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YABSTRACT

The purpose‘of this:reséarch‘is tb iﬁvestigate the
prevalence of public ielations in Qatarfs ?riVate’sector
and to assess the'marketing manager's aWareness of and
attitude towards publﬁc‘rélations. At ﬁhe present time;_
féw companies use pubﬁic relations as a marketing
strategy, although m&ch effort is made to market in the
media, and on the Intérnet. The objective is to pfovide
marketing managers with Sufficient informatioﬁ about
public relations‘thaﬂ will‘enablebthem to include public
relations in their marketing sﬁfaﬁegieslgiving them |
greater opportuﬁity for market grOwth»and expansion..

The results of ﬁhe sufvéy indicated that public
- relations weré not‘bgihg used in Qatar to its fullest
advantage. Recommendations‘included the need for trainihg
marketing managers iﬂ the use of this marketing tool for
the benefit of businéss_and industry and economic growth

of the country.
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CHAPTER ONE

INTRODUCTION

Success of businéss and indusfry today requires that
cémpanies be market oiiented. As competition increases
domestically,,regionaily and glbbally, UanSS a company
‘directs more effort ahd develops more sttategies to mérket
their goods, they w%ll not be able to compete. Ma:kéting
is of great‘importancé to companies in small‘couhtries té
achievé economic growfh. The‘one,aspect'of.marketing that
is often ignored 1is thaf of‘pubiic relafions. Aithough
used in most developea countries todéy; it Hés not:been
implemented in small countries mainly because marketing
managers do not have an understaﬁding of wﬁat it is,ihow
it is used, and ﬁhe benefits ﬁhat could be achieved by its 
use. |

Qatar is one such coﬁntry. Qatér is located in a
“peninsula which projects northward-ffom the Arabian
mainland into the Arabian Gulf, and several sméll islands
located mainly off its western_and eastern céasts; It is
bordered by Saudi Arabia and the United Arab Emirates to
“the 5outh, and has mafitime boundaries with both of ﬁhese
countries and BahrainQ situated off the northwest coast,

and Iran. “It covers a total land area of 4,401 square



miles” (Cﬁflip/ Center & Broom, 1994, p. 1). (SeevAppendix
N o ; ‘ ‘ ,
0il was discoveréd in Qatar in-the 19405.}About'85

percent of Qatar's.exﬁortsjconéist,of oil. However;A
because oii is a depléting natural resource, steps havé
been taken to encourage thenprivate sector to ﬁaVé gréatér
participation in the écbnomy. As a result, new compénies
héve.been established; those that‘a;é.owned by ﬁationals

as well as'foreign investors (Time Almanac, 2000).

Pu%pbse of The Study

The purpose of this research is to investigate the
prevalence of public‘;elétions in Qatar's priVatevséétor
and to assess the‘marketing manager's awareness of and_
attitude towards public relations. At the'present time,
few coﬁpanies use pubﬁic relations as a marketihg
strategy, although mugh effort is made to mérkef in the
. media, and on the Intérnet. The‘objective is to provide
marketing managers wiﬁh sufficient information about
public relations that will énable them to include public
relations in their’ma%ketihg strategies givingnthem

greater opportunity for market growth and expansion.



‘Statoment of the Problem

Qatar is a very Small coontry.'éioce the-eafly 19705;
many oil-producing countries have recognized that oil is a
depleting resource, and to maintain a high.standard of
living for the peoplé, more_developmentbis needed in ﬁhe'
private sector. This %as supported‘bybthe fact that oil
revenues are greafly‘influenced by demand and'supply,
making tho market at times volatile and unpredictable.
Business and industryfcan'bring greatér finanoial 
stability to the coun#ry_éndvat the samo,tihe“provide
jobs. Business and industry is;importént to the country
for revenues, but also to make the country and its'people
less dependent on foroign‘imports. The goal is to aohieve
a higher rate of‘exports than current-impofts éo‘thatva
Balance of Payments can be realized (Qata; Developments
Since Independence, 2000).*The‘main goal is £o oontinue
the economic developmont and moderniZation of Qatar'even-
though it is a small oountry with’afvéry'small_population,

and limited natural resources.

Methodology
The method used for this research consists"ofﬁ
. Primary research: a questionnaire.distributed to.

marketing managers in major companies in the



state of Qétar for theipurpose of‘identifyiﬁg
the current;use of public‘relations, énd how
public relations could give companies an
advantage ib the marketplace.

° Se;ondary résearch; a‘colleCtion of published
data on thefsubjects obeatar; public relations,
and how it is used by those in various

businesses and industries.

Limitations
‘This research is%limited to the public relations
aspect of marketing épd itS‘appiication to business and
industry in the statéiof Qatar. It‘is:further‘limited by
the number of respondénts to the questioﬁnaire, thévtime
ftame,‘and the materiél a?ailable.from published SOﬁrces

that apply to the state of Qatar.

bDéfinitions
° Marketing -;A’qommunication prbcess impleménted
by business and industry in a variety_of ways to
advise'theipublic as to whatiprodﬁcté and
services aﬁe.available in the marketplace.
o Public.Reldtions'—‘A communicatioﬁ funétion_of
management‘through;whichvorganizations adapt td,

alter, or maintain their environment for the



purpose of %chieving organizatidnél goals
(Wilcox, Ault, Agee, & Cameron, 2000).

. Qatar - A shall nation located in the Arabian .
Gulf, borde&ed by the gulf,'Saudi Arabia and the

United Arab Emirates.

Plén of the Research

The plan of the %esearch is as follows:

. Chapter Oneﬁ An introduction to the study, its
purpose, im@ortance, methodology, and
limitations;

] Chapter Two¥ A review of literature on the
subject of @ublic relations, ‘its uses,
strategies, and importance as é'marke£ing tool.

. Chaptér Three: A review of the State of Qatar,
its industrﬁal development, méjor businesses and
industries ihat.would benefit from the use of
public relations to reach ﬁhe'global
marketplaceﬂ Limitations of_itsipse are
dispussed a% they relate to,cultural‘and‘
religions féctors. -

° Chapter Foui: The results Qf the survey Qf

marketing managers in major companies in Qatar



and their c@rrent and potentiaL use,bf'public
relations.‘3 |
f Chapteerive:.Based»on the results of>the survey
and secondaiy data, recommendations'are-made as
to the use bf‘public relationé in the varioﬁs
industries %nd the stratégies that would give
them an advgntage in the marketplace.
é Chapter Six} A summary of the study and
‘ conclusions regarding ﬁhe study and ité benefit

to marketing in Qatar.

Summary

éhapter one is dn introduction to the study of public
relations'in the state of Qatar. The chapter includes: the
pﬁrpo;e of the studyﬂ statement of the problem,‘
methoéology, limitations, definitions, and plan of the
resea%ch.

ihe following‘cﬁapter is a re&iew of Public Relations
as a ﬁarketing tool,iits history,:growth and how it is

being!used today.




CHAPTER TWO

PUBLIC RELATIONS

Public relations is a process a series of actions,
e _ ‘ .

changés, or functionsfthatbbring about a result. One

popular way to describe the process,”and to remember its

compoﬁents, is to sue the RACE aéronym, first articulated

by»John Marston in hié book, The Nature.of Pubiic.v
.vRelatiOns. Essentially, RACE‘meanS»that ?ﬁblié‘rélations
: | 7 : ' _ ‘
activity consists of fogr kéy‘elements:

Reséarch -—- Whét iévthe'ﬁroblem or'situation?v
Action (program planﬁing) --- What is‘going to be

I
|
1
|

done about 1it?

