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ABST.RACT B

Because of the 1ncrea51ng”wealth of Saudi Arabia,
as a result of oil" production since the '1980s, the
_country has moved from a very primitive society to a ‘
modern one. A great. change occurred. within the last ten
“years that makes Saudi ‘Arabia’ to become one of the :

blggest markets in the world for all goods and serv1ces n.H

~The bu31ness of consumer good prlmarlly cosmetlcs
cars, clothes, and home accessories, became very big
bu31ness<mngoods 1mported from all countries with no ‘
~preference. Marketers of western products and others
'started to make frequent visits to test the market for
product lines. By the 1970s, mass media developed and -
‘the country was jammed with all sorts of consumer prod-
ucts, but few were familiar with the goods. Advert1s1ng
“‘became a nece351ty and the country developed one of
the blggest ad agenc1es in the world named TIHAMA.

Thls study attempts to cover the subJect of adver—
tlSlng in Saudi Arabia and its media, ad agencies and
cultural background and taste. In addltlon a selective
content analysis of some American products advertlsed
in Saudi Arabia media, prlmarlly in Al Majalla and
Sayadity, Arabian maga21nes ‘The analyses examined how
well these advertisements are pos1t10ned and what
benefits are the most stressed in trying to sell or:
~inform the Saudi consumer, and whether these ads conform
to cultural norm or us1ng a standardlzed approach

In conclu81on the study results explore the reallty
‘and strategy of advert1s1ng business in general -and the
typlcal approach of standard1z1ng products and adver-
tising in most countries.. ' The Saudi culture and adver- ;
tlSlng bu51ness llmltatlon were 1ncluded
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. ' advertlslng
by 1tself serves not so much to increase demand
-for ‘a product as to speed up the expansion of

a demand that would come from favoring conditiomns,
or to retard adverse demand trends due to
unfavorable condltlons

Advert151ng can’ advocate soc1almgh§nge and open' so .
’\_’/\____ e S— e s

many issues about a‘particular industry. Advertising itself

: placed a full- scale of power for soc1al change in American

“culture that is now an unaV01dable part of most American

. 4
national debate.
The increasing of leisure, ownership, income, social |

participation,;and taste of fashion, plus the material lives

are affected by the most modern forces of productivity.5

Advertising with great vigor made America become a

highly materialistic society, creating a value system out

of basic socialiZation”processes that go much deeper than

. v ’ . o . ' 6
the influence of business and mass media alone could produce.

In the same strategy and advertising technique, some American
compenies have been~aggtessively expanding abroad. Their
successful marketers have fumpled Whec they went abroad.
Among the best sophisticated companies_that failed abroad

are Kentucky Fried Chicken; which opened eleven outlets in

' Hdng Kong oﬁly to fail within~two‘years.' McDonald's also

failed when it :locdted its first outlet in a suburb of

Amsterdam because of the fact that most Eurbpeans live in the

central cities and are less mobile.7



To a great extent our wants, Values and buylng behav1or :
are 1nfluenced not only by marketers and advertising, but
‘gialso by family, society, peer group, religion, ethnic'back-

1mground and educatlon |
However because of different env1ronments, going for.
bu31ness 1nto foreign marketing is becoming rlsky Most
American companies prefer domestic markets because they are
‘aslmpler-and safer; Dealing With dlfferent languages, dlf—
'ferentbcurrencies, facing‘political and legal uncertainties,
~or adapting the product to a different set of needs and
expectations are the most current problems facing the inter-
vgnational market
.»fr“" Concerning language message and cultural differences,
many multlnational companles have different strategles to
. overcome these‘problems. Saudi Arabla is one of those coun-
tries that havevextremely different sets of society than

western countries. Saudi Arabia is among these countries

,Ftnat are considered a.good market»for American companies to

promote their'good-and services, especially for extractive
equipment, tools, supplies, materialSehandling equipment
- and trucks In addition Saudi Arabia, because of its

v ‘ ﬁ@d&&%g
wealth, is a market for Western style commodlties and luxury
g@ods_ . _ T
BecausefSaudi Arabialsfculturefhas differént'beliefs,

values, market place,xthis studylwill'examine'several‘ads of

3



western products advertised to Saudi culture in two current
Arabic magazines published in London and owned by Saudian
citizens. Al Majalla--for men, and Sayidaty--for women,
are the two publications that will be reviewed. The review

will concentrate on the following subjects: how well the ads

are carrled and almed to Saudl consumer ; what type of style

message and beneflts are the theme of these ads; and how

o ot ) e

ads are related to the culture, 1anguage, value and

B P———— S—

bellefs A content ana1y31s w1ll be done for selectlve ads

1to show similarly a difference of the ads between the

culture of Saudi Arabia and the West.

The Problem

The major problem confronting multinational marketers
is whether the difference of world politics and culture,
language, will lead to a difference in strategy in adver-
tising and communication.‘

Today most U.S. companies and multinationals are trying
to understand what is the best way to advertise abroad--
either to go with the standardized approach to advertising
all over the world, or to consider cultural differences

that exist.

“wlhe Statement of the Problem

Whether the advertising of some Western products follow
the beliefs, language and values of Saudi Arabia culture or

not is the main problem to be explored.
4






ImportanceVof thevStudy_,"'**

After the rev1ew of ‘how some advertlslng succeeds or
'falls accordlng to cultural dlfferences in different coun-
trles of the world and the~content analy31s of how some
‘hadvert1s1ng strategles follow w1th the Saud1 Arablan culture,

one: w1ll be able to better understand ‘the Saud1 culture and

~marketers Wlll be better able to adJust their strategy to suit

'Arablc‘ culture, accordlng to thelr bellefs, language
and taste. |

~ The research w111.6:;mg 1dent1fy the main character—"

,W

\
1st1cs of Saud1 Arabian culture based on thelr bellefs,

\values tradltlon and language (/;econ\',the research will

i

examine how advertlsers view the Saudi culture and what type

- of advertising is aimed toward‘that culture; and how

[PS—

different this advertising content must be compared to the

advertising aimed toward the American'culture This point

GBS

“will be explalned through the content analy31s of selectlve

ads appearing in two current periodicals, Al Majalla and

~Sayidaty, both of whlch are published andwownedmbXMSaudl

Arabian citizens, but printed in England.

N

The Objective of the Study

To dlscover the similarity and differences accordlng

SRR

to cultural standards of western products advertising in

[ ——

the most current Saudi Arabia magazines--the Al Majalla for

—

men and Sayadity for Women

e o SRR T
J—




fﬁMethodology o

In proceeding With the‘eXaminationiof“the'c0ntent
messages and 1llustrat10ns of maJor Amerlcan consumer

A‘products that are advertlsed in Al MaJalla ‘and Sazldatz

the study Wlll explaln the 31gn1f1cance of the problem

- facing multlnatlonal U. S companles as Well as how these

companies are d01ng in the world market 1n general Thls“kl;~‘

e
w1ll“be dlscussed'ln the 1ntroductlon as Well as through

the ads analy31s FolIOWingvthat the studvfwill‘define'

T v

terms concernlng Saudl Arablc demographlc and geographlc.'

;dareas ‘recent economy forecast bellefs values, the
'Arablc language and its hlstorlcal developments Today S
'culture mental1ty and taste,and finally the 1mpact of

these varlables on advert1s1ng in Saudi Arabla in shaplng’

consumers to dlfferent behavior than that of Amerlcan

V-consumers wrlllbe analyzed.

',In addition ~the advertising busineSS'in Saudi Arabia

’—m—"'——-—mum___‘w . A

will be detalled in a separate part, explaining the develop4,,

ment of advert1s1ng bu31ness and how well it is d01ng

| vAlso the dlfferent modern varlables that affect the shape

- of 1t prlmarlly the development of 1ndustr1a11zatlon ad -
agenc1es, and advertlslng med1a - Some other varlables |
that are delaylng the development of advertlslng are

market research, data collectlon,v” illiteracy rate and;'

' labor'force‘p Other delicate variables that‘are dlfferent

7



from western values are the status of women, the regulation :
e g e \M ﬂﬂﬂﬂﬂﬂﬂﬂ
of advertlslng and its role in Saudi Arabia. These will :

T e TS

[

be dlscussed so that marketers can have a clear plcture

= M»‘m"'«mw

o,

about the Saud1 Arablan consumer

B .
S SRR R i St

In evaluatlng these ads, a set of criteria was 1nc1uded

._..—”""""‘“ -

to serve as a prlmary measurement in analyzing each ad
However,!these criteria may not apply to each advertlsement,

but their implication'may appear in some part of the ads.

o

HOW'@ﬂﬂlad meets the criteria or part of it will be dis-
‘cussed and outllned at Part V summary.

After“locating American products or services adver-
tisements that appear'in the'most modern magazines of Saudi

Arabia, Al Majalla and Sayidatz,‘a content analysis of

each ad w1ll be reV1ewed as to its value to the Saudi

e — R — USRS —

consumer.

These two magazines were chosen because of their

i i T e YRR p——

of natlonal and 1nternat10nal events concerning the Arab-

S —

world and the relevant subJects to that culture. 1In

addltlon these maga21nes also keep up w1th latest ideas

on sports, fashlons c1nema 'and arts. Thus western con-

e Yoyt s [Ee—e T

sumer products are advertlsed heav1ly in these magazines

e tss ..,

more than any other medla in Saud1 Arabla, because these

e i i B et ——
s s ,_,_.,,,..A,,v.»m.www...,\m‘.,“—ww S

two magaz1nes areclrculated not only 1n Saudl Arabla but

———
- P S——————"—
A T

all over the world even in theMHM§ They have a large'

. B T
e s

dlstrlbutlon of 101,061 for Al Majalla, for men and

8



96,787 for Sayidaty for women . Other’media ofvSaudi Arabia

are less-circulated; Local television and radio medla
—’*—'—""‘M‘T' . W‘“‘“‘ “““““ T

have Just started to accept advertlslng in Januarym1986

B

’Therefore the maga21nes are more developed to serve

i

A e

advertlsers 1nterest and obJectlve to reach the Saudl
er T
-consumer.
SRS

However theﬂags have been selected ra ndomwy based on

T

their frequency and relation to consumers' daily use, such

B W
T s cnmpecprats e w555

as perfumes, shampoos soaps, etc., and how relevant they
v»"”M s s

are to Saudi soclety in terms of use “and. legallty of sale.

eI B

e )
o T e RN S T

W_ﬂ,,,.ﬂ,mvm

The ads w1ll be reviewed accordlng to the study of
> reviewec

maJor questlons that are relevant to Saudi Arabla Follow—

S e AT

1ng that will be a content analysis of each ad and in

RS A8 i i -

=

some cases a comparlson to the ad Ver81on for the Amerlcan

[ i ey i . ek,

consumer accordlng to the availability of these ads in

U.S. consumer magazines. The-analysis will totally or

partlally follow and explore the criteria measurements

e BN

- I

that are mentloned in Part I. After the analy81s of some

.

ads”targeted'for»men;¢women'and;children, the study will

include a Summary of how these ads' relevance is rated

to Saudi norms and Islamlc tradltlon

JUURSENOR—

[ —
e R Ui,

“In conclus:.onqE the effect of advertising in general

"s‘ i TR }

and_the important 1mp11catlon to Saud1 marketing, implica-
tion to western advertisers and marketers and implication

for better communlcatlon and medla plannlng are set forth.
) M”m%’&mwgw e


http:study.of

Criteria to be used in Eva Iudt;i"on'ﬂéff:jftﬂh'e' Advertising Content |

The Evaluatlon Crlterla of the study to be used to 1den—'

h:tlfy whlch is acceptable_and not acceptable concernlng ad-

e L B R G m‘:ﬁ%
b W‘“‘mrmm S wxw&x’-‘ s

".vertlsement and the

WW s "‘""Gv».g_:__ : ),;J}""‘;

‘ale of certaln products W111 go accord-

B standards

':Hl;‘ Accordlng toIslamlclaw Whether the advertlsement

e

; _of the product presents any dangers,;not only to the
M@M‘Wﬂ%

Mw«u«wdw s

consumer who buys 1t but to. all the soc1ety elther in.
SO mM -

,;vthe long run or short run, such laws are prohlblted

'1 An Islamlc code crlterla concernlng the 1llustrat10n

_of . perpetratlng sex 1n any temptatlon is’ not to be pro-f'

}fo;moted Sexual relatlons in the ad or used in the product

k';ls prohlblted 1n Islam Also, 1f any words in the product s

R

e

Ername, headllnes, or body copy present or. advocate actlon

i

'contrary to Islamlc tradltlon, such as Women s leeratlon

AN

'b.'as knwon in the West or to call for the enJoyment of llfe

, rw1thout marrlage for women,fv are not permltted Nor does
e _ ,
‘ Islam permlt klds 5 be dlsobedlent to thelr parents, as

| 'thls would be an act of dlsregardlng Islamlc Code of Llfe

s S o -

Flnally,“whether the products that are sold arei{eg lQor

et . A ;w,:;;m&

/'1llegaln»1n terms of beneflts to consumers such as the

e mmw

,selllng of pork alcohol sex, nudlty, harmful goods

velther 1n the long run. ‘or short run as c1garettes are all

ompcmna

vﬁl‘forbldden accordlng to Islamlc Law



_“.‘\W__A__,,,,.v,,,.,o»_ g e

;jm?Accordlng to government establlshed bus1ness law 'f

e s wlmhw——\-:-unm‘f”""“”

whlch also rs wrlttw_ cordangmtollslamlc Law, such

e R
Wwwmww N

’examples of crlterla whether the advertlslng is selllng

or advocatlng 1deas soas to rebel agalnst ‘the government _

establlshment of Saudl Arabla, its values and correct

e T

s

‘ sale of guns and arms and weapons to. the consumers.

N s s

ﬁN)Accordlng to Arablan trlbal tradltlons and norms,

S i

such criteria follow the long- ex1st1ng Arablan tradition

—— i S N

and norms that are well establlshed and that are approved

by Islamlc law and tradltlons to be acceptable behav1or
and cultural compatlblllty. Such examples in regard to
5strange relatlon of trlbal tles 1n which the marketers try

to break such Arablc norms of maklng the young as domlnant
, and should rebel agalnst the old people of the trlbe and

‘to rebel agalnst tradltlonal tribal norms in new Western

.

st *m-w-ww- e

.. norms, are not approved nor accepted by the old. Because
T
older men are the most respected people in the soc1ety of

s ARSI

Saudi Arabla no: matter how much better the young ones.

Also, the s1lly concept of be1ng 1nd1v1duallst and lack

St

of ¢concern for others will be advocating unacceptable cul4

tural Islamic norms because the society is based on groupsk

and total brotherhood. This cohesiveness takes precedence

TS BRTIRIR

over 1nd1v1dual interests--the famlly comes before self-

=

1nterest and. parents before one s self, w1fe and chlldren

e st inon,
™ T
e

R RN 137
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jzAny ads or product content Whlch 1s Worded to com-*




"PART 1II

Definition of Terms 

. Saud1 Arabla - Geographlcs and Demographlcs o

Saudl Arabia is a state as wide as the state of
”TeXas,vwith,a population of nearly 8.6 million, mostly
‘Arabs."Thirtyésix percent of the population is made
up ofkresi&ent foreignerS? |

" The country's only:religionria Islam and thevmain
language is Arabic. English is considered as a second
foreign langoage, and is'taught in the secondary schools.
Although 36 percent of the residents are foreign workers
with mostly different,religion'and cultural background,
there are no pnblic worship services of any‘religion '
'exoept’Islam;r There is no church, no temple of any kind, -
nor is missionary Work.allowed.lg The country is strictly

organized and is developing a moderated economic system

. which will import what is useful and perm1831ble under

Islamlc law. Slmllarly goods: and services, construction.
k and 1ndustr1es of any kind. must obey and develop under
Islamlc law in order to be successful

Since the,19505, oil haSbecomethefmain finanoial
source for Saudl Arabia and the country became one of the
largest 011 exporter to 1ndustr1allzed countries, mainly
‘the Unlted States, Japan and other western countries.

In 1973, the Saudi policy of using oil as political power

13
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Geography: Area - 830,000 sq. miles, one-third the
size of U.S. ‘

Population: Capital, Riyadh 1,793,000; Jidda, 983,000;
Mecca, 463,000.

Communications: Television sets: 3.5 million in use;
radios: 2.7 million in use.

Source: World‘AlménaC3 1983 statistics

14



‘to Bu31neSSJAmer1ca the Klngdom for

f‘ﬁthe Prlvate seCtOr ;E1;5Jh

to stlmulate a large sharefof economlc growth The Saudl s




. . T %o S
agrlcultural and industrial 1nvestment However- desplte
vreduc1ng oil productlon, Saudl market is’ strong and grow—'
ing ranldly It is con31dered one of the most grow1ng

markets in the world.15

Acéofdingito BuSihéSs]América; the busihess_of thetUgS.
tOISaudi Arabiavdtopped "tQ $5.6 billion in 1984 from‘$7;9 
billion the.Yéar beforeit Coﬁpare;thisjtq_thé $9.0 billion
of U.S. exports to Saﬁdi,in11982ywhich.drobpédvtoralmost |
one-half of the peak yééf oftl982.16‘ihé Saﬁdi importé‘ftom
U.S. markets is primarily a broad range of industrialvprod-
ucts such‘aé‘iron, steel pipe, prefabricéted structures,
lighting fixtures, gas turbines; pumps, air—éonditioniﬁg
' machinery;?irrigation equipment and cénstfuctidh,machinéry;
For consumef'goods, tﬁe U.S. éprrts.to Saﬁdi suchtitemé‘as 
floor COveting; furnituré, fountain pens‘and vitamins.l7

The high priCe»oftU.S;‘goods causeafa drop in the U.S.
market shére in Saudi Arabia to second‘place, with 19.5 per-
cent, making Japan the leading supplier with 19.9vpercent
market share.lS‘On the other haﬁd‘ Saudi Arabia's low oil
bprlce strategy caused a more serious problem for the U S.
not only in Saudl Arabian 1mports but also in U.S. o0il com-
panies. Just last Aprll,vl986, U.S. Energy Secretary John
Herrington said, fIt;s got to be apparent to the Saudis and
the rest of the'Arabé‘that their production is causing-

some problems to our producer industries."!?

