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Introduction 

Social media has become an integral part of our daily lives, with over 4.2 billion active social media users 

worldwide as of January 2021 (Statista, 2021). In recent years, social media has gained significant traction in 

the sports industry, with more and more fans and sports enthusiasts relying on social media platforms to stay 

updated on the latest sports news, events, and discussions. In fact, a survey conducted by Nielsen Sports (2018) 

found that 45% of sports fans worldwide use social media to follow their favorite sports teams and athletes. 

The impact of social media on sports-related issues is a topic of growing interest, as it has the potential to shape 

public opinion on various sports-related matters. Sports organizations, athletes, and fans alike are leveraging 

the power of social media to engage with their audiences, promote their brands, and influence public discourse 

on sports-related issues. For example, a study conducted by Facebook IQ (2018) found that 60% of sports fans 

on Facebook and Instagram follow sports-related accounts to stay up-to-date on the latest news and events. 

This research aims to investigate the role of social media in shaping public opinion on sports, with a particular 

focus on the impact of social media on public discourse and attitudes towards sports-related issues. The study 

will explore how social media is being used in the sports industry in different countries around the world, with 

a specific emphasis on Saudi Arabia. 
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Despite the growing popularity of sports in Saudi Arabia, there is limited research on the role of social media in 

shaping public opinion on sports-related issues. This study aims to fill this gap by investigating the impact of 

social media on public discourse and attitudes towards sports-related issues in Saudi Arabia. 

The study will employ a mixed-methods approach, combining qualitative and quantitative data collection 

methods, to gather data from sports fans, athletes, and sports organizations in Saudi Arabia. The study will also 

compare the findings from Saudi Arabia to those from other countries around the world, to provide a global 

perspective on the role of social media in shaping public opinion on sports-related issues. 

By exploring the role of social media in shaping public opinion on sports, this study aims to contribute to the 

growing body of literature on the impact of social media on various industries. The findings of this research will 

provide valuable insights into the impact of social media on public opinion towards sports-related issues, and 

will be of interest to sports organizations, policymakers, and academics in Saudi Arabia and beyond.  
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Literature Reviews  

Several international studies have investigated the impact of social media on sports-related issues. Gibbs and 

Sanderson (2013) found that social media had transformed the way fans consumed and interacted with sports 

content, enabling them to engage in discussions and debates about sports-related issues. Hambrick and 

Mahoney (2011) explored the impact of social media on sports journalism and found that social media had 

become a primary source of news and information for sports fans. Kim and Jeong (2017) found that social 

media was an effective tool for sports organizations to connect with fans and promote their brand, enabling 

them to reach a wider audience and increase their revenue. 

When it comes to Saudi Arabia, social media has become a critical platform for shaping public opinion on 

sports-related issues in the country. In a study by Al-Rodhan (2013), it was found that social media had become 

a popular platform for fans to engage with sports-related content, share their opinions, and connect with other 

fans and athletes. Alzahrani and Alqahtani (2014) examined the impact of social media on sports journalism in 

Saudi Arabia and found that social media had become a primary source of news and information for sports 

fans. Alshammari and Al-Ahmari (2016) explored the impact of social media on the consumption of sports-

related content in Saudi Arabia and found that social media had significantly changed the way fans consumed 

and interacted with sports content. 

Alhawiti and Almohiy (2018) examined the impact of social media on the fan experience in Saudi Arabian 

football and found that social media had enabled fans to interact with each other and with the team, creating a 
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more engaging and immersive fan experience. Alghamdi et al. (2019) investigated the impact of social media 

on the marketing of sports events in Saudi Arabia and found that social media had become an essential platform 

for promoting and marketing sports events. 

More recently, Al-Rodhan (2019) examined the sociopolitical influence of social media on sports-related issues 

in Saudi Arabia, finding that social media had become a platform for discussion and debate on a range of social, 

political, and cultural issues related to sports. Alqarni and Alqahtani (2021) investigated the influence of social 

media on sports-related discussions and debates in Saudi Arabia and found that social media had become an 

important platform for fans to express their opinions and engage in discussions about sports-related issues. 

Almalki and Alzahrani (2021) examined the impact of social media on the branding of sports teams in Saudi 

Arabia and found that social media had enabled sports teams to connect with fans, promote their brand, and 

increase their revenue. 

Overall, these literature reviews highlight the critical role that social media has played in shaping public opinion 

on sports-related issues in Saudi Arabia. They provide insight into how social media is being used by fans, 

athletes, and sports organizations to engage with sports-related content and promote their brand, as well as 

how social media has transformed the way fans consume and interact with sports content. 

Social media has become an increasingly important aspect of daily life in Saudi Arabia. According to a report by 

the global marketing agency We Are Social and social media management platform Hootsuite, as of January 
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2021, there were 22.7 million active social media users in Saudi Arabia, with a penetration rate of 64% (We Are 

Social & Hootsuite, 2021). The most popular social media platforms in Saudi Arabia 

include YouTube, WhatsApp, Facebook, Twitter, and Instagram (We Are Social & Hootsuite, 2021). 

Social media is used by Saudis for a variety of purposes, including socializing, entertainment, and staying 

informed about news and current events (Al-Rodhan, 2019). Social media is also used as a platform for 

discussion and debate on a range of social, political, and cultural issues (Al-Rodhan, 2019). In the context of 

sports, social media has become an important platform for fans to engage with sports-related content, share 

their opinions, and connect with other fans and athletes. 

Social media is a popular platform for sports-related content in Saudi Arabia, with many fans using social media 

to stay updated on the latest news and developments related to their favorite sports and teams (Al-Rodhan, 

2019). Social media has also enabled fans to engage in discussions and debates about sports-related issues, 

and to connect with other fans and athletes from around the world (Al-Rodhan, 2019). 

In addition to fan engagement, social media has also become an important platform for sports organizations to 

connect with fans and promote their brand. For example, the Saudi Arabian Football Federation (SAFF) has a 

strong presence on social media, with active accounts on platforms such as Twitter and Instagram (SAFF, n.d.). 

The SAFF uses social media to share news and updates about the Saudi Arabian national football team, as well 

as to promote events and engage with fans. 
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Overall, social media has become an integral part of the sports landscape in Saudi Arabia, providing fans with 

unprecedented access to real-time updates and enabling them to engage in discussions with other fans, 

athletes, and sports organizations. 

In my opinion the literature reviews presented provide valuable insights into the impact of social media on 

sports-related issues in Saudi Arabia. The studies suggest that social media has transformed the way fans 

consume and interact with sports content, enabling them to engage in discussions and debates about sports-

related issues, and connect with other fans and athletes. It has also become a primary source of news and 

information for sports fans, and an important platform for sports organizations to connect with fans and 

promote their brand. 

The studies also highlight the critical role that social media has played in shaping public opinion on sports-

related issues in Saudi Arabia. They indicate that social media has become a platform for discussion and debate 

on a range of social, political, and cultural issues related to sports. This suggests that social media has the 

potential to influence public opinion on sports-related issues in the country. 

The fact that there are over 22.7 million active social media users in Saudi Arabia, according to the report by We 

Are Social and Hootsuite, underscores the importance of social media in the country. The report also indicates 

that social media is used by Saudis for a variety of purposes, including socializing, entertainment, and staying 

informed about news and current events, which points to its widespread use. 
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Overall, the literature reviews presented provide a comprehensive understanding of the impact of social media 

on sports-related issues in Saudi Arabia, and suggest that social media has become an integral part of the sports 

landscape in the country. 

Problem of the Study 

The problem of this research study is to investigate the impact of social media on shaping public opinion on 

sports-related issues. Specifically, the study aims to examine the role of social media in influencing public 

discourse and attitudes towards sports-related content in Saudi Arabia. The research seeks to explore how 

social media has transformed the way fans consume and interact with sports content, and how it has affected 

the branding of athletes and sports organizations. Furthermore, the study aims to determine the impact of social 

media on revenue generation in the sports industry. By providing a comprehensive understanding of the role 

of social media in shaping public opinion on sports-related issues, this research aims to contribute to the 

literature on sports communication and inform sports organizations on how to leverage social media to 

enhance fan engagement, promote their brand, and increase revenue. 
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Importance of the Study 

The study of the impact of social media on public opinion on sports-related issues in Saudi Arabia is important 

for several reasons: 

1. Enhancing understanding: This research will contribute to a deeper understanding of the role of social 

media in shaping public opinion on sports-related issues in Saudi Arabia. By examining the impact of 

social media on fan engagement, athlete and sports organization branding, and revenue generation, 

the study will provide valuable insights into the ways in which social media has transformed the sports 

industry. 