Coﬁmunication'(egecution)_——— How.will the'publicfbé'
g told? S :

$valuation — Was thé‘aqdience‘réachéd and what was
| ’the effect? | | |

fhé‘public relgtions process also may»bé

conceﬁtualized in several steps as follows: Public
relations personnel:

Obtain insights into the problem from numerous

sources.

Analyze these inputs and make recommendations to.

management -



Execute.a'piogram of action

.é Evaluate the effectiveness of the action

{

é Management makes policy and action decisions

(Wilcox, et al., 2000).
The components of public relations consist of:

@ounseling, reSegrch,‘media relations, publicity,
emplo?ee/member relatiéns, community relations, éublic
affai#s, go?ernment affairs, Iésueé Management, finaﬁcial
reiations, industry‘rélations, dévelopment‘fund raisiﬁg,
multiéultural relatiohs/Workplace diversity,_speCiai
eventé, and marketing:communications (Wilcox, ét al.,

2000) .

Evolution of Public Relations

0 century phenomenon whose

Public relations is a 2
roots jextend deep into history, in a sense it is as old as
i : . . ) - '

human |communication itself. In succeeding civilizations,

1

|

such as those of Babylonia, Greece, and Rome, people were

persuéded to accept the authority of government and
religﬂon through techniques that are still use:

|

interﬁersonal communications, speeches, art, literature,

staged events, publicity, and other such devices. None of

these%endeavors were called public relations, but their



purpoée and their efﬁect were the same as those of similar
activities today <Wifpox, et al., 2000).
ihe art hes many roots. For example: the practice of

dispatching teams to;prepare the Way for a traveling
dignitary or politici?n was not invented bytHarry Truman
or Richard Nixon. Their poiitical ancestors in Babylonian,
Greece, and Rome were:quite adept et it. Publicity,
commuéity relations, speech writing, positioning,
goverément relations,' issue analysis, employee relations,v
even investor relatiohs, all have deep historical roots
(Wilcex, et al., 2000). |

'fn the centuries that followed, public relations
playea a major role in most ever publlc event The OlYmpic
Games,= for example, were heav1ly promoted by athletes
focustng on the heroes. Modern extension of exhibitions

can b%‘seen in the premotion of movies, circuses,

exhib%tions, and politics. Publicity, which consists

mainlj of the issuing’ of news releases to tﬁe media about

»activities of an orga%ization or an individual, is one of
|

the‘e%rliest formsvofipublic relations. It has beeh used

for vﬂrtually every phrpbse. During tﬁe colonial era,

broadsides were distributed in Europe by the Virginia
Company offering 50 aeres of free land to those bringing

settlers to America by 1625. Through' the use of newspapers



and pémphlets, the Bo%ton Tea Pérty was widely publicized,
helpiég to persuade Aﬁerican colonists to revolt against
GreatEBritain. Throughout the l9“’century; many settlers
were iured to the west through publicatiohs with
exaggérated statementg pictures, promises, and the like
(Wilcox, et al., 2000) . |

At the time, raiiroads worked secretly with the press
encoufaging people to;usé it. Any accidents or negative
publiéity was held to.a minimum. Publicity also
contributed significantly to the industrial development of
the céuntry. Another éxample was America's entrance into
World;War IT when the:government used publicityband public
relati#ns to get the éublic to support the war effort.
Publicirelations has become essential in modern life
becausé of a multiplicity of reasons including the
followﬁng: heavy, conﬁinuing population growth, especially
in cities where individual citizens have scant direct
contacﬁ with Big Business, Big Labor, Big Government, and
Big In%titutions. The globalization of business and
commun#cations has beén accompanied by a parallel increase
in pubiic relations activity around thebwbrld.bAt home,
governﬁent regulationihas brought about the employmént of

! )

thousands of government public information people and

public?relations expefts helping those regulated to comply

10



with ér oppose regul%tion. This has been important as many
citiz%ns feel alienatéd by rapid changes taking plaée.
They feel cut off fréh the senseiof community. They seek
poweréthrough pressuré groups, focusing on cauées such as
envirénmentalism, human rights, and antinuclear campaigns.
Publié opinioﬁ, regisfered through continual polling, has
becomé increasingly powerful intO'épposing or effecting
changé (Wilcox, et alf, 2000) .

Buring the second half of‘the twentieth century,

\ : v

publi@ relations became firmly established aé
indiséensable to America's ecbnomic, politiCal, and,social
devel&pment. By the tgrn of_the century it was well
integgated into»the total communication programs of
compagies and institufions both nationally and globally
(Wilcox, et al., 2000).

Eublic relations is usually found in a separate
departhent in a compahy,»As.advertising loses some of its
brand %uilding power,iand as sales promotion has grown far
- beyond its optimum siZe, cbmpanies are recognizing the
potent%al of public relations. Public relations usés the
following tools for a .variety of promotional strategies:

Publications - company magazines, annual reports,

customer brochures.

11



Events - sponsoring athletic or'art events or trade
shows. i

News - favorable:Stories about the company, its

l

people, and pfodﬁcts.

qommunity involvément activities - contributions of
| time énd money to local.communityvneeds.

ﬁdentity media, Stationery, business cards, corporatel

dress codes. ;

ﬁobbying activif&, efforts to influence favorable or

dissuade unfavorable legiélation and rulings.

SoCial responsibility activities, building a good
reput%tion‘for corpor;te social responsibility.

Most Public Relations expenditures represent solid
investﬁents designed to create and deliver a positive
image>£o the target market. They are less blafantly
perceiyed as self—serving than advertisiﬁg campaigns. A
favorakle magazine stéry aboqt a new software p£ddﬁct is
worth ﬁuch more than tens of thdusaﬁdé of dollars épeﬂt in
advert&sing, Hi-tech companies do a lot of public
relatiéns work in advance of launching new products.
Today,;developing new.creative ideas is a full time task

for most product producing and service companies (Philip,

1999) .

12






| | SUMMARY

%ublic Relationé is a process, a'series of actions,
chang;s or functidnséthat‘bringvabout resﬁlts.,lt‘is not a
newvm%rketing tool b&t one that has been used for:
centu%ies dating bacg to Babylonia times. Today it is
widely used in profif making and nonprofits. It is well
estabiished as being;iﬁdispenSable as a marketing
stratégy. |

The féllowing cﬂapter is a review of the state of
Qatari its location;geconomic growth,'and

H
i

industrialization.

13



. CHAPTER THREE

THE STATE OF QATAR

: fhe State of Qatér occupies a small peninsula that
extendﬁ into the Pers%an Gulf from the east side of'the 
Arabié% Pén}nsula. ?tﬁG@M@L&~4¢4@&«%@H&£@mm&%€S; Saudi
,Arabiaiis to the westjand the United‘Arab Emirétes‘to.the
south.éThe country is;mainly barren. LLQ;QEEEEQEWEEEQ%Q@.
in7199§ the population was estimated at 723,542 (Timé
Almana% 2000) . | o

Oil was discovergd in Qétar in 1539:‘Commercial
“exportétion began‘in>%949. This was a turning point in
Qatar'é'modernizationiand ecoﬁomic development, heralding
a new.érakof accelerafe progfess in a wide range of
fieldsi including‘administration, inf:astructufe and the
econom& togethervwithiassociated improvements in the
social;and cultural aqenas. The new oil helped transform
Qatar'% economy from its reliance on traditional marine

brient%d activities sﬁcﬂ as pearling and fishing, together
with séme small scale?fafming into a modern and much more

‘diversified industrial economy. The flow of oil revenuesi

createérmore affluent;society andyone'in which rapid

increases in living standards, education and health care

servicés were possible. Along with this came a significant

14
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| H
. i

population‘increase from an estimated 30}OQO‘in.the 1950s
to, adoording to recent census‘figures,hmore than half a
mllllon people today: (Abu Dhabl, 1998)‘

