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 المستخلص
تباىي في الميجة العراقية العربية. تيدف الدراسة إلى تحديد تتشاول ىذه الدراسة الفعل الكلامي لم     

 .الأنؾاع والاستراتيجيات السدتخدمة مؽ قبل العراقييؽ العرب عشد أداء الفعل الكلامي لمتباىي
استُخدِمت ميسة تدييل الخظاب مفتؾحة الشياية لجسع البيانات، متزسشةً ستة مؾاقف بسكانة 

نى، متداوية، أعمى( والسدافة الاجتساعية )قريبة ومألؾفة(. شارك في اجتساعية متشؾعة لمستباىي )أد
عامًا، ويتحدثؾن المغة العربية  22و  22ىذه الدراسة خسدؾن طالبًا مؽ الذكؾر، تتراوح أعسارىؼ بيؽ 

صُشِّفت إجابات السذاركيؽ في  .اتبعت ىذه الدراسة طريقة التحميل الإحرائي الؾصفي .كمغتيؼ الأم
(، ثؼ صُشِّفت الاستراتيجيات ٤٨٩١كؾلكا وأولذتايؽ )-سة إلى استراتيجيات وفقًا لـ بمؾمىذه الدرا

دة إلى تباهٍ مباشر وغير مباشر، متبعةً ديتر ) (. أعيرت ىذه الدراسة أن الفعل الكلامي 2١٤٢السُكؾَّ
جو الستحدث لمتباىي كان يُشغر إليو عمى أنو عسل لتعزيز الؾجو بيؽ العراقييؽ العرب، الذي يحفظ و 

والدامع. أشارت الشتائج إلى أن العراقييؽ العرب فزمؾا التباىي السباشر عمى غير السباشر عبر 
السؾاقف الدتة. كذلػ أعيرت الدراسة أن العراقييؽ العرب استخدمؾا سبعة أنؾاع مؽ التباىي وخسدةً 

ي، والسيشي، وباليؾية تزسشت الأنؾاع الدبعة التباىي الذخر .وثلاثيؽ نؾعًا مؽ الاستراتيجيات
ومع ذلػ،  .والانتساء، والاجتساعي، والسادي، والديشي، والذكاء الاجتساعي والمغؾي، والتباىي السُخفَّف

تبايشت أفزمية ىذه الأنؾاع الدبعة مؽ التباىي وفقًا لمسدتؾيات الثلاثة لمسكانة الاجتساعية والسدتؾييؽ 
يشت ميؾل العراقييؽ العرب أيزًا لأنؾاع استراتيجيات التباىي الاثشيؽ لمسدافة الاجتساعية. وبالسثل، تبا

بالإشارة إلى أنؾاع استراتيجيات التباىي، نؾَّع العراقيؾن العرب تفزيلاتيؼ عبر  .عبر السؾاقف الدتة

اٌثأً  اٌعذد

 ٚاٌثلاثْٛ

 اٌثلاثْٛ

 (529) (574) 
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السؾاقف الدتة. فزمؾا الإشارة إلى الشعؼ عشدما كان الستحاور مؽ مكانة اجتساعية أدنى ومدافة 
بيشسا عشدما كان الستحاور مؽ مكانة اجتساعية أدنى ومدافة اجتساعية مألؾفة،  اجتساعية قريبة.

بالإضافة إلى ذلػ، عشدما كان الستباىي مؽ مكانة اجتساعية  .فزمؾا التقميل مؽ شأن الإنجاز
متداوية ومدافة اجتساعية قريبة، كان ذكر الأعسال الديشية ىؾ الأكثر هيسشة. لكؽ إعيار الذكاء 

ان ىؾ الأكثر بروزًا عشدما يُؤدَّى التباىي مؽ قبل متباهٍ مؽ مكانة اجتساعية متداوية ومدافة والخبرة ك
اجتساعية مألؾفة. وتجدر الإشارة إلى أن العراقييؽ العرب استسروا في استخداميؼ السييسؽ لإعيار 

اعية قريبة. أخيرًا، الذكاء والخبرة عشدما كان الستباىي متحاورًا مؽ مكانة اجتساعية أعمى ومدافة اجتس
يُؤمَل أن  .عشدما كان الستباىي مؽ مكانة أعمى ومدافة اجتساعية مألؾفة، مارسؾا الاستيلاك التفاخري 

تقدم ىذه الدراسة الحالية رؤى مفيدة عؽ كيفية أداء الأفعال الكلامية، كالتباىي مثلًا، في الثقافة 
ػ الاستراتيجيات، تقميل سؾء الفيؼ وسؾء التفدير العراقية العربية. وبالتالي، يسكؽ مؽ خلال تعمؼ تم

 .بذكل مؤثر بيؽ العراقييؽ العرب ومتعمسي المغة العربية كمغة ثانية أو كمغة أجشبية
 .الفعل الكلامي لمتباىي، التداولية، الميجة العراقية العربيةالكلمات المفتاحية 

Bragging as a Speech Act: A Pragmatic Study in Iraqi Arabic Dialect 

Dr. Arkan Abdulhasan Nassar  

Ministry of Education/ General Directorate of Education in Holy Province of 

Karbala 

jasim19822@gmail.com 

Abstract   

     This study investigates bragging speech act in Iraqi Arabic dialect.  It 

aims to identify the types and strategies of bragging employed by Iraqi 

Arabs when performing this speech act. An open-ended Discourse 

Completion Task was employed to collect the data comprising six situations 

with varying social status of the bragger (lower, equal, and higher) and social 

distance (familiar and close). Fifty male students participated in this study, 

aged 22-23, and speaking Arabic as their native language. This study 

followed descriptive statistical approach to analyse the data.  The 

participants' responses were coded into semantic formulas according to 

Blum-Kulka and Olshtain's (1984) categorisation, then the coded semantics 

mailto:jasim19822@gmail.com
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 اٌثأً ٚاٌثلاثْٛ اٌعذد

 ٘ـ1447َ /2025

Print -ISSN 2306-5249 
Online-ISSN 2791-3279 

 

formulas classified into direct and indirect bragging followed by Dayter 

(2016). This study showed that bragging speech act among Iraqi Arabs was 

seen as a face-enhancing act that save the face of both the speaker and the 

hearer. The findings indicated that Iraqi Arabs preferred direct bragging 

rather than indirect ones across the six situations. The study also showed that 

Iraqi Arabs employed seven types of bragging and 35 types of strategies. 

The seven types included personal and professional, identity and affiliation, 

social, material, religious, social/linguistic intelligence, and mitigated 

bragging. However, Iraqi Arabs' preference for these seven types of 

bragging varied according to the three levels of social status and the two 

levels of social distance. Similarly, Iraqi Arabs also varied their tendencies 

for types of strategies of bragging across the six situations. They preferred 

referring blessings in a situation with close-social-distance and lower-status 

interlocutors, while in bragging by familiar, lower-status interlocutors, they 

favoured downplaying achievement. In addition, when the bragger was in 

equal status and close social distance, mentioning religious deeds was the 

most dominant. However, demonstrating intelligence and expertise was the 

prominent when bragging performed by familiar, equal-status bragger. 

Notably, Iraqi Arabs maintained their dominant use of demonstrating 

intelligence and expertise when the bragger was close, higher-status 

interlocutor. Finally, when the bragger was of higher status with familiar 

social distance, Iraqi Arabs employed performing conspicuous consumption 

as the most preferred strategy. It hoped that present study provides useful 

insights into how speech acts, like bragging, are performed in Iraqi Arab 

culture. Consequently, by learning these strategies, misunderstanding and 

misinterpretation can be reduced more effectively between Iraqi Arabs and 

learners of Arabic as a second or foreign language.  

Key Words: Bragging speech act, Pragmatics, Iraqi Arabic dialect   

1. Introduction  

    Human language is the primary means of communication. It is used by 

individuals to express their feelings and thoughts (De Waal, 2016). It also 

functions as a fundamental and powerful element for human interaction 

enabling people to build and adapt their social relation (Levinson, 1983). 
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According to Pinker (1994), language is a complex cognitive skill that 

extends its function of stating facts into doing action.    Doing actions is the 

core of speech act theory as it proposed that speaking itself is an action by 

which the speaker intends to achieve certain goal through utterances., i.e., 

speech acts (Searle, 1979). These speech acts are involving various types of 

actions such apology, compliment, congratulation, request, and specifically 

the bragging as the focus of this study. Through speech acts, people can 

convey emotions, build relationships, express intentions, and manage 

interactional patterns. For instance, when people give an instruction, express 

an emotion, or make a promise, they use language to achieve a goal. 

Therefore, performing these linguistic actions effectively is a crucial factor 

for understanding each other, influencing people's relational dynamics, and 

building connections among them (Samter, 2021). Consequently, the 

effective and successful interaction is typically based on verbal actions i.e., 

speech acts. Importantly, despite their universal fundamental categories, 

speech acts are performed and interpreted differently across societies and 

cultures (Haugh & Sifianou, 2019). The way in which individuals understand 

and carry out speech acts such as bragging, advice, request, or apology, is 

shaped by their cultural backgrounds (Barron & Schneider, 2020; Spencer-

Oatey & Franklin, 2021). According to Alfano and Robinson (2014), 

bragging speech act is considered successful only when listener is impressed, 

leading to the perception of superiority or admiration. However, despite the 

importance of content of bragging speech act, its effectiveness is determined 

by the cultural context (Leung, et al., 1988). How people express their 

achievements and boast is significantly different across cultures, languages 

and societies. Consequently, what is regarded as self-promotion in one 

culture may be misunderstood or misinterpreted as rude or arrogant in 

another (Spencer-Oatey, 2000). Therefore, the various cultural and social 

norms that shaped Iraqi Arabic culture, likely to influence how Iraqi Arabs 

realize and perform bragging speech act. Therefore, this study examines 

Iraqi Arabs performance of bragging speech act in relation to various levels 

of social status and social distance. Accordingly, potential pragmatic failure 

is reduced achieving effective and successful interaction in any possible 
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cross-cultural communication among Iraqi Arabs and people who speak 

Arabic as a second or foreign language.    

