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dadial 1.1

Dl 3 yma Loy slati G clgiDland dalaial) dadali "ae 5" Aliay Cupaal) gl S 8 Ay il Aadlal) 2
Al Aadladly A8 G ) A el Gl all 555 Adlaiaall 53 sall 5 daiill | 30 ) il (Brand Trust) 2
Led s 3) eiiall 5 ellginal) (s 2 AL gla A83Mall dagula sasy 53 5 52l 5S4l (Chaudhuri & Holbrook,
2001) Jalall & 5 <0358 50 JS5 Ailaall Lgiinla g elal 4 ol Ladlall 5,08 e dlaie V) & dlgiuall 42 Ll

Biae Apudls iy ol al) )8 MASl die (5 yalall gl il ane Alls e Jlay 3,

ilaiiall Fuwdlii 3 el Aalall Aalall &)y i gmaadl A el ASLeall Waagis Ll (g Sl AaleaY) 3y paill i
o gina" zeali S Al yine) ol ASLaall il 85 2030 ASleall A5 5 Cagions (o Janal 5 28 il
g3 ) Aaall” st ) 2 gl 08 gt Cism cllanall ClaSiall 4 s s By lin T ol g " e
et a5 3ms Laa ¢ JISEV 5 3350l o aaia Byl & a3 Aedle 1) it o1l kol pse2a e JLA 25 (o0
48 sl (Brand Equity) (2021 g saad) @l jobiall i) cllgiundl a3 8,

Gl a0 ellgina) A8 a8 B gaad) B lal ldlal) (pe dpaall atiia g3 (usalal) laill e a2 e
Dl G (A i o ganlls 3 gall (31 o) 8 AE 028 Ll die Ui gale Tyl cllia o V) cASlaall ) jaal)

Ol I 0 sialll o5 3ms Le s s challe sl Al slaa die "ASH o) 5 A Jal s 4l 5 8 Llae it A 4 el
Lasdl al™ (Country of Origin Effect) s aaall & 5all 5 sea s zitall 3352 o Jay Lo Wle adlal) cllgionalli ¢
a8y s A Adia 485 ae) 8 ol & e ) 1) A gand) IS8 oLl Tasd US55 e a5 4l (Hassan et
al., 2022).

Clanall (pa 403 graall AaDlally A8 Uil bl J gl 3 Ay gul) Clpa¥) (3 eial s ) gaal jeday celld e 2l

8 ASlaall Jals 45Dl 5 g0 grad) @llgiuall gl e @3S Allall il Hall abiead | alladl Glad) ) sl
Lallad) (3) ) 8 (g2 smd) iiall 48 55 g 5 3a8 S Jal gadl Jlad 280 puiias) ilasd 5 ) ApapalSY) 2SS (s
350l 5 yle A8 il il el g Aadll (30 sall LSE 48K 3 Can A0 sl )3 a3l el €13 138 e siidll
ASLeall Ay pal) ApalaiBY) s galal) aa AL,

03 50ma ¢y 5 AnalS Clan ) A8lia 5 e gaall 4 jlail) Cladlally A8 1815 e ¢ gaall Talocl Al jall 28 3 ()
e Ak gl S il sl 7 yiie Jae ) i ) bl OS5 Canl) Cargy s Adaall i g8 ae ) alladl L il
3 gl sl s ) Taione cddacall A8V 5 5l "aas e 48" oLy IS (e Al sl (3l gl 8 La ) guian 33
G smtill Apallall uilaall g dida ol 2 5l (g JRlSAN) (a3 8 agaus Laa 83 gl 5 HISEY) 8 5l ) &) 5 ASLaall Za )

MIDOCEAN

UN\VERS\TYI'



A ) dia 1.2

403 gl A el ClaDlall Zpaliiall A gud) 8 5al) (ps L galall eadliil) 8 Gl al) A Jiads
Claagl i) Zlad ae i Lpallall 3 ) A adliil) 5 Sl W suas Cania G s Lilae
il sz 4al g8 ) ) Lo Cladladl o2a o V) cdSlaal) Jals ddia 485 3208 oLy b 4k gl
.(Global Brands) "axdle cilade™ ) Jsaill 5 4l sall 3l sul) B3I a1 8 4 58 s
AU gadl) A (e 7 g s Al 028 o