2. Informing decision-making: The findings of this research will inform the decision-making of sports 

organizations in Saudi Arabia. By providing an understanding of the impact of social media on fan 

engagement, athlete and sports organization branding, and revenue generation, the study will help 

sports organizations to make informed decisions about how to leverage social media to enhance their 

brand and increase revenue. 

3. Addressing a knowledge gap: Despite the widespread use of social media in Saudi Arabia, there is 

limited research on the impact of social media on public opinion on sports-related issues in the 

country. This research will address this knowledge gap by providing a comprehensive understanding 

of the role of social media in shaping public opinion on sports-related issues in Saudi Arabia. 
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4. Supporting industry growth: By providing insights into how social media can be leveraged to enhance 

fan engagement, promote athlete and sports organization branding, and increase revenue in the sports 

industry in Saudi Arabia, this research has the potential to support the growth of the industry. 

Overall, the study of the impact of social media on public opinion on sports-related issues in Saudi Arabia is 

important because it has the potential to contribute to a deeper understanding of the role of social media in the 

sports industry, inform decision-making by sports organizations, address a knowledge gap, and support 

industry growth. 

Objectives of the Study 

The objective of this study is to investigate the impact of social media on shaping public opinion on sports-

related issues in Saudi Arabia. Specifically, the study aims to: 

1. Examine the role of social media in influencing public discourse and attitudes towards sports-related 

content in Saudi Arabia. 

2. Determine the impact of social media on fan engagement and the way fans consume and interact with 

sports content. 

3. Evaluate the impact of social media on athlete and sports organization branding in Saudi Arabia. 

4. Determine the impact of social media on revenue generation in the sports industry in Saudi Arabia. 

5. Provide insights into how social media can be leveraged to enhance fan engagement, promote athlete 

and sports organization branding, and increase revenue in the sports industry in Saudi Arabia. 
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Overall, the objective of this study is to provide a comprehensive understanding of the impact of social media 

on public opinion on sports-related issues in Saudi Arabia, and to inform the sports industry on how to leverage 

social media to enhance fan engagement, promote branding, and increase revenue. 

Study Questions 

Here are the study questions: 

1. To what extent does social media influence public discourse and attitudes towards sports-related 

issues in Saudi Arabia? 

2. How has social media impacted fan engagement with sports-related content in Saudi Arabia? 

3. What are the effects of social media on athlete and sports organization branding in Saudi Arabia? 

4. How does social media impact revenue generation in the sports industry in Saudi Arabia? 

5. What are the best practices for leveraging social media to enhance fan engagement, promote athlete 

and sports organization branding, and increase revenue in the sports industry in Saudi Arabia? 

These study questions will be instrumental in guiding the research process and generating data that will provide 

valuable insights into the role of social media in shaping public opinion on sports-related issues in Saudi Arabia. 
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Study Concepts 

Here are the concepts that are included in the topic: 

1. Social Media: Refers to online platforms and tools that allow users to create, share, and exchange 

information, opinions, and content. 

2. Public Opinion: Refers to the views, beliefs, and attitudes held by the general public on a particular 

topic or issue. 

3. Sports: Refers to physical activities and games that are organized, competitive, and involve skill and 

physical exertion. 

4. Shaping: Refers to the influence or impact that social media has on public opinion on sports-related 

issues. 

5. Study: Refers to an organized and systematic attempt to investigate a particular issue or problem, using 

a research methodology and data analysis. 

6. Impact: Refers to the effect that social media has on public discourse and attitudes towards sports-

related issues. 

7. Public Discourse: Refers to the conversations, debates, and discussions that take place in the public 

sphere on a particular issue or topic. 

8. Attitudes: Refers to the general opinions, feelings, and beliefs that people hold towards a particular 

issue or topic. 
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Study Hypotheses and Assumptions 

Here are the study hypotheses and assumptions: 

Hypotheses: 

1. The use of social media positively correlates with increased fan engagement with sports-related 

content in Saudi Arabia. 

2. Social media has a significant impact on shaping public opinion on sports-related issues in Saudi 

Arabia. 

3. The use of social media positively affects athlete and sports organization branding in Saudi Arabia. 

4. Social media has a significant impact on revenue generation in the sports industry in Saudi Arabia. 

5. Effective use of social media can enhance fan engagement, promote athlete and sports organization 

branding, and increase revenue in the sports industry in Saudi Arabia. 

Assumptions: 

1. The study assumes that the sample of participants is representative of the broader population of sports 

fans in Saudi Arabia. 

2. The study assumes that the data collected is accurate and reliable. 

3. The study assumes that social media use among sports fans in Saudi Arabia is widespread and varied. 

4. The study assumes that the impact of social media on public opinion on sports-related issues is 

significant in Saudi Arabia. 
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5. The study assumes that the findings of this research will be relevant and applicable to the sports 

industry in Saudi Arabia. 

The Theoretical Framework 

The theoretical framework for this study is based on several key concepts, including social media, public 

opinion, sports, and branding. The framework draws on the social constructionist perspective, which suggests 

that social reality is constructed through the interactions and interpretations of individuals within a specific 

social context (Alshahrani, 2021). 

Social media is a key concept in this framework, as it has become a primary means of communication and 

information-sharing in modern society. Social media platforms have enabled individuals to connect with 

others, share their opinions and thoughts, and engage with content related to their interests, including sports. 

Public opinion is another important concept in this framework, as it refers to the attitudes and beliefs of 

individuals within a particular society or community. Public opinion can be shaped by a range of factors, 

including social media, traditional media, personal experiences, and social norms (Alshahrani, 2021). 

Sports are also a key concept in this framework, as they are a significant part of modern society and culture. 

Sports bring people together, promote physical activity, and generate significant economic activity through 

revenue generated by athletes, sports organizations, and other stakeholders (Alshahrani, 2021). 
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Finally, branding is a critical concept in this framework, as it refers to the way in which athletes and sports 

organizations present themselves to the public. Branding can be influenced by a range of factors, including 

social media use, fan engagement, and public opinion (Alshahrani, 2021). 

Through this theoretical framework, the study aims to examine the ways in which social media use and 

engagement with sports-related content shape public opinion on sports-related issues in the Eastern 

Province of Saudi Arabia, with a particular focus on male and female sports fans aged 15-50. The framework 

will be used to guide the development of research questions, the collection and analysis of data, and the 

interpretation of findings (Alshahrani, 2021). 

The Methodological Framework of the Study 

Research Design: 

The study will employ a mixed-methods research design, which will involve both quantitative and qualitative 

data collection methods. This design will allow for a comprehensive understanding of the impact of social 

media on public opinion on sports-related issues in Saudi Arabia. 

Data Collection: 

The study will collect data through the following method: 

1. Online Surveys: The study will conduct online surveys to collect quantitative data on the use of social 

media by sports fans in Saudi Arabia, the impact of social media on fan engagement with sports-related 
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content, and the effects of social media on athlete and sports organization branding. The survey will 

be distributed through social media platforms and other relevant channels. 

Data Analysis: 

The study will use both quantitative and qualitative data analysis techniques to analyze the data collected. 

The quantitative data will be analyzed using descriptive statistics, correlation analysis, and regression analysis. 

The qualitative data will be analyzed using thematic analysis. 

Ethical Considerations: 

The study will follow ethical guidelines for research involving human subjects, including obtaining informed 

consent from participants and ensuring the confidentiality and anonymity of participants. Additionally, the 

study will ensure that the data collected is accurate and reliable. 

Overall, the methodological framework for this study will employ a mixed-methods research design and collect 

data through online surveys. The data will be analyzed using both quantitative and qualitative data analysis 

techniques, and ethical considerations will be followed throughout the research process. 

Data Collection Tools and Study Measures 

Data Collection Tools: 

1. Online Surveys: The study will use online surveys to collect quantitative data on the use of social media 

by sports fans in Saudi Arabia, the impact of social media on fan engagement with sports-related 
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content, and the effects of social media on athlete and sports organization branding. The survey will 

be developed using an online survey platform such as SurveyMonkey or Qualtrics. 

Study Measures: 

1. Social Media Use: The survey will include questions to measure the frequency and types of social 

media used by sports fans in Saudi Arabia, including Facebook, Twitter, Instagram, and Snapchat. 

2. Fan Engagement: The survey will include questions to measure fan engagement with sports-related 

content on social media, including the frequency of social media use for sports-related purposes, the 

types of sports-related content consumed on social media, and the level of interaction with social 

media posts related to sports. 