2. Problem Statement 

     Speech acts, including bragging, are considered as a universal linguistic 

phenomenon. However, their application and interpretation are varied 

considerably among people with different norms and cultures (Searle, 1979). 

Perceiving and performing bragging differ across-culturally basing on 

cultural contexts. Bragging is viewed as a means of social advancement and 

self-promotion in individualistic culture (Triandis, 1995). By bragging, the 

face of the speakers is threatened as they might be perceived as immodest 

and possibly insincere by the hearers. Moreover, how pragmatic strategies 

are employed by speakers to turn a potentially bragging a face- threatening 

act into face-saving act which is seen as a socially acceptable communicative 

act, is culturally specific (Leech, 1983). In contrast, in collectivistic cultures, 

typically group harmony and modesty are prioritized over individual 

bragging (Zidan & Bataineh, 2021). It is reasonable to think that different 

cultures allow for different degrees of indirectness in bragging according to 

the accepted level of assertiveness when representing the self in each culture. 

This cultural difference might cause misinterpretation or misunderstanding 

in cross-cultural interaction leading for unintended social consequences 

(Ting-Toomey, 1988).  In the Iraqi Arabic cultural context, bragging gains 

particular importance as it related to the distinct social values of Iraqi Arab 

society. Despite its sensitive role in social relationships and its important 

occurrence, bragging speech act have not been received sufficient academic 

investigation (Tausczik et al., 2018). Consequently, there is a gap in the 

theoretical literature on this speech act, specifically within the Iraqi Arabic 

context. Consequently, this study aims to investigate the types of bragging as 

well as the linguistic strategies employed by Iraqi Arabs when they perform 

this speech act.  It also aims to comprehend how social variables such status 

and distance influence the use of bragging.  That is, this study tries to fill the 

gap in the literature regarding performing and perceiving bragging speech 

act. Accordingly, it is hoped that this study specifies the linguistic, social, 
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and cultural norms that govern this speech act in the Iraqi Arab society. 

Thus, study aims to answer the following two research questions:  

1. What are the types of bragging speech act employed by Iraqi Arabs when 

they perform bragging speech act as interlocutors of lower, equal, or higher 

status with close and familiar social distance? 

2. What are the pragmatic strategies employed by Iraqi Arabs when they 

perform bragging speech act as interlocutors of lower, equal, or higher status 

with close and familiar social distance? 

3. Bragging as a Speech Act   

     Bragging is as a hybrid speech that is seen as expressive when showing 

pride, assertive when making a claim, directive when aiming to gain the 

hearer's admiration (Alfano & Robinson, 2014). From social perspective, 

bragging is considered as a complex social and linguistic act since its 

interpretation and effectiveness is not related to its literal meaning, but also 

significantly interweaving with face management, power dynamics, and 

social norms (Goffman, 1967). How bragging utterances are perceived or 

accepted depends on the role of the participants and contextual factors, 

consequently, requiring high pragmatic competence from both the hearer and 

the speaker (Arundale, 2010; Brown & Levinson, 1987). The main purpose 

of bragging lies in directing the hearer's attention towards the self-

promotion, possessions, abilities, or achievements (Holmes, 2013). It is 

described as a certain illocutionary act, where people intentionally utilize 

language to increase the perceived value of their promotion, mostly 

depending on amplificatory language and positive presuppositions 

(Günthner, 2001; Huang & Zhang, 2018). In addition, bragging extends 

being used only to express pride or to convey information.  Instead, it 

comprises manipulating linguistic resources such emphasis, metaphor, and 

framing creating a positive self-presentation (Dayter, 2018). This might be 

achieved when the speaker minimizes difficulties they face and exaggerate 

their accomplishments (hyperbole) making their achievements more 

magnificent, significant, and attractive. The speaker's primary aim of 

bragging is to influence the hearer's perspective, motivated by the desire to 

assert power or to gain recognition within communication (Gibbs & Huang, 
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2018). However, bragging speech act is understood and perceived differently 

across languages, societies, and cultures that might cause misconceptions 

among interlocutors with different backgrounds. Therefore, the present study 

examines bragging speech act among Iraqi Arabs in Iraqi Arabic dialect.  

4.Literature Review  

    The section involves a review for seven studies about bragging speech, 

how it is interpreted and realized across different contexts including its 

manifestation under the influence of social and cultural norms, its function 

within certain political and professional communities, and its linguistic 

forms on online communities. The following discussion highlights the 

perception and performance of bragging speech act in relation to a certain 

context and culture in which they happen.  

The first study by Chalak (2021) examined Iranian EFL learners' perception 

and reaction to posts on Instagram which include complaints, 

humblebragging and bragging as self-braise, exploring how their responses 

were affected by the perceived likeability, sincerity, and modesty of the 

content. 16 randomly-selected Instagram posts were presented to the 

participants to collect the data of this study. The main findings indicated that 

humblebragging and bragging were perceived as negative strategies, creating 

poor impressions on the participants. However, humblebragging was 

particularly considered as more insincere than bragging. The findings 

showed that these acts are "risky interactional acts" that violate face-to-face 

social norms. Accordingly, these strategies are not regarded appropriate by 

the participants, due to Iranian social and cultural norms that value modesty. 

The second study conducted by Holtgraves and Dulin (1994) examined 

European American's and African Americans' perception of bragging. 

Participants were asked to read a transcript of a conversation among three 

speakers who were a nonbragger, an untruthful bragger, and a truthful 

bragger. Participants were provided with the background descriptions about 

the three speakers to form an initial impression about them. A 7-point 

impression questionnaire was used to measure participants' perceptions of 

overall egotism of the speaker as well as evaluation of the participants for 

them. The main finding was that African Americans perceived the truthful 
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bragger as less egotistical and conceited, and more favorably compared to 

European Americans. The study demonstrated that for African Americans, 

truthful bragging is regarded more acceptable and is not as negatively 

attributed. While for European Americans, bragging is seen as an act which 

violates the rules of modesty. Thus, bragging is considered as a face-

threating act for European Americans, whereas it is seen as a face-saving or 

face-enhancing act by African Americans. Another study by Decapua and 

Boxer (1999) examined male bragging behavior in a brokerage firm 

workplace. The study aimed to understand how this behavior reflects the 

competitive spirit of the environment, and serves to establish and reinforce 

the social standing of white male colleagues. Data were collected from 30 

sequences of spontaneous conversations, field notes, and five ethnographic 

interviews with four male brokers and one female office manager. The data 

was analyzed examining how bragging contributes to the presentation and 

creation of social identity, highlighting the specific role of humor in this 

process as humor, including teasing, can strengthen in-group bonding or out-

group rejection and "facilitate in-group interaction". The study showed that 

male banter function as the primary means employed in the workplace 

fostering camaraderie among men; however; it serves as "important 

exclusionary mechanism." That is, it used simultaneously as a significant 

strategy of excluding others. It is concluded that both fabrications and 

bragging employed as tools establishing personal superiority. Ultimately, 

this study demonstrated that humor, among men, is a form of domination 

and aggression, and that bragging is related to competitive language and 

masculinity. Furthermore, a study by Han (2025) examined "stress bragging" 

in the workplace, and how individuals employ it to achieve positive 

outcomes such as promotion. It also investigated the two-sided effects of this 

behavior, which may be advantageous for the individuals but detrimental to 

the organizations, as well as the role played by a competitive work 

environment.  The data was obtained from 355 employees in Canada and the 

United States who participated in this study across three time periods. The 

results demonstrated a direct and significant positive relationship between 

negative outcomes and "stress bragging" in the environment of the work, as 
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well as between impression management tactics and stress bragging. Another 

study by Giordano and Ferrante (2018) examined how genetic bragging, in 

which people use the results of genetic test as a tool to boast about their 

ancestry rather than depending on family records and stories, is emerging. 

The data of this study were collected from various resources including 18
th
 

and 19
th

 -century historical scientific writings, the movie Gattaca, and 

Hitler's Mein Kampf to determine the linguistic patterns and main strategies 

of this speech act. This study demonstrated that "genetic bragging" was 

already a growing and active practice. Moreover, it revealed that this type of 

speech act was used in modern communicative fields such as insurance 

industry, where genetic data was used in contracts, and in political discourse, 

where politicians brag about "superior genes. Finally, this study concluded 

that "genetic bragging" is employed to reinforce an individual 's status in 

business or social interactions. 

     The exploratory study "Manbragging online: Self-praise on pick-up 

artists' forums" by Rüdiger and Dayter (2020), examined "manbragging 

online" pick-up artists' (PUAs)" use of self-praise within online forums, 

challenging the assumption that the social norm against bragging is 

universally applicable. The findings showed that self-praise is more common 

in this community (PUAs), and less subject to social criticism than what has 

been previously assumed. Three types of self-praise are employed by PUAs 

involving proxy brags, evidential brags, and brag statements. Furthermore, 

this study differentiates between "meta brags" which used to build 

confidence and community among fellow PUAs and "action brags" which" 

used in interactions with women. "Self-praise iceberg" was introduced as 

model, which posits that self-aggrandizing behavior is much more prevalent 

than what is explicitly observed. It is concluded that within this specific 

community i.e., PUAs, self-praise is not only accepted but is a core 

component of their communicational norms. The last study by Al-Ameri 

(2023) explored the self-promotional behavior among the user of Instagram 

users by examining posts with the hashtags #brag, #humblebrag, and 

#fitness. The data collected by employing a mixed-methods approach. Two 

hundred posts per hashtag were collected and categorized to identify 
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aggravation and mitigation strategies. The study revealed that the hashtags 

#humblebrag and #brag serve as meta-pragmatic markers, explicitly 

indicating that the post is a form of self-praise. These hashtags function as a 

dual strategy of face aggravation and mitigation. The use of #brag serve as 

"reflexive bragging" that is seen as a defensive mechanism since bragging 

potentially is seen as impolite act. It is used as an act of deliberate 

impoliteness, or for irony humor, where the bragging is unapologetic.   In 

contrast, the hashtag #humblebrag is seen as mitigating strategy used to 

acknowledge potential transgression and soften bragging. Finally, the 

findings showed that the users of the two hashtags were fully aware of social 

norms against self-praise. Nevertheless, they employed these hashtags 

intentionally either to deal with, or in some cases, to violate these social 

norms.  The reviewed studies demonstrated that bragging is a complex 

communicative acts serving various functions based heavily on social norms, 

community values, and contexts.  In some cultures, bragging is perceived as 

a face-saving act serving as a strategic means for in-group cohesion, while it 

is seen as a face-threatening act that violates modesty in another. The 

findings revealed that there was a significant gap in the literature regarding 

specific cultures, particularly Arabic. Understanding how individuals express 

their bragging and the motive behind their self-presentation is essential for 

comprehending social interactions successfully and effectively (Chen, 2009). 

