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ABSTRACT

Public relations (PR) tools have enabled more communication between governments
and citizens in the whole world. However, a single communication channel could be
widespread among many governments. These PR tools help governments to share national
goals, projects, and programs with their citizens. Grunig and Hunt (1984) highlighted that the
value of two-way communication channels is better suited to develop an understanding
between public organizations (i.e. governments) and citizens to establish both internal and
external mutual public-organization or citizen-government understanding. However, the
practical implementation of two-way communication channels for the government-citizen
relationships and dialog remains is unclear. As a result, the case of Saudi Arabia and the
attempts of the Saudi government to adopt Vision 2030 through the two-way communication
channel was explored in this paper. To clarify, the Saudi Vision 2030 aims to create
economic diversification, promote a vibrant society, develop public service sectors, and move
away from the over-dependence on the oil economy. The Saudi government has used some
public relations PR tools to communicate with their citizens about Vision 2030. This research
explored the Saudi government's use of public relations tools such as social media apps, and
how they relate to perceptions of Saudi citizens toward Vision 2030.

Keywords: public relations (PR) tools, public information, public support, public

opinion, Saudi Arabia Vision 2030, social media, new media
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CHAPTER 1
INTRODUCTION

Given the myriad of influential factors, such as globalization and technological
developments, a number of practices are being constantly adapted to the dynamics of the
ever-changing roles by a number of practitioners. These changes, however, have yet to spar
the practice of public relations (PR), in addition to the important changes, particularly in
terms of the relationship between governments and the general public or citizens (Men &
Tsai, 2013). For instance, these major changes have improved seismic shift in the capacity to
practice influential communication between governments and citizens. Hopkins (2014) found
that such shifts can result in more complex communication with their audiences, particularly
since the inception of PR tools, such as social technologies that have developed an ability to
have overreaching control over the messages citizens receive, especially when intending to
receive such messages from their senders.

It is becoming more apparent that the development of relationships prompts a
significant paradigm in PR. Existing evidence suggests that developing such relationships is
likely to be at the epicenter of PR governments willing to maintain their relationship with its
citizens must continually exploit the various PR tools or communication tools and channels to
ensure that the citizens will consume their messages. Such tools include blogging, social
media, advertisements, media relations, newsletters, sponsorships among others (Hopkins,
2014). In particular, social media experts have recognized the significance of social
technologies and its relation to how governments conduct their activities. Despite the
significance of social media, it is vital that governments not only rely on social media, but
also embrace other media relations. Social media does, however, constitute an area of PR that
to fundamental to successful PR campaigns for governments (Albishri et al., 2019).

Moreover, Asunta (2016) noted “PR is the function that has the knowledge and experience



for dealing with public sphere processes.”(p. 59). This shows that PR acts as a significant
mediator between governments and public domain processes.

Governments initially projected that the utilization of the internet to relate with their
citizens would be more advantageous, though existing evidence argues that governments
have yet to recognize the true significance of internet use, particularly how citizens
experience social media and how it influences their perceptions of something (Adria & Mao,
2016). Despite the wide acceptance of social media that has revolutionized a number of
industries and professions, including PR, practitioners in the field still apply traditional rules
in a new game that is the digital era (Hopkins, 2014). Sobaci (2015) noted that the most
beneficial aspect for governments is that social media increases their visibility or increases
awareness among its citizens. Hopkins (2014) disparaged this advantage, claimed that it has
been achieved via conventional advertising. Consequently, governments seeking to achieve
more, beyond raising awareness such as establishing effective relationships (Albishri et al.,
2019), have shown that the application of old methods and accomplishing visibility is
insufficient (Hopkins, 2014).

For governments to establish and maintain relationships in the online social spectrum,
it is vital to recognize the optimal approach for using social technologies to meet citizens’
personal goals and needs. In addition, Wang et al. (2011) found that there is a growing need
for practitioners to keep working on frameworks that help to establish technological practices
and cultures. Nevertheless, social technologies assume that citizens have a number of
expectations concerning what relationship with the government necessitates, particularly in
terms of communication or engagement. In fact, there is no perfect approach that aligns with
the government’s communication within the online domain. This necessitates the linkage
between online communication strategies and the government’s broader objectives, though

developing social strategy is still in the experimental phases that are used by governments



(Adria & Mao, 2016). A number of communicators have employed offline tactics online,
even when there is a lack of understanding of the communication and behaviors of citizens
that utilize social technologies. Therefore, it is evident that offline and online techniques
greatly differ e.g. the synchronous nature of face-to-face communication, which relies on
non-verbal cues, while online communication underscores written communication. In spite of
these differences. However, Hopkins (2014) found that the exchanges of online
communication are equally significant to those, which occur offline. Hence, recognizing and
improving online communication via social technologies, even in the PR domain, is now
inevitable.

The current research concerns determining the extent to which governments are using
PR tools, such as social media as a means to influence or change the perceptions of citizens
regarding a given situation via mutual dialogue. There are often public expectations that
governments will communicate with their citizens via different media. In contrast, citizens
also expect to be listened to by their governments when they communicate with them. This
demonstrates that communication plays a significant role in government and is described as
an essential component to influencing public thought and perception on a given matter
(Happer & Philo, 2013).

On the other hand, public communication is becoming increasingly volatile and is
constantly growing. In the event of such communication habits for the sake of public change,
for instance, because of new technological developments, PR practitioners are often obliged
or voluntarily shift their communication habits and align it with those of its citizens (Albishri
et al., 2019). Despite this being previously challenging, the inception of the internet, and
particularly social media, continues to redefine how governmental practitioners such as PR
practitioners communicate with their citizens. PR tools, especially social media still aims to

establish itself as the leading force in various domains and practices. To clarify, this can be



evidenced by the use of social media branching out to other regions where it was once not
possible and such a trend is likely to persist as globalization and technologies collaborate in
symbiotic proliferation with each other (Adria & Mao, 2016).

Presently, in the digital world, social media tools are established to be a major channel
of communication to enable governments to build communications with their citizens.
Despite this, DiStaso and McCorkindale (2012) found that organizations and governments
only appear to focus on social media to establish a single channel for running promotions,
which has made it difficult for them to utilize social media effectively, in spite of its potential
for two-way communication. Grunig and Hunt (1984) highlighted the importance and value
of two-way communication as a means to establish both internal and external mutual public-
organization understanding or in our case citizen-government understanding. The authors
also theorized the two-way symmetrical PR model, which is based on the works of notable
PR practitioners such as John Hill, Ivy Lee, and Edward Bernays who identified the potential
significance of dialogue between organizations/governments and the public/citizens.

However, the two-way symmetrical model impedes transparency in communication,
which in turn dwarfs the development of public/citizens’ trust in the government in what they
are communicating with them about (Grunig, 2009). Furthermore, the majority of PR
practitioners strive towards the establishment of a mutual understanding in communication.
This is achieved through developing such tools that can support the delivery of accurate
messages from governments to citizens that influence their perception towards the issue being
communicated and whether they trust issues based on their own beliefs. Consequently, this
increases the need to develop and implement new communication tools that move away from
the conventional communication tools for PR practices. This may be either a straightforward
or a challenging task depending on which region such practices are being implemented. This

presents a clear research problem, which needed addressing.



