




 

افقني في كل خطوة، إلى من غرست في قلبي حب  إلى من كانت الدعوات الصادقة تر

العلم، وزرعت في نفس ي الأمل رغم الصعاب، إلى أمي الغالية، منبع الحنان والعطاء، أهدي 

 ثمرة جهدي وتعب أيامي.

مني أن الطموح لا حدود له،لكَ أقدم وإلى أبي العزيز، السند والداعم الأول، من 
ّ
عل

ا لجهودك ودعمك الدائم.
ً
 هذا العمل تقديرًا وامتنان

ني وإلى صديقاتي وزميلاتي، من شاركن إلى أساتذتي الكرام، الذين كانوا نِعم الموجهين،

 طريق البحث والسعي

 شكرًا لكل لحظة دعم وتشجيع كانت سببًا في الوصول إلى هذه اللحظة.

ا. أهدي هذا
ً
اقعًا مشرق  العمل لكل من آمن بي، وساهم في أن يصبح هذا الحلم و



را ي  حمد لله حمداً كث 
ل
ا  ف 
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Abstract 

This study aimed to examine the attitudes of employees in non-profit 

organizations in Makkah toward digital marketing and its role in enhancing 

marketing communication, through five main dimensions: social media 

marketing, content marketing, email marketing, search engine optimization, and 

digital advertising. The study adopted the descriptive survey method and used a 

questionnaire as a data collection tool, applied to a sample of employees working 

in non-profit organizations in Makkah. 

The findings revealed positive attitudes among employees toward employing 

digital marketing in enhancing marketing communication within their 

organizations. The results indicated that digital marketing, in its various 

dimensions, plays a pivotal role in improving the quality of marketing messages 

and expanding their reach to targeted audiences. Social media marketing ranked 

first among digital marketing tools in enhancing marketing communication, 

followed by content marketing, then digital advertising, while search engine 

optimization and email marketing served as important complementary tools 

within the digital marketing system. 

The study confirmed that the quality of digital content, its alignment with the 

nature of non-profit work, the level of audience engagement, and the qualification 

of human resources represent the most influential factors in the success of 

marketing communication efforts within these organizations. The study 

concluded that digital marketing has become a strategic necessity rather than a 

secondary option for non-profit organizations in Makkah, in line with the 

objectives of Saudi Vision 2030 to empower the non-profit sector. 

Keywords: Digital Marketing, Marketing Communication, Non-Profit 

Organizations, Makkah. 
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