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Chapter I: Introduction 

Background of the Study 

How to relate to the public is a on-going concern in the public relations profession. 

Cordesman (2003) defined public relations as a strategic communication process that is designed 

to establish mutually beneficial relationships. According to the Public Relations Society of 

America (PRSA), public relations (PR) relates to the strategic communication process, which 

allows organizations and the general public to develop relationships that mutually benefit each 

party.  

In contemporary society, every business and organization needs to build mutually 

beneficial relationships with its public. Likewise, the government, business leaders, and 

politicians need to maintain beneficial relationships with their public. These needs indicate the 

importance of public relations professionals in every sector of contemporary life. 

Just like other professions, PR is guided by certain codes and ethics, which are regarded 

as standard practices. These codes are provided by the professional body that registers its 

members. Of the professional organizations for PR practitioners, the most prominent is the 

PRSA, which has its headquarters in the United States. Some countries, especially in Africa and 

Asia, do not have such professional organizations and do not connect with PRSA. In such these 

cases, there are limited regulations for the public relations practices. PRSA is the largest 

community of public relations professionals across the world. It also registers and regulates the 

work of other PR professional organizations. 

In recent years, PRSA has worried about the amount of disregard for their ethical 

standards, so much so that they made an investigation to find out why in the U.S. (Diab, 2014). 

Driven by the dire need to extend professionalism in public relations, PRSA has put in place 
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many codes and ethics, which again are regarded as the standard practices in the field of public 

relations. PRSA provides training, upholds principles of ethics, and sets standards for excellence 

for the global public relations profession. It is the leading voice in the public relations industry. 

The organization also advocates for greater adoption and understanding of the PR codes and 

services all over the world. It helps PR practitioners enhance their professional skills and 

accelerate their careers.  

According to PRSA’s code of ethics, as well as its definition of public relations, 

practitioners should be honest and loyal when presenting any information about their clients or 

audience. This is a necessity for helping the organization build beneficial relationships with its 

public. In many cases, some PR practitioners do not commit to a particular set of agreed upon 

ethics when it comes to the information they are presenting to the public. Also negative 

practices, like corruption and bribes, as shown by studies are due to the lack of professional 

ethics and ethical preparation of practitioners (Diab, 2014). Most PR books teach and educate 

honesty, loyalty, and integrity as essential requirements for all the practitioners. Despite these 

positions on ethical approaches, public relations practitioners commonly spin and manipulate the 

truth during their professional practice. This lack of ethical conduct in public realtions is a 

common practice in Saudi Arabia due to the high drive for money and business. 

According to Alanazi (2013) the rapid advancements in the profession of public relations, 

in Saudi Arabia, has been hindered by limited budget allocations for PR and a lack of adequate 

support from senior management, both have contributed significantly to the restriction of its 

further progress. Most public relations studies in Saudi Arabia are inclined towards issues 

unrelated to this the cultural, instead of moving and advancing the discipline by establishing and 

exploring models and theories relevant to the Saudi context. Embracing the ethical standards and 
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codes provided by the PSRA has also been hindered by a perceived negative attitude held by 

many Saudi Arabians towards the PR profession. Lippman (2012) has also noted that there is a 

general outcry that PRSA’s codes are not being met in Saudi Arabia. 

Alanazi (2013) argued that, in Saudi Arabia, PR was majorly perceived as a function of 

propaganda, as opposed to a contributor to the process of decision-making. Being that PR is 

robustly linked with government institutions, individuals view it as a tool of manipulation, 

publicity, and protocol. In this manner, practitioners, who happen to possess adequate knowledge 

on the significance of ethical standards and codes, are not often involved in decision-making. 

Other factors hindering the effective implementation of ethical standards and codes in Saudi 

Arabia have been: the absence of professional standards of practice, a miscomprehension of the 

role of ethical practices, and a misunderstanding of the function and concept of public relations. 

Limited financial resources allocated to PR departments coupled with the lack of training and 

expertise in the field should also be recgonzied. Dictatorship or authoritarianism also happen to 

be among the principal factors hindering the implementation of ethical standards and codes to 

govern the PR practice in Saudi Arabia. According to Alanazi (2013), Saudi Arabia continues to 

encounter lack of transparency in government operations. All of these factors have contributed 

significantly to the lack of progress in adopting ethical standards and codes within the PR 

profession in the country. 

