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Abstract 

 

A large amount of research has been dedicated to the relationship between the TV 

broadcasters and the audiences around the world. Moreover, TV broadcasters are usually 

keen to build a wider and deeper understanding of their audiences’ needs and tendencies. 

Meanwhile, the audiences have their own expectations and views towards the broadcast 

material. Accordingly, many theories and models have been designed to study the 

relationship between TV broadcasters and their audiences, and the mutual influences between 

the two.  

This study has used qualitative research methods to assess the performance of Arab satellite 

TV channels within three dimensions to answer a central question about the relationships 

between the Arab satellite TV broadcasters and their audiences.  

Firstly, commercial TV which plays an important role in the overall media market as a source 

of information and fun for the masses. Their importance and popularity rely on the fact that 

they are not owned by governments, but are mostly independent, and they try to adjust their 

broadcasts to prevalent needs and tendencies among audiences for the purpose of achieving 

the highest business benefits. Therefore, the study deals with an emphasis on the Lebanese 

LBC channel. The study found that LBC has been surviving as a media business on the idea 

and intention of maintaining the widest audience base possible with a strong flow of program 

sponsorship, regardless of what is permitted or not by the local Arab culture. Accordingly, 

the channel has differentiated itself from other Arab TV channels, and given itself the unique 

role of satisfying the sexual and entertainment needs of the wider audience, as the studied 

factor of human needs has been shown to be the most influential among the other study 

factors.  

Secondly, religious TV is focused on, as it is well known that religion plays an important role 

in the daily lives of most Arab people, especially in the Gulf region. For this reason, a need 

has emerged to have special channels, or at least programs in the local TV channels, that 

preach religious teachings and values among the Arab masses. Therefore, the study considers 

the various aspects of the religion-based satellite TV channels in the Arab world, with an 



 

   iii 

 

emphasis on Almajd satellite TV channel as the first channel to specialise in preaching 

Islamic doctrines. The Almajd channel was launched for the purpose of buffering the effect 

of the mostly commercialised satellite TV channels. Being a religious channel, Almajd enjoys 

wide support from the Muslim clergy and gives in to its audience’s tendencies rather than to 

purely professional or media standards. The channel, for instance, does not permit women to 

appear in its broadcasts, even in traditional Muslim clothes, a stance that the study found does 

not rely on any clear Koranic or theological grounds. Therefore, the audience is most 

effective in shaping the channel’s broadcasting policy. The study found that the audience has 

the power to force Almajd to refuse potential sponsorships and commercials that can bring 

considerable revenue to the channel. Consequently, for the respondents, trust is the most 

effective factor that makes them comfortable with the channel’s broadcasts by not breaching 

their social and religious norms.   

Thirdly, there is an analysis of political TV which is dedicated to informing on the Arab 

political satellite TV channels in terms of their history, circumstances surrounding their 

emergence, and their role in shaping the minds of the Arabic-speaking viewers around the 

world. Consequently, the study discuss Aljazeera channels as an example because Aljazeera 

broke many taboos in the Middle East by causing controversy through interviews with 

dissidents and convicted terrorists, and showing programs that encourage social and political 

debates on problematic topics. The study found that the channel obviously creates a balance 

between the very needs of the audience and its application of the aforementioned code of 

ethics. In fact, it was found that Aljazeera does not bow to audience pressure to limit its 

hosting. Moreover, the study found that the audience’s need for information is satisfied by 

Aljazeera providing them with the opportunity to familiarise themselves with situations in 

their own countries and abroad. Such an opportunity did not exist during the pre-Aljazeera 

era. Furthermore, the study found the respondents’ trust in the channel an important factor in 

keeping its popularity high in the Arab countries and elsewhere because of the ongoing 

opportunity to acquire information through means not provided before.  



 

   iv 

 

Declaration 

 

 

 

 

 

 

 

 

This work has not previously been submitted for a degree or diploma in any university. To 

the best of my knowledge and belief, the thesis contains no material previously published or 

written by another person except where due reference is made in the thesis itself. 

 

 

 

 

 

 

 

 

 

Signature       Date:       August 2011 



 

   v 

 

Contents 

 
 

Abstract ............................................................................................................................. ii 

Declaration ....................................................................................................................... iv 

Contents ............................................................................................................................ v 

List of figures .................................................................................................................... x 

List of tables ..................................................................................................................... xi 

Acknowledgements ......................................................................................................... xii 

Chapter 1: Introduction ................................................................................................. 1 

1.1 Introduction .................................................................................................... 1 

1.2 Research questions ......................................................................................... 2 

1.3 Research rationale ........................................................................................... 2 

1.4 Significance of the study ................................................................................ 3 

1.5 Research method ............................................................................................. 4 

1.6 Key terms ........................................................................................................ 5 

1.7 Organisation of the study ................................................................................ 6 

Chapter 2: Arab satellite TV channels.......................................................................... 8 

2.1 Introduction .................................................................................................... 8 

2.2 Commercial TV .............................................................................................. 8 

2.2.1 History of international commercial TV ............................................ 9 

2.2.2 History of Arab commercial TV ........................................................ 9 

2.2.3 Geography of Arab satellite TV transmission providers ................. 12 

2.2.4 How do the Arab satellite pay TV channels compete to get audiences? 13 

2.2.5 Who are the audiences? ................................................................... 14 

2.2.6 LBC Channel ................................................................................... 14 

2.3 Religion-based Arab satellite TV channels .................................................. 23 

2.3.1 History of religions in the Middle East ............................................ 24 

2.3.2 Effects of religions on the Arab societies ........................................ 25 

2.3.3 Religion and the media .................................................................... 25 

2.3.4 Almajd satellite TV channels ........................................................... 27 

2.4 Arab political satellite TV channels ............................................................. 35 



 

   vi 

 

2.4.1 History of the Arab political media ................................................. 35 

2.4.2 Aljazeera satellite TV channel ......................................................... 36 

2.5 Conclusion .................................................................................................... 46 

Chapter 3: Audience theory ......................................................................................... 49 

3.1 Introduction .................................................................................................. 49 

3.2 Definition of audience .................................................................................. 49 

3.3 Measuring audiences .................................................................................... 53 

3.3.1 Systems of audience measurement .................................................. 53 

3.3.2 Instruments for audience measurement ........................................... 55 

3.3.3 Types of measure ............................................................................. 55 

3.4 Ethnography.................................................................................................. 57 

3.5 Audience theory models ............................................................................... 61 

3.5.1 History and models of the effects theory .................................... 61 

3.5.2 The encoding/decoding model ......................................................... 65 

3.5.3 Other media effects models ............................................................. 67 

3.6 Conclusion .................................................................................................... 73 

Chapter 4: Theoretical framework ............................................................................. 74 

4.1 Introduction .................................................................................................. 74 

4.2 Theoretical framework ................................................................................. 74 

4.3 Factors associated with the Arab satellite TV channels ............................... 76 

4.3.1 Agenda-setting ................................................................................. 76 

4.3.2 Marketing ......................................................................................... 77 

4.4 Factors associated with Arab audiences ....................................................... 78 

4.4.1 Culture ............................................................................................. 78 

4.4.2 Human needs ................................................................................... 79 

4.4.3 Freedom in relation to politics ......................................................... 81 

4.4.4 Trust as a theory ............................................................................... 82 

4.4.5 Demography .................................................................................... 83 

4.5 Conclusion .................................................................................................... 84 

Chapter 5: Research methodology .............................................................................. 85 

5.1 Introduction .................................................................................................. 85 

5.2 Research design ............................................................................................ 85 

5.3 Sampling ....................................................................................................... 86 



 

   vii 

 

5.3.1 Saudi Arabia .................................................................................... 87 

5.3.2 The Arab Republic of Egypt ............................................................ 88 

5.4 The research process ..................................................................................... 90 

5.4.1 The interviews ................................................................................. 91 

5.4.2 The questionnaire ............................................................................. 93 

5.5 Data collection .............................................................................................. 94 

5.6 Data analysis ................................................................................................. 94 

5.7 Conclusion .................................................................................................... 94 

Chapter 6: Results......................................................................................................... 96 

6.1 Introduction .................................................................................................. 96 

6.2 LBC Satellite TV Channel ............................................................................ 96 

6.2.1 Questionnaires ................................................................................. 96 

6.2.2 An analysis of LBC Channel interviews ....................................... 107 

6.3 Almajd Satellite TV Channel ..................................................................... 109 

6.3.1 Questionnaires ............................................................................... 109 

6.3.2 An analysis of Almajd Channel interviews ................................... 118 

6.4 Aljazeera Satellite TV Channel .................................................................. 121 

6.4.1 Questionnaires ............................................................................... 121 

6.4.2 An analysis of Aljazeera Channel interviews ................................ 130 

6.5 Conclusion .................................................................................................. 133 

Chapter 7: Influences on Arab audiences (questionnaires) .................................... 134 

7.1 Introduction ................................................................................................ 134 

7.2 Commercial TV channels ( LBC Channel) ................................................ 136 

7.2.1 Culture (traditions, religion and customs) ..................................... 136 

7.2.2 Human needs (entertainment and sex) ........................................... 139 

7.2.3 Personal freedom ........................................................................... 141 

7.2.4 Trust (belief and confidence) ......................................................... 144 

7.2.5 Demographic differences within the study sample ........................ 145 

7.3 Religious TV channels (Almajd Channel).................................................. 146 

7.3.1 Culture (traditions, religion and customs) ..................................... 146 

7.3.2 Human needs (entertainment and sex) ........................................... 149 

7.3.3 Personal freedom ........................................................................... 150 

7.3.4 Trust (belief and confidence) ......................................................... 151 



 

   viii 

 

7.3.5 Demographic differences within the study sample ........................ 152 

7.4 Political TV channels (Aljazeera Channel) ................................................ 153 

7.4.1 Culture (traditions, religion and customs) ..................................... 154 

7.4.2 Human needs (entertainment and sex) ........................................... 156 

7.4.3 Personal freedom ........................................................................... 158 

7.4.4 Trust (belief and confidence) ......................................................... 159 

7.4.5 Demographic differences within the study sample ........................ 160 

7.5 Conclusion .................................................................................................. 161 

7.5.1 The cultural effect .......................................................................... 161 

7.5.2 The human needs effect ................................................................. 162 

7.5.3 The personal freedom effect .......................................................... 163 

7.5.4 The trust effect ............................................................................... 163 

Chapter 8: Interviews factors influences in Arab TV broadcasters ...................... 164 

8.1 Introduction ................................................................................................ 164 

8.2 The commercial TV channel of LBC ......................................................... 166 

8.2.1 Factors affecting programs ............................................................ 166 

8.2.2 Factors affecting staff .................................................................... 167 

8.2.3 Factors affecting audience ............................................................. 168 

8.2.4 Factors affecting finance ................................................................ 169 

8.3 The religious TV channel of Almajd .......................................................... 169 

8.3.1 Factors affecting programs ............................................................ 169 

8.3.2 Factors affecting staffing ............................................................... 171 

8.3.3 Factors affecting audience ............................................................. 171 

8.3.4 Factors affecting finance ................................................................ 172 

8.4 The political TV channel of Aljazeera ....................................................... 173 

8.4.1 Factors affecting programs ............................................................ 173 

8.4.2 Factors affecting staff .................................................................... 176 

8.4.3 Factors affecting audiences ............................................................ 176 

8.4.4 Factors affecting finance ................................................................ 178 

Chapter 9: The relationship between the Arab broadcasters and their audiences181 

9.1 Introduction ................................................................................................ 181 

9.1 The commercial TV channel of LBC ......................................................... 182 

9.3 The religious TV channel of Almajd .......................................................... 184 



 

   ix 

 

9.4 Political TV channel of Aljazeera .............................................................. 186 

Chapter 10: Conclusions ............................................................................................ 190 

10.1 Introduction ................................................................................................ 190 

10.2 Research outcomes ..................................................................................... 191 

10.2.1 The commercial TV channel of LBC ............................................ 191 

10.2.2 The religious TV channel of Almajd ............................................. 192 

10.2.3 The political TV channel of Aljazeera ........................................... 192 

10.3 Research limitations ................................................................................... 193 

10.4 Recommendations for future research ........................................................ 194 

10.5 Recommendations for channel management .............................................. 194 

References ..................................................................................................................... 196 

Appendixes ................................................................................................................... 209 



 

   x 

 

List of figures 

1.1 Graphic overview of thesis structure ................................................................... 5 

2.1 Age groups of the LBC audience ....................................................................... 16 

2.2 Aljazeera audience profile by age and gender ................................................... 41 

4.1 Theoretical framework illustrating the main axis of influence 

between the satellite channels and their audience .............................................. 75 

5.1 Map of Saudi Arabia .......................................................................................... 88 

5.2 Map of Egypt ..................................................................................................... 89 

6.1 Sample member nationalities and percentages for LBC Channel ...................... 97 

6.2 Sample age groups for LBC Channel ................................................................ 98 

6.3 Sample composition by sex and nationality for LBC Channel .......................... 98 

6.4 Sample composition by marital status for LBC Channel ................................... 99 

6.5 Sample composition by education level for LBC Channel ................................ 99 

6.6 Sample member nationalities and percentages for Almajd Channel ............... 110 

6.7 Sample age groups for Almajd Channel .......................................................... 110 

6.8 Sample composition by sex and nationality for Almajd Channel .................... 111 

6.9 Sample composition by marital status for Almajd Channel ............................ 111 

6.10 Sample composition by education level for Almajd Channel .......................... 112 

6.11 Sample member nationalities and percentages for Aljazeera Channel ............ 121 

6.12 Sample age groups for Aljazeera Channel ....................................................... 122 

6.13 Sample composition by sex and nationality for Aljazeera Channel ................ 123 

6.14 Sample composition by marital status for Aljazeera Channel ......................... 123 

6.15 Sample composition by education level for Aljazeera Channel ...................... 124 

7.1 Research theoretical framework illustrating the main axis of 

influence for Arab audiences ........................................................................... 134 

8.1 Research theoretical framework illustrating the main axis of 

influence for Arab TV broadcasters ................................................................. 164 

9.1 Theoretical framework illustrating the main axis of influence 

between the satellite channels and their audience ............................................ 181 



 

   xi 

 

seLoft fo tsiL 

 

2.1 LBC popular programs ....................................................................................... 18 

2.2 Other Almajd channels ....................................................................................... 29 

2.3 Aljazeera channels ............................................................................................. 39 

6.1 The effects of the culture factor on audience for LBC Channel ...................... 100 

6.2 The effects of the human needs factor on audience for LBC Channel ............ 102 

6.3 The effects of freedom factor on audience for LBC Channel .......................... 103 

6.4 The effects of the trust factor on audience for LBC Channel .......................... 104 

6.5 LBC staff’s expressed themes and their frequency .......................................... 107 

6.6 The effects of the culture factor on audience for Almajd Channel .................. 113 

6.7 The effects of the human needs factor on audience for Almajd Channel ........ 114 

6.8 The effects of freedom factor on audience for Almajd Channel ...................... 115 

6.9 The effects of the trust factor on audience for Almajd Channel ...................... 116 

6.10 Almajd staff’s expressed themes and their frequency...................................... 118 

6.11 The effects of the culture factor on audience for Aljazeera Channel ............... 125 

6.12 The effects of the human needs factor on audience for Aljazeera Channel ..... 126 

6.13 The effects of freedom factor on audience for Aljazeera Channel .................. 127 

6.14 The effects of the trust factor on audience for Aljazeera Channel ................... 128 

6.15 Aljazeera staff’s expressed themes and their frequency .................................. 130 

 



 

   xii 

 

Acknowledgements 

 

 

Working on this thesis would not have been possible without encouragement and support 

from many people. I am heartily thankful to my supervisors, Professor Albert Moran and 

Professor Michael Meadows, whose encouragement, guidance and support from the initial to 

the final level enabled me to develop an understanding of the subject. I am also grateful to the 

school committee members who have provided me many inspiring ideas and helpful advices.   

It is a pleasure to thank Abdullah Alghurairy and his wife, my sister, Nadia Alhedaithy who 

made this thesis and the PhD degree possible by giving me all support during my studying 

period, this thesis would not have been possible without them. 

My deepest gratitude is sent to my family for their warm support, which brings belief and 

hope into my life. To my parents, who have been so caring and supportive to me all the time. 

And to my beloved wife Shakha Alkameis and my lovely beautiful daughters Rinad, Ragad, 

Lian and Lama for their never-ending encouragement and unfailing love.  

Finally, I would like to thank everybody who was important to the successful realisation of 

the thesis, as well as expressing my apology to those who weren’t mentioned personally. 



 

1 

Chapter 1:  

Introduction 

1.1 Introduction 

Since establishing itself as a popular media tool in the 1960s, television has become the most 

effective way of communicating knowledge to the masses. Currently, most households 

around the world possess at least one TV set, and have diverse choices of what channels or 

programs to watch. With the emergence of satellite TV services and channels, TV 

broadcasting has exceeded all borders and distances, challenged cultural limits and stepped 

further towards connecting world nations with each other, allowing them to exchange 

experiences and values and to develop firm relationships with audiences of different 

backgrounds. 

Nightingale (1997a, p. 351) suggests that the relationship between TV broadcasters and 

audiences has attracted a large amount of research around the world. Moreover, TV 

broadcasters are usually keen to build a wider and deeper understanding of their audiences’ 

needs and tendencies. Meanwhile, audiences have their own expectations of and views 

towards broadcast material. Accordingly, many theories and models have been developed to 

study the relationship between TV broadcasters and their audiences, particularly the mutual 

interactions and influences between the two. An audience theory or model is used as an entry 

point for many media studies tasks. In fact, regardless of whether media researchers are 

constructing a text or analysing one, they need to consider the target of that text – that is, the 

audience – and to look at how audiences respond to the text through different behavioural 

patterns.  

During the twentieth century, media theorists developed many models to study the effects of 

media texts on consumers’ behaviours. These models are included in what is termed “effects 

theory”, which is still a topic hot of debate among media researchers, with no agreement on 

the different ways in which audiences react to the variety of available media texts. The debate 

is complicated further by the politics of the time. One view is that some audience theories are 

seen as an invitation for more censorship of what is presented to the audience, while another 

considers a policy of less control over broadcast text content. Nightingale (1997a, p. 352) 
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argues that the 1980s witnessed a remarkable shift in theory and research practices, which 

consequently altered the ways in which media audiences were understood. This was a shift 

from effects theory to “reception studies”, using concepts of “a diverse society”, “a consumer 

society” and the “administered society”.  

This study investigates the detailed relationship between Arab satellite TV channels and their 

audiences, and the ways in which they interact with and shape one another. The study 

explores issues concerning the relationships between audiences and their channels in the 

commercial, religious and political spheres.  

1.2 Research questions 

In order to achieve the study goals, the following question needs to be answered: 

What is the nature of the relationships between the Arab satellite TV 

broadcasters and their audiences? 

This question can be answered by answering the following sub-questions: 

 What factors affect the relationship between the Arab broadcasters of satellite TV 

channels and their audiences? 

 In which ways do Arab satellite TV channels try to influence and direct the 

thinking and preferences of their audiences? 

 How do audiences’ preferences, dislikes, tendencies, mentality and needs 

influence the ways in which the Arab satellite TV channels form their policies and 

build their broadcast content? 

1.3 Research rationale  

There are around 733 free-to-air Arabic satellite TV channels broadcasting their programs to 

the Arab world (High Committee for Coordination among Arab Satellite Channels, 2010). 

Given the fact that these channels broadcast a wide variety of programs, it is necessary to 

probe the tendencies of audiences; detailed research needs to be conducted by the channels 

themselves, or by companies or academic institutions. There is a need to examine the 

channels’ policies, the ways in which they communicate with their audiences, and which 

programs are more likely to succeed and earn attention. This study explores the ways in 
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which Arab audiences relate to, and influence, their preferred channels, as well as how the 

channels influence their audiences. The specific relationship between Arab satellite TV 

broadcasters and their audiences has not been given sufficient attention by media researchers, 

either in Arab academic circles or elsewhere in the world. Although each satellite TV 

broadcaster usually conducts its own surveys of audience tendencies, such surveys remain 

limited in their research goals and scale, and generally fall short of the expectations of 

academic study. Furthermore, due to the fact that an academic study is normally unbiased and 

more reliable than less rigorous research, this study will cover a wide range of audiences 

drawn from three of the most popular Arab satellite TV channels in three different fields: 

commercial, religious and political. For this project I have chosen the following stations 

because each represents the most popular in their representative domains: 

 LBC: The Lebanese Broadcasting Corporation (LBC) was launched in Lebanon on 

23 August 1985. It was formed by a group of young and determined people who knew 

that it was going to be a serious and ambitious start to Arab commercial TV. LBC is 

the most popular commercial channel in the region.  

 Almajd: established in 2 May 2003, the channel broadcasts religious programs. It is 

also the first religious channel in the Arab region   

 Aljazeera : launched in November 1996, Aljazeera is considered a kind of alternative 

medium that broadcasts a variety of news and programs which are innovative in the 

Arab world. 

Given that there are 22 Arab countries occupying a vast geographical area that extends from 

the Arabian Gulf to the Atlantic Ocean, with considerable social, economic and political 

differences amongst them, it is important to study how the audiences in these countries 

receive broadcast messages. 

1.4 Significance of the study  

The study is the first qualitative audience study of Arab satellite TV broadcasters. 

Accordingly, its results can benefit broadcasters by providing managers and decision-makers 

with analysis and information that might be used to design their agendas more effectively, 

improve their marketing capacity, help them appreciate factors affecting their audiences’ 
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thinking and tendencies, and understand theoretical models and methodologies relevant to 

audience studies and surveys. The study will also pave the way for future audience research 

in the field by providing a group of recommendations for further study. Furthermore, it will 

benefit government authorities regulating mass media practices, especially those involving 

Arab satellite TV channels.  

1.5 Research method 

Sifting through the relevant literature (including McMurray et al., 2004 and Mingers, 2003) 

this study is based on a survey incorporating a questionnaire, together with interviews where 

relevant. Each stage incorporates a different method and a specific scope of concern, though 

these are interlinked. Further, this study aims to provide a combined qualitative and 

quantitative analysis. This study utilises both the above methods by considering that one 

informs and balances the other to achieve rigorous analysis. For example, Mingers (2003) 

indicates that the use of multiple research methods enhances the validity of research results 

and better reflects the multidimensional nature of real-world problems. 

With regard to interviews, open-ended questions were used in interviews with individual staff 

members of the satellite TV channels concerned. The channels include LBC, Almajd and 

Aljazeera, covering commercial, religious and political aspects respectively. Individuals 

included in the interview were from different tiers of the stations’ management, varying from 

top-level to middle-level management staff.   

Likewise, questionnaires corresponded to audience population samples from two Arab 

countries, Saudi Arabia and Egypt. The main reason for including these two countries as a 

variable of interest was the virtually identical nature of their social makeup, history, regional 

importance, geography, culture and religion.  

In order to avoid confusing the respondents, I prepared a separate set of questions 

corresponding to each channel to administer to its viewers. This implies that the viewers of 

LBC may not be the viewers of any other channel. I distributed 200 surveys for each of the 

three channels in each country (Saudi Arabia and Egypt) a total of 1200 survey forms overall. 

I received a total of 252 questionnaires back (132 Saudi and 120 Egyptian) corresponding to 

LBC, 351 questionnaires (146 Saudi and 205 Egyptian) corresponding to Almajd and 358 
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questionnaires (145 Saudi and 213 Egyptian) corresponding to Aljazeera – a total of 961 

responses. This study focuses on respondents (audiences) of the relevant channels in three 

different age brackets: 20–34, 35–49 and over 50. This information takes regional factors into 

account by incorporating rural and urban areas for both countries. Accordingly, the final 

study represents a fair distribution of the respondent sample across a wide range of areas, 

social classes and groups. The study encouraged respondents from both genders to 

participate. Another important characteristic was the distribution of an independent 

questionnaire for each channel, depending on the interests of viewer. This aspect allows us to 

take into account the heterogeneous behaviour of viewers regarding each channel. For 

extensive details on the research method, see Chapter 5. 

1.6 Key terms 

Free To Air (FTA): describes television services broadcast in clear unencrypted form, 

allowing any person to receive the signal and view to the content without 

requiring a subscription or other ongoing cost. 

Niqab: A garment worn by women, covering the face and entire body. 

Hijab: A garment worn by women, covering the entire body except the face 

Shari’a Law: The code of law derived from the Koran, and from the teachings and examples 

of Mohammed. 

Mufti: A Muslim scholar who interprets the Shari’a. 
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1.7 Organisation of the study 

This study is organised into ten chapters. Figure 1.1 provides a quick view of this structure. 

 

 

 

Figure 1.1 Graphic overview of thesis structure. 
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Chapter 1 provides an overview of the research questions, rationale and significance.he study.  

Chapter 2 provides a historical overview of the Arab satellite TV channels, with a focus on 

the three most popular channels in the commercial, religious and political domains. 

Chapter 3 is devoted to defining the audience and reviewing audience measurement methods, 

audience ethnography and audience theories. 

Chapter 4 explains the research models to motivate the qualitative and quantitative analysis 

of research. The theoretical framework for analysis is derived from the existing literature 

described in Chapters 2 and 3.  

Chapter 5 provides information on the research design and methodologies used in this study 

to collect, analyse and interpret the data on audiences for Arab satellite TV broadcasters. 

Chapter 6 includes an analysis of the quantitative data, presented in the form of descriptive 

statistical tools, as well as the qualitative data from the interviews conducted with the satellite 

channel staff members. 

Chapter 7 consists of comparisons, analyses and evaluations of the study results, based on the 

research model illustrated in Chapter 4. 

Chapter 8 analyses and discusses the individual interviews conducted with the staff of the 

three selected Arab TV satellite channels to garner their views on the effects of agenda-

setting and marketing of these broadcasters. 

Chapter 9 discusses the relationship between the Arab audiences, as represented by the 

respondents’ questionnaires, and the Arab satellite TV broadcasters via the interviews with 

their employees, to provide a better understanding of the mechanisms of such a relationship, 

and the extent to which it affects the nature of the content being broadcast by the three 

channels investigated in this study.  

Chapter 10 summarises the findings of the study and presents recommendations for future 

research in the field.  

Appendixes can be found after the reference list at the end of this dissertation and are referred 

to extensively throughout this dissertation..  
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Chapter 2 Literature review (part I):  

Arab satellite TV channels 

 

2.1 Introduction 

Arab satellite television has become the most effective electronic format in the Arab region. 

It began with the first Arab satellite, which was established in 1990. Most people around the 

world own at least one TV and have different ways of choosing the programs or channels 

they like and watch (Westcott, 1998). In addition, there are huge numbers of channels 

broadcasting to Arab nations that provide programming to Arab audiences on diverse subjects 

such as politics, entertainment, sport, religion and music, as well as chatrooms. The 

motivation for this research was to observe the effectiveness of these channels through 

various factors that may help to explain the relationship between Arab broadcasting channels 

and their audiences. 

I address this nexus initially through an extensive literature review. From the existing 

literature, it was possible to derive the relative indicators of this research and further highlight 

the gaps in the available literature. Furthermore, this study covers the most widely known 

channel in each of the three domains of the Arab satellite TV, which encompasses the 

commercial, religious and political aspects of each of the stations and their relationships with 

the audience. Finally, the literature enables an exploration of the factors that affect the 

channels and their audiences, and helped with the design of a framework to guide the study. 

2.2 Commercial TV 

Commercial TV plays an important role in the overall media market, both as a source of 

information and as entertainment for the masses. Its importance and popularity rely on the 

fact that these stations are not owned by governments, are mostly independent and try to 

adjust their broadcasts to the prevalent needs and tendencies among audiences to achieve the 

highest possible business benefits. This section of the study deals with a variety of aspects of 

the commercial Arab satellite TV channels, with an emphasis on the Lebanese LBC channel. 
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2.2.1 History of international commercial TV 

The first commercial television, according to Conrad (1983, p. 9), began in 1948 in the 

United States; in 1950, the first black and white television sets were sold at affordable prices. 

However, Conway (2006) comments that the first commercial television broadcasts actually 

took place in July 1941. Furthermore, the US government ordered the division of the National 

Broadcasting Company (NBC) Red and Blue radio networks into the American Broadcasting 

Company (ABC) and NBC, which became television broadcasting institutions. This was 

followed by the emergence of the Columbia Broadcasting System (CBS). All three broadcast 

live, with a delayed broadcast ability through the use of a motion picture technique called 

kinescope, which involved photographing the television screen. Although colour television 

broadcasting emerged in 1955, initially it only comprised 2 per cent of household TV sets; 

this had increased to 75 per cent by 1975. With the invention of computers, solid-state 

circuitry and the microcircuit by 1978, the studio cameras became smaller in size and the 

hand-held electronic news-gathering (ENG) camera found its way into the industry. These 

small, battery-powered versions of ¾-inch recorders were used to tape or live-broadcast a 

program at a distance from the station. Thus, as Conrad (1983, p. 11) confirms, film cameras 

were almost replaced by the electronic cameras. 

2.2.2 History of Arab commercial TV 

The first Arab television broadcast was initiated in 1956 in Iraq by the monarchist 

government. However, the Iraqi TV facility was modest and was confined in terms of its 

transmission range, with its programs mostly devoted to entertaining audiences within 

Baghdad’s metropolitan boundaries. After the 14 July Revolution, the newly established 

republican regime that replaced the monarchy boosted the station’s transmission range and 

meanwhile increased the political content of the programs. By 1961, there were 50,000 

receivers, and by the mid-1970s the number had reached 350,000. In 1959, Lebanon started 

its first TV broadcast, followed by Egypt and Syria in 1960. Other Arab countries such as 

Algeria, Kuwait, Sudan and Morocco also launched their TV broadcasts in 1962, followed by 

Saudi Arabia in 1965, Tunisia in 1966, Libya, Dubai and Jordan in 1968, South Yemen and 

Abu Dhabi in 1969, Qatar in 1970, Bahrain in 1972, Oman in 1974 and North Yemen in 1975 

(Rugh, 2004, pp. 192–3).  



Arab satellite TV channels 

 

   10 

 

Lebanon was the first Arab country to have licensed private television broadcasters in an 

environment where the first Arab television stations were owned by governments (Kraidy, 

2002). However, the Lebanese government had approved a proposal to build the first non-

government advertiser-supported television station in the Arab world (Boyd, 1991). 

Nevertheless, Arab television broadcasters mostly remained managed by people appointed by 

governments until the Lebanese civil war of 1974–2000, which forced decentralisation of 

ownership and management of television broadcasting. This paved the way for the main 

political forces to operate their own private television stations to preach their propaganda and 

policies. In this regard, Boyd (1991) labels such broadcasting “unofficial”, until it was 

eventually legitimised in 1985 as the Lebanese Broadcasting Corporation (LBC) (currently 

called LBCI, with the addition of “International” to its name). The LBC was launched by the 

Christian paramilitary organisation of the Lebanese Forces, which later initiated a stream of 

other private television stations owned by opposing militia organisations, bringing the 

number of stations to more than 50 in 1995 (Boyd, 1991).  

CNN was the only news broadcaster to cover the dramatic events of the 1991 Gulf War. This 

motivated Arab TV stations like LBC, MBC and Future TV to utilise the growing popularity 

of satellite TV. Hence the Saudi-owned and London-based MBC started to broadcast the first 

pan-Arab satellite programs in September 1991 (Westcott, 1998). 

The Arab Satellite Communications Organisation (ARABSAT) was first established by the 

Arab League in 1976, and assigned the role of satisfying the Arab audiences’ need for 

information, culture and education. ARABSAT contained 21 member states of the Arab 

League, and was ranked the ninth largest satellite operator, reaching millions of people across 

the Middle East, Africa and Europe. It currently operates a fleet of four satellites and is the 

only regional satellite operator providing broadcast, broadband and telecommunication 

services. It also shares partnerships with other international satellite companies, giving its 

customers the opportunity of wider service reach (“Arabsat: About Us”, n.d.). 

NILESAT is the other pan-Arab satellite service provider founded in Egypt in July 1996; it 

operates DTH broadcasting satellites and uplinking facilities. So far, it has launched three 

satellites: Nilesat 101, Nilesat 102 and Nilesat 103. The operator broadcasts over 600 digital 

TV channels and 100 digital radio channels, besides data transmission and internet turbo 
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internet services. Approximately 76 per cent of the TV channels are free-to-air (FTA), while 

the rest are encrypted. Their broadcasting themes include entertainment, thematic distance 

learning, business and stock exchange services (“Nilesat Company Profile”, n.d.). 

Between March 2004 and September 2005, 55 FTA TV stations started broadcasting, 

bringing the total number of Arab satellite FTA stations to 733. This increased the pressure 

on pay TV operators such as ART, Orbit and Showtime, forcing them to give up to such 

competition and reduce the prices of their service (“The 55% Growth in FTA Sat”, 2005). 

Under such conditions of aggressive competition, pay TV operators were struggling to gain 

more subscribers at the same time as the well-financed FTA channels were increasing their 

audience base. In 2004, there were alterations in the business strategies of most FTA channels 

in terms of program content. For example, the MBC network changed the content of its 

English entertainment channel, MBC2, introducing the first free satellite channel exclusively 

broadcasting US movies, and transferring its non-movie entertainment programs to MBC4. 

With the appeal and popularity of Western program formats like games shows, some Arab 

TV stations started buying the rights to remake such shows to better fit the Arab context. 

Therefore, viewers were increasingly getting a wider ranges of choices from these FTA 

channels, and many saw no point in subscribing to any of the pay TV networks (“The 55% 

Growth in FTA Sat”, 2005). 

One issue that concerns the Arab region’s TV industry is the widespread adoption of illegal 

satellite de-encryption devices and illegal cable transmission distribution. Technically, it is 

relatively easy for individuals to purchase a receiver and get pirated smart cards to receive 

transmission from foreign pay TV channels. The encoding is available either through built-in 

encoding software by inserting a smart card, or a by Conditional Access Module (CAM). The 

distribution of illegal cable TV to households is usually conducted when an individual 

gathers a variety of subscriptions from pay TV at home, adds some foreign encrypted 

channels and the available FTA channels, and then retransmits them as packages to 

neighbouring houses. Such a situation can be seen in Lebanon and Egypt, where the monthly 

fee amounts to approximately US$10 (“The 55% Growth in FTA Sat”, 2005). 

Although Arab FTA channels have widely proliferated and increased pressure on pay TV 

operators, the financial burden on FTA channels has taken its toll because of progressive 
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limitations placed on them by their respective governments. In this regard, 2002 was a 

nightmare year for FTA satellite channels in many respects. While the Lebanese FTA channel 

of LBC was experiencing hardship, things were perhaps even worse for its Beirut-based arch 

rival, Future TV. According to CEO of Future TV Nadim Munla, “We have advertising 

budgets stagnating and going down.” (“Arabian sights”, 2003) Such a situation is also the 

case with the prominent news channel Aljazeera, where revenue from TV commercials has 

not yet begun to match its ratings success. According to the Research Manager at PARC in 

Dubai, Jihad Fakhreddine, almost all of the $700 million generated by pan-Arab satellite TV 

in 2001 was created by just a handful of the leading pan-Arab satellite TV channels 

(“Arabian sights”, 2003). 

2.2.3 Geography of Arab satellite TV transmission providers 

While all satellite TV channels are directed to Arabic-speaking audiences, their providers are 

located in both Arab and non-Arab countries. Normally, their workers originate from 

different Arab countries, and the same applies to their financiers, who mostly come from 

wealthy Arab countries (Al-Shammary, 2006). The Arab satellite TV stations can be 

classified geographically into the following: 

2.2.3.1 Land channels converted into satellite 

These are local channels broadcasting from certain countries, which fund them and represent 

them both culturally and politically. With rapid technological developments, they have 

progressively shifted towards satellite transmission but maintained their original program 

style. Because of government funding, they have failed to diversify their program content in 

line with new technology and cultural trends, and accordingly remain propaganda tools 

directed by local political powers. Mostly, their workers descend from the same country so as 

to ensure stricter government controls on program content. However, the national style of the 

programs is sometimes slightly blended with foreign Arab and non-Arab cultural features. 

Such channels are located in countries like Egypt, Syria, Jordan, Yemen, Tunisia, Morocco 

and Lebanon (Al-Shammary, 2006). 
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2.2.3.2 Arab TV channels that were originally satellite channels 

These are more universal and more developed channels in terms of program diversity and 

modern technology incorporation. They are pan-Arab in nature, transmitting beyond their 

countries’ boundaries while still attempting to maintain some of their national identity. They 

are mostly funded by states or very wealthy figures. Some Arab countries fund certain 

channels without interfering with their broadcast policies, except in some situations – such as 

is the case with the Aljazeera channel and the Qatari government (Al-Shammary, 2006). 

2.2.3.3 Channels broadcasting from non-Arab countries 

These channels started broadcasting from Europe, taking advantage of the democratic 

atmosphere that is absent in Arab countries. Most of these channels are entertainment based, 

with the exception of some that are ideologically biased – for example, the Independent 

Channel, the Arab News Network (ANN), Arab Radio and TV (ART) and its branches, and 

MBC. The last of these first started to broadcast from London, and then moved to Dubai (Al-

Shammary, 2006). 

2.2.3.4 Foreign satellite channels broadcasting in Arabic 

These channels transmit to Arab countries and include the French Channel, German Channel 

the World (Iranian), Liberty Channel (American) and the BBC (British). Their mission is to 

continue the previous role of the radio stations in trans-national dialogue and in preaching 

their funding countries’ official policies (Al-Shammary, 2006).  

2.2.3.5 Specialist satellite TV channels  

Because of the increasing number of Arab satellite channels, some of these started to 

specialise in fields such as sport, music, youth, women, news, religion and economics. 

Lebanon, Egypt and Dubai are countries that have the greatest diversity of satellite TV 

channels (Al-Shammary, 2006). 

2.2.4 How do the Arab satellite pay TV channels compete to get audiences? 

According to the Arabian Sights (2003) website, the price reduction in subscriptions has been 

a major weapon in getting audiences to shift from other competing channels. For instance, the 

paid TV satellite channel Orbit announced a 50 per cent price reduction to reach a record 
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level of just $30 per month, while its rival ART also dramatically altered its pricing structure 

and increased spending. This was noticed when ART’s president, Sheikh Saleh Kamel, spent 

more than $60 million in 2007 to acquire the FIFA World Cup rights to boost subscriptions. 

Although ART’s tactic brought in many new viewers, almost all of them departed the channel 

once the World Cup was over and the three-month trial period was finished, leading to 

collective dismissals within ART’s customer relations department after the station retained 

only a few hundred extra subscribers. In addition, the Showtime Channel raised the stakes in 

the pay TV battle by launching Al Shasha as its first all-Arabic movie channel. In 2002, the 

channel became the leading movie channel in the Arab world.  

2.2.5 Who are the audiences? 

Executive Director of Future TV (FTA channel in Lebanon), Ali Jaber, concludes that, “From 

news to entertainment, we will have everything that is of interest to the young population of 

the Arab world.” This means that there is much interest in targeting young Arab populations 

with entertainment programs that are more interesting for young people than other themes, 

particularly as statistics show that some 65 per cent of the population of Arab countries is 

under the age of 25 (“Middle East Countries”, 2000). However, Saudi Arabia is currently the 

biggest market for satellite TV, given the high spending power of most of its population. It is 

estimated that Saudi Arabia has more than 70 per cent of the population of the Gulf 

Cooperation Council countries that include Kuwait, Qatar, Saudi Arabia, the UAE, Bahrain 

and Oman, and just over 60 per cent of the gross domestic product of the region (Westcott, 

1998). The case of the LBC satellite TV channel will be discussed in detail further below 

with regard to this. 

2.2.6 LBC Channel 

The Lebanese Broadcasting Corporation (LBC) was launched in Lebanon on 23 August 1985 

with one TV channel on air. It was formed by a group of young and determined people who 

knew that it was going to be a serious and ambitious start to Arab commercial TV. The 

results of its launch far exceeded their expectations. At that time, Lebanon was fully engaged 

in civil war, fuelled by foreign intervention since 1975, with peace being a distant and seen as 

a difficult goal to achieve. However, after four years of achievement and social approval, 

LBC faced a difficult challenge in 1989, after a further escalation of the war when the 
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Lebanese army commander, General Michel Aoun, declared a war of liberation against the 

Syrian military presence in Lebanon. The LBC premises were targeted regularly by heavy 

shelling that raged for six months. Meanwhile, the staff had to move the equipment to the 

basement, where they set up makeshift offices while working and living underground, 

determined to keep broadcasting running continuously (“LBC Group: About Us”, n.d.). 

According to the LBC Group website, the channel once again became a target of fierce 

fighting in 1990. The new damage, caused by shelling, was soon overshadowed by the killing 

of one LBC cameraman while he was on duty. In spite of this pressure, LBC continued its 

broadcasts without cessation. On 23 July 1992, the Lebanese government forced LBC to 

abandon its headquarters in Jounieh. Accordingly, the broadcaster’s staff were fully 

mobilised to move their equipment, before government troops occupied the site, to a new 

location in Adma, several kilometres away, and successfully resumed broadcasting on the 

same day with the news bulletins. Once the Lebanese civil war ended, the broadcaster 

changed its name to “LBC International”, and moved towards consolidating its resources – 

both human and material – and preparing to step forward into the future of national and 

international mass communication through launching LBCSAT, an FTA satellite channel, in 

April 1996. Again, the staff’s keenness and skills were factors behind another instant and 

growing success for LBCSAT among audiences throughout the Arab world. Three months 

later, three new encrypted channels – LBC Europe, LBC America, and LBC Australia – were 

launched. Currently, LBC Europe broadcasts for 16 hours a day, while the two other channels 

broadcast around the clock (“LBC Group: About Us”, n.d.).  

2.2.6.1 LBC audiences 

Based on Allied Media Corp research, LBC’s Arabic viewers represent a wide range of social 

groups with different values and visions spread around the world. In the United States alone, 

LBC attracts approximately 100,000 viewers. Moreover, through its original and modern 

shows, LBC broadcasts throughout the Middle East, Europe, Africa and South and North 

America, reaching millions of Arabic-speaking people. Accordingly, LBC has become one of 

the most-watched Arabic language networks in the Arab world. Figure 2.1 shows the age 

groups of LBC audiences (of which 46 per cent are females and 54 per cent males). 
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Figure 2.1 Age groups of the LBC audience (“LBC Audience Demographic”, n.d.). 

 

Based on Figure 2.1, it is noteworthy that young adults aged between 15 to 24 are the biggest 

audience demographic – 36 per cent of the LBC audience. This is indicative of the success of 

targeting young Arabic speakers with more entertainment programs. In fact, young Arabic 

speakers have similar tastes and views to their counterparts elsewhere in the world. However, 

LBC constantly attempts to diversify its audience composition to add new dimensions in an 

ever-changing and competitive world of broadcasting in the Middle East. Therefore, LBC’s 

service covers diverse world regions, including Europe, North Africa, the Middle East and 

Asia, enabling Arabic-speaking people to maintain links with their own cultural heritage, and 

keeping them updated with the latest events and entertainment activities in the Middle East or 

elsewhere (“LBC Audience Demographic”, n.d.). 

2.2.6.2 LBC’s influence on its audiences 

LBC’s experience in the industry of satellite TV is rich and deserves to be considered as a 

case study for other Arab and non-Arab satellite broadcasters. LBC is always keen to 

maintain a wide diversity of programs through which it can reach as many social groups as 

possible. In this regard, its program variety includes music, dance, sport, political news and 

reports, competitions, talk shows, different documentaries, reality TV, comedy, theatre, 

children shows and movies. Briefly, LBC tries to cater for different social groups. Later in the 
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chapter, LBC’s program diversity will be explained in more detail. As part of its strategy to 

gain more audiences, Westcott (1998) argues that LBC is keen to employ attractive female 

presenters in Western dress on its stations, taking the Gulf by storm. Accordingly, one 

presenter, Future TV’s Yumma Sherri, was inundated with marriage proposals from across 

the Gulf region. On the other hand, the extent of freedom available regarding the 

broadcaster’s program content has become the focus of much controversy in a country or 

region mostly inhabited by Muslims. Consequently, much pressure was placed on the 

broadcaster to cancel many of its programs, seen by religious leaders and sections of the 

community as a breach of local ethics. For example, the station’s managers were requested to 

apply self-censorship in order to avoid proposed regulations, and to remove some of the 

station’s programs – including those broadcast via satellite. Furthermore, LBC’s popular 

terrestrial aerobics program, Ma Ilak Illa Haifa, was taken off the satellite after complaints 

from viewers in the conservative Gulf region about the immodest nature of Haifa’s 

sportswear and so-called provocative camera shots of a sexual nature (Westcott, 1998). 

2.2.6.3 Audience effect on LBC 

As previously mentioned, young Arabic speakers – like their counterparts elsewhere in the 

world – are not as interested in educational and serious programs as in entertaining ones. As 

LBC always attempts to probe the tendencies of its audiences, it tries to broadcast programs 

that bring a wider audience base, especially the young (Jaafar, 2006). Realising the 

opportunities offered by satellite technology and Arab audiences’ hunger for independent 

views and top-quality entertainment, LBC’s managing director embarked on a campaign of 

using the “hottest” formats and TV talent to ensure that LBC remains one of the Arab world’s 

most popular broadcasters (Jaafar, 2006). 

2.2.6.4 LBC popular programs 

A wide variety of programs are available on a periodical basis under the umbrella of Allied 

Media Corporation (“LBC Popular Programs”, n.d.). However, I have selected a few among 

those that are of greater importance, and have a significant impact on the society. These 

programs are seasonal and periodical in nature. Therefore, Table 2.1 carries those prominent 

programs along with the short description of comparisons in the following: 
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LBC program Brief description 

Kalam Alnas This program is dedicated to discussions on Lebanese and regional 

contemporary topics of interest. it includes free exchanges of views 

between the host, Marcel Ghanem, prominent Lebanese and Arab 

political and social figures, and audience members. 

Miss Lebanon This is a reality show exclusively designed to present a behind-the-

scenes look at the world of beauty pageantry. The cameras follow the 

potential contestants for 24 hours a day seven days a week, recording 

details of their daily lives while they prepare for the contest.  

Zay Al-Nojoum This program resembles the Australian Idol show on Channel 10 in 

Australia. In this program, ordinary people with singing talent are 

helped to develop their talent to attain the levels of their music idols.  

News  

 

These programs include LBC International News, which provides 

news and reports of major events and activities from all over the 

world. The LBCI News program also provides news and reports 

ranging from local Lebanese interests to events centred on the Middle 

East region.  

Sport programs 

 

Among these programs is the Football Asia Weekly program, which 

reports the latest news and features from Asian football fields, and also 

includes content taken from the Champions League magazine. The 

other program is Yalla Goal, which is devoted to Saudi Arabian 

football events. Regular features include reports on players’ daily lives 

and activities as well as comments from referees answering questions 

regarding the performance of their major colleagues at weekly football 

events. The program also includes competitions where viewers can 

win cash prizes for correct answers. 

Popular serials 

(Al-Yanbo) 

The most-watched serial is Al-Yanbo, which presents a story of 

passion and revenge between two rival families, the Valdeses and the 
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 Ramirezes. The story centres on a secret love triangle descending from 

the two conflicting families. The hostility dominating the attitudes of 

each family against the other leads them to collectively condemn the 

young lovers and force them to suffer rejection and cruelty.  

Children’s 

programs 

The most popular children’s program is Kids Power, which is aired 

every day in the afternoon and contains a variety of activities of 

interest to children. 

Reality 

programs 

(Mission 

Fashion) 

This program first aired on 19 October 2003. Mission Fashion tries to 

translate dreams into reality. The competition runs separately within 

each group, and the audience selects and evicts the contestants. The 

program runs for eight weeks. All details of contestants’ interactions, 

emotions and behaviours are filmed at anytime and anywhere in the 

house, except in toilets and bathrooms. 

Reality 

programs 

(Alwadi) 

The original idea behind this program came from Sweden, then spread 

to Norway, Britain, France, Holland, Portugal, Turkey, Spain, Greece, 

Italy and Norway (“LBC Group: Alwadi”, n.d.). The Al Wadi program 

is a reality TV show based on the original idea of focusing on events 

inside a house at a farm located away from the city and inhabited by 

14 celebrity contestants from different Arab countries, including 

Jordan, Lebanon, Egypt, Saudi Arabia, Kuwait, UAE, Morocco and 

Tunisia. The daily lives of the contestants are filmed around the clock 

The manager of the farm is the Lebanese female superstar Haifa 

Wehbe, a very attractive and playful young singer who is mostly 

popular among young male audiences in Middle East countries (“LBC 

Popular Programs”, n.d.). 

 

Table 2.1 LBC popular programs. 
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In addition to the above regular reality programs Star Academy is very significant. It is 

therefore discussed in more detail below.  

2.2.6.5 Star Academy 

This program is produced by the Arabic version of the Dutch format house Endemol, and is 

an adaptation of the French program Fame Academy. The idea became known to the 

Lebanese and Arab audiences in 2002 through the French version aired by the French 

broadcaster TF1. LBC launched the Arabic version of the program in 2003. It is hugely 

popular with Arab audiences, and has generated record levels of advertising. The program is 

obviously the most popular, and probably the most controversial, satellite television program 

in Arab history, posing a serious challenge to regional conservative cultures. The launch of 

the program involved students from Egypt, Kuwait, Lebanon, Morocco, Saudi Arabia and 

other Arab countries (Kraidy, 2006). The students took lessons in oral interpretation, dancing, 

singing, music, fashion, hair-styling and makeup, as well as swimming in the last season 

(“Star Academy 5”, n.d.). 

The policy of LBC management was to mobilise regional resources for this program, starting 

with a vast pan-Arab recruitment campaign that brought 3000 applicants down to a short list 

of only 16 contestants. It included a nightly one hour access show, a weekly two-hour Friday 

prime show, and a 24-hour satellite channel airing fed by 60 cameras placed around the 

Academy’s building. Several LBC executives, including the network’s General Manager 

Pierre Al-Daher, indicated that Star Academy was considered the station’s flagship program, 

and it was given marketing, promotion, production and programming resources 

commensurate with this status (Kraidy, 2006). 

2.2.6.6 How does Star Academy affect the lives of audiences? 

Star Academy posed a direct challenge to the region’s traditional values, and Arab audiences 

from diverse social groups and backgrounds were captivated for 18 weeks of program 

broadcasting between December 2003 and April 2004. For instance, during the program’s 

daily access shows, the streets of Beirut, Riyadh and Rabat emptied, and restaurant owners 

complained that the program was killing their business during the normally profitable dinner 

hours. The fever usually reached its height during its broadcast every Friday night, when 
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contestants – including the two nominees, one of whom would be evicted at the end of the 

show – performed. 

Arab youth created internet fan sites, including discussion boards, where writers declared 

their endless love for Bruno, the Lebanese contestant, and Sophia, the Moroccan participant, 

who respectively emerged as the favourite heart-throbs and sex symbols for a while. There 

was a wave of discussions concerning the program’s phenomenon in women’s daytime talk-

shows and men’s public affairs programs. According to market research companies, the 

program attracted 80 per cent of the 15-to 25-year-old audience in Lebanon, and a few weeks 

later it captured record audiences in Saudi Arabia and other Gulf countries (Kraidy, 2006). 

According to Al-Mashary (2006), the current generation of young males and females is 

obviously subject to diverse modern temptations, particularly from the media, that propagate 

particular ethical standards, synchronised with diminishing parental authority and respect, 

gradual alienation from religious education and a consequent collapse of traditions. The 

group mentality among youth puts more pressure on individuals to follow the dominant 

stream and models of behaviour, such as the widespread SMS communication with the 

program’s operators. As mentioned before, satellite TV technology enables program 

transmission to almost every place in the world, and consequently has the power to influence 

and direct certain trends of thinking and behavioural models to progressively challenge any 

local cultural structure and dominate the ways in which people think, feel and behave. 

In a comment on the effect of the adaption of this Western program format, Aodah (2007) 

stresses that such programs breach local Arab ethical values, such as respect for family unity 

and relations, and the individual’s duty towards society in observing certain standards of 

behaviour. However, programs unsuitable for young audiences are broadcast in the late 

evening hours on Western channels, when children are usually asleep, while the Arab satellite 

channels broadcast them during early evening hours without consideration of the children’s 

wellbeing. According to Aodah, the Arab satellite channels exaggerate this by broadcasting 

sensational and business generating programs, sometimes of an erotic nature, to win a wider 

audience base as if their mission is to strip the Arab societies of their cultural conventions. 

