and patriotism 

Percentage of total (N=288) 1.0% 0.0% 0.0% 0.0% 1.0% 

Percentage of Appeal Type (N=3) 100.0% 0.0% 0.0% 0.0% 100.0% 

Patriotism and 

religious 

Percentage of total (N=288) 0.0% 0.0% 0.3% 0.0% 0.3% 

Percentage of Appeal Type (N=1) 0.0% 0.0% 100.0% 0.0% 100.0% 

Music and 

happiness 

Percentage of total (N=288) 0.3% 0.0% 0.0% 0.0% 0.3% 

Percentage of Appeal Type (N=1) 100.0% 0.0% 0.0% 0.0% 100.0% 

Music and 

altruistic 

Percentage of total (N=288) 0.3% 0.0% 0.7% 0.0% 1.0% 

Percentage of Appeal Type (N=3) 33.3% 0.0% 66.7% 0.0% 100.0% 

Religious and 

altruistic 

Percentage of total (N=288) 1.0% 0.3% 0.0% 0.3% 1.7% 

Percentage of Appeal Type (N=5) 60.0% 20.0% 0.0% 20.0% 100.0% 

Informational 

and altruistic 

Percentage of total (N=288) 0.0% 0.3% 0.3% 0.0% 0.7% 

Percentage of Appeal Type (N=2) 0.0% 50.0% 50.0% 0.0% 100.0% 

Altruistic and 

patriotism 

Percentage of total (N=288) 1.0% 0.0% 0.0% 0.0% 1.0% 

Percentage of Appeal Type (N=3) 100.0% 0.0% 0.0% 0.0% 100.0% 

Religious and Percentage of total (N=288) 0.3% 0.0% 0.0% 0.0% 0.3% 
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informative Percentage of Appeal Type (N=1) 100.0% 0.0% 0.0% 0.0% 100.0% 

Happiness and 

hope 

Percentage of total (N=288) 0.0% 0.3% 0.0% 0.0% 0.3% 

Percentage of Appeal Type (N=1) 0.0% 100.0% 0.0% 0.0% 100.0% 

Egoistic and 

religious 

Percentage of total (N=288) 0.0% 0.3% 0.0% 0.0% 0.3% 

Percentage of Appeal Type (N=1) 0.0% 100.0% 0.0% 0.0% 100.0% 

Motivation and 

success 

Percentage of total (N=288) 0.0% 0.0% 0.3% 0.0% 0.3% 

Percentage of Appeal Type (N=1) 0.0% 0.0% 100.0% 0.0% 100.0% 

Total  45.5% 25.3% 28.1% 1.0% 100% 

χ2 = 177.565 (N=288), p= .000. 

 

The results of a cross tabulation showed that males were more depicted in advertisements 

with patriotism appeal (65%, N=13), altruistic appeal (38.8%, N=40), informational appeal 

(56.1%, N=32), religious appeal (80%, N=16), Religious and altruistic appeal (60%, N=3), and 

happiness appeal (41.7%, N=5). Some of the coded advertisements included two types of 

appeals that featured only male spokespersons such as Informational and patriotism (100%, 

N=3), music and happiness (100%, N=1), altruistic and patriotism (100%, N=3), in addition to 

religious and informative (100%, N=1). Furthermore, success appeal advertisements depicted 

both genders and male spokespersons equally (50%, N=1). 

Regarding the prevalence of female spokespersons, only guilt appeal advertisements 

featured more female spokespersons (41.7%, N=15).  On the other hand, advertisements with 

mixed appeal types that only featured female spokespersons included egoistic and religious 

(100%, N=1), in addition to happiness and hope (100%, N=1). Furthermore, Informational and 

altruistic appeal advertisements featured both genders and female spokespersons equally 

(100%, N=1). 

Finally, both genders were more dominant in advertisements with egoistic appeal (50%, 

N=3), motivational appeal (66.7%, N=2), music and altruistic appeal (66.7%, N=2) and music 

appeal (66.7%, N=4). Advertisements with patriotism and religious appeal only featured both 

genders (100%, N=1), as well as motivation and success appeal advertisements (100%, N=1). 

A Pearson Chi-Square test was conducted to illustrate the relation between charity 
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advertisement appeals and source age groups. The relation between these variables was 

significant (X
2
=360.680, N=288, p = .000) (Table 16). 

Table 16: 

Advertisement Appeals * Source Age group 

  Source Gender Total 
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Table 16: 

Advertisement Appeals * Source Age group 

  Source Gender Total 
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Table 16: 

Advertisement Appeals * Source Age group 

  Source Gender Total 
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% 

100

.0% 

0.0

% 

0.0

% 

0.0

% 

0.0

% 

0.0

% 

0.0

% 

0.0

% 

0.0

% 

0.0

% 

0.0

% 

100.0% 

% of total 

(N=288) 

0.0% 0.0

% 

1.0

% 

0.0

% 

0.0

% 

0.0

% 

0.0

% 

0.0

% 

0.0

% 

0.0

% 

0.0

% 

0.0

% 

0.0

% 

1.0% 
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Table 16: 

Advertisement Appeals * Source Age group 

  Source Gender Total 

 

C
h
ild

ren
 

y
o
u
th

 

A
d
u
lts 

E
ld

ers 

A
ll 

A
d
u
lts &

 eld
ers 

C
h
ild

ren
 &

 ad
u
lts 

C
h
ild

ren
 &

 y
o
u
th

 

C
h
ild

ren
, ad

u
lts, &

 eld
ers 

C
h
ild

ren
, Y

o
u
th

, &
 ad

u
lts 

Y
o
u
th

, &
 ad

u
lts 

y
o
u
th

 &
 E

ld
ers 

y
o
u
th

, ad
u
lts, &

 eld
ers 

 

R
el

ig
io

u
s 

an
d
 

in
fo

rm
at

iv
e % of Appeal 

Type (N=1) 

0.0% 0.0

% 

100

.0% 

0.0

% 

0.0

% 

0.0

% 

0.0

% 

0.0

% 

0.0

% 

0.0

% 

0.0

% 

0.0

% 

0.0

% 

100.0% 

% of total 

(N=288) 

0.0% 0.0

% 

0.3

% 

0.0

% 

0.0

% 

0.0

% 

0.0

% 

0.0

% 

0.0

% 

0.0

% 

0.0

% 

0.0

% 

0.0

% 

0.3% 

H
ap

p
in

es
s 

an
d
 

h
o
p
e 

% of Appeal 

Type (N=1) 

0.0% 10

0.0

% 

0.0

% 

0.0

% 

0.0

% 

0.0

% 

0.0

% 

0.0

% 

0.0

% 

0.0

% 

0.0

% 

0.0

% 

0.0

% 

100.0% 

% of total 

(N=288) 

0.0% 0.3

% 

0.0

% 

0.0

% 

0.0

% 

0.0

% 

0.0

% 

0.0

% 

0.0

% 

0.0

% 

0.0

% 

0.0

% 

0.0

% 

0.3% 

E
g
o
is

ti
c 

an
d
 

re
li

g
io

u
s 

% of Appeal 

Type (N=1) 

0.0% 0.0

% 

0.0

% 

100

.0

% 

0.0

% 

0.0

% 

0.0

% 

0.0

% 

0.0

% 

0.0

% 

0.0

% 

0.0

% 

0.0

% 

100.0% 

% of total 

(N=288) 

0.0% 0.0

% 

0.0

% 

0.3

% 

0.0

% 

0.0

% 

0.0

% 

0.0

% 

0.0

% 

0.0

% 

0.0

% 

0.0

% 

0.0

% 

0.3% 

M
o
ti

v
at

io
n
 

an
d
 s

u
cc

es
s % of Appeal 

Type (N=1) 

100.0

% 

0.0

% 

0.0

% 

0.0

% 

0.0

% 

0.0

% 

0.0

% 

0.0

% 

0.0

% 

0.0

% 

0.0

% 

0.0

% 

0.0

% 

100.0% 

% of total 

(N=288) 

0.3% 0.0

% 

0.0

% 

0.0

% 

0.0

% 

0.0

% 

0.0

% 

0.0

% 

0.0

% 

0.0

% 

0.0

% 

0.0

% 

0.0

% 

0.3% 

T
o
ta

l 

 10.1% 11.

5% 

42.

7% 

8.7

% 

3.8

% 

4.9

% 

5.9

% 

1.4

% 

1.7

% 

2.4

% 

3.1

% 

1.0

% 

2.8

% 

100.0% 

χ2 = 360.680 (N=288), p= .000. 

 

The results of a cross tabulation showed children spokespersons depiction in different 

appeal advertisements were distributed as follows: 5% of patriotism appeal advertisements 

featured children spokesperson (N=1), compared to 12.6% (N=13) altruistic appeal, 13.9% 

(N=5) guilt appeal, 5.3% (N=3) informational appeal, 16.7% (N=1) music appeal, 33.3% (N=4) 

happiness appeal, 33.3% (N=1) motivational appeal, and 100% (N=1) motivation and success 
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appeals.  

Youth depiction was distributed as follows: 19.4% (N=20) altruistic appeal, 2.8% (N=1) 

guilt appeal, 33.3% (N=2) egoistic appeal, 8.8% (N=5) informational appeal, 16.7% (N=1) 

music appeal, 8.3% (N=1) happiness appeal, 100% (N=1) music and happiness appeals, 33.3% 

(N=1) music and altruistic appeals, and 100% (N=1) happiness and hope.  