16



Beliefs |

Unllke Western oonntrles, Saudl Arabla 1s governed
'by the pr1n01ples and laws of Islam. It is the only
' bellef and rellglous 1dent1ty that domlnates the llves and
v,actlons of every behav1or for the government bu31ness
1 and the people. Musllm belleves that the level of falth
depends on: real and dally practlces, 1n subm1331on to ‘the
oneness of God and commandments accordlng’to messenger
Mohanmed for Wans of_evéryeday life and‘every matter con-.
‘cerning iife; All‘Muslims'agree'that oertainﬁfive’pillars'
of'Islam are the groundﬁoore for a faithful one. These
- piliarsare‘the-declaration that‘”There is no one'worthy |
of worship‘but’God'and.Muhammed is the Messenger of God."
Second, akMuslimhshould perform the fi&e daily prayersA
facing theﬂfirst‘House of‘God‘inrMakka'plus attending the
maSJed for Frlday noon prayer—-the Musllm weekly hollday
He also should glve what s called "Zakat as a tax is
glven from the rlch to the poor, nearly 2/ percent of
- annual savings. ‘ ‘The fourth plllar of the falth is that a
‘Musllm should fast during the month of Ramadan from dawn
‘to sunset. ,Flnally, a Musllm should_make a pllgrlmage to
K Makka "Hajj"~oneefinthisdlifetime if'hehis ahle financially

to do: so. ZO

A Musllm today is.one of nearly one bllllon, about



'I;dzone fourth of the worldfs populatlon

'!ﬂ*the Holy book of Koran as the‘t'ue words‘

' belleve 1n g}.ﬂn

,f Allah' God

éuntll doomsday In 'he Koran ‘a Wusllm ‘can flnd every answer

'défgovernment law and to the degree of fosterlng baby and

:x?chlldhood It tells What to eat and drlnk and What to

".r{jav01d The Koran message 1s very 51mple and clear to all

"ffﬁmanklnd to surrender themselves wholly to the one almlghty |

”hﬁfbut compa331onate God——to make total subm1331on to God s

.:commandments (as in. Islam) that make any follower a prac—"
'{tlcal Musllm 22ntrmi,.,.f, _ | , | | : l f

The essence of the Holy Koran is that God created all:"‘1
Q manklnd to worshlp hlm in one way, and follow all of

“fhls books and messengers as one teachlng for all Musllms wg

fmust belleve in Moses and Jesus as d1v1ne and great mes-

~fsengers of God for a certaln tlmejfandﬁboth.are_hrghly( B
f{respected as Muhammed 23 , P “txwa"' ,:"4’» f“ _
1 o Islam developed by the w1ll of God—-”Allah"ln Arablc--.h
“:'and the way of Muhamad 1nto not only a rltual church llke

”hfserv1ce, but a polltlcally organlzed communlty as well as

"”ﬁfa rellglon headed by Muhammed ‘not only 1n hlS llfe, but 1‘

hﬂfas the leader for all Musllms untll doomsday 24'



Flnally, Musllms believe that success in this life
vand after death relies mainly on follow1ng the commandments

accordlng to the way of. Muhammed

- Values

Professor Kurt Baien,: Chairman of  the Department of
Phllosophy at the Unlver31ty of" Pittsburgh defines value
as an attitude for or agalnst an event or phenomenon based
on a bellef that it benefits or penalizes some individual,
group or 1nst1tut10n.‘25 ‘Because of the strong commandment
a Muslim'shouldkhaVe toward God's orders and the way of
Mohammed, it's very hard to change his values unless he is
not a practicing Muslim. However, for everyone in Saudi
Arabia, Islamic beliefs and values have a high degree of
persistence. Among these strong standards of quality -
are families, marriage, girl purity, honesty and dedication
in work. These are valnable_religious_duties. In addition,
acts such as intoxication, games of chance, usury and
adultery are forbidden. Public entertaining, dancing at
social gatherings of men and women together are restricted.26

Islamic~law‘dictates the values of almost everything
from personal behavior to international and external
relations. Clothing, for example, is coded according‘to
Mohammed's tradition that a man must cover at least from
above his belly down to his knees, For a woman, all of

her must be covered except for her face and hands.27
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Compared tovmestern values and Amerlcans, the Musllm
~.pays llttle attentlon to materlallsm and the value of
bhbelng or hav1ng thlngs Although the country is r1ch be-lh
bcauSe of 011 only 2 percent or more have experlenced the
values of materlallsm due to thelr travellng in the Western'
world,;and because of thelr Wealth. Truly enough the
’aexample’Was’set'bv*the’ideallleader of Musllms, messenger
Muhammad _His llfe was 51mple, and he encouraged his people
to be in the same pattern, to minimize materlal ‘possessions
and maximize the dedlcatlon to rlghtness and - faith. This

| became the Musllm standard of great value that only those
1twho are blessed and honored to be 11v1ng like messenger
eMuhammad -’Thus, in Islam' the poor will feel.content as
long as he d1d1cates hlmself to rellglous dutles : However
“in Amerlcan soc1ety, Kenneth Lynn wrote that "a poor man

. was. supposed to rlse, not to do so was a s1gn of weakness,
L 1f not ‘a badge of 1mmorallty n28
Desplte the wealth of Saudi Arablans, wealth is not
'ﬁ'the standard that measures the plety of a person. Good
vdeeds and fear of Allah are maJor factors that determine

’the honor and v1rtue of a person But in western culture,

"_wealth and materlal accumulatlon are the touchstone for

jhlgh status for 1nd1v1duals and society as a whole

fIslamlc values are the motlvater to good behav1or for
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'Saudi Arabian citlzens While mostfweSterners"first value
emotlvater 1s maklng money; as stated by G. Santayana "It
' 1s the\symbol and measure he (the American) has at hand
~ for sﬁcceSs, intel1igence,’and power;'but,as to money
itseifjehe\ﬁakes, loses;«sﬁends’aﬁd gives it away with a
very high heart."?? | |

- To illus;rate_SOmeehistofical example, in 1973 King
_Feeilbmade 0oil embargos a sign of carelessnese for increas-
ing wealth and a power of faith that Saﬁdis can live-
~without it, but not others. ’Again recently, when Saudi
0il prices dropped‘"Below $10 per barrel, for the first

30

time in almost a decade," the U.S. government sent

Vice President George Bush ''to persuade the Saudis to
n31

throttle back their output. He said, "My plea will

be for the stability of the marketplace."

Aﬁ the same time, a White House Senator denied the
U.S. administration would depart from its philosophy of

a ffee—mafket, "even if it means the oil price dropts

"to $1." This illustrates how the Saudi may care less
for profit and stand firm for faith. The great dangers
of this, as MIT Economist Lester Thurow said, "At

this prlce level, we w1ll probably shut down our wells,

so that 1nstead of 1mport1ng about a thlrd
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of.our oil. nééas;'wé-ﬁiil*end*ﬁﬁ bringing'innaboutf40%s-

to 45% "32 The 011 states of Texas,kalahoma and

‘hLoulslana have been severely affected and thelr troubles

>

T could sp011 the rest of the U S

_‘Language

‘jAlLencMerriam noted,thathsince_the‘xmigration« of

| Messenger Mohammed in 622_A.D.hfrom_Makka to Medina, his |

teaching‘and”st§1eﬂof Arabic»languagedhas "transformed
‘the'pre—Islamic tradition of story-tellers;and enter- _v
_ taining poets "33 . to. Islamlc preachlng for the sake of
God "Allah.' Hamod~also stated that "the goal became
y‘persuasion instead ofbentertainment. Truth served by:
beauty.”sa“Fromgthat time Muslims changed their concept
~ of life and7iiving. They may still 11ke to hear and enjo
poetry‘and entertainlng;talks but not ‘as much as before
and not in bu31ness Business became serlous‘and a
rellglous duty | Truth and honesty are very 1mportant

H The Arablc language is the second——after Islam--basi
- of the Arab cultural unlty and way to understand them.
Abu Naba a noted, Arablc is not only one of the half doz
most w1dely spoken 1nternatlona1 1anguages in use today--
the common tongue of more than 120 mllllon people through

out the Mlddle East and North Afrlca--but ‘one of the most

4 marketable languages as Well "35
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‘Beoaosevof‘its holyvrevelation’inbthe'Koran,.it is
the-Arab's‘link with'Islamic tradition as'a thicle of
cultural and political expression among all the Muslims.
However, classic Arabic is not common today, but the Koran
still serves as the dominant model for Arabic diction
aﬁd styles.

To understand the Saudi Arabian consumers and what
motivates them, the knowledge of Arabic rhetoric'is essen-
tial for'effectiVe ad&ertising campaigns. As Merriam
noted, "Ai—Sakkaki divided rhetoric into three parts: 1)
al ma'ani is the part of balagha dealing with grammatical
forms and kinds of sentences; 2) al-bayan fefers to modes
for achieving lucid style and clarity of expression; and
3) al-badi (literally, 'the science of metaphors') concerns
the beautification of style and the embellishment of
speech."36

Americans are used to advertising their goods with
lucrative styles and sex appeal in the U.S.imarket, even
when selling a hard tool or machines. To use the same
message strategies for'the Saudi market will be to disgust
them and even more so if the sameswording were translated

into A-rabic.37
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.instorical development of the.Arabic?langque.

 Adnan J. Almaney; a ptofessor of Management and Communi-
cation at De Péui;Uﬁiveréity,thicago; Illinoié, wrote
‘about the effects of language on thejArabs' mode of think-
ihg-and behavior: He indicatéd‘that the importance of the
Arabic'language-lies'not dnly in the hundreds of millioné
of people’Who'speak it, but in the "vital historical role
it has pléyed in the Arab;Muslim society;”38 Arabic is
not the original language,éf‘all the Arab‘world.known 

b, todéy from Morocco to the Persian Guif.‘bTwo thousand
-years béfore it was ﬁhe lénguage.of~only "one of many |
Semitic languages Withvits locus in Central Arabia;"39  -
After the birth of islambin.the seventh cenﬁury it reached
a position’éfkcultUral dominance; Arab‘conquests by the
veleventh cénturyicovered an area encompaésing Iraq,

Syria, Persia, and Norf;h African countries. With Islam,
”Afabic’had bécomé not only the chief medium of everyday
useﬁfrom Persié to the ?yrenees, but also the main instru-
ﬁent}of cultufe;superéeding the old culture,languages
'like*Araméic, qutié,‘Greek,:and Létin."éo_

Musiims believe-that\the Arabic language is the
'mothef'df all:langﬁége;  The language:of.tﬁe people of
:Paradise_and,theﬂlanguagélof therQuran'(Koran); fhe word
of God-Allah in’ArabiéQ as it Was\re&ealed to messenger

e

Mohammed .
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| TThe‘exPansion ofrIslam.made it necessary to estab-
lish- a rule that all Musllms, all over the world must
blnbuse;Arablc languagefﬁorvworsh;p. All are expected to
read and”recitegthe_tektjot'Quran-1niprayer,even_though‘d
. manyvofitheirﬁnative tongues are not”Arabic 'Such_as in
.the countries of India Paklstan and Indone51a They'
read Arablc, even though they don t understand 1t
" This rellglous connectlon for Arabic use came from“
vthe ”Musllm conviction that it [the Quran] can not be

“faithfully translated into any“Other language."42

Almaney
noted that the Quran is thelmiracle of Islam revealed
on illiterate‘prophet Muhaﬁmad. i

| In medieval times the Arab's most characteristic
trait was the‘eloquenCe of his tongue} This trait of
Feloquence (fasaha the abilityvto express oneself correctly)
has been the ba31c attribute of perfect Arablc since pre-
Islamlc period. That perlod known as the "Age of
Ignorance," had developed the rlchest poetic language
and tradition, and was expllcltly the "'true expres31on
of the‘life of the Bedouins, singing and wine,,love, War,
hunting,bthe terrible landscape ofbmountain;andvdesert;
the‘martial valour of the tribes-men themselves, and the
turpitude of their enemies n43 |

At that tlme two sorts of speech poetry and prose,

were ''the standard agalnst whlch the quallty of any
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. of anyﬂliterary composiﬁionﬂwas measured.”44

But after
Islam, the Quran became the first standard for all forms
ofkliteraturéfaﬁdxwith]which‘no'othef 1iteraryvmbnument

can be compared.

/

The Arabic cultural significance,came about nearly
1600 yéérs,ago; .Almaney,notéd{'

The creative power of those early Arab
" Bedouins, whose world consisted merely of
sun, sand, rock and camels, was concentrated
on one medium of expression, Language. . Unlike
the Greeks and the Romans who focused on
sculpture, music, and painting, the Bedouins
used language as their primary medium of
artistic expression. Indeed, the ancient
Bedouin poets used neither pen nor parchment.
Their poems, hundreds of them, were committed
to memory and passed on from mouth to mouth.

¢

45

‘Another beauty and resonénce of the Arabic language
is its wealth‘of vocabularybwhich is staggering. In Arabic,
for example, there are 3,000 words for '"camel," 800 for
”sword;" 500 for "liom," and 200 for "snake," etc. 40

Finally, because of the profound effect of Arabic
on the Arabs,vespeciélly in Saudi Arabia, U.S. companies
and ali_foreignefs whovmight deal in one way or another
with Arabs mﬁsﬁ ét least learn the peculiarities of Arabic
language, aﬁd‘ieafn Arabic if possible, in order to‘know'hOW
Atabie -~ culture pefceiﬁes éhd‘reacts'to Western ideas
and-products. Almaney summed it up: ". . . at least
acquaint themselvés with fhe nature of thé-Arabic language
aﬁd the manner in which it determines the Arab's communica-

tion style.”47
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71tToday’s,Cultureﬁ»fﬁ'”

Although research and llterature are thoroughly
’.couered in wrltlngs about the Arabs, thelr culture is
,,less understood 1n the Unlted States and other western
: countrles
) Before talklng about the advertlslng bu51ness in

Saudl Arabla someone should take a closer look at the
hcultureband condltlon of the.people of Saud1 Arabla.
'ForﬂfOreign adVertiSingiandymarketers"adaptatlon to
Saudi;Arabia, culture'is‘the*mostdimportant question.
The culture'is very differentlfrom‘thatfof the West, and
‘the structure of marketlng strategles and advertlslng‘
,;must be adapted and modlfled to. f1t the new market in
hArab cOuntries for any American firm. Although cultural
‘variables of’U.S.,market'are'acceptable'in‘moSt,under—
developed countries; and in some . lslamic countries, thesej

variables are very unacceptable ‘in Saudi Arabla because

the strong rellglous teachers and- leaders screen out any-

thing objectionable. However, if any company fails to
understand-local cultural characteriStics in the foreign
environment "they are llkely to recelve negatlve
response and d1e "48

Peter Mansfleld in'his:report in 1976, stated~thev

follow1ng on how some Amerlcans understood Islam
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During our first week at the Aramco school on
‘Long Island, questions were asked of us to
- ascertain our general knowledge about the
Arab world. The questions "What is Islam?" and
"Who was the Prophet Mohammed?" brought forth
some interesting answers. One of our members
thought that Islam was ''a game of chance, similar
to bridge." Another said it was a mysterlous
sect founded in the south by the Ku Klux Klan.
One gentleman believed it to be '"an organization
of American Masons who dress in strange cos-
tumes." The'Prophet Mohammed was thought to
be the man who ' wrote The Arabian Nights.
Another said he was "an American Negro minister
who was in competition with Father Divine in
New York City." One of the more reasonable
answers came from one of our men who said,
""Mohammed had something to do with a mountain.

He elther went to the mountain, or it came to
him.' -

Today the populatibﬁ of Saudi Arabia isfnearly 10.79
million persons, with a density of 12.5 per square mile,
and occupying nearly nine-tenths of the~Arabiaaneninsu1a;5O
Typically, Saudis gtbw up in a tradition of tribal and kin-
ship culture, which isvtied tohationa_l and religious ethics.
The country is 99 percent Muslim, and is not only the
birthplace of Messenger_Muhammed,‘but also the heartland
of Islam. For five\times daily, Muslims’face Makka. It
is the focal point fot more than‘bne billion worshippers.
While the Tbn Saudi family seized power in 1902, the
"présent kingdom was established in 1932 after Ibn Saud,
its founder, brought together under his rule the majority

of the Peninsula's diverse tribes." T

‘The country was
poor in natural resources. Its economic and social
development were relatively primitive and nomadic.
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"Govérnnént administratinn was alén relatively primitive
éomparea to Westérnng0vernments of the time. In 1936,
'thwever; whén oil'was‘discoveréd, thevcountry expldded'
intormodernizaﬁion thatvattracted'WOrld at’te‘ntion.f52
The people of Saudi Arabia nrganized their social

lives arOundvthénfamily‘énd tribal’lines, ‘Their loyalties
are firmly given in this order: - the family, the clan, |
the tribe, and, at last, to*the goVernment. Islamic
‘teaéhing breathes‘upon Saudi society thatball asnects'of
life are structured by the Koran. Muhammedan ﬁradition,
along with thé Kaoran, governs all relationships between
- the people frnm the time of infancy to adulthood.'Cdncern-
ing all aspects of food and dress and economics, these
 are determined according to Islamic tradition. Edible
animals must be ritually slaughtered and drained of blood,
and, as in all great God religions, pork, blood, and
drinking of alcoholic béverages are»forbidden‘for Muslims§3‘
Concerning mbnéy, Muslims‘chargé no interestnon loans

or éévings_accounts;:bnt sérvice cﬁarges are collécted

for ény‘ﬁransaction in Saudi banks. No Saudi may address
himself agna Chtistian” but many Christians work in Saudi"
‘Arabia. Théy, however, are not allowed to enter the Holy

Cities of Makkah and Madinah.>%

29



_Mentallty and Taste.