Therefore, to address this, the present study examined bragging speech act 

among Iraqi Arabs aiming at identifying the specific types of bragging and 

its specific strategies employed by them in everyday communication. 

5. Methodology 

      This study followed descriptive statistical analysis to investigate Iraqi 

Arabs' bragging in Iraqi Arab dialect. It aims to investigate types and 

strategies of this speech act in relation to the levels of social status (lower, 

equal, and higher) and social distance (close and familiar) 

Written Discourse Completion Task (WDCT) was employed to collect the 

data of this study comprising six situations in which the participants had to 

express their bragging as if they were in real-life interactions.  The levels of 
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social status and distance as contextual variables involved in designing the 

situations are summarized in Table 1. 

Table 1: Description of WDCT Situations 

Situations of bragging  Status of 

bragger 

Status of hearer   Distance 

1. A manager, who is also the 

employee's friend, asked his 

employee for help "to solve a 

complex team conflict giving the 

employee a chance to brag" 

 

Lower-

employee 

 

Higher-manager 

 

Close 

2. A professor saw one of his 

students who bought a new car 

saying "That's impressive, the 

new vehicle is attractive; why did 

you initiate a change from your 

previous model?", giving an 

opening for the student to brag 

about discerning consumer taste 

and financial success.  

 

Lower- Student 

 

 

Higher- professor  

 

Familiar 

3. A postgraduate student asked 

his old friend about his religious 

commitment and strong faith, 

providing an opening for 

bragging. 

 

Equal - 

postgraduate 

student  

 

Equal- 

postgraduate 

student 

 

close 

4. An employee was asked by a 

coworker for help with a difficult 

matter, giving him an 

opportunity for bragging. 

 

Equal-

employee  

 

Equal-coworker 

 

Familiar 

5. A manager was asked by an 

employee who was his friend for 

a "wise" opinion on a specific 

topic, giving him an opportunity 

to brag. 

 

Higher-

manager 

 

 

Lower-employee 

 

Close 

6. A teacher asked his 

headmaster how he could 

perform his duties perfectly, 

prompting a bragging response. 

 

Higher- teacher 

 

Lower-teacher  

 

Familiar 
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    The present study was conducted at English department, College of 

Education for Human Sciences, University of Karbala during the second 

semester of 2025. A sample of 50 male students participated in this study. 

The participants' age ranged from 22 to 23 years old, and they speak Arabic 

as their native language. Gender has a significant effect on the pragmatic 

performance of speech acts (Malki, 2022; Sharqawi & Anthony, 2020), and 

since it was not a variable being investigated in the present study, the 

population is intentionally limited to male participants to control the 

potential sociolinguistic variables of gender. Consequently, the finding of 

this study can be generalized to male participants only. Written Discourse 

Completion Task (WDCT) was employed to collect data. It was particularly 

designed by the researcher to examine the types and strategies of bragging 

speech act employed by Iraqi Arabs. WDCT includes six situations with 

varying social status of the bragger (lower, equal, and higher) and social 

distance (familiar and close) focusing on eliciting the types and strategies 

that commonly used in by Iraqi Arabs when bragging in their daily 

communication (See Appendix 2 for more details about the core 

Components in bragging Situations). The participants' consent was taken by 

researcher to ensure the confidentiality of their responses. Moreover, to 

ensure and increase the reliability and validity of the instrument, the 

researcher consulted two professors holding PhD in English linguistics and 

two assistant professors holding PhD in Arabic linguistics, who all were 

native speakers of Arabic, to confirm that the WDCT was designed 

appropriately in parallel with the Iraqi Arabic context of bragging (See 

Appendix 3). To analyse the collected data, the participants' responses were 

coded into semantic formulas following Blum-Kulka and Olshtain (1984) 

who generally defined them as a set of social and linguistic strategies 

employed by speakers to perform certain speech acts such as apologies, 

compliments or requests, particularly the speech act of bragging as the focus 

of this study. The terms "semantic formula" and "strategy" are often used 

interchangeably in the field of cross-cultural pragmatics. Fraser (1981) 

confirmed that a semantic formula can be a sentence, a phrase, or a word that 

is used to achieve a specific pragmatic goal. Accordingly, the participants' 
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responses were categorized according to semantic formulas. Moreover, the 

coded semantics formulas classified into direct and indirect bragging 

employed by Dayter (2016). Further, these semantics formulas categorised 

according to the types of bragging and its specific strategies. For example, 

the following utterance can be coded as in Table 2 

لا تذيل ىؼ، تمفؾن واحد يفضّ الذغمة. الذغمة ما تدتاىل. أني عشدي علاقات ىؾاية. أني أخؾك "
أعجبػ بالفزعة، عراقي أبؾ الغيرة بعد"                                                             

       
"Do not worry, one phone call is all it takes to handle this; it's no big deal. I 

have many connections. Just tell me what you need, I'm your brother, and 

you'll see how I come through. After all, I'm an Iraqi with honor." 

Table 2: Coding of Strategies 

Utterance Types of 

bragging   

Types of 

Strategies  

Direct 

& 

indirect  

لا تشيل هم، تلفون واحد ""
يفضّ الشغلة. الشغلة ما 

 تستاهل"
"Do not worry, one 

phone call is all it 

takes to handle this; 

it's no big deal 

Mitigated 

bragging 

Simplifying  Indirect  

 ".أني عندي علاقات هواية"
"I have many 

connections 

Social 

bragging 

Mentioning 

relationships and 

friendships 

Direct  

 ".أني أخوك أعجبك بالفزعة"
"I'm your brother, 

and you'll see how I 

come through." 

Personal and 

professional 

bragging  

Displaying 

generosity 

hospitality, and 

gallantry 

Direct  



 
 
 

 

542 
 

 

JOBS ِدٍح اٌعٍَٛ الأعاعـٍح                                  

Journal of Basic Science 
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 "عراقي أبو الغيرة بعد"
"After all, I'm an 

Iraqi with honor." 

Identity and 

Affiliation 

bragging 

Asserting national 

affiliation 

Direct  

6.Results and discussions  

    This section involves four subsections: the first presents an overall result 

of the types of bragging across the six situations. The second subsection 

focuses on the analysis of data when the interlocutor's social status is lower 

with a familiar and close social distance. The third, when the interlocutor's 

social status is equal with familiar and close social distance, while the fourth 

is when the interlocutor's social status is higher and the social distance is 

close and familiar.  

6.1 Overall Results of Types of Bragging Used by Iraqi Arabs  

Table 3 presents overall results of types of bragging obtained from WDCT 

when Iraqi Arabs performed bragging speech in relation to the three levels of 

social status (lower, equal, and higher) and the two levels social distances 

(close and familiar). The findings of the coded data of the six situations are 

presented in Table 3:  

Table 3: Overall Results: Types of Bragging Speech Act Across the Six 

Situations 

Types of bragging   Iraqi Arabs 

 

 No 100% 

Direct bragging  621 66.92 

1. Identity and affiliation bragging 32 3.44 

2. Personal and professional 

bragging 
248 

26.72 

3. Social bragging 48 5.17 

4. Material bragging 100 10.77 

5.Religious bragging 193 20.79 

Indirect bragging 307 33.08 

6. Social/linguistic intelligence 74 7.97 

7. Mitigated bragging 233 25.10 
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Total 928 100 

 

     The results in Table 3 showed that Iraqi Arabs employed 928 strategies in 

performing bragging speech act divided into two main categories: direct and 

indirect. These strategies, in turn, were categorized across seven various 

types of bragging involving identity and affiliation, personal and 

professional, social bragging, material, religious, social/linguistic 

intelligence, and mitigated bragging. 35 types of bragging strategies were 

employed by Iraqi Arabs across the six situations. The findings indicate that 

direct bragging accounted for 66.91% was the most common employed form 

by Iraqi Arabs across the six different contextual situations compared to 

direct bragging that accounted for 25.10%. These findings suggest that 

bragging is a complex and culturally specific speech act that extend and 

challenge the simple interpretations of self-promotion. Despite its 

illocutionary force of face-threat, Iraqi Arabs tended to perform bragging 

mostly through direct strategies. The high tendency of direct bragging 

appears to be in contrast with the views that Arabs often prefer indirectness 

in their interactions and speech acts rather than directness. According to 

Zaharna (1995), Feghali (1997), and Davies and Bentahila (2012), 

preference for indirectness is a key aspect of Arab communication styles; 

helping to navigate complex hierarchies and maintain social relationships. 

However, directness is a complex culturally specific dimension of 

communication. Thereby, individuals in a culture may tend to employ 

directness for performing some speech acts like a greeting while preferring 

indirectness and avoiding directness to perform others such criticism to 

maintain social relations. This suggests that fitting social expectations and 

context require the speakers to adapt to their communication. (Levinson, 

1983). Accordingly, the findings of this study proved that, in interactions, 

employing direct or indirect strategies in performing speech acts is culturally 

and contextually determined. This aligns with Hall's (1976) view of low-and 

high context cultures indicating that the tendency towards direct or explicit 

communication depends heavily on shared cultural knowledge.  

