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Bad news: 
In most of the coun-

tries covered in the 

study (except China), 

Saudi Arabia  

has extremely low  

favorable ratings.

D
uring the month of August 2015, Zogby 

Research Services surveyed attitudes toward 

Saudi Arabia in the United Kingdom, France, 

Germany, Russia, Brazil, and Japan. In each country 

we surveyed 1,000 adults. We also surveyed 1,000 

business leaders in China. The results include both 

bad news and good news.

Good news: 
The negative attitudes 

are “soft,” not based 

on direct experience, 

and are off-set by good 

will toward the Saudi 

people and a desire to 

learn more about the 

country.
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FINDINGS & OBSERVATIONS

1. With the exception of China, a majority of respondents in most of the other countries covered in 
the study give extremely low positive ratings to Saudi Arabia. It is important to note that the low 
ratings appear to be driven by pervasive anti-Arab and anti-Muslim attitudes. As a result, 
not only are Saudi Arabia’s ratings poor, but so are those given to the other Muslim countries cov-
ered in the study—including the UAE.

2. The high ratings given by Chinese business leaders are not surprising for two reasons: the anti-
Arab sentiment is more of a European phenomenon; and the Chinese who were surveyed 
were wealthier business leaders. Even in Western Europe, when we look at the subset of respon-
dents in the top income bracket, their attitudes are more favorable than their low or moderate 
income compatriots.

3. In every country, respondents are far more likely to say that Saudi Arabia is an “ally” 
or a “friend” than to say it is an “enemy.” In fact, in six of the seven countries less than 8% see 
Saudi Arabia as an “enemy.” And note:
• In five of the seven countries almost one-half of all respondents were unsure of 

how to classify Saudi Arabia—an indication of the “softness” of their attitudes.
• In China, Russia, Japan, and Brazil two-thirds or more believe that their country should have 

closer ties with Saudi Arabia. The problem countries are those in Western Europe.
4. In some of our earlier studies of U.S. attitudes toward Saudi Arabia, we learned that most 

Americans not only had a negative attitude toward Saudi Arabia, but also associated the country 
with “terrorism.” This is not what we found in this study. When given nine different character-
istics and asked which most described Saudi Arabia, “terrorism” comes in last place. And more 
respondents express the belief that “Saudi Arabia is fighting extremist ideologies” than those who 
believe that “Saudi Arabia is responsible for promoting extremist ideologies.”

5. While not identifying Saudi Arabia with violence is a good thing, the ranking of characteristics 
makes clear the widespread lack of awareness about the Kingdom. For example, three of 
the four top ranked traits were “oil,” “wealth and money,” and “desert”—all of which define the 
stereotypical image of Saudi Arabia in the West. Also concerning is the fact that “modernizing” is 
ranked near the bottom.

6. In every country but France, strong majorities would welcome Saudi investment and 
a visit by Saudi businessmen. Very strong majorities say that they believe that Saudis “want to 
live in peace,” “are good religious people,” “are good family people,” and are “people just like me.” 
This tells us that despite the negative ratings given, most respondents are open to Saudis and 
that attitudes can be changed by a people-to-people campaign.

7. Further evidence of their openness to learning more about Saudi Arabia, majorities or plu-
ralities of respondents in all countries admit that “I don’t know enough about Saudi 
Arabia and what to know more.” Only around one-quarter of those in the United Kingdom, 
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France, and Germany and one-third in Japan say that “I don’t know enough and don’t want to 
know more.”

8. Looking deeper into the attitudes of subgroups of respondents reveals valuable insights into which 
groups have the more positive attitudes toward Saudi Arabia and which groups may be more 
inclined toward learning more. For example:
• In most countries, more educated, wealthier, and younger respondents are more 

positive to Saudi Arabia.
• Those respondents who have been to Saudi Arabia or who know Saudis have more 

favorable views toward the country and its people than those respondents who have 
learned about Saudi Arabia from media. It is interesting that many in this subgroup are 
among those who say “I know enough.”

• Those who say they “want to know more” already have significantly more favorable attitudes 
than their countrymen who say “I don’t know enough and don’t want to know more.”