B (s fial) o @ 528.1.2.1

4 5l Jai el ol (Blanal) (e " jlacill AaDlally A8 Qi) A4S e ) AapSY) el 5 50 8 2yl 8 sadl) (4SS
psgie o AL sl Qlef @S s Al gall il Hulaa e N bl Glnd) ) (National Identity) ik o))
Jaals ) sl g lay) sall s iy «(Morgan & Hunt, 1994) Liiall 4y e 4 )las ciladle i 5 e il 8 45
S et s gaall s ple 48 g o (L sl Jie) (gabai®Y) Jpaill g0 (8 Aasll 4 jlacl) ciladlall (Say (oS iy s ks
.(Hassan et al., 2022) i) "Lasdl L

b} s fnall o @ g28.1,2,2

ol Lan ¢ laal) @llgtoaal U] 8 2yl S ) (ool A ol il il loanil 85 paill el ¢ kil saal) e
Algioaall sal "Rl " L35 sad cllia JI5 Y cidlall sasall ad iz AN b (5 gadl geiiall L gull el Cona )
Al 5o A sl A8 el il i) e (s3s L oatlBY 15 sl Uil s 3 pad) iladlall Jans Lan ¢ inY)
gl e il paliall 3y 5a daed 5l 2030 s Asallal) &y el CLEEYT a5 3l Al

Aoyl a2l 1.3

i (S g e ganad) A Jlail) iladlall L5l laill sana JalaS MRS LSS 0 agdl Al Aalall (e jall o3 dyaal 5ha
u.\gjﬁun é\ 4\7\&\2“ XY

tg Bl ¢ sl 1o 1.3.1
B s 8 "ellgbiud) A iy s Ailetal A jeall 5 sl a3 Al 2 aalid 2T sal) G guil) sl o1 1) @
drans oy e 5,380 5 (Local Trust) delaal) A8 G day 5 (g ks la) apai A (g Tagans 5 dailill
(Chaudhuri & Holbrook, 2001).4aliax 488 iy 8 (Global Reputation) 4xlle
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" (Country of Origin Lad) aly j.ii" e}@.&d Banaa 4y ey Tala| Al pall Capad L) ol Cd}u gkl
alie JiSE5 a3 o (e lia s 85 ) 5S) ASLaall Bagaadl 45831 5 ) guall Sy oS s J3A (eEffect)
(Hassan et al., 2022). <llall ellgiuall (sl 438 6 gall g 33 5al)

el Al Al e Lise Shpcmis 4555 ) L Usli )l 465 (30

uuu‘ww\uk-132

Lpati A Jia) dyimall Clgaldl 25 5 jue 5 il Aidat dnaa Al Hal) iS5 12030 A3 Clisgie ac
uym"ogumd);ww\)gsu\JJLA&\@ucﬁJgAﬁ&m u\:u.ay} c.\l.\\:x.g (@J}ud\ c_a\JJL..A\
AN 8 (53 smad) priially "AE)

S 4 grd) IS ) (8 Gy sl (5l Tlae Sls Al jall aa S il 438 ol i) 3iuY) 4pa 5
el e il 5 5 e Yoy MAEN el e 5S35 A 50 dilial s aranal AiS s Ao siall 5
(Papadopoulos & Heslop, 2014). k8 dlaall 4aly)

bl 39S "Jgaall Hhlaa" Juli e Ak ol <l il A el cila jie aeld Al gall Apudlsl) 3y jas
Ao oLl Lgiallae 488 5 wia) @llginudl 5ol dpuiill 331 s2)) agd NS (10 (Global Market Entry Risks)
Al Xl 438

=) Al Adid

1.4

Gaiail W 30 3a3 (e (i€ g A0 gl A Hlail Aadladly A8 Sagl o Ler M AU G S Jsbeail) e e DU Al jall o8 e
"l (Bl g 8 Apudlill

A e 3l ALY Gud ) Jlsad) 138 e g i

Caales 1 Al ol gl oo L s sl g ol ladlally Ml llgtond 85 (5 sinsa 2315 58 Loz S Jlsedl 1
2 3a oLy 3

