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Abstract 

 

 Cellcard Company is one of the largest telecommunications companies in Cambodia. They 

have spent millions of dollars on advertising and try to persuade consumers to choose them 

for their program offerings. Therefore, we wanted to investigate the persuasive strategies that 

are used in Cellcard’s video commercials and determine how they affected the public in terms 

of beliefs and attitudes. Based on those findings, we wanted to create a commercial script that 

could be developed to further influence the public. To answer our research question, we 

sampled 150 people and gave them a questionnaire and analyzed their results. We divided the 

respondents into three groups, based on how familiar they were with Cellcard’s commercials 

and found that pathos was used in all seven Cellcard advertisements. Overall, the respondents 

rated the commercials overwhelmingly positive in terms of both attitudes and beliefs.  

 

I. Introduction 

1. Background of the Study  

One of the key indicators to make each business successfully run is the ability to advertise the business. 

Advertising is not a new strategy to build a target market. Advertisements, in fact, have appeared since 

3000 BC in the form of inscriptions, which became a very popular channel to tell how a particular business 

served the market (Unknown, 2009), (Dean, 2010), (Fresbey, 2000), and (Fox, 2011). Since then, the 

evolution of advertisements has been a nonstop process. Most recently, advertising agencies and companies 

have been good at creating memorable advertisements to persuade customers to engage and purchase the 

products or services. However, despite all the documented changes of advertisements all over the globe, 

there has been little discussed about Cambodia.  

 

According to the Phnom Penh Post, “Cambodian businesses spent three times more on advertising in 2013 

than they did 10 years ago…” (Kunmakara, 2013). The growth of advertisements was due to the increase 

of SMEs and the peaceful condition of the country itself. The same source notes that telecoms were the 

biggest spenders, but for the last three years, they have been overtaken by beverages, including soft drinks 

and alcohol, also consumer goods (Kunmakara, 2013).  

 

In 2013, about 96 percent of Cambodian citizens owned a TV set, which is the reason why television 

dominated the media industry since most of the people were able to reach advertisements through their TV. 

More or less, each firm had to promote their company as well as their products to people by TV advertising 

and by using billboards, banners, radio, newspapers, and magazines, but 50% of customers were reached 

by their TVs in Cambodia (Kunmakara, 2013). Another article in the Phnom Penh Post argued that 

“…monitors advertising spending for TV and print (but not radio), $105.4 million was spent on advertising 

in 2012, compared with $101.6 million in 2011 and $75.6 million in 2010.”, based on Media Adex data by 

Indochina Research as citied by (Renenbrink, 2013).  

 

The above facts though do not illustrate how significant TV advertisements were for companies to become 

closer to their customers by offering promotions or new products for Cambodian citizens. Cellcard 

Company was one company that depended on TV advertisements to inform their customers about 

promotions and information in general.  



 

Not surprisingly, Cellcard Company, a member of the Royal Group Company, is generally known as a 

large, leading, and fully-integrated communication company who provide a full range of mobile 

communications and entertainment services for consumer and corporate markets (Cellcard Company, 

2017). They offer some innovative services including voice, messaging, international roaming services, 

wire-less broadband, and value-added services (Cellcard Company, 2017).  

 

As a matter a fact, Cellcard is a trademark of CamGSM Co. Ltd, a corporation duly established in 1996 as 

a joint venture between the Luxembourg-based Millicom International Cellular S.A. and Cambodia’s Royal 

Group of Companies, and then, the Royal Group of Companies took over the ownership on November 

2009. Cellcard Company has served their customers for twenty years since they launched in 1998. By 

understanding the customers’ needs and highly committing to serve the users, their company’s reputation 

is well known:  

 

“Cellcard has finally become Cambodia’s standard for quality, value and customer 

service, and continues to be vigilant in developing new ways to support and enhance the 

way its customers communicate through regular network upgrades, continuous 

development of plan/ product ranges to address emerging customer needs, and putting 

an emphasis on consistent, responsive and professional customer care (Cellcard 

Company, 2017).” 

 

In terms of promoting their products, Cellcard normally uses TV advertisements, SMS advertisements, 

YouTube, and others kinds of social media (Cellcard Company, 2017). In such advertisements, Cellcard 

Company is very good at creating interesting advertisements to make the audiences pay attention, especially 

the youths. Ian Watson, Cellcard CEO, said that “The 2016 Cellcard Brand Campaign is dedicated to the 

young, passionate, expressive generation of Cambodia, who aspire to do more … encourage and inspire 

Cambodia’s youth to not just follow their dream, but to dream big, to take on the challenge…” (Cellcard 

Company, 2016). In accordance to his remarks, it can be concluded that Cellcard works hard to inspire 

Cambodian youths to do what they dream about and even go further than what they wanted to through 

campaigns and advertisements. 

 

Each commercial of Cellcard usually focuses on youth and what the gain from Cellcard’s services in order 

to enjoy their lives and contribute to others. In short, Cellcard persuades their customers to change their 

attitudes, beliefs, and value creation in their advertisements.  In conclusion, advertisements have evolved 

and gone through a long journey to today. They are effective and efficient strategies to bring companies 

closer to their customers and influence them in many ways.  

 

1. Statement of the Problem and Hypotheses  

The main aim of this study is to analyze the persuasive strategies used in Cellcard’s commercials to 

influence its public. Specifically, it shall seek to answer the following questions: 

1. What persuasive strategies are used in Cellcard’s video commercials? 

2. How did the video commercials affect the public in terms of beliefs and attitudes? 

3. What video commercial scripts can be developed to further influence Cellcard’s public?  

 

 

 

 

 

 

 

 



2. Paradigm 

 

3. Theoretical/Conceptual Framework 

This study discussed the approaches to persuasion, as mentioned by Relph Tench & Liz Yeomans, 2009. 

