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SINCE SOMETIME AGO | HAVE REALIZED THE NEED AND =
NECESSITY TO INTRODUCE THE FOLLOWING TOPIC. wor iy O 8 e~

ot actlnns understandmglnuk i e .
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DUE FOR THE LACK OF INTEREST, INFORMATION, AWARENESS ‘_’:ﬂ"i’]#ﬁ’" oy | E:s; Questions- ,m,m.n

ETC. FOR MANY ACADEMIC AND NON-ACADEMIC researchet‘,:::::nm eorvtl :'::-':“T

INSTITUTIONS AND CENTERS, AT MANY PLACES IN THE s Working

work

WORLD, WE HAVE DECIDED TO SHED THE LIGHT ONTO THIS
IMPORTANT SUBJECT THAT MANY STUDENTS NOWADAYS
NEED TO LEARN I|.E., HOW TO PRODUCE, INTRODUCE AND
SUBMIT (ANY) ACADEMIC AND SCIENTIFIC
PAPER/ARTICLE/RESEARCH IN THE PROPER WAY TO MAKE IT
RECOGNIZED WORLD WIDE.

| ALSO WILL TRY TO GIVE SOME IDEAS OF THE CONTENTS OF
THE VARIOUS CHAPTERS

IN ADDITION, THE PRESENT PAPER WILL BE USEFUL TO
DESCRIBE THE TYPICAL STRUCTURE FOR THOSE WHO AIM TO
GO ON WITH THEIR POSTGRADUATE RESEARCHES E.G.,
DOCTORAL AND MASTER THESES. THEREFORE, WE'VE
SELECTED CASE STUDY (IN COMMUNICATION AREA) BASED
ON AN EMPIRICAL DATA, AS EXAMPLE, FOR BETTER
CLARIFICATIONS AND SUPPORT.

CONCLUSION AND FUTURE PERSPECTIVES

IT IS NOT ABSOLUTELY NECESSARY TO STATE YOUR

CONCLUSIONS IN A SEPARATE CHAPTER. IN SOME CASES IT

COULD BE MORE CONVENIENT TO MERGE SOME OF YOUR
CONCLUSIONS WITH ‘DISCUSSION OF RESULTS’. REFERENCES

1. Adelswird, V. (1988) Styles of Success. On Impression
Management As Collaborative Action In Job Interviews.
THE MORE GENERAL CONCLUSIONS UNTIL THE FINAL CHAPTER. Link&ping University. Sweden

IT MIGHT, HOWEVER, BE ADVANTAGEOUS TO LEAVE SOME OF

IF YOU HAVE DECIDED TO DO SO, YOU SHOULD MAKE SURE 2. Courtesy Odegaard Writing & Research Center

THAT THIS CHAPTER IS EXPLICITLY RELATED TO THE QUESTIONS hitp://www.depts.washington.edu/owrc Adapted from
http://www.dartmouth.edu/~writing/materials/student/a
AND PROBLEMS YOU FORMULATED AT THE BEGINNING OF THE C_paper/write.shtml

PAPER/THESIS. SO THIS IS WHERE YOU SHOULD GIVE THE MORE 3. Essay Structure | - The Wriing Center - Harvard

GENERAL ANSWERS TO THE QUESTIONS ASKED THERE (DO NOT University
writingcenter.fas.harvard.edu/pages/essay-structure

ENTER INTO TOO MUCH DETAIL HERE, YOU DO NOT WANT TO

https://www.tcd.ie/Student_Counselling/student-
learning/.../structure/
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POLITENESS IN ARABIC CULTURE
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‘WHAT' WITH THE ‘HOW'. HOW WE SAY SOMETHING IS AT LEAST AS
IMPORTANT AS WHAT WE SAY. IN FACT, THE CONTENT AND FORM
ARE QUITE INSEPARABLE, BEING BUT TWO FACETS OF THE SAME
OBJECT. ACCORDING TO THOMAS (1995), THE PAST TWENTY YEARS
WITHIN PRAGMATICS THERE HAS BEEN A GREAT DEAL OF INTEREST IN
‘POLITENESS', TO SUCH EXTENT THAT POLITENESS THEORY COULD
ALMOST BE SEEN AS A SUB-DISCIPLINE OF PRAGMATICS. THEN
THOMAS CLAIMS THAT, MUCH HAS BEEN WRITTEN (COMPARATIVELY
LITTLE BASED ON EMPIRICAL RESEARCH) AND DIFFERENT THEORIES
AND PARADIGMS HAVE EMERGED. THOMAS ADDS, THAT WE FIND
PEOPLE ARE USING THE SAME TERMS IN VERY DIFFERENT WAYS, ARE
OPERATING WITH DIFFERENT DEFINITIONS OF ‘POLITENESS' AND ARE
TALKING AT CROSS-PURPOSES. THOMAS (1970 ARGUES, THAT WITHIN
THE VAST LITERATURE ON POLITENESS WHICH HAS BUILT UP SINCE THE
LATE 1970S WE FIND TREMENDOUS CONFUSION. THE CONFUSION
BEGINS WITH THE VERY TERM POLITENESS, WHICH HAS CAUSED MUCH
MISUNDERSTANDING. (THOMAS, 1970, p. 149)

