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1 Introduction
Language is of paramount importance in all societies, that is, without language,
communication cannot take place. As such, problems and tension in societies cannot be
brought to an end without language as a channel of world-hood realities because the
transmission of human social values is determined by the use of language and its enabling
capability. It is through the subtle use of language and its persuasive techniques that one
can make others think, act and change their world views towards the intended direction
(Obuasi 2014).
The Republic of Cameroon is a multilingual country comprising some 289 ancestral
languages, of these, 277 are living and 6 are extinct. Among the living languages, 273 are
indigenous and 4 are not indigenous. These languages are spoken natively by some large
number of people; with some languages used by scores of people and a handful by close
to 400.000 (Simon Gary, Fennigs and Charles (2017) (see Kouega 2018; Ethnologue
Languages of the world 2022). Lingua franca (Cameroon Pidgin English) is mostly used
in the South West Region and two official languages (English and French) have official
status and are therefore used by the government for transactions (Simon, et al. 2018).
These official languages are the heritage of Franco-British rule in the country between the
end of the First World War and independence.
This

peculiar

communication.

heterogeneous

language

situation

does

not

facilitate

linguistic

On the contrary, it constitutes a major handicap to linguistic

communication in view of the absence of a nation-wide lingua franca that serves as a
common linguistic idiom. Cameroon Pidgin English (CPE) is widely used not only in the
North-West and South-West Regions but also in the Littoral and West Regions. Presently,
its influence is felt in several major towns of the Francophone Regions. In short, CPE is
used in telecommunication adverts, market-places, motor parks, the streets, railway
stations, churches as well as other informal situations. This “no man’s language” is very
present in the daily socio-economic lives of the people, a role it plays as far back as the
German colonial period (Wolf 2001).
This accounts why telecommunication companies in Cameroon make absolute use of
these multi-languagesin their effort to dominate in a highly competitive and dynamic
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market space . William, Hughs and Kapoor (1988) think that one of the major objectives
in business is to communicate directly or engagingly. Whether or not we are writing, trying
to convince, inform, entertain or explain, we always have two main objectives, namely; to
be read and to be understood. This is important in this study because using the languages
close to the people creates a particular effect resulting in change in attitudes and easy
comprehension. The main goal of this study is to account for the overwhelming success
of MTN that amounts to a wide gap from the other mobile telephone providers in
Cameroon, resulting to customer loyalty from a linguistic perspective.
2

Research questions
1. What are the linguistic strategies employed by MTN-Cameroon in customer
persuasion that has resulted to her success?.
2. How are the strategies employed.

3

Research hypothesis
1. MTN-Cameroon makes use of so many linguistic strategies that have resulted to it
success.
2. These strategies are used through text messages, billboards and leaflets

4 Review of related literature
There have been a limited of research studies in the advertising industry that have been
approached from a linguistic perspective. The better-known of those studies have
primarily focused on linguistic strategies used to evoke judgments, political debates, and
linguistic strategies used in cultural styles for persuasive discourse. The researcher in this
study clearly brought out the linguistic strategies used by telecommunications companies
in Cameroon specifically MTN-Cameroon.
5 Relevant Studies
Leech (1935) conducts a survey in relation to the language of headlines in advertisement.
Leech’s primary concern is analysing the specialised grammar of advertisement. He notes
the disjunctive nature of much of this language, and he detailed some of its salient
features. Among these are frequency of function words such as articles, auxiliaries, and
pronouns; a preference for nouns over verbs and adjectives; and heavy nominalisation

Nnoko, B. E.