Throughout thlS perlod of rapld growth Which

commenped in the late_l9503, Qatar has made qreat strldes

Pt
-

ngardﬁmestablishingmits modern status and;independent

gggrggiegg The}country S 1mpre551ve modernlzatlon program
is codtinulng under 1ts present‘leader, HH Sheikh Hamad
bin Khallfa Al Thanl,‘who has eXpressed a spec1al interest
in consolldatlng the Valuable steps that have already been
vtakenfwithin the frameworkbof its Arab'and‘lslamic
identily. Plans are now in place tolbuild a‘ﬁodern and
‘strong?State that can%continueuto‘play a Worthwhile-role;
region%lly; wlthin the Arab world as.a whole, and wlthin
the glpbal environment (Abu‘Dhabi,‘l998). |

The provisional‘modified constitution,Stipulates'that

.Qatar is an lndependent and soverelgn Arab country Islam

I e R e .

i
1s‘theiofflclal rellgron,yand the main source of
»legisletion, and theYSystem is democratic{-Arabicfis,the

1 .
| ‘ o

offrcrpl language and 1ts people are Arabs The state
1 N

supervrses and guldes the natlonal economy for the welfare

S i
v «wm%’“ ek

of thegcountry and 1ts people. Private property, oapltal ‘
~and labor are the main plllars‘of‘the country's social

'structure organized by law. The state_guarantees free

15
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econodic activity orogided'it does not conflict with
publig interest. It aiso guarantees.freedom of residence,
a free press and respect for personal‘property Qatari
citizens are assured equal rights and obligations and it
is the responSibility of the state to provide public jobs
(Abu Dhabi, '1998) .

ﬂhe economic policy of Qatar is based on
‘diver%ification of national income resources through
.expanaion of industrial and agricultural production, in
combi@ation with deveiopment of hnman resources. It also
aims ﬁo provide a larger role to tne private sector. A key
objec@ive is to achie%e a surplus in the balance of
paymeﬁte through increasing exports and tightening
budgeﬁary control through implementation of essential
reforﬁs in financial oolicy. Several joint stock companies
have oeen established?such as the Qatar Manufacturing
Compaﬁy and the Qatari‘Water andbElectricity‘Company.
Incenéives hare also‘been offered to the private sector in
orderbto enconrage in;estment in industrial projects.

Several laws have‘been assed in connection with the

program dealing with the organization of foreign'capital
invesﬁment in economic activity. So far as.the hydrocarbon
. m— T h‘"’“mmh

industries are concerned Qatar has been able to maintain
W—’w e "*‘““*—mm . W/ T e e

its Oil production caQaCity 0il production and exports‘

— i
et "‘*"“"’”’afv-wwm s |

R ——
R

16
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have céntinued at levélsvwhich meet the countrY's
finanéial requirémenﬁs and development needs‘(Abu Dhabi,
1998).5 |
dn.a worldwide bésis Qatar ranks as the third largest
holdeg of natural gas?reServes with estimates of more than
500 tﬁillion cubic feét, and proven reserves of 360
trilliqn cubic feet. batarvhas,also paid special attention
tovdeQelopment of the;industiial secto; and'supported it |
throujh inveétment injmanufactuting and quarrying
indusgries; Incentiveé are offered to the private sector
to enéourage investmebt in industry. A number of
indusﬁries have been éstablished and represent the
foundétion of the pri&ate sector economy. These include:
petroéhemicals, chémical fertilizérs, gas liquefaction,
oil réfining, cement,fsteel; and irbn..The private sector
has a%number of facto;ies that manufactufe foodstuffs,
textiies, garments, ieather,‘wood, furniture, paper,
Qhemiéals, rubber, pléstic, aluminum, machines and
equip%ent. The main ggal of agricuiture is to lead Qatar
to seﬁf—sufficiency. Strong suppofﬁ has been given to
farmeﬁs tQ encourage ;ocal capital investment in this
sectof (Abu Dhabi, 19@8).
Qataf has modern%wéll—equipped éommﬁnicétibn and

telecémmunications ne%works, connecting it with thé’wérld

17



.throuih three earth stations. Wétéf.and electriéity are
_ provi&ed frée to all éitizens and fhe Qéfar government
remaiﬁs committed to éréviding its citizens with a wide
range?of services andiamenities. Education is freé»at»all
stage%; The governmeﬁ# schoois provide books,.
transéortation, and financial incentives. The standard of
livind is considered @ne of the.best worldwidelthanks to
the cémprehensive social care program established tWo
decadés ago. Medical care and medicines are available for
both éitizens and residents. Hospitals and medical centers
iare eduipped with thé‘latest,technélogical devices. Qatari
womenjparticipate actively in social service fields and
have ﬁlayed an important rQle in Womén's social and
éhariﬁy activities. They have aléo‘penetratedball fields
of woﬁk (Abu Dhabi, 1998).

Qatar is‘an Islaﬁic state. The Qataris are Sunni

Moslems. There are also small Hindu and Christian

commudities though they have no formal places of worship.
. ! ‘ , , _

I .

All b@siness and indu$try activity fpnction within the
' Arabkdulture and Islaﬁic principles (Cutlip, Centef, &
BroomJ 1994) .

Qatar is a member of the United Nations, the Gulf
Coope#ation Council (éCC), and the Orgahization of

Petroﬂeum Exporting C@untries (OPEC) .

; : 18



;‘Summary

The State of Qatar is one of the smallest countries
in thé world. Located on the Persian Gulf, if covérs 4,468
square mileé and has ? population of less than one
milli&n. Following the discovery of oil in 1939, the
government has used révenués to moderniZevthé country‘and
improfe the standard of living of the people. Today, Qatar
is a ﬁodern state and,the people enjoy one of the highest
standgrd of living in:thelworld. The private sector
contributes to the ecénoﬁy and lessens the nétion's
depeﬁdénce on oil revénues;

Qétar is an Islamic state, with the majority
followﬁng the Sunni sect. It is a member of‘the United.
NationF (UN), the Gulf Cooperation Council (GCC), and the
Organi%ation of Petroleﬁm Exporting Countries (OPEC).‘ |

Chapter'IV,,Public Relations in Qatar, reviews the
primar§ research'of‘fﬁis stﬁdy;_reporting the résults‘of a

surveyécondudted in Qatar to determine the use of Public

\ . . ‘
Relations in business and industry, and to identify the
1 : ) . .

| : S
attitude of marketers in the use of this marketing tool.

;
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CHAPTER FOUR

PUBLIC RELATIONS IN QATAR

ihe purpose of this research is to investigate the
preVaiénce of Public Relations in Qatar's private sectorv
and tﬁ aésess the marketing managér's‘awéreneSS'of andb
attit@de,towards public :elaﬁioné, At the preéentbtime,
few coﬁpanies use'pubiic relations as“a marketing
strateéy, although muéﬁ effort is madé to market iﬁ the
media énd on the Inteﬁnet.'The objective'isvﬁo pro&ide
marketﬁng managers wiﬁh sufficient infofmétion‘about
PubliciRelations‘éhatiwill enable‘them to includeﬂéublib,,
Relatiéns in'marketing strategies_giving themvgreatét‘
Opportﬁnity for market growth and expansion.

Tg aSsess‘the ﬁse of public.relations in Qatér,va
questibnnaire was preéafed for.dis£ripu£ion"to various
manége%g in the country. A totél of fifty-one |
questibnnaires collected data from the Cbmpaniés selected
at ran%om. See Append#x,B. The total réspoﬁseébvafy as not

| - .
all answered every question.