Practicing public relations professionally often presents challenging and unique ethical 

issues, some of which are external to the organization. Nonetheless, it is fundamental for the PR 

profession to protect its integrity, reputation, as well as the public trust. The bottom line is that 

every successful public relations activity is hinged on the practice of good ethics. This paper has 

investigated whether Saudi Arabia is meeting the PRSA’s codes and ethical standards set for the 
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public relations profession. The project has provided research on how PR is being practiced in 

Saudi Arabia and it has also determined the extent to which PR organizations and practitioners in 

the country are applying PRSA’s ethical codes. 

Statement of the Problem 

Saudi Arabia is a peculiar market from the communication standpoint, given that every 

person wants to be noticed. This country presents many opportunities in the public relations 

sector. Many people rush into this profession because of the massive drive for business and 

money. However, the profession is not entirely developed. The country faces some issues in its 

public relations sector (Alanazi, 1993). The major problem relates to public relations ethics. In 

fact, the sector is still in its early stages of development. One important missing aspect is a 

professional codes of ethics. PRSA has the ability to fill the gaps like Saudi Arabia by providing 

some guidance for needed professional codes and ethics.  

The question investigated in this project was how close does the PR profession in Saudi 

Arabia come to meeting these PRSA ethical codes and standards. This question was driven by 

the concern that these codes and standards of ethics are not being practiced. Instead, PR 

practitioners act in inappropriate ways with their clients. Rather than being honest and truthful, 

many of them spin and manipulate the truth for the benefit of money and business.  
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Chapter II: Review of Related Literature  

  

Definition of Ethics, Public Relations and Other Key Terms 

 Ethics refer to “a set of a prior principles, beliefs, and values that should be followed by 

all who engage in public relations practice” (Commission on Public Relations Education as Cited 

in Austin and Toth, 2011). Parsons (2008) defined ethics as the application of understanding, 

knowledge and reasoning to questions of wrong or right behavior about the practice of public 

relations professionals. It is the study of moral rightness or wrongness that is limited by 

reasoning abilities among humans. Fitzpatrick outlined the PRSA in her article “Evolving 

Standards in Public Relations: A Historical Examination of PRSA's Codes of Ethics”, and public 

relations practitioners’ core values. These values are the foundation for the Code of Ethics and 

set standards for the professional practice of public relation. According to the PRSA, ethical 

values are the fundamental beliefs that influence the decision-making process and behaviors 

among public relations practitioners and are crucial to the integrity of the profession as a whole. 

She outlined the PRSA Codes of Ehics standards in public relations as “advocacy,” “honesty,” 

“expertise,” “independence,” “loyalty,” and “fairness.” Advocacy requires practitioners to serve 

the interest of the public by acting as responsible advocates for people they represent. Public 

relations professionals should offer a “voice in the marketplace of ideas, viewpoints and facts to 

aid in making sound public decisions.” Fitzpatrick indicated that practitioners "adhere to the 

highest level of truth and accuracy through honesty" when communicating with the public and 

representing the interest of people they represent. Through expertise, public relations 

practitioners acquire and use specialized experience and skills. They promote the practice 

through “professional research, development and education in the effort of establishing mutual 
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understanding, relationship and credibility with targeted audiences and institutions” (Fitzpatrick, 

as cited in Black and Barney, 2002). Independence in codes of ethics in public relations entails  

counseling individulas and the public to account for their undertakings and take full 

responsibility when consequences emerge. (Fitzpatrick, as cited in Black and Barney, 2002). 

Loyalty in the code of ethics refers to the “faithfulness of practitioners to people they serve and 

honoring their obligation to serve the interest of the public” (Fitzpatrick, as cited in Black and 

Barney, 2002). Finally, fairness in the code of ethics in public relations directs practitioners to 

“deal fairly with the general public, competitors, and clients.” Public relations practitioners 

should respect opinions and promote the right of expression (Fitzpatrick, as cited in Black and 

Barney, 2002). 

JiYeon, Hyun and Hyeonju (2013) examined the impact of organizational factors and 

individual ethical values on public relations ethics. Individual ethical values entail individual 

factors while organizational factors comprise organizational rewards and penalties for ethical and 

unethical behavior and ethical integrity among chief ethics officers. JiYeon, Hyun and Hyeonju 

asserted that organizational factors such as punishment, rewards and ethical behavior among 

peers have little impact on agency practitioners, but substantially influence professional ethics of 

in-house practitioners. Heath and Coombs (2006) suggested that in-house professional 

commitment and ethics can be promoted by availing more information and opportunities for 

maintaining effective communication with colleges in the PR industry. 