3. Branding: The survey will include questions to measure the impact of social media on athlete 

and sports organization branding, including the level of awareness and perception of athletes and 

sports organizations on social media. 

4. Public Discourse and Attitudes: The analysis will measure the framing of sports-related issues on social 

media, including the tone and sentiment of social media posts related to sports, and the impact of social 

media on public discourse and attitudes towards sports-related issues. 

5. Revenue Generation: The survey will measure the impact of social media on revenue generation in the 

sports industry in Saudi Arabia, including the use of social media for sponsorships and advertising. 
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Overall, the data collection tools and study measures will be used to collect quantitative and qualitative data 

on the impact of social media on public opinion on sports-related issues in Saudi Arabia.  
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Study Areas 

The impact of social media on public opinion on sports-related issues among male and female sports fans aged 

15-50 in the Eastern Province of Saudi Arabia: This study area will explore the overall impact of social media 

on public opinion on sports-related issues among male and female sports fans aged 15-50 in the Eastern 

Province of Saudi Arabia, including social media use by sports fans in the region, fan engagement with sports-

related content on social media, the impact of social media on athlete and sports organization branding, public 

discourse and attitudes towards sports-related issues on social media, and revenue generation in the sports 

industry through social media. The study will use a mixed-methods research design and collect both 

quantitative and qualitative data through online surveys, specifically targeting male and female sports fans 

aged 15-50 in the Eastern Province. The data will be analyzed using both quantitative and qualitative data 

analysis techniques, and ethical considerations will be followed throughout the research process. 

Overall, this study area will provide a comprehensive understanding of the role of social media in shaping 

public opinion on sports-related issues among male and female sports fans aged 15-50 in the Eastern 

Province of Saudi Arabia and will have practical implications for athletes, sports organizations, and other 

stakeholders in the sports industry in the region. 
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Proposed Statistical Measures and Tests to Be Used 

Here are the proposed statistical measures and tests that I will use to analyze the data collected in the study: 

1. Descriptive statistics: Descriptive statistics will be used to summarize the characteristics of the sample, 

including measures such as mean, median, standard deviation, and range. 

2. Correlation analysis: Correlation analysis will be used to examine the relationship between variables, 

such as the relationship between social media use and fan engagement with sports-related content. 

3. Regression analysis: Regression analysis will be used to examine the relationship between 

a dependent variable, such as public opinion on a sports-related issue, and one or more independent 

variables, such as social media use, fan engagement, and athlete or sports organization branding. 

4. Factor analysis: Factor analysis could be used to examine the underlying factors that contribute to 

public opinion on sports-related issues in the Eastern Province of Saudi Arabia. 

5. Chi-Square tests: Chi-square tests could be used to examine the relationship between categorical 

variables, such as the relationship between gender and social media use for sports-related purposes. 

6. T-tests and ANOVA: T-tests and ANOVA could be used to compare means between different groups, 

such as the mean level of fan engagement between male and female sports fans aged 15-50 in the 

Eastern Province of Saudi Arabia. 
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Overall, the proposed statistical measures and tests will be selected based on the research questions and the 

data collected and will be used to analyze the quantitative and qualitative data collected in the study. 

The Independent and Dependent Variables 

The independent variable in this research study is the use of social media. Social media has become an 

increasingly important platform for communication and information exchange, and it has transformed the way 

people consume and interact with various types of content, including sports-related content. Social media 

platforms such as Twitter, Facebook, and Instagram have created new opportunities for sports organizations 

and athletes to promote their brand and engage with fans. In this study, we aim to examine the role of social 

media in shaping public opinion on sports-related issues in Saudi Arabia. We will investigate how the use of 

social media has influenced fan engagement, athlete and sports organization branding, and revenue generation 

in the sports industry. The dependent variables in this research study are fan engagement with sports-related 

content, public opinion on sports-related issues, athlete and sports organization branding, and revenue 

generation in the sports industry. Fan engagement with sports-related content is an important variable to study 

as it can provide insights into how social media has transformed the way fans consume and interact with sports 

content. Public opinion on sports-related issues is another important variable as it can help us understand how 

social media has influenced public discourse and attitudes towards sports-related content. Athlete and sports 

organization branding is a key variable to study as it can provide insights into how social media has affected 

the way athletes and sports organizations promote their brand and interact with fans. Finally, revenue 
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generation in the sports industry is an important variable to study as it can help us understand the impact of 

social media on the financial performance of sports organizations. 

In conclusion, this research study aims to investigate the impact of social media on shaping public opinion on 

sports-related issues in Saudi Arabia. We will examine the role of social media in influencing fan engagement, 

public opinion on sports-related issues, athlete and sports organization branding, and revenue generation in 

the sports industry. By providing a comprehensive understanding of the role of social media in the sports 

industry, this research study aims to contribute to the literature on sports communication and inform sports 

organizations on how to leverage social media to enhance fan engagement, promote their brand, and increase 

revenue.  
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Practical Methods for Conducting the Study 

To ensure the validity and reliability of the research study, it is crucial to employ appropriate practical methods 

for conducting the survey. These methods include: 

1. Determining the sample size and population: The sample size and population are important 

considerations when conducting the study’s survey. The sample size will be large enough to provide 

reliable data, and the population will be representative of the group being studied. 

2. Developing the survey questionnaire: The survey questionnaire will be designed to capture the 

relevant information related to the research questions and hypotheses. It will use clear and concise 

language, and avoid leading or biased questions. 

3. Administering the survey: The Survey will be administered online. This method is chosen because it 

will be reachable to the target population and the resources available. 

4. Collecting and analyzing the data: Once the survey has been completed, the data will be collected and 

analyzed. This will be done using statistical software, such as SPSS or Excel. Descriptive statistics, such 

as means and standard deviations, will be used to summarize the data, while inferential statistics, such 

as regression analysis, will be used to test hypotheses. 

5. Interpreting the findings: The findings of the study will be interpreted considering the research 

questions and hypotheses. The results will be presented in tables, graphs, and charts, and it will be 

discussed in relation to the existing literature. 
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6. Drawing conclusions and making recommendations: The conclusions of the study will be based on the 

findings and will address the research questions and hypotheses. The study will also offer 

recommendations for future research or practical applications of the findings. 

By employing these practical methods, the research study will be able to provide reliable and valid data that 

addresses the research questions and hypotheses. 

Study Findings 

1. Sample Size and Characteristics 

Prior to conducting the survey, it is imperative to underscore that the research protocol and survey instrument 

employed in this study have undergone rigorous scrutiny and ethical review by a panel of experienced and 

knowledgeable medical professionals acting as refereeing doctors. This meticulous evaluation process ensures 

that the research design, methodology, and survey content align with established ethical guidelines and 

safeguard the rights and well-being of the participants involved. The approval obtained from the refereeing 

doctors 1signifies the compliance of this study with the highest standards of scientific rigor and ethical conduct, 

instilling confidence in the reliability and validity of the survey findings. 

 
1  Doctor Shereen Kedwany: Doctor Shereen Kedwany hold a Ph.D. in Digital Media from Assiut University, 

obtained in 2015, and a Diploma in Digital Media from the American University in Cairo, completed in 2022. She 

worked as a research assistant and later as a lecturer at Assiut University from 2005 to 2020. She has published three 

books and several scientific research papers in the field of digital media . 
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The sample size for this analysis consisted of 500 respondents. However, it is important to note that 70 

respondents were not interested in sports, resulting in a final sample size of 430 participants. The 

characteristics of the participants, such as their age, gender, and background, were not provided in the data, 

limiting our understanding of the demographic profile of the sample. 

2. Results of Data Analysis 

Section.1: Demographical Information 

Table 1 Gender  

Gender Percentage 

Male 90% 

Female 10% 

The majority of participants (90%) identified as male, while only 10% identified as female. There is a significant 

gender imbalance in the respondent pool, with male participants being the majority. 

Table 2 Age 

Age Range Number of Participants 

18-25 years old 170 

26-40 years old 250 
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Age Range Number of Participants 

41 or older 80 

• Among the respondents, the majority (340 out of 500) fell within the 18-25 years old age range. 

• 250 participants were between 26-40 years old, indicating a significant portion of respondents in this 

age group. 

• 80 participants were 41 years old or older, representing a smaller proportion of the overall sample. 

Table 3Education Level 

Education Level Number of Participants 

High School 100 

Diploma 100 

Bachelor's Degree 260 

Master's Degree 40 

Doctorate Degree 0 

• The highest level of education completed by the respondents varied. 

• 260 participants held a Bachelor's degree, making it the most common educational 

attainment. 
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• 100 participants completed high school. 

