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Assessing the Effectiveness of Television Commercials...

Abstract

This study aims to examine the role of Egyptian media in promoting sustainable natural
resources through TV commercials and to explore the effectiveness of these commercials
in providing information, raising awareness, and shaping attitudes and behaviors towards
sustainable natural resources among Egyptians. The study used a mixed-methods
approach, combining both qualitative and quantitative data collection and analysis methods.
The survey revealed that the majority of respondents had prior knowledge of eco-friendly
products and natural resources, and the presidential campaign «Ethadar Lel Akhdar» was
the most-watched TV ad. Dependency on celebrities> endorsements was the most effective
means to reach the audience, and new media platforms were the most effective medium for
promoting environmental awareness. While the results of the content analysis focused on
three TV ads: the Ethadar Lel Akhdar campaign’s TV advertisement, the National Council
of Women’s TV advertisement and the National Council of Women’s TV advertisement.
The ads used a variety of visual elements and frames were found, such as crisis, call-to-
action, individual responsibility, and environmental conservation frames, to emphasize the
importance of taking action to protect the environment. The ads are serious in tone and use
emotional appeals to evoke a sense of responsibility and motivation in viewers.
Keywords: Television commercials, Awareness, Sustainable Natural Resources, Egyptians
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Introduction:

Media plays a critical role in promoting natural resources by providing
information, raising public awareness, and shaping attitudes and behaviors
towards sustainable natural resources. Television commercials have been
identified as an effective medium for promoting environmental and
sustainable practices. Television commercials have long been recognized as a
powerful medium for communication and persuasion, with the potential to
shape the attitudes, beliefs, and behaviors of viewers (Hornik & Yanovitzky,
2003).

The sustainable management of natural resources is a crucial issue in Egypt.
With a rapidly growing population and increasing demand for resources,
sustainable management practices are essential for preserving these resources
for future generations. Media can play a vital role in promoting sustainable
management practices and raising awareness about the importance of natural
resources. TV commercials have the potential to reach a wide audience and
influence attitudes and behaviors towards natural resource management. In
the context of sustainable natural resource management, television
commercials can play a crucial role in raising awareness and promoting pro-
environmental behaviors among the public. Egypt, like many other countries,
faces significant environmental challenges such as water scarcity,
deforestation, air pollution, and biodiversity loss, which call for urgent action
to promote sustainable resource management (World Bank, 2017).

Egypt is a country that is rich in natural resources, including fertile land,
minerals, and water resources. However, the country's population growth and
rapid urbanization have put pressure on these resources, making their
sustainable management critical for the country's development.

Egypt has set a target of achieving 42% of its electricity generation from
renewable sources by 2035, with a specific focus on solar and wind power
(Ministry of Electricity and Renewable Energy, 2018). Egypt is highly
dependent on the Nile River for its water supply, with agriculture accounting
for about 85% of total water consumption (Food and Agriculture
Organization (FAO), 2020). However, the country faces challenges related to
water scarcity, pollution, and inefficient water use. Egypt has a diverse range
of flora and fauna, with approximately 15% of its land area designated as
protected areas, including national parks, reserves, and sanctuaries (Ministry
of Environment, Egypt, 2019). However, there are concerns about
biodiversity loss due to habitat degradation, overgrazing, and illegal hunting.
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Agriculture is a significant sector in Egypt, contributing to the country's
economy and food security. However, sustainable agricultural practices, such
as reducing water use, improving soil quality, and promoting organic
farming, are still being promoted and implemented to ensure long-term
sustainability (Food and Agriculture Organization (FAQO), 2018). One of
Egypt's most important natural resources is its fertile land, which is primarily
located along the Nile River Valley and Delta. The land is used for
agriculture, and crops such as wheat, maize, and cotton are grown. However,
the overuse of fertilizers, irrigation, and land conversion for urbanization has
led to soil degradation and loss of arable land. Egypt is also rich in mineral
resources, with significant reserves of gold, phosphate, and iron ore. The
mining industry in Egypt is well-developed, and mining activities provide a
significant source of income for the country.

To address these challenges, Egypt has implemented several policies and
programs to promote the sustainable management of natural resources. For
example, the government has launched initiatives to promote water
conservation, including the construction of desalination plants and the
rehabilitation of irrigation systems. Additionally, the government has
implemented policies to promote sustainable mining practices and protect
biodiversity.