) g Ao 43 sl Ay jad) dSladdly Jasi )" (Country of Origin) Laaal aly 551" i sae ol i QG Jlsadl 2
4 5all (31 sl (pSlgtinall
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o sl I ) Uaill e B sed) deDlally AED JUSH (90 Jsad 1 A 0 sall ol gadl) o Lar BN Jlgadl 3
faadlall 50 sul
Al sanall < el (5 a3 40 grasdl AaDlally A8 i gase A Alan) AV <3 (558 2 58 Ja: qal ) Jlsad) 4

$oad sl Slgtinall 481 jaall
ey 2 gaall yle A Jlasd )" el (e A0 grad) IS Al (Sl 2 jiall o) i) Y1 g L el Jisadl 5
2030 4230 Cléagiue ae

i A @l 1.5

Lalle dadle enail Loy ki s ol i 5 40 gmaall 4 jlaill LaDlally A8 S e Jalad & Ll all o2gd Ay 1) Calaaly) Jiass
Al dae Hall Calaa Yl gaat A (e clld g cdidlia

b A sl il Sl ellgionall 8 Lsle Caty 3 Al S alsal) o o pall: B8 aBl 5 Cinasi o
Allall sl

a3 (Country of Origin) 4 seadl 4 jall A<leall 43ialll 3 ) peall ¢ A8l Julasz Lol Ay 3 ) goa i1 il @
(Hassan et al., 2022).blle Zdaginall 3 gu¥) 3 cllgivall (sl Leilaiia 44 6 g0
(Papadopoulos & Heslop, 2014).42 52 485 5 J 58

Al e sl s bl jiall (ailadl o 2l dua ) Aedlally G 50 3 3Ll e i 8 il i) Qs e
_a.l;L;Qd}udSC_llA\:\.\A\(x@j GOM

Misale EE" il iul ol 0 gand) SIS 5 A g lical dlae ciliaa 55y Cla jiie asais ol i) zisai ol e
(2021 ¢ gl il jabial) ) Apladill jue & jaliall 324 51 2030 Aoy Cldagiue (85 & aalud

By ey p 1.6

(H1):Vs¥) AtV dpm ) o

20 gl A Jlail) ADlally AE (5 giana 5 (A sraal) Ay yal) ASLaall) L) Ay 5 ) guca (o Ailian) AVS I ABMe 20 5" o
Mallall Gl s

Al ladlall A 5 5a e Llay) AShaal) (3 o oSl ) ghaill Aia ) 3 ) guall i (H1.1): Ao Ldll dpn 8l) @
Al 40 gad)

40 gl 40080 laiially A e ol Jlaally ) 5311 8350l Aadl) 5 geall S35 (H1.2): dpe il dpa )il @
Lalle

(H2):A5 4t )l dpa 3N @

O sl i) (al o) a8l A5 A sl Ay il Aadlally AED) (5 sie G Ailas) AVS I3 A0,k ADe a5 @
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Jrill ) & padll o 48 o S5 (Chaudhuri & Holbrook, 2001) gses Ml dpa jill o2 iy @
Yl ‘;‘\\)ﬁ\

(H3): 20 duss ) dpn il @

il ¢ gaall) bl s pasall ol puaiall (5 3a5 A3 ) i Jlatll Aadlally B (5 a8 Ailiaa) AV2 3 (358 255" e
Mgl (3 ) b Slginall (pailal (5 sisall

(HA):Ax W At 1l da 3l o

A laal) Aedlally Anlaall A8 Jy a3 (93 J gt Ailan] AVa I3 (Perceptual Barriers) 48 ja) Gl gea 22 63" @
Jagalle A8 ) A gl

o ill aa sl S5y e

Aal s Laad) 5 s o oy (l(Hassan et al., 2022) 4us e 2l (H1) A5V dnm il sl o5 @

Gaendll Alide 845 ) 50 Jsa(Morgan & Hunt, 1994) 4 kai e 2l (H2) Al A jdll by o5 o

s Gysall 33l sa Jsa(Papadopoulos & Heslop, 2014) ila s skl ) Tl (H4) A, dpajill sliy a3 o

dulpll zigad 1.7

i) (e o) 58 A6 G da Sl e Aul Al Zi el Ay @

33 gall cLiiall Al 3 ) pem (Jia) 481 & yi%5 Al Jal gall 8 5 (Independent Variables): diiwall < juaiall o
(A,