This approach was about the usage of semiotics, or symbols and texts in the messages that are decoded by 

message receivers. The belief approach seeks to understand how each person believes in something and 

how effective and tactful persuasion can remove each personal belief. Finally, reasoned action theory and 

cognitive dissonance theory were also selected to give the clues on how the attitudes of customers was 

exchangeable after being persuaded by the influential advertisements. 

 

4. Semiotics 

The theory of semiotics was introduced by a Swiss linguist, Ferdinand de Saussure (1857-1913) as cited by 

Relph Tench and Liz Yeomans (2009) and Daniel Chandler (2017). The semiotics approach concentrates 

on what receivers, the customers, perceive once they are informed about something. What the sender, the 

company, originally wanted audiences to understand what they were trying to persuade through 

communications toward each other was not important since the customers formed their own meaning based 

on their semiotics (Chandler, 2017). It is mostly related to the messages decoded by the customers due to 

the sender’s messages, and the customers’ interpretation might not be consistently be what the company 

refers to.  

 

This approach was divided into other four sub-divisions such as: denotative meaning, connotative meaning, 

ambiguous meaning, and polysomic meaning. The denotative meaning refers to the literal meaning as what 

the dictionary states. Simply, it means that the customers were able to decode the received messages into 

the literal meaning without any interference of noises.   

 

Then connotative meaning focuses on internal associations both of customers and the company to the 

message itself.  Ambiguous meaning refers to the multiple meanings of one word. As noticed, when the 

customers try to decode the message, they come up with many distinguishable meanings which make it 

more difficult to take the specific meaning of what the company really wants them to know. Last but not 

least, polysomic meaning relates to the various understanding based on cultural differences. Hence, this 

approach seeks the ways how customers use those sub-approaches to create their own meaning from the 

company’s messages.  
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5. Belief approach 

Roka Rokeach (1960), the author of “The Open and Closed Mind,” demonstrated that people’s beliefs were 

divided into two elements: central and peripheral beliefs (Relph Tench & Liz Yeomans, 2009). For central 

beliefs, these people were easily persuaded, and this was further divided into two aspects—beliefs by 

everyone and beliefs held by the personal. For peripheral beliefs, these people are not easily influenced, 

which is why companies must work even harder to make this group of customers interested in their products 

(Rokeach, 1960). Therefore, most companies analyze the differences in those two models of beliefs, and 

then determine how to make the group of customers with peripheral beliefs become their customer base.  

 

6. Reasoned action theory  

Fishbein and Azjen (1980) stated that reasoned action theory clearly examines the connection of attitude 

and behavior and the possibility to change, as cited in Relph Tench & Liz Yeomans, 2009. The simplest 

meaning of this strategy was that customers are evaluated on something based on other’s point of view and 

their stands. After that, customers formed a specific attitude in response to this comparison. If the company 

happened to understand this concept, they were likely to succeed in their advertisements because they 

influenced the thoughts of the customers by indicating new ideas to the customers.  

 

When the customers were being informed about something, they addressed the cases, and then they 

compromised their attitudes and beliefs to the trends. This was the reason how reasoned action of the 

customers sometimes encouraged them to change their attitudes and beliefs, once they had already 

compared what them to what they had known. They then decided to take action by having a strong reasoning 

to support their stands.  

 

7. Cognitive dissonance theory 

Cognitive dissonance theory, founded by Leon Festinger, a psychologist in 1957, revealed about the 

inconsistency of other’s thoughts compared to the customers themselves (McMillan, 2017) and (Louisa C. 

et al., 2007). When customers were informed to change their behavior and their views, they would rather 

adjust their thoughts to fix their behavior (Relph Tench & Liz Yeomans, 2009). It resulted in people 

responding in the way they were, meaning that the messages of the companies do not affect them because 

they just listened for a while and were about to change their ideas about the subject, but they did nothing to 

change their behavior. Herein, the cognitive dissonance theory was the disagreement of others thoughts 

comparing to an individual person.  

 

II. Literature Review 

Many of the previous researchers, especially business people, have spent a lot of time to do more research 

to seek the appropriate strategy to use for their advertisements in order to persuade customers to buy their 

products. Sometimes, the advertisements did not aim to advertise what customers recently wanted or 

needed, but at least the customers could identify what type of product or service was advertised 

(Westhuizen, 2017). More or less, customers might remember the brand of the products while they were 

watching the advertisement so that when they wanted to purchase the product or find the service, they could 

access it easily and quickly.  

 

Persuasion in the business world via advertising did not merely make it convenient for customers to order 

products, but it was more likely related to convince them to purchase something that they may need in the 

future (Westhuizen, 2017). To write a successful script, advertisers should think of AIDA principles: 

attention, interest, desire, and action. By using these guidelines, the advertisement’s designers could come 

up with many brilliant concepts to convince customers to choose their products. This principle allows the 

customers to become interested, increase their desire, and act to get the products for utilization (Westhuizen, 

2017). This particular researcher also added two other guidelines to writing a persuasive script.  

 



The first guideline was to think of the audience (Westhuizen, 2017). Every single advertisement should 

always analyze the focused group of customers that the products are geared to. Once he or she has defined 

the target customer, he or she can choose the suitable language to use, as different groups of people have 

different kinds of advertisement methods that attract them. Second, the persuasive methods have to include 

supporting evidence to make customers strongly believe in the products. Many customers would not easily 

trust a product without any proof. Thus, evidence gives the products more credibility and accountability for 

people to purchase. The researcher clearly mentioned that the more people receive information overloaded, 

the more they should seek for the future alternatives or facts rather than depending on the firms descriptive 

about the products.  

 

Additionally, Westhuizen (2017) provided other four tricks when writing a persuasive product 

advertisement since the above suggestions were unable to make the competed sense of persuasive 

advertisement to evoke customer’s attitudes and beliefs for themselves. There are as follows:  

 

   1. Making a bold claim or statement. This encourages the firm to be confident in want they did or launched 

to the public. If the messages sound confident, consumers tend to trust the promoted products and services.   

