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Abstract 
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The literature suggests that the use of social media such as YouTube, blogs Twitter, and 

Facebook can enhance public relations exercise as these media facilitate two-way 

communication between an organization and its public. Members of the public can use these 

social media to access information, respond to information, ask questions or raise concerns. 

Social media also facilitate immediate response between the organization and the public. These 

media also provide flexible and personalized platforms for communicating with the public as 

opposed to mass media. A member of the public can use these channels of communication to 

raise very personal and specific issues concerning a given organization. It is because effectively 

designed social media plan enables the PR practitioners to develop two-way communication with 

the customers, which help the organizations to develop understanding about the needs and 

expectations of the customers regarding the products and services. Twitter content analysis was 

conducted December 2014 through November 2015 New York City was hypothesized to have  a 

higher engagement than AL Riyadh Municipality in Direct Tweeting, Retweeting, Hashtag, 

Photo in Twitter, Photo in Facebook, Photo in Instagram, Photo in Website, Photo in Flyer, 

Website and Video. The study gave insight in how the different cities used Twitter and was used 

to develop a Twitter plan to AL Riyadh Municipality. 
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Chapter I 

Introduction 

Fast growing web technologies have changed how individuals, government, and 

businesses interact over the past years.  The ease of connection, enhanced communication, 

collaboration, and engagement sets social media apart from traditional media.  Its capabilities 

also provide individuals and businesses with new ways to interact using mobile devices and PCs.  

Today, social media is a key driver in how individuals and organizations operate in the 

networked environment. Social media has helped enhance the PR industry. Organizations can 

now incorporate social media to enhance PR efforts.  Currently, the Kingdom of Saudi Arabia is 

experiencing dramatic changes as a result of increased adoption of social media. However, there 

are few studies that deal on social media in the Middle East and particularly in Saudi Arabia. 

Many studies focus on the social media impacts in the developed countries. There is a need to 

explore social media use in Saudi Arabia in PR initiatives for the purpose of creating a social 

media plan to improve engagement. 

Literature suggests that the use of social media such as YouTube, blogs Twitter, and 

Facebook can enhance public relations exercises, as these forms of media facilitate two-way 

communication between an organization and its public (Grunig, 2009). Members of the public 

can use social media to access information, respond to information, ask questions or raise 

concerns. Social media also may engorge an immediate response between the organization and 

its public. Social media also provide flexible and personalized platforms for communicating with 

the public as opposed to mass media. A member of the public can use these channels of 

communication to raise personal and specific issues concerning a given organization. An 

effectively designed social media plan enables the PR practitioners to develop two-way 
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communication with its customers, which helps the organizations to develop a better 

understanding about the needs and expectations of the customers, regarding the products and 

services.   

Statement of the problem 

The increased adoption of social media as a communication tool in Saudi Arabia opens a 

great opportunity for organizations to engage with key publics on a more personal level and 

promote their brands.  This will change the current believe that PR is a basic industry. The lack 

of proper recognition of social media capabilities among organizations in Saudi Arabia is one of 

the barriers to the role of public relations. As a result, organizations do not enjoy the full benefits 

of effectively using social media as a PR tool.   Organizations lack effective media relations that 

plan and identifies the correct way to deal with information particularly in relation to social 

media. In different parts of the world, social media has assisted many organizations not only in 

build and maintain multiple relationships but also to construct and keep those bridges 

particularly with key publics, the media, and other organizations. Thus, social media has 

impacted organization’s public relations practices. The recognition of social media as an 

effective way that has been proved to enhance relations with the audience in Saudi Arabia will 

help organizations utilize the numerous capabilities of social media that no other types of media 

can offer. Through social media, PR professionals can carry out PR activities to have the desired 

impact on the key audience. However, the recognition of contemporary trends in social media 

practice and technologies by PR practitioners is fundamental to implementing PR activities. The 

study will help in finding out the trends in social media use in PR initiatives for the purpose of 

creating a social media plan to improve engagement. 
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Significance of the Study 

Today’s organizations have adopted the use of social media as an indispensable tool for 

Public Relations (PR) purposes. PR professionals who have not adopted the use social media in 

PR efforts are at a disadvantage. Social networks have led to PR focusing more on customers. It 

has also affected the timeliness and accuracy in decision making and performance of activities 

that are core to the existence of the business. Social media has also been regarded as the cheapest 

tool of PR communication. Compared to traditional media, social media leverages organizations 

abilities to attain its objectives.  Organizations that have not fully adopted the use of social media 

in PR activities today find it hard to survive in the complex business environment. While social 

media does not replace traditional media, traditional media paired with social media becomes 

more powerful as a PR tool.  Various businesses in Saudi Arabia understand the significant 

impact that PR has made in the public relations discipline.  To best leverage PR efforts using 

social media, business organizations need to keep up to date with social media technologies and 

frequently measure the effectiveness of social media tactics. The study analyzes social media 

(Twitter) practices in two different city governments. 
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Chapter II 

Literature Review 

Theoretical Review  

Theories are often created to explain, understand, and predict phenomenon. More than a 

few theories have been formulated to explain phenomena in the public relations discipline. The 

Excellence Theory is the most dominant in public relations. This theory accounts for the largest 

share of theory-development articles in the discipline of public relations (Laskin, 2009). It is a 

general theory that explains how public relations adds value to firms, and how it can be 

structured so that the practice may contribute to organizational effectiveness. The Excellence 

Theory suggests that good public relations should focus on achieving goals that are desirable to 

both the firm and the public (Grunig, 2009). It should aim at increasing revenues, providing 

services required by stakeholders, and reducing negative publicity. The theory proposes that for 

firms to optimize the value of public relations they must identify who their target audiences are 

and build long-term relationships with them through symmetrical communication programs.  

Another significant theory concerning public relations is the one-way model (Laskin, 

2009). The model views public relations as a process that entails disseminating information 

about the company to, and influencing the perceptions of, the public. The flow of information is 

one-sided. The organization controls and dictates the relationship between it and the public. The 

model puts the least amount of emphasis on collecting information from the public. This model 

utilizes traditional media such as television, radio and newspaper, which give the public limited 

avenues for providing feedback.  

According to Grunig (2009), two models have emerged from the one-way 

communication model of public relations: the press agentry/ publicity and public information. 
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The press agentry/ publicity model is based on the premise that truth is of little importance to 

public relations. This model focuses on creating a favorable image for the firm. It equates public 

relations to publicity and promotional campaigns (Grunig, 2009). The public information model 

is based on the premise that public relation should tell the truth to the public. Therefore, the 

model views public relation officers as journalists who reside inside corporations. This model 

also uses one-way communication between the firm and members of the public. 

The third model of public relations is the two-way communication model. In this model, 

information moves to and from the public. Organizations deliver information to the public and 

also receive information from the members of the public (Grunig, 2009). Public relations officers 

focus on talking and listening to the public. The two models of communication also contributes 

to the emergence of two models of public relations: the two-way asymmetrical and two-way 

symmetrical model of public relations. The two-way asymmetrical model of public relations 

dates back to the 1920s (Laskin, 2009).  The two-way asymmetrical model was influenced by the 

first World War where military strategists used this tactic to persuade and influence members of 

the public to support their military strategies. This model uses social science and psychological 

approaches to persuade members of the public to accept the organization’s point of view and 

support it. Therefore, the organization does not relate to its public on equal footing. Conversely, 

the two-way symmetric model of public relation seeks to develop a mutual understanding 

between the firm and its public. 

 The two-way symmetrical model of public relations is a spin-off of the excellence theory 

(Laskin, 2009). This model emphasizes on the use of open dialogue between the firm and its 

public. The public relations exercise results in a change of behavior and attitude not only among 

the public but also in the organization. The organization learns something about the public 
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through public relations, and uses this knowledge to transform the behaviors and actions of its 

audience. The outcome is usually a compromise between the organization and its public.  

The Two-Way Symmetrical Model  

The two-way symmetrical model is often viewed as the most ideal model of public 

relations. Marsh (2001) argues that, sometimes, it is the organization itself that needs to change 

its behavior and attitudes and not the public. The two-way symmetrical model of public relations 

gives organizations a chance not only to examine the attitude of the public, but also to analyze 

the organizations’ own attitude and actions. Marsh (2001) identifies the two-way symmetrical 

model of public relations as the most effective foundation of public relations ethics.  

Cooper (2009), concluded that the two-way symmetrical model is the best public 

relations approach, as it presents a win-win situation for all parties. Cooper(2009), used the 

multiple case study research design to examine how McDonald’s and Unilever made use of the 

two-way symmetrical model of public relations to successfully respond to pressure from 

environmental lobby groups. The two organizations were under pressure from Greenpeace, an 

international environmental campaigning institution, to halt destructive agricultural practices in 

the developing nations. These corporations responded by creating dialogue with activities 

through two-way communication so as to realize mutually beneficial outcomes. The two 

corporations chose to work with Greenpeace to pressure suppliers to change their agricultural 

practices. This approach did not only bring social change, but also created a positive image of 

public relations firms. It was also able to save the corporations large sums of money in the form 

of lawsuits and damage-control public relation campaigns.  

  Kent and Taylor (2002) argued that public relations research and theory was moving 

toward a two-way symmetrical model of communication. These authors emphasize the need for 
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firms to hold meaningful dialogues with its strategic publics. Organizations should focus on 

developing relationships that serve the interests of both the firms and their publics. This situation 

can only be realized when there is dialogue between the firms and the public. Kent and Taylor 

(2002) identified several principals of dialogic public relations. These principles include: 

mutuality, proxrity, collaboration, immediacy of presence, temporal flow, engagement, empathy, 

commitment, and genuineness, among others.    

The two-way symmetric model of public relations is also effective in engaging an 

inactive public in the organizational activities. Hallahan (2002) noted that there is a significant 

group of stakeholders who are often forgotten during public relations campaigns. The author 

examined the characteristics of these inactive publics, and recommended a framework for 

involving the inactive public in the organizational activities. The author defines the inactive 

public as a group of stakeholders who have low involvement and knowledge of the organization 

and its product. He argues that these stakeholders also need to be engaged in organizational 

activities.  

The two-way symmetrical model is not without criticism. Some scholars feel that the 

model is based on an utopian ideal, and that no large organization can use such a model (Laskin, 

2009). Many authors also express doubt regarding the practicability and attainability of the two-

way symmetrical model of public relations in the modern business environment. Others argue 

that this model has no place in the real world and is just a normative theory. The argue that, in 

practice, trying to apply the two-way symmetrical model of public relations where resources are 

unequal lead to self-destructive discourse for the less powerful participant.  
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The Two-Way Symmetrical Model and Social Media Use in Public Relations 

The two-way symmetrical model is one of the theories that support the utilization of 

social media in public relations. In the past, the field of public relation has depended on 

traditional media such as newspapers, radio and television. These traditional media outlets only 

permit one-way, asymmetrical communication between the corporation and its public. The two-

way symmetrical model of public relation recommends that public relations exercises should not 

focus on influencing the behaviors of the public toward the firm only, but should also seek to 

gather views of the public, so as to influence the behaviors of the organization (Grunig, 2009). 

Literature suggests that the use of social media such as YouTube, Twitter, blogs and 

Facebook can enhance public relations exercises as these media facilitate two-way 

communication between an organization and its public (Nordstrom, 2012). Unlike traditional 

media, social media facilitates a two-way flow of information. Therefore, social media has the 

potential of not only help an organization disseminate information to the public, but it can also 

assist organizations receive feedback, and make observations, that will make it develop an 

enhanced understanding of the wishes of the public. Grunig (2009) points out that digital media 

have the potential to make the public relations discipline symmetrical, interactive, socially 

responsible, strategic, and global. 

