The Organic reach via Social Media continues to decline
meaning less people see what you post.

CSOs need Social Media ads to boost visibility




Introduction

Although it is said that a number of online communities are able to
reach high organic reach and engagement, however, most online
communities need to use digital ads to increase awareness about their
product or service, increase page likes, or divert website conversions.

Digital ads used to be complicated to launch and track optimization,
but with the new technologies and platforms digital ads have become
easier but more costly, because of the large number of companies and
users online.
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Budget For
Social Media Ads




e Factor ad budget in every grant application

« Have a daily budget to boost visibility of your Social
Media content.

e Target your ads to your existing email database (FB/TW)

e Use Lookalike Audiences to reach new people



Calculate Budget and Number [FF==g

of Visitors MEPI

* Facebook Ads: What budget can be allocated? (Cost per
visitor is $0.45 to $2)

o Twitter Ads: What budget can be allocated? (Cost per
visitor is $0.45 to $2) (Minimum campaign of $12,000)

e Google Visitor: $1to $1.5 per visitor
* LinkedIn Visitor: $2 to $3 per visitor



Calculate Ad Budget
Distribution

* Do you have your ad budget?
* Do you know how you will distribute the budget?

* Are you looking for a simple way to calculate how to
distribute your budget?

SIMPLE!
e T A S



Calculate Ad Budget
Distribution

e This sheet will not only allow you to distribute your
budget. Moreover, it will allow you to perceive how you
will spend your next budget according to the results.
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Calculate Budget Distribution

Budget | Forecast Spend

Facebook + Google $2,995 51,974

$1,497 $1.494

$1,497 5480
Mobile App Facebook A0 (N S A S - S A - A - I A S S A (-

acebook Totals_ t8.00 | $24.00 | t4800 | t45.00 | $46.00 | $45.00 | $36.00 | $112.00 | +112.00 | $50.00 | $50.00 | $50.00 | $50.00 | t0.00 | $0.00
Ad1: TML - App lastalls [US) 572.00 $t500 | 3500 | $500 | $500 | 3600 | $BO00 | $BO0 | $5O0 | 3300 | 000 | $0.00 | 3000 | OO0 | too0 | go.00
Ad 1: TML - App lnstalls [UK) 564.00 $0.00 $8.00 1800 $5.00 1800 $8.00 $8.00 $8.00 $8.00 $0.00 $0.00 $0.00 $0.00 $0.00 $0.00
Ad 1: TML - App lastalls (UAE) $64.00 $000 | $8.00 | $500 | $5.00 | $E00 | $E00 | {E00 | $5.00 | $5.00 | $0.00 | $0.00 | $0.00 | $0.00 | 000 | go.00
Ad 1: THL - App Inztalls [KSA) 556.00 $t000 | 3000 | $500 | $500 | 3600 | $BO00 | $BO0 | $5O0 | 3300 | 000 | $0.00 | 3000 | OO0 | too0 | go.00
Ad 1: TML - App lnztallz (LEE) $56.00 t000 | soo0 | 3500 | 3500 | 3600 | gE00 | $B00 | sB00 | 3300 | jooo | soo0 | soo0 | o0 | gooe | go.00
Ad 1: TML - App lnztallz [KWT) 556.00 $000 | $0.00 | $500 | $5.00 | $E00 | $E00 | {E00 | $5.00 | $5.00 | $0.00 | $0.00 | $0.00 | $0.00 | 000 | g0.00
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Calculate Budget Distribution |7 ™

MAIN EVENTS AND THEMES FOR SOCIAL MEDIA COVERAGE

Budget % of Total Budget

Facebook Budget

TotalBudget for Content Promotion and Engagement: AED 84,987 69%
Twitter Budget
" LinkedIn Budget TotalBudget for People AED 39,013 31%

Google Budget Total Budget AED 124,000




Calculate Budget Distribution

Ad Budget Distribution

Promoting Showcases
9.4%
Promoting Visitor Interests

11.3%
Events within WETEX

33.4%
Promoting Publication

6.7%

Promoting Seminars
25.6%

Promoting Exhibitors
13.5%
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Facebook Ads



Facebook’s Ad Structure [ &

Creating a Facebook Ad Structure not only helps you create
full content preparation before launching ad(s).