4

e_AOPL Journal of Social Sciences, Vol. 1, No. 1, 2022
over predicative constructions. Working with the tradition of literary criticism, Leech also
describes advertisement language as a ‘subsidiary’ genre, arguing that in literature, the
advertisement writer often relies on unexpected strategies of novels and creative
exploitation of language within the predictable linguistic patterns and techniques. His
findings revealed that, the writer’s rhetorical aim (attracting and sustaining the reader’s
attention; making the advertisement memorable, and prompting the reader into
appropriate action) is met by systematically setting off a familiar genre with its linguistic
manifestations, or in other words, to apply the notion of systematic register variation to the
language of advertisement. Though his view is significant to this study, it differs in the
sense that his focus is on the advertisers and strategies used in novels. This study seeks
to establish the linguistic strategies MTN-Cameroon uses.
Geis (1982) concentrates extensively on the linguistic devices favoured by producers of
television (TV) commercials. Like the present study, data are collected using
questionnaires and interviews. He reviews some of the linguistic features that recur in the
language of TV advertising in the United States. This includes a detail study of the
comparative’s similes, noun compounds, and counts versus mass nouns. Geis views are
not only how advertisers use language but also how consumers are expected to interpret
it. This allows him to claim that his focus is essentially psycholinguistics in character; his
study could be more appropriately described as pragmatics since what he offers is
primarily a theory of communication rather than actual psycholinguistics experiments that
might test the comprehensiveness of TV commercials. As such, this relates to the present
studies in the sense that, the persistence communication of MTN advertisements on
media played a role in customers decision on making use her services.
Anne (2004) focuses on the linguistic strategies in political debate, with reference to Bush
and Kerry presidential debate. She observes that the linguistic strategies used in political
debates are somehow different compared to other contexts. This was done after the
administration of some questionnaires and interviews carried out. In the course of her
study, she discovers that the linguistic strategies are used in political rhetoric, politeness
strategies and propaganda language. Her findings revealed that politicians make use of
powerful language to lure the public in as much as businessmen too equally use powerful
Nnoko, B. E.
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language to win customers. Politicians use politeness to gain support from the audience
by showing that they are the most likable persons. The politeness strategy is relevant in
this study because it reveals that most businesses especially communication agencies
sometimes try to please their customers especially in cases of offense caused by the
communicators. The rationale is to gain customer loyalty. In these same lights, it gives
and insight on how linguistic strategies are categories, that is, linguistic strategies used in
political debate, cultural activities and social activities. There is therefore need to identify
the linguistic strategies MTN-Cameroon is using for customer persuasion.
Emil (2013) undertook a study on the analysis of linguistic strategies used to evoke moral
judgments, emotions and attitudes. A close study in the form of close reading of the
graphic novel 300 what was performed, taking note of five most frequent rhetorical devices
and analysing these with Sanford and Emmot (2012) model of rhetorical framework
processing. The results revealed that the novel made good use of the linguistic strategies
such as repetition, metaphor and anaphora, and that the linguistic strategies were
effective at increasing students memory on some concepts in the novel. The research is
relevant in this study because it presents some linguistic strategies that are used in
communication, which can be assessed in the study. Her study is different from this
because her focus is on linguistic strategies used to evoke moral judgements, emotions
and not in a communicative perspective.
Similar to Anne (2004), Lopez (2015) studied linguistic strategies in weight-loss
advertisement and discovered that words are the most powerful tool ever developed since
they do not only have the ability to communicate, but also to captivate, motivate and even
persuade. She examined the nature of language and advertising, as it primarily aims at
detecting persuasive elements and deceptive techniques within the most influential and
inexorable discourse: the advertising discourse. It catalogues the most common linguistic
strategies used in advertising campaigns, with a special focus on written texts. According
to the research carried out by the U.S. Federal Trade Commission, in 2003, weight-loss
products are one of the fastest-growing segments within the dietary supplement industry.
The media certainly plays an important role in educating the public, but can also exploit
great persuasive ability in manipulating messages that emphasize the effective results of
Nnoko, B. E.
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weight-loss diet and physical activity. The result of the research revealed common telltale signs of advertising frauds. The relevance of Lopez’s work to the present study
reveals that in advertisements the choice of language is highly important since words are
powerful tools in discourse. This study is related to the study in concern in that, the study
focused on the linguistic strategies use by telecommunications agency. The results of
Lopez study ties to the present study in that, it advocates that in advertisements the choice
of language is a predictor of a successful campaign.
This study draws from the findings of Anne (2004) by using similar methods. The methods
that were applied to identify the linguistic strategies used by politicians during political
debates instead of linguistic strategies used in text messages and print advertisements in
this study. Anne was able to provide insight into the linguistic strategies used in a political