Social media offer public relation practitioners a new approach for communicating with 

the public. It presents platforms where organizations can hold dialogues with the public at an 

equal level (Mathee, 2011). Members of the public can use these social media sites to access 

information, respond to information, ask questions, or raise concerns. A member of the public 

can use these channels of communication to raise personal and specific issues concerning a given 

organization. Social media also provides flexible and personalized platforms for communicating 
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with the public, as opposed to mass media. Bridgen (2011) argues that the use of social media 

enable firms to tap into the emotional appeal of public relations officers to win over the public. 

Social platform enhance the emotional connection between the public and public relation 

personnel. This connection enables public relation practitioners to dicern the emotion of the 

public in order to advance the image of the firm.  

Social media present effective public relations and marketing tools because of the number 

of people whom use these sites regularly. . One report identified that in Saudi Arabia, approx 

60% people use internet through Smartphone or PCs and laptops (BBC News, 2015). Along with 

this, is also identified that in the country, the number of social media users has increased by 45% 

between 2012 and 2013. On the other hand, according to the study conducted by the Dubai 

School of Government in 2014, more than 2.4 million users are active on Twitter site in the 

Arabian region (The Economist, 2014). At the same time, Saudi Arabia has the highest users of 

YouTube per-capita in the world. In addition, the forms of media offer a cheaper way of reaching 

a larger number of people.  

Social Media in Governmental Organizations in Saudi Arabia 

Social media are among the advancements in technology that have changed society in 

considerable ways and perspectives. Social media occupy a prominent place in public relations 

as practitioners recognize its numerous capabilities as a communications tool.  These tools have 

changed the nature of interaction and communication between individuals and organizations. 

They are a unique and effective way to initiate interaction between an organization and its 

publics (Johnson & Kaye, 1998). The use of social media in the Middle East, and particularly in 

Saudi Arabia, is gaining considerable attention recently. For a large amount of time, Saudi 

Arabia has experienced a lower level of penetration in social media use, even though billions of 
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people worldwide frequently use it. Social media platforms, including Facebook, Twitter, 

Instagram, and YouTube, are now slowly being adopted by businesses for public relations 

efforts. While the country may have lagged behind many others countries in the adoption of 

social media, particularly for public relations efforts, the considerable increase in usage presents 

an opportunity for individuals and business organizations (Agichtein et al., 2008). 

According to Kiefer (2015) 10KSA uses social media to communicate the issue with the 

breast cancer aim of improving early detection and reducing preventable deaths for Saudi 

women. In the Middle East, talking of such an issue in a public way is an interesting 

conversation to navigate, due to the cultural environment that characterizes the nations in this 

region. 10KSA engages social media users through local activations, short film, and social 

efforts. The campaign culminated in an event in Riyadh in October, which brought together 

10,000 Saudi women for health education, spa and fitness activities, mammograms, and 

entertainment. Saudi government institutions are taking social media more seriously.  They are 

now devoting a larger amount of their annual marketing budgets to social media (Kiefer, 2015). 

Many studies have examined the usage and effectiveness of Twitter and Facebook in 

marketing. Saudi Arabia has seen a significant shift in the usage of social networks. Since the 

year 2012, the usage of social media among citizens has seen an increase of active internet users 

by 300 percent. Today, approximately a third of Saudi citizens are actively using social networks 

with the number of YouTube and Twitter users in the Kingdom having the highest per capita in 

the world. These figures indicate a rise in the rate of connectedness. In today’s competitive 

business world, social media plays a significant role as an entertainment tool, and as a 

communication tool.  Information exchange is important as a business must make decisions 

based on internal and external factors in order to survive in the market (Worth, 2012). 



 11 

Accordingly, many businesses and organizations in Saudi Arabia are recognizing the 

opportunities available by using social media in different business activities. While social media 

sites have been widely used as a marketing tool, few businesses recognize the opportunities 

available in using the sites for public relations. There is a need to recognize social media as a 

publicity tool. Organizations that have recognized this have continuously revolutionized how 

they manage relationships with their publics. It has also made it easier for organizations to reach 

their consumers with their brands or products (Worth, 2012). 

The youth are the most active users of social media networks in Saudi Arabia. The 

increase in social media adoption is a chance for businesses to develop different channels of 

communication to engage their key publics, as well as promote their brands. In Saudi Arabia, 

Facebook and Twitter have the largest number of users. The two social networks have become 

important aspects in the lives of many citizens. Individuals spend time on social networks to seek 

new information, and to check out new trends and businesses that offer products that appeal to 

them. Verhoeven et al., (2012) note that many organizations do not optimally use social media in 

public relations efforts as they do not recognize the effectiveness of the platform in interacting 

with publics and enhancing brand image. Accordingly, many corporations do not make effective 

use of social media for public relations efforts. The increasing popularity of Twitter and 

Facebook can create numerous advantages for businesses in Saudi Arabia (Moreno & Zerfass, 

2015). 

Significance of Social Media Plan for Public Relations Practitioners 

Miller and Lammas (2010) explore the role of social media in business. They argue that 

public relations practitioners in the organizations use social media as a tool of communication to 

reach out to their customers and influence their attitudes and perceptions toward the organization 
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and their product. Social penetration theory (Altman and Taylor 1973) explains that a social 

media plan allows public relations practitioners to develop a relationship with the people through 

disclosure of information to the public. This leads to a visible level to relationship progresses, 

which turns into ambitions and, then beliefs. By interacting with people in different layers, 

public relations practitioners are able to communicate the messages of the company, and develop 

a better link with them.  Public relations practitioners try to disclose the public, private and semi-

private information in a sequential order by communicating on social media in a way that is 

effective in order to develop strong relationship with their customers (Malthouse, 2013). 

Shaker and Hafiz (2014) stated that the role of social media for public relations 

practitioners in Saudi Arabia is similar to the use of social media in other countries across the 

world. A social media plan is effective for public relations practitioners to deliver the 

information related to organizational strategies, vision, and purpose, as well as solve their queries 

and concerns in order to enhance their satisfaction level. According to social media-integration-

theory-model mentioned in Sinclaire and Vogus (2011), social media platforms are effective to 

provide the exposure, feedback, connection and sharing of the information. It allows the public 

relations practitioners to interact with the customers and exchange the same level of information 

among the audience and brand.    

Hsu and Tran (2013) believe that social media in Saudi Arabia has been recognized as an 

effective communication tool that enables public relations practitioners to develop a direct and 

constant interaction with the customers. Public relations practitioners interact with the customers 

on a frequent basis through social media to help promote the business in a more effective way. In 

similar sense, social exchange theory proposed by Emerson (1976) mentioned that people engage 

in behaviors that are rewarding, and avoid behaviors that have a high cost for them.  However, 
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all social behavior depends on rewards in terms of acceptance, prestige, opportunity, or 

conformity, rather than monetary terms. Social media provides an expected gain in terms of 

reputation and influencing others that encourage people to participate in social media 

(Kupersmidt, Stelter and Dodge, (2011). Therefore, social media allows the public relations 

practitioners to interact more with the customers because the individual looks forward to an 

increase in reputation and  being able to influence others.   

Quesenberry (2015) argues that social networking sites are effective at developing 

connection with a variety of people to better promote organizational products and services. 

Through social media, public relations practitioners are able to resolve the queries of customers 

about the products, and offer assistance about the use of products, as well as improve their 

satisfaction level. Through this, public relations practitioners identify potential customers and 

encourage them to purchase the products to generate higher revenues and profits for the 

company.  

On the other hand, Funk (2011) states that people share their views and opinions on the 

products performance, as well as the firm's and get solutions through various platforms of social 

media. According De Vries, Gensler and Leeflang (2012), people in Saudi Arabia spend a great 

deal of time on social media to seek out information and communicate with their friends and 

family. Public relations practitioners use social media to encourage the people to share their 

views with their friends and family members, enabling the professionals to develop a strong 

brand image of their company.  

Concerning this, social media is rich in its ability to transmit the information in form of 

videos, images and audio instantaneously across the world.  Burton (2011) states that the power 
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of social media is effective to help connect a large number of the people with an organization 

and helps to increase the customer base significantly.  

Measures to Determine Success of Public Relations Social Media Plan & Campaign 

 According to Kelly (2013), the method for measuring the success of a public relations 

social media plan is through measuring the social media exposure, influence, and engagement. 

Measuring the exposure tends to highlight the number of people attracted to the brand or topic 

through social media. To mitigate the potential of duplicating of users, it is important to track 

growth rates as a percentage of the aggregate totals. When using Twitter, one can look at the 

number of followers and the number of users who retweeted a specific message. In blogs, 

measuring the number of visitors who viewed the post as tied to the promotion or a particular 

period (Jeffrey, 2012).  

Engagement is another method of measuring the success of the PR social media 

campaign. Engagement tends to be one of the most significant measurements of a public 

relations plan, and usually shows how many people listen to what an organization says, and if 

they were driven to action. When using a metrics, such as TweetEffect, one can highlight who 

the business wants to target, so as to focus on social media channels. When using Facebook, one 

can measure the success of the company through determining the number of times people clicked 

the link and messages, liked, or commented on the past. One can also track wall posts and private 

messages if they can link the past to the activity that ties to a specific social media campaign. 

McCorkindale & Distaso (2014) state that it is possible to measure success through blogs by 

evaluating the number of comments, subscribers generated, and the number of times people 

shared the posts as well as where they shared it. Measuring the third party blogs commented on 
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and also the resulting referral traffic to the site can also help in measuring the success of a 

campaign (Jain, 2014).  

Measuring influence is also a strategy for measuring the success of PR social media 

campaign. In this case, it involves determining whether the campaign created a positive or 

negative impact toward the topic (Kelly, 2013). It is also important to look at the influence of 

those who participated in your topic past or message. Influencers in social media are important, 

and how they spread the message is essential. Using the number of fans and the success in 

driving attention to a campaign can also help determine the effectives of the campaign. The 

influence that the plan had on the people targeted can help to determine the success of the 

campaign (Jain, 2014). If the plan had a negative effect, then the campaign was not successful; 

however, if the plan had a positive influence, it means that the campaign was successful. 

Amplifiers in Social Media 

Today, social media is not an option for a brand. To ensure that the client’s customers can 

easily access what the business offers, the organization will seek to amplify their communication 

on the types of products and services they offer.  Therefore, social media sites are just as 

important as having a web page.  Conversations in social media amplify and propagate with 

astonishing speed. In fact, amplifications have made conventional Internet search tools 

inadequate to examine conversations within social media in order to understand the interactions 

within a dynamic conversation (Renn, 1991). 

Amplifiers in social media are significant in keeping the conversation flowing within 

social media and enhance interactions with conventional online mainstream media and corporate 

media. In social media, the amplifiers ensure that a conversation about a topic flows and is 

continued (Tsimonis, & Dimitriadis, 2014). It also improves the interactions with conventional 
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online media. Google, Facebook, and other social media sites have layered powerful search 

algorithms on social information in order to easily find relevant services and products. According 

to Tinati et al., (2012) amplifiers have rapidly changed how information can be found online by 

moving into a highly personalized "social search” from a generic "web search." (Tinati et al., 

2012) 

According to Asur et al., (2011), amplifiers allow a business the unique opportunity to 

create a dominant social media presence to stay ahead of its competition (Asur et al., 2011). For 

example, a business can create a physical store network that enables it to create individual social 

pages for different locations, which provides it with a strong presence within the social network 

and multiple customer touch points (Dong-Hun, 2010). Therefore, when potential customers 

actively seek the types of services and products the business offers, the organization has an 

enhanced chance of being found. A customer can find extra information in social media, and it 

benefits the business. 

