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ABSTRACT
Unired ArabiEﬁirates (UAE) became'known>to the.
n oil was discovered. Sincevrhet time,.the
as modernizedend>developed'ihro one of the.
radiﬁg centers in the world. The purpose of this

is to identify companies in the UAE Who are

currently using public relations, and:those that would

benefit f
marketing
public re

their man

rom its use. The objective is to provide
managers with the knowledgezof the benefits of
lations and how it could be used to advantage in

keting plans.

Primary and secondary data was selected for the

study. Px
questionn
in the prx
public re
- strategie
The resul
managers

would ben

-greater 4

conducted

relations

from its

imary date consisted of a survey undertsken by ao'
aire with forty maﬁagers of rarious orgaoizations
ivate and public sectors of the UAE to learn how
lations was being used in their marketing
s, and how much they knew aboutbpublic relations.
ts of the sﬁrvey indicated that most marketihgb
were knowledgeable about‘public relations, but
efit.from learning about how;it'could be used to
dvantage. It was proposed thst seminars be

for marketing managers focused on how public

could_be used and the benefits to be derived
use.
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CHAPTER ONE

INTRODUCTION

UAE is'e relatively new country, the country got
1971. Since the‘discevefyvof Qil,lthe country
ienced significant deveiopment and modernizationa
dependence on oil for revehues,'end'beeaese of

aphie location on the GUlf( significant‘effort
made to fully develep'its potentiel es a Middle
rade Center. In additien; progress has been made
rialize and diversify the econdmy. As,a‘feSult,
s very active in the global marketplaee,

, exportiﬁg, and re—exporting products to and
over the World. It is also bedoming the major

center in the'Middle East.

‘Impoﬁtance of the Study
gers of companies in the private sector are

with marketing,_domestically:ahd internationally.

however, little understanding and use of Public

as a marketihg teol; Public Relations is a broad
mmﬁnicétion efforts ueed to create and maintain
relationships between an organizetion‘and its
, and potential customers. The‘priyate sector

atly benefit using Public Relations in their
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Publ

strategies, and in some cases, it may be vital
ued growth andvprofitability; |
study is important as compétition continues to
not only in the Middle East bufvin the global
well. This hécessitates companieé to use the
ctive marketing tools anditojdevelQp'stratégies
give them a competitive edgé in thé marketplace.
Ompanies in the UAE, markétiﬁg is the_key.to
d profitability. Public}Relaﬁions can play‘av

e in achieving cbmpany as well as the

n's goal of economic growth.

Purposevof the Study
purpose of this research is #o identify companies
E who are CUrreﬁtly‘using Public Relatiops, and
t would benéfit from its ﬁseé'The objective igito
arketing managéré w;th the kﬁowledge of the
of Public Relations and how it-could be used to

in their marketing plans.

Public Relations‘

ic Relations, as a discipline, became popular in

the 20™ century. It is distinct form marketing in several

ways; alt

because b

hough boundaries often overlap.iFdnctions overlap

oth deal with an Qrganization's relationships and
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countries.

milar communication tools to reach the public.
the ultimate purpose of assuring an

ion's success and economic survival. However,

oach these tasks from different perspectives or

S (Wilcox, Ault, Agee, & Cameron.,'
ié Relations 1is the ménagemeﬁt process whose goal
ain and maintain accord‘and positiﬁe behaviors
ial groupings on Which an oréanization depends to
ts mission. Its fundamental fesponsibilify is £o
maintain a hospitable envirénment’for an

ion. It concerns building relationships and

g goodwill for the organization while‘marketing
ned with customeré and seiliﬁg products and
(Wilcox et al., 2000).

dQes not mean that Publié‘Relatidns is not
with selling for it is by créating a hospitable
nt for an Qrganization so th%t the potential
will be impressed with the cémpaﬁy viewing it as
gh integrity and quality proﬁucts.

ic Relations has pio&en‘ité %aluélas a markéting

and is being used in most industrialized
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Methodology
method selected for fhis study 1is to conducﬁ
nd secondary research. Primary reSearch has been
for the purpose of‘identifying.the-use of Public
, and those companies.thét wbﬁld benefit from its
estionnaire was prepared and distributed to CEOs
companies in the UAE for the purpose éfk'
g data regarding their curreﬁt marketing
s, and use of Public Relatioﬁs.
ndary research consists of a variety of data
from texts, published articles and other data
to the UAE and the field of pubiic
ation. The objective is to i&entify the way in
lic Relations is used in various countries, and

s that can be used to the greatest advantage.

Definitions
eting: A communiqation process designed to inform
f and potential cusfomers ofthose products and
available in the marketplace.
ic Relations: A distinctive management function
ps establish and maintain mﬁtual lines of

tion, understanding, acceptance, and cooperation
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Limitations

This study is limited to the use of Public Relations

ivate sector in the UAE'for the purpoée.of
marketing strategies in‘bﬁsinessesvand,

s to promqte growth and profitébility.

s further limiﬁed by timé, number of respondents
estionnaire, and published material on the use of

lations as a marketing tool.

Organization of the Study
organization of the study‘isjas follows:
ter one: Inﬁroduction to theistudy, importance,
gy, definitions and limitations.
ter two: History of Public Relations prior to

II, following World War II, and its current

in the field of marketing. This chapter provides
on about Public Relations, how it is used, and
nefits producers of products and/or services.
ns of culture and religion are also reviewed
f their impact_oﬁ Public Relétidns.
ter three: A brief review of the private sector

E, major companies - those currently using
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ons and those who could'benefit'from its use.

ter takes into‘chSideration‘the geographicsbof

méin industries, trade centers, free trade ports,

né, the tourist industry, to name a few.

ter four: This chapter reviews tﬁe survey‘téken

E, its objectivés, and resulﬁs. An analysis is‘_
he quéStionnaire in relation‘to the use of Public
in the UAE.

ter five: A review of primary and secondary data

urposé of identifying how Public Relations would
ffectively used in the UAE_aﬁd the potential

to be:derived from‘its use. The recommendations
trategies deSigned fqr the'pﬁrpose of enhancing

arketing strategies with the goal of increasing

ny's name and product line to the domestic and

onal markets.

ter six: A brief summary of the study . and the
and'weaknesses of thé reseafch and what may be

for future studies in this field.

Summary
chapter identifies the purpose of the Study,
of the problem, methodology/ definitions, -

ns} and organization of the study.