CONCLUSION AND FUTURE PERSPECTIVES

1. ARABIC POLITENESS IS STRUCTURED AND CONTROLLED BY TWO
INFLUENCES: RELIGIOUS FAITH, AND SOCIAL CONVENTION

2. THE POWER OF RELIGIOUS FAITH EXPRESSIONS ARE STRONGER
THAN SOCIAL CONVENTION. INDEED, WE RARELY FIND
POLITENESS EXPRESSIONS WHICH DON'T MENTION GOD'S NAME

3. TITLES E.G., 'SIR' FOR INDIVIDUAL PERSONS IS A UNIVERSAL IN
AL CULTURES AND LANGUAGES, HOWEVER CULTURES DIFFER IN
THE DEGREE OF USING SUCH EXPRESSIONS

4. POLITENESS IN ARABIC CAN BE ANALYZED IN AT LEAST TEN
SEMANTIC CATEGORIES

S. HUMILITY IN ARABIC IS NOT EQUAL TO LOSS OF DIGNITY OR
FACE BUT TO SHOW HIGH DEGREE OF RESPECT BASED ON
RELIGIOUS AND SOCIAL RECOMMENDATIONS

6. IN ARABIC SOCIETY THE SOCIAL HIERARCHY WAS AND STILL
NOTICEABLE IN POLITENESS EXPRESSIONS

/. THE PRESENT STUDY SUPPORT THE IDEA EXPRESSED BY SOME
WRITERS REGARDING INTERACTION WITH ARABS WHICH
INCLUDES: LINGUISTIC, PHYSICAL AND ACT.
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INTRODUCTION
AS SOON AS WE WANT TO SPEAK, WE MUST CONSTANTLY MAKE
CHOICES OF MANY DIFFERENT KINDS OF E.G., WHAT WE WANT TO
SAY, HOW WE WANT TO SAY IT. SPECIFICALLY, WE MUST CHOOSE
WHAT SENTENCE TYPES, WORDS, AND EVEN SOUNDS BEST UNITE THE

»

A person who is nice to you,
but rude to the waiter,
is not a nice person.

» HENKUBASSEK com

Politeness is better than logic. You can often
persuade when you cannot convince.

(Josh Billings)

Izquotes.com
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WOMEN IN THE SAUDI PRESS: A FEMINIST PERSPECTIVE
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Journalists, Their Motives For Working In This Area 1000

And Their Writings. The Research Discusses How The
Culture Gender Segregation In Saudi Arabia Impacts =
Upon Saudi Media Representations Of Gender 600 -
Stereotypes And The Role Of Print Media (The Press) In
Exposing Women’s Issues To The Public And Forming
Public Opinion. I Utilized A Media Studies’ Approach 200 .

o =

Adopting An Islamic Feminist Perspective.

400

101 116

Okaz Al Madina Al Jazirah Al Riyadh

M Articles written by male journalists M Articles written by female journalists

M ETH O DO LOGY Table 4 Content Analysis of the period from (01/05/2011) to (07/05/2011)

*THIS RESEARCH APPLIED COMBINED METHODS (
QUALITATIVE AND QUANTITATIVE). I USED PERSONAL IN
DEPTH INTERVIEWS WITH FEMALE JOURNALISTS. I ALSO

APPLIED THE SURVEYS TO QUANTIFY THE NUMBER OF
ARTICLES WRITTEN BY FEMALE JOURNALISTS
COMPARED TO THE NUMBER OF ARTICLES WRITTEN BY
MALE JOURNALISTS. THE SAMPLE WAS SIMPLE NON
== = =i =

PROBABILITY SAMPLE.