Adults depiction was distributed as follows: 30% (N=6) patriotism appeal, 36.9% (N=38) 

altruistic appeal, 61.1% (N=22) guilt appeal, 16.7% (N=1) egoistic appeal, 54.4% (N=31) 

informational appeal, 55% (N=11) religious appeal, 16.7% (N=1) music appeal, 16.7% (N=2) 

happiness appeal, 66.7% (N=2) motivational appeal, 100% (N=2) success appeal, 66.7% (N=2) 

informational and patriotism, 20% (N=1) religious and altruistic, 100% (N=3) altruistic and 

patriotism, and 100% (N=1) religious and informative. 

 Elders depiction was distributed as follows: 30% (N=6) patriotism appeal, 6.8% (N=7) 

altruistic appeal, 5.3% (N=3) informational appeal, 25% (N=5) religious appeal, 60% (N=3) 

religious and altruistic appeals, and 100% (N=1) egoistic and religious appeals. 

All age groups depiction was distributed as follows: 5.8% (N=6) altruistic appeal, 2.8% 

(N=1) guilt appeal, 16.7% (N=1) egoistic appeal, 8.3% (N=1) happiness appeal, 100% (N=1) 

humor appeal, and 20% (N=1) religious and altruistic appeals.  

Adults and elders’ spokespersons depiction was distributed as follows: 10% (N=2) 

patriotism appeal, 1.9% (N=2) altruistic appeal, 16.7% (N=1) egoistic appeal, 7% (N=4) 

informational appeal, 15% (N=3) religious appeal, 16.7% (N=1) music appeal and 8.3% (N=1) 

happiness appeal.  

Children and adults’ spokespersons depiction was distributed as follows: 5% (N=1) 

patriotism appeal, 7.8% (N=8) altruistic appeal, 8.3% (N=3) guilt appeal, 7% (N=4) 

informational appeal, and 50% (N=1) informational and altruistic appeals.  

Children and youth’ spokespersons depiction was distributed as follows: 5% (N=1) 
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patriotism appeal, 1% (N=1) altruistic appeal, 2.8% (N=1) guilt appeal, and 8.3% (N=1) 

happiness appeal.  

Children, adults, and elders’ spokespersons depiction was distributed as follows: 1.9% 

(N=2) altruistic appeal, 5.6% (N=2) guilt appeal, and 16.7% (N=1) music appeal.  

Children, youth and adults’ spokespersons depiction was distributed as follows: 1.9% 

(N=2) altruistic appeal, 2.8% (N=1) guilt appeal, 3.5% (N=2) informational appeal, 100% 

(N=1) patriotism and religious appeals, and 33.3% (N=1) music and altruistic appeals.  

Youth and adults’ spokespersons depiction as follows: 15% (N=3) patriotism appeal, 1% 

(N=1) altruistic appeal, 1.8% (N=1) informational appeal, 5% (N=1) religious appeal, 8.3% 

(N=1) happiness appeal, 33.3% (N=1) informational and patriotism appeals, and 33.3% (N=1) 

music and altruistic appeals.  

Youth and elders’ spokespersons depiction was distributed as follows: 1% (N=1) 

altruistic appeal, 1.8% (N=1) informational appeal, and 50% (N=1) informational and altruistic 

appeals.  

Youth, adults and elders’ spokespersons depiction was distributed as follows: 1.9% 

(N=2) altruistic appeal, 16.7% (N=1) egoistic appeal, 5.3% (N=3) informational appeal, 16.7% 

(N=1) music appeal, and 8.3% (N=1) happiness appeal. 

A Pearson Chi-Square test was conducted to illustrate the relation between charity 

advertisement appeals and target audience religion. The relation between these variables was 

significant (X
2
=240.060, N=288, p = .000) (Table 17).  
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Table 17: 

Advertisement Appeals * Target Audience Religion 

  Target Audience Religion Total 

 Christianity Islam Both N/A  

Patriotism 
% of Appeal Type (N=20) 0.0% 0.0% 10.0% 90.0% 100.0% 

% of total (N=288) 0.0% 0.0% 0.7% 6.3% 6.9% 

Altruistic 

% of Appeal Type 

(N=103) 
0.0% 6.8% 1.0% 92.2% 100.0% 

% of total (N=288) 0.0% 2.4% 0.3% 33.0% 35.8% 

Guilt 
% of Appeal Type (N=36) 0.0% 2.8% 0.0% 97.2% 100.0% 

% of total (N=288) 0.0% 0.3% 0.0% 12.2% 12.5% 

Egoistic 
% of Appeal Type (N=6) 0.0% 16.7% 0.0% 83.3% 100.0% 

% of total (N=288) 0.0% 0.3% 0.0% 1.7% 2.1% 

Informational 
% of Appeal Type (N=57) 0.0% 14.0% 0.0% 86.0% 100.0% 

% of total (N=288) 0.0% 2.8% 0.0% 17.0% 19.8% 

 Religious 
% of Appeal Type (N=20) 10.0% 65.0% 20.0% 5.0% 100.0% 

% of total (N=288) 0.7% 4.5% 1.4% 0.3% 6.9% 

Music 
% of Appeal Type (N=6) 0.0% 0.0% 0.0% 100.0% 100.0% 

% of total (N=288) 0.0% 0.0% 0.0% 2.1% 2.1% 

Happiness 
% of Appeal Type (N=12) 0.0% 8.3% 0.0% 91.7% 100.0% 

% of total (N=288) 0.0% 0.3% 0.0% 3.8% 4.2% 

Humor 
% of Appeal Type (N=1) 0.0% 100.0% 0.0% 0.0% 100.0% 

% of total (N=288) 0.0% 0.3% 0.0% 0.0% 0.3% 

Motivational 
% of Appeal Type (N=3) 0.0% 0.0% 0.0% 100.0% 100.0% 

% of total (N=288) 0.0% 0.0% 0.0% 1.0% 1.0% 

Success 
% of Appeal Type (N=2) 0.0% 0.0% 0.0% 100.0% 100.0% 

% of total (N=288) 0.0% 0.0% 0.0% 0.7% 0.7% 

Informational 

and 

patriotism 

% of Appeal Type (N=3) 0.0% 0.0% 0.0% 100.0% 100.0% 

% of total (N=288) 
0.0% 0.0% 0.0% 1.0% 1.0% 

Patriotism 

and religious 

% of Appeal Type (N=1) 100.0% 0.0% 0.0% 0.0% 100.0% 

% of total (N=288) 0.3% 0.0% 0.0% 0.0% 0.3% 

Music and 

happiness 

% of Appeal Type (N=1) 0.0% 0.0% 0.0% 100.0% 100.0% 

% of total (N=288) 0.0% 0.0% 0.0% 0.3% 0.3% 

Music and 

altruistic 

% of Appeal Type (N=3) 0.0% 33.3% 0.0% 66.7% 100.0% 

% of total (N=288) 0.0% 0.3% 0.0% 0.7% 1.0% 

Religious and 

altruistic 

% of Appeal Type (N=5) 20.0% 80.0% 0.0% 0.0% 100.0% 

% of total (N=288) 0.3% 1.4% 0.0% 0.0% 1.7% 

Informational 

and altruistic 

% of Appeal Type (N=2) 0.0% 50.0% 0.0% 50.0% 100.0% 

% of total (N=288) 0.0% 0.3% 0.0% 0.3% 0.7% 
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Table 17: 

Advertisement Appeals * Target Audience Religion 

  Target Audience Religion Total 

 Christianity Islam Both N/A  

Altruistic and 

patriotism 

% of Appeal Type (N=3) 33.3% 0.0% 0.0% 66.7% 100.0% 

% of total (N=288) 0.3% 0.0% 0.0% 0.7% 1.0% 

Religious and 

informative 

% of Appeal Type (N=1) 0.0% 100.0% 0.0% 0.0% 100.0% 

% of total (N=288) 0.0% 0.3% 0.0% 0.0% 0.3% 

Happiness 

and hope 

% of Appeal Type (N=1) 0.0% 0.0% 0.0% 100.0% 100.0% 

% of total (N=288) 0.0% 0.0% 0.0% 0.3% 0.3% 

Egoistic and 

religious 

% of Appeal Type (N=1) 0.0% 100.0% 0.0% 0.0% 100.0% 

% of total (N=288) 0.0% 0.3% 0.0% 0.0% 0.3% 

Motivation 

and success 

% of Appeal Type (N=1) 0.0% 0.0% 0.0% 100.0% 100.0% 

% of total (N=288) 0.0% 0.0% 0.0% 0.3% 0.3% 

Total  1.7% 13.9% 2.4% 81.9% 100.0% 

χ2 = 240.060 (N=288), p= .000. 

 

The results of a cross tabulation showed that only 10% of the patriotism appeal 

advertisements (N=2) included religious identification depicting spokespersons of both 

religious groups. 7.8% (N=8) of altruistic appeal advertisements included religious 

identification (Islam= 6.8% - N=7, Both=1% - N=1), 65% (N=13) of religious appeals 

advertisements included Muslim spokespersons, compared to 20% (N=4) of both religious 

groups and 10% (N=2) Christian spokespersons. 80% (N=4) of religious and altruistic appeals 

advertisements included Muslim spokespersons, compared to 20% (N=1) that included 

Christian spokesperson. 