Chapter two provides a brief background of Public
Relations and how it is used, and Public Relétiohs can be

used as & tool according to Islamic principles.
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CHAPTER TWO

PUBLIC RELATIONS

ic Relations is not a new maﬁketing tool but
e that has existed for centufies,‘F:om_ancient.
have used Public Relations éo‘perote_Various
pread propaganda, and influeﬁce the public. -
iting in Plato's time meant the same thing és it
y - to provide information,‘ﬁo influence peéple,
te various activities and.causes. It is a form of
tion that hés been used and misused by thosé that
thing to gain from public support. Public

has been used in this country since its founding
ufpose of influencing people:from Europe to .
nto the new world. It was used to influence the
to oppose British rule énd Becohe an independent
ring the 198 century it‘wés ﬁsed widely in thé
n of slavery, to promote the idea that the Civil
ustified, and that all men sﬁouid fight to keep
together and bring an end to slavery (Wilcox, et
) - |
owing the end of the war propaganda exploded
ng settleré to move wesﬁ'as ﬁhe nation waé

g, creating new states and cities. At the same
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ustry was increasing and billboards, speeches,

s, signs, etc., were used to inform the public
opportunities that existed, and jobs théf needed
led, and most important, selling_of products.
is time extensive use was made of Public

for the purpose of bringing abouf social reform,
ion of industry, and better living conditions for
ing in the cities. The Santa Fe Railwéy at the

of the twentieth century, commissioned dozens Qf
and photographers to depict scenes in the then
own Southwest. The Chicago Eaison Company broke
d in Public Relations‘technique when they creéted
éf techniques to maintain a sound relationship
omers. Press releases were used extensively;
c., were used for Public Relations purposes.
d was probably the first majér industrialist to
asic Public Relations concepts. The first waé the
positioning, the idea that credit and publicity
t to those who do something first; The second
ready accessibility to the press. He obtained
of the prototypes Model T by’demonstrating it to
ter from the Detroit tribune: By 1903 Ford
widespread publicity by raciﬁg his cars, a

that it is still carried out today by automakers.
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support t
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2000) .
As b
Relations
cheaper t

and secon

leaders a

estimated

let al.,

tioned himself as the champion of the common

d was the first autoﬁakér toKenvision that a car’
affordable to everyone. Soon the name Ford |
household word, and peoplé began buying

es that changed the charactef'of transportation
2000) . |

of‘the ﬁost important examples of the use‘of
lations by the government in the U.S. was during
I and World War II. Americaﬁs,'generallyvopposed
nd opposing more the sending_of men ﬁo fight wars
countries, the government used Public Relations
ly to change

public opinion so that they would

he war. This was followed by‘the need for

to use less food, gasoline,rand to buy bonds to

he war. Most of the propaganda centered around
tance of protécting democracy and bringing peace

rld, which no war has ever done (Wilcox, et al.,

usiness and industry expanded, the use of Public
also expanded. One feason, itvwas usuaily

o implement cdmpared'to high'advertising rates;
d, it was designed»to always pdﬁ companies, their
nd their producté in‘argood light. By 1950 én

17,000 men and 2,000 women were employéd as

10
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depend on
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ners in Public Relations and publicity. Typical

lic Relations programs of'large corporations at

'

ry was that of the Aluminum Company'of America.

hé operation was a vice president‘forqublic

-= advertisiﬁg, aided by anjassiStant Public
director and an advertisingjmanagerf.Depaitments'
community relations, product;publicity,.motion
and exhibits, employee publiéations, néws'bureau,‘v
triai economists [speech writing and educatiOnél

] 2000) .

(Wilcox, et al.,
ng the second half of the twéhtieth céntury,
lations became firmly established‘as'b
able to America'sveconomic, ?olitical, and social
nt. By the turn of the‘centuﬁy it was well
d into the total communicatién programs of
and institutions both natioaally and globally
et al., 2000). | | |
ic‘Relations has become essential in modern life
pulation continues to grow, péQple ha&e comé to
what fhey see,'hear, and reéds to keep them
about that Whiéh is going on%in the country; The
t, business,vindustry( and ﬁénprofit institutions.
e extensive use of Public Reiations to reach the

o advance their cause, whether for social reasons

11
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‘countries

to cultuxy

Isla
region,'b
code of Db
community

relations

behavior

king.profité. Moré use_of’tﬁé tool has been
due to the fact that it is cost efficient. An
lations campaign cost less‘than‘the production of
vision commercials.ﬁPublic Relations is becéming
ialized as some marketing managers concentrate
érts solely in‘ohe specific aﬁeg such as finance,
markéting, crisis communications empipyee
tions, or politics.‘At’the same time Public
tools are becoming more complex méinly dué to
y being introduced - e.g., videos,,féxes, the
etc. It is also expandihg.wOrldwide as the
rketplace continues to increase in activity 9
al.

t 2000) .

14
ic Relations is increasing in use in many

, and others use it with limitations mainly due

al or governmental limitations.

Islam
m is a binding force, not just throughout ﬁhe
ut beyond. Islam is more than a religion. It is a
ehavior and a way of life as well. It pervades
life, business and ind@stry-operations, and the
hips between people; Islam is concerned with

and conduct being of the highest standards, the

12



relationship of brotherhood between all men, and the
rights of all are protected. For this reason, marketing
must function within the pérameters_of decehcy, reépect»_
for all mankind, and anything.viewéd és beihg invasive and
that which conflicts with the teachings and principles Qf
the réiigion. Although business and iﬁdustry are free to
‘promote their products and advertiSé:ﬁheir wares, it ﬁust_
be ddnevin good taste, not offensive‘£ovanyone, Obscenity,
‘pornography,‘presented in ahy fofm‘isinot»acceptablé; In
'sbme Gﬁlf countries, womeﬁ are not'uséd for advertising or
promotional 6bjéctiVes: However, markéting itself is |
viewed as being an effecti&e way to iﬁform consumers ébout
products, but they“must be promoted in a professional;
honest and truthful way. Literacy is not a problem‘in the
UAE, therefore the correct usage ofvwgrds as wili,as
symbols and pictures must be cafefﬁlly’screened so that

they will not insult the religion,,or;thevArab culturé.

‘Sqmmary>

Public Relations‘is not,a new'maiketing tool. It has
a long‘hlstory dating back to anciehtﬂtimés. OVer the
centuries it has been used‘and‘misused to gain public
attention to various causes éuch as spciél reform,

propagania, and fOr‘political purposes. As business and

13
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industry,
many coun
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developme

expanded, companies found ways'to‘use ﬁublic
to inform the potential con%umer about the
and services offered. Today,iPublic Rélations‘is
It is uséd by.the‘governmeﬁt, business,
and nonprofit”organizations. It is being used in
tries limited only by tradition and culture. In

ountries it can be used as long as it does not

violate any of the traditiohs-and principles of

next chapter is a brief review of the economic

nt and industrial growth of the UAE.
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CHAPTER THREE

THE UNITED ARAB EMIRATES

blished on 2 December 1971, the United Arab

UAE 1is a‘federation-of seven emirates, Abu Dhabi,
arjan, Ajﬁan, Umm al—Qaiwain;‘Ras al-Khaimah and
Comprising an area of 83,600 tilometers
an archipelago which extends over approximately
are kilometer, the country is'bordered to the
the Arabian Gulf, to the east and south by Oman
Arabia, and to the‘west‘by Qatar and Saudi

he territory consists mainly of desert‘with

sed oases. Abn Dhabi is the iargest of the seven
and the longest coastline. It also has the‘i

il reserves. Abu Dhabi is the federal capital

rab Emirates; Yearbook 1999 [UAE Yearbook 19997,

UAE government policy recognizes that the private
of major importance in the drive for diversified

growth and full employment ot nationals. The

of a facilitative business environment, which

s local investors to putitheir wealth to |

e uee, as well as attracting foreign investment,

an important aspect of this policy. Key elements

15
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in the ca

E's incentive strategy haveibeen the ptovision of
Ss industrial facilities and business support
the reduction offered tape and streamlining of
ative procedures, as well as the updating of
1 laws and regulations to meet international
ns, lincrease transparency and‘onsure effective
nvfor‘inveotors. Favorable tax laws and political
also assist in making the UAE a prime business |
(UAE Yearbook 1999, 2000) .-
UAE joined the World Trade Organization (WTO) in
he knowledge that‘developingicountriés, including
es, cannot ignore WTO sponsofed agreoments and
act on the -global economy. At the time, the
of Economy and Commerce arguodvthat Joining WTO
vide an opportunity for the oountry to contribute
commercial decisions and policies and.that, as a
spiring to become a regional trade hub, adherence
0 would help boost the UAE‘s‘industries and
UAE Yearbook 1999, 2000).
idge between the private seotor and government
provided by the Abu Dhabi Chémber of Commerce and
(ADCCI) for over thirty years. Since ité

