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To those who seek to better understand the world around us with a view to
create a positive change and make a lasting impact.



Foreword

Hardly a day goes by without social media making an impact in one way
or another; it could be as trivial as initiating a social debate on whether
to “food post” or not, or as revolutionizing as inducing change and po-
tentially development in a country’s political system.

As the controversy surrounding social media and networking sites
rises, several studies have been dedicated to address the polemics that
this new form of communication has brought on the table.
While some argue that the social media platforms have boosted net-

work business marketing, saved lives by sending, for instance, notifica-
tions prior to a quake in Japan, and given a voice to the voiceless, by al-
lowing them to defend rightful causes, raise awareness, or even “trigger”
a revolution of the importance of the Arab Spring, others maintain that
the world would be better off without all the problems that they are cre-
ating. To the latter, the benefits that can be reaped from social media can-
not counterbalance the behavioral dependence, the exacerbating anxiety
and depression, the lack of sleep, and the invasion of privacy, among oth-
ers, that they are likely to engender. The issue of privacy, for example, has
taken a historical and national turn when it was reported that Cambridge
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viii Foreword

Analytica has used data collected from millions of individuals’ Facebook
accounts without their permission to establish psychographic profiles of
the concerned persons, and hence determine which type of advertise-
ment would prove to be efficient to orient people’s votes. By doing so,
the Brexit was believed to be facilitated and presidential elections in the
United States of America were deemed to be swayed, as the data harvest
affected the “free will” or right to equal access to information, and hence
rigged the democratic process. Current laws and regulations do not seem
to protect so far social media users from such actions.

Amid these controversies, this book, which gathers a high-level panel
of academics and professionals, is a great means to better understand how
these platforms operate in the Middle East region, the epicenter of the
unprecedented Arab Spring Revolution and a significant market share to
social media platforms; it compares social media to traditional marketing,
sheds light on social media and Corporate Social Responsibility with the
pertaining impact on economy and corporate decision-making, and even
addresses the effect of these digital platforms on politics (including news
industry) and on the higher education sector.

I wish you a pleasant reading and hope you will enjoy, as much as I did,
uncovering many interesting aspects of the social media phenomenon as
you delve into the chapters of the insightful “Business and Social Media
in the Middle-East”.

Mount Lebanon, Lebanon MP General Chamel Roukoz



Introduction

The rise of social media and its integration in all life aspects has become a
trendy issue and has been widely discussed in various conferences, books,
researches, and among several communities. Social media has changed
the ground rules of doing business. Marketing strategies rely heavily on
social media as a solid component in their communication tools. The
theme has recently gained a lot of awareness and trendiness but was not
yet quite concretized in a book that takes into consideration social media
in the Middle East from a business context. The book aims to fill a gap
in literature that has newly existed due to the rapid evolution of differ-
ent social media platforms and their direct effect on businesses. The use
of social media worldwide is shaped by the culture of the region. In the
Middle East, social media is perceived, to a certain extent, as a way for
communication and interaction between individuals and communities
rather than between individuals and companies/brands. Furthermore,
Middle Eastern societies interact and use social media differently from
other cultures and this is an important point to be highly considered
by businesses while drafting their digital marketing and communication
strategies that are targeted for Middle Eastern countries and specifically
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x Introduction

for Arab cultures. It is also very important to study the use of social me-
dia in the Middle East as it has become an essential tool that successful
businesses worldwide can rely on to reach efficiently and effectively their
customers. It is noteworthy that the Middle East region encompasses a
diversity of cultures, communities, and religions; it is therefore quite es-
sential to deepen the knowledge in an area that englobes a large variety
of people.
The use of social media today has become a double-edged sword that

needs to be handled very delicately as it can be a blessing if used cor-
rectly and meticulously or a curse should it be mishandled and ignored.
Nowadays all organizations rely on social media as a solid tool and thus
a complementary tool for their traditional marketing strategies. The par-
ticularities of using social media depend on a variety of factors ranging
from the type of organization, objectives of the marketing strategy, mes-
sage content, and channels used. It is therefore important to highlight
that education and learning about social media topics, strategies, and in-
sights have become a necessity as organizations that are always seeking to
reach their audience, cannot carry on if they do so on a trial and error
basis. Current best practices are being shared in worldwide conferences
and forums to share success stories to the benefit of other companies as
social media marketing is still relatively an emerging topic especially in
business. These practices are not only used for marketing tools directed
to customers but are also included in almost all industries and company
departments.

Our current book is divided into three major parts: The first part pro-
vides a general overview about the rise and evolution of social media tack-
ling the bridge and gap between traditional marketing and social media.
It also highlights the relationship between social media and corporate so-
cial responsibility, the role and importance of the scientific and numerical
side of social media, the analytics, and their effect on corporate decision-
making. The second part discusses the cultural side of social media and
the Middle East and North African Countries. It examines the use of so-
cial media and its impact on MENA countries’ economy and discusses
the role, perspective, and usage of social media by political leaders in the
Arab world. It also tackles the issue about digital recruitment and its im-
plementation in the Middle Eastern region. The last part presents case
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studies about different topics, namely, the case of the Arab Spring and
the role of social media in this regard. It also sheds light on the impact
of social media on the educational sector in Egypt as well as the impact
of digital media on the media industry specifically the news in Lebanon
and, namely, the Lebanese Broadcasting Station International.

Using a modern and an authentic tone at the same time, this book
delves into a recent topic which is still developing while noting that its
future remains unclear especially when it comes to talking about its ex-
tent on different levels whether individual, corporate, or even cultural.
This worldwide topic is still being explored from different angles as it
is still evolving and further research and publications are needed in this
regard. I truly hope this book will give an overall perspective on social
media and businesses in the region while shedding light on some inter-
esting cases and good practices in the Middle east.

Prof. Nehme Azoury
USEK Business School

Holy Spirit University of Kaslik
Jounieh, Lebanon
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Part I
The Rise/Evolution of Social Media



1
SocialMedia vs TraditionalMarketing

Lindos Daou

Introduction

Today we are living in a world that is dominated by digital communi-
cations whereas the mobile devices have become integrated in the life of
every human being. It has become almost impossible to notice any per-
son nowadays that does not have a mobile device, connected to the inter-
net and is involved in a way or another on social media platforms. Thus,
this phenomenon has infiltrated into all societies crossing all boundaries
of races, genders, age, nationalities, religions, social classes… With the
fact that people are social creatures, it has been coined by Aristotle since
350 BC saying: “Man is by nature a social animal; an individual who
is unsocial naturally and not accidentally is either beneath our notice
or more than human. Society is something that precedes the individual.
Anyone who either cannot lead the common life or is so self-sufficient as
not to need to, and therefore does not partake of society, is either a beast

L. Daou (B)
Faculty of Business Administration and Economics, Notre Dame
University–Louaize, Zouk Mosbeh, Lebanon
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4 L. Daou

or a god.” While the Dalai Lama XIV in the twentieth century described
human communication and relationships as follows: “We human beings
are social beings. We come into the world as the result of others’ actions.
We survive here in dependence on others. Whether we like it or not,
there is hardly a moment of our lives when we do not benefit from oth-
ers’ activities. For this reason, it is hardly surprising that most of our
happiness arises in the context of our relationships with others.”
Therefore, since the inception of the human kind, people were and

still living in small groups that consist of the society whereby human
relations through communication has been evolving through ages from
oral communication to written communication, later to visual commu-
nication which paved the way nowadays to a more efficient and conve-
nient way of communication; the digital communication. Digital com-
munication has literally re-invented and restructured the ground rules of
all previous methods. Nowadays, nobody can escape the fact of being
missed out as throughout our daily lives we are bombarded by a wide
variety of tools that keep us in the loop of the digital communication
circle. According to Statista (2017) there are more 4.68 billion mobile
phone users worldwide in 2019, while there are 2.77 million social media
users. These numbers show the massive impact of digital technologies
and its integration in the lives of the world’s population. Consequently,
the average time spent daily on social media by individuals worldwide is
135 minutes as per Statista 2017 whereas if we compare the results of
the youth (16–24 years old) average usage per region we can conclude
that Africa Middle East and South America score more than 3 hours
daily while North America and Asia/Australia score approximately close
to 2 hours while the least social media time spent is from Europe and
Northern Asia is less than 2 hours daily (Table 1.1, GlobalWebIndex
2012–2018). We can conclude that the more we move south and the
less countries are developed and the hotter the weather, we can notice
a higher time on social media spending and the more we go north and
the more countries are developed and the colder the weather, the less the
youth spend time on social media.
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Table 1.1 Social media time spent by youth per different regions worldwide—
Question: Roughly how many hours you spend engaging with/connected to
social networks or service during a typical day?

Continent/region Hours spent on social media per day

North America 2.06
South America 3.29
Europe and Northern Asia 1.53
Africa-Middle East and Gulf 3.10
South East Asia and Australia 2.16

Source GlobalWebIndex (2012–2018)

Rise and Evolution of Social Media

Interacting with family and friends across long distances has always been
a concern for humans over the centuries, but nowadays with rise of digi-
tal technologies and more importantly the internet, communication has
become fast easy and convenient for all people around the globe.
The root of social media goes deep in time since what we see today

such as Facebook, Instagram, Twitter and YouTube are the outcomes of
many centuries of social media development. It all started with old writ-
ings carved on stone pillars communicated very well through the cen-
turies, thereafter a more convenient portable writing material was used:
the papyrus. Before the sixth century BC sending written messages was
an important feature of government in ancient civilizations. Sending a
message and receiving (from the ruler/kingdom to the troops fighting) it
quicker than the rivals present a humongous advantage and competitive
advantage to the rulers in order to secure success and set out effective
strategies in their battles.

Postal service used for communications can be traced back to almost
550 BC which started a quick and widespread evolution in the future
centuries. In 522, Darius developed a network of roads across the Per-
sian empire over a distance of 3200 km, he created posting stations at
intervals of a day’s ride where new men and fresh horses are available
to carry a document on through the next day’s journey. By this method
the message could travel the whole distance of the empire in 10 days at
a speed of around 320 km/day!! In the second century speeding up the
communication relied fast riders, good roads and well provisioned post
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as developed by the Roman empire. Since the eleventh century domes-
ticated pigeons were used to carry small written messages on paper that
are attached to their feet. In the fifteenth century with the appearance of
the Guttenberg press took the communication to another level with the
printing that continued to the seventeenth century with the introduc-
tion of newspapers and development of printing, people became eager
to read information about the latest events on a timely basis. There were
major technological breakthroughs in the late 1800s such as the Morse
code and the telegraph that carried over to the invention of the telephone
in 1900s followed by the radio and television. In the 1970s the internet
was born paving the way for the World Wide Web followed by the evo-
lution of smartphones and tablets which made the internet accessible in
a user-friendly way to everyone at any place in the world. Thus, Internet
became more common and affordable as of the twenty-first century and
people began to view portable electronic devices as an easy and conve-
nient way to access the web and to communicate with other people who
are connected at the same time to the internet. Nowadays, 74% of the
adults worldwide use the internet while 85% own a cell phone and 46%
use social networks. For instance, Facebook reached a stunning 2.27 bil-
lion users in the 3rd quarter of 2018 according to statista.com (Statista
2019), consisting of almost 30% of the world’s population. One of the
major reasons for the widespread and virality of Facebook, is that it pre-
sented an opportunity to reconnect with childhood friends, schoolmates
and lost friends around the planet. It created a tool to reconnect the bond
with people whom we lost connection with them over time and to follow
up on their news, activities and social events.

Generally, it was estimated in 2016 that the world’s digital economy
is growing at 10% per year. In this context, digital transformation has
a high impact on business, as is being used to change customer rela-
tionships, internal processes and the value propositions are delivered
(Westerman et al. 2014). While Jager (2017) states that mobile tech-
nology and digitization is affecting all industries, the public sector and
society as a whole. “… digital isn’t just this added thing. It’s not just one
more channel. It’s different. It’s about changing the way you’re operating,

http://statista.com
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because it is about using data, faster cycle times and more interactiv-
ity with more empowered customers as David Edelman, from McKinsey
Digital states” (Edelman 2014).

Social media platforms work on the psychological aspect of human
nature that has become very addictive for many different reasons stated
below:

• All social media platforms have mobile applications which users can
directly use on their mobiles when are connected to the internet.

• It’s user friendly platform and ease of use allowed children as well as
elderly to learn to use it.

• Social media provokes the curiosity to follow up on their friends and
non-friends’ activities and news.

• Social media has become people’s favorite pass-time as it includes
videos, news, pictures, texting and calling that has almost replaced
the habits of books or following up the news on newspapers or even
watching television programs.

• People share on it sharing news or important knowledge (articles, blogs
etc.,) promoting businesses, products.

• Social media had become a replacement tool for different elements
that we use in our daily lives such as LinkedIn replaced the Curricu-
lum Vitae, Facebook Albums replaced the family albums, WhatsApp
Call replaced the regular phone.

• It can be used to fuel the ego of users through posting their stories,
achievements and activities.

According to IPG Magna: Global Advertising Revenue Forecasts Spring
Update (2016) below is a list that shows how digital media evolution
made its way through in 2016 and 2017 based on realistic measurements
and criteria:

• In 2016, digital advertising sales grew at 15%; traditional media adver-
tising grew at 1% in the same period.

• By end 2017, digital media advertising will be the number one media
category globally, with digital advertising worth $192 billion, outpac-
ing TV advertising at $178 billion.
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• By end 2017, digital advertising would have a 39% market share and
reach almost 50% global advertising spend by 2020.

• Mobile advertising will be nearly 50% of total digital advertising spend
by the end of 2017.

Social Media as a Communication
Tool in Business

The role of social media has changed the rules of media and advertising
in businesses nowadays. Social media has become a convenient and effi-
cient way to communicate individually targeted potential customers who
would most likely fit with company’s audience. One of the early social
media platforms objectives was the ability to bring together like-minded
individuals together online. This large pool of segmented individuals
who share similar preferences and profiles provide a valuable resource
for the companies. In fact, with social media it is a cheaper way to reach
customers, raise awareness with sponsored posts and at a next step gener-
ate sales and profits. Social media marketing became an efficient way to
accomplish company’s objectives. However, on the other side, the issue
of privacy has become some sort of a problem nowadays as the users’ pro-
files are stored in databases and this valuable data is sold to companies.
For instance on Facebook all the user profiles along with their personal
preferences of movies, food, behavior are used by brands/companies to
target sponsored posts that match those preferences. Generally, social
media platforms set the long list of legal jargon that allows the social
media companies to access your personal data and to use it “discretely”
or even to sell it to third parties. However nowadays more awareness on
this issue is raising and people are more vigilant on their privacy settings.
As a result social media platforms have developed detailed privacy set-
tings to protect the rights of their users and to deal with them in a very
ethical and straightforward way.

Social media highly relies on the visual content to attract users’ atten-
tion and break through the clutter. It is well known that “a picture is
worth a thousand words” turning visuals to amplify social media effect
and increase user engagement. For that reason, we can notice a big
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change of platforms’ structure from heavy text format to visual content
filled with colorful photos and videos. Research has it that the attention
span of human beings ranges nowadays from 7 to 15 seconds, thus it
is from this perspective that messages on different platforms are becom-
ing richer in content and shorter in duration. People are reluctant to
navigate through large paragraphs to get information, instead they want
to get the core information as swiftly as possible. To achieve that, now
text is being integrated in the picture with a link in the caption to the
website or to more information about the topic featured. For instance,
most of the videos that are posted. On Instagram usually do not exceed
30 seconds in order to ensure maximum viewer engagement and usually
the main message is projected in the beginning unless the short video
showcases a story and incites the curiosity of the viewer to watch it. In
the same context, it has been proven that the ideal number of hashtags
on Instagram is less than 10 while Instagram allows users to post up
to 30 hashtags, thus more hashtags are not affective as they may dilute
the communicated message. Conversely, hashtags on Facebook work in
a totally different algorithm as the more hashtags, the fewer interactions
the post will get. Hashtags are not a popular thing to use on Facebook
as they focus your attention on them rather than on content and visuals.
Also, infographics are on the rise as an important tool to communicate
statistics and the results of research studies. Viewers are more attracted
and interested to view the interesting content for a very short time while
the advertiser needs to effectively convey the message to the viewer in a
fraction of a second. Either it will grab the viewer’s attention and would
push the viewer to click on it or open the associated link or the viewer
would keep scrolling down to seek more interesting and relevant content
(Walter and Gioglio 2015).

By 2006, Facebook and Twitter both became available to users
throughout the world. These sites remain some of the most popu-
lar social networks on the Internet. Other sites like Tumblr, Spotify,
Foursquare and Pinterest began popping up to fill specific social net-
working niches. The rapid growth of several social media platforms has
somehow altered the general rules in marketing as it has become more
challenging for marketeers to accurately draft their strategies to maximize
its impact on awareness, brand image reach, impressions and online sales.
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Traditional Marketing

Traditionally media is considered as the vehicle or transportation means
of a communicated message to be transferred to the targeted audience.
Academics have categorized media into four parts; print, broadcast out-
door and the internet (Armstrong et al. 2017).

Printed Media

It is considered as one of the oldest forms of traditional marketing that
encompasses mass communication through printed material. It includes
magazines, newspapers, booklets, periodicals, newsletters, flyers, bill-
boards, press releases and books. Nowadays print media is still used a
lot to reach specific market segments at a specific time and place such
as distributing brochures during an exhibition or giving flyers in an out-
door event/party. It is somehow considered more costly than social media
marketing, yet it provides a physical aspect when the person holds the
brochure/flyer/newsletter/magazine in his hand and it will stay for quite
some time in their cars, on their desk, in their house before getting rid
of it. However, all paper based/printed media involves using paper (now
that is mostly used from recycled paper) but yet still it presents a consid-
erable impact on the environment.

Broadcast Media

This is the most expedient and quickest means to transmit information
to the widest audience possible. Its main objectives are to inform, educate
and entertain. Broadcasting follows one to many model, whereby the
most prominent types are the television and radio. Up until today it is
still considered as one of the most expensive and still widely used by large
organizations. Despite the humongous competition, it is still considered
as classic and targets widely where its main objective is to raise awareness
to the general population and can still target specific niches that cannot
be reached by online media platforms.
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Outdoor

This type of is usually used as a supportive medium by advertisers that
mainly includes billboards, neon signs, posters… It can generate a high
frequency and reach at a low cost however it mostly generates sales at
the point of purchase/point of sale. Outdoor media is still very popular
since advertisers do not want to miss any opportunity to expose their
products/services to their audience and they serve as a solid reminder
and an effective initiator for purchasing behavior.

Internet

The most popular and the fastest growing form of media as it offers limit-
less advertising opportunities through providing a sophisticated graphic
user interface to users. Internet advertising involves e-mail marketing,
social media marketing, online ads and mobile marketing. This type of
media is offers a customized, efficient and timely method to target your
specified audience and allows feedback and interaction with users. Nowa-
days, there are accurate metrics that have been created to quantify the
impact of digital marketing on audience behavior.

Specificities of Modern Media

Types of Modern Media: The PESO Model

Due to the unprecedent spread of digital media, extensive research has
been invested in this regard. One of the most widespread models is the
PESO model has been recently proposed in 2014 by Gini Dietrich that
has been well received by Public Relations professionals and marketing
professional who have quite used this model. PESO stand for “paid,
earned, shared and owned media” shown in Fig. 1.1. It serves as a means
for segmenting marketing channels into distinct groups.
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Paid Earned

Shared Owned

Fig. 1.1 The PESO model (Source Author)

i. Paid Media: When the marketeer is paying in order to put his/her
message somewhere, mainly in front of the consumer. If you are
working in highly competitive industry, then paid media is proba-
bly one of the best ways to communicate and reach your audience
effectively. It can take the form of social media ads, pay per click
and display ads, retargeting, payment to influencers and paid con-
tent promotion.

ii. Earned Media: This type of media is mostly based on the term of
“word-of-mouth”. It is very important since it is mostly considered
as “free” although it takes significant investment and time need first
in order to generate earned media. Furthermore, a message, comment
or recommendation coming from a consumers’ friends are inherently
more trustworthy, real and persuasive than those coming directly
from the brand/company itself.

iii. Shared Media: this type of media is user generated content and social
media. This type of media that represents a content that is generated
for the user for circulation. The shared media can happen organically
or coincidentally.

iv. Owned Media: It is the type of media that is owned and fully con-
trolled by the company. It is mainly in form of company’s website,



1 Social Media vs Traditional Marketing 13

mobile apps and social media accounts and other platforms. The gen-
eral objective of owned media is to drive consumers to directly engage
with the company.

Traditional Marketing Mix vs Social Media 4Ps

The Traditional Marketing 4Ps that make up the marketing mix revolve
under Place, Price Promotion and Product in addition to 3 additional
elements that are mainly used for services; People, Physical Evidence and
Processes. This marketing mix elements are summarized as the tools that
each marketeer can modify and take into consideration while drafting
their marketing strategy.

Social media represents a new phenomenon in the long history of mar-
keting. It has grown very fast up until it became one of the primary mar-
keting channels that companies use. In social media a new marketing mix
has been integrated to include a whole new concept of the 4 Ps based on
Post, Photos, Personality and Performance.

i. Post: this activity and feature in social media is exemplified by post-
ing blogs, pictures, comments or questions and creates an addictive
atmosphere that initiates engagement and replies and sharing. It also
ensures that new content is consistently added. Building up on that
marketers are posting product or services related posts that incites
people to read/watch them or even pass them to others. Thus, pres-
ence on social media whether has become inevitable in both profes-
sional and personal lives. In this age of social media, the new mantra
is the following “post or perish!”

ii. Photos: In social media visuals say it all. It is a fact that a post con-
taining a picture would stand out and have a better chance to viewed
by users rather than a post with no photos. Nowadays, marketeers
need to dig down into their own designs and equipment and con-
tent in order to showcase their products/services in the best shape
ever that will attract the audience’s attention and break through the
clutter.
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iii. Personality: Social media allows companies and individuals to show-
case their unique and individual brand. Social media pages allow to
show their customers what type of company they represent. Featur-
ing that the company is audience friendly, fun and reachable helps
it connect more authentically and deeply with its audience. Posting
interesting facts, valuable tips, weekly jokes and interesting news can
increase audience engagement and interaction on the page and make
them eager to see what will be posted next.

iv. Performance: Social media marketing can be now studied and quan-
tified similarly to other marketing channels used by the company.
With accurate analytics and insights, marketeers on different social
media platforms have now access to the number of actions on their
page, page views, posts reached, post engagement, page reviews and
others. Furthermore, accurate graphs with detailed percentages can
be also used to study the impact of social media advertising on con-
sumer online behavior and consequently on sales and profitability.

Best Practice Marketing Strategy

Nowadays, successful marketeers who are digitally savvy are nowadays are
applying a strategic and systematic approach to digital marketing. Thus
in the 2016 CMO (Chief Marketing Officer) Summit Survey shows that
digital marketing (including social media) and data analytics are two of
the most sought after skills in the marketing industry. Marketing nowa-
days has shifted from the traditional push strategy to pull strategy with
the integration of technology and customer power (Strauss and Frost
2014). The push strategy marketing approach intervened in the cus-
tomer’s life using traditional mass media. However nowadays the shift
of power moved from companies to customers whereby customers can
choose their desired media content, connect with competitors world-
wide, and collaborate with other customers regarding different products
or services. In this context, Web 2.0 based technologies and customer
empowerment has driven a ‘pull’ marketing approach. Businesses now
need to focus on inbound marketing to attract or ‘pull’ customers to
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their brand. This includes building customer engagement and relation-
ships through strong content, leveraging owned and earned media, and,
building continual activity that reinforces your point of difference and
customer-centricity.
The age of traditional marketing has not been completely outdated

as the best practice of successful marketing strategies is to couple both
traditional media strategies along with social media strategies to amplify
the effect of the message that is being communicated to the audience. We
cannot hide that traditional marketing tools target a broad audience and
helps in creating awareness and information to the general public while
social media platforms present a specific and customized message that
is directed towards the potential audience/customer. For applying such
blend, the mix and choice of media tools needs to be carefully thought
of and balanced and measured in accordance to company’s objectives and
budgetary restrictions. However, by the end of the day all those efforts
and money invested must fall in the company’s objectives in increasing
the brand value and equity. Many entrepreneurs often start with solely
social media marketing tools and strategies to promote their business and
then when their business grows, using traditional media becomes a neces-
sity to target a broader audience and segments that are not quite easily
reached by social media. We all know the importance of social media
and it’s widespread in the world, however traditional marketing tools
still have not lost its edge yet as there are still specific segments who
are mostly influenced and reached by the traditional media rather than
by modern media.
When it comes to grabbing the attention of the audience and being

visible, “PICTURE” is king. Statistics show that there are 500 million
images are being uploaded and shared every day on social media on aver-
age. Social media content creators have Cartoons, gifs, infographics and
videos, presentation and aggregators.
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2
SocialMedia and Corporate Social

Responsibility

Robert Gharios and Lea Yahchouchi Abi Chaker

Introduction

This chapter focuses on the communication of Corporate Social Respon-
sibility (CSR) through the emerging social media vehicles. The authors
divided the content of this chapter into six sections. The first section
focuses on the marketing communication tools that are available for busi-
nesses from the traditional offline ones up to the online digital channel
tools. The second section of the chapter defines CSR and its benefits
as a brand leverage strategy. In a third section, the authors put together
CSR and social media as a means of communicating socially responsible
projects and activities to the targeted audience. The forth section of this
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chapter enlightens the readers about the 3 P’s of CSR and where com-
panies might fail; failure and success stories are reflected accordingly. For
the readers to understand the importance of social media communication
when it comes to delivering CSR messages, the fifth section shows sur-
vey results and key statistical figures about the growing number of social
media users in the Middle East. The last section of this chapter shows
certain key CSR campaigns launched by companies in the Gulf Cooper-
ation Council (GCC) via their wide social media spectrum and corporate
websites. The authors give their opinion about each campaign for read-
ers to better understand the orchestrated impact of having an integrated
marketing communication (IMC) on the level of brand engagement and
positive mental associations.
The authors preserve their rights for using public information in a

neutral manner while giving an objective and scientific opinion in the
various sections of this chapter.

Marketing Communication Tools at Large

Marketing communication occupies an integral part of any marketing
mix plan or campaign. Businesses use a wide array of communication
tools and vehicles ranging from personal to impersonal just to achieve
certain marketing and communication objectives. Personal selling, pub-
licity, public relations, advertising, word of mouth, celebrity endorse-
ment and other forms of traditional communication vehicles have been
for several years considered crucial and inevitable for the initiation and
management of long-term relationships with stakeholders. The digital era
that started in the first decade of the twenty-first century revolutionized
the communication platform at all levels and provided businesses with
emerging opportunities to enlarge the geographic scope of their reach
and deliver more personalized messages to micro-segments. As commu-
nication enables marketers to narrow down the size of the target audience
to one receiver through personal messaging, it also allows at the same
time the diffusion of standard messages to billions of receivers all over
the globe.
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What has been known as word of mouth has expanded to become the
word of mouse, as small to large social networks, at both the local and
global levels, can now share a message with a simple click of a mouse.

So, the challenge for businesses these days is to identify the most
appealing content and the properly targeted communication vehicles to
reach their micro segments with all the diversity embedded in their cul-
tures and social networks. It is true that digital social networks have pro-
vided senders of communication messages with new channels yet the task
is far from easy, as several difficulties still have to be overcome in terms
of reaching the proper targets, attaining content clarity, and penetrating
the huge clutter that consists of trillions of messages spread through such
networks on a continuous flow.

In this context, one key advantage of social media when compared
to conventional vehicles is its ability to generate a-two-way flow of
communication that expands organically anytime the audience gets
more engaged and involved. This natural and organic commitment to
exchange ideas freely and openly adds to the credibility of the content as
it reflects the opinions, attitudes, and sentiments of all engaged parties.

Corporate Social Responsibility (CSR)

One definition of CSR considers a corporation accountable and commit-
ted to develop the community’s wellbeing through the proper use of its
resources such as money, facilities, and employees (Mascarenhas 2011).
Another way of defining CSR is to perceive it as a mix of actions that
address product safety, human rights and dignity, alleviation of poverty,
environment protection, economic and sustainable development, and
community involvement (Pirsch et al. 2007). Being engaged in CSR
activities helps businesses throughout time build a strong and credible
image and reputation, strengthen relationships and bonds with stake-
holders, and gain much in return of their advocacy and positive endorse-
ment as they translate into more purchases, employment opportunities,
and motivation for additional investment (Du et al. 2010).
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Thus, a key goal of corporations using CSR is to reinforce social rela-
tionships with all concerned stakeholders and society at large by posi-
tively responding to social problems in order to acquire more business
and market opportunities. Hence, government and industry regulators
are encouraged to give the go-ahead for such responsible businesses to
reap the rewards of positive attitudes and behaviors at all levels. The
benefits include, among others, suppliers who are likely to become more
prone to deal with CSR-engaged companies and provide them with spe-
cial treatments and facilities. Financing institutions and banks will also
tend to be more lenient in their due diligence and more likely to reduce
their terms and conditions. Green consumers and buyers, who are grow-
ing exponentially as a market segment, would shift their positive atti-
tudes and purchase intentions toward those businesses that appear to
be more socially responsive. Existing and potential investors would feel
more encouraged to allocate a greater part of their funds into those cor-
porations as their financials are safeguarded and managed by ethical peo-
ple with good conduct and behavior. Finally, the community at large and
all social networks shall become more excited to disseminate a positive
word-of-mouth and hence the word-of-mouse radius as mentioned ear-
lier gets significantly larger.

All the above clearly shows that the CSR rewards are great both from
an image and financial perspective provided that the social activities and
events organized and/or sponsored by businesses are communicated to
all public groups and their comments, reviews, and blogs are diffused
organically.
The question that arises in this context is the following: “What role

will social media play in the diffusion of CSR activities and events?”
The below section shall interpose the two constructs together aim-

ing to identify, on the one hand, the positive synergies of using various
social media platforms to create more CSR awareness, interests, desires,
and actions and, on the other hand, the pitfalls to be avoided in general.
Then, best CSR practices in the Middle East and case studies of compa-
nies in this part of the world that succeeded to hold a significant place on
social media in light of their CSR actions shall be explored in the sixth
section of this chapter.
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CSR and Social Media Put Together

One of the most important uses of social media is data mining to antic-
ipate customer’s sentiments in order to support marketing activities.
Social media analytics enable companies to study the emotions of cus-
tomers for better targeting and differentiation. At this level, it is impor-
tant to shed light on the findings that a team of researchers from IBM
and the United States Chamber of Commerce Foundation Corporate
Citizenship Center (USCCF) gathered by focusing on the manufactur-
ing, retail, finance, insurance, and information services sectors regarding
the relationship between public sentiment and its impact on the CSR
activities.

One important aspect about the USCCF study is the quantification of
CSR conversations that take place on social media rather than the activ-
ities and their impacts on the company’s brand and image. Any positive
impact of CSR cannot be achieved without the engagement of the com-
munity; one of the best means of such an engagement is the multilateral
communication of social network on social media.

Over an 18-day period and taking a sample of companies from the
four sectors identified earlier, all communication messages on social
media were observed. The total number of social media mentions was
557,000 out of which there were 18,000 CSR-related messages rep-
resenting 3.2%. The study had been repeated as a longitudinal one
and findings were always consistent, as CSR mentions on social media
amounted again to 3.2% of the total mentions.

Among the key findings of the longitudinal surveys, the following
items can be summarized:

• The tonality of the messages was mainly flat, which makes it hard for
companies to have their audience more engaged.

• It is recommended to use a much more engaging writing style to elicit
a sentimental response.