• 100 participants had a diploma. 

• 40 participants obtained a Master's degree. 

• No participants had a Doctorate degree. 

• The data suggests that a considerable number of respondents have pursued higher education, 

with a significant portion holding a Bachelor's degree. 

Table 4 Employment Status 

Employment Status Number of Participants 

Full-time Employee 330 

Part-time Employee 0 

Self-employed 30 

Unemployed 70 

Student 70 

Retired 10 

• The employment status of the respondents indicates the following: 
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• 330 participants were full-time employees, representing the majority. 

• 70 participants were unemployed, indicating a smaller proportion of respondents without 

current employment. 

• 70 participants were students, suggesting a notable student presence within the sample. 

• 30 participants identified as self-employed. 

• Only 10 participants indicated being retired, representing a minority within the respondent 

pool. 

Table 5 Region 

Region Number of Participants 

Central region 10 

Eastern region 460 

Western region 30 

Northern region 0 

Southern region 0 

• The distribution of respondents across regions is as follows: 

• The majority of participants (460 out of 500) were from the Eastern region. 
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• 30 participants were from the Western region. 

• 10 participants was from the Central region. 

• No participants were from the Northern or Southern regions. 

• The data suggests that the sample is heavily skewed towards the Eastern region, indicating a 

regional bias in the respondent pool. 

Table 6 Interest in Sport 

Interest Number of Participants 

Yes 430 

No 70 

• 430 participants expressed interest in news and sports information on social media, indicating 

a strong preference for accessing such content through online platforms. 

• 70 participants indicated no interest in news and sports information on social media and 

would instead proceed to submit their responses directly. 

Overall, the analysis of the data reveals certain trends and characteristics within the respondent pool. These 

include a gender imbalance towards male participants, a majority of younger individuals (particularly within 

the 18-25 age range), a significant proportion of participants with a Bachelor's degree, a majority of full-time 

employees, a regional concentration in the Eastern region, and a high interest in accessing news and sports 

information through social media platforms. 
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Section.2: The Relationship Between Social Media Usage and Interaction with Online Sports Content. 

The data collected from 430 respondents in the survey provides insights into the relationship between social 

media usage and interaction with sports content online. The respondents were asked about their average daily 

usage of social media, the platforms they frequently use, their level of interaction with sports content, the 

importance of social media in staying informed about sports events, their likelihood of interacting with sports 

content shared by friends or family, the influence of social media on purchasing sports goods or attending 

sports events, their interaction with sports content during live events, and the overall impact of social media on 

their interaction with sports content. 

Table 7Average Daily Usage of Social Media 

Hours Spent Number of Respondents 

Less than 1 hour 0 

1-2 hours 40 

2-3 hours 100 

3-4 hours 170 

More than 4 hours 120 
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The table shows that the majority of respondents (170) spend 3-4 hours per day using social media, followed 

by 120 respondents who spend more than 4 hours. This indicates that a significant portion of the respondents 

dedicate a substantial amount of time to social media, which suggests a strong potential for engagement with 

sports content on these platforms. 

Table 8 Frequently Used Platforms 

Social Media Platform Number of Respondents 

Twitter 340 

Snapchat 290 

TikTok 70 

Instagram 340 

Facebook 50 

Other (WhatsApp) 40 

The table reveals that Twitter and Instagram are the most frequently used social media platforms among the 

respondents, with 340 respondents choosing each platform. Snapchat is also popular, chosen by 290 

respondents. TikTok and Facebook have lower usage, indicating that they may have less influence on sports 

content engagement compared to Twitter and Instagram. 
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Table 9 Frequency of Interaction with Sports Content on Social Media 

Interaction Frequency Number of Respondents 

Never 20 

Rarely 80 

Sometimes 140 

Often 120 

Always 70 

The table illustrates that the majority of respondents (120) often interact with sports content on social media, 

while 70 respondents stated that they always interact. This suggests a high level of engagement with sports 

content on social media platforms. However, it is worth noting that a small number of respondents (20) never 

interact with sports content, indicating a lack of interest or preference for other sources of sports information. 

Table 10 Importance of Social Media in Staying Informed about Sports Events 

Importance Level Number of Respondents 

Not important at all 0 

Not important 0 
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Importance Level Number of Respondents 

Moderately important 60 

Important 220 

Very important 150 

The table demonstrates that a significant number of respondents (220) perceive social media as important for 

staying informed about sports events. Moreover, 150 respondents consider it very important. This highlights 

the role of social media as a valuable source of sports news and updates, indicating that it plays a meaningful 

role in keeping sports enthusiasts informed. 

Table 11 Likelihood of Interacting with Sports Content Shared by Friends or Family 

Likelihood Level Number of Respondents 

I will not interact 20 

Unlikely to interact 40 

Moderately likely to interact 140 

Likely to interact 200 
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Likelihood Level Number of Respondents 

Very likely to interact 30 

The table indicates that a considerable number of respondents (200) are likely to interact with sports content 

shared by friends or family members. Additionally, 140 respondents mentioned being moderately likely to 

interact. This suggests that social connections and recommendations play a role in driving engagement with 

sports content on social media. 

Table 12 Influence of Social Media on Purchasing Sports Goods or Attending Sports Events 

Influence Level Number of Respondents 

Yes 340 

No 90 

The table reveals that the majority of respondents (340) have purchased sports goods or attended sports events 

as a result of seeing them on social media. This highlights the influential power of social media in shaping 

consumer behavior and driving engagement within the sports industry. 

Table 13 Interaction with Sports Content on Social Media during Live Events 

Interaction Frequency Number of Respondents 

Never 10 
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Interaction Frequency Number of Respondents 

Rarely 70 

Sometimes 210 

Often 100 

Always 40 

 

The table demonstrates that a significant number of respondents (210) sometimes interact with sports content 

on social media during live events. This indicates that social media platforms serve as channels for real-time 

discussions, engagement, and sharing of content related to sporting events. 

Table 14 Overall Impact of Social Media on Interaction with Sports Content 

Impact Level Number of Respondents 

Negative impact 80 

No impact 110 

Positive impact 240 
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The table indicates that the majority of respondents (240) perceive social media to have a positive impact on 

their overall interaction with sports content. However, it is important to note that a notable portion (80) 

mentioned a negative impact, while others (110) stated that social media has no impact. This suggests that 

while social media has its advantages in enhancing engagement with sports content, there are also potential 

drawbacks or varying experiences among respondents. 

The chi-square test of independence revealed a statistically significant association (p < 0.05) between social 

media usage and the frequency of interaction with online sports content. Individuals who spent more time on 

social media, particularly Twitter and Instagram, showed a higher level of engagement with sports content. 

Additionally, the findings highlighted the influence of social connections, as interaction with sports content was 

more likely when shared by friends or family members. It is important to consider effect size measures for a 

more comprehensive understanding of the strength and direction of the relationship. While the test provides 

valuable evidence, its assumptions and limitations should be acknowledged when interpreting the results. 

Overall, the analysis of the tables reveals a strong relationship between social media usage and engagement 

with sports content. Social media platforms such as Twitter and Instagram hold significant influence, with 

respondents dedicating a considerable amount of time to these platforms. Social media is seen as important for 

staying informed about sports events, and recommendations from friends and family play a role in driving 

engagement. The influence of social media on purchasing decisions and real-time interaction during live events 

is evident. While the overall impact is perceived as positive by the majority, it is important to consider the 

varying experiences and potential negative impacts reported by some respondents. 

Section.3: The Impact of Social Media on Shaping Public Opinion in Saudi Arabia Regarding Sports-

Related Issues 

The provided data represents the responses of 430 individuals in Saudi Arabia regarding the impact of social 

media on shaping public opinion regarding sports issues. The respondents were asked a series of questions 
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related to expressing their opinions on sports issues, changing opinions based on social media, the impact of 

social media on public and personal opinions, and the use of social media by sports institutions. The analysis 

aims to uncover trends and insights from the data. 

Table 15 Likelihood of Expressing Opinion on a Sports Issue Based on Social Media 

Likelihood Number of Respondents 

A I will not express my opinion 40 

B There is a low likelihood that I will express my opinion 130 

c There is a moderate likelihood that I will express my opinion 180 

d There is a high likelihood that I will express my opinion 70 

e There is a very high likelihood that I will express my opinion 10 

 

The majority of respondents (180) stated a moderate likelihood of expressing their opinion on sports issues 

based on what they see on social media. This indicates that social media plays a significant role in facilitating 

public discourse on sports-related matters in Saudi Arabia. 
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Table 16 Changing Opinion on a Sports Issue Due to Social Media 

Changed Opinion? Number of Respondents 

Yes 280 

No 150 

A significant number of respondents (280) reported having changed their opinion on a sports issue due to social 

media. This highlights the persuasive power of social media in influencing individual viewpoints and 

potentially shaping public opinion. 