, April 1969, operating from a two room apartment

pital, it has grown in stature to become the

16
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as an inv

hamber of commerce in the UAE, with a membership

at the end of 199, increased from 27 in 1969. It
used in an imposing building;on the Cronich (UAE
1999, 2000).
cies pursued by the ADCCI have enhanced the

ector's partnership in localienterprise. In
to developing economic regulations and‘offering
the government in this field, ADCCI provides a
e of services.‘Its primary objectiVe is to
bn Dhabi as a commercial centerQVIn,1998, the
pened a new hall for membership registration and
ssing of official documents. It also establishedv
ter for businessmen and another forr |
omen,. issued 6,189 certificates of origin and
37 trade fairs. It participated in the Cairo
onal Fair, the'Lisbon‘International Expo fair,
d UAE Exhibition in Beirut, and thevBaghdad
onal Exhibition. During 1998, theichamber
39 international trade delegations and official
ns from the ADCCI visited Oman, India, Taiwan,
Thailand, Malaysia, Singapore, Australia,

SWeden, Norway”and Denmark to promote Abu Dhabi

estment opportunity (UAE Yearbook 1999, 2000) .
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increased number of free zones operating in the
s serving to offer a wider range of options to
investors, including 100 percent ownership of
ts. The massive Jebel Ali‘Free Zone has become
e world's largest manmade harbors, and centinues
t investors. The Fujarrah Free Trade Zone was
n ISO 9002 certificate in 1999, offers -
en the location advantage offan east coast‘port'
s the benefits of partnership with‘the Fujairah
t. Continual expansion is taking place for
1 free zones and new port faeilities to

te all size ships.

E-Commerce

rder to keep abreast of commerciai trends

’ rhe UAE is‘setting up an Internet based central

forwarding and clearance faeilify known as the
ateway Server. Several‘topvcempanies_are working
rnment departments.te establiSh the facility,
expected to be the first of its kind in tne AGCC“
s is a major step in the introduction of e-

the equivalenr~of centrai eiearingvand

g of financial transactrons’éarried eut‘on the

The server, which will permit secure electronic

18
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1999, 2000).

Industries

discovery of oil ushered the UAEvinto‘the
1 age. This process of industrialization‘gathered'
following the formation of the Federation. During
two decades, with the Governﬁent's inéreasing
on diversification and basic components such as
nd energy readily aVailable,:the manufacturing
s made significant progresékin the UAE. Free
e played an instrumental rolé in attracting
ring industries. |

999, 1,695 factories employed more than 145,000
d with investments estimated at more than Dh 14
ere operating in the UAE. Sharjah has the laige

firms followed by Dubai, |
Dhabi,.and Ras alKhaimah. Neérly 140 units were
ed in 1998. The major indﬁstfies include:

nt, Chemical Fertilizers, Pharmaceutical,

Aluminum, Food, glass, cable, flour and fodder,

steeg

1, and paper mill (UAE Yearbook 1999, 2000).
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'Tradé‘ |

Trade is the lifeline of the UAE.‘In 1998, the trade
balance surplus reached Dh 11.6 billion. This was lower
than in 1997 at Dh 272 billion mainly‘due to a decline n
the value of oil exports and liquéfied’gas exports.
Despite the increase in values of commodity egports and
re-exports by 3.8 percent~and 2.4 peréent>reSpectivély in
- 1998, compared with 1997 levels of total value of exports.
The value of éxports from the Free Zoﬁes maintained ité
upward tpyend to‘reach Dh 16.5 billionjin 1998, and
increase |of 12.9 percent over 1997 leVels} while the Value
of commodity exports dropped by 5.6 pércent as a result of
the drop |in the value of petroléum préduct export whoée
prices arne closely linked with oil prices (UAE Yearbook
1999, 2000).

A report by Emirates Industriél Bank issued in May
1999 ranks the UAE as the third most important re-export
center in the world( after Hong Kong énd Singapore
respectively. Re-export trade forms a:substantial one-
third of |the entire trading sector inithe UAE. In Dubai, a
large part'ofithe‘re—export trade is éoncentrated,‘forms
an even greater proportioﬁ‘df fhat emirate's total income.
The re-export strength of the UAEvlieS in bulk purchases,

low taxes, good infrastructure and an'historical
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tion of traders. Reduced delivery lead time are
jor reason for the succeSs of trade. Although
vehicles) and India (silver,

hinery, textiles,

welry) feature predominately as destination
there is é fairl§ even spread of re—exporté
- least 35 countriésb(UAE Yearbook 1999, 2000).
r expanding very rapidly in the mid;l990s, there
a slowdown in gréwth of re-export trade in réceht
to an»economic decline in kéy destination
Overall re—exports have grown at a faster rate
rts. Currently more than 25 percent of imports

e-export, compared with less than 17 percent in

Yearbook 1999, 2000).

Tourism

to its location, the UAE‘has‘been.able to act as
ing link between Europe»and ﬁhe Indian

ent, the Far East and Africa‘since time

1. Itris still playing the role‘of the

éfy betweeh these vastly different cultures, the
erence being air travel has significantly

the number of visitors who comé to the UAE.

al Arab hospitality and a delightful winter

omplemented by a highly sophisticated
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cture and criﬁe freé.enViron@eﬁt, héve also

ed in reCent‘yearéléf»éréatiﬁg an ideal

e for thebdeQelopment‘of toutiSm_(UAE YéarbOOk
. , . .

UAE‘is also endowed with an éxténsive;cbaStline,
ches_and.varied léndscapé,-Wbere a wide variety
ties can Be indﬁlged in, rangiﬁg from powerboat
sand skiing.'Manicured golfbéoﬁfses providéUready
and for the iéss active shoppiﬁg oprrtunities
n addition, the bountry's'deép—rooted'éultural 
ing and horse racing has beeﬁ a powerful

n for tourists. The UAE has;%iSO become a much
ter venuevfor confefénces,‘régiOnal and

onal éxhibitions‘and major sport events such as‘
World»Cup,'the Dubai_DesertiClassic Gblf

t, polo, and cricket‘competiﬁibnsv(UAE Yearbook
0). |

dwide acknowledgement of tﬁeégreat stfides made

urism industry in the UAE was underlined when the

warded several internationalitravel industry

awards in March 1999,‘thé most significant of which was

the world's safest holiday country. The UAE was also voted

the best

well as r

overall destination and best shopping venue, as

unner up in the dining out cétegory,’scoring Jjust
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one point

best inte

less than Italy. Emirates airline was voted the

rnational airline. The Travel Oscar awards were

organized by Germany's travel magazine, GLOBO which

surveyed

destinati
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13,000 readers. The UAE had received the safest

on award for 1996 (UAE Yearbook 1999, 2000).