 Public Relations refer to the continuous and sustained dialogue with an individual’s 

public. It is a function of management entailing the research, planning, promotion, publicity, and 

joint decision-making to enhance any organization’s potential to listen to, embrace, and respond 

accordingly to those individuals and parties whose mutually beneficial associations the company 
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needs to foster, as it attempts to accomplish its vision and mission (Larsson, 2009). This 

definition takes into consideration five principal functions of PR. These functions include 

strategic planning, publicity, research, promotion, and collaborative/joint decision-making. 

Lariscy, Avery, Sweetser and Howes (2009) defined planning as a process that involves 

counseling or advising management’s attempts to match their interests with those of 

stakeholders. Public relations employs research in acquiring data that can be employed in 

refining the process of planning decisions concerning the promotional campaign and publicity 

activities that can get the company’s message to its consumers. 

 Every function possesses specific duties that help to accomplish the objectives of 

public relations, which is the planning and implementation of the firm’s efforts to change or 

influence public policy (PRSA, 2009). These functions include budgeting, planning, setting 

goals, developing facilities, and hiring and training staff. Considering the aspect of the research 

function, Bowen (2005) argued that public relations assess the effect of the company’s message 

on stakeholders. The publicity function calls for the attraction of attention and dissemination of 

precise information to clients concerning the organization’s activities. 

 Lariscy, Avery, Sweetser and Howes (2009) asserted that promotion is a series of 

publicity efforts transpiring for a period to attract consumers and supply them with valuable 

information. In public relations, collaborative decision-making takes into consideration the 

counseling of leaders in the organization and fostering technique of decision-making that 

respects the interest of the public or individuals affected by a judgment. 

History of Public Relations in Saudi Arabia 

 In the Arab World, public relations emerged as a filed of study toward the end of the 

1970s (Khalid, 2005). In the mid-1980s, approximately 63% of departments of government, 
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institutions, and other organzations had established their PR departments in the UAE (Kirat, 

2006). Dabkal (1993) argued that PR emerged in Saudi as a systematic method in the late 1930s 

when the international oil firms began to explore the desert of Saudi. McElreath and Blamphin 

(2013) discussed that the history of public relations in Saudi Arabia cannot be separated from the 

modern state’s history. It has a close association with the oil discovery and subsequent economic 

boom. In the past two decades, Saudi has witnessed a rapid growth in the discipline or field of 

pubic relations. Freeman, Quandt, Anthony and Muasher (2013) argued that some of the factors 

that have led to this growth are the pervasiveness and growing impact of electronic and mass 

media, increasing public education, and growth of the economy. According to Al-Kandari and 

Gaither (2011), there is a cultural gap between the West and Arab World which has led to 

countless misconceptions. Arab countries including Saudi Arabia understand the importance of 

public relations in improving public opinion and rectifying misconceptions toward the Arab 

World. After the 9/11 attack in the United States, a negative image toward Arab countries was 

created in the United States that affected public relations between these two worlds. The 

government of Saudi Arabia established effective public relation approaches to rectify relations 

with the United States. As a result, Arab countries supported measures established by the 

government of the United States, such as radio and television stations to enhance public opinion 

of the United States and Arab countries. 

Roles of Public Relations in Organizations 

  Public relations possesses several positive roles within an organization. PR practitioners 

are considered spanners of boundary since they play a fiduciary function in expressing the 

interests of the public and those of their firms or organizations. Swaan (2010) argued that public 

relations offers promotion and publicity to increase awareness and enhance sales and fundraising 
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efforts. Besides, there exist many roles of public relations, such as opportunity identification, 

organizational motivation, overcoming executive isolation, crisis management, social 

responsibility and change agentry. Al-Hazmi (1990) asserted that the PR role to the organization 

is always perceived in terms of cooperation gestures in educational, charitable, and civic 

situations. The nobility of the PR role in an organization is evident in its ability to create 

understanding and facilitate dialogue and cooperation, as opposed to manipulation and deceit 

(Bowen as cited in Erzikova, 2010). El-Enad (1992) explained that in many organizations the PR 

focuses on serving the interests of the public and clients (p. 219). 

 Carlsmith and Railsback (2001) advanced that the PR roles have slight differences in 

certain organizations. The public relations departments should execute many specific roles. 