Regarding Star Academy, Kraidy (2006) once again emphasises the fact that this program 

represents a prevalent tendency in the Arab satellite TV channels’ way of doing business. 
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LBC management does not show consideration of the potential negative effects of the 

program – theoretically intended for mature-age audiences – on Arab children’s 

psychological and behavioural development, and their future stance towards essential 

standards regulating individuals’ behaviours and attitudes towards others. Moreover, Kraidy 

asserts that in 2004 and 2005 many media executives in Beirut and Dubai stated that “the 

gossip in the satellite television industry used to be about who is creating what, and now the 

gossip is about who is purchasing which format”. Kraidy explains that satellite television 

professionals’ behaviour shows no indications of dissatisfaction with this situation, since in 

most cases importing program ideas and adapting them to local audiences is easier than 

creating original programs. Clearly, television format adaptation suits satellite television 

channels, because it allows them to bypass several steps in the production process and to 

fashion programs for Arab audiences. The resulting productions mix elements from the 

“East” and the “West”, and draw on the cultural repertoires of various Arab countries. The 

cultural mixture of these programs, many of which belong to the reality type, contributes to 

unpredictable audience reactions and intense public debates (Kraidy, 2006). 

2.2.6.7 The religious establishment’s stance 

Star Academy has become a problematic issue, due to its growing popularity. The program 

attracts intensive criticism from clerics and politicians from across the Arab world. In the 

wake of the transformation of Bashar Al-Shatti, a Kuwaiti contestant and penultimate finalist, 

into a Pan-Arab heart-throb, and after a concert in Kuwait by Star Academy finalists, the 

Dean of the School of Islamic Law and Shari’a at Kuwait University issued a religious decree 

(Fatwa) condemning it. The Kuwaiti parliament discussed legislation to protect the morality 

of Star Academy, and Islamist members of parliament questioned the Minister of Information 

and requested his resignation for allowing the broadcasts (“Fatwa Deneah”, 2004). 

Furthermore, a Saudi columnist in the Al Riyadh daily newspaper called Star Academy a 

“whorehouse”, and used labels unusual for the Saudi press, while an audio-cassette tape titled 

The Academy of the Devil, carrying fiery sermons, was distributed by religious activists in 

Saudi Arabia. In addition, prominent clerics were flooded with requests for rulings on 

whether to ban watching the show on religious grounds. A Lebanese Sunni cleric claimed 

that the devil was in force in directing the program. In what amounted to a rare rebellious 

youth voice in cyberspace, where young people were overwhelmingly charmed by the show, 
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an Islamist youth group reacted by setting up a website called “No2StarAcademy.ne”. 

Furthermore, the Jordanian political party of the Muslim Brotherhood issued an official 

statement against the program, accusing it of defending US interests in the region and 

preaching cultural globalisation.  

The legal consultant Ahmed Al-Mhemeed (2008) considers that the Arab satellite TV 

channels should be held responsible for their broadcasting of programs, films and serials that 

contradict rulings, laws, public ethics and opinion. His view is based on the Charter of 

Organizational Principles of Satellite Transmission and Reception of Radio and TV 

Programs, which was adopted by the Arab Information Ministers. According to Al-Mhemeed, 

the charter emphasises the importance of legislating laws by member states to tackle cases of 

breaching the charter’s principles and to respect freedom of expression and human rights 

without negatively affecting social structure and ethics. However, he considers the 

responsibility to be collective in order to maintain the essence of the Arab regulations and 

legislation preventing broadcasting breaches of ethics, abuses of human dignity and rights. 

However, Kraidy (n.d.) maintains that the controversy caused by Star Academy has continued 

and transformed into an intensive public argument about a variety of problematic issues 

created by the conflict between modernity and tradition, social change and cultural identity. 

Nevertheless, the fifth season of this controversial program is now being screened (“Star 

Academy 5”, n.d.). 

As a reaction to this new cultural wave, the Islamic religious satellite TV channel Almajd was 

launched with the aim of salvaging the cultural values of Arab society. 

2.3 Religion-based Arab satellite TV channels 

It is well known that religion plays an important role in the daily lives of most Arab people, 

especially in the Gulf region. For this reason, a need emerged to have special channels, or at 

least programs on local TV channels, that offered religious teachings and values for the Arab 

masses. This part of the dissertation examines a variety of aspects of the religion-based 

satellite TV channels in the Arab world, with an emphasis on the Almajd satellite TV channel 

as the first channel to specialise in preaching Islamic doctrine.  
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2.3.1 History of religions in the Middle East 

According to Reinach (1930, pp. 1–2), a definition of the term “religion” is very difficult, not 

only because of its ancient origin and wide use, but also because of the etymology of the 

Latin term “religio” that gives a weak idea of the prehistoric meaning of the term itself. 

Nonetheless, Robinson (2007) provides a group of definitions of religion such as this more 

comprehensive one that states “religion is any specific system of belief about deity, often 

involving rituals, a code of ethics, a philosophy of life, and a worldview”. Moreover, religion 

is defined as a system of social consistency built on a widespread set of views or approaches 

related to an entity, human being, invisible being or system of thought regarded as 

supernatural, holy, heavenly or supreme truth, and the moral codes, practices, values, 

institutions and rituals associated with such beliefs or systems of thought. Religion is 

sometimes used interchangeably with “faith” or “belief system”, but it is more socially 

defined than a personal phenomenon. In this regard, the concept of “organised religion” 

commonly relates to a group of people who practise a religion through an approved collection 

of beliefs, often taking the form of a legal entity, while other religions believe in personal 

revelation and accountability (“Abrahamic religion”, n.d).  

Historically, the Middle East was the first scene of emergence of the three main monotheist 

religions – Judaism, Christianity and Islam – where Jerusalem and Mecca are regarded the 

holiest sites revered by followers of these religions. In this regard, the concept of Abrahamic 

religion or Judeo-Abrahamic faith refers to any religion originating from widespread ancient 

Semitic traditions that were practised by the followers of Prophet Abraham, or the Father of 

the Prophets. Furthermore, based on Jewish theology, Abraham was the first person post-

Noah’s flood to denounce paganism through rational analysis. Therefore, he is considered the 

father of monotheistic religions. In other words, the Abrahamic religion was monotheistic, 

but not all monotheistic religions were Abrahamic in origin. Yet the Islamic religion 

considers Abraham to be the first monotheist in a world where monotheism was missing, and 

is often called “Ibrahim Al-Hanif”, who built the revered Kaaba and placed the Black Stone 

in it. Furthermore, Abraham is described by the Torah and the Koran as a patriarch who was 

blessed by God, and who promised great things. Moreover, Jews and Christians believe that 

Abraham was the father of the Israelites through his son Isaac, and according to the Muslims 
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he was the father of the Arabs through his son Ishmael. Currently, there are approximately 

3.7 billion followers of the Abrahamic monotheistic religions (“Abrahamic religion”, n.d). 

2.3.2 Effects of religions on the Arab societies 

As mentioned above, based on the fact that the Middle East was the origin of the three 

monotheistic religions, the current region’s societies are deeply influenced by religious 

doctrines and religion plays an important role in shaping their cultures, traditions and social 

mentality. However, the history of relations between the followers of the three religions has 

been affected by events of severe conflict, and struggles to preach and establish the regional 

power of each religion. Accordingly, sharp antagonistic political and social polarisations have 

been established, and the region is still classified as one of the hotspots in the world of 

politics and religion. In this regard, Al-Ghuthamy (2004, p. 30), a Saudi academic, has built 

an assessment and critique of the current Arab culture and mentality, and the ways to attain 

openness to other cultures. He maintains that “social mentality is the very first source of 

social phenomena, values and laws in any society. The individuals adhere to the social 

mentality which prevails on their thinking, actions, stances, and decision-making.” Al-

Ghuthamy goes on to claim that a group mentality’s outcomes convert it into a collective 

feeling that is of an emotional nature, accordingly leading to irrational choices and 

judgements that would be hard to change. However, Al-Ghuthamy confirms that people’s 

adherence to a group mentality gives them a feeling of security, which is not so easily 

abandoned. In other words, the behavioural standards of individuals and groups, and their 

moral values, in today’s Arab societies are still being shaped and influenced by a religious 

establishment that calls consistently for their observance and maintenance against a wave of 

Western cultural invasion being conveyed to the region through different means of tourism, 

trade and the media. 

2.3.3 Religion and the media 

Hoover and Lundby (1997, p. 28) note that institutional religion has been experiencing a 

decline in Europe and North America, where the general trend is to support secularism and 

the individual’s rights of freedom of choice. According to the these authors, some religious 

intellectuals have become more inclined to preach models of rational choice for individuals to 

create their own belief systems on the basis of symbols and other resources of religious 
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inspiration, and to construct their own religion according to their own conventions. Hoover 

and Lundby also point out that an increasing emphasis on the psycho-therapeutic aspects of 

religion is found in the media tools of semi-religious organisations. They conclude that a link 

does exist between religious scholarship and media scholarship, as both probe television’s 

therapeutic discourse. Moreover, Hoover (2002, p. 1) argues that the mid-twentieth century 

witnessed the emergence of religious broadcasts, which were later followed by the emerging 

phenomenon of “televangelism” in the 1970s. In fact, the atmosphere of the time was more 

reflective of an important influence of religion on domestic and international politics. Hoover 

(2002, p. 2) believes that while the two domains of life, religion and the media, consistently 

experience transformation, they are increasingly converging on a commonality of interests 

and the tools of preaching, practices and psychotherapy. In fact, this is a process of continued 

evolution. However, based on Tunstall (2008, p. 369) in regard to the religious media in the 

Arab countries, religious programs mostly have been broadcast through mainstream audio-

visual media tools, not the independent religious TV channels.  

Tunstall (2008, p. 363) points out that the Arab world’s population rose by 400 per cent 

between the 1950s and the 2000s. In addition, a survey conducted by Zogby International in 

May 2004 found that across six Arab countries, 42 per cent of respondents specified that their 

most important identity was as citizens, 37 per cent identified as Muslims and 15 per cent as 

Arabs. These two facts logically would prepare a more fertile environment for a media 

business rather than using Islam as a tool for gaining a wider clientele base. In this regard, 

Al-Sudani (2002) maintains that the emergence of the conservative Islamic satellite TV 

channels was a reaction to the production and broadcasting of programs that downgraded 

Muslims by labelling them terrorists or thieves, which consequently formed a convention 

among many Muslims concerning the necessity to create independent Islamic media outlets 

to represent their views and to defend their causes, especially religious ones. Despite this, 

Tunstall suggests that the broadcast content of the first Arab satellite TV channels in 1990 

was confined to copying the styles of Western programs without considering the cultural 

differences between the West and the Middle East, and that those programs consequently 

were breaching Islamic doctrines. Subsequently, Islamic satellite TV channels were launched 

in the Middle East. However, many Arab and Muslim parents declined to introduce satellite 

TV receivers into their households for fear of deviating their children from the local cultural 
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and religious lines. This paved the way for launching the Islamic satellite TV channels at a 

later stage. In this regard, the case of the Saudi-funded Almajd satellite TV channel is 

discussed in detail below. 

2.3.4 Almajd satellite TV channels 

2.3.4.1 Emergence and development  

According to the Almajd website (“Almajd Channels”, 2008), the first official transmission 

of Almajd was on 2 May 2003 as part of Almajd Satellite Transmission Co Ltd, located in 

Dubai Media City in the United Arab Emirates. The company started transmission with just 

one channel; however, its current satellite transmission profile has seven channels. The 

station possesses a distinctive group of general and specialised channels, including three FTA 

channels and four encoded channels addressing Arabic-speaking families. In this regard, the 

Almajd Channel Bouquet is unique among most of the world channels, as 90 per cent of its 

TV program content is reproduced from international sources and modified in accordance 

with the station’s guidelines. This has made the station unique among all its Arab 

counterparts. Moreover, the Almajd Channel’s programs are transmitted from studios in 

Dubai, Riyadh, Cairo and Amman, while their offices are in Rabat, Damascus and Beirut, 

with contracts with tens of production companies. Almajd Channel is considered the fourth 

pay-per-view TV operator in the Arab world, and the company employs approximately 900 

staff located in studios in Riyadh, Cairo, Dubai and Amman. The station was the first to 

broadcast Koranic chants through a separate channel, along with studies of Islam through the 

Scientific Almajd channel. It also has a separate channel for documentaries, with the 2005 

channel (“Almajd Documentary Channel”, 2008) preceding Aljazeera’s documentary channel 

in 2007 (“Documentary channel”, n.d). 

The company claims its broadcasting style is distinguished by an extensive variety of 

programs that cater for different ages and social groups, based on a philosophy of moderate 

vision concerning social values and ethics. The best features of modernity and conservatism 

have been combined for the sake of better education and entertainment of society, achieved in 

an atmosphere of respect with reasonable limits of social freedoms, human rights and mutual 

respect between the members of society. The channel, however, states that it is keen to cater 

for all members of Arabic-speaking families through its variety of programs, such as those 
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designed for children and youth, talk shows, news and reports, competitions and 

entertainment, and religious programs (“Almajd Channels”, 2008).  

The initiative to launch the first Almajd Channel was taken by a group of 28 Saudi 

businessmen who had a common goal and vision for its objectives and styles of broadcasting. 

The channel has gradually become supported by a growing subscription audience. 

Accordingly, the channel’s company started dispatching a specially coded receiver operated 

by a coded smart card designed solely to receive Almajd to over 270,000 subscribers. The 

company is planning to use 3G mobile technology to transmit its programs to thousands of 

global Muslim subscribers for a “symbolic fee”. This initiative is expected to generate an 

enormous amount of income from audiences located in different places around the world (Al-

Otaibi, Al-Awadhi & Al-Ajmi, 2003).  

Based on the company’s policy of restricting reception to its programs and its enormous 

business success, many businesses started using the channels for advertising purposes, but 

within the company’s official and religious guidelines, knowing the popular power of 

Almajd. For example, one private company asked for Almajd’s permission to advertise the 

energy-boosting drink Red Bull, but this was declined due to its negative effects on health. 

Another company wanted to advertise its product Sinafi, which stimulates the sexual drive of 

males. Once again, Almajd declined that request on the grounds that such advertising 

conflicts with local cultural standards that prohibit publicising information related to sexual 

topics. However, these guidelines are specific to Almajd Company only, rather than being 

generally applied by other broadcasting companies. which have no objection to allowing such 

products to be advertised. In a telephone interview I conducted on 5 April 2008 with Adel 

Almajid, Vice-Director of Almajd Programs, he confirmed that his company’s refusal to 

advertise the abovementioned products was not based on religious doctrines, but rather on 

health grounds (concerning the Red Bull drink) and on conservative social grounds 

(concerning the Sinafi product). Almajid confirmed that the company’s program and 

advertising guidelines were not imposed by any government institution, but rather were 

designed in conformity with the company’s philosophy and ethics. Moreover, it is worth 

mentioning that Almajd’s guidelines also imply that music, songs and dance materials are not 

broadcast because of religious prohibitions; instead, the station broadcasts chants without 

music or dance – natural sounds like those of winds, birds and sea waves. In addition, Almajd 
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does not allow women to appear on its programs in accordance with the conservative nature 

of the social and religious establishments, especially in the Arab Gulf countries. However, the 

station does allow female audiences to participate in its shows or programs by phone (Al-

Otaibi, Al-Awadhi & Al-Ajmi, 2003). Once again, these guidelines are unique to Almajd 

only, which does not represent the public opinion in the Arab or the Islamic world, nor does it 

represent any government authority. 

2.3.4.2 Other Almajd channels 

In addition to the general Almajd Satellite TV Channel mentioned above, other important 

Almajd satellite channels – for example Almajd Children’s, Almajd Koran, Almajd Islamic 

Science, Almajd Documentary, Almajd’s The World Today and Almajd Hadith – were 

launched progressively, as described in the channel’s website (“Almajd Channels”, 2008). 

Table 2.2 provides short description on the nature of each channel as in the following: 

Almajd 

channels 

Brief description 

Almajd 

Children’s 

On 23 January 2004, Almajd Children’s Channel transmitted 

for the first time. This channel provides programs on a wide 

variety of subjects of interest to children up to 12 years old to 

meet their psychological needs. In this regard, the channel 

tries to match the children’s cognitive and cultural 

development. The broadcast programs include live and 

recorded TV programs, cartoon series, rhythms, 

competitions, games and original cartoon figures that are 

extracted from the local culture and history.  

Almajd Koran 

 

This channel was first launched on 17 August 2004, the first 

initiative of its kind in a world where specialist broadcasting 

was devoted to Koranic recitations and preaching. 

Furthermore, it was the first time in the history of the TV 

industry that an original method of displaying the Koranic 

verses on a background of natural images was offered. The 
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channel also provides complete recitations of famous 

Koranic readers in addition to hundreds of fine recitations 

from over 150 other readers originating from all over the 

Islamic world. The Koranic text and the meaning of its 

words are usually provided in Arabic, or translated into 

different languages, including English and French 

Almajd 

Islamic 

Science 

This channel was first launched on 11 March 2005. It is 

considered the first interactive Islamic educational channel 

that uses distant systems of education. It specialises in 

Arabic and Islamic sciences, with its main subject-matter 

being extracted from programs of the Scientific Academy, 

which uses a systematic approach in introducing Islamic 

subjects by a number of Islamic academics. However, the 

Scientific Academy’s website also supports the idea of the 

successful integration of participating students, who number 

over 40,000 from both genders.  

Almajd 

Documentary 

This channel was first launched on 25 June 2005 as the first 

documentary channel in Arabic. Its philosophy reflects a 

broad vision of life, the universe, human civilisation’s 

history and science, and diverse human activities. The 

Almajd Documentary programs have abundant content that 

includes a variety of programs regularly redesigned to enrich 

the audience’s culture, and to take them through different 

times, places and historical events using a well-structured 

framework of transmission that runs around the clock. 

Almajd’s The 

World Today 

This channel was launched on 1 January 2006 and broadcasts 

a news summary every 30 minutes as well as a group of short 

news programs including the reading of press excerpts from 

the United Arab Emirates, Saudi Arabia and other Arab 

countries. It also provides reports published in world 
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magazines, statements of key figures, camera shots, journal 

pictures of world events, weather forecasts and schedules of 

the following day’s events, with round-the-clock news. 

Almajd 

Hadith 

This channel was first launched on 20 March 2006 with a 

view to making it a means to educate the audience about 

Prophet Mohammed’s traditions (Hadith). The channel calls 

for comprehending the Islamic religion as a moderate faith 

that preaches equality and fairness among people, supporting 

the aspects of compassion that are featured in the prophet’s 

mission.  

 

Table 2.2 Other Almajd channels. 

 

2.3.4.3 Almajd’s business growth 

As mentioned earlier, local Middle Eastern cultures and traditions are different from the 

diverse sections of the region. However, the focus of different TV channels remains mostly 

on to the Gulf area because of this area’s high living standards as well as the widespread 

adherence of its inhabitants to Islamic teachings. Thus commercial channels have been keen 

to broadcast content prohibited by Islam. As a reaction to such commercial TV policies, 

Almajd was launched to provide alternative Islamic content that keeps different groups of 

Muslim audiences linked to their religion and local cultural models. An audience study 

(Abwab, 2006, p. 55) of 962 inhabitants of the Saudi capital city of Riyadh found that around 

65 per cent of respondents were “highly satisfied” with Almajd’s application of Islamic 

religious doctrines, while 20 per cent were “dissatisfied” with the channel’s adherence to 

Islam and called for more religious content in its broadcasting. This finding reflects a high 

tendency among the local audiences of this particular TV channel to maintain their Muslim 

identity. 

On the other hand, Almajd enjoys considerable support from many Middle Eastern Muslim 

scholars, especially in the Gulf region, giving the channel more popular acceptance. 
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Furthermore, some scholars go further in their support and have issued religious rulings 

calling on people to subscribe to Almajd, because it is the one channel that applies 

conservative Islamic strategies. Such broadcasting standards and religious rulings have 

motivated many to subscribe, and the enormous numbers of subscriptions have in turn caused 

shortages in receiver supplies and delays of several months in processing new applications. In 

this regard, during the telephone interview the Vice-Director of Almajd Programs, Adel 

Almajid, commented: “We did not expect such a huge shortage in the channel’s receiver 

supplies within less than a month, which had consequently led us to request more of them 

from the suppliers.” 

The channel’s management was well aware of audiences’ needs in the Middle East, and the 

problems they were encountering with other satellite TV channels in the region, which 

broadcast content conflicting with their culture and having claimed negative effects on the 

social makeup. This has given Almajd a good opportunity to build a high profile among Arab 

populations, which have provided enormous support, regardless of the channel’s subscription 

cost being higher than for its competitors. In a 20-minute promotional CD issued by Almajd 

(“Almajd Channel: Harvesting three years”, 2006), the company claims that an average two-

yearly subscription to its programs costs an equivalent of A$500, covering its seven channels 

only. According to a survey conducted by Abwab Alelam Media Company (Abwab, 2006, p. 

59), 40 per cent of respondents were very unhappy with this cost, with more than one-third 

(35 per cent) considering the cost to be “average”. So there are a significant number of 

Almajd subscribers who are concerned about the cost of subscription. 

2.3.4.4 Almajd’s regional influence 

As mentioned above, the channel has achieved widespread and fast expansion of its business 

amongst Arabic-speaking audiences. The channel currently has production studios in four 

Arab countries. Its Islamic-based broadcast content has given it a special position among 

other satellite TV service providers. According to the Abwab Alelam study (Abwab, 2006, p. 

57), there is a remarkably positive effect as a result of Almajd’s presence, represented in the 

following figures: 48 per cent of the audience sample acknowledged the channel’s role in 

local social reform; 34 per cent believed in its role in preventing a regional cultural decline; 

and 41 per cent indicated time-wasting caused by other satellite TV broadcasters due to their 
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lack of goals and content. It is noteworthy here that Almajd Children’s Channel is perceived 

to have a positive effect, due to the variety of educational programs and cartoons it provides. 

According to the study (Abwab, 2006, p. 60), 46 per cent of those surveyed believed that the 

Almajd Children’s Channel was successful in alleviating children’s behavioural problems at 

home, 68 per cent believed that the channel improved children’s knowledge and linguistic 

capabilities, 62 per cent believed the channel helped children acquire different skills, and 55 

per cent thought the channel helped in improving communication between children and 

adults. On the other hand, the study found that between 17 and 22 per cent of those surveyed 

had no clear idea about the channel’s negative or positive influence on children.  

2.3.4.5 Who are the audiences? 

Adel Almajid, Vice-Director of Almajd Programs (2008) stated that Almajd has three FTA 

channels broadcasting through ARABSAT and NILESAT satellites that can viewed by 

audiences from any location without paying any fees. Its other broadcasts are received 

through Almajd’s coded receiver, with around 270,000 subscribers in an average household 

of four members. This takes the total number of viewers to around one million. These 

viewers can watch Almajd programs only by using the channel’s receiver, which is solely 

coded for it. However, a survey of the channel’s audiences (Pan, 2007) indicated that the 

female audiences were keener to watch conservative and religion-based channels than the 

males. Moreover, the same survey showed that around one-third of audience members were 

aged 20–29, with the 30–39 age group making up a quarter of viewers. The mature adult 

audience comprised 57 per cent of the sample. It is noteworthy that 57 per cent of the 

surveyed sample were married and 43 per cent were single. Moreover, the survey showed the 

audience locations as 46 per cent urban, 34 per cent sub-urban and 20 per cent rural. These 

results reflect a common trend in the Middle East, whereby the urban and suburban 

populations usually have more access to media and other cultural facilities than rural 

dwellers.  

2.3.4.6 Market competition 

There is aggressive competition between Arab satellite TV channels to get the widest 

audience base possible. Most channels attempt to make their programs more exciting and 

sometimes rewarding for their audiences. However, in Almajd’s case the situation is 
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somewhat different – the channel claims to broadcast what its audiences expect from 

programs that do not breach religious teachings and are more educational. This means that 

Almajd is not competing for a broad market audience, especially in the Gulf region, and more 

specifically for the Saudi audiences. This is more established by the fact that its receiver is 

coded to allow only Almajd programs. 

Almajd was ranked second in the 20 most popular Arab satellite channels, with 96 per cent 

market penetration, just after the Saudi Channel 1, and ranked fifth in audience awareness at 

12 per cent (Pan, 2007). The Muslim fasting month of Ramadan is the most competitive time 

for all channels (Tunstall, 2008) because of the fasting rituals that require people to stay 

awake until the late hours at night for the “Al-Imsak” meal just before sunrise of the next day 

of fasting. During Ramadan, Almajd ranked fifth out of 20 of the most popular Arab satellite 

channels at 13 per cent, preceded by the Saudi MBC-1 channel with 69 per cent (Pan, 2007).  

Another survey conducted by the Saudi Al-Riyadh newspaper (Thqaft, 2007) to select the best 

Saudi comedy serials during the fasting month of Ramadan revealed that the Matabbat serial 

shown on Almajd was ranked first. Based on such findings, it is clear that Almajd has proven 

itself to be one of the most successful Arab satellite TV channels in spite of its conservative 

nature singling it out from other channels. The Al-Riyadh newspaper (Thqaft, 2008) survey 

found that Ghubar Al-Hajeer, produced by Almajd, was ranked the first Arab actor and serial 

during Ramadan, with 92 per cent of the vote.  

2.3.4.7 The audience influence on Almajd 

The strict standards applied by Almajd – with women not allowed to be shown on the 

channel’s screens, and musical broadcasts not permitted – gives rise to the significant 

question concerning the secret behind the channel’s vast success. In fact, a thorough 

examination of the abovementioned statistics that reflect Almajd’s strong position in a highly 

aggressive market suggest the influence of the local cultural environment on the channel’s 

policy and its ethical stance. However, this projects an impression that the channel itself 

might be shaped by the audience’s conservative ways of thinking and attitudes. Certainly, the 

channel – as with any business – looks after its profits. However, the way the channel acts 

and performs can be classified as smart and successful in attracting large numbers of 

subscribers and supporters. In other words, the channel appears to feel for and cater to the 
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needs and expectations of Arabic-speaking populations – a move that has succeeded in 

gaining support from the religious establishment. Almajid (2008) recounts an event where a 

woman appeared in a documentary film for just a few seconds, caused a huge reaction from 

the audience. As a result, many people called Almajd to protest and to withdraw their 

subscription from the channel. This is an example of how the channel has to continually 

observe its relationship with the society and the religious establishment that support it. 

2.4 Arab political satellite TV channels 

As mentioned previously, the first Arab satellite TV channels were launched at the beginning 

of the 1990s at a time when the Middle East and the world were engaged in dramatic political 

events – the Iraqi invasion of Kuwait; the circumstances surrounding the aftermath of the 

Iraq–Iran war; the war in the Balkans; and the dramatic changes in Eastern Europe after the 

collapse of the former Soviet bloc. Consequently, this section of the thesis is dedicated to 

providing a background on Arab political satellite TV in terms of its history, the 

circumstances surrounding its emergence and its role in shaping the minds of the Arabic-

speaking viewers around the world. 

2.4.1 History of the Arab political media 

Before launching the Aljazeera satellite TV channel in 1996, the mass media in Arab 

countries were mostly representing their own governments’ voices. For example, as noted by 

El-Nawawy and Iskander (2003), people may not express their independent views – in 

particular, criticism of government policies. This implies that governments generally have no 

tolerance for the common voices standing up against their policies; hence exercise 

authoritarian attitudes towards people. Consistent with this impression, the available media 

also exercise strict censorship where needed, and propagate limited access to the non-official 

views. Therefore, all Arab TV screens appear to reproduce the official policies of the local 

governments. This reflects the complete control of government authorities and overall lack of 

freedom of expression in the Arab media. In the same vein, governments impose their own 

policy of thinking, and any criticism is perceived as a direct threat to their power or existence. 

This situation is described in more detail by Rugh (2004, pp. 78–80), who explains that the 

Arab media function in a political environment that imposes passiveness and conformity on 
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whatever is declared as an official policy. Although differences exist between all the Arab 

political systems, there are common characteristics shared by them. These characteristics are 

somewhat regional in nature. For example, countries of the Arabian Gulf region, such as 

Saudi Arabia, Qatar, the United Arab Emirates and Oman, do not have parliaments and 

official opposition organisations, and no publicised disagreement or criticism of the 

government policies is permitted. As a strategy to contain any potential public disagreement, 

some of these countries have introduced so-called “consultative councils” as bodies providing 

advice to the executive power, but with limited legislative and political power. However, 

although some other countries in the Middle East region have parliaments – such as the 

Palestinian Authority, Bahrain, Yemen, Lebanon and Egypt – they do not have sufficient 

space to freely decide and legislate, and consequently the real power remains confined with 

the head of state. Moreover, Rugh (2004, p. 79) stresses that it has become habitual for 

journalists to adjust to the environment created under government repression in various 

regimes. Interestingly, it has reached the level where journalistic institutions work under self-

created censorship, which is consistent with propagating the government’s lead agendas. In 

this way, it is rather reminiscent of Nazism, as noted in Clark (2005, p. 134).  

Thus information conveyed to Arabic speakers has only been able to come from sources 

limited to Arab government-controlled media, which were nothing more than mouthpieces 

for officials, or from Western media that were mostly commercial in nature. This was the 

case until the 1990s when the first Arab satellite political TV channels were launched. Below, 

more detailed discussion covers the case study of Aljazeera, the first independent political 

satellite FTA channel in the Arab world. 

2.4.2 Aljazeera satellite TV channel  

2.4.2.1 Aljazeera’s establishment 

After toppling his father in a bloodless coup, Sheikh Hamad bin Khalifa Al-Thani became the 

new Emir of the State of Qatar on 26 June 1995 (“His Highness Sheikh”, n.d). Once he had 

assumed power, he tried to introduce a new policy for Qatar with new goals, aimed at raising 

Qatar’s standing in the world through a series of reforms in various sectors, such as 

encouraging foreign investment in the country. One of the landmarks of his new policy was 

the establishment of Aljazeera (whose name translates as “the island”) in November 1996. 
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This eventuated after the British BBC withdrew from its contract with the Saudi group of 

Mawarid when the corporation allowed an interview with a London-based Saudi political 

opponent, Mohammed Al-Mas’ari, to be conducted. This case angered the Saudi government, 

which pressured the BBC to ban the interview. However, the BBC refused to acquiesce, 

leading to its withdrawal from the contract. Once the Qatari Emir heard of this, he asked the 

former BBC Arabic-speaking staff to move to Qatar to establish Aljazeera, promising them 

the ability to edit and broadcast news and reports without intervention (Bahry, 2001). Thus 

Qatar became the first Arab country to allow freedom of broadcasting. 

In the beginning, Aljazeera’s broadcasts lasted six hours a day (“Aljazeera: The Satellite”, 

2003). Currently, the channel provides 24-hour news coverage, targeting 35 million Arabic-

speaking viewers worldwide (“Aljazeera Satellite Channel”, 2007). More importantly, its 

FTA broadcasts cater for different groups of people. The channel started with 20 former BBC 

staff and it currently employs about 500 people from diverse political, cultural and religious 

backgrounds (Miladi, 2003).  

The Aljazeera channel was first supported by $140 million provided by Sheikh Hamad, 

followed by additional funding from large government companies such as the Qatar Oil 

Company, Qatar Gas Company, Qatari petrochemical companies and Qatar Airlines. It is 

noteworthy that Aljazeera does not receive revenue from commercials because of sanctions 

imposed by some Arabic governments against any attempt to provide financial support to 

Aljazeera, which they regard as a threat to their political interests (Campagna, 2001). The 

establishment of Aljazeera broke many taboos in the Middle East by causing controversies 

through interviews with dissidents and convicted terrorists and by showing programs that 

encouraged social and political debates on problematic topics. In addition, the channel 

actively unedited broadcast images and facts, allowing viewers to see for themselves before 

forming their own opinions. 

2.4.2.2 Aljazeera’s programs 

According to El-Nawawy and Iskander (2003), Aljazeera is considered a kind of alternative 

medium that broadcasts a variety of news and programs which are innovative in the Arab 

world. For example, the channel frequently broadcasts interviews with political opponents of 

Arab governments and provides news bulletins of events at hot spots. Moreover, it provides 
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viewers with the opportunity to participate in live dialogue, giving them the chance to express 

their views through direct questioning of governments and other political figures and 

authorities without restrictions or pressure. In this regard, El-Nawawy and Iskander (2003) 

maintain that Aljazeera’s hosts are always keen to show professional impartiality by giving 

equal opportunity to interviewees to express their views without bias. In doing so, the 

channel’s main objective is to let the audience become aware of different views, and then 

have the chance to make their own assessments and decisions. Such a situation is almost non-

existent when compared with other Arab TV channels. 

Based on Allied Media Corp. (“Aljazeera programs”, n.d.), the following is a selection of 

popular programs broadcast by Aljazeera: 

2.4.2.2.1 Popular news programs: 

These programs include the Aljazeera Investigative Program (literally translated from Arabic 

as “Highly Classified”), which is an analytical, documentary-style program that discloses 

classified secrets and gets into hotspots where no other program has dared to go or undertake 

such risky missions as the Aljazeera staff are prepared to accept. In addition to this highly 

interesting program, Aljazeera broadcasts other programs that are also popular and watched 

by considerable numbers of people around the world. These programs include This Morning, 

Between the Lines, Economic Bulletin, News Bulletins, Today’s Harvest, Today’s Interview 

and Weekly File. 

2.4.2.2.1 Popular talk programs: 

This group of programs includes The Opposite Direction, which is modelled on CNN’s 

Crossfire format and is broadcast live for two hours per week. It involves two guests from 

two organisations that are in conflict with each other, who are invited to discuss a variety of 

issues with the host, Dr Al Kasim, and the audience, who are engaged in mostly passionate 

debates concerning highly controversial, at-stake issues. Dr Al Kasim sets the stage for these 

debates and ignites discussions with provocative questions (El-Nawawy & Iskander, 2003). 

In addition, there are other popular talk programs including Aljazeera Platform, Century 

Witness, Cultural Forum, For Women Only, More Than One Opinion, No Frontiers, Open 

Dialogue, Religion & Life and Without Bounds.  
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2.4.2.3 Other Aljazeera Channels 

Aljazeera has a number of different channels, shown in Table 2.3. 

Aljazeera 

channels 

Brief description 

Aljazeera 

Sports 

Two channels broadcast sports news from Arab countries and around 

the world. The first was launched on 30 August 2003 with a trial 

broadcast of the Spanish Football League. Currently, both channels are 

on air and they broadcast FTA in Arabic, except in the case of some 

European football cups where transmissions are coded and fees are 

incurred, like the Spanish Football League matches (“Aljazeera Sport 

Channel”, n.d.). 

Aljazeera 

Children’s 

 

Aljazeera’s Children’s Channel (JCC) is an “edutainment” channel that 

was launched in 2005. JCC is an FTA TV channel with its programs 

transmitted through the Arab satellites Badr 3 and Nilesat, and the 

European Hotbird, reaching out to all Arab countries and Europe. It 

broadcasts its own educational programs for children, providing 

material for Arab children to learn about different world cultures and 

countries. JCC produces about 40 per cent of its broadcast programs. In 

fact, JCC is the first Arab children’s channel to provide talk shows for 

Arab children to have their say and to communicate their thoughts to 

others. The channel’s programs cover a wide range of topics that are of 

interest for children of different ages. Furthermore, the channel also 

produces its own titles of animated films and cartoons, as well as 

participating in international co-productions with other children’s 

channels around the world that have similar approaches to and 

philosophies about children’s programming (“A voice for Children”, 

n.d.).  

Aljazeera 

English 

In 2006, Aljazeera launched its English international broadcasting from 

London, Washington and Kuala Lumpur, while maintaining its 
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headquarters in Doha, Qatar. The new network carries a truly global 

agenda to a world audience. The channel’s broadcast runs around the 

clock, and includes news coverage and analysis, documentaries, live 

debates, current affairs, business and sport. The station claims to be the 

first global high-definition TV channel and the world’s first English-

language channel headquartered in the Middle East, aimed at providing 

both a regional voice and a global perspective to a potential world 

audience of over one billion English speakers, but without an Anglo-

American world-view (“About U”, n.d.). 

Aljazeera 

Documentary 

This channel was launched on 1 January 2007 from its Doha 

headquarters, six weeks after launching Aljazeera English. The channel 

plans to become a leader in its field, and to encourage an audience 

tendency to learn about the history of world events through 

documentaries. The channel broadcasts in Arabic around the clock, and 

it seeks to enhance a wider understanding of different topics in line with 

the “Aljazeera Spirit” of preaching the Arab culture, and reversing the 

North–South flow of information. In addition, the channel is keen to 

broadcast a range of high-quality documentaries on political, historical, 

scientific, artistic, tourism, health, religious and social aspects of human 

life, while supporting and developing the documentary film industry by 

working closely with existing producers and filmmakers, as well as 

nurturing new and emerging talents (“Documentary Channel”, n.d.). 

Aljazeera 

Mobashir 

This satellite channel was launched on 15 April 2005 with the aim of 

catering for those parts of the audience who are interested in following 

full coverage of live events, such as Saddam Hussein’s court sessions, 

the press conferences of political leaders and the caucuses of political 

parties. The channel is considered the first of its kind in the Arab world 

(“Mobashir”, n.d.). 

 

Table 2.3 Aljazeera channels. 
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2.4.2.4 Who are Aljazeera audiences? 

Aljazeera claims to have at least 40 million viewers in the Arab world. The majority from 

outside the Arab world are located in the United States. Figure 2.2 illustrates the channel’s 

audience age groups, categorised between 15 and 40+ years. The audience is almost equally 

spread across the 15–29 (25 per cent), over 40 (23 per cent) and 30–39 (20 per cent) age 

groups. This indicates that a considerable number of young adults are interested in having 

Aljazeera as a source of uncensored political information. The results show that male 

Aljazeera viewers clearly outnumber female viewers in every age group (“Aljazeera TV 

Viewer Demographic”, n.d.). 

 

Figure 2.2  Aljazeera audience profile by age and gender (“Aljazeera TV Viewer Demographic”, n.d.) 

 

Most viewers reported watching an average of three to four hours a day, with those in the 15–

29 years group spending more time watching the channel’s programs, averaging an additional 

hour daily. The majority of viewers (67 per cent) live in urban areas, while a very small 

group live in rural areas. According the survey, 37 per cent completed secondary education, 

34 per cent primary and 29 per cent tertiary studies. Additionally, 70 per cent of viewers are 

married and 30 per cent are single, while 96 per cent are Muslim (“Aljazeera TV Viewer 

Demographic”, n.d.). 
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2.4.2.5 Opportunities for audience base growth 

Since its emergence in November 1996, Aljazeera has been keen to take advantage of the 

most exciting local events, such as the Palestinian Intifada (uprising) and the wars in 

Afghanistan and Iraq. Given the fact that most of the Arab media were censored by local 

governments at that time, the uncensored and open alternative provided by Aljazeera has 

become an attraction for viewers mostly hungry for information that is not determined in 

quantity and quality by any official policies. The following are two examples of the how the 

dramatic events of the wars in Afghanistan and Iraq gave Aljazeera exceptional opportunities 

to develop its base audience among millions of Arabic speakers around the world. 

2.4.2.5.1   The Afghanistan war: 

Based on the fact that Aljazeera is an independent satellite channel, the way it covers world 

events might put it in conflict with many governments, including those in the West. 

According to Iskandar (2006), Aljazeera introduced itself as an alternative source of news 

and reports originating from the hottest spots in the world, without being dictated to by any 

government. In addition, Miladi (2003) claims that the best example is the 2001 war in 

Afghanistan, when attempts were being made by the United States to have full control of the 

media. At the time, the Taliban had no opportunity to voice its views to world. Accordingly, 

Aljazeera covered the war through the dissemination of the most dramatic images of this war 

once the events had taken place, especially the US bombardment of Afghan villages and 

towns, which showed dead and injured women and children as victims of war. Consequently, 

the US government decided to bomb Aljazeera’s office in Kabul in November 2001, 

destroying it. However, Aljazeera’s Kabul team continued its original goal of continuing 

comprehensive coverage of the war, allowing the views of different parties to be broadcast to 

the world. In fact, Aljazeera became the provider of news and reports in a different way from 

all the other media sources covering the war events.  

Miladi (2003) maintains that Aljazeera’s interview with Osama Bin Laden broadcast in 1998, 

as well as showing exclusive images of Bin Laden after the September 11 attacks on the 

United States, caused Aljazeera to become the only source of such details to the world and its 

media. This helped to increase its Arab viewing audiences in the west. El-Nawawy and 

Iskander (2003) note that after Aljazeera’s interview with Bin Laden, where he labelled the 
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war in Afghanistan a war against Islam, many Western officials picked up on the message 

and began to appreciate the seriousness of Bin Laden’s propaganda. In this regard, the then 

British Prime Minister, Tony Blair, was quick to respond and requested an interview with 

Aljazeera in order to explain to the Arab and Muslim worlds the reasons behind the Afghan 

war as seen from the Western side. This event provides a strong example of Aljazeera’s 

influence and standing in world events, and consequently its role in shaping the thinking of 

its audiences. 

2.4.2.5.2    The Iraq war: 

Aljazeera’s coverage of the war in Iraq is quite similar to its approach to reporting 

Afghanistan. In Iraq, the channel again focused on human casualties and the destruction of 

the civilian infrastructure by supporting its reports with detailed images, with the aim of 

showing the real face of the war – a completely different approach to that adopted by the US 

government. The former Iraqi government used Aljazeera to voice its views to millions of 

Arab viewers around the globe, based on the channel’s influence and popularity. The 

Pentagon was angered by the Aljazeera reports and ordered the bombing of its Baghdad 

offices, resulting in the death of Aljazeera reporter Tareq Ayoub (Niman, 2006). 

Niman (2006) provides another example that suggests Aljazeera as an alternative media 

outlet providing uncensored news of a dramatic event – the battle of Fallujah in April 2004, 

when more than 30 US troops died, more than 400 troops were wounded, and at least 1200 

Iraqis were killed. A Red Cross official confirmed that US forces used cluster and 

phosphorous bombs to destroy the resistance. The Americans claimed that their target was to 

kill Abu Musab Al-Zarqawi, the leader of the Iraqi Al-Qaida, with up to 80 per cent of his 

fighters who were positioned in Fallujah. That attack was covered by Aljazeera after the US 

forces had ordered all journalists and television crews to leave the city under the pretext of a 

potential threat to their lives. The Aljazeera crew remained and continued live coverage of 

the battles, broadcasting the most dramatic images of horror and death to television audiences 

around the world. Aljazeera’s crew’s insistence on staying to cover the battle events angered 

the US military, which responded by bombing the building where the Aljazeera crew had 

spent their last night, killing their host. 
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Once again, Aljazeera had become a heavy burden on the US administration, which 

frequently was angered by Aljazeera’s role in inciting US public opinion against the 

government. Britain’s Daily Mirror reported that during the siege of Fallujah, George W. 

Bush approached then British Prime Minister Tony Blair with a plan to silence Aljazeera by 

bombing its headquarters in Doha, Qatar, after failing to kill its crew in Fallujah (Niman, 

2006). 

Arab governments have made many attempts to put pressure on the Qatari government to 

intervene and stop Aljazeera from raising contentious issues, all of which have been declined. 

In the same way, the US government has attempted to ensure that the wars in Afghanistan 

and Iraq are transmitted by the media to reflect US views – but Aljazeera rejects such a one-

sided approach. Aljazeera’s news editor Ahmed Al-Sheik (“Aljazeera Adopts”, 2004) 

observes: “Some people say we are taking the nightmares into people’s houses and we are 

putting too much blood on the screens. If we don’t report the ugly face of the war, would that 

mean we abided by the criteria? Would we be embellishing the face of the war?” 

Overall, the Iraq war provides another example of how Aljazeera has utilised world events to 

develop its market, subsequently expanding its role as a major player in the field of satellite 

TV and its influence on shaping the minds of its audiences. 

2.4.2.6 Is Aljazeera biased or neutral? 

Many Arab regimes criticise Aljazeera’s hosting of interviews with their political opponents 

who embarrass them in front of their people and the world. On the other hand, Western 

authorities make the same complaint by accusing Aljazeera of having an agenda of inciting 

hatred against Israel and the United States. Accordingly, the channel is collectively criticised 

by authorities in both the West and the East. Despite this, its popularity has continued to grow 

for the reasons outlined above.  

In spite of being very popular with its audiences, Zayani (2005) asserts that there are 

shortcomings in Aljazeera’s conduct. Such shortcomings, he claims, include the lack of 

impartiality in its coverage of news from around the Arab world, and the fact that it does not 

highlight issues and news stories fairly. Zayani alleges that while the channel remains silent 

on controversial Qatari issues, it highlights the controversies of other Arab countries. As 
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mentioned above, the reason behind such an agenda by Aljazeera could be related to the fact 

that Qatar is the country that first funded Aljazeera and opened its doors for its headquarters.  

However, such critiques are challenged by Miles (2005), who provides several examples 

supporting Aljazeera’s neutrality. In this regard, Miles claims that the channel also allows 

Qatari critics to voice their views against their government. In one case, there was criticism 

of the existence of the Al-Aoudid American military base in Qatar on Aljazeera’s program, 

The Opposite Direction. Such an issue is considered to be very sensitive for both the 

government and the people of Qatar. Miles also suggests that Aljazeera is being accused of 

being pro-Israel in its broadcasting policy by inciting conflicts between Arab governments 

and between their peoples. In this regard, Miles reminds such accusers of the way Aljazeera 

covered the second Palestinian “Intifada” (uprising) when Aljazeera’s staff appeared on TV 

screens, dressed in black as a sign of grief for the Palestinians killed while confronting the 

Israeli occupation of their land. It also broadcast graphic images of killed and injured 

Palestinian civilians during the dramatic confrontations with Israeli forces. Miles (2005, p. 

97) further claims that the Aljazeera reports played a role in provoking the Arab masses to 

support the Palestinians in their struggle against the Israeli occupation, and that Israeli 

observers admitted that Israel’s control over the media had ended after Aljazeera’s entry into 

the media market. Miles acknowledges that the former Israeli Prime Minister, Ariel Sharon, 

described Aljazeera as a place for terrorists who use it as their base for propaganda.  

Miles’ (2005, pp. 140–1) third example of Aljazeera’s neutrality is related to denying the 

allegation that Aljazeera is a tool used by the CIA. In this example, he refers to an event in 

February 2000 where the Taliban sent an invitation to both CNN and Aljazeera to open 

offices in Afghanistan – CNN declined the offer, while Aljazeera accepted it. That 

opportunity enabled Aljazeera to show the entire world images of the war in Afghanistan, 

which angered the US administration. Subsequently, the US government ordered all 

American TV stations to refrain from publishing any images related to Al-Qaida, particularly 

those issued by Aljazeera. Miles reminds readers of how the former US Secretary of State 

Colin Powell tried to pressure the Emir of Qatar to use his power to control content of 

Aljazeera’s broadcasts, but without success. Based on these and other examples, Miles argues 

that Aljazeera is not controlled by the Americans or anyone else. 
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As part of confronting Aljazeera’s critics, Faisal Al-Qassem, the host of the program The 

Opposite Direction, maintains that the channel’s bias towards the Qatari government is 

natural, given the fact that most mass media around the world are biased towards their own 

agendas as defined by their owners, whether they are publishing companies, organisations or 

governments. However, Al-Qassem stresses the relative nature of the concept of bias and the 

need to examine it on a case-by-case basis. He argues that the Western media cannot present 

all opinions, nor provide opportunities for others who are classified as enemies of their 

sponsors to voice their views. He mentions the following examples where The Times 

represents the Conservative Party, The Daily Telegraph represents the extreme conservatives, 

and The Guardian represents the British Labour Party. In any case, few – if any – newspaper 

journalists are allowed to write in favour of opponents to their newspaper’s owners or 

sponsors. The point Al-Qassem makes here is that all media represent and defend policies 

defined only by their sponsors (“Aljazeera TV Host Faysal”, 2007). Alcrotaite (2007) argues 

that giant media corporations in the United States, which own several channels and journals, 

present the news in the same structure and provide the same arguments. He maintains that 

when the US journalist Seymour Hersh was asked about the way the US media had covered 

Middle East events over the past few years, he claimed that the events were not covered well, 

as they did not deal with the Iraqi crisis in a neutral manner, and that the media had difficulty 

in criticising the US government. Generally, each media outlet has its own agenda and has 

goals to achieve. 

2.5 Conclusion 

I have explained the evolution of LBC, Almajd and Aljazeera and their business in 

accordance with their policies, government repressions and the audience perspectives. 

Through this critical analysis, I reached some interesting conclusions, which motivate the 

next chapter. The conclusions derived from the above are reproduced as follows, 

corresponding to LBC, Almajd and Aljazeera.  

As explained above, the story begins with the rationale of emergence from earlier broadcasts 

when the conventional commercial Arab TV channels were supported mostly by different 

Arab governments and political parties. In fact, such support deprived the channels of their 

independence and put them under strict controls to serve the ideologies, goals and policies of 

their supporters. However, the beginning of the 1990s saw the launch of the first satellite TV 
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broadcasts, opening the way for strong competition between the channels to win the widest 

audience base and inviting large corporations to advertise with the stations, providing them 

with important financial support. The channels enriched their businesses through frequent 

surveys to trace tendencies among the audiences. The main audience target group was youth, 

who comprise 65 per cent of Arab societies. 

On the other hand, the business-driven policies of the channels created conflict between what 

had been established through hundreds of years of social development and newly imported 

cultures from abroad, propagated through modern satellite TV channels. The resistance to 

such a process was a logical sequence in a series of events that is still continuing and 

escalating on two major fronts – one represented by social and political institutions supported 

by the region’s clergy, and the other voicing the needs of modern social groups that are open 

and accepting of current cultural change prevailing in the West. Satellite broadcasting 

companies tend to be materialistic in their business approach without considering the long-

term negative consequences on community social structure, stability and ethics. The youth 

demographic is always an easy target for such companies, given the fact that young people’s 

life experience and the ability to make mature judgements and predictions of consequences 

are limited. This is evident in a perceived negative influence by LBC on young Arab 

audiences, who have started to distance themselves from their traditional duties towards their 

families, countries and obligations towards their own future. The most influential LBC 

programs are those classified as part of the reality TV category, such as Star Academy, which 

has radically challenged the social and ethical make-up of the Arab region built through 

centuries of social development. As usual, sex is used as the quickest and easiest means for 

material gain, without regard to potential social consequences.  

The emergence of the Arab satellite TV channels in 1991 paved the way and created reasons 

for a distinguished channel like Almajd to get into the market with its specific style and goals 

based on Islam. Almajd has been keen to show itself as being different from other channels 

by not broadcasting programs that breach the Islamic teachings and traditions or by 

conveying Western values through copying and broadcasting programs that are inconsistent 

with the local ethical values of the Middle East. The Almajd Channel enjoys ongoing support 

from the religious establishment, giving it a moral mandate for its audiences. The channel’s 

success is based on its catering to its audience’s perceived spiritual needs in the mostly 
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Muslim Arab world. Part of the audience does not want to see women on the screen or listen 

to music on the channel’s programs. Accordingly, the channel’s policy is shaped by such 

audiences likes and dislikes. The example of Almajd’s comedy program, Matabbat, suggests 

that the channel’s conservative style is being accepted and supported by its audience. The 

traditional cultural atmosphere utilised by Almajd aligns the channel with the local ethical 

standards and accepted social taste.  

As mentioned above, the political channel Aljazeera has played a powerful role in reshaping 

the Arab masses’ thinking and knowledge of the world. The way the channel presents the 

news and reports is unique. For this reason, Aljazeera has been able to build its reputation and 

earn massive support from millions of viewers around the globe. It is this support that has 

enabled the channel to firmly withstand criticism from various Western and Middle Eastern 

governments and organisations to continue its mission as an independent media outlet. 

Certainly the channel’s independence cannot be given an absolute label, given the fact that 

any media organisation must have an agenda. The channel has been successful in utilising 

dramatic events such as the wars in Afghanistan and Iraq, to a level that angered the 

American administration. Equally, the channel has earned the animosity of both Arab and 

Western governments for broadcasting news and reports that embarrass them. 

