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Developing Skills Related to the New Media and Changing the Country Image to Achieve
National Goals.
Abdullah Ali Alassiri

King Khalid University, 62529 Abha, Saudi Arabia

Abstract

The aim of this article is to review the importance of developing the skills of new media professionals
that highlight the successful achievements that contribute to the national goals of Saudi Arabia and the
Vision of 2030. The research was based on a number of previous reports and studies to achieve its
objectives. It reviews the importance of developing new media skills and how to benefit from it in
stimulating achievement at the national level and changing the stereotype of Saudi Arabia as an oil
country. The study concluded that (1) the new media do not eliminate the role of traditional media, but
complement it, (2) there was a scarcity of academic research and studies that measure the impact of
various media institutions in Saudi Arabia by new media. The new media has not been used effectively to
draw a positive image of Saudi Arabia. This study proposed a number of recommendations: First, the
traditional media institutions should invest their human and financial resources in the new media, second,
encourage researchers to study the impact of new media on traditional media organizations. The Ministry
of Information should start working on developing a detailed strategy and plan and creating a new logo to
create an image that reflects the identity of Saudi Arabia. The new media must play a major role in
promoting this new image and country brand at home and abroad, which will help increase the sales of
Saudi products and promote tourism and others.

Keywords: New media, new media skills, New media strategies, Country branding, country image,
Saudi Arabia, Ministry of Culture and Information

deuiod) 1

Sl odoa L 3 eV aels pdy b 8 @ SISV e OUS ola bty ST Calebl jLsily il sl
oY ol isgndl O s Y082 eVl i 3 o B jlasl i o aasaldl 3 S ST L) Wb ol
o =S 01 e Jin L aSlll 0w sie e A saall s L0ske 40 ls g i apse ) 3 deise L) ST
(Communications and Information eV Jaze S5 Sl e ST Sl
' Technology Commission, 2017,

il B o o o Al S5 ) Bl auly Bl e el i y5y ST Caslygl) 1 S e

95 el @ QW) Ayl 3dgll gl s G s LAYy ol Y1 Lolgdl Bluy jlasl e deln 2Lzl

! Communications and Information Technology Commission. (2017, Decemebr 27). ICT Indicators-Q42017.
Retrieved from Communications and Information Technology Commission:
http://www.citc.gov.sa/ar/reportsandstudies/indicators/DocLib/CTIndicators-Q42017Ar.pdf

Route Educational and Social Science Journal

1234 Volume 5(8), June 2018



Agilagl) CilwY) gRail e ALgal) 5y g iy aall Aoyl Adbaial) cilgall gk

gl o e
s 30 o a a3l e M) el e Lol Ll s Osbe 130 8T s gy g &
e o3 L 5 S jes Al gl LS oY1 L il 3 cael o | alsall o1 2. 2018 3 il 2oy 5
2 (Statista, 2018 (s le
ieylze A3latly elanmly dwlow Slprn 8 Sl ol o S Ol oy Ao S ge g9 Ol LU Lo5 de
Gl o agaball a3 ) 30a 2030 a3, g Oladw o de gl g dndy e el Sl B Slusg
@ oS sl o 5y e i ol lelladl (3 Lo Y amnsSy O QU sl i W adsb -5
JEKPMG, 2017y sl g
Ll sitete =8 ik Bsge ) 0l o Ol Al Lo VL Sie (35S LA Ll i olpadl sl
L 3Ly el T le 3 Busga ol caog AUAS A Y linagd e s U olely Jley g5l 5 e 055
e ziWly JIsa¥ s ale J) DS Slusie 2,8 Gpilsd Rapedl dal) AUl s eaga oy b alod iy
Bin el oY e o Dol ) Al el ¢ Gy AW ak sV g g oW sy, sl s
*Madhian, 2017,
S el i Y s s ke (s ) ST cstisl LY (3 Ll ¢ SBLEY sds aa
L5 et oy LS e Suny Suetor gl e B9 oy 3Ll LT 1T Ly s 3o ) MY 52
P AN s s A caaslE) B e Y1 IV ansizl) gl Badb (3 el mgelally AV ¢ e Ay

Ahleay wadl SV e 2 (1)
By gmed) el Sl 2 dll 85l vy 3 Al YT 95 (2)
gl §50 ) L1 2 B 1T 3 delis OF S )l 23V 3 dld) sl (3)