This paper identifies the role of media, specifically TV commercials, in
promoting sustainable natural resources in Egypt and its impact on
Egyptians.

Research Objectives:

1. To explore if TV commercials succeeded in providing information,
raising public awareness, and shaping attitudes and behaviors towards
sustainable natural resources among Egyptians.

2. To identify the main messages of the TV commercials promoting
sustainable natural resources.

3. To identify the narratives and tones adopted in the TV commercials
promoting sustainable natural resources.

4. To identify the frames used in the messages of the TV commercials
promoting sustainable natural resources.

5. To identify the demographics of the Egyptians, mostly affected by TV
commercials concerning sustainable natural resources.

Research Importance:

There are several reasons for researching the effectiveness of television
commercials in raising awareness of sustainable natural resources among
Egyptians in the present day:

446 PSS, 1 ol oS ol done



Increasing environmental concerns: With growing global
environmental concerns, including climate change, deforestation,
pollution, and loss of biodiversity, it is crucial to raise awareness
about the importance of sustainable natural resource management.
Researching the effectiveness of television commercials can help
identify effective communication strategies that can contribute to
addressing these pressing environmental issues.

Need for behaviour change: Achieving sustainable development goals
requires not only knowledge but also behaviour change towards more
sustainable practices. Research on the effectiveness of television
commercials in raising awareness about sustainable natural resources
can provide insights into how to effectively influence viewers'
behaviors, attitudes, and practices towards more sustainable resource
management.

Television as a popular communication medium: Television is a
widely used medium in Egypt, reaching a large and diverse audience,
including urban and rural areas, different age groups, and socio-
economic backgrounds. Understanding the effectiveness of television
commercials in raising awareness of sustainable natural resources is
important due to the potential of television as a popular
communication medium that can reach a wide audience.

Importance of local context: Conducting research in the specific
context of Egypt is important to understand the effectiveness of
television commercials in raising awareness of sustainable natural
resources among Egyptians, considering their unique cultural, social,
and environmental context. This research can provide insights that are
relevant and tailored to the local context, which can be more effective
in promoting pro-environmental behaviours among Egyptians.

Policy and decision-making implications: The findings from this
research can have policy and decision-making implications by
informing the development of evidence-based communication
strategies and policies aimed at raising awareness of sustainable
natural resources in Egypt. This can contribute to more effective
resource management policies and practices, promoting sustainability
at the national level.

Sustainable development goals: The research aligns with the United
Nations' Sustainable Development Goals, which emphasize the
importance of sustainable natural resource management and
conservation efforts. Researching the effectiveness of television
commercials in raising awareness about sustainable natural resources
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can contribute to achieving these global goals by promoting

awareness and pro-environmental behaviours among Egyptians.
Research Problem:
TV commercials are known for their influence on people’s behaviours and
attitudes towards most of the issues presented, but when it comes to
environmental change issues, the role and the impact are vague and not
identified. That is why the problem of this research lies in the identification
of the focus or neglect of the TV commercials towards promoting sustainable
natural resources issues figuring out its messages, sources patterns, and
frames. In addition, to its impact on the Egyptians who watched those TV
commercials.
Literature Review:
Several studies have emphasized the importance of media in promoting
sustainable development and natural resource management.
The influence of social media platforms on environmental issues is addressed
and discussed in different research.
The effect of social media technologies was examined in (Syed, Song, &
Junaid, 2022) study where the researchers examined the relationship between
social media technologies, environmental collaboration, and green
innovation. The research examined the social media technologies’ impact on
internal and external environmental collaboration and green innovation was
examined via using a survey questionnaire. Findings showed that social
media technologies affected internal and external environmental
collaboration and green innovation positively. Internal environmental
collaboration (IEC) promoted green products and green managerial
innovation while external environmental collaboration (EEC) promoted green
processes and green managerial innovation. A Twitter platform specifically
was examined in a (Meliani, 2019) study where the researcher employed an
analytical approach to examine the usage of the Twitter platform by
examining and investigating samples of environmental pages and
environmental associations. It was proved that social media platforms are
effective tools for achieving sustainable development. It was also proved that
there is a growing interest in the environmental issue by the activists on the
Twitter platform. In addition, in (Williams, Page, & Petrosky, 2014) study, it
was found that social media platforms can be considered useful to people and
organizations dedicated to advancing and promoting the "green cause".
One of the most researched issues in sustainable development resources was
water and its portrayal in the media. The study of (Warner, Silvert, Loizzo, &
Shellhouse, 2021) aimed to discover the frames in social media posts about
water conservation. The researchers mainly targeted to explore the
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Floridians’ eagerness and readiness to engage with Extension, concern in
understanding and collecting information about water, and readiness to act.
The qualitative data was collected via online platforms in November and
December of 2018 as a nonprobability sample of Floridians using a
researcher-developed instrument. However, there was clear evidence towards
differences in message frame performance, but they were not able to identify
a preferred frame. Results pointed out insights about the ways different water
conservation message frames affected an audience’s interest and involvement
and contributions to water issues and educational programs. Also, the
(Charles, 2014) study pointed out that there was an insignificant amount of
broadcast was allocated to water management and correlated issues by the
Nigerian radio stations studied in the research in 2014. Findings explained
that this may have happened due to the lack of consistency between the
Nigerian media and water resources managers.

