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Abstract：Social media influencers, who have a large number of followers on platforms like Instagram, Twitter, and YouTube, have become a pivotal element in shaping the public image of countries in the digital age. These influencers possess the ability to convey broad cultural, social, and economic messages that directly affect how the world perceives a particular country. In the Gulf context, for example, social media influencers play a crucial role in promoting a positive image of the Gulf Cooperation Council (GCC) countries, contributing to cultural understanding and highlighting the developmental achievements of these nations. Through sharing personal experiences and engaging with their followers, influencers play a significant role in promoting tourism, culture, and the economic policies that Gulf countries aim to showcase globally. For instance, through promotional campaigns highlighting unique tourist attractions in the UAE or Saudi Arabia, influencers can attract visitors and foreign investors, contributing to local economic growth and raising awareness of the cultural identity of these nations. They also help spotlight major global events, such as the Riyadh Season and Abu Dhabi Film Festivals, which enhance the region's image as a hub for innovation, cultural progress, and a prime destination for investment and creativity.
[bookmark: _GoBack]Additionally, influencers play a vital role in addressing global media challenges, as they can respond to events quickly and present an image of the country that aligns with the council’s foreign policies. This ability to provide rapid responses gives the Gulf Cooperation Council (GCC) countries a powerful tool to influence international discussions. Influencers can issue compelling statements that reinforce their nations’ positions on geopolitical or economic issues. For instance, during political crises or natural disasters, influencers in the region can project a cohesive image of Gulf governments and highlight their humanitarian and relief efforts, thereby enhancing these countries' reputation on both regional and international levels.
However, despite the positive impacts influencers may have in conveying the image of Gulf Cooperation Council (GCC) countries and their future visions, such as Saudi Arabia’s Vision 2030 and Qatar’s National Vision 2030, it is essential to investigate and assess the depth of the image being conveyed to the audience, particularly the educated or discerning audience. Does this image truly reflect the developmental projects being implemented in GCC countries, or does it risk commodifying these projects, reducing them to consumerist models that fail to represent their developmental essence? Some promotional campaigns conducted by influencers may present a distorted or exaggerated image of these projects, focusing on entertainment or commercial aspects, which diverts attention away from the deeper developmental values these nations aim to achieve, such as advancing education, healthcare, and technological innovation.
Moreover, reactions to these media campaigns vary from one audience to another. Some groups may perceive these presentations as superficial, potentially undermining the seriousness of the initiatives in their eyes. This is particularly relevant in the presence of an active and educated audience capable of deconstructing these promotional images and analyzing them more critically. Such discrepancies may lead to a sense of imbalance between the advertised image and the actual reality experienced by Gulf citizens, highlighting the need for professional media that strikes a balance between promotional aspects and the genuine developmental realities.
The research concludes that the image presented by influencers about the Gulf Cooperation Council (GCC) countries must be more comprehensive and realistic, aligning with the actual social and economic challenges while reflecting the sustainable benefits of these developmental projects. These projects should not be marketed merely as promotional achievements that portray the region as more commercially advanced. Instead, they should focus on highlighting the humanitarian, social, and economic dimensions of these initiatives to achieve a balance between the media image and the actual developmental reality.
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