By preparing an ad structure you are set to not lose time
with:

 Number of characters in the Headline (25 characters)
 Number of characters in the text (90 characters)

 Image Size Recommendations for the ad type
e Back and forth approvals for content



Headline: Social Media Campaign Strategies
(25 characters)

Description: Are you looking to improve you social media campaigns?
(90 characters) Register Now!

Display URL: www.aymanitani.com

(Characters depending on

Ad)

media



Facebook’s Ad

Facebook Ad structure differs by where it is set on the page:
* Desktop Newsfeed

 Mobile Newsfeed

e Right-hand side Newsfeed

With the various sets of Ads, each delivers a certain
dimension size for the image. The recommended sizes for
images of ads are 1200 x 444 pixels or 1200 x 628 pixels.
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V1| Social Media Assessment of
11/} | Your Business

Sponsored -

Qur CEOQ, Ayman Itani is speaking at
#GITEX2014 tomorrow at 2:30 pm about
Digital and Social Media Guidelines for Start-
ups and Entreprensurs. Don't miss itl

sored - | SLHAILH R B | | l
Our CEC, Ayman ltani is speaking at #GITEX2014 tomorrow at 2:30 pm ,_ff’"“”‘T plotan free | ; L
about Digital and Social Media Guidelines for Start-ups and Entrepreneurs. e e i

haat Frva qufﬁp

Py proteds

Don't miss it!
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SURATCH | owirayr amo I
DAILY
55% magnesium S T cholestrol

theat free qufn 35°
¥g protein Fgma loi | ]
79 dietary fibre ©°% . Social Media Club session in
SUPERFOO - GITEX2014
ALMON[] KIwi[] K J whatsupuae wordpress.com
BEETROOT[] BLUE
\RSotiab Media Cl : i .

A i v |ﬁ Like B Comment = Share

WHATSUPUAE WORDPRESS.COM

Like - Comment - Share



Facebook Launches Cross- [
Device Reporting for Ads §

Facebook announced a way to track performance of
advertising across devices. This will enable advertisers to
see how people are balancing desktop, mobile and tablet
before they make a conversion.

Advertisers can see how different devices influenced a
website conversion and mobile app actions, as well as the
value of the website conversion

http://www.insidefacebook.com/2014/08/13/facebook-launches-cross-device-

reporting-for-ads/
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Facebook Launches Cross-
Device Reporting for Ads

Cross device conversions over time

66% 67 % i
32%
22%
11%
1 day prior 7 days prior 28 days prior

Mabile Click Il t/chbile view

http://www.insidefacebook.com/2014/08/13/facebook-launches-cross-device

reporting-for-ads/



Facebook Launches Cross- [
Device Reporting for Ads §

Facebook blogged about this new capability:

Imagine seeing an ad for a product on your mobile phone while in
line at the bank. Do you immediately make a purchase on your
phone? Probably not. Facebook already offers targeting, delivery
and conversion measurement across devices. With the new cross-
device report, advertisers are now able to view the devices on
which people see ads and the devices on which conversions

subsequently occur.

http://www.insidefacebook.com/2014/08/13/facebook-launches-cross-device-

reporting-for-ads/



Facebook Launches Cross- [
Device Reporting for Ads §

* Forinstance, a marketer can view the number of
customers that clicked an ad on an iPhone but then later
converted on desktop, or the number of people that saw
an ad on desktop but then converted on an Android

tablet.

http://www.insidefacebook.com/2014/08/13/facebook-launches-cross-device-

reporting-for-ads/
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Facebook Launches Cross-
Device Reporting for Ads

Wobaite Conversion ) Mobde App Actions () Weballe Conversion Valss ()
B i 6,21 5,961 52386215
Toile Tikni Toita

iPreany &1 Dervided 3R 3893 531 468,72
Androsd Smarphons 131 & £250.08

Andreid Tazaat 21 B 000

Deakiog 2,0 o £1755715

iPad 414 185 JEs02R

iPnana 1233 2,054 £2.00220

iPad a 1 £0.00

http://www.insidefacebook.com/2014/08/13/facebook-launches-cross-device-

reporting-for-ads/




Manage Facebook Ads
through Mobile

Ad Managers is now available on mobile devices,
advertisers can monitor and optimize their ads:

e Pause or resume campaigns
e Edit budgets and schedules
e View insights

 Respond to alerts

http://www.insidefacebook.com/2014/07/16/facebook-launches-ads-manager-for-

mobile/
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Manage Facebook Ads
through Mobile

media http://www.insidefacebook.com/2014/07/16/facebook-launches-ads-manager-for-
mobile/




Through Facebook Ad Managers you are able to track how
your ads are performing. However, depending on the ad
and objective behind the ad, you must view certain details.