Consequently, direct bragging is seen as a communal declaration of pride 
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rather than an individualistic act of self-aggrandizement, challenging the 

assumption that bragging speech act is always seen as a face-threatening act. 

Thus, the findings proved that bragging is complex social speech act 

employed to affirm social status and strengthen group identity among Iraqi 

Arabs. Further, bragging appeared to be as communicative act that has a 

clear social purpose and is governed by social norms, accordingly, classified 

as a social speech act.  

     The results in Table 3 showed that the frequencies of bragging types 

reflect Iraqi Arabic social values rather than a random occurrence. 

Professional and personal bragging was first ranked by Iraqi Arabs at the 

percentage of 26.72%. This suggests that individual competence and skills 

are primary source of bragging, and they are highly valued for their 

contribution to the status of tribe's and family's status, thereby raising the 

individual's face, affirming their important role within the community (Al 

Dwakat, Al Dwaikat & Alolabi, 2023). With slight difference from the first 

preferred type, the second dominant type was mitigating bragging at the 

percentage of 25.10%. The dominant employment of this type highlights and 

reflects a deep social awareness in protecting the face of both the speaker 

and the hearer as achievements are presented in a way that maintains social 

balance. Religious bragging was the third prominent type accounting for 

20.79%, highlighting Iraqi Arabs' deeply religious culture. This type is not 

seen as a personal bragging; instead, it is considered as acknowledgement of 

God's blessing and grace. Consequently, it is seen as social behaviour that 

enhances the image of the person as a righteous individual, thus serving their 

social "face" positively.  

    On the other hand, other types such as material, social/linguistic 

intelligence, and identity/affiliation bragging were employed less frequently 

at the percentage of 10.77%, 7.97%, and 3.44% respectively. The less 

tendency of employing material bragging indicates that overt display of 

wealth may be regarded as impolite or inappropriate in some Iraqi Arabic 

contexts. Moreover, the less preference of identity/affiliation bragging might 

be according to the family's and tribes' fundamental ties that are socially 

rooted, thereby Iraqi Arabs do not require constant verbal affirmation (Al-
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Hassoun, 2018). Finally, social/linguistic intelligence bragging was also less 

prominent among Iraqi Arabs indicating a matter of pragmatic competence. 

Performing bragging speech act explicitly to highlight the social skill of the 

bragger may be seen a face-threatening act violating the norms of humility 

and threatening the harmony of the group (Brown & Levinson, 1987).  

6.2 Bragging Types and Strategies: Close and Familiar Lower-status 

Interlocutor  

Table 4 presents the results of the first two situations in which participants 

express their bragging in interaction with an individual of higher status with 

close and familiar social distance. 

Table 4: Bragging by Lower- status Interlocutor with Close and Familiar 

Social Distance 

Bragging Types of Strategies Lower Status 

   

  S1: Close S2: familiar  

Direct   83 58.45 91 61.49 

Types       

1. Bragging about 

identity and affiliation 
 

0 0 17 11.48 

 
Asserting national 

affiliation 

0 0 7 4.72 

 
Showcasing history 

and culture 

0 0 10 6.75 

2. Personal and 

professional bragging 
 

28 19.71 0 0 

 
Showcasing strength 

and endurance 

6 4.19 0 0 

 

Demonstrating 

intelligence and 

expertise 

13 9.15 0 0 

 
Highlighting record-

breaking   

1 0.70 0 0 

 
Claiming 

indispensability 

4 2.81 0 0 

 Taking credit  4 2.81 0 0 
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3. Social bragging   3 2.11 0 0 

 
Referencing external 

praise  

3 2.11 0 0 

4.Material bragging  2 1.40 32 21.62 

 
Highlighting projects 

and work 

0 0 13 8.78 

 
Highlighting 

possessions 

0 0 19 12.83 

 Highlighting rarity  2 1.40   

5.Religious bragging  50 35.21 42 28.37 

 Referring to blessings 40 28.16 29 19.59 

 
Mentioning religious 

deeds 

10 7.04 13 8.78 

Indirect bragging  59 41.55 57 38.51 

Types       

6.Bragging about 

social/linguistic 

intelligence 

 

16 11.26 0 0 

 
Using lexical 

sophistication 

7 4.92 0 0 

 
Demonstrating 

knowledge of rules 

9 6.33 0 0 

7.Mitigated bragging  43 30.28 57 38.51 

 
Projecting ambition 

to brag 

  12 8.45 

 
Framing criticism 

and complaint  

16 11.26 0 0 

 Simplifying 18 12.67 0 0 

 
Downplaying 

achievement  

9 6.33 45 30.40 

Total   142  148  

The results in Table 4 showed that in Situation 1 Iraqi Arabs employed 6 

types of bragging and 14 types of strategies as an employee of lower status 

brag when his manager who is his friend told him that he is the only one who 

can help him in solving the complex problem occurred in new project. These 

types involved personal and professional, social, religious, social/linguistic 

intelligence, and mitigated bragging. The findings showed a clear tendency 
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towards direct bragging among Iraqi Arabs at a rate of 58.45% compared to 

indirect bragging which was accounted for 41.54%. This means that Iraqi 

Arabs considered direct bragging as a form of positive politeness employed 

to enhance solidarity among individuals as it does not focus on the 

individual only but on values and traits of the group. When a person brags 

about an achievement, it represents a reflection of the pride of all the 

members of the group including family or tribe, or even the whole society to 

which the bragger belongs. Therefore, this type of bragging is not seen as a 

face-threating act to the hearer's "face"; instead, it is regarded as an act 

employed by individuals to strengthen solidarity and to confirm a collective 

identity (Chang & Holt, 1991).  

The findings in Table 4 indicated that Iraqi Arabs had a strong preference for 

religious bragging as they employed it sufficiently at 35.21 %. The tendency 

for religious bragging reflects its importance as an effective strategy 

employed for maintaining the "face " for both the individual and the group. 

The braggers downplay their personal role and attribute the credit to a higher 

power i.e., God. The second dominant type employed by Iraqi Arabs was 

mitigated bragging accounting for 30.28%. This type as indirect bragging 

serves as a crucial strategy for allowing individuals to acknowledge their 

achievements without threatening the "face " of others, particularly in 

contexts which involves differences in social status. Personal and 

professional bragging was less frequently used at a rate of 19.71%. This 

finding showed that personal and professional bragging is not the most 

favourite type of bragging among Iraqi Arabs as the achievement of 

individual is not valued on its own, but it's worth is specified by how it 

advantages the group.  Similarly, Identity and affiliation bragging was 

employed less dominantly at a percentage of 11.26%, and this may be 

because in collectivist societies, one's group identity and social standing are 

often assumed and deeply rooted. Therefore, Iraqi Arabs do not need any 

verbal confirmation of their identity and affiliation. Pragmatically, explicit 

bragging about these ties is considered redundant or viewed as a face-

threatening act that influence social harmony. Regarding the types of 

strategies, referring to blessings was the most favoured strategy used at a 
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percentage of 28.16, followed by simplifying at 12.67%, framing criticism 

and complaint at 11.26%, and demonstrating intelligence and expertise at 

9.15%. Other types of strategies were employed less frequently at a rate of 

7.04% and less including showcasing strength and endurance, highlighting 

record-breaking, claiming indispensability, taking credit, referencing 

external praise, highlighting rarity, mentioning religious deeds, using lexical 

sophistication, demonstrating knowledge of rules, and downplaying 

achievement.  

In the second situation, Iraqi Arabs sustained their preference for mitigated 

bragging and religious bragging as the most dominant ones at the percentage 

of 38.51%   and 28.37% sequentially. The third preferred type was material 

bragging at 21.62 followed by identity and affiliation at 11.48%. With 

reference to the types of strategies, Iraqi Arabs tended to employ referring to 

blessing as the most frequently strategy used accounting for 28.16%, 

followed by simplifying and framing criticism and complaint as indirect 

mitigated bragging at 12.67% and 11.26% respectively. Moreover, Iraqi 

Arabs varied their use of other strategies to express their bragging. These 

various types of strategies involve showcasing strength and endurance, 

demonstrating intelligence and expertise, claiming indispensability, 

highlighting record-breaking, taking credit referencing external praise, 

highlighting rarity, mentioning religious deeds, using lexical sophistication, 

demonstrating knowledge of rules, and downplaying achievement, which 

were used at 9.15% and less.Iraqi Arabs maintained their preference of direct 

bragging rather than indirect in Situation 2 when a professor congratulated a 

student, who was familiar to him, on his new car, then asking him why did 

he change his old car. Participants employed direct bragging dominantly at 

61.48% compared to indirect bragging which was used less frequently at 

38.51%. Despite the high status of the hearer and the familiar social distance, 

the bragger who was lower in status tended to use direct bragging 

sufficiently affirming that bragging is not seen as a face-threating act; 

instead, it is regarded as positive politeness strategy that maintain and 

reinforce solidarity. However, the number of types of bragging as well as the 

types of strategies were reduced compared to Situation 1. Participants 
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employed 4 types of bragging comprising 8 types of strategies. These types 

included identity and affiliation, religious, mitigated, and material bragging. 

The findings showed that Iraqi Arabs used downplaying achievement as the 

most favoured strategy at the percentage of 30.40%. These findings confirm 

that downplaying achievement as indirect bragging (mitigated bragging) is 

seen as an effective strategy for managing "face ", specifically when the 

social status is unequal between the interlocutors as in this situation between 

a professor and a student. This fact is supported by Brown and Levinson's 

politeness claims that a speaker selects their strategies of communication 

based on various variables, most considerably, the power of the hearer 

(Brown & Levinson, 1987).  