In conclusion, through this context I have developed a general picture that identifies the 

relevant factors that may have a role in influencing the audience on one side and Arab TV 

broadcasters on the other side. The next chapter will discuss the various audience theories to 

lead the discussion further towards the construction of a framework for analysis of this 

research.  
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Chapter 3 Literature review (part II): 

Audience theory 

 

3.1 Introduction 

During the twentieth century, media theorists developed several models to study the effects of 

media texts on consumers’ behaviours. Those models provided basis for the so-called “effects 

theory”. This theory is still subject to hot debates among media researchers, with no common 

agreement on different audience reactions to different media texts. The scientific debate is 

complicated further by the current state of politics. Accordingly, there is a view that some 

audience theories are seen as an invitation for more censorship on what is given to the 

audience, while another view considers a policy of less control over the texts’ contents 

(Nightingale, 1997a, p. 352).  

People around the world devote considerable amounts of time to the consumption of various 

types of media content, especially watching TV; subsequently, homes have become media-

rich with TV sets, radios and internet connections. In people’s everyday engagement with 

friends and family, and with the local and wider communities, they draw upon and 

increasingly rely on a never-ending flood of images, ideas and information about worlds 

distant in space or time and about the world close to home. Such wide human consumption of 

media content has led to a complex variety of audience groups polarised around their media 

technologies, and consequently the emergence of studies and theories to provide reasons for 

and interpretations of such phenomena (Nightingale, 1997a, p. 351). 

This chapter focuses on defining the audience and reviewing audience research methods in 

the light of typical audience theories, which further helps us to modify the existing theories 

and construct an interlinked framework of analysis.  

3.2 Definition of audience 

According to The Oxford English Dictionary, genealogically the term “audience” originates 

from its Latin root of audire, which means “to hear”. However, the first applications of the 
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word go back to the fourteenth century. At that time, no conception of the audience as a 

group to which a communication is directed existed, but the term referred mainly to formal 

hearings in a court of law where individuals were provided with audience, with such meetings 

involving a favour or benefit granted by a superior – that is, the judge. At the time, while a 

citizen could be granted an audience, it was actually the judge who was listening for the 

purpose of making a judgement (Little, Fowler & Coulson, 1973, p. 131).  

Based on the work of Mosco and Kaye (2000, p. 31), the notion of the audience is one of the main 

ideas frequently tackled by mass media research, as it is a highly problematic one. Its 

importance is also appreciated by scholars who have critical views of the notion. 

Summarising many of these, the same authors cite Allor (1988), who argues that “the concept 

of the audience … is the underpinning prop for the analysis of the social impact of mass 

communication in general”. However, Mosco and Kaye (2000, p. 32) suggest that it can be 

problematic whether the audience is best viewed as an active or passive party; there is also 

debate about the extent to which such activeness or passiveness is evident, and whether it 

can be seen as singular or plural, as a commodity, a form of labour or as a combination of 

human conduct. Likewise, the same authors confirm the intensity of debate about whether 

the audience is best looked at through the eyes of postmodernists, political economists, 

ethnographers or some blend of these and other views. Such a debate, however, is important 

to enrich media studies.  

Mosco and Kaye (2000, p. 32) also indicate that media studies misses a basic point by not 

addressing the reason behind the use of the term “audience/s”. This is particularly significant 

where the term has no specific merit in intellectual or disciplinary history, in contrast to 

widely used concepts such as race, gender, social class, culture or the state, whose origins 

and developments are compound but traceable to broad debates throughout a range of 

disciplines. In fact, the concept of the audience has emerged largely from the marketing 

sections of companies with an interest in selling their products through the media. 

Furthermore, the same authors confirm that references to television, radio and print audiences 

can usefully be compared with notions of an “assembly of hearers”, wherein the usage can be 

extended to cover theatre audiences. However, the same authors indicate that the earliest 

reference to the term, in 1855, related to an audience for cultural activities such as readers of 

books with a religious theme, or congregation members hearing a sermon. Generally, the 



Audience theory 

 

   51 

 

primary practice comprising the audience is the exposure of a group of people to a common 

communication. Importantly, the authors indicate that the essential difference between this notion 

of audience and earlier ones is in fact based on the form of communication, since there is no need 

for the audience to be assembled onsite, given the fact that modern media technologies allow for 

physically separated groups of people to be exposed to identical messages. Yet these authors 

believe that the question concerning the real reason behind the continued use of the term 

remains unanswered. 

For Nightingale (1996, p. 10), it was not until the mid-1980s that inferences about alternative 

theories of the audience emerged within critiques of the mass audience. Prior to that time, the 

category of the audience was not considered culturally significant, unlike the way that class or 

the nation were, due to a lack of overt theoretical work about the nature of audiences – mainly 

television audiences. It was customary to apply the term “audience” to anyone consuming 

broadcast media products, and where researchers studied media consumers rather than their 

cultures. In this regard, Nightingale cites McQuail’s (1983, pp. 150–4) definition of audiences 

as citizens who have civil responsibilities and who deserve fair and truthful exposure and 

representation by the press; his perspective attracted attention to the excessively neglected issue 

of citizenship, its rights and responsibilities, and the political aspect of audience activities. 

Nightingale (1996, p. 10) cites Frank and Greenberg’s (1974) more specific definition of 

audiences as based on “lifestyle” groups that are identified by an advanced statistical factor 

analysis of the mass audience. Such an idea demonstrates a commercial pragmatism in its 

understanding of audiences. For Frank and Greenberg, the commercial reality is that people 

are always potential audience material of interest. Thus the more they can be expected to 

spend, the more they will find programs they like on television. Nightingale (1996, p. 11) 

further cited Lasch’s (1980) understanding of the audience as a consumer society with a 

culture of celebrating narcissism. Briefly, based on Mosco and Kaye (2000, p. 32), the 

concept of the audience as large groups of people exposed to common media texts is mainly 

a quantitative concern for broadcasters, who need to know the number of people who tune 

in to their programs through the utilisation of different methods of audience measurement.  

McQuail (2005, p. 407) considers audiences to be groups of people who are formed in their 

societies and affected by media content. In this case, either the people inspire a proper 
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provision of media content, or the media attract people to the content they offer. In other 

words, the first view would consider media as being the party responsive to needs of the 

society, the local community, social groups or any targeted gathering, while the second view 

considers audiences as groups of people whose formation was stimulated by the media 

content. The same authors confirm the media continuously search for ways to widen their 

base of audience, and maintain them through identifying their current needs and predicting 

changes in such needs. In the course of persistent fluctuations in audience formation and 

reformation, the sharp distinction made at the beginning is not easy to display. In due course, 

media content supplied to social groups that are already formed has become hard to 

differentiate from the media recruitment of social categories regarding the content being 

offered. Furthermore, social needs that are invented by the media have also become 

impossible to differentiate from the needs that are spontaneous in nature or hard to separate 

from each other. Nonetheless, at the theoretical level, differentiations between receiver- and 

sender-created needs can help to identify the various versions of the audience that have been 

formed (McQuail, 2005, p. 407). 

In the light of above discussion, this study identifies the factors that may play an important 

role in influencing those different three channels, the TV broadcasters and the audiences. We 

further extend this discussion in the light of widely accepted theories as in the following. 

As already mentioned, McQuail (2005, p. 407) considers audiences as groups of people who 

are formed in their societies and affected by media contents. This implies that either the 

people inspire a proper provision of media content, or the media attract people to the content 

they offer. Therefore, this directly helps us to relate and explore those factors that may play a 

vital role of media in connection with its viewership. Further, it allows us to link with the 

particular environment already shaped of intense culture and traditions with the available 

media and its viewership. Furthermore, McQuail explains the simultaneous relationship 

between broadcasters and their audiences by considering TV channels as a bridge. This 

implies that broadcasters may influence audiences by providing them with self-selected 

content, or equally that this can be provided through monitoring the demand of viewers. 

Sifting through the abovementioned theory, this study attempts to classify the channels 

according to the programs directed by the broadcasters and corresponding influence on the 

audiences. This study classifies three domains of the Arab satellite TV – the commercial, 
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religious and political aspects – and examines their relationship with the audience to further 

investigate those factors that may be of high significance in this relationship.  

3.3 Measuring audiences 

In publishing and broadcasting circles, the concept of audience measurement reflects a need to 

identify the real audience’s interests in what media offer. Such identification is required for any 

plans to improve the broadcast content in line with what audiences want and like, and to achieve 

business success for the broadcasting companies as well. 

According to Webster, Phalen and Lichty (2003, p. 186), a commonly asked question by 

students of audience behaviour concerns the motive behind the people’s choice of certain 

types of media content over others. The most frequently provided straightforward answer is 

that people choose what they like. Such thinking is quite usual in industry applications, 

communication procedures, and most academic theories concerning audience choice of 

media content. The authors mention a group of theories explaining media content choice by 

the audience, which includes theories used by industry professionals, economic models 

of program choice, and the selective-exposure theory. These theories are all based, to a 

great extent if not totally, on the idea of audience preferences. 

3.3.1 Systems of audience measurement 

It is worthwhile understanding the systems being used by broadcasting companies to measure the 

number and composition of their audiences. There are two facets of media audience measurement 

where one pertains to assessing the media content and the other to the relevant audience 

behaviour that needs to be recorded. Accordingly, people intending to measure the audience 

have to determine which publications, radio or television channels, and parts of content 

conveyed by those instruments (articles, programs, advertisements) are to be examined for 

audience responses. It is, however, a well-established fact that the more precise the 

measurements are and the more information is gathered, the less often such measurements need 

to be taken (Miller, 1994, pp. 58–9).  

In general terms, there are two major systems of audience measurement: custom and syndicated 

measurements studies. As Miller (1994, pp. 60–1) indicates, there are audience surveys 

designed especially to suit certain media companies’ needs in probing their audiences. 
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However, such surveys may not attract the same public attention as syndicated studies suggest, 

such as the well-known ratings provided by Nielsen, Arbitron and Simmons, which 

simultaneously measure the audiences of different media outlets. Miller suggests that 

customised studies are used to find those audiences that are still unmeasured, to correct any 

damaging impression that they may have or to highlight the need to satisfy new information 

about an audience. Customised studies, however, are used to identify the level of audience 

loyalty and attentiveness to broadcast content. Although useful for a specific media company, 

the unique information gathered by customised studies cannot be compared directly with that 

produced by other studies; consequently, the level of objectivity of such findings can be 

questionable. At the beginning of their emergence, customised studies provided the only means 

for advertisers to learn about the audiences of media companies, and later on such studies created a 

disharmony of incomparable audience claims, a fact that led advertisers to demand a varied form 

of survey design where studies could measure more outlets with less detail, but with the same 

level of detail. Gradually, this demand led to what has become a common pattern for assessing 

audiences in the form of syndicated studies (Miller, 1994, pp. 60–1). 

On the other hand, syndicated studies aim at providing comparative and longitudinal 

information about audiences that can be used to sell advertising space or time (Miller, 1994, 

p. 63). As opposed to custom studies, syndicated studies give the advertisers a chance to have 

a standard way of judging alternative vehicles for marketing their products, and to enable the 

audience to compare different advertised products using standardised information to make 

their judgements. Therefore, unlike the customised studies, syndicated studies do not 

encounter the same types of credibility problem, because competing interests serve as sponsors, 

and because the same measurement system is used for all. Thus a syndicated study is suitable as 

a more usual and significant tool for sales for media companies. Furthermore, the syndicated 

studies provide other benefits such as enabling the measurement firm to standardise methods of 

data collection, processing and reporting, rather than setting up individual procedures for such 

activities as in customised studies; predicting workload and the necessary personnel and 

facilities for firms offering syndicated products; and repackaging and selling the same gathered 

information as special reports to all clients or on a customised basis to individual customers. 

Overall, a syndicated audience measurement service seeks to establish a social convention 
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through which the measurement firm can incorporate its information in a coordinated system 

of judgement and exchange (Miller, 1994, pp. 63–5).  

3.3.2 Instruments for audience measurement 

According to Maxwell (2000, p. 103), companies that conduct audience measurement often 

use a range of informal and continuous consumer studies, which include contact with people 

through random telephone interviews, mixed focus groups and fixed demographic panels. 

Such interviews and encounters can be conducted over very long distances. For example, 

Lieberman Research has a network of interviewing stations covering 68 countries in 

Europe, Asia, Mexico, and North and South America; moreover, interviews are conducted 

in 60 different languages. Additionally, many of these firms have high-tech 

telecommunications centres that use computer-aided telephone interviewing systems, and 

others use, sell and license for use a variety of proprietary software that is supposed to 

predict, model or otherwise track people’s tastes and shopping habits, trace people’s use of 

banking and credit card services, carry out litigation research, set up mock juries to pre-test 

people’s attitudes in order to help corporations prepare court cases, and watch people buying 

cars, computers, telephones, drugs, health care, financial services, insurance and packaged 

goods. Meanwhile, other firms are more inclined to focus on corporate reputation and image 

in order to direct public opinion about the big companies. Some work for the US 

government, such as Macro International – which did a demographic and health survey of 

more than 60 countries for the US Agency for International Development – and Roper, 

which operates the American Research Institute on Social Change system for a Paris-based 

consultancy group that measures and monitors social change (Maxwell, 2000, p. 103). In 

addition to the above, many new services have started to monitor the internet, where they 

observe purchasing patterns and possibly build lists of World Wide Web users. 

3.3.3 Types of measure 

3.3.3.1 Gross measures of the audience 

In this regard, Webster, Phalen and Lichty (2003, pp. 182–3) suggest gross measures of 

audience exposure as one of the instruments used by companies. Through such approaches, 

audience size and composition are estimated at a single point of time. The most common 

examples include audience ratings and market share, although summaries – like the distribution 
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of print media or total sales of movie tickets or records – are also considered among the gross 

measures of the audience. Furthermore, gross measures of exposure can also include less 

important calculations extracted from other measurements, which include gross rating points 

(GRPs) that reflect a summary of individual ratings over a schedule. In addition to the latter, 

simple cost calculations – like cost per point (CPP) and cost per thousand (CPM) – can also be 

categorised among the gross measures. Generally, the gross measures are considered the most 

common summaries of audience measurement, and contain most of the numbers reported in 

syndicated research reports. In spite of their usefulness, they are still insufficient to gather 

information about the ways in which individual audience members behave over a period of 

time. Nevertheless, audience behaviour is expressed in the so-called cumulative measures. 

3.3.3.2 Cumulative measures of the audience 

Webster, Phalen and Lichty (2003, p. 183) consider the cumulative measures to be the most 

common example of the second group of the station’s audience measurements , or the so-

called “cume”. The authors suggest that in order to report a weekly cume audience, a 

ratings company must observe each person’s media consumption during a period of one 

week, and determine the number of people who used the station at least once. In this case, 

the comparable outcomes would include this element of audience identification and 

corresponding unduplicated audience. However, the closely correlated cumulative measure 

progressively known to advertisers is frequency – that is, how frequently an individual sees a 

particular advertisement within a time unit. Similarly, research on program audience 

duplication depends on observing individual media users during a period of time. On the 

other hand, if diverse cume ratings are omitted, cumulative measures become less regularly 

reported by syndicated research services than gross measurements. However, individually 

tailored studies of audience duplication may have advantages in certain cases, such as when 

a programmer studying audience flow or an advertiser tracing reach and frequency of a media 

arrangement is interested to know the audience’s reaction behaviour over time. In fact, such 

tracing can be a source of information for social scientists interested in any number of 

questions ( Webster, Phalen & Lichty, 2003, p. 183). 
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3.4 Ethnography  

The ancient Greeks used to use the word ethnos, the origin of the modern term 

“ethnography”, to express the concept of people, and the term graphia in the sense of 

writing or drawing. However, the discipline of ethnography became known through the 

disciplines of anthropology and sociology, and more recently it has been used by other 

disciplines as an important tool for exploring culturally distinctive systems of knowledge, 

values and beliefs. In this regard, ethnographers try to depict cultural features of certain 

groups’ daily life, such as their habits, routines and rituals, chats and gossips that are 

taken for granted –are ordinary or even insignificant. Ethnographers attempt to 

comprehend the social lives of groups through direct experience, carrying out onsite work 

in certain social contexts. They conduct culturally related studies to probe the social and 

cultural complexities of audiences, where they use a group of methods to explore how 

meaningful social worlds are constructed, using methods of participating and observing 

social groups’ activities, and listening and talking to people in the real contexts of their 

daily lives through television talks that connect and interweave social, personal and media 

experiences in attractive ways (Gillespie, 2005, pp. 151–2). On the other hand, Nightingale 

(1996, p. 110) argues that in the mid-1980s, research strategies used in cultural studies audience 

experiments were characterised by their ethnographic nature, apparently intending to 

differentiate such research from the social and psychological functionalism of “uses and 

gratifications” research, which at times it seemed to resemble. In this case, the use of the term 

“ethnographic” is inconsistent and it distorts the borders between the disciplines of ethnography 

and documentarism. Furthermore, Gillespie (1995, pp. 54–5) maintains that ethnography is a 

means used to know social life in relational and holistic terms, and – more strictly 

speaking – an academic field that presents highly detailed empirical data for two often 

implicit purposes. One of these entails the holistic ambition of broadcasting content 

within a complex whole formed by the interaction of different factors such as social 

relations and processes, embedded in the so-called culture, while the other presents social 

theory as emerging, quasi-empirically, from simply “letting the data speak” within the 

temptation of positivism, which overwhelms media researchers and anthropologists alike.  

According to Gillespie (2005, pp. 151–2), ethnographers endeavour to contrast what people 

claim and apply in relation to television in different contexts through the process of 
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triangulation, which is directed towards enhancing and enriching the data that are 

gathered, because people often say and do quite different and contradictory things. 

Gillespie mentions reception studies, conducted by ethnographers who use research 

methodology differently from the other disciplines. Such studies focus on the moment of 

encounter between the broadcast text and the audience, where comparisons and contrasts 

in interpretations of texts are made by researchers and by a range of nationally and 

ethnically diverse audiences. The audiences’ widely divergent readings of the same text 

highlight the active feature of their interpretative processes. However, regardless of how 

insightful and important such studies are, their problem resides in the complexity of 

confirmatively identifying the main meanings of a text. Therefore, if the audiences’ 

interpretations are assessed against those of media analysts, then most certainly the result 

would be in favour of the analysts. Accordingly, it is possible that the same person might 

make a range of different and contradictory readings at different times and according to 

certain social situations. 

Gillespie (2005, p. 152) argues that a combination of ethnography and reception studies 

would comprise an important approach; however, ethnography still has more holistic 

ambitions than reception studies, and can help to identify audiences in their wider social, 

political and cultural contexts. In fact, the approaches of both fields of research frequently 

overlap, and it is logical to judge each method on its own terms, since ethnography is 

applied in different ways by different researchers. On the other hand, Gillespie (1995, p. 

56) goes further by maintaining that only a more fully anthropological approach to TV 

audience research is capable of yielding more comprehensive data about a subject which is 

critical to the perception of TV’s effects on people’s minds and of the ways TV infiltrates and 

integrates the audience’s lives. This view is further supported by Moores (1996, p. 32), who 

claims that applying an ethnographic methodology in media studies as a means of studying 

the social context of real audiences may still be relatively new; however, conducting such 

studies is historically much older in the disciplines of anthropology and sociology. Whether 

researchers have sought to document the customs and beliefs of “exotic others” overseas, or to 

observe practices and settings in their own countries, they have developed a well-known range 

of qualitative techniques, mostly in the forms of onsite observations and unstructured 

conversational interviews with informants. Their objective has often been to study a culture by 
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considering its natives’ views and trying to get to grips with people’s subjective apprehensions 

of their social context.  

As Nightingale (1996, pp. 16–19) points out, the audience can be identified in terms of a 

symbiotic relationship with a specific text to make sense of it through the construction of 

meaning. The latter, in turn, depends as much on the audience as it does on the broadcast 

text. Therefore, the issue here is to solve the problem of identifying the level of knowledge 

of the community under investigation, and changeability of the senses of the concerned 

community, particularly in practical terms. In this regard, the same author cites Hobson 

(1982), who offers an example of viewers of the TV program Crossroads, where women 

form a community which chronologically precedes the text creation and share some 

substantiation of mutual forms of organisation that can be manifested through common 

interests. In her study, Hobson focused on the ways housewives combined watching a 

particular television program with their daily routines. Through her observations and use of 

ethnographic research techniques, Hobson (1982) took notice of points at which the 

program, the characters, the production team and the programmers’ decisions figured in the 

ways the audience talked about the program, both to her and to each other. 

While attempting to probe the audience’s behaviour towards a media text , McQuail (1983, 

p. 156) argues that the main question to be answered by research is whether the audience’s 

behaviour is either socially motivated and shaped, or effective and active. In practical terms, 

he assumes the existence of a chain along which real audiences can be positioned, with a 

general mass at one end and a tiny group at the other. However, McQuail acknowledges that 

there is more to be stated prior to identifying audiences; more theoretical and evidentiary 

support would help in identifying audiences according to their ability to manifest mutual 

traits, as this may perhaps motivate their group creation. Audiences do sometimes conform 

to the boundaries of a demographic group (e.g. age group), and may manifest other group 

traits such as feelings of identity with an aged culture. However, some argue that while 

local media use is linked to a specific community, the emergence of new local media may 

help to strengthen the feeling of commonality in the area and give it some continuing 

identity. It is also obvious that the media often help in building groups of fans who may 

become organised enough to recognise and interact with each other. This leads to the 

situation of considering the second group of traits that are relevant to the internal structure 
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of a group of audience, and the extent of social differentiation, the extent of interaction and 

the presence of systems of normative controls. 

Based on McQuail’s findings (1983, pp. 157–9), the social interaction of the audience can 

encompass elements of sociability, social uses, social isolation and audience–sender 

relationships. Regarding sociability, it is important to remember that the audience’s 

behaviour is almost unavoidably of a social nature where their group’s internal structure is 

influenced by media use and content. The social uses element, however, means that 

when audiences use media, they do so within their social surroundings, through a 

framework of social uses classifications that includes structural, relational, affiliation or 

avoidance, social learning and competence/ dominance. This is closely related to the 

notion identified by Nightingale (1996, p. 118) where the audience’s encoding/decoding of 

broadcast content is related to their own concepts of popular culture and to their affiliation with 

their community by maintaining some discursiveness in their interaction with the media. 

Regarding the element of social isolation, there are cases of excessive use of certain media 

types, such as television, that with time weaken some audience’s interactions with the rest 

of society, leading to gradual alienation and withdrawal from reality. Moreover, this can be 

correlated with inappropriate social adjustment and social marginality, such as sickness, 

old age, unemployment and poverty. Finally, the audience–sender relationships are 

formed when a sender genuinely attempts to communicate the broadcast, or when both 

sender and receiver are trying to attain the same goals. This discussion obviously explains 

how media shapes the viewership, which is an important angle connected with the objective 

of this study.  

Moores (1993, p. 5) summarises the arguments surrounding the ethnographic approach to media 

studies in terms of four categories, which include: interventions into debates about how powerful 

the media texts are in determining the meanings made by their readers; attempts made by 

reception ethnographers to account for the articulation of media genres to diverse public tastes; the 

reception ethnographers’ interests in the daily settings and dynamic social situations of 

consumption, especially focusing on the domestic context and on intrafamily relations; and an 

accumulating amount of work on the cultural uses of a variety of communication technologies in 

the home. Such research considers not only TV and radio, but also other elements in the 

domestic media “ensemble” (video, computers, satellite, etc.). Additionally, this research strand is 
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concerned with the relevance of the technological hardware for consumers as well as with the 

meanings of the transmitted sounds and images. However, Morley (1992, p. 181) asserts that the 

household or the family is the point where ethnographic studies start, where the primary 

involvement with television is created, and where the primary articulation of meanings is 

conducted. The household or family is part of a wider social and cultural environment; it 

provides, through its patterns of day-to-day interactions and own internal systems of 

relationships, as well as its own culture of legitimation and identity-formation, a laboratory for 

the naturalistic investigation of the consumption and production of meaning. 

3.5 Audience theory models 

Nightingale (1997a, p. 351) suggests that the relationship between the TV broadcasters and 

the audience has been the subject of a large amount of research globally. TV broadcasters are 

usually keen to build a wider and deeper understanding of their audiences’ needs and 

tendencies, and audiences have their own expectations and views about the broadcast 

material. Accordingly, many theories and models have been designed to study the 

relationship between TV broadcasters and their audiences and the mutual relationships 

between the two. Therefore, an audience theory or model is used as an entry point for many 

media studies tasks. In fact, regardless of whether media researchers are constructing a text or 

analysing one, they will need to consider the target of that text – that is, the audience – and 

the way that audiences respond to it through different behavioural patterns.  

3.5.1 History and models of the effects theory 

In the course of summarising the historical changes in media effects research, McQuail (2005, 

pp. 458–62) depicts four phases that have developed over time in response to changing social 

contexts, each building cumulatively on what has taken place before, including both 

integrating and challenging the old order. However, this does not mean that theory 

necessarily progresses in a neat and organised manner. The four historical phases include the 

first phase of the All-Powerful Media, which spans the turn of the twentieth century to the 

1930s, with a view that the then mass media were highly influential and operated as modes 

of ideological influence, if not control, in a one-way direction, from the economic and 

political elites to the presumably naive and susceptible masses subject to covert propaganda. 

The second phase, described as the Theory of the Powerful Media Put to the Test, represents 
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a move towards empirically oriented studies as a challenge to the previous theoretical 

ideas about media and effect, and has developed a more sophisticated research agenda that 

looks at differences in media format, genre and content. This phase stretched from around 

the 1930s to the late 1950s. It culminated in a strong sense of the media’s place in any 

number of influences, suggesting that the media probably did have some impact, but were 

only one dimension of already shaped social, economic and political configurations within 

which individuals function. Accordingly, the media have become a component of a larger 

picture, and it becomes difficult to isolate the precise influence of the media away from 

other possible sources. The third phase or, the Powerful Media Rediscovered, emerged at the 

onset of the 1960s and continued through to the late 1970s, when media researchers 

started questioning the basis on which claims of “no effect” had been made. This approach 

sought out ways in which to demonstrate effect and interest in the more structural aspects of 

media production, such as journalistic practice, media ownership and wider questions of 

political economy, as well as looking at less visible notions, such as ideology. Finally, the 

fourth phase of Negotiating Media Influence, which began in the late 1970s and early 

1980s, continues and has been characterised by an interest in the ways media messages are 

structured and conveyed to audiences for their consumption, and how audiences either 

accept the (dominant) ways in which texts are encoded, or reject or negotiate them. In 

other words, audience research began to focus on an examination of what audiences did 

with the media, rather than what the media did to the audiences, emphasising action rather 

than passivity (McQuail, 2005, pp. 458–62).  

We find the second and fourth phases more relevant to the present study. The second 

phase as highlighted above explains the role of TV in the masses’ lives among othe r 

relevant factors – such as social, political and economic contexts. For example, it seems 

more relevant in the Arab world, which is quite cultural and traditional, particularly in 

terms of social and religious guidance. Among this, the dictatorial political nature also 

raises a question of concern regarding the impact of TV on its audiences. Similarly, the 

fourth phase indicates reverse causality: the active audience who may decide about the 

content of TV through their own preferences. This study takes care not to ignore this 

aspect by bringing attention to such factors, which may play essential role in explaining 

these directions of relationship between broadcasters and viewers.  
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Alasuutari (1999, pp. 2–8) provides the following explanation of the three generations of 

reception studies during which audience ethnography was taking shape and establishing itself. 

The three generations concept focuses on the emergence of reception research, audience 

ethnography and a constructionist view. As these aspects are relevant to this research, we 

reproduce that commentary on three generations below. 

i)  The first generation 

The emergence of reception studies in mass communication research is usually 

attributed to Stuart Hall’s (1974) article, “Encoding and Decoding in the Television 

Discourse”. This first generation of reception research in a sense carried on and 

readdressed the themes already raised in what was known as the “uses and 

gratifications” paradigm, and was historically preceded, and later influenced, by the 

German reception theory developed in late 1960s literary criticism. In fact, Hall’s 

encoding/decoding article had paved the way for and identified the problems tackled 

by the reception paradigm of what became known as media studies, which comprised 

a sub-field of the wider intellectual movement of cultural studies.  

ii)  The second generation 

This generation represented a new stage of reception studies where an audience’s ethnic 

affiliation was considered vital to understand their way of receiving the media content. In 

fact, there was a series of gradual shifts in the whole reception paradigm in order to prepare 

for the development of the audience ethnography paradigm. This series was represented by a 

tendency to move away from an interest in conventional politics to identity politics, right 

through to placing more emphasis on the functions of the medium and focusing on television 

as a social resource for conversation, or the way its use reflects and reproduces relations of 

power in family life, and finally understanding reception from the audience’s end of the 

chain. 

iii)  The third generation 

This generation goes back to the late 1980s, when a number of writers began to inquire about 

and discuss the premises of audience ethnography. For instance, Alasuutari (1999, pp. 6–8) 

cites Allor (1988), Grossberg (1988) and Radway’s (1988) emphasis on the fact that in real 
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terms there is no such entity as the audience, but rather a changeable assembly of people 

produced by a particular analytic gaze. Generally, the third generation involves a wider frame 

for conceiving the media and its use. One does not essentially discard ethnographic case 

studies of audiences or analyses of individual programs, but the main focus is no longer 

confined to discovering the reception or reading of a program’s content by a particular 

audience. Thus the goal is to get a hold of contemporary media culture, mainly as it can be seen 

in the media impact on everyday life, both as a theme and as an activity structured by and 

structuring the discourses within which it is discussed. 

In his illustration of the historical stages of studies on media and audience relationships, 

Jankowski (2002, pp. 35–7) suggests the following three waves of such studies. The first 

wave of community and media studies was started by the Chicago School in the 1920s, and 

supported further by it during the 1930s. That was the time when authors like Park (cited by 

Jankowski, 2002, p. 35) were investigating the ways in which the community press affected 

the formation of migrants’ identity. Furthermore, Park found that urban residents were more 

interested in reading newspapers and following different external news than their rural 

counterparts. Additionally, Moreton (cited by Jankowski, 2002, p. 36) identified two 

community groups: “localites”, who were more interested in following the local community 

news and activities; and “cosmopolitans”, who had a wider variety of social activities and 

media-consumption methods to follow updates from outside their areas. Moreover, Janowitz 

(cited by Jankowski, 2002, p. 36) found that both integration and participation of the 

community were related to higher interest in the local newspapers. Furthermore, Stamm 

(cited by Jankowski, 2002, p. 36) proposed a model of the media–community relations where 

an individual’s link to a place of residence or work was associated with their newspaper 

readership. 

Kankowski (2002, p. 36) argues that the second wave of the electronic community media 

started after the invention of mobile video recording devices and the emergence of cable TV 

in the late 1960s and early 1970s. The invention and use of such electronic tools comprised a 

further development of the print technologies of stencil machines and offset press of the 

1960s, when the counter-culture and political groups established their own newspapers within 

the so-called the underground or alternative press. At that time, the media were labelled 

community media, in reference to the variety of mediated types of communication of 
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electronic media such as radio and television, print media such as newspapers and magazines, 

and later electronic network initiatives with characteristics of both conventional press and 

electronic media. There were many media reviews that illustrated the ways in which groups 

utilised small-scale electronic media to achieve political and cultural goals. Such goals were 

assessed by Prehn (cited by Jankowski, 2002, p. 36) through observing examples of how 

launchers of community media often over-valued people’s needs to express themselves via 

the media, leading to the formation of a professional organisational structure adverse to the 

original community-oriented objectives. 

The third wave of the internet era began with the launch of the Journal of Communication 

and the electronic startup of the Journal of Computer-Mediated Communication (JCMC) in 

1996 (Jankowski 2002, p. 37). In addition, the creation of the Association of Internet 

Researchers and its first international conference in September 2000 were further indications 

of the significance of this wave. Furthermore, concurrent events of launching new academic 

departments and research centres had taken place across North America, Europe and Asia. 

Some of these departments and research centres had been using the internet to conduct 

research among online communities. This new wave created a new frontier of publishing 

where highly reputable academic journals have been launched on this platform. 

This discussion fairly indicates that progressive research information through different 

sources (e.g. Facebook and YouTube) can easily be accessed and utilised for desired 

purposes. Therefore, it motivates us to investigate the significance of the Arab broadcasters 

when all desired information can also easily be accessed through the international media. 

3.5.2 The encoding/decoding model   

During the 1970s, Hall (2003, pp. 51–3) formulated a variant of critical theory that combined 

crucial interpretive/qualitative aspects with audience research. Based on his model, Hall 

considered mass media to be central to the contemporary capitalist culture and the prime 

resource for the meaningful organisation and modelling of people’s experience; therefore, 

people become closely related to the technico-economic and social processes of today’s 

capitalism. Hall also suggested that the dominant power of the media could be exposed 

through the study of social and ideological processes rather than by an individual’s 

psychology or experience. According to Nightingale (1996, pp. 26–7), the emerging theory 
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that was influenced by semiology and discourse analysis was more related to cultural rather 

than the social scientific reality, because some presumptions of semiology and structuralism 

were adopted at the time when others were being questioned. Moreover, Hall (2003, pp. 55–

7) advocates the transmission model of communication and the notion of “fixed messages”, 

citing its linearity, its focusing on the “level of message exchange” and its absence of a 

“structured conception of the different moments of mass communication as a compound 

structure of relations”. In this regard, Hall holds the view that media messages are always 

open and have multiple meanings, and that their interpretation by the audience, through the 

process of decoding, is influenced by their social context and culture. Furthermore, he claims 

that the process of signification through language establishes maps of cultural meaning that 

support the prevalence of the ruling-class beliefs, particularly when this class attempts to 

establish its authority.  

According to Nightingale (1996, p. 28), the televisual sign (televisual message) is described 

by Hall as being complex, and retrospectively involves delineation of the parameters of the 

television program as work, while his suggestion to encode/decode the formal analysis of the 

televisual sign combines the two types of visual and aural discourse. In this regard, Hall 

maintains that the visual discourse of television is an iconic symbol that acts to naturalise the 

televisual message, to replicate in the viewer’s mind the impression of the conditions of 

perception taking place within the televisual event where the visual symbols are coded and 

may seem not to be constructed. Accordingly, the visual symbols can be both “coded” and 

“naturalised”, and are formed to ensure that the television audiovisual message makes sense to 

the viewer.  

Overall, the encoding/decoding model provides a substitute version of the active audience 

ideas produced by empirical media-effect research. While early effect research recognised the 

fact of selective perception, this was seen as a limitation on or a condition of the transmission 

model, rather than part of a quite different perspective (McQuail, 2005, p. 73).  

Hall asserts that the message of television is general in nature, and needs to be interpreted in 

the light of configurations of society and culture – hence the reception of the message may 

vary from individual to individual. Following Hall, the current study utilises this concept to 

investigate the impact of such configurations of society and culture in the Arab viewership. In 
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this connection, further, we examine through the messages to the audiences offered by the 

Arab broadcasters. 

3.5.3 Other media effects models 

In general terms, researchers have identified different models of media effects. According 

to Ball-Rokeach and DeFleur’s (1976) dependency theory, the more audience members 

become reliant on the media to fulfil their needs, the more significant the media become to 

that individual. Furthermore, the media will be more powerful in their influence over the 

individual. If someone is very reliant on the media as a source of information, and the media 

are the individual’s sole source for information, then it is easy to set the schema. 

Accordingly, the individual becomes a victim of the schema setting. The authors illustrate 

three effects caused by the mass media on the dependent audience, which include cognitive, 

affective and behavioural effects. The cognitive effects imply a creation and resolution of 

ambiguity as a start; the affective ones involve the impact of media messages on an 

audience’s feelings and emotional responses; and the behavioural effects concern the 

audience’s attitudinal, belief and affective state changes. 

As indicated by the above theory, individuals may have different interests and desires when it 

comes to viewing a particular channel. For example, on one side the political channel may 

satisfy part of the audience’s desire, and on the other the religious channels may fulfil the 

remaining desire. Hence, considering the complex desire of audiences, the current study 

identifies three predominant domains – the commercial, religious and political spheres – to 

enable us to understand the application of the dependent theory on Arab audiences. 

On the other hand, the “hypodermic needle” theory alluded to by Gitlin (2002, pp. 29–30) 

implies that mass media directly, immediately and powerfully affect audiences in order to 

achieve anticipated behaviours. During the 1940s and 1950s, mass media were used as a 

powerful tool to shape the thinking and behaviour of audiences. Such tools were influenced 

by several factors, such as the fast rise and popularisation of radio and television, the 

emergence of the persuasion industries of advertising and propaganda, and Hitler’s 

monopolisation of the mass media during World War II to unify the German public behind 

the Nazi Party. Overall, the theory assumes that, during that era, the mass media were able to 
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influence the masses directly and homogeneously by “shooting” or “injecting” them with 

precisely designed messages to stimulate a favoured reaction.  

Blumler (1979) provides further explanation of the media effect models through uses and 

gratifications theory, which involves the idea that people use the media to fulfil certain needs. 

It is in contrast to the abovementioned model of the hypodermic needle, which considers the 

audience purely as passive subjects. The essence of the uses and gratifications model is the 

idea that people are not powerless victims of all-powerful media, but instead use the media to 

satisfy their various needs, which in turn motivate them to use the media. Blumler (1979) 

maintains that media effects schemes are mediated through first assuming that cognitive drive 

will facilitate information gain; second, that the media use, for both diversion and escape, 

will favour audience approval of awareness of social situations alongside depictions 

frequently found in entertainment materials; and third, that contribution to media materials 

for personal identity reasons is likely to encourage strengthening effects. However, Ross and 

Nightingale (2003, p. 77) maintain that passive audiences are incapable of challenging 

clandestine media messages, which are designed on the understanding that audiences are 

unaware of the impact that the media content has on their behavior. Further, the conditional 

effects are dependent on tendencies, personal traits and systems of belief of individual 

audience members, which allow them to actively choose which of the broadcast text’s parts 

they are willing to accept. Furthermore, cumulative effects assume that repeated media 

messages do saturate their content and impair the audience’s conscious action. Finally, the 

cognitive-transactional effects that result from the audience’s cognitive responses to media 

content assume the audience is primed to watch, recollect and be affected by certain 

message types and not others. Based on this, both media content and audience traits are 

important factors when it comes to comprehending media effects. 

Another media effects classification is offered by Tones (1996), who criticises the 

hypodermic model as being simple and naïve, viewing mass media as having a direct effect 

on its target mass. Instead, the author considers the “aerosol model” to be symbolically 

precise, where more advanced reviews have considered the social and political context of 

mass media operations. For instance, Karl Marx’s socialist theory regarded mass media as 

one of the means used by the ruling class to mobilise the masses, and if the mass media are 

owned by the bourgeois class, then the media would act in the interests of such a social class, 
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promoting working-class sham perceptions and depriving the political opposition of media 

access. Tones (1996) also explains his understanding of the uses and gratification theory of 

media use, where the media audience is not viewed as a uniform and passive group, but rather 

as an active mixed gathering that responds in different ways to media messages. Moreover, 

personal social contexts and psychological dispositions together influence both general 

conventions of media use, and beliefs and expectations about the benefits offered by the 

media. This in turn shapes media choice and consumption, assessments of the value or the 

experience with consequences for further media use, and probably applications of benefits 

harvested in other fields of experience and social activity. In this case, people use the media 

in a selective manner to strengthen stereotyping and to generally validate their views of life. 

As argued above, audiences are not the victims; for this reason, many authors suggest that 

audience members may have their own choices – hence they are referred as the active 

audience. Considering this argument, the current study focuses more on the theory of 

satisfaction and gratification through the following four classifications: direct short-term and 

testable effects; conditional effects; cumulative effects; and cognitive-transactional effects.  

On the other hand, Hellman (1999, p. 106) argues for two paradigms of the audience that 

are based on different theoretical models of mass communication. The first involves the 

notion of the audience as a public, which fits the “transmission model” of communication, and 

where the audience is viewed as a group of receivers of sent messages and transferred 

meanings. However, the second paradigm implies the idea of the audience as a market, which is 

related to an attention model of communication, where the transfer of meaning is of secondary 

importance and communication becomes effective once the audience pays attention. In fact, 

Hellman maintains that the two notions of the audience also fit with two clearly different 

ways of legitimating program policies. If the audience is considered as citizens – that is, the 

public – then program design tends to be justified within a discourse of audience needs. 

When interpreting the conceptual principles of public service philosophy into actual 

strategies, this discourse puts a distinctive emphasis on program richness, which includes a 

variety of informative, educational and highly cultural entertainment programs. 

Consequently, this provides citizens with responsible and sensible TV content. On the other 

hand, when the audience is viewed as consumers – that is, the market – the program policies 

can be justified within a discourse of the audience wants, where the program design is 
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characterised by a customary and expected stream of entertainment programs, accordingly 

securing the persistent attention of the consuming audience. 

As pointed out above, the channels prioritise their marketing to the audience regardless of the 

information, hence the profit maximisation approach in the first stage. However the desired 

information to the audience comes in the second stage. This study considers this aspect, and 

focuses on the commercial TV channel provided by the LBC because the first stage argument 

has frequently been observed in connection with this channel.  

At the same time, an important question arises: are the same marketing ideas applied on the 

religious channel (Almajd) and political channel (Aljazeera)? This thesis attempts to explore 

this issue for all the three satellite TV channels.   

According to Morley (1992, pp. 45–6), conventional media research has been overwhelmed by 

one basic conceptual paradigm, which was constructed in response to the pessimistic mass 

society thesis invented by the Frankfurt Media School. That thesis represented the shift of the 

1930s German society to fascism, a shift that was caused partly by the relaxation of social 

traditional ties and institutions. People were left without guidelines and subject to external 

influences, particularly to the pressure of the mass propaganda of powerful leaders of the time, 

the most effective tool of which was the mass media. Moreover, and importantly, Morley 

emphasises that the traditional and reconciliatory role of audience mass culture concealed 

potentialities and denied awareness of contradictions in a one-dimensional world at a time when 

only art, in fictional and dramatic form, was able to sustain the qualities of repudiation and 

transcendence. Under such inflamed atmospheres of the time, leading figures of the Frankfurt 

School, such as Adorno, Marcuse and Horkheimer, had to emigrate to the United States during 

the 1930s; there they paved the way for the emergence of an American school of media 

research in the 1940s and 1950s. However, the Frankfurt School’s pessimistic thesis – of the 

link between mass society and fascism, and the role of the media in establishing it – proved 

unacceptable to US researchers, who felt that this pessimistic thesis assumed too direct and 

unmediated a degree of media influence on audiences, rendering all intermediary social 

structures between leaders/media and the masses as broken down and inaccurately reflecting 

the pluralistic nature of US society. In other words, the media had social effects that needed to be 

examined. 
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In her comment on the effects exerted by television on audiences, Nightingale (1997b, pp. 

368–9) comments that such effects are mostly hypothesised in a “compensation” model, 

attributed to Edgar and Kippax. According to this hypothesis, audiences are willing to 

consume television content, regardless of its amusing and informational nature, because they 

have no better alternative. Accordingly, compensation becomes a recurring theme. 

Compensation theories were popular in the 1970s, and were developed as a contrast to the 

previous “displacement” models popular in the 1950s and 1960s. In the 1950s, researchers 

addressed the problem of the effects of television by investigating those activities that 

children quit in order to continue watching television. In this regard, the effects of any media 

tool need to be assessed on the basis of the tool’s nature and its specific modes of 

information representation and expression, rather than solely in terms of hypothesised 

effects based on individual psychological differences. Furthermore, the audiovisual media 

alter the basic rules organising any culture. Although this was identified very early in the 

history of media effects research, most researchers of the time did not clearly know how to 

design television-specific research. Such explanations of media effects were supported by 

psychologists, who characteristically defined human action and learning by reference to their 

unfulfilled needs, or to the “drives”, “instincts” or “habits” that give rise to these needs. The 

preoccupation with needs and drives has also become an integral part of commercial 

psychographic market research, particularly in the sketching of psychological profiles of 

consumer groups, where advertisers want a profile of the needs that only their products can 

supply. However, the setback with such psychological preoccupations is that they limit the 

agenda for research and lack an understanding of television as a socio-cultural phenomenon 

(Nightingale, 1997b, pp. 368–9).  

In 1988, Herman and Chomsky proposed the propaganda model of media operations, which 

involves the notion that the mass media are the means of power used to rally support for the 

special interests that govern the state and private activity. In other words, the model maintains 

that the media act as an essential mechanism of propaganda in the democratic capitalist 

countries, and assumes that social classes have their own interests that influence mass media 

interests and preferences at many levels (Herman & Chomsky, 1988, p. 2). Accordingly, the 

media do not have to be controlled, nor does their behaviour have to be modelled, as it is 

assumed that they are integral players in the struggle between the social classes, are entirely 
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integrated into the institutional structure, and act in agreement with other ideological sections 

to ascertain, implement, strengthen and control corporate domination.  

However, according to Klaehn (2002), the propaganda model was labelled as being a form of 

the conspiracy theory, and assumed the existence of three reasons behind Herman and 

Chomsky’s aggressive refusal of such a label. These reasons are, first, that the label of 

“conspiracy theory” has been used as a way to dismiss the model without giving it a minimal 

representation or a consideration of evidence; second, the premeditation is sometimes a prime 

factor that can have intentional and/or unintentional results, depending upon the nature of the 

case; and third, Herman and Chomsky assume at least five major “filtering” mechanisms that 

influence the construction of news content. Moreover, the deliberate intent, expressed in the 

conspiracy and unconscious hegemony of the professional ideology, is mostly enigmatic and 

unable to be measured.  

In an attempt to classify forces driving research regarding the audience, Kitzinger (2004, 

p. 169–70) identifies four such forces. The first is the market necessities that convert 

audiences into consumers or commodities approached as commercial units and offered to 

interesting companies, advertisers or media organisations after measuring them and 

specifying their social and demographic composition. The second relates to concerns 

about morality and violent sex copycats, which are revealed by the media and lead to 

moral corruption of society. The third is reactions to media technology development, 

which were represented by the emergence of cinematography and radio at the beginning 

of the twentieth century, right through the conventional TV, and ending with internet and 

the interactive digital TV. Fourth, she raises issues of culture, politics and identity, 

which involve the ways the media shape public understandings and citizenship, and ways 

of public uses of media content and tools while developing their identities, joys and 

fantasies. Kitzinger (2004, p. 170) claims that the above forces behind her media 

research are not rigid in nature; rather, the research is intended to motivate researchers to 

reflect upon reasons behind designing and conducting media research. She considers the 

fourth category of media forces to be a substantive one, which gives rise to a question of 

whether media broadcasting of violent materials desensitises viewers, or whether such 

materials would lead to copycat attacks. Such research would include experiments or 

statements by psychologists concerning the dangers caused by certain video films. 
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With regard to this stage, it is worth mentioning that the first type, which relates to the 

marketing aspect, has become the overwhelming factor affecting the broadcasters in the three 

channels discussed in this thesis (LBC, Almajd and Aljazeera). Similarly, the fourth type, 

which is related to culture, identity and political life, could also provide useful insights in 

explaining this relationship. Therefore, all possible elements and factors have been identified 

and discussed in relation to the broadcasters and audiences in the study.  

3.6 Conclusion 

In this chapter, we have reviewed different models, theories and approaches that indicate 

different factors and channels explaining the relationship among broadcasters, information 

channels and the audiences. Further, these models and theories help us to explore the relevant 

factors that are important in developing the theoretical framework of analysis for this current 

study.  

For example, I discussed and identified the agenda-setting that seeks to guide people’s 

opinions and influence their social, political and economic views. Another important aspect 

was marketing, which considers audiences as an important element in achieving the 

broadcaster’s desired goal. Therefore, we focused on concept of marketing effectiveness and 

the agenda-setting of the three satellite TV channels, LBC, Almajd and Aljazeera. Other 

concepts and factors affecting the audiences were highlighted the discussion of uses and 

gratification theory. The next chapter aims to provide a theoretical framework for analysis by 

incorporating the factors identified in this chapter. 
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Chapter 4:  

Theoretical framework 

 

4.1 Introduction 

In order to research the critical success factors for an Arab Satellite TV, broadcasters and 

corresponding audience, to have a guidance framework to conduct an examination and 

capture research data, a theoretical framework has been developed to aid the research 

process. This chapter introduces how the model has been arranged incorporating those three 

main dimensions in the light of the existing literature. The different factors that are addressed 

in the chosen model are described and identified in order to explain the relationship with each 

other.  

In order to explore the nature of the relationship between Arab TV channels and their 

audiences and for the main research question of this study to be answered, we assume that the 

main axis of influence starts from the channels, passing through the audience, and ending 

with measurable responses. Such changes will help to clarify the extent to which the various 

elements of this relationship influence each other.  

4.2 Theoretical framework  

In the previous chapter we reviewed several theories which highlight the role of different 

factors in explaining the relationship among broadcasters, their regular transmissions and the 

corresponding audiences. We also discussed some of the studies which focused on this 

experience from the Arab world in particular. As noted in the above the audience centred 

perspective is very important to be addressed where individual users may play a crucial role 

in disseminating electronic based information. We noticed in the theory of uses and 

gratifications; how people’s needs and desires shape the human communication behaviour. 

Further it was also elaborated in this, the impact of media on people in terms of people 

demands and desires.  
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Thus sifting through these available guidelines from the literature and the prominent available 

theories we intend to extract theoretical framework of analysis in the Arab world context. 

This theoretical framework clearly identifies the active sources of broadcasters and their 

connection with the audiences. Further we also focus on the broadcaster’s dimensions of 

marketing and agenda-setting. On the other end we provide possible details of the audiences 

by involving different elements surrounding that particular environment. We present the 

theoretical model in Figure 4.1 as in the following: 

 

 

Figure 4.1  Theoretical framework illustrating the main axis of influence between the satellite 

channels and their audiences 

 

The theoretical framework in Figure 4.1 clearly illustrates the axis of influence and the 

factors influencing the interactions within the axis. Based on the above model, the satellite 

TV producers and their audiences interact with their characteristics subject to various factors. 

The sections below elaborate the broader horizons explaining through the factors that are 

chosen in the theoretical framework.  
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4.3 Factors associated with the Arab satellite TV channels 

4.3.1 Agenda-setting 

Agenda-setting is based on the notion that the media can influence the general thinking of the 

masses and the attention and interest they devote to certain issues of the hour in a manner that 

serves the media’s mission and goals. According to Shaw (1979) agenda-setting is similar to 

the hypodermic-needle theory where media have a direct, although not essentially direct, 

effect on their audiences. It indicates that it is not the people’s attitudes that are affected but 

rather their processes of cognition are controlled and directed by the media. However, the 

hypothesis behind the agenda-setting approach does not claim that the media are trying to 

persuade the audiences by adopting a prescriptive or advocacy role. The media effect on the 

audiences is seen more as a by-product of the day-to-day work of the press which conveys 

information on events taking place in the audiences’ environment. While distancing itself 

from the claims of the attitudinal effects of the media, the agenda-setting approach supports 

the model of diffusion, or multiple-step flow, which ultimately displaced the older 1984 view 

of media impact. The latter emphasises the role of the human personality in modifying human 

behaviour. In fact, both the diffusion model and the agenda-setting hypothesis recognise the 

significance of interpersonal contacts in determining the way the media content affects 

people’s minds. 

Noelle-Neumann (cited in Shaw, 1979) refers to three operating characteristics of media – 

ubiquity, consonance, and cumulation – and can be considered within the agenda-setting 

concept. Contemporarily, the characteristic of ubiquity reflects the pervasive presence of the 

mass media that is generally accessible by all citizens seeking information, entertainment, or 

personal gratification. “Media ubiquity”, as an operational characteristic, paved the way for 

the emergence of the hypodermic-needle effects theory, which frankly assumed that an 

extensively-circulated message can automatically have a widely-assimilated effect on the 

audiences’ minds. On the other hand, Noelle-Neumann explains “cumulation” as a 

continuation of the press’s treatment of a topic, trend, or theme. It is expressed by the author 

through the example of repeated publicity given to the audience by the media, rendering 

certain topics as favourable and capable of dominating the audience’s attention. However, 

repetition does not simply help to decrease the “noise” around a publicised topic. Media 
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researchers have found that agenda-setting occurs usually as a cumulative effect. Noelle-

Neumann’s third media characteristic, “consonance”, refers to the trend among professional 

communicators to produce similar details, points of view, and emphases while reporting on 

an issue, event, or public figure. For instance, it is frequently found that newspapers and 

broadcast media can agree on many publicised topics and explanations, which range from 

usually unsubstantiated conspiracy-based claims to scientifically unsupported charges of 

professional objectivity. In this regard, the recurrence of the media’s common dependence on 

a limited number of news and information sources is widely accepted as well as their 

similarity in organisational structure and procedures for collecting and conveying 

information, say Noelle-Neumann (cited in Shaw, 1979). 