In most countries, more educated, 
wealthier, and younger respondents are 

more positive to Saudi Arabia.
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RECOMMENDATIONS

• The best news emerging from this study is the fact that respondents who claim to have “direct knowl-
edge” of Saudi Arabia (as a result of having been there or having met Saudis) have distinctly more 
positive views of Saudi Arabia than those whose ideas were informed by media or other forms of 
“received knowledge.” The importance of this cannot be ignored. It means that despite cultural 
differences Saudi Arabia and its people are the country’s best salesmen.

• Seen in this light, creating more opportunity for direct experiences of Saudi Arabia and 
Saudis is the way forward. Note: Paid advertising is not a helpful way to inform a public or 
change attitudes. Advertising can reinforce experience; it cannot replace experience.

• The key, therefore, is to erase the geographic and cultural divide by bringing more people from 
targeted countries into direct contact with Saudi Arabia or Saudis. Such an effort can be effective if 
it is sustained and systematic, not “one-off” or random. This would entail, for example, committing 
to a multi-year effort in a target country sponsoring regular visits of Saudis (business leaders; women; 
educators; representatives from various sectors—urban planning, telecom, agriculture, etc.) to engage 
their counterparts and to address public events about their areas of expertise.

• Such a public information campaign might also entail inviting groups from the target country to 
visit the Kingdom. The most promising demographics to engage in this effort would be 
business people, students, and professionals to engage with Saudi counterparts.

• In all of these exchanges, efforts should be made to create “pairings” in which individuals from each 
side are brought together to work on an issue, promote a joint venture, develop a program, or write a 
professional report. Through such efforts, mutual respect is developed and bonds are formed.

• It appears that the most promising targets for an information campaign are in the BRICS countries 
and not in Europe. Brazilians seem the most open to learning more and engaging with 
Saudis.

• While European attitudes are, in general, more negative, France appears to be especially prob-
lematic. Not only do the French give Saudi Arabia the worst ratings, but the negative attitudes of 
French respondents who know Saudis or who have been to Saudi Arabia are no different than the 
attitudes of the French respondents who have no direct experience of the country.     

Despite cultural differences Saudi Arabia 
and its people are the country’s best 
salesmen.
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RESULTS

1. Favorable/Unfavorable Ratings of 13 Countries

Table 1: For each of the following, please tell us if your attitude is favorable or unfavorable…
United 

Kingdom France Germany Russia Brazil Japan China

United States
Favorable 76 77 60 38 86 75 82

Unfavorable 19 15 32 58 11 16 16

United Kingdom
Favorable 93 72 71 55 85 79 90

Unfavorable 5 21 20 41 8 11 8

France
Favorable 60 84 73 69 86 72 93

Unfavorable 33 12 18 28 9 17 6

Germany
Favorable 66 74 84 65 85 75 92

Unfavorable 25 19 13 32 10 13 7

Turkey
Favorable 33 23 23 67 49 64 59

Unfavorable 52 66 67 28 39 19 35

Iran
Favorable 13 14 10 43 16 23 54

Unfavorable 74 75 78 46 75 57 39

Saudi Arabia
Favorable 17 13 15 38 27 32 80

Unfavorable 69 76 72 50 62 47 17

UAE
Favorable 22 18 20 56 42 36 73

Unfavorable 58 71 56 33 46 43 21

Brazil
Favorable 47 56 52 84 53 50 74

Unfavorable 37 34 35 10 45 33 21

Russia
Favorable 19 26 19 87 46 22 79

Unfavorable 67 63 70 11 46 64 19

India
Favorable 46 44 37 80 44 48 50

Unfavorable 42 45 49 15 47 35 46

China
Favorable 37 34 30 82 57 9 90

Unfavorable 51 57 58 14 37 76 9

South Africa
Favorable 45 43 46 56 46 28 58

Unfavorable 41 44 41 30 44 49 38

Note: Percentages may not add up to 100% because responses of “not sure” are not included.