Research Question

Governments in the Middle-Eastern region, for example, have recently employed PR
practices as a means to persuade its citizens to confide certain interventions, which they are
promoting (Al-Kandari et al., 2019; Almutairi & Kruckeberg, 2019; Duthler & Dhanesh,
2018). In particular, the Saudi government has recently employed public relations tools to
persuade Saudi citizens to support the country’s recent Vision 2030 project (Khan & Alsharif,
2019; Khan, 2018; Vision 2030, 2019). The aim of the project is to create economic
diversification, promote a vibrant society, develop public service sectors such as health,
education, infrastructure, recreation and tourism and move away from the over-dependence
on the oil economy (Saudi Vision 2030, 2019). Although the Vision 2030 aims to bring
social, cultural, and economic prosperity to the country, the fundamental challenge is to
convince Saudi citizens to embrace the Vision. This has forced governments to adopt public
relations techniques or tools in an attempt to convince the people of Saudi Arabia to embrace
the Vision. PR tools, such as social and new media has played a significant role in trying to
convince the Saudi people of the benefits the Vision 2030 can bring to the whole country.

This attributes to the huge increase of social media users in Saudi Arabia, where over
90% of the Saudi population now have high access to the internet (Internet World Statistics,
2020) with almost 70% of users being active on social media apps such as WhatsApp,
Twitter, YouTube, Facebook, Instagram, and Snapchat are being the two most popular social
media platforms (Global Media Insight, 2019). For that reason, the research aimed to
investigate the Saudi government's application of public relations tools like social and new
media tools to persuade and influence Saudi Citizens to embrace their vision 2030.

Based on the problem stated, this study explored the public relations tools used by the
Saudi government, and whether these tools have influenced the perceptions of the Saudi

public on the Vision 2030, and to assess to what extent this influence has been. So the



purpose was to understand how far public relations tools that have been used by the Saudi
government, such as social media influence Saudi citizens’ perceptions of the Vision 2030
intervention. The following hypotheses sought to address the stated aims:

Hi: Government uses new media to project public information to change citizens’

perceptions of PR campaigns

H2: Government uses new media to lobby public support to change citizens’

perceptions of PR campaigns

Hs: Government uses new media to change public opinion about PR campaigns

In addition to the aim and hypotheses, the following research questions were

theorized to fill the existing knowledge gap, that is, a lack of understanding of the
relationship between governmental PR tools on Saudi citizens’ perspective of PR driven
campaigns such as Saudi Vision 2030:

RQ1: To what extent have the government of Saudi Arabia utilized PR tools to

communicate with its citizens?

RQ2: Do PR tools used by the Saudi government relate to the public perception of the

Vision 20307

Based on the above aims, hypotheses, and research questions, the contributions of this

research are; First, it measured the relationship between the Saudi government's use of new
media to project public information to change citizens’ perceptions of PR campaigns. Second,
it sought to investigate the Saudi government’s use of new media to lobby public support to
change citizens’ perceptions of PR campaigns. Third, it provided a knowledge base about the
use of PR tools in Saudi Arabia to enhance the government and citizens' communication and
collaborations. Therefore, the research explained the frontiers of knowledge through
government action of utilizing new media tools in an attempt to convince the Saudi citizens

to confide in Vision 2030.



CHAPTER 2
LITERATURE REVIEW

The literature presented in this section pertains to the theoretical frameworks and

concepts to be used in the research.
Public Relations Tools

The literature characterized by a number of studies which identifies several variables
that pertain to the use of PR tools by governments to facilitate their citizens’ perceptions,
such as new media tools including blogging, social apps, advertorials, media relations,
newsletters, and sponsorships (Al-Kandari et al., 2019; Avidar, 2017; Bashir & Aldaihani,
2017; DiStaso & McCorkindale, 2012; Himelboim et al., 2014; Hopkins, 2014; Philip, 2017;
Toledano & Avidar, 2016). These variables include sending public information, providing
public support, and influencing public opinion, which mainly gears towards public
engagement and communication.

Public Information

Al-Kandari et al. (2019) examined the public relations tools such as new media used
in Kuwaiti banks and found that they operate at the confluence of visual communication via
Instagram and religious symbolism to serve public information needs. Additionally, Avidar
(2017) utilized social businesses and the diffusion of innovation theory (DOI) to argue the
significance of engagement and postulates that the theory can enrich public relations theory.
For example, some digital practices have huge effects on sharing and projecting information
to the citizens to persuade them and increase their awareness of governments' efforts. Adding
to what previously mentioned, Creedon and Al-Khaja (2019) revealed areas of improvement
for projecting information to the public, including enhancing research collaboration, address
bilingual relationships, align research with the profession, access curriculum globalization,

and develop international accreditation standards.



Dhanesh and Duthler (2019) analyzed and contextualized extant research in the
Middle East using global public relations frameworks. Their findings highlighted the
collaborations between political systems, culture, and media while explaining the enactment
of public relations in the region by observing societal cultural features. For instance, Islamic
value orientations, collectivism, the role of women in society, and organizational culture
variables are some management styles and organizational dysfunction. Likewise, Gaither and
Al-Kandari (2014) analyzed communications via websites of three prominent Kuwaiti banks
using the cultural-economic model of public relations practice. The study found that religion
is a major influencer in most aspects of public relations, particularly with the projection of
public information to sway citizens’ perceptions.

Himelboim et al. (2014) also proposed a theoretical and practical framework to
systematically examine mediated public relations in social media spaces. The authors found
that social mediators (e.g. government) with respect to their formality and interdependence
greatly differ, where government-related mediators showed levels of bilateral relationships.
Likewise, Toledano and Avidar (2016) explored PR practitioners’ attitudes toward ethical
and unethical practices on social media and compare their attitudes to specific ethical issues
in social media in two different socio-cultural environments. This helped to identify
practitioners’ current attitudes toward ethics in societies based on the PR information they
were given. Furthermore, the study found that PR ethics and the cultural and social
environment in which practitioners function are related. For illustration, culture,
communication, and engagement can play a key role in PR projection of information to
influence public perception.

Moreover, some researchers have addressed the issue of public relations in the
Internet environment and the ways in which public information can be shared between

organizations and the public. Some studies conducted in the Middle East have focused on the



issue of public relations discourse and public information obtained by audiences in digital
environments. However, Bashir and Aldaihani (2017) conducted a study that attempted to
understand and analyze public relations discourse in the Internet environment in Kuwaiti
society. They examined the advantages and obstacles that contribute to the success or failure
of public relations discourse in Kuwaiti banks and its impact on the public information that
citizens receive. Qualitative in-depth interviews conducted with Kuwaiti citizens focused on
the ability of modern technology used by banks to disseminate public information to Kuwaiti
citizens. Many Kuwaiti citizens believed that there are no clear strategies for digital
communication between banking organizations and the public with some issues with the
confusion of technical skills and communication approach.

Some studies dealt with the practice of public relations in financial and banking
organizations such as Islamic banks in the Arab Gulf region. Some studies focus on the
practice of public relations in Islamic economic and financial organizations and the influence
of cultural or religious values on them. Gaither and Al-Kandari (2014) analyzed the sites of
Islamic banks in Kuwait by focusing on public relations discourse related to social
responsibility issues. However, the study clarified that religion and cultural values clearly
affect the general information that is provided to citizens through websites. The study also
showed the importance of public information the banks' social responsibility discourse comes
from the religious and cultural beliefs of the Kuwaiti society. Here emerges the strong
relationship between public relations organizations and the religious and cultural values of
Arab societies when sharing public information.