   2. Hiring an expert or a celebrity to market the products or services. This strategy attracts his or her fans 

and the celebrity would become the reference for those products. Business could hire these celebrities in 

order to increase sales, and this become known as endorsements in the world of advertising.  

   3. Using statistics and facts. The use of numbers informs customers about something and creates a strong 

sense of truthfulness.  

   4. Trying to connect with customers. It is about CRM (Customer Relations Management). Companies or 

departments could easily engage the customers’ needs and wants. Then the message of advertising 

emotionally affects them to believe that they used those products are good.  

 

Another researcher argued other ten ways to create persuasive messages via advertisements, namely scare 

tactics, promising happiness, attacking social standing, limiting availability, becoming friends with 

company, creating positive associations, making customers laugh, humanizing things and animals, 

employing reverse psychology, and using sex and provocative imagery (Suggett, 2016).  

 

   1. Scare tactics: This method is to make people fear their security, personal safety, health, and so on. The 

idea was that bad things would probably happen to them if they did not have this product or service (Suggett, 

2016).   

   2. Promising happiness: It meant that after purchasing the product, the product itself would help customer 

feel better or safe.  

   3. Attacking a firm’s social standing: From this point of view, it just warned to the firm itself to be 

sensitive and understand the market trends. In other words, the launching advertisements tried to give the 

clues to the public about what is going on in the society, and they, at least, should keep themselves updated 

every movement of the society.  

   4. Limited availability: The main point of the message is to inform customers about the limitation of the 

products for their advertisement period. This strategy worked very well for Nike. Generally speaking, when 

customers notice that products were limited, they are emotionally inspired to buy them, which is why they 

sometimes break sales records.  

   5. Becoming friends with customers: Once the customers become loyal, it benefits the firms. The firms 

need to act friendly to them to make them feel comfortable and work on their relationship’s longevity. This 

plays with CRM concepts.  

   6. Creating positive associations: The same researcher, Suggett (2016) and Hudgins (2016), stated that a 

company has to be careful while selecting the celebrities to be their product’s model. The company needs 

too critically discuss and think of the reputation of the celebrities’ candidates and their product, and ensure 

it meets their customers’ interest.  



   7. Making customers laugh: Video commercials that make customers laugh are good because they reveal 

positive emotions toward the organization. Whenever the advertisement can make customers happy, there 

is a better chance that the customers remember what the products are for and they’re more likely to use 

them in the future.   

   8. Humanizing things and animals: To make the advertisements became alive, the advertising producer’s 

team should consider using a mix of animals and models in the advertisement.   

   9. Employing reverse psychology: This strategy means that the product itself shall not be named in a 

certain way. Sometimes customers do not want to be dominated on what they should think or do so the 

company employs reverse psychology to think of different ways to sell the products.  

   10. Using sex and provocative imagery: This method can attract more attention for customers.   

 

Hence, there are ten strategies to create or design persuasive advertisements for attracting the customers on 

the specific products. In addition, other researchers argue that there were other four models to produce 

persuasive messages in the advertisement for keeping customers’ attention on the persuasive messages of 

trust, logic, emotion, and tactics (Boykin, 2017; Cornelius, 2017; and NCTE, 2009).  

 

They mention that “the "trusted authority" character has been ubiquitous in advertising since the dawn of 

television. It means that the promoted products should have an expert who specializes in that field to prove 

that the particular product is really useful. The persuasive messages by the advertisement alone does not 

greatly affect the customers, but if experts commonly agree on something, the customers trust them and 

want to try it too. (Kenechukwu S. A, & et al, 2013). This is the power of expertise. Similarly, firms can 

choose celebrities and other noteworthy people to advertise the product, and consumers will no longer 

wonder about the quality of the products. They are likely to accept and trust them. However, some 

customers are not easily influenced by celebrity or experts but they may believe other points of view. As a 

result, the company needs to figure out the best way to build trust.  

 

As commented by same researchers, adverting producers should focus on logical areas such as hard data, 

research results, facts and figures as evidence (Boykin, 2017), (Cornelius, 2017), and (NCTE, 2009). The 

logical data builds trust for the consumers. Additionally, the adverting producers use emotional appeals to 

customers. Emotional appeal found in advertising today often involves at least one of the emotions Aristotle 

described years ago (Boykin, 2017), (Cornelius, 2017), (NCTE, 2009) and (Kenechukwu S. A, & et al, 

2013). This strategy tends to use the emotional connections between products to the customers. The 

persuasion by emotional strategy within ads can be captured by the emotions of anger, love, joy, fear, 

confidence, guilt, benevolence, pity, envy, and emulation (Boykin, 2017).  

 

Moreover, for persuasion tactics, companies need to provide additional information to the public via the 

company’s website, blog, or other types of sources. This helps create a sense of the company’s specialties. 

When the customer accesses the website, they can learn about the company, products, and other promotions. 

The basic idea is not about selling the products but letting the customers know what the product actually is 

(Kenechukwu S. A, & et al, 2013).  This strategy was more likely to be relevant with bandwagon appeal, 

humor and product comparisons (Boykin, 2017 and Hudgins, 2016). 

  

In addition to Boykin’s recommendations, another author said that the persuasive advertisement should add 

on other three approaches to create such great advertisement to convey the customers, namely repetition, 

claims, and promotions (Hudgins, 2016).  

 

For repetition, this is a simple technique that mentions the product’s or company’s name more than one 

time in the advertisement. By doing so, the customers become aware of the company’s reputation as well 

as what the company was about. That was not the most appreciated approach to ensure that customers will 

remember them. Some advertising companies have realized that using a combination of sign and sound is 



the best way to make customers remember them; that is why, not only in TV ads, but also in other 

advertisement channels, commercials repeat the name of the product and company.  

 

Furthermore, each video commercial always claims about the benefits of the products. For instance, how 

the product or service helped the focused group of customers, including informing, educating and 

developing expectations (Hudgins, 2016). It always uses facts to compare itself to others.  