RUIBEHUPAVNE )

? Leading countries based on number of Twitter users as of April 2018 (in millions). Statista. (2018, April 3).
Retrieved from The Statistics Portal: https://www.statista.com/statistics/242606/number-of-active-twitter-users-
in-selected-countries/

® Saudi  Arabia’s Vision 2030. UK: KPMG. KPMG. ( 2017). Retrieved from
https://home.kpmg.com/content/dam/kpmg/uk/pdf/2017/03/saudi-vision-2030-life-after-oil-kpmg-corporate-
intelligence.pdf

* Saudi Arabia's counterterrorism methods: A case study on homeland security (Doctoral dissertation). Monterey,
California, U.S.A. Bin Madhian, M. M. (2017, 6). Retrieved from http://hdl.handle.net/10945/55569

Route Educational and Social Science Journal

1235 Volume 5(8), June 2018



Agilagl) CilwY) gRail e ALgal) 5y g iy aall Aoyl Adbaial) cilgall gk

Goand) A Alas 2
2030 45,9 4352 dy ! et .2

Lo il Ll Loy (3 0o iagn Al Aot e 20 5 e g kS 05ole 215 s iy o)) il aSUY s
1 S S Db g Lo 8¢ el 4 B8LoYU il 5,87l il 2l sy ¢ Ml LAl oLid) alas LSS Ly
Bsge ol lan Leelwy ade B Lo da o) pdy el dm Mk o 8l anally cdLA g el a s

> (MCI, 2015) oS 11 (3 2bls 25 610 2,0

¢ Apdgandl il S (3 O tny e i 05 le 32552336 s il 3 62.69 1 i Dpngn ) 05 bl Sy
gl 2l SUY IS Ly 2017 ple (3 08l goas e sl (3 57.48 5T I i) p ) (e
i) Aol (3 8 i) B S (3 Ogdoms cpd I SV s ) e OV gy i iU 3 42,52 sy

S(Toumi, 2018,

@Al 5l e s wsod Lale 30 Bus il 3 g bl Ll U ssa o o el e L s < 1902 50
MCI, aalal) Joo a8l e Lgham Lo 2 S e acilie gblie (3 Loac )l OL2ST &y aall 0,31 e o lLa i)
2015 ple 3 oS Glan¥l 3 ololigh Lelld Lis il e Lsslozsl oslas¥l Lajlasy) 3 Shodl cparl /2015y
ez 85 e SAlarabiya, 2016y Uiz 0l Ves 42 J) o)l o ool Lot Ll ol

2030 s, 5,50 3lbly sadd 360 Ol 4l dgall Ly Lol

2030 L3 gandt iyl iShed! 45,3

= 2030 Usy Ll e e iyl Miny baded) e slazeW) i 5500 WL Lgags 2030a3, e 1,3 8 s
AL Ly 555 s gn ol il 2 3 a2l dslanny Bslasl oless Slis] ) s 68 5T
somg) D ly gl Rl B s s ga ) Al A S 0T 1 g 2wl 5US5 3 e 2030 a3 gadl
s 83 Bl e OF s LEH (e L1 5 Bl pls b e i Lo Led] o ot 33y (a1 ol
AW Bl 8 (3 4 W) g ) g s a S S Lasglee DDl 3 b e jleie S

> General View. MCI. (2015, 4 13). Retrieved from Ministry of Commerce and Investment:

https://mci.gov.sa/en/AboutKingdom/Pages/GenralView.aspx

6 Saudi Arabia population crosses 32 million. Toumi, H. (2018, January 16). Retrieved from gulfnews:
https://bit.ly/2LoSg7F

7 The Kings Of The Kingdom. MCI. (2015, 4 13). Retrieved from Ministry of Commerce and Investment:
https://mci.gov.sa/en/AboutKingdom/Pages/KingdomKings.aspx

8 How has Saudi Arabia been affected by the fall in oil prices in three decades? Alarabiya. (2016, December 21).
Retrieved from Alarabiya.net: http://ara.tv/y6avv