The research of (Guillen-Royo, 2019) adds to the evolving debate on the role
of television in sustainable development. This study discussed the role of
television consumption in environmental sustainability by finding out the
correlation between television viewing, sustainable attitudes, and happiness
in Peru via using a survey applied to a diverse Peruvian sample. Results
found that using television to know about sustainable development is
negatively correlated with sustainable attitudes. In (Qader & Zainuddin,
2011), it was found that media consumption towards environmental issues
did not demonstrate any considerable influence on consumers' environmental
attitudes. Taking into consideration this research was identifying the
consumers' environmental attitudes towards electronic green products by
applying three factors which are media exposure, safety and health concerns,
and self-efficacy, to this attitude.

Also, the newspaper’s coverage towards environmental changes and the
natural sustainable natural resources was addressed in research such as the
(Duan & Takahashi, 2016) study. This study compared both the Chinese and
the American coverage of Beijing’s air pollution from 2008 to 2013. The
researchers through using the influence theory, examined the differences in
the news coverage and its impact on the "social systems and news flows
between the two countries” via using content analysis. Findings revealed that
the American coverage was more frequent than the Chinese where its topics
were "politicizing the pollution”, using more negative criticisms and
objections as overall themes of the news coverage. Also, it was noted that the
interchange of sources used was also an indicator of news flow between the
American and Chinese newspapers. Moreover, the (Haddock-Fraser, 2012)
study examined the UK coverage and portrayal towards corporate
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environmentally sustainable development activities, trying to find out if they
concentrate on specific sectors or companies with greater market visibility or
not through using content analysis. It was found that the Guardian newspaper
had less positive reporting of corporate environmental issues than The Times
and Telegraph which had more positive reporting. However, the
C2Cl/corporate brands (apart from Oil and Gas) were able to promote their
positive environmental activities to the public through newspapers.

The influence of media reports on energy and environmental efficiency in
China in 31 Chinese cities from 2013 to 2016 was studied by (Li, Lin, Chiu,
Chen, & Cen, 2021). This research created a customized "undesirable
Dynamic DEA model that included air quality index (AQI) and CO2
indicators to explore the relationships between energy, the environment.”
Media reports highlighted that there is a positive influence on carbon-
emissions-friendly lifestyles and consumption. In addition, it was noted that
people do not understand the environmental changes yet and their challenges
due to inadequate awareness of the environmental influence of their
individual choices. That is why this research highlighted the importance of
the presence of such media reports to motivate “positive environmentally
friendly behavioural changes." Also, the study by (Zheng, Hong, Long, &
Jing, 2017) suggested a methodological framework for Surface water quality
monitoring via social media platforms. The main elements considered in this
framework are "the selection of water quality indicators, the application
design guide, the volunteer recruitment methods, and the data collection,
cleansing, and analysis processes”. The proposed framework will be serving
as the primary foundation for future big data analytic research.

The role of environmental media and the Egyptian elite assessment of the
most important environmental issues and sustainable development programs
was studied in (Al-Talhati & Al-Salihi, 2011) study. In addition to its placing
in the priorities of the agenda of interests of officials, the media and the
public. Findings showed that the elite agreed that there is a correlation
between the priorities of the media and the priorities of change in society to
achieve sustainable development. Also, the elite agrees that environmental
issues are 100% linked to sustainable development programs. The issue of
environmental pollution threats came in the first place, especially the
accumulation of garbage and waste, then the climate change issues, followed
by the damages of the ozone layer erosion, then the threats of water shortage,
followed by the damages of global warming, the dangers of lack of natural
resources, the damages of environmental pollution to health, and the damages
of drought.
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Research Questions:

1. What is the role of Egyptian media in promoting sustainable natural

resources via TV commercials?