In addition, a number of researchers have developed some models and dimensions of
public relations in human history by highlighting new practices that have not been focused on
much. Laskin (2009) noted that public relations have played different roles due to the cultural

and environmental overlap that directly affects public relations discourse. Laskin (2012) also



mentioned that the public relations discourse is affected by various dimensions, such as the
conceptual, historical, or reference dimensions. Laskin (2009) argued that it is important to
review the historical development of public relations practices to know the new dimensions
of communication between organizations and the public. Laskin (2009) noted that dimensions
of public relations have developed over time due to some historical circumstances that have
affected the nature of public information that people obtain from organizations.

Furthermore, the importance of religious and cultural values is also evident in the
propaganda speeches that are employed in wars. The discourse of wars in public relations is
one of the dimensions that have developed the practice of public relations throughout history,
especially in the issue of using political propaganda. Wars require an urgent and great need
for public information by providing people with information about their future and lives.
Hiebert (2003) discussed the importance of the information provided by governmental
organizations in wars, as individuals rely on it to build their expectations for things within
their countries. Hiebert (2003) argued that wars are an appropriate space for the exercise of
framing in public information that governments provide to the public. For example, the
researcher mentioned that the Irag war was an important example of the use of framing public
information provided to the masses through various channels. Hiebert (2003) also believed
that black propaganda was used in government public relations speeches in order to pass

some ideas and ideologies to Iraqgis citizens inside and outside the country.

Public Support
AlSager (2008) studied the experience of Bahraini women working in public relations
agencies and found that combined liberal and radical feminist strategies improve the role of
Bahraini women in public support. As a result, organizational reforms and empowering
women to utilize their personality traits, communication behaviors, and management styles

were recommended areas to advance public support in PR campaigns. On the other hand, Al-

10



Kandari et al. (2019) found that the government of Kuwait uses new media tools and visual
communication like Instagram to provide religious symbolism and public support for its
citizens.

Similar to their identification of public information, Avidar (2017) found that using
the DOI could enrich public relations theory and practice in the area of public support
through the use of new media. Likewise, similar authors found that people who identified PR
as a means to project information also could provide public support at the same time
(Creedon & Al-Khaja, 2019; Himelboim et al., 2014). To clarify, public information, PR
information, public perception, public support rely on areas of culture and communication,
and engagement.

Furthermore, there are some studies that have examined the issues of organizational
activity of public relations agencies through studying some communication cases related to
public support. It is important to know that power can be an important factor in knowing
ways to obtain public support from governments and individuals. Allagui (2017) argued that
public relations agencies can be an external force that can provide public support to the
masses and citizens by meeting their needs and understanding their issues. For clarification,
the researcher believed that public relations agencies can be a powerful tool to provide public
support to the masses and citizens to help them in achieving their interests. Allagui (2017)
noted that public relations campaigns designed by government institutions in the UAE have
shown that they are able to provide high public support to citizens by increasing their
satisfaction rate.

There are also some challenges related to practicing public relations in government
agencies. The issue of using social media and other digital tools is a new model of public
relations practices to create better communication between governments and their public.

Avidar et al. (2013) mentioned that the most important challenges facing government public

11



relations institutions and agencies is to employ technology to reach young people and provide
them with public support. Their study focused on the importance of using smartphones
technology to measure the level of awareness among citizens, especially youth, through the
speed and ease access to them. Furthermore, they mentioned that the use of technology is
very important in building positive and fruitful relationships between youth and government
organizations through the fast communication between them. For instance, the results of their
research showed that digital media has become a major reason for meeting other main needs
such as interaction and knowledge between organizations and citizens.

On the other hand, some studies focus on knowing if citizens want to participate in
discussions and dialogues through digital means with governments in order to obtain public
support. Avidar et al. (2015) examined the high use of digital media by exploring the
willingness of citizens to interact with their governments through smartphones. Their
quantitative study showed that interaction between individuals and public relations
organizations through digital communication exists, but to lesser degrees than when looking
at other communication activities. Participants showed that participation was good for them,
but at the same time, they believed it was less beneficial to them. In addition, participants
also believed that engaging and dialogue between organizations and individuals through
digital communication means is more beneficial to organizations than individuals themselves.

Public Opinion

Albishri et al. (2019) analyzed the political public relations messages of the Saudi and
the US governments during Donald Trump’s visit to the Middle East and studied their
influence on the media coverage and public opinion. The authors revealed that governmental
information subsidies significantly influenced media coverage and public opinion. Likewise,
Al-Shohaib et al. (2009) investigated the factors influencing the public relations

professionals’ adoption of the internet in the government of Saudi Arabia and found that 83%

12



of governmental professionals had adopted the Internet. Further analysis showed that public
opinion is affected by authoritarian decision making and governmental encouragement.

Jo et al. (2008) assessed whether the public relations war has succeeded or failed in
Irag. It suggested that public relations campaigns from the government failed to generate
favorable opinions among US citizens. Similarly, Toledano (2018) studied dialogue and
strategic communication in PR scholarship on dialogue and found that ethical PR practices
depend less on communication, and more on transparency, honesty, openness, and respect in
the way dialogue or strategic communication is conducted to influence public opinion.
Moreover, similar to the previous two areas, public opinion relies on areas of culture and
communication and engagement. Although PR is heavily cited in the literature, not much
emphasis is placed on how PR tools used by the government can influence public perception
of Saudi Vision 2030. To clarify, the same goes for the Saudi context, where some regions of
the Middle-East have been cited, but very few have discussed the Saudi context.

On the other hand, cultural values can play an important influence on public opinion
in any society through the participation of people with a large number of customs and
traditions between them. As a result, a number of studies have discussed the factors that
affect the public opinion in Eastern and Western cultures alike, through critical studies that
focus on the cultural values of societies. For example, studies that focus on the economic
environment of societies are concerned with the impact of the economic level of individuals
on public opinion through the practices of criticism, acceptance, and satisfaction from
citizens. Al-Kandari and Gaither (2011) discussed the international economic global model of
public relations and its relationship to the cultural values of individuals that influence Arab
public opinion. The two researchers explained that the Arabic language plays an important
and main role in building the cultural values of the Arabs, which affect their public opinion

towards many economic issues in the Arab world.
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Some researches and studies have indicated that languages are an important means of
building a precise and deep awareness of the way individuals think and view national issues.
Kandari and Gaither (2011) also noted that practicing the Arabic language is very important
for public relations workers in the Arab world to build a clearer understanding and perception
of public opinion issues that are formed in societies. Moreover, they argue that Arabic
specifically is very important for non-Arab public relations experts to understand the cultural
contexts and values of societies and citizens and the way public opinion is shaped in Arab
society.

In addition, researchers said that practicing a foreign language for others does not
necessarily eliminate the image that citizens paint of public relations practitioners who speak
their languages. To clarify, Kandari and Gaither (2011) also mentioned that learning another
language is just a stepping stone to understanding some cultural values and customs of any
society, but it does not eliminate other cultural considerations such as religion, cultural
background, and traditions. For example, their research stated that learning the Arabic
language by others cannot eliminate the status that Arabs perceive in relation to foreign

individuals, nor does it give individuals a complete cultural knowledge.