In general terms, McComb and Bell (1996, p. 99) maintain that agenda-setting analysis 

involves contrasting two agendas – those of the media and the public – and exploring 

mechanisms responsible for the relationship between them. To date, much media research has 

involved a comparison between the media agenda and the public agenda. However, there have 

been other comparisons of various media and political agendas, advertising agendas and polling 

agendas. Inspired researchers have ranged far beyond the original domain of the agenda of issues to 

consider a variety of agenda objects and attributes, agenda items as varied as the facets of public 

issues, and the way of political reporting. The authors consider this as a new frontier in agenda-

setting research. Moreover, the same authors anticipate that in the next decade of agenda-setting 

research, inventive researchers will attempt to study several dimensions of the news agenda.  

4.3.2 Marketing  

Marketing is a major concern for almost all media organisations around the world. This is 

notable in the case of the satellite TV channels which use a wide variety of strategies to 

increase their audience base and to attract advertisers. Currently, most of the satellite TV 

channels have programs sponsored by certain companies for the purpose of material gain. 

According to Mosco and Kaye (2000, p. 31), the concept of the audience had largely emerged 

from the marketing sections of companies with an interest in selling their products through 

the media. Hellman (1999, p. 106) suggests two paradigms of the audience that are based 

on different theoretical models of mass communication where audiences themselves are 

considered a market. On the other hand, Kitzinger (2004, pp. 169-70) identifies market 
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necessities as a force that converts audiences into consumers or commodities, which are 

considered to be commercial units supplied to interested companies, advertisers or media 

organisations after measuring them and specifying their social and demographic 

composition.  

Research on advertising is one of the oldest areas in the field of communication and one of 

the best developed, both in terms of methodology and theory (Thorson 1996, p. 211). 

However, there is frequent confusion about how advertising is defined in terms of its 

relationship with marketing. Marketing is a much broader term that involves everything an 

organisation does to sell its products, services, or even itself. The advertising company 

always tries to find new customers and to identify its needs, develop products to satisfy those 

needs, and to sell those products to customers. These three activities make up the sub-areas of 

product development, pricing, distribution, and promotion. Advertising, however, is a part of 

promotion, which is defined as everything that is done to sell the product.  

The following section considers a range of specific factors that are associated with and 

influence our understanding of Arab audiences. 

4.4 Factors associated with Arab audiences 

4.4.1 Culture  

Nieva and Hickson (1996, pp. 297–8) maintain that culture does exist in all human 

interactions and neither culture nor human interactions can precede each other. Thus, 

interaction is enabled by the specific cultural signs shared by humans belonging to a cultural 

group. Therefore, communication ensures the persistence of culture and culture-based models 

of communication. In other words, phenomena are interpreted on the basis of people’s 

cultures.  

Specific values included in any culture are considered elements important in determining the 

features of a society and are determined by many factors (Wan and Chiu 2009). Some of 

these values were identified by Hill (2007, p. 114) in a study that defined British culture as 

essentially consisting of religion, social structure, language, education, economic philosophy 

and political philosophy. The cultural norms of a society determine the way people behave 
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and look at the world around them. Hill (2007, p. 114) emphasises the importance of 

investigating British society’s characteristics to build a better understanding of its culture.  

According to Hofstede (2001, p. 34), the cultural values of a society are temporarily stable 

over a period of time, showing signs of change as part of a slow process. Likewise, Abraham 

and Zeynep (2003) indicate that culture, as a dynamic entity, is capable of being modified. 

Moreover, culture can be reshaped by the changing circumstances and environments that 

define societies. Such views further support Hirst (1982), who maintains that people 

travelling or migrating to other countries are strongly affected by the new cultures with which 

they interact. But they also exert their own effects on the hosting cultures through language, 

behaviour, and political and commercial exchange. The same author confirms that society 

does inherit its cultural values, such as political and legal structures, equity, care and 

responsibility. This means that such cultural values play a crucial role despite the big changes 

being caused by the global market policies, globalisation and developments in 

communication technology. 

In regards to the cultural factors we can see the strength of its impact on audiences through 

programs broadcasting. In fact, the culture plays an important role and guides to set their 

preferences subject to the TV screen. On the other hand, in terms of so called “new cultures 

and acceptance” of people’s life, make the Arab governments interest in this sector and used 

the screen to convey their messages and agendas. Therefore, the current research aims to 

explore the impact of the culture factor of Arab societies to accept or reject the television 

messages through the three channels called respectively LBC, Almajd and Aljazeera. 

4.4.2 Human needs  

According to Maslow (cited in Huitt, 2004), each person is motivated by needs, with their 

most basic needs being inherent in what it means to be human, having evolved over tens of 

thousands of years. In this regard, Maslow’s Hierarchy of Needs helps to explain how this 

motivates everyone. Historically, Maslow’s original model was developed between 1943 and 

1954. At this time, it comprised the five needs of biological and physiological (air, food, 

drink, shelter, warmth, sex, sleep), safety (protection from elements, security, order, law, 

limits, stability), belongingness and love (work group, family, affection, relationships), 

esteem (self-esteem, achievement, mastery, independence, status, dominance, prestige, 
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managerial responsibility), self-actualisation (realising personal potential, self-fulfilment, 

seeking personal growth and peak experiences). According to this hierarchy, people must 

satisfy each need in turn, starting with the first, which deals with the most obvious 

requirement for their survival. Consequently, only when the lower order needs of physical 

and emotional wellbeing are satisfied do people start to be concerned with satisfying the 

higher-order needs of influence and personal development. Conversely, if the things that 

satisfy our lower order needs are swept away, people are no longer concerned about the 

maintenance of their higher order needs (Huitt, 2004).  

Hellman (1999, p. 107) asserts that if audiences are considered as citizens, that is, audiences 

as members of the public, program design tends to be justified within a discourse of their 

needs. When applying the conceptual principles of public service philosophy to actual 

strategies, this discourse puts a distinctive emphasis on program richness, which includes a 

variety of informative, educational, and highly cultural entertainment programs, consequently 

providing citizens with responsible and sensible content. On the other hand, when audiences 

are viewed as consumers, that is, as the market, program policies can be justified within a 

discourse of what the audience wants, where program design is characterised by a customary 

and expected stream of entertainment programs, accordingly securing their attention. 

This factor leads to the above arguments highlighted in chapter 2 that show LBC broadcast 

programs mostly considered against the majority of the Arab society perspective. It was 

argued that most of the satellite broadcasting companies focus on maximizing their monetary 

benefits but ignore the long term negative consequences on the social norms and ethics of the 

community. As a matter of fact the youth demographic as an audience is more vulnerable and 

easy target for such companies.   

For instance the perceived negative influence by LBC on young Arab audiences evidently has 

started to distance and distract those youth from their traditional duties towards their families 

and other spheres of life. Among those programs of LBC, a program on sexual exposure is 

perceived as the quickest and easiest means for material gain, without regard to potential 

social consequences.   
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4.4.3 Freedom in relation to politics  

Krennerich (2006) argues that freedom rights are widely conceived to be civil and political 

rights, while economic, social and cultural rights – that is, human rights such as the right to 

work, enjoying social security, access to health services, adequate housing, an adequate 

supply of food or education – are conventionally viewed as being “positive rights” or even 

“welfare rights”. 

However, in the Arab context, El-Nawawy and Iskander (2003) confirmed that people could 

get arrested in most Arab countries if they expressed views that conflict with their 

government’s policies. In the same vein, the available media tools are also subject to strict 

censorship that in the end provides limited facilities to propagate any non-official views. 

Conventionally, most interview programs on Arab TV screens are mostly confined to the 

preaching of the official policies of the local Arabic governments. Overall, the lack of 

freedom of expression in the Arab media reflects of the general status of personal and group 

freedoms in the Arab societies. This situation was depicted in more detail by Rugh (2004, pp. 

78-80) who indicated that the Arab media function in a political environment which imposes 

passiveness and conformity with whatever is being declared as official policy. For example, 

some countries of the Arabian Gulf region do not have parliaments and official opposition 

organisations, and no publicised disagreement or criticisms of the government policies is 

permitted.  

Moreover, Rugh (2004, p. 79) stressed that the atmosphere of a habitual public agreement 

with the state’s policies had mounted pressure on the journalists to adjust to such an 

atmosphere and to the political status quo created by the regime. Based on the fact that the 

Middle East was the origin of the three monotheistic religions, the current region’s societies 

are still deeply influenced by the religious doctrines where religion plays an important role in 

shaping their cultures, traditions and social mentality. On the other hand, Al-Ghuthamy (2004 

p. 30) describes that the group mentality’s outcomes involve emotional feelings that reflect 

collective feelings which are almost impossible to change. Al-Ghuthamy further linked this 

group mentality with their sense of security among the cohort hence not easily to revise. 
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The factor of freedom in relation to politics relates to the above arguments also discussed in 

the chapter 2, and we observe that Aljazeera is the first channel that provided the freedom 

news and reporting to the Arab word. As noticed earlier Aljazeera (the political channel) has 

played a powerful role in attracting the Arab perceptions and sharing the knowledge of the 

world. This has further made this channel much popular and gained reputation and earned 

massive support from millions of viewers. On this juncture however this channel must 

withstand criticism from various Western and Middle Eastern governments and 

organizations, to continue its business as an independent media outlet. Regardless of this 

barrier the channel has been successful in utilising dramatic events such as the wars in 

Afghanistan and Iraq, to a level that further disappointed the American administration.  

4.4.4 Trust as a theory  

In 1958, Deutsch maintained that the concept of trust embodies motivational relevance and 

expectation. Thus, trust is built when an individual expects the occurrence of an event; 

consequently, such expectation leads the individual to behave in certain ways. However, if 

their expectations are not confirmed, then the negative consequences are greater than the 

positive ones (Deutsch, 1958). In the same vein, Zand (1972) explained trust as a notion 

behind actions that increase a person’s vulnerability to the actions of others whose their 

behaviour is not under control, and where the penalty (disutility) suffered by the vulnerable 

person is greater than the benefit (utility).  

Deutsch’s definition of trust has been criticised by Kee and Knox (1970) who argue that the 

definition is operational rather than conceptual. They suggest the concept of “subjective 

trust”, which is conditioned by the trustee’s trustworthiness. Subjective trust is influenced by 

the truster’s perception of the trustee’s motives and/or competence. They argued that 

behavioural trust depends on subjective trust. 

Luhmann (1979, pp. 5-6) contends that trust is shaped by both an individual’s personality and 

the social system and cannot be solely associated with either of them. Luhmann combines 

both the sociological and psychological dimensions in his interpretation of trust. Thus, he 

considers it as a mental mechanism that people use to reduce the complexity and uncertainty 

of their living environment in order to develop and maintain relationships, even under risky 

conditions. On the other hand, Baier (1986) analysed the concept of trust from a 
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philosophical perspective, and concludes that trust is allowing other people to take care of 

something that the truster cares about in such a way that this caring for involves some 

exercise of discretionary powers. According to Luhmann (1979), there are different types of 

trust. The first includes confidence, familiarity and faith. Familiarity, he argues, is a fact of 

life that is unavoidable, while trust is a solution for specific problems. He adds that trust is 

built in a familiar world and the familiar features of the world may be changed, which in turn 

may impact the possibility of developing trust in human relations (Luhmann 1979, pp.19-20). 

As previously mentioned, Uslaner (2002) introduced the faith-trust-confidence conceptual 

sequence in which trust is considered as a link between faith and confidence: faith interpreted 

as people’s belief at the time when there is no available evidence at all to justify their actions; 

confidence as a belief where there is a great deal of evidence to justify an action; and trust as 

a belief at a time when there is incomplete evidence to justify people’s actions.  

The second type of trust relates to predictability. Some authors equate predictability with 

trust, while others differentiate between them (Dasgupta, 1988; Gambetta, 1998). Deutsch 

(1958) suggests that trust must go beyond predictability. For instance, in using a limited 

amount of information from insurance companies, one can predict with reasonable accuracy 

the number of people who may die on a given day, while no one can necessarily trust that 

they will die.  

Through this factor we may investigate the impact of the religion channel ( Almajd) and the 

political channel (Aljazeera) on the Arab Audiences. In fact, the trust of audience may play 

an important role in choices made in following a particular channel, especially the channels 

that provide information relevant to the daily life. 

4.4.5 Demography 

Sinha and Zacharia (2005, pp. 2-3) define demography as a scientific study of a set of 

features and dynamics in relation to a human population. The features covered by such a 

study include size, growth rate, density, vital statistics, and distribution of a particular 

population of people. In this regard, a specific population’s information can be collected from 

a general census, where vital statistical records can be organised by demographers. Such 

records can later be used for decision-making by government authorities and businesses, 
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including media companies. For this end, demographers are required to know both how to 

scientifically gather information and how to infer it relatively.  

According to the authors, there are statistical parameters that are crucial for demographic 

studies to be successfully conducted, such as rates of birth, death, fertility and life 

expectancy. These parameters can include more specific data, such as the social ratios of 

males and females, and the life expectancy of each gender. In fact, the census is the main tool 

to gather much information and vital statistical records. On the other hand, some 

demographic studies are expanded to include education, income, the structure of the family 

unit, housing, race or ethnicity, and religion. The amount of information collected and studied 

for a demographic overview of a population is determined by the needs of the party 

requesting and using the information (Sinha & Zacharia, 2005, pp. 36-37). 

Advertising companies rely extensively on the outcomes of demographic studies, since 

providers of services and goods require specific information to reach as many potential 

customers as possible. Likewise, education relies on demography to help gather information 

to prepare and supply essential governmental and local assistance. Moreover, large-scale 

demographic studies conducted in certain countries or regions help in collecting important 

information to determine the need for world assistance due to famine, disease, or other 

serious issues.  

4.5 Conclusion 

This chapter proposes a theoretical framework to establish key factors for investigating the 

success factors influencing the Arab satellite TV channels broadcasters on one side and the 

Arab audiences on the other side. The theoretical framework is entirely derived from 

guidelines of the existing literature. As elaborated in the above, there are six different factors 

which constitute the above outlined theoretical framework. These six factors are 

correspondingly; Agenda-setting and Marketing on the TV broadcasters side, and Culture, 

Trust, Human Needs and Freedom on the Audiences side. 

Consistent with this theoretical framework the next chapter will describe in detail the selected 

research methodology for this study. 
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Chapter 5: 

Research methodology 

 

5.1 Introduction 

Leedy (1993, p. 8) defines methodology as a set of processes used in research to collect and 

analyse data. This study applied qualitative research methodology combined with quantitative 

techniques to collect data to help answer the research questions outlined earlier in Chapter 1. 

This chapter outlines the approach taken to the study and explains the general principles 

guiding the conduct of this study. The qualitative and quantitative research approach will be 

described in detail.  

In order to fulfil the objectives of this study, this chapter includes the following sections: a 

justification of the chosen research sampling; a description of the research process  which 

includes interviews and questionnaire; and a discussion of the method used for data collection 

and how the data were analysed 

5.2 Research design 

Kumar (2005, p. 6) maintains that research design involves the structure of the research as 

well as the techniques applied in collecting the data necessary for answering the research 

questions. Moreover, Yin (2009, p. 26) defines research design as “the logical sequence that 

connects the empirical data to a study’s initial research questions and, ultimately, to its 

conclusion”. Similarly, Bouma (2000, p. 90) indicates the importance of selecting research 

design and methods for achieving the objectives of any research project and enabling its 

questions to be answered.  

Based on the above definitions, the current study has been designed to include two distinct 

stages, each using a different method and having a specific topic of concern. Accordingly, it 

uses a combined qualitative and quantitative approach previously recommended by 

McMurray et al. (2004, p. 261) to compensate for any potential weakness of one method 

when compared with the strengths of the other. Mingers (2003) indicates that the use of 
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multiple research methods enhances the validity of research results and better reflects the 

multidimensional nature of real-world problems. This view further supports that of Morse 

(2003, p. 193), who mentions that a multi-method approach enhances the combined benefits 

of both qualitative and quantitative methods. 

Overall, using combined qualitative and quantitative research methods may provide 

complementary data sets, which together give a more complete picture than can be obtained 

using either method individually (Tashakkori & Teddlie, 1998, p. 19). Based on McMurray et 

al. (2004, p. 263), triangulation is often used to indicate that more than one method is used in 

a study, with a view to double- or triple-checking results. This means that a researcher can be 

more confident about a result if different methods lead to the same result. In this study, 

triangulation is evident from the qualitative and quantitative methods used for data collection. 

The above view of McMurray et al. has also been expressed by Richardson (2000, p. 934), 

who maintains that the use of triangulation involves an effort to secure a deeper 

understanding of the phenomenon concerned by a research question. Additionally, Leedy 

(1993, p. 143) considers triangulation to be “the use of two or more methods of data 

collection procedures within a single study”. 

This study began with the application of qualitative techniques such as individual interviews 

aimed at probing tendencies among staff of Arab satellite TV channels, which further helped 

to establish the applied quantitative techniques. This research strategy is based on Johnson 

and Turner’s (2003, p. 305) suggestion to start research with a qualitative method, as this 

usually leads to collecting richer descriptive and documentary information about a topic or a 

phenomenon, consequently enabling the creation of significant questions to be answered 

through applying quantitative method/s.  

5.3 Sampling 

As identified by Leedy (1993, p. 206), randomisation and bias are the most important 

elements in studies involving surveys, which require the researcher to choose their sample 

from the general population in a way that is both logically and statistically defensible. 

Bryman and Cramer (1990, p. 99) maintain that researchers should strive to create as accurate 

a representative sample of the general population or case of study as possible, and that such a 

sample, if planned precisely, will considerably increase the external validity of the research. 
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For the purposes of this study, two Arab countries, Saudi Arabia and Egypt, were chosen as 

sources of audience population samples. The following is a brief description of the social 

makeup, history, regional importance, geography and culture of each of these countries, and 

the reasons for choosing the two countries.  

 

5.3.1 Saudi Arabia 

Saudi Arabia is considered to be the land where the Islamic religion emerged and contains 

Islam’s two holiest sites, Mecca and Medina. The Saudi state was founded in 1932 by Abd 

Al-Aziz bin Abd Al-Rahman Al Saud after 30 years of military operations aimed at unifying 

most of the Arabian Peninsula (Central Intelligence Agency, 2009a). According to Al-Sadan 

(2000), the people at that time lived a desert lifestyle regulated by the Islamic Shari’a (law) in 

all social, economic, educational and behavioural aspects. Accordingly, religion highly 

impacts the Saudi population’s traditions, culture and social mentality. Currently, King Abd 

Al-Aziz’s son, Abdallah, is the ruling monarch of the kingdom. He took over the throne after 

succeeding his four brothers, Saud, Faisal, Khalid and Fahad. 

Geographically, Saudi Arabia is located in South-west Asia, and is the second largest country 

in the Arab world. The country is bordered on the west by the Red Sea, on the east by the 

Arabian Gulf, in the north by Jordan, Iraq and Kuwait, and in the south by Yemen and Oman 

with a total area of 2,149,690 km
2
 (see Figure 5.1). It contains more than 6000 cities, towns 

and villages, located in 13 regions. The country’s population is estimated to be 28,146,656 

million, including about six million expatriates. Its capital city is Riyadh, which is inhabited 

by more than 3.7 million people. Arabic is the kingdom’s official language, which is the one 

language of the holy book of Koran’s script, while English is widely spoken as a second 

language, particularly in the urban areas. All Saudi citizens are Muslims, and Islam is 

practised and taught in the education systems (Saudi Embassy, 2006).  

The Saudi population comprises 38 per cent aged 0–14 years, 59.5 per cent aged 15–64 years 

and 2.4 per cent aged 65 years and over. The median age is 21.5 years. Ethnically, Arabs 

comprise 90 per cent of the population and 10 per cent are Afro-Asians (Central Intelligence 

Agency, 2009a).  
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Figure 5.1: Map of Saudi Arabia (Central Intelligence Agency, 2009a) 

 

The reasons for choosing this country as a source of research data include the fact that Saudi 

Arabia is where the Islamic religion emerged, the religion’s predominant influence on the 

country people’s lives and laws, the kingdom’s vast natural resources, and its influential role 

in regional politics. In addition, no such study has been undertaken in the country before. 

5.3.2 The Arab Republic of Egypt 

The Nile River’s vast delta, enriched by the river’s sediments, has provided conditions for the 

emergence of one of the world’s great civilisations. The country’s history shows a succession 

of foreign invasions from Persia, ancient Greece, Rome, Byzantine and the Turks. After the 

seventh century Arab invasion, Islam was introduced to the local population; consequently, 

Arabic became a prevalent language of the Egyptians. Following the completion of the Suez 

Canal in 1869, Egypt became a vital world transportation hub. Egypt achieved full 

independence after toppling the British-backed monarchy in 1952 and becoming a republic. 

The completion of the Soviet-backed Aswan High Dam in 1971 provided Egypt with the 

ability to successfully control the Nile River’s floods and develop the country’s agriculture 

and wealth. In fact, Egypt is inhabited by the largest population of any other Arab country 
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(with 81,713,520 million). Based on the 2008 Census, the Egyptian population comprises 

31.8 per cent aged 0–14 years, 63.5 per cent aged 15–64 years and 4.7 per cent aged 65 years 

and over, with a median age of 24.5 years. Ethnically, the country’s population is comprised 

of 99.6 per cent Egyptians, with only a minor group of expatriates (0.4 per cent) (2006 

Census). Ninety per cent of the population are Muslims (mostly Sunnis), 9 per cent Coptic 

Catholics and Orthodox and 1 per cent other Christian denominations. Arabic is the country’s 

official language, while English and French are widely used by educated social groups. 

Geographically, Egypt is located at the north-eastern corner of Africa (Figure 5.2), bordered 

by the Mediterranean Sea in the north, Libya in the west, the Red Sea in the east and The 

Sudan in the south. However, the Sinai Peninsula is the only Asian part of the country, 

located in the north-east of the country. Egypt’s total are is 1,001,450 km
2
 (Central 

Intelligence Agency, 2009b).  

 

 

Figure 5.2: Map of Egypt (Central Intelligence Agency, 2009b) 

 

The reasons for choosing Egypt as the second location for data gathering include the fact that 

the Egyptian population is the largest among the Arab nations, the strong Egyptian cultural 
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influence on the whole Arab world through Egyptian movies, drama, music, scientific 

research and professional workforce, and Egypt’s numerous satellite TV broadcasters.  

5.4 The research process  

The study was commenced with a pilot study on a small sample of 60 Middle Eastern 

students descended from the abovementioned two countries, who are studying in different 

universities in Queensland. The pilot study’s data were collected through a preliminary 

questionnaire seeking these students’ responses concerning broadcasts of the satellite TV 

channels of LBC, Almajd and Aljazeera. The idea of conducting a pilot study is based on the 

work of Fraenkel and Wallen (2000, p. 175), who consider it as a valid method to prepare for 

a broader investigation using a larger sample of population. The pilot study helped in 

developing an effective set of questions to collect the most relevant and reliable responses 

from a sample of individuals and in structuring a set of questions for individual face-to-face 

interviews.  

The questions used in the individual interviews and in the audience questionnaire were 

carefully devised to obtain the most reliable responses. Importantly, in order to obtain the 

participants’ clear understanding of the questions in the interviews and the questionnaire, 

these were provided to the respondents in Arabic as their first language. Then, the 

participants’ responses were translated into English. 

The questions were designed and developed around the following elements, identified in the 

literature review and subsequent pilot study: 

1. Factors influencing the audience and the channels were first identified through the 

literature review and then used to design the questionnaire and interview questions in 

light of their relationship with the factors. 

2.  A group of five international Arab students studying in Queensland universities with 

experience with the Arab media was formed. The group was asked to comment on the 

questionnaire and interview questions and give feedback for the purpose of improving 

the questions. 
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3.  The questionnaire was handed to 10 Saudi and 10 Egyptian students in the Gold Coast 

area. Their responses to the questionnaire items and feedback were collected and used 

to identify any potential weaknesses. Three major problems were identified, which 

resulted in the questionnaire being edited, with some of the questions rephrased for 

better understanding. This gave rise to the idea of allocating a separate questionnaire 

for each channel’s audience using a purposive sampling method.  

4.  As a result of Stage 3, the questions were refined and the new version was tested in a 

pilot study on a sample of 60 Saudi students in Queensland (20 for each channel’s 

viewers). The general aim of such a pilot study was to assess only the viability of the 

questionnaire as an instrument for data collection.  

5.4.1 The interviews  

Previous studies have confirmed that qualitative research involves tools to collect a range of 

experiential materials that help in interpreting phenomena in terms of the meanings people 

bring to them (Denzin & Lincoln, 2000, p. 3). In this regard, Patton (2002, p.14) confirms 

that it is the very nature of qualitative research that helps in achieving a deeper understanding 

of human behaviour. This view is also raised by Creswell (2003, p. 186), who concludes that 

qualitative research data are usually collected through interviews, observations or focus 

groups to enable researchers to get closer to the subject’s perspectives. Moreover, Rubin and 

Rubin (2005, p. 3) maintain that qualitative interviews are considered to be a highly effective 

research tool, particularly when there is a need for a specific body of information to ascertain 

the validity of a view. On the other hand, Zikmund (1997, p. 41) recommends that interviews 

be conducted with people who are experts in their fields to obtain more reliable information. 

This was a clear endorsement for the approach I planned to take. 

In order to obtain clearer and more accurate information from the participants in this study, 

open-ended questions were used in interviews with the individual staff members of the 

concerned satellite TV channels. The interviews had a semi-structured nature, considered 

valuable by Kumar (2005, p. 125) for comparison purposes and because it is less reliant on of 

interviewing expertise. 

Prior to conducting the interviews, an information and consent form was provided to all 

participants to obtain their approval for tape-recording the interviews with them, and for 
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using their recorded and written responses for the study’s research purposes. All interviewees 

were pre-assured of confidentiality and anonymity of the information provided by them.  

The interviewees comprised the channels’ staff. To facilitate access to those staff, the 

researcher requested a supportive letter from Griffith University, with an appeal to 

managements of the relevant channels to allow the researcher to gain access to their staff 

solely for the purpose of the research interviews. All responses were transcribed and 

translated into English. The interviews were conducted with employees of those channels 

with the coordination of directors of those corresponding channels. 

Regarding the LBC Lebanese Channel, a request letter was forwarded to the director of the 

channel and attached all the documents that required identifying the purpose of this research. 

After frequent and intensive discussions, it was agreed to conduct interviews with some of 

the channel’s staff members who had been nominated by the director himself. Therefore, I 

went to Beirut and I stayed there for three days. I met with six staff members, including the 

channel manager, production manager and the director of programs. All the interviewees 

were approved to disclose their complete identification. Additionally, I observed a very strict 

environment comprising tight security during my office-to-office movements. Further, the 

channel allowed me to interact with the staff for just one day.  

With reference to the Almajd Channel, the director of this channel approved my request to 

interview some staff members. I managed to conduct interviews with six staff members, 

including the chairman of the board, general manager, production manager and director of 

sound, plus a few others. All the interviewees were approved to use their information in this 

study where necessary. During this process, I noticed that there was no restriction on moving 

back and forth between staff members and within the premises. 

Similarly, the Aljazeera Channel granted me approval to conduct interviews after receiving 

my request letter, addressed to the director of the channel. I travelled to Doha, where I 

remained for five days to interview the staff members of the channel. They provided me an 

entry permit of one week during which I could move back and forth and conduct my 

interviews. I coordinated with the Department of Public Relations, which facilitated 

interviews with the required staff members. I also observed relatively more freedom and 

hospitality in their coordination with me. In the end, I was able to conduct interviews with 
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nine staff members from various departments. They also allowed me to utilise all information 

required during this research. 

5.4.2 The questionnaire  

Questionnaires are a valid method of collecting research data, for responding to research 

questions and for probing people’s attitudes and opinions concerning specific issues 

(Fraenkel & Wallen, 2000, p. 398). In addition, De Vaus (2002, p. 136) argues that for a 

questionnaire to be effective, it is essential to identify the objectives of the questions and the 

nature of the responses through the questionnaire’s structure. In the current study, each 

question of the survey instrument was structured in such a way as to ensure one specific 

objective was attained with an expected reliable overall response. De Vaus (2002, p. 112) 

also indicates that in order to increase the level of participation, the questionnaire needs to be 

kept as short as possible. Similarly, Leedy (1993, pp. 187–8) suggests practical guidelines to 

increase the level of participation and quality of responses: the use of clear language; 

specifying research aims; effective distribution and collection; and attaching a clear and 

concise covering letter. The questionnaire was divided into different sections to streamline its 

reading, comprehension and completion. Moreover, a short, simple and informative cover 

letter was prepared to inform the participants of the aims and importance of the research, to 

assure them of the full confidentiality and anonymity of their responses and to tell them about 

the reasonably short timeframe for them to complete the questionnaire. 

The study targeted respondents from audiences of the relevant channels in three different age 

groups: 20–34, 35–49 and over 50 years. The first group was the biggest, given the fact that 

the Arab satellite TV channels usually focus their broadcast content on this age group, which 

comprises 65 per cent of the Arab world’s population (“Middle East Countries”, 2000). The 

respondents were from both rural and urban areas. Consideration was given to the possibility 

of including illiterate respondents, who were assisted by educated relatives or friends to read 

and fill in the questionnaires for them. Accordingly, the study ensured fair distribution of the 

respondent sample across a wide range of areas, social classes and groups. The study 

encouraged respondents from both genders to participate. The questionnaires were distributed 

among audiences in each of the two countries. In each country, the questionnaires were hand-
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delivered to households and public gatherings in the capital city and its surrounding rural 

areas.  

As noted above, in order to avoid confusing the respondents, I prepared a separate set of 

questions corresponding to each channel to administer to its viewers. This implies that the 

viewers of LBC may not be the viewers of any other channel. I distributed 200 surveys for 

each channel in each country – a total of 400 questionnaire in the two countries (Saudi Arabia 

and Egypt). I received 252 questionnaires back (132 Saudi and 120 Egyptian) corresponding 

to LBC, 351 questionnaires (146 Saudi and 205 Egyptian) corresponding to Almajd and 358 

questionnaires (145 Saudi and 213 Egyptian) corresponding to Aljazeera. For further details, 

see sections 6.2.3, 6.5.3 and 6.4.3 respectively.  

5.5 Data collection 

As mentioned above, the study data were collected through the interviews and questionnaires. 

For this purpose, the researcher travelled to the two countries – Saudi Arabia and Egypt – to 

distribute copies of the questionnaire. Separate trips were organised to Qatar, Lebanon and 

the UAE to interview staff of the relevant satellite TV channels in those countries. 

5.6 Data analysis  

Data from the interviews were recorded and transcribed before being assessed for tendencies, 

methods of program design, marketing policies and the channels’ general objectives. Given 

that the interview questions were open-ended (Appendix, section 3), the interviews served as 

a source of qualitative analysis and assessment of each channel’s business methods and 

markets. On the other hand, responses to the questionnaires (Appendix, section 2) were 

collated and categorised in spreadsheets, and analysed using the Statistical Package for Social 

Sciences (SPSS) software. The statistical analysis included the frequency and percentage of 

each data category, and the level of significance(for more detail, see Chapter 5).  

5.7 Conclusion 

This chapter has linked to the previous chapter, which focused on the study’s theoretical 

framework. As indicated in the previous chapter, we devised questionnaires to examine all 

those factors that may explain the relationship between broadcasters and their audiences. For 
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this purpose, questionnaires were distributed to viewers of these three channels in two 

different countries, with varying responses from the countries depending on each channel’s 

viewership. This research provided the research outlines to be followed in the successive part 

of this research. The research approach was naturally influenced by the nature of the research 

topic, which requires highlighting the factors that affect the Arab TV satellite channel 

broadcasters and their audiences. 

yllaiiF,  this chapter described both the qualitative and quantitative approaches used in this 

study by providing the structure of effective interviews and correspondingly extracting the 

quantitative information from the channels and the viewers from two countries. The next 

chapter aims to provide the research results.  
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Chapter 6: 

Results 

 

6.1 Introduction 

This chapter presents the study results of the three channels, comprising data collected via the 

questionnaires that were responded to by the channel audiences in Saudi Arabia and Egypt, in 

addition to the interviews with staff members from the three channels. The results will be 

presented separately for each channel, starting with the questionnaires and then the 

interviews. As noted in Chapter 5, different questionnaires were circulated to the viewers of 

each channel so that to avoid confusion amongst respondents.  

This chapter includes the most relevant results, with additional information provided in the 

Appendix. Chapters 7 and 8 provide detailed discussion of the results. 

6.2 LBC Satellite TV Channel 

This section includes an analysis of LBC audience responses to the questionnaire, and the 

interviews held with the channel’s staff.  

6.2.1 Questionnaires 

6.2.1.1 Validity and reliability 

We used conventional statistical techniques in order to comment on the validity and 

reliability of the data used in this research. Validity allows us to have an idea about the 

coding of the responses from the surveyed information. Furthermore, if we observe any 

unusual observations with the current coding scheme, then we may revise it accordingly, 

depending on the validity statistics. In this case, all questionnaire items and the factors were 

positive and statistically significant at the p=0.01 level or less.   

Similarly, we also used reliability analysis for all questionnaire items. The Cronbach’s Alpha 

measure of the internal consistency/reliability of the effects of factors has a range of 0.16–
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0.85, with a general value for all items of 0.88. This reflects high consistency in using the 

questionnaire and the study’s reliability. Overall, the study’s validity and reliability tests 

indicate consistency and reproducibility of the research design and application, and the study 

results’ high level of trustworthiness. The Appendix provides further details (sections 1.1.1 

and 1.1.2).  

6.2.1.2 Demography of the study sample 

6.2.1.2.1  Sample member nationalities and numbers:  

 

Nationality

52.4%
47.6%

Saudis

Egyptians

 

Figure 6.1  Sample member nationalities and percentages of LBC Channel 

 

Figure 6.1 shows the study sample of member nationalities and their numbers. There were 

132 respondents (52.4 per cent) from Saudi Arabia and 120 (47.6 per cent) from Egypt. The 

difference in the sample size between the two nationalities is due to cases where recipients 

did not respond to some of the questionnaires, or because some of the returned questionnaires 

were incomplete. 
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6.2.1.2.2  Sample age groups:  
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Figure 6.2  Sample age groups for LBC Channel 

 

Figure 6.2 shows the respondent sample’s age groups and their nationalities. There were 156 

respondents in the 20–34 age group (61.9 per cent) comprising 108 Saudis (81.8 per cent) and 

48 Egyptians (40 per cent); 75 respondents in the 35–49 age group (29.8 per cent), 

comprising 18 Saudis (13.6 per cent) and 57 Egyptians (47.5 per cent); and 19 respondents in 

the 50+ age group (7.5 per cent) comprising four Saudis (3 per cent) and 15 Egyptians (12.5 

per cent).  

 

6.2.1.2.3   Sample composition by sex and nationalities: 
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Figure 6.3  Sample composition by sex and nationality for LBC Channel 
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Figure 6.3 shows the respondent sample’s composition by sex and nationality. There were 

159 males (63.1 per cent), comprising 88 Saudis (66.7 per cent) and 71 Egyptians (59.2 

percent), and 92 females (36.5 per cent), comprising 44 Saudis (33.3 per cent) and 48 

Egyptians (40 per cent).  

6.2.1.2.4 Sample composition by marital status:  
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Figure 6.4  Sample composition by marital status for LBC Channel 

Figure 6.4 shows the respondent sample’s composition by marital status and nationality. 

There were 105 married respondents (41.7 per cent), comprising 32 Saudis (24.2 per cent) 

and 73 Egyptians (60.8 per cent); 138 singles (54.8 per cent), comprising 100 Saudis 

(75.8 per cent) and 38 Egyptians (31.7 per cent); and eight divorced (3.2 per cent), all of 

whom were Egyptian (6.7 per cent).  

6.2.1.2.5 Sample composition by education level: 
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Figure 6.5 Sample composition by education level for LBC Channel 
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Figure 6.5 shows the respondent sample’s levels of education and their nationalities. There 

were 33 respondents with secondary education and below (13.1 per cent), comprising six 

Saudis (4.5 per cent) and 27 Egyptians (22.5 per cent); 197 respondents with a bachelor 

degree (78.2 per cent), comprising 122 Saudis (92.4 per cent) and 75 Egyptians (62.5 per 

cent); and 16 respondents with postgraduate degrees (6.3 per cent), comprising four Saudis (3 

per cent) and 12 Egyptians (10 per cent).  

6.2.1.3 Survey questions 

This section explores the role played by the four factors – the culture, human needs, freedom 

and trust in the channel. 

6.2.1.3.1  Factor of culture (traditions, religion and customs): 
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1. LBC tends to 

broadcast information 

conflicting with my social 

culture 

Freq. 84.0 71.0 38.0 17.0 41.0 

3.56 1.43 1 

% 33.5 28.3 15.1 6.8 16.3 

7. I am able to know more 

about new fashion styles 

through LBC presenters 

Freq. 24 62 7 54 41 

2.90 1.22 2 

% 9.6 24.7 27.9 21.5 16.3 

10. I like the way LBC 

presenters communicate 

with the audience 

Freq. 18 55 78 39 62 

2.71 1.25 3 

% 7.1 21.8 31.0 15.5 24.6 

5. I am very keen to watch 

certain LBC presenters’ 

programs 

Freq. 14 43 64 64 66 

2.50 1.21 4 

% 5.6 17.1 25.5 25.5 26.3 

 4. I like watching LBC 

amusement programs such 

as belly dancing 

competitions and modelling 

Freq. 14 52 57 37 91 

2.45 1.31 5 

% 5.6 20.7 22.7 14.7 36.3 

2.  I continuously watch 
Freq. 23 33 43 57 94 2.34 1.34 6 
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realty TV programs on 

LBC such as Star 

Academy and Al-Wadi 

% 9.2 13.2 17.2 22.8 37.6 

6. I do not see any conflict 

between LBC broadcasts 

and my social culture 

Freq. 12 25 46 49 119 

2.05 1.22 7 

% 4.8 10.0 18.3 19.5 47.4 

3.  I admire the way 

participants of LBC reality 

TV programs speak and 

clothing, which motivate 

me to copy them 

Freq. 12 24 31 61 122 

1.97 1.20 8 

% 4.8 9.6 12.4 24.4 48.8 

8. I feel fine in my copying 

of LBC presenters’ styles 

of speech and clothing 

Freq. 10 19 29 49 144 

1.81 1.15 9 

% 4.0 7.6 11.6 19.5 57.4 

9. It’s acceptable for me to 

defer my prayer until I 

finish watching LBC 

preferred program 

Freq. 6 21 27 46 152 

1.74 1.09 10 

% 2.4 8.3 10.7 18.3 60.3 

Mean of Factor 2.29 

 

Table 6.1  The effects of the culture factor on audience for LBC Channel 

 

Through the use of the five-point Likert scale, Table 6.1 shows that the responses to the study 

questionnaire’s items indicate the effect of the cultural factor on LBC audiences, where the 

overall mean value of scores of all variables, affected by the culture factor, was found to be 

2.29.  

The results, however, show differences in the respondents’ agreement with the extent of the 

culture’s influence on their views towards the channel, with some of the respondents 

acknowledging the cultural influence on their views, while others disagreed. The mean values 
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of the respondents’ responses concerning the culture’s influence on their views range 

between 1.74 and 3.56, which are values positioned in categories 4 to 2 (that is, between 

“Disagree” and “Agree”). 

6.2.1.3.2  Factor of human needs (entertainment and sex): 
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14. My watching of some LBC 

programs stimulates my sexual 

desire 

Freq. 44 59 43 36 68 

2.90 1.47 1 

% 17.6 
23.

6 
17.2 14.4 27.2 

11. I follow some LBC 

programs because of their 

attractive female/male 

presenters 

Freq. 22 48 66 57 56 

2.69 1.26 2 

% 8.8 
19.

3 
26.5 22.9 22.5 

15. I watch LBC because it 

helps me relax 

Freq. 18 37 72 59 62 

2.56 1.22 3 

% 7.3 
14.

9 
29.0 23.8 25.0 

12. I watch LBC because it 

helps me overcome loneliness 

Freq. 13 27 71 66 74 

2.36 1.16 4 

% 5.2 
10.

8 
28.3 26.3 29.5 

13. I wish to have a partner who 

looks like an LBC presenter 

Freq. 13 31 30 58 118 

2.05 1.25 5 

% 5.2 
12.

4 
12.0 23.2 47.2 

Mean of Factor 2.51 

 

Table 6.2 The effects of the human needs factor on audience for LBC Channel 
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Table 6.2 shows that the responses to the study questionnaire’s items indicate the effect of the 

human needs factor on LBC audiences, where the overall mean value of scores of all 

variables affected by this factor was found to be 2.51. The results, however, show differences 

in the respondents’ response to the extent of the human needs influence on their views 

towards the channel, with some of the respondents acknowledging such a factor’s influence 

on their views. The mean values of the respondents’ responses concerning the human needs 

influence on their views range between 2.05 and 2.9, which are values positioned in category 

3 (that is, “Neither Agree Nor Disagree”). 

6.2.1.3.3  Factor of freedom: 
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18. I may not watch 

certain LBC programs 

because they conflict 

with my religion 

Freq. 84 60 48 34 25 

3.57 1.34 1 

% 33.5 23.9 19.1 13.5 10.0 

17. I can watch LBC 

whenever I want 

Freq. 33 83 49 45 40 

3.10 1.30 2 

% 13.2 33.2 19.6 18.0 16.0 

16. If I had the 

opportunity I would 

participate in Star 

Academy program 

Freq. 9 28 23 40 150 

1.82 1.20 3 

% 3.6 11.2 9.2 16.0 60.0 

Mean of Factor 2.45 

 

Table 6.3 The effects of the freedom factor on audience for LBC Channel 

 

Table 6.3 shows that the responses to the study questionnaire’s items indicate the effect of the 

freedom factor on LBC audience, where the overall mean value of scores of all variables 

affected by this factor was found to be 2.45. 
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The results, however, show differences in the respondents’ response to the extent of the 

freedom factor’s influence on their views towards the channel, with some of the respondents 

agreeing with such a statement’s influence on their views, while others disagreed. The mean 

values of the respondents’ responses concerning the freedom factor’s influence on their views 

range between 1.82 and 3.57, which are values positioned within categories 2 and 4, 

respectively (that is, “Disagree” to “Agree”). 

6.2.1.3.4  Factor of trust (belief and confidence): 
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20. I trust information 

broadcast through LBC 

cultural and scientific 

programs 

Freq. 21 27 84 54 65 

2.54 1.22 1 

% 8.4 10.8 33.5 
21

.5 
25.9 

19. I do not object to children 

watching LBC programs 

Freq. 13 33 55 41 109 

2.20 1.27 2 

% 5.2 13.1 21.9 
16

.3 
43.4 

Mean of factor 2.37 

 

Table 6.4 The effects of the trust factor on audience on LBC channel 

 

Table 6.4 shows that the responses to the study questionnaire’s items indicate the effect of the 

trust factor on LBC audience, where the overall mean value of scores of all variables affected 

by this factor was found to be 2.37.  

The results, however, show differences in the respondents’ response to the extent of the trust 

factor’s influence on their views towards the channel, with some of the respondents agreeing 

with such a statement influence on their views, while others disagreed. The mean values of 

the respondents’ responses concerning the trust factor’s influence on their views were 2.2 and 

2.54, which are values positioned within category 3 (that is, “Neither Agree Nor Disagree”). 
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6.2.1.3.5  Differences between the sample groups for LBC Channel:  

This section describes the differences between sample groups based on respondents’ 

nationality, age, sex, marital status and education level, using a T-test, LSD test, one-way 

ANOVA and Scheffe test. I was interested in showing the statistical differences between the 

nationality of Saudi and Egyptian respondents as a result of the factors of culture, human 

needs, freedom and trust. The initial statistics show that T-values are significant at p = 0.01 

and less within the factors of culture, human needs, freedom and trust, as well as the total T-

value of all factors, indicating the difference is significant between the sample’s Saudi and 

Egyptian groups in favour of the latter. More details are provided in the Appendix (section 

1.1.4.1). 

The statistical differences between the sample age groups and within the age groups of the 

respondents represent interesting observations. They indicate that the differences are 

significant between the respondents’ responses within those factors, as related to their age. In 

order to identify the source of such differences, a Scheffe test was used. 

We find that there are significant differences, within the culture and trust factors, between 

individuals of the age group 35–49. Furthermore, we find significant differences within the 

mean value of the two factors between individuals of the same age group, as observed above. 

More details are provided in the Appendix (section 1.1.4.2). 

Further, corresponding to statistical differences between the sample sex groups of the 

respondents, T-values are significant at p = 0.05 and less within the two factors of culture and 

trust. This indicates significant differences within the same factors between the male and 

female groups, in favour of the latter. On the other hand, it shows significant T-value at p = 

0.05 and less within the human need factor. This indicates significant differences between the 

male and female groups, in favour of the males. However, the results also show a non-

significant T-value within the freedom factor and the total of all the factors. More details are 

provided in the Appendix (section 1.1.4.3). 

Regarding sample group statistical differences in factors by marital status, the results show 

statistical differences within the groups of the respondents, as a result of the factors of 

culture, human needs, freedom and trust. The F-values are not significant for the trust factor, 
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indicating non-significance of differences between the sample groups by their marital status. 

On the other side, the F-values are significant at p = 0.05 and less concerning the other three 

factors of culture, human needs and freedom, as well as the total of all factors. This indicates 

that the differences are significant between the respondents’ responses within those factors, 

as related to their marital status. In order to identify the source of such differences, a Scheffe 

test was used. It is also observed that significant differences (at p = 0.05 and less) exist within 

the three factors of culture, human needs and freedom, as well as the mean value of the three 

factors between the married, single and divorced groups, in favour of the latter. More details 

are provided in the Appendix (section 1.1.4.4). 

Corresponding to the sample group statistical differences in factors by education level, we 

observe statistical differences between and within the groups of the respondents, as a result of 

the factors of culture, human needs, freedom and trust. Further, we note that there are 

significant differences within the culture factor between individuals of the bachelor degree 

and postgraduate groups, in favour of the latter. Moreover, there are significant differences 

within the culture factor between the two groups of secondary and less and bachelor degree 

on one hand, and the others group, in favour of the latter. 

There are significant differences within the human needs factor between the two groups of 

secondary and less and bachelor degree on one hand, and the postgraduate group, in favour of 

the latter. Moreover, there are significant differences within the human needs factor between 

the two groups of secondary and less and bachelor degree on one hand, and the others group, 

in favour of the latter. There are significant differences within the freedom factor between the 

two groups of secondary and less and bachelor degree on one hand, and the others group, in 

favour of the latter. There are significant differences within the trust factor between 

individuals of the bachelor degree and postgraduate groups, in favour of the latter. There are 

significant differences within the mean value of all factors between the two groups of 

secondary and less and bachelor degree on one hand, and the others group, in favour of the 

latter. More details are provided in the Appendix (section 1.1.4.5). 
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6.2.2 An analysis of LBC Channel interviews  

In this section, excerpts from the recorded interviews with LBC channel’s staff are discussed 

to identify and categorise themes covered by the interviews. The following is a review of 

excerpts from the six interviews conducted with the channel’s Director-General, heads of 

department and other staff. 

6.2.2.1 Frequency of themes within the study sample 

Table 6.5 shows themes expressed by the interviewees, and their frequency, in terms of the 

channel’s aspects of audience, staff, programs and finance. 

No Aspect Themes Frequency 

1 
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       A
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We care about the audience because they bring us 

advertisers 

3 

2 Our audience falls within the age category of 15–35 because 

60 per cent of the Arab world population is under 21 years 

of age 

2 

3 The 2000s are different than the 1970s, 1980s and 1990s, 

where the previously forbidden has become permitted now 

1 

4 If the TV precedes the society there is a crisis out there, 

while if the society precedes the TV it would be normal  

1 

5 Programs are broadcast at the Saudi time zone because 

Saudi Arabia provides the biggest market 

3 

6 The channel’s programs breach the Arab cultural 

conventions through broadcasting the unusual  

2 

7 Youngsters cannot watch all programs because their content 

may not be suitable for their age 

1 

8 In terms of news, there is no specific audience because all 

are targeted 

1 

9 In terms of news, we are not concerned if the audience is 

upset or objects broadcasting a news, because broadcasting 

transparency is our main concern 

1 

11 We consider the audience’s constructive views 2 

11 Some of the critics and the knowledgeable criticise us for 

our courage in broadcasting, and for our Lebanese cultural 

openness 

1 

12 Although sleeping in separate bedrooms, presence of men 

and women under one roof in reality TV programs irritates 

many Arab audiences 

1 

13 The reason behind objecting and criticising our broadcasts 

in some Arab countries is the cultural differences between 

the region’s countries 

1 

14 Saudi Arabia provides the biggest market for our 

commercials. That’s why we broadcast programs that suit 

1 



Results 

 

   108 

 

this country’s audience, yet with a Lebanese trace.  

15 
 

S
ta

ff
 

 

The presenter’s performance combines their knowledge and 

aesthetics 

4 

16 Qualification are not essential for employing the presenters  

17 Aesthetic aspects are among the presenter’s employment 

criteria  

2 

18 The channel deliberately employ beautiful/handsome 

presenters because they are deserved by the audience 

1 

19 For news presentation, we look for the knowledgeable 

before the beautiful/handsome  

2 

20 For late night and recreation programs we employ the 

beautiful/handsome before the knowledgeable 

1 

21 

 

P
ro

g
ra

m
s 

Programs are prepared upon filed research (audience 

rating/views) 

2 

22 The channel broadcasts serious and recreational programs to 

satisfy all needs 

4 

23 Sensation in reality TV aims at the highest TV rating 4 

24 The knowledgeable and the clerics objecting our programs 

need to know that we are an accepting society, and we act in 

the majority’s interest  

1 

25 The essence of our programs does not conflict with the 

divine will  

1 

26 The programs must suit the age category of 17–35 1 

27 We broadcast more recreational programs than serious 1 

28 Our statistics show that many Gulf audience members do 

not like reality TV, but do not mind it because of being 

produced in Lebanon  

1 

29 Although cultural differences exist between Arab societies 

we endeavoured to broadcast something suitable for all 

3 

30 Critique of the knowledgeable and clerics is caused by 

cultural differences concerning interpreting the permissible 

and the prohibited 

1 

31 There is sufficient time allowed for the channel’s news 

bulletins 

1 

32 Although we endeavoured to adjust realty TV to our Arab 

culture, we encountered problems beyond our control 

1 

33 The reality TV era has come to an end, while the current 

time is for drama, competitions and games 

1 

34 In news bulletins we provide the true and precise 1 

35 Belly dancing is part of our culture, yet not screened on 

Arab TV as we do 

1 

36 

 

F
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The channel’s emergence was profit-motivated because of 

encouraging Arab market research results  

2 

37 In spite of the 2009 economic crisis, we are still achieving 

good revenue 

1 

38 Commercials and sponsorships provide the majority of the 

channel’s revenue 

3 

39 SMS voting provides minor profits 3 

40 Companies advertise in our channel because of our high 

wide audience base 

2 

41 I cannot judge on a highly profitable but trivial-content 1 
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program unless seeing it 

42 I do not accept any trivial-content program, even if it was 

highly profitable, because it alienates the audience 

3 

43 We simultaneously consider program’s profit and content 

aspects to continue its broadcast 

2 

44 The channel first produces the programs and then looks for 

a sponsor, not like other channels, which tend to first look 

for a sponsor 

1 

 

Table 6.5 LBC staff’s expressed themes and their frequency 

 

6.3 Almajd Satellite TV Channel 

This section includes an analysis of Almajd audience responses to the questionnaire, and the 

interviews held with the channel’s staff.  

6.3.1 Questionnaires 

6.3.1.1 Validity and reliability 

The correlation coefficient between all questionnaire items and the factors is positive and 

statistically significant at the p = 0.01 level and less. Accordingly, all items (responses) are 

consistent and valid in their correlation with the factors affecting them. These results indicate 

the study’s internal consistency and its ability to be used for conducting field practice. 