 

For another approach of Hudgins (2016) was to depend on the promotions which means that the company 

can offer coupons, sweepstakes, games with prizes and gifts. Once the customer is offered something, they 

might feel good about the company and want to come back to the business again. Of course, that was the 

game of give and take. The company used it as the periodical promotion offering so that it reminded the 

customers to be the first one in the row for getting any rewards or extra discount, for example. This approach 

was the most successful one since the customers were unconsciously inspired to purchase more because of 

the promotion; later on, when they realize that the quality of the product was good, they searched and 

bought the product, and then it automatically became the customer base of the company.  

 

To sum up, all the mentioned strategies are the most important approaches to be used for establishing 

persuasive advertisement to lobby customers to engage with the products, and then they were likely to 

change their attitudes, beliefs, and values. Persuasive advertisements are about selling products, but the 

unspoken concept was to make customers alternatively change how they currently reacted to, believed in, 

and valued the products.  

 

III. Design and Methodology 

1. Research Design and Methodology 

To make this research became more creditable and reliable, both a qualitative and quantitative research 

approach was used. In short, the aim of this research methodology was to seek information from the focused 

participants by asking closed questions, answering only yes or no on the surveying topic. As known, closed 

questions normally leaded the responders to what the researcher wanted them to answer only, if they had 

never experienced as the asked question, they just rejected or say no.   

 

This methodology was used because the researchers wanted to shape the way of how the participants can 

answer; it was about the draft or set the direction from them to move on. No matter what they responded, 

their answers were the sensitive variance to be considered on the proved topic. Importantly, it was useful 

since the researchers can save time for both researchers and responders. At the end of the day, researchers 

summed up all answers, and then they classified those data into any measurements and make decisions or 

conclusions to the research based on data; for example, frequency, model, median, and so on. 

 

The respondents of this research were randomly selected based on purposive random sampling technique, 

called nonprobability sampling to seek their recommendations and understandings about Cellcard’s 

advertisement to convey their audiences. As argued by some of authors, purposive random sampling 

method was the approach to conduct the survey based on the nonrandom selective population and objective 

of the research since it was done with whom are able to answer or understand about the surveying topic 

because they, at least, were required to have knowledge or experiences with the topic was, and it was known 

as “judgmental, selective, or subjective sampling” (Crossman, 2017),(Ilker Etikan et al., 2015), and  (Neetij 

Rai & Bikash Thap, 2017) 

 

2. Respondents of the Study  

One of the most important aspects to make this study successful was to consider who were chosen to be the 

participants for contributing their ideas to the study. Because this research was about figuring out the 

thoughts of the public toward Cellcard’s video commercials, the public were surveyed through a 

questionnaire, as discussed in the next part of this research.  



 

 Generally speaking, the researchers conducted the survey in public areas in order to ask for the approval 

from the public to fill out the questionnaire. Respondents included students, teachers, workers, employees 

in private companies, and so forth. It meant that it was difficult to identify the population exactly or 

determine their occupations.  

 

According to Cellcard’s website, the total number of Cellcard’s subscribers was 3 million in 2014; this 

research randomly selected only 150 respondents. It was about 0.05 percent of the total subscribers. The 

reason that the researchers decided to survey only 150 respondents was that this was just a small-scale 

research and that had time constraints. If the respondents had used Cellcard’s services, seen Cellcard’s 

video commercial before, or been available to answer the questionnaire, they were selected to be the 

participants of this research. 

   

3. Data Gathering Procedure 

The researchers developed a survey to ask the public about their perceptions, attitudes, and beliefs toward 

Cellcard’s video commercials. The procedure of the survey was as follows: 

 

Qualitative Research  

1. A survey question was handed out to the public. 

2. The researchers decided to choose the public so that it proved the validity and accuracy of the 

research. 

3. Some survey questions were asked in an open-question context. 

4. The public filled all those survey questions. 

5. The survey results from the public were recorded in order to analyze further. 

6. From the results, Cellcard’s video commercial script was developed at the end of the research. 

 

Quantitative Research 

1. A survey question was handed out to the public. 

2. The researchers chose the public so that it proved the accuracy and validity of the research. 

3. The survey questions were asked in a closed-question context meaning that there were several 

answers for them to pick. 

4. The public answered all those survey questions. 

5. The survey results from the public were also recorded in order to be analyze further. 

6. From the results, Cellcard’s video commercial script was developed at the end of the research. 

 

4. Treatment of Data   

The data gathered would be classified, tallied, and reviewed. The result of the survey from those classes 

will be compared that would lead to the development of a video advertisement scrip. 

 

IV. Presentation, Analysis, and Interpretation of Data 

As mentioned previously in chapter one, there were three important statements to investigate for this 

research by selectively looking at seven video commercials of Cellcard in order to analyze their persuasive 

strategies, including logos, ethos, and pathos, analyzing the data gathering from the public’s survey, and 

producing a video commercial script for developing further influence to the public. This chapter will discuss 

and interpret each statement by analyzing the seven commercials.  

 

 

 

 

 



1. Videos commercials’ descriptions 

Table 1: Big love’s description 

Commercials’ 

Description 

Ethos Logos Pathos 

BIG LOVE  Visually straight facts and 

statistical evidence 

Positive emotion 

 

One guy was trying to surprise his girlfriend but he got stuck in a traffic jam. Therefore, he texted and told 

his friends (who were also planning the surprise with him) that he would be late. His friends later came to 

direct the traffic so that the guy went to surprise his girlfriend on time without letting her wait too long. 

This commercial had only Logos and Pathos. For Logos, there were some uses of visually straight facts and 

statistical evidence in that if you subscribed to the program, subscribers got the amount of money that was 

shown on the screen. As for Pathos, it showed positive emotion that subscribers could get through hard 

times with help from friends. 