Theoretical Framework
The two-way symmetrical model for communication was used as a framework to
understand audiences' attitudes and behaviors and public relations practices and tactics
undertaken by governments as guidelines and strategies. Grunig and Hunt (1984) developed
this model to focus on common decisions, information, and goals between governments and
citizens. The two-way symmetrical model for communication helps to create mutual
understanding between governments and their citizens by knowing citizens' perceptions about

the programs and activities of their governments.
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In this study, this model was used to understand Saudi citizens' perceptions of digital
public relations tools used in Saudi Vision 2030 programs. Since the literature pertaining to
the variables discussed in the previous sections provide more perspectives about
communication and engagement, a suitable theoretical framework that incorporates these
aspects is required to support this study. To clarify, the rationale for selecting this model is
that it helps to examine the potential of public relations tools towards building constructive
relationships via communication and engagement between governments and their citizens. As
result, this model was used to understand Saudi audiences' perceptions toward public
relations tools undertaken by the Saudi government as guidelines and strategies in Vision

2030.
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CHAPTER 3
METHOD

Research Method

The methods employed in this study were quantitative method in nature. Quantitative
research was chosen because the nature of the current study requires quantifying behaviors,
opinions, attitudes, and other variables, as well as making generalizations from a larger
population (Creswell & Creswell, 2019). In our case, the government use of public relations
tools to influence citizens’ perceptions of an intervention the government is promoting. A
cross-sectional survey design was employed to measure the relation between public relations
mechanisms used by the Saudi government and Saudi citizens' perceptions towards the
Vision 2030. The questionnaire comprised of 31 questions and took no more than 8 minutes
to complete. A questionnaire design was utilized as they are relatively simple to design and
distribute, and helped to garner a large number of responses about a given issue within a
relatively short time frame (Leavy, 2017).
Population and Sample

The sampled population was made up of Saudi citizens where a random sampling
technique was employed to capture the respondents. This research also adopted a random
snowball sample of approximately 400 citizens from different locations in Saudi Arabia. The
rationale for the chosen population size and sampling technique was due to the nature of the
study, which was to garner citizens’ quantifiable perceptions of a given issue and to garner
enough responses to formulate sufficient and meaningful research data.
Data Collection

In terms of data collection, an online survey technique was employed where a link to
the survey was posted on the social media app, WhatsApp. The initial citizens who received

the link asked their friends and family to redistribute the link and fill the questionnaire.
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WhatsApp was chosen to ensure the distributed link would snowball to other respondents
who were affiliated with those who initially shared the link. The online survey was designed
in Qualtrics and the participants were notified when the Survey went live. The survey was
completely anonymous so no personal information was disclosed. As part of the ethical
agreement, the participants had the right to withdraw from the research process at any point
without penalty. To maintain validity and reliability, the survey explicitly focused on

questions that elicited responses that were specific to the objectives of the study.

Variables & Hypothesis Development

This research identifies independent and dependent variables. The independent
variable refers to public relations tools, such as press releases and public diplomacy, ads, and
others whereas the dependent variable refers to the citizens' perceptions towards the
government's use of public relations practices such as public information, public support and
public opinion as identified in the literature review.

The hypotheses were developed based on the variables identified in the literature
review. This research proposed three hypotheses to measure the relationship between public
relations techniques and shaping Saudi citizens' perceptions of the Vision 2030.

Hai: Government uses new media to project public information to change citizens’
perceptions of PR campaigns

This hypothesis is based on literature, which identifies that governments’ use of PR
tools can help to project public information to change citizens’ perceptions of PR
campaigns.

H2: Government uses new media to lobby public support to change citizens’
perceptions of PR campaigns

This hypothesis is based on literature, which identifies those governments’ use of PR

tools can help to lobby public support to change citizens’ perceptions of PR campaigns.
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Hs: Government uses new media to change public opinion about PR campaigns
This hypothesis is based on literature, which identifies that governments’ use of PR
tools can help to change public opinion about PR campaigns.
Measurement
The study relied on the Likert scale, so a five-point to was used to allow participants
to show how much they agree or disagree. The participants' answers were indicated as
follows:

1 = strongly agree, 2 = agree, 3 = neutral, 4 = disagree, 5 = strongly disagree

The first part of the survey included respondents’ demographic information. The
demographic scale was used to collect participants’ characteristics including sex (Male or
Female), age, and nationality (citizen or non-citizen). Participants were also asked to indicate
which social media platforms they use mostly such as Twitter, Facebook, Instagram,
Snapchat, & YouTube.

Second, the government entities use of public relations scale (GEPR) scale is a five-
item scale that was used in this study to assess participants’ perceptions of the Saudi
government's use of public relations tools. In the first part of the scale, Saudi respondents
were asked to indicate whether they like their government's use of media platforms by
selecting yes and no (for items GovEnt01 & GovENnt02). The other three questions on this
scale required respondents to indicate how far they agree with the statements on a Likert
scale (1 = Strongly Agree, 2 = Agree, 3 = Neutral, 4 = Disagree, 5 = Strongly Disagree). For
example, one item on the scale was “Government entities engage in dialogue with citizens
about their interventions such as the Vision 2030 project as the main use of new media tools”.

Third, the citizens' perceptions of public relations scale (CPPR) scale was used in this
study to assess participants’ perceptions of public relations tools. The scale had a ten-item

scale, and respondents were asked to indicate on a Likert scale (1 = Strongly Agree, 2 =
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Agree, 3 = Neutral, 4 = Disagree, 5 = Strongly Disagree), how far they agreed with the
statements. An example item in the scale was “Citizens’ feedback can make government
entities change the position they have taken”.

Finally, the government’s use of public relations tools to sway citizens’ perceptions
scale (GPRS) scale was used in this study to assess participants’ perceptions of the Saudi
government’s use of public relations tools to sway citizens’ opinions. The scale was a twelve-
item scale, and respondents were asked to indicate on a Likert scale (1 = Strongly Agree, 2 =
Agree, 3 = Neutral, 4 = Disagree, 5 = Strongly Disagree), how far they agreed with the
statements. For instance, the item on this scale was “Government entities use social media to
regulate personal expressions, enhance quality of information and create target-oriented
content”.

Reliability Tests

The internal consistency reliability was utilized because it can assess the coherence of
results across items in the test (Trochim et al., 2016). However, to measure the internal
measures and consistency between the elements, it is important to use Cronbach’s alpha o to
get items that are related as a group. Three scales were conducted for the three reliability
tests. Scales of government entities and the use of public relations (GEPR), citizens'
perceptions of public relations (CPPR), and government’s use of public relations tools to
sway citizens’ perceptions (GPRS) were conducted. The score of the scale of GEPR of 5
items based on Cronbach's alpha score was .71, CPPR of 10 items based on Cronbach's alpha
score was .81, and GPRS of 12 items based on Cronbach's alpha score was .79, which were

reliable.
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CHAPTER 4
ANALYSIS
Analysis Plan
Pearson correlations are calculated to explore the relationship between public
relations techniques and perceptions of the Saudi citizens' to the Vision 2030. The findings
are analyzed using the statistical package SPSS.
Descriptive Statistical Analysis of the Sample Items by Variables
The results of descriptive statistics including the mean, median, mode, range, and
standard deviation are illustrated in the below tables. The findings consider the demographic
characteristics such as age, sex and residential status (i.e. a Saudi national or not). The results

of analysis (n = 883) illustrate that the mean age of the research participants is 36 years.

Figure 1
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Government’s Use of New Media for PR Campaigns

RQ1: To what extent has the government of Saudi Arabia, utilized PR tools to communicate
with its citizens?
H2: Government uses new media to lobby public support to change citizens’ perceptions of
PR campaigns

As specified earlier, there are three hypotheses and two research questions, which aim
to investigate the research agenda. RQ1 sought to explore the extent to which the government
of Saudi Arabia employs the new media PR tools to interact with citizens of the country. The
four-item scale was employed to examine the research question, the data was collected from
n = 871 respondents and analyzed using the Statistical Package for Social Sciences software
(SPSS). The results of descriptive analysis is illustrated in Table 1.