Corresponding to the reliability analysis, we observe that that the Cronbach’s Alpha measure 

of the internal consistency/reliability of the effects of factors has a range of 0.17–0.70, with a 

general value for all items of 0.71. This reflects high consistency in using the questionnaire 

and the study’s reliability. 

Overall, the study’s validity and reliability tests indicate consistency and reproducibility of 

the research design and application, and the study results’ high level of trustworthiness. More 

details are provided in the Appendix (sections 1.2.1 and 1.2.2). 
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6.3.1.2 Demography of the study sample 

6.3.1.2.1 Sample member nationalities and numbers:  

 

Nationality

41.6%58.4%

Saudis

Egyptians

 

Figure 6.6  Sample member nationalities and percentages for Almajd Channel 

Figure 6.6 includes the study sample member nationalities and their numbers. There were 146 

respondents (41.6 per cent) from Saudi Arabia, and 205 (58.4 per cent) from Egypt. The 

difference in the sample size between the two nationalities is due to cases where their 

recipients did not respond to some of the questionnaires, or because some of the returned 

questionnaires were incomplete. 

6.3.1.2.2  Sample age groups:  
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Figure 6.7  Sample age groups for Almajd Channel 

Figure 6.7 shows the respondent sample’s age groups and their nationalities. There were 213 

respondents in the age group 20–34 (60.7 per cent), comprising 111 Saudis (76 per cent) and 
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102 Egyptians (49.8 per cent); 95 respondents in the age group 35–49 (27.1 per cent), 

comprising 24 Saudis (16.4 per cent) and 71 Egyptians (34.6 per cent); and 42 respondents in 

the age group 50+ (12 per cent), comprising 11 Saudis (7.5 per cent) and 31 Egyptians (15.1 

per cent).  

6.3.1.2.3 Sample composition by sex and nationalities: 
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Figure 6.8 Sample composition by sex and nationality for Almajd Channel 

Figure 6.8 shows the respondent sample’s composition by sex and nationality. There were 

195 males (55.6 per cent) comprising 97 Saudis (66.4 per cent) and 98 Egyptians (74.8 per 

cent), and 152 females (43.3 per cent), comprising 49 Saudis (33.6 per cent) and 103 

Egyptians (50.2 per cent).  

6.3.1.2.4  Sample composition by marital status: 
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Figure 6.9 Sample composition by marital status for Almajd Channel 
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Figure 6.9 shows the respondent sample’s composition by marital status and nationality. 

There were 193 married respondents (55 per cent) comprising 53 Saudis (36.3 per cent) and 

140 Egyptians (68.3 per cent); 139 singles (39.6 per cent), comprising 91 Saudis (62.3 per 

cent) and 48 Egyptians (23.4 per cent); and 15 divorced (4.3 per cent), comprising two Saudis 

(1.4 per cent) and 13 Egyptian (6.3 per cent).  

6.3.1.2.5 Sample composition by education level: 
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Figure 6.10  Sample composition by education level for Almajd Channel 
 

Figure 6.10 shows the respondent sample’s levels of education and their nationalities. There 

were 57 respondents with secondary education and less (16.2 per cent), comprising 10 Saudis 

(6.8 per cent) and 47 Egyptians (22.9 per cent); 261 respondents with a bachelor degree (74.4 

per cent), comprising 131 Saudis (89.7 per cent) and 130 Egyptians (63.4 per cent); and 27 

respondents with postgraduate degrees (7.7 per cent), comprising five Saudis (3.4 per cent) 

and 22 Egyptians (10.7 per cent).  

6.3.1.3 Survey questions 

The following will explore the role played by the four factors: culture, human needs, freedom 

and trust in the channel. 
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6.3.1.3.1 Factor of culture (traditions, religion & customs): 

Statement 
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5. I do not object to hosting any 

mufti (religious authority) from 

outside Saudi Arabia 

Freq. 138 143 44 13 10 

4.11 0.96 1 

% 39.7 41.1 12.6 3.7 2.9 

2. I object to women’s appearance 

on Almajd TV screens 

Freq. 163 71 51 41 24 

3.88 1.30 2 

% 46.6 20.3 14.6 11.7 6.9 

3. I object to playing music in 

Almajd programs 

Freq. 141 93 59 36 19 

3.86 1.21 3 

% 40.5 26.7 17.0 10.3 5.5 

1. I believe that Almajd represents 

my culture and values 

Freq. 73 137 115 16 10 

3.70 0.94 4 

% 20.8 39.0 32.8 4.6 2.8 

8. Almajd does not have the right 

to broadcast whatever conflicting 

with my social culture 

Freq. 77 105 97 44 24 

3.48 1.17 5 

% 22.2 30.3 28.0 12.7 6.9 

9. I do not object to broadcasting 

other sects’ views that do not 

conform with Almajd’s usual views 

Freq. 60 111 77 56 44 

3.25 1.27 6 

% 17.2 31.9 22.1 16.1 12.6 

6. Almajd is the only Arabic 

channel correctly broadcasting 

Islamic teachings 

Freq. 42 110 98 66 35 

3.17 1.16 7 

% 12.0 31.3 27.9 18.8 10.0 

7. The channel is right to allow 

commercial advertising for any 

company 

Freq. 41 100 104 52 49 

3.09 1.21 8 

% 11.8 28.9 30.1 15.0 14.2 

4. I do not object to women’s 

appearance on Almajd TV screens 

provided they cover their faces 

Freq. 30 74 53 81 106 

2.54 1.35 9 

% 8.7 21.5 15.4 23.5 30.8 

Mean of Factor 3.55 

 

Table 6.6 The effects of the culture factor on audiences for Almajd Channel 
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Table 6.6 shows that the responses to the study questionnaire’s items indicate the effect of the 

cultural factor on the Almajd Channel audience, where the overall mean value of scores of all 

variables affected by the culture factor was found to be 3.55.  

The results, however, show differences in the respondents’ agreement with the extent of the 

culture’s influence on their views towards the channel, where some of the respondents 

acknowledged the cultural influence on their views, while others disagreed. The mean values 

of the respondents’ responses concerning the culture’s influence on their views range 

between 2.54 and 4.11, which are values positioned in categories 3, 4 and 5 (that is, between 

“Neither Agree Nor Disagree” and “Strongly Agree”). 

 

6.3.1.3.2  Factor of human needs (entertainment and sex): 
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10. I watch Almajd Channel 

because it helps me learn about 

my religion 

Freq. 89 193 51 11 5 

4.00 0.81 1 

% 25.5 55.3 14.6 3.2 1.4 

11. I watch Almajd Channel 

just to spend time 

Freq. 17 54 87 106 83 

2.47 1.16 2 

% 4.9 15.6 25.1 30.5 23.9 

12. I watch Almajd Channel for 

the sake of amusement 

Freq. 8 40 74 127 101 

2.22 1.06 3 

% 2.3 11.4 21.1 36.3 28.9 

Mean of Factor 2.90 

 

Table 6.7  The effects of the human needs factor on audience for Almajd Channel 

Table 6.6 shows that the responses to the study questionnaire’s items indicate the effect of the 

human needs factor on the Almajd Channel audience, where the overall mean value of scores 

of all variables affected by this factor was found to be 2.9.  
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The results, however, show differences in the respondents’ response to the extent of the 

human needs influence on their views towards the channel, where some of the respondents 

acknowledged such a factor’s influence on their views. The mean values of the respondents’ 

responses concerning the human needs influence on their views range between 2.22 and 4.0, 

which are values positioned in categories 3 and 4 (that is, “Neither Agree Nor Disagree” and 

“Agree”). 

6.3.1.3.3  Factor of freedom: 

Statement 
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13. I do not object to any 

religious notion broadcast on 

Almajd 

Freq. 36 121 138 45 10 

3.37 0.93 1 

% 10.3 34.6 39.4 12.9 2.9 

14. Almajd does not broadcast 

other political opinions 

Freq. 20 100 170 38 17 

3.20 0.89 2 

% 5.8 29.0 49.3 11.0 4.9 

Mean of Factor 3.29 

 

Table 6.8 The effects of freedom factor on audience for Almajd Channel 

Table 6.8 shows that the responses to the study questionnaire’s items indicate the effect of the 

freedom factor on the Almajd audience, where the overall mean value of scores of all 

variables affected by this factor was found to be 3.29.  

The results, however, show differences in the respondents’ response with the extent of the 

freedom’s influence on their views towards the channel, where some of the respondents 

agreed with such a statement influence on their views, while others disagreed. The mean 

values of the respondents’ responses concerning the freedom factor’s influence on their views 

range between 3.2 and 3.37, which are values positioned within category 4 (that is, “Agree”). 
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6.3.1.3.4  Factor of trust (belief and confidence): 

Statement 
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17. I do not object introducing 

Almajd to my household 

Freq. 183 112 51 2 3 

4.34 0.81 1 

% 52.1 31.9 14.5 0.6 0.9 

16. I trust all Almajd broadcast 

information through its cultural 

and news programs 

Freq. 38 156 120 30 6 

3.54 0.86 2 

% 10.9 44.6 34.3 8.6 1.7 

15. I accept and execute all 

religious verdicts 

Freq. 30 84 165 56 14 

3.17 0.94 3 

% 8.6 24.1 47.3 
16.

0 
4.0 

Mean of Factor 3.69 

 

Table 6.9  The effects of the trust factor on audience for Almajd Channel 

 

Table 6.9 shows that the responses to the study questionnaire’s items indicate the effect of the 

trust factor on the Almajd audience, where the overall mean value of scores of all variables 

affected by this factor was found to be 3.69.  

The results, however, show differences in the respondents’ response to the extent of trust’s 

influence on their views towards the channel, where some of the respondents agreed with the 

influence of such a statement on their views, while others disagreed. The mean values of the 

respondents’ responses concerning the trust factor influence on their views were 3.17 and 

4.34, which are values positioned within categories 4 and 5 (that is, “Agree” and “Strongly 

Agree”). 
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6.3.1.3.5  Differences between the sample groups for Almajd Channel: 

This section describes the differences between the sample groups based on respondents’ 

nationality, age, sex, marital status and education level, using a T-test, LSD test, one-way 

ANOVA and Scheffe test.  

The sample group statistical differences in factors by nationality show statistical differences 

between the Saudi and Egyptian respondents as a result of the factors of culture, human 

needs, freedom and trust. It appears that T-values are insignificant at p = 0.01 and less within 

the factors of culture and freedom, indicating that the difference is insignificant between the 

sample’s Saudi and Egyptian groups. More details are provided in the Appendix (section 

1.2.4.1). 

Sample group statistical differences in factors by age show that F values are significant at 

p = 0.01 and less concerning the factor of culture as well as the total of all factors. This 

indicates that the differences are significant between the respondents’ responses within the 

culture factor and the total of factors, as related to their age. It also indicates significant 

differences within the culture factor between individuals of the age groups of 35–49 and 50+ 

on one side, and the age group of 20–34, on the other side, in favour of the latter. More 

details are provided in the Appendix (section 1.2.4.2). 

Sample group statistical differences in factors by sex indicate that T-values are insignificant 

at p = 0.05 and less within the factors of culture, human needs and trust, as well as the total of 

all factors. This indicates insignificant differences within the same factors between the male 

and female groups. On the other hand, the table shows a significant T value at p = 0.05 and 

less within the freedom factor. This indicates significant differences between the male and 

female groups, in favour of the males. More details are provided in the Appendix (section 

1.2.4.3). 

Sample group statistical differences in factors by marital status show that F values are 

significant at p = 0.05 and less concerning the trust factor, as well as the total of all factors. 

This indicates that the differences are significant between the respondents’ responses within 

those factors, as related to their marital status. In order to identify the source of such 

differences, a Scheffe test shows significant differences (at p = 0.05 and less) within the trust 
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factor and the total of, between the married and single groups, in favour of the latter. More 

details are provided in the Appendix (section 1.2.4.4). 

Sample group statistical differences in factors by education level show that F values are 

insignificant concerning the freedom factor. This indicates that the F values are significant 

within the factors of culture, human needs and trust, as well as the total of all factors. This 

indicates that the differences are significant between the respondents’ responses within the 

three factors, as related to their education level. In order to identify the source of such 

differences, a Scheffe test indicates that the differences are significant at p = 0.05. More 

details are provided in the Appendix (section 1.2.4.5). 

6.3.2 An analysis of Almajd Channel interviews  

In this section, excerpts from the recorded interviews with Almajd Channel’s staff are 

discussed to identify and categorise themes covered by the interviews. The following is a 

review of excerpts from the six interviews conducted with the channel’s Director-General, 

heads of departments and other staff. 

6.3.2.1 Frequency of themes within the study sample 

Table 6.10 shows themes expressed by the interviewees, and their frequency, in terms of the 

channel’s audience, staff, programs and finance. 

No Subjects Themes Frequenc

y 

1 

 

A
u
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n
ce

 

         A
u

d
ie

n
ce

 

 

Currently, there are more than 250 thousand subscribers to the 

channel 

5 

2 Any audience’s remark about a presenter, such as their inappropriate 

clothing or speech, leads to warning of the presenter and to adjusting 

their conduct 

4 

3 Any audience member’s religion-based remark is considered 

immediately and the correction is made immediately 

5 

4 The audience does not want women to appear on the TV screen even 

if their faces are covered 

2 

5 The channel’s audience have got certain taste and pay subscription 

fees to us, so we have to satisfy their will 

3 

6 Geographically, we are interested in Saudi Arabia 2 

7 There are clear differences in the audience’s interpretations of what 

should be allowed or prohibited on the screens 

1 

8 Any guest or host in the channel’s programs feel the difference when 

they appear in other channels’ programs because we are well known 

and have a lot of audience 

1 

9 The channel’s audience are highly sensitive concerning unintentional 4 
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mistakes such as women’s appearance on the screen background 

11 The audience are our first business partners, and they are essential 

for preparing and producing our programs 

1 

11 

 

S
ta

ff
 

 
The executive management is responsible for reviewing the 

presenters’ conduct 

1 

12 During the employment process, the channel takes into consideration 

the presenter’s appearance and his religious practice 

1 

13 The channel’s leading positions are open to all employees, and are 

not subject to personal criteria 

3 

14 While selecting the presenters, the priority is given to their 

professional experience 

3 

15 If their qualifications and experience were equal in level, in this case 

we consider their appearance 

1 

16 The channel’s upper management consists of conservative believers 

in line of the channel’s policy 

1 

17 We do not employ people with anti-religion or controversial views 1 

18 We have been keen to train and employ young men who support the 

channel’s mission and ideology 

1 

19 If a group of applicants possessed equal-level qualities, in this case 

we prefer the one who practises the religion 

1 

21 The channel employs staff from different nationalities and beliefs, 

and we have no relevant criteria for them to meet 

1 

21 

 

P
ro

g
ra

m
s 

 

         

Since its launch, the channel’s policy has been educational and 

religious 

3 

22 Generally, the channel is devoted to serving families 2 

23 The Fatwa Program hosts Saudi clerics because 90 per cent of our 

subscribers are Saudis 

2 

24 Regarding the channel’s policy of prohibiting women’s appearance 

on TV screens and playing music, this cannot be changed even if the 

subscribers requested it 

3 

25 The channel broadcasts more serious programs than recreational 

ones 

1 

26 Women are prohibited by the channel’s Religious Committee from 

appearing on our TV screens 

1 

27 Women can participate through audio presentations only 3 

28 Even if women cover their faces with the Niqab, they are still not 

permitted to appear on the screens from a media perspective rather 

than religious doctrines 

4 

29 The channel Religious Committee’s role here is to control the 

channel’s adherence to the religious doctrines 

3 

31 We provide receivers that are specific for receiving our broadcasts, 

so as to satisfy the audience group that does not want to watch 

broadcasts from any other channels 

2 

31 Our policy follows the audience’s demands 5 

32 There are three audience demands that include no broadcasting of 

music, no women to appear on the screens, and that people appearing 

on our screens should have clear intellectual affiliation to the 

audience’s beliefs 

2 

33 the channel’s policy standards are applied by the channel for those 

who like this style whether be locals or from other countries 

1 

34 Before approving any program, it has to be technically and 

objectively evaluated to ensure its agreement with the channel’s 

policy 

1 

35 The recreational programs are the most attractive to the audience 1 

36 Theoretically, if it happened that we have half a million Egyptian 

subscribers who ask us to allow women to appear on our screens, we 

1 
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will follow their request 

37 The channel aims at saturating the market with educational and 

useful programs alongside recreation 

2 

38 Our programs are produced inside the channel’s facilities to avoid 

copyright problems 

1 

39 Although being permitted by the Islamic law, the tambourine is not 

used in our audio alternatives because our audience consider it a 

religious taboo 

1 

41 Based on criteria established in our channel, 90 per cent of our 

programs are produced by us to satisfy such criteria 

1 

41 We purchase programs produced by media companies if they satisfy 

the channel’s standards 

1 

42 During the channel’s launch we encountered a problem with 

providing the audio alternatives to music 

1 

43 The channel’s Religious Committee does not object to women’s 

appearance in broadcasts, with their faces uncovered (i.e. women 

with the Hijab); however, such a decision is made by the channel’s 

management 

2 

44 The channel broadcasts both serious and recreational programs 3 

45 
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Since its launch, there have been no losses or gains of profits  

46 Subscription are the main source of revenue, followed by the 

commercials 

3 

47 The lowest revenue is provided by SMS correspondence with the 

channel programs 

1 

48 Businesses advertise in our channel because of our wide audience 

base 

3 

49 The channel’s non-competed broadcast reception, especially chosen 

by many households, convinces companies to advertise with us 

1 

51 No trivial-content program can be accepted even if it provided high 

revenue 

3 

51 A three-year subscription costs $450 1 

52 The channel emerged as non-profit organisation 2 

53 We purchase programs produced by media companies if they satisfy 

the channel’s standards 

2 

54 Having a sponsor for a specific program affects our decision to 

approve or reject the program, provided it poses a t least some level 

of quality 

2 

55 We refuse to broadcast inappropriate commercials such as the Snafi 

one (about Viagra) because it conflicts with public standards 

4 

 

Table 6.10 Almajd staff’s expressed themes and their frequency 
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6.4 Aljazeera Satellite TV Channel 

This section includes an analysis of Aljazeera audience responses to the questionnaire, and 

the interviews held with the channel’s staff.  

6.4.1 Questionnaires 

6.4.1.1 Validity and reliability 

Corresponding to validity, the correlation coefficient between all questionnaire items and the 

factors is positive and statistically significant at the p = 0.01 level and less. Accordingly, all 

items (responses) are consistent and valid in their correlation with the factors affecting them. 

These results indicate the study’s internal consistency and its ability for conducting field 

practice. 

Similarly, corresponding to the reliability analysis, results show that Cronbach’s Alpha 

ranges between 0.53 and 0.83, with a general value for all items of 0.91. This reflects high 

consistency in using the questionnaire and the study’s reliability. Thus, overall, the study’s 

validity and reliability tests indicate consistency and reproducibility of the research design 

and application, and the study result’s high level of trustworthiness. More details are 

provided in the Appendix (section 1.3.1). 

6.4.1.2 Demography of the study sample 

6.4.1.2.1 Sample member nationalities and numbers:   

 

 

Nationality

40.5%
59.5%

Saudis

Egyptians

 
 

Figure 6.11  Sample member nationalities and percentages for Aljazeera Channel 



Results 

 

   122 

 

Figure 6.11 includes the study sample member nationalities and their numbers. There were 

145 respondents (40.5 per cent) from Saudi Arabia and 213 (59.5 per cent) from Egypt. The 

difference in the sample size between the two nationalities is due to cases where recipients 

did not respond to some of the questionnaires, or because some of the returned questionnaires 

were incomplete.  

 

6.4.1.2.2 Sample age groups: 
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Figure 6.12  Sample age groups for Aljazeera Channel 

 

Figure 6.11 shows the respondent sample’s age groups and nationalities. There were 206 

respondents in the age group 20–34 (57.5 per cent), comprising 105 Saudis (72.4 per cent) 

and 101 Egyptians (47.4 per cent); 104 respondents in the age group 35–49 (29.1 per cent), 

comprising 25 Saudis (17.2 per cent) and 79 Egyptians (37.1 per cent); and 46 respondents 

within the age group of 50+ (12.8 per cent), comprising 15 Saudis (10.3 per cent) and 31 

Egyptians (14.6 per cent).  
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6.4.1.2.3 Sample composition by sex and nationality: 
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Figure 6.13 Sample composition by sex and nationality for Aljazeera Channel 

Figure 6.13 shows the respondent sample’s composition by sex and nationality. There were 

218 males (60.9 per cent), comprising 98 Saudis (67.6 per cent) and 120 Egyptians (56.3 per 

cent), and 136 females (38 per cent), comprising 46 Saudis (31.7 per cent) and 90 Egyptians 

(42.3 per cent).  

6.4.1.2.4 Sample composition by marital status:  
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Figure 6.14 Sample composition by marital status for Aljazeera Channel 

 

Figure 6.14 shows the respondent sample’s composition by marital status and nationality. 

There were 193 married respondents (53.9 per cent), comprising 52 Saudis (35.9 per cent) 

and 141 Egyptians (66.2 per cent); 145 singles (40.5 per cent), comprising 92 Saudis (63.4 
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per cent) and 53 Egyptians (24.9 per cent); and 14 divorced (3.9 per cent), all of them 

Egyptian (6.6 per cent).  

6.4.1.2.5  Sample composition by education level: 
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Figure 6.15  Sample composition by education level for Aljazeera Channel 
 

Figure 6.15 shows the respondent sample’s levels of education and their nationality. There 

were 53 respondents with secondary education and less (14.8 per cent), comprising eight 

Saudis (5.5 per cent) and 45 Egyptians (21.1 per cent); 266 respondents with a bachelor 

degree (74.3 per cent), comprising 127 Saudis (87.6 per cent) and 139 Egyptians (65.3 per 

cent); and 31 respondents with postgraduate degrees (8.8 per cent), comprising nine Saudis 

(6.2 per cent) and 22 Egyptians (10.3 per cent). 

 

6.4.1.3 Survey questions 

The following explores the role played by the four factors: culture, human needs, freedom 

and trust in the channel. 
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6.4.1.3.1 Factor of culture (traditions, religion and customs): 
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S
tro

n
g

ly
 

A
g

ree
 

A
g

ree
 

N
eith

er 

A
g

ree n
o

r 

D
isa

g
ree 

D
isa

g
ree 

S
tro

n
g

ly
 

D
isa

g
ree 

Mean 

S
td

. 

D
ev

ia
tio

n
 

Rank 

2. Aljazeera Channel 

broadcasts news I seek 

Freq. 81 170 73 26 8 

3.81 0.94 1 

% 22.6 47.5 20.4 7.3 2.2 

4. Aljazeera Channel helps me 

hear various opinions 

Freq. 107 127 79 27 15 

3.80 1.08 2 

% 30.1 35.8 22.3 7.6 4.2 

1. Aljazeera Channel 

broadcasts contain 

information contradicting my 

social culture and traditions 

Freq. 42 109 93 85 25 

3.16 1.13 3 

% 11.9 30.8 26.3 
24.

0 
7.1 

3. I may accept all Aljazeera 

Channel’s broadcast of 

religious ideas 

Freq. 29 91 83 102 49 

2.86 1.19 4 

% 8.2 25.7 23.4 
28.

8 
13.8 

Mean of Factor 3.33 

 

Table 6.11 The effects of the culture factor on the audience for Aljazeera Channel 

 

Table 6.11 shows that the responses to the study questionnaire’s items indicate the effect of 

the cultural factor on the Aljazeera audience, where the overall mean value of scores of all 

variables affected by the culture factor was found to be 3.33.  

The results, however, show differences in the respondents’ agreement with the extent of the 

culture’s influence on their views towards the channel, with some of the respondents 

acknowledging the cultural influence on their views, while others disagreed. The mean values 

of the respondents’ responses concerning the culture’s influence on their views range 
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between 2.86 and 3.81, which are values positioned in categories 3 and 4 (that is, “Neither 

Agree Nor Disagree” and “Agree”). 

 

6.4.1.3.2  Factor of human needs (entertainment and sex): 

Statement 

S
tro

n
g

ly
 

A
g

ree
 

A
g

ree
 

N
eith

er 

A
g

ree n
o

r 

D
isa

g
ree 

D
isa

g
ree 

S
tro

n
g

ly
 

D
isa

g
ree 

Mean 

S
td

. 

D
ev

ia
tio

n
 

Rank 

6. I watch Aljazeera Channel 

because it helps me know 

about world events 

Freq. 136 167 29 15 9 

4.14 0.92 1 

% 38.2 46.9 8.1 4.2 2.5 

5. I watch Aljazeera Channel 

because it helps me learn 

about myself and others 

Freq. 39 146 87 59 24 

3.33 1.09 2 

% 11.0 41.1 24.5 16.6 6.8 

8. I am keen to watch 

Aljazeera Channel because of 

a handsome/beautiful 

presenter 

Freq. 6 21 38 95 196 

1.72 0.99 3 

% 1.7 5.9 10.7 26.7 55.1 

7. Sometimes I feel attracted 

to a Aljazeera male/female 

presenter who stimulates my 

sexual desire 

Freq. 10 32 29 59 227 

1.71 1.12 4 

% 2.8 9.0 8.1 16.5 63.6 

Mean of Factor 4.01 

 

Table 6.12 The effects of the needs factor on audiences for Aljazeera Channel 

 

Table 6.12 shows that the responses to the study questionnaire’s items indicate the effect of 

the needs factor on Aljazeera audience, where the overall mean value of scores of all 

variables affected by this factor was found to be 4.01.  

The results, however, show differences in the respondents’ response to the extent of the 

human needs influence on their views towards the channel, with some of the respondents 
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acknowledging this factor’s influence on their views. The mean values of the respondents’ 

responses concerning the human needs influence on their views range between 1.71 and 4.14, 

which are values positioned in categories 2, 3, 4 and 5 (that is, between “Disagree” and 

“Strongly Agree”). 

 

6.4.1.3.3   Factor of freedom: 
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9. Aljazeera plays an 

important role in my 

knowledge of world 

political issues 

Freq. 105 136 80 23 12 

3.84 1.03 1 

% 29.5 38.2 22.5 6.5 3.4 

10. I convey what I learn 

from Aljazeera to my 

friends without fear 

Freq. 80 143 76 37 21 

3.63 1.12 2 

% 22.4 40.1 21.3 
10.

4 
5.9 

11. If I was asked to 

participate by phone in 

Aljazeera political program 

with my views, I would give 

my real name 

Freq. 105 76 56 65 56 

3.30 1.45 3 

% 29.3 21.2 15.6 
18.

2 
15.6 

Mean of Factor 3.59 

 

Table 6.13 The effects of freedom factor on audiences for Aljazeera Channel 

 

Table 6.13 shows that the responses to the study questionnaire’s items indicate the effect of 

the freedom factor on the Aljazeera audience, where the overall mean value of scores of all 

variables affected by this factor was found to be 3.59. 

The results, however, show differences in the respondents’ response to the extent of the 

freedom’s influence on their views towards the channel, with some of the respondents 
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agreeing with the influence of such a statement on their views, while others disagreed. The 

mean values of the respondents’ responses concerning the freedom factor’s influence on their 

views range between 3.3 and 3.84, which are values positioned within category 4 (that is, 

“Agree”). 

6.4.1.3.4  Factor of trust (belief and confidence): 
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14. I praise Aljazeera for 

broadcasting different views 

of conflict parties 

Freq. 122 92 77 36 29 

3.68 1.26 1 

% 34.3 25.8 21.6 10.1 8.1 

12. I watch Aljazeera because 

it helps me form my personal 

political views 

Freq. 74 127 94 41 19 

3.55 1.10 2 

% 20.8 35.8 26.5 11.5 5.4 

15. I am keen to continue 

listening to Aljazeera news 

because it is objectively 

broadcast 

Freq. 65 122 116 31 24 

3.48 1.09 3 

% 18.2 34.1 32.4 8.7 6.7 

13. I convey Aljazeera news 

to my friends and relatives 

because I trust such news 

Freq. 50 112 112 48 35 

3.26 1.16 4 

% 14.0 31.4 31.4 13.4 9.8 

Mean of Factor 3.49 

 

Table 6.14  The effects of the trust factor on audience on Aljazeera channel 

 

Table 6.14 shows that the responses to the study questionnaire’s items indicate the effect of 

the trust factor on the Aljazeera audience, where the overall mean value of scores of all 

variables affected by this factor was found to be 3.49.  

The results, however, show differences in the respondents’ response with the extent of the 

trust’s influence on their views towards the channel, with some of the respondents agreeing 
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with such a statement’s influence on their views, while others disagreed. The mean values of 

the respondents’ responses concerning the trust factor influence on their views were 3.26 and 

3.68, which are values positioned within category 4 (that is, “Agree”). 

 

6.4.1.3.5  Differences between the sample groups for Aljazeera Channel: 

This section describes the differences between the sample groups based on respondents’ 

nationality, age, sex, marital status and education level, using a T-test, LSD test, one-way 

ANOVA and Scheffe test.  

Corresponding to the sample group statistical differences in factors by nationality, results 

show that T-values are insignificant at p = 0.01 and less within the factors of culture, human 

needs, freedom and trust, as well as the totals of all factors, indicating that the differences are 

significant between the sample’s Saudi and Egyptian groups, in favour of the Egyptian group. 

Further information is provided in the Appendix (section 1.3.3.1). 

Similarly, with reference to the sample group statistical differences in factors by age, output 

shows that F-values are not significant for the factors of culture, human needs, freedom and 

trust, as well as the total of all factors, indicating non-significance of differences between the 

age group samples within the same factors. Further information is provided in the Appendix 

(section 1.3.3.2). Likewise, the sample group statistical differences in factors by sex-

corresponding T-values are insignificant within the factors of culture, freedom and trust, as 

well as the total of all factors. This indicates a significant T-value at p = 0.01 and less within 

the human needs factor. This indicates significant differences between the male and female 

groups, in favour of the females. Further information is provided in the Appendix (section 

1.3.3.3). 

Regarding sample group statistical differences in factors by marital status, results depict that 

F-values are significant at p = 0.05 and less concerning the human needs factor. This 

indicates that the differences are significant between the respondents’ responses within this 

factor, as related to their marital status. In order to identify the source of such differences, a 

Scheffe test was used, which shows significant differences (at p = 0.05 and less) within the 

human needs factor between the single and married groups, in favour of the latter. Further 
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information is provided in the Appendix (section 1.3.3.4). Similarly, sample group statistical 

differences in factors by education level results reflect that F-values are insignificant 

concerning the culture, human needs, freedom and trust factors, as well as the total of all 

factors. This indicates that the differences are insignificant between the respondents’ 

responses within those factors, as related to their education level. Further information is 

provided in the Appendix (section 1.3.3.5). 

6.4.2 An analysis of Aljazeera Channel interviews  

In this section, excerpts from the recorded interviews with Aljazeera Channel’s staff are 

discussed to identify and categorise themes covered by the interviews. The following is a 

review of excerpts from the nine interviews conducted with the channel’s director-general, 

heads of departments and other staff . 

6.4.2.1 Frequency of themes within the study sample 

Table 6.15 shows themes expressed by the interviewees, and their frequency, in terms of the 

channel’s audience, staff, programs and finance. 

No Subjects Themes Frequenc

y 

1 

  
A

u
d

ie
n

ce
 

         

The channel targets all Arabic-speaking age categories around 

the world 

3 

2 In media, when your freedom level is a bit higher than others 

have, you will attract all audience 

2 

3 We have to consider the public opinion because it gives us an 

idea or a theme, provided that they do not conflict with our 

policy 

3 

4 The Aljazeera policy is not governed by the Qatari foreign 

policy, otherwise Aljazeera would lose the audience’s respect 

1 

5 The channel’s function is to broadcast the news, and let the 

audience to judge upon the news truthfulness or otherwise 

1 

6 The audience is the only factor in our consideration of 

programs 

2 

7 If there are needs the audience are not aware of, we call their 

attention to so they request them 

1 

8 Improved Qatari government relations with some other Arab 

governments do not mean that we change our method in 

presenting the themes, rather it indicates that those 

governments’ free environment is open 

3 

9 We precisely present the news to the audience, because 

truthfulness is our capital 

4 



Results 

 

   131 

 

11 The audiences of ten years ago are different from the current 

ones, where the latter are capable of analysing politicised and 

non-politicised news and identifying these 

1 

11 We provide a news service, and we do not think about the 

audience when editing a news bulletin 

2 

12 Nowadays, some modern Arab leaders have self-confidence 

and understanding of the media role to an extent that enables 

them to accept a media service that allows other opinions to be 

broadcast 

1 

13 Each program is designed for a specific element of the 

audience, but it does not go beyond its serious style 

1 

14 I am keen to choose the right image to be the most realistic for 

the audience 

1 

15 When news is broadcast by us there are negative reactions by 

some Arab governments, while if the same news is broadcast 

on a foreign channel it would be received as if nothing had 

happened 

3 

16 We respect our audience through presenting the best guests to 

them who can give them the information they seek 

1 

17 There could be a news broadcast by Aljazeera and the 

audience did not believe it 

3 

18 We consider the program idea and the method of attracting the 

audience to it at the same time 

1 

21 We do not consider the audience’s request if it conflicted with 

the channel’s motto of “The Opinion and the Other Opinion” 

such as the request to reject hosting the Israeli government in 

our channel 

7 

21 Internationally, I believe Aljazeera has a better position than 

before, because of the current US administration that is more 

open than the previous one, and because other people have 

begun watching Aljazeera in English 

1 

22 We try to attract audiences to ensure their interest in our 

programs 

1 

23 If a news comes from Aljazeera, there is a real trust in it by the 

audience 

3 

24 We have a very wide base of audience that we have to 

maintain through broadcasting the truth as it is, even if it 

upsets some Arab governments 

1 

25 

 

S
ta

ff
 

 

The intellectual affiliation does not matter when a person is 

employed with us 

4 

26 The good appearance of a presenter is one of the factors, but is 

not essential 

2 

27 The presenter must have good knowledge and the ability to 

appear on the screen 

4 

28 It is preferred that the applicant for such a job should have a 

qualification in journalism or media 

1 

29 The qualification is not an important factor in employment 3 

31 Aesthetics fact is not a standard in accepting the presenters 2 

31  P r o g r a m s               p r o g r a m s    When we want to judge upon the validity of our broadcasting 1 
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method of news, through considering other opinions as testing 

means. Therefore, our motto is “The Opinion and the Other 

Opinion” 

32 We avoid being a party supporting a view against others, 

because our role is to present whatever opinions are there 

7 

33 The media organisation has to acquire its environment’s 

features for it to succeed; otherwise, it would be destined for 

failure if it established itself in an environment strange to its 

culture. For this reason, we achieved success 

1 

34 In the international media organisations, the holders of their 

capital determine the editorial policy, while in Aljazeera, such 

a policy is formed by the newsroom staff, who are guided by a 

professional code of conduct 

1 

35 Many parties, groups and governments appoint their speakers 

and give their names, a matter that is convenient for us so we 

are not engaged in bias, particularly when a guest speaker 

argues better than others do 

2 

36 We have to confirm all aspects of technicality, finance and 

content of any new program prior to approving it 

1 

37 Our world reach is not caused by our coverage of the wars in 

Afghanistan and Iraq because we are the only ones who are 

broadcasting from there to the world 

5 

38 We do not broadcast any news unless we have at least two 

sources 

4 

39 We immediately broadcast our correspondents’ news because 

we trust them 

2 

41 To avoid bias in our programs, we try to host the best guests, 

who represent a group or an organisation 

3 

41 We do not change our programs for fear of losing the 

remarkable success we have achieved 

1 

42 Generally, the channel is interested in the hot political issues 

or at least the ones that have a political dimension 

1 

43 Our upper management does not interfere in editing the news 

or programs because of the free environment available to us 

3 

44 We broadcast the news in a very professional manner, away 

from the media sensation style 

1 

45 Some of Aljazeera overseas office were destroyed and many 

of our correspondents were killed for the sake of revealing the 

truth, so we cannot give it up 

1 

46 The Western media dominate the minds of their people. This 

is the case when we see how the US media prepared public 

opinion for the war against Iraq, while we endeavoured to 

present the other righteous opinion supported by images 

2 

47 Programs are produced upon results of studies and surveys 3 

48 The first channel’s employees identified the weak aspects of 

the Arab media, and looked for a method that would be 

different than the one used by other channels. Accordingly, we 

opened the screen for the other opinion to be expressed, and 

we broadcast all opinions without being selective 

1 

49 Each program is assessed after going to air, and its producer 1 
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and director are held accountable in case of any shortcomings 

or bias to certain views 

51 A US company conducted a study on our programs, and 

handed its results to us at the end of 2009. The study led to 

whatever new programs you see on our screen, which show 

more consideration of the people’s needs in real life 

1 

51 

 

F
in

a
n

ce
 

  

Profits have not been a motive for Aljazeera’s launch 5 

52 Commercials on our screens must not conflict with our 

editorial policy or the public ethics 

1 

53 The channel does not broadcast political advertisements 2 

54 Many Arab governments did not allow their national 

companies to advertise in Aljazeera for political reasons 

2 

55 The Qatari government is the one that fully funds the channel 2 

56 A fund given by a government is better than commercial 

revenue, so the advertisers do not influence the programs 

1 

57 Advertising in Aljazeera does not have a bearing on news and 

program editing 

1 

58 The channel has no financial revenue of its own  

 

Table 6.15 Aljazeera staff’s expressed themes and their frequency 

 

6.5 Conclusion 

This chapter provided an overview of the results corresponding to each channel for the 

interviews and the questionnaires. Specifically, the chapter presented the study results of the 

three concerned channels, which comprised data collected through the questionnaires 

administered to channel audiences of three channels in Saudi Arabia and Egypt. Furthermore, 

we also presented the outcome of the interviews of staff members from these same three 

channels. The next chapter will discuss the findings of the research, particularly those factors 

(which have been constructed in the theoretical framework) that affect audiences in relation 

to the three channels, LBC, Almajd and Aljazeera. 



 

134 

Chapter 7 Discussion (part I): 

Influences on Arab audiences (questionnaires) 

 

7.1 Introduction  

In reality, TV channels and the audience interact with each other, with their interactions and 

behaviour being subject to a group of factors. In this chapter, results collected through 

questionnaires – where each channel’s audience had a separate questionnaire – are analysed 

and discussed in the light of media influence models and previous studies on the relationship 

between the media and their audiences. We will draw on data from three Arab satellite TV 

stations representing commercial, religious and political programming. The focus in this 

chapter will be mainly on the impact on programming of the four factors – culture, human 

needs, freedom and trust – developed in Chapter 4.  

 

 

Figure 7.1: Research theoretical framework illustrating the main axis of influence the Arab audiences 
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In the remainder of this chapter, we focus on the results from a particular part of the audience 

from the theoretical framework analysis described in Chapter 4. Figure 7.1 shows the factors 

that relate to the audiences. These research findings are interpreted from questionnaires that I 

distributed in two countries – Saudi Arabia and Egypt (the detail of this process was 

described in Chapter 5) – and from the initial research questions established in Chapter 1. The 

findings in this chapter focus on critical success factors for Arab audiences derived from the 

theoretical framework in Chapter 4, and each of these factors – culture, human needs, 

freedom and trust – is discussed in turn. 

As the medium of human social encounters, the cultural environment is considered one of the 

most important factors influencing the way people perceive the world around them. In this 

regard, Hill (2007, p. 114) emphasises that the cultural norms of a society determine how 

people behave and look at their world. This was argued previously by Nieva and Hickson 

(1996, pp. 297–8), who maintain that culture plays a part in all human interactions. Neither 

culture nor human interactions can precede each other; thereby, this interaction is enabled by 

certain cultural signs being shared by humans belonging to the same cultural group. In this 

way, communication helps culture to persist; moreover, communication models culture. For 

example, a person brought up in a religious social environment interprets their observation of 

the universe’s physical phenomena as being a product of God’s creation, while the 

astronomer would interpret the same phenomena through their understanding of the physical 

laws governing their existence. This study proceeds on the basis that the message broadcast 

by any form of media will be received, perceived and interpreted in different ways by 

individuals and audience groups in relation to their particular environments. 

Concerning the human needs factor, Maslow (cited in Huitt, 2004) contends that each person 

is motivated by needs, with their most basic needs being inbred and having evolved over tens 

of thousands of years. Regarding the needs of television audiences, Hellman (1999, p. 107) 

asserts that when the audience is viewed as a collection of individuals, as citizens and as 

members of the public, a program design tends to be justified within the discourse of their 

needs. On the other hand, when the audience is viewed as consumers – that is, the audience as 

a market – program policies can be justified within that discourse of audience “wants”. In 

such a case, a program design would be characterised by a customary and expected stream of 
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entertainment content, which accordingly leads to securing the persistent attention of the 

consuming audience.  

On the concept of personal freedom, Krennerich (2006) indicates that freedom rights are 

widely conceived to be civil and political in nature, while economic, social and cultural rights 

– human rights such as the right to work, enjoy social security, access to health services, 

adequate housing, and an adequate supply of food or education – are conventionally viewed 

as being “positive rights” or even “welfare rights”. 

Finally, the audience’s trust in media-conveyed information is highly important in shaping 

the way they receive and perceive media messages. In this context, Deutsch (1958) maintains 

that the concept of trust embodies motivational relevance and expectations. Thus trust is built 

when an individual expects the occurrence of an event; consequently, such expectation leads 

the individual to behave in certain ways. However, if their expectations are not confirmed, 

then the negative consequences are greater than the positive ones.  

This study therefore explores the nature of the relations between the aforementioned factors 

and how Arab audiences respond to programming on the three TV channels selected as case 

studies for this investigation. As mentioned in Chapter 5, the questionnaires were tailored to 

each channel, which implies that the sample is different for the three channels. 

7.2 Commercial TV channels ( LBC Channel) 

Commercial television plays an important role in the overall media market as a source of both 

information and entertainment for the masses. Its importance and popularity, however, rely 

on the fact that these stations are mostly private and independent, and they are inclined to 

adjust their broadcasts to suit the prevalent wishes and tendencies of audiences for the 

purpose of achieving the highest possible audience shares. This section explores the nature of 

commercial Arab satellite TV through the Lebanese Channel, LBC. This discussion reflects 

the responses of the 252 participants who answered the LBC questionnaire. 

7.2.1 Culture (traditions, religion and customs) 

As shown in Table 6.1 (Chapter 6), results indicate that cultural factors influence the LBC 

audience, where the overall mean value of scores of all variables affected by the cultural 
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factor was found to be 2.29. This is reflective of the respondents’ positions as being within 

the range between neutrality and agreement with the three existing influences exerted by their 

culture on their views towards the channel. These influences are represented in the following 

items in order of importance  

7.2.1.1   Statement 1: LBC tends to broadcast information conflicting with my 

social culture.  

This statement, with a mean value of 3.56, was ranked first in importance and includes a high 

level of agreement among the respondents (61.8 per cent) on the conflicting nature of the 

LBC programs within their social settings. There was a disagreement of 23 per cent, with 15 

per cent neutral. This result clearly shows that the majority of the respondents consider the 

channel to deliberately broadcast material that is in sharp contrast with their local culture, 

largely through broadcasting unmodified Western programs that do not suit Arab customs 

and the Islamic religion. This result confirms a previous finding by Kraidy (2006), who 

emphasises the fact that the LBC program Star Academy represents a prevalent tendency in 

Arab satellite TV for achieving material benefits, regardless of the social consequences. The 

same author argues that LBC management does not show consideration of the potential 

negative effects of the program (theoretically intended for a mature-age audience) on Arab 

children’s psychological and behavioural development, and their future stance towards 

essential standards regulating the individual’s behaviour and attitude towards others. In the 

same direction and context, Al-Mhemeed (2008) considers the Arab satellite TV channels to 

be responsible for negative social consequences caused by broadcasting programs, films and 

serials that contradict rulings, laws, public ethics and opinions. His view is based on the 

Charter of Organizational Principles of Satellite Transmission and Reception of Radio and 

TV Programs that was adopted by the Arab Information Ministers. According to Al-

Mhemeed (2008), the Charter emphasised the importance of legislation by member states to 

tackle cases of breaching the Charter’s principles while respecting freedom of expression and 

human rights without negatively affecting social structure and ethics. However, Al-Mhemeed 

(2008) considers the responsibility as being collective in order to maintain the essence of the 

Arab regulations and legislation that prevent breaches of ethics, and abuses of human dignity 

and rights.  



Influences on Arab audiences 

   138 

 

7.2.1.2 Statement 7: I am able to know more about new fashion styles through LBC 

presenters. 

The statement’s mean value of 2.9 was ranked second in importance in regard to the 

respondents’ belief that LBC presenters’ style of clothing gives them more information about 

new fashions. A total of 34.3 per cent of the respondents agreed with the statement, while 

37.8 per cent disagreed and 27.9 per cent were neutral. The result shows proximity between 

the percentages of those who agreed and those who disagreed. However, a considerable 

proportion of the respondents still admire the way LBC presenters reflect up-to-date fashion 

in order to make themselves more attractive to the audience, consequently increasing their 

program’s ratings. On the other hand, the respondents contradict their own views that LBC’s 

broadcasts conflict with the Arab culture and Islamic religion by expressing their admiration 

of the presenters’ mostly Westernised fashion. This may also indicate that a considerable 

proportion of the Arab audience is driven by a group mentality rather than by their personal 

convictions. This point is highlighted by Saudi academic Al-Ghuthamy (2004, p. 30), who 

assesses and critiques the current Arab culture and mentality, and the ways in which it is 

possible to attain openness to other cultures. Al-Ghuthamy maintains that “social mentality is 

the very first source of social phenomena, values, and laws in any society. The individuals 

adhere to their social mentality which prevails on their thinking, actions, stances, and 

decision-making.” Al-Ghuthamy goes on to claim that the group mentality’s outcomes 

convert the group into a collective feeling of an emotional nature, leading to irrational 

choices and judgements which would be hard to change. However, Al-Ghuthamy confirms 

that people’s adherence to a group mentality gives them the feeling of security that is not so 

easily abandoned. In other words, the behavioural standards of individuals and groups and 

their moral values in current Arab societies are still being shaped and influenced by the 

religious establishment, which consistently calls for the observance and maintenance of the 

Arab culture against a wave of Western cultural invasion that is conveyed to the region 

through different means, such as tourism, trade and the media. 

7.2.1.3  Statement 10: I like the way the LBC presenters communicate with the audience. 

This statement was ranked third by the respondents, with a mean value of 2.71, and concerns 

the way the channel’s presenters communicate with the audience. This result represented 28.9 
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per cent of the survey respondents who agreed with the statement, 40 per cent who disagreed, 

and 31 per cent who were neutral. According to these results, the respondents dislike the way 

the LBC presenters communicate with the audience. Such an audience reaction might be seen 

to contradict the uses and gratifications theory (Katz, 1959), which implies that media should 

focus on the needs of the consumer, or audience, rather than on the actual message being 

broadcast. In fact, the 40 per cent negative response to the LBC presenters’ communication 

style reflects the wide gap between Arab audience expectations and the LBC presenters’ 

perceptions of presentation and coquettish behaviour on screen. The presenters’ Western style 

of behaviour is not well accepted by a considerable part of the Arab audience, who prefer to 

see the presenters reflect a more serious position. The same theory also implies that audiences 

are responsible for choosing the media that satisfy their needs and that meet their 

expectations, yet the LBC presenters’ on-screen conduct does not meet Arab audience 

expectations. Moreover, the theory assumes that the audience uses the media of their choice 

to accomplish certain gratifications (Katz, Blumler & Gurevitch, 2003). 

The study results, however, show that 78.6 per cent of the sample disagreed with Statement 9, 

that “It is acceptable for me to defer my prayer until I finish watching my LBC preferred 

program”. According to the Prophet Mohammed’s tradition (Hadith), the prayer is the second 

most important of the five pillars of Islam (Ibrahim, 2009). Consequently, such an audience 

response is expected and justified, even though deferring prayer for two to three hours is 

permitted by the Prophet’s tradition.  

7.2.2 Human needs (entertainment and sex)  

The responses to the study questionnaire shown in Table 6.2 confirm an influence exerted by 

the human needs factor on LBC audiences, where the overall mean value of scores of all the 

variables affected by this factor was found to be 2.51. The study results show that the 

respondents ranked three influences exerted by “human needs” on their views towards the 

LBC channel. These influences are reflected on the following items in order of importance. 

7.2.2.1  Statement 14: My watching of some LBC programs stimulates my sexual desire. 

This statement, with a mean value of 2.9, was ranked first in importance, with 41.2 per cent 

agreeing with the statement and 41.6 per cent disagreeing. These results, however, still 

indicate that LBC programs and their presenters stimulate a considerable proportion of the 
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audience in terms of sexual desire, which is one of the basic human needs previously 

explained by Maslow (cited in Huitt, 2004) as a driving force behind human behaviour, and 

as one of the biological needs within Maslow’s renowned hierarchy of human needs. For this 

reason, this study believes that LBC tends to achieve higher program ratings through 

employing sexually appealing female presenters, and confirms the same view previously 

expressed by Westcott (1998). It is worth mentioning, though, that over thousands of years of 

human social development, different societies have developed varying sets of social ethics 

that regulate the sexual behaviour of individuals. However, these ethics can diverge in their 

regulatory level from one society to another. For Arab societies as a source of LBC 

audiences, sexual behaviour and sex-related conduct are highly regulated and sometimes 

punishable if expressed in public places; the channel has come to the point of challenging 

ethics concerning sexual, or sex-related, conduct through broadcasting sex-stimulating 

materials. This study found that 41.2 per cent of the respondents admitted being sexually 

stimulated by watching some of the LBC programs; this must take into account the fact that 

65 per cent of the Arab population is aged less than 25 years, an age group that is normally 

highly active in terms of sexual needs and conduct. This is supported by Ali Jaber, executive 

director of Future TV (the FTA channel in Lebanon), who maintains that commercial 

channels have a great interest in targeting young Arab populations with entertainment 

programs that are more interesting for them than other themes (“Middle East Countries”, 

2000). 

7.2.2.2 Statement 11: I follow some LBC programs because of their attractive female/male 

presenters. 

This statement, with a mean value of 2.69, was ranked second in importance, yet 45.4 per 

cent of the respondents disagreed. Compared with the previous result of 41.2 per cent 

admitting the stimulatory effect of the program content, this result suggests that the audience 

might be less influenced by the presenters’ appearance than by the program content. 

However, this finding contradicts the previously mentioned case of a female presenter with 

LBC, Haifa – renowned for her sex appeal, beauty and presentation skills – who has attracted 

a wide audience base to LBC and consequently been condemned by many Arab religious 

leaders (Westcott, 1998). 



Influences on Arab audiences 

   141 

 

7.2.2.3  Statement 15: I watch LBC because it helps me relax. 

This statement, with a mean value of 2.56, was ranked third in importance, yet 48.8 per cent 

of the sample disagreed. Usually, commercial TV broadcasters aim to entertain their 

audiences. However, the respondents’ views are different as they claim they are less relaxed 

while watching the channel’s programs. This would indicate the existence of another motive 

for the audience to watch the channel’s programs, which is most likely the sexual stimuli 

used by the channel to increase their audience base, as mentioned above (41.2 per cent 

agreement with the LBC program stimulus of sexual desire). While Baran and Davis (2009) 

maintain that the purpose of watching TV is for viewers to be able to relax in their leisure 

time, this study’s results show that the respondents are less relaxed when watching the 

channel’s programs. 

7.2.3 Personal freedom  

Concerning the relation between the personal freedom factor and the commercial TV 

channels’ broadcast style, the results show (Table 6.3) that the effect on the respondents 

revealed an overall mean value of 2.45 for all the variables. This indicates that the 

respondents ranked the three existing influences exerted by the freedom factor on their views 

towards the channel as follows:  

7.2.3.1 Statement 18: I may not watch certain LBC programs because they conflict with 

my religion. 