According to (Rayson, 2015), there isn’t a one-amplifier-fits-all approach to ensure social 

media works for any brand. However, there are various elements that work together to determine 

the success of an amplifier as a social media strategy. Amplification starts with recognizing 

which social media sites attract the strongest audience for their content, then finding the 

amplifier with the most engagement on those networks. (Rayson, 2015)  Hence, recognizing the 

networks in which you’re the business audience is critical for amplification strategy and should 

be a consideration for social media strategy as well. For example, if a business’s social media 

goal is to improve customer engagement on a particular social media platform, it is crucial to 

know which audience or sharers have the most traction in the target network (Tsimonis, & 

Dimitriadis, 2014). These amplifiers have the ability to make a drastic difference in the shares 
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the business content earns. The business should consider conducting research to determine the 

best amplifiers for content (Zeisser, 2010). 

For social media amplifiers, a business can consider particular factors in selecting an 

amplifier. For example, Retweet or share ratio, Number of followers, Average Retweets or 

shares, and Reply ratio. When considered together, such factors can give the business an idea of 

the potential reach an amplifier can help attain.  Different businesses share the same goal of 

wanting to earn numerous social shares as possible (Tsimonis, & Dimitriadis, 2014). Thus, 

providing high-quality content that can resonate with the audience is important for the business. 

Establishing strategic and beneficial relationships with the audience can see desired social 

engagement take off. Additionally, identifying the content and amplifiers can help the business 

achieve the most social traction for its content.  Currently, businesses also use analytics to help 

find the individuals who actually amplify a conversation (Asur et al., 2011). 

There are some of the top performing content types that have been proved to increase 

engagement t on social media. The first is the use of images in the social media platform (Odden, 

2012). Images are the most effective in driving engagement on social media.  Social media users 

are overwhelmed with text to be read and process in order to derive any sort of value. On the 

other hand, Images appeal to users’ tactical senses, feelings instantly and communicating 

messages. As a result, Social media posts with visual content get higher levels engagement than 

text-only posts. Thus, social media presence without images is not effective.  The second way to 

improve engagement is through Videos.  Videos are considerably effective assets to share across 

social.  Videos are shared more frequently than links and text posts combined. They also increase 

users’ purchase intent along with user engagement.  An organization can make use of 
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Smartphone video, and Instagram video, to create quality video at a very low cost. (Weinberg & 

Pehlivan, 2011) 

Hashtags are also effective techniques of centering responses on particular content. They 

help narrow down a vast number of social communications and provide a smaller environment to 

have a more focused conversation.  Developing an engaged presence on social media requires 

effort and time. Even though there are some general best practices, there are no stringent rules as 

to what content should be shared. However, relevancy ant timing is important in driving social 

media engagement. Writing content requires a good idea, a good writer, and a good designer. A 

good writer should be able to produce top-tier content. The designer should be capable of 

presenting the in an attractive way and use techniques to drive engagement. And the idea has to 

resonate with the social media users. (Agichtein et al, 2008). 

Research questions 

For this capstone project, the following research question will be: 

RQ1: How does one measure a successful public relations social media plan or campaign?  

H1: New York City has more direct tweets than Riyadh City in tweets. 

H2: New York City has more direct retweet than Riyadh City in tweets. 

H3: New York City has more hashtag than Riyadh City in tweets. 

H4: New York City has more photo in twitter than Riyadh City in tweets. 

H5: New York City has more photo in Facebook than Riyadh City in tweets. 

H6: New York City has more photo in Instagram than Riyadh City in tweets.  

H7: New York City has more photo in website than Riyadh City in tweets. 

H8: New York City has more photo in flyer than Riyadh City in tweets. 

H9: New York City has more website than Riyadh City in tweets. 
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H10: New York City has more video than Riyadh City in tweets. 

H11: New York City has more broken links than Riyadh City in tweets. 

H12: the more a message is retweeted by some else’s, the more likely contains a direct tweeting, 

Retweeting, Hashtag, Photo in Twitter, Photo in Facebook, Photo in Instagram, Photo in 

Website, Photo in Flyer, Website, Video and Broken links. 
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Chapter III 

Methodology 

The purpose of this study is to compare Twitter messages between New York City 

(NYC) in the U.S. and Al-Riyadh Municipality in Saudi Arabia. A content analysis was 

conducted in this research. This is a technique that is used to make references that are valid as 

well as replicable from data. The researcher collected a sample of data from the Twitter accounts 

for the New York City (@nycgove) and Al-Riyadh Municipality (@Amanat). Pulling data from 

December 2014through November 2015, a Ball State Chirp Search collected all of the Tweets 

from NYC and Riyadh city. Because of the large number of tweets, a stratified random sample 

was taken using SPSS. The researcher coded 781 tweets from New York City and 775 tweets 

from Riyadh City. 

Descriptive analysis  

 

New York City and Riyadh are two cities that show active engagement on Twitter from 

their populations. New York is the city of United State of American while Riyadh city is the 

capital city of Kingdom of Saudi Arabia.  These two cities were close in population with NYC 

being 6.8M and Riyadh being 8.4M. As of December 14, 2015, New York City had 339,000 

followers and had produced 10,400 tweets while Riyadh city had 107,000 followers and 

produced 7,430 tweets. New York City followed 195 Twitter users. While Riyadh city followed 

eight Twitter users.  

According to the data collected, New York City recorded 412 likes, while Riyadh city 

recorded 406 likes. Likes and tweets signal the traffic on the social media platform as this is how 

an organization can tell how many people saw the tweets. However, not all people respond to 

tweets. The reason behind choosing Riyadh City and New York City is that both are similar in 
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terms of the size and population. The population of New York City is approximately 8,406,000 

while the population of Riyadh city is 6,800,000. The factors make both cities relatively similar 

to allow for comparison.   

 December 14, 2015 

City  Followers Follows other 

organizations 

Likes Tweets Lists  Population  

Riyadh City 107k 8 406 7430 4 6.8M 

New York City 339k 195 412 17.4k 3 8.40M 

 

Inter-Coder Reliability 

Inter-code reliability is used as an indicator of consistency. It also assists in determing of 

whether two coders are in agreement in characteristic each message or tweet. It demonstrates 

inter-coder reliability that interpretation of messages are valid and is easily accepted by 

reviewers. The researcher conducted a Pilot test of 112 tweets, 2% of NYC tweets and 2% of 

Riyadh City tweets, taken from December 1, 2014 to November 30, 2015. Two people coded for 

Direct Tweeting, Retweeting, Hashtag, Photo in Twitter, Photo in Facebook, Photo in Instagram, 

Photo in Website, Photo in flyer, Website, Video and Broken links. Kappa was used to determine 

inter coder reliability which needs to be above .6, the direct tweeting Kappa was 1.00, the 

Retweeting Kappa was 1.00, the Hashtag Kappa was 1.00, the Photo in Twitter Kappa was 

0.904, the Photo in Facebook Kappa was 1.00, the Photo in Instagram Kappa was 0.00,  the 

Photo in website Kappa was 0.663, the Photo in flyer Kappa was 0.899, the Website Kappa was 

0.960, the Video Kappa was 0.866, the Brokenlinks, Kappa was 0.943.  A sample was collected 
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for the year from 60
th

 NYC and New York City (Nyc) in the U.S. and Al-Riyadh 75% of the 

tweets were randomly selected through SPSS. 
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Results 

The method seeks to answer the question: How New York City different than Al-Riyadh 

one measure a successful public relations social media plan or campaign? 

H1: New York City has more direct tweets than Riyadh City in tweets. 

Table H1: 2x2 contingency table City versus Direct Tweeting 

 

Direct Tweeting 

Total yes no 

City New York Count 616 165 781 

% within at@ 56.5% 35.4% 50.2% 

Riyadh Count 474 301 775 

% within at@ 43.5% 64.6% 49.8% 

Total Count 1090 466 1556 

% within at@ 100.0% 100.0% 100.0% 

 

From the table, the total number of tweets are 1556. 781 (50.20%) tweets are from New 

York City, and 775(49.8%) are from Riyadh City. From the Direct Tweeting 56.5% are from 

New York City, and 43.5% is from Riyadh City. It can be concluded that Direct Tweeting at 

New York City 56.5% is higher than Riyadh 43.5%. A Pearson Chi-square value was 58.168 

with df= 1, p=0.000 and Eta=0.193, which indicates that the two cities are different with New 

York City direct tweeting being more than Riyadh City. The equality of direct retweets in both 

cities has been tested by using independent samples t-test. The test value (t= 9.191, p-value = 

0.000) depicts that the hypothesis was accepted. Therefore, the mean Direct Tweeting in New 

York City is higher than Riyadh city. 
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H2: New York City has more direct retweet than Riyadh City in tweets. 

Table H2: 2 x 2 Contingency Table City versus Direct Retweeting 

 

 

Direct Retweeting   

Total yes no 

City New York Count 133 648 781 

% within RT 97.8% 45.6% 50.2% 

Riyadh Count 3 772 775 

% within RT 2.2% 54.4% 49.8% 

Total Count 136 1420 1556 

% within RT 100.0% 100.0% 100.0% 

 

In a sample of 1556 Tweets only 136 are Direct Retweeting in both cities.  Among 97.8% 

direct retweeting are from New York City, and 2.2% is from Riyadh city. The table illustrates 

that direct retweeting are in New York City 97.8% higher than that of Riyadh city 2.2%.  The 

Chi-square value was found as 135.1 with df=1, p=0.000 and Eta=0.295, indicating that the two 

cities are different with New York city direct retweeting are more than Riyadh city. This 

hypothesis was supported. 

H3: New York City has more hashtag than Riyadh City in tweets. 

Table H3: 2 x 2 Contingency Table City versus Hashtags 

 

 

Hashtag 

Total yes no 

City New York Count 374 407 781 

% within hashtag# 62.1% 42.7% 50.2% 

Riyadh Count 228 547 775 

% within hashtag# 37.9% 57.3% 49.8% 

Total Count 602 954 1556 

% within hashtag# 100.0% 100.0% 100.0% 
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In the whole sample, only 602 are a hashtag. Among the hashtag 62.1% comes from New 

York City, and the rest 37.9% from Riyadh City. Among the non-hashtag users 42.7% from NY 

and 57.3% are from Riyadh City. The sample includes 50.2% hashtag from New York City, and 

49.8% from Riyadh City. Table shows that hashtag in New York City 62.1% are higher than 

Riyadh City 37.9%. The Chi-square value was found as 55.931 with df= 1, p= 0.000 and 

Eta=0.190, which indicates that the two cities are different with New York city Hashtag are more 

than Riyadh City. A small p-value <0.05 leads to support the hypothesis meaning that the two 

proportions are different from each other. Therefore, it is concluded that New York City has 

more hashtag than Riyadh City in tweets. This hypothesis was supported. 

H4: New York City has more photo in twitter than Riyadh City in tweets. 

Table H4: 2 x 2 Contingency Table City versus Photo in twitter 

 

 

Photo in twitter 

Total yes no 

City New York Count 58 723 781 

% within photo in 

twitter 
72.5% 49.0% 50.2% 

Riyadh Count 22 753 775 

% within photo in 

twitter 
27.5% 51.0% 49.8% 

Total Count 80 1476 1556 

% within photo in 

twitter 
100.0% 100.0% 100.0% 

 

In the whole sample only 80 tweets are Photos in Twitter. Among the photo in twitter 

72.5% are from New York City, and the rest (27.5%) are from Riyadh City. The Chi-square 

value was found as 16.787 with df= 1, p=0.000 and Eta=0.104, which indicates that the two 

cities are different with New York city direct Photo in Twitter are more than Riyadh City.  A 
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small p-value <0.05 leads to accept the hypothesis. It means that the two proportions are 

different from each other. Therefore, it is concluded that New York City has more photo in 

twitter than Riyadh City. This hypothesis was supported. 

H5: New York City has more photo in Facebook than Riyadh City in tweets. 