 

 

 

Table 2: Osja Xchange’s description 

Commercials’ 

Description 

Ethos Logos Pathos 

Osja Xchange Strengthening their 

credibility by 

providing incentives  

Statistical evidences Comedic act to show 

a sense of happiness 

 

Two call center agents described the many benefits of using the Osja Xchange from $1 to $100. This 

commercial used Ethos, Logos, and Pathos. For Ethos, they encouraged customers to try it first instead of 

listening to their words. Moreover, by trying it for the first time, new subscribers got $100 for free, meaning 

that they had $200 instead of $100 which was used to call within the network and was valid for 14 days 

which was 7 days more than the existing subscribers. For Logos, there was the use of statistical evidence 

in their explanation as well as there was a visual support that popped up on the screen whenever they were 

talking on that point. As for Pathos, the video commercial showed two people having fun by playfully push 

each other around to take turn explaining the benefits of the program.  

 

Table 3: Description of how to change into 4G LTE on your phone   

Commercials’ 

Description 

Ethos Logos Pathos 

How to change into 

4G LTE on your 

phone 

Celebrity’s 

endorsement 

Straight 

evidence 

Fun vibes 

 

A Cellcard expert adviser was explaining what to do in order to change from 3G into 4G LTE. For Ethos, 

the video was trying to attract the attention of the audience to keep on watching and listening by using a 

freelance model to explain about the change. For Logos, the video commercial provided some straight 

evidence by showing the audience exactly what to do and what to press. For Pathos, the commercial tried 

to instill a sense of happiness by incorporating happy and fun music in the background. The adviser was 

also explaining things in a very happily way by keeping a decent smile most of the time. 

 

 

 

 



 

 

Table 4: Cellcard Super 4G’s Description 

Commercials’ Description Ethos Logos Pathos 

Cellcard Super 4G Using a reliable expert to 

strengthen credibility 

 Romantic background 

song 

 

It was a video commercial which showed that Cellcard was the fastest internet provider in Cambodia. For 

Ethos, it tried to show that Cellcard was the biggest and fastest internet provider in Cambodia according to 

a reliable expert Speedtest Awards. For Pathos, it tried to romanticize the audience by providing a romantic 

background song to make audiences feel a sense of belonging to it. There was no Logos in this commercial.  

 

Table 5: Riel Deal’s Description 

Commercials’ 

Description 

Ethos Logos Pathos 

Riel Deal Celebrity’s 

endorsement 

Statistical evidences Talk in humorous tone 

and acting stupidly 

 

One celebrity explained the Riel Deal exchange which was an exchange from 1000Riels to 1GB. 1000Riels 

= 25cents. Therefore, with 25cents, subscribers got 1GB worth of internet use. There was the use of all 

three in this commercial. For Ethos, they used a famous comedian to endorse the use of this program. For 

Logos, there was the use of statistical evidence in terms of visual support. By paying 25cents, subscribers 

actually received 1GB for internet use. As for Pathos, the commercial tried to convey a sense of happiness 

by having the celebrity talk in a very humorous tone as well as acting comically. 

 

Table 6: iNET Plan’s Description 

Commercials’ 

Description 

Ethos Logos Pathos 

iNET Plan  Visual evidences Positive emotion and 

fun vibes 

It showed a group of teenagers living life more happily and connected through all sorts of social media 

platforms. There was the use of Logos and Pathos. For Logos, It showed texts of what to do in order to 

subscribe to the plan. As for Pathos, it showed a group of teenagers having fun while using the plan. 

 

Table 7:  Cellcard Niyeay’s Description 

Commercials’ 

Description 

Ethos Logos Pathos 

Cellcard Niyeay  Logical reason Emotional roller 

coaster 

 

A son calls and tells his mother that he could not go to homeland and celebrate Khmer New Year with his 

mother. Thankfully, through Cellcard Niyeay, he still talked with his mother on the phone for a much longer 

time at a low cost. There was the use of Logos and Pathos. For Logos, it tended to provide a logical reason 

of the plan because by using it people who talked to their love ones for a longer period of time no matter 

where they were in the country. As for Pathos, at first, it showed a sense of sadness by not being able to be 

together in the New Year time. Later on, through using the program, there was a sense of relief and heart-

warm feeling. 

 



2. Data interpretation 

The data gathered by the respondents were divided into three groups based on a few requirements. Some 

of the respondents were able recall only one Cellcard videos and were thus placed in Group 1. Each group 

was analyzed using the same format.   

 

Group 1 

 As mentioned above, this group had members who were able to describe only one video 

commercial from Cellcard. That means that before asking them to take the survey, the researchers had 

already asked them whether they really matched the requirements of the survey. However, when they came 

to see the next page of the survey, they said that they could not remember the name and what the 

commercials were about. However, here are still some of their information.  

 

 

Figure 1:  Respondents’ Age: Group 1 

Group one had eleven respondents, 7 of whom were male. This is equal to 7.3% of the overall respondents. 

Most respondents were in their 20s but there were 3 people who were 22, two people who were 18 and 26 

respectively, and the rest only had one respondent per age.  

 

Figure 2: Respondents’ Demographic: Group 1 



Figure 2 shows about the various demographics of the respondents such as their marital status, educational 

background, whether they are Cellcard subscribers, and if they had seen the video commercials by Cellcard. 

It clearly shows that among 11 respondents there was only one respondent who was already married. 

Additionally, 10 out of 11 persons have enrolled or studied at the university, but there was only one 

respondent who was only studying at high school.  

Of course, some of them were not Cellcard subscribers, as the expected in this study, but they had seen the 

video commercials of Cellcard. The only two commercials they knew were Big Love and Cellcard Xchange 

as seen in Figure 3, with Big Love by far being the most popular.  

 

 

Figure 3: The Seen Video Commercial: Group 1 

Group 2 

Group 2 was the group of respondents who were able to describe two types of video commercials. We 

analyzed the data the same as Group 1. Group 2 was the smallest of the three groups, with only 9 

respondents, or 6% of the total respondents. Only two of the nine respondents were female. Figure 4 shows 

the ages of respondents, with three respondents who were 20 years old, and two respondents who were 22 

years old.  