2.8% of guilt appeal advertisements included Muslim spokespersons (N=1). 16.7% 

(N=1) of egoistic appeal advertisements included Muslim spokespersons, 14% (N=8) of 

informational appeal advertisements included Muslim spokespersons, 8.3% (N=1) happiness 

appeal, 100% (N=1) humor appeal, 33.3% (N=1) music and altruistic appeals, 50% (N=1) 

informational and altruistic appeals, 100% (N=1) religious and informative appeals, and 100% 

(N=1) egoistic and religious appeals. 

100% (N=1) of patriotism and religious appeal advertisements and 33.3% (N=1) 
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altruistic and patriotism appeal advertisements included Christian spokespersons. 

Research Question 4 

How do answers to RQs 1, 2 and 3 enhance our understanding of the charity 

organizations’ advertising landscape in Egypt?. The results of this study has revealed many 

insights about the charity organizations’ advertising landscape in Egypt. First of all, the results 

of the first research question showed that slightly more than half the advertisements included 

unframed messages, and the most used type of frame is the gain frame where the advertisers 

stress the gains associated with compliance. Moreover, this also shows that the least used type 

of message framing is the loss frame where the advertiser stresses the losses associated with 

noncompliance. The relation between these variables was significant (X
2

=57.205, N=288, 

p=.000) (Table 1). 

The first research question also showed that the most used type of image/story by charity 

advertisers in Egypt is the positive image/story, although charity organizations usually deal 

with poverty, sickness, hunger, etc.; the used type of images/stories are mostly positive. On the 

other hand, negative image/story was the least used type of image/story in all the sample. The 

relation between these variables was significant (X
2
=69.146, N=288, p=.000) (Table 2). 

Regarding the use of temporal framing, most of the advertisements included no temporal 

framing. The use of long temporal framing is the most used type of temporal framing within 

the total number of advertisements that included temporal framing. The relation between these 

variables was significant (X
2
=54.635, N=288, p=.000) (Table 3). 

Donation reframing also was not commonly used by charity organizations where the 

majority of the advertisements included no donation reframing. The results showed slight 

difference between the use of daily donation reframing, and yearly donation reframing, 

although the daily donation reframing was used more than the yearly donation reframing. The 
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results also showed that the least used type of donation reframing is the monthly reframing 

technique. The relation between these variables was significant (X
2
=153.395, N=288, p=.000) 

(Table 4).  

Regarding the victim message strategy, most of the advertisements depicted a victim 

although the majority of the depicted victims were unidentified victims. The relation between 

these variables was significant (X
2
=35.387, N=288, p=.000) (Table 5). The majority of the 

advertisements that depicted a victim/s showed a group of three or more individuals, while the 

depiction of two individuals was the least among advertisements. Most of the advertisements 

that depicted a victim/s included victim/s that belong to one age group, where children were 

the most depicted victim/s among all advertisements, and youth were the least. Most of the 

advertisements depicted victim/s of both genders, while female victim/s were the least depicted 

victim/s’ gender. The most type of depicted victim/s within the advertisements that depicted a 

victim/s were sick/ill victim/s and the least type was illiterate victim/s.  

The results also showed that most of the advertisements depicted a spokesperson/s, 

where the most common type of spokesperson is the typical person type, followed by 

celebrities and the least depicted type is the CEO. There was a significant relationship with the 

following variables: CEO (X
2
=64.969, N=288, p =.000); Experts (X

2
=33.026, N=288, p = 

.000); Typical persons (X
2
=41.073, N=288, p= .000); Celebrity (X

2
=29.872, N=288, p = 

.000); and N/A (X
2

=32.000, N=288, p = .000) (Table 6). 

Regarding the use of appeals in charity advertisements, the altruistic appeal is the most 

used type of appeal followed by the informational then the guilt appeal. The relation between 

these variables was significant (X
2
=147.568, N=288, p =.004) (Table 7). The results also 

showed a prevalent use of emotional appeal versus rational appeal type, and that positive appeal 

characteristics is the most used appeal characteristic compared to the neutral appeal 
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characteristic which is the least used type. The testimonial advertisement framework was the 

most used advertisement framework, compared to the dramatization and the demonstration 

techniques which were equally the least used techniques. The relation between these variables 

was significant (X
2

=98.754, N=288, p =.000) (Table 8). 

The findings of the second research question showed that charity organizations in Egypt 

mostly congruently use a gain frame with a positive image/story, and a mixed frame with a 

mixed image/story, while marginally congruently use a loss frame with a negative image/ story 

and the non-framed message with a neutral image/ story. The relation between these variables 

was significant (X
2

=30.733, N=288, p = .000) (Table 9).  

The results also showed that in the majority of the advertisements within the frame type, 

advertisers congruently use the gain frame with a positive appeal characteristic, while 

minimally use a loss frame with a negative advertisement appeal, and an unframed message 

with a neutral appeal characteristic. The relation between these variables was significant 

(X
2
=15.029, N=288, p =.020) (Table 10).   

Moreover, advertisers mostly use the negative image/story with a negative appeal 

characteristic, and the positive image/story and a positive appeal characteristic, while 

minimally use a neutral image/story and a neutral appeal characteristic. The relation between 

these variables was significant (X
2

=194.002, N=288, p = .000) (Table 11).  

The findings of the third research question showed that charity organizations mainly 

target male audiences, and that females are the least targeted group. The relation between these 

variables was insignificant (X
2
=16.444, N=288, p = .353) (Table 12). Thus this means that 

although the depiction of male spokespersons is higher than the depiction of females or both 

genders, the lack of statistical significance means that there is no relationship between both 

variables.  
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The results also showed that adults were the most depicted age group, which denotes that 

charity organization mainly target adult groups. The relation between these variables was 

significant (X
2
=134.854, N=288, p = .000) (Table 13).  

Most of the advertisements included no religious identification, which shows that the 

religious group is not among the target audience criteria of the charity organizations. The 

relation between these variables was significant (X
2
=43.465, N=288, p = .000) (Table 14).The 

findings showed that the most identified religious group is Islam, although during the coding 

process the researcher concluded that religious identification is usually related to the nature of 

the advertised program or service. This means that if the advertised service or program is 

religious such as Ramadan, the advertisement would probably include a religiously identified 

spokesperson such as a Sheikh if targeting Muslims, or a Priest if targeting Christians.  

Regarding the types of appeals used to approach different groups. The relation between 

these variables was significant (X
2
=177.565, N=288, p =.000) (Table 15). The findings show 

that males who were the most depicted gender among all advertisements, were more depicted 

in advertisements with patriotism appeal, altruistic appeal, informational appeal, religious 

appeal, happiness appeal, informational and patriotism appeals music and happiness appeals, 

religious and altruistic appeals, altruistic and patriotism appeals, and religious and informative 

appeals.  

Regarding the age group, adults who were the most depicted age group among all 

advertisements were more depicted in advertisements with altruistic appeal, guilt appeal, 

informational appeal, religious appeal, motivational appeal, success appeal, informational and 

patriotism, altruistic and patriotism, and religious and informative. The relation between these 

variables was significant (X
2
=360.680, N=288, p = .000) (Table 16). 

Furthermore, Muslim spokespersons who were the most depicted among both religious 
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groups were more featured in religious appeal advertisements, humor appeal advertisement, 

religious and altruistic appeal advertisements, religious and informative appeal advertisements, 

and egoistic and religious appeal advertisement. The relation between these variables was 

significant (X
2
=240.060, N=288, p = .000) (Table 17).  
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VIII. Discussion and conclusion 

This thesis aimed at understanding the types of frames used by charity organizations in 

Egypt, in addition to exploring the Egyptian TV charity advertisements’ characteristics in 

general due to the lack of academic research tackling this area in Egypt. The researcher 

conducted a mixed method purposive sampling technique to select the sample from the official 

YouTube channels of the top six charity organizations in Egypt.  

Message Framing 

Framed charity advertisements (49.7%) were found to be slightly less than unframed 

charity advertisements (50.3%), a finding that could be considered almost equal on the 

aggregate level considering the very trivial difference. Although this result shows the opposite 

of what Chang and Lee (2008) claimed about the frequent use of framing by marketers, where 

the majority of the advertisements used no framing at all, despite the minor difference still it 

doesn’t indicate a frequent use of framing by advertisers except for MYF who was the only 

advertiser that used framing in all advertisements. On the other hand, CCHF used message 

framing the least in its advertisements, where only 32.4% of its advertisements included a 

framed message. Moreover, EFB used framing in half of its advertisements, compared to the 

MEK (72.9%), Resala (56%), and Al-Orman (53.8%) who used framed messages more than 

unframed messages. This shows that either charity advertisers are not aware of the importance 

and the effectiveness of message framing or this due to the different type of market and 

audience. 

Regarding the type of frames; the findings showed that only one advertisement included 

a loss framed message (CCHF), while the gain frame was found to be the most prevalent 

message frame type in all framed advertisements. The findings are also similar to the study 

conducted by Chien (2014) that investigated organ donations posters.  
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Moreover, the results showed that the Egyptian charity advertisers agree that the use of 

a loss frame is not significantly more effective than the use of a gain frame, which is a finding 

that supports other research finding such as O’Keefe, Ganzach, Weber, and Or (1997); Jensen 

(2006) and Chien (2014). On the other hand, the findings oppose the claims by Chang and Lee 

(2008) where a negative framed message in charity communication is more effective than a 

positive framed message in persuading the audience to donate. Although the results can 

indicate that charity advertisers in Egypt believe that the use of a gain framed message is more 

effective than the use of a loss framed message, a similar finding of the study conducted by 

O’Keefe & Jensen (2008). Finally, Chien (2014) praised the avoidance of using a mixed frame 

message, and the results of this study showed a very minimal use of the mixed frame.  