Tﬁe respondents consisted of organizations in both
the public énd privaté sector. In the private sector
‘manaéefs in manufactufing (18), retailing, and services

(6) were selectediaé the primary soUrce of‘data. In the
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publié secéor, government agencies (11) and government
owned?companies (27)'%ere»contacted. The research resulted
in a valid 51 res@onses with a mean éf 2.0391 for thé
privaﬁe sector and 1.6275 in the public sector.

ft is believed that the random sampling sufficiently
coveréd both sectors._The‘respdndenté iﬁcluded marketihg
managérs, public relations managers,‘administrators, énd
superﬁisors.

fhe respondents held various positions within their
organ#zation. Adminis%rators and supervisors were'tﬁe
majority. The majority (29) were citizens of Qatar.

Twenty-two indicated "Other."

; Marketing Organization

|
i

Qespondents were requested to describe their
market@ng organization, the way in which marketing was
integr?ted into the oﬁganization. Table 1 reflects the

results of the survey.
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Table 1.

Marketing Organization

MARKETING

; ORGANIZATION TOTAL 3
‘Marketing is a separate

department : 25 49.0
Use a commercial

marketing agency 3 5.9
'No marketing function 14 27.5
‘Marketing activities :
‘integrated throughout the 7 13.8
organization '
‘Other L 2 3.9

The majority of fespondents indicated that their
organ:zation had a se?arate marketing department. The
large?percentage of companies with no marketing function
is queétioned as some;arraﬁgementS‘have ﬁo be made to
market;products. This!issue needs to be explored further
to idehtify the way in which products are marketed outside

the organization.

Markéting Communication
| Activities
T%e survey requeéted fespondents to indicate the
marketgng communication activities that the érganization
1 ‘ .
pursuel. Table 2 reports the results of the survey.



Table 2.

Marketing Communication Activities

MARKETING COMMUNICATION '

‘ ACTIVITY TOTAL 3
Public Relations 31 60.8
Sales Representatives ' 19 37.3
Advertising 15 29.4
Planning Events 15 29.4
Market Research 20 39.2
Sales Promotion 25 49.0
Other ‘ 3 5.9

ﬁublic Relations:received the highest percentage of
respodses. However, m;ny organizations still depend on
sales§representativeslto promote their’products to the
consuﬁer. ’

" The respondents were ésked ifitheir‘organization had

a sep%rate Public Rel@tions Departmeht. The majoiity, 43
-(84.3%) responded favérably with only eight (15.7 percent)
respoﬁding in the negétive. |

fhese‘resﬁonses appear to be ihconsistent with other
responées, e.g., only‘25 out of 51 respondents indicated
theykh;d a separate mérketing depértment. This indicates
tﬁat more research needs to be done, perhaps defining a

Public] Relations Department and its functions.
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PuBlic Relations as -a
"Marketing Tool

ﬁublic Relations can be used as a marketing tool in
many'different ways; %espondents were tequested to
indic%te as‘tQ how itiwas being used in their |
organfzation.»Table 3 represents their responses to the
diffeﬁent ways 1in Whiéh théy use Pgblic Relations.

The responses inaicated that annual reports were used,_‘
very frequently which.can be qﬁestiéned as to the Validity
becauée most organizations are not public organizations
whichiwould require an annual report to shareholders.

Perhaps annual reports should have been petter defined.

Table 3.

How Public Relations are Used by the Organization

Percent
j Very Somewhat  Occasion-
ACTIVITY = Frequently Frequently ally Never
Conventions 4 21 16 3
Annual Reports 17 10 . 14 1
Special Events 17 14 11 2
Open House 6 14 17 ' 3
Trade Shows 3 ‘ 9 19 11
Articles 2 12 16 12
~ Charity 8 19 11 4
Employee ‘
Relations 4 4 : 29 13
Gift Giving 6 14 18 4
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Questibhsb

'Questions number;one through féur-Were désigned fo£ 
the»p@rpose of determinihg the reapondents'attitude toward
PUbli% Relations..Theae'questians askedifdr Qpinions;
Respoddehta were-requésted to cirClearespOHSésvranging
from étrongly Agree (SA), Agree (A), No-opinian_(N),.'
Disaggeé (D), or Stroagly Disagree (SDO! Table 4 reports
‘the'rasults’of’the'feaponées for the first fouf queations.

»fhe majority of gespondents indicaﬁed that they were
familiar with Pubiic Relatidﬂ5~as a marketing tool. The
reapoﬁses were also'more~positive.ﬁhan,negative,‘with few
'exceptlons‘ This’supparts fhe view thaﬁ Qatar'mafketing
managers are famlllar with Public Relatlons and how it 1s:
used ﬁo beﬁeflt the o%ganlzatlon. |
‘Table§4.

|

‘Knowledge and Attitudé Toward Public Relations

QUESTION | SA A N D SDV, MEAN

1. Today companies need : ‘ .
" to be market 1 33 15 1 1 -0 0. 823
oriented. ‘
S 2. Marketlng strategles » N ; o

B should include PR. 33 15 1 1 -0 1.272

3. PR]dlffers from other ‘ - '
marketing strategies. | 20 = 19 0 3 0o 1.411

4.Consumers relate more S o
favorably to PR than 11 27 8 3 0 1.980
advertising ‘
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Islam

vlCne of the 1ssues’ralsed regardlng the use of Publlc’”’“'

-uRelatlons,has been thalconcern tha'y

'viusedeilljconfllct w1th the pr1nc1ples offIslam,;and bejﬁft

“”‘oﬁfensivejto 1ts followers The follow1ng four questlons 9fh

the'way in Wthh it 1sqf;_

| relate>toflslam and]requested marketlng manager 8 oplnlon 4fﬁf§f'”

'to}determine‘if;finpfaotf a confllct dose exrt Table 5

reports the opinions of the respondents.

' Table 5.

‘Islam and Public Relations =~ =
p e ST

5. PR activities are| | o e
- inconsistent. w1th{~'lfﬁf4z;ﬁ3Q,f{12gf”f3r S0 2.196 .
. principles of Islam Nl A E I S oo T L
6. Islam views PR aslan | -
 aclceptable Market‘ng7>1[2uf 6"
S tool.. o I» o o
“T. Islam’ supports I
 Dbusiness and: . e
“industry TS NI I L
8. PR should. conform*tofﬂ*f~”]ﬂh“'
S 726 14
_pr1n01ples of Isla iflpag--w

R
L

'dAynumber of respondents 1ndlcated that Publlc‘;f[fﬁufi”xd

:»Relatrons actlv1t1es were 1ncon51stent w1th thebﬁ

.tlfundamental pr1n01ples of Islam The majorlty agreed o

“E.HQitheI that they supported the stat ment or perhaps the

d”Publlc Relatlons

“questlon was not understood;_However

T QUESTION | | 5A A N S5 _SD _MEAN

lamlc pr fvl‘Cl'plgs'_.,fand‘»a..l,way_s : bie‘;;



concerned about the abtivity being that which Islam would

appro?e of. In this way, Public Relations may have more

limitations than other countries would experience.

Benefits of Public Relations

Questions nine through 13 were designed to determine

whether marketing manégers fully understood the benefits

that dould be derived from the use of Public Relations

strategies. Table 6 reflects the opinions of respondents.

‘Table 6.

Benefits of Public Relations

QUESTION

SA

A

SD

MEAN

10.

11.

12.

13.

PR assists an
organization to
develop closer ‘
relationships with
consumers '
PR provides the
organization an
opportunity to
present a favorable
image ‘
Marketing managers
would benefit from
periodic PR seminars
Pﬂ can benefit the

‘organization in the

domestic and global
markets.