3ell J a1y Jaat Al "4 Hladl) Aadlally 48" 54 5 (Mediating Variable): b gl il e

(A1) Al Aallall Apudlill) Anleal) Aail) sa 5 (Dependent Variable): Wl yiiall o

Alaall AN Ll )W) 5 ¢ geluall il ¢ il ) shaill slal Jady - KSA Image): L) aly 3 ) sua (Jiisall }ms\ .
(Hassan et al., 2022).2030 4.5 G

B ia ) Sl Jant 3 Aieda o Al ilacall Jiay - Brand Trust): dtadl Aol 20 (Ll ysid) o
(Chaudhuri & Holbrook, 2001).s2 sxud) ziiall

Gl 31 sl e 4 jlacll Aadlall 3,08 500 ity - Global Competitiveness): dxallall 4l (il il o
ila ) Sl (sl Al i) Al 3al 5 5 dd sal)

pdsall gohall W) e

i) el A" A gl Ay jladll Aadlall aat Cua ¢ (Signaling Theory)s )Lay! &,k o 73 galll 18 adiny @
1 L 1 ey gas (g3 Sl 5 AR JAT YD o3 5 e 2l o mallall ellgtadl (Ll 535
(Morgan & Hunt, 1994).
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Ayl dagia 1.8

fans DA (e Ao ) 3 jlal) AeMlally ZED Sl slaiind ) ansy (o3 5 ¢ Latl) o gl crgiall e Gl al) aciad @
b palu ) aliia Y oy 5 W e A slaa o5 a5 68l 5l 8 8 LS B jalall Caa o) Tilian Lelilas 5 cililyd)
(Saunders et al., 2019).Lalle 1 3 35 Jas agd

Aol de 5 axine] 5.2, @

i ) el Sl e 5 aead ) (sl 5 Cpplanall) @pSleinadl b ad A aing Jicks: Gl i) psine @
B deaall 23 gaad) S A 3 Vsl B sudl o) ik ) ALY

A e gapall clidl) Calide Jiiad Jlaal(Simple Random Sample) ddaww 45l gdic die HLaa) 2l duljall e @
(380 (ale S il arany ey Lay Al jrall

A pall @1 50l1.5.3. e

A Y1 i) aead 4 31S(Quiestionnaire) laul) aladinl st (il 8l jldl s ) Calaaf Gt @
el ol 836 ) Leapmsii oy Of e

Aadl e gaall Alilall @

" Al Aadladly A8 5 "Ll Al 3 " (il slae o

" Agallall dudlil) o 400 il Al Hme @

dalled) Aibaayl cllYI1.5.4, o

AU ) e @lld g ¢ (SPSS) sban ) bl alaiuly byl Aalles als @

) o plaanal) sV ciboal o giall i Sal: (hea sl slasy)

i) il LAY saaial laas¥l Jalaty Sl 58 LAY ¢ s L) Jabaa: (Y50 clasy) o

Ai)asall A yall 1.9

(Research Instrument)iul )l 51311.6.1. o

Jals CpSlginnall (g Al 5 Aag pil Jeasll o L il THlas ecnlilal) aaad ds 31008 215 5 Dl sl i @
38 gall s 3 331" (5-point Likert Scale) g';uw‘ A" Galda e falaic| <l ysall ¢y & A<l DY)
(B 38150 e ) 3oy 81 50 (00)

il clalinY) Hslael.6.2. e

G slaad) 1) Aol 1Y) aandi oLy @

(Al sal) el s gandl deliall ) shat) Laiall ali 3 ) gom (ulds J5Y) Jsnall @
(ADlall A8 aall 52 gl el il Al 55 gall) AE Slasl Gl SGN ) all @

(Validity and Reliability):31:¥! cili s 3221.6.3. ®

Y 6 a) o i) il s lad o

pfll (3 sl 3 Cpanadiall CuanslSY) GaeSaall (e de sana e ALY (2 e (Face Validity): g sl Gaall o
ALY Al s