• A company cannot change a negative perception through CSR men-
tions even though the tonality of the message was engaging. In cer-
tain cases, some companies succeeded to convert certain negative
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sentiments into positive ones; however, results were not statistically
significant as it was the case with neutral emotions.

• A good writing style of mentions worked better to convert a neutral
attitude and perception into a positive one.

• CSR positive and engaging mentions worked well in making those
people who never thought about certain companies more engaged
with positive sentiments.

• There were much more social mentions when outsiders aligned their
CSR comments and writings with the writings and blogs of the com-
panies themselves. Thus, a strategy is needed to make social groups
more involved; by posting on a company’s blog or social media about
the CSR work that the company is undertaking.

• It is wise to partner with media agencies for a better leverage of the
CSR work that a company is doing.

• Maintaining a close relationship with key community members and
customers could help spread positive feelings about CSR work.

• The study took into consideration all CSR efforts and activities that
took place in years 2015 and 2016 and their discussions on social
media by the company and the general public to find out with sta-
tistical significance that most of the neutral feelings were replaced by
positive ones. In addition to that, it was also revealed that the greater
the percentage of social media mentions about CSR, the greater was
the impact on decreasing neutral sentiments.

• One important finding of the study showed the positive impact CSR
mentions on net income using an algorithm that was developed by
IBM named “CSR Social Media Benchmark”.

• In few words, the research work from the social media analytics team
of IBM and USCCF shows the big value for companies to frame a
strategic plan to discuss their CSR works online which shall eventually
boost their corporate image and reputation.

For more information about the above study, you may refer to the article
entitled “How CSR Social Media Sentiment Affects Your Brand Reputa-
tion” published by the USCCF and IBM CSR Initiatives (March 2017).
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Social Media Going Viral: The Three
P’s Pitfalls to Be Avoided

Social media platforms play a significant role in communicating CSR
work; the positive mentions that result accordingly are great in terms of
strengthening brand images and mental associations of customers and
even the general public. However, social media functions as a hammer:
it can boost your brand and corporate image when properly used but it
can also bring your brand and company down when used by customers
to file complaints.

In this section, three cases shall be discussed regarding the failure of
certain companies to respect the three P’s of CSR: people, planet, and
profit.

People and CSR

In certain situations, companies fail to protect people or their physical
possessions from any harm. It is the case of United Airlines that failed
to handle the complaint of one passenger, Dave Carroll, whose guitar
was broken by the luggage handlers. United did not compensate that
passenger for his loss until he decided to write a song and have it gone
viral on YouTube. That song named “United Breaks Guitars” had more
than 15 million hits and costed the Company about USD180 million—
this number being a10%—decrease in its market capitalization (Kesavan
et al. 2013).
As opposed to this failure, Dubai’s airline Company “Emirates Airli-

nes” launched, in the scope of its CSR program, the “United Airlines
Foundation” in order to help needy people obtain food and shelter; one
example is the St. Leonard’s Orphanag in Gampola in Sri Lanka. “Kidane
Mehret Children’s Home, Ethiopia” is another initiative undertaken by
Emirates Airlines, which aims at providing funds and school supplies to
an orphanage in Addis Ababa; it clearly showcases the company’s com-
mitment to CSR through the Emirates Airline Foundation’s endeavors to
improve the education experience for underprivileged children.
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Planet and CSR

Protecting the environment is often at the core of companies’ CSR pro-
grams. Conduct breaches towards that matter can be costly to a com-
pany: Nestle, for instance, had to pay the price for a “misconduct” when
it used palm oil from Indonesian forests to produce KitKat, thus threat-
ening the lives of people and pushing orangutans towards extinction.

Aramco Asia, on the contrary, was hailed for its environmental actions
as it launched, along with China Daily and Xiamen University a joint
corporate social responsibility (CSR) program to support students of
Xiamen University who are interested in clean energy, entrepreneurship,
sustainable development, and decrease of greenhouse gas emissions. The
partnership came under the context of the Aramco Asia’s continuous
endeavour to enhance energy innovation, sustainability and community
engagement. It was the third consecutive year that the company offered
financial support in the form of donations to benefit students.

CSR is at the top of Aramco Asia’s priority list as this global energy
enterprise constantly strives to be among the leaders in CSR activities.
Since the establishment of the Asian headquarters in 2012, Aramco Asia
has deployed CSR efforts to promote sustainable, social, and environ-
mental development in various areas where it operates.

In the same context, Saudi Aramco also believes that innovation
connects people, ideas and energy to realize the full potential of its
resources. The knowledge-based innovation it undertook to catalyse
flows of knowledge, technology and information across all stakeholders,
was defined as a key element by Saudi Vision 2030, which is comple-
mentary to China’s “Belt and Road” initiative proposed by President Xi
Jinping in advancing regional cooperation.

Back to the Emirates Airline, their latest annual report for 2019,
showed that the company invested $40 million in building one of the
world’s largest farming facility in partnership with US-based Crop One
Holdings, an industry leader near DWC. When complete, it will cover
130,000 square feet but with production matching 900 acres of farm-
land. The facility will have the capacity to harvest 2700 kg of high-
quality, herbicide- and pesticide-free leafy greens daily, using 99% less
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water than outdoor fields. The first products were expected to be deliv-
ered to Emirates Flight Catering’s customers as of December 2019.

In addition, Emirates Airlines created, last year, a permanent “Opera-
tions Efficiency Steering Group” that set stakeholder targets and imple-
mented several initiatives, including the monitoring, reporting and verifi-
cation of fuel-saving initiatives. An extract from their 2019 annual report
reveals the following:

We leveraged data and analytics to optimise fuel quantities on every flight.
From 1 September to 31 March, we reduced our fuel consumption by
26,000 tonnes, which in turn reduced carbon emissions by 82,200 tonnes
and saved costs worth around AED 68 million. We support the introduc-
tion of the Carbon Offsetting and Reduction Scheme for International
Aviation (CORSIA) through the International Civil Aviation Organiza-
tion (ICAO) and have been monitoring our carbon emissions since Jan-
uary. From 2020, we will begin reporting these to the UAE authorities.
We encourage, and are eagerly awaiting, the development of a viable sup-
ply chain for sustainable aviation fuel. Our flight crew reduce noise by
flying noise abatement routes, where practical. We switch off aircraft aux-
iliary power units where ground power and pre-conditioned air are avail-
able. Our teams have installed equipment to increase energy and water
efficiency in our facilities. Emirates engineering uses dry washing tech-
niques to clean aircraft and have installed solar arrays to generate electric-
ity in our facilities. (Emirates Airline Annual Report 2019)

In fact, the 2019 annual report of Emirates Airlines includes more than
twenty pages of CSR work and activities; for those actions to gain more
visibility, Emirates Airlines needs to spread further the word of mouse
through social media and stimulate influencers to write their micro-
blogs, post comments and positive reviews for such news to become viral
once CSR-related projects are released.

Profit and CSR

In many instances, profit maximization becomes the sole focus of com-
panies at any cost, believing, in other terms, that the end justifies
the means. Nike has been criticized for decades for making exorbitant
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profits through children abuse, as Nike used to pay children in sweat-
shops in South East Asia an average of $2 in exchange for their labour
for shoes that are sold for $100 (Kesavan et al. 2013).

In contrary, Almarai in Saudi Arabia, which specializes in food and
beverage manufacturing and distribution, has been chosen by Forbes in
2018 among the top 100 best employers firms due to the pleasant work
environment that they ensure. The reviews of people who worked at
Almarai show clearly that employees are satisfied as they work in safe
environments with a compensation package that exceeds the industry’s
average. Out of 135 reviews, the highest rating of 3.9/5 went to job secu-
rity and advancement, and culture (Almarai Reviews 2019).

CSR in the Middle East

In this section, the authors shall discuss the importance of social media
communications in general and their impact on CSR activities in spe-
cific. The first subsection shows the survey results conducted by Bayt.
com few years ago and that are available to the public. Then, in another
subsection the authors shall show statistical figures about the existing and
potential social media users in the Middle East and the growing impor-
tance of reaching those through various digital communication channels.

Survey Results by Bayt.com

In an article written by Suhail Al-Masri, VP of Sales at Bayt.com, it is evi-
dent that CSR has been granted more support fromMiddle Eastern com-
panies. 66.9% of the respondents said that their companies do engage in
CSR activities in a survey conducted by Bayt.com entitled “CSR: Is Your
Company Making an Impact?” and 74.7% revealed that their companies
motivate them to participate in CSR activities (Al-Masri 2015).

In a previous poll by Bayt.com in August 2013 entitled “CSR in the
Middle East and North Africa” 95% of the professional respondents felt

http://Bayt.com
http://Bayt.com
http://Bayt.com
http://Bayt.com
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that it is very important for their companies to be socially responsi-
ble. For those professionals, the three most important advantages behind
CSR are the following:

1. 28.5% said that CSR enhances the corporate reputation.
2. 10.4% claimed that CSR improves the relationships with the com-

munity.
3. 9.9% of them believe that CSR strengthens employee commitment

(Bayt.com 2013).

In a third survey by Bayt.com “What Makes a Company an Attractive
Place to Work at?” dated February 2014, 70% of the interviewees admit-
ted that they wouldn’t work for a company they aren’t proud of, and 98%
of the respondents in another poll conducted in June 2014, said that it
is crucial for a company to have rigorous ethics and integrity (Bayt.com
2014).
For CSR projects in the Middle East to be sustainable in the long run,

there should be more coordination and support from governments and
businesses. Governments need to put in place a regulatory framework to
engage all stakeholders and then businesses should identify the humani-
tarian activities and link them to CSR programs (Al-Masri 2015).

Statistical Figures of Social Media Users
in the Middle East (Radcliffe and Bruni 2019)

(a) Facebook has 164 million active monthly users in the Arab world.
This is an increase from 56 million Facebook users just five years
earlier.

(b) Egypt remains the biggest national market for Facebook in the
region, with 24 million daily users and nearly 37 million monthly
mobile users.

(c) Saudi Arabia (KSA) has the highest annual growth rate of social
media users anywhere in the world.

http://Bayt.com
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(d) Data from “We Are Social and Hootsuite”, revealed social media
users in KSA grew by 32% vs. a worldwide average of 13% (January
2017–January 2018).

(e) Less than 30% of Twitter users in MENA post original content.
(f ) There are about 12 million daily users of Snapchat in the GCC.

This includes 9 million in Saudi Arabia (out of a population of 32
million) and 1 million in UAE.

(g) The number of YouTube channels in MENA has risen by 160% in
the past three years.

(h) More than 200 YouTube channels in the region have over one mil-
lion subscribers. Over 30,000 channels have more than 10,000 sub-
scribers.

(i) Almost two thirds (63%) of Arab Youth say they look first to Face-
book and Twitter for news.

(j) Nearly half of young Arabs (49%) say they get their news on Face-
book daily, up from 35% last year.

(k) 61% of Arab Youth say they use Facebook more frequently than a
year ago.

(l) In May 2018, 29% of tweets in Arabic about Qatar were tweeted
by bots up from 17% a year before.

(m) Of the 180 countries studied in the Reporters Without Borders
2018 World Press Freedom Index, Yemen was ranked at 167, Saudi
Arabia at 169, and Syria at 177.

(n) Egypt’s new social media laws mean social media accounts with
more than 5000 followers can be monitored, and websites must be
licensed by the government.

(o) Huda Kattan, was ranked number one on CNN’s list of the Top 10
beauty influencers in the Middle East. Her net worth is estimated
at $550 million. She has 32.1 million Instagram followers.

(p) From June 1, 2018, UAE-based social media influencers must
obtain a license for any commercially oriented work. “Licenses cost
AED 15,000 (just over $4000) and are valid for a year.”

(q) An Instagram post from footballer Cristiano Ronaldo, who was in
Dubai for New Year’s Eve 2018, has had more than 10 million likes.
Ronaldo has 153 million Instagram followers (Digital Marketing
community 2018).
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Companies in the Middle East that Promote
CSR Through Digital Media

In this section, the authors shall make a tour around companies in the
Middle East, with a focus on the Gulf Cooperation Council (GCC)
countries.

UAE

Al Rostamani Pegel—Dubai

Al Rostamani Pegel L.L.C. (ARP) is an active member of the Dubai
Chamber’s Sustainability Network and is one of only a few contracting
companies that has been awarded the Dubai Chamber’s CSR Label, for
its corporate social responsibility (CSR) performance for the third con-
secutive year. The awards were mainly given for their structural design
and green areas for their construction projects.
The Al Rostamani Group is also famous in executing projects to recy-

cle construction and devastation waste as well as tyres. The company
recycles the construction and devastation waste originating from Dubai.
The recycled product from waste concrete and asphalt shall reduce the
impact on precious natural resources as well as reduce vehicle emissions
through improved transport logistics. As for recycling tyres, the project is
an enterprise initiative with Dubai Municipality to fight the tyre pollu-
tion in Dubai through the recycling of old and used tyres for economic &
commercial purposes and support the emirate of Dubai become an envi-
ronmentally friendly place. The group can gain in visibility by engaging
the community with photos, content, videos, and microblogs that relate
to their CSR programs. As it may be noted from the below links, the
information in this regard is somehow limited.
The company’s website and digital media campaigns are:

• http://www.alrostamanigroup.ae/sites/en/Pages/SubCompanyDetails.
aspx?ItemID=10

• https://www.facebook.com/ARP.UAE/

http://www.alrostamanigroup.ae/sites/en/Pages/SubCompanyDetails.aspx?ItemID=10
https://www.facebook.com/ARP.UAE/
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• https://www.linkedin.com/company/al-rostamani-pegel
• https://www.youtube.com/user/AlrostamaniPegel.

Amlak Finance—Dubai

Amlak continues to actively engage with other CSR-conscious organi-
zations and participate in national initiatives. Furthermore, they ensure
all their CSR activities are fully aligned with the UAE’s Vision 2021,
Dubai Plan 2021 and Dubai Chamber’s guidelines. Amlak is also the
proud recipient of the Dubai Chamber of Commerce and Industry’s
Corporate Social Responsibility Label for years 2015, 2016, 2017, and
2018. Amlak guarantees equal employment opportunities for both gen-
ders. The Company supports charity events, green weeks events, hap-
piness at work program, international women’s day, health and wellness
day, football matches, diversity days, bring your kids to work day, social
outings, and many other activities. However, their CSR programs are
mainly hosted on their website and very few ads or campaigns appear on
their social media accounts.
The company’s website, CSR page, and digital media campaigns are:

• https://www.amlakfinance.com/
• https://www.amlakfinance.com/corporate-social-responsibility/
• https://www.linkedin.com/company/amlak-finance
• https://www.facebook.com/amlakfinancepjsc/.

Oman

Zubair

As a corporation, Zubair is proud to be one of the largest employers in
the country, fully committed to educating and training future genera-
tions to assume responsibility. By following international business stan-
dards and practices, they help achieve the results and targets set by His
Majesty to diversify the nation’s economy. Through the support of social

https://www.linkedin.com/company/al-rostamani-pegel
https://www.youtube.com/user/AlrostamaniPegel
https://www.amlakfinance.com/
https://www.amlakfinance.com/corporate-social-responsibility/
https://www.linkedin.com/company/amlak-finance
https://www.facebook.com/amlakfinancepjsc/
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activities, Zubair also looks after the cultural well-being of the commu-
nity at large. The Company values significantly the ethical conduct of its
employees. The ethical conduct statement below is extracted from their
website as follows:

For any business or as for any person, reputation is a priceless asset. At
Zubair Automotive Group, we can take pride in the contributions we
make to human welfare every day. We are driven by our Mission to be
“a company of dedication, honesty, integrity, and service” and as a result,
we’ve earned a strong reputation for ethical leadership and lawful con-
duct.

Our reputation rests on the confidence and trust that customers, share-
holders, suppliers, the media and the public at large have that all Zubair
Automotive Group employees and Directors conduct themselves and
carry out their business affairs with the highest standards of integrity
and professionalism without exception at all times. While reaching our
business goals is critical to our success, how we achieve them is equally
important. Every business decision and every action on behalf of Zubair
Automotive Group must be assessed in light of whether it is right, legal
and fair, with each consideration given equal importance and weight.

Zubair Automotive Group’s Code of Conduct explains this commit-
ment to integrity and compliance with the law and is a strong statement
about how we must behave in a wide range of business settings. With
clear policies and guidance for business practices, the Code is the corner-
stone for our ethics and compliance program and is therefore mandatory
for all Zubair Automotive Group employees and representatives to follow.

Their LinkedIn page is active in terms of posting photos with accept-
able content vis-à-vis their social activities and contributions to the com-
munity. Their Facebook page includes enough photos and videos that
relate to the community. The microblogs and photos shared on twitter
are quite enough in engaging their audience and community.
The company’s website, ethical conduct page, and digital media cam-

paigns are:

• http://www.zubairautomotive.com/
• http://www.zubairautomotive.com/about-us/ethical-conduct

http://www.zubairautomotive.com/
http://www.zubairautomotive.com/about-us/ethical-conduct
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• https://www.linkedin.com/company/thezubaircorporation
• https://www.facebook.com/TheZubairCorporation/
• https://twitter.com/zubair_corp?lang=en.

Qatar

RasGas

In April, the RasGas Headquarters tower was awarded Qatar’s first
Leadership in Energy and Environmental Design (LEED) certification
for commercial interiors with Green Building Rating System—Gold
Level by the US Green Building Council (USGBC). The LEED is
the USGBC’s leading rating system for designing and constructing the
world’s greenest, most energy efficient and high performing buildings.

On their website, a dedicated page can be found for their sustainabil-
ity programs in terms of health and safety, environment, people, social
development and sustainability reports. The Company explains its sus-
tainability framework as follows:

Sustainability is at the very heart of our priorities and at the centre
of business decisions at Qatargas. As the World’s Premier LNG Com-
pany, Qatargas plays a significant role in contributing to the achieve-
ment of global sustainability goals and the Qatar National Vision (QNV)
2030 by setting targets that cover the economic, social and environ-
mental aspects of sustainability. Qatargas’ role in the global energy sec-
tor has become more important than ever with cleaner energy sources
becoming a fundamental component of greenhouse gas mitigation strate-
gies globally (https://www.qatargas.com/english/sustainability). Qatargas
Facebook campaigns regarding CSR could be enhanced as the Company
did not post any community event on their page since 2017 and prior to
that they were only posting content and photos once a month on average.
Similar comments relate to their twitter account.

https://www.linkedin.com/company/thezubaircorporation
https://www.facebook.com/TheZubairCorporation/
https://twitter.com/zubair_corp%3flang%3den
https://www.qatargas.com/english/sustainability
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The company’s website and digital media campaigns are:

• https://www.qatargas.com/english
• https://www.facebook.com/pages/category/Company/RasGas-

Company-Lemted-225874637497610/
• https://twitter.com/hashtag/rasgas?lang=en.

Vodafone

Vodafone Qatar has made huge strides in recent years to improve the
eco-footprint of its products. Of the breakthroughs, the firm launched
a SIM card pack made of 100% biodegradable paper and redesigned its
plastic SIM packs to use polypropylene, a recyclable material. However,
Vodafone Qatar could have gained in CSR visibility by creating a buzz
through their below website and social media pages regarding the above
SIM card or any other CSR event.
The company’s website and digital media campaigns are:

• https://www.vodafone.qa/en/home
• https://www.facebook.com/VodafoneQatar/
• https://twitter.com/vodafoneqatar?lang=en
• https://www.youtube.com/vodafoneqatar
• https://www.linkedin.com/company/vodafone
• https://www.instagram.com/vodafoneqatar/?hl=en.

Saudi Arabia

Yousef Abdullatif Jameel Co.

This newly formed company develops sustainable, socially responsible
properties throughout Saudi Arabia. It is committed to managing the
design and construction processes to deliver sustainable energy-efficient
developments. The Company can improve its CSR visibility by adding a

https://www.qatargas.com/english
https://www.facebook.com/pages/category/Company/RasGas-Company-Lemted-225874637497610/
https://twitter.com/hashtag/rasgas?lang=en
https://www.vodafone.qa/en/home
https://www.facebook.com/VodafoneQatar/
https://twitter.com/vodafoneqatar?lang=en
https://www.youtube.com/vodafoneqatar
https://www.linkedin.com/company/vodafone
https://www.instagram.com/vodafoneqatar/?hl=en
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page on their website that revolves around their CSR projects and prop-
erties. On their LinkedIn page, the Company makes a general statement
about its forward thinking approach regarding their social and environ-
mental projects. Their twitter account could be boosted through addi-
tional tweets and photos regarding any socially responsible projects.
The company’s website and digital media campaigns are:

• http://www.yaljgroup.com/index.php
• https://www.linkedin.com/company/yalj-group
• https://twitter.com/hashtag/abdullatifjameel?lang=en.

Savola

The Savola Group is a multi-award-winning pioneer of several socially
responsible and green initiatives in Saudi Arabia. It recently signed five
agreements with leading social organizations in Jeddah to support key
programs in training, research, and equipping labs and training classes as
part of ‘Savola Bridges’, the group’s social responsibility umbrella.

From their CSR section on their website, Savola Group states the fol-
lowing:

“Corporate Social Responsibility, or CSR, is a concept that enables us to
evaluate our impact on society. As part of CSR, we ask ourselves whether
we are behaving responsibly towards our employees, customers, share-
holders, and the wider societies in which we operate. At Savola, we have
always believed that profits should go hand in hand with ethical busi-
ness practices. It is a philosophy we summarize in our brand purpose:
Value Built on Values” (https://www.savola.com/en/csr). The Company
has also succeeded to include the yearly sustainability reports under its
CSR section on the website. The Company’s LinkedIn page is active and
content is acceptable when it comes to CSR communication. On Twitter,
the Company’s last CSR post is one year old. On Facebook, Savola Group
is active and the Company has activated another page named “Savola
World” in which they include content, photos, and videos regarding food
recipes, CSR activities, and community news. On Instagram, the Com-
pany has 251posts and few of them relate to CSR events and awards;

http://www.yaljgroup.com/index.php
https://www.linkedin.com/company/yalj-group
https://twitter.com/hashtag/abdullatifjameel?lang=en
https://www.savola.com/en/csr
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the Company can improve its CSR visibility and exposure by displaying
additional content to achieve a higher level of engagement and ranking.

The company’s website and digital media campaigns are:

• https://www.savola.com/en
• https://www.linkedin.com/company/savola-group
• https://twitter.com/hashtag/savola
• https://www.facebook.com/pages/Savola-Group/103461866374044
• https://www.facebook.com/Savola-World-268167806966430/?eid=

ARB_pVEDnZDyoQ69Xc_pY0WrOsky4ZRaT74SHCkHuYjiXeI
DnhviyvWlTL0EOgJzTB_L5jkq1KOc_xqQ

• https://www.instagram.com/savola_group/.

Kuwait

Equate

A petro-chemicals producer in Kuwait, Equate has launched the Gulf
state’s first Green Carbon Project for carbon dioxide recovery valued at
over $65 million with the capacity of 150,000 tons annually. Under the
sustainability section of the Company’s website, their sustainability phi-
losophy can be quoted as follows: “We partner with public institutions,
the business community and the society as a whole in a commitment to
achieve sustainability in our operations and for the benefit of our world.
We invest in human development, environment, education, health and
public causes earning worldwide recognition for the initiatives we have
made in these fields”.

Under this section, EQUATE identifies its responsible care towards
the community with enough reporting. EQUATE Group’s proactive
approach towards sustainability has helped the Company gain a strong
reputation as a pioneer in CSR and Sustainability in all their operations.
EQUATE has associated its goals with the UN Sustainable Development
Goals (SDGs) in addition to supporting the development goals placed

https://www.savola.com/en
https://www.linkedin.com/company/savola-group
https://twitter.com/hashtag/savola
https://www.facebook.com/pages/Savola-Group/103461866374044
https://www.facebook.com/Savola-World-268167806966430/%3feid%3dARB_pVEDnZDyoQ69Xc_pY0WrOsky4ZRaT74SHCkHuYjiXeIDnhviyvWlTL0EOgJzTB_L5jkq1KOc_xqQ
https://www.instagram.com/savola_group/
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as per the Kuwait Vision 2035. The Group achieves its sustainability
goals through community engagement and the social/economic projects
that contribute to the growth and development of the nation. What is
remarkable at EQUATE’s website is the easiness of applying for a CSR-
event sponsorship that shows more commitment and dedication. Their
Facebook page is active; posts and contents are quite engaging.

An important observation regarding EQUATE is the integration of
all their marketing communication messages on their website and social
media pages. Their campaigns appear to be properly planned and orches-
trated in a strategic manner for the purpose of delivering unified mes-
sages via several digital channels.
The company’s website and digital media campaigns are:

• https://www.equate.com/
• https://www.facebook.com/EQUATEofficial/
• https://twitter.com/EQUATEofficial?ref_src=twsrc%5Egoogle%

7Ctwcamp%5Eserp%7Ctwgr%5Eauthor
• https://www.instagram.com/equateofficial/?hl=en
• https://www.youtube.com/channel/UC11syBj5BOzUPL8G9bDbTyw
• https://www.linkedin.com/company/equate-petrochemical-company.

Bahrain

Zain

The wireless operator Bahrain Zain’s e-waste program is well into its sec-
ond year. The campaign was the first ever to offer the public an opportu-
nity to safely dispose old and unusable mobile phones, while encouraging
thousands of people to dispose e-waste in a responsible manner. Similar
to EQUATE, Bahrain Zain has also succeeded in executing one cam-
paign on their website and social media pages under the name “Beautiful
World” with an emotional theme and identical photos and similar con-
tent that can be found across all their pages and social media accounts.
The company’s website and digital media campaigns are:

https://www.equate.com/
https://www.facebook.com/EQUATEofficial/
https://twitter.com/EQUATEofficial%3fref_src%3dtwsrc%255Egoogle%257Ctwcamp%255Eserp%257Ctwgr%255Eauthor
https://www.instagram.com/equateofficial/?hl=en
https://www.youtube.com/channel/UC11syBj5BOzUPL8G9bDbTyw
https://www.linkedin.com/company/equate-petrochemical-company
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• https://www.bh.zain.com/en
• https://www.facebook.com/ZainBahrain/
• https://twitter.com/zainbahrain?lang=en
• https://www.instagram.com/zainbahrain/?hl=en.

Alba

Aluminum Bahrain (or Alba) has continued its eco push this year with
the second installment of its $397,877 donation—payable over three
years—towards the purchase and installation of eco-friendly LED lights
at the University of Bahrain campus in the city of “Sakhir”. Alba spent a
significant investment to make their facilities look greener with an arti-
ficial lake that waters their plants and vegetables; the produce is given
to employees. Their website is highly attractive with more than enough
information related to their CSR statement, policies and programs. What
goes hand in hand along their website are the posts, photos and videos
that are found on their Facebook, twitter, Instagram and LinkedIn pages
moving altogether in the same pace and beat. Campaigns are consistent
with each other for more engagement and brand leveraging.

Alba’s corporate social responsibility includes the following extracts:

We remain vigilant in unleashing different ways to bring value to the
communities in which we operate.

We are determined to play a transformative role that would serve to
benefit our customers, employees, and the community.

We continue to provide considerable financial and practical support to
the local community in Bahrain.

We actively encourage young Bahrainis to aspire to sporting excellence
and encourage athletes with special needs to participate in sporting events.

When it comes to preserving the environment, we continue to make a
difference with substantial projects and campaigns.

Moreover, our continuous sponsorship and support towards the impor-
tant and prestigious environmental events such as Bahrain International
Garden Show and the Bahrain Environmental Month reflects our com-
mitment towards a greener world.

The company’s website and digital media campaigns are:

https://www.bh.zain.com/en
https://www.facebook.com/ZainBahrain/
https://twitter.com/zainbahrain?lang=en
https://www.instagram.com/zainbahrain/?hl=en
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• https://www.albasmelter.com/Pages/default.aspx
• https://www.facebook.com/Alba4World/
• https://twitter.com/Alba4World?ref_src=twsrc%5Egoogle%

7Ctwcamp%5Eserp%7Ctwgr%5Eauthor
• https://www.youtube.com/watch?v=XtLAs_WTHGo
• https://www.instagram.com/alba4world/?hl=en
• https://www.linkedin.com/company/aluminium-bahrain.

Conclusion and Recommendations

In the Middle East and GCC countries, people are becoming more and
more supportive of CSR. Companies are exponentially executing socially
responsible projects; however, the communication of CSR-related events
and activities is not yet optimized. Much more work is needed from
businesses to create a real buzz so that remarketing can take place based
on their engagement and positive responses to website and social media
posts and content.
The authors suggest the following practices to be done by businesses:

– Identify CSR events that match your Company’s identity.
– Link CSR to the Company’s marketing goals and objectives.
– Think strategically: CSR should not be based on ad hoc thinking; it

should be planned at least one year in advance.
– Gain internal acceptance and endorsement of CSR projects from top

management down to the lowest clerical positions; so that all are on
board.

– Implement the CSR activity.
– Communicate the CSR activity using both traditional and digital

communication vehicles.
– Optimize the website search engine using several appealing keywords

and design social media posts and content in an orchestrated manner.
– Check receivers’ responses, feedback and sentiments and intervene

accordingly.

https://www.albasmelter.com/Pages/default.aspx
https://www.facebook.com/Alba4World/
https://twitter.com/Alba4World%3fref_src%3dtwsrc%255Egoogle%257Ctwcamp%255Eserp%257Ctwgr%255Eauthor
https://www.youtube.com/watch%3fv%3dXtLAs_WTHGo
https://www.instagram.com/alba4world/?hl=en
https://www.linkedin.com/company/aluminium-bahrain
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– Hire or take advantage of influencers and bloggers in spreading the
“word of mouse” in connection with traditional “word of mouth”.

– Watch the campaign carefully and take corrective actions through sev-
eral iterations when needed.

References

Almarai Reviews. (2019). Retrieved September 12, 2019 from https://www.
indeed.com/cmp/Almarai/reviews?fcountry=ALL&ftopic=culture.

Al-Masri, S. (2015). CSR, Ethics and Integrity in the Middle East Enterprise
Space. Entrepreneur Media, Inc.

Bayt.com. (2013, August). CSR in the Middle East and North Africa Poll.
Bayt.com. (2014, February). What Makes a Company an Attractive Place to

Work? Poll.
Digital Marketing Community. (2018). Retrieved August, 2019 from https://

www.digitalmarketingcommunity.com/researches/state-social-media-mena-
region-2018-crowd-analyzer/.

Du, S., Bhattacharya, C. B., & Sen, S. (2010). Maximize Business Returns to
Corporate Social Responsibility (CSR): The Role of CSR Communication.
International Journal of Management Review, 12 (1), 9–19.

Emirates Airline Annual Report. (2019). Retrieved September 15, 2019 from
https://cdn.ek.aero/downloads/ek/pdfs/report/annual_report_2019.pdf.

IBM Corporation. (2017, March). The CSR Effect: Social Media Sentiment &
the Impact on Brands. U.S. Chamber of Commerce Foundation, Corporate
Citizenship Center.

Kesavan, R., Bernacchi, M. D., & Mascarenhas, O. (2013). Word of Mouse:
CSR Communication and the Social Media. International Management
Review, 9 (1), 59–67.

Mascarenhas, O. (2011). Business Transformation Strategies: The Role of the CEO
as a Strategic Leader of Innovation Management. New Delhi: Sage.

Pirsch, J., Gupta, S., & Grau, S. (2007). A Framework for Understanding
Corporate Social Responsibility Programs as a Continuum: An Explanatory
Study. Journal of Business Ethics, 70 (2), 125–140.