: The characterlstlcs of mentallty and taste are shaped
~according to rellglon and Arablc tradlt;on.f There,arc |
-great.simiiarities‘in_behavior and taste‘invtheﬂcOuntry.‘
of Saudi Arabia vHowever tribes and ethnicﬂgrouns differ
whlch makes various cultural dlfferences in the dialects .
of language and in the main food dishes. For example,
Kabsa rice With meat is a national main diéh, but for
geach lOcafity a‘specific,diSH‘is famous,‘such as Jareesh
and Gorsan,_which'are'famousfin the capital and in the

. District of Najud. . |

Canned foods are seldom consumed and are not prefer-
“able to Saudl tastes. - Canned food frozen meats and
»fishfand chicken are mostly used by foreigners. The

- Muslim people prefer to buy fresh meat and prepare it
themselves.

For other-purchases, however, the people have a:great
107a1ty to‘old,teSted'brands rather than new ones. They
fbuy the same brand for generations and never think of"
changing theﬁ;‘even ifbthe market offers better brands.
Chevrolet-Caprice, for example, is a classic'middle and
upper class car. Although many cars may look better, it
is a fact that when someone buys a car and thinks of selling
his old one, the Caprlce is considered as good as a

cashier's check and any one will buy it. However, there
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is_no'Standard,ofzgoods‘that.are Whét'is}calléd in America
upper aﬁd’ﬁid‘oi lower class. A'high‘school student may
drive a Mercedes-Benz and a prince may drive the same car.‘
A tféffié officer who maybe just stérted his working |
career may élsb have a car of middlé—dlass'person.

Saudi citizéns afe very flexible in terms of house-
hbld;furniéhings{ They like a traditional typg of local
furniture, sittingvon the floor, and a Western style for
 sofé‘andvbédr6om séf. |

The people stay home a lot more than any other
bsociéty. They like family gatherings and in-home parties
_‘for'relatives mostly. A party in Saudi Arabia generally
means fbod‘and tea and Arabian coffee; With‘ﬁomen-served
separately from men. There are few ﬁlaces people can go
for entertainment or sight-seeing. The country is very -
hot in summer and cold in ﬁiﬁter, except for the west side
- of the country. |
| The consumer is very sophisticated in taste and
style because of ethical codes and the wide variety of
goods and services in Saudi Afabia's international market.
Furniture and household goods, cosmetics and health_care
for men and women are the most¥consqmed western products.
However, Saudi Arabiahs prefer‘mostly European styles of
these»materialsvrather than American sﬁylés and products.

Cars, heavy machinery and American education or services
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“have the hlghest preference in Saudi. Arabla, as a general
statement | | |

Because of the cost ofthe product the coun'try of its"
IOrigln'also PlaYs a great 1nfluence ondAraoian‘consumers.
For example, Far Eastern goods from countries such as |
'Talwan Thalland and Korea sell well in Saudi Arabia
-because‘of thelrfveryblowaprlces-comparedvto Western
,imports. Most products’consumedpfromvtheselcountries
are in house‘dresses,‘deCOrative‘items;'underwear and
:miscellaneous‘itemsrv,For furniture, clothing, and
jewelry,‘EurOPean'styles are3chic. An Arab dealer said,
"The 'in thing' is to go to Germany for your car, to France
for‘clothes; snd'to Italy‘for‘furniture." -

Because thelmarket has Become very sensitive to
”price; consumers favor locally produced'goods because the
‘government has glven flnanc1a1 support or subsidized most
lSaudl-manufactured products A recent example is cooklng
011, locally.produced and called Afia, which took leader-

ship from Mazola because of its lower price.

\
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' The Impact of These Macro Variables on Advertising

Agaln,_because of Islam, the structure of llfe, rela-~

'gtlonshlp of the people,.bu31ness contacts and famllles,pmlfy-.h

w'f;'and purlty of the glrls when marrled competltlon leader-fff’”

'[Dshlp, the roles of women and marketlng practlces became mfj_h'v"“

fvstablllzed and coded accordlng to God s commandments and Fdffﬁ:
e‘Messenger Muhammad tradltlons | . L
v The famlly, for example became very strong and well-
‘y,establlshed to 1nf1uence the relatlonshlp and the behav1or 3
{tof 1ts members,‘not only on sons and daughters but extended
to relatlves and those who are assoc1ated and work w1th
.‘them The example of the famlly power in Saud1 Arabia is
'jas the power of the large corporatlon in the U. S  The
hfather and the elders are the. domlnatlng force in every
"de0131on.concern1ngrrelatlonshlp,-travellng, selllng and‘
“buylng, marrlage and worklng Some famllles for example,‘
’:vw1ll not allow thelr offsprlngs to work in some job unless'
g these Jobs_agree.wlth the tradltlon and'status_of the famlly;
rfldthersiwillenotmallow‘their sonsvor”daughters to marryv |
(:from any other famllles unless approved by the father or '
the . trlbe Also glrls must be v1rg1ns and never meet any
khimg*man before marrlage ceremony, otherw1se doubtful relatlonSu;~
Hfﬁ*fw1ll be suspected These relatlonshlps and roles affect
lfthe role of advert1s1ng very much 31nce some famllles, for'

f,pexample w1ll not allow the1r chlldren to work 1n-



'advertising‘or‘worklin.photography, asvsuch‘fields could
kdegrade theifemily status or positiontin the'society,v
Other'veriables'Such'as competition'are not common
-and favorable because it w1ll produce unfruitful relation-
Shlp among the peoples and families that are doing the
bsame bu31ness, However, competitlon is very fruitful in
.the’U.S.; primaril§ the consnmer but not the companies.
The Saudi‘businessmen try to cause no_injury or prejudice
'_to his‘brother:WhovmigthSellethe‘same products since Islam
brotherhood is morenimportant'than'profits;” The Islamic
law allows competition but not to discredit others or
try to win the,sale_whilebits negotietion“is going on with
another'party and member of the‘society-—such practice is
prohibited in Islam. |

| However, general puffery is tolerated in Saudi Arabia.
Many companies represent themselves in the advertisement
as '"'the best one in town,' or they have the best products,"

"the best furniture,'" etc. Such things ere‘OK.and accept-
able in the soc1ety of Saudi Arabia and people like to own
the best in cars, in hou31ng,-1n furniture, etc. There~
fore these types of ads are_very popular and very exagger-
ated, but the consumer knows that it is not totally truth _
but would like to be seen hav1ng the best or at the best
place. This consumer: preference is also assoc1ated highly
with price in the majority of Saudi consumers.‘ They feel

expensive must be good. So the strategy,of high price would
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Work Wellyln:;audl Arabla*f:r those who market for the-"

wea ’hyf n,‘those who care for status but the Products and 4'ﬁff'

”gﬂreqcally good and claSSlc

Word of mouth advertlslng 1s also very effectlve 1n

Saudl_Arabla'31nce Word of mouthgcommunlcatlon 1s the most

‘,usefulinnd Work'fg referenceifor good products and serv1ces

- Most pecple buy t hlngsbecauselt has _become;:inf__thejmouth o

;,f;of almostfevery one as the best PrOdUCt 1n town The people

. jﬁlsome products

‘gommunlcate well and adv1se each other on elther good or o

ﬁ:?bad news to beneflt or Warn hls brother or frlend of S

Brand loyalty 1s very common among Saudl consumers and

ﬁ"ﬁﬁpeople:s read{the Word of mouth about these leadlng brands'

f@iHoover\ the*best in vacuum cleaners, Slnger the best 1n:v'"d
”seW1ng machlnes, and Tlde,vthe best 1n laundry detergents

f,yThus advertlsers must try dlfferent communlcatlon message

'-f;to make consumers to try the new ones on the market Who are'

leus1ng a spe01f1c brand by stre351ng the dlfferent beneflts

*_Q‘However, changlng Saudl consumer buylng behav1or from an v

v'old loyal brand to a neW one is. very dlfflcult 51nce people

‘don tgllke to change thlngs every once 1n a whlle They

rgmay add the new propucts anr;try them but not to change

”fljunless maJor dlfferences ex1st in: the new products

€ .
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s marketlng tool than in the West

PART IIT -
AdVertisingfin Saudi Arabiav

jProspect and Developments p

Generally speaklng, untll today advertlslng is very
" little used in Saudl Arabia; - and few who understand it.
Official advertlslng agenc1es were not developed until the
early 70s. The main agenc1es whlch developed will be dis-
cussed later 1n»thls.chapter. ‘However, there are many

reasons why advertising did not develop until this date.

Avallablllty and. Effectlveness

Among these reasons, Jim Wllllams, senior manager of
General Tradlng Company, said, ”Advertlslng in Arabian
oil state is less avallable and less effectlve as a
" L pecause of that many of
the new: products in the area do not receive media exposure

as in the West

Michael Fleld of Advertlslng,Age reported that

Much more than-ln‘Europﬁand the U.S.,
- Middle Eastern consumers have adapted
the habits of calling products by the
names of the leading brands. Vacuum
' cleaners are called Hoovers, and in Saudl -
'Arabia, cooking oil used,to be Mazola and
sew1ng machlnes Slngers

These products that have been favorable in the area
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becamé ﬁheileading1célling produ¢ts“and they have 'very
big’market.sharé-—dfteh 60% or more,"‘ Other aspects for
E uheffectivéﬁess of advertiéing.ié the belief of most

: Afabs:aboﬁt advertising. It is viewedbas:undignified to
adVertise. Peter Benham, Nissan Carstarketer in KuWait,
 mentione§ that car anérsfdonft like advertiéing because

"it cheapens the product." FurtﬁermoregAdVertising Age

wrote "In a sense they are right, because less well-
edﬁdated_Arabian consﬁmers often believeuif.a product has
to be advertlsed it must be selling badly In the Arab
world goods elther sell by the = reputation of the agent

or by word-of-mouth.3

Industrialization

’Industry;‘as_we know in the West, is one of the prime
;mofives for the neéessity of advertising. In Saudi Arabia
’ conéumerigoodé indust#y Waé not deVeloped-until 1974 when
the goverﬁment:contributed a surplus of SR52,504 million as
a part of the’budget'fqr industria1 and agricultural use.
Compared witth.S. industry, this will‘make less than 1%
of U.S. expenditure. This figure has‘increased in the
later Flve Year plan of Saudi Arabia for 1980-85, when
SR200 billion were contrlbuted for 1ndustry and SR7.4 billion
for agrlculture.4
The followingktable‘shows the projected spending_for»

‘the‘Fiveerar~Plan-1980-95, of various sectors:
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’ Table 1

, :PrOJected Saudl Spendlng,\l980 1985 (1n bllllons of Saudl '

Rlzals) 3”5.

. Sector S o *h;‘ ) '~ Amount

Agriculture - S S 7.
Water and water conver51on s B 52,
Silos and flour corporatlon ' ' ' 4.
. Electricity -~ . . ‘. - - . 52,
. Education = e R _ 100.
~ Health ~ s S : : R 34.

- Ports and roads- . > 7 - 61.
Communications - ISR ' - : - 28.
._Munlclpalities" B ZT-Juvg , ‘ o - 68.

- "Housing - AR S 21,
“Social and youth welfare Sl : : ! , 8.
Airports S B R el 44 ,
. Petromin T B o . 27.
Saudi Basic Industrles Corporatlon . . 25.

Industry LT e : e 200.

o lovopodvFRORPOO®®O _

‘Total o | 737,

}Source: Thomas A. Sams, ""Saudi Arabia Léunéhes'New Develop—
ment Plan," Business America, III (June 30, 1980),

','These‘newfdevelopmentsfof[induStryuwill make  the
- necessity7fer'u3ing‘adVertisingeto Saudi Arabia consumers
with much-attentionjandIbetter7communication than imported

pfoduets;

Advert1s1ng Agenc1es

The 1ncrease of 1ndustr1al budget made Saud1 Arabla

,boost an 1ncrease to develop advert151ng 1ndustry - Now

'f'AZVﬁh



"'there are over‘flve hlgh natlonal marketer‘agenc1es
l%These agenc1es developed by 1975 w1th poster type and shop
'}31gns of neon These were 1dent1f1cat10n 81gns show1ng
fthe company name and the goods or serv1ces whlch Were n;dl'
:uprov1ded But by the late 70s, these agenc1es became i
bﬂpmllllon dollar bu31nesses and were well establlshed

AL TIHAMA advertlslng agency ‘was establlshed 1n l973v

'd.;1as an ad agency and a publlc relatlons flrm as well asa

d?developlng market research 1n the Klngdom of Saudl Arabla

lehama 1s named for a fertlle plaln south of Jeddah on ,5

‘\;Saudl Arabla s Red Sea coast 5 It has more ‘than ten offlcesd":‘

‘located in dlfferent 01t1es of the country In addltlon
1t has an offlce in London and in New York The agency
; medla comm1331on has grown so fast from $7 3 mllllon in

1975 to $6l mllllon dollars in 1980 3

1chty percent of
.that 1ncome came from handllng advert1s1ng 1n Saudl press‘
'on an exclu31ve ba51s ' |

| TIHAMA act1v1ty and serv1ces extended to. eleven publl-
v“catlons ln the Klngdom 'actlng as an ad department for all

‘.\local newspapers TIHAMA 1s the blggest ad agency in Saudl_f

lArabla and the Arab World but becasue of 1ts role and

L,‘force that now any other agency in the country w1ll develop

‘w1thout deallng w1th 1t or through 1t All newspapers sold"

= thelr space to TIHAMA and any new agent must go to 1t

'sto reach any medla or else develop a new medla | To keep

'f control of all ads and bu31nesses in the Klngdom TIHAMA
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*r’jstretched-its arms and’opened a hew ad agency named

SHABBA s in mld 1979 it was establlshed "to create a
.Vmore competltlve and profess1onal advertlslng fleld ”6

said Sulaiman Abu_Hulayel, TIHAMA'lnternatlonal relations
efmanagerr.llt'is'purely an ed ageneyyanafhae less bureacracy
than the parent company, and less develqpment. It's

market share reached $6.1 million by the end of 1980.

B. .MARWAII is the next to Tihama‘inksize, and poses

a threat to it. It is the second largestfed agency in
‘Saudi Arabia, and is naﬁed after“a sacred'hiilvnear-the
- House of Ged”in Makka.‘ilt is a vital ad agency with a
main office in Jeddah‘and branches'in’Riyadh ahd‘Al—Khobar'
 for. handllng all advertlslng and marketlng research The‘
agency establlshed in 1979 almlng to extract the maximum
~value from a glven’advertlslng approprlatlon. Among its
serviceS»fdr the ciients are tb‘do creativity, media
'e’planning locally and ihternatibnally, production, marketing
research, and public relations activity. The agency
empioyed hearly 200}employees-in full service through the
year of its development, but now it has nearly 65 employees
due to slowdown in business in'Seudi Arabia. These workers
are from dlfferent Islamlc countrles and all have qualified

degrees in the flelds of advertlslng, marketing and

productlon.

VA | -



" ABOMOSAMEH ADVER ISING‘ 1s a smaller ad agency



__soon after WWII Consumer

1f57research 1s another aspect hat Was unknown and unthought

dicof untll late 1970 'and tradesmen 1n Saud1 fidd“

”e‘fTArabla do not unders and market research" in order to

:"ngfknow the value of 1t 76Furthermore,‘h1gher educatlon systemht"

”*_;of the Klngdom d1d not 1ntroduce marketlng and advertlslng R

1iﬂ;1n 1ts currlculum untll 1976

Today there are no more than two profe581onal market

'"jbfresearch flrms One 1s local named Saud1 Research and

‘”'um;Marketlng, establlshed 1n the m1d 70s It has establlshed Vviv‘

’Tgﬁfbranches all over the world The other one 1s a U S

“Vf:'rmarketlng flrm called BOOZ AILIEN and HAMILTON located 1n

‘ftheﬂcapltal c1ty Rlyadh

-~rBecause goodr“dvert“51ng depends on: market research

"ljjforecasts,uthe marketers conduct suff1c1ent market researchf‘g"

f;to getfbetter results Yet advert1s1ng 1tself is. lacklng )

bhimarket research data not only that but to get research

| ﬁdlil;fdata 1s extremely dlfflcult To 1llustrate thls d1ff1culty5‘-




Abu Naba a noted that

H;In general Saudl consumers do not glve v
ffready ‘answers to marketing research in-
quiries, since they tend to be reluctant
to talk to strangers. Mail surveys are
clmpeded by 1111teracy and’ undependable
. postal services.  This problem can be
- alleviated by u31ng telephones to collect
- data; however, most Saudi families do not
have phones. Moreover, Saudi women are
. goften 1nacces31ble to dlrect oral com-
H;munlcatlon w1th male researchers 8- '

A second problem relates to the rellablllty of the
’”avallable data 1n reportlng relevant economlc data elther‘
ffrom consumer or companles As one- researcher noted about

"

‘ Saudl Arabla statlstlcs~-they are almost as fluld asl

1"

the natlon s shlftlng sands Another Amerlcan team
‘::verlfled that 60 mllllon frozen chlckens had been 1mported
1nto Saud1 Arabla in. 1975 whlle the off1c1al flgure reported
~’only 10 mllllon ‘ Another case showed that‘ a Japanese,

‘ company reported 40 OOO a1r condltloners to have been i
‘vexported to Saudl Arabla but off1c1al flgures were under;l
,?festlmated by 30 OOO unlts 91'

Lo ‘The Saud1 bu51nessmen care less for advertlslng and

promotlonal technlques because the sale is very strong and

‘hthey recelve hlgh proflts Most of them pay llttle atten-

*Jtlon to plea31ng thelr customers or trylng to bUlld consumer

b-"relatlonshlps Few of the bu81nessmen rely on market pull

‘rpto sell other goods
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~ Table 2

Cbmpafison of AdVertisihg Ex?enditﬁres !