2. Were the TV commercials promoting sustainable natural resources

able to succeed in spreading information among Egyptians?

3. Were the TV commercials promoting sustainable natural resources

able to succeed in raising public awareness among Egyptians?

4. Were the TV commercials promoting sustainable natural resources
able to shape attitudes and behaviors towards sustainable natural
resources?

Which TV commercials promoted sustainable natural resources?

6. What are the TV commercials’ main messages promoting sustainable

natural resources?

7. What are the narratives used in the TV commercials promoting

sustainable natural resources?

8. Which tone did the TV commercials use in promoting sustainable

natural resources?

9. Which frames are used in the messages of the TV commercials

promoting sustainable natural resources?

10. Which gender is mostly affected by TV commercials about

sustainable natural resources?

11. Which age is mostly affected by TV commercials about sustainable

natural resources?

12. Which social class level is mostly affected by TV commercials for

sustainable natural resources?
Research Methodology:
This research will use both qualitative and quantitative methods. The
qualitative method will be used and will employ content analysis to examine
the TV commercials which promoted sustainable natural resources, while the
quantitative method will be through applying the survey via an online
guestionnaire to examine the impact of the TV commercials which promoted
sustainable natural resources on the Egyptians.
Research Sample:
Sample Type: The research utilized a convenience sampling method, where
respondents were selected based on their availability and willingness to
participate in the survey.
Sample Size: The sample included 152 respondents, who were randomly
selected from the target population.

o

52023 gulga- T - gty sk a1 451



Assessing the Effectiveness of Television Commercials...

Sample Characteristics: The sample consisted of individuals from diverse
backgrounds, including different age groups, genders, and socio-economic
statuses, to ensure a representative sample of the Egyptian population.
Validity and Reliability: To ensure the validity and reliability of the
research findings, several measures were taken. First, the selected TV ads
were based on a content analysis of ads produced within the year 2022, to
ensure relevance and timeliness. Second, simple random sampling was used
to select the TV ads, ensuring an unbiased representation of the ads in the
sample. Third, the survey questionnaire used for data collection was designed
using established measures and pilot-tested to ensure its validity and
reliability.

Theoretical Framework:

This research will employ both Cultivation and Framing theories. The
Cultivation theory will serve as an explanation for the ability of Television
commercials to provide information, raise public awareness, and shape
attitudes and behaviors towards sustainable natural resources among
Egyptians. While the Framing theory will serve as an investigation of the
frames present in the TV commercials when the content analysis was
employed.

Cultivation Theory:

Cultivation theory is a social theory that argues that exposure to media over
time can shape individuals' perceptions of reality and create a shared
understanding of the world. It was first proposed by George Gerbner and his
colleagues in the late 1960s and has since been applied to various forms of
media, including television, film, and video games.

According to cultivation theory, repeated exposure to similar messages in
media content can lead to the development of shared beliefs, attitudes, and
values among audiences. This process is referred to as "cultivation” and can
contribute to the formation of a shared cultural understanding of reality.
Gerbner and his colleagues argued that this process can be particularly
influential for those who consume large amounts of media content, such as
heavy television viewers.

One of the key ideas of cultivation theory is the concept of "mean world
syndrome,” which suggests that heavy exposure to media content featuring
violence, crime, and other negative themes can lead viewers to believe that
the world is a more dangerous and violent place than it is. This can lead to a
sense of fear, mistrust, and a desire for greater social control (Gerbner, Gross,
Morgan, & Signorielli, 1986).

The cultivation theory’s main hypothesis is that the "more people watch
television, the more they will come to adopt its underlying messages"
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(Shrum, 2017). It was noted that Television viewing cultivates experiences
and insights of social reality that are reliable with the world represented on
television, then the more people watch television, the more they should
realize that the real world looks like the TV world.

In (Mosharafa, 2015), it was concluded that Cultivation theory was examined
in numerous studies where its results revealed encouraging the idea that
cumulative exposure to television integrates worldviews and cultivates
pictures and concepts matching what is watched on television and that long-
term television viewing does impact social change.