PR strategies are
less costly compared
to advertising and
promotion programs.

28

21

13

11

13

10

23

30

28

29

11

11

1.745

1.745

1.941

1.960

1.921
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fhe responses inaicated ﬁhat marketihg managers are
famil;ar with‘the bénéfits that caﬁ pbe derived from:usihg
‘Publié Relations. Mos£ agreed also that they would benefit
from ﬁeriodic seminars to ihcrease their knowledge of
Publi& Relations. | |

Qpestion 14 asked whether or not the respondent's
company would be using more or less Public Relafions in
the fu%ure. The‘respoﬁses indicated that 21 would use it
more, éS the same as they have in‘the past, with three
using it less (Mean 155686).

Pﬁblic relations is abvery broad marketing strategy.
In Qat%r it fits into the way in‘which business is
conducéed, but in genéral,.it‘does not appear that it is
being ésed to its fullest advantage;'Most'cbmpanies.are
ready éo promote their:products in every way possible.
- There are various types of events that take place that
vprovidé situations such as trade shows, conferences,
varioué events,‘and thé like, that provide opportunities.

to getjboth the name of the company and its products
i

before;a very large audience. And, there are opportunities
l » :

such aé conducting open house, giving of gifts,

contriﬁutions to charity, issuing annual reports, etc.,

that are done rarely, ;f any, that could be used

beneficﬁally.
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The majority of fespondents supported the view that
compaﬁiés today need to be mérket oriéntéd. There Qas also
an agreement as to the need for public felations to be
made part of the markéting strategy a company uses.
Howevér, the response? clearly indicated that there were a
sigﬁificant number tﬁét had very little, if any,
backgpound, or understanding of public relations and the
contributions that it could make to the organiZation:

One of the major:concerns was that public relatiQns
may ndt be used to ité fullest potential. Public Relaﬁions
can be designed and used to meet the requireménts of any
culture. Instead of conflicting the religion or culture,
it can easily and cleverly promote the way of life of the
peoplet However, the study revealed thét the majority of
respondents had a very limited understandiﬁg of the
subject, althoqgh they WereAhighly informed as to the
meaning of marketing in general. |

O#e of the most important results of the study that‘
needs ko be mentioned.is the.fact that there was a high
bercenfage Qf respondents that did not‘indicate a response
to the:questions. Itbis aséumed that‘this indicated a lack
Qf undérstanding of Pablié Relations, ablack of knbwiedge

as to how it is used as a marketing tool, or they were not
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particularly involved in the marketing aspect of the

organization. See Appendix C.

Summary

The results of thé survey were, in general, positive
for tﬂe use of Public Relations. Most of the managers
surveyed seemed to have anvunderstanding of its use.
Howevér, the results indicated that most managers weré not
awére:of the full benefits of Public Relations and the
many different ways that it could be used to enhahce an
organization's imége,‘and promote products or services.

The following chépter discusses how Public Relations
could‘be integrated i@to marketing strategieé and proposed
recommendations that would be Eeneficial to organizations

and their marketing strategies.
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CHAPTER FIVE

IMPLEMENTING PUBLIC RELATIONS

Public relations:is defined as the deliberate,
planned; and sustained effort to establish and maintainv
mutual understanding between and organization and its
publics. It is the manageﬁent, through communication of
perceptions and strategic relationships between an
‘organization and itS’internal and external stakeholders.
It is:an art and a social science that looks for different'
ways to promote products and/oi services to'bring the
company's name before its consumers. The main objective is
to use it as a way to reach those in the market that
v perhape could not be reached in other ways - or to preéent
a more favorable image of the products or services being
’offeted. |

Qatar, as a small country, and one that is probably
lesser known throughout the world compared to others,.
needs to implement pnbiic relations to give it greater
aWareness in the international and global marketplaces.
There gre many opportunities'to.usequblic Relations as
‘the coﬁpanies could benefit from more activity regarding
trade ehows, conferences, seminars, etc. More could be

done by management of the different companies in
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contacting potentialbglobal customers without Spending
thousands of dnllars in advertising to promote their
products. Public relapions is a marketing tool that gives
management the»opportnnity to work more closely with
potential customers; great impreésions can be made by just
promoting the country itself and its desire'tovexpand'into
the larger market. ';J

, The'Stndy clearly indicated that marketing managers
in Qatér have é great:néed to know more about public
_relafinns and how it nould benefit their nrganization.
This does not meanithét ﬁhey are not curréntly marketing
their products or servicés in meaningful ways, but rather
that marketing nould be greatly enhanced by integrating

public relations strategies.

"Récnmmendations
The following are propgsals that would greatly
benefit management in}every organization'as to how public
relati?ns wouldvbenefit the‘image of not only the'company;
but_al%o‘the products/services being offered domesticélly
and inéérnationally.'
,1; t Conduct'seminars fof the purpose of introducing

tne subject of public relations as part of a
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marke

ting sfratégy,‘especially those that are

currently being'used.a

Ca.

Semina;s'would be’moreklike training
sessioﬁs; only the public relations would
be broadly presented‘showihg how it would
bé7used Witﬁin the domestic market aé well
as the;élQbal market. The focus would bg.on

the benefits from the use of public

relations that have been achieved by other

companies including‘those in other

countries.

Identify potential’dosts to be incurred that

‘would be significantlyvless than they are

probably spending’for-advertiSing at the present

time.

S a.

In most cases, public relations require

only a'minimal budget, depending on what is

~to be done. Locally, the company could

'suprrﬁ some event that takes place .

~annually such_as sporting'evénts‘— mainly

soccer as that is the favorite sport of the

',peqple.'

Relations between the cbmpany-and the press

also needs to be promoted with stories of
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events' that have occurred or aré occurring
within the organization such as
announcements of‘people being promoted, or
perhap§ the activities of some employees as
it perﬁains to their volunteer effort for

some charitable organization.

Introduce ways in which public relations could

a.

. and should be used such as:

Participating in trade shows, presenting
products and services in a positive light
so that all those attending would be more

aware of the company and the state of Qatar

in general. Opportunities exist throughout

the Gulf as trade shows are common and they

are well attended by companies from all

over the world. Products and services are

promotéd probébly;more«for the
internétional and giobal market, as the
domestic market for most products is very
small éompared to the larger market that
eXistséwithin the global framework.
Ctheréncés. Most industries that sell in
the global marketplace frequently hold

conferences usually on an annual basis.
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These are usually held in large hotels and
invitations are extended to eVery company
related to the industry.

Arrange for more contacts, personal visits,

‘planned visits to other countries for certain

events to which Qatar could contribute in some

‘way. In each country, or most countries, one of

the best contacts is organizations such as the
Chamber of Commerce, industrial organizations,
and the like. Greater participation in
international,events»would greatly enhance‘he
image of Qatar and provide an excellenti
opportunity:to make contact with companies that

couid contribute.to the company's business while

_making-contact with potentiai markets that

perhaps have not been considered in the past.

Due to the fact that Qatar is a very small country,

‘although it is grOWing rapidly, public relations could

greatLy contribute to its growth This is important as oil

is a depleting‘resource,qand before the revenues decline
S . . - ‘ . } -

1
3
|

significantly, the economyineeds to be based on the

,privaue sector. Although the country itself may be

disadvantaged because;of its size, diversification can

greatly expand its size within the marketplace.
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Summary

Business and industry in the State of Qatar could
significantly benefit from greater use of Public
Relations. There are many opportunities open to them that
would greatly enhance any marketing strategy.
Recommendations are made to encourage its use and also
offer training in the field to marketing managers so that
they would have a better understanding of the process.