Radcliffe, D., & Bruni, P. (2019, January). State of Social Media in the Middle
East 2018. School of Journalism and Communication of the University of
Oregon.

https://www.indeed.com/cmp/Almarai/reviews?fcountry=ALL&amp;ftopic=culture
https://www.digitalmarketingcommunity.com/researches/state-social-media-mena-region-2018-crowd-analyzer/
https://cdn.ek.aero/downloads/ek/pdfs/report/annual_report_2019.pdf


3
Emphasis on Social Media Analytics

in Corporate Decision-Making

Jacques Digout and Marwan Azouri

A Context of Businesses in Transformation

Time of Laterality …

Social media has emerged after the web has stopped being a content gen-
erator from a top to bottom approach. In a constant acceleration since
the first mail was sent more than fifty years ago, the Internet has linked
the world and each individuals are now connected to each other’s. The
six degrees of separation that were imagined in 1929 by the Hungarian
writer Frigyes Karinthy reveal all the power of interconnectivity: Each
one of us can be in contact with every other Internet user on the planet
by means of a chain of five successive contacts. The algorithm applied

J. Digout
Toulouse Business School, Toulouse, France
e-mail: j.digout@tbs-education.fr

M. Azouri (B)
Notre Dame University–Louaize, Zouk Mosbeh, Lebanon
e-mail: mazouri@ndu.edu.lb

© The Author(s) 2020
N. Azoury and L. Daou (eds.), Business and Social Media in the Middle East,
https://doi.org/10.1007/978-3-030-45960-4_3

41

http://crossmark.crossref.org/dialog/?doi=10.1007/978-3-030-45960-4_3&domain=pdf
mailto:j.digout@tbs-education.fr
mailto:mazouri@ndu.edu.lb
https://doi.org/10.1007/978-3-030-45960-4_3


42 J. Digout and M. Azouri

to social networks does not contradict the almost century-old theory; on
the contrary, any member of Facebook can contact any other one of a
half billion members through 4741 contacts.

Internet users do not deprive themselves. They communicate, com-
ment, like or dislike other Internet users, brands or products. Texts, still
images or videos, all these given masses are exchanged between internet
users which contribute in enhancing databases. They are equipped with
wearable devices, like laptops or smartphones, used on a daily basis. The
smartphone is considered the first interconnected device that helps to
enrich a profile with which byte-by-byte, click-by-click, the web stands.

Jeremy Rifkin speaks of the laterality power, an effectively powerful
principle that, in society or companies, disrupts the rules to generate
the emergence of other ones, which are more effective in this networked
world. Regarding the enterprise, it has adapted to social networks by
choosing social marketing among others. If the methods of doing things
are adapting, it’s always about marketing: Raising awareness and convinc-
ing people about the products or services to reach a target. The enter-
prise understood that to better serve this purpose on social networks, the
engagement with its users or influencers is more effective than when it is
standing in the spotlight alone. Engagement is sought.

Adapting Practices

Analyses can’t be limited to quantitative studies. Measuring the number
of clicks or the volume of purchases is insufficient. Whether to attract
and build loyalty with its customers at the time of the social web and its
employees at the time of the employer brand, the quality of the social
reputation carried by influencers is growing.

Behind data masses we find the weak signals. Those signals, in this
constantly accelerating environment, enable to avoid being in a situa-
tion of producing a product or offering a service that no one will want
because it will have been perceived differently by another. It will have
been ‘disrupted’. Dramatic word that means collapse of market shares
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for some and magic word which means growth for others able to rise
one day from the rank of start-up to unicorn.1

The environment where decisions need to be transformed in depth
and in multiple dimensions, often linked: The most significant is to ana-
lyze the volume of data; time needed to do it is accelerating; the secret
is no longer appropriate; consumers are multifaceted in their behaviors;
segments are becoming narrower and customization is a rule; reconsider-
ation by the internal and external without taking into account the hier-
archy is regular; information is visible on a global scale; the borders are
porous; clients, suppliers and employees, enterprise is extended; influ-
encers are empowered; the algorithms of some indispensable ones like
Google are considered as a priority; etc.
The decision-making which represents the daily management of the

enterprise and which contributes in providing these internal and external
data has profoundly changed. The so-called A/B testing methods repre-
sent an illustration. In order to determine which convenient messages
to send to customers, instead of engaging in some complex studies, con-
suming time and money based on focus-groups, provided that companies
prevent potential damage that may cause risks to their brand or their rela-
tionship with their customers, it is enough to publish on the web in a
random way the imagined messages. The observation of the reactions of
Internet users by the generated clicks, the links followed or the sent mes-
sages will be the key of the decision. To the displeasure of statisticians!

Adapting Places of Visibility

Marshal Mac Luhan, in an incredible predictive vision had prophesied
that “We will move from a civilization of hot media and cool spectators
to a civilization of hot spectators and cool media”. This predictive vision
was in 1964!
This is what actually happened with blogs and social networks covered

by the term web 2.0.

1Unicorn, https://www.ibtimes.com/real-reason-everyone-calls-billion-dollar-startups-unicorns-
2079596.

https://www.ibtimes.com/real-reason-everyone-calls-billion-dollar-startups-unicorns-2079596
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Eventually, the media observed by Mac Luhan was segmented into
three digital typologies.

• Possessed media that are business websites. Enterprises have their grip
on them. They broadcast most often accurate content on product
types, features, schedules … and try to convince Internet users of the
quality of their products or services.

• Purchased media from advertising budgets invested in ads on other
websites, in keywords bought from search engines, in campaigns based
on social network user’s profiles … Here too, the same goal is to con-
vince the targeted Internet users of the interest of the company’s offer.

• Conquered media where the brand must invite itself subtly because it
has not created them and cannot appear against the budget (in princi-
ple). They consist of comments and opinions of internet users, other-
wise, more voluminous and more convincing than what the brand can
say directly. They have the full right to express themselves through the
comments that are held by the users of this laterality that we exposed
at the beginning of the chapter.

Adapting Jobs

As a result of this shift towards users’ voices, it is no longer just a matter
of updating the website to disseminate information and present prod-
ucts. It is necessary to create a benevolent link towards these communi-
ties of Internet users who gather around a product, a brand or a more
global theme. The Webmaster who mastered the Html coding to update
the corporate website has lost his place to the Community Manager.
The Community Manager who is less technical, but more strategic must
understand what is the message that the brand wants to deploy, he must
find the appropriate places on the web for this broadcast and he must set
up the phases that perfectly fit companies seeking to get closer to these
effective opinions makers that are the coveted influencers.

Information each one provides about oneself, more or less con-
sciously, is enriched by the numerous exchanges between users in forums
and social networks. These are plethoric volumes of data systematically
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archived by computer servers. By associating static connected objects
(the sensors of your home for example) or in mobility (sports articles,
watches, …) the data mappings which structure the social networks give
more valuable information. Interconnection of these bases produces a
combinatorial explosion which is included under the term of big data. If
they are promising in terms of strategic marketing, they are not necessar-
ily an immediate reading as the correlations that are hidden there are not
necessarily easy to be extract. Data analysts intervene with their tools of
Artificial Intelligence and Business Intelligence to support the enterprise
build its strategies.

A Description of the Current Situation

A Global Vision of Social Web …

Social media cannot be framed only by likes, posts, shares, images etc.
Nowadays, all age groups are using social media for various purposes.
It is an interactive network of platforms, websites, and applications, that
allow people to interact, communicate and interconnect. It is not limited
to this, after the revolutionized social interactions, companies and enter-
prises begun using social media not only to promote their products or
services but also track and understand their customers and their needs.
It is used as a tool to study the behavior patterns and consumer activities.

Social media have to forms, or in other words, it is divided into sets:
for individuals to relate, search for jobs, find people across the globe have
the same interests, share ideas, feelings… On the other hand, for busi-
nesses, companies and organizations engage with their customers, market
their products, sell them, and offer support and assistance.

In addition, social media nowadays is considered a source of data
for marketing and business intelligence. The generated date from social
media is not just information, it shows how people think, did they really
like it or not, and this says a lot.

As we can see, it is very hard to describe or divine social media; how-
ever, Aichner and Jacob in 2015 had categorized social media into 13
types:
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• Blog is a sequential list of postings.
• Business networks are networks to keep professional contacts.
• Collaborative projects are bringing users of mutual interests to one

project.
• Enterprise social networks are available for employees.
• Forums is a virtual debate platform.
• Microblogs are small lists of postings.
• Photo sharing include uploads, downloads, hosting, and managing

photos…
• Product and services review are platforms used to share evaluations.
• Social bookmarking is related to the organization.
• Social gaming was people connect and engage for gaming purposes.
• Social networks connect people that know each other.
• Video sharing allows sharing upload or download videos.
• Virtual worlds allow the creation of avatars…

Going into more details, eighty-nine percent of people (18–29) years of
age use social media. Eighty-two percent of people (30–49) years of age
are active on social media. Sixty-five percent of those (50–64) years of
age use social media, while, of those over sixty-five years of age, 49% are
active users (worldwide). These numbers drove world-leaders and politi-
cians to reconsider these platforms.
These percentages were distributed according to Fig. 3.1 that shows

the most social media platform used to the least world-wide.
The importance of these social media platforms comes from the

human action performed, examples are like creating a profile, publishing
contents, commenting on contents, reacting to contents, creating groups,
connecting to other profiles and many other actions. These will enable
the excess to the inner mind of people and know and have continuative
data collection.

In MEA

In MEA, social media had its role too. Surprisingly, the use of social
media was driven by political activities in general and the ‘Arab Spring’ in
particular. People began following the news on social media and became
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Fig. 3.1 Active users per social media platforms (Source Esteban Ortiz-Ospina,
2019, https://ourworldindata.org/rise-of-social-media)

familiar to its functionalities. Social media in MEA was not an informa-
tive source, it opened a door which was closed for several years. People
were able to share and post their assessments and criticism of the govern-
ment and its functionality. Figure 3.2 reflects the penetration of social
media by MEA population starting from 2012 till 2018.

After watching this huge and unexpected increase in MEA of inter-
net users shares and population shares in social media; now it comes to
control. Dealing with social media is very delicate, we have to find the
equilibrium between the regulatory rules and the national defense mech-
anism drawn for the online world, seeking to avoid external influences.

MENA region is a multicultural region, each and every country has its
own level of social, political, cultural and economic development scales;
nevertheless, this region shares many similarities, like the presences of
youths, and especially women and their interests in using the internet
and social media websites is massive.

https://ourworldindata.org/rise-of-social-media)
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Fig. 3.2 Number of social network users in the MEA from 2012 till 2018 (Source
eMarketer; American Marketing Association, Statista, 2019 Worldwide Internet,
Social Network and Mobile Users Q2 2014, page 34)

Despite the cultural multiplicity in MEA was an instigator for social
media too. The MEA online customer needed special and personalized
attention. Especially small and medium companies need to track and
know what people are communicating, the concerned topics, the word-
ing, and languages, was very important for product development and
marketing strategies.

KPIs Act as a Compass

Adapting, reacting quickly, finding parries are essential. Using the power
of data and algorithms to be able to extract the value, having a vision and
driving it is just as much. This is why, in this turbulent world, the com-
pany must equip itself with indicators that will help it to put the short
term in perspective. Performance indicators, or more commonly KPIs
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which means Key Performance Indicators, measure progress towards a
goal that has been set upstream. This goal is one of the elements of the
strategy implementation.

Key Performance Indicator must be as a compass for decision makers.
In the specific context of the social web and the data it generates, many

indicators exist. We divided them into three families:

• Those who measure activity in a quantitative way: The effect of refer-
encing on targets, the effectiveness of a mail campaign, etc.

• Those who measure the perception in a qualitative way: The opinions
that are expressed on the brand and its products, the appreciations on
the after-sale service or the ease of use, the tone of the reactions to a
campaign, …

• Those who measure team processes and in particular interactions with
managed communities.

The literature on Key Performance Indicators, beyond the simple social
web, agrees that a good indicator should be:

• Simple to develop and interpret;
• Quantifiable, which means it can be measured accurately and objec-

tively;
• Qualifiable, when it is related to measuring a feeling or expressed per-

ceptions, reactions or opinions;
• Actable, which means that its interpretation must enable to decide on

an action to undertake whether it is strengthening or correcting;
• Reliable, including time, to build the decision-maker’s trust in the

transmitted elements;
• Controllable, in the sense that it must reflect a performance of the

undertaken action;
• Permanent in order to establish an evolution over time.

The sole purpose of an indicator is to guide the response in a certain situ-
ation. Consequently, the primary criterion for justification or to prevent
this justification of the production of an indicator should be its ability



50 J. Digout and M. Azouri

to make short, medium and long-term decisions about pursuing or not
pursuing the observed action.

If it is important to measure, the refund of the measure is an equally
essential phase. This refund to the people able to decide actions will be
done through dashboards which aggregate various technical data, tar-
geted and restored in the state, without any interpretation. Several dash-
boards will have to be created according to the actors of the enterprise
to inform, from the direction to the technical staff. As a rule, at least
three levels of refund document can be provided depending on whether
they are addressed at the global level of the enterprise, at the level of a
department or service or at the level of a team.
Time is also important factor for a good exploitation of these indica-

tors. We must consider the two factors of period and duration. The peri-
odicity must be fixed and regular, neither too rare nor too frequent. The
duration enables to compare in accordance with time. The absolute value
of an isolated Key Performance Indicator has a little interest. Observa-
tion over a significant period of time allows observation and correlation
of tendencies in accordance with events that may be cyclical.

It is preferred to automate as much as possible the production in order
to make this indicator production work reliable without being consumer
of time and resources. Many reporting tools exist. From the simplest and
most used Excel to some more sophisticated to aggregate heterogeneous
data (My report, Edraw, …). The reporting tool should, in no way, be
an element of complexity. In addition, it will provide a visual represen-
tation of observed phenomena, and it will be appreciated by the recipi-
ents of the reporting. These visual representations should remain simple
(trend curves, circular graphic, histograms, sectors, rings and gauges that
speak to everyone …). For the qualitative, verbatim extracts can enrich.
A reminder of past values is frequently useful.
The team or the person in charge of the feedback of the valuable infor-

mation and the elaboration of the reports will gain to structure its actions
in project, structured in phases:

a. In consultation with the users at the different levels, operational
and functional, the objectives will be defined. These objectives will
focus on measuring useful elements of the strategies that need to be
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deployed. Often it will be necessary to avoid the simple measurement
of actions which, if they are simple enough to measure because they
are operational (number of visits, …) may not be significant with
regard to more strategic objectives. It will be important here to make
discussions with the decision-makers to define the real final objec-
tives. For example: Enter a new segment; increase its visibility; to
increase its notoriety; increase its turnover globally or on a certain
type of product, or on a certain zone, or on a certain segment of
customer; initiate the creation of community; to further engage this
community; become a thought leader on a defined field; earn quali-
fied leads; detect influencers and ambassadors; improve the social tone
of comments made by Internet users; strengthen its employer brand;
engage his employees; strengthen customer relationship channels and
improve customer service; improve satisfaction on the save; engage
customers in helping other consumers; …

b. In view of these objectives, the metrics of the activity will be defined.
Each associated with a group of activity and therefore internal or
external individuals in the structure.

c. Then, it is necessary to produce these elements. Therefore, the places
where observations can be made are to be identified. In the logic of
the three types of media that we presented previously, it can be:

• Internal data such as those from CRM, the website, forums or com-
pany blogs;

• External information such as those from social networks, databases
like open-data, ….

Some of these data will be aggregated and balanced to reach the
indicator.

d. These obtained elements, the reporting phase will be organized. The
summary information will be grouped and consolidated by families
in the dashboards discussed previously. A dashboard must be perfect.
This may seem paradoxical, but it is a guarantee of its use, and often
of its simplicity of access. The frequency of data production and the
dissemination methods will be identified. It is a more useful practice
than to provide a global refund directly to users at a determined due
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date. This is the effective method to perceive how the produced ele-
ments are received. The focus should be on measuring the decisions
that have been made by the departments as a result of the interpreta-
tion of what has been provided. It can be about operational decisions
(to review the structuring of perceived pages as too complex, to mod-
ify the course of navigation, …) or about more strategic decisions (to
orient its positioning on such subject, to design future products or
services based on tendencies, …).

e. Changing dashboards over time is a normal phase of the process: The
strategic topics evolve, but the users are also educating themselves. It
is useful to be able to follow this progress by providing them more
accurate services on an ongoing basis. Satisfaction surveys and direct
meetings with users are seen as valuable elements. The required goal is
to make the users gradually autonomous in the construction of their
own indicators. The new products available on the market are more
and more simple to use and can reasonably go towards this auton-
omy. Moreover, it is often with the real-time production of the indi-
cators and the ability to zoom in on an indicator to detail it. But this
autonomy must be accompanied by, on the one hand, being able to
consolidate at a macro level what is being done, and on the other
hand, to ensure that the measure remains at an appropriate level of
strategic height and not only at the high level of metric. It is certainly
important, but far from essential. A vision on the duration of indica-
tors, from reliable internal and external sources, precise and regularly
monitored, is a valuable element for those seeking to identify tenden-
cies.

For the user receiving the indicator refund, it will work to exploit it in
four stages:

a. Analysis of the received element;
b. Its interpretation, possibly enriching other obtained elements else-

where such as surveys;
c. The elaboration of the panel of possible reactions, as well as the mea-

surement of their implications in terms of implementation (resources,
budget, deadlines, …);
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d. The implementation of the selected actions. These actions should be
measured in terms of impacts by appropriate indicators.

In concluding this section about making decisions based on social media
analysis, it seems important to highlight two points: Certainly, tools and
practices evolve, often, but the basics remain. These basics are called
“Strategic Vision” for one and “Human Decision” for the other.

In a complex, fast-paced business world, where data is overabundant,
it is essential to gain momentum and acquire means to have a 360° view
of your business, as much as possible in real time. These are the impera-
tive conditions for being able to set strategic goals and to ensure effective
implementation.

Indicators, provided they are positioned at the right level, enable to
perceive and drive change. They are the tool for monitoring the reality
of the strategy implementation. Thus, they secure the performance of the
shares and eventually the business.

Suggested Strategies for Targeting
the Future Challenges

As it was elucidated previously in this chapter, social media is a great tool
that reflects people believers, and preferences. Any type of organization
can use this tool in order to develop its products and services to an extent
that meets precisely the need and wants of customers.

Industry experts had characterized social media as one of the most
transformative impacts of information technology for all aspects of busi-
ness, from advertising, investment, and operations to human resource,
data, and modernization management. Companies and organizations
have used social media in two primary ways: first is by communicating
with stakeholders, meaning suppliers, customers and the public in gen-
eral. Second, for internal communication, through intranet platforms.
Using social media in organizations created the term enterprise social
media.

Enterprise social media is characterized by messages between cowork-
ers within the organization, explicitly designate or indirectly disclose
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coworkers as communication partners, post, control, and categorize text
and files linked to themselves or others, and viewing it.
We will emphasize on what we believe to be the key element for the

company to deploy a tailored strategy in social media and derive/take
advantage of the expected profits/benefits: the challenge of data

It is necessary to gather these data, to process them and to include
them in a fine analysis which makes it possible to build its strategy that
will be declined in actions.

Strategy of Data

Furthermore, after collecting the data originated from social media, the
analysis of this data is challenging. All companies used to outsource
applications and platforms to come up with reliable forecasts. Exam-
ples of these platforms are Sprout Social

®
, Snaplytics

®
, Iconosquare

®
,

Buzzsumo
®
, Tailwind

®
, Google Analytics

®
, ShortStack

®
, TapInfluence

®,

and many others. However, nowadays and with the advancement of tech-
nology companies begun to create their own platforms in order to target
and capture and analyze what is needed the most. Analytics is completely
based on the use of data, so the well we recognize what data is and how
it can be used, the easier it is to recognize and make use of analytics to
effectually add analytics into the corporate strategy. Because facing new
data sets on social media, a good first approach is to quickly revisit a few
essential aspects of data in general specifically, social media data, even if
we are already familiar with working with data.

Social media being hypermedia, which is better held by the narrow
level. Also, many progressions are being first applied in practical mar-
keting activities to then ultimately become part of an analytics solution.
Chatbots and image recognition are samples of such technologies. They
are first applied on marketing activities, such as publicity, media buying,
and promotion movements; maybe at some point, they will integrate
accessible analytics technologies, but already in a rigid level.
The future of social media and analytics is by the introduction of AI

artificial intelligence. As mentioned above, companies that begun using



3 Emphasis on Social Media Analytics in Corporate … 55

and constructing their platforms must introduce AI in order to excel in
the future.

AI is a philosophy in computer systems or software that can execute
tasks required by human intelligence. When combining AI and social
media analytics, organizations and company leaders will be able to have
results and analysis of humans to an extent that we have never reached
before. This software will be able to provide data that can affect imme-
diately strategic decisions for companies. Effect of AI on social media is
described by 4 major points:

• Discovery and application of digital influencers
• Knowing the correct period and network to post
• Search for occasions for actual communications
• Using images.

Figure 3.3 shows how AI will influence social media.
When it comes to real-world social media analytics uses, the ‘smart’

machinery will take it to the authoritarian level, and will have precise
forecasts of all conceivable effects of engagement while it generates the

Fig. 3.3 Influence of artificial intelligence on social media (Source Statista
[2016] Martin Armstrong [https://www.statista.com/chart/6810/the-future-of-ai/],
data journalist)

https://www.statista.com/chart/6810/the-future-of-ai/
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entire content for us. These machineries will also, certainly, make all
the selections linked to the publication of such content, choose the top
networks, greatest skill, tag pertinent people, and use so forth social
media resource it has available to it. It is possible that such intelligent
machines will alter communications, and change things from the distri-
bution model to the customized involvement, where each person and all
that makes them unique is taken into account under the formation of
content just for them.

Companies after knowing their customers very well, they also need
to scan the market and competitors. In 2010, a new perspective was
drawn regarding social media, so-called social media intelligence. It aims
to originate data from social media in context-rich use settings, progress
conforming decision making or decision help outlines, and provide map-
ping plans and solution contexts for existing and new applications that
can benefit from the understanding of crowds through the Web. More
discussions and research on social media intelligence in various applica-
tion settings with an aim to support decisions are needed along with the
combination of artificial intelligence.

Conclusion

Social media today will continue to improve but will never be faultless;
an organization or individual will always be one bad decision away from
being abused on social media. People at large will get more and more
exhausted to social media, which will reduce the disadvantage risks but
also dull the upside potential. Most importantly, other resolutions will
appear. One such will be planned discussions that allow brands and con-
sumers to speak as they must, as groups and classmates do: easily, with
intelligibility and instant, context-sensitive reply.

In addition, researches and developers must look more to mobiles
rather than desktops. The network in general and mobile phones, in par-
ticular, are moving towards mobile phones, where the percentage of peo-
ple using mobile phones is far more than that of desktops to access social
media.
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The Role of Digital Media
in the Recruitment Process

in theMiddle East

Jennifer Abou Hamad

Introduction

Information and communication technologies have certainly marked the
development in communication practices in recent years. This evolution
has been accompanied by generational changes (Kabla and Gourven-
nec 2011). Each generation is unique in its way of understanding the
media. Generation Z, in particular, captures the attention and interest of
most companies. Companies understood the need to rethink their ways
of communication in order to reach these young potential employees,
who experienced the advent of social networks and the mobile internet.

By their practices, companies must be able to adapt and follow the
evolution of technology. Indeed, customers trust the information about
companies found on the internet and social media and can create a spe-
cial relations with these companies (Wagner et al. 2017; Korzynski et al.
2019).
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Today, the department of human resources can no longer underesti-
mate the importance of an online presence on social media and the pri-
mordial role of engaging with the customers or potential candidates. The
most important human resources function affected by the evolution of
information and communication technologies is the recruitment process.
Recruitment is the process of attracting potential employees that fit the
job and the organization in order to meet the need and the strategies of
the organization (Saks 2005; Brandão et al. 2019).
This online presence starts with the job description posting and tackles

all the following steps. For example, we can think of the traditional Cur-
riculum Vitae (CV) paper, which is becoming more and more obsolete,
and is giving way today to video CV or digital CV through specialized
and professional social networks such as LikedIn or Viadéo.

How did companies modified their recruitment practices in order to
adapt to the characteristics of the new generation and their needs? The
purpose of this article is to analyze the impact of digital media on the
strategies of companies in their recruitment process. It seeks to highlight
the characteristics of Generation Z and understand the effect of the use
of digital technologies on the evolution of recruitment techniques.

Generation Z and Social Media

Generational Changes Facing the Digital Revolution

The advent of internet and digital media changed habits and consump-
tion patterns, particularly among young people. They differs from a
generation to another, however, the usage is almost omnipresent (Pew
Research Center 2019). Nowadays, all generations use any sort of digital
media, however, each has its own way of grasping the communication
and information technologies. The Silent Generation, born in 1945 and
before, has been largely left out of the digital revolution because of sev-
eral barriers such as difficulties in the manipulation of different devices,
lack of trust in digitalization, and lack of familiarity with the digital rev-
olution (Anderson and Perrin 2017).
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Baby Boomers, born between 1946 and 1964, follow the trend, how-
ever they are not extremely positive about the internet social impact.
They comprehend and use it, but do not necessarily understand the con-
sequences of its usage. Generation X, born between 1965 and 1980, wit-
nessed the development of technology. Similarly to the Baby Boomers,
they quickly coped with the digital revolution (Vogels 2019). Generation
Y or Millenials, born between 1981 and 1996, grew up with communi-
cation and information technologies and appropriated digital media on
the expense of other media such as radio or television. Born after 1996,
Generation Z easily adopted digital tools. Communication and access
to information appeared when people belonging to this generation had
not yet reached adulthood. Born in a world where access to information,
knowledge and culture is digital (Chantepie 2009), they mark a rather
brutal break with their elders (Jones and Czerniewicz 2010). They are
not only consumers of digitalization, but also its creators.

It is obvious that the democratization of communication and infor-
mation technologies has marked a certain fragmentation among gener-
ations. The older ones are now described as being followers compared
to the digital natives, immigrants to this new world where technologies
are experiencing a disproportionate expansion. Several researchers sug-
gest that these digital immigrants are never likely to achieve the same
levels of skills, mastery and fluency naturally developed by young people
(Prensky 2001a, b).

Generation Z and Digitalization

Generation Z, net-generation, post-millennials, digital natives, iGen,
Centennials (Palfrey and Gasser 2008; Tapscott 2009; Lauzon 2010;
Jones and Czerniewicz 2010; Vogels 2019) are different names to
describe one generation, who is extremely different than its predecessors
and unique in terms of habits and expectations. Digital natives never
knew life without the internet, the have been immersed in “bits and
bytes” since birth (Tapscott 2009). Hence, they developed strong capac-
ities and a high level of competence when using digital tools, interacting
and communicating with others, searching for information, studying,
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working, and even shopping (Lauzon 2010; Anderson and Perrin 2017).
They have no apprehension of digital machines, they easily migrate to
a virtual life, and they abolish boundaries of traditional uses of media,
which permits them to go beyond space and time (Chantepie 2009;
Merseau 2010).
The evolution of generations and the development of communication

and technologies obliged companies to change their way of work.
Today, social media in no longer an option for companies. It became a

powerful communication tool and is now rooted in the strategy and daily
operations of companies. All human resources functions are also affected
by social media, which is embedded in human resources activities.

Traditional Recruitment vs. E-recruitment
Practices

Traditional Recruitment Practices

Recruitment is the an important function in human resources manage-
ment, if not, the most important one. It “involves actions and activities
taken by an organization in order to identify and attract individuals who
have the capabilities to help the organization realize its strategic objec-
tives” (Saks 2005).
The recruitment process revolves around seven steps: identifying the

need, advertising and posting the job description, sourcing, selecting can-
didates, evaluating their competencies, making the offer, onboarding. It
is a set of operational tools and rules to follow in order to identify the
best qualified candidate.

Since 1960, the recruitment process was no longer exclusively an
employer-employee relationship, but an intermediary part or facilitator
was introduced. Its role is to smooth and assist this relationship on both
employer and employee. Examples of an facilitators are public or pri-
vate organizations, headhunters, or recruitment consultancy firms. After
2000, internet became also an essential intermediate party.
The traditional practices for recruitment are numerous and still used

today. We can cite for example using referrals, participating in career
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fairs and forums, posting job needs in newspapers and magazines, search-
ing in the company’s CV database, or doing partnerships with universi-
ties. After 2000, using social media today is a sine qua non condition to
recruiters. It provided an interesting, free, and international database for
recruiters. They now have access to information that they probably could
not have had in the formal interview. Today, social media and mobile
tools are becoming inevitable for recruiters to use.

Recruitment 2.0

In a fast moving context where technology is growing rapidly, digital-
ization altered the recruitment process and e-recruitment is now used
massively by companies as an imperative recruitment source (Rosoiu and
Popescu 2016; Brandão et al. 2019).
Not only companies should give special attention to their digital

media such as website and social media, but job seekers should develop
their online presence and become visible. Maintaining a good digital
identity becomes essential: all information should be well managed by
individuals since everything is being scrutinized by recruiters. Indeed, a
survey conducted by CareerBuilder (2018) shows that 70% of American
recruiters use social media to consult the profile of those who respond
to a job offer and 40% of these recruiters eliminate certain candidates
following a bad digital image (publication of indecent pictures, inappro-
priate comments, etc.). In France social networks are consulted by 49%
of recruiters, 48% contacted a candidate via a social media (professional,
personal or blog) and 22% hired a applicant after this contact. 8% of
recruiters dismissed candidates due to unflattering profiles. It is worth
mentioning that this e-profile audit does not end when the candidate is
hired, but it continues even during his/her residency: 48% of employ-
ers monitor the online profile of their employees (CareerBuilder 2018).
Consequently, people are becoming vigilant about their e-identity, pri-
vacy, posts comments, pictures, and even shared links.

After 2000s, with the boom of internet, recruiters witnessed abun-
dance and growth of interactive tools and practices. Recruiters are opti-
mizing the use of these tools to intensify their recruitment and selection
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processes. We can cite for example the video CV, which became pop-
ular starting 2010. Using an interactive CV makes candidates standing
out from the others by highlighting their motivation, experiences, and
competencies in an original way. This allows the recruiter having a first
impression and contact without meeting the candidate.

Serious or business games are also becoming popular nowadays. It con-
sists of virtually putting candidates in a real job situation and judging
them on their ability to react when confronted to a problem. This selec-
tion method is trending among multinational companies who encour-
ages “learning by playing” (Piedalu 2012) by introducing interactive
selection tools such as serious games. This practice, is also successful in
training and development.

Social networks, such as Facebook , Instagram or Twitter, make it easier
for recruiters to do the background check and to examine the e-identity
of the candidates. Some companies are also directly recruiting through
their social media and websites. Twitume on Twitter, or My resume, My
expert resume, Professional profile or MyCV on Facebook are pages that
offer to disseminate CVs. Other pages offer job offers such as Jobmeeters
or Altaïde.

Professional social media, such as LinkedIn or Viadeo, have features
close to the previous social media, but with a professional aim. Individ-
uals can personalize their profiles, join groups, have a contact list made
up of friends and professionals. These media focus on the promotion of
the professional career and in particular the personal branding, which
consists of using marketing techniques for self-promotion (Stenger and
Coutant 2011).
The recruiter-candidate relationship is constantly changing. Even if

the basis is the same, the tools used and the practices implemented have
evolved. Attracting a job seeker is now through social media by looking
at his/her e-identity and at the same time by developing the company
e-presence.
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Online Recruitment in the Middle East

The Face of Human Resources in the Middle East

The Middle East denotes principally a cultural region with indetermi-
nate borders from Turkey in the North, Oman in the South, Iraq in the
East and Morocco in the West (Dirani and Hamie 2017). Even though
Arabic is the principal language and Islam is the main religion, other lan-
guages are being spoked and Christianism and Judaism are also present
which make ambiguous any clear definition or delimitation of the area
(Budhwar and Mellahi 2007; Dirani and Hamie 2017).