We asked respondents in seven countries about their attitudes toward the United States and three 
European countries (United Kingdom, France, and Germany), four Middle Eastern countries 
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(Turkey, Iran, Saudi Arabia, and the UAE), and the five emerging economic powers, BRICS 
(Brazil, Russia, India, China, and South Africa). 
Overall favorability of Saudi Arabia is low, with less than one-third of respondents in five 
of the seven countries surveyed holding a favorable view of the Kingdom. It is ranked 12th or 
13th (of 13) in the United Kingdom, France, and Germany; the other Middle Eastern countries 
are also ranked in the four lowest positions among European respondents. Saudi Arabia is tied for 
lowest favorability with the United States among Russian respondents (38%). And in Brazil, the 
Kingdom’s favorability (27%) only edges out Iran (16%) in the rankings. Favorability is high only 
in China (80%), where the survey sample is comprised exclusively of business elites.

2. Favorable/Unfavorable Ratings of Arabs and Muslims

Table 2. For each of the following, please tell us if your attitude is favorable or unfavorable.

 United 
Kingdom France Germany Russia Brazil Japan China

Arabs
Favorable 28 29 26 46 35 24 71
Unfavorable 50 56 58 41 52 53 26

Muslims
Favorable 31 27 28 49 25 18 63
Unfavorable 47 56 54 42 61 59 32

Note: Percentages may not add up to 100% because responses of “not sure” are not included.

Favorability of Arabs and Muslims is also low, and markedly similar, in the United 
Kingdom, France, Germany, Brazil, and Japan; majorities in these countries hold unfavor-
able views of both groups (except in the United Kingdom where 47% hold unfavorable attitudes 
toward Muslims). Pluralities in Russia hold favorable views of these groups (Arabs: 46% and 
Muslims: 49%). Only in China is favorability high, with 71% saying they have a posi-
tive view of Arabs and 63% having favorable attitudes toward Muslims.

Table 2a. For each of the following, please tell us if your attitude is favorable or unfavorable [By age]

 
United Kingdom France Germany Brazil
18–35 51+ 18–35 51+ 18–35 51+ 18–35 51+

Arabs
Favorable 42 22 40 22 33 21 41 28
Unfavorable 36 57 45 63 45 63 47 59

Muslims
Favorable 47 24 39 20 38 23 31 17
Unfavorable 31 56 46 63 40 59 57 68

Note: Percentages may not add up to 100% because responses of “not sure” are not included.

Overall favorability of Saudi Arabia is low, 
with less than one-third of respondents 
surveyed in five of the seven countries 
holding a favorable view.
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In the United Kingdom, among younger respondents (between 18 and 35) pluralities actually 
hold favorable views of both Arabs (42%) and Muslims (47%); this group is twice as likely as the 
oldest demographic (those over age 50) to have positive attitudes towards Arabs and Muslims. In 
France, Germany, and Brazil, there are also considerably higher rates of favorability 
for Arabs and Muslims reported by younger respondents than by the older group.

Younger people tend to have more favorable attitudes toward Arabs than those 51 and over.

0 50 0 50 0 50 0 50

United Kingdom France Germany Brazil

18–35

51+

42%

22%

40%

22%

33%

21%

41%

28%

3. Relationship of Saudi Arabia and Your Country

Table 3. Which of the following best describes the relationship of Saudi Arabia to your country?

 

United 
Kingdom France Germany Russia Brazil Japan China

Ally 17 18 14 23 11 30 21
Friend 29 26 29 19 49 22 68
Enemy 6 15 8 7 3 2 1
Not sure 48 41 49 51 37 46 10

Despite the low favorable ratings, almost nine in 10 Chinese elites, more than half of 
respondents in Japan and Brazil, and more than four in 10 in the United Kingdom, 
France, Germany and Russia say Saudi Arabia is an “ally” or a “friend.” In France 15% 
label Saudi Arabia an “enemy,” while this response is only in the single digits in all other countries 
surveyed. However, at least four in 10 respondents in five countries (United Kingdom, France, 
Germany, Russia, and Japan) are not sure how to describe the relationship of Saudi Arabia to their 
country.

Favorability of Arabs and Muslims is 
low in the United Kingdom, France, 

Germany, Brazil, and Japan.
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In describing their country’s relationship to Saudi Arabia, even though positive choices (ally/
friend) are far greater than the negative choice (enemy), “not sure” is the prevailing opinion.

0 50

United Kingdom

0 50

Germany

0 60

Russia

0 50

Japan

Ally

Friend

Enemy

Not sure 48% 49% 46%

19%

6% 8% 2%

17%

29% 29%

14%

7%

51%

30%

22%

23%

4. Ties to Saudi Arabia and Understanding the Saudi People

Table 4. For each of the following statements, please tell us if you agree or disagree. 