~or example, when running an“Install app” ad, you must
ook at several important factors, to identify which ad is
nerforming better, which locations should be removed,...




Start Date
2014-08-07
2014-08-07
20140807
2014-08-07
2014-08-07
2014-08-07
2014-08-07
2014-08-07
2014-08-07
2014-08-07

2014-08-07
20140807
20140807
20140807
20140807
2014-08-07
20140807
20140807
20140807
20140807

End Date
20140303
2014-08-03
20140903
20140903
2014-09-03
20140303
2014-053-03
201440803
20140903
2014-09-03

2014-05-03
20140503
2014-05-03
2014-09-03
2014-09-03
2014-09-03
20140503
2014-05-03
2014-09-03
2014-09-03

Ad Set

Mobile App Install - MiddleEast + AP arents
Mobile App Install - MiddleEast + AP arents
Mobile App Install - MiddleEast + AP arents
Mabile App Install - MiddleEast + AP arerts
Mobile App Install - MiddleEast + AP arents
Mobile App Install - MiddleEast + AP arents
Mobile App Install - MiddleEast + AP arerts
Mobile App Install - MiddleEast + AP arents
Mabile App Install - MiddleEast + AP arerts
Mabile App Install - MiddleEast + AP arents

Mabile App - Al MiddleE 2=t
Mabile App - All MiddleE a5t
Mabile App - Al MiddleE a5t
Mabile App - &l MiddleE ast
Mabile App - All MiddleE ast
Mabile App - &ll MiddleE ast
Mabile App - All MiddleE a5t
Mabile App - Al MiddleE a5t
Mabilz App - 4l MiddleEast
Mobile App - &l MiddleE ast

Ad

Mabile - App Installs
Mabile - App Installs
Mabile - App Installs
Mabile - App Installs
Mobile - App Installs
Mabile - App Installs
Mabile - App Installs
Mabile - App Installs
Mabile - App Installs
Mabile - App Installs

Mabile - App Installs
Mabile - App Installs
Mabile - App Installs
Mabile - App Installs
Mabile - App Installs
Mabile - App Installs
Mabile - App Installs
Mabile - App Installs
Mabilz - App Installs
Mobile - App Installs

Country

AE
BH
EG
L]
Jo
F!
LB
ar
QA
Sh

AE
BH
EG
L=}

Jo
F!
LB

[mly
[}
Sh

media

Cost Per Click (CPC) (USD)

0222303
0260275
0033275
0050382
0.080701
02137
0.115235
0.413263
0.297317
0.206305

0.033825
0.223423
0.051833
0.037503
0.040026
0.055053
0.055723
0114474
0.03z2
0.067301

Click-Through Rate [CTR]
0.650657
0.393467
1055745

1945851
1146214
0.570251
1161691
0.356272
0.40573
0.683312

1448358
0.434001
1341357
1703504
1724215
1322618
2166967
0.841266
0.336163
1631066

Ad Report Template

Amount Spent (USD] Clicks Reach

3373
937
35471
42,22
48.34
25.51
46.43
T.E3
24,38
gd.35

AL
a2
3373
14045
46.03
20,87
3288
4,33
.36
5761

152
36
T3
&33
533
13
333
13
az
403

153
35
651
3745
=0
237
530
aa
130
856

G227
3™
ITEET
7218
G354
432
Ta23
1413
5232
14835

a556
2350
106633
B1501
13552
G324
13133
2002
BZ25
25434
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Cost Per 1,000 Impressions [CPM) (USD)
1446428
1039725
1043035
0.930356
0.925008
1222446
1374224
1473467
1206453
1410366

1356324
110374
0636453
0.6385871
0.630136
1164556
1207625
0.963023
0.916475
103773




Moreover, to identify more how your “Install App”ad is
performing:

 Identify the countries the downloads are coming from
 Number of downloads in each country

e Total spent on each country

e and finally the cost per download (CPD)



Finally to calculate the cost per download you must:

Divide the total spent for each country with the total
downloads of each country:

Total Spent/Total Downloads = CPD
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Ad Report Template