Religion shapes to a certain extent the sociocultural framework of a
country and the values of organizations. For example, religion stresses
on wellbeing, respect, fairness, trust, justice, relationship, and collabo-
ration, which are all fundamentals elements in organizations (Metcalfe
2007). Human resources processes and policies are closely linked to the
sociocultural environment in which the company operates. It embraces
the national culture, values, legal scheme, and economic situation of the
country (Budhwar and Mellahi 2007; Metcalfe 2007).
The Middle East is mainly considered as a “Sheikho-capitalism” econ-

omy (Metcalfe 2007), where the government impacts and controls orga-
nizations decisions. In addition, the Middle East is characterized by
Diwan and Wasta . Diwan relates to reaching balance and justice when
making a decision. Wasta refers to the power involved in tribal and
familial organizations, “and that working relations in the Arab world
are facilitated by (…) relevant power networks” (Metcalfe 2007). This
form of nepotism is related to the family orientation dimension illus-
trated by Hofstede. Middle Eastern countries shares somehow the same
cultural dimensions, such as high family orientation, high power dis-
tance, high uncertainty avoidance, or high collectivism (Hofstede and
Hofstede 2005). Therefore, these countries are characterized by a high
commitment to the family and the group, where loyalty prevails any
system or process. Thus, the whole organizational structure revolving
around politics, families, and networking, human resources processes and
practices are less likely to be applied (Fahd-Sreih and El-Kassar 2018).
Moreover, research related to human resource management is relatively
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weak in the Middle East compared to other regions. However, today,
the human resources function is growing rapidly, playing a consider-
able role in the region, and organizations are focusing more and more
on the development of their human resources departments (Budhwar
and Mellahi 2007; Dirani and Hamie 2017). Indeed, Middle Eastern
countries producing oil are growing in other sectors in order to reduce
their dependency on oil, whereas the other countries are emphasizing
on developing their human capital (Budhwar and Mellahi 2007). This
attention to their human resources is also growing with globalization and
modernization of these countries.

Constraints emerging from the sociocultural environment affect the
practices of organizations, hence, the human resources processes.

Middle Eastern companies are on one hand relying more and more on
developing sectors like manufacturing, services, and agriculture, and on
another hand developing their nationals competencies rather than expa-
triates (Budhwar and Mellahi 2007; Dirani and Hamie 2017). The trend
today is to reduce the expatriates workforce and replace it with natives.
Terms such as Bahrainization, Jordanization or Omanization are today
used to emphasize on the recruitment of locals (Metcalfe 2007).

Hence, the human resources function is playing today an important
role in order to achieve the strategies of Middle Eastern companies.

Tools of Online Recruitment Process
in the Middle East

Recruitment is the first and most critical human resources function
which plays and important role in the acquiring a competitive advan-
tages for companies, since it is the process of attracting and selecting the
right person with the right competencies for the right place by making
sure to guarantee a person-job fit and a person-organization fit. Whether
following the traditional process or using digital tools, the outcomes and
consequences are the same. Recruiting the wrong person can be harmful
to the company. In fact, the recruitment process can be expensive and
a wrong hire will affect the organizational productivity and efficiency.
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Consequently, while there is no one best approach, recruitment in Mid-
dle Eastern companies follows a structured process managed by human
resources professionals in order to achieve the best fit possible (Yassine
and Zein 2016).

In terms of online recruitment, LinkedIn takes the lead in recruitment
online platforms. However, Middle Eastern online websites emerged
and are now trustworthy and reliable when searching for a job or for
a potential candidate. Examples are numerous, such as Bayt which
plays the role of a facilitator between the employers and the candi-
dates and help writing the CV and the cover letter, Gulf Talent which
is the first Arab platform for online recruitment, Wuzzf the Egyptian
leader e-recruitment platform, Nabbesh.com which targets freelancers,
TasmeemMe which focuses on creative and artistic jobs.

After posting the job need and job description on the web, companies
receive CVs and start the filtering process by short listing the job seekers.
Recruiters confess resorts to social media for checking available informa-
tion and background of the applicants. This pre-selection step is followed
by the selection phase where applicants follows series of interviews and
tests. These selection tools can also be done online. For example, initial
interviews are done by Skype or Zoom, and some personality, intelligence,
emotional tests are performed online. Once the potential employee is
selected, he/she can receive the job offer by e-mail and start the nego-
tiation process also online. Some recruiters takes the whole recruitment
process into an online level, where also orientation is adapted to be per-
formed online (Yassine and Zein 2016).

Being present in the organization and face-to-face with the recruiter in
no more a prerequisite condition for recruitment, even though the Mid-
dle Eastern culture is keen to direct contact, relationships and attach-
ment to the physical cues. The new era moved to digital relationships.
Assessing and selecting people virtually become a challenge and Middle
Eastern companies have to be open to ride the waves of the new era and
grasp new challenges and to accept them to meet international, legal, and
ethical standards.

Digital media is today an opportunity for recruiters as well as for can-
didates. Many organizations are leaving traditional recruitment sources
and are turning instead to digital media sources. A majority of recruiters

https://www.nabbesh.com
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believes that social media and employee referrals are surpassing job
boards as the preferred way to acquire talent. In addition, online recruit-
ment appears to be more convenient, faster, easier, and more flexible for
both recruiters and job seekers.

Practical Implications of Online Recruitment

Advantages of Online Recruitment

Online recruitment is definitely nowadays a trend, however it is not a
fad that will end soon. On the contrary, it is growing and evolving by
using technology and available web tools (Brandão et al. 2019; Korzynski
et al. 2019) becoming a necessity in order to cope with the fast-moving
changes worldwide.

Recruiting online has several advantages. The first argument in favor
of e-recruitment is the possibility of targeting a larger pool of candi-
dates with less costs than traditional recruitment (Saks 2005; Rosoiu
and Popescu 2016; Brandão et al. 2019). Bayt.com launched on April 2,
2018, an online platform in order to help recruiters in the Middle East
to “distinguish themselves as ideal employers for jobseekers in the region,
attract the most suitable candidates, as well as highlight their mission
and vision, showcase their workplace, and build meaningful connections
with potential employees” (Bayt.com 2018). This tool will allow com-
pany creating an employer branding with an objective to attract easily
more qualified potential employees. Social media tools are mostly free
and offer added value as job seekers use their own online networks, blog
content, and references, which speeds up the recruitment process. Online
media abolishes barriers and recruiters can aim not only for a larger pool
but also an international one, providing job opportunities worldwide. By
using e-recruitment, recruiters tackles not only job seekers but also pas-
sive candidates who are not actively searching for a job. Consequently,
companies recruiting online reduce the use of traditional channels such
as newspapers, billboards, or television, and hence, decrease the posting
costs. Moreover, mistakes are easier to be corrected when online rather
that on traditional recruitment channels (Brandão et al. 2019). This

http://Bayt.com
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cost-effectiveness is coupled with time reduction. In fact, according to
research, paper work reduced drastically and recruiters saved time when
searching for a CV in their online database (Din et al. 2015; Brandão
et al. 2019; Korzynski et al. 2019). In addition, with an online recruit-
ment process, candidates can easily have access to companies information
on one hand, and on another hand, they can directly receive a feedback
and an answer concerning their application. Online recruitment is there-
fore practical, fast, convenient, and simplifies access to job opportunities.
With the emergence of technology and internet, digital media is pro-

viding an efficient and an effective tool to human resources managers,
enabling them to efficiently and actively apply all human resources prac-
tices, from recruitment to organizational exit, passing by performance
appraisal, trainings, and compensation.

Being able to recruit online and having a strong online presence in
terms of human resources give a competitive advantage and an added
value which will put the company at the same level of other competing
companies in the region and worldwide.

Online recruitment is sort of new in the Middle East, however it
becomes a necessity and a requirement. Companies have a lead over oth-
ers. Online recruitment should be well studied planned, and trained with
a clear strategy, taking into consideration the legal aspect.

Challenges of Online Recruitment Process

Recruiters and candidate definitely benefited from online recruitment,
however, before diving into social media, they need to plan a solid e-
recruitment process and pay attention to potential drawbacks. The first
challenge faced when recruiting online is the high number of received
applications (Brandão et al. 2019). Along with this excessive number, we
can notice the number of applications that do not fit the job descrip-
tion (Bayt.com 2018). In addition, technological and web preparation
and predisposition is required from both sides, recruiters and job seek-
ers. Indeed, both should know how to handle web tools accurately and
securely. If cost reduction is an advantage of e-recruitment, it can also
be a challenge when it comes to developing and implementing an online
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tool to collect, screen, and select applications and match them with the
job description (Gomes 2011; Bayt.com 2018; Brandão et al. 2019).
Therefore, without proper competencies and software, online recruit-
ment can be costly and time consuming. Online recruitment can also
be indicted of discrimination by allowing only applicants who are famil-
iar and acquainted with internet tools (Petre et al. 2016; Anderson
and Perrin 2017). Applicants also depict the impersonality aspect of e-
recruitment, especially if it is also used in the selection phase where there
is no or very limited contact with the recruiter. Moreover, they do not
fully trust the system since frauds and scams should be considered (Petre
et al. 2016; Anderson and Perrin 2017). Therefore, online recruitment is
challenging for recruiters. While there is no optimal and perfect online
recruitment tool, recruiters should carefully analyse their system make
sure their website, social media, and other used digital media can offer
them an ideal alternative to or even a combination with the traditional
recruitment tools and sources. Recruiters should also be trained to cope
the changes and challenges of digital tools in order integrate them into
human resources processes.

Middle Eastern countries have their own culture, system, particulari-
ties, and practices. These should be taken into consideration, not being
pervasive because of the sensitivity of some recruitment aspects such as
tackling gender issues, religious practices, and even legal context.

Conclusion

The democratization of internet made the access to information easier.
Few years ago we were still leafing through newspapers to access job
vacancies, today everything is digitally accessible and recruitment offers
are flocking over the web.

Digital media touched several fields and in different ways, such as
Twitter for the dissemination of information, LinkedIn for professional
contacts, Facebook and Instagram for a more personal approach. While
some generations are trying to understand and absorb these new prac-
tices, others have perfectly mastered them. Indeed, social media, is today
an asset to the digital natives who know how to e-market themselves and
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put themselves forward. This generation masters digital tools and uses
them as an asset to “conquer the job market” (Brandão et al. 2019).

A schism between traditional recruitment and recruitment 2.0 has
been created since the beginning of social media. Traditional recruitment
sources are being challenged by digital media, and more specifically by
social media which have transformed the standards for the diffusion of
information and communication. Companies and recruiters are increas-
ingly leveraging the power of digital practices. Integrating technology
and digital media in human resources practices is not an choice any-
more. Candidates are being recruited today through social media, and
this source is considerably growing, especially among the young gener-
ation. The interest in these social media encourages a close relationship
between companies and job seekers, establishing a social and professional
connection between them.

In the Middle East the emergence of digital platforms confirms the
readiness of organizations to gradually shift from traditional to online
recruitment. Changing the mindset and using social media as a recruit-
ment source help organizations gaining a competitive advantage among
competitors and becoming efficient and effective. The use of digital
media is in constant evolution and growth. Social media are effective
when combined with other tools. They constitute a first step to establish
contact but need to be integrated into a holistic recruitment strategy.
Recruiters must think about how to integrate digital media in an already
existing process.

It would be interesting for future research to conduct a study with
Middle Eastern recruiters in order to better comprehend their recruit-
ment strategy following the democratization of digital, especially social
networks, and the arrival of Generation Z in the workplace.
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onMENA Countries Economy
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Introduction

The emergence of social media certainly dates back a few decades with
elementary exchange platforms (ICQ, MSN Messenger, Yahoo Messen-
ger, etc.) but it is only recently that these tools have developed with the
arrival of the main widely used platforms such as Facebook, LinkedIn,
Instagram, Skype, Twitter, YouTube, etc. They have become powerful
nowadays, due to the number of users, the multitude of applications,
and the degree of connectivity (web or mobile) of the population. They
generally differ in design, the services offered, the level of immediacy, the
speed of interactions, the nature of shared content (text, images, audio,
video), their mode and control rules (administrator, moderator, free), etc.
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That said, social media have in common the simplicity of use, their dig-
ital dimension, and their global reach across the Internet.
Technically speaking, it is a question of “a group of internet based

applications that build on the ideological and technological foundations
of Web 2.0 , and that allow the creation and exchange of user generated
content ” (Kaplan and Haenlein 2010, p. 61). By social media, it is
therefore referred to all the tools that allow, through web technology,
the interaction between individuals. It includes a variety of platforms
(LinkedIn, Facebook, Twitter, Instagram, WhatsApp, YouTube, etc.),
allowing exchanges, networking, sharing of information or services, or
even co-creation (e.g. Wikis). It can also include collaborative websites,
blogs, etc.
Through social media, individuals communicate, interact, develop,

and share their ideas, announcements and documents online in a free,
instant, massive and interactive way. Indeed, individuals now have the
opportunity to disseminate information without prior control or repro-
cessing. Their postings and sharing can very quickly reach a large pop-
ulation without geographical limits. In addition, they have the oppor-
tunity to receive feedback from their virtual community and interact
with its members. Consequently, thanks to social media, individuals have
become a force for proposal and effective production. Their interaction
and the sharing of their knowledge and resources allow them to cre-
ate value through shared and available information (Benkler 2002) and
expertise made available through social networks (Brabham 2008). All
these advantages were not possible through traditional media such as
television, newspapers, radio, etc. (Porter 2008).

Social Media: Platforms in Full Development

Thanks to their characteristics, social media have established themselves
as a popular tool on a global scale. In 2018, the total number of
active social media users was around 3.2 billion, representing 42% of
the world’s population and 80% of Internet users, but with 5.5 billion
accounts opened, according to the latest statistics fromWe are Social and
Hootsuite (2018). In Europe, there are 448 million social media users, or
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a penetration rate of 53%, while in Asia-Pacific, there are approximately
1.8 billion, with a penetration rate of 42%. In the Middle East region,
where growth is highest between 2017 and 2018 (39% compared to the
estimated global average of 13%), 52% of the population uses social
media, or 130 million people, compared to 35% of the population in
North Africa, or 82 million people.
This development of social media is closely linked to Internet access.

The number of Internet users has increased significantly and steadily in
different regions of the world. In the MENA region, the percentage of
the population using the Internet reached 58.6% in 2017, the third most
connected area, after North America (77.7%) and Europe and Central
Asia (76.6), and ahead of Latin America (57.4%), East Asia and the
Pacific (55.6%) and South Asia (26.5%). In terms of time of use, Asian
countries dominate the top ranks. Thailand has the longest average Inter-
net usage time at 9 hours and 38 minutes per day, ahead of the Philip-
pines and Brazil.
The popularity of social media is also reinforced by the increase in

the number of mobile phone users, which has also grown significantly
in different regions of the world. According to World Bank data (2019),
the number of mobile subscriptions in the MENA region is around 112
per 100 people, higher than the global average (104) and that of South
Asia (87) and Latin America (107) but lower than that of Europe and
Central Asia (124), North America (119) and East Asia and the Pacific
(118). African and Asian countries dominate the top tier of countries
with the highest mobile Internet usage (WAS and Hootsuite 2018).
This is all the more important if we consider that 52% of web traffic

takes place through mobiles and 92% of social media users do so on their
mobiles (WAS and Hootsuite 2018). In the Asia Pacific region, 96% of
social media users do so on their mobile phones, making it the most
active area, compared to 90% on the African and American continents,
88% in the Middle East and 83% in Europe. In terms of duration of
use, Asian countries also dominate alongside African countries. In the
MENA region, Egypt, and the Arab Emirates are the countries with the
longest average lengths of time (around 3 hours and 40 minutes per day)
for mobile Internet use, behind Asian countries like Thailand with an
average length of 4 hours and 56 minutes.
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The MENA region appears to be one of the most active areas in terms
of Internet penetration, particularly on mobile phones. However, the
percentage of the population using the Internet varies from one coun-
try to another. In fact, the situation differs between the Middle East and
North Africa with high penetration rates in countries such as the United
Arab Emirates (99%), Qatar (99%) and Bahrain (98%) and lower rates
in countries such as Morocco (63%) and Egypt (50%). The same obser-
vation should be stressed when it comes to the use of the Internet
through mobile phones. One reason for this is the level of urbanization
in these countries. Indeed, in the Gulf countries, the urban population
is 99% in Qatar, 89% in Bahrain and 86% in the United Arab Emirates,
compared to 62% in Morocco and 43% in Egypt (World Bank 2018).
In terms of time of use, MENA countries also differ with longer daily
durations in countries such as Egypt (8 hours and 10 minutes on aver-
age) and the United Arab Emirates (7 hours and 49 minutes) compared
to Morocco (2 hours and 53 minutes), according to WAS and Hootsuite
(2018).

Uses of Social Media

According to the GlobalWeb Index, globally, the average time spent per
day on social media is 142 minutes in 2018, compared to 90 minutes in
2012. Asian countries dominate the top ranks with times ranging from 3
to 4 hours per day. In the Middle East and Africa, an Internet user spends
an average of 3 hours a day on social networks and email applications.

In terms of platforms, people active on social media in the MENA
region mainly use WhatsApp (67%), Facebook (63%) and YouTube
(50%), according to a survey conducted in 2017.1 That said, it should
be noted that Snapchat is experiencing the most significant growth in the
region and has a significant presence in Saudi Arabia with more than 13
million users, or 40% of MENA region users (Radcliffe and Lam 2018).
This is different from the global situation in which Facebook dominates

1https://www.statista.com/statistics/781139/mena-social-media-use-by-platform/.

https://www.statista.com/statistics/781139/mena-social-media-use-by-platform/
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social media with about 2.2 billion active users during the month of Jan-
uary 20192 ahead of YouTube ($1.5 billion) and WhatsApp ($1.3 bil-
lion). Facebook is also the most popular platform in Europe and North
America with 75% and 53.5% of the population respectively, well ahead
of Pinterest (12% and 30%) and Twitter (6% and 10%). Asia is the most
active region on Facebook with 73.5% of the population and 5 countries
in the Top 10 largest user communities. India is the country with the
most Facebook users with 300 million in 2019.

In the MENA region, social media are being used more for entertain-
ment, particularly through WhatsApp, YouTube, Instagram and Face-
book. Young people in the MENA region spend the most time watching
media videos, with 72 minutes as the daily duration of use for the 15–
24 age group. 50% of Arab youth watch YouTube daily, according to
the Arab Youth Survey.3 For YouTube, Saudi Arabia is the world’s largest
market in terms of per capita consumption (Radcliffe and Lam 2018).
This is due to the increasing diffusion of short amateur videos. Finally, it
should be noted that the MENA region provided 10% of the total num-
ber of Instagram users in 2017 with 63 million active accounts. Young
Iraqi blogger and entrepreneur Huda Kattan is in the top 20 highest paid
social influencers worldwide with $18,000 per sponsored post, thanks to
her network of 35 million followers on Instagram, 6.5 million friends on
Facebook, and 3 million subscribers on YouTube.

For information discovery and sharing, Twitter and Facebook are the
most used. In 2018, for the first time, the majority of young Arabs were
viewing social media news rather than television, radio or newspapers,
according to the Arab Youth Survey. In this sense, Facebook is the most
popular source with 49%, and is becoming more and more popular if we
take into account the fact that 61% of the respondents to this survey say
they used it more than the previous year. Such an evolution invites com-
panies and governments to rethink the communication channels they use
to reach the youth of their societies.
The population on social media is made up of more women and young

people. 69% of women in the MENA region use the Internet and 86%

2http://gs.statcounter.com/social-media-stats/all/asia.
3https://www.arabyouthsurvey.com/.

http://gs.statcounter.com/social-media-stats/all/asia
https://www.arabyouthsurvey.com/
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of them are active on social media, according to an IPSOS MENA sur-
vey.4 Facebook, the most popular network in the world, is 52% female.
On Instagram, Pinterest and Snapchat, women are more numerous with
percentages of 58, 60 and 70% respectively. However, in the MENA
region, women continue to trust traditional media (74%), although this
varies from one country to another (80% in Morocco compared to 46%
in Kuwait). This situation also differs by age. Adult women are more
connected to traditional media such as television, while young women
are more attracted to social media.

In addition, it should be noted that, in terms of age, social media
are widely used among the population under 29 years of age, with 81%
of them on Facebook, 64% on Instagram, and 91% on YouTube. In
this sense, populations from the Millenials and the Z generation are the
most active. Populations aged 16–24 and 25–34 spend 3 and 2 hours
37 minutes respectively.5 In terms of behaviour, users on social media
are increasingly taking advantage of this for professional networking, fol-
lowing celebrities or looking for products and services to buy. According
to Ipsos MENA,6 47% of women in the MENA region aged between 18
and 24 use social media to find out about products and services to buy.
39% of those who use Facebook follow a brand.

According to a 2017 survey by Northwestern University in Qatar, pri-
vacy is a fundamental dimension that explains social media usage choices.
This study reveals that 36% of respondents say they fear that govern-
ments will consult their messages online. This may explain WhatsApp‘s
popularity within the population of the MENA region, as this applica-
tion offers the possibility of creating reserved messaging groups, which is
widely appreciated. 75% of the citizens interviewed in MENA countries
are part of a family or friends group. It should be noted that, accord-
ing to this survey, 33% of users who have changed their behaviors on
social media have done so by making changes to their account settings,
publishing less sensitive data, and connecting with fewer people.

4https://www.ipsos.com/en/she-speaks-ten-things-you-need-know-about-women-mena.
5https://www.digitalinformationworld.com/2019/01/how-much-time-do-people-spend-social-
media-infographic.html.
6https://www.ipsos.com/en/she-speaks-ten-things-you-need-know-about-women-mena.

https://www.ipsos.com/en/she-speaks-ten-things-you-need-know-about-women-mena
https://www.digitalinformationworld.com/2019/01/how-much-time-do-people-spend-social-media-infographic.html
https://www.ipsos.com/en/she-speaks-ten-things-you-need-know-about-women-mena
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Social Media and Socio-Economic Impacts

The question of the economic impact of social media is an issue today, for
several main reasons. On the one hand, social media are already a large
and lucrative market. According to the IAB Internet Advertising Report
(2017), the revenue generated by social media advertising in the United
States was estimated at $22.2 billion in 2017 or 25% of total Internet
advertising revenue. This market is growing significantly each year, which
explains why its revenues have increased almost tenfold in just 5 years. It
should continue to grow if we rely on the share of the Internet in adver-
tising revenues as the primary medium. The latter amounted to nearly
$88 billion in 2017, with an increase of 21.4% since 2016 compared to
$70.1 billion spent on Television, which fell by 2.6% during the same
period.

In the MENA region,7 digital also occupies a significant and growing
share of the advertising market, generating revenues estimated at 550
million US dollars in 2015, representing 10% of total revenues from the
various media (Television, Radio, Newspapers, Magazines, Digital, Out-
door, etc.). Such revenues represent a very small share of the estimated
157 billion global market, which is largely represented by Asia Pacific
(35.8%), North America (35.3%) and Europe (26.3%). In the United
States, advertising on mobile devices is increasing significantly, with rev-
enues rising from $600 million in 2010 to about $50 billion in 2017, or
57% of Internet advertising revenues according to the 2017 IAB report.
This clearly demonstrates the potential for increased investment in digi-
tal and social media in the MENA region.

On the other hand, the development of social media has a socio-
economic impact in several ways (Auckland and Tanaka 2015). First,
social media promote the adoption of technologies and best practices
and thus improves people’s well-being and productivity by sharing use-
ful information. In fact, social media allow individuals to learn from
the experiences of others and identify the most effective products and
services. Just mention the applications (such as Facebook, Instagram,

7http://www.mideastmedia.org/industry/2016/digital/#s46.

http://www.mideastmedia.org/industry/2016/digital/#s46
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Twitter or even LinkedIn) where users share their advice and recommen-
dations.

Secondly, social media reinforce the desire to change and improve
one’s conditions as a result of discovering the progress made by others
and the opportunities offered by their environment. They push people
to aspire to better conditions and to invest in their education and skills
(Ray 2006). Such an effect is also expressed in terms of social aspira-
tions and pushes individuals to assert their rights and freedoms. Social
media allow them to communicate and promote their ideas and values.
They are thus a channel that individuals use to maximize their influence
and strengthen it through social interactions. In this case, social move-
ments initiated by a limited number of individuals may have more power
to mobilize thanks to the extent of social networks. In this way, social
media push towards isomorphism by encouraging behavioural imitation
and the convergence of ideas (Acemoglu and Ozdaglar 2009).
The arrival of social media also benefits governments (Bertot et al.

2010). In this way, they can increase the engagement of individuals in the
governance of public affairs. The use of social networks promotes citizen
participation in discussions related to the development and implemen-
tation of socio-economic policies. It also allows governments to com-
municate their actions and raise awareness of their decisions on a large
scale to encourage their adoption and dissemination among the popula-
tion. Social media thus enable governments to improve the relevance and
performance of their policies by involving stakeholders in the reflection
and development of the solutions envisaged. Finally, they can be used by
governments to co-produce services of public interest with the general
public. As a result, with social media, the notion of e-government has
become increasingly important.

Social media can also be mobilized in crowdsourcing approaches by
using the talents and knowledge available to the public to develop solu-
tions with significant social impact. In this sense, they enable govern-
ments to communicate to the general public the needs to be met and the
opportunities to be seized within their environment, and thus to con-
verge the initiatives of individuals and their efforts towards projects of
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high value for them and society. It is therefore in the interest of govern-
ments to use the data available in the various social networks to under-
stand the expectations of their populations and monitor the evolution of
their populations’ economic and social situations.

At the moment, according to Baller et al. (2016), the economic impact
of digital developments is most felt in developed countries, and in par-
ticular in the Top 7 countries of the 2016 Networked Readiness Index,
which are widely represented by Europe and North America. Asia also
enjoys a technological maturity above the world average for all its repre-
sentatives, with two of them (Singapore and Japan) in the top 10. MENA
countries are, certainly, better positioned than those in Latin America
and Sub-Saharan Africa, but must improve their infrastructure to bene-
fit from the digital evolution. Actually, the situation varies greatly from
country to country in the MENA region. United Arab Emirates, Qatar
and Bahrain occupy the 26th, 27th and 28th places in the Networked
Readiness Index while Mauritania and Algeria occupy the 138th and
117th places worldwide (Baller et al. 2016). Also, according to the 2017
ICT Development Index, most countries in the region score below the
global average, confirming their need for progress in communications
technologies.
The quality of infrastructure therefore remains an area for improve-

ment in the MENA region (World Bank 2018). Apart from Lebanon,
the United Arab Emirates and Qatar, the speed of mobile connections
is lower than the world average in the other countries of the MENA
region. Fixed broadband Internet is still underdeveloped in the countries
of the region. Indeed, unlike the Eastern European countries (Roma-
nia, Bulgaria, etc.), the majority of these countries have not opened their
markets to competition and those that have done so, such as Morocco,
have forced new entrants to use the existing infrastructure set up by the
incumbents. This prevents MENA countries from taking advantage of
the potential for connectivity to other markets, given that the majority
of cables connecting the different continents cross their region.

In addition, it should be added that some countries and operators in
the region are reluctant to migrate to broadband services in order to pro-
tect their markets from international calls, which are partly beneficial for
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the State as a shareholder. In Morocco, the three telecom operators hold-
ing the market have decided to block calls on messaging systems and
social media such as WhatsApp, Facebook, Skype, Viber, etc. in 2016.
The regulator in Morocco, the Agence Nationale de la Réglementation
des Télécoms, explained that IP telephony can only be offered by licensed
operators. Thus, it invited social media providers allowing calls to offer
their services through local operators. As a result of this decision, a major
dislikes campaign affected Moroccan telecom companies, which finally
decided, eight months later, to restore international calls through social
media. This type of attempt has also been observed in countries such as
the United Arab Emirates and Qatar, where a large population of expa-
triates lives and uses international calls to communicate with their coun-
tries of origin. In 2017, the United Arab Emirates finally lifted regulatory
restrictions on applications that allow audio and video calls.
This tumultuous relationship between social media and the various

regulators in the MENA region is not only explained by economic but
also socio-political reasons (freedom of expression, security, free com-
petition, consumer rights, etc.). In Turkey, the government has regu-
larly been behind the censorship of some media by adopting increasingly
restrictive laws for freedom of expression on the Internet.8 In 2014,9 he
banned Twitter a week before the local elections, following the publica-
tion of links to recordings involving members of the party and the close
circle of the Turkish head of State, Recep Tayyip Erdogan, in corrup-
tion cases. According to the country’s government, the media did not
comply with the orders of the courts. YouTube was also banned in con-
nection with Turkish official recordings about Syria, for security reasons
according to the Turkish government. The latter also closed and opened
access to social media during the failed coup in 2016,10 during which
the head of state called on Facetime to communicate with his citizens. In
the MENA region, following the Arab Spring, some countries recognize

8https://www.nytimes.com/2018/03/04/world/europe/turkey-erdogan-internet-law-restrictions.
html.
9http://mediterraneanaffairs.com/social-media-ban-in-turkey-what-does-it-change-in-terms-of-
the-country-s-status/.
10https://www.opendemocracy.net/en/turkeys-nightmarish-adventures-in-censorship-and-
surveillance-on-internet/.

https://www.nytimes.com/2018/03/04/world/europe/turkey-erdogan-internet-law-restrictions.html
http://mediterraneanaffairs.com/social-media-ban-in-turkey-what-does-it-change-in-terms-of-the-country-s-status/
https://www.opendemocracy.net/en/turkeys-nightmarish-adventures-in-censorship-and-surveillance-on-internet/
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social media as a threat to established political orders. Social networks
were at the heart of the movements that led to the Arab revolutions. They
have been the main communication and information tools in several
countries, including Tunisia, Egypt and Syria. They mobilized crowds
throughout the region, from Bahrain with protests from the Bahraini
opposition to Morocco with the February 20 movement in 2011. Social
media not only allowed demonstrators to spread their demands and coor-
dinate their movements, but also to attract international attention. They
also allowed protesters to make their voices heard by bypassing tradi-
tional media previously controlled by local political regimes.

Social Media and Corporate Performance

As social media develop, it also has an economic impact insofar as it
contributes to the development of companies. They allow them to dis-
cover significant growth drivers. According to Akmese et al. (2016),
the use of social media results in better financial performance for com-
panies. Such a positive impact has been confirmed in several sectors,
including telecommunications (Mahboub 2018; Nyambu 2013), adver-
tising (Smits and Mogos 2013), manufacturing (Surin andWahab 2013),
tourism (Akmese et al. 2016), fishing (Dodokh 2017), etc.