  

United 
Kingdom France Germany Russia Brazil Japan China

My country should have 
closer ties with Saudi Arabia.

Agree 33 33 45 68 65 69 94

Disagree 32 44 36 14 23 13 4

I would welcome Saudi 
investment in my country.

Agree 51 36 45 72 70 65 96

Disagree 25 45 38 13 20 17 3

I would welcome a business 
delegation from Saudi Arabia 
in my country.

Agree 55 39 52 73 70 63 95

Disagree 21 42 30 12 20 18 4

Most Saudis are ordinary 
people who want to live in 
peace.

Agree 74 56 76 82 72 68 94

Disagree 8 25 12 8 17 13 4

Most Saudis are good 
religious people.

Agree 62 40 62 75 69 66 91

Disagree 11 32 17 10 18 12 7

Saudis are good family 
people.

Agree 62 46 58 69 67 64 90

Disagree 12 28 18 11 16 13 6

If I got to know Saudis, I 
think I would find that they 
are people just like me.

Agree 58 47 66 75 70 61 88

Disagree 16 31 18 12 17 16 8

Saudi Arabia has been 
making economic progress 
that benefits its people.

Agree 46 39 44 76 56 56 92

Disagree 20 34 32 9 21 17 6

Note: Percentages may not add up 100% because responses of “not sure” are not included.
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Majorities in all seven countries say Saudis are “ordinary people who want to live in peace,” 
with the greatest enthusiasm in China (94%), Russia (82%), Germany (76%), and the United 
Kingdom (74%); the highest level of disagreement is among French respondents (25%). 
Majorities everywhere but in France (where pluralities agree) say Saudis are “good religious peo-
ple,” “good family people,” and “people just like me.” In France, between one-quarter and one-
third of respondents hold negative views with respect to Saudis.
There is enthusiasm in Russia, Brazil, Japan, and China for closer ties, Saudi invest-
ment, and visiting business delegations from Saudi Arabia, with about two-thirds or more of 
respondents in these countries in agreement (and more than 90% of Chinese business leaders). 
Majorities of respondents in the United Kingdom would welcome Saudi business delegations 
(55%) and Saudi investment (51%), but opinion is split on whether the United Kingdom should 
have closer ties with Saudi Arabia (33% vs. 32%).  A majority of Germans (52%) agree with 
respect to business delegations, and pluralities would welcome investment (45%) and closer ties 
between Saudi Arabia and Germany (45%). 
Only in France are opinions consistently negative with respect to closer ties with the 
Kingdom (33% vs. 44%), Saudi investment (36% vs. 45%), and business delegations (39% vs. 
42%).
When asked if Saudi Arabia has been making economic progress that benefits its people, business 
leaders in China (92%) and respondents in Russia (76%) are most positive, followed by those in 
Brazil (56%) and Japan (56%). Pluralities in the United Kingdom (46%), Germany (44%), and 
France (39%) agree.

 A majority agree that “if I got to know Saudis,  
I think I would find that they are people just like me.”

0 75 0 50 0 75 0 75

United Kingdom France Russia Brazil

58%

16%

47%

31%

75%

12%

70%

17%

Agree

Disagree

There is enthusiasm in Russia, Brazil, 
Japan, and China for Saudi investment 

and visiting business delegations.
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5. Fighting or Promoting Extremism?

Table 5. Which of the following two statements best describes your attitude?
 

United 
Kingdom France Germany Russia Brazil Japan China

Saudi Arabia is fighting extremist 
ideologies that threaten 34 25 28 38 46 10 57

Saudi Arabia is responsible for 
promoting extremist ideologies 20 35 33 29 20 12 20

Neither 46 39 40 33 33 79 23

Note: Percentages may not add up to 100% because of rounding.

Overall, opinion is murky with regard to Saudi Arabia and extremism. In Russia, Brazil, 
and China, respondents lean toward the belief that Saudi Arabia is fighting extremist ideologies, 
with 38% in Russia, 46% in Brazil, and 57% in China holding this view. Pluralities in the United 
Kingdom (46%), France (39%), and Germany (40%) and a significant majority in Japan (79%) 
say Saudi Arabia neither fights nor promotes extremism. In none of the countries surveyed is the 
prevailing opinion that Saudi Arabia is responsible for promoting extremist ideologies, though 
one-third of respondents in France (35%) and Germany (33%) do hold this view.

