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An Examination of the Use of Dialogic Principles on Twitter to Market Saudi Women’s Health Clubs
Statement of the Problem
Saudi women are not in good health. Obesity, heart disease
Saudi women use social media 
Relevant Research
Sait, S. M., & Al-Tawil, K. M. (2007). Impact of Internet Usage in Saudi Arabia: A Social 	Perspective. International Journal of Information Technology and Web Engineering , 	35. 
Makki, E., & Chang, L.C. (2015). Understanding the Effects of Social Media and Mobile 	Usage on E-Commerce: An Exploratory Study in Saudi Arabia. International 	Management Review , 98-109.
Temporal, P. (2013). Islamic branding and marketing: Creating a global Islamic business. Hoboken, NJ: Wiley. 
Mansour, I. H. (2015). Beliefs and Attitudes towards Social Networks Advertising: a Cross Cultural Study of Saudi and Sudanese Females . School of Management Studies
Approach of the Study 
In this exploratory study, I will examine the social media (Tweets/Instagrams?) of Olympiaksa and Fityou_Fitnes, recently opened women health clubs in Saudi Arabia. Using) using a grounded theory analysis to determine the clubs’ visual and textual design and their publics’ reactions to their advertising  
because I want to find out how these clubs are attempting to appeal to Saudi women and  how women are responding
in order to provide information on this emerging industry 
so that I can contribute to research on marketing to women in KSA 
REVIEW OF THE LITERATURE
What do I need to know about marketing in KSA?
What do I need to know about women using social media in KSA? 
What do I need to know about women’s health in KSA?
What do I need to know about KSA women’s health clubs?
References

Abdul Cader, A. (2015). Islamic Challenges to Advertising: A Saudi Arabian Perspective. 	Journal of Islamic Marketing , 166-187. (Abdul 2015).
	Cader (2015) in his research has explored the impact of advertising on conservative interpretation of Islam. The research has critically reviewed the literature available on advertising in context of Saudi Arabia. The results of the research revealed that the special care should be given to the advertising content aimed at targeting segments of Muslim societies. Writer in this research has concluded with the four important factors that should be brought into consideration before the advertising messages are created. The factors include the contents that avoid display of immorality, avoid using of musical instruments, women with proper and full dress and with conjectures of Islam and deceptive marketing messages should be avoided. The research is limited to the Hanbali sect of Saudi Arabia, however, its impact may be generalized to other Muslims of the world.  
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