Framing Theory:

Framing theory is a social theory that examines how media coverage can
influence the way people perceive and interpret events, issues, and policies.
The theory suggests that the way information is presented in media content
can shape the way people understand and make sense of it.

Framing refers to how media outlets select, emphasize, and exclude certain
aspects of a story or issue to create a particular impression or interpretation of
events. The frame used can influence audience perception and opinion, which
can in turn influence policy decisions and public debate.

One of the key ideas of framing theory is that the media do not simply report
events objectively, but rather they play an active role in shaping public
understanding of those events. By highlighting certain aspects of an issue or
story, media outlets can influence audience perception and create a particular
narrative or frame around it (Entman, 1993).

Overall, the framing theory defines the way the audience will perceive the
world as the media coverage frames the messages and consequently ,the
audience receives what the media planned (Littlejohn & Foss, 2018). It was
mentioned that " Frames help interpret and reconstruct reality."

Research Results:

Results of the Survey

This study surveyed a sample of 152 respondents who were asked about the
frequency of watching eco-friendly product ads or promotional content
related to sustainable natural resources on Egyptian TV channels. The
majority of the respondents chose “Rarely” with 55.6% of the surveyed
respondents picking this choice.

Secondly, understanding and knowledge of eco-friendly products and natural
resources were assessed by asking the audience about their level of awareness
of what these products are. 65.6% of the respondents went for the “Yes”
option, meaning that the majority of respondents have prior knowledge of the
natural sources’ sustainability.
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The survey sample was asked about the TV ads that they watched about
promoting natural resources awareness. The choices included The
presidential campaign “Ethadar Lel Akhdar”, the National Council for
Women Water use campaign, and the National Council for Women campaign
about rationalization of energy consumption. Most of the respondents chose
the “Ethadar Lel Akhdar campaign with a percentage of 43%.

Moreover, respondents were asked about the factors that make a TV ad
appeal to them to decide upon. The factors stated in the choices included the
TV channel, the time slot of airing the ad, and reliance on creative sound and
visual effects. Most of the respondents chose “Creative Sound and Visual
Effects” with a percentage of 72%.

When asked whether the TV ads in Egyptian media have succeeded in raising
environmental awareness of natural resources among consumers, the
responses revealed that about half of the sample, 51%, reported the success of
the TV ads in raising awareness. This indicates that the level of awareness
could of natural resources not be correlated with the relevant content
portrayed in TV ads where about half of the respondents did agree about the
existence of the relationship. Meanwhile, the majority reported the existence
of understanding and knowledge of natural resources in an earlier question.
To assess the effectiveness of TV ads about natural resources on social levels,
the sample was asked about the social class affected most. Responses varied
between the different social classes. However, the top choice was “All Social
Classes” with a percentage of 35.1%.

Furthermore, the respondents were asked about the means to elevate the
impact of promoting natural resources through TV ads. The choices included:
Dependency on celebrities’ endorsements, increasing the message’s clarity,
dependency on experts’ quotations or developing a distinct theme. The
majority of respondents chose “Dependency on celebrities’ endorsements”
with a percentage of 63%.

Respondents were also asked if they think there is a way to handle
environmental wastes and achieve full dependence on natural resources in a
way that is both safe for human health and the environment. More than 90%
of the respondents chose “Yes”.

To assess whether TV still represents the adequate medium for TV ads
related to promoting natural resources, the survey respondents were asked
about which medium provided them with more information about natural
resources. The choices included: Newspapers, Radio, TV, or New Media
Platforms. The majority of respondents chose “New Media Platforms” with a
percentage of 72.8%.
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The questions of the survey that acted as respondents’ demographic
indicators revealed that the majority of respondents belonged to the age group
18-24 years old with a percentage of 73% followed by the age group 25-40
years old with a percentage of 16%. The majority of respondents were
females representing 68% of the sample. Regarding the income level, the
majority of respondents belonged to the category of 5000-7000 Egp monthly
income with a percentage of 57%.