Institutions of learning have several specific roles that should be executed by the PR 

departments. Examples of these roles are creation of all elements of district publications (e.g., 

writing internal magazines and external newspapers, and the website), introducing remedies to 

image issue, working as the media’s principal contact (e.g., working to acquire media coverage 

of district information and writing news releases. Other roles include the creation of objective, 

information resources for budgeting and issuance of campaigns, and creation of all 

communication levels. Examples of these levels are writing of plans of communication crisis, 

conducting public relations study or research, polls and surveys, interpreting outcomes for 

management, and training employees on the significance of PR and how to operate. 

 Organizations can activate the function of public relations within organizations when 

their top management focuses on certain key issues. Some of these issues include focusing on 

and addressing major tasks and functions of PR, granting public relations an administrative duty 

in decision-making and employing a two-way symmetrical framework.  
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The Excellence and Ethical Relativism Theories  

The Excellence Theory 

 Grunig (1992) stated that the excellence theory began by illustrating the worth of public 

relations to the society and organization based on the quality of associations or relationships with 

stakeholders, publics and managerial decisions. According to this theory, an organization can be 

effective by behaving in ways that address issues and satisfy the objectives of stakeholders and 

management using ethically sound judgments. Danner (2006) added that the maintenance of the 

professional status of PR calls for sound ethical bases and practices. The underlying principle of 

the excellence theory or concept is the creation of good long-term relationships or associations 

with organizational strategic publics.  

Ethical Relativism 

Ethical relativism is the perception that moral values are unknowable and do not exist 

among competing interests. Grunig (1992) urgued that public relations practitioners are unable to 

establish clear objective standards when making an ethical decision. According to Pearson 

(1989), ethical relativism outlined moral stances in public relation practice. Practitioners ignore 

objective standards of truth, and they normally do not consider moral relativism required in 

public relations profession. Grunig proposed that establishment and promotion of dialogical 

communication relationships between the public and an organization are crucial. The approach 

entailed the equal application of rules between an organization and the public. Ethics relativism 

theory described variable dimensions of communication symmetry in public relations. Grunig 

argues that there is a degree of comprehension and satisfaction with regulations governing 

opportunities in an interaction.   
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 In governmental firms within Saudi Arabia, PR departments suffer from the absence of 

activating their duties in a proper manner. Sisco, Pressgrove and Collins (2013) insisted that one 

of the major issues that hinder these departments from executing their roles in a proper way is 

the absence of specialized sections or segments for media relations within those departments. As 

a result, the departments were rendered unable to establish effective communication with various 

audiences. They were also rendered unaware of the significance of media relations in attaining 

goals of public relations. 

PR in Saudi Arabia 

 Kirat (2005) highlighted that PR in the Arab World is gaining fame and significance 

among various organizations, businessmen, and institutions from all spheres of life. Kruckeberg 

(1996) argued that the Middle East continues to practice a sophisticated public relations. On the 

contrary, the models or frameworks employed within this geopolitical area are not similar to the 

U.S models and those in other Western nations. Organizational and administrative aspects are the 

principal elements that present significant challenges to PR departments, especially when they 

are not organized in a proper way (Wijens, 2014). The key elements that are associated with 

organizational and administrative aspects are administrative contact, the size of management or 

administration, and functions it executes. Moreover, PR departments can encounter problems in 

areas such as planning operations and communicating those operations to implement the goal of 

public relations. 

  Pal (2015) asserted that communication with the public is one of the significant goals for 

PR departments. The skill of communicating with the public occured by organizing press 

conferences, occasions, and visits. It also occured through conventional media such as radio, 

television, and newspaper among others. Despite communication with the public being one of 
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the key goals of PR departments in governmental organizations, PR departments still encounter 

problems attaining this objective. Sisco, Pressgrove and Collins (2013) highlighted that several 

barriers are involved in communicating with the public. Examples of these obstacles include the 

absence of a plan for media relations, the absence of media relations sections, and lack of clear 

guideline for media relations. Saudi PR departments cannot communicate with their consumers 

in a clear and sincere manner. This tendency was attributed to the fact that PR practitioners lack 

adequate experience and appropriate mechanisms to partake in media work. 

 Media activity is also among the significant activities conducted by public relation 

departments in Saudi’s governmental organizations (Sallot and Johnson, 2006). These operations 

included hosting and engaging in exhibitions, holding conferences and seminars, launching 

media campaigns, issuing newsletters, magazines, and specialized publications, and 

communicating with the media. These operations could jeopardized in the absence of proper 

planning. Lack of attention or support by senior administration of firms is one of the key aspects 

that hinder the smooth execution of these activities. 