debate, this study is able to provide the same insight only to print advert and text
messages of MTN Cameroon and some of Orange Cameroon. With both perspectives, it
is possible to find linguistic patterns that are common.
Alissa (2017) carried out a study on “persuasion in social media”. The study is carried out
on 200 instagram posts from four different fitness influencers. A total of 638-speech act
coded using the typology of John Searle. The typology consists of speech acts
representatives, directives, commissives, expressives and declaratives. The results show
a variation of Searle’s speech act. All speech acts are use at least once but directives
show the highest frequency among all influencers since they would often command or
request their followers to perform a certain action. Another result revealed that many of
the speech acts had a certain sentence structure but a different intention or functions,
which are indirect speech acts. The intention and function of these speech acts are often
to persuade the audience and are therefore persuasive. Alissa concludes that it is
important for social media influencers to use the right language or more specifically the
right linguistic strategies to persuade their audience. This is in line with this study because
the study makes use of persuasion as a tool to attract more customers, induce the public
to react positively towards their goods and services. The researcher in this study seeks to
establish the relationship between the linguistic strategies used and their persuasive
effects on users as used by MTN-Cameroon.
Nnoko, B. E.
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Tanaka (1994) proposes to explain how customers come to understand advertisement
messages. Using as her data a selection of display advertisements from British and
Japanese press, she argues against purely semiotic accounts of communication,
concerning the polysemous nature of linguistic and non-linguistic messages as a
misfortune and an obstacle to communication. The question, Tanaka argues, is not
whether but how pre-existing bodies of knowledge play a role in determining the way in
which advertisement is understood. In other words, how decoders recognise encoders’
intentions. To answer this question, she appeals to ‘relevance theory’. This adds to the
background to the study since advertisers must have an understanding of their customers’
needs with the aim of satisfying them. This will strengthen producer and consumer
relationship.
6 Methods
In this study, the mixed method of research was employed. The quantitative and
qualitative approaches were used. The quantitative method was employ to confirm the
hypothesis for the study. They were highly structured questions, which were close ended,
and the data format was numerical (Mark et al., 2005). Questionnaires were administered
to telephone users in Buea and some MTN-Cameroon officials in Douala. Statistical
method was used to analyse the data collected. Qualitative approach was used to provide
detailed information from MTN-Cameroon officials through interviews. The qualitative
method used in this work was interviews while questionnaires were used for quantitative
data.
To achieve the objective of this study, 60 telephone users in Buea were selected and 20
MTN staff in Douala to represent the sample population given a sum of 80 participants for
the present study. Purposive and simple random sampling techniques were use
respectively. The purposive sampling technique was carried out to ensure that all
elements that are to be included in the study possess the required characteristics and
MTN texts were selected randomly
The initial stage in the field consisted in contacting the marketing establishment of MTN
Douala in person to explain to them the aim and objectives of the study.
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The second stage concerned interviewing the MTN officials. It was clearly explained to
the MTN officials that the data obtained would not be used for any other purpose than the
one outlined in the study.
The data collection was done using questionnaires, interviews and secondary data. The
data collected were aimed at answering the research questions, test hypothesis and to
evaluate outcomes. That is, both quantitative and qualitative methods of data collection
were used. The quantitative data from the questionnaires were from MTN staff and some
telephone users. For qualitative data, interviews were done to add more information to the
quantitative data. Theoretical framework too was used to guide the process of data
collection and analysis where applicable.
7 Results
The results have shown that people using MTN mobile network get information about
packages and services mostly from MTN text and the customers follow the messages
that are given during marketing. Even though some customers think that they are aware
of the persuasive strategies of MTN, they take action in response to the packages
subconsciously. The language of advertisement can change the mind-set of some
audience regarding the use of MTN mobile network as well as can shape behaviours and
attitudes of customers to react more positive towards the services provided (Wang,
2001). Some telephone users attested that, they used some of the words derived from
their preferred network messages in their day to day discourse because it is fun and
interesting.
The bar chart below shows the responses that were obtained and recorded when the
personnel of MTN mobile network service providers in Douala were asked to state in their
opinion on what the most important element in marketing is. The responses were 50%
product quality and 50% language used as presented on the chart below. The
respondents did not show keen attention in terms of product quantity and product
availability. In the interview carried out, the findings showed that MTN takes into
consideration the language needs of its customers, product quality in terms of the gender,
sex, background, and class to determine the type of messages they send in order to
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captivate the customers mind. Also, some MTN officials attested that the mass youths and
high value customers are the main target. So they endeavour to satisfy all their customers’
needs.
Figure1: Bar chart showing marketing elements