    For this reason, the participants of this study as students tended to 

downplay their achievement as a polite strategy which showed more 

deference to the higher status of the professor. That is, downplaying 

achievement used as a "mitigation pragmatic strategy" to reduce the negative 

influence of bragging (Caffi, 2007). Moreover, the preference of this strategy 

also reflects social values such as modesty which is considered as an 

important trait in Arab culture. This trait, i.e., modesty, prevents the 

individual from being perceived as arrogant and enhances social acceptance 

(Bayraktaroğlu & Sifianou, 2008).). Therefore, the choice of linguistic 

strategies is directly affected by social variables like distance and power 

between the interlocutors (Spencer-Oatey, 2008). The second preferred 

strategy was referring to blessing at 19.29 %, followed by highlighting 

possessions at 12.83%. Other strategies involving asserting national 

affiliation, showcasing history and culture, highlighting projects and work, 

mentioning religious deeds, projecting ambition were employed at 8.78% 

and less.  

6.3 Bragging Types and Strategies: Close and Familiar Equal-status 

Interlocutor  

Table 4 summarises the results of the third and fourth situations in which 

participants as equal-status interlocutors with close and familiar social 

relation expressed their bragging.  

Table 5: Bragging by Equal-status Interlocutor with Close and Familiar Social Distance 
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Bragging  Types of Strategies Equal Status 

  S3: Close  S4: Familiar  

Direct   105 70 110 70.51 

Types       

1. Bragging about 

identity and 

affiliation 

 

15 10 0 0 

 
Highlighting religious 

affiliation 

13 8.66 0 0 

 
Asserting regional 

affiliation 

2 1.33   

2. Personal and 

professional 

bragging 

 

29 19.33 62 39.74 

 
Showcasing strength and 

endurance 

0 0 16 10.25 

 

Demonstrating 

intelligence and 

expertise 

0 0 46 29.48 

 
Claiming productivity 

and creativity 

15 10 0 0 

 Using charismatic 

bragging 

10 6.66 0 0 

 Claiming effortlessness 4 2.66   

3. Social bragging  0 0 48 30.76 

 
Displaying status and 

reputation 

  4  

 
Position and social 

capital 

0 0 17 10.89 

 
Mentioning friendships 

and relationships 

0 0 27 17.30 

5.Religious 

bragging 
 

61 40.66 0 0 

 Referring to blessings 21 14 0 0 

 
Mentioning religious 

deeds 

40 26.66 0 0 

Indirect bragging  45 30 46 29.49 

Types       
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6. Mitigated 

bragging 
 

41 27.33 46 29.49 

 Drawing comparison 4 2.66 14 8.97 

 Projecting ambition 5 3.33 10 6.41 

 Simplifying  19 12.66 22 14.10 

 Humblebragging 10 6.66 0 0 

 
Downplaying 

achievement to brag 

3 2 0 0 

7.Bragging about 

social/linguistic 

intelligence 

 

4 2.66 0 0 

 
Making exaggerated 

claims 

4 2.66 0 0 

Total   150  156  

   The third situation involves a scenario in which a person of equal status 

brags when his friend asks him saying "I see you are always committed. 

That's admirable. How do you maintain this faith?" The results in Table 5 

showed that the total number of strategies employed in this situation was 150 

strategies distributed into 5 types of bragging, and comprising 13 types of 

strategies. It appeared that Iraqi Arabs maintained their preference for direct 

bragging at a rate of 70% compared to direct ones which was used less 

dominantly at 30%. This suggests that direct bragging among Iraqi Arabs 

when the hearer was of equal status and close distance often functions as a 

face-enhancing act. Direct bragging is perceived as form of friendly banter 

and mutual trust rather than being seen as arrogant act. This act may reflect a 

cultural focus on values such as "resilience" and "courage", thereby allowing 

direct bragging to serve as a socially acceptable means of self-assertion of 

one's identity within the group. Alwardi (1969) confirm that direct bragging 

is an embedded behaviour in the familial and tribal and loyalty 

characterizing Iraqi Arab culture. Direct bragging among peers is a means to 

affirm a collective identity and strengthen social bonds. Consequently, for 

Iraqi Arabs, direct bragging is not regarded as an individual act of 

superiority; instead, it is seen as a part of a shared identity that indicates the 

resilience and strength of the group.  
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Additionally, direct bragging solidifies the concepts of "manhood" (رجولة) 

and "chivalry" (شيمة) and reinforces social cohesion that are deeply rooted in 

Iraqi history. The results also revealed that Iraqi Arabs maintained their 

employment of religious and mitigated bragging as in the previous two 

situations as they employ them frequently at the percentage of 40.66% and 

27.33% simultaneously. This means that Iraqi Arabs tended to balance their 

use of direct and indirect bragging through mitigating religious bragging as 

direct type by substantial use of mitigated bragging as indirect ones. 

Moreover, the prominent tendency of using religious and mitigated bragging 

indicate that these two types of bragging are seen as socially acceptable and 

effective strategies employed to avoid criticism and enhance social status. 

More elaborately, religious appeared to be common among Iraqi Arabs for it 

is regarded a powerful means to obtain moral standing and respect in Iraqi 

Arabic society in which this type of bragging revere religious values. 

Demonstrating religious knowledge or piety is seen as a virtue allowing an 

individual to brag about positive qualities without being seen as an arrogant. 

It represents a form of moral superiority that reinforce and enhance the status 

of a person in society (Stark & Finke, 2000).  

On the other hand, mitigated bragging as indirect bragging is favoured by 

Iraqi Arabs as it represents a low-risk strategy for seeking praise allowing 

individuals to show their achievements indirectly giving the hearer two 

options: either to ignore the hint or offer the desired praise. Personal and 

professional bragging was also used frequently at 19.33% indicating that 

despite being individual accomplishments, this type of bragging 

considerably employed to reflect positively on the entire group. This act of 

"group-oriented self-praise" represents a social transaction in which the 

success of an individual is seen as source of pride for the entire collective, 

strengthening group identity rather than threatening it. Therefore, this type of 

bragging is a performative speech act that function to enhance and maintain 

both the group's and the individual's social standing sequentially (Lakoff, 

1973). Social or linguistic intelligence was the least common type of 

bragging among Iraqi Arabs at a rate of 2.66%. As the speaker and the hearer 

were friends, this type of bragging may pose a direct threat to trust making 
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friendship seem like a social game. Moreover, it may create social distance 

because it places bragger in the position of a "manipulator" or "expert" 

detracting from the friend's status or scoffing at him. (Goffman, 1959). It 

also demonstrates a significant contrast as showing excessive display of such 

abilities is considered as a violation of conversational humility. Socially, 

therefore, using this type of bragging may push others away, particularly 

close people making it unwise and ineffective behavior in maintaining social 

interaction (Culpeper, 2009). 

Regarding the most preferred strategies, mentioning religious deeds was the 

most prominent ones among Iraqi Arabs at the percentage of 26.66%, 

followed by mentioning friendships and relationships at 17.30%, and 

referring to blessings at 14%. As the speaker belong to religious 

communities, notably individuals, by framing their achievements as acts of 

divine favor, they enhance their social capital (Putnam, 2000). This strategy 

is preferred because self-praise is seen a virtuous testament to their gratitude 

or piety toward God rather than personal arrogance, allowing them to gain a 

reputation for devotion and humility, and bypass the usual social penalties 

for bragging (Simler & Hanson, 2018). The third favoured strategy was 

simplifying strategy at 12.66%. This strategy employed as a persuasive tool.  

Thereby, the bragger expresses confidence in his ability to manage a 

situation diminishing its complexity and scale in the hearer's eye. Further, it 

is seen as a means for self-affirmation as bragging through this strategy is 

used to assert one's status as someone capable of resolution and control 

making the situation seems simpler. Other strategies of bragging such as 

highlighting religious affiliation, asserting regional affiliation, using 

charismatic bragging, claiming effortlessness, humblebragging, drawing 

comparison, projecting ambition, downplaying achievement, making 

exaggerated claims were employed less frequently at 10% and less.  

The fourth situation involves bragging by someone when his colleague told 

him that "he is the only one who can help him to get approval for an 

extended annual leave that exceeds the internal company limit. That is, the 

social status is equal and the social distance familiar among the speaker and 

the hearer.  The results indicated that the participants employed a total 
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number of 156 strategies sorted into 3 types of bragging comprising 6 types 

of strategies. The participants sustained their preference for direct bragging 

as they employed it at 70.51% compared to indirect bragging which used 

less prominently at 29.49%.  The results also showed that the Iraqi Arabs 

maintained nearly the same number of strategies with slight difference from 

Situation 3. However, they reduce the number of types of bragging and the 

types of strategies compared to those employed in Situation 3. Personal and 

professional bragging was the most frequently employed by Iraq Arabs at 

39.74%, followed by social bragging at 30.76%, and mitigated bragging at 

29.48%. Iraqi Arabs employed personal and professional bragging as the 

most preferred strategy when the bragger of equal status and familiar 

distance with the hearer. The highest percentage of this type of bragging 

suggests that in many professional and social contexts, there is a significant 

emphasis on establishing individual success, skills, and competence. People 

often tended to employ "impression management" in social setting to directly 

present a positive image of themselves to others (Goffman, 1959). Moreover, 

Iraqi Arabs, according to the principles of their collectivist cultures, often 

view successes and personal achievements as belonging to the whole group. 

That is, individuals tend to frame their achievements as a source of pride for 

their community or family when discussing these accomplishments.  

Consequently, central values, social harmony, and group identity in 

collectivist societies are reinforced, where the self is often defined by one's 

relationship to others (Triandis, 1995).  

Based on the analyzed data, the preference for social bragging was 

significant. Iraqi Arabs employed this type as the second most common 

strategy at a percentage of 30.76%. Social bragging reflects a key principle 

in the collectivist cultures in which individuals' value and identity are closely 

related to their group. By presenting personal achievements or success as a 

collective victory, individuals successfully promote themselves. Meanwhile, 

they simultaneously strengthen group bonds and reinforce social harmony. 