Summary

UAE became a federation on 2 December 1971. The
n consists of seven emirates% The capital is Abu
1 revenues have enabled the government to

the UAE and assist in its economic development.
e focus 1is dn'the private seétor to continue
development and diversification of the economy.
ér of Commerce plays a major‘role in the

of business and industry. Ftee zones have also
ed significantly to the expaﬁsion of trade as
ew industry. E-Commerce is eﬁcouraged. Industries
is a:major industry in

sified. Re-export trade

Zones. Tourism has also made significant inroads
ting thousands of visitors each year, along with
ns, sporting events, and beiﬁg recognized as a
pping area of the.Middle East.

following chapter is a review of the survey

for this study.
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 CHAPTER FOUR

. SURVEY

purpose of this research is ﬁo identify companies
E who are currently using Puﬁlic Relations, aﬁd
t would‘benefit from‘its uSe; The -objective 1is to
arketing managers Qith the khowledge of the
éf Public Relations and how itrcould be used to
in their marketing plans.
estionnaire was designed for;the pﬁrpose of
primary data from managemenf of a diversified,.
orgaﬁizations, those iﬁ‘the private and public
garding the use of Public Relations as a
tool. (See Appendix I.) The;questionnaire was
to 40 managers selected aﬁ #andom.
majority of respondents werefaffiliéted With the
ector in manufacturing,vretailing, and services.
'ernmént agencies and four go?ernment'éwned
responded for the public se%tor.

reSpondents included:

Administrators 14
Public Relations Manager 8
Marketing Manager 6

3

Supervisors
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The

The

majority were citizens of the UAE.

details of the study are shown in Appendix B.

Marketing Organization

Although marketing can be viewed as a functional

department, the way it is organized véries within

organizations. Respondents were asked to describe their

marketing organization. Table 1 represents the respdnses

of 39 respondents

Table 1.

Marketing Organization

Organization Total Percentage
Separate Department 14 35.0
Use |commercial agency 5 12.5
No Marketing function ‘ 6 15.0
Integrated throughout
organization : : 14 35.0
Other -0
Total - ‘ 39 97.5
The |responses would have been more meaningful if the

size of

assumed t

he organization had been identified. It can be

hat it is the larger companies that have separate

marketing departments while smaller ones may not have a

specific

department.
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Marketing Communication
eting communication activities are preformed in a
f ways. Respondents were asked to indicate the

ich marketing communication activities are

conducted in their organization. Table 2 sets forth the
responses.

Table 2.

Marketing Communications

MARKETING COMMUNICATION TOTAL PERCENTAGE

Public Relations ‘ 27 67.5

Sales Representatives 21 52.5

Advertising ‘ ‘ 25 62.5

Planning events ‘ 20 ~ 50.0

Market Research 20 . 50.0

Sales Promotion » 20 : 50.0

Other . 5. o 12.6

The majority of respondents indicated more than one
marketing communication activity that applied to their
organizations.

A taotal of 33 respondents stated that their
'organiZation had a separate Public Reiations Department.-
However, (this number was 1in excess of the previous.
responses, which indicates there may_have been a lack of
‘understardiﬂg of the question relative to organization.
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Traditional Public Relétions Tools -
Public Relations uses a variety of methods for
communicating with the pubiic; Table 3 indicates the
traditional tools. Respondents were ééked té'indicate
whether they were used very frequently, somewhat

frequently, occasionally; or never.

Table 3.

Traditional Tools of Public Relations

VERY SOMEWHAT  OCCASION- - NEVER

TOOLS FREQUENTLY FREQUENTLY ALLY

N 2 N 3 N 3 N 3
Press |
Conferences (9) 22.5 (8) 20.0 (17) 42.5 (6) 15.0
Conventijons (8)20.0% (17) 42.5 (13) 32.5 (1) 2.5
Annual iy :
Reports (15)37.5 (1o) 40.0 (8)2Q.O 1)y 2.5
Special
Fvents (5) 12.5 (12) 30.0 (20)50.0 (3) 7.5
Open House (4) 10.0 (8) 20.0 (le) 40.0 (12) 30.0
Trade Shows (7) 17.5 (8) 20.0 (11) 27.5 (14) 35.0
Articleﬁ (12) 30.0 - (15) 37.5 (13) 32.5 (0) 0
Gifts to ‘ ' o
Charity (7) 17.5 (17) 42.5 512) 30.0 (4) lOiO
Employee ‘ , ; ‘ ‘
relations (9) 22.5 (23) 57.5 »(6) 15.0 (2) 5.0

Annual reports and articles in newspapers and
magazines were the most‘frequently'used tools. However,
indications are that all of these tools are used at some

time, but perhaps not on a consistent basis.
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Qgestionnaire

questionnairé consisﬁéd of tﬁifteen questions to
respondents we:é requested ﬁo indicate their
ased on the Li%ert scalg indicating strongly

), agreé (a), no opinion (N), disagree (D), and
(SD) . | |

disagree

1 4

It i
successfu
»strategie
Relations
conéumefs
advertisi

responden

s the view of most managers today fhat to be

1 companies must be market ofiented. Marketing

s includes advertising in’varioﬁs media, Public
differing from other marketing strategies, and
favoring PubiiCARelations‘ofer commercial |

ﬁg. Table 4 reflects‘the Opinions'df the

ts regarding these issues. |
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Table 4.

Marketing|.
QUESTION SA A N D SD MEAN
1. Companles.need to be 31 5 1 1 o 1.450
market oriented
2. Effective marketing '
stratégy includes PR 28 11 0 1 0 1.350

3. PR differs from other
strategies

4. PR fayored over 10 16 4 8 3 2.425
advertising

10 22 2 3 3 2.175

The majority of respondents strongly agree that
companies today need to be market oriented. Théy also
strongly |supported the statement that an effective
marketing strategy includes advertising in various media
and Public Relations. However, relative to Public
Relations differing from other marketing strategies such
as advertisements, and the favoring of Public Relations
over advertising, the majority just agreed.