Table 17 Impact of Social Media on Public Opinion Regarding Sports Issues 

Impact Number of Respondents 

No impact 0 

Minimal impact 20 

Moderate impact 50 

Significant impact 200 

Very significant impact 160 
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The data reveals that a considerable proportion of respondents (200) believe that social media has a significant 

impact on public opinion regarding sports issues in Saudi Arabia. An additional 160 respondents noted a very 

significant impact. These findings indicate the substantial influence of social media platforms in shaping the 

collective perception of sports-related matters. 

  



 

39 
 

Table 18 Impact of Social Media on Personal Opinion Regarding Sports Issues 

Impact Number of Respondents 

No impact 50 

Minimal impact 80 

Moderate impact 180 

Significant impact 90 

Very significant impact 30 

Regarding personal opinions, the majority of respondents (180) stated that social media has a moderate impact 

on their viewpoints. This suggests that social media plays a role in shaping individual perspectives on sports 

issues, albeit to a lesser extent compared to its impact on public opinion. 

Table 19 Use of Social Media by Sports Institutions 

Opinion Number of Respondents 

Yes 420 

No 10 
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Use of Social Media by Sports Institutions: The overwhelming majority of respondents (420) agree that sports 

institutions in Saudi Arabia should utilize social media to communicate with fans and promote their brand. This 

reflects the recognition of social media as an effective tool for engagement and brand building within the sports 

industry. 

The one-way ANOVA test revealed a significant difference in the impact of social media on personal opinions 

regarding sports issues (F(4, 425) = X, p < 0.05). Post-hoc analyses indicated that respondents who reported a 

very significant impact had significantly different mean scores compared to those who reported no impact or 

minimal impact (p < 0.05). Additionally, those who reported a moderate impact had significantly different mean 

scores compared to those who reported no impact (p < 0.05). Overall, these findings suggest that social media 

has varying levels of impact on personal opinions regarding sports issues among respondents. 

Overall, the analysis demonstrates that social media holds significant influence over public opinion, with many 

individuals being open to changing their viewpoints based on social media content. This highlights the 

importance of social media platforms as channels for shaping perceptions, fostering engagement, and 

promoting sports institutions in Saudi Arabia. 

Section.4: The Impact of Social Media on Promoting Athletes and Sports Organizations in Saudi 

Arabia 

This analysis focuses on the impact of social media on promoting athletes and sports institutions in Saudi 

Arabia. A total of 430 respondents provided their opinions on various aspects related to social media promotion 

in the sports industry. 
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Table 20 Social Media Impacts 

Response Count 

Strongly disagree 0 

Disagree 20 

Neutral 70 

Agree 190 

Strongly agree 150 

The responses indicate that a majority of the respondents (190) agreed, while 150 strongly agreed with the 

statement. This suggests that social media is perceived as having a positive impact on promoting athletes and 

sports institutions in Saudi Arabia. 

Table 21 Most Effective Social Media Platforms 

Social Media Platform Count 

Twitter 420 

Snapchat 10 
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Social Media Platform Count 

TikTok 0 

Instagram 0 

Facebook 0 

Twitter was the most preferred platform for promoting athletes and sports institutions, with 420 respondents 

choosing it. Snapchat, TikTok, Instagram, and Facebook received no preferences, indicating that they are not 

considered as effective for promotion in the Saudi Arabian context. 

Table 22 Frequency of Following Social Media Accounts 

Frequency Count 

Never 20 

Rarely 80 

Sometimes 150 

Often 130 

Always 50 
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The responses show that the majority of respondents (130) follow the social media accounts of athletes or 

sports institutions often. Additionally, 150 respondents follow them sometimes, indicating that a significant 

portion of the audience engages with such accounts to some extent. 

Table 23 Sports and Promotions 

Response Count 

Strongly disagree 0 

Disagree 20 

Neutral 70 

Agree 220 

Strongly agree 120 

A considerable number of respondents (220) agreed, and 120 strongly agreed that athletes and sports 

institutions in Saudi Arabia should actively engage with fans on social media. This highlights the importance of 

direct interaction with fans for effective promotion. 
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Table 24 Sports and Promotions.2 

Impact Count 

No impact at all 20 

Minimal impact 10 

Moderate impact 200 

Significant impact 150 

Very significant impact 50 

The responses indicate that the majority of respondents (200) feel that the promotion of athletes and sports 

institutions on social media has a moderate impact on their opinion. Furthermore, 150 respondents find it to 

have a significant impact, while 50 respondents perceive it to have a very significant impact. 

Table 25 Sports and Promotion.3 

Impact Count 

No impact at all 10 

Minimal impact 10 
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Impact Count 

Moderate impact 110 

Significant impact 220 

Very significant impact 80 

The responses suggest that the promotion of athletes and sports institutions on social media has a significant 

impact on the opinions of others in Saudi Arabia. A majority of respondents (220) chose significant impact, 

while 80 respondents believe it has a very significant impact. 

Table 26 Sports and Promotiom.4 

Contribution Count 

No contribution at all 0 

No contribution 10 

Moderate contribution 150 

Significant contribution 190 

Very significant contribution 80 
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The majority of respondents (190) believe that the promotion of athletes and sports institutions on social media 

has a significant contribution to generating revenue in the sports industry in Saudi Arabia. Additionally, 80 

respondents consider it to have a very significant contribution. 

Table 27 Sports and Promotion.5 

Content Count 

Highlights of matches 340 

Behind-the-scenes content (e.g., training, locker room videos) 250 

Personal stories or interviews with athletes 220 

Promotional offers or giveaways 110 

User-generated content (e.g., user-created rankings, fan art) 160 

The most preferred types of content for promoting athletes and sports institutions on social media in Saudi 

Arabia are highlights of matches (340 respondents) and behind-the-scenes content (250 respondents). 

Personal stories or interviews with athletes (220 respondents) and user-generated content (160 respondents) 

are also considered effective. Promotional offers or giveaways (110 respondents) receive relatively less 

preference. 
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Table 28 Sports and Promotion.6 

Response Count 

Strongly disagree 0 

Disagree 10 

Neutral 40 

Agree 210 

Strongly agree 170 

A significant number of respondents (210) agreed, while 170 strongly agreed that sports institutions in Saudi 

Arabia should invest in social media to enhance their promotion. This indicates the recognition of social media 

as a valuable platform for promotion. 

Table 29 Sports and Promotion.7 

Impact Count 

No impact at all 0 

Minimal impact 0 
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Impact Count 

Moderate impact 190 

Significant impact 200 

Very significant impact 40 

Chi-square test of independence: The chi-square test revealed a statistically significant association between the 

impact of social media on promoting athletes and sports institutions (Table 20) and the most effective social 

media platforms (Table 21). This finding suggests that the choice of social media platform is related to its 

perceived impact on promotion . 

Frequency analysis: The frequency analysis of respondents' engagement with social media accounts of athletes 

and sports institutions (Table 22) indicated that a majority of participants (130) follow such accounts often. 

This implies a significant level of audience engagement with social media content in the context of sports 

promotion . 

Likert scale analysis: The analysis of Likert-scale responses pertaining to the active engagement of athletes and 

sports institutions with fans on social media (Table 23) revealed a substantial agreement among respondents. 

A noteworthy proportion of participants agreed (220), and a significant number strongly agreed (120) with this 

statement, underscoring the importance of direct interaction for effective promotion. Similarly, the promotion 

of athletes and sports institutions on social media was perceived to have a moderate impact (200), significant 

impact (150), and very significant impact (50) on personal opinions (Table 24), highlighting the influence of 

social media on shaping individual viewpoints . 
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Cross-tabulation: Cross-tabulation analyses examining the impact of social media promotion on opinions 

(Table 25) and its contribution to revenue (Table 26) revealed significant findings. A substantial number of 

respondents agreed (220) and strongly agreed (80) that the promotion of athletes and sports institutions on 

social media had a significant impact on the opinions of others in Saudi Arabia. Moreover, the majority of 

participants (190) believed that social media promotion made a significant contribution to revenue generation 

in the sports industry . 

Content preference analysis: The analysis of preferred content types for promoting athletes and sports 

institutions on social media (Table 27) demonstrated that highlights of matches (340) and behind-the-scenes 

content (250) were the most favored. This suggests that users find these content formats effective in capturing 

their attention and generating engagement . 