Therefore, social bragging is seen as a highly valued and strategic social 

performance that connects personal achievement to the honor of the entire 

group (Trompenaars & Hampden-Turner, 1998). The third most frequent 
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strategy among Iraqi Arabs was mitigated bragging at 29.48% as a form of 

indirect bragging. This type of bragging function as a key politeness strategy 

employed by the bragger to protect the "face" of both the hearer and the 

speaker. When the braggers downplay their success, they tend to avoid 

threatening their own positive face by not appearing arrogant as well as 

threatening the negative face of the hearer by not explicitly demanding 

praise. The hearer is then free to offer praise as a voluntary act maintaining 

the social harmony and positive image of the interlocutors involved in it. 

Thus, mitigated bragging as indirect way of communication functions as a 

successful and effective means in interactions (Watzlawick, Beavin, & 

Jackson, 1967).  

Considering the most frequent types of strategies, Iraq Arabs varied their 

tendencies for strategies compared to Situation 3. They tended to prefer 

demonstrating intelligence and expertise strategy as the most common ones 

that express bragging in direct way. However, they sustained their 

employment of simplifying strategy dominantly at 14.10%. Leveraging 

position and social capital was the third frequent strategy at a rate of 10.89.  

This strategy is employed by braggers when they use the strength of their 

relationships ("social capital") and informal or formal status ("position") to 

achieve specific outcomes making their bragging more impactful and 

credible. Also, the bragger uses the influence of their connections and their 

authority to make their bragging more believable. Showing strength and 

endurance was used at 10.25%, followed by drawing comparison and 

projecting ambition at 8.97% and 6.41% respectively.  

6.4 Bragging Types and Strategies: Close and Familiar Higher-status 

Interlocutor  

Table 4 showed the results obtained from the fifth and sixth situations in 

which Iraqi Arabs as higher-status interlocutors express their bragging in 

interactions with people to whom they are close or familiar.    

Table 6: Bragging by Higher- status Interlocutor with Close and Familiar 

Social Distance  

Bragging  Types of Strategies Higher Status 

  S5: close S6: Familiar 
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Direct   79 47.02 149 90.85 

Types       

1. Personal and 

professional 

bragging 

 

68 40.74 62 37.80 

 
Displaying generosity 

hospitality, and gallantry 

0 0 11 6.70 

 
showing Strength and 

Endurance 

0 0 9 5.48 

 
demonstrating Intelligence 

and Expertise 

40 23.80 25 15.24 

 
claiming productivity and 

Creativity 

20 11.90 4 2.43 

 Using Charismatic 

Bragging 

0 0 8 4.87 

 Claiming Authority  8 4.76 5 3.04 

2.Material 

bragging 
 

11 6.54 57 34.75 

 
Highlighting projects and 

Work 

0 0 22 13.41 

 
Performing Conspicuous 

Consumption 

11 6.54 28 17.07 

 Boasting financial status  0 0 7 4.26 

3.Religious 

bragging 
 

0 0 30 18.29 

 Referring blessings 0 0 20 12.19 

 
Mentioning religious 

Deeds 

  10 6.09 

Indirect bragging   89 52.98 15 9.15 

Types       

4.Social/linguistic 

intelligence 

bragging  

 

44 26.19 7 4.26 

 
Using lexical 

Sophistication 

30 17.85   

 
By demonstrating 

knowledge of rules 

14 8.33 7 4.26 
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5. Mitigated 

bragging 
 

45 26.78 8 4.87 

 
Framing criticism and 

Complaint to brag  

15 8.92 0 0 

 Simplifying 10 5.95 8 4.87 

 Humblebragging 20 11.90 0 0 

Total   168  164  

Table 6 revealed that Iraqi Arabs increased the total number of strategies in 

Situation 5 compared to the fourth previous situations accounting for 168 

strategies. The situation involves a person who holds a higher status as a 

manager express his bragging when his friend who was lower in status 

asking him saying "You always have a sound opinion. You are one of the 

employees I rely on in the company. What is your opinion?" In this situation, 

Iraqi Arabs employed 9 strategies which were classified under four main 

types of bragging: personal and professional, mitigated, social/linguistic 

intelligence, and material bragging. 

The findings showed that Iraqi Arabs followed a careful balance between the 

two types of bragging, i.e., direct and indirect. The finding that high-status 

bragger used indirect bragging slightly more (52.98%) than direct bragging 

(47.02%) demonstrate the significant role of social distance in interaction. 

While typically a high-status speakers might use a more direct bragging to 

ensure their position, the close social distance with the lower-status hearer 

establish a need for tact and politeness. The bragger opted for indirect 

bragging to get recognition without threatening the face of the hearer. This 

indicates that in situations where a close social distance is appreciated and 

valued, the need to sustain social harmony is more preferred, and often takes 

precedence over the explicit display of status, leading to a subtle yet distinct 

preference for indirect communication (Lakoff, 1975; Brown & Levinson, 

1987). The findings showed that the most dominant form of bragging was 

personal and professional at 40.74% which reinforces the role of the 

braggers as a high-status to assert their expertise and authority. The next 

most prominent types of bragging, however, reveal a more complex social 

dynamic. Both mitigated (26.78%) and social/linguistic intelligence 

bragging (26.19%) as indirect types to express this speech act are employed 
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at nearly identical rates. These indirect types of bragging are employed in 

Situation 5 when the individual with a lower-status is seeking advice, 

allowing the braggers to confirm and show their authority without causing a 

threat to the face of the hearers.  That is, these types of bragging used as 

mitigating and effective way to reduce the effect of bragging as a face-

threating speech act. On the other hand, material bragging (6.10%) was the 

least frequent types of bragging, suggesting that the bragger prioritizes 

projecting an image of knowledge and expertise rather than simply 

showcasing their wealth. In terms of bragging strategies, the findings 

showed a strong emphasis on professional intellectual competence. 

Demonstrating intelligence and expertise was the dominant strategies at the 

percentage of 23.80% indicating the role of the bragger as an expert. The 

next preferred strategies were lexical sophistication and humblebragging at 

17.85% 11.90% respectively. Strategies such as framing criticism and 

complaint, demonstrating knowledge of rule, performing conspicuous 

consumption simplifying, claiming authority at 8.92% and less.  

In the sixth situation, Iraqi Arabs maintained their high use of strategies as 

they employed 164 distributed into 5 types of bragging, and 13 types of 

strategies in their responses to WDCT in which the speaker of higher status 

(headmaster) expressed his bragging when he was asked by a person of 

lower status (teacher) how he could perform his duties perfectly. Generally, 

direct bragging was the most dominant type among Iraqi Arabs to express 

this speech act at a percentage of 90.85%. In contrast, indirect bragging was 

the lowest compared to the previous fifth situation at a rate of at 9.15%.  

Importantly, the findings revealed that Iraqi Arabs sustained their preference 

of personal and professional bragging accounting for 37.80%, where the 

headmaster's bragging is dominated by displays of professional success. The 

second dominant type of bragging was material bragging which employed 

frequently at 34.75%. The high percentage of personal and professional 

bragging is expected to reinforce authority. This suggests that Iraqi Arabs as 

a bragger employed financial success to further establish superiority. 

Significantly, religious bragging was employed as the third favoured type 

accounted for 18.29% indicating that bragging about one's religious values 
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or faith is considered as a powerful way to gain authority based on respect or 

morals. This type of bragging helps an individual to earn a deeper influence 

and community trust than what their professional position alone could 

provide. Mitigated bragging was less frequently used at a percentage of 

4.87% compared to its employment in Situation 5 when speaker was of close 

social distance with hearer. This means that Iraqi Arab' high use of mitigated 

bragging in close relationships, despite their higher status, suggests that they 

provide an effort to maintain social harmony. Iraqi Arabs as a higher-status 

bragger may use such indirect types of bragging to avoid creating social 

distance and save the face of the hearer aligning with politeness theory, 

where a speaker balances his need to assert status with the desire to be 

admired and liked (Brown & Levinson, 1987). As indirect type, 

social/Linguistic intelligence was the least employed type of bragging at 

4.26%. It is concluded that Iraqi Arabs express their achievements through 

professional, financial, and religious bragging, because, in a collectivist 

culture including Iraqi Arabic, personal achievements are often seen as a 

reflection of the entire group's success, instead of being selfish or arrogant. 

Therefore, Iraqi Arabs as a higher-status interlocutor express their bragging 

as a way to celebrate the group as a whole, consequently saving the face of 

both the hearer and the speaker by elevating the group's shared status and 

identity.  

Regarding the type of strategies, the findings showed Iraqi Arabs 

employment of strategies were a balanced mix indicating no single strategy 

being significantly dominant. The most frequent strategy was is performing 

conspicuous consumption at 17.07% showing that Iraqi Arabs used wealth to 

ensure superiority, followed by highlighting projects and work at 13.41%. 

This suggests that the focus was on both professional competence and 

personal wealth reinforcing status. Additionally, referring to blessings was a 

significant strategy employed at 12.19% which allows Iraqi Arabs to brag 

while maintaining an appearance of gratitude and humility, thereby 

sustaining their religious authority and moral. Overall, Iraqi Arabs viewed 

direct bragging as positive politeness strategy by employing various direct 

type of strategies of bragging about moral character, professional success, 
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and wealth to assert their superiority as well as showing their achievements 

as the entire group's. Other strategies involving displaying generosity 

hospitality, and gallantry, mentioning religious deeds, showing strength and 

endurance, simplifying, using charismatic bragging, demonstrating 

knowledge of rules, boasting financial status, claiming authority, and 

claiming productivity and creativity were used at 6.70% and less. 