Image and story Valence/vividness 

The use of a negative image/story was found to be the least used type of image/story 

on the aggregate and the individual level, compared to the use of a positive image/story which 

was found to be the most used type of image/story on the aggregate level only. On the other 

hand, the use of positive image/story was found to be dominant in advertisements by CCHF 

(69%), Resala (64%), and MYF (56.5%), but not dominant in advertisements by MEK (45.8%), 

EFB (38.2%), and Al-Orman (15.4%).   

The use of a mixed image/story was found to be the second used type of image/story, 

MEK ranked first in its use of a mixed image/story while MYF ranked the least among 

advertisers. Regarding the use of a neutral image/story EFB ranked first, compared to Al-

Orman which ranked the least among advertisers.  

The results show the opposite of the recommendations by Burt & Strongman (2004) 

where the results of their study showed that the more the image induces negative feelings that 

more the audience will donate.  The results also showed the opposite of previous research 

findings by Pratkanis and Aronson (1992) and Thornton et al. (1991) (as cited in Chang and 
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Lee, 2008). Since the majority of the advertisements included a positive image/story, and 

donations collected by charity organizations are still increasing this suggests that either there 

is no relation between the type of image used and the audience’s intention to donate, or the 

Egyptian target audience is different in its message reception than those who were included in 

the study conducted by Burt & Strongman (2004). This matter should be further investigated 

in future research to fully understand the most effective type of image/story on the Egyptian 

audience. 

Congruency between message framing and image valence 

The results showed minimal congruency between the frame type and the image/story 

valence, where the majority of the advertisements incongruently used the type of frame and the 

the type of image/story. The results showed a congruency between the use of a positive 

image/story and a gain frame in 24% of all advertisements (N=69), which is considered an 

almost 50% of all framed messages (N=143), 50.7% of all gain framed messages (N=136), and 

41.5% of all positive image/story advertisements (N=166).  

The results also showed 0% congruency between the use of a loss frame and a negative 

image/story. According to Chang and Lee (2009) the congruency between the used frame and 

the image valence eases the information processing, and enhances the framing effect especially 

when both are negative. The lack of congruency in the use of negative image and frame type 

could partly be due to the very minimal use of loss framed messages. 

The results could suggest that charity advertisers in Egypt may do well to consider the 

congruent use of the type of frame and image/ story in their future communication as 

recommended by Chang and Lee (2008), and other previous research findings as mentioned in 

their study.  
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Temporal Framing 

The results showed that the majority of advertisements did not include any temporal 

framing (64.6%, N=186), although the use of long temporal framing was more predominant 

than the use of short temporal framing, where EFB, Ressala, and Al-Orman had no single 

advertisement with a short temporal framing. Among the charity organizations, MYF was the 

least among all organizations in using temporal framing where only 4.3% of its advertisements 

included short temporal framing and none of its advertisements included long temporal 

framing. On the other hand, Resala was the most among all organizations in using temporal 

framing where 60% of its advertisements included long temporal framing and non-included 

short temporal framing. CCHF was the most among all advertisers in using short temporal 

framing where 15.2% of its advertisements included short temporal framing, although it’s the 

least among all organizations in using long temporal framing in its advertisements (17.9%).  

The findings indicate that the use of statistics, figures, or time range whether short or 

long is not a commonly used technique by charity advertisers in Egypt, where only 35.4% of 

all advertisements included statistics or figures in its communication. According to Chang and 

Lee (2009) the use of small figures (statistics) or small range (i.e. everyday) plays an important 

role in improving persuasion as it makes the aim seem more reachable, and thus increases the 

audience’s potentiality to donate. On the other hand, Chang and Lee (2009) also pinpointed the 

opposite effect of using a short temporal framing in communication, as it may convey an 

undervalued image of the organization’s cause, compared to the long temporal framing that 

may convey a more severe perception of the cause. Accordingly, the results show that 

advertisers are more prone to the use of long temporal framing thus agree to the second opinion 

as stated by Chang and Lee (2009) regarding increasing the perception of the cause’s severity, 

except for MYF which according to the results seems to be supporting the first opinion that 
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supplements the use of short temporal framing in increasing persuasion through making the 

cause seem more achievable.  

Message Framing, Image/story valence, and Temporal Framing 

Chang and Lee (2008) suggested that the use of short temporal framing is more 

recommended than the use of long temporal framing especially when used with a congruently 

loss framed message and a negative image/story. Accordingly, the researcher had to analyze 

how the advertisers utilize message framing, image/story, and temporal framing. Although the 

results already showed that the use of loss framed messages was very minimal (N=1); 

accordingly the researcher analyzed the use of a positive frame and image/story to understand 

how advertisers utilize temporal framing with them. The results showed that advertisers used 

long temporal framing in advertisements with gain frame and positive image/story (N=23), 

compared to short temporal framing (N=5), and no temporal framing (N=41). On the other 

hand, advertisers used both temporal framing (short and long) equally with advertisements that 

congruently used mixed framed message along with mixed image/story (N=1). 

Donation Reframing 

The results showed that more than half the advertisements included no donation 

reframing (68.4%), which means that the majority of the advertisements call for donations but 

they do not ask the donors to donate a certain amount of money (i.e. 5 LE) or donate on a 

regular basis (i.e. Daily, Monthly, or Yearly). According to Sudhir, Roy, and Cherian (2016), 

reframing yearly donations into smaller amounts to be donated daily makes the donation seem 

more affordable, which is called the “pennies a day strategy” (Gourville, 1998, as cited in 

Sudhir, Roy, & Cherian, 2016, p.13).  Although the results of the study conducted by Sudhir, 

Roy, and Cherian (2016) showed that monthly temporal framing have a higher impact in 

increasing the number of donors and donations than daily reframing, thus refuting the “pennies 

a day hypothesis” (p.13), the results of this study showed that the Egyptian charity advertisers 
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utilize the use of a daily donation reframing the most in the donation reframed advertisements 

(N=44), although the slight amount of advertisements that employed the daily donation 

reframing  doesn’t lend much support to the “pennies a day hypothesis” (Sudhir, Roy, & 

Cherian, 2016, p.13). On the other hand, the results showed that the use of monthly donation 

reframing was the least among other types of donation reframing, which opposes the 

recommendations by Sudhir, Roy, and Cherian (2016). This difference in the results of this 

study and the results of the study conducted by Sudhir, Roy, and Cherian (2016) could be 

related to the different nature of the target audience, where the other study was conducted in 

India. 

Victim message strategy 

The ultimate goal of any charity organization is to generate donations; accordingly 

charity advertisements mainly are tools for the organizations to reach their ultimate goal. In 

order for the advertisement to fulfil its role of persuading the audience to take an action and 

donate to this organization, an advertisement should trigger the audience’s sympathy with the 

victim/s or the cause. The audience’s sympathy will ultimately lead to more donations 

according to the results of previous laboratory experiments (Bagozzi & Moore 1994; Batson et 

al. 1997; Coke, Batson, & McDavis 1978 as cited in Sudhir, Roy, & Cherian, 2016).  

According to the results of this study the majority of the advertisements depicted at 

least one victim (80.2%, N=231), which shows the Egyptian charity organizations’ 

understanding of the importance or the significant effect of the anecdotal evidence over the 

statistical evidence (see also: Freriksen, 2014; Sudhir, Roy, & Cherian, 2016). On the other 

hand, the findings showed a minimal use of identified victims in its advertisements (19.1%, 

N=44), although previous research has shown significant support for using identified victims 

in increasing donations and donors in addition to stimulating stronger responses, “the identified 

victim effect” (Sudhir, Roy, & Cherian, 2016, p.31; Chang & Lee, 2008; Freriksen, 2014, 
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Small, 2011 as cited in Sudhir, Roy, & Cherian, 2016). According to the results of previous 

researches, charity organizations in Egypt should consider identifying the victim in future 

communication, to increase audience’s sympathy, and compassion, that will ultimately lead to 

more donations and donors. 

The majority of the coded advertisements depicted children victims only (N=145), in 

addition to other advertisements that included children victims among victims of other age 

groups (N=41). According to the results of the four experiments conducted by Burt and 

Strongman (2004), using children images in charity advertisements elicits emotional reactions, 

and the more the children images elicit negative emotions the more this will lead to more 

donations. Although, the results of this study showed that only 10.3% of the advertisements 

that depicted children victims only used negative image/story, compared to 64.8% that used 

positive image/story.  

Spokespersons/Source Types 

Typical person spokespersons were the most depicted type of spokesperson among all 

advertisements, followed by the use of celebrities, and the use of CEO’s was the least used 

among all advertisers. The most used type of typical person spokespersons was real 

beneficiaries followed by model beneficiaries (paid actors playing the victim/beneficiary role). 

Accordingly, this again shows that charity advertisers in Egypt are playing on evoking the 

affective response of the donors through using anecdotal evidence, which according to 

Freriksen (2014) eases the audience’s identification with the spokesperson, explaining that the 

more the audience feels that the story is self-relevant the more they feel it is more personal. 