 In research conducted by Amagoh (2015) to measure opinions on Saudi’s public relations 

departments, it was noted that the theory of public relations is considered obscure and marginal. 

This research indicated that many individuals do not comprehend the mission and true function 

of public relations. The study associated this failure with the absence of awareness by the senior 

administration in certain organizations about the significance of the function of public relations. 

Other factors that were linked to this weakness are the absence of procedures for reaching media 

through a professional media plan meant to accomplish the goals of public relations, and the lack 

of experts who operate in departments of public relations.  
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Factors Hindering the Implementation of PRSA Standards in Saudi Arabia 

According to Vujnovic and Kruckeberg (2005), Arab culture has endured and flourished 

for thousands of years, but the Arab people and their culture have never experienced challenges 

that they witness in the present day, such as immense hatred by many. This happend to be the 

principal public relations issue for Arab diplomacy, non-governmental organizations, and 

corporations across the world (Vujnovic and Kruckeberg, 2005). Fitzpatrick (2001) argued that 

the absence of minimal standards for the PR practice also hinders the development of PR. In 

Saudi Arabia, the concept of PR suffers because of a lack of proper comprehension and 

ambiguity, an aspect that characterizes the entire Arab World. The term public relations is 

always misappropriated, misunderstood, and misconceived in the Arab World. In Saudi Arabia, 

some professionals of public relations embraced the notion that the role of PR departments in 

government firms are weak due to the absence of familiarity with the functions or roles of PR 

departments (Freeman, Quandt, Anthony and Muasher, 2013). McElreath and Blamphin (2013) 

pointed out that another aspect that hinders the development of PR and adoption of PRSA 

standards in Saudi Arabia is the hiring of individuals who are unspecialized in the field of public 

relations. Pearson (1989) discussed that the process of outlining public relation involves two 

separate activities. These activities involved the practice of public relation that ought to be 

carried out, and the effort to give a normative explanation of public relations is inspired by the 

desire to set limits on public relationship practice behaviors. The effort toward 

professionalization of public relations is crucial and an essential step toward professional 

licensing. Public relations defined philosophy and objectives in an organization and promotes 

organizational change. Public relations professionals network with all external and internal 

publics to promote consistency between societal expectation and organizational goals 
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(Pearson, 1989, p. 6). They established, implemented and assessed organizational programs that 

promoted the exchange of influence and understanding among the public and constituent parts in 

an organization. PR created and promoted mutually beneficial relationships between the 

organization and publics who depend on the success and failure of the management function. 

Public relations professionals use verbal and non-verbal communication to assist organizations to 

adapt to the world, and the world to adapt to organizations. Pearson (1989) argued that public 

relations professionals use communication to improve situations for organizations. Public 

relation is a crucial part of an organization that makes internal and external situations better for 

everyone. It outlined the notion that communication activities must be undertaken in a planned 

and thoughtful manner. Professionals manage communication programs, systems and activities 

in an organization. Secondly, public relations reflect how practitioners promote the overall 

performance of an organization (Pearson, 1989, p. 13).  

In the article Arab, The West and public relation, Al-Kandari and Gaither (2011) argued 

that the culture gap between the West and Arab world caused countless misconceptions and 

misperceptions. They suggested that public relations can play a crucial role in supporting 

political initiatives and rectify misinformation between the West and Arab cultures. Public 

relations practitioners could also assist in determining the messages that correspond with Arabs 

in the effort of shaping attitudes to accept new things and establishing a standard that govern 

message interpretation and preferred value in a message. Tradition and religion in the Arab 

world are the most influential factors on behavior, attitude, and actions. Thus, it is crucial for 

non-Arab public relations practitioners to accommodate religion for the implementation of public 

relations tasks in Arab countries. Non-Arab practitioners need to familiarize themselves with 

Islamic concepts to incorporate religion in public relations tasks. The aim was to enable them to 
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understand the reasons why Arabs are deeply connected with their religion. Practitioners should 

use the emotional technique when persuading Arabs and align the practice with the teaching of 

the Quran. Public relations practitioners should establish communication channels that embody 

social experience involving emotions and knowledge. They should consider proxemics - the 

study of non-verbal communications - and the process of communication rather than an emphasis 

on end goals and effects. Public relations initiatives should highlight that the idea of innovation 

should not contract Islamic teachings (Al-Kandari and Gaither, 2011, p. 272).  