6. Characteristics of Saudi Arabia

Table 6. On a scale of 1 to 5 with 1 meaning 'most important characteristic describing Saudi Arabia' and 5 meaning 'not at 
all an appropriate characteristic’, when you think of Saudi Arabia, what characteristics come to mind…

  United Kingdom France Germany Russia Brazil Japan China

An important 
Middle 
Eastern 
country

1 & 2 most important 62 63 70 72 72 60 85

4 & 5 not at all an 
appropriate characteristic 6 11 5 6 8 5 5

Not sure 13 11 7 7 7 17 1

Oil

1 & 2 most important 77 75 89 83 77 77 89

4 & 5 not at all an 
appropriate characteristic 5 10 2 6 10 3 4

Not sure 9 8 3 6 6 11 1

Desert

1 & 2 most important 62 60 76 65 63 65 74

4 & 5 not at all an 
appropriate characteristic 9 13 5 9 12 5 7

Not sure 11 9 5 7 7 13 1

Overall, opinion is murky with  
regard to Saudi Arabia and extremism.
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Table 6. On a scale of 1 to 5 with 1 meaning 'most important characteristic describing Saudi Arabia' and 5 meaning 'not at 
all an appropriate characteristic’, when you think of Saudi Arabia, what characteristics come to mind…

  United Kingdom France Germany Russia Brazil Japan China

Money/
wealth

1 & 2 most important 69 68 80 70 69 63 77

4 & 5 not at all an 
appropriate characteristic 7 13 3 8 12 5 7

Not sure 10 9 5 8 6 15 1

Good people

1 & 2 most important 37 21 38 44 46 34 67

4 & 5 not at all an 
appropriate characteristic 13 31 12 11 17 8 9

Not sure 15 18 14 12 10 23 1

Terrorism

1 & 2 most important 22 28 28 31 35 20 29

4 & 5 not at all an 
appropriate characteristic 27 27 24 24 28 21 43

Not sure 21 17 14 16 12 25 2

Religion

1 & 2 most important 55 55 69 73 60 52 75

4 & 5 not at all an 
appropriate characteristic 7 14 4 7 14 6 8

Not sure 13 12 8 6 8 19 4

Traditional

1 & 2 most important 57 52 70 72 59 52 73

4 & 5 not at all an 
appropriate characteristic 7 15 5 7 15 6 8

Not sure 13 13 6 7 8 21 2

Modernizing

1 & 2 most important 32 39 21 43 44 35 54

4 & 5 not at all an 
appropriate characteristic 23 21 38 17 20 12 15

Not sure 16 16 10 14 12 21 1

Note: Percentages may not add up to 100% because responses of “3” are not included.

Respondents were asked to rate a series of characteristics on a scale from 1 to 5, with 1 meaning 
“most important characteristic describing Saudi Arabia” and 5 meaning “not at all an appropri-
ate characteristic.” Overall, considering ratings of “1” and “2,” oil is the characteristic identified 
as most important by respondents in all countries. Oil is followed by money/wealth, “important 
Middle Eastern country,” desert, religion, and traditional as the most important characteristics 
defining Saudi Arabia; all were rated a “1” or a “2” by majorities in all surveyed countries. 

Modernizing is considered an important 
characteristic by at least a plurality in all 

countries surveyed except Germany.
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Characteristics ranked in the final three positions are “good people,” modernizing, and terrorism. 
Pluralities of between one-third and one-half in the United Kingdom, Germany, Russia, Brazil, 
and Japan (and a majority in China) say good people is an important defining characteristic of 
Saudi Arabia. However, a plurality (31%) of French respondents give “good people” a rating of 
“4” or “5,” meaning this characteristic is not appropriate for defining the Kingdom. 
Modernizing is considered an important characteristic by at least a plurality in all 
countries surveyed except Germany, where only 21% say it defines Saudi Arabia while 38% 
feel it is not an appropriate defining characteristic for the Kingdom.
Finally, terrorism ranks last in defining characteristics for Saudi Arabia, though 
pluralities in Brazil (35%), Russia (31%), and Germany (28%) say it is an important 
defining characteristic. Opinion is split in France (1/2: 28%, 4/5: 27%) and Japan (1/2: 20%, 
4/5 21%). Respondents in the United Kingdom and China lean toward terrorism not being an 
appropriate defining characteristic for the Kingdom, with 27% of United Kingdom respondents 
and 43% of Chinese business leaders rating terrorism a 4 or a 5.