According to Tajudeen (2014), social media are a source of business
opportunities. They are communication tools that are increasingly used
by individuals to choose their purchases, unlike traditional media. They
are also used to express their opinions and advice. For example, com-
panies use social media to promote their products and conduct market
research. In MENA countries where the informal sector is predominant,
the advent of social media has made it possible for companies to collect
valuable data on their consumers through online surveys and price com-
parison sites. They have better understood their preferences and further
improved their products. In addition, social media have facilitated busi-
ness transactions by providing more connectivity between customers and
their suppliers and more mobility of services and products. They have
also brought more competition to the markets by expanding customer
choices and unveiling more business opportunities.
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In terms of marketing practices, social media strengthen compa-
nies’ relationships with their customers (Icha and Agwu 2016; Tajudeen
2014). They provide companies with the opportunity to expand their
customer base (Bhanot 2012), increase product exposure (Stelzner, 2014)
and better understand and meet their needs (Parveen et al. 2016). In fact,
they promote the dissemination of information and knowledge. The use
of social media by companies has enabled them to develop (sometimes
strategic) partnerships and strengthen their links with their suppliers and
customers. On the one hand, through social media, companies broaden
their access to markets by communicating quickly and on a larger scale.
On the other hand, the arrival of social media makes it easier for com-
panies to set up and operate databases for, among other things, sales
purposes. In addition, by interacting with social media users, companies
benefit from their creativity and expertise. Nyambu (2013) argues that,
thanks to social media, banks have been able to acquire a cheaper mar-
keting and sales platform and thus quickly access their customers’ feed-
back, compared to traditional practices. He reports that in three years,
the number of clients obtained by commercial banks in Kenya through
social media has almost tripled while the cost of obtaining a client has
decreased.

In the MENA region, the positive impact of social media on the per-
formance of firms is also proven. Mahboub (2018), in his study of 102
banks operating in a dozen MENA countries, concludes that the use of
Facebook has contributed to their financial performance in terms of prof-
itability and growth. Such a premise is corroborated by Dodokh (2017)
who notes that Jordanian fishing companies have benefited from the
adoption of social media. Initially, these have enabled them to adapt
quickly to changing customer needs, develop and introduce their new
products to the market at the right time based on customer feedback,
reduce production costs by increasing product matching to customer
requirements, and generate greater employee satisfaction by innovating
in terms of work methods and incentives.

In general, Smits and Mogos (2013) explain that the use of social
media increases companies’ performance by improving their managerial
practices. Andriole (2010) highlights six sources of social media contri-
butions.
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• First, communication and collaboration mechanisms are strengthened
by such technologies by allowing rapid access to individuals, better
coordination of efforts, synchronization of projects and tasks, and
traceability of exchanges for audit purposes.

• Second, social media have accelerated the development of products
and services, including computer applications, by involving experts,
customers, suppliers and employees online. They have also enabled
companies to improve their applications more quickly and support
their use.

• Third, social media have boosted customer relationship manage-
ment, providing companies with a wealth of information about their
customers, increasing their access to more customers, facilitating
exchanges with them and collecting their feedback, and improving
the effectiveness of their communication through more targeting and
interactivity.

• Fourth, social media have supported companies’ innovation activi-
ties. The cross-fertilization of expert ideas, the exploitation of rapid
customer feedback, and community co-creation mechanisms have
made innovation an open process where multiple contributors can be
involved and where improvements can take place on an iterative and
continuous basis, across geographical and time zone boundaries (Bell
and Loane 2010).

• Fifth, training in the social media era has also undergone a trans-
formation. Indeed, the sharing of knowledge and experience is now
widely done at the level of customers, suppliers and employees,
regardless of their geographical area. Thanks to social media, the
training content can be codified and scripted in online mode and
evolve instantaneously.

• Finally, social media support enterprise data management by enabling
the collection, processing, organization, sharing, improvement,
backup and restoration of information exchanged between users,
employees, customers and suppliers.

Such benefits are felt by individual companies regardless of their size or
activities (Nah and Saxton 2013). For entrepreneurs, social media rep-
resent a real opportunity (Samuel and Sarprasatha 2015). They reduce
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barriers to entry for large companies by facilitating access to customers
despite geographical distances and without the need for major invest-
ments. The arrival of these digital platforms has in fact transformed mar-
kets by redefining their boundaries and bringing new ways of prospecting
customers, producing and marketing products. It has changed the nature
of the relationship that companies must maintain with their customers.
Such a relationship is no longer based on a simple transaction but on the
construction of a social bond. For SMEs that would find it more diffi-
cult to establish direct trust relationships, social media, combined with
e-commerce platforms, allow them to engage with customers nationally
and internationally. In India, digitally active SMEs have grown their rev-
enues by 27% annually. In Indonesia, 80% of the latter have increased
their incomes. A Deloitte study revealed that the digital engagement of
SMEs can bring an additional 2% growth.

For example, SMEs have benefited greatly from the prescription tools
offered by social media. Social media users have contributed to the devel-
opment of SMEs and businesses in general by recommending their qual-
ity products and services. The most well-known example is Facebook,
which allows users to share, among other things, their locations and
experiences in the various places visited (restaurant, hotel, shopping cen-
tre, etc.), which contributes to the reputation of the service providers
contacted. By creating a Facebook page, companies can also be rated
and therefore benefit from user feedback and ideas for improving their
products. In addition, there are specialized platforms such as Tripadvi-
sor, Foursquare or Yelp, which allow users to rate the various products
and services offered in given sectors and which managers follow closely
to position their offerings effectively against the competition and attract
more customers.

In this way, new opportunities and methods have been unveiled
to entrepreneurs who, through their agility, have adequately adapted
and positioned themselves against large companies (Baby Sam and
Sarprasatha 2015). Social media have enabled start-ups and SMEs to
expand their resources by mobilizing the customer community on a vir-
tual basis to define the need, co-develop with them their products and
communicate them on a large scale. Entrepreneurs have also been cre-
ative in engaging customers in the various stages of the product life cycle.
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Through social networks, they have succeeded in building social capi-
tal and building a relationship of trust with customers that they could
not have had through traditional marketing methods due to a lack of
resources.

Social Media Risks

The use of social media is not without risks, of course. First, it poses
security and privacy challenges for all users. Indeed, social networks can
be infiltrated by hackers and compromise the confidentiality of personal
data, hence the importance of strengthening control to ensure the protec-
tion of individuals and respect for their rights. Just remember the hack-
ing that Facebook suffered in 2018, with 50 million accounts attacked
worldwide.11 According to Facebook, hackers have exploited vulnerabili-
ties in the application to access users’ personal information. Such an inci-
dent occurred a few months after the Cambridge Analytica12 scandal, a
data analysis firm that used data received from Facebook in psychological
research for political purposes during the 2016 American election cam-
paign, without authorization from Facebook or its users. In 2014, the
Snapchat application was also hacked, with 4.5 million users whose data
were disclosed on the Internet.13

Secondly, social media present, for companies and governments, the
problem of data abundance and the challenge of managing increasingly
massive data. Indeed, the multiplication and accumulation of informa-
tion put online pose a challenge to companies in terms of monitoring
and processing shared data. They must also find a way to attract and
retain the attention of their target community in this increasingly rich
and sought-after medium. This is all the more crucial if we take into
account the backwardness of companies in terms of digital strategies.

11http://www.lefigaro.fr/secteur/high-tech/2018/09/28/32001-20180928ARTFIG00351-
facebook-pirate-50-millions-de-comptes-concernes.php.
12https://www.abc.net.au/news/2018-03-18/cambridge-analytica-suspended-by-facebook/
9560272.
13http://www.rfi.fr/technologies/20140102-snapchat-piratage-4-millions-donnees-hackers-
internet-reseaux-sociaux.

http://www.lefigaro.fr/secteur/high-tech/2018/09/28/32001-20180928ARTFIG00351-facebook-pirate-50-millions-de-comptes-concernes.php
https://www.abc.net.au/news/2018-03-18/cambridge-analytica-suspended-by-facebook/9560272
http://www.rfi.fr/technologies/20140102-snapchat-piratage-4-millions-donnees-hackers-internet-reseaux-sociaux
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Moreover, the rapid development of social media is also resulting in a
gap between the needs of companies and the skills available on the job
market. For this reason, the role of Business Schools in the development
of digital skills is important.
Third, the immediacy, speed and scale of the dissemination of infor-

mation on social networks pose a challenge for companies in terms of
monitoring their e-reputation. More recently, social media have been
the scene of a groundbreaking protest action in Morocco; three major
companies in their respective sectors, Centrale Laitière (a Danone sub-
sidiary), Les Eaux Minérales Oulmès and Afriquia Gaz, have had to face
a boycott campaign from consumers. In an attempt to protest against
the rise in consumer product prices, some Moroccan Internet users have
targeted these companies, leaders in their respective markets, by calling
for a boycott of their products as Ramadan 2018 approaches. Such boy-
cott attempts have always existed for different economic and/or political
reasons, but with social networks, their diffusion and consequently their
impact has become powerful. This operation, which won the support of
millions of consumers in Morocco, had many impacts on the brands tar-
geted as symbols of a high cost of living, but also of economic power in
a society where wealth is unequally distributed. It has also had an impact
on the country’s elites, who have been shaken by the violence of protest
speeches on the web but also by the ability of citizen-consumers to resist.
The Moroccan government itself has failed to find ways to defuse this
social tension, which has taken on a new form through the use of social
media.
The consequences were not long in coming; Groupe Danone world-

wide reported its profits in 2018, noting a 4.1% decline, with sales stag-
nating at e24.65 billion.14 This situation is explained by the 2.1% drop
in sales in the fourth quarter of 2018, with a significant effect from its
Moroccan subsidiary, which recorded a 35% decrease. According to a
Danone press release,15 the impact of the boycott campaign on net sales
of milk and dairy products in 2018 is estimated at 178 million euros,

14https://telquel.ma/2019/02/19/plusieurs-syndicats-appellent-a-la-greve-generale-pour-le-
huitieme-anniversaire-du-20-fevrier_1629005/.
15https://www.danone.com/content/dam/danone-corp/medias/medias-en/2018/
corporatepressreleases/pr_fy_2018_en.PDF.

https://telquel.ma/2019/02/19/plusieurs-syndicats-appellent-a-la-greve-generale-pour-le-huitieme-anniversaire-du-20-fevrier_1629005/
https://www.danone.com/content/dam/danone-corp/medias/medias-en/2018/corporatepressreleases/pr_fy_2018_en.PDF
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two-thirds of which are linked to the decline in milk sales. It also cost
the company significant communication expenses to counter the effects
of such a campaign, which also explains the 43 million euro decrease in
profitability. In fact, in this case, the effects of the boycott are more sig-
nificant if one takes into account the perishable nature of the product
in question and the economic and social consequences that have affected
milk producers, who have had their production cancelled. For its part,
the Société des Eaux Minérales d’Oulmès16 experienced a 17.8% drop
in sales and a decrease in net income of around 88% in the first half of
2018, due to the boycott campaign targeting its flagship product, min-
eral water “Sidi Ali”. Such an impact is particularly significant if we take
into account the company’s performance a year earlier, in 2017, with
an increase in turnover of 16% and net income (11%). In response to
this situation, the targeted companies, particularly Danone and the com-
pany Eaux Minérales d’Oulmès, have decided to lower the prices of their
products and to carry out communication actions. They had to explain
the price calculation process and recall their social contributions in the
country.

Fourth, social media have brought the risk associated with “Fake
News” which has contributed to undermining people’s trust in official
media. According to a Gallup survey in 2016, only 32% of Ameri-
cans said they trusted mass media compared to 66% in countries such
as Jordan, Lebanon, Qatar, etc. They have allowed conspiracy the-
ories and half-truths to spread and misinformation and propaganda
sites to threaten countries’ socio-economic and political stability. In the
3 months leading up to the 2016 US elections, Fake News’ Top 20 was
more active on social media (8.3 million shares, reactions and comments)
than the Top 20 major media news (7.3 million), according to Silverman
(2016). According to Allcott and Gentzkow (2017), social media carried
40% of Fake News’ website traffic, compared to 10% through traditional
media.

16https://www.jeuneafrique.com/633001/economie/boycott-au-maroc-le-resultat-des-eaux-
minerales-doulmes-en-chute-de-88-au-premier-semestre/.

https://www.jeuneafrique.com/633001/economie/boycott-au-maroc-le-resultat-des-eaux-minerales-doulmes-en-chute-de-88-au-premier-semestre/
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In financial markets, Fake News broadcast through social media is
used to influence stock prices and carry out fraud. In 2015, United Secu-
rities and Exchange Commissions filed a complaint against a Scottish
trader who, by sending tweets from similar accounts to rating agencies,
caused two companies to lose 28% of the value of their shares, or $1.6
million, to take advantage of them. Finally, this risk, which is currently
difficult to measure, is considered by theWorld Economic Forum as a seri-
ous threat to the future. In 2013, following a hacking, a tweet sent from
the official account of the Associated Press about two explosions in the
White House that allegedly caused the death of Barack Obama, resulted
in the loss of $130 billion in a few minutes. In the MENA region, the
current crisis in the Gulf countries and its socio-economic repercussions
can be explained, in part, by the dissemination of false information on
social media. In this sense, we cite several examples of Fake News from
the region published on social media and feeding all the rumors on the
net.17

In fact, Fake News pose a threat to both companies and social
media themselves. This phenomenon certainly generates considerable
and instantaneous interest on the part of social media users, but risks
undermining the credibility of all the information circulating on the var-
ious platforms and driving users away. Thus, it would reduce the attrac-
tiveness of social media for companies wishing to advertise their products
or interact with their customers. According to the Northwestern Univer-
sity in Qatar survey, only 47% of users in the MENA region say they
trust news shared through social media.

Finally, social media can have negative impacts on other sectors
(Dell’Anno et al. 2015; Rayna and Striukova 2010). The abundance and
variable quality of shared data in social networks could result in higher
research and information processing costs. The use of social media is not
always considered beneficial given the decrease in productivity it causes
by entertaining employees in some cases. Secondly, the open and free
dimension of social media means that its development results either in

17https://mondafrique.com/le-prince-ben-salman-a-disparu-des-radars/, https://www.atlantico.fr/
decryptage/3408495/inquietude-maximale-sur-l-arabie-saoudite-mbs-le-prince-heritier-qui-s-est-
volatilise-raufer-xavier.

https://mondafrique.com/le-prince-ben-salman-a-disparu-des-radars/
https://www.atlantico.fr/decryptage/3408495/inquietude-maximale-sur-l-arabie-saoudite-mbs-le-prince-heritier-qui-s-est-volatilise-raufer-xavier
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marginal economic growth or a reduction in GDP because of the sub-
stitution of certain previously commercial activities by others that were
free (e.g. disappearance of newspapers, etc.).

Conclusion

The development of social media brings increasingly substantial eco-
nomic activity to the MENA region. The various platforms offer a space
for meeting and interaction that is highly valued by individuals, espe-
cially young people, who are increasingly leaving the traditional media.
They provide an opportunity for companies to promote their products
and services. As a result, they create an advertising market that is con-
stantly developing. The role of social media is all the more crucial if
we take into account the challenges faced by companies in the face
of increasingly fierce competition, market globalization, national socio-
economic changes and technological change. They enable companies to
develop a competitive advantage by adopting a new way of interacting
with customers (Akmese et al. 2016).
To realize the benefits of social media, MENA countries must invest

more in their technological infrastructure and put in place laws and stan-
dards that promote the use of social media. They must also include in
their training programmes to develop the digital skills required by com-
panies and educate their populations for effective and responsible use.
For their part, companies must adopt a well-considered strategy, contin-
uous analysis and regular adjustments. In this context, companies need
an active policy for managing customer communities. They must imple-
ment a digital strategy that would enable them to understand the expec-
tations of their target customers, monitor their behaviour, collect feed-
back about their products and services, interact with them to explain
their characteristics and support them in their use. There are therefore
several advantages to using social media for marketing and commercial
purposes.

Social media monitoring is also essential for companies to manage an
increasingly broad strategic dimension, namely the management of their
brands and their corporate image, ultimately their e-reputation (Schultz
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and Peltier 2013). Social media allow individuals to share their expe-
riences and opinions about products and services. The latter can also
communicate through social media their judgments about the social
behaviour of companies. Consequently, by interacting on a large scale
with the social media community, they can affect the perception that
actors have of a given context and in particular customers, of certain
brands and/or companies. It is therefore in the interest of companies to
adopt practices for analyzing social media content and defining commu-
nication strategies that will enable them to maintain their reputation and
possibly cope with Fake News.

However, the success of a digital strategy requires the support of top
management (Tajudeen 2014). This is a very important subject because
we observe that the adoption of such tools still faces reluctance among
a segment of the population and companies for various reasons. In
some cases, the competence barrier explains this delay, in the absence of
expertise within companies and among individuals to appropriate social
media. In other cases, there is resistance to change that some individuals
and companies may express in the face of social media, out of concern for
the security and confidentiality of shared information. Finally, in some
countries, the use of social media by individuals and companies must
overcome the technical problems related to the connectivity of their ter-
ritory and the blocking of certain applications by governments in place
for regulatory or political reasons.

Finally, the adoption of social media requires companies to use the
procedures and technologies necessary to ensure the security of their
accounts and shared data. To do this, the latter are called upon to adopt
the standards in force to prevent, for example, the leakage of information
from their customers. They must also comply with the laws applicable in
the various countries to ensure the confidentiality of the personal data
of their digital communities. To this, must be added the importance for
companies to face the anonymity that users are increasingly imposing
on themselves in their use of social media and their propensity to block
advertisements on the Internet. This trend reduces the accessibility of
companies to useful information about their target customers.
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Throughout centuries, the media, undoubtedly a vital medium used to
reach masses, has been a main contributor to the success or downfall of
many organizations and people. Media has evolved with the constant and
fast upgrade of technology. From print to radio to television, respectively
becoming more personal, each subsidized in their own way, to become
the ears and eyes of the people. The progression of this vast growing
industry made it possible for people on different sides of the globe to
know what is happening in countries around the world, serving to pre-
dict potential local economic, political or environmental changes.

C. Habib (B)
Marketing and Communications, Exotica SAL, Zouk Mosbeh, Lebanon
e-mail: thabib@exotica.com

G. Najm
Holy Spirit University of Kaslik, Noise PR Firm, Clementine Ad Agency,
Metn, Lebanon
e-mail: georges.najm@noise-lb.com

© The Author(s) 2020
N. Azoury and L. Daou (eds.), Business and Social Media in the Middle East,
https://doi.org/10.1007/978-3-030-45960-4_6

101

http://crossmark.crossref.org/dialog/?doi=10.1007/978-3-030-45960-4_6&domain=pdf
mailto:thabib@exotica.com
mailto:georges.najm@noise-lb.com
https://doi.org/10.1007/978-3-030-45960-4_6


102 C. Habib and G. Najm

The media has been the prime chosen channel to directly communi-
cate with people, not just for organizations but governments also. It has
acted, from the moment of its existence, as a weapon to shape, express
and sway opinions and attitudes. More specifically, politicians realized
the power of media in which it was gradually assumed. In the 1930s,
when the United States of America was experiencing economic uncer-
tainty, it was Franklin D. Roosevelt, that was capable of convincing the
American people to not withdraw their money from banks. He contin-
uously issued statements through radio, which unlike press was easily
transmissible to the rural areas. Progressively so, television had a stronger
effect on its viewers since it was able to combine various senses into one,
causing an even greater connection between politicians and their specta-
tors.
The media industry has become one of the biggest grossing indus-

tries in the world. In 2015 the global worth was 1.72 trillion USD and
predicted in 2021 to reach 2.2 trillion USD. This industry stands as
an informational and entertainment source simultaneously and tends to
serve the following purposes, explicitly in the political sphere:

• Accountability between political leaders and citizens.
• Shedding light on issues that are important and require awareness.
• Providing citizens with the right information so that they can make

educated decisions.
• Allowing for people to share with one another in society.

Press, radio and TV immediately satisfied the first 3 objectives however
objective 4 only became possible with the change of mainstream media
into digital media and more precisely with the addition of social media.
Social media, a form of digital media, referring to all online networks
such as but not limited to, Facebook, Instagram, Twitter, and LinkedIn,
flipped mainstream media from a one-way form of communication to
an instant two-way communicative method. Moreover, it created further
benefits of which corporations, governments, individuals and specifically
politicians were able to use for personal advantage.
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The primary benefit of social media is that it puts both sides in direct
contact. Politicians were able to share real-time information; this real-
time information reflected their lives including families, good-deeds,
lifestyles and at times speedy pinpointing of their opponents’ negatives.
This method created a connection between the two parties that was never
before achievable. “Befriending” and “following” politicians became the
trend to stay updated about campaign happenings and results. Through
his account, @therealdonaldtrump, the current President of the United
States of America was and is still able to reach, influence and interact
with 12 million followers, making him rank in 3rd place on the 2018
list of the World’s leaders on Instagram.

It has been proven that this huge number of followers matched with
powerful and relevant content contributes to immediate effectiveness and
a win in the toughest elections and today with this realization politicians
are always online. In comparison to how it used to be, people had to
wait a few hours or sometimes a few days to receive the latest happenings
where unlike now with the adoption of these networks, we are able to see
what they were up to nearly every minute of their lives. The idea of “al-
ways online” has become part of their campaigning strategy and most sig-
nificantly it so happens to be free of charge. Of course, governments have
realized that politicians may take advantage of this during elections and
have therefore instilled rules and regulations during these times. This free
form of media as a result has become the number one medium politicians
have opted to adopt. Everything can be achieved through this medium
including but not limited to: the formation of perceptions, image cre-
ation and fixing, reaching people of all ages and genders and the design
of customized messages.

All of these benefits have no doubt created a constant need of a “po-
litical strategy” and even more so, a “political marketing strategy”. As
stated by Newman and Perloff in the Handbook of Political Commu-
nication Research, political marketing is defined by “the application of
marketing principles and procedures in political campaigns by various
individuals and organizations”. From here we can therefore proceed to
say that politicians can be treated very much like brands in commercial
marketing. By looking at the numbers, we have realized businesses have
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now transformed to become more digital savvy and specifically in the
Arab world.

Businesses have adopted digital for the many reasons already men-
tioned in this chapter and to further serve the never changing objectives
of awareness, image/attitude building and persuasion.

Similarly, politicians in the Arab world continuously design their
online strategies to reach these 3 objectives knowing that they are able to
influence their voters. With this being said, all politicians in this region
cannot create a one size fits all type of strategy due to the differences in
their target markets of course but also due to the differences in the elec-
toral systems; a unique make-up that political marketers have to con-
sider. In order to reach this conclusion, five very influential politicians
have been chosen for reflection purposes:

• Abdel Fattah El-Sisi, President of Egypt.
• Mohamad Bin Salman, Crown Prince of the Kingdom of Saudi Ara-

bia.
• Bachar El Assad, President of the Syrian Arabic Republic.
• General Michel Aoun, President of the Republic of Lebanon.
• Sheikh Mohammad Bin Rashed Al Maktoum, Governor of Dubai &

Hamdan Bin.
• Mohamad Al Maktoum (Dubai).

As a preliminary comparative, Table 6.1 shows the social media platforms
that have been used and the following on each of these platforms by the
chosen political figures.
Table 6.1 alone reflects some important information that is worth ana-

lyzing. Choosing which social media platforms to use can first determine
the target market political figures are attempting to engage. It goes with-
out saying that their presence on social media is an immediate indication
that they are endeavoring to interact with younger generations however
although proven to be the channel with the highest usage rate, Facebook
has experienced a drop in online youth followers. Facebook, mainly due
to its user-friendly platform, has gained followers from the older gener-
ation (64–75) whereas Instagram for instance had an increase from the
online youth target of 17% between 2014 and 2017.
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Through further analysis of Table 6.1, it is apparent that political fig-
ures tend to concentrate their strategies on two main platforms, namely
Facebook and Twitter. As said by the Pew Research Center, the reason
why Twitter has been chosen as the vital communication medium for
politicians is due to viewing a major increase of politically interested users
using Twitter as their primary referral for political content. Furthermore,
a significant amount of people say that at least half the posts they see
on Facebook and Twitter account for political posts; a reflection of how
adamant politicians have adopted these channels.

Social Media in the ArabWorld

In the MENA region, social media is now part of the daily life of its
people. Facebook has more than 140 million users across the region and
Instagram’s growth surpassed Twitter in a study conducted for Egypt,
Lebanon, KSA, Tunisia & the UAE.

Social Media in this part of the world has proven to be a game changer.
It has developed into an outlet to practice freedom of expression and
formulate communities with similar political outlooks despite the differ-
ent religious or cultural backgrounds that may exist. Social media was
immediately credited for the Arab Uprisings in the sense that all activists
would stress on the use of the Internet and social media at that time
to “spread the fever” whether nationally or internationally. After some
time and an assessment was made regarding the true role of social media
during that time, it was realized that the role of these platforms served
differently than the West. A study performed by the United States Insti-
tute of Peace came with the initial hypothesis that social media was an
instigating device for these Uprisings. This hypothesis, to some level, was
dismissed as the conclusion of their study determined that the role was
more to communicate to the outside world what was happening in their
countries.

In the Arab world, social media seemed to be a platform to attract and
rally people that seem to come from a certain education level. In Egypt,
approximately two thirds of the population (65%) is not Internet users.
Despite this low number of Internet users, a whopping 84% of those who
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do use social media use these platforms to gather political information.
To take it further, this same study found that their research proved the
role of social media was to spread information and not necessarily to
mobilize citizens for the uprisings.

In order to understand the founding nature of social media in the
Arab countries we have specified earlier in this chapter, an analysis of the
political leaders and their use of these platforms are required.

President Abdel Fattah El Sisi (President of Egypt)

Egypt is historically a leading force in the Arab World. Cairo could
be historically counted as the “Arab World Capital”, hosting the Arab
League headquarters in it. In addition to this, Egypt is the Arab’s world
highest populated country and with the strongest military power. A study
completed about the Arab World with the exclusion of the “100 million
consumer” market would be incomplete and irrelevant. The role of social
media in Egypt is very important, especially after the 2011 Arab Spring
revolution. Social media played a key role in overthrowing years of the
regime of President Hosni Moubarak’s reign. Citizens used the various
portals, particularly Facebook and Twitter, to criticize the existing regime
at the time and provided a window into Egypt for the rest of the world
to see what was happening which left Mubarak with no other choice
than to resign. The world knew systematically, methodically, and surely
all what was going on there thanks to social media.

Social media’s importance in Egypt and the role it played to shape the
world’s opinion can be seen in the Khaled Said example. Khaled Said,
an Egyptian citizen was beaten to death for posting a video on YouTube
showing Egyptian police members sharing the drugs after a police raid.
A page with over 400,000 followers was created posting images of his
corpse and inviting people to protest in Cairo’s Tahrir Square. The gov-
ernment tried to block access to Facebook and Twitter without any luck.
As a result of the social pressure and protests, Hosni Moubarak resigned
after 18 days.

Demographically speaking, Egypt is the largest country in the MENA
region, and the social media platforms have allowed Egyptians to raise
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their voices without the interference of the government. President Abdel
Fattah El-Sisi (the second president in line after the revolution, replacing
President Mohammad Morsi through a mixed “coup” and “revolution”)
realized the importance and power of the medium and uses a combi-
nation of Facebook, Instagram and Twitter, to communicate with his
country. As a result, and referring to Table 1.1, President Sisi’s major
concentration for communication is between Facebook & Twitter; two
of the main portals whereby users go to in order to be updated or com-
municate their political beliefs.

Objective 1: Patriotism

The President’s style of communication on all his platforms is incessantly
emphasizing the general policy of Egypt. There is a constant reminder
to not just the Egyptian people but to his followers in general, that he
and Egypt more specifically are major players in Africa, which is shown
through the numerous meetings he has with key, figures in Africa. This
also goes for the Arab World whereby through his platforms, he demon-
strates an obvious influence on policies and decisions. President Sisi has
successfully portrayed to his following that Egypt is a globally active state,
which positively reflects on his followers who must be proud of this activ-
ity. He shows that he is a great patriot matching with his initial campaign
slogan of “Tahya Maser” translating into “long live Egypt”. From day
one, President Sisi was extremely blunt to show his people that he shares
their strong patriotism and through his social media strategy, he is able
to maintain a strong relationship with his people on this basis.

Objective 2: Personal Image

• 1. Reminder of his past as being an officer in the army: he is a tough
man with the capabilities to lead one of the biggest countries in the
Arab world and in a straightforward manner. Culturally in this part of
the world, a lot of respect is paid towards figures in the army therefore
he is using this as a tactic to retain respect whilst being a president.
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This strategy is carried out throughout his pages through an abun-
dance of pictures that are posted on the weekly with officials in the
army.

• 2. A constant emphasis is made on the fact that he is a “states man”
and not of the caliber of other Arab leaders.

• 3. A religious believer who does not miss any opportunity to wish 90%
of the Muslim population that exists in Egypt.

• He attempts to show his audience that he is an open man. He wishes
happy holidays on non-Muslim holidays and with key Christian reli-
gious figures. This shows an openness to everyone.

• A global respected man; pictures with world leaders as the likes of
Donald Trump, Emmanuel Macron, Chinese president. He insists on
showing that he is of importance through the pictures that are posted.

• Showing himself as a President that is very close to his people. He
practices and shows things that are not common among other Arab
leaders (differentiation). E.g.: Iftar organized for the very normal and
traditional people. He welcomes them hand-by-hand and sits on tables
with people who are less than the normal citizen.

All of these tactics are done in order to facilitate re-election especially
since the Egyptian people have the right to vote for their president,
unlike all the other examples that will be proceeding in this chapter.

Mohamad Bin Salman (KSA)

The Kingdom of Saudi Arabia is undeniably the strongest economic
power and the richest country in the MENA region. Just like Egypt, KSA
imposes itself for the credibility of any study. Since 2012, the growth of
Internet users in the Kingdom of Saudi Arabia has risen by 300%. One
third of them are regular users of social media. The country is still con-
sidered “closed”, vis-à-vis other countries in the region, but the per capita
number of Twitter and YouTube users is the highest in the world, indi-
cating how connected Saudi citizens are.
There are two type of messages communicated in the social media

scene in the KSA:
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• The first is from the conservatives consisting of radical forces and
religious people who use the platforms to complement the messages
of their religious teachings, to further preach to the faithful and to
recruit. In a study published in 2013, only 8% of social media users
do so for political reasons, the others use the Internet for reading reli-
gious content.

• On the other end of the spectrum, we have the Kingdom’s “changing
forces” who use social media to advocate liberal ideas, protect women’s
rights and equality. Slowly, they are affecting the power of the tradi-
tional authority. These groups seek to integrate women into politics,
business and teaching. Women2Drive was highly popular in calling
for women in the KSA to drive and speak out against the religious
clerics.
The population of the KSA has developed into a much younger

representation; nearly half of the Kingdom’s population who has easy
access to information, which previously was considered “classified”
The widespread use of smartphones and the connection to social
media platforms have completely transformed how information now
gets dispersed. Although public gatherings and protests may not take
place usually, this new access to these platforms compensates.
The young Crown Prince Mohamad Bin Salman (worldwide known

as MBS) actively began looking for a direct connection with the
young population through social media. Although his activity is shy,
he understood the transformative power of this tool and created the
Mohamad Bin Salman Foundation as a private charity whose aim is
to create fruitful relationships with influencers. Table 6.1 shows a very
low reach on all his platforms. An analysis towards this can be con-
tributed to two main reasons:

– MBS does not believe in the significance of social media.
– He is waiting for the correct moment to enhance his pages dramati-

cally. MBS entered his rule in an extremely forceful matter. His first
moves as a ruler was capture key figures in Saudi Arabia who are
known to own empires. These figures were held hostage in a Hotel
and were obliged to pay a hefty amount of money to the govern-
ment to be set free. His wait therefore on social media can be due
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to the fact that he is waiting for all the “old” empires to be cleaned
as to reduce his criticism and risk.
Through the implementation of the foundation, MBS has now

provided a “state-approved” framework for public engagement,
meaning that content has to be approved by the state before pub-
lishing. Moreover, the foundation organizes sessions on media, writ-
ing and film in order to recruit influencers and young people as
advocates for the new regime. On the other hand and most impor-
tantly independently of the controversy that MBS creates locally,
regionally, and internationally, the Crown Prince is leading acute
systematic changes in his country. Granting women the right to
drive their cars is a first blunt example. Opening his country to
music, concerts, and other cultural activities, banned for decades, is
another example; the list of changes continues. The Crown Prince
is literally adored by the young generations, particularly those aged
between 18 and 40, who simply believe he is dramatically improving
their lives. MBS knows this and with his lack of social media activity
he may assume that he is not in need of using this medium to com-
municate with anyone. He came into position by force and he will
remain there by force. The population does not need to be con-
vinced for reelection and with his forceful demeanor, people may
think twice to plan an overthrow.