This means that for example; seeing a story of a real cancer patient will make the audience 

relate this story to the story of a real cancer patient that he/she knows, thus will be more 

sympathized with the story and donate. The more the victims seem similar to the audience, the 
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less the social distance will be and the more the audience will sympathize and donate (Sudhir, 

Roy, & Cherian, 2016). 

The results of this study showed prevalence of celebrity endorsement in charity 

advertisements in Egypt. According to Clow and Baack (2007) the use of celebrity 

endorsement in charity organizations advertisements increases the organization’s credibility 

and can lead to more support and donation from the audience.  Knott & James (2004) also 

stated that the use of celebrity endorsements is associated with message persuasiveness (as 

cited in Chouhoud, 2015). The results of the study conducted by Areerut and Samuel (2014) 

showed that celebrity endorsement is recommended by 12.37% of the respondents to their 

survey. The majority of the endorsed celebrities were actors/actresses followed by the use of 

religious figure, although this contradicts the results of the study conducted by Chouhoud 

(2015) explaining that the Egyptian audience is more affected by religious figures than 

celebrities due to the religious nature of Egyptians. Moreover, Chien (2014) stated the use 

celebrity endorsement is considered among the most effective strategies. 

Advertisement Appeal Types 

The results of this study showed that the majority of charity advertisements in Egypt 

employed emotional appeals, rather than rational appeals. According to Sudhir, Roy, and 

Cherian (2016), psychology specialists posited that people are more motivated to perform an 

action by emotions rather than cognition; suggesting that triggering emotions can be more 

effecting at inducing donations. Moreover, Huhmann and Brotherton (1997) and Gayatri 

(2008) stated that charity advertisers mainly depend on emotional appeals, which is similar to 

the findings of this study. The results of the study conducted by Huhmann and Brotherton 

(1997) showed that the 21.6% of the advertisements that used guilt appeal were charity 

advertisements, and that fear appeals are mostly used in PSA’s according to Gayatri (2008). 

However, the results of this study showed that altruistic appeal (29.8%) is the most used appeal 
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among charity advertisers in Egypt, followed by the use of guilt appeal (12.5%) and the least 

used appeal was the humor appeal (0.3%).  

The results of this study are also congruent to the results of the study conducted by 

Chien (2014) where the majority of the coded advertisements used altruistic-gain framed 

messages rather than egoistic-gain framed message. Moreover, the results of this study showed 

that 19.4% (N=56) of the advertisements used altruistic-gain framed message, compared to 

3.7% (N=5) of the advertisements that used egoistic–gain framed message. According to 

Langer (2013) the utilization of a gain framed message and an altruistic appeal rather than an 

egoistic appeal yields to more persuasion.  

Regarding the utilization of the appeal type and the appeal category the results showed 

that the majority of altruistic appeal, patriotism appeal, egoistic appeal, religious appeal, 

motivational appeal, and success appeal advertisements, were coded as emotional appeal 

advertisements. The results also showed that all guilt appeal advertisements were coded as 

emotional appeal advertisements, and the majority of informational appeal advertisements 

were coded as rational appeal advertisements. These results show that there is high congruency 

between the type of appeal used and the appeal category used, indicating that the overall 

message strategies are mostly congruent with the type of utilized appeal. According to Clow 

and Baack (2007) the definition of the appeal (rational or emotional) resembles the message 

strategy (rational or emotional). The results also showed that the majority of the advertisements 

utilized a positive appeal, rather than a negative or a neutral appeal. Although, Huhmann and 

Brotherton (1997) and Gayatri (2008) stated that negative emotional appeals are most 

commonly used by charity advertisers, which is the opposite of the findings of this study. 

Target groups 

“Consumers are more inclined to be influenced by a message delivered by a person who 

is some-how similar (Clow & Baack, 2007, p. 215). In light of the previous sentence that 
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explains the concept of identification, the researcher analyzed the characteristics of the 

spokesperson in the sample to be able to identify the target groups that the charity organizations 

are aiming to reach.  

Most of the advertisements depicted male spokesperson (N=131), compared to females 

who were only depicted in (N=73), other advertisements depicted both genders (N=81). 

Accordingly, this shows that male spokespersons appeared in 57.9% (N=212) of the 

advertisements, and female spokespersons appeared in 42.1% (N=154) of the advertisements. 

According to the researcher, the reason for targeting males more than females could because 

in Egypt, the dominant perception has traditionally been that the man is usually the primary 

breadwinner.  

Regarding the depiction of age groups, the results showed that adults spokespersons 

were the most dominant age group among all spokespersons (N=189), followed by youth 

(N=75) this finding seems reasonable to the researcher since adults are the main target group 

that can afford to donate to charity organizations, and youth are the near future adults. 

Children spokespersons appeared the most in CCHF advertisements (13.8%), which 

seems to the researcher as a logical finding since the organization is specialized in children 

cancer patients, although MYF who is specialized in children heart patients was the least of the 

organizations that depicted children spokesperson (4.3%). Youth spokespersons appeared the 

most in Resala advertisements (36%), which also seems as a logical finding to the researcher 

since the organization mainly depends on youth volunteers. The depiction of all age groups 

was the highest in MEK advertisements (10.4%), which is another logical finding to the 

researcher since MEK’s services are aimed to all age groups. The depiction of children and 

adults was the highest in EFB advertisements (11.8%), which is another valid finding to the 

researcher since the organization mainly aims to providing food to poor families. 
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Finally, most of the advertisements did not include any religious identification (81.9%), 

the researcher justifies this because all of these organizations provide their services to all 

beneficiaries regardless of their religious group. The use of religious identification was mostly 

associated with the nature of the service or the program, such as Ramadan programs, Zakat 

donations, or Odheya which are all Islamic donation programs that mainly target Muslims. On 

the other hand, CCHF was the only charity organization that use Christian spokespersons in 

3.4% of its advertisements, and the advertisements were usually associated with the celebration 

of Christian feasts. Resala was the only charity organization that did not include any religious 

identification in any of its advertisements, especially that almost all of its advertisements ends 

with a sentence that states that the organization does not support any religious or political 

parties. Moreover, according to the researcher the findings showed that the religious group of 

the target audience is not one of the segmentation criteria of the charity organizations, unless 

the program is of a religious nature.  

In conclusion, the use of framed messages in charity advertisements in Egypt is not 

very common, the use of positive image/story was found to be the most prevalent in charity 

advertisements in Egypt, and there was a minimal congruency between the used frame type 

and the image/story type.  The findings indicate that the use of temporal framing is very 

minimal, and that charity advertisers on the other hand prefer the use of anecdotal evidence to 

the use of statistical evidence. Also, the results showed no support for the pennies a day strategy 

except for MYF, and is not following the recommendations of Sudhir, Roy, & Cherian, 2016 

of using the monthly temporal framing as it was the least used type. The results also showed 

that donation reframing is not of the message strategies followed by the charity advertisers in 

Egypt. Regarding the portrayal of victims, children are of the most depicted type of victims 

among all charity advertisements. Moreover, charity organizations in Egypt tend not to identify 
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the portrayed victims in their advertisements, although identifying the victims could lead to 

more donations and donors, a matter that can be explored in further studies.  

Charity advertisements in Egypt mainly depict typical person spokesperson, followed 

by celebrities. The most used celebrity type is actors/actresses followed by religious figures. 

Moreover, charity advertisements mainly target adult male donors more than female donors, 

and the religious group is not of their target audience characteristics unless the advertised 

program is purely religious. Furthermore, more extensive research should analyze whether or 

not the portrayed target groups reflect the characteristics of the actual donors’ profile of these 

organizations. 

Table 18 

Conclusion summary 

Message framing The majority of the advertisements were unframed; this denotes 

that message framing is not a very common strategy by charity 

advertisers in Egypt. The results also show that charity advertisers 

praise the use of gain frames over the use of loss frames. 

Image and story 

valence/vividness 

The majority of the advertisements included positive 

images/stories, which shows that charity advertisers do not praise 

inducing negative feelings or that they believe that inducing the 

audiences’ negative feelings will not lead to more donations. This 

suggests that either charity organizations believe that positive 

image/stories leads to more donations or donor, or that there is no 

relation between both variables. 

Message framing and image 

and story valence/vividness 

The results showed minimal congruency between both variables 

in the majority of the advertisements. Although showed almost 

50% congruency between the gain frame and the positive 

image/story in all framed advertisements. 

Temporal framing The results showed that the majority of the advertisement didn’t 

include any temporal framing. It also showed that the majority of 

the temporal framed advertisements used long temporal framing. 

This indicates that the use of statistics, figures, or time range is 

not a common used strategy by charity advertisers in Egypt. It 

also insinuate that charity advertisers are more prone to using 

anecdotal evidence over statistical evidence. 

Donation Reframing The results showed that the majority of the advertisements didn’t 

include any donation reframing. Although, the use of daily 

donation reframing was the most prevalent among the donation 

reframed advertisements, and the monthly temporal reframing 

was the least. 
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Victim message strategy The results showed that most of the advertisements depicted a 

victim/s. It also showed that most of the depicted victims were 

unidentified. The majority of the depicted victims were children. 

Spokesperson/Source type The most depicted type of spokesperson is the typical person 

type, followed by the use of celebrities. The most depicted 

celebrities are actors and actresses followed by religious figures. 

The least used spokesperson type is the CEO. 