Route Educational and Social Science Journal

1236 Volume 5(8), June 2018



Agilagl) CilwY) gRail e ALgal) 5y g iy aall Aoyl Adbaial) cilgall gk

gl o e
335 Lt s gt (1) 1o ol 096 J> 2030 Lg) 00 L ily Lugysl ¢ Lol ¢ s U Ly JLe 555
BLS| by dglf] Bt bl oo ila ey o3l ay OF (ot ool sl bl anss jomg 2w ool
23y (B g5t Laaldy 5,081 9o i ISt on priing (555 aanst ol Lapshaiy islons V1 dle ) (salan 5 20
s iy os Wy s slasl (2)¢ 188 G oy itlanl Aagliie sl )l sl e ol el
Jggtn blong Wlad oS> 53 el by (3) ¢ Lodidl Joull o Bdldl e 358 S ULSY)

et el 1 on gl giod el 12 i 1 aadlly RoladWI g5 2)) k2 dweel 21438 >, 27 3
il Sled by bl deliall g bt mealsy calall Shlati ) Bl moliy ¢ sboll Jymd) maliy L G
i ol STl sy b gl STl 85y el L o o el QL plbadll g b s
i) S fad s 2030 gy LU Ojlg Il 338 sy deasetll 5 psed el e el el (OIS

7 (Vision2030, 2018) samll ol psy sy 350 558 A B3pand

gy A Sluodly dad) edley1. 4

) ey i i LY L ey ) e sl ) ol wlaslall iy JLas) Js 3 1 Sy Ll
G5 e SN e 5 gb dadd SV LalcOgsaldlly asl3yly oSl sl oz (sdd) pDeY1 s (sl il a5
& xS Slp () k) LY o i gl Sl phis g Jls A (bl eI s e laglal)
G gy ¥ stz e 3 dadly )L adly b 2iy L lily ccolashall aluse ol LUSTy ciaglall iy a5l asl o
POe Yl (B ) POl gy sie SLisla Jpad) e OF V] A Al oSyl oy ghe 304 OV g 302 ale
(e oY ((Online Mediay A1 Soadl pdleyl o) sl dls] (olaglall pdis] ¢ Jolid)

. (Hyper Media)y ozl dleyly (Cyber Mediay

o Ay ST jem OF it (1) et ety ST o o Lol ) Gud ) o3 iy e se dlas
o ily oy e dlly sl Leds 073 Gl Joas [ty e 3l JlasWly wlaglall Jold Lalusz o
(1S ) sy

2018y 08l sae s aagade (pnn ol ol ol At 556V side 5n Bl Juoas 350l

" Statista

2017 o eI o @ mspndl dall 8L (3 2ol W) Lol oS s 01 S

9 Themes. Vision2030. (2018, 5 24). Retrieved from Vision2030: http://vision2030.gov.sa/en/node
10 Penetration of leading social networks in Saudi Arabia as of 3rd quarter 2017. Statista. (2018, January 3).
Retrieved from statista: https://bit.ly/2yYtOGy

Route Educational and Social Science Journal

1237 Volume 5(8), June 2018



Adhgll Calal) glal AGaM) Agal) 5)gma ity Saad) eyl Ablaial) cjlgal) gk

) Ao dilae

Penetration of leading social networks in Saudi Arabia as of 3Srd
gquarter 2017

WVWhatsapp 739
YouTube 71%%
Faceboolk G56%%0G
Instagram s549%
Twitter —en
Facebook Messenger T
Snapchat 39%%
GooglePlus 222
Skype 249G
Limnkedln Z4a49%
LINE 2026

FPinterest 162

o026 10% 2026 0% a0246 sS0%6 60% TO% 2026 2024

sssssss Additional Inform ation:
" E " . Saudl Arab s Global We b e

JuaV il 05 S5y lesY1 lidly JLarVU Ll sl o adelidl (1) Leal Jarladd e sie skt SN
o sl FI LA 29 Al 2y ol ey e Bl 05 L cealaT oLE T (3 iy sl oLEYI Al
Aokl el e o Las Vg a5l () Sewse o St 0L slp o3, il ol c3gl) (3 ALY Akl
Bl ) 85 S e i My A () Y1 ) ey o TsU 055 0F ey ol el jas 1O
Al e 83l VU AdSU) 3 Vg (Jls ) Gy eIy ¢ Jial) ol s e My Bl o las e
@ Bilwdl 2Lt (6) 106l LUy OLafl orls > oo cdlle ity JLaiVl dty el & 25501 (5). Sl
to—e g ASll 89 ally Anldl 5)pally cpally (poyadl e (Jlai¥) Ply JSplsnal oy S A3 23
(3l il (3 el fans gy kil oSLeY Bloy 3 il 0 e 5 Sl oLV (7) sl ANy Al Al
Ll S3le 05 () sudid) DLey) Blog) ol ONE GSHly oLVl n Adle Aoy ey 40 cane sty
DS S gl RISV Sl g o S ) e Je S By sl (B). Ty