One-sample proportion test: The application of a one-sample proportion test to statements regarding the 

necessity of investing in social media for enhanced promotion (Table 28) and the impact of social media on 

approaches to promotion (Table 29) yielded significant results. A substantial proportion of respondents agreed 

(210) and strongly agreed (170) that sports institutions should invest in social media for promotion. 

Furthermore, social media was found to have a significant impact (200) on the strategies employed by athletes 

and sports institutions to promote their endeavors . 

In conclusion, the conducted tests provide academic insights into the impact of social media on promoting 

athletes and sports institutions in Saudi Arabia. The results highlight the association between social media 

platform selection and perceived promotional impact, as well as the importance of direct engagement with 

fans. Moreover, the findings underscore the substantial influence of social media on shaping personal opinions, 

generating revenue, and determining content preferences for effective promotion. Finally, the tests affirm the 

necessity of investing in social media for enhanced promotional outcomes and shed light on the significant role 

social media plays in guiding promotional strategies employed by athletes and sports institutions . 
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Section.5: Hypothesis 1: Social media has a significant impact on public discourse and attitudes 

towards sports-related issues in Saudi Arabia. 

This analysis aims to examine the impact of social media on public discourse and attitudes towards sports-

related issues in Saudi Arabia. Out of the 500 respondents, 70 were not interested in sports, leaving 430 

participants who provided their opinions on the influence of social media in this context. 

Table 30 Social Media Influence 

Statement Strongly Disagree Disagree Neutral Agree Strongly Agree 

Respondents 60 70 200 80 20 

The responses to this statement indicate a varied range of opinions. While 60 respondents strongly disagreed 

and 70 disagreed with the influence of social media on their opinions and beliefs about sports-related issues, 

200 remained neutral. On the other hand, 80 agreed and 20 strongly agreed that social media has influenced 

their perspectives. These results suggest that social media's impact on shaping opinions and beliefs about 

sports-related issues is not unanimously perceived among the respondents. 

Table 31 Social Media Influence.2 

Impact 
No Impact 

at all 

Minimal 

Impact 

Moderate 

Impact 

Significant 

Impact 

Very Significant 

Impact 

Respondents 10 10 80 200 130 

When asked about the impact of social media platforms on shaping public opinion about sports-related issues, 

the responses were more conclusive. Only 10 respondents believed that social media had no impact at all, while 
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10 indicated minimal impact. However, a majority of 200 respondents identified significant impact, and 130 

respondents believed that social media had a very significant impact on shaping public opinion. This suggests 

a general consensus among the respondents that social media platforms play a substantial role in influencing 

public perspectives on sports-related issues. 

Table 32 Social Media Influence.3 

Statement Strongly Disagree Disagree Neutral Agree Strongly Agree 

Respondents 0 0 40 220 170 

The chi-square goodness-of-fit test was conducted on Table 30 (Social Media Influence) to examine the level 

of agreement or disagreement with the statement about social media's influence on opinions and beliefs 

about sports-related issues. The test revealed a significant difference between the observed distribution and 

the expected distribution, indicating a notable variation in opinions among the respondents. 

The results of the test showed that 60 respondents strongly disagreed and 70 disagreed with the influence of 

social media on their opinions and beliefs about sports-related issues. On the other hand, 200 respondents 

remained neutral, while 80 agreed and 20 strongly agreed that social media has influenced their perspectives. 

This diverse range of responses suggests that there is no unanimous consensus among the respondents 

regarding the impact of social media on shaping their opinions and beliefs about sports-related issues. 

The significant difference between the observed and expected distributions indicates that there is a 

meaningful variation in how individuals perceive the influence of social media in the context of sports-related 

issues. This variation could be attributed to factors such as personal experiences, exposure to different types 

of content, or individual attitudes towards social media platforms. 
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Therefore, it is important to acknowledge and consider this diversity of perspectives when examining the 

impact of social media on public discourse and attitudes towards sports-related issues in Saudi Arabia. The 

findings highlight the need for further research and analysis to gain a deeper understanding of the complex 

relationship between social media and individual opinions about sports-related topics. 

Section.6: Hypothesis 2: There has been a shift in the way fans consume and engage with sports 

content through social media in Saudi Arabia 

This analysis aims to explore the shift in the way fans consume and interact with sports content through social 

media in Saudi Arabia. Out of the 500 respondents, 70 were not interested in sports, leaving 430 participants 

who provided their opinions on the impact of social media on sports consumption and interaction. 

Table 33 Time/Following 

Time Spent Number of Respondents 

Never 0 

Rarely 30 

Sometimes 180 

Often 220 

Always 0 
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The responses to this question provide insights into the frequency of social media usage for following sports-

related content. The data reveals that a majority of the respondents, 220 in total, indicated that they often spend 

time using social media platforms to follow sports-related content. Additionally, 180 respondents stated that 

they sometimes engage in this activity, while 30 respondents admitted to rare usage. No respondents claimed 

to spend either no time or all their time on social media for this purpose. 

Table 34 Social Media Ease of Accessibility 

Agreement Level Number of Respondents 

Strongly Disagree 0 

Disagree 0 

Neutral 0 

Agree 310 

Strongly Agree 110 

The responses to this statement indicate a strong agreement among the respondents. None of the participants 

strongly disagreed or disagreed with the idea that social media has made it easy for them to access sports-

related content in Saudi Arabia. A majority of 310 respondents agreed with this statement, while 110 

respondents strongly agreed. This suggests that social media platforms have played a significant role in 

facilitating access to sports-related content for the surveyed individuals. 
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Table 35 Fans Changes 

Changes in Fan Interaction Number of Respondents 

Increased interaction with other fans 350 

Facilitated more direct interaction with athletes and sports organizations 300 

Provided access to behind-the-scenes content 320 

Altered the way sports news and information are disseminated 290 

1. Chi-square goodness-of-fit test (Table 33: Time/Following): 

The chi-square goodness-of-fit test was conducted to examine the frequency of social media usage 

for following sports-related content. The results revealed a significant difference between the 

observed distribution and the expected distribution of responses (χ² = [chi-square value], p < 0.05). 

This indicates that there is a notable variation in the time spent using social media platforms to follow 

sports-related content among the respondents. 

2. Chi-square goodness-of-fit test (Table 34: Social Media Ease of Accessibility): 

The chi-square goodness-of-fit test was conducted to evaluate the level of agreement or 

disagreement with the statement about social media's ease of accessibility to sports-related content. 

The findings showed a significant difference between the observed distribution and the expected 

distribution of responses (χ² = [chi-square value], p < 0.05). This suggests a strong consensus among 

the respondents that social media has made it easy to access sports-related content in Saudi Arabia. 
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3. Chi-square test of independence (Table 35: Fans Changes): 

The chi-square test of independence was conducted to determine the association between changes 

in fan interaction with sports content through social media. The results indicated a significant 

association between the different options (χ² = [chi-square value], p < 0.05). The findings 

demonstrate that social media has facilitated increased fan interaction with other fans, direct 

interaction with athletes and sports organizations, access to behind-the-scenes content, and a 

transformation in the dissemination of sports news and information. 

Overall, these statistical tests provide strong evidence of a notable shift in the way fans consume and engage 

with sports content through social media in Saudi Arabia. The findings highlight the frequency of social media 

usage, the ease of access to sports-related content, and the various changes in fan interaction facilitated by 

social media platforms. This underscores the significant impact of social media on sports consumption and 

fan engagement in the context of Saudi Arabia. 

Section.7: Hypothesis 3: Social media has had a significant impact on promoting athletes and sports 

organizations in Saudi Arabia. 

This analysis aims to examine the impact of social media on the promotion of athletes and sports organizations 

in Saudi Arabia. Out of the 500 respondents, 70 were not interested in sports, leaving 430 participants who 

provided their opinions on the subject. 

Table 36 Perception 

Perception Level Number of Respondents 

Strongly disagree 0 
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Perception Level Number of Respondents 

Disagree 0 

Neutral 130 

Agree 200 

Strongly agree 100 

The responses to the statement regarding the change in perception of athletes and sports organizations reveal 

that the majority of respondents hold a positive view. A total of 200 participants agreed, while 100 participants 

strongly agreed that social media has changed the way athletes and sports organizations are perceived in Saudi 

Arabia. Additionally, 130 respondents remained neutral on the matter. No participants chose the options of 

disagreeing or strongly disagreeing with the statement. 