The following chapter is a summary and conclusion of

thiss study.
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CHAPTER SIX

SUMMARY AND CONCLUSION

0il was discovered in Qatar in the 1940s at the time
when oil was being discovered'iﬁ neighboring countries.
Before that time, Qatar depended on pearling and fishing
as én econbmic resburce. The populationvwas relaﬁively
small, and without any significant natural resourbe.'When
voil‘was di3covered in the area the whole world became
interested in the Gulf countries as many, including the
| United States, as oil reservés were being rapidly
depleted. When Wérid War II came to an end, oil production
and shipping to the far corners of the earth was poSsiblef
For the first time, the Gulf countries became important to
every industrial nation; and the development of third
‘world countries.

To lessen dependence on imports, Qatar has become
self sufficient in;some'things-such as’food_supplies. The
sﬁrplus.is ah important export today. Bﬁsiness and
industry has grown significantly during the»lést decades
as new bﬁéiness were needed not only to support the oil
industry but to support the growing population és well.

Becaﬁse the domestic market of Qatar is relatively

small, many companies today are'selling in the

37



‘interhational market;vHowever, more progress has to bé
made if the country is tovbe‘able to support itself when
the oil reserves have been depleted.‘To prbmote growth,v
companies could benefit greétly by using public relafions.
The dpportunities exist but until this time they have not
beén fully exploited.’For this reasdn, it is proposed that
marketing_manager of thevdifferent countfies be educated
as to thé need for,bﬁblic relations to be integrated into

‘their current marketing strategies.
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APPENDIX A

EXECUTIVE’S OPINION SURVEY
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Executive’s Opinion Survey

- The following questionnaire is designed to identify the way in which Public
Relations are used in the State of Qatar as part of a research study to complete the
requirements for a Master's Degree in Marketing and Communication. Your assistance
is greatly appreciated and all responses to the questionnaire are confidential. Thank
you. '

Please indicate the type of organization with which you are affiliated:
Private Sector:

. Manufacturing
____Retailing
___Services
____ Other, please spemfy

_Public Sector:

L Government agency
____ Government owned company
___ Other, please specify

Your Current Position(s):

____ Marketing Manager
____Public Relations Manager
____Administrator
____Supervisor

. Other, please specify

Nationality:

____ Citizen of State of Qatar
____ Other, please specify

Which of the following best describes your Marketing Organization?

___Marketing is a separate department.

___ Use commercial marketing agency
- ‘Have no marketing function in our organization
___Marketing activities are 1ntegrated throughout the organization.
Other please spemfy
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Which of the following marlceting communication activities does your
Organizations have? Marketing activities include: (please check all that apply)

___ Public Relations
- Sales Representatives
____Advertising

“ __ Planning Events
____Market Research
___Sales Promotion
____Other please specify:

Does your organization have a separate Public Relations department?

The following are some of the traditional tools of Public Relations. Please indicate
how frequently is each used in your organization. (1 - very frequently; 2 - Somewhat
frequently; 3 - Occasionally, 4 - Never). Circle the number that best represents your
response on the right hand side. '

___ Press Conferences
____Conventions

- . Annual Reports
____Special Events
___Open House
____Trade Shows
____Articles in newspapers/magazines
__ Contributions to charity
____Employee relations
___ Gift giving

e e e e e
L LW LW W W W WW LWL W
R T T S S S S S o

Oil the left hand side of the Public Relations tools above, please indicate how
important is each tool to your organization on a scale from 1 - 5, 1 being very
important, 4 being not at all important. -
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e '.'_’drsagreement by circling, the letter

100

:J'{Companles today need to be market orrented

N No opmron
"D ’Dlsagree

An effectlve marketmg strateg.“: should mclude T
‘h.pubhc relatrons o T

_“' v'Pubhc relatlons differ from other marketmg
= Commumcatlon strategles ;

- Consumers often relate more favorably to ‘ " |
o publlc relatlons strategles than to advertlslng

i Effectlve publlc relatlons act1V1t1es are
- inconsistent wrth the fundamental pr1nc1ples e
g ofIslam AR AR :

' 'Islam Vlews Pubhc Relatlons as an acceptable o
' Marketmg tool i i o)

: ‘Islam supports busmess'and 1ndustry

;- Publlc relatlons actlyltres should conform to the o
' prlnc1ples of Islam N :

. ',Pubhc relatlons a551st an organlzatlon to develop RS
7 closer relat1onsh1ps w1th consumers and potent1a1 PR
consumers I S : :

- Pubhc relatlons prov1des the orgamzatlon an. :
ST opportumty t0 present a favorable 1mage that RS
SR "cann[ot be. achleved w1th advert1s1ng

: Marketmg Managers of organrzatlons would e
benefit from per10d1c seminars on public relatlons e
SA

G and ways that it can be 1mplemented effectrvely

‘;fSDf'-‘,}Stfongly dlsagree : | S

Cosa A
osA A

~ SA A N

SA A

"

statements please 1nd1cate the level of your agreement or R
t«’best represent your response :

sD
‘D SD
D SD

D SD

D SD

'SD
D SD

SD -



12. Public relations can benefit the organization
in the domestic market and the global marketplace. =~ SA A N D 8D

13. Public relations strategies are less costly ’
compared to advertising and promotion programs. ~ SA A N D SD

14. Will your company be using more or less of Public Relations in the future?

__ Moreof __ Sameas ~__ Lessof

Please share with us any comments you may have on the nature and role of Public
Relations in the Gulf region. '

Thank you for your assistance and cooperation.
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APPENDIX B

" MAP OF QATAR

44



-

i

é’;’:
Lers

g

i

K

v AUDI
ABIA
i1

A

45



http:i-iflrl.wa

APPENDIX C

FREQUENCY TABLE
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Please indicate the type of organi

zation with which you are affliated:(private

Sector)
_ o Cumulative
Co L Frequency | Percent | Valid Percent |  Percent

Valld  noresponse = 10 19.6 19.6 19.6
o Manufacturing 18 353 35.3 54.9
Services: 6 118 11.8 66.7
Other 17 33.3 33.3 100.0

Total 51 100.0 100.0 |

~ Please indicate the type of organization with which you are affliated:(Public Sector)

v Cumulative
Frequency Percent Valid Percent Percent
Valild ' no response . 4 13.7 13.7- 13.7
’ Government agency 11 21.6 21.6 353
Government owned 27 52.9 52.9 88.2
company - ,
Other 6. 118 11.8 100.0
Total 51 100.0 100.0

Please indicate the type of organizatiori with which you are affliated:(Your current

positions)
, Cumulative

‘ Frequency Percent Valid Percent Percent
Vvalid NO Response . 1 2.0 2.0 2.0

Marketing Manager 1 20 2.0 3.9

Administrator 11 21.6. 21.6 25.5

Supervisor 12 23.5 23.5 49.0

,Other 26 51.0 51.0 100.0

iTotal 51 100.0 100.0
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' Please indicate the tjpe of Orgavnization'With which you are affliated:(Nationality)

hE _ ] - Cumulative
S Frequency Percent ‘| Valid Percent Percent
Vald _ Ciizen of UAE | 29 56.9 56.9 56.9
Other 22 43.1 43.1 100.0
Total o 51| 100.0 100.0

Which of the folldwing best desc_ribes your Marketing Organization?

Vald o |V|arReE|ng IS a

. : ' Cumulative
Frequency | Percent | Valid Percent Percent
separate department .25 49.0 49.0 49.0

" Use commercial ‘

Marketing agency 3 ' _5'9 5.9 54.9
Have no marketing | .