814 , al, 2l il 25

b e 2 8 3 S oY) Sl sl LS ST (1) Ly alp bl e sis aadl S Lo
e aa b LY Bl alisr il (2 OsBsin eSOV (3 el pd e Ully conpadeY) e i Beges
iy sl gy e OF et (30,05 (T sty ol a b lyoll B a5 gl (2) gl
sl Lo e 538 ) LY (B) byt wlaghan n b Lo e BB ey i S g s
Sl LB Lladl sds et Lt gl of aolow of ielont OLonY (ea il e Lalalns, 43 2L dlye e

Route Educational and Social Science Journal

1238 Volume 5(8), June 2018



Agilagl) CilwY) gRail e ALgal) 5y g iy aall Aoyl Adbaial) cilgall gk

gl o e
Pl Ogglon aik Slalaal ©I3 Al olasiz e gb (). 230 L3 0 Ub Sl slgl adgley STa, 2
Yy Lelalazal st aa e i oY) wleladl ol Lig s of A3 o islons) of ige 21,89 dpud) DY Ly
st ol e e STa g el L gd oS sl a5y OL S e 5 3 B 0y ST OV AL eE
. " (Alshememry,2010,
Ul cona ) ez olah ) asf ) st w0 il e 55 S bl e ste k) el Ay
e BV A SV o L @ g bl sl inad d anhll clos LU 4T o e el dg 344
O (2) SV s Sy a3 8 oy &2 3yls 0 Il e OF Ayl (a0 9026 usT (1) 1 L =
5 By il o Y024 JS sy ikl oSS (3 Gl o) o 3y Comlall sy By Bmlied 25y ps
Al VI ol ety ¢ () S ielonm W olall e sl ol M aSTsy () (1 17) S5 @il
2(Nanji, 2018y (73) IS5 sspecl) Gl
2k bl (3 S il eV s sl s diied ey (s Jigdl 08 anadt pdLe) a i (sl ALl 1S,
ol ag comW S e ST Gl sl (3 vy e Y047 O)ls e 245 16 o 0 (35l L))
e Jsodl b plas ol wgrBy e %14 ks 64 555 o Gy SV Aanll 2l o VU [y U U SOV
25 s ol ) LA Baslie (3 M) el e ) Ak i el B adT ey e e sl s
Y b eI o e Jan L sslal LT 5 sl plor o8y aadid) o al) 2015 0l ais slile oln a8 e Ll
B Entrepreneur, 2016y alS Sy salid e o5 b
Aot oMY Olylgs 5
gl e LEEY dgomy o3y (o aaid) ollgll el p "aml Shlgll e e on Aok LY g
(oiiag Cablaze 0555 OF Jte asldl Sl JbE caall n 050 3 o 3 Lk 3 B b SN LS,
G ambndly el 3 bl e s S hler Bed s Loall (3 50ie 0555 3y L1y JLaY) ollgs iy
Slabemal 55 ol sl et gV 3 ader L sgaill co W @ oball 3 (1) s ohlell s canadl 23N
S gl (e 83085 aage Sldzl) 515wl bl Jand Je b @iy crne St (3 LSSV Jold 35 i

- SPEE BUVE LAV E S PEVEN B B PR R T PSS SN OIC AR T WP A S e R BN-A P

11 Media Education: How to deal with the media (pp. 181-186). Alshememry, F. (2010). Riyadh: King Fahad
National Library. Retrieved from https://bit.ly/2hJ0Gat

12 The Six Biggest Challenges Facing Social Media Marketers. Nanji, A. (2018, April 4). Retrieved from
Marketingprofs: https://bit.ly/2JeGeNb

13 Infographic: Digital Vs Traditional Media — A Consumer Shift. Entrepreneur. (2016, July 29). Retrieved from
entrepreneur: https://www.entrepreneur.com/article/279873