Marketing Element

50%

50%

Product Quality

Language Use

0
Quantity

0
Availability

Source: author’s computation
Table 1:The linguistic strategies selected by some MTN-Cameroon personnel’s
Frequency
Code-mixing and code

Percent

Valid percent

Cumulative percent

2

12.5

12.5

12.5

2

12.5

12.5

25.0

31.3

313

56.3

25.0

25.0

87.5

switching
Use of jargon's
Use of slang's
Use of humour

5
4

(Valid) Use of simile

6.3

6.3

63.5

12.5

12.5

100.0

1
All
Total

2
16

100.0

100.0

Source: author’s

Table 1 above presents the responses obtained when some MTN-Cameroon officials
were ask about the linguistic strategies they are using in marketing their products with the
aim to persuade customers. A number of answers were obtained such as code-switching
and code-mixing, 2 (12.5%), used of simile, 1 (6.3%), use of slangs, 5 (31.2%), used of
Nnoko, B. E.
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humour, 4 (25.0%) and the other fraction of the respondents, 2 (12.5%) argued that all the
above strategies are used by MTN-Cameroon to market their products and to sustain
customer loyalty.
Most of the respondents (7 out of 8) said that they used linguistic strategies according to
their needs to make a good story which can provide effective message, clear concepts,
meet the public demands, gain customer loyalty and increase in their market shares. They
mentioned that they used code-switching, code-mixing, connotation, buzzwords,
semiotics, humour, compounding, slangs, pidginisation, use of pronouns and repetition.
According to some (7 out of 8) from the MTN marketing officials, the linguistic strategies
helps them to reach the public, in the production of text messages, leaflets and billboard
that suits the present context as (see table 4) in the data analysis and result section not
leaving out product quality and availability. Besides this response, 8 out of 8 MTN officials
mentioned that linguistic strategies are not only exhibited in text messages but also
through other medium like radio, television, through discourse with customers on phone.
An example mentioned by them is politeness.
Also, some MTN marketing staff in Douala indicated that they used these strategies to
sustain their customers trust. The more messages are sent to customers using different
languages, some customers’ subscription rates increase because of the language used.
Through persuasion, customers have developed positive attitudes towards their services
provided since more customers subscribe day by day, some said. This aligns to the
cultivation theory which stipulates that customers form expectations as a result of
consistent exposure to a particular activity they like.
Language Used in Advertisement
Table 2 languages used in advert

Valid

Two

Frequency

Percent

Valid Percent

Cumulative Percent

13

81.3

81.3

81.3

3

18.8

18.8

100.0

Languages
three and
more

Nnoko, B. E.