Between_Saudi‘Arabia;and the United,States*

Ad Outlay GNP

~ Expenditures (in . S
. (in millions  billions % of Population
of dollars) of dollars) GNP (in millions)

ono | - — ,
Saudi Arabia . 5.2 3.1 0.17 6.1
United States 19,600.0  927.6 2.1l 203.2
1974 |
Saudi Arabia 60,8 385.8 0.08 9.6
United States 49,720.0 ~ 2,382.0 2.02 221.6

*This table does not include television or radio advertising.

Source: "1970 World Advertising Expenditures' International
Research Association and International Advertising Association.
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. Illiteracy Rate
Illiterate people in Saudi Arabia ranges from 75-85

10 Only a few can'read.and

percent of:the_populatioq.
write °f”the n¢W géneration. Thevreaéén,vof course, is

| thatvformél edﬁéatioh.Wés'not started beforévthe»l9503

- and higher edﬁcation Was not availéble‘to everyone until
the late-19605?f In'additidn, most people, even those who

~are educated, Qafe less fbr”édvertising or reading the
bnewspgper or‘magazines., Evenchose who read have no idea
of what the‘ads mean or to whom they aré'aiﬁed. Further-
more, those who read'papers or magazines are a very small

- fraction of theggraduate students and some govefnment
)officers./ Whatever advertising iS‘safing, a feedBack

from the Saudi ccnsumer~isvalmost non-existent.  Thus.the
use of print ﬁedia or direct mail aé.a media to reach:
conéumers‘is ineffective and useless. However, saies
promotion which are mostly used in Saudi Arabia to motivate
 consumers arejiess developed and Saudi managers distrust

the use of promotion as a technique to generate demand.

~Labor Force

As indicafed in the introduction; the U.S. has the
highest rate of‘dollar_expenditure in advertising in the
industrial World. For many reasons this is true, some of
which are its‘largefsize populétion'and'labor force.

- However, in Saudi Arabia, advertising was useless because
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“of the late 1ntroduct10n of 1ndustr1allzat10n in- the late~f1p5

l]H1970s and the serlous problems of shortage of Saud1

' pllabor | Out of nearly 7 mllllon of the Saudl populatlon,.,:f”“

'~ff only l 470 thousand men are in the labor force and

48 thousand are women. The rest are forelgners from dlf— k

ferent countrles, as explalned in the chapter .Thed

vfu;gfollow1ng table shows the comparlson of natlve and allen o

ﬂrlaborers in Saudl Arabla

Table 3

Labor Category in Saudl Arabla

‘In Thousands ‘dGrthh

labor Force 1975 = 1980 Percentage
Saﬁdi‘fmeﬁv 1,259 1,470.0 31
Saudi women Gt é?p . h8.0 12.1
‘Non Saudl men e‘; dd306‘fp‘v ‘l767.6l‘ 20.2
Non- Saudl women ‘fudls,:; ,o_ 45;0v‘ ;ﬁl;Z‘
‘ Totalv* i _ﬁll;éaOr‘, lp‘2,350,6

7.8

KMlnlstry of Plannlng, Second Five Year Development Plan
1975-1980 (Jeddah Dar Okaz) p. 63 ‘ :

In addition to\the-short labor-force in‘the.Kingdom
the Saudl c1t1zens Stlll look down on the ”blue collar

‘~‘workers 1n factorles or any 1ndustr1es i Thus, most hlgh'



school graduates prefer strongly to get a3college education
rather than goingnto a technical.séhool or institutioﬁ,

even if the technical job pays a higher‘salary.
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 Advertising Media

001cop1es However there are

‘ page 1n51de, black and 2

(l) Arab News ad rate

'j‘whlte -Enearly $2 500;;

Engllsh language dally w1th

Cff;estlmated c1rculat10n of 40 OOO

(2) Al Bllad’je‘ad rate page 1n51de black and whlte

A $2 OOO Arablc dally Wlth an estlmated c1rculat10n of 25 OOOlflv

ijﬂ;Arablc dally -'c1rculatlon 40 000

"".i$2 OO Arablc dally = c1rcu1atlon 35 000‘""W

(3) Al Jaz1ra-- ad rate page black aidfwhlte‘b”liﬁbli""

(4) Al Nadwah - ad rate page black and whlte,

(5) Al Madlna - ad rate: page, black and Whlte $2 300

f Arablc da11y —:c1rcu1at10n 45 OOO

(6) Okaz'—vad rate ﬁ page,,black and whlte, $2900”b}“ih

f_Arablc dally tﬁc1rculat10n 30 000 :

d_Séii"



'dd*f(Q)sAl Yamamah;J ad rate‘fullwpage,Lblack and whlte'ffvgﬁgfn

| lsf;f$l 100 ‘Arablc weekly-c1rculat10n 35 000

:iffc1rculatlon 25 000

' ‘ff:Arablc dallz

(10) él-ZEEE'- ad rate unPUb"".l‘shed Arablc dally--bﬂfjffi:_j[

(ll) Al sharanI Awsat = adbrate, full page-~»$9 300 j};;*;~fb

_c1rcu1at10n 13 OOO[’

However not all prlnt paper or medla are mentloned

'.here because unavallablllty of the data Even these stated lb

. a;newspapers are not 100 percent rellable data espe01ally

| “;{the c1rcu1at10n These papers clalmed some flgures whlch

l;f:'are dlfferent from the UNESCO flgures on total c1rculatlon

vff.glcompared to space allowed 1n U S dallleS

Some of these newspapers 1ntroduced cobor by early

: 19803 : on the lst page Another observatlon about Saudl s Cor

n 7;da111es 1s that space allowed for advertlslng 1s very 11m1tedv”

Most of these papers were not establlshed before 1965

"dwsfffThere were no press fac1lltles at that tlme for newspapers

‘i.”matlc Presses 7&7~iﬂ&7f7f75%“9»73”1~%'7




The art Work of these ads are de31gned outside the
Kingdom and are put directly on the paper With no informa-
tion more than the‘name of the product and the local
distributor;h Most of the ads are perfume and cosmetic
items.lbiecal advertisers place‘morekattention on informa-
tion‘and.benefits, and care less about the art work since
no expertise is available in the‘Kingdom. While the
press line maylhaVe advantages for adVertisers in the West,
it has few in Saudi Arabia and promote no sale demand as we
know it. AlI of the papersof Saudi Arabia circulate nearly
eveniy in all cities andhtowns;‘and a paper may have more

readers outside of its original city.

Magazines. Few of them are published in Saudi Arabia
and most ef them are published by government ministries
which are provided for small~segments groups who are working
or studying in such miniStries."Fewiof these magazines
have ads in them, and'these are not much ef consumer types, or
specialized magazines as known in the United States of
America. Human interest magazines are unheard of in Saudi
Arabia, but in late 1970, the group who established Saudi
Research and Marketing have also grown up in'publishing :
internationally with the latest technological printing
facilities all over the world. ThehHafiz family, from

Saudi Arabia, has made possible the birth of the most ad- '

vanced four-color weekly news magazine‘named Al Majalla -
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~ for men,-and‘Sayidaty "My Lady" foer@men These tw01{dwﬁﬁﬂ

;;maga21nes are the focus of thls study of how advertlslng

.kls handled 1n both of them The tOplC the rate,vtheﬁfﬁ"'

715advertlslng message and the cultural dlfference of howﬂﬁpd;

B well advertlsers adapt and understand the soc1ety of

Saudl Arabla and how dlfferent they are from other Arabyf{yhf77:;

”‘Musllm countrles

gi; As clalmed Al MaJalla has a pald weekly c1rculatlon;i N

of lOl 061 certlfled by the Audlt Bureau of C1rculat10n,atigxly

‘_Ltd for January June 1985 The maga21ne 1s publlshed onif\l.

”-:fWednesday by Saud Regaer and Market offlce in London

j'-Unlted Klngdom
2 ThlS maga21ne s c1rculatlon reaches all Pan Arab

- countrles plus most European and Amerlcan countrles to

T.T,‘reach those who are settled _ It is a men s mag321ne dls—»

”f}cu331ng all toplcs from analyses of world polltlcal events,
c,llterary Works c1nema to sports and fashlon ‘ |
”My Lady" Sayldaty 1s the women ' s magaz1ne Wlth a

: c1rculat10n of 96 787 weekly,p brlnglng to Arab ladles

-all 1ssues on fashlons, cosmetlcs educatlon and arts w1th¢pa= )

‘v{»lnterestlng artlcles of 1mportant 1nterest to modern Arab
':lwomen such as Chlld care, home decoratlon and foods ‘v v
o There are other maga21nes that are publlshed locally‘
- in Saudl Arabla Some are weekly such asv |

| Arablan Sun Pub ARAMCO Engllsh



Child“ecirouietion'§0605vArabic

Al- Dawa publlshed Islamlc Unlver31ty,.Arablc

Igraa publlshed Al- B11ad 132,000, Arablc =

Al- Mugfama Arabic o ’

Rabltatval Alam Al Islemi.e.Arabic and English

‘SaudikBusiness, Engiish‘v- | . ” |

Saudl Economlc Survey. 'English

° A1 Yamamah c1rculatlon 40, OOO Arablo

‘Some of the monthly maga21nes that are mostly pnb-v

lished by government agenc1es ,aré;

Ahlan Wasahlan - by Saudi Arabla Alrllnes for

fllght Journal c1rcu1at10n 150,000,

MuJalla aleeq;sad wa al-Idara,

>Oafla—e—Zaid,

Al-Sharkiah, ‘

Elle,

Al—Soqoor, » N

Al—TadhamOn'Al—isIemi,

Al—Tijurah‘

and there are many other maga21nes for trade and
Islamic management and tradltlons None of the adver-.
‘tlslng of these magazines is dlrected to consumers, or glﬁéé
any topic or consumer goods or consumer,preference. _These

periodicals have a very low circulation.
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Badig 1s almost the most effectlve medla for adVer-f_f‘drl
‘ftlslng in Saud1 Arabla today, prlmarlly because 1t 1s the
:lmost useable medla among all the populatlon and because it
| was bUllt before telev131on In 1957 the government flrst -
announced that 1t was bulldlng a. radlo statlon 1n Rayld 13‘
It was on the alr for l6 hours a day and three years later
o another station was bullt 1n Jeddah the western prov1nce,‘1
vw1th.l7 hours dally »HoWeVer the development of a natlonal .
radlo network was not p0531ble untll the m1d 19705 ‘.ndllp |
telev1s1on s natlonal system dld not ex1st untll 1982‘
Yet much of the programs of radlo mostly 1mported from
advanced countrles such as Lebanon and Egypt Even today
more programs are 1mported and produced out31de Saudl
Arabla than 1n31de due to unskllled producers technlcal
development and llttlelﬂknow—how ,of the management of |
air production;g | S |

Nowadays\radio is‘the mdét developedbmedium in.the

country, and&itS' power can. reach nelghborlng countrles

and to European and Far Eastern countrles on spec1al programs.

aimed. to each country 1n thelr own languages : But adver—‘
tising did not start in an electronlc medla untll January

of 1986. Thevadvantage of radlo over TV these days is

that most~peopleihave a'radio and itls easy'to‘carry-aroundi
‘Today the number of radlo recelvers 1n Saudl Arabia 1s es-“

tlmated at’ 2 800 OOO receivers in use 14
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Television. - Although television in the western world

became the major influential media,if»not the best for
»advertlslng It hasn't built any market in Saudi Arabia
because last January of 1986 was the flrst time to have
any commerc1al on the air, prlmarlly because it' s flnanced :
and controlled by,the government for all of_its necessity‘
and programming; :Iheledulpment is_managed and directed,
well by~goyernment officers, but software makes a big

» problem for the Saudi government. There are no local
‘prlvate productlon companies. such as Hollywood in the U S
There are no actors or actresses except for a very few

Yet they are‘looked down.at in. Saudi culture. Most,of the .
- TV programs.are‘bought from_outside;’eithervfrOm Egypt

or western cowboy'movies which are mostly cut and‘censored

because of unacceptable scenery or behaviors.

.Audlence Slze

The audlence size of both broadcastlng media is
impossible to track down because of the lack of research
on audlence number and set recelver number 1 As Dr. Douglas

Boyd: wrote, "Tt is 1mp0331ble to know“exactly:the”number

”]-5

of radio and telev1310n sets in Saudl Arabla However,

today there‘areran estlmated‘Z 5’m11110n TV‘sets-16 tet,
customs flgures on sets of radlo and TV 1mported to the‘

Klngdom are not helpful because most of these sets are

58



:‘puréhased by non-Saudi:wofkers who take them to their
families back hbme as_a‘gift, sﬁch as Egyptians, Yemenis,
or Iﬁdians. Second,-bedaUsé‘the broadcasting system is not
.commeréial,7uﬁdértaking{résearch to determine audience
size or séts,was.not‘neceésary'and unthinkable. And
becausé édvertising relies'oﬁ audience éize and program
preference, mény foreignéfs}}reseaxch_companies tried and
made surveys either'byva commission such as Associatéd
‘Business Consultants (ABC) of Beirut, Lebanon in 1972;
This study surveyed radio.ahd television and print media
habits of the audience group. It was sponsored by the
U.S. Information Agency. ' Another study was made by McCann-
Middle East Média‘Study iﬁ 1977, 1979, but the most accurate
study was‘done by Dr. Boyd and Dr. Shibaili in 1972.
bHowever, Hashemite~Bfoadcasting Service of Jordan has done
the first radio survéy in’Séudi Arabia, bﬁt'without official
permission. ‘ |

The result of most of these studies projected as
follows: From 1972 USIA study viewing habits in Saudi Arabia
TV estimated 877 owned TV sets and 52% said they watched

TV daily.17

Concérning radio, USIA study indicated that
of their sampled respondents; 88% turn to Saudi radio at
least once a week; 70% turn to Radio Caifo; 53% turn to

Voice of .the Arab-Cairo; 73% turn to BBC--London; 627 turn

to radio Kuwait; and 37% turn to Voice of America. But
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ngadlo Of Monte Carlo (RMC) lsdthe most popular forelgn | 1;‘
‘statlon recelved in Saud1 Arabla - ‘p ' v”;' -

The Jordan (HBS) study 1ndlcated that the Egypt p“}fﬁi"
;g(Mlddle East Program) ‘and Bahraln commerc1al radlo are_
fl_well recelved and llked in Saud1 Arabla 18 |

But ‘the McCann study revealed no 1nformat10n more than

j»that Radlo of Monte Carlo 1s the most recelved and popular

‘:"fstatlon prlmarlly because of reportlng the 1nc1dent of 1979,

the selzure of Makka Mosque Then the government 3ammed
' RMC for a few weeks lghb.y | L |
The most exclu31ve study was that done by Boyd (1972)
'iand the results are summarlzed as follows
-Nearly,90%’respondents owned TV sets*
24% respondents owned 2 TV sets
60% watch TV dally
14, 8 —average v1ew1ng hours per week
6 - the average number who watch TV together
:984 belleve that TV has an 1mpact on Saudl o
soc1ety |
:Thursday and Frlday—-weekend most. popular shows
‘and programs watched
By the end of l980s, Saudl s major problem is pro—"v g
grammlng to get more of 1ts audlence to watch local TV, o

and skllled productlon people and companles as well asvi

suff1c1ent program budget : Up to date Saud1 Arabla has the‘

60



_ Arab world. But TV and radic personnel does not exceed




5(4) Billboards'—‘hoards for.doubie crown:pQSters?sj”
"sometlmes temporarlly dlsplayed including_arena ;
”advertlslng at sports stadlums,)jf7 |

f(S) Newscaster -~e1ectron1c dev1ce show1ng mov1ng

»strlp of words on face of hlgh bulldlng,v o
vf:alternatlng news w1th advertlslng,b
hl(6)-Slg ns - palnted metal glass, neon - electric;

@) Mlscellaneous - advertlsements on lltter blns

bus shelters advertlslng town gulde maps, banners,
’ and»flags; and on parking métérsi |

An outdoor advertlsement therefore works well and
vvery confldent for Saudl market and people .It is a
domlnant medlum worklng very hard by day and nlght and :
in the Very hot weather of the Klngdom : It has a long lifefv
'and exposure. Many signs are permanent orfare‘changed very
' seldom It has a hlgh coverage, nearly 80% of the people
hwho pass 1t by are able to see it, espec1ally the 1111terate
Plctorlal posters are used very well and its form 1ends-
itself to contlnuous all the-year- round coverage.

However the most dlsadvantages of-thls.medlumu,WBich

is expandlng very fast since 1983 in Saud1 Arabla 1s'that

copy’ has to be very short in order to be read at a dlstance..

And its audlence glves less tlme.and llttle concentratlon _
1is expectedfb It is seen in a very casual and secondary

»fashlon ~and 1t 1s good only for long term campalgns
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Nearly $10.6 million was the,réﬁenuebof Qutdbbr
advertising for 1983 in Saudi Arabia for the Tihama ad
agency‘only. Outdoor signs:dévélop_with'a U;Sﬂféémpany

Which_dévelops the unipole signs.