This statement, with a mean value of 3.57, was ranked first in importance, with 57.4 per cent 

of the respondents agreeing with the notion that certain LBC programs are in conflict with 

their religious beliefs. This result reflects how deeply religion impacts on people’s views in 

terms of what they encounter in the media, and most particularly certain highly Westernised 

LBC channel broadcasts. In fact, this result clearly reflects the respondents’ perceptions of 

how the issue of personal freedom is shaped considerably by their religious doctrines, which 

specify clear standards of personal conduct and adherence to what is culturally inherent in the 

wider Arabic society. In this regard, Westcott (1998) argues that the extent of freedom 

available for the channel’s program content has become a centre of much controversy in a 

country or region mostly inhabited by Muslims. Consequently, the author maintains that 

much pressure was placed on the channel to cancel many of its programs, seen by religious 
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leaders and sections of the community as a breach of local ethics. For example, the station’s 

managers were requested to apply self-censorship in order to avoid potential regulations. This 

study confirms previous findings by McQuail (1983, pp. 157–9), who established that the 

social interaction between the audience and the media can encompass elements of 

sociability, social uses, social isolation and audience–sender relationships. Regarding 

sociability, it is important to remember that the audience’s behaviour is almost unavoidably 

of a social nature where the group’s internal structure is influenced by media use and 

content. The social uses element, however, means that when the audiences use media, 

they do this within their own social surroundings within a framework of social uses 

classifications that includes structural, relational, affiliation or avoidance, social learning 

and competence/ dominance. This is closely related to the notion proposed by Nightingale 

(1996, p. 118) that audiences’ encoding/decoding of broadcast content is related to their own 

forms of popular culture and to affiliations with their community, while at the same time 

maintaining some consistencies in their interaction with the media. 

It is worth mentioning, however, that in response to the impact of culture, discussed at the 

beginning of this chapter, 61.8 per cent of the LBC audience sample affirmed that the channel 

broadcast information conflicted with their social settings. Moreover, 57.4 per cent of the 

respondents considered that the LBC broadcasts conflicted with their religion. The study 

shows that the channel’s broadcasts conflict more with the respondents’ culture than with 

their religious beliefs. This provides further support for Al-Ghuthamy (2004, p. 30), who 

argues that the outcome of group mentality is a collective feeling of an emotional nature, 

leading to irrational choices and judgements that obviously can be hard to change. 

7.2.3.2  Statement 17: I can watch LBC whenever I want. 

This statement, with a mean value of 3.1, was ranked second in importance, with 46.4 per 

cent of the sample agreeing with the notion that they could watch LBC programs at any time 

of their choice, while 34 per cent disagreed. This result indicates a certain freedom of choice 

enjoyed by the audience when they turn on their TV to watch programs without the need to 

hide their choice from others. Conversely, the study shows that 34 per cent of the respondents 

do not have the freedom to watch the channel’s programs in front of others, possibly for fear 

of their criticism. This finding supports research by Nieva and Hickson (1996, pp. 297–8) 
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who found that social culture plays a part in all human interactions, where neither culture nor 

human interactions can precede each other in their effect; thereby, such interaction is enabled 

by certain cultural signs shared by humans belonging to the same cultural group.  

7.2.3.3 Statement 16: If I had the opportunity, I would participate in the Star Academy 

program. 

This statement, with a mean value of 1.82, was ranked third in importance, but 76 per cent of 

the sample disagreed with the notion that they would participate in the reality TV program if 

the opportunity were made available to them. The program is similar in concept to the 

Western reality show Big Brother. Once again, it reflects the extent to which the study 

sample, although watching this program on a regular basis, is influenced by a religious and 

social culture that rejects such program material. Such a high refusal rate to participate in this 

reality TV program shows how far this program’s content has breached the strict boundaries 

of social conduct as established by Arabic culture. Despite such limits, LBC has continued to 

broadcast the program, leading to a strong wave of protest including religious rulings 

(Fatwas) and criticism from Arab intellectuals and journalists who oppose the idea of 

gathering males and females to live under the same roof without having a socially accepted 

and respected marriage relationship. Commenting on the effect of copied Western program 

genres, Aodah (2007) stresses that most of these have breached local Arab ethical values, 

such as respect for the family unit and relations and the individual’s duty towards society in 

observing certain standards of behaviour. However, programs unsuitable for young audiences 

are broadcast in the late evening hours on available Western channels when minors are 

usually asleep, while the Arab satellite channels broadcast them during early evening hours 

without consideration of minors’ well-being. The results are further supported by information 

published on the BBC Arabic news website (2004) under the title of Fatwa Deneah 

“Religious Ruling”, which considers Star Academy a highly problematic program that attracts 

intensive criticism from clerics and politicians across the Arab world. The website reported 

that the Dean of the School of Islamic Law at Kuwait University had issued a religious decree 

(Fatwa) condemning the program, that the Kuwaiti parliament had discussed a Bill for 

“Protecting Morality”, that a Saudi columnist in the Al Riyadh daily newspaper called the 

program a “whorehouse”, and that an audio-cassette tape entitled The Academy of the Devil 
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containing fiery sermons and was distributed by religious activists in Saudi Arabia in protest 

against the program. 

7.2.4 Trust (belief and confidence)  

With regard to the relation between trust and the commercial TV channels’ broadcasting 

style, the study (as shown in Table 6.4) reveals that the effect of trust on the respondents was 

found to have an overall mean value of 2.37 for all the variables. From these results, it 

appears that the respondents identified two influences exerted by the trust factor on their 

views towards the channel.  

7.2.4.1 Statement 20: I trust the information broadcast through the LBC cultural and 

scientific programs. 

This statement, with a mean value of 2.54, was ranked first in importance, with 47.4 per cent 

of the audience disagreeing. This result reflects the extent to which the survey respondents do 

not have faith in the information broadcast by the channel through its cultural and scientific 

programs. The same result indicates that a considerable element of the study sample does not 

watch the channel’s programs for the sake of such information; however, there might be 

another reason motivating them to tune in. The study suggests that one reason is the sexual 

stimulation inherent in the presenters’ speaking style and behaviour, which motivates the 

audience to follow the channel’s programs. This idea has previously been explored by 

Westcott (1998), who argues that through thousands of years of human social development, 

different societies have developed varying sets of social ethics that regulate the sexual 

behaviour of their individuals (see discussion above). This study suggests that the channel has 

come to the point of challenging such social ethics concerning sexual or sex-related conduct 

by broadcasting program content that is sexually stimulating. 

7.2.4.2 Statement 19: I do not object to children watching the LBC programs. 

This statement, with a mean value of 2.2, was ranked second in importance, with 59.7 per 

cent of the sample disagreeing. The result indicates that a high proportion of the respondents 

feel comfortable with allowing their children to watch this channel’s programs. This is in line 

with Statement 17. “I can watch LBC whenever I want”, which had 34 per cent 

disagreement, because of a perception that the channel’s programs conflict with their social 
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ethics. Aodah (2007) stresses that most of LBC programs have breached the local Arab 

ethical values. It supports my finding that the majority of this study sample believes LBC 

programs are inappropriate for children. 

7.2.5 Demographic differences within the study sample 

The study sample (as shown in section 6.2.1.4) responding to the LBC audience questionnaire 

included 52.4 per cent Saudis and 47.6 per cent Egyptians, and it was noticed that the 

Egyptian respondents were more affected by factors of culture, human needs, personal 

freedom and trust than their Saudi counterparts. 

In terms of age, 156 respondents belonged to the 20–34 age group (61.9 per cent), 

75 respondents were aged 35–49 (29.8 per cent) and 19 respondents were aged 50+ (7.50 per 

cent). Regarding the cultural factor, it appears to be most effective for respondents aged from 

35–49 years. This would explain the way this age group has adopted norms based on their 

upbringing. This group typically has not experienced any considerable cultural changes or 

challenges to their own social conventions during their youth. On the other hand, trust plays 

an important role for the respondents aged from 35–49 years and 50+ years, indicating more 

life experience when compared with the 20–34 age group. There is also evidence that 

younger people are generally more flexible in their trust of others than the more experienced 

older age groups. 

The gender distribution of the sample’s individuals includes 159 males (63.1 per cent) and 92 

females (36.5 per cent). With regard to the effects of the four influential factors identified by 

this study, analysis of the survey results suggests that the differences between the two groups 

are not significant. 

Concerning levels of education, 33 respondents had secondary education or lower (13.1 per 

cent), 197 (78.2 per cent) respondents had a bachelor’s degree, and 16 respondents (6.30 per 

cent) held postgraduate degrees. From these results, it appears that the postgraduate group 

was the most affected by the three factors of culture, human needs and trust. The differences 

between this group and others are significant at p ≤ 0.05. There are reasons behind these 

significant differences. When it comes to the role of education level in considering such 

differences, the postgraduate respondents’ highest level of education could explain the 

significant influence of factors such as culture, human needs and trust on their responses. 
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Logically, the high education level of the postgraduates enables them to have deeper insights 

into phenomena and a greater ability to analyse, criticise, assess, conclude and suggest 

solutions to problems. Therefore, this group of respondents tends to respond critically to the 

LBC, rejecting the cultural and ethical advances expressed in their broadcasts. On the other 

hand, the same group has been influenced significantly by the human needs factor in their 

responses. This could be explained by the group’s mostly mature-age people coming from a 

generation that spent most of their lives away from any globalised cultural influences and 

who were brought up alongside the information and communication technologies of the 

current era. Therefore, they might be more conservative than the younger age groups in terms 

of giving in to natural human needs such as sexual desires emphasised and marketed by LBC.  

7.3 Religious TV channels (Almajd Channel) 

As a reaction to the new cultural wave brought in by the commercial satellite TV channels, 

the Islamic satellite TV channels were launched with the claimed aim of salvaging Islamic 

values and to encourage the mostly Muslim Arab societies to adhere to Islamic doctrines. 

This section of the thesis discusses aspects of religious-based satellite TV in the Arab world, 

with an emphasis on the Almajd satellite TV channel as the first to specialise in preaching 

Islamic doctrines. This discussion reflects the 351 participants in the current study who 

responded to the Almajd questionnaire. 

7.3.1 Culture (traditions, religion and customs) 

The study results (Table 6.6) indicate that the cultural factor had a significant influence on 

respondents, with the overall mean value of scores of all the variables found to be 3.55. This 

reflects the respondents’ positions as being within the range of neutrality and strong 

agreement with three influences exerted by culture on their views towards the channel. These 

influences are represented in the following sections in order of importance. 

7.3.1.1 Statement 5: I do not object to hosting any mufti (religious authority) from outside 

Saudi Arabia. 

This statement, with a mean value of 4.11, was ranked first in importance and includes a 

major agreement among the respondents (80.8 per cent) for hosting a non-Saudi mufti. This 

result indicates a considerable shift in the respondents’ mentality and attitudes towards a 
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more open-minded approach to the nationality of the muftis being interviewed for Almajd 

audiences. Such a notion was not very acceptable a decade ago. However, notwithstanding 

the audience’s evolution, the channel still relies heavily on its Religious Council, which 

draws the essential lines of the channel’s policy, particularly regarding the issue of 

prohibiting female appearances on screen, which is opposed by some non-Saudi muftis. On 

the other hand, based on the channel’s website (2010), Almajd enjoys considerable support 

from many non-Saudi Muslim scholars, especially in the Gulf region, giving the channel 

more popular acceptance. Furthermore, some scholars went further in their support and issued 

religious rulings calling on people to subscribe to Almajd, based on their belief that the 

channel applies conservative Islamic strategies such as prohibiting music from its broadcasts, 

not allowing women to appear on air and ensuring that broadcast programs are suitable for 

local cultures, especially in Saudi Arabia. 

7.3.1.2 Statement 2: I object to women’s appearance on Almajd TV screens. 

The statement’s mean value of 3.88 positions it as second in importance in regard to the 

respondents’ objection to women’s appearance on the channel. This result represented a 66.9 

per cent agreement, which is specifically reflective of the conservative nature of the 

respondents. This result provides a realistic example of the channel’s application of uses and 

gratifications theory (Kat, Blumler & Gurevitch, 2003), where its broadcast policies are 

solely designed to satisfy the religious tendencies of its audiences, and consequently it enjoys 

the support of two-thirds of the respondents. This finding is supported by a previous incident 

when the brief appearance of a female in the background of a documentary film triggered 

strong condemnation by Almajd’s audience. Many people called the channel to protest 

against this, and threatened to withdraw their subscription. For this reason, the channel has to 

continually observe undertakings made to both its audience and the religious establishment. 

 

7.3.1.3 Statement 3: I object to playing music in Almajd programs. 

This statement was ranked third by the respondents, with a mean value of 3.86 – that is, 67.2 

per cent of the sample endorsed this view. This result confirms the conservative nature of the 

respondents and the station’s relationship to their needs. It once again suggests an application 

of the uses and gratifications theory (Kat, Blumler & Gurevitch, 2003). According to these 
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results, as a paid TV channel, Almajd appears to be governed by the audience’s will, with the 

audience in turn responsible for the channel’s business survival. 

According to an interview conducted in 2008 with Almajd’s director of programs, Adil Al-

Majid, the Arab TV channels compete aggressively to get the widest possible audience base; 

therefore, most of them tend to make their programs more exciting and sometimes more 

rewarding for the audiences. However, in Almajd’s case, the situation is somewhat different 

in that the channel tries to broadcast what most audiences expect from its programs – to not 

breach religious teachings and to be more educational in nature. Accordingly, the same 

interviewee concluded that Almajd is not competing for its audience share, especially in the 

Gulf region and more specifically in Saudi Arabia. This, in turn, would confirm this study’s 

finding about the conservativeness of the respondents. 

7.3.1.4 Statement 1: I believe that Almajd represents my culture and values. 

This statement was ranked fourth by the respondents, with a mean value of 3.7, with 59.8 per 

cent in agreement. It aligns with the previously mentioned figure of 61.80 per cent of the 

study sample that considered LBC programs to be in conflict with their social culture. 

Therefore, it seems that many intellectuals and media authorities consider the emergence of 

the Islamic TV channels a response to the growing wave of liberalism reflected by the 

commercial and secular channels. The result explains the overwhelming audience approval 

revealed in a survey conducted by the Saudi Al-Riyadh newspaper (Thaqafah, 2007) of more 

than 11,000 TV viewers who were asked to select the best Saudi serial during the fasting 

month of Ramadan. The survey showed that Almajd’s serial Matabbat was ranked first by 

83.67 per cent of the sample. Moreover, another survey conducted by the same newspaper in 

2008 (Thaqafah, 2008) for viewers to again choose the best Saudi serial during the fasting 

month of Ramadan in 2008 found that Almajd’s Ghubar Al-Hajeer serial was ranked first, 

with a 91.8 per cent approval rate. 

This study reveals that 54.3 per cent of the sample disagreed with Statement 4, “I do not 

object to women’s appearance on Almajd TV screens, provided they cover their faces”, with 

the statement receiving the lowest mean value of 2.54. It confirms the respondents’ strong 

refusal of the idea of allowing women to appear on TV screens, even if they have their faces 

covered by the Niqab. Therefore, the motive for the respondents is more of a cultural than a 
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religious one, as the Islamic religion allows women to appear in any public places while 

wearing their Hijab or Niqab. Al-Ghuthamy (2004, p. 30) has assessed and criticised current 

Arab culture and mentality, and confirms that people’s adherence to a group mentality gives 

them a feeling of security, which is not so easily abandoned. In other words, the behavioural 

standards of individuals and groups and their moral values in current Arab societies are still 

being shaped and influenced by the religious establishment. 

7.3.2 Human needs (entertainment and sex) 

With regard to the relationship between the human needs factor and the religious TV 

channels’ broadcasting style, the study results (Table 6.7) show that the effect of human 

needs on the respondents was found to have an overall mean value of 2.9 for all the variables. 

From this result, it appears that the respondents ranked three existing influences, exerted by 

human needs, on their views towards the channel.  

7.3.2.1 Statement 10: I watch the Almajd Channel because it helps me learn about my 

religion. 

This statement, with a mean value of 4, was ranked first in importance, with 80.8 per cent of 

the sample agreeing. In fact, this result reflects the high satisfaction level of the respondents 

with broadcast material. Moreover, the result indicates that the channel is keen to adhere to 

the audience’s religious expectations and tendencies. This view is further supported by the 

fact that the channel is widely recommended and endorsed by the Saudi sheiks/muftis 

(religious authorities) through their Friday mosque sermons and media interviews; they strive 

to encourage the public to subscribe and follow the channel’s programs. Accordingly, the 

figure of 80.8 per cent is indicative of the undisputed audience’s following of the religious 

authorities’ marketing in favour of the channel.  

It is worth mentioning here that the channel’s success in meeting its audience’s needs as an 

example of the uses and gratifications theory is well applied in this study result. As Blumler 

(1979) maintains, a generation of media effect schemes is mediated first through assuming 

that cognitive drive will facilitate information gain. Second, media use to divert and escape 

will favour audience approval of awareness of social situations alongside depictions 

frequently found in entertainment materials.  
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7.3.2.2 Statement 11: I watch the Almajd Channel just to pass the time.  

This statement, with a mean value of 2.47, was ranked second in importance, with 54.4 per 

cent of the respondents disagreeing. Moreover, 65.2 per cent of the respondents also 

disagreed with Statement 12, “I watch the Almajd Channel for the sake of amusement”. 

These two results represent the view of the majority of the study sample, which does not 

watch the channel for amusement purposes, but rather for educational and religious purposes, 

which is supportive of the abovementioned result of 80.8 per cent of respondents who watch 

the channel’s broadcasts to learn about their religion. In fact, an examination of the Almajd 

Group’s channels would show that there is an evident diversity of programs and contents that 

are non-religious. Such programs and contents cover aspects of news, documentaries, 

children’s programs and science. Notwithstanding this diversity of programs, the study 

results show the respondents’ judgemental view of the channel as being mostly religious in 

nature.  

The study results, on the other hand, do challenge Stephenson’s (1988) play theory of mass 

communication, which maintains that receivers of mass communication seek entertainment in 

broadcast materials because of the theory’s emphasis on the media’s role in providing 

audiences with relief from everyday life stresses and routines; on the contrary, Almajd’s 

audience watches its programs for religious and educational purposes rather than for 

entertainment.  

7.3.3 Personal freedom 

Concerning the relationship between the personal freedom factor and the religious TV 

channels’ broadcasting style, the study results (Table 6.8) show that the effect of this factor 

on the respondents was found to have an overall mean value of 3.29 for all the variables. In 

this regard, Statement 13, “I do not object to any religious notions being broadcast on 

Almajd”, brought a response mean value of 3.37, where 44.9 per cent of the study sample 

agreed without doubting the channel’s broadcast material or even the religious rulings 

(Fatwas) issued by the sheiks who are hosted by the channel. In this case, the channel adheres 

to its audience’s needs and expectations, confirming the uses and gratifications model that 

implies that people are not powerless victims of all-powerful media, but instead use the 

media to satisfy their various needs, which in turn motivate them to use the media. 
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Furthermore, Blumler (1979) describes how media effects schemes are mediated: first, by 

assuming the cognitive drive; second, by considering an audience’s approval of awareness of 

social situations alongside depictions; and third, by understanding that contribution to media 

materials for personal identity reasons is likely to encourage strengthening effects.  

According to this study, the Almajd Channel tries to meet its audience’s needs and to serve 

the tastes and trends among the majority of its audience who are subscribers and financial 

supporters. It is worth mentioning here that the Koran contains doctrines of a general nature 

and the Prophet’s Tradition (Hadith/Theology), while the religious rulings (Fatwas) contain 

the individual sheiks’ interpretations for the public. Accordingly, the channel broadcasts one 

kind of interpretation to achieve both the audience’s and the Saudi religious scholars’ 

satisfaction. An example of such interpretation propagated by the channel is the claim by 

some sheiks that Islam does not allow women to appear on TV, and therefore the channel 

should apply this in its policies. On the other hand, Hjarpe (1983, p. 13) argues that there are 

noticeable disagreements between the ways the traditionalist or modernist Muslims perceive 

the religious scripts. The traditionalists, for example, believe that the injunctions provided by 

the Koran and the range of schools of Islamic authorities should be applied automatically, 

and are not open to any new explanation, while the modernists consider Islam an ideology 

that is consistent with an evolving social logic, with its rules and commandments being 

subject to interpretation. 

7.3.4 Trust (belief and confidence) 

According to this study (Table 6.9), the relationship between the trust factor and the religious 

TV channels’ broadcasting style has an effect on the respondents through a mean value of 

3.69 for all the variables. The results show that the respondents ranked the two existing 

influences exerted by the trust factor on their views towards the channel as follows.  

7.3.4.1  Statement 17: I do not object to introducing Almajd to my household to watch it. 

This statement, with a mean value of 4.34, was ranked first in importance and attracted 84 per 

cent of agreement from the study sample. This high result indicates that the vast majority of 

the audience sample are comfortable with having their households watch this channel’s 

programs, without reservation or censorship and without the fear of negative influences on 

their children’s moral and psychological behaviours. For this reason, the channel endeavours 
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to strictly follow its religious-based guidelines that determine the content of its broadcasts. 

This result is further supported by the broad principles of uses and gratifications theory (Kat, 

Blumler & Gurevitch, 2003). 

7.3.4.1 Statement 16: I trust all Almajd broadcast information through its cultural and 

news programs. 

This statement, with a mean value of 3.54, was ranked second in importance with 55.5 per 

cent of the sample agreeing with it. This result also reflects how the majority of the sample 

trust the non-religious programs, such as the news reports, competitions and cultural 

programs, because they trust the religious broadcasts of the channel. This audience’s trust in 

the channel, however, is motivated by the wide support enjoyed by the channel, from Saudi 

sheiks (muftis) providing sermons in mosques and recommendations through the media. 

Moreover, Almajd has gained a reasonable support in the Gulf region from religious scholars, 

reflecting the channel’s more popular acceptance of its broadcasts. However, some of the 

scholars go so far as to urge people to consider this channel as the true representative of 

Islamic values by negating the prohibited programs that include some kind of music and the 

appearance of women on the screen.  

7.3.5 Demographic differences within the study sample 

The study sample (as shown in section 6.3.1.4) comprised 41.6 per cent Saudis and 58.4 per 

cent Egyptians. According to the study results, the Saudi respondents appear to be more 

affected by the factors of culture, human needs, freedom and trust (p ≤ 0.01) than their 

Egyptian counterparts, indicating the difference between the two societies: the Saudis are a 

mono-religious and conservative society, while the Egyptians are a multi-religious, more 

liberalised and multi-sectoral society. This would explain the far different social environment 

for the Saudis, who showed greater acceptance of Almajd’s program policies. Accordingly, 

the Saudis are more influenced by the above factors. 

The sample age groups consisted of 213 people aged 20–34 years (60.7 per cent), 95 who 

were 35–49 years (27.1 per cent) and 42 who were 50 years and older (12 per cent). The only 

significant difference (p ≤ 0.01) was with the influence of the factor of culture between 

individuals aged 35–49 years and 50+ years on the one side and the 20–34 age group on the 

other. The youngest age group is more affected by the cultural factor, expecting the religious 
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Almajd channel to continue to observe religious teachings and social conventions without 

allowing for any changes or views that contradict their beliefs. This could reflect the young 

respondents’ strong enthusiasm and exaggerated fundamentalism, as opposed to the more 

rational, wiser and more critical view taken by older respondents.  

The sample contained 195 males (55.6 per cent) and 152 females (43.3 per cent). The study 

shows no significant differences in the combined mean value of all factors between the two 

genders. In addition, the respondents’ marital status was represented by 193 married (55 per 

cent), 139 singles (39.6 per cent) and 15 divorced (4.3 per cent) respondents. A significant 

difference within the combined mean value of all factors is evident between the married and 

single groups (p ≤ 0.05) and showing a relatively higher mean value for the single group as 

compared with the married group.  

The sample included 57 people with secondary education and less (16.2 per cent), 261 with a 

bachelor’s degree (74.40 per cent) and 27 with postgraduate degrees (7.7 per cent). There are 

significant differences (p ≤ 0.01) in terms of the culture factor between individuals with 

secondary and less education and the postgraduate group, and reflecting relatively higher 

mean value for the postgraduates as well as a significant difference (p ≤ 0.01) with the impact 

of the human needs factor between the postgraduate and the bachelor degree groups; also 

witness the bachelor group with relatively higher mean value. Moreover, there are significant 

differences (p ≤ 0.05) with the influence of trust between the group with secondary education 

and less and the bachelor’s degree group, and we find relatively higher mean value 

corresponding to the bachelor’s degree group compared with the other group. This indicates 

that the groups differ in their reactions to the influence of culture, in that postgraduates are 

significantly more affected by this than others, and logically are more demanding for Almajd 

to adhere to their beliefs and conventions. On the other hand, the bachelor’s degree holders 

are more affected by the human need factor than the postgraduates, reflecting their higher 

demand for amusement. However, trust is considered more important for the bachelor’s 

degree holders.  

7.4 Political TV channels (Aljazeera Channel) 

Because the Arab government-controlled media represented the only source of information 

for Arab audiences for a long time – although sometimes the information was conveyed 
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through Western media that were mostly commercial in nature – Aljazeera was the first free-

to-air independent Arab satellite political TV channel to be launched from Qatar in 1996. It 

was quickly followed by other channels. Below, I provide a detailed discussion of Aljazeera 

and the impact of culture on audiences’ perceptions of its programming. This discussion 

corresponds to 252 participants in the current study who responded to the Aljazeera 

questionnaire. 

7.4.1 Culture (traditions, religion and customs)  

The findings (Table 6.11) reveal the effect that culture has on respondents with an overall 

mean value of 3.33 for all the variables. This indicates that the respondents’ positions ranged 

between neutrality and agreement, with two cultural influences on their views towards the 

channel, as outlined below.  

7.4.1.1 Statement 2: The Aljazeera Channel broadcasts the news I seek. 

This statement, with a mean value of 3.81, was ranked first in importance, and the results 

show that 70.1 per cent of the respondents agree with it. Such a high percentage indicates that 

the respondents can get the news they seek, or are interested in, from this channel. This result 

confirms the successful approach of this channel to marketing itself and attracting a wide 

audience base, not only by being the only independent political channel for some time, but 

also because of its policy of broadcasting the views of all parties involved in conflicts, 

without bias or pressure from any government. The channel’s success, however, came at a 

time when people could get arrested in most Arab countries if they expressed views that 

conflicted with their government’s policies (El-Nawawy & Iskander, 2003). Additionally, the 

same authors maintain that most Arab governments are authoritarian in nature, with limited 

opportunities available to opponents to voice their views concerning the internal and foreign 

policies of their countries. Therefore, the available media tools were mostly subject to strict 

censorship that, in the end, provided limited facilities to propagate any non-official views. 

This study confirms such views concerning Aljazeera’s ongoing success and respondents’ 

satisfaction with it.  
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7.4.1.2 Statement 4: The Aljazeera Channel helps me hear various opinions. 

The statement’s mean value of 3.8 positions it as second in importance. This represents 

65.9 per cent agreement. In fact, it shows the unprecedented opportunity provided by the 

Aljazeera Channel for the public to hear the views of all parties involved in a conflict, 

regardless of the government’s views or support for any party. In this context, Rugh (2004, p. 

79) stresses that the atmosphere of a consistent public agreement with the state’s policies had 

placed pressure on journalists to adjust to the political status quo created by Arab regimes. 

The situation in some Arab countries has developed to a level where the journalistic 

institutions have created a habit of self-censorship without the need to be censored directly by 

government officials. Therefore, according to the same author, such a habit has expanded 

with time with the result that this behavioural style has been imposed by authoritarian 

regimes. This is a reminder of former Nazi Minister of Propaganda Joseph Goebbels’ historic 

“big lie technique” (Clark, 2005, p. 134), where he said: “If you tell a lie big enough and keep 

repeating it, people will eventually come to believe it.” The study confirms that Aljazeera has 

given its audience the first-ever opportunity to hear different opinions through the channel’s 

motto of “The Opinion and the Other Opinion”. The survey revealed that 60.9 per cent of the 

respondents agreed with this opportunity provided by Aljazeera, and enjoy access to the 

various opinions being broadcast. In this regard, Miladi (2003) claims that the best example 

of applying the motto of “The Opinion and the Other Opinion” was during the 2001 war in 

Afghanistan, when attempts were being made by the United States to have full control of the 

media at a time when the Taliban had no opportunity to voice its views to world. Niman 

(2006) provides another example that shows Aljazeera as an alternative media tool, providing 

uncensored news of a dramatic event such as the battle of Fallujah in Iraq (April 2004) when 

more than 30 Americans died, 400 troops were wounded and at least 1200 Iraqis were killed. 

Niman also reveals that a Red Cross official confirmed that the US forces used cluster and 

phosphorous bombs to destroy the resistance, and that the Americans claimed that their target 

was Abu Musab Al-Zarqawi, the leader of Al-Qaida in Iraq, with up to 80 per cent of his 

fighters who were positioned in Fallujah. That attack was covered by Aljazeera after the US 

forces had ordered all journalists and television crews to leave the city under the pretext of a 

potential threat to their lives. 
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Regarding the response to Statement 3, “I may accept all Aljazeera Channel’s broadcast of 

religious ideas”, 42.6 per cent of the respondents disagreed, placing the statement last in 

importance with a mean value of 2.86. This result can be interpreted by the fact that Aljazeera 

is a channel specialising in political-nature broadcasts, and its audiences are well aware of 

this fact; hence they do not turn their TV on to hear religious views from the channel. 

7.4.2 Human needs (entertainment and sex) 

Concerning the relationship between the human needs factor and the political TV channels’ 

broadcasting style, the results (Table 6.12) show that the effect of human needs on the 

respondents had an overall mean value of 4.01 for all the variables. Respondents ranked four 

influences exerted by human needs on their views towards the channel.  

7.4.2.1 Statement 6: I watch the Aljazeera Channel because it helps me know about world 

events. 

This statement, with a mean value of 4.14, was ranked first in importance, and attracted an 

85.1 per cent agreement by respondents. Among all three channel audiences, the respondents 

were most keen to watch their favourite channel to help them know more about the world. 

This result reflects a high need by Arab societies for non-government-sourced information 

and a range of different views. Accordingly, Aljazeera has become the pioneering source of 

non-censored information for the wider Arab audience base. El-Nawawy and Iskander (2003) 

claim that prior to the Aljazeera phenomenon, broadcast information was controlled mostly 

by totalitarian Arab governments, with little flexibility, if any, allowed for opponents to 

express their views on internal and foreign policies. Overall, the lack of freedom of 

expression in the Arab media reflected the general status of personal and group freedoms in 

Arab societies. In fact, the thinking of Arab government officials was dominated mostly by 

excessive fears of any view or idea that did not agree with their own, and they believed that 

allowing free expression of other views and ideas would threaten the future of their authority 

over their nations. 

This is further evidence of the importance of the satisfaction of individuals’ needs for 

information about world events. Audiences need to know what is happening in their own 

society and beyond, so that they can make their own judgements, and in some cases make 

their tourist or business plans, assess the level of their security and avoid any potential risks. 
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Such human needs for safety are expressed through Maslow’s famous hierarchy of needs 

(1959), where the individual’s safety needs become a priority that dominates their behaviour. 

Therefore, 85.1 per cent of the study sample believes that their need to know about world 

events is satisfied by watching Aljazeera’s programs.  

7.4.2.2  Statement 5: I watch the Aljazeera Channel because it helps me learn about myself 

and others. 

This statement, with a mean value of 3.33, was ranked second in importance, with 52.1 per 

cent agreeing. Together with the previous results, it reflects a general positive view of the 

channel being helpful in informing respondents about themselves and others through a wide 

range of broadcast news and documentaries. The result reflects the mechanical reception of 

Aljazeera’s broadcast messages without analysis and critique of the content. This would 

explain the absolute faith that audiences have in this channel’s broadcasts, to the degree that 

they learn about themselves while watching its programs and find out about sensitive issues 

under an atmosphere of freedom of information. It supports El-Nawawy and Iskander’s 

(2003) contention that Aljazeera is an alternative medium that broadcasts a variety of news 

and programs from a fresh perspective to the Arab world. For example, Aljazeera frequently 

broadcasts interviews with political opponents of Arab governments, provides news bulletins 

of events at hotspots, and gives viewers the opportunity to participate in live discussions and 

to express their views through direct questioning of governments and other political figures 

without restrictions or pressure. Overall, the channel remains a leader of the Arab media 

through its ability to make audiences more aware of themselves and others. 

7.4.2.3 Statement 8: I am keen to watch the Aljazeera Channel because of a 

handsome/beautiful presenter. 

The mean value is 1.72, with 81.8 per cent of the respondents disagreeing with this statement. 

Similarly, Statement 7, “Sometimes I feel attracted to an Aljazeera male/female presenter 

who stimulates my sexual desire”, has a mean value of 1.71, with 80.1 per cent of the 

respondents disagreeing with it. Both results indicate that the respondents’ motivation to 

watch the channel’s programs is not based on the presenters’ aesthetics, but rather on the 

channel’s variety of news and interviews, regardless of the appearance of the presenters. 

Moreover, the serious, non-amusing, political nature of the channel does not provide a reason 
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for employing especially attractive presenters such as those employed by LBC. Furthermore, 

the channel’s ability to widen its audience base stems from the fact that it is free to broadcast 

the views of different parties on varying matters and conflicts. Thus Qatar has been enduring 

the consequences of being the host of Aljazeera through its inflamed and troubled relations 

with other Arab and non-Arab countries that object to the channel broadcasting the views of 

opponents to their governments, and due to broadcasting information on scandals and 

corruption. Moreover, Arab governments have made many attempts to pressure the Qatari 

government to intervene and stop Aljazeera from raising contentious issues, with all requests 

declined. In the same way, the American government has made attempts to ensure that the 

wars in Afghanistan and Iraq are covered by the media in ways that reflect only US views; 

however, Aljazeera has rejected such pressures (“Aljazeera Adopts…”, 2004).  

7.4.3 Personal freedom 

Considering the relationship between the personal freedom factor and the political TV 

channels’ broadcasting style, the study (Table 6.13) shows that the effect of this factor on the 

respondents has an overall mean value of 3.59 for all the variables. Respondents ranked three 

existing influences exerted by personal freedom on their views towards the channel.  

7.4.3.1 Statement 9: Aljazeera plays an important role in my knowledge of world political 

issues. 

This statement has a mean value of 3.84, ranking it as first in importance, with 67.7 per cent 

in agreement. The result reflects the important role played by the channel in building Arab 

audiences’ knowledge of world political affairs, thus shaping their own political views as 

well. This result is also logically connected to the unprecedented free-of-censorship style of 

Aljazeera, with the station covering political events in a manner that is very new to Arab 

audiences, and providing a platform for free discussions of Arab and non-Arab affairs, 

regardless of any government’s views. Further stimulation of the channel’s popularity, 

however, comes from the fact that the mostly freedom-deprived Arab citizens use the channel 

as a window to see and know the world beyond their borders. Similarly, as emphasised in El-

Nawawy and Iskander (2003), generally a lack of freedom of expression prevails in the Arab 

media due to several fears projected by Arab government officials. 
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7.4.3.2 Statement 10: I convey what I learn from Aljazeera to my friends without fear. 

This statement, with a mean value of 3.63, was ranked second in importance, with 62.5 per 

cent of the sample agreeing. This represents a remarkable change in Arab individuals’ ability 

– particularly over the past 10 years – to convey news to each other and to analyse and assess 

political updates and their personal beliefs with others without reservation or fear of the 

consequences. El-Nawawy and Iskander (2003) claim that before launching the Aljazeera 

satellite TV channel in 1996, the mass media in the Arab countries mostly transmitted their 

own governments’ voices, and people could get arrested in most Arab countries if they 

expressed views that conflicted with their government policies. In general, this study provides 

evidence of the ability of the majority of the audience, as represented through the study 

sample, to openly convey and discuss the news with others in their society. 

7.4.3.3 Statement 11: If I were asked to participate by phone in an Aljazeera political 

program with my views, I would give my real name. 

This statement, with a mean value of 3.3, was ranked third in importance, with 50.5 per cent 

of the sample agreeing, and 33.8 per cent disagreeing. This result confirms that a radical 

change has taken place in that the Arab citizens do not fear the consequences of expressing 

their political views. Meanwhile, around one-third of the sample would still not identify 

themselves while expressing their views on live Aljazeera broadcasts, reflecting their fear of 

government authorities and the lack of freedom of expression. On this topic, Krennerich 

(2006) identifies and suggests different freedom rights pertaining to their civil and political 

nature, economic, social and cultural rights, human rights and welfare rights.  

7.4.4 Trust (belief and confidence)  

With regard to the relationship between the trust factor and the political TV channels’ 

broadcasting style, the study (Table 6.14) reveals that the effect of trust on the Aljazeera 

audience had an overall mean value of 3.49 for all the variables. The respondents ranked two 

existing influences exerted by the trust factor on their views towards the channel, which are 

discussed below in order of importance.  
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7.4.4.1 Statement 14: I praise Aljazeera for broadcasting the different views of conflicting 

parties. 

This statement, with a mean value of 3.68, was ranked first with 60.1 per cent of the study 

sample agreeing. The result is a logical consequence of the faith respondents have in 

Aljazeera’s capacity to allow different views of conflicting political parties – both in the Arab 

and international arenas – to be expressed and broadcast through its programs. Through such 

an effective policy, the channel has been able to earn its audience’s trust as being the first 

independent political channel broadcasting uncensored views that for a long time were 

prohibited or controlled by the Arab political regimes and their media tools.  

7.4.4.2 Statement 15: I am keen to continue listening to Aljazeera news because it is 

objectively broadcast. 

This statement, with a mean value of 3.48, had 52.3 per cent of the sample’s agreement. It 

shows the extent of the respondents’ level of satisfaction and their keenness to watch the 

channel’s programs that convey trustworthy news. The reason behind this finding is the 

unprecedented opportunity provided by Aljazeera for its audiences to gain knowledge of 

events and opinions. In this context, DeFleur and Ball-Rokeach (1989) highlight the issue of 

information ambiguity that is caused by conflicting messages being conveyed by the media to 

the audience, or insufficient information that may hinder people from making an objective 

judgement or forming a view regarding an event. This happens to individuals who hear about 

events but do not have the ability to identify the causes of the events or to interpret them; 

accordingly, the individuals strive to use a variety of sources to widen their knowledge about 

the events and interpret them. 

7.4.5 Demographic differences within the study sample 

The study sample consisted of 40.5 per cent Saudis and 59.5 per cent Egyptians. The 

difference between the two groups is significant (p ≤ 0.01) within the combined mean value 

of all the factors, and the Egyptian group appeared with relatively higher mean value 

compared with the others. This could be the result of the more politicised Egyptian society, 

with a history of modern history of political conflicts, strikes, demonstrations, involvement in 

regional conflicts and post-World War II national movements and alliances. The Egyptians 

are keener to watch a politically natured and uncensored channel like Aljazeera than the more 
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religious-oriented Saudis. The sample consists of 206 respondents in the 20–34 years age 

group (57.5 per cent), 104 respondents in the 35-49 years age group (29.10 per cent) and 46 

respondents in the 50+ age group (12.8 per cent). The combined all-factor mean value 

difference is non-significant between the groups. The same result would apply to the non-

significant differences between the gender groups, the marital status groups and the education 

level groups. 

7.5 Conclusion 

This chapter has presented discussion on the results of linkages of each factor with regard to 

the different channels. In the following, we examine the conclusions reached regarding the 

various channels on the basis of each factor. 

7.5.1 The cultural effect  

Through studying the effects of the cultural factor on the performance of the three concerned 

channel case studies – the commercial, the religious and the political – it appears that this 

factor had the strongest effect on the religious channel of Almajd (mean value of 3.55), 

followed by the political channel of Aljazeera (mean value of 3.33) and then the commercial 

TV channel of LBC (mean value of 2.29). These results demonstrate that the cultural factor is 

very effective on the religion-based channels, where specifically in mostly conservative 

Muslim societies, religion shapes the way people think and live as part of their local culture, 

and consequently the way they consider religion as part of their local culture. At this time, 

religion is still considered part of the local Arab culture; however, the situation looks 

different in Europe and North America where, according to Hoover and Lundby (1997, p. 

28), institutional religion has been experiencing a decline, and where the general trend is to 

support secularism and the individual’s rights of freedom of choice. 

Such a choice is relatively limited in the majority Muslim Arab societies, where there are 

strict codes of dress in public places, rules about public conduct between males and females, 

and restrictions on adult sex tools and audio-visual media, and many other examples of 

regulated social conduct. Furthermore, Tunstall (2008, p. 363) points out that a survey 

conducted by Zogby International in May 2004 found that across six Arab countries, 42 per 

cent of respondents specified their most important identity as being citizens, 37 per cent as 
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being Muslims and 15 per cent as being Arabs. This would logically prepare a more fertile 

environment for a media business that uses Islam as a tool for gaining a wider base of 

clientele. Moreover, Al-Sudani (2002) maintains that the emergence of the conservative 

Islamic satellite TV channels was a reaction to the production and broadcasting of programs 

that downgraded Muslims through labelling them as terrorists or thieves, which consequently 

formed a convention among many Muslims for the necessity to create independent Islamic 

media tools to represent their views and defend their causes, especially religious ones. 

Despite this, Tunstall indicates that the broadcast content of the first Arab satellite TV 

channels in 1990 was confined to copying the styles of Western programs without 

considering the cultural differences between the West and the Middle East, and that those 

programs were consequently breaching Islamic doctrines. Many Arab and Muslim parents 

declined to introduce satellite TV receivers into their households for fear of deviating their 

children from local cultural and religious lines. 

7.5.2 The human needs effect  

Through studying the effects of the human needs factor on the performance of the three 

concerned channel case studies – the commercial, religious and political – it appears that this 

factor had the strongest effect on political channel of Aljazeera (mean value of 4.1), followed 

by the religious channel of Almajd (mean value of 2.9) and then the commercial TV channel 

of LBC (mean value of 2.51). The high factor’s mean value of 4.1 (Aljazeera case study) is 

an indication of the long-time deprivation of knowing the truths of politics endured by the 

Arab audience during the pre-Aljazeera era, and the relief and satisfaction brought by the 

channel to them through its unprecedented uncensored broadcasting of news and views. For 

the first time in Arab media history, viewers have the opportunity to express their beliefs 

concerning different matters in their and other countries. Aljazeera has opened the door for 

the Arab audience to hear different views about matters in other countries and their own in a 

professional and fair manner. This view is confirmed by Miles (2005), who provides several 

examples supporting Aljazeera’s neutrality. He claims that the channel allows Qatari critics 

to voice their views against their government, such as criticising the existence of the US 

military base of Al-Aoudid in their country through Aljazeera’s program The Opposite 

Direction, where such an issue is considered very sensitive for both the government and the 
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people of Qatar. Miles provides many other examples of the channel’s neutrality when giving 

equal opportunities to both Israeli and Palestinian parties to express their conflicting views.  

Overall, this study shows that the human needs factor is effective in all three channel case 

studies, with the most effect noticed in the case of Aljazeera.  

7.5.3 The personal freedom effect  

Through studying the effects of the freedom factor on the performance of the three concerned 

channel case studies, it appears that this factor had the strongest effect in the case of the 

political channel of Aljazeera (mean value of 3.59), followed by the religious channel of 

Almajd (mean value of 3.29) and then the commercial TV channel of LBC (mean value of 

2.45). The factor’s high mean value of 3.59 (Aljazeera case study) is an indication of the 

Arab public’s high appreciation of the need for personal freedoms, particularly the freedom 

of expression that endured a long-history of abuse and deprivation by the totalitarian regimes.  

7.5.4 The trust effect  

Through studying the effects of the trust factor on the performance of the three case studies, it 

appears that this factor exerted the strongest effect in the case of the religious channel of 

Almajd (mean value of 3.69), followed by the political channel of Aljazeera (mean value of 

3.49) and then the commercial TV channel of LBC (mean value of 2.37). The factor’s high 

mean value of 3.69 (Almajd case study) is caused by the channel’s broadcasts, which are 

decoded by the audience without reservation and objection to their content, as well as the 

audience’s needs that are consistently satisfied by the broadcaster. Furthermore, the result 

reflects the Saudi and non-Saudi sheiks’ wide support, religious rulings and recommendation 

regarding the channel. 

The next chapter will discuss the interviews with the staff of three channels, LBC, Almajd 

and Aljazeera, and the factors that may affect the Arab broadcasters. 
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Chapter 8 Discussion (part II): 

 
Interviews investigating the factors influences 

the Arab TV broadcasters 

8.1 Introduction  

In this chapter, the data collected through interviews are analysed and discussed in light of 

media influence models and previous studies conducted on the mutual effects of media and 

their audiences. The interviews were based on the three Arab satellite channels chosen for 

this investigation, the commercial (LBC), religious (Almajd) and political (Aljazeera) 

stations. The chapter examines how these are influenced by their own agenda-setting and 

marketing strategies, discussed in Chapter 4.  

This chapter applies the theoretical framework, and particularly focuses on the other 

components described in Chapter 4. The research findings are interpreted based on interviews 

that I conducted with the staff of the three channels, LBC, Almajd and Aljazeera (the detail of 

this process was described in Chapter 5), and from the initial research questions established 

in Chapter 1. The findings in this chapter focus on critical success factors for the Arab 

satellite TV channel broadcasters – agenda-setting and marketing – derived from the 

theoretical framework in Chapter 4 (see Figure 8.1). Each of these factors will be discussed in 

turn. 

 

Figure 8.1  Research theoretical framework illustrating the main axis of factors influence the Arab TV 

broadcasters 
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Agenda-setting is based on the principle that the media can affect the general thinking of the 

masses, and the attention and interest they devote to certain issues of the hour in a manner 

that serves each broadcaster’s mission and goals. According to Shaw (1979), the hypothesis 

behind agenda-setting does not relate to media effects on audiences, apparently being similar 

to the “hypodermic needle” theory. Moreover, the agenda-setting concept also indicates that 

it is not people’s attitudes that are affected; rather, their cognitions are controlled and directed 

by the media, which persuade audiences through a prescriptive and advocacy role. 

Additionally, the media effect on audiences is seen more as the main by-product of the day-

to-day work of the press, which conveys information on events taking place in the world. 

While distancing itself from the claims of the attitudinal effects of the media, the agenda-

setting approach supports the model of diffusion, or multiple-step flow, which ultimately 

displaced the older 1984 view of media impact. The diffusion model emphasises the role of 

human personality in modifying human behaviour; nevertheless, both the diffusion model and 

the agenda-setting hypothesis do recognise the significance of interpersonal contacts in 

determining how media content affects audiences (Shaw, 1979). 

The scholarly literature considers marketing a main concern for almost all media 

organisations around the world. This is notable in the case of the satellite TV channels, which 

use a wide variety of strategies to increase their audience bases and to attract companies 

through advertising and interesting programs. Currently, most satellite TV channels have 

programs sponsored by certain companies for the purpose of increasing their profits. 

According to Mosco and Kaye (2000, p. 31), the concept of the audience largely emerged from 

the marketing sections of companies with an interest in selling their products through the 

media. However, Kitzinger (2004, pp. 169–70) asserts that the market represents a force 

that converts audiences into consumers or commodities, which are approached as 

commercial units supplied to interested companies, advertisers or media organisations, 

after measuring them and specifying their social and demographic composition.  

This chapter analyses and discusses the individual interviews conducted with the staff of the 

three selected Arab TV satellite channels to garner their views on the effect of agenda-setting 

and marketing of these broadcasters. 
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8.2 The commercial TV channel of LBC 

After conducting the interviews, and for the sake of achieving a better understanding of the 

relationship between the broadcasters and their audiences, I categorised the interview themes 

into four groups: audience, staff, programs and finance (see Table 6.5). This section examines 

the effects of agenda-setting through the two categories of programs and staff that are closely 

related to it, while the categories of audience and finance will be discussed in relation to the 

influence of marketing.  

8.2.1 Factors affecting programs 

In regard to its programs, LBC has provoked critiques from intellectuals and clergymen, who 

accuse the channel of applying an agenda that corrupts Arab societies and breaches their 

moral standards. This issue was commented on by the channel’s CEO during the interviews. 

He argued that “the knowledgeable and the clerics objecting to our programs need to know 

that we are an accepting society, and we act in the majority’s interest”. He added that “the 

essence of our programs does not conflict with the divine will”. According to him, the 

majority of Arabs accept other views and ways of life; therefore, “his channel would act on 

this basis”. However, based on the evidence from this study and on my own personal 

experience, in the real world – and more specifically in the daily lives of ordinary Arab 

households – there seems no way of preventing children and teenagers watching LBC 

programs that feature sex appeal or that convey information which might have a detrimental 

influence on the social and moral development of the young. In a globalised world of media 

and business, this problem is becoming more difficult to deal with and resolve for parents, 

education authorities and organisations concerned with youth welfare. This gives the 

impression that the ethical heritage built by humanity through centuries of social and legal 

development is now challenged. 

From the interviews with the other LBC staff, and in terms of social cultures and views, the 

interviewees agreed that apparent differences do exist between Lebanese society on the one 

hand, and Egyptian and Saudi societies on the other. They commented that their intention was 

to attempt to bring Arab and Islamic societies and their cultures closer to each other within a 

framework that was acceptable to all. However, one of the interviewees indicated that the 

main problem when it comes to objecting to the channel’s broadcast policy is caused by the 
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existing cultural differences between Arab societies in terms of what is accepted or 

prohibited, which in turn paves the way for critiques of Arab individuals and clergy. In my 

view, there might be some room for creating such a common style of broadcasting that 

reflects moderation of content – such as avoiding the use of sexual stimuli, maintaining the 

aesthetics of presenters, and propagating basic human values of mutual respect, peace, love, 

family unity, respect for the living and non-living environment, empathy and acceptance of 

differences. This can happen without the need to cause cultural shock and stimulate social 

unrest and disorder.  

 

Concerning LBC’s reality TV programs, certain intellectuals and the clergy describe them as 

being “Western in style”, aimed at deviating Arab audiences from their conventions and 

religion. One of the interviewees admitted the non-acceptance of LBC’s reality TV among 

many Gulf region audiences; however, they were not bothered about this because the shows 

are produced in Lebanon. In fact, the majority of the interviewees admitted that “sensation in 

reality TV aims at the highest TV rating”, which in turn explains the real reason behind the 

channel’s ongoing broadcasting of such programs. On the same issue, one of the interviewees 

claimed that the reality TV broadcasts had caused social problems that could not have been 

controlled by the channel, although they tried to adjust the programs to Arab culture and 

social standards. In my view, this kind of program can still be controlled by channel 

management, but the reality of the business world means they do not want to censor the 

program participants’ conduct for fear of losing the program’s sensationalism, which is an 

income-generating tool. 

8.2.2 Factors affecting staff  

LBC has caused much controversy with its staff employment agenda. Some of the 

interviewees agreed that the presenters’ looks were one of the criteria for their employment. 

On the other hand, the majority of the interviewees confirmed the importance of combining 

the presenters’ knowledge with their aesthetics. Moreover, some of the interviewees 

confirmed that, depending on the program’s nature, the channel seeks knowledgeable 

presenters before considering their appearance, such as with the news presenters, who are 

supposed to be well-educated to take on such a task. However, the late-night program 

presenters are most likely to be chosen on the basis of their aesthetics.  



Influences on Arab TV broadcasters 

   168 

 

8.2.3 Factors affecting audience 

With regard to the audience, most of the interviewees confirmed that advertisers use the 

channel because of its high program ratings. For this reason, the interviewees believed that 

the channel was keen to follow audience tendencies and likes. LBC seems to be interested in 

broadcasting programs of a sexual nature, with the Gulf region providing the biggest share of 

its market. Many interviewees confirmed that the channel broadcast its programs in the Saudi 

time zone because Saudi Arabia provided the biggest market. Moreover, one of the 

interviewees commented that “Saudi Arabia provides the biggest market for our commercials. 

That’s why we broadcast programs that suit this country’s audience, yet with a Lebanese 

flavour.” This Lebanese flavour, however, would explain why the channel includes sexual 

sensationalism in its broadcasts – something that is considered unusual for a region renowned 

for its conservative culture and for considering that public expressions of sexual behaviour 

are taboo. In addition, programs based on sexual matters are of much interest to sexually 

active youth; this fact was confirmed by some of the interviewees, who maintained that 60 

per cent of the channel’s audience were under 21 years of age. Such a view is supported by 

Westcott (1998), who concludes that Saudi Arabia is the biggest market for satellite TV, 

given the high spending power of most of its population. Westcott estimates that Saudi 

Arabia has more than 70 per cent of the population of the Gulf Cooperation Council 

countries, which include Kuwait, Qatar, Saudi Arabia, the United Arab Emirates, Bahrain and 

Oman, and just over 60 per cent of the gross domestic product of the region. 