To conclude, the survey results reveal that the frequency of airing
environmental TV ads on Egyptian channels is still rare in comparison to
other types of promotional content. Even though the majority of the audience
reported the existence of awareness of environmental issues and sustainable
natural resources, the relationship between the level of awareness and
watching TV ads was not confirmed. The presidential eco-friendly campaign
came on top of the environmental TV ads with the highest levels of watching
among the respondents. In terms of the factors correlated with the highest
reach of TV ads, it was found that creative effects dominated this.
Furthermore, it was confirmed that the effectiveness of TV ads is not
restricted to one social level, which suits the nature of the availability of TV
medium. New media represents the most effective medium for promoting
environmental awareness with less dependency on TV. Dependency on
celebrities is still considered the most effective means to reach the audience.
Overall, female youth can be argued to represent the most affected
demographic group by TV ads promoting natural resources.

In light of the literature review, the survey findings confirm the insignificant
coverage allocated to some environmental issues by media as well as the
negative correlation between watching TV ads and increased level of
awareness or attitude-change effects. However, the survey findings contradict
the literature review in restricting impact to a specific social class.

In light of the cultivation theory, the existence of a relationship between
exposure to TV ads promoting natural resources and the level of awareness of
the audience was not confirmed. Thus, in this study, TV cannot be assumed
to represent a medium that cultivated certain information or behavioural
schemes within the audience.

In light of the research questions, the survey results revealed the existence of
the role of Egyptian media in promoting natural resources. However, this role
cannot be directly attributed to TV ads. Additionally, there was no direct
relationship between the attitudes, behaviors and knowledge of the audience
and their exposure to TV ads.
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Results of the Content Analysis:

The content analysis was conducted on 3 TV ads, which are: Ethadar Lel
Akhdar campaign’s TV advertisement entitled “Waste of natural resources is
the main cause of environmental disasters such as climate change”, National
Council of Women’s TV advertisement about “Rationalization Water Use”
and National Council of Women’s TV advertisement about “Rationalization
of Energy Consumption”.

The First TV ad entitled “Waste of natural resources is the main cause of
environmental disasters such as climate change”, which took place within 1
minute 07 seconds, provided a main message of encouraging viewers to take
responsibility for protecting the environment by making small changes in
their daily lives, such as reducing water use. It emphasizes that the Earth is
our home and we need to take care of it for ourselves and future generations.
Through the use of visual elements, the ad features a variety of natural
landscapes of resulting natural disasters from the home misuse of water in
addition to a variety of shot sizes featuring water waste. It also shows people
in their daily lives engaging in various activities. The ad highlights the impact
of these actions on the environment, such as pollution and waste. The ad
depended on celebrities’ endorsement in its narrative which was made with a
voice-over of the renounced Egyptian Anchor Esaad Younes. Meanwhile, the
ad begins with a happy family setting, the narrative then highlights the
negative impact that human activities have on the environment, through water
waste. The ad then encourages viewers to take small steps to protect the
environment, such as mending dripping taps. It ends with the message that
small changes can make a big difference in preserving the planet for future
generations. In terms of the tone, the ad has a serious and urgent tone,
emphasizing the importance of taking action to protect the environment.
However, it also has a hopeful tone, emphasizing that small changes can
make a difference and that collaborative work can protect the planet. With
regard to the target audience, the ad appears to be targeted at a general
audience, to raise awareness about environmental issues and encourage
individuals to take action to protect the planet.

In terms of the used frames, the ad used the crisis frame in portraying the
potential natural crisis that could take place as a result of human negligence
to the importance of sustaining natural resources. Moreover, the ad used the
call-to-action frame in encouraging the audience to change their behaviors
and attitudes toward potential environmental threats.

Overall, the ad represents a powerful call to action for viewers to take
responsibility for protecting the environment and making small changes in
their daily lives to contribute to a more sustainable future.
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The Second ad about “Rationalization of Water Use”, with a duration of 55
seconds, posed a main message highlighting that the ad aims to raise
awareness about the importance of water conservation in Egypt. It
emphasizes the role of individuals and communities in preserving water
resources for future generations. The ad features a variety of visuals,
including shots of waterfalls, rivers, and dams. It also shows people of
different ages using water in their daily lives, such as washing dishes,
cooking, and showering. The visuals also include people wasting water, such
as leaving the tap running while brushing their teeth or watering the lawn
during the day. The narrative, which also focused on the endorsement
element as the voice-over was made by the Egyptian actress Nelly Kareem,
emphasizes the importance of water conservation, where the narrator explains
that Egypt is facing a water crisis and that individuals and communities need
to take action to preserve water resources. The narration also provides tips on
how to conserve water, such as fixing leaky taps and using water-efficient
appliances. The tone of the ad is serious and urgent, as it emphasizes the
importance of water conservation in Egypt and the need for individuals and
communities to take immediate action to preserve water resources for future
generations. The used music also adopted a slow, contemplative instrumental
track that reinforces the serious tone of the message. Accordingly, The
visuals and narration worked together to convey the severity of the water
crisis in Egypt and the potential consequences of not taking action, while the
audio and musical elements reinforced the serious tone of the message.