Transportation is displayed through the medium of

transp0rtati0n’adﬁertising., Buses and tax;svafe the méjor
»vehicleé,fpr'this type of adsvin}tﬁevKinngmQ» It is
.addressed t6 the traveling public. The édvénfage of it
is that the advertising can present'sales ﬁésSéges to an
audience willing to be interested, amused or informed.
It is for an audience that for the}time being is not
concentrating oﬁ anything else and that is willing to pass.
the time reading the advertising;

Because people are attracted by moving objects, buses
in Saudi Arabia are big'and attract the attention of many
" people who are either waiting;‘sitting, or moving in‘the
streets. This advertising, either inside the bus or out-
‘side, can proﬁide more infdrmation and it's something to
occupy the passengers' minds. It‘is partially Branched
under outdoor advertisémsnt-of'Tihama in various cities
of the Kingdom, primarilY»the dapital Riyadh, Makkah,
Al-Madina, Jeddah, Taif, Gassim aﬁd Dammam.
| With the exclusive rightébTihama has on all Séudi
newspapers and magazines; it also has the advertising right

er street lamp post signs; road panels, stadium panels,
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and, as well, advertising for bus services of the Saudi’
Public'Transportation Co. throughout all the cities and
towns of the Kingdom.20 ' ' /

Bus is the most useful medium of advertisement in the

Kingdom because of movement and reaching all‘people every

‘where. It is the most. effective during Hajj_éeason "the

pilgrimage to Makka' where nearly 9 million passengers

21 It's'almost the most successful

used it during 1981.
medium of advertising‘in Séudi Arabia today because of its
high reach and frequency of seeing the ads in all cities

and towns. There are nearly 850 buses used in the Kingdom,
some of which are '"'double-deckers.'" Their total passenger

carried during 1982 reached to 118 million passengers with

an increase of 85 percent over 1981.
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Regulatlon of Advertlslng

Generally speaklng, advertlslng in Saudl Arabla is

fw1th1n the guldellnes of Islamlc law but 1t 1s not fully}ff'

'adapted to it. For example women in Islam must cover'
~ffthe1r heads and show no halr but most prlnt medla and
bfetelev131on show western ladles w1th bared heads as is thei

“custom in Western countrles However telev131on could

' not adapt to thls law because 1t would requlre cuttlng and
edltlng all acts done by ladles and thls would mean that
the fllm story would be 1ncomplete and funny,»because

more than SOA of western mov1es use women as actresses.f
Amongvthe‘prohlbltedvwords:and-acts on;teleVLSLOn in ”
Saudi‘Avrabia are: ' |

(1) scenes that arouse sexual exc1tement

(2) women who dress 1ndecently, dance scenes and'L
scenes show1ng overt~acts of love; |

(3) women appearing in athletnggames’or sports

(4 alcohoiic;drinks and enwironments}

(5) derogatorydreferencesfto‘any”ofjthe'”heaVenlyr
reiigions“; | M h

(6) treatmEnt of otherbcountries;with praise, or
‘co'n‘tempt;‘ “ P | |

(7) references tonionism;‘

(8) any material meant to exposeomonarChyﬁ
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(9)Tall immoral scenes;

(lo)freferencefto betting'orjgamhling;'
v(ll) ekceSsiVelviolence of:any’klnd.z2

These are the mainbguidelines to screen‘progranSjbefore
shows on teleViSion- These criteria arehmost stricly
'applled in Saudl Arabla Other Gulf States follow the
same guldellnes but are not as strict as Saudl Arabia.

Boyd has mentloned one’ example of what could happen
in Western mov1es in Saudi Arab;a.‘,In‘l966 the_fllm f
departnent related the foﬂlowing:; heCause‘alcohol is fore
bidden, a scene of two'sheriffs;walkins into a bar was
censored. .Another,scene:Where thewsheriff talks to an
unyeiled'woman;was'also*censored.23j |

Therefore thefcriteria could'be'appliedkforfCOmmercial v
telev1s1on radlo or prlnt medla " But no specific guide-_‘
line is followed 'so no person is aware:of the'extentlof.
- the program or ad cenSOrShip The persons who do the
ed:l.tlng are not Very expert in Western strategy of
vcommerCLal;sm.and,maybe somethlng could pass by~w1thoﬁtf_
belng censored Other thlngs may be censored although
its censorlng may be nothlng more than that the edltorT
does not llke-lt or feels susp1c1ous of words or acts.
‘However, nowadays not every program 1s edlted the same-

way as in 1966. There is more openess and acceptance to"

_western scenery and western women s,dress, but not
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totally as_free‘as'in the,United'States--for example;b

no lady wearing shorts can be seen on Saudi television.

Always in Islamlc context has been the norm for
Saudl women since early days In fact even-today most
of the women of Arabla are conservatrve and proud of the
Islamlc restrlctlons in the matter of clothlng £ |
WOmen-s rlghts and freedom is more advanced in
* Islam lald down by the Koran and the Sharia (law) more
than 1400 years ago, and it has often excelled those of
- women in the West. = It was the Marrled Women's Property
Act of 1882 When women acqulred the rlght for them to
meet in~the.house‘of~relatives."Muslim women's position
in Arabia has greatly improyed Her. Iot‘was~established;
and secured since the tlme of Messenger Muhammad. The
killing of baby glrls before Islam was stopped by Islam.
Legal and property rlghts 1nrmarr;age, d1vorce~and 1nher—'
itance are all stated‘in_the Koran; 'She:hasfequal rights -
as men but because man's role and responsibility positions
“him as the head of the household accordlng to, the Koran.
This same thlng is w1dely accepted in most western soc1et1es
What is of much 1mportance‘about‘women 1ngSaud;¢Arab1a

is that not all of them»Work,»orLgo‘to.school. Onlyia;few
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' h:;and very small percentage of the young generatlon do s0.

r:However

't’e maJorlty of them study,uwork or go to school to

7-pass the tlme, but When a Woman gets marrled the p1

kvyablllty of leav1ng the JOb to rear the chlldren 1s hlgh k,:'

*fd:It is OK for Saudl women not to study--lt s OK not to

‘7pwork but 1t s not OK to stay unmarrled Wthh 1s very
7,common to women 1n western soc1et1es Even those worklng

”fwomen in. the Klngdom are kept prlmarlly 1n two Jobs-—f

;d;;_elther teachlng 1n a glrls .school or nur51ng,_a JOb

kthat 1s looked down upon in Arabla because it 1s E}*‘
"assoc1ated w1th servants work
The reason for thlS 1s that famlly llfe is Stlll the .

’_ba31s for the Saudl soc1ety,pand even younger up to marrlage -

"fokage are Stlll held 1n the utmost respect , Wbmen s llbera- :

"mtlon as known in- the West does not ex1st 1n Arabla and is

,unthlnkable Large famllles remaln the country s 1mmense
"power Although new. couples marrled may move out to another

,'home, they are 80 percent t1ed Wlth the old famlly system :

7gl,And the woman has the maJor role of rearlng chlldren and

‘keeplng up from 1n31de w1th all act1v1t1es of the famlly
'-She is forbldden to drlve a car;»or take a tax1 alone, or
leeave the country w1thout a male member of the famlly
3fThese are rellglously restrlcted rules and very well prac-n“

,ftlced among most famllles in Saudl Arabla Women alsov'

‘”-Ldo not leave home unvelled and totally covered 1n the W



.”’rthe age of’f

"fstreet More than half of the Saud1 women marrled before :

nty-_lvee—those who stay 31ngle longer than

that w1thout marrlage w1ll have less opportunlty for -

a‘marrlage and feel desolate and lonely because she can t;p;*f‘

"‘go w1th any man except through marrlage

The condltlon of Arablan women 1s 1llustrated by

v';?jgthe Koran anfltradltlon of prophet Muhammad who has set‘f"

“‘n;‘addltlonal guldellnes for ‘women' s way of llfe P Thus he-~”

l'li_has 1ssued leglslatlonltovgulde the use of women 1n alllf

¥ forms of communlcat’

‘f_and advertlslng Yet in: the West

”lno leglslatlon guldeslthe use of women 1n advert1s1ng,
although ‘some women groups are lobbylng for 1t ‘ Arablan
l:'women in general do not prefer to be used in ads and don t'

‘llke the stereotypes of women as drudges sex symbols

shrews or as happy llttle homemakers Another thlng about”..

women 1n Saudl Arabla 1s that more than 70 percent of them‘

don t know how to read Onlyfew of them w1ll buy maga21nes

: to look at them Only a small portlon of those in hlgh

:;f school or early college read maga21nes and they don't

v”:buy them often or regularly Maga21nes are the least read

*fln Saudl Arabla Women mostly llke to watch telev131on Ao

‘fbut not alon--only w1th the famlly and also group communlca-?

: tlon in soc1al women s partles or w1th males of her famlly,‘

| such as a brother uncle or father : She may enJoy a

_:great opportunlty of work as phy51c1an or unlver31ty !



saprofessor She is more welcome.~ wt,needed to be

a doctor or- school professor spec1ally for Women but she

;,,wouldn t be expecfed to be seen 1n publlc_for dlnner w1th

. a male frlend Most of women s adve.dlsement,-s a tool

hof women s llberatlon movement Mos; of the ads show

";j;.women in beauty products fash10ns¥—others show her 1n @J

vx'fthelr tlme at home 'f The beneflt ofd ree

the’ kltchen w1th the new look - These adéfportray western.f7r=

‘:“play women to Arablan soc1ety whose Women spend most Of

V”f and freedom -
 to go out 1s preferred 1n western soc ety,wbut 1n Arabla«-’

:s,vthese phrases are unacceptable and meanlngless ThlS may

'lead western soc1ety to cons1der Arablan women w1th no

':role other than to rear chlldren, but women 1n Saudlw

"H‘Arabla and most Islam1c'soc1et1es w1eld a lot of power fromi;;-w‘°

frfflf you prepare her w1th educatlon ethlcs Thus a strong _.f”

‘:refuected upon Islamlc rules whlch the soc1ety mon1tors,7u

ﬁ'very well




'vThus advertisers, in planning theirAStrategﬁ f¢r :
Women's‘products,IShQuldvconsidet the ethics of3ISiamic
culture, 6therwi$e the'&ili lose'résﬁits:from'fheieffoffs 
 they made. Another important.thing to be'mentidned'is ';
that most women‘haVé‘no money unless thé hquéﬁd gives he -
the money to buy‘hef needs. ‘This.has~somewhat‘resdlt¢d in
a male dominated market for womenfs'thiﬁgs in Saudi Arabié
. because'mbfé than 90‘percent‘of the Woméﬁ don't Wdrk;
thus, buying deéisions are enforced by men Qr,husbands

who control money spending.

Role of Advertising

Lack of understanding of Saudi cﬁlture makes many
fadvertiSeﬁé rély én what they think Q£.a:mérke£’and the
'peopie-as beihg the samé:éverywhere. bThis pefdeption could
be right in other countries but not in Saudi Arabia. The
country is more religiqus dominant and very rich. The
country‘people haQe nokidea of whatuthe advertisement meéns
or wants from them. Sometimes they look down at adver-
tisements and the peoble who are doing them.

Locally, advertising is not as well developed in
Saudi Arabia as in the U.8. It is in‘its,iﬁfancy. No
psychologicalvthéme or pefSuasive strategy has been used
to capture the Saudi society-;no professional research of B

consumer preference surveys have been conducted.
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As we.will eXamine variouS‘adwertisements of Americén
'consumer products in Saudl we w1ll see how well those’ |
‘advertlsers appeal to the Arab culture in gneral and Saud1‘
‘consumers in. partlcular Most of these advertlsements
appear 1n the latest development of Saudl magaz1nes--Al ‘
Malalla for men and Sayldaty for women These two magaz1nespvt
are the leadlng Saudl pr1nt medla 1n consumers topics- of ‘
.flnterestv For men and women 1n addltlon these maga21nes
monitor the pulse of Arab llfe analyses of world polltlcs
llterary works 1n the Arab world and herltage However
_some western 1deas of sports, fashlons, cinema and arts
’are also features of western culture 1n four colors

Some thlngs are 1ntroduced to Arab culture w1th many 1deas'
of western products These are malnly cosmetlcs, beauty
"alds, luxury items such as watches and perfuems, canned
foods, c1garettes, and cars. . All of these are heavily .
advertlsed 1n these maga21nes Other 1tems of advertlsementh
are not related to the consumer such as Douglass Alrcrafts,
eNorthrldge School of Technlcal Alrcrafts and many others
After puttlng these ads 1n categorles in chapter

three a content analys1s for each category w1ll be glven

vv'and the relatlonshlp of these ads to Arab culture w1ll

show how well companles understand the Arablan consumer
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advertising’to~the'Arab marketﬁis the use of the same adh's
'copy as is used for the Amerlcan market although’most of
these companles clalmed to have pald con31derable attentlon ¥
to culture values and d1fferences* For eXample c1garette
ads are advertlsed Wlth the same theme and’ approach as

in America. ~-Marlboro' s.advert1s1ng is heav1ly using

the male macho image with the same Worklng and plctures of

a cowboy in the background | Camel c1garettes also uses

the same strategy. o S ,

- Recently, Advertising‘Age,;in‘a.speciaibreport about
the Arabianamarket, stated some notice'about consumer
market, high’class perfume Was‘found‘to be theubest consumer
goods in sales of $37 million a Yeartv>And Saudi Arabia
rated as'the sixth largest market'of fragrance in the
world, after the United States, Japan, }Germany; France and
Italy. “But it-is the flrst in terms of perfume consumptlon
per capita compared to its 7 mllllon citizens. Perfume is
more favored as ‘a consumer good,even among rellgious people
because 1t s a reward for some one to wear 1t and it is
also among the thlngs that Prophet Muhammad enJoyed In
promotlng perfumes, some ‘European marketers fit their
advertising campaigns toFAraBian eultureiif requested to
do.so.‘ For exampie the men's perfume, Drakkar N01r by‘.
Guy Laroche, in its European ad shows a man's hand clutchlng
the perfume bottle and a Woman s hand seizing his bare
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;forearm.dsln the-Saudi‘version ‘honeﬁer, the man’s arm.
is clothed in a dark Jacket ‘sleeve and the woman is
touching the man's hand only with her fingertips

Yet few Westernvmarketers are this careful. Ads
created mostly hy multinationals either in Europe_or in
vlthe‘U;S.,havevVery sophisticated visual creativity and

'expertisenﬁ nith the~products”but lack the knoWledge and
small details.that should:be used in different markets.
- Usually the ad copy goes off in another direction when
the product is translated from Engllsh to another language
or from one culture to another. This reflects on_what
the marketer is trying to achieve through advertising.
Some try to communicate with‘the‘market,’others try to"
'\inform conSumers about a product, or persuade them to buy.
This issue is not that some used a standardized approach,
such as cigarette marketers,,or,local modification as
Pamper baby diapers. But-it's Whether’the advertisement
communicates to the market or not--is it relevant to it_
or not?‘

Just for the illustration of avoiding cultnral dif-
ference around the world, many companies lose the market
or understand it incorrectly‘ For example in Mexico
an American ink company tried to: sell ink using outdoor
signs saying aV01d embarrassment from‘leak and stain.

- In translating this phrase to Spanish, the word "embarazar"
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the ink company-wés very embarrassed’to~discove; thét
"embarazar" in Spanish‘meansv"to become pfegnant.” A
very wrbng Wording and ad ébpy méde people think that a
contraceptive.device was for sale, not ink. Another
laundry'detergenﬁ COmpany tried tb sell in Qﬁébec,
announcingvthat it works well on the dirtiest parts of
the wash. The translation was ''Les parties de sale,"
meaning an‘expression fér "private parts.' In Brazil,
American Airlines advertised as ''rendez-vous lounges"

in the jet, only to diécovér that this phrase means a
place, in the language of Brazil, a place to make love.
However there ére many other examples'Of failufe because
of lack of cultural understanding and cultural research.3

Through looking at,some of these Américan product
advertisements, we will notice‘which ads‘communicateb
better with the Saudi market and which ads do not.

Some of these adé were successful because they were
able to elicit a culturally positive concept by means of
printed or pictorial messages, which may be significant
to the Saudi culture. But we do not see this in most ads, .

as will,be shown.
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»Obse351on for women 1s advertlsed in Sazldatz (My Lady)
‘the Arablan famlly Women s magaz1ne The ‘same. mlstake
‘appears in thlS ad When no headllne or ad copy is apparent
A headline should tell the whole story, and the copy
should relnforce the beneflts of the product but on the p
‘ad copy only the word ”Obse531on at the bottom of ‘the page
was translated and sald that 1t was a new perfume to enjoy
from Calv1n Kleln ’Themdlstrlbutor s name was also
mentloned o |

The 1llustrated photograph of the undressed lady lylng
on the bed in a romantlc moment:};typlcal of the sex’ appeal
in Amerlcan ads It 1s of course, an 1nv1tatlon to sex
and is. clearly planned to go against the cultural norm of
Saudl Arablan soc1ety 'However because of the vagueness.
- of the plcture, the ad passes ea31ly any cultural obstacle
or concern.:gThepother maJorpmlstake of all this is that
the word‘"ObsessionV either~to'Americans,or Arabians is
meant to abuse or haunt«or appear in uncommon behavior or
act. It is very much prohibited as a'term in Arabic
language, and if thlS Word were to be. translated in Arabic
‘meanlng,;the ad would not.be}prlnted,at all. Another
thing aboutpwomen in Islam’is‘that they are considered
like glass, or a flowerj-some‘onedto enjoy;ynot to abuse
or be an obsesslon at all; ﬂAnyonepwho;tries‘to‘adVocate

such'behavior or act is consider repellent to the social
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v;}well the quallty of the;product and 1ts smoothness Howeverhﬁud

hﬁfthe same strategy had b‘en uSed‘”‘r a long tlme for the

hAAmerlcan consumer Although all'women whether Arablan or:

TfAmerlcan llke to 1ook n1ce and smooth the target audlence'Vf?;f

'*Tof Arablan Women use ;e'product for the reason thatjlt

"flllustrates a7beaut

'oap not only for hand washlng

"The theme makes no cultural dlstlnctlon because the '
'?ﬂjmarketer sees Women as women the world over and that may,,

bee the reason for no change of ad copy or the advertlsement':“'°

-jfas a whole{fiAnother 1mportant thlng is. that the marketer

;te the name on the box but kept 1t’1ﬂ N

'thln Engllsh

These strategles of p051tlon1ng Dove soapﬁ;s worklng

;Weli not onlyffor LeVer Brothers who produce»




7..’Amer1can Wome t it is actually ‘beneficial for Arabian

- general theme.
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© Lever Brothers Company 1986

“When I stopped using soap and started
using Dove, my face just wasn’t dry anymore.
I feel 20 years younger.”
’ Gloria Carter, Los Angeles, Calif. -

“You know that tight, dry feéling you i
get after you wash with soap? 1 didn’t feel

that with Dove.” : ‘
Junell Wingate, Wayzata, Minn.