Perceptions over the Governmental Use of New Media for PR Campaigns

Table 1

Perceptions over the Governmental Use of New Media for PR Campaigns

Government’s use of new media for PR campaigns n M SD
Do you like the way government entities use new media, such as 871 1.05 .219
social media?

Do you ever engage with a government entity’s social media page 782 1.38 .486

promoting the Vision 2030 ?

Government entities engage in dialogue with citizens about their 820 1.89 .982
interventions such as the Vision 2030 project as the main use of new

media tools.

The government entities only utilize social media tools to publicize 817 243 1.145

their activities and sway public opinion.
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As can be appreciated from Table 1, participants (M = 1.05, SD =.219) liked the new
media, such as social media that are used by the government to communicate with the public.
In addition, more than average (M = 1.38, SD = .486) agreed to ever engaging with a
governmental entity’s social media pages that promoted the Vision 2030. As well,
participants strongly agreed (M = 1.89, SD = .982) that the government creates a dialogue
with citizens about the Vision 2030 project as the main use of the new media tools. However,
the findings show that majority agree (M = 2.43, SD =1.145) with the fact that the
government entities only utilize social media tools to publicize their activities and sway
public opinion. These findings align with the scant research (Al-Kandari et al., 2019;
Almutairi & Kruckeberg, 2019; Duthler & Dhanesh, 2018) which highlights that
governments in the Middle East. For example, Saudi Arabia employs PR tools to develop a
sense of trust in the relationship with members of the public. Moreover, the Saudi
government had recently employed PR tactics to persuade Saudi citizens to confide in the
country’s recent Vision 2030 project (Khan & Alsharif, 2019; Khan, 2018; Vision 2030,
2019).

Hence, it is the consensus that Saudi citizens like the manner in which the government
entities adopt new media, for instance, social media in communicating with its citizens to
confide in their promoted interventions. This finding could be interpreted both ways. On the
one hand, it is a positive finding that respondents, who are mainly Saudi nationals (M =1.01,
SD =.118), according to Table 2, like that the government incorporates new media, such as
social media, to communicate with the public. On the other hand, it is interpreted to mean
that the participants were inclined to the fact that the government entities only adopt new
media tools to publicize their activities and sway public opinion, which can be viewed both

ways. Therefore, the null hypothesis in H2 is supported, given that the findings from RQ1

22



correspond toward the fact that the government uses new media to lobby public support to

change citizens’ perceptions of PR campaigns.

Table 2

Citizenship Composition of Participants
Are you a Saudi National? n % M SD
Are you a Saudi National? 854 1.01 118
Frequency — Yes 88.4%
Frequency — No 11.6%

Governments Use of New Media to Change Public Perception of PR Campaigns
RQ2: Do PR tools used by the Saudi government change the public perception of the Vision
20307
Hai: Government uses new media to project public information to change citizens’ perceptions
of PR campaigns
Hs: Government uses new media to change public opinion about PR campaigns

The second research question inquiries into individual perceptions over the
governmental use of PR tools, for example if they help to influence public perceptions of PR
campaigns, such as the Vision 2030. From the second perspective, H1 assumes that the
government adopts the new media to project public information for changing, altering or
influencing the citizens’ perception of PR campaigns, such as the Vision 2030. The twelve-
item survey was employed to investigate RQ2, the findings were collected from n = 871
respondents and analyzed.

The results of descriptive statistics are showed in Table 3. These findings agree with
Hopkins (2014), where the research found that the adoption of new media PR tools can result
in more complex communication with the audiences, particularly since the inception of PR

tools, such as social technologies that have developed an ability to have overreaching control
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over the messages citizens receive, especially when intending to receive such messages from
the their senders.
Table 3

Participant’s Responses to Government’s Use of New Media to Change Public Perception of
PR Campaigns

Government’s use of new media to change public perception of PR campaigns n M SD
Government entities rely on the opinions of citizens to make decisions 683 2.73 1.095
Citizens’ mainly use the government entity’s social media pages to criticize 685 2.14 .930

over commending it.

Government entities ignore and do not respond to the public’s comments. 686 3.40 1.108
Social media has made it easier and faster to contact government entities. 686 1.60 .775
Social media features, such as status updates, photos and comments, have 680 180 .821

prompted government entities to become more aware of citizens' needs.

I am able to access information sent through government entities' social media 682 250 1.237
pages long after it was posted.

Government entities use social media to regulate personal expressions, 684 2.01 .855
enhance quality of information and create target-oriented content.

Government entities' social media pages has created an online social 683 1.95 .909
connection between its citizens.

Government entities' social media pages grants access to relevant information 683 1.89 .817
concerning the ministry.

Government entities encourage the Saudi public on social media to participate 683 2.00 .860
in conversations about the ministry.

Government entities often send informative links via its social media pages. 681 242 1.081
Government entities' social media pages include a Question and Answer 683 1.83 .844

(Q&A\) platform for its citizens.
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The results of analysis inform that the participants feel (M = 1.60, SD = .775) that the
new media allow for easier and faster to contact and communicate with government entities.
This can imply that easy communication between the citizens and the government is
accelerated using the new media tools. Furthermore, the participants are neutral (M =3.40, SD
= 1.108) about the fact that government entities ignore and do not respond to the public’s
comments. This means that the outcome could swing either ways. Research questions show
that the government predominantly adopts these new media tools to communicate with the
citizens, relying (M = 2.73, SD = 1.095) on the opinions of the citizens to make decisions.
From the findings presented in Table 3, it can be concluded that there is a positive
relationship between the government's use of public relations tools, such as new media tools
and social media tools, and the manner in which it influences the state of affairs towards
convincing Saudi citizens’ to embrace the PR campaigns, such as the Saudi Vision 2030 . In
the broader scheme, it is obtainable from Table 3 that public relations tools do influence
citizens' perceptions towards the Vision 2030.

Table 4 shows the results of analysis of single-factor ANOVA, this was used in order
to examine the nature of change in individual perceptions towards the governmental use of
new media tools. The findings suggest that there is no significant difference or variation in
the research item GovENt05, implying that there is a positive relationship between the use of
the PR tools and the government’s approach towards changing the opinion of its citizens.

Existing research has shown that there is a relationship between the use of new media
tools by governments to change the minds of the citizens (Al-Najjar, 2014; loana & Mariana,
2014; Malthotra, Poteau, & Fritz, 2013). To examine the relationship between the two
variables in this present study, a hierarchical regression analysis was adopted, where SPSS
was used to enter the variables in blocks, with each block representing a step in the hierarchy.

Based on past research, three blocks of sample items were selected and used the government-
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related questions in the first model as the most significant predictors of the relationship.
Forced entry was used as the method of entering the variables in the models. The results of

the regression analysis are displayed in Table 4 below.

Table 4

Model Summary for Regression Analysis Results

Model R Adjusted R Square SE
1 307 .589 1.1637
2 419 .664 1.1225

Model 1: Predictors: (Constant), GovEnt01, GovEnt02, GovEnt04, GovEnt05, GovPR01, GovPRO02,
GovPRO03, GovPR04, GovPR08

The results of analysis show that the adjusted R2 in model 1 was .589 whilst in Model
2 it reached the level of R2 = .664. Several predictors (i.e. ) were added in Model 2, they
proved to increase the model performance. Hence, there is a relationship in perceptions of
Saudi citizens of Vision 2030 and Saudi Government Social Media use to Promote Vision
2030.