*] THEN USE CONTENT ANALYSIS TO DETERMINE THE Okaz Al Madina Al Sazirah Al Riyadh
PRESENCE OF GENDER-RELATED SUBJECTS IN THE PRESS i e e i i i
IN SAUDI ARABIA, AND ALSO TO ANALYZE SAUDI
WOMEN’S CONTRIBUTION TO THE PRESS.

Table 5 Content Analysis of the Period from (22/02/2010) to (28/02/2010)

1200

REFERENCE

798

* PROKOP, M. (2003). SAUDI ARABIA: THE POLITICS OF 20
EDUCATION. INTERNATIONAL AFFAIRS, 79(1), 77-89. et

Okaz Al Madina Al Jazirah Al Riyadh

* MOHANTY, C. T. (2003). FEMINISM WITHOUT BORDERS: =
DECOLONIZING THEORY, PRACTICING SOLIDARITY.
DUKE UNIVERSITY PRESS BOOKS.
— — =

M Articles written by male journalists M Articles written by female journalists

Table 6 Content Analysis of the period from (20/01/2010) to (26/01/2010)

Research & Consultatipn Center
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INTRODUCTION FINDINGS
* This Phd Explored The Experience Of Female
Journalists Working In The Saudi Arabian Press. It .
Looks At The Difficulties They Face As Women
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SOCIAL MEDIA ON VIRTUAL SPACE: THE SAUDI MONARCHY REINVENTION ONLINE

DR. HANEEN MOHAMMAD SHOAIB
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KEYWORDS VIRTUAL SPACE CONSTRUCTING LEADERSHIP
VIRTUAL SPACE, SOCIAL MEDIA, TWITTER, DRAMATURGY, SAUDI
ARABIA, MONARCHY-ONLINE, IDENTITY, BACKSTAGE, FRONT STAGE, SOCIAL MEDIA GROWTH AND IMPACT ON IDENTITY FORMATION HAS

SCRIPTS, GENDER, RELIGION, CULTURE, POWER. BEEN AN IMPORTANT SUBJECT OF SCHOLARLY WORK
INTERNATIONALLY (Cul & PROSSER, 2014) AND HAS LED TO ITS
|NTRODUCT|0N UTILIZATION BY LEADERS AROUND THE WORLD. IN THIS PAPER WE

WILL EXPLORE AN EXAMPLE OF HOW VIRTUAL SPACE NAMELY
TWITTER HAS CONSTRUCTED LEADERSHIP (SAUDI MONARCHY-
ONLINE IDENTITY). WE ARE IN LINE WITH (ROPO ET AL. 2013;
FAIRHURST & GRANT, 2010) IN CONCEPTUALIZING LEADERSHIP AS A
SOCIALLY CONSTRUCTED PHENOMENON. IN ADDITION, WE CLAIM
THAT IT IS PERFORMED AND CONSTRUCTED ON VIRTUAL SPACE
THROUGH FOLLOWERS' VIRTUAL INTERACTIONS. IN OUR CASE THE
VIRTUAL SPACE RELATES TO SOCIAL INTERACTIONS ONLINE, AND
SPECIFICALLY RELATED TO THE SOCIAL MEDIA ENGAGEMENT OF
TWITTER.