(0.70) e 235 S daiil) Liiad Cus ¢ (Cronbach's Alpha)Fls s S WM Lia) lasiul (Reliability): <l o
(Sekaran & Bougie, 2016)..sbasy! Jalaill LginSla s sl i e 1585

(Field Implementation Plan):dsiual Zul jall ¢ ja) ddas @
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sl > el 1201.6.4.
8 ALY g (ge S (Ladll 50-30) 52530 die e Glasinl) &) 55 (Pilot Study): daeSdaiul) du 5ol o

(el a5l
Gl o) all 5 pSlginnall Gilagind Linkedin) Jie (il b )l cilaaiall e ALaal) i Jeill )il o
Aalal

Aflan) Aallaal) ad SPSS zeali o () cllain) Jai; Glilal) )8 @

AR £ g plall bbia 1,10

(IS a5 Apalel) 280l (el Alududie Ayie ) Jalye Ao Cinall 138 25 Aaing
(3-1 bl ookl Jualdll 5 a1 6N sl
o L) aly i g A el Aedlall AL dlaial) cilad all g Al cla¥) daa) @
A8y (Rl g das ol Aliinuall) <l el ppaat g okl Yl delua e
(5-4 a1 (ealall Baall 5 81aY) aaa Ayl Als
(Chaudhuri & Holbrook). z3 s Jie daallall Z3laill Je 2Ly & j88l) aread s L5V el @
(Al Gaall) pueSadll e 3l e o
Al L g S W Jalae (ge ST (Pilot Study) e Saiu¥) dul il ¢ sa) @

(8-6 gl¥)) il pan 5 dilanall Al ) (4G Als

sl 5 Aaladl) dapal) Calagin Lo sy LAY a5 55 e
Al ) el Aigal) Aliad (e KU g LAWY dalie o

(10-9 bV liall jpuadi s Slan) Julaill Any) )1 Als jal)
SPSS. zbin aladiul Wisllaa g Clilull &y )35 @
)LEJY\ Salaa ¢ TJ\AS;\ ¢ laasy) d:\laj (Q\z\m)ﬂ\ olial e
) bl )l 335 Ly Ailasall il 45 e o

(12-11 gnbs¥1) Gl il 5 ALl deLpall dalall As 5l

(oo sl 5 i) A Jeadll AUS o
Lialle 200 gad) Aadlally 48N 3y 5al "z el ) i) YN dcla e

10 A
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APA. G5 gl sall auii s (g salll 385 @

(Gantt Chart Simplified):z Jiall e 3 Jsaal)

dad giall cila A Lz 1) algall dda o)
Al Caall 3l || ARG Aelin s i) daal je || 1 s al)
A8 ga g 3 jala Al a3l lgasSadi 5 LY apanad || 2 Ada sl
llaily) by sacld Ailadl Gl aes || 3 Al all
b )y s clanyl Jdatll || 4 Aa )
Jaaall Al Al Silpea sill 5 Al LN || 5 Ala yal)

11 |
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Lalaia s 4085 e B anali ) Joadll 138 Congy Cunn ¢ alel) Canll ey 8 35 8 s 3 30 ABLd) il all ial yii) e
" (Country of Lasall aly 3 ) sea - LeiEdle 5" (Brand Trust) du_ bl dadlally 481" aualia < gl ) ciluadd

s S DISH Ay il i Bl 0 a1 () el 13 a5 Apallal) 315 3 Apdliil) 5,380 5Orrigin)
20 g A lall cileSlal a g Sl el 5 ekl Jl 6 dals ¢ sl cllgivnall o gl 3 Eaall Y sl
2030 43 ae Liiilas

AL38lal Jaiy o oy il Uaalasl 5 4 sl Aadlally A8 o seia Janaly oy sy slas s2e () Jeadll 138 aanli o
Ll 3l sl e @3S Gl il al) (al jeiul (Y sea s A sall Aglaaall ol 8 Lisdl a5 sea )50

B Lo claadd ‘;Bﬂ caanl) (S &M" z\.ﬂ;.\l\ '&};ﬂ\" aad ralu.n (Jaadll 128 algs @‘5 gdbd\ @»}ﬂ\ Gt g
u\m.d\ &m\)ﬂ‘ é“ LJL.\” :Lm\JJM %) d\.‘ﬁ.l‘ﬁ\ 3y 9 pa