11

e_AOPL Journal of Social Sciences, Vol. 1, No. 1, 2022
Total

16

100.0

100.0

Source: author’s

To add more to the analysis above, table 2 above shows the responses on the number of
languages used in advertisement. The table shows that two languages dominates with a
percentage of 13 (81.3%) while 3 (18.8%) was obtained for three languages meaning that
three and more languages are not often used. The researcher observation and analysis
of the MTN text messages and leaflets revealed that MTN makes use of English, French,
Pidgin-English and Duala.
How messages are articulated
Among the 8 MTN officials 2 claimed that they articulate the message for a particular
target group and 6 said the message of advertisement is designed for both the particular
target group and for generic audience as well. While articulating the message the service
providers, take some aspects into considerations such as: language needs of customers,
sex, age, status, lifestyle and the socio-linguistic trend like lingos, which are frequent in
their conversation. Furthermore, education, economic condition, background were taken
into consideration while designing the language of advertisement. ‘It is very important to
identify the needs of the target group some of officials’ said like language, which is linked,
to the population. Some of them said that along with the concept and structure, customer
service, product quality and quantity are also their focus. A majority that is 6 out of 8 of
the MTN staff attested that the target audience defines the language used in the
production and distribution of MTN texts, billboard, and their product.
The effectiveness of using many languages in advert
Few of the staff (2 out of 8) said using one language is effective than using multiple
languages during advertisement, while a majority (6 out of 8) of them denied the
effectiveness of one language in advertisement. Those who said one language was
effective said it is easier to provide the texts messages in one language rather than mixing
too many languages in advertisement. The majority who said using more than one
languages or mixing languages gave their reasons for doing so. Others said mixing
languages is a strategy which is primordial in advert because many people are informed
Nnoko, B. E.
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and it is more effective. MTN-Cameroon mixes language at times for entertainment and
to reach the different age groups in the market. The use of two or more languages can be
accounted for their large market size.
From the MTN messages below, it has been viewed that MTN is multilingual in its
message production and distribution as compared to its competitors. This can be seen in
the sample sentences below:
‘This weekend there is a new surprise to say thank you dial*200# and stay ready’
‘Ce week-end une nouvelle surise pour te dire merci en tapant le code *200# tiens-toi prêt’
‘5f nor di mis road when your MTN bundle has run out...’

‘Njoh data’

Table 3: The effectiveness of using more than one language in advert
Frequency

Percent

Valid Percent

Cumulative
Percent

Valid

Yes

2

12.5

12.5

12.5

No

14

87.5

87.5

100.0

Total

16

100.0

100.0

Source: author’s

Table 3 above adds more information for the interview done for MTN staff; they were
asked if using one language is effective in their adverts. A majority of the staff 14 (87.5%)
said multiple languages are more effective and 2 (12.5%) for using one language.
Table 4:Thematic analysis of a comparison between respondents preferred network to other network
providers
Persons

Themes

Frequency

Sampled quotations

Telephone

Relationship

20

‘Majority of my friends and family use my preferred

users

and language

network’. ‘Exposed to as a child’(Ideology).

opinions

used

‘MTN-Cameroon makes use of simple language’
‘The words and sentences use in the text messages of
MTN-Cameroon is easy to understand.

Geographical
location

Nnoko, B. E.
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Longevity

20

‘The preferred network has been chosen because I
have been using for a long period of time compared to
other network providers in my locality’.

Easily
accessible

10

‘I’m familiar and aware of all the bundles and
requirements for subscription with my preferred
network as compared to other network providers’.
‘My preferred network is cheap and has a lot of free
services like free messenger, 100% credit when a
momo transaction is done’.