Kang (2010) claimed that public relations researchers give attention to job satisfaction, 

but ethics issues have not been undertaken on job satisfaction among public relations 

practitioners. Previous studies on practitioners focused on moral values and the ethical decision-

making process. However, studies are yet to address the effect of ethical practice on the work life 

of public relations practitioners. Kang proved the relationship between job satisfaction and ethics 

and indicates that public relations practitioners have ethical concerns. They give true information 

that assists their supervisors in making well-informed and ethical decisions. Secondly, the study 

by Kang asserted that ethical conflicts can be good resources from which further research is 

developed. The study suggested that there is a connection between an organizational 

environment and ethics issues in public relations. Practitioners recognizing ethical conflicts are 

more likely to leave their companies because it affects physical and mental welfare in their 

workplace. There is a need to emphasize ethics within public relations for promoting job 

satisfaction (Kang, 2010, p. 155). Respondents stressed that an open communication 

environment offers channels for resolving the ethical conflict. In most cases, less ethical and 

unethical top management in the workplace rarely listens to knowledge-based oppositions raised 

by employees. Thus, it is crucial to promote open communication for ensuring that public 
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relations practitioners influence dominant coalitions. Ethical performance makes public relations 

professionals and enhances their professional image. Ethics is crucial in the workplace in the 

ever-increasing globalization. Studies indicated that practitioners in the United States and 

educators believe public relations education should emphasize ethics and strategic planning. 

Austin and Toth (2011) proposed that professional ethics must be integrated with all coursework 

and should be given priority as a discrete part of the public relations curriculum. Austin and Toth 

called for education in public relations ethics as an independent course and should be required in 

core program components. Educators reported separate ethics programs as a component of public 

relations programs of study as described in the ethics course. Since educators do not mirror the 

Commission on Public Relations Education, Austin and Toth proposed that a cultural approach 

to the content of ethics should be considered as different ethical standards and norms apply. 

Educators believed that ethical principles apply to the global education practice and should be 

situated within a cultural context. Educators also outlined the balance between application and 

theory, social capital and profit, and profession and classroom. A certain level of theory is 

needed, and ethics content should be applied to the profession to bring real-world situations to 

students. Educators believed the book scenarios do not reflect what students encounter in the 

profession in the process of making an ethical decision. There is a need to be pragmatic and 

ethics should focus on being socially responsible. Educators agreed on the integration of ethics 

principles with the public regulation curriculum. Austin and Toth highlighted that public 

relations curriculums should comprise ethics studies through ethics and law course, ethics course 

or ethics topics covered in a different course. An ideal program should involve some element of 

ethics integration throughout the whole curriculum (Austin and Toth, 2011, p. 512). 
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Bowen (2004) asserted that management issues in public relations are responsible for 

making managerial decisions that affect organization-wide policy on issues of concern. 

Differences between public relations practitioners and managers should be clear. Public relations 

includes managerial and technical roles. Therefore, issues management is not similar to public 

relations but is a function of a managerial role and its importance in the decision-making process. 

Public relations practitioners hold responsibility for acting as the ethical conscience of the 

organization (Bowen, 2004, p. 67). There is a need for the establishment of a model of ethical 

decision making in public relations through the use of developed sets of decision making that are 

well conceptualized and applicable in different situations. Model of ethical decision-making 

outlined how these codes are enforced and consequences of acting against the ethical codes. 

Violation of the PRSA Code of Ethics carried little consequences that complicate issues by not 

acting like a punitive discouragement of unethical behavior. Issue managers should integrate 

business decision-making processes with ethics. These decisions need to address policy issues 

and identify issues to be resolved. Managers have the role of making decisions that are based on 

complex ethics while public relation managers should have the skill, knowledge and ability to 

make decision effectively (Bowen, 2004, p. 87). 

Lee (2006) asserted that countries such as Saudi Arabia recognize the importance of 

national image and develop ways of managing the image in a favorable manner. The United 

States is the target country due to its leadership in the world of economics and politics. Countries 

established and maintained positive image and attitude toward their nations from leaders in the 

United States, who played a crucial role. For instance, the government of Kuwait hired known 

public relations firms to reveal Saddam Hussein as an evil man. The aim was to gain military 

support against Iraq. In recent years, there has been a decline in the trend of appealing for 
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assistance by countries as a result merging of public relations companies, use of the Internet to 

replace information previous provided by public relations firm and global economic recession. 