7. Sources of Information About Saudi Arabia

Table 7. What sources of information have you relied on to form your opinions of Saudi Arabia? (Check all that 
apply)

 

United 
Kingdom France Germany Russia Brazil Japan China

Personal experience/I have been there 6 5 7 3 5 1 28

I have met Saudis 13 6 13 6 8 3 36

Television/movies 48 50 62 77 74 58 71

Newspapers 51 56 57 40 52 38 49

Internet/social media 30 40 32 68 70 28 74

Discussions with family and friends 19 23 34 23 22 4 34

School 3 6 7 6 21 4 11

None of the above 13 12 12 3 2 14 1

Not sure 10 8 5 4 5 15 1

The top three sources of information used by respondents for forming opinions about Saudi 
Arabia are television and movies, newspapers, and the Internet and social media. 
Television and movies are utilized by a majority of respondents in six of the seven countries sur-
veyed and are the most frequently cited source in Germany (62%), Russia (77%), Brazil (74%), 
and Japan (58%). Newspapers are the top source in the United Kingdom (51%) and France (56%), 

Terrorism ranks last in defining charac-
teristics for Saudi Arabia, though plural-
ities in Brazil, Russia, and Germany say it 
is an important defining characteristic.
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and among the top three sources in all countries. The Internet and social media is the highest 
rated source among business leaders in China (74%), and more than two-thirds of respon-
dents in Brazil and Russia also cite this source. Elsewhere, the Internet and social media is utilized 
by between 28-40% of respondents. Discussions with family and friends are also used as a source 
about Saudi Arabia in most countries by significant percentages of respondents. School and personal 
experience with either Saudis or Saudi Arabia are the least utilized sources about the Kingdom.
Not surprisingly, in all countries surveyed, older respondents are more likely to gather information 
about Saudi Arabia from newspapers, while younger respondents are more likely to use the Internet 
and social media. 

Table 7a. Favorable/unfavorable ratings of Saudi Arabia [By source of information]
United Kingdom France Germany Russia

I have met 
Saudis TV/movies I have met 

Saudis TV/movies I have met 
Saudis TV/movies I have met 

Saudis TV/movies

Favorable 27 16 26 13 27 17 49 38
Unfavorable 69 73 67 76 69 73 50 51

Note: Percentages may not add up to 100% because responses of “not sure” are not included.

Those who have met Saudis (and those with personal experience of Saudi Arabia) tend 
to have more positive views of Saudi Arabia than those whose opinions are shaped by 
television and media. For example, even though overall numbers are low, French respondents 
who have met Saudis are twice as likely to hold favorable opinions of the Kingdom (26%) in 
comparison to those who use media as a source of information (13%).

Those who base their opinions of Saudis on those they have met have more favorable 
opinions in comparison to those who base their opinions on TV or movies.

0 30 0 30 0 30 0 50

United Kingdom France Germany Russia
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27%
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Those who have met Saudis tend to 
have more positive views of Saudi 

Arabia than those whose opinions are 
shaped by television and media.
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8. Knowledge and Curiosity About Saudi Arabia

Table 8. When you think about what you know about Saudi Arabia, do you feel that...?

 

United 
Kingdom France Germany Russia Brazil Japan China

I know enough 12 16 12 6 7 2 26

I don't know enough and want to know 
more 53 46 56 71 76 46 67

I don't know enough and don't want to 
know more. 25 25 23 18 12 32 6

Not sure 10 14 9 5 5 20 1

Note: Percentages may not add up to 100% because of rounding.