Country Downloads (Total: 7-14) Total Spend(Total: 7-14) CPD (Total: 7-14)
United Arab Emirates 164 13.28 0.08
Lebanon 65 16.16 0.25
Oman s} 3.44 0.57
Qatar 20 8.83 0.44
Kuwait 112 11.63 0.1
Jordan 162 23.29 0.14
Bahrain 10 4.62 0.46
Egypt 778 157.28 0.2
Iraqg n/a 31.61

Saudi Arabic 282 34.19 0.12

media



Facebook Ads Report

Total Number 2.545 The important aspects in an
b e 2 ol ad report would be:
Total Number fég:?‘%m N e Total Nu. mber of

6,130 - anressmns |
ot Number  srhescomeronpeopete - Total Number of Clients
6,087 “ e Total Number of Actions
Tzotsa;?;hg L  Total Reach

e Total Number of Page Likes




Additionally, calculating the total of posts, likes, and
shares, allows you to evaluate how on ad is doing than the
other. This will also provide you with information of how to
enhance your future ad campaigns.




There are 3 categories of messages that need to be
boosted.

The main target of boosting a post is to reach users and
increase the chances for them to see your post.

“Category A" S5 per day for important news about the CSOs
“Category B” $15 per day to get Page Likes
“Category C” S50 per day for upcoming events



******
*****
******
*****

*****
******
*****
******

Facebook
Lookalike Audience




E-mail Database)

Creating a Lookalike Audience based on email database,
makes you target new audience similar to your visitors or
to your email addresses already matched on Facebook,
and who are interested in your services and work.

Your reach will be expanded and will drive more QL
potential users to your Facebook page or to your

website.
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Facebook Ads
Visuals




Lookalike Audience (Based =g
on E-mail Database) e

Creating a Lookalike Audience based on email database,
makes you target new audience similar to your visitors or
to your email addresses already matched on Facebook,
and who are interested in your services and work.

Your reach will be expanded and will drive more QL
potential users to your Facebook page or to your

website.




******
*****
* ok ok ok ok

*****

s Facebook Ads Policy

Facebook has created a web links which allows you to
test your Ad and the Text percentage (%). The text must
not exceed 20% of the image.

If your logo has text, Facebook might and might not take
it into consideration of actual text, allowing the ad to be
rejected.
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Facebook Ads Policy

media
LABRS

http://adespresso.com/academy/blog/facebook-ads-policy-text-in-pictures/
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Facebook Ads Policy

X
11 Social Media Assessment of Your il Like Page o
i Fd Business &
Sponsored - @& Q) ramsey Hassan and 5 others
Free public event, exploring the latest fashion trends in Social Media. Join SPONSORED ¥ Create Ad
us now!
002 ®
QA—@O- Q'G
® O+ o~-O@ soew meou raexos
0‘- O«.;. @:.0 Faskion & Rotall
o oile

SOCIAL MEDIA TRENDS

Fashion & Retail Keep Up with the Trends

www.meetup.com
Free public event, exploring the latest fashion

trends in Social Media. Join us now!

Keep Up with the Trends

WWW.MEETUP.COM GITEX TECHNOLOQGY WEEK

Like - Comment - Share

http://adespresso.com/academy/blog/facebook-ads-policy-text-in-pictures/
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Example of Ads
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* A * #
* Ok A *
* % 4 * #

Twitter Ads




Twitter Ad Interface

Whether you are looking for more followers, increase
engagement, drive business or website traffic you can find the
right ad solutions.

Twitter Ad Interface not only makes it easier to create and

optimize campaigns but only pay for the actions aligned with
your marketing objective.









TML Reach

PROMOTED ACCOUNT

Qive your campaign a name.

' TML Reach|

PROMOTED ACCOUNT CAMPAIGN — SWITCH

+ When do you want to run this campaign?
Learn more about setting campaign timeframes.

@© Start immediately, run continuously @ Gustomize start and end dates

Targeting

+ Choose your primary method of targeting.

Interests and followers
Reach people with specific interests or whe are similar to followers of specific

Tailored audiences

Reach people using your own data
ounts TARGET YOUR BEXISTING CUSTOMERS AND PROSPECTS

FINDING NEW AUDIENCES - GCONVERSATION - PUBLICITY

UL.S.-Middle East Partnership Initiative

TML Rsach

PROMOTED ACCOUNT - TARGITING INTERCSTS AND USTRS Apc 10, 2014 - Apr 23, 2014

Usaes like your follownrs Like followers of any of 2 users n1
lecation With any of 4 interests

® Target specific locations Show atts =1 all availabies locations

o | Impord multipls lecations

Ursteet sty Ermrates

Limit targeting by gender.

