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Abstract 

This study aimed to identify the role of media photography, with its various dimensions 

(technical quality, symbolic content, directorial style, and visual innovation), in the success of 

corporate communication strategies at SAMI AEC (Advanced Electronics Company), in 

addition to exploring differences in respondents’ perspectives according to demographic and 

occupational variables. The study adopted the descriptive-analytical approach and employed a 

questionnaire as the primary data collection instrument, administered to a stratified random 

sample of (207) employees working in the relevant departments, of which (192) valid 

questionnaires were retrieved, representing a net response rate of (92.7%). Data were analyzed 

statistically using SPSS (v.28) through several statistical techniques, most notably Cronbach’s 

Alpha coefficient, Pearson correlation coefficient, simple and multiple regression analysis, 

Independent Samples T-Test, One-Way ANOVA, and Scheffé’s post-hoc test. The results 

revealed a statistically significant role of media photography, with all its combined dimensions, 

in the success of corporate communication strategies, as the four dimensions explained (77.1%) 

of the variance in the dependent variable. Directorial style emerged as the most influential 

dimension, followed by technical quality, symbolic content, and visual innovation, respectively. 

The results also demonstrated partial confirmation of the differences hypothesis, with 

statistically significant differences attributable to age, years of experience, and job title, while 

no significant differences were observed based on gender or educational qualification. The 

study recommended enhancing investment in advanced visual technologies, developing the 

internal corporate communication system, establishing a specialized unit for visual innovation, 

and building a periodic system to measure the impact of media photography on the success of 

communication strategies. 

Keywords: Media Photography, Corporate Communication Strategies, Technical Quality, 

Symbolic Content, Directorial Style, Visual Innovation, Visual Identity, Corporate Reputation, 

SAMI AEC. 
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