Table H5: 2 x 2 Contingency Table City versus Photo in Facebook 

 

 

Photo in Facebook 

Total yes no 

City New York Count 6 775 781 

% within photo in 

Facebook 
85.7% 50.0% 50.2% 

Riyadh Count 1 774 775 

% within photo in 

Facebook 
14.3% 50.0% 49.8% 

Total Count 7 1549 1556 

% within photo in 

Facebook 
100.0% 100.0% 100.0% 

 

The samples consists of 1556 tweets. In the sample only 7 tweets are photo in Facebook. 

Among the photo in Facebook 85.7% are from New York City and the rest (14.3%) are from 

Riyadh City. Photo in Facebook in New York City (85.7%) is higher than Riyadh City (14.3%). 

The Chi-square value was found as 3.549 with df= 1, p=0.060 and Eta=0.048, which indicates 

that the two cities are not different with regards to Photo in Facebook using status. A high p-

value >0.05 leads to the reject the hypothesis. It means that the two proportions are not 

statistically different from each other. Therefore, it is concluded that New York City does not 

have more photo in Facebook than Riyadh City. This hypothesis was not supported. 
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H6: New York City has more photo in Instagram than Riyadh City in tweets.  

Table H6: 2 x 2 Contingency Table City versus Photo in Instagram 

 

 

 

Photo in Instagram 

Total yes no 

City New York Count 4 777 781 

% within photo in Instagram 100.0% 50.1% 50.2% 

Riyadh Count 0 775 775 

% within photo in Instagram 0.0% 49.9% 49.8% 

Total Count 4 1552 1556 

% within photo in Instagram 100.0% 100.0% 100.0% 

 

The samples consists of 1556 tweets. In the sample only 4 tweets are photo in Instagram. 

Among the photo in Instagram 100% are from New York City and nobody from Riyadh City is 

using it. Photo in Instagram in New York City is higher than Riyadh City. The Chi-square value 

was found as 3.980 with df=1, p=0.046 and Eta=0.051, which indicates that the two cities are 

different with New York city direct Photo in Instagram using are more than Riyadh City. A small 

p-value <0.05 leads to accept the hypothesis it means that the two proportions are different from 

each other. Therefore, it is concluded that New York City has more photo in Instagram than 

Riyadh City in tweets. This hypothesis was supported. 
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H7: New York City has more photo in website than Riyadh City in tweets. 

Table7: 2 x 2 Contingency Table City versus Photo in Website 

 

 

Photo in Website 

Total yes no 

City New York Count 6 775 781 

% within photo in website 100.0% 50.0% 50.2% 

Riyadh Count 0 775 775 

% within photo in website 0.0% 50.0% 49.8% 

Total Count 6 1550 1556 

% within photo in website 100.0% 100.0% 100.0% 

 

The samples consists of 1556 participants. In the sample only 6 tweets are photo in 

website users. Among the photo in website users 100% are from New York City and nobody 

from Riyadh City is using photo in website. Photo in website in New York City is higher than 

Riyadh City. The Chi-square value was found as 5.977 with df= 1, p=0.014 and Eta=0.062, 

which indicates that the two cities are different with New York city direct Photo in website are 

more than Riyadh City. A small p-value <0.05 leads to accept the hypothesis means that the two 

proportions are different from each other. Therefore, it is concluded that New York City has 

more photo in website than Riyadh City in tweets. This hypothesis was supported. 
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H8: New York City has more photo in flyer than Riyadh City in tweets. 

Table H8: 2 x 2 Contingency Table City versus Photo in flyer 

 

 

Photo in flyer 

Total yes no 

City New York Count 178 603 781 

% within photo in 

flyer 
90.8% 44.3% 50.2% 

Riyadh Count 18 757 775 

% within photo in 

flyer 
9.2% 55.7% 49.8% 

Total Count 196 1360 1556 

% within photo in 

flyer 
100.0% 100.0% 100.0% 

 

The samples consists of 1556 tweets. In the sample only 196 tweets are photo in flyer 

users. Among the photo in flyer 90.8% are from New York City and 9.2% are from Riyadh City. 

Photo in flyer in New York City 90.8% is .higher than that of Riyadh City 9.2%. The Chi-square 

value was found as 148.0 with df= 1, p=0.000 and Eta=0.308, which indicate that the two cities 

are different with New York city direct Photo in flyer are more than Riyadh City.  A small p-

value <0.05 leads to accept the hypothesis it means that the two proportions are different from 

each other. Therefore, it is concluded that New York City has more photo in flyer than Riyadh 

City in tweets. This hypothesis was supported. 
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H9: New York City has more website than Riyadh City in tweets. 

Table H9: 2 x 2 Contingency Table City versus Website 

 

 

 

Website 

Total yes no 

City New York Count 556 225 781 

% within website 96.7% 22.9% 50.2% 

Riyadh Count 19 756 775 

% within website 3.3% 77.1% 49.8% 

Total Count 575 981 1556 

% within website 100.0% 100.0% 100.0% 

 

The samples consists of 1556 tweets. In the sample 575 tweets are website. Among the 

website users 96.7% are from New York City and 3.3% are from Riyadh City. Website in New 

York City (96.7%) is higher than that of Riyadh City (3.3%). The Chi-square value was found as 

788.9 with df=1, p=0.000 and Eta=0.712, which indicates that the two cities are different with 

New York city direct website are more than Riyadh City. A small p-value <0.05 leads to accept 

the hypothesis it means that the two proportions are different from each other. Therefore, it is 

concluded that New York City has more website than Riyadh City in tweets. This hypothesis was 

supported. 
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H10: New York City has more video than Riyadh City in tweets. 

Table H10: 2 x 2 Contingency Table City versus video 

 

 

Video 

Total yes no 

City New York Count 40 741 781 

% within video 90.9% 49.0% 50.2% 

Riyadh Count 4 771 775 

% within video 9.1% 51.0% 49.8% 

Total Count 44 1512 1556 

% within video 100.0% 100.0% 100.0% 

 

The sample consists of 1556 tweets. In the sample only 44 tweets are video users. Among 

the website users 90.9% are from New York City, and the 9.1% are from Riyadh City. , number 

of video in New York City (90.9%) is higher than in Riyadh City (9.1%). The Chi-square value 

was found as 30.027 with df= 1, p=0.000 and Eta=0.139, which indicates that the two cities are 

different with New York city video are more than Riyadh City. A small p-value <0.05 leads to 

accept the hypothesis it means that the two proportions are different from each other. Therefore, 

it is concluded that New York City has more video than Riyadh City in tweets. This hypothesis 

was supported. 

 

 

 

 

 

 



 32 

 

 

H11: New York City has more broken links than Riyadh City in tweets. 

Table H11: 2 x 2 Contingency Table City versus broken links 

 

 

 

Broken links 

Total yes no 

City New York Count 111 670 781 

% within brokenlinks 76.6% 47.5% 50.2% 

Riyadh Count 34 741 775 

% within brokenlinks 23.4% 52.5% 49.8% 

Total Count 145 1411 1556 

% within brokenlinks 100.0% 100.0% 100.0% 

 

The sample consists of 1556 tweets. In the sample only 145 tweets are brokenlinks. 

Among the brokenlinks 76.6% are from New York City, and 23.4% are from Riyadh City. The 

number of brokenlinks in New York City (76.6%) is higher than in Riyadh City (23.4%). The 

Chi-square value was found as 44.440 with df= 1, p=0.000 and Eta=0.169, which indicate that 

the two cities are different with New York city brokenline using are more than Riyadh City. A 

small p-value <0.05 leads to accept the hypothesis. It means that the two proportions are 

different from each other. Therefore, it is concluded that New York City has more photo in 

brokenlinks than Riyadh City in tweets. This hypothesis was supported. 
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H12: the more a message is retweeted by some else’s, the more likely contains a direct tweeting, 

Retweeting, Hashtag, Photo in Twitter, Photo in Facebook, Photo in Instagram, Photo in 

Website, Photo in Flyer, Website, Video and Broken links. 

Table H12:  Correlation  between Retweet vs Combined  

  Retweets Combined 

Retweets Pearson Correlation 1 .250
** 

Sig. (2-tailed)   .000 

N 1556 1555 

Combined Pearson Correlation .250
** 1 

Sig. (2-tailed) .000   

N 1555 1555 

**. Correlation is significant at the 0.01 level (2-tailed). 

  
The above table represents the Pearson correlation co-efficient between retweet and 

combined. Combined variable represents the total number of media using by each of the 

individuals. The correlation co-efficient r =0.250 and P-value 0.000 indicates that the positive 

correlation is statistically significant meaning that retweet and number of media using by 

individuals moves in the same directions. If retweeting goes up then the number of media using 

by individuals goes up or if retweeting goes down then number of media using by individuals is 

also going down. Therefore, it is concluded that the more a message is retweeted by some else’s, 

the more likely contains a direct tweeting, Retweeting, Hashtag, Photo in Twitter, Photo in 

Facebook, Photo in Instagram, Photo in Website, Photo in Flyer, Website, Video and Broken 

links. This hypothesis was supported. 
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Report 

Retweets   

City  Mean N Std. Deviation Median Minimum Maximum 

Riyadh 4.81 775 10.551 .00 0 137 

New York 12.41 781 20.536 8.00 0 281 

Total 8.62 1556 16.775 5.00 0 281 

 

The table shows that the mean and standard deviation of retweets in New York City 

(M=12.41, SD=20.536) is higher than Riyadh city (M=4.81, SD=10.551). New York City 

experiences more variability in retweeting than Riyadh City.  An ANOVA test to compare the 

equality of means retweets in New York City and in Riyadh City reveals that mean difference 

between the cities are highly significant (F=84.098, p= 0.000). An Eta value =0.227 indicates 

that retweets, in New York City is more than in Riyadh City. 
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Discussion 

The purpose of this study was to compare Twitter messages between New York City 

(NYC) in the U.S. and Al-Riyadh Municipality in Saudi Arabia that helped in creating a social 

media plan for Riyadh municipality in Saudi Arabia. The study aimed to create a social media 

plan for Al-Riyadh Municipality in Saudi Arabia. The study present the differences of Twitter 

messages between New York City (NYC) in the U.S. and Al-Riyadh Municipality. 

The content analysis of Twitter messages in this study shows that direct tweeting, Retweeting, 

Hashtag, Photo in Twitter, Photo in Facebook, Photo in Instagram, Photo in Website, Photo in 

Flyer, Website and Video were important for both cities to create a successful  social media plan. 

The chi-square was conducted to see the difference between both cities in direct tweeting, 

Retweeting, Hashtag, Photo in Twitter, Photo in Facebook, Photo in Instagram, Photo in website, 

Photo in Flyer, Website and Video. There were a differences between New York City and Al-

Riyadh Municipality. The correlations test was conducted to determine the relationships between 

retweet and combined.  

  The study found New York City (78.9 %) has more direct tweeting in twitter than Al-

Riyadh city of Municipality (61.2%). It is evident from the content analysis that the two-way 

communication model indicates the audience of the organization can utilize from a social media 

platform to raise personal and specific issues concerning a given organization. Public relations 

practitioners focus to build the relationship between the organizations and its public. This 

enables the PR practitioners to develop two-way communication with the public, which help the 

organizations to develop their understanding about the needs and expectations of the customers 

regarding the products and services. 
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Photos in twitter, Facebook, Instagram, website and Flyer are content types in creating a 

social media. The result found that New York City has higher of using a Photos than Al-Riyadh 

Municipality. These findings were most effective to increase the engagement in Twitter. Posting 

text with images improve to get a higher engagement in social media platform than without 

images. The result found that New York City has higher of using video than Al-Riyadh 

Municipality.  Video is the most effective way to help share it in social media platform. Video 

sharing platforms such as YouTube are also popular because they offer PR practitioners the 

match needed visual appeal.  The result showed that the New York City 62.1% are higher in 

Hashtags than Riyadh City 37.9%. Hashtags asset to driving and engagement the conversation in 

Twitter. Hashtag is a technique that enhance to increase the engagement.  These findings were 

mentioned earlier in the literature review. 

