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Abstract 

        This research deals with  role of the social marketing campaigns in 

electronic media in building the concept of community responsibility among the 

Saudi public", and aims to identify types of the social marketing campaigns, 

identify the most important social values that social marketing campaigns are 

keen to publish, the extent to which the Saudi public knows concept of the 

community responsibility, and learn about principles of the community 

responsibility, and may represent the research community in the Saudi public in 

Saudi Arabia, where a sample of (107) single males and females from the public 

was tested Saudi Arabia in Saudi Arabia, the research relied on the descriptive 

approach, and the researcher used the questionnaire as a tool to collect research 

data, and was one of the most important findings of the research there is a 

relationship between the social marketing campaigns and the most important 

persuasive strategies used in each campaign, except for campaigns (your 

excuses, meter and text, ethics), and a relationship between the social marketing 

campaigns and the dimensions of community responsibility that each campaign 

focuses on, and showed a percentage of those interested in following the social 

marketing campaigns through social media (to some extent) amounting to 

50.5% of the total vocabulary of the study sample; distributed among males 

46.3%, and females 57.5%. The proportion of those who did not care for them 

was 26.1%; among males, 31.3%, and females 17.5%. The proportion of those 

who cared for it (significantly) was 23.4%; 22.4% were male and 25% female. 

The responses of the sample members on the most important areas of the 

campaigns they are exposed to in the recent period, where (health campaigns) 

came in front with a percentage weight of 80.1%, (security campaigns) came in 

second with a ratio weight of 78.8%, (social campaigns) came in third with a 

relative weight of 78.5%, and (educational campaigns) came in fourth with a 

ratio weight of 72.9% individual responses to the impacts the social marketing 

campaigns can have on cognitive impacts have also shown: (community 

responsibility creates awareness and commitment to the individual and society) 

mailto:munira.alsaied2@hotmail.com
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at the forefront with a ratio of 87.2%, and (campaigns helped me spread and 

promote positive ideas) came in second with a ratio weight of 86%, and (these 

campaigns helped me think about providing solutions to community problems) 

came in third with a ratio weight of 85%. As for emotional influences: these 

campaigns (which helped to maximize the sense of belonging and loyalty 

among members of society) came in front at a 90% weight, and (these 

campaigns helped create a spirit of cooperation among members of society) 

came in second place with a ratio weight of 88.5%, (I grew my desire to help 

and cooperate with others) came in third place with a ratio weight of 86.9%, and 

(contributed to the interest in social issues in society) came in fourth place with 

a percentage weight of 85.7% Social marketing campaigns promoted 

community responsibility values among the public) came in fifth with a ratio of 

85.4%. Development of community responsibility and active participation 

among members of society in decision-making) in second place with a ratio 

weight of 87.5%, and (enabled me to take responsibility for society) came in 

third place with a ratio weight of 85.7%, and came (helped to achieve equality 

and equity for all individuals)  Society) ranked fourth with a ratio of 85.4%, and 

came (enabled me to be ethically committed and away from bad deeds, and 

prompted me to follow these campaigns by adhering to duty) in fifth place with 

a ratio weight of 84.1% . 

 

Keywords: Social Marketing Campaigns, Electronic Media, Building Concept, 

                    Social Responsibility, The Saudi Public. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

http://www.epra.org.eg/
http://www.jprr.epra.org.eg/

	صفحات تمهيدية انجليزي ok 2020
	E 2 - 41 Issue 