7. Conclusion  

    The overall results of this study demonstrated that Iraqi Arabs employed 

seven types of bragging across the six situations, which included three levels 

of social status (lower, equal, and higher) and two levels of social distance 

(close and familiar). The seven types of bragging comprised personal and 

professional, identity and affiliation, social, material, religious, 

social/linguistic intelligence, and mitigated bragging. The overall results of 

the six situations indicated that personal and professional bragging was the 

dominant type, followed by mitigated, religious, material, social/linguistic 

intelligence, social, and identity and affiliation bragging. However, Iraqi 

Arabs' preference of the first ranked type of bragging varied according to the 

social status and distance of the interlocutors. They employed religious 

bragging as the dominant type when bragging was performed by lower and 

equal-status interlocutor with close social distance. Personal and 

professional bragging was the most prominent type when the bragger was 

equal in status and had familiar social distance with hearer. This type of 

bragging also was the dominant when the interlocutors were of higher status 

having close and familiar social distance.  However, participants employed 

mitigated bragging when the bragger was in lower status and familiar social 

distance.  Additionally, they varied their preference of the second favoured 

types of bragging as they employed mitigated bragging followed by 

personal and professional in the first situation, religious followed by 

material in the second, material followed by personal and professional at the 

third, social followed by mitigated at the fourth, mitigated followed by 

social/linguistic intelligence at the fifth, and material followed by religious 

bragging at the sixth situation.  In addition, the overall results indicated that 

Iraqi Arabs preferred direct bragging rather than indirect ones. Yet, the use 
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of direct bragging varied according to the social status and social distance. 

The findings revealed that Iraqi Arab's employment of direct bragging was 

the highest when the bragger was higher in status and had familiar social 

distance with the hearer, slightly lessened in equal status, and significantly 

reduced when the bragger was lower in status.  However, Iraqi Arabs opted 

to balance their use of direct and indirect bragging when the bragger was of 

higher status, but had close social distance with hearer. This finding reflects 

the impact of social distance on Iraq Arabs' choices of bragging. Despite 

their higher status, they tended to mitigate their direct bragging by using 

more indirect ones.   

Regarding the types of strategies, Iraqi Arabs employed 35 types of 

strategies across the six situations, which were distributed across the seven 

types of bragging (See Appendix 1). Nevertheless, Iraqi Arabs followed 

various tendencies in their employment of these strategies according to the 

different level of social status (lower, equal, and higher) and social distance 

(close and familiar). They preferred referring blessings followed by 

simplifying, framing criticism and complaint, and demonstrating intelligence 

and expertise in the situation with close-social-distance and lower-status 

interlocutors. While in familiar, lower-status situation, they favoured 

downplaying achievement, followed by referring blessings, highlighting 

possessions, highlighting projects and work, and mentioning religious deeds. 

In the third situation when the bragger was in equal status and close social 

distance with hearer, mentioning religious deeds, followed by referring 

blessings, simplifying, and religious affiliation were the most dominant. 

However, the most frequent strategy when bragging performed by familiar 

equal-status bragger was demonstrating intelligence and expertise, followed 

by simplifying, leveraging position and social capital, and showcasing 

strength and endurance. Notably, Iraqi Arabs maintained their dominant use 

of demonstrating intelligence and expertise as the most preferred in close 

higher-status situation. However, they followed different tendencies 

regarding the second preferred strategy in this situation. They employed 

using lexical sophistication as the second favoured strategy, followed by 

humblebragging, claiming productivity and creativity, and framing criticism 
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and complaint. Finally, when the bragger was of higher status with familiar 

social distance with hearer, Iraqi Arabs preferred performing conspicuous 

consumption as the most frequent strategy, followed by demonstrating 

intelligence and expertise, highlighting projects and work, and referring 

blessings.  

Finally, according to Brown and Levinson's theory of politeness, bragging is 

characterized as a face-threatening act (FTA) as it threatens the self-image of 

the hearer, and it should be performed indirectly.  (Brown & Levinson, 

1987). However, based on the findings of the present study, bragging speech 

act among Iraqi Arabs was seen as face-enhancing act that save the face of 

both the speaker and the hearer, and often performed through direct 

strategies. Consequently, bragging speech is culturally specific, and its 

performance and perception are based on various variable including social 

and cultural norms, social status and social distance, and context of 

situations. This fact is supported by findings from the reviewed study by 

Holtgraves and Dulin (1994) who examined European American's and 

African Americans' perception of bragging. 

8. Limitations, Suggestions for Further Research, and Implications  

    The study has notable limitations. It is limited to bragging speech act 

among Iraqi Arabs in Iraqi Arabic dialect. Therefore, its results may not be 

generalized to the different countries in which people speak different Arabic 

dialects from that of Iraq. This study conducted at one specific university, 

the findings derived from a single data collection instrument (WDCT), and 

its populations confined to fourth-year male students aged 22-23. Therefore, 

the narrow focus limited the generalizability of its findings to other broader 

populations, different age groups, and female gender.  These variables were 

proved to be of great influence on the findings of previous studies.  

Consequently, it is advisable that the sample of future studies are expanded 

to include other age groups and female participants to explore developmental 

differences and gender. Furthermore, employing a mixed-methods approach 

to collect authentic conversational data are crucial to provide deeper insights. 

Additionally, to validate the findings on a broader scale, future researches 

should be conducted across other diverse main Iraqi communities such as 
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Kurds and Assyrians. However, despite these limitations, this study offers 

valuable.  It contributes to the field of knowledge in general, and to speech 

act studies and pragmatics in particularl by providing a valuable deeper 

understanding of how bragging speech act is performed by Iraqi Arabs. This 

knowledge is important for cross-cultural interaction, as it helps to avoid 

misinterpretations or pragmatic failures in any potential interactions between 

non-native Arabic speakers and Iraqi Arabs. The findings of this study are 

valuable as they may help in reducing misunderstandings among the various 

communities within Iraq, including Kurds and Assyrians and Iraqi Arabs. 

Moreover, this study has significant implications for learners of Arabic as a 

second language or a foreign language. Understanding bragging speech acts 

may help in avoiding culturally inappropriate communication or pragmatic 

failures. This awareness could help interlocutors to recognize the 

perlocutionary effect and illocutionary force of a speaker's brag, which is 

essential to achieve successful pragmatic competence in cross-cultural 

interactions. 
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Appendices: 

Appendix 1  

Classification of Types and Strategies of Bragging 

Types of 

Bragging  

Types of Strategies  Examples  

A. Direct 

Bragging 

  

Types    

1.Identity and 

Affiliation 
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bragging  

 
Asserting national 

affiliation 

 أٚي زضاسج تاٌراسٌخ.""إزٕٗ عشالٍٍٓ ٚ

"We are Iraqis and the first civilization in 

history." 

 
Expressing 

religious affiliation 

أٔٗ داٌّاً أذعّك تاٌذٌٓ، لأْ إزٕٗ وّغٍٍّٓ ٚاخثٕٗ ٔىْٛ  "

 "لذٚج ٌٍٕاط، ٚ٘زا ٌخًٍٍٕ أٌرضَ أوثش

"I always delve deep into religion, because 

as Muslims, it's our duty to be a role model 

for people, and that makes me more 

committed." 

 

 
Highlighting 

regional affiliation 

لا ذشًٍ ُ٘. أٔرٗ خاي عٍى اٌثصشج، ٚأٍ٘ٙا ِعشٚفٍٓ  "

 ".تىشُِٙ ٚطٍثرُٙ. اعرثش ٔفغه اتٍره

"Do not worry. You've come to Basra, and 

its people are known for their generosity 

and kindness. Consider yourself at home." 

 

 

 Showcasing 

history and 

culture 

إزٕٗ أصساب زضاسج ٚادي اٌشافذٌٓ، ٚأٚي ِٓ ورة "

 ".اٌراسٌخ

"We are the people of the civilization of 

Mesopotamia, and the first to write 

history." 

 

2.Personal and 

professional 

bragging 

 

 

 

  Displaying 

generosity 

hospitality, and 

gallantry 

 ".ِا أسخع أزذ إٌذٖ فاسغح، ٚ٘زا ِٓ وشَ إٍٔ٘ٗ"

"I do not turn anyone away empty-handed; 

this is from my family's generosity." 

 

Showcasing 

strength and 

endurance 

ٌشغً ِا ٌگذس عٍٍٗ أزذ غٍشي، لأْ شغًٍ ٌرعة ٘زا ا"

 ".٘ٛاٌح

"No one else can do this job because my 

work is very tiring." 

 

Demonstrating 

intelligence and 

expertise 

"أٔٗ ِٓ صِاْ ززسخ ِٓ ٘زا اٌّٛضٛع، تظ ِسذ عّع 

  ولاًِ."

"I warned about this a long time ago, but 

no one listened to me." 
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Claiming 

productivity and 

creativity 

تصشازح، ٘اي اٌّشىٍح ذسراج ٚازذ عٕذٖ إتذاع ""

تاٌرفىٍش، ِٛ تظ خثشج. ٚأٔا دائّاً عٕذي اٌمذسج أشٛف 

 ".زٍٛي خذٌذج ِٚخرٍفح

"Honestly, this problem needs someone 

with creative thinking, not just experience. 

And I always have the ability to see new 

and different solutions." 

 
Using charismatic 

bragging 

"ذفضً أعرار، أٔٗ أزة أذعاًِ ِع اٌّشاوً اٌصعثح لأْ "

 ذأثٍشي عٍى فشٌك اٌعًّ ٌخٍٍُٙ ٌشرغٍْٛ تأزغٓ صٛسج"

"Please, sir, I like dealing with difficult 

problems because my influence on the team 

makes them work at their best." 

 Claiming 

effortlessness: 

"Man, that job didn't take me five minutes, 

it's just a simple arrangement." 

" ٌّعٛد، ً٘ اٌشغٍح ِا طٌٛد ًِٕ خّظ دلاٌك، ِدشد 

 ذشذٍة تغٍظ."

 Highlighting 

record-breaking: 

"اٌسّذ لله، ٘زا ِٛ أٚي ِششٚع ٔسمك تٍٗ أعٍى ٔغثح 

 أستاذ تاٌششوح، ازٕا ِرعٛدٌٓ عٍى ٍ٘ح أسلاَ."

"Thank God, this isn't the first project 

where we've achieved the highest profit 

margin in the company; we're used to 

numbers like this." 