A correlations test was conducted to see the relationships between Retweets and 

Combined. The results indicate that retweet and direct tweeting, Retweeting, Hashtag, Photo in 

Twitter, Photo in Facebook, Photo in Instagram, Photo in Website, Photo in Flyer, Website, 

Video and Broken links by individuals moves in the same directions. When retweeting goes up 

then the number of media using by individuals goes up as well. The results provides public 

relations professional with a basis for crafting a social media strategy. A social media plan 

should incorporate the use of direct tweeting, retweeting, Hashtags and photos. The use of these 

tools can effectively in creating a social media plan. Because both New York City and Riyadh 

city had so few hashtags, video, phots these were all combined to test if having these elements 

increase engagement. There was a positive correlation with the combined item and retweets. This 

supports the literature. 
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This research study used top ten tweets that followers retweeted and favorites in twitter 

for both cities New York City (NYC) in the U.S. and Al-Riyadh Municipality. These tweets were 

selected from the data using a Ball State Chirp Search. The offered Favorite and Retweet 

functionalities are a major engagement trigger on this social network. The use of Twitter’s 

Favorite functionality on the social network can be interpreted in different ways. As a general 

rule, users retweet or reply to anything that particularly resonates with them, that arouse interest 

in one way or another or that they find intriguing. This is supports the literature review. 

The results give a clear view of how New York and Al-Riyadh Municipality cities interact on 

Twitter.  Both cities can use the results to improve their interactions on Twitter. Public relations 

could use the results to establish how to target influencers and amplifiers within a particular 

industry. Without any established following or audience, there is a lot of work to do to get the 

brand where it needs to be. Influencers and amplifiers are the individuals and the companies that 

carry weight, and they should be a priority in PR initiatives. 

Conclusion 

This study showed that New York City seemed to have more engagement that cities Al-

Riyadh Municipality. New York City direct tweeted more than Al-Riyadh Municipality. Some 

recommendation to Al-Riyadh Municipality would be to use more photos especially with events. 

Al-Riyadh Municipality might also consider using a text link to connect with appropriate 

website. Further investigation might include looking at rural us city inhabitants. Another study 

might be to look at the actual content of each tweet. There may be important differences in the 

tweet’s content that were not studied. The researcher would expect to find a disparity in social 

media usage between public relations practitioners located in urban settings and those located in 

rural settings. There is also a significant digital divide between people who live in cities and 
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those who live in rural areas (Avery, Lurisky, Amador, Ickowitz & Taylor, 2010). ). Therefore, 

the researcher expects to find a disparity in social media usage between practitioners in urban 

branches of the organization than among practitioners in the rural branches. 

There are factors required to be considered in creating a social media plan. There are 

differences in the cultural of both cities. It is crucial for the organizations to consider user 

interfaces and culture, while creating a social media plan to suit users in both cities. According to 

Alafeef, Singh, & Ahmad (2012) state that people are more comfortable, while using social 

media, when user interfaces suit their culture. This study emphasized the significance of cultural 

adaptation by the organizations for the user interface especially for social media. Language is big 

concern because many Saudi Arabian people are not able to communicate in English as they 

need Arabic version of social media platforms to interact with PR practitioners.  
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Chapter IV 

BODY OF THR PROJECT  

Objectives 

The objective of the social media plan will be to establish strategic and beneficial 

relationships with the amplifiers to improve engagement on Twitter.  Amplifiers are significant 

in keeping the conversation flowing and enhancing interactions with conventional online 

mainstream media and corporate media. Establishing a relationship with amplifiers is likely to 

have more people interacting with the city.  

Goals 

The goal of the social media plan is to promote engagement with the public. Using 

various tools including Photo website, videos, Photo Instagram, Photo flyer, the PR team will 

attract more retweets from social media amplifiers. The tools will provide an excellent 

opportunity for followers to get to know the individuals behind the brand.  

 Strategies 

The first strategy to be used is finding a niche of Twitter Followers. The social media 

plan will be directed to social media amplifiers. Amplifiers are important in keeping the 

conversation flowing and promoting interactions with conventional online mainstream media and 

corporate media. On Twitter, the focus on amplifiers will ensure that the conversation flows. 

Amplifiers will be useful in determining what to retweet and what not to retweet. Thus, they will 

be useful in enhancing engagement of Twitter users. Determining who to follow and how to get 

followers is a difficult task. When Twitter users start using Twitter, most might follow anyone 

who might follow back for no particular reason. To increase the number of Twitter followers is 

the goal of any organization which can act as an ego boost.  However, unless the followers are 
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quality followers, the large number of followers won't fuel the initiative to increase Twitter 

exposure. Niche or quality of followers means having followers with similar interests as the city 

and individuals who also tweet similar topics as the city. In general, the followers are more prone 

to retweet city’s messages to their Twitter following. Given that the quality of followers will be 

more inclined to retweeting the city’s links, amplifiers will expose the tweets to a much larger 

audience. 

The second strategy is through engaging amplifiers and influencers through valuable and 

relevant content.  Social networking is all about sharing valuable information and content. 

Amplifiers are only interested in relevant and valuable content.  The city requires relevant and 

quality tweets and how they will be distributed. More time will be spend thinking about the 

levers necessary to generate actual engagement and step up interaction with messaging and 

content. Influencers are individuals who carry weight in industry. Twitter is considered to be one 

of the most suitable social networks for networking, and it can reach out to many influencers 

who have a Twitter account. Retweeting influencers with valuable content is one of the easy 

ways to connect with influencers and tap into their group of followers. This can be done by 

Tweeting the same content several times. Identical tweets often obtain a similar amount of clicks.  

Creating relevant content and focusing on getting influencers to engage with it can make it go 

viral incredibly fast as more people can discover content through organic and social search. 

However, it all comes down to the quality of the content being shared.  If it is of interest, 

influencers are going to retweet (Safko, 2010). 
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Tactics 

1. Direct Tweeting and Retweeting 

Tweeting and Retweeting are critical to maximizing tweet exposure. The PR team will 

employ tweeting and retweet tactics to promote engagement by influencers. Tweeting and 

Retweeting are about sharing content. There is evidence to show that there are things that compel 

people to retweet.  From the choice of words to the time of day, tweeting and retweeting will 

take into consideration different factors that impact how many retweets can be achieved.  When a 

tweet is made, a message is sent out to social media followers. When none of the followers are 

actually interested in the message, then very few will retweet the messages as it isn't really 

relevant to them.  On the other hand, when there are a dozen followers who are interested in the 

message, there is a greater chance that they will retweet the tweet.  Therefore, tweeting and 

retweeting exposes a message to followers also might be interested.  Another way to have the 

frequent retweeting of messages is to be active in retweeting messages from influencers when the 

message relates to the topic.  Influencers and followers are likely to appreciate the retweet and 

tend to retweet some of the tweets in return.  

2. Hashtag 

The second tactic is the use of hashtags.  A hashtag is a way that enables organization of 

Tweets for Twitter search engines. Using hashtags correctly simply prefix messages tag to enable 

influencers and followers to discover relevant posts. Using hashtags is critical for maximizing 

retweets and finding those quality Twitter followers. When one searches for certain keywords, it 

becomes easier to view other Twitter results of users who also tweet the particular topic. Those 

users using the same hashtags will be followed as they can become the niche followers. 
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3. Photos and videos 

Twitter has several features that provide users with more options and opportunity when it 

comes to Twitter images. Multiple Photos in Tweets will be used to Photo Tagging.  Every 

Tweet will include multiple Twitter images, offering the users more opportunities to use visuals 

that represent the message.  Photos will be added to Tweets and will then be displayed in an 

easily shareable preview collage. New photo tagging option will allow tagging in the Twitter 

images shared. This will have a big implication for the city to followers and fans. Individuals can 

then tag other users in the photos, adding a level of appreciation for followers. This may 

encourage more engagement on Twitter. To really make the Tweets engaging, the photos will not 

be just an afterthought. Twitter images will be chosen based on their relevance and appeal to the 

content and shareability.  Images will not be shared just for the sake of having a visual element 

to your Tweet. 

Finding photos to share does not have to be a struggle. One way to improve engagement 

through images will be to ask for submissions or run contests from followers. Sharing photos 

will be a great way to keep influencers and followers engaged and coming back. When using 

photos, it will be important to ensure that images will be clear when viewed within a Twitter 

stream. When photos are too small and require to be expanded by the viewer, they may likely 

receive less sharing and engagement. Additionally, sharing the same content in multiple Tweets 

is a tactic that is appropriate as long as messages are spaced out. However, sharing the same 

photo possibly may not draw the same level of engagement in second and third Tweets. When 

the content to be shared has multiple images, different Twitter images for subsequent Tweets 

will be shared. This will be a strategic way to add new appeal to content to be reused. Favoriting 

is a tactic that will focus on making use of growing interaction with influencers and amplifiers.  
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Building authority on Twitter is important to generating more engagement, and the utilization of 

multimedia like images can drive that engagement. By including photos and images in tweets, it 

will be likely to double the chances of a Retweets. Videos will be important when trying to 

connect on a personal level with amplifiers. These tools offer a simple way to respond to the 

audience and are far more engaging than a simple tweet would be. Videos will also be used to 

cover events as they’re happening. Videos drum up more interactivity by involving followers in 

the big numbers.  A large number of followers will likely enhance the chances of retweeting.  

4. Favoriting 

Favorites will be used to bookmark. Favoriting is an easier way of saving tweets and pages 

for easier future access. The most common use of favorites is to capture the attention of those 

they are interested in capturing.  It is a desirable option to make presence noticed online.  This 

type of interaction can work with influencers and amplifiers within a particular industry.  Many 

are the times that it may be necessary to type out a response to tweeter user. This may not be 

possible particularly where the number of responses is overwhelming. Thus, favoriting will be 

used as a tactic to show gratitude. Favoriting will be used as a tool to engage with influencers 

and amplifiers.  

Evaluation 

One tool will be primarily used to measure reach and engagement. The first tool will be 

TweetReach; the tool offers a subscription to evaluate Twitter activity. It also allows one to 

provide a report on hashtags and generates detailed reports total impressions, on accounts 

reached, activity, top influencers, and most popular tweets.  A paid version allows the creation of 

trackers for more Twitter accounts and hashtags. In addition to tracking the reach, it will also be 
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important to measure engagement.  The amplification rate will be measured by dividing the 

number of retweets by tweets (Unsworth & Townes, 2012). 

 

Appendix  

 

Week one 

Day Date Time Channel Type of Post Content 

Sunday May 1 9:00 AM-

5: 30 PM 

Twitter 

 

Text 

 

National museum and Al-

Moraba palace are the 

historical area in Al Riyadh 

city,  

Link  https://www.alriyadh.gov.s

a/en/riyadh/DiscoverRiyad

h/Pages/default.aspx 

Wednesday May 4 9:00 AM-

5: 30 PM 

Twitter 

 

text Wadi Hanifah is a popular 

tourist destination. 

link https://www.alriyadh.gov.s

a/ar/riyadh/DiscoverRiyadh

/Pages/details.aspx?cat=%

D9%88%D8%A7%D8%A

F%D9%8A%20%D8%AD

%D9%86%D9%8A%D9%

81%D8%A9&cat2=Wadi%

20Hanifah 

 

Friday May 6 12:00 PM-

5: 30 PM 

Twitter 

 

Text  Tourism Activities in 

Riyadh city. 

Photo flyer Post a photo that link to the 

activites. 