Majorities in Brazil (76%), Russia (71%), Germany (56%), and the United Kingdom (53%), as 
well as among Chinese business leaders (67%), report that they “don’t know enough and want 
to know more” about Saudi Arabia. About one-quarter of respondents in the United Kingdom, 
France, and Germany say they “don’t know enough and don’t want to know more,” as do one-
third of those in Japan, and far fewer respondents in Russia (18%) and Brazil (12%). While 
one-quarter of Chinese business leaders say they “know enough,” in all other countries the num-
ber of respondents who think they know enough about Saudi Arabia is far less (from 16% in 
France to just 2% in Japan).

Table 8a: When you think about what you know about Saudi Arabia, do you feel that...? [By age]
United 

Kingdom France Germany Russia Brazil Japan

18–35 51+ 18–35 51+ 18–35 51+ 18–35 51+ 18–35 51+ 18–35 51+

I know enough 11 10 23 14 14 12 6 4 9 2 3 1
I don't know enough and 
want to know more 61 51 39 53 57 56 63 76 75 78 34 55

I don't know enough and 
don't want to know more. 20 28 26 22 25 20 27 16 12 14 34 28

Not sure 7 11 13 11 4 12 5 4 4 6 29 16

Note: Percentages may not add up to 100% because of rounding.

In the United Kingdom, younger respondents are slightly more likely to say they don’t know 
enough about Saudi Arabia and want to know more, while in France, Russia, and particularly 
Japan, older respondents are more likely to say they want to know more.
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Younger people in the United Kingdom, but older people in France,  
Russia, and Japan want to know more about Saudi Arabia

0 75 0 75 0 76 0 75
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Table 8b. Favorable/unfavorable ratings of Saudi Arabia [By curiosity level]
United 

Kingdom France Germany Russia Brazil Japan
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Favorable 23 5 17 7 20 7 41 27 29 14 47 20
Unfavorable 66 79 76 83 69 75 49 55 63 65 41 57

Note: Percentages may not add up to 100% because responses of “not sure” are not included.

In all countries surveyed, those who say they don’t know enough and want to know 
more have significantly higher favorable attitudes toward Saudi Arabia than those 
who say they don’t know enough but don’t want to know more. For example, among 
Japanese respondents, 47% of those who are curious about Saudi Arabia hold a favorable view 
of the country, while just 20% of those who do not want to know more are positive about the 
Kingdom.

Those who “don’t know enough and want to 
know more” have much  higher favorable attitudes 

toward Saudi Arabia than those who “don’t know 
enough but don’t want to know more.”
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Methodology
Zogby Research Services conducted an online survey of adults (and in China of exclusively business deci-
sion makers). Using trusted interactive partner resources, thousands of adults were invited to participate 
in this interactive survey.  Each invitation is password coded and secure so that one respondent can only 
access the survey one time.
Based on a confidence interval of 95%, the margin of error for 1010 is +/- 3.1 percentage points.  This 
means that all other things being equal, the identical survey repeated will have results within the margin 
of error 95 times out of 100. Subsets of the data have a larger margin of error than the whole data set.  
As a rule we do not rely on the validity of very small subsets of the data especially sets smaller than 50-75 
respondents.  At that subset we can make estimations based on the data, but in these cases the data is 
more qualitative than quantitative. Additional factors can create error, such as question wording and 
question order.

Country Sample size Dates of Survey Margin of Error

UK 1,001 8/6/15 – 8/7/15 ±3.2

France 1,000 8/6/15 – 8/7/15 ±3.2

Germany 1,000 8/6/15 – 8/7/15 ±3.2

Russia 1,004 8/6/15 – 8/7/15 ±3.2

Brazil 1,002 8/6/15 – 8/7/15 ±3.2

Japan 1,000 8/6/15 – 8/8/15 ±3.2

China 1,000 8/6/15 – 8/8/15 ±3.2

Demographics
UK France Germany Russia Brazil Japan

18—35 28 28 25 34 45 24

36-50 27 24 27 26 28 25

50+ 45 48 48 40 27 51

No college 37 39 19 27 33 48

College+ 63 58 80 71 66 51

Male 48 49 50 50 50 50

Female 52 51 50 50 50 50

 

  
            

China

Home 

Assets

Less than 250K RMB 15

250K-1MM RMB 53

1MM+ RMB 31

Company 

Revenues

<10MM 20

10MM-100MM 49

100MM+ 30

Number of 

Employees

0-99 26

100-499 42

500+ 32
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