President Michel Aoun (Lebanon)

The young Lebanese population has embraced the use of technology and,
through social media, they communicate their thoughts regarding their
leaders and the various political issues they face on a daily basis. Accord-
ing to the latest study by Pew Research, Lebanon ranks 2nd worldwide
in regards to the share of adults in each country who use Facebook, scor-
ing 68%. Surpassing the United States of America, Canada and China,
the overall share of adults who use social networking sites in Lebanon
amounts to 72%.

It is obvious that the low speed Internet hasn’t stopped politicians or
citizens alike from creating buzz on social media platforms. Hundreds
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of pages and groups, official and unofficial, were created in recent years
for political matters. Lebanon imposes itself first in this kind of studies
because the load of “political content” Lebanese share on all social media
platforms is simply enormous.

A large number of these Internet users do express their political views
however it is realizable that the Lebanese population are very much
involved in politics and specifically involved in parties that represent
religious and ethnic sects; the reasons behind the strong bond Lebanese
share with politicians and their parties. It must be mentioned that a shift
away from political parties is beginning to form however it may not be
very influential for quite a while.

One example of social media’s power in the political landscape is the
rising rate at which politicians interact with the Lebanese people on Twit-
ter. They are no longer only accessible to people within their closed
groups, now they are available to all citizens with different beliefs and
values.

President Michel Aoun is harnessing the power of social media, and his
followers on Facebook, Instagram and Twitter are rising daily. With very
homogenous pages, the President communicates daily about his political
and social visits and addresses his people with important messages. The
President of the Republic of Lebanon has a layer of two complimentary
communication platforms on Twitter, Facebook & Instagram; by this it
is meant that he still operates personal platforms and at the same time has
an official presidency platform whereby announcements are also made.
The amount of followers shown in Table 1.1 supports the fact that the
number one platform for political subjects is Twitter however we must
highlight that the following depicted in this table are from his personal
accounts. The Presidency account was given force after his election into
the presidency. These accounts have a following of 144,000 on Twitter,
106,000 on Facebook and 38,200 on Instagram. To start analyzing his
communication platforms one mustn’t ignore two important points that
shape his strategies, the man & his context.

President General Michel Aoun is one of the most well-known figures
in the country. He is known to be revolutionary and straight to the point.
As a famous official in the army, his patriotism was and still is a point of
no contention and due to his wisdom and determination he was labeled
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as a “father” to the Lebanese people, especially in times of strife. These
attributes are overly evident through his communication. As for the con-
text in which the President is governing, it is completely different to the
context of his predecessors. Today, Lebanon is publicly living in an exis-
tential crisis where everyone is focusing on the solution of this situation.
Two crises are specifically draining the country, the first being the Syrian
refugee predicament and the second being the beyond negative financial
state of the country.

By taking the man and the context into consideration, it is appar-
ent that the President is not entirely free to communicate to the public
through social media as a “free-man”. His country is not in its best times
and therefore he must be sensitive in both his actions and words. Fur-
thermore, his communication obligatory became more contained since
his profile moved from an opposition as he was in parliament before, to
a President whereby he is now bound to certain protocols. His strategy
lies within the following lines:

• He is first and foremost a military man. His profile pictures on his
personal accounts are those not of him as President but of him as
a military figure handing over military swords to cadets. His era in
the military was the time where he created his name, credibility and
following and to this he is aware, he owes everything.

• Patriotism continuously arises on his social media pages. Several exam-
ples portray this role whereby he addresses the nation on his pages dur-
ing times of crises. The first example to highlight is during the parlia-
mentary elections. The President encouraged on the Lebanese to vote
as the results were showing that turnout was low. The second example
was also shown whereby he called for people to stop demonstrations
against the budget plan and asked the elected government to devote
all the time and effort to issuing a sound plan.
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Sheikh Mohammad Bin Rashed al Maktoum,
Governor of Dubai

Studies show that the UAE has the highest percentage of Facebook users
in the MENA region (41% of the entire population), the highest per-
centage of LinkedIn users (14.8%), and is the region’s top tweeting
country with more than 2.5 million tweets/day. Dropping prices of
smartphones and the superfast Internet at low prices has led to the mas-
sive increase in social media usage in Dubai.

New regulations have set standards for communication on social
media platforms, intending to control as much as possible what can and
can’t be said. Apart from setting taxes on influencers, the new rules pro-
hibit any advert for alcohol or smoking. The content must not offend
God or the government and must show respect for the heritage of the
country and mustn’t harm the society’s cohesion and unity. These regu-
lations seem to be a pure reflection into the strategy of this states leader,
Dubai Governor Sheikh Mohammad Bin Rashid Al Maktoum. He is a
figure who is undeniably a role model for Emiratis of all ages. Not just
people of all ages are in admiration but people of all nationalities “wish”
they had someone like him in their countries doing what he has done
over these years.
The communication and social media strategy of Dubai’s Governor

is seemingly varied from all others mentioned in this chapter. His Excel-
lency has specifically designed his platforms to first and foremost connect
with the younger generation. Twitter and Instagram are his main medi-
ums for communication whereby the latter medium is a core mechanism
to address the future of the country. His activity on social media signifies
two main objectives, which perfectly meet the newly made regulations
put for the industry:

• Dubai First: While understanding the strategy of this leader’s social
media pages, it became very apparent that Sheikh Mohamad does not
speak of himself. Instead continuous statements are made about the
success, achievements and greatness of Dubai through his high fre-
quency posting. As he is the main leader and designer of this state he
indirectly links this success to him, as it was his vision and strategy that
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lead to the triumph his people experience on a daily basis. Although
Dubai First is his main concentration his repetitive use of Instagram
is also used to portray his openness towards the outside world and the
expats that reside in Dubai.

• Dubai Policy: Through his platforms he makes it ever so clear about
the standing of Dubai. He fiercely establishes that he is the main
advocator of the GCC. The flags of Saudi Arabia, Oman and Kuwait
appear on his page with clear messages denoting his alliance and sup-
port. Moreover, it is apparent that United States of America is the
strongest international ally to the UAE clearly defining his position-
ing on world matters and the region.

• Image Building: To complement the primary objective of Dubai First,
His Excellency discreetly invests in building the desired image for him-
self. Dubai has developed into a business, social and cultural hub of
the Middle East whereby its people share its fruits. He purposely posts
pictures of his favorite sport, which happens to be horseback riding,
along with the horses that he owns. Apart from posting about the most
expensive sport worldwide, he enjoys showing the collection of his cars
and watches.
The remaining points to mention in regards to Sheikh Mohamad

Bin Rashid Al Maktoum’s imagery building are the fact that he has
established a clear positioning of himself as being a credible figure and
a cultured and educated one. The accomplishment of his mission and
vision for Dubai speak for themselves. No one can deny that what
has been done is not impressive and he makes sure to pinpoint this
numerously on Twitter and on Instagram.

Syrian President Bachar El Asad
(Syrian Arab Republic)

Social media has played an important role in the Syrian crisis. For the
first few months of the crisis right before the war heavily broke out, it
was used to report what wasn’t being said on traditional media and it was
an alternative way to create structure for the “opposition” and everyone
against President Assad.
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Opposition groups used social media to shape their public image, to
brand their various factions and to publicly support their various causes.
Tweets were being used to inform followers where were the clashes hap-
pening with the Government Army, with audio-video supporting them.
Social media has shaped and defined the Syrian conflict in a way that has
never been seen before, both inside Syria and for those outside looking
to understand what was going on within the torn-out country. In the
past year, Facebook usage in Syria has increased by 45.8%, followed by
Youtube 34.67%, Twitter 16.52%, and Instagram 0.25%.

President Bachar El Assad doesn’t have an official page on Facebook,
only a fan page with people professing their love and devotion. The page
in question counts 225K likers. However, what is worth being thor-
oughly studied is the case of the accounts of the Presidency of the Syr-
ian Republic, in view of their size (1.6 Million Likes on Facebook) and
in view of them being primarily (not to say exclusively) used to per-
sonally promote the President and his wife. Through those platforms,
he mainly communicates through Instagram and Twitter, and he usu-
ally posts about his visits, sometimes with his wife. In addition to the
above, the case of President Bachar Al Assad imposes itself in view of the
war, of him still being in power, and (how?) him still being able to offi-
cially communicate through (American) social media platforms despite
the complete international embargo under which he lives.

Conclusion

We have seen in previous sections the main purpose as to why political
leaders in the MENA region have invested in social media. Social media
is viewed these days as the most significant medium to connect with
people of a vast demographic. The main difference that has been realized
between social media in the West and the MENA region is the political
objectives behind their platforms. In fact, all politicians want to speak to
their population yet have different motives. These motives seem to differ
based on how the country is politically built.
The 5 countries taken, are all constructed on electoral systems that

are said to be most beneficial for their people and the situation of their
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country. Moreover, it needs to be mentioned that the figures chosen in
this study are the most powerful leaders in their country, either holding
the position of President, King or Crowned leader.
The main connection that needs to be made here is that a political fig-

ures’ social media strategy may vary depending on whether their people
vote for them to be in power or not. Egypt is a country with a semi-
presidential system whereby the people have the right to vote for their
president, unlike KSA, Lebanon & UAE. Due to these different voting
rights, we reach to the following conclusions:

• Political figures that are not brought into power by the people (monar-
chy or elected by the parliament) do not need to establish a persuasive
communication strategy; on the contrary they continuously work on a
basis of awareness and action/reminder. Lebanon, KSA & UAE do not
ask for their citizens to vote for their leaders. The leaders are chosen
either from within the elected parliament or are voted among a royal
family.

• When countries require their people to vote for their leaders such as
Egypt and Syria, the call for action can be more persuasive at a cer-
tain point in time and then is focused on accomplishment and the
important issues that the country tackles on a daily basis.

• Due to the demographic of the countries at hand and the various reli-
gious sects that the country itself naturally has or shelters (UAE &
expats), the majority of the leaders must show an openness to all reli-
gions, ethnicities and backgrounds therefore not missing any oppor-
tunities to address all people at different occasions.

• Campaign slogans for all the mentioned politicians seem to be patri-
otic and of grandiose effect; none of them seem to use slogans that
depict a political plan or agenda. They are all in the business of show-
ing achievements, success, power and “hope” especially since the coun-
tries in the Middle East can be considered unsettled. From here we can
establish that the MENA region seems to “Godify” political leaders
and it is clearly shown on all social media outlets of the aforemen-
tioned figures.
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The Role of Social Media During

the Arab Spring

Antoine Nasrallah and Nada Sarkis

Introduction

Writing in pre-Revolution France, Louis-Sebástien Mercier1 declared:

A great and momentous revolution in our ideas has taken place within the
last thirty years. Public opinion has now become a preponderant power
in Europe, one that cannot be resisted… one may hope that enlightened
ideas will bring about the greatest good on Earth and that tyrants of

1Louis-Sebastien Mercier, 1802, Histoire de France, Paris—France. https://www.history.com/
news/printing-press-renaissance.
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all kinds will tremble before the universal cry that echoes everywhere,
awakening Europe from its slumbers.

Two hundred and fifty years after, this same cry against dictators still
echoes across the world, mobilizing people to move forward in their
attempt to implement change. And the Arab region is no exception.

In the late 2010, anti-government protests initiated in Tunisia and
spread across Egypt, Syria, Bahrain, Yemen and lately Lebanon. This
wave of rallies rocked the MENA region and spread into what became
known as the “Arab Spring”. They were associated with the growing role
of modern media in the region, especially that Arab governments often
control traditional media such as TV, Radio & Newspaper.
Therefore, the question about the role of New Media in the devel-

opment of Arab societies and the recent uprisings and revolutions is a
question that cannot be ignored, given its great influence, diversity and
role in social and political transformations.

Political Ties to Media Evolution

In the fifteenth century, the invention and development of the printing
press constituted a fundamental leap in spreading ideas and transferring
knowledge among the mass, but also an initial threat to the ironclad
power structures of Europe. A backbone tool for profound changes in
societies, it ignited political revolutions that changed many concepts of
governance and state administration leading to transforming interna-
tional relations, all of which were accompanied by social and economic
changes on all levels.
This tremendous discovery led to the expansion of the written media,

engendering many differences in the political and national life of people
to the extent of becoming a force of pressure to the ruler. For a long time,
politicians and economists were alerted by the media and its authority
and dealt with it as a necessary evil. By the end of the eighteenth century,
it evolved and influenced societies to the point that British parliamentar-
ian Edmund Burke (Schultz 1998), designated it as the 4th estate. The
media has accompanied the industrial and technological development to
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the degree of forming one of the main pillars that greatly accelerated the
spread of globalization, making the world a continuous network, break-
ing hence all restrictions and barriers.

Although the printing press played a major role in transforming soci-
eties and in developing the media, globalization had the most significant
impact at all levels, especially in this sector; it has contributed to mak-
ing information available in an easy and widespread manner, enabling
anyone to obtain and benefit from it either negatively or positively.

In the context of this mutual and accelerated development between
the globalization phenomena and the media industry, the latter has
grown and developed its role in all its forms, playing a major role in
the various cycles of the society.
The radio was the people’s talk, during World War I & World War

II, then television accompanied generations, revolutions and political
changes and even contributed to making them; knowledge was simplified
and accessible to all. Satellite television channels played a role in making
the world smaller; who can forget in this context the images of the fall
of the Berlin Wall in 1989, or the invasion of Iraq in 1991 and other
live TV transmissions which facilitated and speeded the reporting and
analysis of the news, even influencing points of view and events.

Finally, on the verge of the 2nd millennium, social media became a
basic pillar for transmitting information at the speed of light, and an
effective tool in directing public opinion. It contributed in making every
connected citizen a partner in the dissemination of information and a
reporter expressing their opinions easily without any form of supervision
or legal or authoritarian deterrent.
The term “fifth estate” (Dutton 2008) that emerged as media moni-

toring or government intervention, no longer had any power in prohibit-
ing the publication of its material as well as its accessibility to people all
around the world.

Spread of NewMedia in the ArabWorld

The Internet has been shaping every aspect of our daily lives especially
the way we connect and communicate, through the speed and volume of



124 A. Nasrallah and N. Sarkis

available information but mostly through the democratization of sharing
ideas on the web.
The advent of web 2.0 and its progress enabled the development of a

multitude of communication channels. The Arab world is no exception
in embracing these New Media in light of arbitrary regimes that failed to
measure its hidden dangers. Social networking sites along with partici-
patory video sites are among the widely spread means of communication
that impacted the political life in the MENA region; they constituted a
platform where Arabs could exercise their freedom of expression.

Social Networking Sites

Social networking sites have tremendously developed over the last
decade, by offering a platform where thousands of people across the
globe can communicate and share interests and opinions, and thus those
who have not created their own page on those sites might feel isolated.
It created a space where thousands of pictures and videos are directly
streamed relaying the true image of happenings. But most importantly, it
engaged the youth in becoming more politically involved and advocates
of change. Accordingly, studies have shown that 66% of social media
users actively engage in political activity online and are likely to transfer
these behaviors offline (Schauer 2018).

Facebook

Following the popular movements, the number of Facebook users in the
Arab world increased from 19 million in 2010 to more than 26 million
in the span of a few months. By the beginning of 2012, this number
reached an impressive 36 million users, almost a 90% increase in 2 years.
This means that Facebook users in the Arab world were increasing in the
four months after the uprising with more than 58,000 users per day,
and this increase will continue until the beginning of February 2012, an
increase of more than 37,000 users per day.
The most noticeable countries that witnessed the popular protests

increased the number of Facebook users between 2010 and early 2012,
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sometimes to double the number. This growing increase in users explains
the importance and role of this communication medium as a revolution-
ary technology—in moving Arab revolutions. If Facebook was not an
important intermediary, its users would not have resorted to this plat-
form. If the Arab world was to be considered as one nation, it would
have ranked 5th in the world this year.

Twitter

As for Twitter, according to the website data issued for the year 2012,
the number of users of this popular medium among Arabs exceeds 1.3
million tweeters, headed by Saudis with 393,000 users, then Kuwaitis
by 235,000, followed by 215,000 Egyptians users. According to Global
Web Index, 51% of world wide web users are in Saudi Arabia and 34% in
the UAE tweet. This platform has effectively enabled activists in Egypt
and Tunisia to communicate and coordinate their activities; they even
invented a special way allowing access to all their tweets and facilitating
thus their work making it more effective and productive.

Blogs and Citizen Journalism

Online Blogging started in 1999 but has seen its growth and impact since
2003 amidst the American war on Iraq. Arab blogs appeared in 2004,
and their spread and influence increased since 2005. Blogs are a forum
where people can discuss ideas and opinions on various topics. Any user
can bring up the topic he wants and make it open for discussion and dia-
logue. Also, each user has the choice to reveal his personal identity and
true image or hide under a false name and an artificial image, enabling
thus a complete freedom to debate ideas, criticize the authorities, espe-
cially dictatorship, as well as raise and tackle thorny issues. Arab bloggers
benefited from the full extent of this platform, and managed to raise the
margin of freedom of expression despite the repressive practices against
them, by highlighting various political and social issues that the tradi-
tional media did not address either because it was owned by the public
sector or was afraid of oppression. The blogs contributed to conveying
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the views of the revolutionaries, especially the opinion leaders, who took
advantage of an unattended space in order to spread their ideas and views
to thousands of followers without fear or caution.

Participatory Video Sites

Participatory video sites played an active role during the popular move-
ments in the Arab world. It conveyed the reality of what was happening
through the use of mobile phones for filming and recording and trans-
ferred those video clips to multiple sites enabling their circulations and
exchange among people. This helped to relay feelings of anger and rejec-
tion of what is happening, thus preparing protestors to go out on the
street; perhaps the most famous site that was used during the Arab pop-
ular movement was YouTube.

As Arab users highly managed to benefit from this site that witnessed
an amazing development, in May 2005, the year YouTube was launched,
the number of videos watched at that time did not exceed 8 million
per day, but in 2012 it reached 3 billion videos watched daily. In 2010,
24 hours of video were uploaded every minute, while in the year 2012,
it reached 48 hours of video every minute, which is about 70,000 hours
a day, equivalent to 8 years of content daily. YouTube content was trans-
lated into more than 43 languages, making thus 70% of its engagement
from outside of the United States of America. Furthermore, its integra-
tion with the rest of the social networking sites increased its popular-
ity; an equivalent of 150 years of YouTube recordings are viewed daily
through Facebook.

Satellite TV and Its Fusion with the Internet

Despite the tremendous speed in which the satellite TV channels spread,
the estimated 450 Arab satellite channels are a mere representation to
what the Internet provides to its users in enabling access to an unlim-
ited number of information sources, from media channels to emerging
blogs, in addition to the ability of communicating with each other. The



7 The Role of Social Media During the Arab Spring 127

interactive nature of the Internet made it a tool for dialogue and mobi-
lization and gave it the power to change. TV channels were a source of
information and are still of course, but the novel is that it can no longer
ignore the information issued by the Internet or the initiatives of citizen
journalists who have become real correspondents providing giant cable
stations with news. Thus, the role of satellite channels and their integra-
tion to the Internet played and will play a great role in the future not
only by transmitting information, but also by making and keeping up
with the ongoing events.

The Role of Modern Media in Popular
Movements in Some Arab Countries

The various media channels, especially the modern ones, played a role in
all popular movements, especially in Tunisia, Egypt and Syria, as well as
in Lebanon.
These means of communication provide a rapid raise of awareness

among the populations, as the ruling regimes do not realize its immi-
nent danger at the beginning, enabling thus a wider margin of freedom.
For instance, in the seventies of the last century, cassette tapes played
an important role in the Iranian revolution. The Iranian opposition was
copying these recorded tapes of seminars and speeches of Khomeini, and
they were transferred by hand with ease, paving the way to the outbreak
of the 1979 revolution, especially with the difficulty of controlling those
tapes by the government (Al-Salim 2016).
The role of these tapes may be assimilated to the one played by

social media during the Arab Spring. An essential part of the historical
events that happened in the so-called “youth revolution“ in Tunisia has
been written on the virtual walls of “Facebook“. The regime of Zine al-
Abidine Ben Ali, was tightening its grip on electronic communications.
It restricted journalists and prevented local and foreign correspondents
from traveling to Sidi Bouzid to cover the events, as protests erupted on
December 17, 2011 when the young fruit vendor Mohamed Bouazizi
set fire to his body in an expression of his anger at the harassment of
municipal authorities who confiscated his cart used to sell merchandise
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and his struggles with underemployment.2 The official media described
the events as acts of terrorism and sabotage, and the authorities tried
to withhold events and information from the public, both locally and
abroad. So, the alternative was the Internet and specifically “Facebook”,
which allowed Tunisians to circumvent censorship and media blackout
and allowed the transfer of an enormous amount of information, from
photos and videos, to the locals and the world. It convinced people that
time had come for their uprising and step out into the street joining the
youth in their revolution.

In Egypt, the movement was centered on the youth amidst the death,
in Alexandria on June 6, 2010, of Khaled Said after being tortured to
death by two informants of the Sidi Gaber police station. It sparked
widespread protests that day. Wael Ghonim and Abdel-Rahman Man-
sour published the incident to Facebook and founded the page entitled
“We are all Khaled Said” giving an important prelude to the outbreak of
the revolution (Alaimo 2015). Through this Facebook page, they called
for demonstrations of anger on January 25, 2011. Invitations to protest
were not only on the “We are All Khaled Said” page, but also expanded
to other pages such as “April 6 Youth Movement”. Yet, the “We Are All
Khaled Said” page played the largest role in rallying the crowd, as the
number of subscribers increased in January to 144,000, and later reached
1,800,000 likers. The biggest credit for the popularity of the page is due
to the marketing skills and technical expertise of Wael Ghonim, Director
of Marketing at Google in Egypt.

Meanwhile, Egyptian activists and Twitter users around the world
began adopting the hashtag #January25 to distinguish their tweets associ-
ated with the Egyptian revolution. Reliance on this hashtag contributed
to the publication of news of the Tahrir Square demonstrations on Twit-
ter and then to the Arab and Western media, confirming the impact of
social media and its effective strength.
YouTube played a role in calling for the January 25 demonstrations.

At the time, the Egyptian activist Asmaa Mahfouz3 posted a video on
the site, which pulled up the Egyptians’ response to the demonstrations.

2https://www.britannica.com/biography/Mohamed-Bouazizi.
3https://www.democracynow.org/2011/2/8/asmaa_mahfouz_the_youtube_video_that.

https://www.britannica.com/biography/Mohamed-Bouazizi
https://www.democracynow.org/2011/2/8/asmaa_mahfouz_the_youtube_video_that
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Mahfouz sent her message on YouTube saying: “If we had a remaining of
dignity, and we want to live as ordinary people, we should go to Tahrir
Square on January 25th to demand our rights.” Mahfouz’s video was
broadcasted on January 18 and watched by more than 180,000 visitors
with hundreds commenting, unleashing the mass uprising that led to the
start of the 2011 Egyptian revolution.

Investing in those social media platforms succeeded in mobilizing
major demonstrations of more than a million protestors in Tahrir Square,
and other Egyptian squares in different cities. Confrontations began
between demonstrators and the police and the central security forces,
while social media continued to cover the news of these hostilities and
bring them to the world.
The Hosni Mubarak regime realized the seriousness of the means of

communication and cut off mobile and internet connections, in addi-
tion to banning Twitter on January 28, 2011 for several days. However,
Google launched a service that allowed the use of Twitter despite its ban
and without an internet connection, by providing a phone number to
the Egyptians to call and leave audio messages that automatically con-
vert into a written message on Twitter.
Thanks to the great role that social media played in the success of

the Egyptian revolution and the role of the Egyptian youth, Time mag-
azine chose the activist Wael Ghonim as the most influential figure in
the world in 2011.4 Ghonim commented on the role of Facebook in the
revolution: “The use of Facebook by Egyptians helped rallying the mass
in the streets and demanding their rights”.
The role of Facebook, Twitter and YouTube continued even after

Mubarak stepped down in February 2011; the Supreme Council of the
Armed Forces that ruled Egypt after the revolution for a transitional
period created a page on Facebook to communicate with the masses.

In Libya, at the outbreak of the February 17, 2011 revolution, journal-
ist and blogger Mohamed Nabbous5 founded the “ Libya Alhurra TV”,
the first private and independent news television station, in the territories

4http://content.time.com/time/specials/packages/article/0,28804,2066367_2066369_
2066437,00.html.
5https://en.wikipedia.org/wiki/Mohammed_Nabbous.

http://content.time.com/time/specials/packages/article/0%2c28804%2c2066367_2066369_2066437%2c00.html
https://en.wikipedia.org/wiki/Mohammed_Nabbous
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controlled by the “Transitional National Council” and broadcasting on
the Internet. The international media aired the first pictures that Nab-
bous reported on the destruction and battles in the city of Benghazi. His
direct transmission of what was happening to the outer world greatly
affected the popular movements leading to their uprise in rejection and
out of anger. He was killed on March 19, 2011 by snipers when he was
covering the damage inflicted on the city of Benghazi by the bombing
during the second Battle of Benghazi, despite the cease-fire declaration
made by the Gaddafi government in response to United Nations Security
Council Resolution 1973.

In Syria, with the rise of the pulse of protests against the regime, the
latter prevented the work of international media correspondents on Syr-
ian soil. So, these resorted to what is being circulated on social networks,
“YouTube”, “Facebook” and “Twitter” that were publishing videos of
demonstrations or battles filmed by cell phones, without verifying the
authenticity of what is being reported. With the development of events,
the web has turned into a real battlefield, and a group has emerged on
Facebook calling itself the “Syrian Electronic Army” developing later
a dedicated website. This group, close to the regime, enabled a new
approach in dealing with the protests and the opposition by pirating the
personal pages of some antagonists and opponents to the Syrian regime,
as well as hijacking some of Arab and Western media sites and Western
and Israeli sites.

It is noteworthy that parallel to the Arab Spring, voices in Saudi Arabia
rose demanding the permission for women to drive. June 17, 2011 was
a set date for women to drive their cars. The campaign was called “I will
drive my car myself ”. Activist Manal Al-Sharif6 actively participated in
launching this movement through a video filmed by activist Wajeha al-
Huwaider of her driving her car and which was watched for more than
600,00 times. Manal was arrested more than once, and there was fear
among the authorities of the spread of the Arab movement to Saudi Ara-
bia due to the women activists’ interactions on social media. Despite the
fact that this movement did not spread to the Kingdom, the authorities’

6https://www.pri.org/stories/2011-06-15/saudi-women-demand-driving-rights.

https://www.pri.org/stories/2011-06-15/saudi-women-demand-driving-rights
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fear confirms that the world has become a global village linked through
these modern means.

Lebanon witnessed, in August 2015, widespread protests, known as
“You stink” (Tol3et ri7etkoum), in response to the waste buildup in the
streets of Beirut and other regions. The inability of politicians to tackle
the crisis, in addition to other exacerbations, including power cuts and
financial hardship, fueled the movement. Social media played a big role
in moving people without losing sight of the role that traditional media
(TV, Radio & Newspaper) also played due to its liberation from state
control, especially since Lebanon still enjoys significant media freedom.
These modern and traditional means led to the outbreak on October 17,
2019 known as “The October 17 Revolution”, which remains to this
day engendering a new breed of young Lebanese taking advantage of
social media to transmit the image they wish to convey. Dedicated social
media accounts over Facebook and Instagram as well as websites were
created for that cause enabling the dissemination of information with
live feeds and the organization of the protests through calendar sharing
and requests posted as stories.7

Over the days, revolutions evolved, and ruling authorities realized the
impact social media is playing in these movements. Hence, they worked
hard to control it, whether by preparing their own electronic army work-
ing to respond to the inputs of opponents or broadcasting a climate in
support of the ruling regime. They monitored the means of communi-
cation and constrained their users and erected laws to control it. Egyp-
tian President Abdel Fattah El-Sisi ratified the “Anti-Cybercrime” law in
2018,8 and in 2007, former Sudanese President Omar Al-Bashir estab-
lished the “Cybercrime Act 2007”,9 while making amendments to the
Media Law, specifically the online activities. Saudi Arabia was among the

7How internet has become a battleground in the Lebanese revolution, Nada Maucourant
Atallah, Le Commerce du Levant, 26 December 2019, https://www.lecommercedulevant.com/
article/29508-how-internet-has-become-a-battleground-in-the-lebanese-revolution.
8https://www.loc.gov/law/foreign-news/article/egypt-president-ratifies-anti-cybercrime-law/.
9https://www.unodc.org/res/cld/document/sdn/2007/cybercrime_act_2007_html/Sudan_
Cybercrime_Act_2007_EN.pdf.

https://www.lecommercedulevant.com/article/29508-how-internet-has-become-a-battleground-in-the-lebanese-revolution
https://www.loc.gov/law/foreign-news/article/egypt-president-ratifies-anti-cybercrime-law/
https://www.unodc.org/res/cld/document/sdn/2007/cybercrime_act_2007_html/Sudan_Cybercrime_Act_2007_EN.pdf
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leaders in this field as it is the first Arab nation to have imposed, back in
2007 a law inflicting harsh criminal penalties on cyber activists.10

Is the Arab Spring a Revolution
of Social Media?

Researchers’ opinions were divided regarding the role played by social
media, some of them considered that the role played by these media
was crucial to igniting Arab revolutions. In this scope, Research Assis-
tant, Eira Martens11 from DW Akademie Bonn, referred in her essay
in the international media studies of the Deutsche Welle Academy to
the importance of social media in The Arab Spring Industry, saying: “…
Twitter and Facebook played a significant role in mobilizing protesters,
and particularly Facebook helped accelerate the process…. In Egypt,
Facebook in particular had an effective function in accelerating the over-
throw of the regime. But this does not necessarily mean that without
the social media the revolution would not have taken place. When asked
activists and protestors agree that if it wasn’t for those social media plat-
forms, the coup would have taken several more years…”
The importance of social networks lies in the solidarity and unity that

it creates among the demonstrators, especially when they know that the
whole world is watching them and that they are not alone. In general,
Social Media enabled the mass to feel they are part of these large move-
ments, which motivated them to move from an online group to the real
world and go shout their voice in public squares.

Despite this analysis and these cited facts, many observers, despite
their acknowledgement of the importance of social media sites in the
Arab popular movement, assert that they were not the main factor in
the popular movement, whereas several other factors have combined
to trigger popular movements. Neither are these Facebook, nor satellite

10https://www.hrw.org/report/2013/12/17/challenging-red-lines/stories-rights-activists-saudi-
arabia.
11https://www.dw.com/en/international-media-studies-publication-on-the-arab-spring/a-
16714506.

https://www.hrw.org/report/2013/12/17/challenging-red-lines/stories-rights-activists-saudi-arabia
https://www.dw.com/en/international-media-studies-publication-on-the-arab-spring/a-16714506
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channels revolutions; these are the revolutions on cumulative oppression,
increased of despotism, corrupted institutions, ruler’s impudence, politi-
cal system immorality and backwardness of educational systems.