The level of economic interest of client countries is a driving force that affects public relation 

activities (Lee, 2006, p. 101). In the United States, public relations seeks to promote investment 

and trade opportunity. Also, establishing and maintaining positive relations with the United 

States is crucial for political interest in other countries. Shaheen (2012) argued that Saudi scores 

high in terms of the power distance dimension. As such, individuals in this nation embrace a 

hierarchical order in which every person has a place that does not require further justification. In 

this manner, aspects of centralization of resources, complex hierarchical structure, and 

authoritarianism in organizations have hindered the progress of the PR profession. As a result, 

they have hindered the adoption and implementation of the standards provided by the PRSA. The 

lack of a political system or structure that gurantees freedom of expression and free media also 

hinders the development of PR in Saudi Arabia. 

Shaheen (2012) argued that the most significant societal and cultural force in Saudi 

Arabia has occurred due to the influence of Islam, which has dominated the daily live of citizens. 

Islam pervades almost all aspects of life in Saudi. Some of these aspects include daily routines, 

clothes, food, education and conversations. 

Just like other parts or regions of the world, Saudi has struggled to establish a standard 

approach to communication in public relations (McElreath and Blamphin, 2013). PR education 

varies from academic to academic, and college to college with textbooks often sourced from the 

United States. One of the major challenges associted with sourcing textbooks from the United 

States is that the case studies cited in these books are not relevant to the social context in Saudi 

Arabia. As such, applying this information in addressing PR issues in the country is difficult. 
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In Saudi Arabia, communications is generally percieved as unclear, slow, reactive, 

limited, unreliable, and biased although respectful. This aspect has signficantly jeopardized the 

growth of public relations in the country. McElreath and Blamphin (2013) state that the principal 

barrier to the development of public relations in Saudi Arabia is a lack of adequate funds to 

address the needs of PR departments. According to Khalid, Ali and Masaud (2009), Saudi 

political and religious authorities have a negative view of the Internet. Conservative religious 

factions have often condemned the Internet, claiming that it is an avenue for Western cultural 

colonialism aimed at transferring negative values to the society of Saudi. 

 Quandt, Anthony and Muasher (2013) claimed that public relations within governmental 

firms or organizations have become more advanced than in the past. This advancement is 

attributed to the revolution in the field of public relations and media. However, this progress is 

not satisfactory to accomplish the goals of organizations since public relations departments 

continue to suffer from a lack of familiarity of duties and poor performance. In Saudi Arabia, 

such a characteristic marks the status of the public relations field. These shortcomings associated 

with the public relations departments hinder the adoptions and implementation of PRSA’s 

standards. According to Shaheen (2012), the past two decades experienced a significant 

expansion of public relations within various fields of political, social, cultural, and economic 

sectors in the Arab region or world. However, in Saudi Arabia, the PR profession continues to 

suffer from a lack of strategies, poor performance and lack of vision. 

 According to Larsson (2009), one of the major issues that have hindered the development 

of PR in governmental firms in Saudi Arabia is the weakness associated with sections of media 

relations. Such sections have failed to inform the public about organizational missions and goals 

in a professional way. Poor relationships between the PR departments and journalists also serve 
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as a major hindrance to the development of the PR profession in Saudi Arabia. There is no clear 

approach for utilizing the media attendance of key conferences and exhibitions that are attended 

by service organizations and government departments. Besides, the public relations departments 

seem to make little use of media relations techniques such as media briefings, placed articles, 

and photo stories. Moreover, the public relations departments in Saudi do not execute research 

into scheduled special reports occurring in trade publications every year. These forms of studies 

offer valuable opportunities to attain share-of-voice for governmental departments, whether via 

interview, background comment, or press release. These shortcomings have made it difficult for 

Saudi’s PR practitioners to adapt to foreign standards such as those of the PRSA. 

Sallot and Johnson (2006) argued that there exists a robust need for all service 

organizations and governmental departments to be more aggressive in their media relations. On 

the contrary, many Saudi public relations departments seem to lack clear strategies or plans for 

media relations. As a result, they fail to capitalize on the opportunities for coverage. The 

execution of opinion research among major stakeholder groups of consumers, the media, public, 

local community and industry peers can help PR departments to develop informed PR plans.  

