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Abstract The essay tries to analyze reports on Chinese media about Saudi Arabia and its people. It sheds some light on
whether these reports have presented to the Chinese audience a positive or a negative image of Saudi Arabia as well as
reasons behind thisimage. In the meantime, the author, based on his own experience, has put forward some constructive

overtures, some are just a direct copy of other countries' actions, to further enhance Saudi Arabia's public relation
campaign in China.
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