Questions 5 - 8

These questions concern the religion. Because the UAE
is principally an Islamic country, the questions raised
important issues as to whether there would be a conflict
befween the principles of Public Relétions and Islam.
These quastions are asked to determine the views of the

respondents relative to possible conflicts between the
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Table 5 «r

Public Relations and the principles of Islam.

eflects the responses for these questions.

as long a
something
been a pum

d

as long
principle

honesty,

material,

Table 5.
Relationship of Public Relations and Islam
QUESTIONS SA A N D SD MEAN
5. PR is|inconsistent s
with Islamic ' 6 4 5 13. 0 3.525
principles.
6. Islam views PR as
acceptable marketing 15 20 4 1 0 1.775
tool ' :
7. Islam| supports _
business and 35 3 2 0 0 1.175
industry
8. PR activities should ,
conform to 26 - 11 2 1 0 1.450
principles of Islam
Respondents indicated that Public Relations were not
inconsistent with the principles of Islam and Arab
culture.»Instead, Public Relations was vieWed as an
‘acceptable marketing too as long as it was ethical. Islam
by tradition has always supported business and industry,

S»products.are not exaggerated;‘or promoted as
'théy are not. This indiqatés.that there has not
oblem using'Public Relation in an Islamic country
s the inforﬁation does ndt qonflict with the

s of the religion which'primérily include
credibility, and does not include objectionable

e.g., pornography, obscenity, etc.
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ndent's opinions régarding the issues.
respondents indicated that they were familiar
ic Relations as a marketing ﬁool. The majority
he use of it and also indicated that they were

with the way in which Public Relations benefited



Table 6.

Opinions Regarding Public Relations

QUESTIONS . SA A N A SA MEAN>

9. PR assists
organijzations to .
develop closer 24 15 1 0 0 1.425
relatijonships with . '
customers.

10. PR provides

~organizations . :
opportunity to 13 17 5 4 1 2.075
present favorable '
image.

11. Marketing managers

would |benefit from

g . 21 16 2 1 0 1.921
periodic seminars . . ‘
on PR.

12. PR can benefit :
organizations 1n 20 15 1 4 0 1.960

the domestic and
global markets.
13. PR strategies are
less costly v !
compared to 11 24 3 2 0 2.196
commercial
advertising &
promotion programs.

The |last question (14) aéked the_respondents‘would be
using more or less of Public Relation; in the future. He
overwhelming majority, 28 (Mean 1.5686), respondedbthey:
would be jusing it more often. Twelve iespondents indicated

they would continue using it as they have in the past.
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Summary

The majority of respondents werejfamiliariwith Public
Relations| as a marketing tool. However, from the responses
it was believed that a significant number did not have the
knowledge| or an understanding of the full’benefits that
Public Relations could contribute to the organization, or
the responses would havé weighed mofe:heavily in the‘
"strongly agree" category. With a higb percentage
indicating they would be using Public‘Relations more,
perhaps they have a better picture of the benefits it can
provide resulting from this questionnaire.

The |following chapter is a further analysis of the
responses to the questionnaire and the re&iew of
‘literature. Following the analysis, recommendations are

proposed | for consideration.
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CHAPTER FIVE

ANALYSIS

gers of business and industry in the UAE today
t oriented. This is because of the competitive
nt that exists in the country, and the many
companies that are always striving to increase
ket share. Competition in the UAE comes not only
stic sources, but also international sources as
domestic market itself is rélatively small as
as only approximately two million people.

with the massive increase of foreign direct

ts, companies with American,‘European, and Asian
d logos can be seen everywhere - even from the

e most competitive prbducts include computers,
es, and various electronic products - telephones,
C.

eting managers are aware of Public Relations, and

nstances the things that they do may be viewed as

lations. However, there is no planning, no

consistency, and no real goals set for the purpose of

reaching

media.

customers and potential customers through this
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[

bundantly. Over time, revenues are expected to

il, but no one knows how many more years it will

but for today because of’thejvolatility of prices
rketplace, the UAE needs to expand its private
he opportunities exist, but ﬁany of the "old
rketing strategies are not appropriate for today.
need to take a new look at the potential Public
has and how it could contribute to increase

and expand into new markets. |

e are many opportunities forfPublic Relations to

n business and industry in the UAE. Many

s could benefit directly from making extended use

~ Relations because of the number of Free Ports,
bns, conferences and trade shows being held on a
g basis. Public Relations could also play a major

tourism to inform people from all over the world

about a place that differs from any other.

The
managers
strategi

ability)|.

following are recommendations for marketing

to consider when they are planning their

es for the future (depeﬁding‘on their financial
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Establish a separate PublicRelations‘départmeht
within thé organiZatioﬁ as part of ﬁhe marketing
department if one existé.‘ |

If no marketingvdepartment'exists, it is
proposed that a Public Reiations individual be
hired that can spend full time working with
whoever is in charge'of mérketing in the design
and implementation of mérkeﬁing strategies.
Owners and managers should attend seminars that
are designed especially to inform about Public
Relations and how it is beiﬁg used today and how
it would benéfit their drganization. Well
planned and organized semiﬁérs should be offered
at least twice a year as the marketing
environment functions in a éontinual state of
change.

Public Relation managers of companies should
schedule time and effort and become involved in
evéry trade show, cénferencé, sports events, 
etc., planned to be conducted in the UAE. His
task is to make certain th@t the company has an

enviable presence at and during every event.
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5. Public Relations managers.éhould alwéys make
themselves availablé to meet dignitaries that
visit the UAE.“ 
6. Consider having small gifts:madevsuch as pens
and pehcils with the,company ﬁame that can be
given away. Key chains are aléo an\exéellent,
yet inexpensive, gift.
7. Arrange with hotels to inclUdé business‘cards
‘from the cdmpaﬁy on their billboards, in their
guest roomé, wherever such information‘is
provided to those arriving ;n’the.Country.
8. Always look for ways to promote‘the’UAE that are
unique, differeht, in‘good taéfe, énd memorable.
Looking at business and industry:in‘the UAE today,
and visualizing what it could be 1in the.future if more
marketing managers effectively used Pﬁblic Relations, it
could overtake Hong Kong and Singapofé as the nﬁmber one
trade center in the world. Although it may not be fair to
say that|without Public Relétions growth could‘not be
achieved; but it is fair to say fhat;growth can‘be assured

with Public Relations.
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Summary

Managers of business and industry in the UAE today

are market oriented because they are faced with

competition from companies within the country, as well as

neighboring countries. To expand and promote business and

industry,

more marketing will have to be done in the

global marketplace because the population of the UAE is

relatively small. In other words, the domestic market has

limitations for growth, but the global market offers mahy

opportunities.

Marketing managers, in géneral, use Public Relations,

but from

this survey, not on a consistent basis or used

with well-planned strategies.

Marketing managers are aware of Public Relations. No

real goals are set for the purpose of reaching customers

and potential customers through this media. Opportunities

do exist

in many areas of business and industry. It is

therefore proposed that if UAE marketing managers were

better informed as to how it could be used and the

bénefits

The

that it would bring to the organization.

following chapter presents a summary and

conclusijon to this study.
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CHAPTER SIX

SUMMARY AND CONCLUSION

UAE has made tremendous advancements in
founded
Most of the progress that has been made can be

to the discovery of oil, and its by its

geographic location, with significant access to the Gulf.

All of the progress has been made possible by the

leadership of the UAE and the foresight and insight of

Sheikh Zayed. He has encouraged business and industry to

develop

so that the nation has a diversified economy

rather than being dependent on one resource. He has also

supported the building of major projects, everything from

new roads, communication systems, hotels, restaurants,

factories, and the like. It may be said that the UAE today

is the wv:

ision that he had some thirty years ago.