Limit targeting by exclurding list audisncns.

Bota

= Toll usors wiy they ehould follew your aceount

Diaptayed in bath the mobie and web tmelines. See best Drac

Avatibie

Thiink Modia Labs

Faceback Pages mdasign: 4 things s will want to do o

Think Modia Lol
#Tiwitter buys Cover, makar of altemnate Ancroid lock screen aw

Think Modia Labs g
#adobe Launches Lightroom for ##ad

) Think Mecko Laba @
Think Madia Labs 4 .._J Be an insider’ Folow us to get the laiest

Report: Morm ad are coming &0 8Twitter -a ot mon ow.lyhullys uirdules wd exthusive dods

Think Media Laba

5} Think Mndia Laba A A -

Save campaign JReUCT]



witter Ad Interface

Beta

* Tell users why they should follow your account

Displayed in both the mobile and web timelines. See best practices.

Available 1 currently promoted Promote a new Twest

Think Media Labs @thinkmedialabs ess than § seconds ago
Follow us on Twitter to stay updated with recent #SocialMedia news!
Limited delivery

&)

'

Think Media Labs @thinkmedialabs about 22 hours ago
Facebook Pages redesign: 4 things businesses will want to do ow.ly/vAPgC

)

Think Media Labs @thinkmedialabs 8 Apr, 3:06 AM
#Twitter buys Cover, maker of alternate Android lock screen ow.ly/vy80t

1)

Think Media Labs @thinkmedialabs 8 Apr, 1:31 AM
#Adobe Launches Lightroom for #iPad ow.ly/vxZAP

K

Think Media Labs @thinkmedialabs 7 Apr, 12:26 AM
Report: More ads are coming to #Twitter -a lot more ow.ly/vullyz

Think Media Labs @thinkmedialabs 5 Apr, 5:15 AM

Compose a new Tweet. For example: Be an insider! Follow us to get exclusive
deals and the latest updates.

(O] 9 l 140 ‘Save promoted Tweet

Your Tweet will be when ign | h

BI B

Tweet will only be shown to users targeted in a campaign (not to your followers)

U.S.-Middle Ea

= Think Media Labs @thinkmedialabs
)
J Follow us on Twitter to stay updated with recent

#SocialMedia news!

Think Media Labs

Ed Promoted

st Partnership Initiative



Targsting
* Choosa your primary mathod of targating.

% Interests and followers
Fimacch umcslr with tgomesbe: rtoremts cr whe aem ssslar T fnliwrs of gt

* Add Busernameos to tget peopie similar 1o that user's followsn,

Tarqating Bussrmamas alows. you 1o tAGER kA with intarmess. Bmiar 1o followare of sy of thoes scecute For
example, enter w0 Bty g on Twitter. Seach Twmes for
Bruriles |

BuBANAMES or | impert multiphs Sussmamas

,EWIM vnum-—m-u:ﬁ-.umm-

A Busemames ke GHHE

i, Gthirkmedialais and mom to expand your audence

] Al target users bike your followers

+ Add Interest categores 1o targnt o broader audience as well,

Iitwems catgies mermats potantisl mach e sy o Veud it iy
addacn to any Gusemames you enter abave

oF | BMowst Canegones

* Choosa all of the locations you want to mach.

Tintar countries, statas/ragions, mates arsat, of poatal codes. Lime your reach 13 any combination of locstcns
currently avadabile. Leam more

B Target specific bocations Show ads in al available lcations

5, g, b o | Import mullips locations

BOK

EETIMATED ALIDIENGE SIZE

TARGETING SUMMASY
+ Users bie your folowers.

+ Like followers of any of 2

Budgst - Al amounts in USD $

* Set a total budget (optional).

If sat, this campaign will stop running once this budget has been reached. We will not exceed this amount during
ihe life of the campaign. Learn mere

3 50 i

* Set a daily maximum (required).

Cap the amount you will spend each day. The maximum resets daily at midnight, America/Los Angeles time. Learn
more

3|5

Pacing options

* Enter the maximum amount you are willing to spend per follow.