(Literature Review Roadmap):4aiiudl cilud jall 5y 5k dda jla

:Sall il Je(Thematic Approach) (o= sea sall Juadudill (38 5 bl jall (al jaiuly o séin ¢ Juadll 138 apdatil
(Focus: Brand Trust Dimensions).s¥ sll e W il 5 4y jlatll Ladlally A8 alad < 4l il ja; J oY1 ) saall
(Focus: Country of Origin Effect)..)sall &) il 1 8 o "Lasall Al 55 a3l < gl il jar (SEN ) 5ol

(Focus: Saudi Brand Axallall dusliall cibass g 20 gaall 2 jladll cledlall el gl bl ja; Gl sl
Globalization).

Lidall als 3 ) g 1 Joiesal) puriiall 2.2
m\ﬂg'é)}me}@.ﬁ -
s cisma Al ol (pSleioadl 5l (5558 0 el 5 alal) oY1 sy Al ol o3a (3 Jiteedl kil i yed

A 4" (Papadopoulos & Heslop, 2014). 4 sall e3ed dpuiiall Claiiall 438 6 sall 5 33 5211 (Signal) 3L Jaad
AL i e lion A A<0aal (e A2 oLVl & sane iar el 13 (8 ¢l sendl 4 jlatll ciledlal

(Dimensions)Jiiuall il slesl -

13 A
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Al Al ) A graadl "Ll aly 5 ) gaa® sl oy ¢ Slan ) (uldll s Gaal Gl 2y

na” Aadle Jia) 4y slasS 5 il 5 Al lelivall b ASLeall Wit il dalall yleally Jasi yiz 552l 5 48 3 sall 2ay
(sl b

Ao el Aadlall Ay sa e (S 3l Alual1 4l Tl ;Y1 s dal 3l Adasi pal) cileLhai¥: i) 5 SEN 22)

A oLy (8 JEiuall yuaiall 501.2.3.

e slra ) i) ellgivna) i Lavie Laala 150 candy (A2l 5 saa) Jiisal) puriall G ) AL il jall s
it A8Laal) 3 ) gom CilS 13" (Cognitive Shortcut). (8 me JaxS" A sall 5 ) seay anfiony Cua il e Aoluals

G 58 dlee s Lo o(dap ) iall) " ol ZuDlally EN" 5 Tl iy ol of cAgalocti®¥) 500y 15 5Ly
(Hassan et al., 2022).4wllall 31 5!

Laallad) pudlinl) g 4l pdd) 43 1 il paiall 2.3

@t\l\ ).\z.ml\ ?J‘@A‘“
claiial slat T pal) Gllgteall im0l ol gLl Al AL i 4l Al 5l 030 b il il i yed

" (Schultz & &uia¥! 31 su¥) & cd sal) Gaudliall alal saill 5 3 garall e laDlall 538 508 (520 5 dd gad)

8 gaall) Altusall Sl jpaiall e Tk Al el sl e (553 JSG ading juaiall 138 #Las G)Kitchen, 2000).
).A&N) idavu ll (Aadl)

(Dimensions) i) aaiall sladd -

A M) e 585 i Lilian) QuLal AL a8 ) i) 138 el

Aaliall diladl e Leluiads 5 400 sl Aadlall ‘r\n‘ﬂ\ lgindl Hladl Adlaal (Purchase Intention): 4 y&l 4.l

(gl i) e e AL gl A8Nle oLy g Ay yaill ) S5 S Sllgiall 42 ) (Brand Loyalty): &l Aadlall Y )

saaa ) sal (315l e D0 gl 4y jlail) adlall 5,38 (International Market Share): 4 sall 43 sul) dasll
bl 5l 81 e b il L) ) 3l (e Il

14 n
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Al Akl ,Y) 483

At o Ji Bl 8 miiall 3 ga 5 3 s ailie IS (3Eay Y (A1) A) il i) of sl 23 saill (2a yidy
LS8 (s ) i) " iy e e )y (ALl 5 o) i) paiiall (pe Aaciall "5 pall L
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