In terms of the used frames to present the awareness of natural resources in
this ad, it was found that the ad used the crisis frame in framing the issue of
water conservation in Egypt as a crisis, emphasizing the urgent need for
action to preserve water resources for future generations, the individual
responsibility frame in framing water conservation as a responsibility of
individuals and communities, future-oriented frame in framing the issue of
water conservation as a concern for future generations. It emphasizes the
need to preserve water resources for the future and encourages individuals
and communities to take action to ensure the availability of water for future
generations as well as the environmental conservation frame in framing the
issue of water conservation as an environmental issue, emphasizing the
importance of preserving natural resources and protecting the environment
through the visuals of waterfalls, rivers, and dams highlight the beauty of
natural environments and the need to protect them.

Overall, the ad effectively communicated the importance of water
conservation in Egypt and provides practical tips for individuals and
communities to take action. The visuals and narration worked together to
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emphasize the urgent need for action to preserve water resources for future
generations.

The third TV ad entitled “Rationalization of Energy Consumption”, which
took place in 50 seconds, had a main message of focusing on promoting the
usage of renewable energy and highlighting its benefits. The visuals of the ad
mainly depended on indoor scenes of unplugging electricity sockets through
a variety of shot sizes. The ad used emotional appeal to evoke a sense of
responsibility and motivation in viewers. The narrative of the voice-over
emphasized the need to act now to protect the planet for future generations,
which can create a sense of urgency and responsibility in the viewer.
Additionally, the ad used statistics and facts to support the benefits of
renewable energy, such as its cost-effectiveness, sustainability, and its
positive impact on the environment. The ad was also characterized by
informativeness where it provided information on the availability of
renewable energy options and their accessibility to the general public, making
it informative for those interested in making the switch to renewable energy.
The tone of the ad is positive, informative, and inspiring. It promotes the
usage of renewable energy and highlights its benefits in a motivating and
engaging way, without using fear or negative emotions to evoke a response
from the viewer. The ad uses a calm and reassuring tone to convey its
message, while also emphasizing the importance of taking action now to
protect the environment for future generations. The ad ended with a call to
action, encouraging viewers to take action by switching to renewable energy
sources, and promoting the idea that individual actions can make a difference
in preserving the environment.

As per the used frames, the ad depended on numerous frames to present its
message where the environmental conservation frame highlighted the
importance of protecting the environment, specifically through the use of
renewable energy sources while the sustainable development frame was used
to emphasize the idea of sustainable development, highlighting the potential
for renewable energy sources to provide cost-effective and reliable energy
while reducing carbon emissions. Furthermore, public awareness and
education frame was used to educate and inform viewers about the benefits of
renewable energy sources and encourage them to take action toward a more
sustainable future and energy independence frame was used through the ad’s
suggestion that renewable energy sources can help reduce dependence on
foreign oil and promote energy independence. Additionally, the positive
future frame was used to present a positive vision of the future, emphasizing
the potential for renewable energy sources to create a cleaner, greener, and
more sustainable world.
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Overall, the ad narrative mainly depended on information provision and
presented a positive tone regarding the actions that could be taken to sustain
energy resources. Furthermore, the dependency on rich visual elements
enriched the message’s content presented in the ad.

To conclude, the 3 ads covered seemingly different aspects of environmental
resource waste and the urge to sustain their use. However, the content of all
the analyzed samples intersected in presenting the appeal of urgency in
individualistic actions and the dependency on informativeness in presenting
the current phase of environmental crises.

In relation to the literature review, the content analysis findings confirm that
water tops the most approached topics in promoting sustainable natural
resources. However, it contradicts the literature reviews in terms of the used
frames in presenting water conservation-promoting content. While the frames
were argued to be different in the literature review, they seem to complement
each other in the content analysis of the current study.