VIRTUAL SPACE PROVIDES ALTERNATIVE WAYS OF SOCIALLY
CONSTRUCTING AND PERFORMING LEADERSHIP.  SOCIAL MEDIA
WORLDWIDE IS A PHENOMENA THAT IMPACTS AND INFLUENCES
IDENTITY CONSTRUCTION ON VIRTUAL SPACE. SAUDI ARABIA IS
CONSIDERED ONE OF THE TOP COUNTRIES IN TS USE OF SOCIAL
MEDIA, AND THAT IMMENSELY AFFECTS TS PEOPLE. EVEN THOUGH
SAUDI ARABIA IS BASED ON STRONG CULTURAL AND TRADITIONAL
ROOTS, IT STILL HOLDS SOME OF THE HIGHEST RANKINGS OF SOCIAL
MEDIA PENETRATION WORLDWIDE ON PLATFORMS SUCH AS TWITTER
AND YOUTUBE. THIS PAPER EXPLORES DIFFERENT FACETS OF THE |
SAUDI ARABIAN LEADERSHIP REFLECTED IN ITS MONARCHY-ONLINE
IDENTITY THAT 15 MANIFESTED THROUGH VIRTUAL sPACE oN Twitrer. | ISYAUIBIIAGT I YNRLY o]\ (e N e RN R )2 VR 1 1n'%
SOCIAL MEDIA PLAYS A SIGNIFICANT ROLE IN SHAPING AND
INFLUENCING IDENTITIES IN RELATION TO THE AMOUNT AND DEPTH OF
SELF-DISCLOSURE. AS SAUDI ARABIA TOPS THE RANKS ON ITS USE OF SOCIAL MEDIA
WITH MOST OF ITS YOUNG GENERATION CONNECTED TO THE
METHODOLOGY INTERNET, IT WAS THE CATALYST FOR THE MONARCHY TO STEP INTO
VIRTUAL SPACE TO ESTABLISH ITS POWER. THE MONARCHY ON
TWITTER'S SPACE HAS CREATED FOR ITSELF AN ONLINE IDENTITY AND

BY EMPLOYING A DRAMATURGICAL LENS VARIOUS PRESENCE WHICH, IS AN IMPORTANT PART OF THE VIRTUAL
COMPONENTS OF MONARCHY-ONLINE IDENTITY IN LEADERSHIP ROLE AND CAN BE SEEN IN THE USE OF MEDIA ARTIFACTS
RELATION TO THE BACKSTAGE SCRIPTS OF VIRTUAL SPACE REPRESENTED BY SYMBOLS SUCH AS THE KING'S PROFILE PICTURE,
INTERACTIONS AND THE FRONT STAGE SCRIPTS OF WORDS, AND PHOTOS.

TRADITIONAL MEDIA ARE EXPOSED. IN THIS STUDY, THE
MICRO ANALYSIS OF SOCIAL VIRTUAL INTERACTIONS IS
ENHANCED BY GOFFMAN'S (1974) FRAME ANALYSIS THAT CONCLUSION AND FUTURE PERSPECTIVES
UTILIZES MICRO INCIDENTS (TWEETS) THROUGH THE BIGGER
CULTURAL AND SOCIETAL ELEMENTS THAT GOVERN THEM.
COMBINING DRAMATURGY AND FRAME ANALYSIS IS A ADOPTING A FEMINIST ETHICS OF CARE, WE NOTICE THAT THE
COMPLEMENTARY METHODOLOGICAL APPROACH THAT IS MONARCHY-ONLINE IDENTITY IS BRINGING THE NATION TOGETHER
A NECESSITY TO UNDERSTAND INCIDENTS THAT ARE AROUND A UNIFIED STABLE SOURCE OF POWER THAT IS COMFORTING
CULTURALLY SENSITIVE (SHOAIB, 2012). THE RESEARCH IN A TIME OF TRANSITON. IN SUCH A RESPONSIBLE WAY OF
WILL FOCUS ON THE TIMELINE OF THE OFFICIAL TWITTER RELATION, PEOPLE WILL BE BROUGHT TOGETHER RATHER THAN BEING
ACCOUNT OF KING SALMAN BIN ABDUL-AZIZ AL SAUD PULLED APART (GILLIGAN, 1982). EVEN THOUGH, THE MONARCHY-
AND HOW SOCIAL MEDIA AFFECTED THE MONARCHY- ONLINE IDENTITY IS NOT FULLY UTILZING A COMMUNICATION

ONLINE IDENTITY. DIALOGUE WITH THE PUBLIC IT HAS THE POTENTIAL TO ENGAGE WITH
PEOPLE LOCALLY AND GLOBALLY IN TWO-WAY FORM OF
COMMUNICATION.

ANALYSIS

REFERENCES

THE RESEARCH INCORPORATES MULTIDISCIPLINARY PERSPECTIVES TO | [{-Cu, L. T. & PROSSER, M. H. (EDS.) (2014). SOCIAL MEDIA IN ASIA. LAKE OSWEGO,
ANALYZE THE ROLE OF VIRTUAL SPACE ON THE CONSTRUCTION OF OR: DIGNITY PRESS

IDENTITY. THE FIRST PERSPECTIVE LOOKS INTO THE ROLE OF CULTURE| |2-FAIRHURST, G.T., & GRANT, D. (2010). THE SOCIAL CONSTRUCTION OF LEADERSHIP: A
) . SAILING GUIDE. MANAGEMENT COMMUNICATION QUARTERLY, 24(2), 171-210.
AND GENDER IN SAUDI ARABIA'S VIRTUAL SPACE INTERACTIONS. THE 3-GILLGAN, C. (1982). IN A DIFFERENT VOICE. BOSTON: HARVARD UNIVERSITY PRESS.