You only pay when a user follows your account. You will never be charged mors than your maximum bid, and you
usually pay less. Learn more

$ 3 Suggested bid: §2.50 - 3.50

U.5.-Middle East Partnership Initiative

CAMPAIGN WILL
= Start on Apr 10, 2014
AND Stop after $50 total spent
OR Stop on Apr 23, 2014

BUDGETING
- Pay at most $5 per day
AND Pay $0.01—3%3 per
follower

ESTIMATED REACH

mova your
astimated reach closar to tha full

targated audiance.
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er Ad Interface

2

m I TML Reach Started 10 Apr 2014
ACCOUNT - INTEREATS Ends 23 Apr 2014
Targeting: 4 2 ugers + 1 location TOTAL BUDGET TWILY RUDGET MAX R
S50 55 $3.00
Yo CAMPAIGN N Been CIRMENE SUCCRSSILY. Désmins
10 Ap 2014 TAM - T0.Apr Uipate
= pccounts 0 0 50
IMPHRESSIONS FOLLOWS SPEND
= Tweats
0 Pisticems
¥ Locations
% Gonges
2 Inteensin
@ Hares
+ cav Shown ng campakn Engagement meincs  Sipend meincs
From— Marne and campaign type Dates Impressions Ergagements Falicrw rute
X & L3 m - 'y (=]

B ML Bnach 10 Apr 23 e o 0.00%

®-9-8-9 T™ILReach

PROMOTED ACCOUNT - TARGETING INTERESTS AND USERS - Apr 10, 2014 = Apr 23, 2014 -
Users ke your followers Liker followers of any of 2 users In1 TOTAL HUDGET DMLY RUIDGET BLAXIMLIM B
locaticn .~ - With any of 4 intarests $50 i5 %3

1 Twaat manually salactad

P gy o
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Google Ads
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Google My Business

Get your business on Google for free

New - Google My Business connects you directly with customers, whether they're looking for you
on Search, Maps or Google+.

Get on Google

: ] vl Uy Y | ON a;.
CHOCOLATS &
o
44 8
Dandelion Chocolate il

217 folownes on Googies

Dirsctions  Wiite s review Fosam

Address: 740 Valencla 51, San Francisco, CA 4110 l. * -‘:_
Phone: (415) 3480942

gevy
4 Hours: 10,00 am = 8.00 gm

Manu: Gandalicrehocoiate com

media



Google My Business

All you need to do is:

 Show up across Google

* Give customers the right info they need to know about
your business

 Show up on Google Maps and Google+
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Google My Business

local business on Google and share information on
Google Maps.

* You can show business locations in your AdWords ads by
using location extensions where you display your
business name, address and phone number with your ad
to help customers connect you directly



Google My Business

e The size limit for all image ads is 150 kilobytes.

o 468 x 60

o T28x90

o 1024 x 390
o 970 x90

o 980 x120
o 930 x 180
o 250 x 250
o 200 x 200
o 336 x 280
o 300 x 250
o 970 x 250
« 120 x 600
« 160 x 600
o 425 x 600
« 300600
« 320x50

300 x &0
240 x 400
250 x 360
480 x 32
300 x 1050
768 x 1024
1024 x 768
580 x 400
480 x 320
320 x 480
300x100
750x300
750x200

95090
B88x31
220x90
300x31
320100
980x30
240x133
200x446
292x30
960x30
970x66
30057
120x60




Google My Business

» 320 x50 x 7680

e The size limit for Mobile image s 00 xe0xTes0
. . « 216 x 3b x 4608

ads an be the following sizes . 168y 98y 307
(listed as width x height x + 300 x 75 x 7680
maximum size in bytes): * 216 x54x 4608

« 168 x 42 x 3072
» 192 x53x5120



-—

This project is funded through the U.S. Department of State, Bureau of Near
Eastern Affairs, Office of the Middle East Partnership Initiative (MEPI). MEPI is
a unique program designed to engage directly with and invest in the
peoples of the Middle East and North Africa (MENA). MEPI works to create
vibrant partnerships with citizens to foster the development of pluralistic,
participatory, and prosperous societies throughout the MENA region.



MEPI partners with local, regional and international non-governmental
organizations, the private sector, academic institutions, and governments.
More information about MEPI can be found at:
www.arabianpeninsula.mepi.state.gov.

“The opinions, findings and conclusions stated herein are those to the
author[s] and do not necessarily reflect those of the United States
Department of State!”




Enhancing CSO National Dialogue
and Collaboration via Social

Media is a Project Funded
Through the Office of MEPI

think 2
media
LABS
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