Advertisement appeal The most employed single advertisements appeal is the altruistic 

appeal and the least was the egoistic. The mixed appeals were 

used minimally and were coded as others. Most of the 

advertisements employed an emotional appeal, and the majority 

of the appeals were positive. 

Target groups The majority of the depicted spokespersons were male who 

belonged to the adults age group. Most of the advertisements did 

not identify the religious group of the spokesperson. 
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IX. Limitations 

The use of a non-probability sample is considered a limitation for this study as it will 

hinder the results to be generalized. Also, collecting the sample from the YouTube channels of 

the charity organizations could be another limitation, as this does not guarantee that the aired 

advertisements are all the advertisements that charity organizations have broadcast on TV. 

Accordingly, further studies could either collect the sample directly from TV although the time 

frame would rather be shorter, or it could be collected directly from the charity organizations. 

Moreover, the findings of this study might be a result of a research artifact since the unit of 

analyses’ volume was not equally distributed, and CCHF’s sample contributed to half of the 

total study sample. This was justified in the sampling procedure as the distribution depended 

on the total number of aired advertisements by each organization. Finally, The limited literature 

available on charity advertisers in Egypt is also considered a limitation for this study. 

X. Recommendations 

The current project is one of only a few endeavors that tackle the Egyptian charity 

advertising landscape, which remains in need of further scholarly exploration. While the use 

of content analysis is considered a valuable method for understanding the message content, it 

cannot infer the messages' impact. Therefore, this study could serve as groundwork for future 

studies that would analyze the impact of charity advertisements on various target groups’ 

affective, cognitive, and conative response to those messages via audience research such as 

experiments, surveys, or focus groups. Moreover, further studies could conduct interviews with 

marketing managers of charity organizations in Egypt to understand their objectives, strategies, 

and tactics, in addition to understanding the characteristics of their intended target audience 

and their current donors. 



 134 

XI. Bibliography 

 

Al-Sanhoury, A. (2014, July 26). E’lanat al tasawol wa al estefzaz w ehanat al masryeen [Begging, 

provoking, and insulting Egyptians advertisements]. Youm7. Retrieved May 6, 2017, from 

http://www.youm7.com/story/2014/7/26/ 1792406/المصريين-وإهانة-والاستفزاز-التسول-إعلانات  

Al-Se’edyn, W. (2016, April 28). Sabobet El Gam3eyat [The charity organizations con]. El-Watan 

News. Retrieved November 10, 2016, from 

http://www.elwatannews.com/news/details/1132133 

Aldridge, D. K. (2006). Message framing effects in nutrition education. Retrieved October 9, 2016, 

from http://www.fns.usda.gov/sites/default/files/LitReview_Framing.pdf 

Almierajati, V. (2013, September 23). Cross-cultural content analysis of TV commercials in 

Indonesia and Japan. Proceedings of the International Congress on Interdisciplinary 

Behaviour and Social Sciences 2013 Recent Trends in Social and Behaviour Sciences, 951-

967. doi:10.1201/b16658-111. Retrieved from http://ibac-conference.org/ISS & MLB 

2013/Papers/ISS 2013/B4223..docx.pdf  

An Resala [About Resala] (2015). Retrieved December 22, 2016, from http://resala.org/ar/about 

Anti Food Wastage Awareness. (n.d.). Retrieved December 22, 2016, from 

https://www.egyptianfoodbank.com/en/wasted-food-awareness 

Areerut, J., & Samuel, F. (2014). Analysis of patterns in TV commercials that recognize NGO 

image. World Academy of Science, Engineering and Technology International Journal of 

Social, Behavioral, Educational, Economic, Business and Industrial Engineering, 8(5), 1366-

1369. Retrieved October 22, 2016, from http://waset.org/Publication/analysis-of-patterns-in-

tv-commercials-that-recognize-ngo-image/9998214 

Buijzen, M., & Valkenburg, P. M. (2002). Appeals in television advertising: A content analysis of 

commercials aimed at children and teenagers. Communications, 27(3). 

doi:10.1515/comm.27.3.349 

http://www.elwatannews.com/news/details/1132133
http://www.fns.usda.gov/sites/default/files/LitReview_Framing.pdf
http://ibac-conference.org/ISS%20&%20MLB%202013/Papers/ISS%202013/B4223..docx.pdf
http://ibac-conference.org/ISS%20&%20MLB%202013/Papers/ISS%202013/B4223..docx.pdf
http://resala.org/ar/about
https://www.egyptianfoodbank.com/en/wasted-food-awareness
http://waset.org/Publication/analysis-of-patterns-in-tv-commercials-that-recognize-ngo-image/9998214
http://waset.org/Publication/analysis-of-patterns-in-tv-commercials-that-recognize-ngo-image/9998214


 135 

Burt, C.D.C., & Strongman, K. (2004). Use of images in charity advertising: Improving donations 

and compliance rates. International Journal of Organisational Behaviour, 8(8), 571-580. 

Retrieved October 22, 2016, from 

http://citeseerx.ist.psu.edu/viewdoc/download?doi=10.1.1.512.2664&rep=rep1&type=pdf 

CCHF & CCHE overview. (n.d.). Retrieved December 18, 2016, from https://www.57357.org/cchf-

overview/ 

Chang, C., & Lee, Y. (2008). All charity advertisements are not created equal: Influences of message 

framing, vividness valence, and number size framing. Advances in Consumer Research, 35, 

652-653. Retrieved September 30, 2016, from 

http://www.acrwebsite.org/volumes/v35/naacr_vol35_58.pdf 

Chang, C., & Lee, Y. (2009). Framing charity advertising: Influences of message framing, image 

valence, and temporal framing on a charitable appeal. Journal of Applied Social Psychology, 

39(12), 2910-2935. doi:10.1111/j.1559-1816.2009.00555.x 

Charity. (n.d.). Retrieved May 6, 2017, from https://en.oxforddictionaries.com/definition/charity 

Chien, Y. (2014, October). Organ donation posters: Developing persuasive messages. Online 

Journal of Communication and Media Technologies, 4(4). Retrieved October 9, 2016, from 

http://www.ojcmt.net/articles/44/448.pdf 

Chouhoud, R. (2015). Measuring the impact of celebrity endorser attributes on private university 

students’ behavioral intention. International Journal of Business and Innovation, 2(2). 

Retrieved November 7, 2016, from http://www.ijbi.info/publication/Measuring the Impact of 

Celebrity Endorser Attributes on Private University Students Behavioral Intention-Rabab.pdf 

Clow, K. E., & Baack, D. (2007). Advertising design: Message strategies and executional 

frameworks. In Integrated Advertising, Promotion, and Marketing Communications (3rd ed.). 

Retrieved October 9, 2016, from https://www.scribd.com/document/318532463/MKT610-

OL-Ch07-pdf 

http://citeseerx.ist.psu.edu/viewdoc/download?doi=10.1.1.512.2664&rep=rep1&type=pdf
https://www.57357.org/cchf-overview/
https://www.57357.org/cchf-overview/
http://www.acrwebsite.org/volumes/v35/naacr_vol35_58.pdf
http://www.ojcmt.net/articles/44/448.pdf
https://www.scribd.com/document/318532463/MKT610-OL-Ch07-pdf
https://www.scribd.com/document/318532463/MKT610-OL-Ch07-pdf


 136 

Definition of ngos. (n.d.). Retrieved November 14, 2016, from 

http://www.ngo.org/ngoinfo/define.html 

Developing the capable cases. (n.d.). Retrieved December 22, 2016, from 

https://www.egyptianfoodbank.com/en/developing-capable-cases 

Egyptian Food Bank Balance Sheet 2014. (2014). Retrieved November 16, 2016, from Egyptian 

Food Bank website: 

https://www.egyptianfoodbank.com/sites/default/files/PDFs/EFB_Balance_Sheet_2014.pdf 

Feeding the incapable of working. (n.d.). Retrieved December 22, 2016, from 

https://www.egyptianfoodbank.com/en/feeding-not-capable 

Freriksen, D. (2014, July). Creating trust through charity advertisement: Focusing on charity 

successes or future goals, by using statistical or anecdotal evidence? (Unpublished master's 

thesis, 2014). University of Twente. Retrieved October 9, 2016, from 

http://essay.utwente.nl/65690/1/Freriksen Deborah -s 1011332 scriptie.pdf 

Ganzach, Y., Weber, Y., & Or, P. B. (1997). Message framing and buying behavior: On the 

difference between artificial and natural environment. Journal of Business Research, 40(2), 

91-95. doi:10.1016/s0148-2963(96)00208-1 

Gayatri, S. (2008). Advertising appeals in magazines: A framing study (Unpublished master's thesis). 