Link  https://www.alriyadh.gov.s

a/en/riyadh/DiscoverRiyad

h/Pages/details.aspx?cat=T

ourism%20Activities&cat2

=%D8%A7%D9%84%D8

%A3%D9%86%D8%B4%

https://www.alriyadh.gov.sa/ar/riyadh/DiscoverRiyadh/Pages/details.aspx?cat=%D9%88%D8%A7%D8%AF%D9%8A%20%D8%AD%D9%86%D9%8A%D9%81%D8%A9&cat2=Wadi%20Hanifah
https://www.alriyadh.gov.sa/ar/riyadh/DiscoverRiyadh/Pages/details.aspx?cat=%D9%88%D8%A7%D8%AF%D9%8A%20%D8%AD%D9%86%D9%8A%D9%81%D8%A9&cat2=Wadi%20Hanifah
https://www.alriyadh.gov.sa/ar/riyadh/DiscoverRiyadh/Pages/details.aspx?cat=%D9%88%D8%A7%D8%AF%D9%8A%20%D8%AD%D9%86%D9%8A%D9%81%D8%A9&cat2=Wadi%20Hanifah
https://www.alriyadh.gov.sa/ar/riyadh/DiscoverRiyadh/Pages/details.aspx?cat=%D9%88%D8%A7%D8%AF%D9%8A%20%D8%AD%D9%86%D9%8A%D9%81%D8%A9&cat2=Wadi%20Hanifah
https://www.alriyadh.gov.sa/ar/riyadh/DiscoverRiyadh/Pages/details.aspx?cat=%D9%88%D8%A7%D8%AF%D9%8A%20%D8%AD%D9%86%D9%8A%D9%81%D8%A9&cat2=Wadi%20Hanifah
https://www.alriyadh.gov.sa/ar/riyadh/DiscoverRiyadh/Pages/details.aspx?cat=%D9%88%D8%A7%D8%AF%D9%8A%20%D8%AD%D9%86%D9%8A%D9%81%D8%A9&cat2=Wadi%20Hanifah
https://www.alriyadh.gov.sa/ar/riyadh/DiscoverRiyadh/Pages/details.aspx?cat=%D9%88%D8%A7%D8%AF%D9%8A%20%D8%AD%D9%86%D9%8A%D9%81%D8%A9&cat2=Wadi%20Hanifah
https://www.alriyadh.gov.sa/ar/riyadh/DiscoverRiyadh/Pages/details.aspx?cat=%D9%88%D8%A7%D8%AF%D9%8A%20%D8%AD%D9%86%D9%8A%D9%81%D8%A9&cat2=Wadi%20Hanifah
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D8%B7%D8%A9%20%D8

%A7%D9%84%D8%B3%

D9%8A%D8%A7%D8%A

D%D9%8A%D8%A9 

 

 

 

Week two 

Day Date Time Channel Type of 

Post 

Content 

Sunday May 8 9:00 AM-

5: 30 PM 

Twitter 

 

Text  Salam park is the finest and 

newest parks located in the 

heart of Riyadh 

Photo flyer It should has picture and 

location of the place and 

the cellphone of the park 

Wednesday May 11 9:00 AM-

5: 30 PM 

Twitter 

 

Text Nahdha Park 

Photo flyer  It should has picture and 

location of the place and 

the cellphone of the park 

Friday May 13 12:00 PM-

5: 30 PM 

Twitter 

 

Text  enjoy to view and discover 

a variety of animals from 

all continents throughout 

the world in Riyadh zoo  

Photo flyer It should has picture and 

location of the place and 

the cellphone of the park 
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Week three 

Day Date Time Channel Type of 

Post 

Content 

Sunday May 15 9:00 AM-

5: 30 PM 

Twitter 

 

Text  The Kingdom Center, You 

can see it from anywhere in 

Riyadh, 

Photo flyer It should have picture and 

location of the place. 

Link  http://www.kingdomcentre.co

m.sa 

Wednesday May 18 9:00 AM-

5: 30 PM 

Twitter 

 

Text Al-Faisaliyah Center, 

Another distinct landmark 

of the capital city, with a 

unique design of a spear 

with a revolving globe 

restaurant at the top 

Photo flyer It should have picture and 

location of the place. Also, 

it should include the time of 

opening and closed. 

Friday May 20 12:00 PM-

5: 30 PM 

Twitter 

 

Text  The moment you enter Hayat 

Mall, you will realize that 

you are in a special 

atmosphere that combines 

comfort and shopping 

pleasure, and security.  

Photo flyer It should have picture and 

location of the place. Also, 

it should include the time of 

opening and closed. 

Link  http://www.hayat-

mall.com/ar/moredreamshom

e.aspx 
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Week four 

Day Date Time Channel Post Content 

Sunday May 22 9:00 AM-

5: 30 PM 

Twitter 

 

Text  Riyadh Gallery exhibits 

some of the famous 

international brands and 

has gained the confidence 

of consumers despite their 

varying segments and 

tastes. 

Photo 

flyer 

It should have picture and 

location of the place. 

Also, it should include the 

time of opening and 

closed. 

Link  www.riyadhgallery.com/ar 

Wednesday May 25 9:00 AM-

5: 30 PM 

Twitter 

 

Text Sahara Mall 

Photo 

flyer 

It should have picture and 

location of the place. 

Also, it should include the 

time of opening and 

closed. 

Link http://www.saharamall.co

m.sa  

Friday May 27 12:00 PM-

5: 30 PM 

Twitter 

 

Text  Panorama Mall 

    

Twitter 

 

Photo 

flyer 

It should have picture and 

location of the place. 

Also, it should include the 

time of opening and 

closed. 

Link  www.panorama-mall.com 

 

 

 

 

 



 48 

Week one 

Day Date Time Channel Type of 

Post 

Content 

Sunday May 29 9:00 

AM-5: 

30 PM 

Twitter 

 

Text 

 

National Museum، The museum’s 

exhibits explore the history of the 

Arabian Peninsula from its earliest 

beginnings to present day. 

Photo 

flyer 

It should have picture and location 

of the place. Also, it should include 

the time of opening and closed. 

Wednesday June 1 9:00 

AM-5: 

30 PM 

Twitter 

 

Text  Your visit to Masmak Palace 

Photo 

flyer 

It should have picture and location 

of the place. Also, it should include 

the time of opening and closed. 

Friday June 3 12:00 

PM-5: 

30 PM 

Twitter 

 

Text  This museum highlights the cultural 

and historical dimension of the 

excavations conducted by the 

University. 

Photo 

flyer  

It should have picture and location 

of the place. Also, it should include 

the time of opening and closed. 

 

 

Week two 

Day Date Time Channel Type of 

Post 

Content 

Sunday June 5 9:00 

AM-5: 

30 PM 

Twitter 

 

Text  Virtual tours zoo of Riyadh 

Link http://37.216.218.198/zoo/ 

Monday June 6 9:00 

AM-5: 

30 PM 

Twitter 

 

Text Felicitation for coming Ramadan 

Photo 

flyer 

Felicitation for coming Ramadan 

Tuesday June 7  Twitter 

 

Text  Felicitation for coming Ramadan 

Photo 

flyer 

Felicitation for coming Ramadan 
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Wednesday June 8  Twitter 

 

text Virtual tours Manakh King Abdul-

Aziz Park 

Link  http://park.alriyadh.gov.sa/3dmap/ma

nakh/index.html 

 

Friday June 10  Twitter 

 

Text  Virtual tours AL-Jazeera Yard 

stadium 

Photo 

flyer  

http://park.alriyadh.gov.sa/3dmap/jaze

ra/index.html 

 

Week three 

Day Date Time Channel Type of 

Post 

Content 

Sunday June 12 9:00 

AM-5: 

30 PM 

Twitter 

 

Text  Amana 940 APP. Emergency center has 

developed this application to provide the 

latest methods of notifications delivery 

to Riyadh Municipality. 

Link  http://appstore.alriyadh.gov.sa/App.aspx

?ApplicationID=11 

Wednesday June 15 9:00 

AM-5: 

30 PM 

Twitter 

 

Text The Kingdom Center, You can see it 

from anywhere in Riyadh, 

Photo 

flyer 

It should have picture and location of the 

place. 

link http://www.kingdomcentre.com.sa 

Friday June 17 9:00 

AM-5: 

30 PM 

Twitter 

 

Text  Al-Faisaliyah Center, Another distinct 

landmark of the capital city, with a 

unique design of a spear with a 

revolving globe restaurant at the top 

Photo 

flyer  

It should have picture and location of the 

place. Also, it should include the time of 

opening and closed.  

 

 

http://park.alriyadh.gov.sa/3dmap/manakh/index.html
http://park.alriyadh.gov.sa/3dmap/manakh/index.html
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Week four 

Day Date Time Channel Type of 

Post 

Content 

Sunday June 19 9:00 

AM-5: 

30 PM 

Twitter 

 

Text  Announcement the app for 

celebrations of the holiday  

Photo 

flyer 

Post the APP for the celbration 

for holiday Intrduce the APP and 

how they can use it. 

link Post the link of the website of the 

celebrations about the holiday  

Wednesday June 22 9:00 

AM-5: 

30 PM 

Twitter 

 

Text  

 

 The place of celebration of the 

holiday and the activities  

Link  Post the link of the website of the 

celebrations about the holiday 

Friday June 24 9:00 

AM-5: 

30 PM 

Twitter 

 

Video  Create a video introduce the 

places of the celebrations and the 

activities.  

Link  Post the link of the video  

 

Week one 

Day Date Time Channel Type of 

Post 

Content 

Sunday June 26 9:00 

AM-5: 

30 PM 

Twitter 

 

Text  Announcement the app for 

celebrations of the holiday  

Photo 

flyer 

Post the APP for the celbration 

for holiday Intrduce the APP and 

how they can use it. 

Link  Post the link of the donwload the 

APP 

Wednesday June 29 9:00 

AM-5: 

30 PM 

Twitter 

 

link Post the link of the website of 

the celebrations about the 

holiday  
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Thursday June 30 9:00 

AM-5: 

30 PM 

Twitter 

 

Text  

 

 The place of celebration of the 

holiday and the activities  

Link  Post the link of the website of 

the celebrations about the 

holiday 

Friday July 1 9:00 

AM-5: 

30 PM 

Twitter 

 

Video  Create a video introduce the 

places of the celebrations and 

the activities.  

Link  Post the link of the video  

Saturday July 2 9:00 

AM-5: 

30 PM 

Twitter 

 

Text  Announcement the app for 

celebrations of the holiday  

Photo 

flyer 

Post the APP for the celbration 

for holiday Intrduce the APP and 

how they can use it. 

 

Week two 

Day Date Time Channel Type of 

Post 

Content 

Sunday July 3 9:00 

AM-5: 

30 PM 

Twitter 

 

Text  Announcement the app for 

celebrations of the holiday  

Photo 

flyer 

Post the APP for the celbration 

for holiday Intrduce the APP and 

how they can use it. 

Link  Post the link of the donwload the 

APP 

Monday July 4 9:00 

AM-5: 

30 PM 

Twitter 

 

Text  

 

 The place of celebration of the 

holiday and the activities  

Link  Post the link of the website of the 

celebrations about the holiday 

Tuesday July 5 9:00 

AM-5: 

30 PM 

Twitter 

 

Text  

 

 The place of celebration of the 

holiday and the activities  

Link  Post the link of the website of the 
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celebrations about the holiday 

Hashtag  Create a hashtag for celebration 

of the holiday 

Photo 

flyer 

Felicitation for coming Eid al-

fater   

Text  Announcement the app for 

celebrations of the holiday  

Photo 

flyer 

Post the APP for the celbration 

for holiday Intrduce the APP and 

how they can use it. 