Because of the importance of business and industry to

the UAE,
benefits
of the w
understa
world. B

about tw

marketing managers need to be aware of the

that Public Relations can provide. Although most
orld has heard of the UAE few have an

nding of where it is and what it has to offer the
ccause the domestic market ié relatively small,

o million people, future success will depend on
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the ability of markéting to promote the various buSinessés
and industries into the gldbal and inﬁérnational markets.
In this regard, Public Relations_can ?lay a major role.
Recommendations are that marketing managers be
trained in Public Relations in order for them to use it as
a tool in the most effective and unique way. Businesé and
industry|today are highly competitive, and they not only
have to compete with domestic companies but they also have
to compete with some of the largest cbmpanies in the
world. For this reason, Public Relatigns managers need to
have full knowlédge of Public Relatiohs, how it is used,
how it can be used, to receive the greatest benefits from
this tool. Training is the key. In the UAE'this can be
done effectively through the introduction of seminars
specifically designed for marketing managers, and for the
specific| businesses and industries that would benefit
most, and which would be the most‘appropriate for Public

Relations activities.
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APPENDIX A

PUBLIC RELATIONS QUESTIONNAIRE
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Private

Your Cur

PUBLIC RELATIONS
QUESTIONNAIRE

folldwing queStionnaire is designed to identify
in which Public Relations are used in the United
rates as part of a reséarch sﬁudy tb complete‘the
ents for a Master's Degree in Marketing; Your !
ce 1s greatly appreciated and all fesponses"to the
naire are confidential. Thank you.

ase indicate the type of organization with which

affiliated:

Sector:

Manufacturing
Retailing

Services o
Other, please specify

ector:

Government agency
Government owned company
Other, please specify

rent Position(s):

Marketing Manager:
Public Relations Manager
Administrator .
Supervisor

Other, please specify

ity

Citizen of the UAE
Other, please specify
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Which of

the follow1ng best describes your Marketing

Organiza‘tlon’>

Which of

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 specify

the followihg marketing communication activities

does your organization have? Marketlng activities include:
(please c¢heck 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?

Yes
No

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

Y e el e i
NMNONNONODRONNNNDN
WWWWWWwwwww
N NG NG O SO UV SO N NN NN

43




On the left hand side of the Public Relations tools above,
please indicate how important the tool is to your
organization on a scale from 1 - 5, 1 being very
important, 5 being not at all important.

For each|of the following statements, please indicate the
level of your agreement or disagreement by circling the
letter(s) that best represent your response:

SA +- Strongly Agree

A -+ Agree

N -+ No opinion

D -+ Disagree ,
SD +- Strongly disagree

1. Companies today need to be
market oriented. _ SA A N D SD

2. An effective markéting
trategy includes Public g
Relations. SA A N D SD

0]

3. Public relations differ from
other marketing Communication
strategies. . . SA A N D S

4. Consumers often relate more
favorably to public relations : ‘ ,
trategies than to advertising. SA A N D SD

0

ffective public relations

ctivities are inconsistent

ith the fundamental principles

f Islam and Arab culture. ~SA A N D SD

0% oM™

6. Islam views Public Relations as
an acceptable marketing tool. .  SA A N D SD

7. Islam supports business and
industry. SA A N D SD

8. Public Relations activities

should conform to the
principles of Islam. “SA A N D SD
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Public Relations assist an

organization to develop closer

relationships with consumers

and potential consumers. sA A N D SD

Public Relations provides the.

organization an opportunity to

present a favorable image that

cannot be achieved with = = K
advertising. : SA° A N D SD

Marketing Managers of

rganizations would benefit

rom periodic seminars on

ublic relations and ways

hat it can be implemented

ffectively. | SA A N D SD

o)

Ot T =h

ublic Relations can benefit
he organization in the
lomestic market and the global
arketplace. . ‘ SA A N D SD

S 0O, k- g

Public Relations. strategies

are less costly compared

advertising and promotion - . : :
programs. : SA A N D SD

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

More of ___ Same as:' __' Less of
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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.

Abdulla AlQubaisi
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APPENDIX B

FREQUENCY TABLE
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Please indicate the type of organization with which you are affliated:(private
‘ Sector) - '
Lo ~ Cumulative
Frequency | Percent | Valid Percent Percent
all no response 15 37.5 - 3719 37.5
Manufacturing 5 12.5 12.5 50.0
Reatailing 9 22,5 225 72.5
Services 11 275 | 27.5 100.0
Total 40 100.0 100.0
Please indicate the type.of organization with which you are affliated:(Public Sector)
‘ Cumulative
» Frequency Percent Valid Percent Percent
alld no response 25 62.5 ! 62.5 62.5
Government agency 8 20.0 | 20.0 82.5
Government owned 4 10.0 | 10.0 92.5
company ; :
Other 3 7.5 | 7.5 100.0
Total 40 100.0 100.0
Pleasé indicate the type of organization with which you are affliated:(Your current positions)
B Cumulative
Frequency Percent. Valid Percent Percent
Valid arketing vianager © ~15.0 15.0 15.0
; Piublic Relations Manager 8 20.0 20.0 35.0
Atdministrator 14 35.0 35.0 70.0
Supervisor 3 7.5 7.5 77.5
. Other 9 22.5 22.5 100.0
Total 40 100.0 100.0
Please indicate the type of organization with which you are affliated:(Nationélity)
Cumulative
Frequency Percent . | Valid Percent Percent
Valid Ciuzen of UAE 27 67.9 - 67.5 67.5
Other 13 32.5 32.5 100.0
Total 40 100.0 100.0
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Which of the following best describes your Mafketi_ng Oifganization?

v » : _ Cumulative
Frequency Percent ‘| Valid Percent Percent
Valid  |No Response 1 25 | 2.9 2.5
Marketing is a ' '
separate department 14 35.0 35.0 37.5
Use commercial ‘ .
Marketing agency 5 125 12.5 50.0
Have no marketing
function in our 6 15.0 15.0 65.0
organization ‘
Marketing is
integrated thoughtout 14 -35.0 35.0 100.0
the organization .
Total 40 100.0 . 100.0
hich of the following marketing communication activities does your orgariization .
have?
, - .| Cumulative
Frequency | Percent | Valid Percent Percent
Valid | No Response 13 32.5 | 32.5 32.5
Public Relations 27 67.5 67.5 100.0
Total 40 100.0 100.0
Which of the following marketing communication activities does your organization have?
. Cumulative
Frequency Percent Valid Percent Percent
—vand NO Response 19 47.5 47.5 47/.5
Sales Representatives 21 52.5 525 100.0
Total 40 100.0 100.0

Which of the following marketing communication activities does your

organization have?

v : Cumulative
v Frequency Percent Valid Percent Percent
Vvalild NoO Response 15 37.5 375 37.5
Advertising 25 62.5 62.5 | 100.0
Total 40 100.0 ©100.0 1
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Which

of the following marketing communication activities does your organization

have?
: Cumulative
Frequency Percent |- Valid Percent Percent
Valid INo Response 20 50.0- 50.0 50.0
Planning eventes 20 50.0 50.0 100.0
Total 40 100.0 100.0
Which of the following marketing communication activities does your organization
have?
Cumulative
Frequency Percent Valid Percent Percent
Valid No Response 20 50.0 50.0 50.0
Marketing research 20 50.0 50.0 100.0
Total 40 100.0 100.0
Which) of the following marketing communication activities does your organization
have?
Cumulative
Frequency Percent Valid Percent Percent
Valid No Response 20 50.0 50.0 50.0
Sales Promotion 20 50.0 50.0 100.0
Total 40 100.0 100.0
Which of the following marketing communication activities does your
organization have?
Cumulative
Frequency Percent Valid Percent Percent
Valid No Response 35 | 87.5 87.5 87.5
Other 5 12.5 12.5 100.0
Total 40 100.0 100.0
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Does your Organization have a separate public relations department?