San Jose State University. Retrieved November 19, 2016, from 

http://scholarworks.sjsu.edu/etd_theses 

Haahr, M. (n.d.). Introduction to randomness and random numbers. Retrieved January 17, 2017, 

from https://www.random.org/randomness/ 

Hassan, M. (2013, July 23). Al-gameyat al-khayreya “al bab al khalfy” lel nasb ala al-masreyeen 

resala tagma 3 melyarat gene.. wa tasref 817 millionan ala al-moratab wal-daya [The 

Charity organizations "the back door" to swindle the Egyptians "Resala" collects EGP 3 

http://www.ngo.org/ngoinfo/define.html
https://www.egyptianfoodbank.com/en/developing-capable-cases
https://www.egyptianfoodbank.com/sites/default/files/PDFs/EFB_Balance_Sheet_2014.pdf
https://www.egyptianfoodbank.com/en/feeding-not-capable
http://essay.utwente.nl/65690/1/Freriksen%20Deborah%20-s%201011332%20scriptie.pdf
http://scholarworks.sjsu.edu/etd_theses
https://www.random.org/randomness/


 137 

billion... and spends EGP 817 million on salaries and advertising]. Albawaba. Retrieved 

November 10, 2016, from http://www.albawabhnews.com/85528 

Huhmann, B. A., & Brotherton, T. P. (1997). A content analysis of guilt appeals in popular magazine 

advertisements. Journal of Advertising, 26(2), 35-46. doi:10.1080/00913367.1997.10673521 

Investment is the key to sustainability. (n.d.). Retrieved December 22, 2016, from 

https://www.egyptianfoodbank.com/en/investment-for-continuity 

VanderKnyff, J., Friedman, D. B., & Tanner, A. (2015). Framing life and death on YouTube: The 

strategic communication of organ donation messages by organ procurement organizations. 

Journal of Health Communication, 20:2, 211-219, DOI: 10.1080/10810730.2014.921741  

Keenan, K. L., & Yeni, S. (2003). Ramadan advertising in Egypt: A content analysis with 

elaboration on select items. Journal of Media and Religion, 2(2), 109-117. 

doi:10.1207/s15328415jmr0202_04 

Kotb, A. (2010, September 16). Charity needed. Al-Ahram Weekly On-line. Retrieved November 13, 

2016, from http://weekly.ahram.org.eg/Archive/2010/1015/ec2.htm 

Krippendorff, K. (2004). Content analysis: An introduction to its methodology (2nd ed.). Retrieved 

February 28, 2017, from 

http://s3.amazonaws.com/academia.edu.documents/35270347/Content_Analysis_-

an_introduction.pdf?AWSAccessKeyId=AKIAIWOWYYGZ2Y53UL3A&Expires=1491486

223&Signature=B3zpUDRzbANXoncbIArgIFEMUEU%3D&response-content-

disposition=inline%3B%20filename%3Dintro_to_content_analysis.pdf 

Langer, A. (2013). “I” lose, “Others” gain – Message framing and beneficial appeals in ads 

promoting green consumption. EAA Series Advances in Advertising Research (Vol. IV), 223-

232. doi:10.1007/978-3-658-02365-2_17 

Magdi Yacoub Heart Foundation - About. (n.d.). In Facebook [Fan Page]. Retrieved December 22, 

2016, from https://www.facebook.com/pg/Myfegypt/about/?ref=page_internal 

http://www.albawabhnews.com/85528
https://www.egyptianfoodbank.com/en/investment-for-continuity
http://weekly.ahram.org.eg/Archive/2010/1015/ec2.htm
http://s3.amazonaws.com/academia.edu.documents/35270347/Content_Analysis_-an_introduction.pdf?AWSAccessKeyId=AKIAIWOWYYGZ2Y53UL3A&Expires=1491486223&Signature=B3zpUDRzbANXoncbIArgIFEMUEU%3D&response-content-disposition=inline%3B%20filename%3Dintro_to_content_analysis.pdf
http://s3.amazonaws.com/academia.edu.documents/35270347/Content_Analysis_-an_introduction.pdf?AWSAccessKeyId=AKIAIWOWYYGZ2Y53UL3A&Expires=1491486223&Signature=B3zpUDRzbANXoncbIArgIFEMUEU%3D&response-content-disposition=inline%3B%20filename%3Dintro_to_content_analysis.pdf
http://s3.amazonaws.com/academia.edu.documents/35270347/Content_Analysis_-an_introduction.pdf?AWSAccessKeyId=AKIAIWOWYYGZ2Y53UL3A&Expires=1491486223&Signature=B3zpUDRzbANXoncbIArgIFEMUEU%3D&response-content-disposition=inline%3B%20filename%3Dintro_to_content_analysis.pdf
http://s3.amazonaws.com/academia.edu.documents/35270347/Content_Analysis_-an_introduction.pdf?AWSAccessKeyId=AKIAIWOWYYGZ2Y53UL3A&Expires=1491486223&Signature=B3zpUDRzbANXoncbIArgIFEMUEU%3D&response-content-disposition=inline%3B%20filename%3Dintro_to_content_analysis.pdf
https://www.facebook.com/pg/Myfegypt/about/?ref=page_internal


 138 

Merchant, A., & Ford, J. (2008). Nostalgia and giving to charity: A conceptual framework for 

discussion and research. International Journal of Nonprofit and Voluntary Sector Marketing, 

13, 12-30. doi:10.1002/nvsm.300 

Misr El Kheir Foundation - About. (n.d.). In Facebook [Fan Page]. Retrieved December 22, 2016, 

from https://www.facebook.com/pg/MisrElKheir.Org/about/?ref=page_internal 

Mohamed, F. E. Z., & Wageeh, N. (2016, April 28). Bel-arkam wal-tafaseel… business al-tabaroat 

fel-gameyat  al-khayreya [With numbers and details. the donations business for the charity 

organizations]. El-Fagr. Retrieved November 10, 2016, from http://www.elfagr.org/2203984 

Nabza an gameyet Al-Orman [A brief about Al-Orman organization] (n.d.). Retrieved December 22, 

2016, from http://www.dar-alorman.com/About/ 

NGO. (n.d.). Retrieved May 6, 2017, from https://en.oxforddictionaries.com/definition/ngo 

O'Keefe, D. J., & Jensen, J. D. (2008). Do loss-framed persuasive messages engender greater 

message processing than do gain-framed messages? A meta-analytic review. Communication 

Studies, 59(1), 51-67. doi:10.1080/10510970701849388 

O’Keefe, D. J., & Jensen, J. D. (2006). The advantages of compliance or the disadvantages of 

noncompliance? A meta-analytic review of the relative persuasive effectiveness of gain-

framed and loss-framed messages. Annals of the International Communication Association, 

30(1), 1-43. doi:10.1080/23808985.2006.11679054 

Organizing the charitable work. (n.d.). Retrieved December 22, 2016, from 

https://www.egyptianfoodbank.com/en/organizing-random-charity-work 

Pan Arab Research Center (2014). EGYPT* - 2014. Retrieved December 19, 2016, from 

https://www.arabresearch.com/PDF/asaegyjan-sep14.pdf. 

Patton, M. (1990). Qualitative evaluation and research methods (pp. 169-186). Beverly Hills, CA: 

Sage. Retrieved December 18, 2016, from http://legacy.oise.utoronto.ca/research/field-

centres/ross/ctl1014/Patton1990.pdf 

https://www.facebook.com/pg/MisrElKheir.Org/about/?ref=page_internal
http://www.elfagr.org/2203984
http://www.dar-alorman.com/About/
https://www.egyptianfoodbank.com/en/organizing-random-charity-work
https://www.arabresearch.com/PDF/asaegyjan-sep14.pdf
http://legacy.oise.utoronto.ca/research/field-centres/ross/ctl1014/Patton1990.pdf
http://legacy.oise.utoronto.ca/research/field-centres/ross/ctl1014/Patton1990.pdf


 139 

Purposeful Sampling | Information Research and Analysis (IRA) Lab. (n.d.). Retrieved December 

18, 2016, from https://iralab.unt.edu/purposeful-sampling 

Ramadan, M. A., Ali, A. S., & Abdel-Wahed, M. L. (2010, October). The first report of the 

Observatory of charity work in Egypt. Retrieved November 20, 2016, from Information 

Decision & Support Center (IDSC) website: 

http://www.idsc.gov.eg/IDSC/Upload/Publication/FullFile_A/219/charity1.pdf 

Staff, (2014, July 7). Pepsi masr tops Ramadan ads with nostalgia. Digital boom. Retrieved 

November 30, 2016, from http://adigitalboom.com/pepsi-masr-tops-ramadan-ads-with-

nostalgia/ 

Sudhir, K., Roy, S., & Cherian, M. (2016, January). Do sympathy biases induce charitable giving? 

The Persuasive effects of advertising content. doi:10.2139/ssrn.2409106. Retrieved October 

9, 2016, from http://cowles.yale.edu/sites/default/files/files/pub/d19/d1940.pdf 

Suri, H. (2011). Purposeful sampling in qualitative research synthesis. Qualitative Research, 11(2), 

63-75. doi:10.3316/QRJ1102063 

Tabaku, E., & Merisini, M. (2013, November). An overview of marketing means used by non-profit 

organizations: A detailed overview of NPOS operating in the district of Elbasan. Journal of 

Marketing and Management, 4(2), 78-95. Retrieved November 6, 2016, from 

http://www.gsmi-ijgb.com/Documents/JMM V4 N2 P05 Elvira Tabaku -An Overview of 

Marketing Means.pdf 

Tahir, M. A. (n.d.). Ayaat of Quran and Ahaadith on seeking knowledge [Web log post]. Retrieved 

April 19, 2017, from http://islamandpsychology.blogspot.com.eg/2011/06/ayaat-of-quran-

and-ahaadith-on-seeking.html 

The Organization. (n.d.). Retrieved December 22, 2016, from 

https://www.egyptianfoodbank.com/en/foundation 

https://iralab.unt.edu/purposeful-sampling
http://www.idsc.gov.eg/IDSC/Upload/Publication/FullFile_A/219/charity1.pdf
http://adigitalboom.com/pepsi-masr-tops-ramadan-ads-with-nostalgia/
http://adigitalboom.com/pepsi-masr-tops-ramadan-ads-with-nostalgia/
http://cowles.yale.edu/sites/default/files/files/pub/d19/d1940.pdf
http://islamandpsychology.blogspot.com.eg/2011/06/ayaat-of-quran-and-ahaadith-on-seeking.html
http://islamandpsychology.blogspot.com.eg/2011/06/ayaat-of-quran-and-ahaadith-on-seeking.html
https://www.egyptianfoodbank.com/en/foundation


 140 

Toll, B. A., O'malley, S. S., Katulak, N. A., Wu, R., Dubin, J. A., Latimer, A., . . . Salovey, P. 