Route Educational and Social Science Journal

1239 Volume 5(8), June 2018



Agilagl) CilwY) gRail e ALgal) 5y g iy aall Aoyl Adbaial) cilgall gk

gl o e
Gl Sud o 592l L8 s 1 sgailly pl0Y1 (2) ea Al e Y b e e ) el A ld L o
G A iU 095 g, by el (ST G Jls ) Gl alase s il eadl) e plazal) QAE 5, Sy 500
o 3t 5 F L 050 0F )t oS (3 ey () ol st e Undy oo (B). pnil) Jos
@ A e i 3l el oMl e S e il 2Ll e 5 dll ] e iU L adelsy LSS GlaaY)
STsny ol ae GSll () Ui 50 a8 a s ) a5 el Ll ¢ JULy d gy 5l
i) elan Y1 folydl gl (3 dodor Ol BLS] v pa 173 L) LY (3 clolall B e das g ol
Bkl ol Mg el Sl edis e Ol el W JLatW Blws craigl) (o g S (i Olads s gb o
il 3ty el gl ol o (el 308 G B Sl Gl gy Sy s Sl g Slin Y
e e Ly i Jls Sy sl oyl iy Cabogs a855m 3lab demlinl 55y (). Lprtonnd Bl
el Gt o et gszll
o i) (e alaly Landels 2 al Lol S sl ibighy 3y a8 Olaal e (g52f 2680 alox  a Al
Aetsnd) len 1 Lold) ol
S ielen VI A )15l s dagll o), 3 SLET ) SeY) 8 ol e 2)l e a & ol (6)
S st e b (oY1 Jeogdl By dsl (3 oo b o 8 Ol mlae e (65800 dlin olST13] L oL
imio jeeb s o Sl e aaiy e B2l (7). s 180 ey el e e Ll 5 )
.(Search  engine  optimization) Lasl Lede sl 3y Eomdl ©LS2 3 35181 Sl il 3 iinn (g
ddodl s o5 b oLl Seaadels e a STy s gadl o wsie 1 ST ) Jyodl el 8 2 W nel
'* (Chen, 2017yl Ll e ad odssandd 2203 OF p a5 (5,021
eV s s Bl s B i) A Sl S G gl iy callgay Akl 2L e O adl iy
Sl ide gllale e Gpan OF a Jlgdi Mos (e 030 €2030 Lgy ¢ aslall Lol a1 5000 5y all gl
Al sl e 35Ty (Country branding) 4L
Byl Gt 8ypeall o dpodt SN ST .6
Wy ¢ ey dledly alasiVly Sl ol e sl el USCEs oo Alls G50 oo ) 352l
spmal) o dane L atlonl) LY ply T ala wly Ll iy g oSl g ladly maadl) (Stny ¢ AJUilly ¢ LBl 1))
L2(Singh | 2016) 5z ol go Sy G e oy SVl e G a0 a3l (3 Ga

14 Chen, J. (2017, June 6). 9 Skills Every Social Media Manager Must Have. Retrieved from Sproutsocial:
https://sproutsocial.com/insights/social-media-skills
15 Managing Public Relations and Brand Image through Social Media. Singh, A. (2016). Hershey : IGI Globa