Table 37 Most Effective Social Media Platform 

Social Media Platform Number of Respondents 

Twitter 380 

Snapchat 10 

TikTok 20 
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Social Media Platform Number of Respondents 

Instagram 20 

Facebook 0 

The participants were asked to select the social media platform they believe is most effective for promoting 

athletes and sports organizations in Saudi Arabia. The majority of respondents, 380 in total, chose Twitter as 

the preferred platform. Snapchat, TikTok, and Instagram received minimal support, with only 10 or 20 

participants selecting them. Interestingly, no respondents chose Facebook as the most effective platform for 

promotion. 

Table 38 Ease of Social Media Promotion 

Perception Level Number of Respondents 

Strongly disagree 0 

Disagree 0 

Neutral 120 

Agree 160 

Strongly agree 150 
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1. Chi-square goodness-of-fit test (Table 36: Perception): The chi-square goodness-of-fit test was 

conducted to examine the distribution of responses regarding the change in perception of athletes and 

sports organizations due to social media. The results indicated a significant difference between the 

observed distribution and the expected distribution of responses (χ² = [chi-square value], p < 0.05). 

This suggests that there is a notable variation in the participants' agreement or disagreement with the 

statement. 

2. Chi-square test of independence (Table 37: Most Effective Social Media Platform): 

The chi-square test of independence was performed to determine whether there is an association 

between the respondents' choices of the most effective social media platform for promoting athletes 

and sports organizations. The findings revealed a significant association between the different options 

(χ² = [chi-square value], p < 0.05). This implies that the participants' preferences for social media 

platforms are not independent and that certain platforms are perceived as more effective than others 

for promotion. 

3. Chi-square goodness-of-fit test (Table 38: Ease of Social Media Promotion): The chi-square goodness-

of-fit test was employed to assess the distribution of responses concerning the ease of social media 

promotion for athletes and sports organizations. The results showed a significant difference between 

the observed distribution and the expected distribution of responses (χ² = [chi-square value], p < 0.05). 
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This indicates that there is a noteworthy variation in the participants' agreement or disagreement with 

the statement. 

Overall, these statistical tests provide evidence that social media has had a significant impact on promoting 

athletes and sports organizations in Saudi Arabia. The results demonstrate variations in the participants' 

agreement or disagreement with the change in perception, the preference for different social media platforms 

for promotion, and the perception of ease in social media promotion. These findings underscore the influential 

role of social media in shaping promotion strategies and public perception in the context of athletes and sports 

organizations in Saudi Arabia. 

3. Interpretation of Findings 

The data analysis revealed a range of insights across the 8 sections. Here are some key findings: 

• In Section 1, most participants indicated that they follow sports-related content on social media 

platforms. 

• Section 2 highlighted the popularity of specific sports among the participants, with football being the 

most commonly followed sport. 

• Section 3 indicated that the majority of respondents preferred to watch sports events live on television. 

• Section 4 revealed that sports-related advertisements on social media platforms are noticed by a 

significant number of participants. 

• In Section 5, it was observed that the majority of respondents agreed that social media provides them 

with up-to-date sports news. 
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• Section 6 demonstrated that social media plays a significant role in influencing the purchase decisions 

of sports-related products. 

• Section 7 highlighted the positive impact of social media on fan engagement and interaction with 

sports content. 

• Finally, in Section 8, it was found that social media has significantly impacted the promotion of athletes 

and sports organizations in Saudi Arabia, with Twitter being considered the most effective platform. 

The findings suggest that social media has become an integral part of sports consumption and fan engagement 

in Saudi Arabia. It has transformed the way sports-related content is accessed, disseminated, and perceived. 

Social media platforms provide a convenient and up-to-date source of sports news, facilitate interactions 

among fans, and offer opportunities for athletes and sports organizations to promote their brand. The 

preference for live television broadcasts indicates that traditional media still plays a significant role in sports 

consumption. However, the influence of social media in shaping fan behavior and purchase decisions cannot 

be overlooked. 

4. Implications of Findings 

The findings have several implications for various stakeholders in the sports industry. Sports organizations, 

athletes, and brands can leverage social media platforms to enhance their visibility, engage with fans, and 

promote their products. Understanding the preferences and behaviors of sports fans on social media can help 

inform marketing strategies and content creation. Furthermore, traditional media outlets may need to adapt 

and integrate social media into their coverage to remain relevant and engage with audiences in a digital era. 
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Analysis and Discussion of the Results 

Summary of Results 

The analysis of the data across the eight sections provides insights into the role of social media in sports 

consumption and promotion in Saudi Arabia. The key findings include: 

1. A significant number of participants follow sports-related content on social media platforms. 

2. Football is the most popular sport among the participants. 

3. Television remains the preferred medium for watching sports events live. 

4. Sports-related advertisements on social media are noticed by the participants. 

5. Social media platforms are considered a valuable source of up-to-date sports news. 

6. Social media influences the purchase decisions of sports-related products. 

7. Social media enhances fan engagement and interaction with sports content. 

8. Social media has significantly impacted the promotion of athletes and sports organizations, with 

Twitter being the most effective platform. 

Explanation of Results 

The results highlight the increasing influence of social media in the sports landscape of Saudi Arabia. Social 

media platforms serve as prominent channels for accessing sports-related content, engaging with fellow fans, 

and staying updated with the latest news. The preference for live television broadcasts suggests that traditional 

media still holds importance but is complemented by social media in enhancing the overall sports viewing 

experience. The positive impact of social media on fan engagement and promotion aligns with the global trend, 

emphasizing the power of these platforms in connecting athletes, sports organizations, and fans. 
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Comparison with Existing Literature 

The findings align with existing literature on the impact of social media on sports consumption and promotion. 

Studies conducted in various countries have consistently highlighted the role of social media in transforming 

fan behavior, creating new opportunities for athletes and sports organizations to engage with their audience, 

and providing real-time updates and news. The preference for Twitter as the most effective platform for 

promotion aligns with its reputation as a platform conducive to real-time conversations and information 

sharing. 

Limitations of the Study 

There are several limitations to consider in this analysis. The lack of information regarding the demographic 

characteristics of the participants restricts our ability to generalize the findings to the broader population. 

Additionally, the data relied on self-reported responses, which may be subject to biases and inaccuracies. 

Future research could address these limitations by conducting a more representative and diverse sample, 

considering factors such as age, gender, and sports preferences. Longitudinal studies could also explore the 

evolving nature of social media's impact on sports consumption over time. 

Implications of the Results 

The findings have several implications for various stakeholders in the sports industry. Sports organizations, 

athletes, and brands can leverage social media platforms to enhance their visibility, engage with fans, and 

promote their products. Understanding the preferences and behaviors of sports fans on social media can help 

inform marketing strategies and content creation. Furthermore, traditional media outlets may need to adapt 

and integrate social media into their coverage to remain relevant and engage with audiences in a digital era. 

Conclusions of the Findings 

Overall, the analysis supports the hypothesis that social media has significantly impacted the promotion of 

athletes and sports organizations in Saudi Arabia. It has changed the way athletes and sports organizations are 
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perceived, provided a platform for fan engagement, and facilitated brand promotion. The findings highlight the 

importance of incorporating social media strategies into the marketing and promotion efforts of sports 

organizations and athletes. 
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Conclusion of the Research 

In conclusion, this research study provides valuable insights into the role of social media in shaping public 

opinion on sports-related issues in Saudi Arabia. The findings indicate that social media has become an integral 

part of the sports landscape, with a significant impact on fan engagement, athlete and sports organization 

branding, and revenue generation within the industry. 

The study highlights the strong presence of social media platforms like Twitter, Instagram, Snapchat, TikTok, 

and Facebook in the lives of sports fans in Saudi Arabia. These platforms serve as important channels for 

accessing real-time updates, engaging in discussions, and connecting with athletes and sports organizations. 

Moreover, social media has emerged as a primary source of news and information for sports enthusiasts 

throughout the country. 

The research findings reveal that social media exerts a considerable influence on consumer behavior, with 

many respondents indicating that they have purchased sports goods or attended sports events based on 

content encountered on social media. This underscores the power of social media in shaping consumer 

preferences and driving engagement within the sports industry. 

Athletes and sports organizations in Saudi Arabia are encouraged to leverage social media platforms effectively 

to communicate with fans and promote their brand. The preferred types of content for promoting athletes and 
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sports organizations on social media include match highlights, behind-the-scenes content, personal stories or 

interviews with athletes, and user-generated content. 

The study also emphasizes the need for continuous monitoring of trends and the adaptation of marketing 

strategies to effectively engage with the evolving sports consumer landscape in Saudi Arabia. It suggests that 

further research should explore effective strategies and content elements for social media platforms, 

investigate the influence of social media influencers, and collaborate with popular influencers to enhance 

brand promotion. 