 

Figure 4: Respondents’ Age: Group 2 

According to Figure 5, only 2 respondents among the 9 people were already married. All 9 respondents had 

gone to university and thus were well-educated. The data gathered from them also showed that there were 



only 4 respondents who had used Cellcard’s service or were Cellcard subscribers while the others people 

were using other companies’ services.  

 

 

Figure 5: Respondent’s Demographic: Group 2 

Group 2’s respondents had seen many different types of commercials, namely Big Love, Cellcard Thom 

Thom, Cellcard XG, Cellcard Reward, Cellcard Osja, iNET, and 10K (see Figure 6). It did not mean that 

all of them had seen all those commercials, but each individual respondent just mentioned some similar 

commercials to others; that is why, it totally came up with those seven video commercials. Big Love was 

the most popular commercial of all, followed by iNet and Cellcard Thom Thom. The other commercials 

received one vote each.  

 

 Figure 6: The Seen Video Commercial: Group 2 

 

Group 3 

Group 3 was by far the largest group of respondents, with 130 people. 70 of these were males, and 60 were 

female. The ages ranged from 18-48, with 18 and 25 year olds having 25 people each. The third highest 



frequency were respondents who were 35 years old, and that included 11 people (see Figure 7). This group 

contained many older people than Group 1 and Group 2.  

 

Figure 7: Respondents’ Age: Group 3  

 

Figure 8: Respondents’ Demographic: Group 3 

 

Figure 8 shows the demographic information of the respondents. Among 130 participants, there were 42 

respondents who were married, with 88 people not yet married. Then 90 out of 130 respondents had gone 

through university or were studying at university. Not surprisingly, because this study attempted to focus 

on Cellcard subscribers, there were 85 of the respondents, who were Cellcard users. 62% of the respondents 

had watched more than four video commercials, and 17 percent of them had seen only two video 

commercials.  

 

The respondents’ demographics helped the researchers to understand and make the further projections about 

what they responded in the questionnaire. It was not just important to understand the respondents, but it 

made the researchers realize that the information was important to understand how they thought or reacted 

to the commercials.  



 

That would be very significant to Cellcard because they always wish to target the youth’s market, as argued 

by their CEO. The company must learn about the market or their audience, and what they know about 

Cellcard, for example. Even though Group 3 recognized many video commercials, they were similar to 

what Group 1 and Group 2 already pointed out, such as Big Love, Cellcard 4G, Cellcard XG, Cellcard Riel 

Deal, Cellcard Niyeay, Cellcard Osja, Cellcard Reward, Cellcard Thom Thom, Cellcard Xchange, iNET, 

Net Idol, Donation Charity, Cellcard Plus, and Cellcard Promotion (see Figure 9).  

 

Shortly, there were 14 video commercials given by the respondents, and we will explain and interpret what 

they have chosen and how they affected their beliefs and attitudes after they had seen the commercials.  

 

 

Figure 9: The Seen Video Commercial: Group 3  

This section explains about the chosen video commercials. As seen in Figure 9, Big Love received 113 

remarks, followed by Cellcard XG with 70. Cellcard 4G, Cellcard Riel Deal, Cellcard Niyeay, and Cellcard 

Osja were the next interesting video commercials, and their rankings were quite similar with each other. 

Only Donation Charity, Cellcard Plus, and Cellcard Promotion got only 1 notice for each. There might be 

something behind the senses which leads those video commercials to be recognized differently.  

 

Effects of the video commercials on respondents’ beliefs and attitudes  

To understand the effects of the seen video commercials by the respondents, it was very beneficial to dig 

out what those video commercials really meant for their beliefs and attitudes. Table 1 shows both the 

positive and negative attitudes and ranks the results.  

Table 8:  Respondents’ Attitude  

Attitudes 
Group Positive No Freq. Rank Negative No Freq Rank 

1 

(1=2) 

Attractive 4 2.67% 1 
No 

Response 
3 2% 1 

Want to 

subscribe 
3 2% 2     

Alive 1 0.67% 3     
Total 11=7.33% 

2 

(1=4) 
Attractive 4 2.67% 1 

Not 

interested 
1 0.67% 1 



Want to 

subscribe 
2 1.33% 2     

Funny 1 0.67% 3     

Alive 1 0.67% 3     

Total 9=6% 

3 

(1=6) 

Interesting 25 16.67% 1 Simple 22 14.7% 1 

Attractive 22 14.67% 2 Repeated 15 10.0% 2 

Warmth 19 12.67% 3 Not good 10 6.67% 3 

Unique 10 6.67% 4     

Funny 7 4.75% 5     

Total 130=86.67% 

Total : 150=100% 

 

For Group 1, as mentioned previously, there were only 11 respondents, or just 7.33% of the respondents. 

For positive attitudes, 2.67% of the total respondents (and 4 out of 11 respondents for Group 1), mentioned 

that the videos were attractive. In contrast, three of them did not give any response about their negative 

attitudes. It could be inferred that even though this group could only remember one video, their level of 

positive attitude was higher than a negative one. In other words, it meant that those video commercial was 

really effective to take the audience’s attention rather than being ignored by the audiences. If the audiences 

felt positive the most about any videos, it meant they were likely to become subscribers of Cellcard’s 

company.  

 

Meanwhile, Group 2 only had 9 respondents and contributed only 6% of the total respondents. Not 

surprisingly, even though they could only comment on two video commercials, this group gave good 

responses. Their positive attitude was high, with attractive scoring 2.67% (or 4 out of the 9 respondents 

again), as well as satisfied/wanted to subscribe at 1.33%. Funny and alive got a few other marks. Based on 

this data, it was assumed that the respondents felt good about those videos. At the end of the day, the attitude 

of respondents was likely to be positive rather than the negative reflection about those video commercials 

since there was only one respondent who was not interested in what Cellcard was trying to sell.  