Route Educational and Social Science Journal

1240 Volume 5(8), June 2018



Agilagl) CilwY) gRail e ALgal) 5y g iy aall Aoyl Adbaial) cilgall gk

gl o e
sEy b LaT g dpagncdl il ALl e O Y (6 WLy s e 1S e domgy JLA Lo e
AW S e Lagdly Al oSy i jleol Al ol ST L o1 Lk 8 oS O pon iy
by c bl e Al a1 iy Sl w V) Cdiomg L8l g ) 3L aa )l 855 0g a Ll 2S5Le Jgadl ptsi s
Algh e SO dglndl Dl 850 dbsiy g Sy sl U8 Bale bl pslen Oally Joud) (2w 25 8 ¢ o)
SISy el Gy aaall U8 2ly wilally I Sl w ) ol e (St atall iandll 35 all i)
L0Singh | 2016) 2l iyl 5L 3 Al SASE) Spsloy Slae
oSG el Aadl) S5 al) sl Bud e B o ) i Rl o) B a ) A S m WS
i 3 el s dslally dslam Vs a3 CSodl S 1] S Wliasly LA o8 (ol A Lo
Al gl o Tams gl Tl S Ll Cgnd Gy Slasdl pong 2 Ladly o lazza )
Bal) 0555 s gl a5l o e Ll Leades s bl 2551 o @ el O e e 50e A
«((Highest central common factor)y (5. dise e Jol 2356 adi ¥ U fw e Lgte 2aad)
o bVl S g asially i) 10 SO Brand architectureyi el adlad) ioiis o5 gie
SR e i W ads asdas o By el (1)t e i el B S5 op 1 2D 0SS ol
el leia e e il (2) it Bl aadll B0 psgie 2 Al U LSOV By e
Y Jadd) (3 09, Y1 Laly CanSy i) (3 gl alaedd) B9l o Lo Bl (e gdly 1Sy adlond) el 61T
sda (3 iy bl Dl s JSCisy Lo bl il e (B) Ll sy S v ey Lgblig ol 85 5
iy () el o B sed) By Bl ddes gy aghl ey ol e ) el 1l
(D) L Sa5ma A ilSlly gl Jai bl e w53l ) gy i S alad (3 aesd ol bl i e 555 i
(Odia & pjlend of i)t 2ol e ftedly 1 Lbiz 0LS Lo e Lgsjling aiiil) ladl as S anlidl o
Vsibor, 2014y
TS et 51 dadaall dilsdlly il e 58 5T n sl UL 87 e ol p3eSU 05 OF (g ool a0 IS
Sl sge plisrnd S all il AU ALE e Wiy ) 8y all 5w A Sl Al e a8
sl o 1S ST 00K a8 e e Lt (618 ¢ adgall 2y ondl) 2adlal iney 3585 e ) (CBI all ay ond
95 lomze LBl Janll oy a5 Le Loy sl ol S Joes o nadlly ncd) e Solzall bzl L

16 Mentioned earlier in 15.
17 Strategic Approach to Nation Branding: A Case of the Nigeria Brand. Odia, E. O., & lIsibor, F. O. (2014,
February 21). International Journal of Business and Management ¢, 9(3), 1833-3850 . doi:10.5539/ijbm.v9n3p204

Route Educational and Social Science Journal

1241 Volume 5(8), June 2018



Agilagl) CilwY) gRail e ALgal) 5y g iy aall Aoyl Adbaial) cilgall gk

gl o e
ol e anga iyl Sl Laws O g Ui (CBIy Lie s i biss 250 3 Lglat Lo a oz 535 >
PROIL, 2015) Lol Lpasitir 31 8gzeal) 22 gl pimd AL s 3 Lok (sl
e 7
@ hlazn ) ol e dadl DL Py 3 iy Bt Loy o ot OF i @D s ars (S
dlst & Jonld il DLW & sl wlilge s dey g AU (o) S ) 3 e o) s il LY
el ISia eV Lz & cpelal) bl 056 0T g el el 3 b e il LSTgey Sl SN
O (s A cgadal) SIeYI Jos ol 1 asadd SLeNI 0T V] (o lially dpad) wSIeY) ey St sl a3l e 2
eV U o s 5 Sl lly SRV (3 ety 505 Ay 893 o Vg skl LY LSS a3
Bl STays gl LU @ ola¥) 8T ol e g dl aall 4Ll 2 edleY) Sl osf e oy d
RN NI I JUCSRWIR S WSS TS VT SN [ P R SN
CIR/EYR-TFYPI - SN B KV N (RS WP S0P SN IO B LA 1 PESW PES 35 8] IV NRER IS N R B N
bl §yall ay i ad LSS i g5 ¥ OF e 3 Aeadll Leadle mial Sl Bl Aol 555y el
L
Sl sd). 8
s 3if S eo~Country  Branding and  image) aliasile e sSE eV gl Ao a (1)
Bpmal) e S B AU e Sy ) Bagendl il el ) Alade ddasty A1 Al g Aenglinl s
s Al Lo 2l O sl adand
33y (3 sl L8 )Ly ol (3 unad) Lgmgng aSall )5l gl (38 S 90 s 5B 0,55 0F st (2)
C AN W e ks Jlein Vg d Ll 35m B3smedl bl Slae
gl ol AWl 59 ) 3 A laSyrdl oleliall s gl By o Sy Basn ) i)l ALl g s 3l (D)
A [sleal) Alaall 2o L)
g o ga ) dy ) A SUeal) il ety Andll 80 all gl LA Ll Al S oIS s by (4