: ‘ -Cumulative
Frequency Percent Valid Percent Percent
Valid yes 33 82.5 L 8257 82.5
no 7 17.5 175 100.0
Total 40 100.0 100.0

How frequnetly does your organization use Press conferences?

A Cumulative
Frequency | Percent Valid Percent Percent
Valhd | very frequently ] 225 22.5 225
somewhat frequently 8 20.0 20.0 42.5
occasionally 17 425 . 425 85.0
Never 6 15.0° 15.0 100.0
Total 40 100.0 100.0
How frequnetly does your organization use Conventions?
, Cumulative
Frequency | Percent .| Valid Percent Percent
Valid | no response 1 2.5 2.9 2.0
very frequently 8 20.0. 20.0 225
somewhat frequently 17 425 42.5 65.0
occasionally 13 32.5. 32.5 97.5
Never 1 25 25 100.0
Total 40 100.0, 100.0
How frequnetly does your organization use Annual reports?
‘ Cumulative
Frequency Percent | Valid Percent Percent
Vand | very frequently 15 37.5 37.5 37.5
somewhat frequently 16 40.0: 40.0 77.5
occasionally 8 20.06 20.0 97.5
Never 1 25 25 100.0
Total 40 100.0 100.0
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How frequnetly does your organization us:e,Sp‘ecviaI events?

_ ‘ Cumulative
Frequenc Percent . i| Valid Percent | - Percent
~Vand | very frequently ‘ 5 12.5 - 12.5 12.5
somewhat frequently 12 30.0 . 30.0 42.5
occasionally 20 50.0 | 50.0 92.5
Never 3 75, 7:5 100.0
Total 40 100.0 100.0 ‘
How frequnetly does your organization use Open house?
o - Cumulative
Frequency | Percent | Valid Percent Percent
Valid | very trequently 4 10.0; 10.0 10.0
somewhat frequently 8 20.0° 20.0 30.0
occasionally 16 400 - 40.0 70.0
Never 12 30.0 30.0 100.0
Total 40 100.0 | 100.0
How frequnetly does your organization use Trade shows?
‘ -1 Cumulative
Frequency | Percent '| Valid Percent Percent
Vand | very frequently 7 175 7.5 17.5
somewhat frequently 8 20.0. 20.0 37.5
occasionally 11 275 27.5 65.0.
Never 14 35.0: 35.0 100.0
Total 40 100.0° 100.0
How frequnetly does your organization use Articles in newspapers/Magazines?
Cumulative
Frequency Percent . | Valid Percent Percent
and | very frequently 12 30.0° 30.0 30.0
somewhat frequently 15 37.5 37.5 67.5
occasionally 13 32.5 32.5 100.0
Total 40 100.0 100.0
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How frequnetly does your organization use Contributiohé to charity?

: ] o | Cumulative

v Frequency Percent ‘| Valid Percent -Percent
ald. | very rrequently IE 17.5 175 17.5
somewhat frequently 17 425 425 60.0
occasionally 12 30.0 30.0 90.0
Never 4 10.0 100 1000

Total 40 1000 | 100.0 R

How frequnetly does your organization use Employee relations?
: , .| Cumulative
Frequency Percent Valid Percent’ Percent :
and | very rrequenty ' 9 225 22.5 225 |
somewhat frequently 23 575 575 80.0
occasionally . 6 15.0 15.0 - 95.0
Never 2 5.0 5.0 100.0
Total 40 100.0 | 100.0
How frequnetly does your-organization use Gift giving?

. ‘ _ Cumulative

, : Frequency | .. Percent ' | Valid Percent _Percent
Vald | very frequently 7 17.5 7.5 ~17.5
somewhat frequently 14 35.0 35.0 . 52,5
occasionally 16 40.0 - 40.0 92.5
Never 3 75, 7.5 100.0
Total 40 -

100.0,

100.0
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How important to your organization to use Press conferences?. .

Frequency -

Percent

' valid Percent

Cumulative -

- percent. - |

alid

Very Tmportant -
important. -
no opinion

“not important -

not important at all
Total '

18

2

14
5

40

45.0
12.5
5.0

35.0

257

350
. . 45.0

80
© 25

125 |

-~ 1000 |

C 1000 ]

35.0

- 80.0
- 925
© 975 |
- 100.0

How important to your Qrganizatioh tou

S
|
t

se Conventions?

[

‘Frequency

" Percent’

Valid Percent . |

Cumulative
Percent.

»Vall

—Very Tmportant

~ important
no opinion
not important
Total

18
17
4

1

40 |

45.0

425 |

10.0

25|

1000 | |-

- 40
425 |
-~ 10.0 |
- 25
100.0

45.0
. 875
975
~.100.0

. How impbrt"a»nt to your organization to use Annual reports? -

i
i

vang —Very Ir‘npoﬁént

Frequenéy B

Peréeht

Valid Percent

© Cumulative: |

Percent

important
no opinion
~ not important

~ 21
14
4
40

Total -

~E25
350

10,0

25

100.0

929

S s
100

25

1000 |

— 3575
875
975
1000 |
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How important to your organization to use Special events?

Cumulative
Frequency | Percent | Valid Percent Percent
Vald __ very lmportant 10 25.0 25.0 25.0
‘ important 13 32,5 32,5 57.5
no opinion 14 35.0 35.0 92.5
not important 3 7.5 7.5 100.0
Total 40. - 100.0 100.0
‘How important to your organization to uée Open house?
: S : Cumulative
, Frequency | Percent | Valid Percent Percent
Vanhd | Very rmportant 11 27.5 27.5 27.5
important -5 12.5 | 12.5 40.0
no opinion 1 275 | 27.5 67.5
not important - 12 30.0 | 30.0 97.5
not important at all 1 25 | 2.5 100.0 |
Total 40 100.0. | 100.0
How important to your organization to use trade shows?
' Cumulative
Frequency | Percent Valid Percent Percent
Vald  very Important 14 35.0 35.0 35.0
important -9 225 22.5 57.5
no opinion 5 12.5 12.5 70.0
not important 12 30.0 30.0 100.0
Total 40 100.0 100.0 ‘
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_ H'owv’ir‘npor‘tan.t'to your .oi'génizatiovn to use Articles innewsp‘»aperlmagazines? |

Cumulative .