(2007). Comparing gain- and loss-framed messages for smoking cessation with sustained-

release bupropion: A randomized controlled trial. Psychology of Addictive Behaviors, 21(4), 

534-544. doi:10.1037/0893-164x.21.4.534 

UN World Food Programme. (2015). Retrieved December 18, 2016, from 

https://www.wfp.org/stories/10-facts-about-hunger 

Urbaniak, G. C., & Plous, S. (2013). Research randomizer (Version 4.0) [Computer software]. 

Retrieved on January 17, 2017, from http://www.randomizer.org/ 

Wahish, N. (2010, September 16). Advertising bonanza. Al-Ahram Weekly On-line. Retrieved 

November 13, 2016, from http://weekly.ahram.org.eg/Archive/2010/1015/ec1.htm 

Wealth-X Philanthropy Report 2015. (2015). Retrieved November 10, 2016, from Arton Capital 

website: http://www.wealthx.com/wp-content/uploads/2015/12/Wealth-X-Arton-Capital-

Philanthropy-Report-2015.pdf 

Wimmer, R. D., & Dominick, J. R. (2014). Mass media research an introduction (10th ed.). Andover 

u.a.: Wadsworth, Cengage Learning 

 

  

https://www.wfp.org/stories/10-facts-about-hunger
http://www.randomizer.org/
http://weekly.ahram.org.eg/Archive/2010/1015/ec1.htm
http://www.wealthx.com/wp-content/uploads/2015/12/Wealth-X-Arton-Capital-Philanthropy-Report-2015.pdf
http://www.wealthx.com/wp-content/uploads/2015/12/Wealth-X-Arton-Capital-Philanthropy-Report-2015.pdf


 141 

XII. Appendix I 

Code Book: 

General Data: 

1. Unit of analysis ID: Each unit of analysis is associated with an identification number. 

2. The organization source (the advertiser): 1= 57357 Children’s Cancer Hospital 2= 

Egyptian Food Bank, 3= Misr El-Kheir Foundation, 4= Resala Organization, 5= Dar 

Al-Orman Association, 6= Magdi Yacoub Foundation. 

3. Airing date: The full date to be written in the following format (DD/MM/YY). 

4. Advertisement length: 1= 10 seconds to 30 seconds, 2= 31 seconds to 60 seconds, 

3= 61 seconds to 90 seconds, 4= 90 seconds to 120 seconds. 

Advertisement characteristics: 

5. Message frame type: 1= Gain frame, 2= Loss frame, 3= Mixed frame, 4=None. 

6. Image valence/vividness: 1= Negative image/story, 2=Positive image/story, 

3=Mixed image/story, 4=Neutral image/story. 

7. Temporal framing: 1= Short, 2= Long, 3= None 

8. Donation reframing: 1= Daily, 2= Monthly, 3=Yearly, 4=None. 

9. The advertisement is a: 1=Narrated advertisement, 2=Role playing advertisement, 

3=Storytelling advertisement, 4= Jingle advertisement, 5=Other:……. 

10. What is the main story of the advertisement?: 1= It is about the story of one 

victim, 2= It is about the story of one category of victims (i.e. sick children, poor 

women, etc.), 3= It explains how to donate, 4= It is a jingle advertisement, 5= It is 

about specific program/service, 6= It is about the organization, 7= It is about the story 

of one donor/visitor/volunteer, 8= It is about the story of more than one 

donor/visitor/volunteer, 9=  It’s about the employees, 10= it’s about more than one 

victim category, 11= Other:…. 
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11. Victim identification: 1= Identified victim/s, 2=Unidentified victim/s, 3=N/A (Please 

go to question 19) 

12. Victim/s role in the advertisement: 1=The victim/s acts and speaks, 2= the victim/s 

acts and a narrator narrates his/her story, 3=the victim/s acts and a story teller tells 

his/her story, 4= the victim/s acts only without narration, or storytelling, 5=The 

victim/s acts and speaks, and a narrator also narrates the story, 6=The victim/s acts 

and speaks, and a story teller also narrates the story, 7= N/A, 8=Other:….. 

13. Number of victim/s: 1= One individual, 2= Two individuals, 3= Group (three or 

more individuals), 4= N/A 

14. Victim/s gender: 1=Male, 2= Female, 3=Both, 4=N/A 

15. Victim/s age group (You can choose one or more answers): 1=Children, 2=Youth, 

3=Adults, 4=Elders, 5=N/A, 6= Children, Adults, and Elders, 7= Adults and Elders, 

8= Children and adults, 9= Children and Elders, 10= Children and Youth, 11= 

Children, Youth, and Adults, 12= All, 13=Other:…. 

16. Victim/s type: 1=Sick/ill, 2=Poor, 3=Unemployed, 4=Illiterate, 5= Imprisoned, 6= 

N/A, 7=Other:…. 

17. Advertisement Framework: 1= Animation, 2=Slice of life, 3=Testimonial, 

4=Fantasy, 5=Informative, 6=Dramatization, 7=Authoritative, 8= Demonstration, 9= 

N/A, 10=Other:…. 

18. Advertisement Message strategy: 1= Affective, 2=Cognitive, 3=Conative  

19. Type of message strategy: 1=Resonance message strategy, 2= Emotional message 

strategy, 3= Goal message strategy, 4=Achievement message strategy, 5= Generic 

message strategy, 6= Preemptive message strategy, 7=Unique selling proposition, 

8=Hyperbole message strategy, 9=Comparative advertisement message strategy, 
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10=Action inducing conative message strategy, 11= Promotional support conative 

message strategy, 12= Other:……… 

20. Call for action: 1=Verbal, 2=Visual, 3=Both, 4=No call for action (Please go to 

question 22) 

21. Call for action type: 1= Donation, 2= Volunteer, 3= Both, 4= Call, 5=N/A, 

6=Other:….. (Please specify) 

22. What is the role of the source or the spokesperson in the advertisement? (You 

can choose one or more answer): 1=Narrator (only if the advertisement doesn’t 

show people), 2=Storyteller, 3= Role player, 4= N/A (Please go to question 31), 5= 

Other:…… 

23. Source and spokesperson endorsement type (You can choose one or more 

answer): 1= CEO (Please go to question 28), 2=Experts (Please go to question 27), 

3=Typical persons (Please go to question 26), 4= Celebrity (Please go to question 24), 

5= N/A (Please go to question 28), 6= Other:…… (Please go to question 28),  

24. Celebrity endorsement type: 1=Unpaid spokespersons, 2= Celebrity voice-overs, 3= 

Dead person endorsement, 4= N/A, 5= Other:…… 

25. Celebrity endorsement sub category (Please go to question 28): 

1=Actors/Actresses, 2=Singers/Bands, 3=Sports players/teams, 4=Religious figures, 

5=Media professionals, 6= N/A, 7= Other:……  

26. Typical person endorsement type (Please go to question 28): 1= Paid actors or 

models (playing the victim/s family role), 2= Paid actors or models (playing other 

roles), 3=Employees, 4= Donors, 5=Volunteers, 6=Beneficiaries (real people), 7= 

Beneficiaries family members (real people), 8= Narrator (only if the advertisement 

doesn’t show people), 9= N/A, 10= Other:……, 11= Model Beneficiary, 12=Model 

Donor 
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27. Expert person endorsement type: 1= Physicians/doctors, 2= Businessmen/Business 

women, 3=Governmental Officials, 4= N/A, 5= Other:…… 

Target Group: 

28. Source Gender: 1=Male, 2=Female, 3=Both, 4=N/A 

29. Source Age group (You can choose one or more answers): 1=Children, 2=Youth, 

3=Adults, 4=Elders, 5= All, 6= Adults and elders, 7=Children and adults, 8= Children 

and youth, 9= Children, Adults, and Elders, 10= Children, Youth, and adults, 11= 

Youth, and adults, 12= Youth and Elders, 13= Youth, adults, and elders, 14=N/A 

30. Target Audience Religion: 1= Christianity, 2=Islam, 3=Both, 4=N/A 

31. Different VO: 1=Yes, 2=No, 3=The narrator is the VO, 4= The story teller is the VO, 

5= The role player is the VO 

32. VO gender: 1=Male, 2=Female, 3=N/A  

33. VO age group: 1=Children, 2=Youth, 3=Adults, 4=Elders, 5=N/A  

Advertisements Appeals: 

34. Advertisement Appeal Category: 1= Rational advertisement appeal, 2= Emotional 

advertisement appeal 

35. Advertisement appeal characteristics: 1= Negative, 2= Positive, 3= Neutral 

36. Advertisement Appeal Sub-Category 1=Guilt, 2=Informational, 3=Happiness, 

4=Altruistic, 5= Egoistic, 6=Patriotism, 7=Music, 8= Religious, 9=Other:…… 

 

 