It is true that social media has given Egypt andTunisia the opportunity
to transfer what is happening in their countries abroad, especially to the
West, that stood surprised in front of this movement; it is also true that
it also helped Libya in planning in advance for the execution of the revo-
lutions rather than transmitting them to the world and it is true that the
use of these means clearly revealed the strength of individuals and peo-
ples in front of corrupted regimes. However, the solemn reasons behind
every uprise are poverty that spread rapidly among the working classes,
in addition to the sagging Arab regimes which have changed nothing in
their approach to addressing the youth and spared all the efforts to find
practical solutions to the economic and social crises.

Nevertheless, modern media continue to facilitate and drive the mass
interaction; yet it remains a mere mean of communication and the most
important are infrastructural factors that weaken the political system,
such as corruption, economic difficulties, and oppression, all of which
are gathered in the Arab world.
Therefore, many observers assert that the talk about a media revolu-

tion has a lot of injustice: “The assertion that the Arab revolutions are
the fruit of new information technology indirectly means a lack of moral
respect for the heroism of revolutionaries who risk their lives when they
participate in peaceful demonstrations, violently and brutally suppressed
by security forces. But saying that this technology “contributed” means to
affirm the peaceful struggle of educated, organized and politicized youth,
in other words, to give it legitimacy”.

Perhaps what the founder of Facebook Marc Zuckerberg said “I think
that Facebook was neither necessary nor sufficient for any of those things
to happen”12 in his response to those who considered it as an Internet
revolution, proving that it was only an instrument and was not the cause.
In the same context, Wael Ghonim answers that: “It is necessary not to
amplify the role of the Internet and at the same time not to reduce its
impact. In 1977, President Sadat violently suppressed the “Bread Riots”;

12https://www.ft.com/content/b7538867-d03a-3244-8dce-f2906d87cccb.

https://www.ft.com/content/b7538867-d03a-3244-8dce-f2906d87cccb
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it is true that there was no internet back then but in 2010 the Internet
and social networks and mobile phones and satellite channels were there,
yet back then the workers’ protests and the people’s sit-ins that were the
most significant since 30 years, failed to overthrow the system.
They conclude that what happened since 2011 is “a popular revolution

in the era of the Internet, not the revolution of the Internet. Likewise,
it was not a satellite revolution, but a revolution in the era of satellite
channels that contributed to its success by transferring its highlights to
world’s public opinion in the four corners of the earth”.
The impact of these social media networks alone, without address-

ing their local contextual development, remains uncertain with regard
to the movement and fueling of the “Arab Spring”; evidence of this is
the increase in the number of users in the Arab Gulf countries, where
the protests have declined, and political participation is declining in
these countries as well. Thus, the use of these means of communica-
tion is not enough on its own for a change or revolution. The latter is
rather achieved through the establishment of a political activity demand-
ing political rights and rejecting dictatorial regimes. This requires great
awareness and courage necessary for the change. Then, it is possible to
rely on social media to transfer pictures, events, crowd, and motivate
people to embrace the streets. For the movement to succeed, it requires
planning, leadership, and a conviction of the will to shift.
The bottom line is that the “media” is no longer a medium only. It is

a major player in changing the world’s matters at various levels. And if
the subject requires us to present to the role of modern media in moving
the popular movement in the Arab countries, yet we cannot deny its role
in all aspects of life being social, economic and cultural.

Social Media is faced with great challenges; will the media in all its
forms be able to push the nascent democracy forward? Will it contribute
to organizing normal relations between the ruler and the ruled in Arab
countries, especially those that witnessed revolutions? Can it build gen-
erations that believe in institutions, not individuals? Can it teach people
to respect the exchange of powers?
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Conclusion

During the early days of the Egyptian revolution, an Egyptian blogger
wrote a sentence addressed to the channels “Al-Jazeera” and “Al-Arabiya”
saying “We no longer need you after today… We have Twitter”; in what
looks like a declaration of media independency emphasizing the fact they
no longer depend on traditional media channels to communicate their
ideas and views. A lot of truth lies in this as to the extent what mod-
ern media can provide, which was confirmed by the American researcher
Jeremy Rifkin (2000) in his book “The Age of Access.” Just as the print-
ing machine changed human consciousness, the generation of computers
and the Internet is witnessing tremendous changes on the psychological,
individual, collective, and organizational levels. Nevertheless, this does
not eliminate the role of the individual in the sense of the quest for
a Heroic persona timeless with many facets and present in all circum-
stances. However, the concept of a hero in current times is different;
he is not physically supernatural, but he generally stands out as Daniel
Ellsberg,13 who leaked pentagon papers on the Vietnam War in 1971,
Julian Assange, founder of Wikileaks in 2006, Bradley Manning, an
American soldier who leaked documents about the Iraq war, and finally
Edward Snowden,14 whom revealed eavesdropping the American gov-
ernment exerted on telecommunication and internet. In each of these,
a picture of the “hero of the people” who challenges the authority of
the “big brother”, and his iron grip in democratic countries that assume
respect for people’s opinions and the transfer of power. As for the coun-
tries where repressive regimes prevail like in Arab countries, the picture
is more complicated, as it requires a great synergy between the awareness
of rightful demands and the power of people for change as well as the
modern media that plays the role of motivator, promoter and instiga-
tor of revolutions and movements that require a lot of will and sacrifices
to create democratic systems. Cases in point are some Arab experiences,
where revolutions do not devour its children.

13https://www.npr.org/2018/01/19/579101965/daniel-ellsberg-explains-why-he-leaked-the-
pentagon-papers.
14https://en.wikipedia.org/wiki/Edward_Snowden.

https://www.npr.org/2018/01/19/579101965/daniel-ellsberg-explains-why-he-leaked-the-pentagon-papers
https://en.wikipedia.org/wiki/Edward_Snowden
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Introduction

With the rising popularity and use of social media, universities attempts
to benefit from the promising beneficial role of social media in teaching
and learning in the higher education sector. This chapter presents the
case of Egypt and the challenges facing adoption of social media in higher
education and provides recommendations to educators, decision makers
and tertiary institutions to enhance the use of social media in higher
education in Egypt.
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Social Media Usage in Higher Education

Social media is a platform which enables users to mutely scrutinize net-
work contents, exchange their experience, collaborate and build up rela-
tionship with different parties for different purposes, such as social or
educational (Al-Tarawneh 2014; Jiao et al. 2015; Sharma et al. 2016).
The most widely used social media sites are Facebook, Twitter, MySpace,
YouTube, Skype, Google+ and LinkedIn. In contrary to Web sites which
only allow people passively screening content, social media sites allow
people to collaborate, actively participate in content creation, and take
part in social media dialogue, and share information online (Grosseck
2009).

Since its wide emergence, social media has captivated the attention of
practitioners and scholars in various contexts such as the use of social
media as a pedagogical tool in higher education (Mostafa 2015; Tess
2013). Universities in developing countries, such as Egypt, specifically
public universities, mostly suffer from inadequate infrastructure, tradi-
tional electronic methods and poor communication technology to com-
municate with their students. Furthermore, they are still using the tra-
ditional in classroom one-way communication rather than exploiting
how social media would engage students in a virtual learning environ-
ment (Al-Rahmi et al. 2015). Liburd and Christensen (2013) suggest
that the benefits of incorporating social media in higher education is
based on theories of socio-cultural learning (Vygotesy 1992) which pro-
poses that students vary in terms of their learning styles; nevertheless,
the interaction among students and educators is the fundamental factor
in classroom as well as the virtual learning setting. Liburd and Chris-
tensen (2013) argue that social media usage in education motivate stu-
dents to take part and create in-depth learning experience through inter-
action, collaboration, and critical thinking. Consequently, Sobaih et al.
(2016) suggested that the use of social media as a communication plat-
form for teaching and learning or any other academic related purposes
in higher education has a great potential, especially because students use
these networks frequently to stay in contact with friends, family, and
others. Therefore, social media sites have established new technologi-
cal means for students to communicate and interact with others (Amer
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2017). Moreover, social media reduces students’ anxiety levels resulting
from the pressure of submitting assignments since social media facili-
tates completing assignments through interaction and sharing knowl-
edge (Wheeler et al. 2008). Nowadays, learning institution is employ-
ing various technologies such as social media. It is noticeable that such
social networks have become inevitable in almost everyday life either for
socializing, entertainment, or learning in academic organizations. This
trend is derived by the apparent benefits of social media such as inter-
action, communication, and creativity. Reviewing the literature uncover
various facets of social network sites with respect to collaborative learn-
ing, including perception/usage, performance, engagement, satisfaction,
collaboration, interaction, and knowledge sharing and discovery which
are displayed below using the relevant studies:

a. Perception/Usage: Hamade (2013) conducted a study in Kuwait to
examine the use and perception of SMS among university students.
Results showed that university students in Kuwait perceive SMSs
enhance their relationship with their families and friends and enable
them to get involved in several activities, however, using SMSs could
have negative consequences such as time consuming which results in
neglecting their studies.

b. Performance: Ballera et al. (2013) conducted a study in Libya to
explore the use of social media as a method for blended learning to
improve communication and interaction. Outcomes confirmed that
the cognitive ability of students is enhanced as well as the learning
and memorable capabilities which in turn increase the communica-
tion and socialization.

c. Engagement: AL-Rahmi and Othman (2013) carried out a study in
Malaysia that examined how social media contributes to collabora-
tive learning in higher education. Findings demonstrated a significant
relationship between student engagement and their performance.

d. Satisfaction: Sanders and Kabiri (2013) conducted a study in DeVry
University, USA, with the intention of pinpointing the advantages
and disadvantages of using social network sites among students. Find-
ings disclosed that students more likely to be satisfied when using
social network sites for their education purpose such as learning
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course content or completing their assignments. Therefore, it was
suggested to train educators to incorporate social network usage in
courses as an enhancement tool.

e. Collaboration: Alshareef (2013) examined student’s satisfaction with
social network as learning tool in King AbdulAziz University. Results
demonstrates that social network sites usage improve communication
which facilities collaboration among students. Hence, it was recom-
mended that social network technology should be employed in the
classrooms.

f. Interaction: De Villiers et al. (2013) conducted a study in South
Africa, among postgraduate students. Results documented that social
media (such as Facebook) is a valuable social and a supportive plat-
form that foster interaction and communication among distance
learners.

g. Knowledge sharing and discovery: Lau (2012) conducted an empir-
ical study to examine the effect of social network on student learn-
ing. Findings revealed that using social network for education pur-
pose enhances knowledge sharing and discovery as well as students
satisfaction.

Despite that the primary purpose for social media was social communica-
tion, it was demonstrated as a suitable pedagogical tool for learning and
teaching purposes, mainly to enrich academics—students’ interactions
(Mostafa 2015; Hamid et al. 2015). Prior research (e.g., Dyson et al.
2015) investigated the inclusion of social media into the academic pro-
grams in higher education sector. Sugimoto et al. (2015) argued that rela-
tionships established on social media tools (such as Facebook) between
students and faculty members enhance communication and generate an
enriched learning environment that facilitates students’ engagement in
the classroom. The use of social media, particularly Facebook, in edu-
cation is favorably accepted by students in higher education (Michikyan
et al. 2015). In addition, Davis et al. (2012) argued that using social
media by universities as an engagement tool in learning and academic
life generate positive outcomes as well as helping the university to accom-
plish their objectives. Prior research examining the impact of social media



8 Social Media in Higher Education: The Case of Egypt 141

on the academic performance of the students, documented the poten-
tial effect of social media to boost students involvements, participa-
tion, engagements, motivation, trust, satisfaction and effective learning
(Heiberger and Harper 2008; Junco 2012; Mazer et al. 2007; Valen-
zuela et al. 2009). Numerous academic researchers and practitioners sug-
gested that social media empowers both faculty members and the stu-
dents by collaborative knowledge enhancement supported with dynamic
and innovative interaction (Barbour and Plough 2009; Liu 2010).
Through social media, students can get engaged in an interactive

social environment by communicating with other students, sharing pho-
tos, receiving announcements watching videos, adding instant message
attached with live web chat, participating in public topic discussion, and
playing games (Hajli and Lin 2014). This interactive environment can
positively contribute to engaging students in academic courses and pro-
ductive educational discussion which foster the learning environment
(Sobaih and Moustafa 2016). Prior research concluded that social media
is beneficial in higher education as it results in enhancing connectedness,
student life satisfaction, motivation, participation, effective learning and
trust (Al-ufi and Fulton 2014; Mazer et al. 2007; Valenzuela et al. 2009).
Moreover, social media is valuable in higher education as it enhance the
academic performance via collaborative learning (Al-Rahmi et al. 2015).
Hung and Yuen (2010) investigated the role of social networking in
supplementing face-to face courses in higher education, which in turn
enhance students’ sense of classroom community. Results of their study
documented the strong feelings of social connectedness felt by students
as well as their favorable attitude concerning their learning experiences in
the courses where social media was employed as a complementary tool.

Previous research highlighted critical trepidations about the use of
social media as a learning tool in higher education. Among the major
concerns raised by previous researcher are the personal privacy and secu-
rity issues of social media where it is easy to track people (faculty mem-
bers and students) online activities (Boyd and Ellison 2007). Further-
more, faculty members may not be interested in involving students in
their personal life (Sobaih and Moustafa 2016). The benefit of social
media in education is still doubtful where faculty sees the value of social
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media as limited to entertainment and destructive to academic achieve-
ment (Hrastinski and Aghaee 2012). Moreover, educational institutions
are concerned about losing control of the quality of teaching and learn-
ing (Au et al. 2015). Roblyer et al. (2010) concluded that students hold
more favorable attitude towards adoption of social media for education
purposes than their teachers who are more interested in the tradition
communication methods such as e-mails.

Based on a random sample of 7282 internet subscribers drawn from
18 Arab countries, Taylor Nelson Sofres (2015) found that WhatsApp
and Facebook were the commonly used social media sites among Arab
countries. Similarly, Facebook is the most widely uses social media chan-
nel amongst the Egyptian internet users (72.41%) followed by YouTube
(18.66%) and Twitter (3.35%) (Statcounter 2019).

Higher Education in Egypt

In developing countries, including Egypt, higher education institutions
suffer from the lack of official digital communication methods (e.g., uni-
versity e-mail, blogs, and student Blackboards) to connect and commu-
nicate with their students as a result of poor infrastructure inside these
institutions such as weak internet facilities. These institutions almost use
the traditional one-way learning method that lacks the interactive oppor-
tunity that are available through social network sites in teaching and
learning (Sobaih and Moustafa 2016). Hereafter, it could be suggested
that social media could be used by university students as an alternative
mode of facilitating communication with, and interaction among, stu-
dents in these developing countries since social media is less expensive for
public universities which suffer from limited financial resources (Sobaih
and Jones 2015), in addition, social media is widely used among this
young generation of students (Taylor Nelson Sofres 2015).

Before 1952, the quality of education in Egypt was relatively good,
but was not accessible by everyone. Afterward, in order to achieve social
justice and economic reform, Egypt’s leaders decided to remove tuition
fees, allow an admission process to higher education that is available to
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almost all Egyptians (Howard-Merriam 1979). The objective of this pol-
icy was to make education opportunity available to everyone and thus
increasing enrolment in higher education (Cupito and Langsten 2011).
The purpose was to ensure equity and equality to all Egyptian. The policy
of spreading higher education among all Egyptians was established in the
1971 constitution which confirms that education is the right of all Egyp-
tian children (Hyde 1978). Although such policy achieved the intended
target of increasing the number of the enrolled students exponentially,
however, this was on the expense of the quality of education. Therefore,
quality education in higher education remained expensive and available
only to small number of the population who are capable to afford such
expensive high quality education (Kamel 2019).

Early during the twentieth century, Egypt had three national universi-
ties (Cairo, Alexandria and Ain Shams University) and one private uni-
versity (the American University in Cairo—AUC) (Kamel 2019).
The majority of students in Egypt finalize their secondary educa-

tion at around 18 years old and they proceed to higher education,
which includes two alternatives namely upper intermediate and univer-
sity degrees. The upper intermediate offers technical and professional
training, whereas the university education delivers academic as well as
professional education (Cupito and Langsten 2011). Based on an Egyp-
tian cultural perspective, usually university degree holders are more
acknowledged and appreciated in various job opportunities. This cul-
tural perspective exists since the late 1960s as most students are inclined
to obtain a university degree rather than an upper intermediate certifi-
cate which might facilitate access to work opportunities in the market
place.

As a long-term planning, the Egyptian government is expected to
increase higher education enrollment from around 30% in 2017 to 40%
by 2022 (Kamel 2019), which, though substantial, is not expected to
meet the upraising need for higher education, given the population
increase. Despite the limited available resources, the Egyptian govern-
ment has set higher education in the priority, and is endorsing a series of
programs with the intention to make Egyptian universities more compet-
itive word wide. It worth remarking that Egypt currently has 20 public
universities (with around 2 million students) and 23 private universities
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(with around 60,000 students) (Top Universities, 2019). The public uni-
versities, where students study free of charge, are among the largest in the
region. The Central Agency for Public Mobilisation and Statistics (CAP-
MAS) indicated that in the Arab region, the rate of enrollment in uni-
versity education is 33.51% for females, 32.52% for males, compared to
32.32% for females, and 31.65% for males in Egypt (Daily News Egypt
2019).

As per PwC (2018) In Egypt the total number of enrolled students
increased heavily since the academic year 2012/2013 and 2016/2017
by 9% and is expected to further increase by another 10% through
2021/2022 as well.

On the academic year 2016/2017, PwC reported an increase in the
total number of enrolled students from 2012 to 2017. According to
CAPMAS, the overall number of students enrolled in the Egyptian
higher education sector reached 3.1 million students during the academic
year of 2018/2019 relative to 2.99 million students during the academic
year of 2017/2018, representing an increase of 4% (Daily News Egypt
2019).
The number of students in the higher education are 8,288,106 these

are between 18 and 22 years old and thus represent generation Y. Accord-
ing to UNESCO (2018) that the percentage of enrolled students in ter-
tiary education increased from 30.54% in 2009 to 35.16 in 2017 repre-
senting an increase of 4.62%. In addition, the increase among female stu-
dents (6.91%) is higher than the increase among male students (2.46%)
between years 2009–2017.

Social Media in Egypt

In general, there is a wide use of social media in Egypt. As shown in
Fig. 8.1, in 2019, Facebook is the most commonly used social media
platform in Egypt, followed by YouTube, Twitter, Pinterest, Google+,
and Instagram (Statcounter 2019).
This wide use of social media usage is supported with the increase

in the number of internet users in Egypt which demonstrated that the
number of internet users reached 40.90 million users in Egypt at the end
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Fig. 8.1 Percentage of social media usage in Egypt between 2016 and 2019
(Source Statcounter [2019])

of 2018 which represents 21.36% increase as compared to the internet
users in 2017. Moreover, the internet penetration rate increased to reach
48% at the end of 2018 (MCIT 2018).

Social Media in Higher Education in Egypt

This expansion in the internet penetration and social media usage drawn
the attention of researcher in Egypt to empirically examine the usefulness
of social media in higher education in Egypt to enhance the quality and
effectiveness of the learning process. For example, based on a sample of
190 faculty members in eight faculties in Egyptian universities, Sobaih
et al. (2016) concluded that connectivity is the main purpose for faculty
members to use social media. In addition, the study found that young
faculty members are more likely to use social media in general and for
academic purposes in specific than do older faculty. Moreover, faculty
members use social media to remain updated with news and to conveying
their viewpoints. Additionally, faculty members agreed that social media
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is valuable for academic-related uses in higher education as it has the
potential of improving learning and teaching. However, and despite their
positive attitude towards social media usage in education, their actual use
is at a minimal level.

In an attempt to assess students’ perceptions of social media usage as a
learning tool, Amer (2017) administered a survey to 757 students from
Egyptian universities who are familiar with using social media tools espe-
cially WhatsApp, Facebook, and YouTube. The sampled students use the
social medial tools for different academic purposes like learning, search-
ing for information, and sharing academic materials; as well as non-
academic reasons such as making friends and entertainment. Findings
demonstrated that 62% of university students in Egypt use social media
in learning. Majority of students approved that social media help them
to communicate with their instructors, and collaborate with classmates
which in turn make learning easier and more interesting. Furthermore,
the sampled students agreed that social media advance their learning
experiences, research skills, access to new resources, help them to success-
fully complete their degree and to learn easily with lower cost. Addition-
ally, large number of students are uncertain about whether social media
can be misused, divert them from learning, waste their time on nonaca-
demic activities, and/or causes interference in their privacies.

Labib and Mostafa (2015) examined the contributing factors of social
networks usage in relation to collaborative learning among 300 Egyptian
University students (both undergraduate and postgraduate). Collabora-
tive learning is described as “a method used by two or more students that
work together for learning” (Labib and Mostafa 2015, p. 433). It pre-
sumes that students can enhance their learning by exchanging informa-
tion and knowledge among one another. The findings revealed that the
intention of postgraduate and undergraduate students to use social net-
works is determined by perceived enjoyment and usefulness of the social
networks sites. The empirical findings demonstrated that Facebook and
YouTube are the widely preferred social networks sites by the sampled
students for socializing, entertainment, and academic learning.

Based on a sample of 387 undergraduate students from an Egyptian
university, El-Khouly (2015) investigated how social media influence stu-
dents’ engagements. Findings documented that the sampled students use
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social media for entertainment, communication, professional, and aca-
demic purposes. The study highlighted the risks faced by students when
using social media including; the negative influences of the excessive use
of social media on students grades, their mental state, and feelings of
depression and loneliness. Moreover, based on a sample of 353 students
drawn from an Egyptian university, Mostafa (2015) concluded that if
the students are ready to take part in value creation, they are likely to
perceive value out of the use of social media for academic purposes.

Sobaih and Moustafa (2016) examined the use of social media among
students in higher education in Egypt. Results reflected that students’
view social media as effective in making their personal as well as their aca-
demic life easier and enjoyable as a result of their interaction with their
colleagues. For instance, Facebook enabled them to exchange ideas, expe-
rience, and knowledge in a friendly environment. Moreover, students
found social media as valuable in keeping them updated with academic
related news even if they did not go to class. Furthermore, social media
facilitated the learning process and simplified knowledge as students can
discuss and explain ideas and academic material.

Barriers and Challenges to Social Media
Usage in Higher Education in Egypt

The following are some perils faced by Egyptian university in adopting
social media in the higher education sector as demonstrated in the empir-
ical research applied in Egypt (e.g., Labib and Mostafa 2015; Mostafa
2015; Sobaih and Jones 2015; Sobaih and Moustafa 2016):

Poor infrastructure: the higher education sector in Egypt, the largest pub-
lic sector in Middle East, suffers from a weak infrastructure that lack
advanced technological resources and lack of internet access on campus.
Moreover, even though the value of social media as an educational tool
is widely acknowledged, universities still follow strict rules that prohibits
using social network sites on campus.

One-way communication: social media is minimally used by faculty mem-
bers and limited to one-way communication with students, where they
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only post academic information and they prefer face-to-face communi-
cation in class rather than interactive communication on social media.

Privacy and security: while students use social media heavily and share their
personal activities with their colleagues, faculty members have consider-
ation on the probability that their privacy might be vulnerable to risk if
their personal profiles are tracked by their students.

Lack of control and information monitoring: given the different social
media platforms, it is difficult to control and monitor students’
posts, comments, and activities as well as originality of the work and
knowledge exchanged among students.

Students-faculty digital divide: students are technology oriented, while fac-
ulty members might not be able to cope with the high speed of students’
adoption of social media technology.

Grading and assessment: due to lack of rules guiding social media usage in
education, it is difficult to assess and grade students’ activities on social
media platforms and to incorporate this to their final grades.

Lack of ethical codes: students might misuse social media by posting inap-
propriate comments that do not match learning standards from their
account or from a fake account.

Recommendations to Enhance Using Social
Media in Higher Education in Egypt

The following are some recommendations to researchers, educators,
course coordinators, head of the departments, as well as policy makers
in tertiary institutions to help those using social media effectively for
academic purposes. Especially with the large numbers of students (500+
students) such as the faculty of commerce for example, where one way
communication through in class lecture is the commonly used method,
social media can facilitate interaction with such large number of students
and improve the learning environment.
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First, when incorporating social media into the teaching process, the
educator acts as mentor or a facilitator, rather than merely as an instruc-
tor (Au et al. 2015). Therefore, the university should employ an appro-
priate pedagogical approach which take into account the new technolog-
ical learning tools and put into action a pedagogical strategy that account
on blended learning.

Second, tertiary institutions and educators should enhance students’
readiness to use social media in academic purposes by increasing their
ability and motivation to participate in value cocreation activities.
Third, given that Facebook, YouTube, and WhatsApp are the com-

monly used social media tools among the Egyptian students, faculty
should emphasize the use of those tools in academic learning to inter-
act and communicate with students in Egypt.

Fourth, using social media for academic purposes requires flexibility
in the time of the lecture, posting lectures, PowerPoints presentations,
information related to assignments and deadlines, in addition to any
other useful academic material.

Fifth, faculty members should be open to class discussion on social
media. In addition, an appropriate procedures and rules should be fol-
lowed in order to change the style of learning to be student-centered
rather than faculty-centered. In addition, faculty should establish ethical
codes for the use of social media as a tool for pedagogical purposes.

Sixth, faculty members, specially the elder ones, need to get workshops
to learn all options and functions of social media that can be used in
teaching and academic learning.

Seventh, before integrating social media in the education system, the
approval of decision makers in the Egyptian higher education and the
international accreditation body should be obtained.

Eighth, to ensure that social media is used as an innovative academic
learning tool, students and faculty members should be aware of how to
fully get benefit from social media in teaching and learning. In addition,
they should be cautious to avoid the negative outcomes of social media
such as spending long hours than required which might affect their aca-
demic grades and social life negatively.
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Ninth, faculties need to invest in improving the infrastructure and
communication technology, specially the public higher education sec-
tor, with more emphasis on the updated communication methods such
as students’ blogs and university e-mails. This will enable Egyptian uni-
versities to cope with the raising need of the internet generation, rapidly-
changing digital age, and enhance the quality and style of learning. Deci-
sion makers should encourage students to participate on an online aca-
demic communities where they discuss ideas, share knowledge, provide
and seek help/advise from other students as well as the educators with
the purpose of enhancing academic learning.

Conclusion

This chapter reviewed studies that examined the potential of using social
media in Egyptian universities and presented the challenges and barri-
ers facing the higher education sector in Egypt. Moreover, the chapter
provides recommendation to researchers, educators, course coordinators,
head of the departments, as well as policy makers in tertiary institutions
to help them using social media effectively for academic purposes.
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Integration of Social Media in the Lebanese

News Industry, Case of LBCI (Lebanese
Broadcasting Corporation International)

Pierre El Daher and Madonna Salameh-Ayanian

Introduction

Technological changes are impacting the business model of businesses
from different industries and broadcasters are no exception especially
when it comes to News coverage. The very essence of News creation and
dissemination is witnessing a turning point leading to a new era that has
turned traditional News coverage upside down.

Until today, the TV industry has been following a linear process
whereby journalists gather facts or observations and turn them into sto-
ries, which are then broadcasted over the air or via cable or satellite,
and finally consumed by the audience. However, technological changes
have led to a shift in social behavior. Today, consumers have access to
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a variety of resources and are expecting immediate receipt of data and
updates, raising the bar higher for News agencies to instantly track, filter
and communicate information. These changes certainly transform News
agencies to roller-coaster operators that are supposed to be responsive,
reliable, and trustworthy, while still achieving their financial targets when
the overall advertising budgets for TV are decreasing. To do so, inter-
nal institutional changes are required to ensure fast response through
decentralization of decision making, investment in technology, innova-
tive content creation and content delivery. These changes are supposed
to cater to the expectations and demands of an ever-connected audience
in a highly competitive environment, where every person can somehow
become a reporter. This reality has pushed broadcasters to go to the con-
sumer rather than wait for the consumer to connect to their channels on
traditional TVs.

In the Middle East, the Arab Spring of 2011 was a turning point in the
history of the region and positioned social media as the primary commu-
nication tool for self-expression, and for voicing out your situation to the
world. According to Northwestern University 2018 report about Media
use in the Middle East, 81% of Arab nationals surveyed said that televi-
sion is an important source of News and information, making it the lead-
ing medium in the region for News. That figure reflects a decrease from
2013, when the rate was 86%. This variation was however happening at
different rates among the various states that constitute the Middle East
region; in Jordan, the variation went from 96 to 72%; in Saudi Arabia,
it fell from 93 to 82%, in Egypt, from 84 to 74%. Only Tunisia showed
an increase in the importance of TV News, rising from 77 to 91%. In
Qatar, the figure practically remained unchanged. These figures certainly
prove that TV remains an important medium part of the lifestyle of sev-
eral individuals; this is further intensified during special occasions like
Ramadan or when big events such as elections, national competitions,
or when local incidents or events are taking place, bringing the family
together in front of the big screen. According to a survey by Netflix in
2018,1 television viewership in the Middle East rises by 78% in Saudi
Arabia, the UAE and Egypt during the Holy Month of Ramadan.

1http://broadcastprome.com/news/television-viewership-in-me-rises-by-78-during-ramadan/.

http://broadcastprome.com/news/television-viewership-in-me-rises-by-78-during-ramadan/
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In Lebanon, the television landscape is diverse and different than in
other Arab nations. There are several privately-owned TV stations among
which LBCI, MTV, Future TV, Al-Jadid TV, Al Manar and OTV—most
of these channels reflect the country’s political division. The government
owned channel Télé Liban (TL), unlike in other countries, is not the
main player on the market. According to the Northwestern University
2017 study, Internet usage in Lebanon is increasing, the percentage of
internet users jumped from 58% in 2013 to 91% in 2017 and the use
of Arabic online also sharply increased—from 66 to 94%. However, the
challenges in this country towards embracing the digital world remain
diverse mainly due to the poor infrastructure and extremely high internet
costs.
Throughout the past decade TV stations have been trying to venture

into the digital world expanding their platforms online. Today the chal-
lenge is bigger there is certainly a disruption of traditional TV and News
emission and a change in the overall ecosystem. In this chapter, we strive
to answer the following questions: are we witnessing the end of tradi-
tional TV News coverage? Will there be a mixture or a complete migra-
tion towards complementary mediums? What are the prospects ahead
and the challenges to face?

In the next part we present an overview about the general environment
of News coverage worldwide, we then cover some specificities related
to the Middle Eastern countries and finally we tackle the situation in
Lebanon via a presentation of the case of the Lebanese Broadcasting Sta-
tion International (LBCI).

General Overview

Television News, whether delivered on a fixed timing per day or as
24 hours dedicated stations, can no longer serve the needs of today’s
consumers. According to A Guide to Understanding the News and Making
Good Choices, News is different than regular programming; it is timely,
consequential has geographic and cultural proximity, it is dramatic and
narrative, non-fiction and informative. News is about real events and
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issues occurring in a country, a city or in the world.2 According to Whit-
tle (2018), thanks to the internet and streaming video options, tradi-
tional cable News channels have seen a decline in viewership especially
among millennials—people born between 1981–1996.3 Younger audi-
ences are not watching as often as before because of the rise of digital
and mobile media that has fragmented the audience. In a recent article
by Forbes, the median age of a CNN viewer is 61 years old for total day
viewers, MSNBC median age was 65 years old for total day, and Fox
News total day median age viewership is also 65 years old (Berr 2018).

