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Abstract
In this study we examine findings from an emerging media (EM)  
engagement survey designed to examine public engagement 
with EM in Qatar – particularly exploring how interest in and 
usage of emerging media varies between Qataris and expat 
professionals and interest in and usage of emerging media 
increases during the COVID-19 pandemic (Ball, Huang & Francis, 
2021). The national survey conducted between December 2021 
and January 2022 involves data collected through telephone 
interviews with a random sampling among adults 18+ living in 
Qatar, obtaining a sample size of 676. The data provide mixed 
results. A significantly greater portion of both groups report 
increased interest in and usage of emerging media since the 
onset of the pandemic.
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RQ2: Will interest in and usage of emerging media increase 
during the COVID-19 pandemic?
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Per the RQ1, the findings provide mixed evidence regarding this 
question. 
Ø With regard to emerging media forms AR and VR awareness is 

greater among expat professionals than among Qataris, 
though there is no difference regarding the percentages of 
those who say they have experienced AR or VR or shared AR 
or VR experiences via social media. 

Ø Similarly, awareness of 360-degree videos is greater among 
expat professionals than among Qataris, though there is no 
difference regarding the percentages of those who say they 
have experienced or shared 360-degree videos. 

Ø In terms of where they get their immersive content (AR, VR, 
360-degree videos), there are no differences between Qataris 
and expat professionals.

Ø Regarding purchasing digital content, the rate is somewhat 
higher among expat professionals than among Qataris. 

Ø In terms of experiencing interactive content, Qataris are more 
apt to do so in a group setting than are expat professionals.

Ø Likewise, Qataris are especially frequent podcast listeners. It 
is unclear why this difference occurs but there may be a 
cultural affinity or traditional use of audio media among 
Qataris. Previous research, for instance, has shown usage of 
the WhatsApp social app, which is audio based, is especially 
high in the Gulf region (Radcliffe, 2020). Also, the 
“secondariness” of audio media, or the fact listeners can 
engage in another activity, such as driving a car, while 
listening, may play a role. Further research is needed to 
explore these possibilities. Qataris also are substantially more 
likely to use AR filters on their social media posts. Why this 
occurs is unclear though further research may help determine 
whether cultural differences play a role.

Per the RQ2, the findings provide mixed evidence regarding this 
question. 
Ø Overall reported interest in and usage of AR and VR increased 

substantially since the onset of the pandemic. However, 
reported usage of AR increased substantially less among 
Qataris than among expat professionals. This difference may 
be a reflection of the fact many respondents who use filters 
on social media do so without realizing they are a form of AR.

Ø No differences in VR interest or usage between groups 
emerged as a result of the pandemic. Further research is 
needed to determine whether the patterns of interest in and 
usage of AR and VR will continue as the pandemic continues 
or as it evolves toward an endemic stage and society adjusts 
its overall behavioral patterns.

Designed for this study, the Emerging Media (EM) Usage survey 
instrument is a structured, largely fixed-response questionnaire. 
The survey instrument consists of three main sections. 
Section 1 solicits demographic information about the respondent. 
Section 2 features items about the respondent’s general mobile 
media use.
Section 3 solicits information about emerging mobile media, 
including sub-items depending on respondent answers.
This survey was administered by Social and Economic Survey 
Research Institute (SESRI) CATI laboratory. CATI is a computer-
assisted data collection method that replaces paper-and-pencil 
methods of survey data collection.
A pilot test was conducted with the same random sample of 
phone numbers used in production; the only difference being the 
small size of the target pilot sample (30 individuals). Institutional 
Review Board (IRB) approval was obtained for the collection of 
data from human subjects.

Public engagement is a critical element in the development of 
emerging media (EM), including augmented reality (AR), virtual 
reality (VR), and podcasting. Engagement reflects both usage as 
well as user production and sharing of EM content. The Gulf 
nation of Qatar has advanced through public policy and other 
means the role of EM among its population, including both 
nationals and expatriates. Currently, Qatar has one of the world’s 
highest internet broadband penetrations of 99.3% as of February 
2022 (Kemp, 2022). Considering the fact that Qatar is a globally 
active and technology-first nation, and whose use of digital 
media is historically under-researched, in this study we examine 
the role of EM during the COVID-19 pandemic, in Qatar.

To this end, the present study seeks to answer the following 
two research questions (RQs):
RQ1: How will interest in and usage of emerging media vary 
between Qataris and expat professionals?
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