SECOND EXAMINES THE IMPORTANCE OF RELIGION. THE THIRD| |4-GoFFMmAN,E. (1974). FRAME ANALYSIS. LONDON: PENGUIN.

ILLUMINATES THE POWER OF SOCIAL MEDIA. 5-ROPO, A., SAUER, E., & SALOVAARA, P. (2013). EMBODIMENT OF LEADERSHIP
THROUGH MATERIAL PLACE. LEADERSHIP, 9(3), 378-395.

6-SHOAIB, H., (2012) THE ENACTMENT OF POWER WITHIN STRATEGIC INTERACTIONS: A
SAUDI ARABIAN CASE STUDY. THESIS (PHD). UNIVERSITY OF EXETER, EXETER.
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EMOTIONAL BRANDING: A CROSS CULTURAL COMPARISON OF THE IMPACT OF ADVERTISEMENTS’ EMOTIONAL
APPEALS CONGRUENCY WITH THE SAUDI AND BRITISH CULTURE ON CONSUMERS’ RESPONSES

Ms. DEEMA SONBOL-DR. EIMAN KURDI-MS. RUA LARY

UNIVERSITY OF BUSINESS AND TECHNOLOGY- JEDDAH COLLEGE OF ADVERTISING D.SONBOL@UBT.EDU.SA
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RESEARCH SUMMARY RESEARCH OBJECTIVES
IN THIS RESEARCH, THE AUTHORS WILL INVESTIGATE TO WHAT 1- EXAMINE THE CONGRUENCY BETWEEN THE TYPES OF EMOTIONAL
EXTENT THE EMOTIONAL APPEALS, EMPLOYED IN BOTH THE APPEALS BEING PORTRAYED IN THE SAUDI AND BRITISH ADS WITH BOTH
SAUDI AND BRITISH ADVERTISEMENTS, MATCH OR ARE COUNTRIES' CULTURE AND ITS EFFECTIVENESS ON CONSUMERS'
CONGRUENT WITH THE CULTURE AND CONSUMERS’ VALUES. RESPONSES/BRAND PREFERENCES.
ALSO, THE AUTHORS WILL ADOPT A MIXED METHOD
APFROACH TO INVESTIGATE THE UNDERLYING REASONS OF 2- INVESTIGATE THE GENDER DIFFERENCES IN TERMS OF PREFERRING
WHY CONSUMERS TEND TO GRAVITATE TOWARDS CERTAIN CERTAIN ADVERTISING EMOTIONAL APPEALS.
BRANDS AND THEIR ADVERTISEMENTS. ALSO, THE RESEARCH
WILL EMPLOY CONTENT ANALYSIS TO EXAMINE THE TYPES OF
APPEALS IN THE PREFERRED ADS BY THE CONSUMERS. IN
ADDITION, THE AUTHORS WILL SHED LIGHT ON THE GENDER
DIFFERENCES IN TERMS OF AD APPEAL PREFERENCES AND THE
CULTURAL IMPLICATIONS OF THE SELECTION OF CERTAIN TYPES
we @ brands
RESEARCH QUESTIONS
METHODOLOGY
THE AUTHORS OF THIS STUDY WILL EMPLOY A MIXED-METHOD
APPROACH TO ENSURE GENERALIZATION OF DATA. ALSO,
CONTENT ANALYSIS WILL BE ADOPTED TO ANALYZE THE
ADVERTISEMENTS IN TERMS OF APPEAL ADOPTION.
RQ2: Are culturally congruent RESEARCH DESIGN
advertising appeals effective
on consumers’' responses and .p | )
brand preference? felpleil J
*Sample group
RQ3: What are the gender
differences, in both countries, ,
in terms of preferring certain *Data collection
types of ads’ emotional .
appeals? «Data analysis
FROM THE UNITED STATES AND FRANCE. JOURNAL OF ADVERTISING, 21(4), 73-81. RETRIEVED FEBRUARY 9, 2012, FROM BUSINESS SOURCE COMPLETE DATABASE. PY D is C U ss i o n
CHANG, C. (2005). SEEING THE SMALL PICTURE: AD-SELF VERSUS AD-CULTURE CONGRUENCY IN INTERNATIONAL ADVERTISING. JOURNAL OF BUSINESS AND PSYCHOLOGY, 20(3). e _
%;;Lai;: M. (2008). THE APPLICATION OF FEMINISM IN THE ARAB WORLD: RESEARCH PERSPECIIVES. EDUCATION, BUSINESS AND SOCIETY: CONTEMPORARY MIDDLE EASTERN ISSUES, 1 (3), [ ) R e C O m m e n d O ‘I'io n S
GOBE, M. (2011). EMOTONAL BRANDING: THE NEW PARADIGM FOR CONNECTING BRANDS 10
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BRANDING AND IDENTITY: LOGOS OF EDUCATIONAL INSTITUTIONS IN TRIPOLI-
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INTRODUCTION