Some of the interviewees discussed the objections voiced by the channel’s critics, who have 

accused it of breaching religious doctrines and local cultural standards due to Lebanon’s 

cultural openness. However, I suggest that such openness can be limited in a civilised and 

rational way to take into account the ethical and social welfare of the overwhelmingly 

youthful population of Arab viewers and prepare them to be self-aware and self-disciplined 

for the sake of being good citizens who care about others and about their future. One of the 

interviewees admitted that, “Youngsters cannot watch all programs because their content may 

not be suitable for their age.” This insider’s admission suggests that the channel’s staff are 

aware of the negative effects of some of the channel’s programs on young viewers.  
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8.2.4 Factors affecting finance 

With regard to finance, some of the interviewees admitted that the motive behind the 

channel’s emergence was purely commercial, and further Arab market surveys reflect such an 

ongoing motive. Therefore, interviewees confirmed that commercials and sponsorship of 

programs comprised the majority of the channel’s revenue, and that to this end higher 

program ratings were maintained. Notwithstanding the ongoing global economic crisis that 

has led to the bankruptcy of several international firms, one of the interviewees noted: “In 

spite of the 2009 economic crisis, we are still achieving good revenue.” This would indicate, 

however, that in a highly competitive market and despite the severity of the global economic 

crisis, LBC is still achieving good results through providing advertisers with a wide audience 

base and potential consumers.  

Overall, marketing comprises a crucial component of LBC’s policy, and business profitability 

provides a driving force for the channel’s continuation of its aggressive marketing campaign 

and keenness to use sex in programming to attract the widest possible Arab audience base – 

60 per cent of whom are under the age of 21 years – accordingly attracting more advertisers. 

By achieving a stronger audience–advertiser relationship, LBC can increase its revenue, the 

advertisers can increase their sales and the audience can enjoy greater amusement. 

8.3 The religious TV channel of Almajd 

This section further discusses the effects of agenda-setting on the two categories of programs 

and staff at the religious channel Almajd. Similarly, the categories of audience and finance 

will be discussed in relation to marketing. 

8.3.1 Factors affecting programs 

Many Almajd staff members who were interviewed agreed that their channel had a religious 

educational focus to confront the influences exerted by the other channels. This standpoint 

was explained by Al-Sudani (2002) as a reaction to the production and broadcasting of 

programs that downgrade Muslims through labelling them terrorists or thieves. It 

consequently formed a view among many Muslims that there was a necessity to create 

independent Islamic media tools to represent Muslim views in order to defend the causes of 

Islamic nations, especially the religious ones. On this basis, some of the Almajd interviewees 
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confirmed the channel’s focus on broadcasting religious educational programs rather than 

recreational content. To this end, the channel adopts a group of doctrines designed by its 

Religious Committee. 

One of the committee’s most prominent policies is to prohibit the appearance of women on 

the screen. I suggest that this policy is a result of pressure exerted by the most fundamentalist 

element of Saudi society rather than by the provisions of the Koran or the prophet’s tradition 

(Hadith). Frequently, different social groups follow different sheiks, who in turn provide their 

own interpretations of the Koran or Hadith components. Therefore, prohibiting women on 

Almajd screens is a by-product of such individual interpretations. Furthermore, I argue that 

such a policy is connected to the channel’s concern for maintaining its audience base and 

revenue. Notwithstanding the aforementioned view on the doctrinal role of the Religious 

Committee regarding the appearance of women on screen, some of the interviewees claimed 

that the channel’s Religious Committee did not object to women appearing in broadcasts with 

their faces uncovered (i.e. women wearing a Hijab); rather, it was a decision made by the 

company owners. In fact, the majority of the interviewees confirmed that the channel’s policy 

was designed to meet the audience’s demands; according to some of the interviewees, these 

included no broadcasting of music, no women appearing on screen, and people who did 

appear having a clear intellectual affiliation with the audience’s religious beliefs. Based on 

this information, it is clear that the Religious Committee’s existence is only symbolic, 

designed to convince the powerful audience of the religious legitimacy of the channel; hence 

the audience base is kept intact and the channel’s revenue is safe. In some ways, the position 

adopted by this channel is not dissimilar to the one adopted by LBC, although their aims 

could not be more different. 

Some of the interviewees provided another example of the audience’s influence over the 

channel’s policies through the Fatwa Program, which mostly hosts Saudi clerics, because 90 

per cent of the subscribers are Saudis from the traditional sections of the society; therefore, 

the channel bows to their demands. Furthermore, one of the interviewees claimed: “Although 

being permitted by Islamic law, the tambourine is not used in our audio alternatives because 

our audience considers it a religious taboo.” This is another demonstration of the audience’s 

power in shaping the channel’s policies. It demonstrates the influence of a specific part of the 

society that has its own beliefs and interpretations of religion, which are behind such policies. 
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However, other social groups that think differently have the choice of not watching Almajd 

programs; instead, they can subscribe to and watch programs of other channels with different 

policies.  

8.3.2 Factors affecting staffing 

Almajd has its own staff employment philosophy, which requires potential employees to 

adhere to certain practices. The channel’s management believes – although not in a published 

way – that candidates for employment must display certain features related to their 

appearance. In fact, none of the interviewees openly wanted to specify these features; rather, 

they only generally mentioned them as “religious features” and being “religiously 

compliant”. One of the interviewees claimed: “The channel’s upper management consists of 

conservative believers in line with the channel’s policy.” Another interviewee said: “We have 

been keen to train and employ young men who support the channel’s mission and ideology.” 

Based on such claims, it seems that the employees of this religious channel have no specific 

knowledge of definitions for concepts such as “religious affiliation”, “religious compliance”, 

“religious features” and “the channel’s employment policy”. Almajd, in fact, has no 

published policy and no published definition of such concepts. Therefore, these concepts are 

wide open to individual interpretations. All applicants must adhere to a policy that remains 

undefined and unpublished. This policy vagueness allows flexibility in interpretation and can 

potentially lead to bad employment decisions, where many applicants could skilfully pretend 

adherence to religion and the channel’s policy that is not clearly defined in a publication, find 

their way through, and serve the channel with minimum or possibly inadequate knowledge or 

skills.  

8.3.3 Factors affecting audience 

When I inquired about aspects of Almajd’s audience, most of the interviewees mentioned that 

the channel had more than 250,000 subscribers. However, they frequently admitted the 

channel’s tendency to follow the audience’s wishes. This was reflected by the vast majority 

of the interviewees claiming that any audience member’s religion-based critique was 

considered immediately and a correction made without delay. Furthermore, some of the 

employees confirmed that Almajd audiences did not want women to appear on TV, even if 

their faces were covered; accordingly, Almajd has had to meet such demands. This once 
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again highlights the channel bowing to its traditional audience’s tendencies, rather than 

referring to excerpts of the Koran or Hadith. This concession, however, was attributed by 

many interviewees to the fact that the channel is funded mainly by audience subscriptions; 

hence, their demands need to be met. This comes as no surprise when considering that 

conservative Saudi society is the main market for this kind of channel, which cannot be 

provided elsewhere in the Arab world.  

8.3.4 Factors affecting finance  

Some interviewees acknowledged that the channel’s emergence was not motivated by profit, 

with one of them observing that a “three-year subscription costs around $450”, and “since its 

launch, there have been no financial losses or gains”. This is far from being realistic because 

a business must either achieve net gains or losses. Most likely, the channel’s budget is in the 

black; otherwise, it would not have survived its eight-year business history. A simple 

calculation of the number of subscriptions (250,000) multiplied by the $450 three-year 

subscription suggests the channel has collected around $112 million. Furthermore, the 

channel’s programs are mainly interviews with religious figures that do not cost much to 

produce, or dubbing of animated films and documentaries that already have been produced by 

foreign companies and usually do not cost much to purchase. In addition to this revenue, the 

channel earns more from commercials, the second source of revenue that remained 

unspecified by any of the interviewees. According to some interviewees, the third revenue 

source comes from program sponsorships, where having a sponsor for a specific program 

affects the channel’s decision to approve or reject the program, provided it possesses at least 

some level of quality. The channel’s management’s readiness to accept any program that has 

the minimum level of quality is an indication of its concern for profitability. On the other 

hand, it refuses any company’s offer to advertise contrary to public taste, such as the 

commercials for “Snafi”, which is a brand of “Viagra”, although the concerned company had 

offered to pay a considerable sum to screen the commercial on Almajd. This reflects 

management’s concern for its audience’s potential objection to such commercials and their 

possible cancellation of subscriptions if such commercials were displayed. 
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8.4 The political TV channel of Aljazeera 

This section elaborates the different effects of agenda-setting on the two closely related 

categories of programs and staff at Aljazeera. The categories of audience and finance will be 

discussed in relation to marketing.  

8.4.1 Factors affecting programs 

Many interviewees confirmed that the main reason behind launching Aljazeera was to 

provide a free platform for expressing different views on political, economic and social 

events or phenomena that had been kept under the scrutiny of the regional political regimes 

for decades. This is well-expressed by the channel’s central motto, “The Opinion and the 

Other Opinion”. Most of the interviewees confirmed the unbiased and objective nature of the 

channel’s policy of not taking a stance towards events and giving every party in a conflict an 

equal opportunity to express their views and beliefs on the channel’s programs. They also 

justified this by claiming that Aljazeera was not responsible for any of the broadcast views, 

but only for the broadcasting, without taking any side. This policy was previously explained 

by El-Nawawy and Iskander (2003), who consider Aljazeera a kind of alternative medium 

that broadcasts a variety of news and programs, representing a new media trend in the Arab 

world. They cite an example whereby Aljazeera frequently broadcasts interviews with 

political opponents of Arab governments and provides news bulletins of events at regional 

hotspots. Moreover, Aljazeera provides viewers with the opportunity to participate in live 

dialogues, giving them the chance to express their views through direct questioning of 

governments and other political figures and authorities, without restrictions or pressure. El-

Nawawy and Iskander maintain that the Aljazeera hosts are always keen to show professional 

impartiality through giving equal opportunity to all interviewees to express their views, 

without bias.  

I asked the interviewees about the extent of the channel’s fairness in choosing their hosts or 

members of the public participating in the debates. Some of the interviewees answered this 

by indicating that many parties, groups and governments employed spokespeople who put the 

channel in a better position, as these governments were considered responsible for choosing 

whoever they preferred to represent them. The interviewees also confirmed that if they could 

not find a spokesperson for a party, they then tried to contact the next in the official hierarchy 
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who could give an opinion. In the end, they tried to leave the final decision regarding an 

event or phenomenon with the audience.  

So who is responsible for constructing and broadcasting the news? One of the interviewees 

explained: “In the international media organisations, the holders of their capital determine the 

editorial policy, while in Aljazeera, such a policy is formed by the newsroom staff who are 

guided by a professional code of conduct.” However, in my opinion the freedom of 

broadcasting news, assured by the channel’s management, has been the reason why Aljazeera 

now holds such a prominent position in the international sphere. Furthermore, the available 

evidence indicates that the Qatari government has direct influence on the channel’s 

performance, at least in terms of taking a political advantage, at the time when Qatar is 

hosting the Al-Udeid Base as the biggest US military facility in the Middle East. Meanwhile, 

Aljazeera enjoys full freedom to broadcast news and reports about the US involvement in 

Iraq and Afghanistan that are not necessarily in favour of the US administration or its 

regional allies. Most of the interviewees confirmed this, not only on the basis of the channel’s 

broadcasts about Iraq and Afghanistan, but because the channel is the only broadcaster that 

conveys an “objective” picture of the hotspots to the world. 

Some of the interviewees, however, justified the channel’s popularity in both the Arab and 

Western worlds by alluding to the example of the allied forces’ invasion of Iraq when the 

Western media controlled public opinion by using embedded journalists approved by 

Western army commands, feeding the public with one-sided news stories and reports that 

served their political purposes, at a time when the Aljazeera journalists were the only ones 

who tried to get a broad and objective picture through to the world. For this reason, Niman 

(2006), from the Britain’s Daily Mirror, claimed that during the siege of the Iraqi town of 

Fallujah, the former US president, George W. Bush, had approached the then British Prime 

Minister Tony Blair with a plan to silence Aljazeera by bombing its headquarters in Doha, 

Qatar, after failing to kill its crew in Fallujah. 

According to many interviewees, Aljazeera adopts a clear policy for broadcasting news 

through two strategies. The first involves using at least two sources for the same news story 

and the second involves using their own reporters around the world. By these measures, the 

channel ensures more objectivity in its broadcast news, with less likelihood of distortions. 
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With regard to the channel’s programs, one of the interviewees said: “Each program is 

assessed after going to air, and its producer and director are held accountable for any 

shortcomings or bias to certain views.” This policy of designing and broadcasting the 

programs directly by their producers – that is, without the need for upper management 

approval, explains the channel’s remarkable success and popularity around the world. On the 

other hand, the channel’s management takes action against any breaches of its Code of 

Ethics, preventing it from manipulating the program producers for the purpose of serving any 

individual or political agendas, leaving the decision-making to the producers and directors.  

Some of the interviewees indicated that the programs were designed and developed over time 

by using audience surveys before the production stage. Such survey results are handed to the 

committee for review. However, some of the interviewees asserted that the committee’s role 

was confined to judging the suitability of the programs’ central themes rather than specific 

methods of direction or hosting. In this context, the channel’s director-general justified the 

drastic changes in the channel’s program production (program themes, background music, 

graphics, scene decoration and screen colours) by hiring a US company that conducted a 

study on Aljazeera’s program feasibility over more than two years. Its results were given to 

the channel at the end of 2009. Accordingly, new programs emerged that provided to be more 

effective in tackling the social aspects of the Arab region. One of the interviewees explained 

this change by stating that most of the channel’s audience members were aged 32 years and 

over, leading to the production of new programs that tackled issues of interest to youth.  

When asked about recent improvements in Qatar’s relations with other Arab countries and 

whether they were caused by the channel’s policy change in dealing with Arab issues, most 

of the interviewees claimed that such an improvement was an indication of the wider 

freedoms allowed by the regional political regimes, rather than due to any changes in the 

channel’s policy or motto. In this context, one of the interviewees stated: “Nowadays, some 

modern Arab leaders have self-confidence and understanding of the media role to an extent 

that enables them to accept a media service that allows other opinions to be broadcast.” 

However, Aljazeera plays an important leading role in changing the regional media and 

political culture towards removing restrictions on government and private media freedoms – 

or at least allowing for some level of freedom of expression. Such a role has so far led to 

noticeable achievements, with many things currently being said or displayed through the 
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media that were forbidden before the launch of Aljazeera a decade ago. Moreover, the 

channel has been a pioneer in terms of providing uncensored coverage of the unpopular wars 

in Iraq and Afghanistan in different ways from those of the most prominent Western media 

outlets, leading to an increase in the station’s regional and international popularity.  

8.4.2 Factors affecting staff  

During the interviews, interviewees emphasised the fact that potential employees’ intellectual 

affiliation is not important for Aljazeera, which has a staff composition that reflects a variety 

of religious, social, demographic and political backgrounds. They also confirmed that 

educational qualifications were not an important criteria for employment; rather, the practical 

experience, efficiency and charisma of the presenter were regarded as more important. On the 

other hand, when the question of the presenters’ aesthetics was raised, some of the 

interviewees confirmed aesthetics to be one of the considered factors, though not essential in 

employment decisions, while others categorically denied that this aspect was a factor in 

employment. Regardless, it seems likely that the presenters’ diverse backgrounds can enrich 

their knowledge, increase their tolerance to differences and pave the way for more creativity 

in their work for the channel and its audience.  

8.4.3 Factors affecting audiences 

One of the interviewees asserted: “We have a very wide audience base that we have to 

maintain through broadcasting the truth as it is, even if it upsets some Arab governments.” 

Based on this claim, such a policy could be the motive behind enhancing the audience’s trust 

in the channel, given that its interest in the audience’s needs is strong and its sensitivity is 

high in terms of broadcasting the news. This was further supported by some interviewees, 

who claimed that when a news story was broadcast by Aljazeera, the audience strongly 

trusted its truthfulness. Such a strong trust in the channel is the result of the pre-Aljazeera 

lack of neutral news channels, caused both by the harsh censorship imposed by Arab political 

regimes and the politically motivated selectivity of the Western media in their coverage of 

events such as the Gulf wars and Afghanistan. In this context. As El-Nawawy and Iskander 

(2003) observe, through Aljazeera the Arab public has had an unprecedented opportunity to 

know the world beyond the long-term confinements enforced by the both Arab government 

regimes and the biased Western media.  
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Aljazeera progressed by designing attractive programs that widened its audience base. This 

was confirmed by one of the interviewees, who commented: “We try to attract the audience 

to ensure their interest in our programs.” Such program attractiveness is represented in 

content that tackles issues of interest to the audience in terms of politics and social life. In 

fact, one of the interviewees mentioned that the channel was keen to reflect the reality of the 

event as well as the content of the broadcast, because the audience was its sole inspiration, 

guiding any product it provided. This was further confirmed by others, who claimed that 

through allowing more broadcasting freedom to any channel, the broadcaster’s success in 

covering issues of interest to the audience would be attainable. This interest in choosing the 

program themes would lead to satisfying the audience’s needs. Many, however, confirmed 

that their channel had to agree to listen to the public because of the fact that they could supply 

new ideas and topics, provided that they did not conflict with the channel’s code of ethics. On 

this issue, one of the interviewees reported: “The channel’s function is to broadcast the news 

and let the audience to judge the news’ truthfulness or otherwise”, while another interviewee 

added: “The audience of ten years ago was different from the current ones, where the latter 

are capable of analysing the politicised and non-politicised news and identifying them.” The 

audience’s ability to judge and analyse the news is a consequence of the increasing 

sophistication of communication technology, the rich diversity of information sources and the 

ease of access to information, as well as the growing availability of educational opportunities 

to people compared with a decade ago – that is, before the launch of Aljazeera. 

With regard to the interview question on how the channel reacts if some audience members 

object to Israeli government representatives being hosted on its programs, all of the 

interviewees confirmed that it was impossible to follow such audience requests if they 

conflicted with the channel’s motto of “The Opinion and the Other Opinion”. In this respect, 

some of the interviewees indicated that the channel prepared and broadcast the news without 

being influenced by audience demands. It seems likely that the policy of not being influenced 

by the audience or stakeholders’ demands would lead Aljazeera to greater success as a 

credible broadcaster, accordingly enlarging its audience base. Moreover, this policy is a 

sensitive measure that needs to be considered by media decision-makers if they want to 

achieve high levels of professionalism and practise freedom of expression.  
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When the interviewees were asked about Arab governments’ reactions to Aljazeera’s 

broadcasting of unfavourable news, some of the interviewees found it strange to have such 

negative reactions when the governments did not react when the same news stories were 

broadcast by non-Arab channels. The reasons behind such inconsistent government reactions 

stem from the fact that Aljazeera is an Arab-born channel that communicates to the wider 

Arab population in their language, and is managed by professionals of Arab descent who 

know the politico-cultural reality of the Arab region. In addition, Aljazeera is a pioneering 

Arab channel that is not controlled by any government or organisation, and is respected for 

the wide trust and popularity it enjoys worldwide.  

When asked whether the Qatari government interfered with the channel’s work, one of the 

interviewees noted: “The Aljazeera policy is not governed by the Qatari foreign policy, 

otherwise Aljazeera would lose the audience’s respect.” This view confirms that Aljazeera 

follows a free policy of its own; it also confirms that its abovementioned motto is more often 

than not able to be put into practice. 

8.4.4 Factors affecting finance  

From the interviews, it seemed that most staff members agreed that profit was not the reason 

behind the Aljazeera’s launch, with one of the interviewees claiming that “the channel has no 

financial revenue of its own”. This would indicate that Aljazeera does not rely on profits as 

much as on being distinguished from others by broadcasting uncensored programs and 

reports. However, a question emerges about the ways in which the channel financially 

supports its worldwide reporting capabilities and other business survival requirements when 

it has yet to make a profit. This question was addressed by some of the interviewees, who 

mentioned that the Qatari government and national companies supplied the whole budget for 

the channel because of an Arab government ban on national companies advertising on 

Aljazeera. It seems that these governments want to place pressure on Aljazeera to abandon its 

policy of free broadcasting of news that is seen as unfavourable. This has motivated the 

Qatari government, as one of the interviewees mentioned, to give its full support to the 

channel. The interviewee concluded: “A fund given by a government is better than the 

commercials revenue, so the advertisers do not influence the programs.” It seems logical, 

because it would avoid exploitation by private companies. Moreover, the available evidence 
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indicates that the Qatari government is behaving differently – that is, more democratically – 

towards Aljazeera than many other Arab governments.  

In regard to advertising on Aljazeera, which is mostly funded by Qatari government 

companies, one of the interviewees noted: “The commercials on our screens must not conflict 

with our editorial policy or public ethics.” Another interviewee confirmed that: “Advertising 

on Aljazeera does not have a bearing on news and program editing.” On this issue, Aljazeera 

seems very keen to portray itself as a neutral broadcaster that is attempting to be a fair party 

for its audience. However, the issue of neutrality can sometimes be compromised by the 

Qatari government’s funding of the channel’s activities, and the fact that the channel 

headquarters are located in Qatar may put it under some sort of political agenda pressure. 

Notwithstanding all such concerns about the channel’s neutrality, Aljazeera remains an Arab 

and non-Arab avant-garde media outlet willing to and capable of allowing conflicting views 

to be broadcast on its screens. As previously mentioned, allowing both Palestinian and Israeli 

political figures opportunities to express their views and participate in live discussions on 

their political differences is evidence of the channel’s unique policy, compared with others.  

8.5 Conclusion 

This chapter has summarised the conclusions reached about the three channels. 

It was observed that the LBC Channel is interested in attracting larger audiences to its 

programs. It therefore screens advertisements (and some programs) based largely on sexual 

references, which attract the younger generation, hence enhancing revenues to the channel. 

These programs are mostly sponsored by companies who are observed paying high 

remunerations to the channel. It was also observed that LBC targets the Gulf region in 

general and Saudi Arabia in particular because of the affluent societies in these areas, with 

their commercial market orientations. However, the channel states that its purpose is to 

enhance the cultural ties among people of these different countries. This strategy is also 

evident from LBC’s policy of hiring staff who appear more attractive and appealing to 

audiences. This was the main reason why LBC was not hit by the 2009 economic crises, 

further motivated the channel to introduce programs that may excite the younger generation. 

As a result, we may conclude that marketing was the most significant factor related to the 

LBC Channel.  
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The Almajd Channel focuses on programs that relate to religious education more than 

entertainment. Moreover, the channel does not encourage women to appear on the TV screen; 

nor does it use the music in its programs – though there are different religious views on this 

issue. Interestingly, audiences support this policy, and are willing to support such programs 

by paying the relatively high charges to acceess this channel. Therefore, Almajd broadcasts 

programs that are consistent with the customs and traditions of Saudi Arabia. It is also 

important to mention here that some Saudi audiences do not receive the other programs 

telecast either from Egypt or Lebanon. Correspondingly, the channel welcomes any criticism 

and suggestions from the audiences, and fixes any problems according to these expectations. 

Therefore, both marketing and agenda-setting were prominent factors for the Almajd 

Channel.   

Finally, Aljazeera broadcasts diverse opinions and presents political views and economic 

perspectives from both sides. Further, this channel tries to be unbiased in terms of presenting 

opinions and concerns. 

Aljazeera has become famous for broadcasting images of war in Iraq and Afghanistan that are 

not screened by other channels. In addition, Aljazeera was established with its own motto 

(“The Opinion and the Other Opinion”) to be a role model for the Arab media, which 

previously were controlled completely by governments. Therefore, the channel earned 

credibility, and does not accept any directions contrary to its policies. Financial support for 

this channel comes from the government of Qatar, through the government companies that 

pay for their advertisements, which obviously do not conflict with the channel policy. We 

therefore can conclude that Aljazeera was not directly affected by any marketing aspect, 

though agenda-setting seems to have been the most significant factor. 

The next chapter will discuss the relationship between the Arab satellite TV broadcasters and 

their audiences, utilising the whole theoretical framework of analysis. 
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Chapter 9 Discussion (part III): 

 
The relationship between the Arab satellite TV 

broadcasters and their audiences 

 

9.1 Introduction 

This chapter applies the theoretical framework described in Chapter 4, and presents the 

findings, based on interpretations from interviews and questionnaires. The discussion in this 

chapter focuses on the critical success factors of Arab satellite TV broadcasters and their 

audiences, derived from Chapter 7 and 8. Furthermore, the discussions distinguish between 

those factors that affected the Arab satellite TV broadcasters and Arab audiences and the 

nature of the content being broadcast by the three channels investigated in this study. These 

factors are summarised in Figure 9.1 (a duplicate of Figure 4.1, which I developed early in 

this study).  

 

Figure 9.1 Research model illustrating the main axis of influence between the satellite channels and 

their audience 
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9.1 The commercial TV channel of LBC 

The responses to the questionnaire indicate that 61.8 per cent of the respondents acknowledge 

that the way LBC programs are designed creates conflict with their cultural norms, and that 

57.4 per cent confirm conflict with their religion. However, this clearly contradicts the 

interviewed LBC staff’s claims that the opposite holds true. The latter view was most 

apparent when LBC’s CEO claimed: “The knowledgeable and the clerics objecting to our 

programs need to know that we are an accepting society, and we act in the majority’s interest. 

The essence of our programs does not conflict with the divine will.” Of note is the fact that 

audience views towards this matter were expressed anonymously through answering the 

questionnaire, while the interviewees were questioned about their views face to face. It was 

expected that LBC’s CEO would defend his channel’s policy and justify it for the sake of 

saving his channel’s image; thus, the methodology of conducting the interviews maintains its 

value in relation to the validity of the results. 

As a qualitative research methodology, the interviews aimed to discover tendencies among 

the channels’ staff and gain a deeper understanding of their real agendas, whereas in real life, 

businesses and organisations do not always disclose all the details of their agendas to the 

public. This fact is further confirmed when remembering the interviewees’ admission that 

LBC broadcasts its programs in the Saudi time zone because Saudi Arabia, as a nation with 

prevailing conservative values, provides it with the biggest market for an audience and 

commercials. Therefore, if the LBC’s CEO claims that no such conflict exists between the 

nature of its broadcasts and the local Arab cultural norms, the majority of the respondents 

would not consider the channel to be in breach of their norms. In reality, the conflict does 

exist, but the desire to see the prohibited material remains in the internal world of the human 

being, and it is part of human nature to follow the temptation to watch something that is 

prohibited to the public. People usually watch certain media materials within the privacy of 

their own homes.  

Further explanation of the commercial nature of the channel and its profit-driven agenda is 

provided by Kraidy (2006), who emphasises that the LBC program Star Academy, for 

example, represents a prevalent tendency in the Arab satellite TV channels’ way of achieving 

material benefits, regardless of the social consequences, while Al-Mhemeed (2008) considers 
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the Arab satellite TV channels responsible for negative social consequences caused by 

broadcasting programs, films and serials that contradict rulings, laws, public ethics and 

opinion. The interaction between LBC and its audience, however, is more reflective of 

Schramm’s interactive model (1979, p. 57), where the channel, as an encoder, sends a 

broadcast message that is decoded by the receiving audience, with the latter providing 

feedback that motivates the channel to continue broadcasting further messages that are then 

further favoured and gratified by the audience. It is a repeating cycle of interaction between 

the two parties that continues until a third party positively or negatively intervenes. When this 

happens, the Schramm interactive model of bilateral communication ceases to apply, paving 

the way for an alternative model of communication and exchange that can cover multilateral 

communication. 

With reference to the result of 47.4 per cent of the respondents distrusting the channel’s 

broadcast cultural and scientific information, although such a high respondent percentage is 

negatively positioned towards the channel and LBC is frequently subject to criticism from 

circles of the clergy and intellectuals, its audience base is still wide and its profits remained 

high despite the 2009 global economic crisis. This result conforms with those mentioned 

above, whereby the respondents admit distrust of the channel’s broadcast information when 

they watch its programs with sufficient eagerness to keep its profits and ratings high. As 34 

per cent of the respondents watch the channel’s programs in private, this confirms that a large 

proportion of the audience favours a channel that has a policy in breach of their norms and 

religion, which touches on issues of a taboo nature, such as publicly discussing marital sexual 

relationships, homosexuality, adultery, drugs and alcohol consumption, and women’s erotic 

clothing. Moreover, the stimulation of sexual desire provided by the way some of the 

channel’s presenters speak or behave does motivate the audience to follow the channel’s 

programs. The channel has reached the point of challenging Arab social ethics concerning 

sexual or sex-related conduct through broadcasting particular kinds of material or displaying 

sexually appealing behavioural styles. Some of the interviewees confronted the critics’ 

objections by considering that such criticism was the result of their conservative social 

backgrounds as opposed to Lebanese cultural openness. 

Overall, and based on the questionnaire’s results and the interviewees’ explanations, the LBC 

Channel appears more inclined to be driven by profit gains and maintaining its wide audience 
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base than abiding by the set of social norms determined by its audience. The audience, 

motivated by stimulants and temptation, becomes more accepting of the channel’s breaches 

of their social and religious norms, and – at least in private – continues to watch LBC’s 

programs without objection or resistance and to feel gratified as their needs remain high in 

their list of preferences (with a human need factor mean value of 2.51 being the highest 

among the other factors). 

9.3 The religious TV channel of Almajd 

While considering all the studied factors in their relation to the audience, the results indicate 

that trust is the most important (with a mean value of 3.69) for the audience when considering 

their views towards the Almajd channel. Based on this result, the audience’s high level of 

trust in this channel is motivated by its tendency to adjust its program content to the 

audience’s needs and wishes. Since the audience is conservative in nature and represents the 

most traditional and religious element of society, it is surprising to see such a high level of 

audience trust in a broadcaster. The example of the audience’s protest when the channel 

accidentally showed a woman in the background of one of its documentaries forced the 

station to launch an internal investigation. It then apologised to the audience, promising that 

such a “mistake” would not be repeated. This example and the overall policy of the channel 

confirm the conservatism and traditionalism of the channel’s audience, and such a policy is 

supported by the principles of uses and gratifications theory (Katz, Blumler & Gurevitch, 

2003), which demonstrates that people use the media to satisfy their needs. In this case, it is 

the audience’s need for religious doctrines to be literally applied and their Islamic identity 

maintained. Moreover, personal identity as one of five identified gratifications seems to be 

satisfied by the channel in a manner that enhances the audience’s trust in it.  

The audience’s satisfied need, mentioned above, is clearly reflected in the study results, with 

66.9 per cent of the respondents (audience) objecting to the appearance of women, and 67.2 

per cent to the playing of music. This was further confirmed by Almajd’s interviewed staff, 

who claimed that the channel’s policy was designed to meet the audience’s demands, which 

according to some of the interviewees included the three demands of no broadcasting of 

music, no women appearing on the screen, and the people appearing on the screen having a 

clear intellectual affiliation with the audience’s religious beliefs. Moreover, the results 



Relationship 

   185 

 

indicate that 59.8 per cent of respondents believe that Almajd’s broadcasts represent their 

culture, and that this does not accept the display of women, even wearing a Hijab (54.3 per 

cent of the sample). Additionally, during the interviews, the channel’s management appeared 

to be more conservative than its Religious Committee concerning the appearance of women, 

with management refusing to allow women to appear on screen despite the committee’s 

permission to display women wearing a Hijab. This is further evidence of the channel’s 

tendency to give in to its audience’s demands, thus maintaining their trust in it and ensuring 

its subscription base is maintained. This appears to be more of a cultural/business decision 

than a religious one, as the Islamic religion allows women to appear in any public places 

while wearing their Hijabs or Niqabs. Al-Ghuthamy (2004, p. 30) reminds us that people’s 

adherence to a group mentality gives them the feeling of security, which is not easily 

abandoned. In other words, the behavioural standards of individuals and groups and their 

moral values in current Arab societies are still influenced by the religious establishment that 

consistently calls for the observance and maintenance of the Arab culture against a wave of 

Western cultural invasion – perceived or otherwise – that is conveyed to the region through 

tourism, trade and media. Therefore, Almajd’s policy remains aligned to the cultural 

standards of its audience, while maintaining a balance with suggestions of the religious 

committee as an internal watchdog. 

The findings further suggest that audiences watch Almajd’s programs mainly to learn about 

their religion (80.8 per cent), while 54.4 per cent of the respondents disagree with the view 

that they watch Almajd solely to pass the time. Almost two-thirds (65.2 per cent) say they do 

not watch the channel for amusement purposes. These facts were confirmed by some of the 

Almajd interviewees, who claimed that the channel focused on broadcasting religious 

education programs rather than on recreational content. Consequently, 84 per cent of the 

respondents expressed their confidence in their households’ ability to watch the channel’s 

programs, indicating their belief that there were no threats to their cultural, religious and 

general well-being. Such audience trust, however, is reflected in the fact, as mentioned by the 

interviewees, that the channel enjoys the financial support of 250,000 subscribers, which is a 

relatively wide base of customers. It was also noted that the interviewees frequently admitted 

the channel’s tendency to follow the audience’s wishes. This was reflected by the vast 

majority of the interviewees claiming that, in order to sustain the audience’s trust, any 
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audience member’s religion-based critique was considered immediately and the correction 

made without delay. This could be interpreted as part of a business model that ensures the 

station’s financial success – albeit based on a strict programming policy developed in concert 

with its audience.  

Overall, Almajd’s existence has been aimed solely at providing a conservative religious 

alternative to the commercial channels, which are more inclined towards material gains 

through Western-style recreational broadcasts. For this reason, the channel has attracted the 

support of the clergy and the most conservative elements of society. Almajd’s management is 

keen to have its policy shaped by its audience’s tendencies and wishes rather than by the 

standard media policies such as the focus on sensational events, political correctness and 

display of views and beliefs other than those of the broadcaster’s audience. The channel is 

driven by its audience’s subcultural demand for not allowing women to be displayed on 

screen, even if wearing the Hijab or Niqab, which is actually supported by the channel’s 

management rather than its religious committee. Generally, the findings suggest that trust is 

the factor most valued by the audience as a reason for watching the channel’s broadcasts, 

motivated by their feelings of comfort and expectations of watching something reflective of 

their religion and culture. 

9.4 Political TV channel of Aljazeera 

The political channel of Aljazeera has played a strong role in reshaping the Arab and non-

Arab masses’ thinking and knowledge of the world. The way the channel presents the news 

and its reports is considered unique in an Arab context, and the channel has been able to build 

its reputation and earn massive support from millions of viewers around the globe. This 

support has enabled the channel to firmly resist criticism from various Western and Eastern 

governments and organisations, and to continue its mission as an independent media tool. 

Aljazeera has been successful in utilising dramatic events such as the wars in Afghanistan 

and Iraq to a level that angered the US administration, which in turn launched air raids to 

destroy Aljazeera’s offices in Kabul and Baghdad. Moreover, its Qatar-based headquarters 

were scheduled for bombardment before the former British Prime Minister, Tony Blair, 

intervened and discouraged President George W. Bush from going ahead with the plan 
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(Niman, 2006). Additionally, the channel has earned the animosity of many Arab and 

Western governments for broadcasting news and reports that have embarrassed them.  

This study has probed the respondents’ human needs through the questionnaires, and with a 

mean value of 4.01, this factor was considered to be the most important for the Aljazeera 

audience. The basic human need for knowing about the world around them was supported by 

85.1 per cent of respondents, who see Aljazeera as their favoured channel, because it helps 

them know more about the world. This reflects the great need in Arab societies for non-

government-sourced information, and for audiences to explore a range of different views on 

local, regional and international issues. Accordingly, Aljazeera has become the pioneering 

source of non-censored information for the wider Arab audience base. The study confirms the 

importance of individuals’ need for information about world events and that Aljazeera is 

satisfying that need. In fact, the audience needs information from various sources so that they 

can make their own judgements and, in some cases, make their tourist or business plans, 

assess the level of their security beforehand, and avoid any potential risks.  

This study indicates that 52.1 per cent of the respondents agreed with the generally positive 

view of Aljazeera being helpful in informing the audience about themselves and others 

through its wide range of news and documentaries. The result reflects the audience’s decision 

to receive Aljazeera broadcasts without criticising and analysing the content. This might 

explain the absolute faith the audience has in the channel’s broadcast messages to the degree 

that they learn about their own political reality and the economy while watching its programs 

in atmosphere of freedom of information. Such trust in Aljazeera news is, as indicated by 

many interviewees, attributed to the channel’s policy. In this regard, they contend that the 

channel has adopted a clear policy in broadcasting news through either of two strategies: the 

first involving the use of at least two sources for the same news; and the second entailing the 

use of their own reporters around the world. Thus the channel is able to claim objectivity in 

featuring broadcast news, with less probability of distortion. This view was further supported 

by some interviewees who asserted that when the channel broadcast a news story, it had the 

trust of its audience. 

The personal freedom factor (with a mean value of 3.59) highlights the problems Arab 

audiences faced before the launch of Aljazeera when it came to obtaining information free 
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from censorship being able to explore independent opinions on internal and external political 

issues. The study found that 67.7 per cent of respondents placed great importance on the 

channel’s building of the Arab audiences’ knowledge of world political debate, which has led 

to reshaping their own political views as well. Furthermore, 60.1 per cent of the study sample 

agreed that the channel had a capacity to allow different views from conflicting political 

parties, both in the Arab and the international arenas, to be expressed and broadcast through 

its programs. The channel’s interviewed staff confirmed that the main reason behind 

launching Aljazeera was to provide a free platform for expressing different views on political, 

economic and social events or phenomena that had been kept under the control and scrutiny 

of regional political regimes for decades. This is well expressed by the channel’s central 

motto, “The Opinion and the Other Opinion”. 

Concerning the audience’s trust in Aljazeera’s broadcast material, 52.3 per cent of 

respondents expressed their satisfaction with and their keenness to watch the channel’s 

programs that convey trustworthy news. The reason behind this result is the unprecedented 

opportunity provided by the channel for the Arab audience to gain knowledge about world 

events and opinions. Ball-Rokeach and De Fleur (1976) highlight the issue of information 

ambiguity caused by conflicting messages or insufficiency of information being conveyed by 

the media to the audience, which prevents making an objective judgement or forming a view 

of an event. Most of the interviewees, however, praised the “unbiased and objective” nature 

of the channel’s policy in not taking a stance on events, but rather giving equal opportunity 

for every party to a conflict to speak out about their views and beliefs. They also justified 

such a policy by claiming that Aljazeera was not responsible for any of the broadcast views, 

but only for broadcasting, without taking any sides. Therefore, the channel achieved the faith 

of 52.3 per cent of respondents in the truthfulness of its programming. 

The high response level of 70.1 per cent indicates that Aljazeera provides respondents with 

the news they seek or that is of interest to them, and 65.9 per cent of them agreed that the 

channel gave them the opportunity to know various opinions about events. As we noted 

earlier, Rugh (2004, p. 79) explains the atmosphere in which journalists become habitual and 

carry the government agenda created by the Arab regimes. This is evidenced by some of the 

Arab countries where journalistic institutions have turned into self-applied censorship under 

the shadow of Arab governments. Rugh also points out that such an atmosphere evolved 
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during a time when repeated style directives had been imposed by the authoritarian regimes. 

On the other hand, many interviewees confirmed that their channel had to listen to the public 

because of the need to have their input with new ideas and topics, provided that they did not 

conflict with the channel’s code of ethics. However, one of the interviewees observed: “We 

have a very wide audience base that we have to maintain through broadcasting the truth as it 

is, even if it upsets some Arab governments.” Aljazeera has been successful in broadcasting 

the news and opinions of different parties under the condition of not falling into conflict with 

its code of ethics. This view was confirmed by all of the interviewees when asked about the 

way the channel reacts if some of its audience members object to hosting Israeli government 

representatives, for example, in its programs. All of them confirmed the impossibility of 

following the audience’s requests if they conflicted with the channel’s motto of “The Opinion 

and the Other Opinion”.  

Overall, the study reflects the considerable eagerness of the Arab audience to know more 

about national and international politics, the economy and social events without the control of 

the state and in accordance with the channel’s motto of “The Opinion and the Other 

Opinion”. Aljazeera has earned a good reputation in the Arab and non-Arab worlds as a 

source of information that can be trusted. It is seen as a broadcaster that dares to broadcast 

opinions of different parties – be they enemies or allies. The interviewees, for example, 

confirmed that the channel did not bow to the audience’s demands to exclude a person or a 

party from its interviews.  

During the recent dramatic events in 2011 in many Arab countries, Aljazeera has played a 

strong role in covering the events and illuminating the masses with facts and knowledge 

about the causes and achievements of mass protests and opinions of concerned governments 

and their opponents. The channel has succeeded in penetrating the shield of government 

censorship, and foiled attempts to keep its reporters away from the protest scenes. This 

channel’s role finds greater enhancement through the unofficial coverage provided by 

ordinary citizens of the nations involved in the massive protests, and broadcasts these via 

websites such as YouTube, FaceBook and Twitter, as well as online forums. Accordingly, 

Aljazeera does not seek to solicit satisfaction of the audience or of Qatar as its hosting 

government. It can be perhaps be described as remaining as resolutely independent as it is 

possible to be in its current social, political and cultural environment. 
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Chapter 01: 

 
Conclusions 

 

10.1 Introduction  

With the emergence of satellite TV services and channels, TV broadcasting has shown 

disdain for all borders and distances, challenged cultural boundaries and moved further 

towards connecting world nations with each other, allowing them to exchange experiences 

and values, and to develop firm relationships with audiences of different backgrounds. In 

fact, with the current sophisticated information technology tools, including easy access to 

avenues for expressing and conveying feedback, the audience can now freely interact with the 

world’s media. The internet is breaking all the barriers, and millions of people are sharing 

their views on media broadcasts. However, some factors are affecting the way the audiences 

are receiving the broadcast messages. This is due to the mutual relationships between the 

media and their audiences. For this reason, the current study aimed, in a pioneering attempt, 

to investigate the detailed relationship between the Arab satellite TV channels and their 

audiences, and how they interact with and shape each other. The study dealt with issues 

related to relationships between audiences and their channels in each of the three domains of 

Arab satellite TV: the commercial LBC Channel, the religious Almajd Channel, and the 

political Aljazeera Channel.  

My findings are that the human needs factor has been shown to be the most influential in 

commercial TV, however, the trust factor is the most effective in impacting on perceptions of 

religious and political TV. This is clearly evident in the qualitative data from the interviews, 

supported by quantitative data from the audiences research. This chapter details the main 

themes and findings of this thesis by examining the extent to which the study has addressed 

its research questions. It also outlines the limitations of the study and provides 

recommendations for future research in the field. 



Conclusions 

    191 

 

10.2 Research outcomes 

Since the purpose of the study was to investigate the possible effects mutually exerted by the 

religious, commercial and political Arab satellite TV channels and their audiences, the 

literature review helped to identify the central question of “What are the mutual influences 

between the Arab satellite TV broadcasters and their audiences?” and the sub-questions 

associated with it. In order to answer the central question, the study used questionnaires and 

interviews to gather data related to the three domains of the Arab satellite TV channels 

investigated. 

10.2.1 The commercial TV channel of LBC 

The study found that, for the purpose of widening its audience base and increasing its 

program ratings, the main broadcasting style of the commercial channel of LBC relies on the 

use of sensationalism and the sexually stimulating behaviour of its presenters and program 

content. Consequently, the channel has been successful in attracting considerable sponsorship 

for its programs. This success is the result of initiating broadcasting discussions on topics that 

are normally considered taboo within mostly conservative Arab societies. Such discussed 

topics include sex, homosexuality, adult sex tools, drug use, adultery and carnal knowledge. 

However, the presenters’ frequent behaviour aimed at creating sensations and attracting 

audience attention to the TV screen occupied by their attractive faces and figures gives the 

channel a pioneering role in the Arab media world. Although the channel faces sharp 

criticism for breaching the norms of Arab culture, it still enjoys high ratings for its broadcasts 

and remarkable profits, even during the 2009 crisis that rocked the world economy. On the 

other hand, through the questionnaire, the majority of the sample objected to the channel’s 

program breaches of cultural Arabic conventions – although its ratings remain high. This is 

an indication of the harsh consequences awaiting audiences who privately watch the channel 

(34 per cent cannot watch the channel at any time or place) if they dare to openly admit this. 

People are being tempted by these prohibited topics because of their curiosity to know more, 

and to satisfy personal needs – particularly sexual needs – that cannot be satisfied with the 

available media. In this context, the study found that the LBC Channel is daringly flouting 

Arab cultural conventions.  
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Overall, the study found that LBC has been surviving as a media business on the idea and 

intention of maintaining the widest audience base possible, with a strong flow of program 

sponsorship, regardless of what is permitted or not by the local Arab culture. Accordingly, 

the channel has differentiated itself from other Arab TV channels, and given itself the unique 

role of satisfying the sexual and entertainment needs of the wider audience, as the studied 

factor of human needs has been shown to be the most influential among the other study 

factors.  

10.2.2 The religious TV channel of Almajd 

The Almajd Channel was launched for the purpose of buffering the effect of the mostly 

commercialised satellite TV channels. Being a religious channel, Almajd enjoys wide support 

from the Muslim clergy and gives in to its audience’s tendencies rather than to purely 

professional or media standards. The channel, for instance, does not permit women to appear 

in its broadcasts, even in traditional Muslim clothes, a stance that the study found does not 

rely on any clear Koranic or theological grounds. Rather, it is the result of bowing to the 

wishes of the audience and some of the channel owners. Yet the channel’s Religious 

Committee does not object to women being screened in their Muslim clothing. Therefore, the 

audience is most effective in shaping the channel’s broadcasting policy. The study found that 

the audience has the power to force Almajd to refuse potential sponsorships and commercials 

that can bring considerable revenue to the channel. Consequently, for the respondents, trust is 

the most effective factor that makes them comfortable with the channel’s broadcasts by not 

breaching their social and religious norms.   

10.2.3 The political TV channel of Aljazeera 

Aljazeera has been very successful in addressing the Arab audience’s hunger for uncensored 

sources of information and news. The channel has been an Arab media leader in broadcasting 

opinions of disputing parties and diversified sources of information and news, and in 

applying a strict code of ethics that still allows each of its program teams to make decisions 

freely. The study found that the channel obviously creates a balance between the very needs 

of the audience and its application of the aforementioned code of ethics. In fact, it was found 

that Aljazeera does not bow to audience pressure to limit its hosting to pan-Arabic guests, but 

invites pro-Israeli guests to feature as well. Moreover, the study found that the audience’s 
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need for information is satisfied by Aljazeera providing them with the opportunity to 

familiarise themselves with situations in their own countries and abroad. Such an opportunity 

did not exist during the pre-Aljazeera era. Furthermore, the study found that the respondents’ 

trust in the channel was an important factor in keeping its popularity high in the Arab 

countries and elsewhere because of the ongoing opportunity to acquire information through 

means not provided before.  

10.3 Research limitations 

There are limitations associated with the design and application of any study. The current 

study has certain limitations that can be tackled by future research. These include the 

following: 

 The study sample was chosen from audience populations in two countries, Saudi 

Arabia and Egypt. In fact, there are 22 countries affiliated with the League of Arab 

States in the area between the Arab Gulf and the Atlantic Ocean, with a total 

population of 340 million. The sample individuals responding to the study 

questionnaires resided in the relevant countries’ capital cities and surrounding areas, 

not including other regions in these countries. Accordingly, the study sample is less 

representative of the wider audience populations that may – though  not necessarily – 

have other tendencies. 

 The study was conducted to investigate the relationship between audiences and three 

satellite TV channels with, respectively, a commercial, religious and political focus. 

Accordingly, the study was confined to these three channel genres only, rather than 

studying others with a focus on economics, weather, sport, science, children and the 

performing arts.  

 With each genre, the study was necessarily limited to one example, although the 

chosen examples were the most popular in each category. More channels would give a 

larger corpus and wider variety of data. 

 The interviews were conducted with eight staff members in each of the relevant 

channels. The interviewees were chosen from the upper and middle ranks, but not 

from the lower ones. This limits the source of information used by the study. 



Conclusions 

    194 

 

 The study interviews were limited to staff members of the channel headquarters, 

excluding their branches elsewhere. 

10.4 Recommendations for future research 

The current study identified several issues to be tackled by future research on the Arab 

satellite TV channels, as listed below: 

1. Any relevant future study should be enriched by more information and data collected 

from the channels’ branches in addition to that collected from their headquarters.  

2. Increasing the number of studied channels of each type will enrich the data and reduce 

the possibility of statistical errors occurring.  

3. Increasing the scope of the research to cover more types of satellite TV channels will 

give a clearer and more comprehensive picture and assessment of the relationships 

between the channels and their audiences.  

4. This study found that the audience’s culture is an important factor in the way the 

broadcast messages are received and perceived. This factor needs specific 

investigation in the Arab world, due to its own cultural specificities that differentiate 

it from other world populations. In the Arab world, religion and culture are combined 

to influence how people think and receive messages.  

5. Future relevant research should use samples derived from audience populations from 

as many Arab countries as possible. This will decrease statistical errors and provide 

better sample randomisation and representations of the populations.  

10.5 Recommendations for channel management 

The current study has identified aspects that may improve channel performance. In this 

regard, the following recommendations are proposed for the channel broadcasters and 

decision-makers: 

1. Based on the pioneering role of the Aljazeera Channel in giving conflicting parties the 

opportunity to freely express their views to the public, it is recommended that other 

channels follow Aljazeera’s example of professionalism, courage and its path of 
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success so as to widen their audience base and be truthful in conveying credible 

information to their audience.  

2. Based on the wide criticism of LBC’s performance – that is, its broadcasts that 

conflict with the Arab population’s cultural conventions and religious beliefs – it is 

recommended that satellite TV channels avoid cultural shock methods and, 

alternatively, endeavour to apply wise strategies of entertainment that let the audience 

be comfortable with watching their broadcasts without feelings of guilt or cultural 

conflict.  

3. The study found that each channel’s success is governed by how much and in what 

way its broadcasts satisfy the audience’s needs. For example, LBC has succeeded in 

satisfying its audience’s curiosity and natural need for knowing about sex-related 

topics, Almajd has succeeded in satisfying its audience’s religious needs and 

tendencies, and Aljazeera has succeeded in satisfying its audience’s curiosity about 

behind-closed-doors political agendas. Therefore, it is recommended that other 

channels consider the audience’s needs and tendencies when designing their 

programs.  

4. The study identified lack of regulation in any Arab country to classify programs 

according to suitability to audience ages and cultural groups, and obliging the 

broadcasters to pre-warn the audience of the nature of the program’s content. Nor do 

Arab broadcasters show sensitivity to audiences’ ages or beliefs, and they broadcast 

anything at any time. For example, LBC broadcasts erotic material at times when 

children in Lebanon or other Arab countries can watch them. Therefore, the Arab 

media watchdogs need to design relevant suitable program classifications and warning 

strategies for their audiences. 
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Appendixes 

 

 

1.   Study Result  

 

1.1   LBC Satellite TV Channel 

1.1.1    Validity 

As shown in Table 1 below, the correlation coefficient between all questionnaire items and 

the factors is positive and statistically significant at 0.01 P level and less.  Accordingly, all 

items (responses) are consistent and valid in their correlation with the factors affecting them. 

These results indicate the study’s internal consistency and its ability for conducting field 

practice. 

Factor Item Correlation Item Correlation 

Culture 

1 0.4211** 6 0.7607** 

2 0.7184** 7 0.4935** 

3 0.7854** 8 0.7546** 

4 0.7325** 9 0.6598** 

5 0.6413** 10 0.5054** 

Human needs 

11 0.6864** 14 0.5575** 

12 0.6568** 15 0.6423** 

13 0.6873**   

Freedom 
16 0.6757** 18 0.6537** 

17 0.4862**   

Trust 19 0.8300** 20 0.7845** 

** Correlation is significant at the 0.01 level (2-tailed( 

Table  1. Pearson’s Correlation Coefficient between the study factors and items. 

 

Table 2, below, shows Pearson’s Correlation Coefficient significance at the two P levels of  

0.01 and 0.05 between the study items. Most items were significantly correlated at P 0.01, 

except Item 14 that was significant at P 0.05.  