Link  Post the link of the donwload the 

APP 

Wednesday July 6 9:00 

AM-5: 

30 PM 

Twitter 

 

Hashtag  Create a hashtag for the first 

celebration of the holiday for 

posting of the picture, viedo of 

the activates  

Photo 

flyer 

Felicitation for coming Eid al-

fater   

Text  Announcement the app for 

celebrations of the holiday  

Photo 

flyer 

Post the APP for the celbration 

for holiday Intrduce the APP and 

how they can use it. 

Link  Post the link of the donwload the 

APP 

Text  Do not miss the firework  

Photo 

flyer 

It should has the places of the 

firework and the time. 

Link  Post the website that related to 

the holiday. 

Thursday July 7 9:00 

AM-5: 

30 PM 

Twitter 

 

Hashtag  Create a hashtag for the second 

celebration of the holiday for 

posting of the picture, video of 
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the activates  

Text  Do not miss the firework  

Photo 

flyer 

It should has the places of the 

firework and the time. 

Link  Post the website that related to 

the holiday. 

Text  Announcement the app for 

celebrations of the holiday  

Photo 

flyer 

Post the APP for the celbration 

for holiday Intrduce the APP and 

how they can use it. 

Link  Post the link of the donwload the 

APP 

Friday July 8 9:00 

AM-5: 

30 PM 

Twitter 

 

Hashtag  Create a hashtag for the third 

celebration of the holiday for 

posting of the picture, video of 

the activates  

Text  Do not miss the firework  

Photo 

flyer 

It should has the places of the 

firework and the time. 

Link  Post the website that related to 

the holiday. 

Text  Announcement the app for 

celebrations of the holiday  

Photo 

flyer 

Post the APP for the celbration 

for holiday Intrduce the APP and 

how they can use it. 

Link  Post the link of the donwload the 

APP 
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Saturday July 9 9:00 

AM-5: 

30 PM 

Twitter 

 

Hashtag  Create a hashtag for the fourth 

celebration of the holiday for 

posting of the picture, video of 

the activates  

Text  Do not miss the firework the 

third    

Photo 

flyer 

It should has the places of the 

firework and the time. 

Link  Post the website that related to 

the holiday. 

 

Week three 

Day Date Time Channel Type of 

Post 

picture 

Sunday July 10 9:00 

AM-5: 

30 PM 

Twitter 

 

Hashtag  Create a hashtag for posting a 

video and the picture of the 

holiday.  

photo 

flyer 

Thank you for your coming and 

Farwell the holiday. 

Wednesday July 13 9:00 

AM-5: 

30 PM 

Twitter 

 

Hashtag  Create a hashtag to thank the 

public for enjoy us and post the 

video and the picture 
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Chapter VI 

Outside Reviews of The Project 

Reviewer 1 

STUDENT: Abdulmajeed Alomayri  

DEGREE: Master of Arts  

MAJOR: Public Relations  

March 9, 2016  

Evaluation by Abdullah Almalki 

Dear Ms. Michelle O’Malley: 

My name is Abdullah Almalki. I have a bachelor degree in public relations and I have 

master degree in public relations from Imam Muhammad ibn Saud Islamic University, Riyadh 

city in Saudi Arabia. My thesis is about the impact of public relations programs in the mental 

image. I am currently working in in media relations department in the Ministry of Interior in 

Riyadh city for 8 years. I have studied bachelor with Abdulmajeed Alomayri. During our study, 

we worked as team to organized the events and conferences in our university. 

It is my pleasure to review this project. I think it is important for a public relations 

department to consider social media in its plan. The creative project of Abdulmajeed Alomayri is 

a good idea. He is focused on Twitter in his project. In my experience working, most of Saudi’s 

people use twitter than other of social media. Also, most of the ministers and organization 

governmental have created their account in twitter. 

The quality of body of the project provides a great campaign plan on Twitter that could 

any organization in Saudi Arabia utilize from this creative project to introduce its servers and the 
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events to its public more essay. This creative project will be useful and helpful for Al Riyadh 

municipality even though public relations practitioners in Saudi Arabia.  

In terms of depth and coverage, I think this project was good plan because it covers most 

of the tactics that need it to be in lunching a social media plan. The tactics that use in twitter 

campaign will cover some kinds of social media. This is essentially for the organization to 

communicate more with its public. The strategic also that use can be reached more of the public. 

The strategic that use in the body project will increase the followers of the Al Riyadh 

municipality. This creative project includes the two-way communication. 

 

Abdullah Almalki, staff member in department of media relations at the Ministry of Interior in 

Saudi Arabia.  
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Reviewer 2 

STUDENT: Abdulmajeed Alomayri  

DEGREE: Master of Arts  

MAJOR: Public Relations  

March 11, 2016  

Evaluation by Mohammed Alareeshi  

Dear Ms. Michelle O’Malley: 

My name is Mohammed Alareeshi, and I am pleasure to evaluate this creative project research. I 

have experience in public relations for 4 years, and I am working in Saudi Standards, Metrology and 

Quality Organization. Also, I am responsible of the public relation in SSMQO. I have a bachelor’s degree 

in public relations from al Imam Muhammad ibn Saud Islamic University in Riyadh city, Saudi Arabia. I 

have known Abdulmajeed Alomayri since I studied my degree. We worked as team of public relations to 

orgize the events, conferences and the activities in inside and outside the university. 

I think this project need it in Saudi Arabia because social media become a new field for public 

relations in the industrial. This project will help public relations practitioners in Saudi Arabia to be 

successful in their jobs. Abdulmajeed has chosen twitter, which I think, is most effectiveness in social 

media platform. A according to my experience, twitter is the most communication tool of engagement in 

social media in Saudi Arabia.  

The quality of this body project provides an accurate view of a social media campaign for al 

Riyadh municipality that will also help the government organizations in Saudi Arabia. This needs it to be 

considered in creating public relations campaign. I believe that the project could be applied for an 

effective social media and public relations campaign. 

The depth of treatment and coverage, the project is very well thought out. Abdulmajeed creates a 

good campaign of social media that is valuable to the public relations department even though marketing 

department in both government and companies. I believe this project has covered the element of social 
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medial campaign. Abdulmajeed tried to cover all the tactics that need it in social media plan. However, 

Hashtag are playing a center role of reaching many people in Twitter. Also, the photos are the easy way to 

share the messages to the public. This project will promote the brand of the organizations, and its 

services. 

Mohammed Alareeshi, responsible of public relations at Saudi Standards, Metrology and Quality 

Organization in Riyadh city, Saudi Arabia.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 59 

References 

Agichtein, E., Castillo, C., Donato, D., Gionis, A., & Mishne, G. (2008, February). Content in 

social media. Web Search (pp. 183-194). ACM. 

Alafeef, M., Singh, D., & Ahmad, K. (2012) The Influence of Demographic Factors and User 

Interface on Mobile Banking Adoption: A Review. Journal of applied sciences, 12(20), 

pp.2082-2095. 

Avery, E., Lurisky, R., Amador, E., Ickowitz, T., & Taylor, C., (2010). Diffusion of the social 

media platforms among public relations practitioners. Journal of Public Relations. 22 (1), 

332- 358 

Asur, S.,  Szabo, G., Huberman, B. A., & Wang, C. (2011). Trends in social media: Persistence 

and Decay. Available at SSRN 1755748. 

BBC News (2015) Saudi Arabia profile – Media. [Online]. Available at 

http://www.bbc.com/news/world-middle-east-14703480 

Bridgen, L. (2011). Emotional labor and the search for a personal brand: Public relations 

officials’ utilization of social media. Journal of Media Practice. 12 (1), 61- 76 

Burton, S. (2011) Interactive or reactive? Marketing with Twitter. Journal of Consumer 

Marketing, 28(7), pp.491–499. 

Cooper, A. (2009). Two-way communication: A win-win model for responding to activist 

pressure. Ball State University. Retrieved from https://c 

/bitstream/1234567/Acooper_209-3_BODY.pdf     

De Vries, L., Gensler, S. and Leeflang, P. S. (2012) Popularity of brand posts on brand fan 

pages: an investigation of the effects of social media marketing. Journal of Interactive 

Marketing, 26(2), pp. 83-91. 

http://www.bbc.com/news/world-middle-east-14703480


 60 

Dong-Hun, L. (2010). Consumer: Social Media and Business Strategy. SERI Quarterly, 3(4), 

112. 

Duggan, M. & Brenner, J. (2013). The demographic characteristics of social media consumers in 

2012. Retrieved from http://www.pewinternet.org/files/old-

media/Files/Reports/2013/PIP_SocialMediaUsers.pdf  

Funk, T. (2011) Social Media Playbook for Business: Reaching Your Online Community with 

Twitter, Facebook, Linkedin, and More. USA: ABC-CLIO. 

Grunig, J. (2009). Models of global-public-relations in an era of digitalization. Prism 6 (2), 1 -19 

Hallahan, K. (2002). Inactive publics; the forgotten publics in public relations. Public Relations 

Review. 26 (4), 499- 515 

Hsu, Y., & Tran, T. H. C. (2013) Social Relationship Factors Influence on EWOM Behaviors in 

Social Networking Sites: Empirical Study: Taiwan and Vietnam. International Journal of 

Business, Humanities and Technology, 3(3), pp.22-31. 

Jain, A (2014). Emerging models of PR measurement. PRWeek. Retrieved from 

http://www.prweek.com/article/1303749/emerging-models-pr-measurement  

Jeffrey, A (2012). Social media measurement: putting it all together. Retrieved from 

http://amecorg.com/wp-content/uploads/2012/10/Social-Media-Measurement-Putting-it-

all-Together-2012.pdf  

Johnson, T. J., & Kaye, B. K. (1998). Cruising is believing?: The Internet and traditional sources. 

Journalism & Mass Communication Quarterly, 75(2), 325-340. 

Kelly, N (2013). How to measure social media: A step-by step Guide to developing and 

assessing social media ROI. USA, Pearson Education 

http://www.pewinternet.org/files/old-media/Files/Reports/2013/PIP_SocialMediaUsers.pdf
http://www.pewinternet.org/files/old-media/Files/Reports/2013/PIP_SocialMediaUsers.pdf
http://www.prweek.com/article/1303749/emerging-models-pr-measurement
http://amecorg.com/wp-content/uploads/2012/10/Social-Media-Measurement-Putting-it-all-Together-2012.pdf
http://amecorg.com/wp-content/uploads/2012/10/Social-Media-Measurement-Putting-it-all-Together-2012.pdf


 61 

Kent, M. & Taylor, M. (2002). Toward a dialogic theory of public relations. Public Relations 

Review. 28 (1), 21- 37 

Kupersmidt, J. B., Stelter, R. and Dodge, K. A. (2011) Development and validation of the social 

information processing application: A Web-based measure of social information 

processing patterns in elementary school-age boys. Psychological assessment, 23(4), 

p.834. 

Laskin, A. (2009). The evolution of public relation’s models: an outsider’s perspective. 

Communication Management. 13 (1), 37- 54 

Malthouse, E. C., Haenlein, M., Skiera, B., Wege, E., & Zhang, M. (2013) Managing customer 

relationships in the social media era: introducing the social CRM house. Journal of 

Interactive Marketing, 27(4), pp.270-280. 

Marsh, C. (2001). Public relations ethics: Comparing models of public relations. Mass Media 

Ethics. 16 (2), 78- 98 

Mathee, C. (2011). Towards the two-way symmetrical communication model: The utilization of 

social media in creating dialogue around brands. Nelson Mandela Metropolitan 

University. Retrieved from 

http://dspace.nmmu.ac.za:8080/xmlui/bitstream/handle/10948/1370/Christelle%20Matthe

e.pdf?sequence=1  

McCorkindale, T & Distaso, M (2014). The State of Social Media Research: Where Are We 

Now, Where We Were and What It Means for Public Relations. Research Journal of the 

Institute of Public Relations, 1(1) 

Miller, R. & Lammas, N. (2010) Social media and its implications for viral marketing. Asia 

Pacific Public Relations Journal, 11, pp. 1-9. 

http://dspace.nmmu.ac.za:8080/xmlui/bitstream/handle/10948/1370/Christelle%20Matthee.pdf?sequence=1
http://dspace.nmmu.ac.za:8080/xmlui/bitstream/handle/10948/1370/Christelle%20Matthee.pdf?sequence=1


 62 

Moreno, A. & Zerfass, A. (2015).  Social media usage: online practices of communication 

practitioners in Europe. Public Relations Review, 41(2), 242-253. 