8 Differences between MTN-Cameroon and other telephone companies
In theory, MTN Cameroon and Orange Cameroon do more or less of the same things
though it differs in the practical aspects. The two telecommunication companies make use
of incentives, logistics and advertisements. Strategies wise, both telecommunications
make use of incentives to capture the population taking into consideration that the exist
competition in the market economy. While MTN and Orange Cameroon makes use of
vocabulary, slangs, buzz words, figurative language, MTN Cameroon makes more use of
the language close to the people as seen in the text messages and leaflets described,
consider the people’s culture which reflects reality. One can attest that this to a larger
extent has resulted in the overwhelming success of MTN Cameroon.
Kenechukwu (2012) says that to understand the language of persuasion, two variables
are involved; language and persuasion. He further expatiates that using the people’s
language creates a particular behaviour, thoughts and emotions. Thus, using words,
sentences, phrases and objects that reflect the community is very instrumental in
persuasion. To add, Obuasi (2014) confirms that the subtle use of language and its
persuasive techniques that one can make others think, act and change their worldviews
towards an intended direction should not be neglected in persuasion. Language is not
only an instrument for conveying ideas; it is also an instrument for working on the feelings
of others, paint reality, reflects the community and to create the spirit of belonging and of
self-expression.
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The fact that Cameroon is multilingual and has very high ancestral languages, making
use of some indigenous languages in persuasion is an evidence of success. These
languages are spoken natively by a handful (Simon, Gary and Charles as cited in Kouega
2018). There exist Lingua Franca such as Fulfulde which covers the three northern
regions of the country, Pidgin English which is dominated in at least four South-West
Regions and the Beti language group which covers at least three South-Eastern Regions.
These languages are close to the people and as such, using some words or sentences in
these languages in advertisements portray reality and cultural heritage since the people
are bound to welcome the services provided unlike using more of the official languages
adopted from the colonial masters. Out of 20 telephone users interviewed, 15 chose MTN
as their preferred mobile telecommunication reason being that the telecommunication
uses the language that they are more comfortable with such as Pidgin English and Lingua
Franca. While 26% of participants said they use multiple networks, CAMTEL, 6 only;
Orange 2%, MTN has 60% the majority (Fig10) reason being that, their language needs
are satisfied, user friendliness of the network and a portrayed lifestyle. MTN is more close
to the people linguistically and logistically.
Results from the interview revealed that MTN-Cameroon is linguistically friendly as
compared to Orange Cameroon. Interviewees gave reasons like: Orange-Cameroon did
not give telephone users an option to choose or quit when the caller did not answer the
call but rather deducted 500 FRS, MTN-Cameroon took advantage of this weakness and
gave customers ample time to decide if the caller should be notified. In communication, it
is believed that people should be given time to take a turn during dialogue which is a
linguistic activity. The Language Expectancy theory of Burgoon applies in this context.
The theory posits that people communicate in agreement with socially and culturally
appropriate expectations and violations (conscious or accidental) from the norms either a
negative or positive reaction. These linguistic expectations determine whether a message
is positively or negatively accepted. These advantages used by MTN-Cameroon resulted
to in overwhelming success.
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9 Discussions
The findings revealed that MTN considers context when linguistic strategies are used, as
seen in the results section in chapter four. These strategies are expressed through MTN
text messages, leaflets, billboards, radio and television adverts. The analysis of texts is
necessarily the analysis of language used as such; the meaning of MTN texts embodies
the linguistic strategies used purposefully to create a particular effect (Daymon and
Hollyway 2002).
The slogans telecommunication companies use with their brand names also persuade
the customers with the ideology they present through the slogans (Flairclour, 1999), for
instance, ‘MTN Everywhere you go’. This gives an ideology of progress and therefore
has the power to persuade customers. The study revealedthat, with the help of mobile
networking, it is possible to have individual progress and as well as social progress.
Furthermore, the findings revealed that these linguistic strategies are used through texts,
print advert, billboards, radio, television and online adverts. Respondent according to the
analysis in chapter four showed that 14 (23%) of them are informed through text
messages despite the fact that there are other mediums. It is in this light that MTN uses
a customised language to sway the public. Media controls the world as well as the minds
of people since images of social and economic matters are glanced through it. The way
it depicts the images like the leaflets in such a manner as they are all through normal and
natural (Gerbner, 1990).
From the analysis of some print leaflets and text messages, it is clear that there are a lot
of attention-seeking devices that the marketing department of MTN uses to make the
advertisement more influential and persuasive. Most of the telephone users during the
interviews and feedbacks from the questionnaire considered language use to be the main
element of advertisements that pulls customers’ attention. The use of linguistic strategies
like code-switching, code-mixing, semiotics, figurative language, buzz words, vocabulary,
humour, and slang, use of MTN slogan, pronouns, repetition and compounding are
noticeable in MTN messages to attract customers and to keep the desired information in