 



Appendixes 

 

     210 

 

Item Correlation Item Correlation Item Correlation Item Correlation 

1 0.2678 6 0.7515** 11 0.4354** 16 0.6420** 

2 0.6520** 7 0.4761** 12 0.5936** 17 0.2142 

3 0.7419** 8 0.7123** 13 0.6012** 18 0.3761** 

4 0.6669** 9 0.6326** 14 0.3118* 19 0.6799** 

5 0.6892** 10 0.4958** 15 0.6815** 20 0.3974** 

* Correlation is significant at the 0.05 level (2-tailed(. 

** Correlation is significant at the 0.01 level (2-tailed(. 

 
Table 2: Pearson’s Correlation Coefficient in between the survey items (n=50). 

Table 3, below, shows correlation coefficients between the study factors as being significant 

at P 0.01. 

 

Factor Correlation 

Culture 0.9386** 

Human needs 0.7945** 

Freedom 0.6674** 

Trust 0.6755** 

** Correlation is significant at the P 0.01 (2-tailed(. 

 
Table 3: Pearson’s Correlation Coefficient between the study factors. 

 

1.1.2  Reliability 

Table 4, below, shows that Cronbach’s Alpha measure of the internal consistency/reliability 

of the effects of factors has a range of 0.16-0.85, with a general value, for all items, of 0.88. 

This reflects high consistency in using the questionnaire and the study’s reliability.  Overall, 

the study’s validity and reliability tests indicate consistency and reproducibility of the 

research design and application, and the study result’s high level of trustworthiness.  

Factor No. of Items Alpha 

Culture 10 0.85 

Human needs 5 0.61 

Freedom 3 0.16 

Trust 2 0.48 

All items 
20 0.88 

 

Table 4: Cronbach's Alpha for the survey factors and all items. 
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1.1.3       Means and ranks of all factors 

Table 5, below, shows mean values, according to their ranks of importance to the audience, 

of all study factors. The Human Needs Factor has a mean value of 2.51 (ranked 1), the 

Freedom Factor has a mean value of 2.45 (ranked 2), the Trust Factor has a mean value of 

2.37 (ranked 3), and the Culture Factor has a mean value of 2.29 (ranked 4). 

 

Factor Mean Rank 

Culture (Traditions, Religion & Customs) 
2.29 

4 

Human Needs (Entertainments & Sex) 
2.51 1 

Freedom (Government & Religion) 
2.45 2 

Trust (Believed & Confidence) 
2.37 3 

Mean Value of all Factors 
2.38 --- 

 

Table 5: Means and ranks of all factors. 

 

1.1.4  Differences between the sample’s groups  

1.1.4.1     Sample group statistical differences in factors by nationality 

The following Table 6 shows statistical differences between the Saudi and Egyptian 

respondents as a result of the factors of culture, human needs, freedom, and trust.  

Factors Nationality N. Mean 
Std. 

Deviation 
T-Value Sig. 

Culture (Traditions, 

Religion & Customs) 

Saudis 132 1.98 0.61 

7.46 

0.000 

(0.01) 

  

Egyptians 120 2.64 0.77   
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Human Needs 

(Entertainments & 

Sex) 

Saudis 131 2.30 0.82 

4.31 

0.000 

(0.01) 

  

Egyptians 120 2.74 0.77   

Freedom (Government 

& Religion) 

Saudis 131 2.30 0.72 

3.11 

0.002 

(0.01) 

  

Egyptians 120 2.61 0.82   

Trust (Believed & 

Confidence) 

Saudis 131 2.03 0.85 

5.98 

0.000 

(0.01) 

  

Egyptians 120 2.74 1.01   

All Factors 

Saudis 132 2.11 0.55 

7.24 

0.000 

(0.01) 

  

Egyptians 120 2.67 0.67   

 

Table6: T-test results of the differences between the respondents by nationality. 

 

From Table 6, it appears that T-values are significant at P 0.01 and less within the 

factors of culture, human needs, freedom, trust, as well as the total T-value of all 

factors, indicating the difference is significant, between the sample’s Saudi and 

Egyptian groups, in favor of the latter.  

 

 

1.1.4.2   Sample group statistical differences in factors by age 

 

The following Table 7 shows statistical differences between the sample age groups and 

within the age groups of the respondents, as a result of the factors of culture, human needs, 

freedom, and trust.  
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Factors Source 
Sum of 

Squares 
N. 

Mean 

Square 
F Sig. 

  

Culture (Traditions, 

Religion & Customs) 

Between Groups 3.85 2 1.92 

3.34 

0.037 

(0.05) 

  

Within Groups 142.43 247 0.58   

Human Needs 

(Entertainments & 

Sex) 

Between Groups 1.06 2 0.53 

0.77 

0.465 

(NS) 

  

Within Groups 169.97 246 0.69   

Freedom 

(Government & 

Religion) 

Between Groups 0.59 2 0.30 

0.48 

0.620 

(N. S.) 

  

Within Groups 152.22 246 0.62   

Trust (Believed & 

Confidence) 

Between Groups 15.41 2 7.70 

8.28 

0.000 

(0.01) 

  

Within Groups 228.98 246 0.93   

All Factors 

Between Groups 3.07 2 1.53 

3.48 

0.032 

(0.05) 

  

Within Groups 108.72 247 0.44   

 

Table 7:  One Way Analysis of Variance of the differences by age 

 

Table 7, above, shows F values are not significant for the two factors of human needs 

and freedom, indicating non-significance of differences between the age group samples 

within the same factors. On the other side, the table shows that F values are significant 

at P 0.05 and less concerning the other two factors of culture and trust, as well as the 

mean value of all factors. This indicates that the differences are significant between the 

respondents’ responses within those factors, as related to their age. In order to identify 

the source of such differences, Scheffe test was used, as indicated in Table 8, below. 
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Factors Age Mean 
20 – 34 

years 

35 – 49 

years 

50 and 

more 

Difference in 

Favor of 

Culture** 

20 – 34 years 2.19     

35 – 49 years 2.45 *   35 – 49 years 

50 and more 2.44     

Trust 

20 – 34 years 2.19     

35 – 49 years 2.67 *   35 – 49 years 

50 and more 2.79 *   50 and more 

Mean Value of 

Two Factors ** 

20 – 34 years 2.29     

35 – 49 years 2.51 *   35 – 49 years 

50 and more 2.54     

* Indicates significant (P 0.05) differences which are shown in the table. 

** LSD test was used to identify sources of differences that could not be identified by Scheffe test. 

Table 8. Results of Scheffe and LSD tests for the culture and trust factors by age. 

From the above table, it appears that the differences are significant at P 0.05 and less as 

follows: 

1. There are significant differences, within the culture factor, between individuals of the age 

group of 20-34 and 35-49, in favor of the latter.  

2. There are significant differences, within the trust factor, between individuals of the age 

groups of 20-34 and 35-49, in favor of the latter. Moreover, there are significant differences, 

within the same factor, between individuals of the age group of 20-34 and 50 or more, in 

favor of the latter.  

3. There are significant differences, within the mean value of the two factors, between 

individuals of the age group of 20-34 and 35-49, in favor of the latter. 
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1.1.4.3        Sample group statistical differences in factors by sex 

Table 9, below, shows statistical differences between the sample sex groups of the 

respondents, as a result of the factors of culture, human needs, freedom, and trust.  

 

Factors Sex N Mean 
Std. 

Deviation 
T-value Sig. 

Culture (Traditions, Religion 

& Customs) 

Male 159 2.20 0.79 

2.67 

0.008 

(0.01) 

  

Female 92 2.46 0.70   

Human needs (entertainments 

& Sex) 

Male 158 2.62 0.83 

2.66 

0.008 

(0.01) 

  

Female 92 2.33 0.79   

Freedom (Government & 

Religion) 

Male 158 2.44 0.78 

0.44 

0.660 

(N. S.) 

  

Female 92 2.48 0.78   

Trust (Believed & 

Confidence) 

Male 158 2.27 1.00 

2.18 

0.030 

(0.05) 

  

Female 92 2.55 0.96   

All Factors 

Male 159 2.34 0.69 

1.12 

0.264 

(N. S.) 

  

Female 92 2.44 0.63   

 

Table9 T-test results of the differences between the respondents by sex. 

From Table 9, it appears that T-values are significant at P 0.05 and less within the two 

factors of culture and trust. This indicates significant differences, within the same 

factors, between the male and female groups, in favor of the latter. On the other hand, 

the table shows a significant T value at P 0.05 and less, within the human need factor. 

This indicates significant differences between the male and female groups, in favor of 
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the males. However, the table shows non-significant T value within the freedom factor 

and the total of the all factors.  

 

1.1.4.4   Sample group statistical differences in factors by marital status 

 

The following Table 10 shows statistical differences between the sample marital status 

groups and within the groups of the respondents, as a result of the factors of culture, human 

needs, freedom, and trust.  

Factors Source 
Sum of 

Squares 
df 

Mean 

Square 
F Sig. 

  

Culture (Traditions, 

Religion & Customs) 

Between Groups 6.40 2 3.20 

5.70 

0.004 

(0.01) 

  

Within Groups 139.23 248 0.56   

Human needs 

(entertainments & Sex) 

Between Groups 4.17 2 2.09 

3.10 

0.047 

(0.05) 

  

Within Groups 166.37 247 0.67   

Freedom (Government 

& Religion) 

Between Groups 6.80 2 3.40 

5.81 

0.003 

(0.01) 

  

Within Groups 144.71 247 0.59   

Trust (Believed & 

Confidence) 

Between Groups 4.33 2 2.16 

2.22 

0.110 

(N. S.) 

  

Within Groups 240.20 247 0.97   

All Factors 

Between Groups 5.32 2 2.66 

6.25 

0.002 

(0.01) 

  

Within Groups 105.52 248 0.43   

 

Table 10.  One Way Analysis of Variance of the differences by marital status. 

 

Table 10, above, shows F values are not significant for the trust factor, indicating non-

significance of differences between the sample groups by their marital status. On the 
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other side, the table shows that F values are significant at P 0.05 and less concerning the 

other three factors of culture, human needs, and freedom, as well as the total of all 

factors. This indicates that the differences are significant between the respondents’ 

responses within those factors, as related to their marital status. In order to identify the 

source of such differences, Scheffe test was used, as indicated in Table 11, below. 

 

Factors 
Marital 

Status 
Mean Married Single Divorced 

Difference 

in Favor of 

Culture 

Married 2.28     

Single 2.26     

Divorced 3.18 * *  Divorced 

Human needs 

Married 2.44     

Single 2.35     

Divorced 3.18 * *  Divorced 

Freedom 

Married 2.35     

Single 2.48     

Divorced 3.29 * *  Divorced 

All Three Factors 

Married 2.34     

Single 2.37     

Divorced 3.18 * *  Divorced 

* Indicates significant (P 0.05) differences which are shown in the table. 

Table 11.  Results of Scheffe test for the factors of culture, human needs, and freedom, by marital status. 
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Table 11, above, shows significant differences (at P 0.05 and less) within the three factors of 

culture, human needs, and freedom, as well as the mean value  of the three factors, between 

the married, single, and divorced groups, in favor of the latter.  

1.1.4.5   Sample group statistical differences in factors by education level 

Table 12 shows statistical differences between the sample education level groups and within 

the groups of the respondents, as a result of the factors of culture, human needs, freedom, and 

trust.  

Factors Source 
Sum of 

Squares 
df 

Mean 

Square 
F Sig. 

  

Culture (Traditions, 

Religion & Customs) 

Between Groups 6.41 3 2.14 

3.78 

0.011 

(0.01) 

  

Within Groups 140.41 248 0.57   

Human needs 

(entertainments & Sex) 

Between Groups 7.50 3 2.50 

3.78 

0.011 

(0.01) 

  

Within Groups 163.55 247 0.66   

Freedom (Government 

& Religion) 

Between Groups 5.87 3 1.96 

3.27 

0.022 

(0.05) 

  

Within Groups 147.75 247 0.60   

Trust (Believed & 

Confidence) 

Between Groups 7.59 3 2.53 

2.62 

0.052 

(0.05) 

  

Within Groups 238.83 247 0.97   

All Factors 

Between Groups 6.64 3 2.22 

5.21 

0.002 

(0.01) 

  

Within Groups 105.36 248 0.43   

 

Table12.  One Way Analysis of Variance of the differences by education level. 

Table 12, above, shows that F values are significant (at P 0.05 and less) concerning all 

factors, as well as the mean value of all factors. This indicates that the differences are 

significant between the respondents’ responses within the factors, as related to their 
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education level. In order to identify the source of such differences, Scheffe test was 

used, as indicated in Table 13, below. 

Factors Education level Mean 
Secondar

y and less 
Bachelor Postgraduate Other 

Difference in 

Favor of 

Culture** 

Secondary and 

less 
2.24      

Bachelor 2.25      

Postgraduate 2.66  *   Postgraduate 

Other 3.08 * *   Other 

Human 

needs** 

Secondary and 

less 
2.42      

Bachelor 2.46      

Postgraduate 2.95 * *   Postgraduate 

Other 3.30 * *   Other 

Freedom** 

Secondary and 

less 
2.30      

Bachelor 2.42      

Postgraduate 2.75      

Other 3.22 * *   Other 

Trust** 

Secondary and 

less 
2.33      

Bachelor 2.32      

Postgraduate 2.91  *   Postgraduate 

Other 3.00      
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Total of 

All Factors 

Secondary and 

less 
2.30      

Bachelor 2.33      

Postgraduate 2.77      

Other 3.15 * *   Other 

* Indicates significant (P 0.05) differences which are shown in the table. 

** LSD test was used to identify sources of differences that could not be identified by Scheffe test. 

Table 13. Results of Scheffe and LSD tests for all factors by education level. 

From the above table, it appears that the differences are significant at P 0.05 and less as 

follows: 

1. There are significant differences, within the culture factor, between individuals of the 

bachelor degree and postgraduate groups, in favor of the latter. Moreover, there are 

significant differences, within the culture factor, between the two groups of secondary and 

less and bachelor degree on one hand, and the others group, in favor of the latter. 

2. There are significant differences, within the human needs factor, between the two groups 

of secondary and less and bachelor degree on one hand, and the postgraduate group, in favor 

of the latter. Moreover, there are significant differences, within the human needs factor, 

between the two groups of secondary and less and bachelor degree on one hand, and the 

others group, in favor of the latter. 

3. There are significant differences, within the freedom factor, between the two groups of 

secondary and less and bachelor degree on one hand, and the others group, in favor of the 

latter. 

4. There are significant differences, within the trust factor, between individuals of the 

bachelor degree and postgraduate groups, in favor of the latter. 

5. There are significant differences, within the mean value of all factors, between the two 

groups of secondary and less and bachelor degree on one hand, and the others group, in favor 

of the latter. 
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1.2  Almajd Satellite TV Channel 

1.2.1  Validity  

As shown in Table 14 below, the correlation coefficient between all questionnaire items and 

the factors is positive and statistically significant at 0.01 P level and less.  Accordingly, all 

items (responses) are consistent and valid in their correlation with the factors affecting them. 

These results indicate the study’s internal consistency and its ability for conducting field 

practice. 

 

Factor Items Correlation Items Correlation 

Culture 1 0.4911** 6 0.4674** 

 2 0.7020** 7 0.5375** 

 3 0.5639** 8 0.3613** 

 4 0.4021** 9 0.5060** 

 5    0.2002   

Human Needs 10 0.2818* 12 0.7870** 

 11 0.7373**   

Freedom 13 0.7231** 14 0.6067** 

Trust 15 0.8675** 17 0.6300** 

 
16 0.7791**   

** Correlation is significant at P 0.01 and less (2-tailed( 

 

Table  14. Pearson’s Correlation Coefficient between the study factors and items. 

Table 15, below, shows correlation coefficients between the study factors as being significant 

at P 0.01 and less. 

 

Factor Correlation 

Culture 0.8673** 

Human needs 0.5568** 

Freedom 0.4759** 

Trust 0.7093** 

** Correlation is significant at the P 0.01 and less (2-tailed(. 

 
Table 15. Pearson’s Correlation Coefficient between the study factors. 
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1.2.2   Reliability 

Table 16, below, shows that Cronbach’s Alpha measure of the internal consistency/reliability 

of the effects of factors has a range of 0.17-0.70, with a general value, for all items, of 0.71. 

This reflects high consistency in using the questionnaire and the study’s reliability.   

Factor No. of Items Alpha 

Culture 9 0.61 

Human Needs 3 0.17 

Freedom 2 0.22 

Trust 3 0.70 

All Items 
17 0.71 

 

Table 16. Cronbach's Alpha for the survey factors and all items. 

Overall, the study’s validity and reliability tests indicate consistency and reproducibility of 

the research design and application, and the study result’s high level of trustworthiness. 

1.2.3       Means and ranks of all factors 

Table 17, below, shows the mean values, according to their ranks of importance to the 

audience, of all study factors. The trust factor has a mean value of 3.69 (ranked 1), the culture 

factor has a mean value of 3.55 (ranked 2), the freedom factor has a mean value of 3.29 

(ranked 3), and the human needs factor has a mean value of 2.90 (ranked 4). 

Factor Mean Rank 

Culture (Traditions, Religion & Customs) 
3.55 

2 

Human needs (Entertainments & Sex) 
2.90 4 

Freedom (Government & Religion) 
3.29 3 

Trust (Believed & Confidence) 
3.69 1 

All Factors 
3.43 --- 

 

Table 17. Means and ranks of all factors. 
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1.2.4  Differences between the sample’s groups  

1.2.4.1     Sample group statistical differences in factors by nationality 

The following Table 18 shows statistical differences between the Saudi and Egyptian 

respondents as a result of the factors of culture, human needs, freedom, and trust.  

Factors Nationality N. Mean 
Std. 

Deviation 
T-value Sig. 

Culture (Traditions, 

Religion & Customs) 

Saudis 146 3.60 0.43 

1.34 

0.180 

(N. S.) 

  

Egyptians 205 3.52 0.56   

Human needs 

(entertainments & 

Sex) 

Saudis 146 3.26 0.67 

9.21 

0.000 

(0.01) 

  

Egyptians 205 2.64 0.56   

Freedom (Government 

& Religion) 

Saudis 146 3.31 0.60 

0.65 

0.517 

(N. S.) 

  

Egyptians 205 3.27 0.63   

Trust (Believed & 

Confidence) 

Saudis 146 3.92 0.68 

5.86 

0.000 

(0.01) 

  

Egyptians 205 3.52 0.60   

All Factors 

Saudis 146 3.56 0.37 

5.56 

0.000 

(0.01) 

  

Egyptians 205 3.34 0.37   

 

Table 18. T-test results of the differences between the respondents by nationality. 

 

From Table 18, it appears that T-values are insignificant at P 0.01 and less within the 

factors of culture and freedom, indicating the difference is insignificant between the 

sample’s Saudi and Egyptian groups. However, the table shows T-values are significant 

at P 0.01 and less within the factors of human needs and trust, as well as the total of all 
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factors, indicating the difference is significant between the sample’s Saudi and Egyptian 

groups in favor of the Saudi group. 

  

1.2.4.2       Sample group statistical differences in factors by age 

The following Table 19 shows statistical differences between the sample age groups and 

within the age groups of the respondents, as a result of the factors of culture, human needs, 

freedom, and trust.  

Factors Source 
Sum of 

Squares 
df 

Mean 

Square 
F Sig. 

  

Culture (Traditions, 

Religion & Customs) 

Between Groups 3.39 2 1.69 

6.68 

0.001 

(0.01) 

  

Within Groups 87.91 347 0.25   

Human needs 

(Entertainments & 

Sex) 

Between Groups 1.79 2 0.90 

1.94 

0.145 

(N. S.) 

  

Within Groups 160.14 347 0.46   

Freedom 

(Government & 

Religion) 

Between Groups 0.88 2 0.44 

1.17 

0.313 

(N. S.) 

  

Within Groups 131.58 347 0.38   

Trust (Believed & 

Confidence) 

Between Groups 0.42 2 0.21 

0.47 

0.623 

(N. S.) 

  

Within Groups 152.32 347 0.44   

All Factors 

Between Groups 1.41 2 0.71 

4.82 

0.009 

(0.01) 

  

Within Groups 50.72 347 0.15   

 

Table 19.  One Way Analysis of Variance of the differences by age. 

Table 19, above, shows F values are not significant for the three factors of human needs, 

freedom and trust, indicating non-significance of differences between the age group 

samples within the same factors. On the other side, the table shows that F values are 
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significant at P 0.01 and less concerning the factor of culture, as well as the total of all 

factors. This indicates that the differences are significant between the respondents’ 

responses within the culture factor and the total of factors, as related to their age. In order 

to identify the source of such differences, Scheffe test was used, as indicated in Table 20, 

below. 

 

Factors Age Mean 
20 – 34 

years 

35 – 49 

years 

50 and 

more 

Difference in 

Favor of 

Culture 

20 – 34 years 3.63  * * 20 – 34 years 

35 – 49 years 3.46     

50 and more 3.38     

Total 

20 – 34 years 3.48  *  20 – 34 years 

35 – 49 years 3.36     

50 and more 3.34     

* Indicates significant (P0.05 and less) differences which are shown in the table. 

Table 20. Results of Scheffe tests for the culture factor and total of all factors by age. 

 

From the above table, it appears that the differences are significant at P0.05 and less as 

follows: 

1. There are significant differences, within the culture factor, between individuals of the age 

groups of 35-49 and 50 and more, on one side, and the age group of 20-34, on the other side, 

in favor of the latter.  

2. There are significant differences, within the total of factors, between individuals of the age 

groups of 35-49 and the age group of 20-34, in favor of the latter.  
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1.2.4.3        Sample group statistical differences in factors by sex 

Table 21, below, shows statistical differences between the sample sex groups of the 

respondents, as a result of the factors of culture, human needs, freedom, and trust.  

 

Factors Sex N Mean 
Std. 

Deviation 
T-value Sig. 

Culture (Traditions, 

Religion & Customs) 

Male 195 3.56 0.51 

0.20 

0.843 

(N. S.) 

  

Female 152 3.55 0.51   

Human needs 

(Entertainments & Sex) 

Male 195 2.87 0.67 

1.13 

0.258 

(N. S.) 

  

Female 152 2.95 0.70   

Freedom (Government & 

Religion) 

Male 195 3.34 0.60 

2.06 

0.040 

(0.05) 

  

Female 152 3.20 0.62   

Trust (Believed & 

Confidence) 

Male 195 3.65 0.67 

1.57 

0.117 

(N. S.) 

  

Female 152 3.76 0.62   

All Factors 

Male 195 3.43 0.39 

0.30 

0.763 

(N. S.) 

  

Female 152 3.44 0.38   

 

Table 21. T-test results of the differences between the respondents by sex. 

 

From Table 21, it appears that T-values are insignificant at P 0.05 and less within the 

two factors of culture, human needs, and trust, as well as the total of all factors. This 

indicates insignificant differences, within the same factors, between the male and 

female groups. On the other hand, the table shows a significant T value at P 0.05 and 
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less, within the freedom factor. This indicates significant differences between the male 

and female groups, in favor of the males.  

 

1.2.4.4       Sample group statistical differences in factors by marital status 

The following Table 22 shows statistical differences between the sample marital status 

groups and within the groups of the respondents, as a result of the factors of culture, human 

needs, freedom, and trust.  

 

Factors Source 
Sum of 

Squares 
df 

Mean 

Square 
F Sig. 

  

Culture (Traditions, 

Religion & Customs) 

Between Groups 0.70 2 0.35 

1.33 

0.266 

(N. S.) 

  

Within Groups 91.00 344 0.27   

Human needs 

(Entertainments & 

Sex) 

Between Groups 1.82 2 0.91 

2.00 

0.137 

(N. S.) 

  

Within Groups 156.65 344 0.46   

Freedom 

(Government & 

Religion) 

Between Groups 1.99 2 1.00 

2.62 

0.074 

(N. S.) 

  

Within Groups 130.73 344 0.38   

Trust (Believed & 

Confidence) 

Between Groups 2.72 2 1.36 

3.12 

0.045 

(0.05) 

  

Within Groups 150.01 344 0.44   

All Factors 

Between Groups 1.17 2 0.58 

3.96 

0.020 

(0.05) 

  

Within Groups 50.73 344 0.15   

 

Table 22.  One Way Analysis of Variance of the differences by marital status. 
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Table 22, above, shows F values are not significant for the factors of culture, human 

needs, and freedom, indicating non-significance of differences between the sample 

groups by their marital status. On the other side, the table shows that F values are 

significant at P 0.05 and less concerning the trust factor, as well as the total of all factors. 

This indicates that the differences are significant between the respondents’ responses 

within those factors, as related to their marital status. In order to identify the source of 

such differences, Scheffe test was used, as indicated in Table 42, below. 

 

Factors 
Marital 

Status 
Mean Married Single Divorced 

Difference 

in Favor 

of 

Trust 

Married 3.61     

Single 3.80 *   Single 

Divorced 3.62     

Total 

Married 3.38     

Single 3.50 *   Single 

Divorced 3.43     

* Indicates significant (P 0.05) differences which are shown in the table. 

Table 23.  Results of Scheffe test for the factors of trust and the total of factors, by marital status. 

 

Table 23, above, shows significant differences (at P 0.05 and less) within the trust factor and 

the total of, between the married and single groups, in favor of the latter.  

1.2.4.5      Sample group statistical differences in factors by education level 

Table 24 shows statistical differences between the sample education level groups and within 

the groups of the respondents, as a result of the factors of culture, human needs, freedom, and 

trust.  
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Factors Source 
Sum of 

Squares 
df 

Mean 

Square 
F Sig. 

  

Culture (Traditions, 

Religion & Customs) 

Between Groups 3.16 3 1.05 

4.11 

0.007 

(0.01) 

  

Within Groups 88.75 347 0.26   

Human needs 

(Entertainments & Sex) 

Between Groups 6.28 3 2.09 

4.67 

0.003 

(0.01) 

  

Within Groups 155.70 347 0.45   

Freedom (Government 

& Religion) 

Between Groups 1.61 3 0.54 

1.41 

0.239 

(N. S.) 

  

Within Groups 131.37 347 0.38   

Trust (Believed & 

Confidence) 

Between Groups 4.11 3 1.37 

3.19 

0.024 

(0.05) 

  

Within Groups 149.10 347 0.43   

Total 

Between Groups 1.53 3 0.51 

3.48 

0.016 

(0.05) 

  

Within Groups 50.84 347 0.15   

 

Table 24.  One Way Analysis of Variance of the differences by education level. 

 

Table 24, above, shows that F values are insignificant concerning the freedom factor. 

This indicates that the differences are insignificant between the respondents’ responses 

within the factor, as related to their education level. However, the table shows that F 

values are significant within the three factors of culture, human needs, and trust, as well 

as the total of all factors. This indicates that the differences are significant between the 

respondents’ responses within the three factors, as related to their education level. In 

order to identify the source of such differences, Scheffe test was used, as indicated in 

Table 25, below. 
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Factors 
Education 

level 
Mean 

Secondary 

and less 

B
a

ch
elo

r
 

Postgraduate 

O
th

er
 

Difference in 

Favor of 

Culture 

Secondary and 

less 
3.44      

Bachelor 3.57      

Postgraduate 3.78 *    Postgraduate 

Other 3.16      

Human needs 

Secondary and 

less 
2.81      

Bachelor 2.96   *  Bachelor 

Postgraduate 2.48      

Other 2.83      

Trust** 

Secondary and 

less 
3.50      

Bachelor 3.75 *    Bachelor 

Postgraduate 3.53      

Other 3.39      

Total** 

Secondary and 

less 
3.31      

Bachelor 3.46 *    Bachelor 

Postgraduate 3.47      

Other 3.17      

* Indicates significant (P 0.05) differences which are shown in the table.    ** LSD test was used to identify sources of 

differences that could not be identified by Scheffe test. 

Table 25. Results of Scheffe and LSD tests for all factors by education level. 
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From the above table, it appears that the differences are significant at P 0.05 and less as 

follows: 

1. There are significant differences, within the culture factor, between individuals with the 

secondary and less education and the postgraduate group, in favor of the latter.  

2. There are significant differences, within the human needs factor, between the postgraduate 

group and the bachelor degree, in favor of the latter.  

3. There are significant differences, within the trust factor, between the two groups of 

secondary and less and bachelor degree on one hand, in favor of the latter. 

4. There are significant differences, within the mean value of all factors, between the two 

groups of secondary and less and bachelor degree, in favor of the latter. 

 

1.3   Aljazeera Satellite TV Channel  

1.3.1      Validity & Reliability 

As shown in Table 26 below, the correlation coefficient between all questionnaire items and 

the factors is positive and statistically significant at 0.01 P level and less.  Accordingly, all 

items (responses) are consistent and valid in their correlation with the factors affecting them. 

These results indicate the study’s internal consistency and its ability for conducting field 

practice. 

Factor Items Correlation Items Correlation 

Culture 
1 0.7414** 3 0.8679** 

2 0.7914** 4 0.8404** 

Human Needs 
5 0.6816** 7 0.7376** 

6 0.5061** 8 0.6566** 

Freedom 
9 0.7520** 11 0.8154** 

10 0.8562**   

Trust 
12 0.8199** 14 0.8075** 

13 0.8425** 15 0.8446** 

** Correlation is significant at the 0.01 level (2-tailed( 

 

Table 26. Pearson’s Correlation Coefficient between the study factors and items. 
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Table27, below, shows Pearson’s Correlation Coefficient significance at the two P levels of  

0.01 and 0.05 between the study items. Most items were significantly correlated at P 0.01 and 

less.  

Items Correlation Items Correlation Items Correlation 

1 0.5840** 6 0.6335** 11 0.6197** 

2 0.7456** 7 0.5007** 12 0.7567** 

3 0.7994** 8 0.2918* 13 0.7959** 

4 0.8718** 9 0.8278** 14 0.7734** 

5 0.6438** 10 0.7340** 15 0.7606** 

 * Correlation is significant at the 0.05 level and less (2-tailed(. 

 ** Correlation is significant at the 0.01 level and less (2-tailed(. 

 
Table 27: Pearson’s Correlation Coefficient in between the survey items (n=50). 

 

Table 28, below, shows correlation coefficients between the study factors as being significant 

at P 0.01 and less. 

 

Factor Correlation 

Culture 0.9323** 

Human Needs 0.7731** 

Freedom 0.8780** 

Trust 0.9331** 

** Correlation is significant at the P 0.01 and less (2-tailed(. 

 
Table 28: Pearson’s Correlation Coefficient between the study factors. 

 

1.3.2       Means and ranks of all factors 

 

Table29, below, shows the mean values, according to their ranks of importance to the 

audience, of all study factors. The human needs factor has a mean value of 4.01 (ranked 1), 

the freedom factor has a mean value of 3.59 (ranked 2), the trust factor has a mean value of 

3.49 (ranked 3), and the culture factor has a mean value of 3.33 (ranked 4). 
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Factor Mean Rank 

Culture (Traditions, Religion & Customs) 
3.33 

4 

Human Needs (Entertainments & Sex) 
4.01 1 

Freedom (Government & Religion) 
3.59 2 

Trust (Believed & Confidence) 
3.49 3 

All Factors 
3.61 --- 

 

Table 29. Means and ranks of all factors. 

 

1.3.3  Differences between the sample’s groups  

1.3.3.1    Sample group statistical differences in factors by nationality 

The following Table 30 shows statistical differences between the Saudi and Egyptian 

respondents as a result of the factors of culture, human needs, freedom, and trust.  

 

Factors Nationality N. Mean 
Std. 

Deviation 
T-value Sig. 

Culture (Traditions, 

Religion & Customs) 

Saudis 145 3.12 0.59 

4.64 

0.000 

(0.01) 

  

Egyptians 213 3.47 0.85   

Human Needs 

(Entertainments & 

Sex) 

Saudis 145 3.86 0.64 

3.54 

0.000 

(0.01) 

  

Egyptians 213 4.11 0.66   

Freedom (Government 

& Religion) 

Saudis 145 3.22 0.73 

7.02 

0.000 

(0.01) 

  

Egyptians 213 3.84 0.94   
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Trust (Believed & 

Confidence) 

Saudis 145 3.29 0.77 

3.70 

0.000 

(0.01) 

  

Egyptians 213 3.64 1.02   

All Factors 

Saudis 145 3.38 0.49 

5.78 

0.000 

(0.01) 

  

Egyptians 213 3.76 0.74   

 

Table 30. T-test results of the differences between the respondents by nationality. 

 

From Table 30, it appears that T-values are insignificant at P 0.01 and less within the 

factors of culture, human needs, freedom, and trust, as well as the totals of all factors; 

indicating the differences are significant between the sample’s Saudi and Egyptian 

groups, in favor of the Egyptian group. 

  

1.3.3.2    Sample group statistical differences in factors by age 

The following Table 31 shows statistical differences between the sample age groups and 

within the age groups of the respondents, as a result of the factors of culture, human needs, 

freedom, and trust.  

Factors Source 
Sum of 

Squares 
df 

Mean 

Square 
F Sig. 

  

Culture (Traditions, 

Religion & Customs) 

Between Groups 0.81 2 0.41 

0.67 

0.511 

(N. S.) 

  

Within Groups 212.26 353 0.60   

Human needs 

(entertainments & 

Sex) 

Between Groups 0.03 2 0.02 

0.03 

0.967 

(N. S.) 

  

Within Groups 157.22 353 0.45   

Freedom 

(Government & 

Religion) 

Between Groups 0.37 2 0.19 

0.22 

0.800 

(N. S.) 

  

Within Groups 295.04 353 0.84   
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Trust (Believed & 

Confidence) 

Between Groups 2.61 2 1.30 

1.47 

0.231 

(N. S.) 

  

Within Groups 312.73 353 0.89   

All Factors 

Between Groups 0.25 2 0.12 

0.27 

0.767 

(N. S.) 

  

Within Groups 163.18 353 0.46   

 

Table 31.  One Way Analysis of Variance of the differences by age. 

Table 31, above, shows F values are not significant for the three factors of culture, 

human needs, freedom and trust, as well as the total of all; factors; indicating non-

significance of differences between the age group samples within the same factors.  

 

 

1.3.3.3    Sample group statistical differences in factors by sex 

Table 32, below, shows statistical differences between the sample sex groups of the 

respondents, as a result of the factors of culture, human needs, freedom, and trust.  

 

Factors Sex N. Mean 
Std. 

Deviation 
T-value Sig. 

Culture (Traditions, 

Religion & Customs) 

Male 218 3.32 0.76 

0.30 

0.766 

(N. S.) 

  

Female 136 3.35 0.79   

Human Needs 

(Entertainments & 

Sex) 

Male 218 3.91 0.71 

3.65 

0.000 

(0.01) 

  

Female 136 4.16 0.57   

Freedom (Government 

& Religion) 

Male 218 3.62 0.90 

0.68 

0.497 

(N. S.) 

  

Female 136 3.55 0.91   
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Trust (Believed & 

Confidence) 

Male 218 3.55 0.92 

1.36 

0.176 

(N. S.) 

  

Female 136 3.41 0.97   

All Factors 

Male 218 3.60 0.67 

0.29 

0.769 

(N. S.) 

  

Female 136 3.62 0.68   

 

Table 32. T-test results of the differences between the respondents by sex. 

 

From Table 32, it appears that T-values are insignificant within the factors of culture, 

freedom, and trust, as well as the total of all factors. This indicates insignificant 

differences, within the same factors, between the male and female groups. On the other 

hand, the table shows a significant T value at P 0.01 and less, within the human needs 

factor. This indicates significant differences between the male and female groups, in 

favor of the females.  

 

1.3.3.4    Sample group statistical differences in factors by marital status 

The following Table 33 shows statistical differences between the sample marital status 

groups and within the groups of the respondents, as a result of the factors of culture, human 

needs, freedom, and trust.  

Factors Source 
Sum of 

Squares 
df 

Mean 

Square 
F Sig. 

  

Culture (Traditions, 

Religion & Customs) 

Between Groups 2.09 2 1.04 

1.74 

0.176 

(N. S.) 

  

Within Groups 208.78 349 0.60   

Human Needs 

(Entertainments & 

Sex) 

Between Groups 3.06 2 1.53 

3.50 

0.031 

(0.05) 

  

Within Groups 152.87 349 0.44   
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Freedom 

(Government & 

Religion) 

Between Groups 3.62 2 1.81 

2.19 

0.114 

(N. S.) 

  

Within Groups 288.38 349 0.83   

Trust (Believed & 

Confidence) 

Between Groups 1.40 2 0.70 

0.79 

0.457 

(N. S.) 

  

Within Groups 310.73 349 0.89   

All Factors 

Between Groups 2.26 2 1.13 

2.48 

0.085 

(N. S.) 

  

Within Groups 158.99 349 0.46   

 

Table 33.  One Way Analysis of Variance of the differences by marital status. 

Table 33, above, shows F values are not significant for the factors of culture, freedom, 

and trust, as well as the total of all factors; indicating non-significance of differences 

between the sample groups by their marital status. On the other side, the table shows that 

F values are significant at P 0.05 and less concerning the human needs factor. This 

indicates that the differences are significant between the respondents’ responses within 

this factor, as related to their marital status. In order to identify the source of such 

differences, Scheffe test was used, as indicated in Table 34, below. 

 

Marital Status Mean Married Single Divorced 
Difference in 

Favor of 

Married 4.07  *  Married 

Single 3.89     

Divorced 4.11     

* Indicates significant (P 0.05) differences which are shown in the table. 

Table 34.  Results of Scheffe test for the factor of human needs, by marital status. 

Table 34 above, shows significant differences (at P 0.05 and less) within the human needs 

factor, between the single and married groups, in favor of the latter.  
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1.3.3.5    Sample group statistical differences in factors by education leve 

Table 35 shows statistical differences between the sample education level groups and within 

the groups of the respondents, as a result of the factors of culture, human needs, freedom, and 

trust.  

Factors Source 
Sum of 

Squares 
df 

Mean 

Square 
F Sig. 

  

Culture (Traditions, 

Religion & Customs) 

Between Groups 2.57 3 0.86 

1.43 

0.232 

(N. S.) 

  

Within Groups 210.51 353 0.60   

Human Needs 

(Entertainments & Sex) 

Between Groups 1.60 3 0.53 

1.21 

0.308 

(N. S.) 

  

Within Groups 155.90 353 0.44   

Freedom (Government & 

Religion) 

Between Groups 6.14 3 2.05 

2.50 

0.060 

(N. S.) 

  

Within Groups 289.29 353 0.82   

Trust (Believed & 

Confidence) 

Between Groups 4.32 3 1.44 

1.64 

0.181 

(N. S.) 

  

Within Groups 311.28 353 0.88   

All Factors 

Between Groups 2.80 3 0.94 

2.05 

0.106 

(N. S.) 

  

Within Groups 160.70 353 0.46   

 

Table 35.  One Way Analysis of Variance of the differences by education level. 

Table 35, above, shows that F values are insignificant concerning the culture, human 

needs, freedom and trust factors, as well as the total of all factors. This indicates that 

the differences are insignificant between the respondents’ responses within those 

factors, as related to their education level.  
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2.   Questionnaire  

 

2.1   LBC Satellite TV Channel 

 

)for statistical purposes onlyPersonal information ( 

1. Ages:     20 – 34 years      35 – 49 years       50 and more 

2. Sex:        Male                            Female  

3. Marital Status:     Married                      single                      divorced   

4. Nationality: _____________________ 

5. Education level:      

   Secondary and less     Bachelor       Postgraduate     Other ______________ 

 

Please encircle the answer that is most applicable to you: 

 

 

1 

Strongly agree 

2 

Agree 

3 

Neither agree nor disagree 

4 

Disagree 

5 

Strongly Disagree 

 

1.  LBC tends to broadcast information conflicting with my social culture 1 2 3 4 5 

2. I continuously watch realty TV programs on LBC such as Star Academy & Al-

Wadi 

1 2 3 4 5 

3. I admire the way participants of LBC realty TV programs speak and clothing, 

which motivate me to copy them 

1 2 3 4 5 
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4. I like watching LBC amusement programs such as belly dancing competitions 

and modelling   

1 2 3 4 5 

5. I am very keen to watch certain LBC presenters’ programs 1 2 3 4 5 

6. I do not see any conflict between LBC broadcasts and my social culture 1 2 3 4 5 

7. I am able to know more about new fashion styles through LBC presenters 1 2 3 4 5 

8. I feel fine in my copying of LBC presenters’ stylers of speech and clothing 1 2 3 4 5 

9. It’s acceptable for me to defer my prayer until I finish watching LBC proffered 

program 

1 2 3 4 5 

10. I like the way LBC presenters communicate with the audience 1 2 3 4 5 

11. I follow some LBC programs because of their attractive female/male 

presenters 

1 2 3 4 5 

12. I watch LBC because it helps me overcome loneliness 1 2 3 4 5 

13. I wish to have a partner who looks like an LBC presenter 1 2 3 4 5 

14. My watching of some LBC programs stimulates my sexual desire 1 2 3 4 5 

15. I watch LBC because it helps me relax 1 2 3 4 5 

16. If I had the opportunity I would participate in Star Academy program 1 2 3 4 5 

17. I can watch LBC whenever I want 1 2 3 4 5 

18. I may not watch certain LBC programs because they conflict with my religion 1 2 3 4 5 

19. I do not object children watch LBC programs 1 2 3 4 5 

20. I trust information broadcast through LBC cultural and scientific programs 1 2 3 4 5 
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2.2   Almajd Satellite TV Channel (General channel) 

 

)for statistical purposes onlyPersonal information ( 

 

1. Ages:     20 – 34 years      35 – 49 years       50 and more 

2. Sex:        Male                            Female  

3. Marital Status:     Married                      single                      divorced   

4. Nationality: _____________________ 

5. Education level:      

   Secondary and less     Bachelor       Postgraduate     Other _____________ 

 

Please encircle the answer that is most applicable to you: 

 

 

1 

Strongly agree 

2 

Agree 

3 

Neither agree nor disagree 

4 

Disagree 

5 

Strongly Disagree 

 

1.  I believe that Almajd represents my culture and traditions 1 2 3 4 5 

2. I object women’s appearance on Almajd TV screens 1 2 3 4 5 

3. I object using visual music items in Almajd programs 1 2 3 4 5 

4. I do not object women’s appearance on Almajd TV screens provided they 

cover their faces 

1 2 3 4 5 

5. I do not object hosting any mufti (religious authority) from outside Saudi 

Arabia 

1 2 3 4 5 
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6. Almajd is the only Arabic channel correctly broadcasting Islamic teachings 1 2 3 4 5 

7. The channel is right to allow commercial advertising for any company 1 2 3 4 5 

8. The Almajd is not right to broadcast whatever conflicting with my social 

culture 

1 2 3 4 5 

9. I do not object broadcasting other sects’ views that do not conform with 

Almajd’s usual views 

1 2 3 4 5 

10. I watch Almajd Channel because it helps me learn about my religion 1 2 3 4 5 

11. I watch Almajd Channel just to kill time 1 2 3 4 5 

12. I watch Almajd Channel for the sake amusement 1 2 3 4 5 

13. I do not object any religious notion broadcast on Al-Majd 1 2 3 4 5 

14. Almajd does not broadcast other political opinions 1 2 3 4 5 

15. I accept and execute all religious verdicats 1 2 3 4 5 

16. I trust all Almajd broadcast information through its cultural and news 

programs 

1 2 3 4 5 

17. I do not object introducing Almajd to my household 1 2 3 4 5 
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2.3    Aljazeera Satellite TV Channel 

 

)for statistical purposes onlyn (Personal informatio 

 

1. Ages:     20 – 34 years      35 – 49 years       50 and more 

2. Sex:        Male                            Female  

3. Marital Status:     Married                      single                      divorced   

4. Nationality: _____________________ 

5. Education level:      

   Secondary and less     Bachelor       Postgraduate     Other _____________ 

Please encircle the answer that is most applicable to you: 

 

 

1 

Strongly agree 

2 

Agree 

3 

Neither agree nor disagree 

4 

Disagree 

5 

Strongly Disagree 

 

1.  Aljazeera Channel broadcast contains information contradicting my social 

culture and traditions 

1 2 3 4 5 

2. Aljazeera Channel broadcasts news I seek 1 2 3 4 5 

3. I may accept all Aljazzera Channel’s broadcast of religious ideas 1 2 3 4 5 

4. Aljazeera Channel helps me hear various opinions 1 2 3 4 5 

5. I watch Aljazeera Channel because it helps me learn about myself and others 1 2 3 4 5 

6. I watch  Aljazeera Channel because it helps me know about the world events   1 2 3 4 5 
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7. Sometimes I feel attracted to a Aljazeera male/female  presenter who 

stimulates my sexual desire   

1 2 3 4 5 

8. I am keen to watch Aljazeera Channel because of a handsome/beautiful 

presenter 

1 2 3 4 5 

9. Aljazeera plays an important role in my knowledge of  world political issues 1 2 3 4 5 

10. I convey what I learn from Aljazeera to my friends without fear 1 2 3 4 5 

11. If I was asked to participate by phone in Aljazeera political program with 

my views, I would give my real name 

1 2 3 4 5 

12. I watch Aljazeera because it helps me from my personal political views 1 2 3 4 5 

13. I convey Aljazeera news to my friends and relatives because I trust such 

news 

1 2 3 4 5 

14. I praise Aljazeera for broadcasting different views of a conflict parties 1 2 3 4 5 

15. I am keen to continue listening to Aljazzera news because they are 

objectively broadcast 

1 2 3 4 5 
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3.  Interviews  

 

3.1   LBC Satellite channel 

3.1.1   Goals 

- The channel’s declared goals. 

- What are the circumstances surrounding the channel’s satellite launching?   

- Many intellectuals, critics, and clergymen criticise the channel with corruption of    

conservative Islamic and Arab societies. What do you think about that? 

3.1.2   The audience 

- Who are the audience targeted by the channel? 

- When the channel was founded, one of its former directors claimed that 65% of the Arab 

countries population are youths.  Therefore, I am interest in probing such audiences’ 

tendencies. What do you think about that? 

- It is clear that the channel broadcasts are set on Saudi zone time.  What do you think would 

be the reason behind that? 

3.13  Channel staff 

- When the channel needs to recruit staff, does it focus on their appearance or on their skills 

and qualifications? 

- Does beauty play an important role in recruiting those wishing to take over such roles while 

having equal qualifications? 

- Anyone who watches this channel’s programs, find that their presenters are very attractive, 

Is that deliberate? 

3.1.4   Programs 

- What are the grounds for accepting or rejecting program plans? 
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- One of the channel’s former directors claims that he was not interested in broadcasting any 

serious programs, rather only in amusement programs. What do you think about that? 

- Do you classify your channel more as a broadcaster of serious or amusement programs?  

- Reality TV programs are broadcast the same way as in the west, without considering the 

Arab culture.  What would be the reason? 

3.1.5   Finance 

- Does the channel achieve any reasonable profits? 

- We know that at the beginning of the satellite TV broadcastings, the channels’ sole income 

originated from commercials. In recent years, such an income has become more diversified 

in terms of sources such as SMS messaging and sponsorships. Have the commercials 

become at the bottom of the list of income sources? 

- What are the motives behind other companies sponsoring of programs of your channel? 

- Voting for reality TV programs, through SMS, has helped to bring considerable income to 

your channel. What do you think would be the reason for such success? 

- In case of a program of high return but with low quality, is such a program accepted by your 

management? 

 

3.2  Almjed Satellite channel 

3.2.1  Goals 

- The channel’s declared goals. 

- What are the circumstances surrounding the channel’s satellite launching.   

- Is the channel supported by the religious establishment, and why? 

- What are the grounds for the channel’s policy guidelines concerning issues of women and 

music? 
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- Why are women forbidden from appearing in your channel’s programs even if their faces 

were covered? 

3.2.2  The audience 

- Who are the audience targeted by the channel? 

- There was a broad argument over the issue of a woman that mistakenly appeared in the 

background of one of your documentary programs. Some of the worshippers had threatened 

to cancel their subscriptions in your channel. What is your view in this matter? 

- It is evident that your religious programs allow clergy of a common Saudi sect to participate 

in them. What would be the reason in your opinion? 

- What was the reason behind banning “Snafi” [Viagra] commercial? Would it be in conflict 

with the religion? 

- What are the standards you use to respond to the audiences views if they reject a program or 

a presenter’s style? What are your measures? 

3.2.3  Channel staff 

- When the channel needs to recruit staff, does it focus on their appearance, their views, or 

their skills and qualifications? 

- Does religiosity play an important role in recruiting those wishing to take over such roles 

while having equal qualifications? 

- It is evident that many channel’s staff members are religious. Is that deliberate? 

3.2.4   Programs 

- What are the grounds for accepting or rejecting program plans? 

- What programs are in the channel’s focus, and why? 

- Do you classify your channel more as a broadcaster of serious or amusement programs?  
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3.2.5  Finance 

- Does the channel achieve any reasonable profits? If not, how do you cover the financial 

gap? 

- We know that at the beginning of the satellite TV broadcastings, the channels’ sole income 

originated from commercials. In recent years, such an income has become more diversified 

in terms of sources such as SMS messaging and sponsorships. Have the commercials 

become at the bottom of the list of income sources? 

- What are the motives behind other companies sponsoring of programs of your channel? 

- In case of a program of high return but with low quality, is such a program accepted by your 

management? 

3.3  Aljazeera Satellite channel 

3.3.1   Goals 

- The channel’s declared goals. 

- What are the circumstances surrounding the channel’s satellite launching.  

 -  Al-Jazeera defines itself through the slogan of “The View, and the Other Views”. Why did 

your management choose such a slogan? 

- What are the grounds for your channel’s agenda? 

3.3.2   The audience 

- Who are the audience targeted by the channel? 

- Has the recent-years hot conflict between the channel and some Arab governments, and its 

influence on the Qatari government, affected the way your channel communicate its 

information to the audiences? 

- It is evident that Al-Jazeera programs cover some of the negative sides of some Arab 

government policies without indicating the positive ones (such as the case with the Saudi 

government), opposite to the case of the Syrian government.  What is your comment? 
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- Do you think there was a news broadcast by Al-Jazeera and not being believed by the 

audiences? Why? 

3.3.3   Channel staff 

- When the channel needs to recruit staff, does it focus on their beliefs, or their skills and 

qualifications? 

- Does the presenter’s appearance play an important role in recruiting those wishing to take 

over such roles while having equal qualifications? Why? 

3.3.4  Programs 

- What are the grounds for accepting or rejecting program plans? 

- What programs are in the channel’s focus, and why? 

- Do you classify your channel more as a broadcaster of programs preferred by the 

audiences? How? 

- Was Al-Jazeera able to reach the wider world audiences through covering the Afghan and 

Iraq wars? What is the real reason behind that? 

3.3.5   Finance 

- Advertisers in your channel are from Qatar only. Why? 

- Does the channel achieve any reasonable profits? If not, how do you cover the financial 

gap? 

- In case of a program of high return but with low quality, is such a program accepted by your 

management? 
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4. List of interviewees: 

 

4.1 Aljazeera Channel Interviews 

1. Waddah KHANFAR, Director-General of Aljazeera Network 

2. Ahmed al-SHEIKH, Editor-in-Chief 

3. Arif Ajjawy, Director of Programs 

4. Ayman Jaballah, Assistant Editor-in-Chief 

5. Ramzan al-NU’AIMY, First Director and Coordinator of Technical Operations  

6. Hasan al-RASHEEDY, Senior Producer in the Correspondence Section  

7. Rawan al-DHAMIN, Director and Producer, Department of Programs 

8. Nazar Dhaw-Alna’eem ABDULLAH, Editor of the “Behind the News” program and 

“Inside Story” English program.    

9. Employee at the News Department, Interviews Section  

 

4.2 LBC Channel Interviews 

1. Pierre el-Daher, Director-General 

2. Antoine Karam (Director of Programs) 

3. Said Hobeika (Director of Production) 

4. Lara ZALOUN, Head of Technical Department, Directorate of News 

5. Mazin LAHHAM, Executive Producer 

6. Elie SAAB, Chief Financial Officer 
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4.3 Almajd Channel Interviews 

1. Hamad Al-GHAMMAS (Chair of Administrative Board, Almajd Satellite TV Channels)   

2. Dr. Ahmed Al-SAQR, CEO of Almajd Satellite Channel Group 

3. Abdul-Aziz Al-SWEILIM, Director of Programs. 

4. Khalid Al-KHALAF, Director of Audio Recordings & Audio-Alternatives 

5. Rbei’an Al-RBEI’AN, Assistant-Director of Production 

6. Adil Al-MAJID, Former Assistant Director-General of Almajd Group (until 2009 

 

 

 