THIS RESEARCH STUDY THE VISUAL IDENTITY AND BRANDS OF A
COLLECTION OF SELECTED LOGQOS OF EDUCATIONAL INSTITUTIONS IN
THE CITY OF TRIPOLI, NORTHERN LEBANON. IT DISCUSSES THE
CHARACTERISTICS OF EACH BRAND, THROUGH A DETAILED
DECONSTRUCTION OF ITS GRAPHICAL ELEMENTS AND COMPONENTS.
THE WORK AIMS TO CLASSIFY THE SELECTED EXAMPLES INTO 3 MAJOR
CATEGORIES.

Lebanese University

FINDINGS

® A LOGO IS THE CARRIER OF A BRAND'S VISION AND MOTIVATION.

® THE MOTIVATION TO CREATE NEW EDUCATIONAL INSTITUTIONS IN
TRIPOLI GOES BACK TO THE FACT THAT MOST OF THEM ARE
ORIGINALLY GUIDED BY NON BENEFICIAL ASSOCIATIONS WITH A
RELIGIOUS BACKGROUND.

® THE NEED TO CREATE NEW SCHOOLS COMES FROM THE FACT OF A
CHANGE IN SOCIAL BEHAVIOR, SPECIALLY IN THE AFTER CIVIL WAR
PERIOD.

® THE VISUAL IDENTITY OF SCHOOLS IN TRIPOLI DO REFLECT A SOCIAL-
RELIGIOUS BELONGING.

® THE ROLE OF FEMALE IN THE WORKING FIELD, IN TRIPOLI, IS DIRECTLY
RELATED TO HER FIRST STARTS IN THE EDUCATIONAL SYSTEM.

METHODOLOGIES

REFERENCES

THE COMPARATIVE STUDY IS THE MAIN TOOL USED THROUGHOUT
THIS RESEARCH. THE ANALYSIS IS BACKED UP WITH A QUALITATIVE
INFORMATION AVAILABLE THROUGH INTERVIEWS WITH SCHOOL
OWNERS, CORPORATE COMPANIES AND DESIGNERS OF VISUAL
IDENTITY. IT'S A PROBABILITY SAMPLE, WHICH IS A JUDGMENTAL.

OBJECTIVES

® THE ORIGINALITY OF THE WORK RESIDE IN THE FACT THAT NO
EXISTING STUDY HAS BEEN DONE BEFORE REGARDING THIS
SUBJECT.

® THE MAJOR OUTCOME IS TO STATE THAT SCHOOLS' LOGOS DO
REFLECT A SOCIAL-CULTURAL-RELIGIOUS BELONGING THROUGH
THEIR VISUAL IDENTITIES.

* Eco, U 1988, LE SIGNE, LABOR, BRUXELLES.
® |TTEN, J 1988, ART DE LA COULEUR, DESSAIN ET TOLRA, PARIS.
® BARTHES, R 1964, ELEMENTS DE SEMIOLOGIE, POCHE, PARIS.

* QOacILvy, D 2012, CONFESSIONS OF AN ADVERTISING MAN,
SOUTHBANK PUBLISHING, LONDON.

* TADMORI, O 2009, TARIKH TARABLOS AL HADAR! KABEL EL
OSSOUR, DAR EL FORKAN, BEIRUT.
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