What is soap doing to
“your face? Listen towomen
- who stopped using it.

‘ ‘ % Moy, |
“Soap made me feel like I had a mask on. Tigh?“‘\ . STUR'Z’NG CREAM
and pulling. Dove is 100% better than soap.” o _

" " Carol Vines, Atlanta, Ga. '

Dove'doesntt dry like soap.
Because Dove 1snt soap.

B



JOHNSON BABY LOTION advertlsements appear for 1ts

'hproducts in Sayldaty the Arab Women s maga21ne, but not
to use 1t for bables only It 1s targeted toward Women '

- as’ another target market The ad copy 1llustrat10n shows

‘»vthat baby lotlon 1S grown up w1th you 31nce chlldhood

l“Day after day grow1ng w1th you very softly Unllke soaprf
liand water baby lotlon helps to erase spots of left overz
'\makeup ‘and makes the face look natural : It offers clean
‘rsoft skln as you were a baby ThlS 1s the ad copy tran-‘J'
vslatlon of the Johnson Baby Lotlon appearlng for Arablan
'Vwomen However the advertlsement and. ad copy appear

dlfferent for Amerlcan consumers but is the same target

'market of grown up women In Parents Magaz1ne the ads

show beneflts of Johnson Baby Lotlon to keep ‘the sk1n soft;y
leave it with healthy youthful glow and terrific body
~The. 1llustrat10n between the two ads are d1fferent
The one for Saudl women shows a chlld a young baby face
lady and the lotlon very attractlve and attention gettlng.
- While the ad 1llustrat10n for Amerlcan consumer shows"
B four small plctures stresslng the lotlon thlckness, how -
absorbable unlqueness and beauty soft all_over the top‘
.half of a naked chest of a 1ady
: The strategy is almost the same but prepared dlffer—
‘ently to the same target market ‘ The product 1s unlque |

_and useful for ~women anywhere in the world It 1skfamousx



in Saudi Arabia and used constantly by women, but not as
much as in America. The ad copy and illustration is
reasonably acceptable in Saudi Arabia and goes well with
traditional custom but not very well. It could be better
if the ads appear in local language and strategy to direct
~women when and how to use it, not only to take off makeup
spots but to use it for cool weather in winter and to
soften the desert dryness. The American copy is stressed
well because most women use it to be soft and feel soft
and look soft. The ad copy aimed at Arabian consumer is
very weak and translated the same benefit that American
women use it for, with different wording. In winter time,
summer time, after make up and after washing dishes or
clothing or taking shower are different times that Saudi
women used it daily and the advertiser can do well to
stress the benefits of the lotion of these times and
direct the women to try it for softer feeling in hands
and body with Johnson Baby Lotion. Another point is
important to mention--the reasons American women used the
lotion are not the same reasons the lotion is used in

Saudi Arabia.
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Unique combmaﬁon of IOvSkin‘softeners,. | ‘.

“L: 9 .\S‘ lm!\;')

\\'h( it comes 1o Keeping skin soft, {chmcm Baby
]AHHHIhdsvul\lhnv’unl“dnln]dlunhlnhnn.unl
more. Its superrich formula gives a new beauty to

SyoursKin and-leaves it with a healthy, \mllhlul dlow,

In short. fechinveny Baby Lotion is a terrific body
lotion. We've told you four good reasons why, But
don't take our \\«ml forit.Just give it atry,

Its a Lper feet lotion l(n'vm\m up skin.

Leaves you feeling beautifully soft all over.

AMAONy
baby
lotion

g':‘\n)cn - Wmt‘"



HAIRTSHAMPOO' There are ‘more than three klnds of

| halr shampoo advertlsed almlng at women and dandruff of

- the hair. Two of the ‘ads tr1ed by dlfferent strategleS'

‘_to 1nform and 1ncrease consumer traffic toward thelr

b‘pproducts However - Head and Shoulders used comparatlve
' advertlslng but did not 1nd1cate any other brand name
except saylng that half of the hair was washed w1th regularl
ashampoo but dandruff remalned the same, whlle it was gone :
when u51ng;Headuand Shoulders for four.weeks.» This ad
pulls consumers by two clalms first,vuSe Head and
Shoulders for dandruff or halr andpbuvwlt‘often to get -
rid of dandruff. - | -
The adfillustration‘lOOks doubtful and unappealing
but the headllne was very successful in getting the
lattentlon of the reader Another thlng about. the ad copyr
is’ untrue in comparlng ‘with unldentlfled shampoo Less :
1nformatlon was prov1ded about the other product to.pull
consumers to buy Head and Shoulders |
‘The product is useful for;those.who;have'dandrufff

but it hasfno testimonialsjof;believability to convince
- consumers . _ Furthermore the illustratiOn looks uglvyand
bno soc1a1 attltude was con31dered for Saud1 women or theme’”-
to appeal to them to use the products - The cultural
tradltlon of covered halr of Arablan women scratchlng

_»her hair by the hand may 1llustrate better results and
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CLOROX bleach is used 1nternat10nally to clean

;whlte cotton to make 1t brlghter The product is adver-\h

"5htlsed to Arablan market dlfferently, not in theme but 1n

'flterms of multlple usage The maln beneflt stressed for
ifthe Saudl market is that the product makes cloth |
',ncleaner and ea31er to clean than before T_The'l;quid
’bleach can be used for whlte cloth and the Clorox 2 for‘,’
_colored clothlng On the other hand the’ product is ad-
‘pvertlsed a llttle blt dlfferently for the Amerlcan

;ﬁfconsumerﬁ The Amerlcan ad ver31on empha31zes the use for -

'the product for exp11c1t whlte clothes such as Arrow

'"Qwshlrts, colored clothes and as unbeatable d1s1nfect1ng

¢h-cleaner for t01let and bath tub One maJor other dlffer-'
nence that the ads for Amerlcan consumer contains is. some"

promotlon on prlce more.. appeallng than other products orv

lto try 1t for pre wash |

| There 1s nothlng 1n the ads offen31ve to Arablans

'l-more than 1t would be more proper to have no model 1n

l;the ads because Women don t like to wash clothes 31nce

it is a hard JOb that takes more tlme v |

However ‘the brand is well known 1n Saudl market

'_and sells Very well
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61085 THE CLOROX COMPANY

When the sweetftaste of the grape
lingers'a bit too #ng, reach for the
Cloro: :
:wash with

Save 30¢ when you buy
any size Clorox" PreWash.

RETAILER: As our agent for redemption, you will be
reimbursed in accordance with The Clorox Company's
redemption policy. Copies of the policy are available
from The Clorox Company, Dept. CP, PO. Box 24305,
Oakland, CA 94623, To redeem this coupon, send it to
The Clorox Company, P.O. Box 1430, Clinton, |A 52734,

Voud if reproduced. Offer void where prohibited, taxed or

required to be licensed by law. ]1 ]: 5 5 !: D

CONSUMER: Only one
coupon of any type may

be used with the pur-
chase of the specific
product and size indi-
cated. You must pay all 5
applicable sales tax

44600"03030




_ Bleach this shirt?
-~ Ofcourse. N
- =Arrow» Cotton | Plus quality starts with -
- bleach-safe colors and fabrics.

7
LY

>

9

v

Cotton - Plus _for cotlon
conifort and casy care.

Quality Cotton - Plus
bleachable fabrics 85%
colton/15% polyester:

The shirt
America lives in.
’Arm’ from Cluett.

Use Clorox*

Liquid Bleach to
keep these colors
clean and bright.

e Clotox Copany
181 tasigered trademark of The Clurox Compuay

ol

leach with other household chemicy
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BABY DIAPERS most oftén advertised in Saudi Arabia

are Pampers, aimed at mothers. The product is positioned
~ as to its convenience and easy tape fasténer for the main
'benefits of its use. To illustrate the visualized draw-
ing of putting onband off the diaper on the baby for
comfort and easiness. Also the ad copy uses the wording
as illustrated these-benéfité. The copy headline and

the illustration of the baby looking through an enlarger
illustrates humor. The tape part of the diaper is the
neﬁ benefit of Pampers. 1In addition the ad body copy
adds the benefit of less-wet and more protection.

The advertisement~and its copy go well with Saudi
culture and the product is very beneficial to mothers.
The brand is well known in éaudi Arabia and it is manu-
factured in the Kingdom.

The advertisement communicates well and is very
detajiled. However, most mothers care more about diapers
leaking than about the new tape.

In comparison with the American version of Pampers
- the ad theme emphasizes different benefits, "The Wet Stops

Here,'" as the main theme, and then advances the benefits
of blue Waiét shield that‘helps wetness from leaking.

The pictures are more lifelike and the appeal of a healthy
look is unlike the drawing of the advertising aimed at |

the Saudi market.
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Nothing much is needed to increase the uéage of
Pampers in Saudi Arabia because people use them heavily.
Héwever they do not care which products to buy since both
Pampers and Lﬁvs are competing‘products made by the same
company, Procter & Gamble. Both products are sold and
advertised for the Saudi market. |

Luvs as well as Pampers emphasized the'Séme‘thing
of waistband and the blue waist shield for the American
coﬁsumerm At the other hand, the waist tape band of

- Pampers and rubber tape of Luvs that fit around the legs
are emphasized for the Saudi markets. None of the ads
are the éame as Aﬁerican ads. Each has some difference
and emphasizes different benefits with different

illustrations.

Tide and Pampers baby diapers are the most known
and useful products of Procter and Gamble. However Tide
strategy differs in strategy for Saudi consumers and the
American consumer. The Tide ads for American consumers
are very simple and clear, primarily as a reminder and
insistence to use the brand. Neither wording nor ad model
were used or any dramatic approach to illustrate its
usefulness. It might be because the brand is well known
to most American consumers and has grown up with them
since birth. Unlke the advertisement to Arabian consumers--
their ads for the Saudi market were more dramatized and

may have been done locally by the distributors of a Saudi
103



~ad agency. However, the illﬁstrations and body copy are
~very silly and stupidly worded because Saudi women already
know the quality of Tide and it is the most frequgntly _
bought laundry detergent throughout the country. One‘of
these dramatiied'headlines says, ''Oh, poor women, the
~drop of little juice will cost you a new dress,' and the
illustration's more‘funny bécause the dropped glass is
facing the other lady whose dress got nothing on it,
while the one whose dress got wet from the juice looks as
if she poured it on her dress and look more suprised
rathern than looking to her drésé.

The Tide brand is the major product in the U.S.
‘as‘weil as'ih Saudi Arabia for it has been on the market
for over 20 years. However, the American version ad
will be much more appropriate for Saudi consumers than

the dramatized one shown with this product.
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Babies are thrilled than any diaper with

with Pampers®*and its ; a regular waist ever did

blue waist shield. And forgood before. So Moms are thrilled.
reason. Because this unique Because they know that means
blue waist shield helps keep drier T-shirts, drier sheets. . . and

wetness from leaking up better  a ilrier baby from top to bottom!

06
KEEPS BABIES DRIER FROM TOP TO BOTTOM.

i orvour Sottouches Catalog, send your name and address to: Pampers Raby Catalog, PO Box 8634, Chnton, Towa 52730,




llobs oy v y¥i
(omtd

«

AL A ) e 38 Y Syt WS I Janag melts Jo Ldacs Jo o2 3930 0¥ Ll as’
Y o s L o) S8 ¢ L) o) 5 A Aol Sy 9 A 3T (AP Lo | LoLasll

S Eol5 a0 s =l 6Ly} A el ) Bl ) e eSS L)y Ellalal
L ouy el AN Y Ll T o a0 AL oo
s e A e D) femanly 56l t) ozl DB

L @ ' @& : 1!® ;.‘J—?Jw U G 9 0l Y e
- 4 '& oo Jolao U e L) Jo el a2 g
Ua O - c2llalat Yanas e sa ol e 0¥

=T, Szt WA, L07AELSIY L Jan¥ sl iy LS Gy

fmiilidall  theladal el Ze, 5Nl R E&QG}&.@E\J.,....Q.;JWC&..@;}A

el LT pak @i Jalas) .. 0¥



Introducing Luvs Baby Pants.

Luvs Baby Pants has a special comfort waistband "! ..;
that helps stop leaking better than ever before. So it helps ﬂ Vs

keep your baby dry and comfy. Day and night.

Luvs comfort waistband gently snuggles around
your baby’s waist to it better than regular diapers. Just .
like little pants. 108

So why waste time in plain old diapers? Now you
can get Luvs comfy new Baby Pants.

Watch “What Every Baby Knows" hosted by Dr. T. Berry Brazleton on the Lifetime cable network.
Endorsed by the American Academy of Pediatrics.

© 1985 Procter & Gamble
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Still adds a fresh
el Picle 2\ scent. The choice '
be;,ween ye »‘ nd Tideclean c]othes. . is up to you, But «*
SR ‘nacenxéd-‘ﬁdé léaves no fragrance . either way, yoﬂ‘).!
,ottclothes so you never have to - get the great cle
% #ry about a scent clashin g with . = of America’s '

¥ “your cologne or perfume. Regular Tndell jfav wite.det i'gfi
REGULAR SCENT OR UNSCENTED... TIDE WON’

“ﬁwu&l i



ALWAYS maxi pads fbr womenfaré aiso adVértised fpr
 Afébian<women usiﬁg the same‘stratégy of’stressing»the‘

- meésageuof thevbenefits of cléanliness, dryness 6f the
new maxi pad. The new speciél feature of Dri-weaves
that absorbs the wetness is emphasized.

The ad cdpy also translated the éame'way,withvminof
differenées dUe tO'ﬁhe difference in the language. But
baéically it is'the‘same message. The ad illustrates the -
same theme of comparihg thé‘AlwéYs maxi pad with_another
company’s brand, and how Always stayes dry more than the
'oﬁher. The only‘difference is that the illustrations are
different from each other in terms of pfesenting‘the.adv
best between the two brands, but there is hot very‘muéh
difference. | |

The prodﬁct is Very‘common and used a lot in Saudi
‘Arabia becauSe most women eXperience periods every month.
Its produCer; Proctér & Gamble,‘knows the‘market well, but
‘some of these producté are pfoduced IOéally in Saudi Arabia.

 The ads‘in.Afabic run id two Versions.‘ One has a |
model using a very modest clean cloth and‘the‘other,is ,
without the model--just 1ike the oﬁe run forvthe American
bmmmmrp ' e S
| : The meSsége ﬁot'only introduées the product to
 Saudi women becausés women use this in secfecy.and mostly

don't like to ask someone about it except a very close
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; wOmantreiative:or friend dButgalwaYs'the products7tr§5
to make the consumer in general to. shift. from Whatever

3 brand they are u31ng to Always because of ltS advantages
biThe product may be 1nternatlona11y used and women usually
use it for the same reason of perlods time, but thereforer‘
Procter & Gamble d1d not try to change the message nor

the~1llustratlon because’they approach the target market

2 w1th a ‘standard approach as is the case with most of

their products that are used 1nternat10nally and marketed
the same way |

| Nevertheless comparison—advertisement has success
expec1ally in a forelgn country like Saudi Arabia because
“1ts;1ack of consumer appeal to the 1nadm1331b111ty,

believability of such comparison advertising.
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wetness?
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Now you can have Always:

Always maxi pads are different from
hher pads because they’re covered with
special material called Dri-Weave.
etness passes through the Dri-Weave

d virtually all of it is trapped inside the
osorbent pad below—away from you.
he surface of the pad stays cleaner to
felp you stay drier.

And, Always maxi and mini pads are
ow-shaped to give you protection where
ou need it the most. With the widest
dhesive of any pad to help keep it

curely in place.

Always gives a cleaner, drier kind of
rotection than you ever expected from a
ad. Why put up with anythingless? 115

Now you can have )
this kind of dryness:.

/
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£

A cleaner; drier kind of
protection than you ever
expected from any maxi.
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GENERAL ELECTRIC advertisement appears in Sayidaty

women's magazine with a full range of the éompanyfs
prodUCts from refrigerators, washer and'dryers, and
cooking system, and more of its smaller home appliances.