In light of the framing theory, the analyzed content revealed dependency on a
variety of frames in the TV ads promoting the sustainability of natural
resources. These frames included the future-oriented frame, the crisis frame,
the environmental conservation frame, the call-to-action frame and the
sustainable development frame.

About the research questions, the TV ads that promoted the sustainability of
natural resources were those produced by governmental and official
organizations, such as the Egyptian presidency in the case “Ethadar Lel
Akhdar” campaign and the National Council for Women in the case of the
campaign of rationalization water and energy consumption. The main
messages of the TV ads under study revolved around the dimensions of
taking responsibility for environmental issues, raising awareness of the
importance of water conservation and promoting the sustainable use of
natural resources. The narratives used highlighted the negative impacts of
human activities on the planet and the need for immediate action. Also, the
tone focused on giving a sense of urgency combined with emotional appeal.
The used frames were mainly revolving around environmental conservation
and sustainability in addition to crisis and future-oriented frames.
Recommendations:

Based on the findings of the survey and content analysis, the following
recommendations can be made for future research and practice:

1. Increase the frequency of airing environmental TV ads: The study
found that the frequency of airing environmental TV ads on Egyptian
channels is still rare compared to other types of promotional content.
Increasing the frequency of such ads can help raise awareness about
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environmental issues and sustainable natural resources among TV
viewers.

Diversify promotional content on TV: The study revealed that the
presidential campaign “Ethadar Lel Akhdar” was the most watched
environmental TV ad among respondents. It is important to diversify
the types of environmental ads aired on TV to cover a wider range of
topics and issues related to natural resources.

Focus on the creative sound and visual effects: The study found that
creative sound and visual effects were the most influential factor for
respondents in determining the appeal of TV ads. Future TV ads
promoting natural resources should invest in creative and visually
appealing content to capture viewers’ attention and enhance their
engagement.

Utilize new media platforms: The study found that new media
platforms, such as social media and online platforms, were perceived
as more effective in providing information about natural resources
compared to TV. Therefore, incorporating new media platforms in
environmental awareness campaigns can be beneficial in reaching a
wider audience.

Consider targeting specific demographic groups: The study found that
female youth represented the most affected demographic group by TV
ads promoting natural resources. Future research and practice should
consider targeting specific demographic groups, such as youth,
women, and different income levels, to tailor environmental
awareness campaigns to their specific needs and interests.

Consider multi-channel approach: While the study found that TV ads
were not directly correlated with increased awareness or attitude-
change effects, it is important to consider a multi-channel approach in
environmental awareness campaigns. Combining TV ads with other
media channels, such as social media, newspapers, and radio, can
potentially have a greater impact on raising awareness about natural
resources.

Conduct further research: The study revealed some contradictory
findings compared to the existing literature, suggesting the need for
further research to better understand the relationship between TV ads
and environmental awareness. Future research could explore other
variables, such as viewers’ perceptions of environmental ads, their
attitudes and behaviors towards natural resources, and the impact of
different types of TV ads on viewers’ awareness and behaviour
change.
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8. Enhance measurement of environmental awareness: The study used
self-reported measures of environmental awareness, which may have
limitations in accurately capturing viewers’ actual awareness levels.
Future research could use objective measures, such as behavioural
observations or content analysis, to better assess the impact of TV ads
on environmental awareness.

9. Consider long-term effects: The study focused on the short-term
effects of TV ads on environmental awareness. Future research could
investigate the long-term effects of TV ads on viewers’ attitudes,
behaviours, and knowledge related to natural resources to assess the
sustained impact of these ads over time.

10. Collaborate with experts and celebrities: The study found that
dependency on celebrities’ endorsements was perceived as an
effective means to reach the audience. Collaborating with experts and
celebrities in environmental awareness campaigns can help increase
the credibility and impact of TV ads, and enhance viewers’
engagement and motivation to adopt pro-environmental behaviours.

Overall, these recommendations can help improve the effectiveness of TV
ads in promoting natural resources and raising awareness about
environmental issues among viewers. It is important to consider a multi-
faceted approach, utilizing different media channels, targeting specific
demographic groups, and incorporating creative content to enhance the
impact of environmental awareness campaigns. Further research and
collaboration with experts and celebrities can also contribute to the
effectiveness of TV ads in promoting natural resources and fostering
sustainable behaviours among viewers.
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