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Abstract
Communicational behavior of A Syrian village
This study is a descriptive research that uses the survey method.
The results illustrate that: the research community is exposed to all
mediums of mass communication (traditional and new). Entertainment is the
first motive for viewing and listening followed by understanding and
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following events. Home is the main place for -watching, listening, and net
browsing-. The wider segment is exposed to local media and trusts its
credibility. Hitherto, there is a significant segment exposed to foreign TV
and radio channels. Among which, the BBC Arabic occupies the first place
in terms of exposure and credibility. Personal communication has a
significant role within the communicational behavior of the research
community with a high deal of credibility, unlike group communication
limited credibility. The majority of the respondents indicated that written
press has the least position in terms of both exposure and credibility
compared to the electronic means of communication that has acceptable
rate. The majority of the respondents are critical towards ads credibility.
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