However, another ad also appears in Al Majalla, the men's

magazine, but'with the illustration of one line of GE
‘:‘production.of.refrigerators; Both ads show the benefits
of the products in very duil‘phrases. On the other hand
GE also advertises similarly to American consumers using
not the same illuétrqtions, but different ones with
different ad copy. The differences is not very sighif—
icant, but more attractive and presented as'é piece of‘
‘art, The'ad.body'copy’for the American consumer does not
stress thé product's>benefits but rather services benefits
aﬁd the people who qualify to do technical assistance
for all twénty-foﬁ;,houré‘ﬁnder the product warranty.

These differences are Qéry miﬁor, although some
initial effort hésrbeéh made to overcome cultﬁrél differ-m
ences, but not successfully; ;The‘strategy'is applied the
‘same way as fOr'AmericanAcoﬁsumers. | |

Home appliances are very good'business in Saudi
Arabia but consumers care less for brand name as iong‘as‘
the produét'isvgood, 1arge'ih size, and has more featurés--

_especially frost-free in refrigerators, size in laundry

117



and sound free ih air conditioners, etc. Another
impoftant thihg that>m¢stbAmerican advertisers miss is
that most buying decisions in Saudi Arabia are made by
men and not by.woﬁen.

GE also advertised itself more than a product but
also for presenting a good image for the long run in
Saudi Arabia by preseﬁting an illustration of its long
successful major projects that GE has made in the Kihgdom.
Among these projects is the Jeddah oil refinery which
GE helped not only by building the project but by
training Saudi workers to take full responsibility for
its operation, and many others, such as training the Saudi
citizen how to dperate the airport electric system,
hospital, and jet motors. The GE company is trying to
make Saudi consumers to be more aware and knowledgeable
about its technological advancement and good relations,

not only serving consumers at home, but also in the work

field.
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General Motors advertisements also use the same

standardized global advertising. Using the same strategy
theme and creativity, General Motors placéd no difference
to consumers' taste and need of their car. A recent trend
of autdmobile makers is to make the cars smaller and more
economicai, while Arab consumers prefer the large classic
American car because of the large extended families of
SaudibArabia, and becaumse gas consumption is still very
low in comparison with the country's resources.
All advertising copy use the same slogan of ”Feél
the difference General Mdtors makes'" and even the ad
copy details are translated exactly into Arabic language.
The same pictures also are used, which sometimes emphasize
the benefits of world-wide dealer services and other
ads emphasizing the space between seats as benefits for
comfort and luxury. Some other ads emphasize power of
the car as in trucks, with iow price as promotion to buy.
However, General Motors is the 1argeét American
company selling cars in Saudi Arabia and its cars are the
most preferred--mainly Cadillacs, Chevrolet Caprice and
GMC station wagons and trucks. Most, if not all, of their
ads are using the same ad copy that is used for the
American consumer. The same ads adding the regional dealer-
ship for more inforﬁation and a place to buy the car.

Although General Motors claimed that they do consider
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cultural preference and traditions of Saudi Arabia, but
théir‘adsbsimply advertise the same as>in American media
and have no obstacle or violation in the Arab tradition.
But the ads could be more appfopriate and can sell more
if they were done by a 1o¢al ageﬁt, or with slogans
appropriate to Saudi taste. ‘Whatever benefits General
Motors has, the Saudi society would prefer General Motors
cars except for getting into smaller size luxurious cars,
a consideration General Motors did not take in selling
cars to Arabs. It is not only General Motors comfort,
luxury, power and engines that the Saudi customer looks
for when buying cars, but primarily épace and price that
come as the first benefits in buying cars. Saudi consumers
prefer American cars, but because Japan's cars have
offered better prices and space, they win the market and
are thus the main competitors for General Motors in the
Kingdom. | ‘

The old strategy of Ford's offer, "I will sell you a
car as long as it is one color--black" may make a good
campaign for most Saudi consumers who prefer standard
American cars, but care less for additional accessories
that raise the price. On the other hand, there is a small
segment of the market which is composed of wealthy people
who prefer fully automatic, comfortable cars and care less

about the price. This market segment can be approached by

/
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stressing the new technological development in General
Motors cars, such as computerized dashboard, power-steering,
and smooth dfiving, etc. These benefits should be
stressed in“illustraﬁion and ad copy to show more details
in order to make the‘consumer'change his Qld car for a
new one. Other strategies can be used by‘showing thevspace
of the car for families ‘loaded into a General Motors car,
-and space for the éhildren to sleep, etc. The Saudi thinks
of the car as the camel that can take more luggage and
drive long distances and with no service required for a
long time. Therefore the American Chevrolet Caprice and
the Datsﬁn pickup truck are among the most commonly sold
cars of all target markets in Saudi Arabia.

Ceneral Motors ads illustrate typical informative
~ads for the Saudi consumer, primarily because its market
share is still very strong and good. Most cars are sold

before they reach the showroom.
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- The difference you feel
isn’t just the car.

- . Itsalso what's behind the car. FEEL THE diagnostic equipment to find and correct
‘ Eot jtésijthe |giobc(::jl 1c:\rgcmizoﬁon that DIFFERENCE problems. Eoﬁhtdel?lgr‘rs pkons inventory is
.conceived and developed the car, ‘ f well stocked to keep your .
but also the wor‘ldw%e network GENERAL MOTORS MAKES vehicle moving. Ang Zhey work
that stands ready to service it. AN it COMES  yimrcris " { Quickly fo service GM cars and trucks right.
standard with every General Motors vehicle. : When you choose a GM vehicle, you get not
With its deep well of resources, General . only a quality product, you get a quality
Motors has 16,000 dealers worldwide ready to ; TR organization. That's the difference you'll feel.
assist you, should you need it. Their service Jg - That's the difference General Motors makes.
technicians are trained to use the latest ; Averybigdifference, indeed.
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ThlS spaceis generously
brought to you by General Motors.

FEEL THE
D":FERENCE uncramped space. Materials are durable and

. aftractive. Even plush. And safety )
rich velour seats. Or maybe it comes GENERAL MOTORS MAKES features like seat belts, padded armrests

Theres a very comfortable feellng you get
sifting in a' General Motors vehicle. Maybe it's
from running your hand across.the

from not feeling boxed in. Or maybe it's just from
knowing that General Motors pays meticulously

close attention to the inside of its cars and trucks.

It's-a difference you can feel. After all, this

is where you ride. It should be roomy and secure.,

Itis. Bucket and bench seats are sculpted to

E/ROLET PONTIAC oLbsmMOBt

provude support Generous dimensions allow

and strengthened seat attachments are structurally

and aesthetically integrated for your protection.
You can take comfort in @ General Motors

interior. It's one big General Motors difference you'll

eosny feel. And a difference Generol Motors

is denghted to make.

 GMC

GMC . TRUCK BEDFORD




KELLOGG'S is a famous U.S. breakfast cereal advertiser

trying to capture Saudi market through “Sayidaty, the
women's magaziné..hTﬁe ad attempts‘to.cépture kidé‘market
by offering a promofion‘of car colléctions for kids and
offering'a free cartoon Vidéo~tape, ‘The promdtional'
package says, "When you get one of these cars, you will
like all modeis. Try now to collect these luxurious cars.
a typical American promotion paékage. The Kellbg's-have
failed to understand that Saudi family is not as child-
centered as the U.S. The stereotype U.S. boy and car has
no great appeal to the more formal family and the idea
of the child upheld by the Saudis. The child uses the
same breakfast dish as his parents in Saudi Arabia and
it is fﬁlly cooked food most of the time.

| Although the product is convenient and acceptable in
Séudi Arabia, not very common except in major cities.
Only those families who were in America . recognize the
product and buy it, but other local families wouldn't go
to the store to buy cereal because they never have tried
it. Another important thing the advertiser missed is that
the father mostly buys food items, not the mother as in
the U.S. mafket. Also, fresh milkvis not commonly sold
- and drunk in Saudi Arabia as in the U.S. It would sell
much better if the package includedvdried milk to serve it

right away.
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The Keliogg Company uses the same approach as in
the U.S.; and may be all over the world. They didn't
‘realize that breékfast is served differently in different
countries. Something should be examinéd before intro-

ducing the product without modification.
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ad 1s almed at mothers to },YI'”

tweat after they come home fx',




consumers in the 1llustrat10n but not in wordlng

This may p0531b1y be because the advertlsement is made

”slocally by . Saudl advertlsement agent because the ad
.theme sequence in the. casual dress starts the message

| from rlght to left unllke the Engllsh 1anguage Whose-:

vsequence reads from left to rlght.,
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:: When my son mowsthe .
lawn, I stay out of his way, Except
when he gets hungry. Then I give
himaSNICKERS® Bar -, |
- Packed with peanutsand
|peanut butter nougat, SNICKERS®
is great at satisfying his hunger. -
-And it’s covered with carame]
--and milk chocolate for a taste o
. he really loves: Then it’s dated fo
freshness, so I know SNICKERS®
‘hasnopreservatives.
* . Sowhen my sonneedsto -
il up between meals; I give him
the wholesome snack that both -
of us love. SNICKERS®

- “ﬁékedﬁ;v”if‘l'ibeénll‘t“é,

| SN‘IV'CKZERS,» really satis les’” |




- UNCLE'BEN'SvRICE is also advertised with the same

sténdafdized apprbachvwith more éxaggeratioh that it is
the best ricébin thé Wofld. This is not true because‘
thére are many naturally better rices than Uncle-Ben's.
The advertisement took two full pages in Sazidatz——a
proper media for>thisfkind>of product. On one of the
tho—page‘ad.are ri¢e»reci§eé'with éolorful illustrations
Of>Pfepared dishes. Oh the bthér page is pictured the
rice package withvcookéd rice and vegetables on the
table. Another'dish appears‘on'éhe package illustrating
én Eastern fémous,diéh called shish kabob. The adver-

" tisement is rich but very cluttered.

‘HoweVer; the advertiser has missedxtWO impértant
pointé about Saudi Arabian consumers. ~The first point
is that the Saudi consumer does not buy rice in small
packages but‘rather in 1afge size bags Of nearly 100 lbs.
in wéight. The primanyreason for-thisvislthat rice is
the main dish for the Saudi‘family'and is‘cookedvdaily.
The other point is that rice is used primarily for a
special cooked rice dish éalled ”kapéa” which was not.
mentioned in the Uncle Ben's recipes, ‘Thistrabian dish
is mainly made of meat and rice cooked together with some
spices, tomatOes,‘and is served usually‘fbr 1unchirath¢r_
than dinner.

On the other hand Americans use rice mostly for
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_dlnner but not as much as Arablan consumers The adver-

. tlsement for the Amerlcan consumer- used the same strategy*

hn»but Worded dlfferently The 1llustrat10n'ls also dlf—

;fdferent the package is dlfferent and the rice is sold in
'Jdlfferent colors and gralns and in more varletles than'

the one sold 1n Saud1 Arabla
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"~ Style Rice at home—a

o Garden Style Rice

| COUNTRY N
- INN™ Bran' '
. Spanish - %oy

- combined with delicate
W | ushrooms and a variety of
seasonmgs Rice Royale tastefully marries

a chlcken-ﬂavored rice with exotic wild rice.

- combination of romano,

. cheddarand parmesan

cheeses, jalapefio, green and : .
| red bell peppers, garlic and savory splces

'New England Style Rice— From lnsplratlon to Your ’lhble in 25

thadltlonal Tastes at TheirBest. - 'Mmutes. B _
Better make reservations at least two ~ Now it’s easy for you to serve rec:pes

g weeks in advance at stately Federal House ~ inspired by the best inns in the country.
near historic Stockbridge. Massachusetts, if Uncle Ben’s put everything right in the
‘you want to try their ever-popular New  package. Combine the rice and carefully
England rice. Oryou can dineathomeon - blended mgredlents add butter and water
new COUNTRY INN™ Brand New England andcook. |
Style Rice, which combines classicpasta Tty all five of these delicious new

shells with the traditional tastes of zucchini, = addmons to the family of COUNTRY INN™

omons ‘garlic and delicate pieces of chlcken Brand Rlce Dlshes
. Garden Style Rlce and Rlce S ' :

Royale, Too! s T i
 Hereare two : chpm |- : 1l % et o, W
~more COUNTRY ‘ Y 1 COl’JNmY 1IN @?NTTY @UNTRY.;

INN™ Brand Rices ~ { o | - NN o T | — NN
that are brand new! ‘ ' /|

isadelicious =
beef-flavored nce |

it - SERVE THE RlCE‘DlSHES lNSPlRED .BY THE FlNEST lNNS
BT



nsplred by the Fmest lnns. Brought to you by llncle Ben s.l 5 -

Herbed Rice & Wlld Rlce—A Spmted ’[aste of
shenandoah Hlstory i .
‘Uncle Ben's takes the first of its new COUNT RY IN N |
nspirations from the heart of the Shenandoah Valley in
firginia, home of the two-century-old Buckhorn Inn:
o There ‘guests can dine on exceptional dishes,
- some based on recipes as old as the
" inn itself. One spirited favorite: a
nch dish blendlng the finest ;
long grainrices, two
% | cheeses and an array of °

Tlle Budzlwm lnn, Vrrgmm T

Uncle Bens Brmgs It Home to You
- You could travel to the Buckhorn Inn for this tasty
: dISh oryou could indulge yourself right at home with
“the Uncle Ben’s dish that was inspired by it: COUNTRY
~INN™ Brand Herbed Rice with Wild Rice and Two- -
Cheese Sauce. ..a subtle blending of long grain =
rice; mozzarella and swiss cheeses onions, spmach |
carrots and parsley. -

; ‘Spanish Style Rlce—Bom of the Earthy

' {Southwest o

3 Next you mrght enjoy a dnve through the

Verde an inn south of Tucson,
- totry their famous
: Spanrsh rice. Then
again, why not:
sample: Uncle
“Bens .
\ sensational
~-hew

exotic landscape of Arizona to Tanque
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hfLIpTONhTEAfis advertiSed for,the.Arabian consumer
with a variety’offtaste-in~a'very attractivefsetting.
It is very. much consumed product in Saudi Arabia--more
Vthan 1n ‘the U S. -—and people are served 1t dally Theh
;1llustratlon and the ad copy say nothlng much more than
its 1nformatlon about the product and 1ts content " The
advertlsement however is p051tloned dlfferently than o
to the Amerlcan consumer in terms of usage The Arablan |
serves . tea whlle 1tbrs hot all the tlme,vand'never served
cold or with ice asfin-America. The advertisement
strategy’for'the American consumer stresses the taste of
Llpton‘Sun tea w1th Sweepstakes promotlon and a coupon
:to promote sales. |
The product and. the advertisement,‘are~culturally
accepted in Saudi Arabfa‘but onenthing the advertiser
missed is understanding-thewtea market in Saudi Arabia--
that consumers buy tea in large_quantities and big box
size of 6 1lbs. or more because tea is the main drink after
water, and people serve it‘daily at least twice a day at
breakfast and evenlng and at any soc1al party. It is
also served ‘in offices, cafeterias and at outdoor cafes
‘which serveinothing otherfthan tea. The tea for Saudi
soc1ety is compared to coffee for Americans, and more
because Amerlcans have many soft and hard. drinks to serve

themselves and others
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'The sales of these tea pages w1ll not appeal to

lthe maJorlty of Saudl consumers except to 31ngles and
fforelgn market and restaurants whlch are not very much to-
consume teaf Llpton tea strategy is not successful lnr
apprdacﬁﬁ%;the Saudi market ﬁith its’smail.ﬁaekage and
the’varietieg-ofvtastesbecause juSt plain Lipten tea

is more favorable;and:aceeptable‘tovsaudixculture\thaﬁ

"‘the flavored enes.
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McDONNELL DOUGLAS & NORTHROP a1rcraft advanced

‘;technology companles advertlse very heavily in Al MaJalla ‘

magaz1ne Both companles are very spec1allzed and well
known in alrcraft and space technology |

Apparently'these,two.companles aim to communicate
the eff1c1ency of thelr products and serv1ces by illus--

- trating thelr strength in a profe331onal way However,.
their target market is very small and only elites orsgov-
ermment officers'are mostly interested in their products
or services. ‘Even though any of those target groups will
not buy an alrflghter or private alrplane Wlthout consul-
tation firm g1v1ng them a better understandlng of the
best buy.‘ No advertisement of suchvproduct may originate
consumer'sale, but could only be an initial information
source to consider when planning for sale of a jet and
‘'service.

Few of these types of ads can be seenvin America
consumer magazines,'butpnaybe appear in business periodicals
or special aircraft magazines.

For Saudi consuners-these air jet advertisements have
low 1nvolvement and concern to reach because of the hlghly
spec1a11zed prlvate products and service that do not appeal
" to the maJorlty of the Saudl consumers and Arabs inh general.
Also, what does a jet flghterrhave‘to,do w1th‘consumers,

even those in the target market are not common consumers
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hand the advertlsement does not generate sales

In every one of these ads the goal p0531b1y is to
have long term communlcatlon to create awareness and |
'1n31stence.1nrthe de31rable,target market.
' Whatevervthe‘sbheme hehind,the advertisement

,deserihed; probahly'tootsophisticated to be presented in

Al Majalla, the internatienalnmen's magazines of the Arabs.
Any othef.media'mix, such‘as,direct mail.or'business
periodicals, are more appropriate media‘for‘thisttype of

‘ads. -
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Cigarette ads of all kinds,'especially men's cigarettes,

aré heéﬁily advertised ih3Ai:Majalia and Saxidatz magazines.
Bﬁt they are all depicte&'ih the western image‘as they
appéar’in U.S. mégazineé} “Among these ads are Barclay,-
Marlboro, Camelfand Kent. These ads use the Same theme

and strategy as in the U.S., even the background-pictures
are not changed, but rather translated into Arabic. Only
one different”theme and picture'was not used, which was
targetéd for women smokeré.' The use of the ad campaign

of Virginia Slims, "You caﬁe a long way, baby,'vWas not
used in these magazines. ‘HéweVer, light cigarettes éré
advertised instead in.the women's magazines, such as
Marlboro Light, Slik and others.