the memory of the customers. Some MTN staff (5 out of 8) mentioned that they use the
strategies to make customers think about their text messages and product so that more
Nnoko, B. E.
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bundles are subscribed resulting to high demand. The continuous use of Pidgin English
and some indigenous languages by the present telecommunication network is a way to
capture more customers and to reach the wider population. Beside these linguistic
strategies, some MTN marketing officials made it clear that some of these strategies are
equally used on radio advertisements, TV advertisements and on phone when talking to
customers, an example mentioned was politeness. The above falls in line with the
Language Expectancy Theory, where Burgoon and Miller (1985) claim that strategic
linguistic strategies can be significant predictors of persuasive success.
Some MTN marketing officials in Douala (7 out of 8) mentioned that they usea customised
language to gain customer loyalty and to make the consumers have a positive attitude
towards their products. The more customers receive messages in the language they are
comfortable with the higher the demand for MTN services which therefore has enabled
MTN-Cameroon to stand out as a company. One can attest that these linguistic strategies
are indeed good for customer persuasion since they embody relevant language
techniques that arouse public attention towards a particular activity be it in communication
or business.
Again, the results proved that MTN-Cameroon considers all age groups and different
categories of people before the production of their persuasive languages. To add,
customer background and needs play a vital role in the strategies employed for
persuasion. Semantically, MTN makes used of vocabulary associated to the young
generation, businessmen and the public. These have enabled the telecommunication
company to gain a large market share since they considered what appeals to the public.
The background music is another aspect of linguistic strategy that is used by the
telecommunication company to attract customers with the aim of maintaining them. Faquir
(2011) attested that prosody is an essential linguistic strategy that is used by most writers
and business organisations to win the public attention. Some participants reported that,
they preferred MTN service to others because of friendliness of the network, background
music, geographical location, cheap and free services, and choice of words. In this same
light, the findings revealed that the telecommunication chooses its language wisely in the
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sentences explained in chapter four. Faquir (2011) points out syntax to be a strong
linguistic strategy that most companies used keenly to capture the audience.
However, some customers ascertained that sometimes even after knowing that their
network providers’ text messages, leaflets are partially true, sway in the flow because of
the ideologies the language of advertisement try to inject into their minds. As it is
understood, the language of advertisement has the power to dominate the consumers
otherwise people would not have taken the services provided for them. According to Van
Dijk (2001), manipulations make others believe the ideologies, which are in the form of
tricks but against the interest of the others who believe in the ideology.Kannan (2013)
says language has a powerful influence on people and their behaviour especially in the
field of marketing and advertisement. The choice of language to convey specific
messages with the intention of influencing people is virtually important. This aspect of
language being influential justifies the success of MTN-Cameroon since it makes use of
the language close to the people knowing that their services will be highly demanded
depending on the choice of words use in persuasion. This justifies why apart from English
and French, MTN makes use of Pidgin English and Duala.
The linguistic strategy used in persuasion of MTN telephone users has made customers
to grasp new languages, words, new beliefs attitude and ideology. As Gamson et al
(1992) asserted, ‘a wide variety of media messages can act as teachers of values and
ideologies that can provide images for interpreting the world whether or not designers
are conscious of the intent”. Still, the more the persuasive language, the more some MTN
telephone users subscribe to their bundles even though some may not want to, meaning
they have been influenced positively to react to MTN services. These ties to one of the
tenets of the Cultivation Theory of Gerbner (1969) that stipulates that television
contribution to cultivation is a crucial process relating to coherent frameworks and to
underlying concepts cultivated by exposure to totally and originally related world.
10 Conclusion
The findings of this study have pointed to the fact some MTN customers have a positive
perception towards their service provider. This implies that a majority of the telephone
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users do not have bad feelings as far as their preferred network is concerned. The
research has enlightened us on the linguistic strategies MTN is using and how it has
contributed to its market shares. To add, findings revealed that MTN is linguistically
friendly as compared to the other telecommunication network companies; MTN took the
weaknesses of its competitors to strategise knowing that MTN was running after other
telecommunication providers in Cameroon.
The findings of this study showed that the language of advertisement is very important
for successful businesses (Aliede, 2002). Thus, the study of the findings revealed that
MTN Cameroon have enormously used language as a tool of persuasion that has
resulted in its large market share. This telecommunication network should try to identify
customers need in order to satisfy the customers with persuasion, meaning, their adverts
should reflect the services they provide to the public. The linguistic strategies that were
used by MTN-Cameroon are very instrumental in its text messages and advertisements.
Through these linguistic strategies, the said mobile service uses customised languages.
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