o | Frequency | Percent . | Valid Percent |  Percent
and  very Important — 19 475 a75 475
| important 14 35.0 35.0 | 82.5
no opinion 6. 15.0 15.0 975
not important 1 25 25 -100.0.
Total 40 - 100.0 100.0 -
How important to your organization to use Contrebutions to charity?
. Cumulative
_ Frequency | Percent | Valid Percent Percent
Vahd [ Very Important 13 325 ; 32.5 32.5
important 12 30.0 | 30.0 62.5
no opinion 9 225 | 225 85.0
not important 5 12.5 | -12.5 97.5 |
not important at all 1 25 2.5 100.0
Total 40 100.0 100.0
How important to your organization to use Employee relations?
‘ Cumulative
o , Frequency | Percent Valid Percent Percent
Vand._ very imporant 21 52.5 52.5 52.5
important 10 25.0 25.0 77.5
no opinion 8 20.0 20.0 97.5
not.important 1 2.5 2.5 100.0
Total 40 100.0 100.0
How important to your organization to use gift giving?
Cumulative -
Frequency Percent Valid Percent Percent
Vald | Very Important 12 30.0 30.0 30.0
important 13 32.5 325 62.5
no opinion 8 20.0 20.0 82.5
not important 6 15.0 15.0 97.5
not important at all 1 2.5 2.5 100.0
Total 40 100.0 | 100.0
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v:C‘ompan'i‘es today need to be market oriented

‘ o S Cumulative
: ) Frequency | Percent Valid Percent ‘Percent’
Vahd| _ strongly Agree 31 775 ] 77.5" 775
Agree 5| 125 12,5 90.0
- No opinion 1 2.5 2.5 92.5
Disagree 1 25 | 25 '95.0
Strongly disagree 2 - 5.0 50 100.0
- Total ' 40 100.0 | ©100.0
An effective-mérketing strategy shoUId inc[ude‘public relation
: { : ‘Cumulative
, ' | Frequency | Percent | Valid Percent Percent
(Vand _ Strongly Agree 28 70.0 70.0 70.0
Agree 11 27.5 27.5 97.5
Disagree 1 2.5 25 100.0
Total ' 40 100.0 100.0

Public relations differ from other mafketing Communications strategies

, Cumulative
e Frequehcy | Percent | Valid Percent Percent
Vald| Strongly AGree 10 25.0 25.0 25.0°
Agree 22 | 55.0 | 55.0 80.0
No opinion 2 5.0 | 5.0 85.0
Disagree 3 75 7.5 925
Strongly disagree 3 7.5 | ‘75 100.0
Total 40 100.0 | 100.0° ‘
th‘sume‘rs often relate more féVorany to public "r'elations strategies than to
o . advertising ' .
: Cumulative
| Frequency: | Percent- | Valid Percent Percent
vahd|  Strongly Agree 10 25.0 25.0 25.0 .
| Agree 16 40.0 - 40,0 65.0
No opinion 4 10.0 10.0 75.0
Disagree 7 175 | 17.5 92.5
~ Strongly disagree 3 75 | 7.5 100.0
Total 40 100.0 100.0 ‘
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Effective public relations activities are inconsistent with the fundamental principles

58

- oflslam
v IR P Cumulative
- C Frequency | . Percent ' | Valid Percent Percent
Vald | strongly Agree ~ 6 | 15.0 15.0 15.0
~ Agree 4 10.0 - 10.0 S 250
“No opinion 5. 125 125 | 35|
‘Disagree 13 325 | 325 700 |
Strongly disagree” 12 300 [ 300 | 1000
Total 40 | 100.0 100.0 | |
I'syl‘am_ views Public Relations as an acdeptable marketing tool o
‘ I Cumulative
: T Frequency | Percent Valid Percent Percent:
ald__strongly Agree | - 15 | 375 | 379 375
Agree 20| 500 .. 500 | 87.5
No opinion 4 10.0 | © 100 975 |
Disagree 1 25 . 25 ©.100.0-
Total 40 | 100.0 1100.0 '
Islam supportvbussin'ess’and‘indus'try
: S L Cumulative
| Frequency | Percent | Valid Percent Percent -
[Vand |~ Strongly Agree 35 —8r.b | - 875 8/.5
S Agree 3 75 75 95.0
‘No opinion 2 5.0 5.0 100.0
Total 40 | 1000 100.0
' P:ublic'Rel‘ations activities should ¢pnform to .th“ebprinciples‘of l"slam
: » oo e | Cumulative
L , ‘Frequency Percent - |: Valid Percent Percent
[Vand | Strongly Agree | 26 650 | 650 — 650
. oAgree 11| 275 275 o925
~ No opinion 2 5.0 5.0 975 |
Disagree 1| 25 125 - 100.0.
| Total 40| 1000 | - 100.0 Lo



Pu

comsumers and potentlal comsumers

lic Relatlons assrst an orgamzatlon to develop closer relatlonshlps with

i N AR Cumulative
, : -~ “}'Frequency | Percent Valid Percent Percent
Vald, th’ongly Agree — . 24 60.0 60.0 60.0
‘\ Agree 15 37.5 375 975
‘No oplnlon 1 .25 25 100.0
\ Total 40| . 100.0 1100.0
Publlc lRelatlons prowdes the organization an opportumty to presenta favorable
l. image that cannot be achieved wiht advertising
] ‘
1 v Cumulative
o Frequency Percent Valid Percent Percent
Valid  |otrongly Agree 13 32.5 32.5 32.9
‘;Agree ’ 17 . 425 42.5 75.0
iNO opinion 5 12.5 12.5 87.5
Disagree _ 4 10.0 10.0 97.5
‘.\Strongly disagree 1 2.5 25 100.0
Total 40 100.0 100.0

T
|
|

|

Marketing Managers of organizations would benefit from periodic seminars on
p\ublic relations and ways that it can be implemented effectively .

\ s "Cumulative

\ Frequency Percent Valid Percent Percent

Valid Strongly Agree : 21 52.5 52.5 52.5
Agree 16 40.0 '40.0 92.5
No opinion 2 5.0 5.0 97.5
Dlsagree 1 2.5 » 25 100.0
Total 40 100.0 100.0 )
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Pub ic Relatlons can beneflt the orgamzatlon in the domestlc market and the o
. : global marketplace o o

- ‘ N I Cumulative
Frequency | Percent | Valid Percent: Percent
my Agree 20 50.0 50.0 50.0
- Agree | 15 375 { = 375 87.5.
“'Noopinion Sl 25 “,25 90.0
Disagree 4| 100 1100.0

Total 40| 0 1000 | “ 1ooo _

Publlc Relations strategles are Iess costly compared to advertlsmg and
promotlon programs .

R I . Cumulative |
S . ‘Frequency | Percent- | Valid Percent Percent
Vand | stongly Agree | 11 275 27.5 205
' Agree o 24| 800 60.0 87.5
No opinion .3 75 75 95.0
Disagree 2 5.0 50 - 100.0
Total 40| 1000 100.0

Will y]our eo_mpany be u'sing'mere orless of Publvic‘ReIations in the future?

1 1 _ : Cumulative
_ . Frequency Percent Valid Percent Percent
Valid | More of T 28 70.0 - 70.0 . 70.0
Sameas 12 1300 ©30.0 100.0 |
Total 40| 100.0 1100.0
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