 

Group 3 was the largest group with 130 respondents. 124 of these respondents had a positive attitude 

towards the commercials, with the following numbers: 16.67%, attractive: 14.67%, warmth: 12.67%, 

unique: 6.67%, funny: 4.75%. The data gathered from Group 3 is similar to Group 1 and Group 2 because 

they are all overwhelmingly positive. It meant that the concepts of the videos’ design were already 

influential to the audiences’ heart. At the same time, it proved that the designers of the videos were good at 

capturing strategies or the core concepts to create each video for attracting and evoking audiences’ attitudes 

to be positive. Even though most of the respondents’ attitudes to their seen video commercials of Cellcard 

were mostly positive response, some of them still had some negative comments about those videos as well.  

 

As seen in the table, some of the respondents mention that those videos were simple with 14.67%, repeated 

at 10.00%, and not good at 6.67%. According to these comments, there were points to be improved. It 

shows that some thought that there was an ineffective issue for the audience and they felt that from one 

video to another, nothing had changed as compared to previous ones. Once we understood the respondents’ 

attitudes or feelings about the commercials, we needed to determine their beliefs about those videos as well.  

 

 

 

 

 



Table 9: Respondent’s Beliefs 

Beliefs 
Group Positive No Freq. Rank Negative No. Freq. Rank 

1 

(1=2) 

Good 8 5.33% 1 Do not 

understand 

the video 

1 0.67 1 

 Concise 2 1.33% 1     

Total  11=7.33% 

2 

(1=4) 

Good 3 2% 1 Incomplete 

Video  

3 2% 1 

 Creative  2 1.33%      

 Useful 1 0.67%      

Total 9=6% 

3 

(1=6) 
Reliable 33 22.% 1 Unreliable 

16 10.67

% 

1 

Unique 30 20.00% 2 

Incomplete 

video 

commercial  

7 4.67% 2 

Creative 20 13.33% 3 Repeated 5 3.33% 3 

Expertise 19 12.67% 4     

Total  130=86.67% 

Total :150=100% 

 

For group one, 10 out of 11 responded that the videos were good and concise. It demonstrates that after the 

respondents watched and carefully thought about the video, that though those videos were good or logical 

because there was a smooth flow of information or specific to the core of the video to persuade the audience 

to subscribe to those advertising services. Only one respondent felt confused and didn’t understand the 

video. 

  

For group 2, 6 out of the 9 respondents gave positive beliefs, including good, creative and useful. This 

means that those respondents thought of those videos similarly to Group 1. The producers of those videos 

tried to simplify the message within the videos to ensure that everyone could understand them easily once 

they had watched the video commercials. Three respondents argued that some of the videos seemed 

incomplete, meaning that there was some information missing in the videos. In other words, they felt 

doubtful about the videos so it made them feel uncertain about subscribing to those programs. 

 

Group 3 had higher positive beliefs than the others, due to their size. They remarked that the videos were 

reliable, unique, creative, and had expertise. All of the respondents clearly pointed out that they thought 

Cellcard’s commercials were acceptable because they knew how to design the videos in a special way from 

the others. Last but not least, 102 respondents believed that they were positive, while 28 respondents reacted 

negatively towards those videos. The thought that the videos were unreliable, incomplete, or repetitive. 

Maybe some of those videos failed to give credible information or missed to capture some information for 

the audience, as the respondents failed to fall in love with them. Despite the fact that the designers worked 

hard to differentiate the videos, the core concepts were too similar to previous ones. The commercials want 

to convince the audience to subscribe to the program offerings by Cellcard, but the benefits are duplicated 

with other programs, which is why 28 respondents said that they were repetitive.  

 

3. Respondents’ Comments  

The respondents had several suggestions to give Cellcard. They suggested that Cellcard should help to 

promote Cambodian culture by including those concepts into their video; use Khmer and English language 

in their advertisements to ensure that foreigners also can understand what the video is about; reflect the 

reality of human life rather than relying much on the animation or computer graphics; provide promotions 



for special occasions; run a fair competition campaign to compete with the competitors; find further 

attractive concepts; give discounts for calling other services; and extend their service or signals at others 

provinces, especially at rural areas.  

 

Herein, all the recommendations of the respondents seem to be good clues for Cellcard to consider because 

it was a part of its market to understand about the needs of the customers. It would be good if Cellcard 

could handle these suggestions because the public would feel that their voice was heard. It simply means 

that what they want was addressed and fulfilled for them. The most important thing was that listening to 

customers or the public is a brilliant way to increase the public reputation or even sales of a company. 

 

After researching and analyzing several commercials from Cellcard and reviewing the responses from the 

questionnaire, the researchers created a script that could be used (see Table 4).  

 

Table 10: Script Creation 

Video Audio 

Camera pans down from above on a girl sitting 

alone in a dorm room. She appears to be missing 

something or someone. 

 

Cut to a Husky dog lying on the ground looking 

bored. 

 

Cut to the girl start subscribing to Cellcard BIG 

LOVE. She then video calls her brother. 

 

 

 

Cut to the husky dog which looks hyperactive 

and excited upon hearing and seeing his owner 

(the girl). 

Words fill screen: 

“Cellcard connects you to your loved ones 

anytime” (Centered) 

The girl: I wish Moon Moon could be here with 

me. 

 

 

 

 

 

 

The brother: Looks like someone was her 

brother. 

 

The girl: I miss Moon Moon more. Let me see 

him.  

 

The dog: *Barks 

The music of Cellcard’s original happy music 

sweeps over the dog’s barking. 

 

 

V. Summary, Conclusions And Recommendations 

1.   Summary 

Based on the findings, the following are the key results from our research.  

• Pathos is used in all 7 Cellcard video commercials. 

• The data gathering from respondents was divided into three groups. 

• For Group 1, they were able to identify and describe only one Cellcard video commercial. They only noted 

Big Love and Cellcard Xchange, and Big Love by far was the more famous of the two. 