These findings were in line with the expected because the anticipated results of this
research were the existence of a positive relationship between the government's use of public
relations tools and its influence towards convincing Saudi citizens to embrace the Saudi
Vision 2030. Furthermore, it was anticipated that public relations tools do influence citizens'
perceptions towards the Vision 2030, as well as the fact that the Saudi government
publicizing their achievements via PR tools, such as social media to sway public opinion on
the Vision 2030. Furthermore, communication appears only one-sided in Saudi Arabia with
the government communicating more to its citizens. Therefore, it is expected that the Saudi

government will respond to its citizens with as much attention as possible since they wish to
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persuade them to confide in the Vision 2030. In Table 5, the ANOVA table of the results are
presented. As can be seen from the results, there is a significant relationship between the
predictor and dependent variables, evident in the p-value being within the 95% percentile,

which is the acceptable region.

Table 5

ANOVA Table for Hierarchical Regression Results- Independent Variable vs ROA (n =654)

Source Sum of Squares df Mean Squares F p-value
Regression 199.050 17 11.709 17.074 .000
Residual 449.885 656 .686

Total 648.905 673
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CHAPTER 5
DISCUSSION & CONCLUSION

The literature indicates that local governments can benefit from employing social
media in communication, outreach, and participatory engagement strategies with citizens
(Belle, 2013; Cohen, 2015, Gentile, 2011; Roberts, 2010; Tucker, 2011). Such benefits
include greater access to the public and transparency, as well as reshuffling of
communications, and they in turn improve delivery of government services (Kang &
Gearhart, 2010; Krueathep, 2006; Schorr & Stevens, 2011). Grunig and Hunt’s (1984) note
two-way symmetrical model of communication is primarily concerned with ensuring that
decisions made by an organization are mutually beneficial to itself and its subordinates or
constituents. In other words, the main objective of Grunig’s symmetrical communication
model is one that embraces mediation between the organization and its publics, and one that
also promotes mutual understanding (Grunig and Hunt, 1984; Liu et al., 2016). Another
theory, referred to as agency theory predicts the likelihood of a conflict of interest between
the organization and its subordinates, which is attributed to the difference of interests (Berle
& Means, 2013).

In this study, the public relations tools used by the government of Saudi Arabia were
investigated and performed statistical analyses to identify whether these tools have influenced
the perceptions of the Saudi public on the Vision 2030, and to also assess to what extent this
influence has been. The purpose of this research was to examine the PR tools used by the
Saudi government, such as social media influenced Saudi citizens’ perceptions of the Vision
2030 intervention.

For data collection, the online survey technique was employed, which broadcasted the
link to the online survey posted on the social media app, WhatsApp. The initial set of invitees

also forwarded these to their friends and family, who also redistributed the link to fill the
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questionnaire. The final sample size constituted 952 participants, mainly male, Saudi citizens,
and this was loaded into the SPSS tool, where all the statistical analyses were performed.

The findings from this research revealed a positive relationship between the
government's use of public relations tools and its influence towards convincing Saudi citizens
to embrace the Saudi Vision 2030. Secondly, the results indicated that public relations tools
influenced the citizens' perceptions towards the Vision 2030.

Concerning hypothesis three that the Saudi government uses new media to change
public opinion about PR campaigns, there was a general agreement between the majority of
the participants in their responses. Furthermore, there were strong indications that the Saudi
government responds to its citizens with as much attention as possible, given their specific
intent to persuade them to confide in Vision 2030.

Interpretation of Findings

The purpose of this study was to determine how far the Saudi government has utilized
PR tools to communicate with citizens and whether such tools change the citizens’
perceptions of the Vision 2030. To meet the aims and objectives of this research, this
research sought to find answers to the following research questions:

RQ1: To what extent have the government of Saudi Arabia utilized PR tools to
communicate with its citizens?

RQ2: Do PR tools used by the Saudi government change the public perception of the
Vision 2030?

To answer these questions, the theoretical framework described above to link the
extent to which the Saudi government utilized PR tools as well as if these tools used could
influence the public perception of the Vision 2030. Consequently, the application of
statistical tests, including ANOVA, correlation, and regression analyses were applied to

establish a linear relationship between the dependent variables and independent variables.
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There was a consensus in the responses from the participants about the extent to which the
government utilized PR and new media tools, such as social media, for communicating with
its citizens. Therefore, most of the participants strongly agreed that the government mainly
adopted social media and new media PR tools in communicating with its citizens.

How Do the Saudi Government Utilize PR Tools to Communicate with its Citizens?

The results of analysis confirmed that the Saudi government actively engages with its
citizens using social media, with almost 90% overall reporting either a “medium” or a “high”
level of presence. The participants think that the Saudi government applies PR tools such as
social media in a “collaborative” manner. For example, the social media platforms facilitate
the raising of voices among citizens, involvement in decision-making and policy-making
processes. At the same time, the participants believe that the Saudi government remains slow
in interacting with its public despite adoption of new PR tools therefore there is a scope for
improvement of their response time.

The purpose of this study was to explore the public relations tools used by the
government of Saudi Arabia and perform statistical analyses to identify whether these tools
have influenced the perceptions of the Saudi public on the Vision 2030 which assess to what
extent this influence has been. However, the first part of this study examined on the
availability of public relations tools, as well as how public information is disseminated to the
public. Based on the collected data, it was found that people in Saudi Arabia appreciate the
fact that their government communicated with them using new media tools. By using the lens
of the theoretical framework as well as empirical analysis approaches, evaluation of
information reflected the process of creating the implications of individual participants,
which can serve as a pre-step to behavioral intentions.

This outcome seemed reasonable as this is obtainable in the literature, as presented in

the literature review section. Al-Kandari et al. (2019) examined the public relations tools
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such as new media used in Kuwaiti banks and found that they operate at the confluence of
visual communication via Instagram and religious symbolism to serve public information
needs. In the same vein, Avidar (2017) utilized social businesses and diffusion of innovation
theory (DOI) to argue the significance of engagement, and postulates that the theory can
enrich public relations theory and practice, particularly on the subject of projecting
information to the public for public persuasion. Adding to what previously mentioned,
Creedon and Al-Khaja (2019) revealed areas of improvement for projecting information to
the public, including enhancing research collaboration, addressing bilingual relationship,
aligning research with the profession, accessing curriculum globalization and developing
international accreditation standards. Furthermore, the Arabic cultures, including Saudi, have
been classified as one of a high-context cultures, where the citizens interpret messages
through the analysis of words, non-verbal signs, and the context in its entirety (Al-Olayan &
Karande, 2000; Biswas, et al., 1992; Glowacki-Dudka, et al., 2008). Consequently, Saudi
nationals tend to examine and calculate implied meanings even if advertisers did not stand
against culture openly.

Reflecting upon the findings from the study on the context obtainable in the literature,
it is evident in a number of studies that have investigated the plethora of public relations
tools, as can be applied to this present study. For instance, Himelboim et al., (2014) proposed
a theoretical and practical framework that systematically examined mediated public relations
in social media spaces. The findings from the study revealed that social mediators (e.g.
government) with respect to their formality and interdependence greatly differed, where
government-related mediators showed levels of bilateral relationships. In a different context,
the result of evaluating the communications from the government to its citizens and nationals
showed a strong relationship between the use of these media and the government of Saudi.