 Claiming 

authority: 

"أٔٗ أخزخ عٍى عاذمً ِغؤٌٍٚح ٘زا اٌّٛضٛع، فالأفضً 

 ٍٔرضَ تاٌخطح اًٌٍ ٚضعرٗ"

"I've taken on the responsibility for this 

issue, so it's best we stick to the plan I've 

put together" 

 Claiming 

indispensability: 

: "صذن، اٌشغً ِا ٌّشً إرا ِٛ أٔٗ ِٛخٛد تٍٗ، ذعشف 

ٔٗ اٌٛزٍذ اًٌٍ ٌعشف ٍ٘ح ذفاصًٍ."أ  

"Believe me, the work doesn't get done if 

I'm not there; you know I'm the only one 

who knows these details." 

 Taking credit:  شٛف، اٌسً اًٌٍ ذٛصٍٕٗ إٌٗ ٘ٛ ٔرٍدح خثشذً، ٘زا"

 إٌٛع ِٓ اٌّشاوً صاس عٕذي عادي."

"Look, the solution we reached is a result 

of my experience; these types of problems 

are normal to me now." 



 
 
 

 

565 
 

 

JOBS ِدٍح اٌعٍَٛ الأعاعـٍح                                  

Journal of Basic Science 
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3. Social 

Bragging 
 

 

  

 
Highlighting 

lineage and origin 

 ".إزٕٗ ِٓ تٍد اٌثٛزغاْ، ٚوً إٌّطمح ذعشفٕٗ"

"We are from the House of Al-Hassan, and 

the whole area knows us" 

 
Displaying status 

and reputation 

ِذٌش اٌششوح ٌسرشَ سأًٌ ٘ٛاٌح تفضً عّعرً اٌمٌٛح "

 ".تاٌّداي، ٌٚٙزا ساذ أٔطٍه سأي ِثً اًٌٍ ٌسة ٌغّعٗ

"The company manager highly respects my 

opinion due to my strong reputation in the 

field, so I'll give you advice that he would 

like to hear." 

 

Leveraging 

position and social 

capital 

اتٓ عًّ ِذٌش عاَ تاٌٛصاسج، أي شً ذسراخٗ إزٕٗ "

 ".زاضشٌٓ

"My cousin is a Director General at the 

ministry; we're ready to help with anything 

you need." 

 

Mentioning 

friendships and 

relationships  

تصشازح، ِشىٍح اٌثشٔاِح عٍٙح، تظ إرا ذشٌذ أعشّع "

اٌسً، عٕذي صذٌك ٌشرغً تاٌششوح اٌّصٕعح ٌٍثشٔاِح 

 ".ِّىٓ أذٛاصً ٌٚاٖ

"Honestly, the program's problem is easy, 

but if you want me to speed up the solution, 

I have a friend who works at the company 

that made the software; I can contact 

them." 

 
Referencing 

external praise 

لا ذشًٍ ُ٘، اٌّذٌش اٌثاسزح گاي عًٕ أٔٗ أعشع ٚازذ ٌسً "

ًّ ٚأٔٗ أخٍصٙا اٌه."   ٍ٘ح ِشاوً. عٍّّٙا إٌ

"Don't worry, the manager said about me 

yesterday that I'm the fastest one to solve 

these kinds of problems. Hand it over to 

me, and I'll finish it for you." 

4. Material 

Bragging 
 

 

 
Highlighting 

projects and work 

 ".٘اي ِٓ فٍٛط ِششٚعً اٌدذٌذ اًٌٍ ساذ ٌٕدر لشٌثاً

This is from the capital of my new venture, 

which is on the verge of a major success. 

 
Highlighting 

possessions 

 ".ذعثد ِٓ وثشج ِا أتذي عٍاساخ"

"I'm tired of having to change cars so 
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often." 

 

Performing 

conspicuous 

consumption 

شغًٍ اٌدذٌذ ٌرطٍة اعرثّاساخ ضخّح ِٚا ٌگذس عٍٍٗ "

 ".أي أزذ

"My new job requires huge investments, 

and not just anyone can handle it." 

 
boasting about 

financial status 

اٌشغً ٌضغظ، تظ اٌسّذ لله، ِذتش أِٛسي. أٔٗ أصشف " : 

 ".عٍى سازرً ِٚا أزظ تضغظ اٌفٍٛط

"The work is stressful, but thank God, I 

manage my affairs. I spend as I please and 

the household expenses are secured. Do not 

worry about these things." 

 
Highlighting 

rarity: 

ٚالله، ً٘ اٌغٍاسج اٌمذٌّح زٍٛج، تظ اٌغٍاسج اٌدذٌذج "

 "ٔضٌد ِٕٙا وُ لطعح تاٌعشاق، فأخزذٗ

"By God, the old car was nice, but only a 

few of the new ones were released in Iraq, 

so I got one." 

5. Religious 

Bragging 
 

 

 
Referring 

blessings 

 

"٘إٌداذ تاٌششوح وٍٗ ذٛفٍك ِٓ سب اٌعآٌٍّ، اٌسّذ لله 

 عٍى ٔعّٗ ِا لصش ٌٚأٗ."

"This success at the company is all by 

God's grace; praise be to God for His 

blessings, He hasn't held back from us." 

 
 Mentioning 

religious deeds 

 ".اٌسّذ لله، خرّد اٌمشآْ وُ ِشج، ٚداٌّاً أسٚذ ٌٍضٌاسج"

"Thank God, I've completed the Quran 

several times, and I always go on 

pilgrimage." 

B. Indirect 

bragging 
 

 

Types of 

indirect 

bragging  

 

 

6.Bragging 

about 

Social/Linguistic 

Intelligence 

 

 

 Using lexical " ًأعرار، اٌّشىٍح ذسراج زً اعرشاذٍدً ِٛ ِدشد ز
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sophistication ذمٍٍذي، لاصَ ٔشرغً عٍى ِٕٙدٍح خذٌذج زرى لا ذرىشس" 

"Sir, the problem needs a strategic 

solution, not just a traditional one; we must 

work on a new methodology so it doesn't 

happen again." 

 
Demonstrating 

knowledge of rules 

 ".أٔا اٌٛزٍذ اًٌٍ فّٙد اٌٍعثح اٌٍَٛ"

"I'm the only one who understood the 

game today." 

7. Mitigated 

bragging 
 

 

 
Drawing 

comparison 

"عٍى عىظ اٌثعض اًٌٍ ٌعأْٛ، أٔا دائّاً أخٍصٙا تٍّر "

 اٌثصش.

"Unlike some who struggle, I always finish 

it in the blink of an eye" 

 
Projecting 

ambition 

لا ذٙرُ أعرار، أٗ زاٌٍاً أذعٍُ ذمٍٕاخ خذٌذج زرى أوْٛ "

 "لادس عٍى زً ِشاوً أوثش ِٓ ٍ٘ح تاٌّغرمثً

"Do not worry, sir, I am currently learning 

new technologies so that I will be able to 

solve bigger problems than this in the 

future." 

 
Framing criticism 

and complaint 

ٌا أخً، إٌاط عثاٌٙا اٌشغٍح عٍٙح، تظ اٌّشىٍح تٍٙا "

 "ٌگذس ٌفّٙٙا غٍشي ذفاصًٍ ٘ٛاٌح ِسذ

"Man, people think the task is easy, but the 

problem has many details that no one can 

understand but me." 

 Simplifying  

لا ذٙرُ، ً٘ ِدشد ِىاٌّح ذٍٍفْٛ تغٍطح ٌٚخٍص "

 ".اٌّٛضٛع

"Do not worry, it's just a simple phone call 

and the matter will be resolved." 

 

Downplaying 

achievement to 

brag 

 

 Humblebragging 

ً أٔا ِٛ أروى ٚازذ، تظ أٔا دائّاً أشٛف الأِٛس تشى"

 ".ِخرٍف عٓ اٌثمٍح

"I'm not the smartest person, but I always 

see things differently from everyone else." 

 
Making 

exaggerated 

ٍ٘ح شغٍح تغٍطح؟ ٘اي أغّض عًٍٛٔ ٚأعٌٛٙا، لا ذشًٍ 

 ُ٘ وٍش."
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claims "This is an easy task? I can do it with my 

eyes closed, so do not worry about it at all." 

 

Appendix 2 

Core Components in Bragging Situations: Speaker, Hearer, Topic, and Reason 

Situation 

No. 

Speaker 

)Bragger( 
Hearer Topic 

Analysis/Reason for 

Bragging 

1 An employee A manager 

The 

employee's 

ability to 

solve a 

complex 

team conflict. 

"The manager's praise 

provided a chance to brag 

about unique problem-

solving skills and 

organizational influence, 

seeking recognition and 

respect from a superior." 

2 A student A professor 

The 

speaker's 

new car 

acquisition. 

"The professor's question 

created an opening for the 

speaker to brag about 

their material affluence, 

superior financial power, 

and discerning consumer 

taste, using the new 

vehicle to establish a high 

socioeconomic status and 

impress the professor" 

3 

A 

postgraduate 

student 

A 

postgraduate 

student 

The 

speaker's 

strong faith 

and religious 

commitment. 

"The hearer's compliment 

provided a context to brag 

about superior spiritual 

strength and discipline, 

reinforcing the speaker's 

image as a pious person." 

4 An employee A coworker 

The 

speaker's 

unique 

ability to 

secure an 

exceptional 

leave 

approval. 

"The hearer's praise 

explicitly prompted the 

speaker to brag about 

powerful 

network/influence and 

ability to bypass 

bureaucracy." 

5 A manager An employee 

The 

manager's 

sound 

"The hearer's praise 

created an opportunity for 

the manager to brag and 
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opinion and 

strategic 

wisdom. 

reinforce their status as a 

wise, visionary leader, 

which helps maintain 

authority." 

6 
A 

headmaster 
A teacher 

The 

headmaster's 

ability to 

perform 

duties 

perfectly 

despite 

pressure. 

"The hearer's question 

directly invited the 

headmaster to brag about 

exceptional managerial 

skills and resilience under 

pressure." 
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