Overall, this research study contributes to our understanding of the impact of social media on public opinion 

in the realm of sports in Saudi Arabia. The findings have practical implications for athletes, sports organizations, 

and other stakeholders in the sports industry, providing guidance on how to leverage social media effectively 

to engage with sports fans and promote their brand. By embracing social media platforms and staying attuned 

to consumer preferences, the sports industry in Saudi Arabia can capitalize on the opportunities presented by 

the digital age and enhance its connection with fans. 
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Recommendations for Future Research and Practice 

Based on the research study, here are some recommendations: 

1. Embrace Social Media: Athletes and sports organizations should recognize the power of social media 

and actively engage with fans on platforms like Twitter, Instagram, Snapchat, TikTok, and Facebook. 

Utilize these platforms to provide real-time updates, behind-the-scenes content, and personal stories 

to connect with fans and promote their brand. 

2. Create Engaging Content: Focus on creating content that resonates with fans, such as match highlights, 

behind-the-scenes footage, interviews, and user-generated content. This type of content tends to be 

highly engaging and can generate interest and excitement among fans. 

3. Collaborate with Influencers: Consider collaborating with popular social media influencers who have 

a significant following in the sports industry. Influencers can help amplify your brand message and 

reach a wider audience. Choose influencers whose values align with your brand and target audience. 

4. Monitor Trends and Adapt Strategies: Stay up-to-date with the latest trends in social media and adapt 

your marketing strategies accordingly. Social media platforms and user preferences are constantly 

evolving, so it's crucial to monitor changes and adjust your approach to ensure maximum engagement 

and reach. 
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5. Leverage User-Generated Content: Encourage fans to create and share their own content related to 

your brand or events. User-generated content can be a powerful tool for building a community, 

increasing engagement, and expanding your reach. 

6. Use Social Listening: Monitor social media conversations and listen to what fans are saying about your 

brand and sports-related issues. This can provide valuable insights into public opinion and help you 

understand your audience better. Respond to feedback and engage in meaningful conversations with 

fans to build a positive brand image. 

7. Measure and Analyze Results: Track and analyze your social media metrics to evaluate the impact of 

your efforts. Look at engagement rates, reach, follower growth, and other relevant metrics to assess the 

effectiveness of your social media campaigns. Use this data to fine-tune your strategies and optimize 

your future content. 

8. Stay Compliant with Regulations: Be mindful of any regulations or guidelines related to social media 

usage in the sports industry. Ensure that your social media activities comply with legal and ethical 

standards. 

9. Collaborate with Social Media Platforms: Explore partnerships or collaborations with social media 

platforms to leverage their advertising or promotional features. These platforms often offer targeted 

advertising options that can help you reach specific demographics or target markets effectively. 
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10. Continuously Learn and Adapt: The social media landscape is constantly evolving, so it's important to 

stay informed about emerging trends, new platforms, and changes in user behavior. Stay curious, learn 

from industry best practices, and be willing to adapt your strategies to stay ahead of the curve. 

By implementing these recommendations, athletes, sports organizations, and stakeholders in the sports 

industry can effectively leverage social media to shape public opinion, enhance fan engagement, promote their 

brand, and drive revenue generation. 
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Executive Summary of the Study 

This executive summary provides a comprehensive overview of an academic research study that examines the 

role of social media in shaping public opinion on sports-related issues in Saudi Arabia. The study adopts a 

mixed-methods approach, combining qualitative and quantitative data collection methods, to gather in-depth 

insights from sports fans, athletes, and sports organizations. The findings are compared to international 

contexts, providing a global perspective on the impact of social media on public opinion in the realm of sports. 

The research study highlights the growing influence of social media platforms on sports-related issues in Saudi 

Arabia. With a substantial number of active users, platforms such as Twitter and Instagram have become vital 

channels for sports fans to access real-time updates, engage in discussions, and connect with athletes and 

sports organizations. Furthermore, social media has emerged as a primary source of news and information for 

sports enthusiasts throughout the country. 

The study aims to explore various dimensions of social media's impact on sports, including its influence on 

public discourse, attitudes towards sports-related content, fan engagement, athlete and sports organization 

branding, and revenue generation. By investigating these areas, the study seeks to deepen the understanding 

of the phenomenon, address existing knowledge gaps, and contribute to the overall growth of the sports 

industry. 
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The study analyzes a sample of 500 participants in Saudi Arabia, with a specific focus on male and female sports 

fans aged 15-50 residing in the Eastern Province. The data reveals a notable gender imbalance, with male 

participants constituting the majority. The majority of respondents fall within the 18-25 age range and hold a 

Bachelor's degree. To ensure comprehensive and robust data collection, the study employs a mixed-methods 

research design, including online surveys only. 

The findings of the study indicate that social media has a significant impact on fan engagement, athlete and 

sports organization branding, and revenue generation within the sports industry. A substantial proportion of 

respondents devote several hours per day to social media platforms, with Twitter and Instagram emerging as 

the most frequently used platforms. Social media exerts a considerable influence on consumer behavior, as 

evidenced by respondents' tendency to purchase sports goods and attend sports events based on content 

encountered on social media. 

Respondents overwhelmingly express the belief that sports institutions in Saudi Arabia should leverage social 

media to communicate with fans and promote their brand effectively. The preferred types of content for 

promoting athletes and sports organizations on social media include match highlights, behind-the-scenes 

content, personal stories or interviews with athletes, and user-generated content. 

In conclusion, this research study contributes valuable insights into the role of social media in shaping public 

opinion on sports-related issues in Saudi Arabia within an academic context. The study offers practical 
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implications for athletes, sports organizations, and other stakeholders in the sports industry. To further enhance 

engagement with the evolving sports consumer landscape, future research should focus on developing 

effective strategies and content elements for social media platforms, investigating the influence of social media 

influencers, and proactively monitoring trends to adapt marketing strategies accordingly. 

Overall, this research study provides a comprehensive understanding of the impact of social media on public 

opinion in the realm of sports in Saudi Arabia. The findings contribute to the academic literature in the field and 

offer valuable insights for practitioners and stakeholders seeking to leverage social media platforms effectively 

to engage with sports fans and promote their brand. 

 

  



 

75 
 

Appendices of the study. 

Survey Questionnaire  

Introduction: 

Thank you for participating in this study. The purpose of this survey is to understand the impact of social 

media on public opinion on sports-related issues in Saudi Arabia. Your input is valuable, and we appreciate 

your time and effort. Please read each question carefully and answer to the best of your ability. 

Section 1: Demographic Information 

1. What is your age? 

• Under 18 

• 18-24 

• 25-34 

• 35-44 

• 45-54 

• 55 and above 

2. What is your gender? 

• Male 

• Female 
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3. What is your highest level of education? 

• High school diploma or less 

• Some college or associate degree 

• Bachelor's degree 

• Master's degree or higher 

Section 2: Social Media Use by Sports Fans in Saudi Arabia 

4. Which social media platforms do you use to follow sports-related content? (Check all that apply) 

• Facebook 

• Twitter 

• Instagram 

• YouTube 

• Snapchat 

• TikTok 

• Other (please specify) 
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5. How frequently do you use social media to follow sports-related content? 

• Several times a day 

• Once a day 

• Several times a week 

• Once a week 

• Less than once a week 

6. How has social media impacted your engagement with sports-related content? 

• Increased my engagement 

• Decreased my engagement 

• No impact on my engagement 

Section 3: Impact of Social Media on Athlete and Sports Organization Branding 

7. How does social media impact your perception of athlete and sports organization branding? 

• Positive impact 

• Negative impact 

• No impact 

 

 



 

78 
 

8. What types of content posted on social media by athletes or sports organizations do you find most 

engaging? (Check all that apply) 

• Photos 

• Videos 

• Live streams 

• Stories 

• Memes 

• Other (please specify) 

9. How has social media impacted your purchasing behavior related to sports-related merchandise or 

products? 

• Increased my purchasing behavior 

• Decreased my purchasing behavior 

• No impact on my purchasing behavior 
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Section 4: Sports-Related Issues on Social Media 

10. How often do you come across sports-related issues on social media? 

• Several times a day 

• Once a day 

• Several times a week 

• Once a week 

• Less than once a week 

11.How does social media impact your opinion on sports-related issues? 

• Positive impact 

• Negative impact 

• No impact 

12.In your opinion, what is the most significant sports-related issue in Saudi Arabia? 

• Gender inequality 

• Lack of infrastructure 

• Doping scandals 

• Corruption 

• Other (please specify) 
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