Therefore, the finding appeared to be reasonable due to the importance on the criticality of
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adopting these measures to persuade the citizens concerning the Vision 2030. This finding
could be generalized to other cultures or public relations campaigns in the Arab world (e.g.,
Al-Salomi, 2016; Ameen, 2009; Bounekab, 2019; Omar, 2008).
Do PR Tools Used by the Saudi Government Change the Public Perception of the Vision
20307

The findings illustrated that Saudi citizens visit the government entities’ websites that
promote the Vision 2030. This is quite an expected outcome, especially when one considers
the fact that it therefore be inferred that the government also use social media for the purpose
of citizen engagement — which is a positive. However, the communication of information is
currently the dominant use. The main objective of this study in this area was to determine
whether the new media public relations tools adopted by the Saudi government contribute
towards changing the public perception of the Vision 2030, based on the questionnaires
completed by all participants.

The findings indicated that the majority of participants felt that PR tools used by the
Saudi government change the public perception and create an online social connection with
the citizens. Likewise, all the respondents agreed that social media is used to publicize
government policies, initiatives, and the activities of government, including the Vision 2030.
Many respondents agreed to engage with these organizational websites for this purpose, such
websites are used as social media portals, given that these constitute the first point of online
contact from which other social media sites and pages are reached.

Furthermore, the operational level adoption of social media for disseminating
information about government services, community initiatives, and events was likewise
beneficial toward testing the hypothesis claim that the Saudi government adopts these

measures towards influencing the perception of the citizens. As an example, participants
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reported that the Saudi government tends to provide them with the necessary information by
engaging with them via responses to comments, messages, or feedback.

This is in consonance with what is obtainable in the literature. For instance, Jo et al.,
(2008) evaluated the impact of the public relations war in Iraq. Findings suggested that public
relations campaigns from the government failed to generate favorable opinions among the US
citizens. In another study, Toledano (2018) investigated the dialogue and strategic
communication in PR scholarship on dialogue and found that ethical PR practice depends less
on communication. On the other hand, he also noted that there was more on transparency,
honesty, openness, and respect in the way dialogue or strategic communication are conducted
to influence public opinion.

On reflection, similar to the previous two areas, public opinion draws on areas of
culture and communication and engagement. Although PR is heavily cited in the literature,
not much emphasis is placed on how PR tools used by the government can influence public
perception of the Saudi Vision 2030. This is also the case for the Saudi context, where some
regions of the middle east have been cited, but very few have looked at the Saudi context.
Albishri et al. (2019) analyzed the political public relations messages of the Saudi and the US
governments during Donald Trump’s visit to the Middle East and studied their influence on
the media coverage and public opinion. The authors revealed that governmental information
subsidies significantly influenced media coverage and public opinion. Likewise, Al-Shohaib,
Frederick, Jamal Al-Kandari, and Dorsher (2010) investigated the factors influencing the
Public Relations Professionals’ adoption of the internet by the government in Saudi Arabia
and found that 83% of governmental professionals had adopted the Internet. Further analysis
show that public opinion is swayed by authoritarian decision making and governmental

encouragement.
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Limitations of the Study

There are several limitations of this study. First, this study examined the relationship
between the use of new media and social media public relations tools within the context of a
specific PR campaign such as the Vision 2030. There may be cultural and country-laden
considerations that limit generalizations of his study to the context of PR campaigns from
other regions.

Second, there is a limitation in the study design which collected little evidence on the
nature of challenges and risks that are more commonly encountered by governments and
government entities when adopting and using social media to engage with its citizens. In
other words, there may be a bias in the provision of practical guidance on how new media
and social media influence the decision-making of the citizens. Further limitations of the
study may be related to the sample size, which although a reasonable amount of participants
were recruited, however the results may change with a larger cohort of respondents.

Finally, the study relied on the assumption that the responses from the participants
represent ‘ideal’ ones in the populace of the country. This is one of the common issues with
online surveys were respondents may respond based on a perception of what is expected of
them rather than what they personally think (Wellens, & Marriott, 2012; Wright, 2005).
Therefore, the results cannot be generalized to other Arab states, due to the unique status of
the kingdom of Saudi Arabia, especially when one considers its role in terms of religious and
cultural beliefs.

Contributions

This dissertation significantly presents an important practical and theoretical
contribution to research and academic body of knowledge by presenting an understanding of
the potential of new and social media. For example, public relations tools can improve the

Saudi government’s professional performance and increase its engagement with Saudi
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citizens in public service delivery. It is anticipated that the findings will be widely adopted to
further develop practical guidance and academic links and synergies, which will contribute to
providing more professional practices in the kingdom of Saudi Arabia, which ultimately will

help ensure that the benefits of social media for governments, citizens and wider society alike
can be realized.

In terms of the practical contributions, this study has added an extra layer to the body
of knowledge about governance and public relations/administration by confirming some
conceptions relating to the use of new media tools for governance and policy administration.
In terms of public relations communication, this dissertation has investigated and provided a
clearer understanding of the impact of adopting new media tools for engaging the Saudi
people in governmental practices. It focused more on the effect of changing or influencing
the decisions or perceptions of the citizens by using and adopting new media tools.

To conclude, as earlier stated in this dissertation, it presents three-fold contributions.
First, the experiments described have successfully measured the relationship between Saudi
government’s use of new media to project public information to change citizens’ perceptions
of PR campaigns. The results confirmed that this is the case after there was a significant
correlation between the two variables.

Second, the study investigated the government’s use of new media to lobby public
support in order to change citizens’ perceptions of PR campaigns. Finally, the study
developed a novel model of PR in Saudi Arabia that may be applied towards enhancing
communication between the Saudi government and its citizens. Further, this research may
advanc the boundaries of knowledge by engaging and encouraging more governments to take

the action of utilizing new media tools in an attempt to engage with their citizens.
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Appendix A

English Survey
UNIVERSITY OF NORTH DAKOTA
Institutional Review Board
Study Information Sheet
Title of Project: The relationship between Saudi citizen perceptions of Vision 2030 and Saudi
government social media use to promote Vision 2030.
Principal Investigator:  Essa Alkathiri, Essa.alkathiri@ndus.edu

Advisor:  Dr. Pamela Kalbfleisch, 701.777.6369, Pamela.kalbfleisch@UND.edu

Purpose of the Study:
The research aims to investigate the Saudi government entity’s application of public relations
tools, e.g. social media, to influence and eventually change the Saudi Citizens perception of

the Vision and to embrace it.

Procedures to be followed:

You will be asked to answer 31 questions on a survey. Please answer them carefully.

Risks:

There are no risks in participating in this research beyond those experienced in everyday life.

Benefits:
The benefits outcomes expected from this research are first the Saudi government entity’s use
new media to project public information to change citizens’ perceptions of PR campaigns.

Second, The Saudi government entity’s use new media to lobby public support to change
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citizens’ perceptions of PR campaigns, thirdly, the culmination of the development of a new
model of PR in Saudi Arabia to enhance government entities and citizens’ communication

and collaborations.

Duration:

It will take about 5-10 minutes to complete the questions.

Statement of Confidentiality:
The survey does not ask for any information that would identify who the responses belong to,
such as name. Therefore, your responses are recorded anonymously. If this research is

published, no information that would identify you will be included.

All survey responses that we receive will be treated confidentially and stored on a secure
server. However, given that the surveys can be completed from any computer (e.g., personal,
work, school), we are unable to guarantee the security of the computer on which you choose
to enter your responses. As a participant in our study, we want you to be aware that certain
"key logging" software programs exist that can be used to track or capture data that you enter

and/or websites that you visit.

Right to Ask Questions:

The researcher conducting this study is Essa Alkathiri. You may ask any questions you have
now. If you later have questions, concerns, or complaints about the research please contact
Pamela Kalbfleisch at 701.777.6369 during the day.