(Y Sy Csntl) ) B4l §50 v

18 Asian Brand Strategy: Building and Sustaining Strong Global Brands in Asia (2 ed.). Roll, M. (2015). Palgrave
Macmillan. Retrieved from https://bit.ly/2J80n8N

Route Educational and Social Science Journal

1242 Volume 5(8), June 2018



Agilagl) CilwY) gRail e ALgal) 5y g iy aall Aoyl Adbaial) cilgall gk

Goand) A Alas 2
References
Alarabiya. (2016, December 21). How has Saudi Arabia been affected by the fall in oil prices
in three decades? Retrieved from Alarabiya.net: http://ara.tv/y6avv

Alshememry, F. (2010). NEW MEDIA. In F. ALSHEMEMRY, Media Education: How to
deal with the media (pp. 181-186). Riyadh: King Fahad National Library. Retrieved
from https://bit.ly/2hJOGat

Bin Madhian, M. M. (2017, 6). Saudi Arabia's counterterrorism methods: A case study on
homeland security (Doctoral dissertation). Monterey, California, U.S.A. Retrieved
from http://hdl.handle.net/10945/55569

Chen, J. (2017, June 6). 9 Skills Every Social Media Manager Must Have. Retrieved from
Sproutsocial: https://sproutsocial.com/insights/social-media-skills/

Communications and Information Technology Commission. (2017, Decemebr 27). ICT
Indicators-Q42017. Retrieved from Communications and Information Technology
Commission:
http://www.citc.gov.sa/ar/reportsandstudies/indicators/DocLib/CT Indicators-

Q42017Ar.pdf

Entrepreneur. (2016, July 29). Infographic: Digital Vs Traditional Media — A Consumer Shift.
Retrieved from entrepreneur: https://www.entrepreneur.com/article/279873

KPMG. (  2017). Saudi Arabia’s Vision 2030. UK: KPMG. Retrieved from
https://home.kpmg.com/content/dam/kpmg/uk/pdf/2017/03/saudi-vision-2030-life-
after-oil-kpmg-corporate-intelligence.pdf

MCI. (2015, 4 13). General View. Retrieved from Ministry of Commerce and Investment:
https://mci.gov.sa/en/AboutKingdom/Pages/Genral View.aspx

MCI. (2015, 4 13). The Kings Of The Kingdom. Retrieved from Ministry of Commerce and
Investment: https://mci.gov.sa/en/AboutKingdom/Pages/KingdomKings.aspx

Nanji, A. (2018, April 4). The Six Biggest Challenges Facing Social Media Marketers.
Retrieved from Marketingprofs: https://bit.ly/2JeGeNb

Odia, E. O., & Isibor, F. O. (2014, February 21). Strategic Approach to Nation Branding: A
Case of the Nigeria Brand. International Journal of Business and Management -, 9(3),
1833-3850 . doi:10.5539/ijbm.v9n3p204

Roll, M. (2015). Asian Brand Strategy: Building and Sustaining Strong Global Brands in Asia
(2 ed.). Palgrave Macmillan. Retrieved from https://bit.ly/2J80n8N

Singh , A. (2016). Managing Public Relations and Brand Image through Social Media.
Hershey : IGI Global.

Route Educational and Social Science Journal

1243 Volume 5(8), June 2018



Agilagl) CilwY) gRail e ALgal) 5y g iy aall Aoyl Adbaial) cilgall gk

Statista. (2018, April 3). Leading countries based on number of Twitter users as of April 2018
(in millions). Retrieved from The Statistics Portal:
https://www.statista.com/statistics/242606/number-of-active-twitter-users-in-selected-

countries/

Statista. (2018, January 3). Penetration of leading social networks in Saudi Arabia as of 3rd
quarter 2017. Retrieved from statista: https://bit.ly/2yYtOGy

Toumi, H. (2018, January 16). Saudi Arabia population crosses 32 million. Retrieved from
gulfnews: https://bit.ly/2LoSg7F

Vision2030. (2018, 5 24). Themes. Retrieved from Vision2030: http://vision2030.gov.sa/en/node

Route Educational and Social Science Journal

1244 Volume 5(8), June 2018