Despite these drastic figures, the strengths and reliability of existent
News Channels cannot be disregarded: their brand name, archives, expe-
rienced professionals whether analysts and journalists and their network.
Importantly, having understood the critical situation and turning point
in the history of the industry, these stations are reengineering their way
of work trying to incorporate the new advancements and to rethink their
own culture and structure to undertake the necessary shift. It is undeni-
able that TVs should now explore new possibilities and new forms of
distribution while building on their competitive edge in order to sustain
their presence. However, these changes do not lessen the importance of
quality content. According to Nielsen Video on Demand, 2016 report,4

quality content will always remain king, but consumers need to know
about it and access it differently. Today, the audience want the content
to be available across different mediums and supported by personaliza-
tion of viewership based their preferred style and way. This reality leads to
a modified form of content required: the engaging content. Digital con-
tent in fact, presents several advantages including the possibility for back-
ground check about the topic and ease of access of complementary data
for those in need, while keeping users on the website. Furthermore, the
unlimited space on the Web makes it possible for journalists to integrate

2http://thelamp.org/portfolio/a-guide-to-understanding-the-news-and-making-good-choices/.
3https://www.google.com/search?q=millennials+are+born+between&source=lnms&tbm=isch&sa=
X&ved=0ahUKEwiGjYfqzYrfAhWQSxUIHTvXBjUQ_AUIDigB&biw=1200&bih=632#imgrc=
xYa2zTNu56imjM.
4https://www.nielsen.com/content/dam/nielsenglobal/de/docs/Nielsen%20Global%20Video-on-
Demand%20Report%20DIGITAL%20FINAL.pdf.

http://thelamp.org/portfolio/a-guide-to-understanding-the-news-and-making-good-choices/
https://www.google.com/search%3fq%3dmillennials%2bare%2bborn%2bbetween%26source%3dlnms%26tbm%3disch%26sa%3dX%26ved%3d0ahUKEwiGjYfqzYrfAhWQSxUIHTvXBjUQ_AUIDigB%26biw%3d1200%26bih%3d632#imgrc%3dxYa2zTNu56imjM
https://www.nielsen.com/content/dam/nielsenglobal/de/docs/Nielsen%20Global%20Video-on-Demand%20Report%20DIGITAL%20FINAL.pdf
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different kinds of sources and information in their work and present it
in a more comprehensive and comprehensible ways (Phillips 2010).

According to Horst et al. (2018), connected TV devices have let to
the “paid-owned-earned advertising” revenue strategy model to emerge.
Connected TV is thus the new trend in home entertainment and
includes a wide range of technical solutions that bring linear TV and
the Internet world together. TV consumers are experiencing changes in
usage and engagement modes that include a shift from:

• Lean-back passive to lean-forward active viewing (or a combination of
both).

• The use of the remote control to the use of keyboard, infrared, voice,
and gesture control.

• Consuming live broadcasts to time-shifted, catch-up, and on-demand
TV modes.

• Single screen to multi-screen usage.
• From single person viewing to multi-person viewing where virtual co-

viewers may be part of viewing experience by means of online social
networks.

Moreover, Video-on-demand (VOD) programming options where view-
ers can download or stream content from either a traditional TV pack-
age or an online source is creating extensive opportunities for consumers
who have greater control over what they watch, when they watch and
how they watch. As per a study published in March 2018 by Deloitte5:
Mobile video is fueling the fast-paced growth of streaming across all
age groups—particularly the MilleXZials, who comprise Gen Z (born
between 1995–2010), millennials (born between 1980–1994), and Gen-
eration X (Born 1960–1979). Video streaming, in turn, is driving the
significant decline in pay TV subscriptions and the growth of alterna-
tive platforms that feature high-quality, original content optimized for
smaller screens. MilleXZials are motivating content providers to reassess
their business models to take advantage of market opportunities in the

5https://www2.deloitte.com/insights/us/en/industry/technology/digital-media-trends-
consumption-habits-survey.html.

https://www2.deloitte.com/insights/us/en/industry/technology/digital-media-trends-consumption-habits-survey.html
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mobile video arena. To fully capitalize on this opportunity, providers
must learn to address the privacy concerns that consumers share across
all age groups.

The ArabWorld

In the Arab world, around 350 million people in twenty-two countries
part of the Middle East are united by the Arabic language and Televi-
sion remains a resilient and dynamic platform with a TV market esti-
mated at 50 million household according to Northwestern University
study in 2016. The population is relatively young which goes in favor
of mobile and internet. Television transmission is mostly connected by
satellite, with cable and Terrestrial remaining small and a visible growth
in Internet Protocol Television IPTV especially in GCC countries; as a
matter of fact, in Qatar and UAE, where high internet speeds exist and
the new regulations that ban satellite dishes, IPTV is dominant while in
Egypt, IPTV is virtually non-existent.

At the rise of Television emission, almost each nation had established
its own public channel to voice out its messages to the public. This sit-
uation changed with the rise of more privately-owned stations and the
presence of other international broadcasters. In fact, Arabs relate to the
media they use according to at least three different criteria: their political
or ideological views (the leader they follow and the cause they support),
their nationalism levels (whether their government serve their interests
and needs), and their sense of individual or group identity (whether they
are part of a certain group, tribe, religion, or ethnicity).
The TV industry in the Arab world includes more than 850 Free to Air

channels, (Forester 2016), however, the market is dominated by players
from 5 key countries: Saudi Arabia with Al Arabiya and MBC group,
Qatar with Al Jazeera and Al Araby TV, Egypt with Al Nahar TV and
Al Hayat TV, United Arab Emirates with Al Hurra, Sky News Arabia,
CNBC, and BBC Arabia. The industry in the region is based on Pay TV
subscription that is still witnessing continuous growth.
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The top News TV Channels in The ArabWorld include Al Arabiya, Al
Jazeera, Al Mayadeen, RT, Rusiya Al Yaum.6 Other important channels
in the field include BBC Arabic, American TV station Al Hurra, Iran’s Al
Alam, French and Russian Arabic stations, Sky News Arabia and many
other country-based stations available on satellite. However, the com-
petition today is no longer among players part of the same country or
region; competition is now global with cable and satellite giving access
to a full list of channels since geography is now eliminated because of the
web. Popular News website from leaders on the international scene are
also now accessible; these include News sites of New York Times and The
Washington Post, Foreign Policy and the Huffington Post as well as the TV
sites such as CNN, the BBC, and Fox News among others.

Middle Eastern channels from their side are also investing and expand-
ing in order to compete on the international scene; in some countries
where channels receive high budgets, pioneering updates are undertaken.
According to Campaign Middle East (2018), the first Artificial Intelli-
gence journalist Tamara is now part of Al Arabiya News Channel team.
Tamara is expected to be able to scan at least 6000 websites and blogs,
as well as read 23,000 online articles, opinions and social media com-
ments, in just a millisecond. Tamara will eventually gather, analyze and
fact-check data, while presenting the News in various formats keeping
the publishing process in human hands and raising key questions about
the future of journalism. Tamara is said to redefine the 24/7 News cycle
by kick-starting a new era of mega-productivity, while also contributing
to eliminate the global trend for fake News.

Globalization made foreign TV stations think global and expand to
cover worldwide updates: partnerships, alliances, mergers and acqui-
sition or simply vertical and horizontal expansions are taking place.
These changes are happening at the global and intercontinental level
and the Middle East region is of particular interest to international play-
ers because of its strategic geographical location, its resources, its trade
routes and more. According to Campaign Middle East (2018) report,
Euronews has developed its in-house agency, Embrace, to develop con-
tent in 12 languages that work for its audiences across all platforms and

6https://www.forbesmiddleeast.com/en/list/top-tv-channels-online-in-the-arab-world/.

https://www.forbesmiddleeast.com/en/list/top-tv-channels-online-in-the-arab-world/
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enables advertisers to build a real relationship with the users. With social
media consumption up to almost 2 hours a day in EMEA, Euronews
understood that it is critical for their content to work seamlessly across
all platforms. As an example, Euronews, the most-watched News chan-
nel in Europe, is joining forces with the most influential News brand in
the US, NBC; The Euronews-NBC partnership aims to create a socially
driven “town square” to host the important political, moral, social, eco-
nomic and cultural conversations about the collective future across tele-
vision, digital and social media platforms.
With regards to social media, Radcliffe and Lam (2018), confirm that

social networks are important; Facebook is the number one medium for
daily News among young Arabs accounting for 35%, News online con-
stitute 31%, News from TV Channels 30%, and from Newspapers 9%.
Another important trend is the use of WhatsApp as the region’s key com-
munications platform for videoconferencing, News dissemination, and
mass communication.
The next part will tackle the TV News industry in Lebanon.

Lebanon

Lebanon presents a good ground for media in the Middle East although
it still lacks behind when it comes to the global standards. According to
Reporters without borders (2018), the country ranks number 101 out of
180 countries regarding freedom of the Press; the higher the score, the
lower the freedom of the press.

Although most Arabic nations have strong points of commonalities,
they do face lots of differences, and Lebanon is a key example. Lebanon
is shaped by different sects, and politics is interrelated with the lead-
ers’ belongingness to a certain religion, whether Christian, Muslim, or
Druze. The political system allocates government positions based on reli-
gion, the president of the republic must be a Maronite Christian, the
Prime Minister a Sunni Muslim, the Speaker of the Parliament a Shiite
Muslim. Taking this context into consideration, News outlets are affected
by the political and religious parties, leading to a media scene that mir-
rors this context and leads to the creation of Media platforms to support
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the standing of these parties. While in other Arab countries state owned
stations are the most powerful, the viewing habits in Lebanon are closely
associated with the groups they belong to.

According to Trombetta (2018), the government amended the Audio-
Visual Law of Lebanon in 1994, making it the first country in the Middle
East with a regulatory framework allowing private radio and television
broadcasting—although a few private channels have existed since 1985.
After the promulgation of the 1994 Media Law, the National Council
for Audiovisual Media was created in order to monitor the respect of the
1994 Law. The period between 1985 and 1994 witnessed chaos; 50 TV
stations were operating illegally till 1994 when the industry had become
regulated and the number of TV stations was reduced till 5.

In Lebanon, media is considered among the freest in the region with
diversity and pluralism being its main characteristics. Till this date, there
is no specialized local TV News station in Lebanon, the main Lebanese
News agency is the state-owned National News Agency established 1961.
There are also several other local News service agencies among which the
Central News Agency (wikalat al Anbaa al Markaziyaa), that was cre-
ated in 1982. On the other hand, several political, economic, social and
cultural updates are published by Lebanese Media outlets quoted from
international agencies such as Reuters, Associated Press (AP), Agence
France Press (AFP), Deutsche Presse-Agentur (DPA) and the Italian
News agency Adnkronos International (AKI). The existent channels have
News as an inherent part of their general programming. Among the main
players: LBCI, MTV, Al Manar, NBN, TL, OTV, Al Jadeed TV that are
delivered via cable and satellite. According to Telhami (2013), in a poll
undertaken in 2011, 52% of Lebanese Shiia identified Al Manar TV of
the Shiite group Hezbollah as their first choice for News, compared with
only 4% of Sunnis and Druze and 1% of Christians. Similarly, 58%
of Druze, 49% of Christians, and 46% of Sunnis identified the liberal
Lebanese TV station LBCI as their first choice, compared with only 15
percent of Shiites. According to the same author, among the satellite sta-
tions, Al Jazeera is considered a major source for News because of its
focus on regional issues. In 2006, prior to the Lebanon-Israel war, 43%
of Lebanese Shiites, 33% of Sunnis, 25% of Druze, and 16% of Chris-
tians identified Al Jazeera as their first choice. A1 Jazeera coverage of the
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wars in Iraq, Gaza, and Lebanon was very much in harmony with pre-
vailing Muslim public sentiments, and A1 Jazeera gained viewers support
at the expense of other stations mostly because of its connections with
Oussama Bin Leader, Al Qaeda leader after the 911 incident. However,
by 2011, with Al Jazeera seen to be taking sides in favor of Sunnis, only
7% of Shiites identified it as their first choice for News. This is a further
affirmation that the reasons audiences view a certain station for News lies
in the extent to which this station is associated with their identity and
reflects their views on what matters most to them. The period afterwards,
Al Jazeera diversified its portfolio creating specialized channels such as Al
Jazeera Documentary, Al Jazeera live, and this pushed its main competi-
tor Al Arabiya to follow its footsteps and create Al Hadath Channel—an
extension of Al Arabiya News Channel—emitting live updates and News
24/7 from around the world.

By 2016, Lebanon had more than 2.4 million internet users and
2.31 million social media users (IPSOS and Nielsen 2016, p. 22).
But internet speeds are notoriously slow and internet cost is rela-
tively high. According to Dubai Press Club (2010) report, the Arab
Media Outlook 2009–2013, the top News websites in Lebanon belong
to, or mirror, the same political parties that own the country’s tra-
ditional media. Among the most popular websites are the ones that
appear as part of the digital expansion strategy of locally created News
provider whether from TV, newspapers or radio stations: they include
Lbcgroup.tv, Aljadeed.tv, Lebanon24, Tayyar.org, Lebaneseforces.com,
Lebanonfiles.com, lorientlejour.com, Dailystar.com.lb, al-sharq.com, ali-
waa.com.lb, elnashra.com, al-akhbar.com, Annahar.com, among others.
Today most of the channels operate their own applications as well as for
Android and iOS to promote their content and send alerts for breaking
News to mobile phones and other devices.
With the rise of the internet, Social activism has also benefited from

digitization, several individuals are launching their own blogs and creat-
ing new platforms for exchange and sharing opinions.
To further understand how these overall changes are impacting exis-

tent media stations, we will go over a rundown of LBCI history, key
dates, challenges and social media strategy.
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Lebanese Broadcasting Station International
(LBCI)

The history of the LBCI is somehow the history of the private televisions
of the country and can even be considered the core part in the history of
the television industry in Lebanon.

LBCI started its first emission in Lebanon on August 23, 1985;
since then, a journey down paths molded by local and global macro-
environmental changes, backed by the vision of the top management of
the station, shaped the story of LBCI. For that purpose, understanding
the history of this channel cannot happen without shedding the light on
the national and international contexts within which it was operating.

As a matter of fact, for about thirty-four years, a third of a century
of private television work, the Arab world received News coverage via
the eye of the public media, during a period that was witnessing the end
of the Soviet Union and its repercussions on Arab states. At that time,
Lebanon was also facing various types of wars, and citizens were divided
among themselves in contrast with the dominant view in the Arab world
that revolved around “one vote and one opinion”, while the wider world
was divided between a “communist system” and a “free” Western world.

LBCI started its journey from a geographical area in Lebanon called
the Eastern Region, but from the first day it was able to penetrate what
was called the “Western Zone”; it was able to reach beyond “enemy
lines”, a saying that was popular at that time. LBCI grew and transcended
beyond its initial plan and managed to address topics of concern to both
Eastern and Western sides of the country bringing the audience together.
LBCI managed to gain credibility among all parties; it was perceived as
the station that was able to speak “one language and address everyone”.

However, the road was not always easy; from the first day of opera-
tions, and despite the policy of openness towards the other that LBCI
had adopted, the station was subject to aggressive campaigns from cer-
tain newspapers accusing it of promoting conflict and division among
the population. The repercussions of these accusations did not lessen the
professionalism and credibility that the station had quickly acquired. In a
few weeks, LBCI was positioned as the main channel with a high propor-
tion of viewers in the Western region even more than the Eastern region.
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The success of the station led politicians and even militias in the Western
region to try and seek LBCI’s coverage for all their activities in order to
reach a wider audience. This was another confirmation of LBCI’s suc-
cess and a proof of the failure of the public Television of the country
that grew to become obsolete in a short period of time. LBCI was able
to take over the scene and managed to successfully fill the gap that the
public television had created, since that time until this date, despite the
birth of several other private stations.
When it comes to News coverage, the sources of News before the

recent technological and digital revolutions were scarce but important.
Media platforms, including newspapers, radios, and TV among others,
used to rely on local and international News agencies that equally shared
the same data among them all. However, each platform had also access to
sources related to the political party that was controlling the area within
which it operates, and that used to feed their teams with updates and
information that other media platforms lacked.

LBCI certainly had to operate under adverse impediments: security
threats, communication problems, delays and logistics problems. As a
matter of act, international and Arab News used to reach Lebanon via
newspapers that were shipped by sea, reaching Lebanon from Cyprus
after at least 48 hours from the initial publication. Today, News can eas-
ily be received in 48 seconds! this is the actual revolution in the history
of the News industry leading to drastic changes, challenges and oppor-
tunities that practically impacted everyone. Technological changes led to
having radio advance on newspaper—TV out pass the radio—websites
and social platforms compete with Televisions. How this evolution will
continue is still debatable and unknown.
Today, LBCI is the number one private TV station in Lebanon. Over

the years, LBCI has proven itself as a market leader and has maintained
its position in the Lebanese market with an approximate 57% market
share. In terms of Digital media, LBCI currently ranks as the number
one entertainment website in Lebanon with more than 3 million unique
visitors per month and LBCI News is the leading mobile application in
terms of downloads and visits. This was achieved via a proactive strategy
that revolved around an investment in human capital and technological
advancements such as the adoption of new cameras for live coverage with



9 Integration of Social Media in the Lebanese News … 167

the 4G capacity backed with training for the team. The adoption of such
equipment and technologies, imposed changes in the way News is writ-
ten; new rules for writing have been set in place they include using short
sentences that are straight to the point, written in a simple and easily
comprehensive manner without any possible ambiguity. This new writ-
ing style allows the use of sentences as tweets on several platforms among
which Twitter and the extraction of hashtags to allow people to further
interact about a certain topic. In this scope, LBCI, in an attempt to stim-
ulate interaction with the audience, has recently adopted a daily hashtag
as part of its News segment few hours ahead of the 8 pm News; such
actions engage the audience and allow the station to track performance.
The next part includes key dates and specificities about how LBCI is

addressing and coping with the digital world.

• 1997: Launch of the first ever version of the LBCI website.
• 1998: Live streaming of LBCI news bulletins on the website.
• 2003: Launch of www.lbcgroup.tv as the main domain for the group.
• 2007: Launch of LBCI YouTube channel where only short clips were

posted.
• 2011: A key year in the history of LBCI digital presence;

– Showcasing for the first time a web series online and on TV.
– Launch of a revamped version of the LBCGroup website in August

2011, with 24 hour live streaming and full coverage of local and
international News in English and Arabic as well as free Ad-based
Video On Demand (AVOD) of all the shows (hosted previously on
YouTube) included backstage material, polls, photos, blogs etc.

– In this same year, LBCI started to expand its presence on social
media platforms being present on Facebook and Twitter. These plat-
forms were being used for live coverage of shows such as Miss
Lebanon 2011, Star Academy, Celebrity Duets, etc.

– Google Analytics has also been integrated to the new website in
order to monitor traffic and performance.

http://www.lbcgroup.tv
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2012:

• The website kept growing with more dedicated microsites, more exclu-
sive content, including online polls on live shows, engagement with
TV anchors, full backstage material and more.

• Display ads were integrated on the website; leaderboard and Mid Page
Unit (MPU) banners on the homepage and inside News articles along
with sponsorships on microsites.

• LBCI launched its dedicated News application that sends breaking
news through push notifications in line with a dedicated application
for shows in order to watch live and on demand content.

• LBCBLOGS stands for Lebanese Blogging Community; an initiative
developed by LBCI to reshape the News making process by having
bloggers write the News from their perspective on a dedicated blog
and sometimes in the 8pm News bulletin.

• The company “Effective Measure”, working today under the name of
“Narratiive”,7 was responsible to track performance and rating. The
company is the leading audience measurement company in the Middle
East and South Africa.

2013 and 2014:

• The website content was evolving; new sections were being added to
the News page: Health, Fashion, beauty, technology, science and more.
Ever green content, a content format that is always relevant and does
become dated to facilitate visibility, was being shared, covering viral
News and celebrity news.

• Monetization of video content through pre-rolls, mid-rolls and post
rolls was made available. Special sponsorships and integrations for the
website and mobile applications were also made possible.

• LBCI’s player supported Chrome cast and Airplay. Users could enjoy
their favorite shows through the big screens via wireless streaming.

7http://blog.effectivemeasure.com/effective-measure-rebrand-to-narratiive.

http://blog.effectivemeasure.com/effective-measure-rebrand-to-narratiive
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• In 2014, LBCI launched its daily newsletter, twice daily, delivered
right to the inboxes of the subscribers, with the latest local updates,
entertainment and lifestyle news.

• LBCI was the leading entertainment website in the Lebanese market
and among Lebanese websites worldwide according to Effective Mea-
sure.

2015:

• Reacting to the explosive growth of its mobile readership (66% in
2014), LBCI redesigned its website to create a more responsive and
interactive online experience via a responsive design, a simple struc-
ture, and wider accessibility from anywhere.

• The audience online was young: 48% of the site’s audience is under
29 years old; LBCI explored an interaction model that would blend
content types, cater to all users and encourage serendipitous discovery.
Distinct color systems were developed to map to various content types,
guiding the user across the experience.

• The reinvigorated digital experience positioned LBCI as a trendsetter
and forward-thinking brand.

• At the technological level, LBCI implemented HTML 5 technology
to its player.

2016:

• LBCI was the first station to stream its shows live on Facebook; the
first episode streamed was “Ahmar Bel Khat AlAreed”.

• LBCI launched “You Should Know” or USK to highlight the most
important political/social stories of the day in just 1 minute. The Insta-
gram/Facebook daily episode aims at keeping the younger generation,
who is not available at 8pm to catch up on the day’s event through
LBCI News nightly bulletin, up to date and involved with the daily
political/social/security stories.

• Advertising on the website was not only limited to basic leaderboards,
Mid-Page Unit MPUs and homepage takeover; in addition to the
broad range of masthead, monster MPUs, expandable and dynamic
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ads, pushdowns, carousel ads; LBCI offered videowall ads and engag-
ing frames for its players and games and introduced Native ads—a
format of ads that match the look, feel and function of the media for-
mat in which they appear.

• Events were now streamed in totality on the website starting with Miss
Lebanon 2016; This event was live streamed through 360 technology,
our 24-hr. live streaming is available since 2011.

• The year also saw an expansion on the mobile side with the Mobile
Accelerated Page: LBCI adopted Facebook’s native Instant Articles,
and Google’s Accelerated Mobile Pages AMP, to help users load pages
in seconds. Mobile accelerated pages allow users to load news articles
in less than 3 sec to make their experience more friendly.

2017:

• LBCI launches its webpush service.
• The fight against piracy continues with daily claims against infringing

videos especially on YouTube.
• LBCI News became available on Google News Publisher.
• Instream and Outstream video ads were available in News articles.
• For the first time, Instagram bloggers and Influencers were part of a

jury who chose Miss Influential at national event Miss Lebanon 2017;
proving the growing importance of these platforms.

• InDecember 2017, LBCI offered the first Lebanese Video on demand
and Live TV service that requires a paid subscription for users abroad,
it remains free in Lebanon.

2018:

• In February 2018, LBCI’s new mobile application was launched with
a new design, look and feel. It combines News updates, live TV
and Catch up and channel grid. The application gives the user the
choice to switch between dark/light backgrounds and grid/list display
along with Push notifications by news categories. The application now
gives easy access to LBCI News, shows, news show and reports, audio
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and video live streaming, etc. and follows new monetization options
through Native articles, display ads, photo and video interstitials, etc.

• 2018 was the elections year in Lebanon; Digital media played an
important role during the May 2018’s parliamentary elections. Parlia-
mentary campaigns were buying digital exposure, in addition to TV,
LBCI’s digital platforms were used to:

– Create awareness about electoral law through short videos on LBCI
website and social media platforms

– Online polls and reports about elections
– Live Facebook press conferences prior to elections
– Live elections show hosted guests from the digital field who were

analyzing trends on social platforms.

Digital was a main source of information in live TV coverage; LBCI
website was the leading website in publishing results and outperformed
all other local websites with double the numbers

October 2018: LBCI launched its Subscription video on demand
SVOD platform in October 2018. The platform, in black and red, is
dedicated to catch up your favorite shows, on demand and on any device.
The platform also includes content from LBCI’s library, old drama series,
interviews and movies and 24-hour video and audio streaming of LBCI
and LB2 channels.

– Content is only accessible through a monthly or yearly subscription,
including users in Lebanon. Users can enjoy the live or on demand
streaming without any advertising.

– Only News reports have free access inside the Lebanese territories.
– The service is available on LBCI website and mobile application.
– LBCI simultaneously launched “Awal Marra” online Sunday night

show, available on its online platforms, which revolves around the idea
of airing the first interview of a famous Lebanese personality, whether
political, social or entertainment.

– The above is accompanied with hourly claiming of content on plat-
forms like YouTube and Dailymotion and Facebook and trials to fight
privacy on private websites that infringe the rights and upload the
video content of the channel to their own player.
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– At the level of the player, LBCI added the below features:

Resume feature: Users are now able to resume watching their
favorite show right from where they left.
15 sec forward and rewind gesture: The shortcut buttons on the
player allow users to quickly browse through videos, though a dou-
ble tap on the left or right side of the screen, users can fast forward
or backward any video by 15 seconds.

Today, LBCI digital media presence is growing at a fast pace; what started
with about 35 k users in 2011 reached 4 million unique users in 2017
putting LBCI as the leading Lebanese entertainment website.

Last, LBCI understands that the challenge of survival, continuity and
progress for television is no longer restricted to the competition among
television stations alone. Competition has extended to new horizons:
Television is now in competition with newspapers or websites and vice
versa: Televisions own today a written website, which can be consid-
ered a newspaper; Online sites own a YouTube channel, which can be
considered a television channel and Newspapers developed websites and
channels on YouTube. This overlap is obviously inevitable, and compe-
tition among all platforms is growing. In today’s world, the recipient
watches the newspaper, through its channel on YouTube, and reads the
TV through the website, and watches the radio through its website and
through social media!

Conclusion

We are certainly at a historical moment for the TV industry, with
constant technological advancements and improved highspeed internet
bandwidth, the industry’s ecosystem is heading towards a new era that
revolves around an entrepreneurial culture of constant innovation and
dynamism. The rise of more sophisticated TV sets is changing the view-
ership experience and habits, coupled with the emergence of handheld
devices that are also pushing broadcasters to reinvent themselves.
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In our opinion, television will remain an important medium for the
coming few decades, however it might not remain the dominant force
especially with the baby boomer’s generation (born 1940–1959) disap-
pearing. Linear TV and online are ought to coexist; instead of thinking
about one or the other, it is the era of integrated television with the dig-
ital world. In order to succeed, content mobility across the various com-
plementary platforms is essential to generate the best personalized and
interactive viewing experience. When it comes to monetization, branded
content is a new way for advertisement along with ad-supported sub-
scription and pay-per-view content.

News coverage, because of its importance in relaying occurrences and
events from all over the world in a timely manner, is being mostly driven
by those changes. The game is now bound by the power of Speed; a
continuous race to instant News coverage. However, speed can at times
jeopardize reliability and quality of the information shared, so the real
challenge is setting up a team and an internal organizational culture that
nurtures investigative journalism to gain a competitive advantage linking
thus speed to credibility.

On the other hand, despite the emergence of internationally accessible
News channels and platforms, News coverage via locally owned operators
will remain the primary source for reliable local News and updates as its
links events to the local context and culture. To maintain one’s leadership
position, the present environment requires flexible and flat organizations
with tech-savvy journalists who can adopt the new advancements while
constantly engaging with the community.

For LBCI, the new changes trigger enthusiasm and dynamism for the
management team that is working towards embracing the new changes
and adopting a proactive approach to constantly remain pioneer in deliv-
ering the best reliable media service, and viewership experience.

In Lebanon, the political, religious and cultural factors continue to
undermine the development of a truly free media system; no matter how
fast and drastic the technological advancements are happening, the real
driving force comes from the growth and development of the people.
Education levels and income will continuously affect viewership behavior
and impact the way individuals across different nations consume media.
Finally, a call for reform must be carried out on several fronts to update
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the legislations, invest in the infrastructure of the country and the Inter-
net as well as obtain the government support to help this industry grow
and advance. It is also crucial to set in place the adequate internet regula-
tions for user privacy and security and to ensure government surveillance
while improving the rating system.
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Conclusion

Eight years have passed since the Arab Spring had spread across several
areas of the MENA region and reshaped the social, economic, and polit-
ical fabric of these societies for the foreseeable future. Though many
recent studies have shown that social media’s role in this matter was
somehow blown out of proportion, one thing remains constant: social
media was a major catalyst of this Arab Spring by helping disseminate
news, information, and videos that provided coverage of this uprising to
the rest of the world. Henceforth, social media will always be considered
as an effective and powerful driver for societal, political, and economic
change, irrespective of the nature and outcome of that change.
Today, as the Lebanese revolution (dubbed the “October 17 Revolu-

tion”) has been running in full swing, the power of social media has once
again proven to be a substantial mediator that revolutionaries have used
as a platform to organize, plan, and finance their upheaval.

Attempting to explain the unique influence that social media exerts in
such circumstances, four platforms were found to be conduits for social
media. The increased penetration of mobile technology amongst Arab
youth led to a massive use of social media platforms in the Arab world. As
a result, the Arab Youth Survey has shown that young people are mainly
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resorting to Facebook and Twitter platforms to express their views or
seek information on burning societal, political, and economic issues. In
addition, YouTube and SnapChat have been gaining significant ground
as social media platforms, and this has manifested quite strongly in the
highly populated, predominantly young, Kingdom of Saudi Arabia.

Building on this rate of change, business habits in the region also
started shifting. It is no surprise that this evolving form of marketing,
which is cheaper, more efficient, more youth oriented in nature, is now
much more attractive to companies that see their performance boosted
and enhanced when advertising on such platforms. Given that the future
generations are the bulk of the future markets, they’ve become the main
target market of social media, and as such, social media have become an
important driver of economy in the whole Arab region.
Yet it is important to recognize that social media is not without risks

and one can immediately discern several concerns. Given the lax con-
tent controls, social media cannot fully control the shared information,
thus turning these platforms into a double edge sword with dangers of
sharing is now commonly known as “fake news”. In most cases, it is dif-
ficult to trace the source of misinformation and thus facts, figures, views,
opinions, etc. cannot be second-guessed or verified.

Furthermore, in a part of the world that has been fertile ground for
various wars, conspiracy theories, and violence, social media can easily
stir up emotions of different affiliation groups, especially in light of the
current vulnerable educational systems.

Also resulting from lax controls, social media can also be a pretty
dark place for children and teenagers, with possibilities of interacting
with psychopathic individuals and therefore falling for cyber-bullying
that could eventually lead to mental health issues and can go as far as
suicide in some cases.

Finally—and acting as a compounding factor—addiction concerns
to social media are well documented by multiple international Public
Health bodies such as the Royal Society of Public Health in the United
Kingdom which did cite the worrying effects of social media on mental
health particularly for the unconfident, lonely, and gullible population
groups.
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In the absence of strong regulatory controls for social media, it is
important to raise awareness, enhance understanding, and help social
media users acknowledge the existence of these deceiving risks as a
good and potentially viable means to overcome the abovementioned
risks. Some countries in the regions have attempted to regulate content
through more concrete and tangible measures, albeit with mixed results.
For instance, in Egypt, social media accounts that exceed more than five
thousand followers can be monitored for their posts and content. Simi-
larly, in the UAE, influencers that are based in the Emirates are required
to obtain an annual license to “operate”. Some might argue that this
type of control affects freedom of expression, others may argue that it is
a moral duty to provide preventive and precautionary measures to bet-
ter control the unwanted and negative side effects of social media. Only
time and measurable outcomes will determine the best way forward.

One thing remains true for the moment; the evolution of social media
in the Middle East is ongoing and here to stay. In spite of its risks,
social media will still constitute a platform for youth to voice their con-
cerns, share their struggles, and discuss their opinions with the rest of the
world—without these platforms the voices would’ve remained unheard,
and change (positive or otherwise) wouldn’t be possible.
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