" function in our 14 27.5 27.5 82.4
organization »
Marketing is L
integrated thoughtout 7 13.7 13.7 96.1
the organization
Other 2 3.9 3.9 100.0
Total 51 100.0 100.0

Which-of the following marketing com

munication activities does your organizatio

have? - :
Cumulative
: Frequency Percent Valid Percent Percent
Valid = . no response 20 39.2 39.2 39.2
Public Relations 31 60.8 60.8 1100.0
Total 51 100.0 100.0
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Which of the following marketing communication activities does your organization have?

~Vana  no response

Total

Cumulative
Frequency Percent Valid Percent Percent
32 02.7 62.7 2.7
Sales Representatives 19 37.3 37.3 100.0
51 100.0 100.0

hich of the following marketing communication activities does your organization

have?
_ Cumulative
, Frequency Percent Valid Percent Percent
Valid __ no response 36 /0.6 70.6 70.6
Planning eventes 15 294 29.4 100.0
Total 51 100.0 100.0

Which of the following marketing communication activities does your organization

have?
: ,  Cumulative
Frequency Percent Valid Percent Percent
Valid . noresponse - 31 60.8 60.8 60.8
- Marketing research 20 39.2 39.2 100.0
Total 51 100.0 100.0

Which of the following marketing communication activities does your organization

have?
Cumulative
‘ Frequency Percent Valid Percent Percent
Valid ~ no response 26 51.0 51.0 51.0
Sales Promotion 25 49.0 49.0 100.0
Total 51 100.0 100.0
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Whlch of the following marketing communication activities -does your

organization have?

_ Cumulative
.} Frequency Percent Valid Percent Percent
alid .~ no response 36 70.6 70.6 70.6
advertising 15 294 294 100.0
Total 51 100.0 100.0

Whlch of the following marketing commumcatlon actlwtles does your

organization have?

Cumulative
L Frequency Percent Valid Percent Percent
Valid  no response 48 94.1 94.1 94.1
- other 3 5.9 5.9 100.0
Total 51 100.0 100.0

does your organization have a separate public relations departament?

Cumulative
‘ Frequency Percent Valid Percent Percent
Vald - yes 43 84.3 84.3 84.3
‘no 8 | 15.7 15.7 100.0
Total 51 100.0 100.0

How frequnetly does your organization use Conventions?

: Cumulative
Frequency | Percent | Valid Percent Percent
Valid = no response 4 13.7 13.7 13.7
very frequently 4 7.8 7.8 21.6
somewhat frequently 21 412 41.2 62.7
- occasionally 16 31.4 31.4 94 1
Never 3 5.9 5.9 100.0
Total 51 100.0 100.0
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How frequnetly does your organization use Annual reports?

Cumulative
- . Frequency | Percent | Valid Percent Percent
Valld  noresponse 9 17.6 17.6 17.6
very frequently 17 33.3 33.3 51.0
somewhat frequently 10 ~19.6 19.6 70.6
occasionally 14 27.5 275 98.0
Never 1 2.0 2.0 100.0
Total 51 100.0 100.0
How frequnetly does your organization use Special events?
: Cumulative
Frequency | Percent | Valid Percent Percent
Valid no response 4 13.7 13.7 13.7
very frequently 17 33.3 33.3 471
somewhat frequently 14 27.5 27.5 74.5
occasionally 11 21.6 21.6 96.1
Never 2 3.9 3.9 100.0
Total 51 100.0 100.0
How frequnetly does your organization use Open house?
Cumulative
Frequency | Percent | Valid Percent Percent
Valid  noresponse 11 216 21.6 21.6
very frequently 6 11.8 11.8 33.3
somewhat frequently 14 27.5 27.5 60.8
occasionally 17 33.3 33.3 94 1
Never 3 5.9 5.9 100.0
Total 51 100.0 100.0
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How frequnetly does your orga'ni‘z"a‘_ti‘o'n use Trade shows?

| Cumulative

T * | Frequency | Percent” Valid Percent Percent
Vald _ no response - - B 176 T7.6 7.6 |
' very frequently * - 3’ 59 T 59 235
sdmewhaf frequently 9 176 176 412
occasionally 19 373 373 . 784
‘Never 1 216 216 .100.0

“Total 51|~ 100.0 | . . 100.0

How freq’unet‘ly does your organization use Articles in nEWSpape‘rsllMagazines? :

S : Cumulative
Frequency | Percent | Valid Percent Percent

Valid .~ no response 9 176 17.6 17.6
" very frequently 2 39 3.9 216
somewhat frequently 12| 235 - 235 45.1
occasionally 16 314 314 76.5
Never 12 23.5 235 100.0

Total .51 100.0 100.0

‘How frequnetly does your organization use Contributions to charity?

, i Cumulative
: Frequency.| Percent Valid Percent Percent
Vaiid no response 9 176 17.6 17.6
_ very frequently 8 15.7 15.7 33.3
- somewhat frequently 19 37.3 37.3 70.6
occasionally 11 216 216 92.2
Never 4 7.8 7.8 100.0
Total 51 100.0 100.0
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“How frequnetly does ybur organization use Employee relations?

: Cumulative
, ' Frequency | Percent | Valid Percent Percent
alld  no response 10 196 |- 19.6. 19.6
( very frequently 4 7.8 7.8 27.5
somewhat frequently 4. 7.8 7.8 35.3
occasionally - 20 39.2 39.2 74.5
Never ' 13 255 255 100.0
Total 51 100.0 100.0
How frequnetly does your organization use Gift giving?
Cumulative
Frequency Percent Valid Percent Percent
Valild  no response ) 9 17.6 17.6 17.6
o very frequently 6 11.8 11.8 294
somewhat frequently 14 27.5 27.5 56.9
occasionally 18 35.3 35.3 92.2
Never 4 7.8 7.8 100.0
Total 51 100.0 100.0
How frequnetly does your organization use Gift giving?
Cumulative
i Frequency Percent Valid Percent Percent
Valid™ no response v 9 17.6 17.6 17.6
very frequently 4 7.8 7.8 25.5
somewhat frequently 6 11.8 11.8 37.3
occasionally 23 45.1 45.1 82.4
Never 9 17.6 17.6 100.0
Total 51 100.0 100.0
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How important to your organizatioh to use Conventions?

_ ‘ | . Cumulative
‘ Frequency | Percent | Valid Percent Percent
alld no response ' 32 62.7 62.7 62.7
* Very Important 6 11.8 11.8 745
important 9 17.6 17.6 922
no opinion 3 5.9 59 98.0
not important 1 2.0 2.0 100.0
Total 51. 100.0 100.0
How important to your organization to use Annual reports?
, Cumulative
Frequency Percent Valid Percent Percent
Valid no response 35 68.6 68.6 68.6
Very‘Important 4 7.8 7.8 76.5
important 6 11.8 11.8 88.2
no opinion 5. 9.8 - 9.8 98.0
" not important 1 2.0 2.0 100.0
Total 51 100.0 100.0 '
How important to your organization to use Special events?
Cumulative
Frequency Percent Valid Percent Percent
Valild  no response - 33 64.7 64.7 64.7
' Very Important 10 19.6 19.6 84.3
important 3 5.9 5.9 90.2
no opinion 4 . 7.8 7.8 98.0
not important 1 2.0 2.0 100.0
Total 51 100.0 - 100.0
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'How important to your organization to use Open house?

o Cumulative
Frequency | Percent | Valid Percent Percent
Valld  noresponse 34 66.7 66.7 66.7
Very Important | 4 7.8 7.8 74.5
" important _ 7 13.7 13.7 88.2
no opinion 5 9.8 9.8 98.0
“not important 1 2.0 2.0 100.0
Total 51 100.0. | 100.0
How important to your organization to use trade shows?
_ | Cumulative
Frequency | Percent [ Valid Percent Percent
Valild  no response 36 70.6 70.6 70.6
" important 5 9.8 9.8 80.4
no opinion 7 13.7 13.7 941
not important 3 5.9 5.9 100.0
Total 51 100.0 100.0

How important to ybur organization to use Articles in néwspaper/magazines?

v - Cumulative
, _ Frequency | Percent | Valid Percent |  Percent
Valid no response 36 70.6 70.6 70.6
* Very Important 1] 2.0 2.0 72.5
important 6 11.8 11.8 84.3
-no opinion . 6 11.8 | 11.8 96.1
not important 2 3.9 3.9 100.0
' 100.0 100.0

~ Total

51
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How important to your organization to use Contrebutions to charity?