• Respondents in Group 2 could identify or describe two types of Cellcard video commercials. The most 

popular commercials seen by them included Cellcard Rewards, Cellcard Osja, iNET, and Big Love. 

Moreover, Big Love and Cellcard Thom Thom were the most popular. 

• For group 3, it fully matched the requirements of this study. 62% of them have watched more than 4 video 

commercial of Cellcard, and 17 percent of them have seen only 2 video commercials. 

• Big Love gets the most recognition among all of Cellcard video commercials. 

 



2. Conclusions 

In light of the aforementioned findings, the study featured the following conclusions: 

 

1. The persuasive strategies used in Cellcard’s video commercials are mainly Ethos, Logos, and Pathos. 

Specifically, a more particular strategies used include patriotism, bribery, and bandwagoning. 

 

2. In terms of beliefs, Cellcard’s video commercial affected the public mostly in a positive way. We can 

see that the numbers of respondents who praised the commercials are higher than those who were against 

it. This is due to the respondents who mostly believe that Cellcard knows how to design their video 

commercials in a special way which are cool and unique from others. In terms of attitudes, Cellcard’s video 

commercials also affect the public mostly in a positive way. The numbers of respondents who find the video 

attractive and good are more than those who find it repetitive and boring. This is due to the respondents’ 

positive attitude toward the concept of the commercial videos. 

 

3. In order to further influence Cellcard’s public, a new video commercial script must be developed and 

focus significantly on the Pathos persuasive strategies which are designed to evoke an emotional response 

from the public. This is according to our findings in which all the previous 7 Cellcard video commercials 

have in common. 

 

3. Recommendations 

Based on the findings and conclusions, we have the following recommendations: 

1. The marketers of Cellcard mobile company have to strengthen the combination of Khmer and English 

words in their commercials in order to continue to attract and maintain new or existing customers to use 

Cellcard. 

2. Cellcard should come up with new, original, and fun concepts which are related to educational and ethical 

senses. 

3. The marketers of Cellcard should to incorporate the use of an animated cartoon characters in their 

commercials rather than a real life person because animations create a sense of happiness and joy and it 

also attracts more attention. 

4. Other Recommendations: 

4. There has to be benefits or promotions attached to their commercials which would be provided to 

customers who will be using their particular program. 

5. The commercials have to be set in real scenery and environment rather than using a computer-generated 

green screen effect because real scenery is more captivating and attractive to the audience. 

6. For future research in public relations related to this topic, we advise you to select more than 150 

respondents as the primary data in order to make it a more credible study since Cellcard has more than 2 

million subscribers. Moreover, we also suggest that future research should focus on Cellcard’s banner 

advertisements. 

7. For teachers teaching public relations on topics related to this study, we suggest that they should continue 

providing guidance to students who are in need of some clues as well as some clarification in terms of 

analyzing, interpreting, and presenting the data. 

8. For the business field, it is very important to clearly determine which persuasive message should be used 

to influence the market segmentation so that there is no wonder that why public relation specialists must 

incorporate some research and development of the firm to find out what to makes customers stay with the 

company.  



9. It is strongly recommended to study deeply about the role of public relations because they ca come up 

with ideas to boost the company’s sales and positive reputation.  
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Appendix A 

Survey’ Questionnaire 

 

Dear Respondents,  

 

We are a group of students enrolled in a public relations class, and we are currently conducting a study on 

PERSUASIVE STRATEGIES USED IN CELLCARD VIDEO COMMERCIALS TO 

INFLUENCE ITS PUBLIC. We would like to ask your help by completing the statements below.  

 

Be assured that your answers will be kept confidential and will solely be used for our study. 

 

Thank you! 

 

 

The Researchers. 

 

--------------------------------------- 

I. Background Information 

 

a. Age: _______ 

b. Gender:   □ Male  □ Female 

c. Marital Status:  □ Single  □ Married □ Divorced   

d. Highest educational Attainment 

□ Primary education  □ Lower secondary  

□ Upper Secondary  □ University 

e. Are you using Cellcard? ___Yes   ___ No 

f. How long have you been using Cellcard? 

□ 1 Year     □ 1 to 3 Years 

□ 3 to 5 years   □ Others 

g. Have you watched the different video commercials? 

□ Yes     □ No   

i. if yes, Approximately, how many video commercials have you watched?  

□ 2 Videos    □ 3 Video  

□ 4 Video    □ Others 

II. Survey of beliefs and attitudes 

Please complete the incomplete statements by acknowledge at least 3 video commercials that you have 

noted, and then give the reflections of each video commercial under its description by writing a single word 

to demonstrate your reflection. Specially, please do not place the same word in each reflection.  



  

1. Video Commercial’s name: ____________________________________________ 

It is about _____________________________________________________________ 

_____________________________________________________________________________________

_____________________________________________________________________________________

_____________________________________________________________________________________

__________________________________________________. 

My reflection:  

a. I think that this video is ____________________________. 

a. I think that this video is ____________________________. 

a. I feel that this video is _____________________________. 

a. I feel that this video is _____________________________. 

 

2. Video Commercial’s name: ____________________________________________ 

It is about _____________________________________________________________________ 

_____________________________________________________________________________________

_____________________________________________________________________________________

_____________________________________________________________________________________

________________________________________________________. 

My reflection:  

a. I think that this video is ____________________________. 

a. I think that this video is ____________________________. 

a. I feel that this video is _____________________________. 

a. I feel that this video is _____________________________. 

 

3. Video Commercial’s name: ____________________________________________ 

It is about 

_____________________________________________________________________________________

_____________________________________ 

My reflection:  

a. I think that this video is ____________________________. 

a. I think that this video is ____________________________. 

a. I feel that this video is _____________________________. 

a. I feel that this video is _____________________________. 



 

III. Comments 

Please provide or give any comments to Cellcard for what you would love to see in the next coming of 

their video commercial to influent the audience’s belief and attitude.  

 

My comments: 

_____________________________________________________________________________________

_____________________________________ 

 

 

Thank you for your response!! 

 