If you have questions regarding your rights as a research subject, you may contact The

University of North Dakota Institutional Review Board at (701) 777-4279 or
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UND.irb@UND.edu. You may contact the UND IRB with problems, complaints, or concerns
about the research. Please contact the UND IRB if you cannot reach research staff, or you
wish to talk with someone who is an informed individual who is independent of the research
team.

General information about being a research subject can be found on the Institutional Review
Board website “Information for Research Participants”
http://und.edu/research/resources/human-subjects/research-participants.html

Compensation:

You will not receive compensation for your participation.

Voluntary Participation:

You do not have to participate in this research. You can stop your participation at any time.
You may refuse to participate or choose to discontinue participation at any time without
losing any benefits to which you are otherwise entitled.

You do not have to answer any questions you do not want to answer.

You must be 18 years of age older to participate in this research study.

Completion and return of the survey implies that you have read the information in this form

and consent to participate in the research.

Please keep this form for your records or future reference.

o | agree to participate

o | do not agree to participate
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Questionnaire

Demographic Data:
1. What is your sex? [J Male [J Female
2. How old are you? (Please write in numbers):
3. Are you a Saudi national?
[ Yes LI No
4. Which one of the following social media platforms do you use the most?

O Twitter [0 Facebook [ Instagram [ Snapchat (I YouTube [0 Other please

specify.......

Government entities and the use of public relations tools:

5. Do you like the way government entities use new media, such as social media?

L1 Yes LI No
6. Do you ever engage with a government entity’s social media page promoting the vision
2030?

[ Yes LI No

Kindly answer how far you agree with the following statements:
7. Government entities engage in dialogue with citizens about their interventions such as the
Vision 2030 project as the main use of new media tools.

[ Strongly Agree I Agree [ Neutral (I Disagree [ Strongly Disagree
8. The government entities only utilize social media tools to publicize their activities and
sway public opinion.

[0 Strongly Agree [J Agree I Neutral [ Disagree [J Strongly Disagree

9. Government entities only utilize social media tools to send public information.
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O Strongly Agree OO Agree [ Neutral O Disagree [ Strongly Disagree

Citizens' perceptions of public relations tools:

10. Citizens’ feedback can make government entities change the position they have taken.
[0 Strongly Agree [J Agree I Neutral [ Disagree [J Strongly Disagree

11. Government entities only utilize social media to garner public support on the

interventions they are promoting.
O Strongly Agree [J Agree I Neutral [ Disagree [J Strongly Disagree
12. Government entities' information presented on their social media pages is always truthful.
O Strongly Agree OO Agree [ Neutral O Disagree [ Strongly Disagree
13. Government entities utilize social media to disseminate its propaganda.
O Strongly Agree OO Agree [ Neutral O Disagree [ Strongly Disagree
14 | trust that the government entities' information on their social media pages is true.
O Strongly Agree OO Agree [ Neutral O Disagree [ Strongly Disagree
15. Government entities are clear when sharing information via social media.
O Strongly Agree OO Agree [ Neutral O Disagree [ Strongly Disagree
16. Government entities are held accountable for all information sent through its social media
pages.
[ Strongly Agree [ Agree I Neutral O Disagree [ Strongly Disagree

17. Government entities are respectful towards the public through their conversations on its

social media pages.
O Strongly Agree OO Agree [ Neutral O Disagree [J Strongly Disagree
18. Government entities show transparency in their social media posts.

O Strongly Agree 0 Agree [ Neutral O Disagree [J Strongly Disagree
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19 Citizens receive direct responses from government entities in the event of a complaint or a

request from the ministry.

[0 Strongly Agree [ Agree I Neutral O Disagree O Strongly Disagree

Government’s use of public relations tools to sway citizens’ perceptions:

20. Government entities rely on the opinions of citizens to make decisions.

[ Strongly Agree [0 Agree [ Neutral [0 Disagree [ Strongly Disagree
21. Citizens’ mainly use the government entity’s social media pages to criticize over
commending it.

O Strongly Agree OO Agree [ Neutral O Disagree [ Strongly Disagree
22. Government entities ignore and do not respond to the public’s comments.

O Strongly Agree OO Agree [ Neutral O Disagree [J Strongly Disagree
23. Social media has made it easier and faster to contact government entities.

O Strongly Agree OO Agree [ Neutral O Disagree [J Strongly Disagree
24. Social media features, such as status updates, photos and comments, have prompted
government entities to become more aware of citizens' needs.

[ Strongly Agree [ Agree I Neutral [ Disagree [ Strongly Disagree
25. 1 am able to access information sent through government entities' social media pages long
after it was posted.

[ Strongly Agree [ Agree I Neutral O Disagree O Strongly Disagree

26. Government entities use social media to regulate personal expressions, enhance quality of

information and create target-oriented content.

O Strongly Agree [0 Agree [ Neutral O Disagree [J Strongly Disagree
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27. Government entities' social media pages has created an online social connection between

its citizens.
[0 Strongly Agree [ Agree I Neutral O Disagree O Strongly Disagree

28. Government entities' social media pages grants access to relevant information concerning
the ministry.

O Strongly Agree OO Agree [ Neutral O Disagree [ Strongly Disagree

29. Government entities encourage the Saudi public on social media to participate in

conversations about the ministry.
[ Strongly Agree [0 Agree [ Neutral [0 Disagree [ Strongly Disagree
30. Government entities often send informative links via its social media pages.
[ Strongly Agree [ Agree I Neutral O Disagree O Strongly Disagree

31. Government entities' social media pages include a Question and Answer (Q&A) platform
for its citizens.

O Strongly Agree OO Agree [ Neutral O Disagree [J Strongly Disagree

Thank you so much for your time spent taking this survey.
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Arabic Survey
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Appendix C

English WhatsApp Invitation

Dear Ladies and Gentlemen,

My name is Essa Alkathiri I am a PhD candidate at the University of North Dakota, and | am
currently conducting a study on the relationship between Saudi citizen perceptions of Vision
2030 and Saudi government social media use to promote Vision 2030.

The study aims to investigate the Saudi government entity’s application of public relations
tools, e.g. social media, to influence and eventually change the Saudi Citizens perception of
the Vision and to embrace it.

You are invited to participate in this survey which takes about 5 to 10 minutes.

Please kindly answer all questions as accurately as you can. Participation in the questionnaire
is voluntary and all data will be anonymous. You can skip any questions or stop at any time.

You can select Arabic or English to participate.

Questionnaire link:

01000139 /USRS

Please share this survey with other people that might be interested in this study. Thank you

for your cooperation in advance.

Essa Alkathiri
PhD Candidate
Communication Department

University of North Dakota
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Appendix D

Arabic WhatsApp Invitation
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Appendix E

Figures

Figure 2

Sample Histogram of Dependent Variable
Histogram

Dependent Variable: Government entities engage in dialogue with citizens about their interventions
such as the Vision 2030 project as the main use of new media tools.
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Sample of Normal P-P Plot of Regression Standardized Residual
Normal P-P Plot of Regression Standardized Residual

Dependent Variable: Government entities engage in dialogue with citizens about their interventions
such as the Vision 2030 project as the main use of new media tools.
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Figure 4
Sample Scatterplot of Dependent Variable

Scatterplot

Dependent Variable: Government entities engage in dialogue with citizens about their interventions
such as the Vision 2030 project as the main use of new media tools.
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Government entities engage in dialogue with citizens about their interventions such as the
Vision 2030 project as the main use of new media tools.
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