All cigarette sméking itself is unbeneficial, and
harmful, not only for the Saudi cbnsumer, but for éveryone.
However, most Saudi citizens do‘not like smoking and some
others believe it is préhibitive beéausévit is dangerous
to one's health. Yet, as in the U.S., uﬁder the ad copyv
is the govérnment's warning of smoking and its dangers to

health. The most noticeable factor about all cigarette:

ads is that all of them advertised in men's magazines

only, Al Majalla. Only Kent and Barclay introduced

its prddUCt differently, with a soft image of unsex, in
’which.W6mén partiélly‘or‘fﬁlly,appear.in the’ads; but it
is the male Who-héldé‘the cigareﬁtes. The advertisers

‘used the men's magazine as the message that the product
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is spec1ally for men.

| The most 81gn1f1cant mlstake about the c1garette ads
‘1s that they are- placed 1n a maga21ne whlle the maJorlty
rof maga21ne readers are not smokers or 1f they smoke.
c1garettes theyusually don t read maga21nes - Only a few
'of those-who_buy the maga21ne_are c1garette.smokers.

. Each ad is illustratedlwith'an exaggerationxinfthe“
~ad copy. For exampie, Kent says, ”Good time with it," and
it's. American excelient.in‘a sporty background and a |
cheery soft smlle It‘s more'feminine rather than
mascullne. Kent s background scenery deplcts the American
way of life, Where men soc1a11ze with women. But in Arabla
women cannot sit with men unless they are relatives, And -
men enjoy'their time with men and women, with women in
~soc1al settlng This picture invites one~to the American
way of llfe whlch is not common and‘isyunacceptable in the
-soc1ety of Saudi Arabia; in fact, dt is religiously enforced
that therecis no social gathering‘of.menfandeomen in public
at all. Therefore’a wrong communication message is used
by Rent to the Arab market, perhaps intentionallyl

Barclay says in its ad copy that it is "worldly

successful" and thus emphasizes the‘benefit of 99% nicotine
free. ‘HoWever,.the picture is more attentive to sex appeal.
as the man's eyes turn toward»the woman who is out of the

picture, except for herfhand#-,Winston,cigarettes appeal
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'_mQré to.audistottedpictute:of a‘busineSS»type of community
Fshowihg;NeW}YetkeCity at'hight,'andvstates in,the ad
‘headline copy, ”Test the best from America." It was
’positionededifferentlyees,the most sold cigarette in America.
Ite targetvmarket is the busiheésman >as the picture

vlllustrates in the background the llfe style of those who

‘ “smoke thls klnd of c1garettes However the headline

" . .the best 1n‘Amer1ca is a doubtful statement . .There
are ﬁenytthings a huhdred timesebetter than Winston cigar-
ettes that We3use-from"Ameriea. It is too exaggerated.
Marlboro's strategy is different, but it is the éame
aslit is in Ameriee.> It was poeitioned for the Arabian
marketythe'same-way»ee‘in the American ﬁarket. Males
dominate the cﬁlture. It is\true that Saudi Arabia is a
male deminated cultﬁre; but the majority of the dominating
‘males in‘Saudi(Arabia don't smoke cigerettes at all. \Igey
never liked‘eigarettes'and it doesn't even occur to them
to smoke tﬁem. Iﬁ‘fact, their stature_will be diminished
~if they smbke‘tigarettes in public. However, the copy
headline oijarlberb calls for one to taste, '"Come to the

flavor," ﬁCome to the world of Marlboro. The communicated
”meesage is to-tty Marlboro, and it also statee below the
‘cigarette peckage, ﬁItfs the most SOIGYCigarette in the
_ Wotld." ‘This-is aleo a very deubtful statement and mis-

'leading. Finally Camel cigarettes are also positioned in
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?”33p031t10ned for Amerlcans

"'”.fﬁmuch the same manner asfMarlboro, u31ng mascullnltyjin 1ts_gffi'

,n»;'.
o

'fiicopy,,"Worldfof maleness A place'

All c1garette ad wrltten about’above are made” n

the Unlwed_States, and!allvads placedfno:con‘,deratlon of»

‘Al_ibackground plctures deplcted B

;uwestern soc1ety and Western'men maybe because the adver-’* T

| tlsers know that c1garette smoklng 1s not an Arablan;?;}y;_‘

?ptradltlon and 1s not acceptable culturally or ever approved.

:ufjby authorltles of Saud1 Arabla

These ads may have successful campalgns for Amerlcan
“;consumers,.but not for Arablan consumers,iprlmarlly because
'!;the products are not benef1c1al and are not acceptable in

‘h:Saudl Arabla except by a very few people ‘ Second the ads'

z”pyhave no- unlqueness of any klnd that may appeal to anvf?h

‘d5_Arab1an consumer,ibecause most of the people don t llke

";fc1garettes “ever .ose who smoke them and because ;f*

V;ffisegment of the POPU1at10+

Cﬁculturally the product 1sjused among the lowest uneducated
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PART TV
landdle EaSt Market Plannlng for the Reglon Must

Go Beyond Stereotype and With Its Diverse and Fast-
Changing Soc1ety," Advertlslng Age September 1981, pp.

R 2Mlchael Field, ‘”Fragrance Marketers Snlff Out Rich
‘ _Aroma " Advertlslng Age, January 30, 1986 p 10.

: 3Jonathan Slater Bu31ness Amerlca Aprll 2 1984
pp. 20- 23 ' _
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PART V

Conclusion, Marketing Implementation, and Tips for

Western Marketers

qu.years:advertising,makers,haveibeen_violating, in
one Way'6r an6fher}ﬁthévéthiCS'orftréditionsfofvsome
cultures,-sbéietieé;léi;particular social groups.  The
U.S. social‘issue‘chCerning the portrayal of women in
advertiSing was nét-?gcdgnized until’ﬁhe beginning of 1970.
in the'U.S.; thé'moVéméht of National Crganization of
Women (NOW)”established a movement>protesting the por;
,vtrayal of women as sex objects.;
An unwritten Eoncept and responsibility of advertise-
" ment in:Americé.is to accomplish impressive sales level to
satisfy its client and étockholders. And.the only measure
6£ia suéCessful advertising campaign is just that--impres-
sive sales. |

This fact is well known to most consumers; thus they
_become~éXtraordinarily interested in advertising. Yet
advertising campaign strategies change every season for
American consumers and whenever a new development is added
_toﬁimprove the product's,qua}ity. Also, in America;
~ advertisements appear in different media for different \
agé groups, ethnical gtoups, and demographical aréas.

Therefore different strategies are sometimes used for each
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’"afno consumer Te earch ha

nulhuno consumer preferencev‘

- market ,s;agm?ent i

"to the Saudl market The rdason’;s 31mple--1t 1s because;h“

,been conducted in. Saud1 Arabla

-aS~been 1dent1f1ed untll now.

The crlterla of soc1al_;lass and stratlflcatlon 1n

ijAmerlcan markets used to hltathelr target market may not

u‘ﬁapply to Saudllsoc1ety even 1f research data are collected
: ?Although such data on understandlng Saud1 soc1ety from the‘
':?:v1ew of soc1al class structure may not help marketers to

: generallze consumer behav1or "Prlmarlly thlS is. so be; |

'cause consumer data on’ 1ncome occupatlon educatlon and

"*fother demographlc categorles are untouchable subJects

'v‘Therefore ‘the data fall to prov1de meanlngful 1n31ght

;people glve about themselves is unrellable and false

o StatlsthS are glven to show hlgh self esteem

Nowadays many Saud1 consumers due to 011 Wealth and

k.soc1al trend of changed psychology of affluence, seek

E fulflllment beYOnd economlc securlty Consumers 11fe-'?75“'

7;styles for some people have been mov1ng toward personallza—}f

“tlon of an expres31on of oneself through products Others
;,deempha81ze money and award meanlngful work Some others

5’have turned away from modern llfe and wealth to a ba31c

Illustrat;ons and body copy changes Hffhfﬂ‘

: ~11nto Saudl consumer characterlstlcs because the 1nformat10nr



*fftrlbal llfe t1ed to a. stronger rellglous 1dent1f1cat10n

'VTfFlnally, some others have leaned more toward educatlon

. resultlng 1n later marrlages and 1ater work

It 1s”also necessary to note that advertlslng and

'*u»other communlcatlon elements are not of hlgh 1nvolvement

' fto most Saudl Arablan consumers g But the maJorlty are

iffmore selectlve and have a better understandlng of the

;i,goods quallty because the country is an open market to
most western country products as well as eastern country
.products , People of Saudl Arabla have a w1de varlety of
.products to compare as, to quallty and prlce k From coun—:
sptrles llke Germany, Saudl Arabla 1mports the best cars of
[Q:Mercedes Benz and BMW as well as home furnlshlngs From
d?France the best perfumes, clothlng and fashlon are
gflmported From Italy, home furnlshlngs and bulldlng
dfmaterlals and canned foods are 1mported Spaln exports

“_clothlng and electrlc equ1pment to Saudi Arabla and‘from,'

'fbiEngland and the European Common Market ~wools and Rolls

'dRoyce cars are 1mported and much more

At the other hand from Eastern countrles such as -
‘Talwan Thalland Chlna Japan, Indla Saud1 Arabla 1mports
many products of clothlng, furnlture,,cars ‘and decorated
"1tems for much less cost than European products
Thls open market made it very easy for not only

~vSaud1an»consumers,_but~evendVISftors,fto choose_whateverj
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_needed with reasonabieVprice Few Amerlcan consumer
products are. sold or advertlsed 1n Saudl Arabla but
consumers know thelr quallty and prlce, and advert1s1ng
may have llttle effect to change consumer attltude to buy'v
or Shlft to another product unless the prlce makes the 1
dlfference. Prlce strategy may be the best Way, after
quallty, to change the attltude of Saudi consumers

- toward another product. This is because local consumers
are very accustomed and‘loyal tofcertaln'products since‘
birthr Almost all Saudl women know Tlde asfthe best
product for washing clothes They mlght‘shift to another
product if the leading;product is not onfthefmarketyfor

a short time. ; |

Pepsi, Tide, Pampers,kHoover,»Caprice; toothpastes
and Kodak are’the best‘and'leadiné American products in
Saudi Arabia, not'only beCauSe~thesehproducts have good
quality but because they have been 1n the . market for over
fifteen years, and are very well establlshed businesses.

It is not the subJect heretacr1t1crzewh1ch approach
_ofvone standardiZed salable campaign vs. multi-campaigns
is more effective, but‘it:involves the consideration'of
the sub—division of both approaches'{ It is not unlawful
to standardize campaignsh but advertlsers have dlfflculty )
in 1ntrodu01ng new products, translatlng product names

which may mean somethlng other than 1ntended and therefore

-
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brings about an unfavorable attitude toward the product.
This is the case, for 1nstance, of Nova‘cars which in

Mexico means "don't go.' Also translatlons of the copy
 and theme and words are sometlmes 1mp0551b1e to translate
into another language as they have no equlvalent expres-
Slon.. Still others may have-bad~mean1ng'when translated.

‘The ﬁost commbn mistakes of‘all the big U.S. companies
" in marketlng abroad and in Saudl Arabla is that most of
thelr products advertlsed.us;ng the same standardlzed
approach world ﬁide: | | |

- Fail to understand diffefences in advertising

- Fail td ‘achieve afdomestiC‘image in the. (

foteign countries -

- Fail to~éxploit markat iﬁ the proper sequeﬁcé
as in the U.S.: |

- Fail to appteéiate difference in words meaning
regardless of whether the-same‘language or
translation is invleed'

- Fail to underétand media importance varies
sharply/with such faétots,as literacy level and
restrictive‘qultural ﬁotm ,

- The adﬁertisement fails to strike accord with
Saudifs‘local'tonsumers task.“

' In Saudi Arabia;dfot:axample,‘the"uSedof'an illuaw

tration of a boy and a girl to advertise something is not
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acceptable. it is an objectionable relatiOnshiprin
Saudi society. Such ad campaign'is common in the U.S.
‘market and in moStfindustrial countries. 1Therefore'fhe
Standardizaﬁion‘nf such adVertiseﬁent Wiil affectnthev
" sale of the prOducts-locally in some countries, Unless
a proper adjuetment-isataken to modify the advertisement,
to local understanding and local norm. |

As is advised by many such as Lenormand (1964),2
Carson (1967)? and Diamond (1969)?*adveftisements should
be carefullyvexamined‘and analysis of marketing labels

made before using them in foreign markets.

Another notion by Abraham Maslow in The Psychology
of Being (1962), was that ''the Beat way;of understanding
another human‘being; ...is to get into hiS‘Weltanschaung
and be able to see his world through his eyes.'

~Thus it is important to have an adequate cultural
sensitivity on the part of'decision making invoiving
Saudi society and any other foreign country, even if
those countries speak the same language as the U.S. and
England, there is a great cultural difference between the

two countries.
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The measurement of the effectiveness'Of,these ads
,has not yet been researched; How muchiéttention is given
_to it, whether.Saudi consumers read it or’not, is it
memdrable, does it increase awareness of the product, and
most important measurement of all is Whether these ads
sell or not. These questions, and more, are still untouched
in market déta thét;are very essential to advertisers.

At the other‘hand, in the United States, admen and
'marke; researchersvhave analyzed consumer interest in terms
of everything from Freudian drives such as food, sex, etc.

to class position and color preference. |
In Saudi Afabia,'the advertising businéss and adver-
tisement of foreign goods are in their infancy. Many
reasons can be attributed to this fact. First of all is
’that the country'is underdeveloped andinot yet indus-
trialized, while the outbreak of the Industrial Revolution
developed most of the western world and made advertising
a necessary todl‘éfvbusiness and a dominant‘featuré of
modern life. Saudi Arabia's plan for indﬁstrializétioﬁ just
began with a Five Year Plan from 1980-85, with a budget
of 200 billion Saudi riyals. o
A second reason is the availability of media and its
'effectiveness, coverage and frequency of commercial adver-

tising. These media, especially print media, are not yet
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‘ministers of‘réligion, and finélly a few, and the least
number, work in‘the gbvefnment sectorvwhile supporting
more thankfive family’members who do not work at all;

The mentality of the Saudi citizen is not yeﬁ as‘
programmed as is that of the U.S. cOnsUmer*to worry much
abou; job, status, car, and all the material things.

" Rather they worry much about religious duties, family,
and‘geftihg through in life peacefully. This is because
'thé educatioh syStemiof Saudi Arébia was not built to
create consumer demand‘foragoods, bﬁt rather built to
teach discipline, dedication and honor of the system,
‘primarily of Islam. While in‘the United‘Stétésvthe educa-
tion systém frdmvchildhOOd teaches and félaﬁés the success
of a person's life depends on‘hié\ability to ﬁécome a

' millionairgfrthat is the ideal exampie of success which

is subporged‘by excéséive‘advertising'makihg it easy for
all of these. The'develbpment of industry made advertising
a necessity in the West to adjust demand upward toward‘
supply. But in Saudi Arabia, iﬁdﬁstry'is not yet developed
and novexcéssive goods are on the market. - Whatever is
there is cbnsumed right éway without advertisement because
the country needs more than what is‘available. Imported'
items are not sufficient for society's needs. Not until
industry-deVelops and mass produétion is a‘fact will there

be warehouses with months' supplies of goods. Then the
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' call for advertlsement 1s called 1nto play to. satlsfy the
hunger of the elltes for more money and more productlon
Not untll twenty years from now,. perhaps, w1ll there be
a futureyln‘the adyertlslng_bu31ness 1n;Saud1 Arabla.'
“"Thisbmayfbe-either good?or'bad for,Saudi society, depending»
~on 1ts percelved beneflts

- Lots of consumptlon in the developlng countrles is a
reallty and a maJor Western mode that became the main
'motlve for economlc c1rcles and the 1ndustr1es of the
Western world,‘forYWIthout hlgh consumptlon, life w;ll
be slowed and the economy w111 shrink.- Thus advert151ng
‘plays the role of grea81ng the belt" between consumers
and 1ndustr1al products to keep the c1rcle g01ng The
";reasonvfor_lndustrlal consumption 1s‘pr1mar11y a relief_’
,from bitterness andltedium of labor, and the aspect of
urban llfe created since medleval times. |

From‘all_of the.advertlsements thatwwere'examined; a
particularimiscdnceptionfhas”occurred in‘each ad. Some
'times the'companieS;used one worldWWide approach of o
standardlzatlon in stratgey and 1llustratlon w1th minor
-changes or translatlons Some companles that-do.that are:
) Procter & Gamble in. thelr ads of Always max1pad baby
dlapers and Tlde detergents Clgarettevads also use the

same approach General Motors General Electric’and
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Sniokers also use‘thefsameﬂstrateg§'and Dethonte.andl
Uncle Ben's Rice are also usihg‘the'same standardized
approach for‘the’Saﬁdi.market;_ It»seems’that'all of
'theseheompanies see:thatrtheir products‘have an inter-
-national appeal ahd acceptance for a consumer's'needs
andeants. That is true to someheXtent‘but it doesn't
mean that it should be sold ih'the same way as in the
s, - |

' Thus these examples represent extremes of conceptual

~.mlstranslatlon and these advertlsements whlch carry models

‘also carry messages about ‘the advertlsers perceptlon of
the'world. Therefore cultural groups;.prlmarily of |
Saudi Arahia{ mayfnotfresoohd:to'thesebadvertisements:

the same Way‘Amerieahs;do ahdzthe’eXPected_results will

not be in favor of the marketemsé7>desires.
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~ Table 3 (continued)
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PART V

Footnotes
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