Cumulative
Frequency | Percent | Valid Percent Percent
~Valld . no response 35 68.6 68.6 63.6
Very Important 4 7.8 7.8 76.5
important . 5 9.8 9.8 86.3
no opinion 6 11.8 11.8 98.0
not important at all 1 2.0 2.0 100.0
Total 51 - 100.0 100.0
How important to your organization to use Employee relations?
: Cumulative
. Frequency | Percent | Valid Percent Percent
Valid  no response 38 14.5 14.5 14.5
Very Important 4 7.8 7.8 82.4
important 6 11.8 11.8 941
no opinion 3 5.9 5.9 100.0
Total 51 100.0 100.0
How important to your organization to use gift giving?
Cumulative
Frequency | Percent Valid Percent Percent
Valild ~ no response 34 66.7 66.7 66.7
Very Important 6 11.8 11.8 78.4
important 6 11.8 11.8 90.2
no opinion -3 5.9 59 96.1
not important 2 3.9 3.9 100.0
Total 51 100.0 100.0
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How important to your organization to use gift giving?

‘ : » ' Cumulative
, Frequency | Percent | Valid Percent Percent
alld  noresponse 36 70.6 70.6 70.6
important 4 7.8 7.8 78.4
no opinion 10 19.6 19.6 98.0
not important 1 2.0 2.0 100.0
Total ) 100.0 100.0
An effective marketing strategy should include public relation
_ Cumulative
Frequency | Percent Valid Percent Percent
Valid  no response 1 2.0 2.0 2.0
Strongly Agree 33 64.7 64.7 66.7
Agree 15 29.4 294 96.1
No opinion 1 2.0 20 98.0
Disagree & 2.0 2.0 100.0
Total 51 100.0 100.0 |

Public relations differ from other marketing Communications strategies

: : . Cumulative .
A : Frequency | Percent | Valid Percent Percent
Valid - noresponse 1 2.0 2.0 . 2.0
Strongly Agree 30 58.8 1588 60.8
Agree 19 © 373 37.3 98.0
Disagree 1 20| 2.0 100.0
Total 51 100.0 100.0
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Consumers often relate more favorably to public relations strategies than to

advertising
‘ Cumulative
Frequency | Percent | Valid Percent Percent

"Valid __ no response 2 3.9 3.9 3.9
‘ Strongly Agree 11 21.6 21.6 25.5
Agree 27 52.9 529 | 78.4
No opinion 8 15.7 15.7 94.1
Disagree 3 .59 5.9 100.0

Total 51 100.0 100.0

Effectlve public relations activities are inconsistent with the fundamental
principles of Islam

Cumulative
Frequency | Percent Valid Percent Percent

~Vald __ no response 2 3.9 3.9 3.9
Strongly Agree 4 7.8 7.8 11.8
Agree 30 58.8 58.8 70.6
No opinion 12 235 235 94.1
Disagree 3 5.9 5.9 100.0.
Total 51 100.0 100.0

'Islém views Public Relations as an acceptable marketing tool

Cumulative
Frequency Percent | Valid Percent Percent

'V"I'H—Lo response 2 3.9 3.9 3.9
Strongly Agree 2 3.9 3.9 7.8
Agree 6 11.8 11.8 19.6
No opinion 21 41.2 41.2 60.8
Disagree 17 33.3 33.3 94.1
Strongly disagree 3 59 5.9 100.0
Total . 51 100.0 100.0
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Islam support bussiness and industry

‘ Cumulative
- . Frequency | Percent Valid Percent Percent
alld  no response 3 5.9 59 5.9
Strongly Agree 8 15.7 15.7 216
Agree 21 41.2 41.2 62.7
No opinion 15 29.4 294 92.2
Disagree 3 5.9 59 98.0
Strongly disagree 1 2.0 2.0 100.0
Total 51 100.0 100.0
Public Relations activities should conform to the principles of Islam
Cumulative
Frequency Percent Valid Percent Percent
Valid no response 1 2.0 2.0 2.0
Strongly Agree 26 51.0 51.0 52.9
Agree 14 27.5 27.5 80.4
No opinion 9 17.6 17.6 98.0
Disagree 2.0 2.0 100.0
" Total 51 100.0 100.0

' Public Relations assist an organization to develop closer relationships with
comsumers and potential comsumers

Cumulative
Frequency Percent Valid Percent Percent
Valid~  Strongly Agree 28 54.9 54.9 54.9
Agree 10 19.6 19.6 74.5
No opinion 11 21.6 21.6 96.1
Disagree 2 3.9 3.9 100.0
Total 51 100.0 100.0
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Public Relations provides the organization an opportunity to presenta favorabie
image that cannot be achieved wiht advertising

Cumulative

: 'Frequency Percent | Valid Percent Percent
Valld  Strongly Agree 21 412 41.2 ‘ 41.2
Agree 23 45,1 451 86.3
No opinion .6 11.8 11.8 98.0
Disagree 1 2.0 2.0 ~ . 100.0
Total 51 100.0 100.0 '

Marketing Managers of organizations would benefit from periodic seminars on
public relations and ways that it can be implemented effectively

‘ Cumulative
Frequency Percent Valid Percent Percent
Valid  Strongly Agree 13 29.5 255 25.5
Agree 30| 588 58.8 84.3
No opinion 6 11.8 . 11.8 96.1
Disagree 2 3.9 39 | 100.0
Total ’ 51 100.0 +100.0

Public Relations can benefit the organization in the domestic market and the
global marketplace

, Cumulative
Frequency Percent Valid Percent |- Percent
Valild  no response ‘ 1 2.0 ' 2.0 2.0
Strongly Agree 11 216 21.6 23.5
Agree 28 | 54.9 54.9 78.4
No opinion 11 21.6 21.6 ~100.0
Total 51 100.0 100.0
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Public Relations strategies are less costly compared to advertising and
promotion programs

Cumulative
Frequency Percent Valid Percent Percent

ald no response 1 2.0 2.0 2.0
Strongly Agree 13 25.5 25.5 27.5
Agree 29 56.9 56.9 84.3
No opinion 5 9.8 938 94.1
Disagree 3 5.9 5.9 100.0
Total 51 100.0 100.0

Public Relations strategies are less costly compared to advertising and
promotion programs

Cumulative
Frequency Percent Valid Percent Percent

Valid  no response 3 5.9 5.9 5.9
Strongly Agree 7 13.7 137 19.6
Agree 23 451 45.1 64.7
No opinion 13 25.5 25.5 90.2
Disagree 5 9.8 9.8 100.0
Total 51 100.0 100.0

will your company be using more of less of public relations in the future?

Cumulative
Frequency Percent Valid Percent Percent
Valld  no response 2 3.9 3.9 3.9
more of 21 41.2 41.2 451
same as 25 49.0 49.0 94.1
less of 3 5.9 5.9 100.0
Total 51 100.0 100.0
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