Nordstrom, T. (2012). Two-way communication capability of social media in public relations: 

Applications by Non-Governmental Organizations. Retrieved from 

http://www.euprera.org/_webdata/downloads/331-jwa2012-ba-nordstrom-thesis.pdf  

Odden L. (2012) Optimize: How to Attract and Engage More Customers by Integrating SEO, 

Social Media, and Content Marketing. John Wiley & Sons, 

Paine, K. D. (2011). Measure what matters: Online tools for understanding customers, social 

media, engagement, and key relationships. John Wiley & Sons. 

Quesenberry, K.A. (2015) Social Media Strategy: Marketing and Advertising in the Consumer 

Revolution. UK: Rowman & Littlefield. 

Rayson Steve (2015) How To Find Influencers To Amplify Your Content Marketing. Retrieved 

from http://buzzsumo.com/blog/how-to-find-influencers-to-amplify-your-content-

marketing/ 

Safko, L. (2010). The social media bible: Tactics, strategies, and  tools for business success. John 

Wiley & Sons. 

Shaker, F. and Hafiz, R. (2014) Personal Branding in Online Platform. Global Disclosure of 

Economics and Business, 3(3), pp.2307-9592. 

Sinclaire, J. K. and Vogus, C. E. (2011) Adoption of social networking sites: an exploratory 

adaptive structuration perspective for global organizations. Information Technology and 

Management, 12(4), pp.293-314. 

http://www.euprera.org/_webdata/downloads/331-jwa2012-ba-nordstrom-thesis.pdf
http://buzzsumo.com/blog/how-to-find-influencers-to-amplify-your-content-marketing/
http://buzzsumo.com/blog/how-to-find-influencers-to-amplify-your-content-marketing/


 63 

The Economist (2014) A virtual revolution. [Online]. Available at 

http://www.economist.com/news/middle-east-and-africa/21617064-why-social-media-

have-greater-impact-kingdom-elsewhere-virtual 

Tinati, R., Carr, L., Bentwood, J. & Hall, W (2012). Identifying communicator roles in Twitter. 

In Proceedings of the 21st international conference companion on World Wide Web (pp. 

1161-1168). ACM. 

Tsimonis, G., & Dimitriadis, S. (2014). Brand strategies in social media. Marketing Intelligence 

& Planning, 32(3), 328-344. 

Unsworth, K., & Townes, A. (2012, June). Evaluating Twitter as a social media interaction tool. 

Digital Government Research (pp. 90-96). ACM. 

Verhoeven, P.,  Zerfass, A.,& Verčič, D. (2012). How Digital and social media. Public Relations 

Review, 38(1), 162-164. 

Worth R. (2012) Social Media Gives Saudi Arabia A Revolution Of Its Own. New York Times. 

p. 6. 

Weinberg, B. D., & Pehlivan, E. (2011). Social spending: Managing the social media mix. 

Business Horizons, 54(3), 275-282. 

Ye, Q., Law, R., Gu, B., & Chen, W. (2011) The influence of user-generated content on traveler 

behavior: An empirical investigation on the effects of e-word-of-mouth to hotel online 

bookings. Computers 

Zeisser, M. (2010). Unlocking the elusive potential of social networks. McKinsey Quarterly, 3, 

28-30. 

 

 

http://www.economist.com/news/middle-east-and-africa/21617064-why-social-media-have-greater-impact-kingdom-elsewhere-virtual
http://www.economist.com/news/middle-east-and-africa/21617064-why-social-media-have-greater-impact-kingdom-elsewhere-virtual


 64 

Appendices 

Table 1: The Top Ten Retweet messages from New York City  

Ranked 

number 

retweets text 

1 281  #LoveWins http://t.co/5yFJ6spJsf 

2 215 RT @BilldeBlasio: If you have questions about friends or family aboard 

@Amtrak 188 call 800-523-9101 for information. More here: http://t.â€¦ 

3 185 RT @NotifyNYC: Per @nyc311: Those looking for loved ones following 7-Alarm 

Fire @ 2nd Ave/E 7th St (MN) call 311 or (212)NEW-YORK outside â€¦ 

4 157 RT @NYCMayorsOffice: Today Mayor @BilldeBlasio announced that Eid will 

now be a @NYCSchools holiday: http://t.co/0lnoNXplq2 #EidInNYC http:â€¦ 

5 149 RT @nyc311: UPDATE: MTA subways and LIRR/ Metro North will fully close by 

11 PM. Find more info: http://t.co/D4P6nOmUAc. 

6 140 RT @NYCParks: Happy #FirstDayofFall! ðŸ�‚ðŸ��Find the best places to see fall 

foliage &amp; more: http://t.co/MgxR8z1XU6 http://t.co/CJFwj1N4zv 

7 134 Today's a national day of action in support of federal funding for transportation. 

Retweet to #StandUp4Transportation http://t.co/M2RUoSChqf 

8 117 RT @nycoem: Emergency personnel are on scene for a building collapse in the 

area of East 7th St &amp; 2nd Ave (MN) which will cause local streeâ€¦ 

9 110 RT @nycoem: If you haven't done so make sure your emergency supply kits are 

stocked. Here's what you should include: http://t.co/tDgYI7x65A 

10 108 RT @NYCParks: Spring is coming soon. #EncourageEveryoneIn4Words 

http://t.co/eywsrptorV 
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Table 2: The Top Ten Retweet messages from Riyadh City 

Ranked 

number 

retweets text 

و 137 1 يدي ف ال ي :ب ر معال شؤون وزي ة ال لدي ب ة ال قروي رد وال لى ي الغ ع  مواطن ب

ي ة ف  �أما# طوارئ غرف

عود 119 2 كم ت ي يات#n\ إل س ة_أم اض_أمان ري ة_ال شادي يمn\2_اإلن نظ ة ت قة أمان نط اض م ري  - ال

ة  �ال اإلدار

ة  73 3 داي يات# ب س ة_أم اض_أمان ري ة_ال شادي ت  2_اإلن ان شد من ك ن م  ال

ح صال شي  يم غ ن ة# و ال رق تي_ف ن رل  \ب

ي 63 4 لة ف ي يرة ل عة اخ يات# من مات س ة_أم اض_أمان ري ة_ال شادي اn\ 2_اإلن ترن كم اخ عض ل  ب

صور  http://t.c ال

ي  60 5 بادرة ف دة م ة# من جدي اض_أمان ري ز ال عزي ت عد ل ب ي ال سان  اإلن

صمة عا ل ياتn\ل وان يل دي رع  ال ال

يق  58 6 ب ط نب ""حاذر"" ت تج ع ل مواق حرجة ال ناء ال  :nAndroid\. االمطار هطول اث

https://t.co/l08RtFRHCm\nios: https://t. 

صدر 52 7 رار  سمو ق ر  شؤون وزي ة ال لدي ب ة ال قروي  ب وال

يف# ل ك تور_ت دك ين_ال دج قة_اميناما_ال نط م  ال_ل

امج  51 8 رن فاالت ب ت نة اح اض# مدي ري ي ال يد# ف فطر_ع  ال

\n\n#ة قة_أمان نط اض_م ري يد# ال اض_ع ري ن_ال يدي  ع

سمو 45 9 ير  اض أم ري وجه ال ية ي سم ت شوارع أحد ب ية ال س ي رئ صمة ال عا ال سم ب ا ير ب  األم

عود س صل  ي ف  ال

كم# 42 10 ع باي لى_ن سمع_ع طاعة_ال  http://t.co/SinKogg2Jx وال
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Table 3: The Top Ten Favorites messages from New York City  

Ranked 

number 

favorites text 

1 447  #LoveWins http://t.co/5yFJ6spJsf 

2 64 Believe it or not this is NYC. Oakland Lake in Alley Pond Park has some pretty fall colors. 

https://t.co/JMp5RmWxsk https://t.co/vOdwyoSQu8 

3 60 Today's a national day of action in support of federal funding for transportation. 

Retweet to #StandUp4Transportation http://t.co/M2RUoSChqf 

4 60 Polystyrene foam single-service items are now banned in NYC. #FoamBanNYC 

http://t.co/AJKfsyIwei http://t.co/1qe2zSQc7x @nycrecycles 

5 42 Apply to beautify our city this Fall as a #DOTArt #BarrierBeautification artist by 8/21: 

http://t.co/OutUQAMDYW http://t.co/zkUNKJKjJ5 

6 40 Biking is a great way to stay active &amp; have fun this summer. Check out 

@NYC_DOT's bike map: http://t.co/PAyZ2gdNJQ http://t.co/taCWRRWDmQ 

7 39 Join @NYCService today. Search for volunteer opportunities by borough skills or 

interest at http://t.co/32zfRD7IpP. http://t.co/zfmCHEli0G 

8 36  Take your workout outdoors. Find yoga dance 

9 35 New York City is looking out for your mental health. INTRODUCING #ThriveNYC a 

Roadmap to Mental Health.\n\nCLICK: https://t.co/aETXZFP9Dw 

10 34 Starting 7/1 businesses won't be able to sell 
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Table 4: The Top Ten Favorites messages from Riyadh City 

Ranked 

number 

favorites text 

ة  74 1 داي يات# ب س ة_أم اض_أمان ري ة_ال شادي   2_اإلن

ت ان شد من ك ن م ح ال صال شي  يم غ ن ة# و ال رق تي_ف ن رل  \ب

و  64 2 يدي ف ال ي :ب ر معال شؤون وزي ة ال لدي ب ة ال قروي رد وال  ي

لى الغ ع ي مواطن ب ة ف  �أما# طوارئ غرف

ي  61 3 لة ف ي يرة ل عة اخ  من مات

يات# س ة_أم اض_أمان ري ة_ال شادي اn\ 2_اإلن ترن كم اخ عض ل صور ب  http://t.c ال

عود  59 4 كم ت ي يات#n\ إل س ة_أم اض_أمان ري ة_ال شادي يمn\2_اإلن نظ  ت

ة قة أمان نط اض م ري ة - ال  �ال اإلدار

يق 38 5 ب ط نب ""حاذر"" ت تج ع ل مواق حرجة ال ناء ال  :nAndroid\. االمطار هطول اث

https://t.co/l08RtFRHCm\nios: https://t. 

لمان]  32 6 س ن  ز ب عزي بدال ي وطن .. ع  ف

لك بةn\[م س نا م يس (٨٥) ال س تأ كه ل ل مم سألn\ال ى ن مول  �ا وجل عز ال

امج  21 7 رن فاالت ب ت نة اح اض# مدي ري ي ال يد# ف فطر_ع  ال

\n\n#ة قة_أمان نط اض_م ري يد# ال اض_ع ري ن_ال يدي  ع

ي  20 8 بادرة ف دة م ة# من جدي اض_أمان ري ز ال عزي ت عد ل ب ي ال سان  اإلن

صمة عا ل ياتn\ل وان يل دي رع  ال ال

د 18 9 يرب خال عج يس من ال وال سر# ك يةم سر_ح بخة_ ط مn\n\ ال يااااك  .. ح

http://t.co/Rh5O69Skhl 

يق  18 10 ب ط بالغات ت طوارئ ال ة ل اض أمان ري لى 940 ال  االجهزة ع

ية ذك  nAndroid http://t.co/H6AKesDQxg\niOS http://t\:ال

 