Wijens (2014) also argued that there is no awareness among decision-makers toward the 

function of public relations. Competent agencies of government institutions rarely establish any 

PR departments, and when they do, this function is abused or misused. This often occurs when 

their task turns into a daily and managerial function lacking innovation and creativity. Issues 

associated with lack of awareness often arise when the PR function is limited to covering visits 

or appointments made by the senior heads in the absence of clear messages to address the public.  
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How to Ensure the Implementation of PRSA Standards in Saudi Arabia 

According to Smudde (2011), public relations action depends on sound judgment on how 

to encourage cooperation or collaboration between the public and the organization, an 

undertaking that should embrace ethical communication principles (p. 154). Shaheen (2012) 

argued that enhancing the development of public relations and its appreciation is a significant 

step toward ensuring the adoption of PRSA standards in Saudi Arabia. The government and 

citizens should change their perceptons about PR. Saudi government and citizens should view 

PR as an ethical element/tool meant to better the society rather than an element for propaganda 

and manipulation. One of the principal methods that can be employed in ensuring the 

advancement of PR and PRSA standards in Saudi Arabia is implementation of policies that 

ensure freedom of expression and free media. Such an approach would ensure that PR 

practitioners in Saudi practice and enjoy their profession like practitioners in democratic 

societies. As a result, the implementation of the standards outlined by the PRSA would be easy. 

 According to Shaheen (2012), Saudi is considered a high context culture/society where 

individuals are deeply engaged with each other. Shaheen proposes that PR practitioners should 

employ the interpersonal relationship building approach in promoting the growth and acceptance 

of the PR profession, which in turn can influence the adoption of PRSA standards. Saudi 

companies should establish alliances with foreign MNCs (multinational corporations), especially 

those companies that are headquartered in the United States. Such an undertaking can ensure that 

the concerned MNCs lobby the Saudi government to advance the PR profession and PRSA 

standards adoption in the country. Lobbying of the host administrations or governments can be 

done in an effective manner when the MNCs join forces with the domestic corporations or firms 

within the host nation. Altunisik (2013) conducted a study on the TPAs (Transnational Political 
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Alliances) to determine the effectiveness of the alliance between domestic companies and MNCs 

in lobbying the host nations governments to implement favorable PR policies. The researcher 

concluded that the comprehension of the reason behind the effectiveness of MNCs in lobbying 

host administrations calls for the appreciation of the wider political and economic contexts.   

According to Altunisik (2013), democracy enhanced the opportunity of public view to 

influence actions and decisions of social systems. As a profession, PR can relate in a direct way 

to the advancements of public opinion empowerment. In relation to this, the establishment of an 

organizational culture that is free from elements of complex hierarchical structure, 

authoritarianism, and centralization can ensure the develoment of the PR profession, which in 

turn can enhance the adoption of effecive standards such as those provided by the PRSA. 

Bowen (2004) argued that embracing autonomy is a signficant aspect to public relations 

practitioners, as it enables the decision-maker to employ rationality as a guide toward the 

realization of morally appropriate decision-making, as opposed to making a judgment stained by 

prudential norms. 

Carlsmith and Railsback (2001) stated that the absence of qualified graduates, absence of 

awareness among decision-makers, and inadequate budget allocation to PR departments are the 

principal challenges facing Saudi practitioners and their ability to employ PRSA standards in 

their practice. Many Saudi organization still overlook the signficance of public relations to their 

success. As such, these organizations allocate a small portion of their budget and resources to 

their PR departments. Moreover, the lack of adequate funds to execute thorough research on PR 

issues have slowed the pace of adopting and implementing the standards outlined by the PRSA.  

 Grunig (1992) argued that the significance of effective systems of communication in 

organizations cannot be overlooked because effective communication helps to build a positive 



  28 
 

public image for the company. Accomplishing this goal requires that adequate resources be 

available to PR departments. The principal barrier to the adoption and implementation of 

effective public relations standards such as those outlined by the PRSA is the lack of effective 

media relations sections in PR departments. Public relations departments should be provided 

with effective sections of media relations (Grunig, 1992). These sections should have plans that 

help to discover proper methods of handling information and news. They should also have the 

ability to communicate effectively with journalists and incorporate social media networks, such 

as Twitter and Facebook, among others.  

 According to Shaheen (2012), organizations should establish sections that have efficient 

and effective strategies or plans, which are organized by professionals in public relations and 

media affairs. Such an undertaking will ensure that an active role of public relations departments 

is spelled out or comprehended. PR departments should not be inclined toward research that is 

unrelated to public relations. Instead, these departments should focus on executing thorough 

research on ways of improving their standards of practice. Such an action can provide 

practitioners with a suitable platform on which they can compare their standards of practice to 

those of developed nations, particularly the United States (Shaheen, 2012). Furthermore, a focus 

on the standards of practice of PR in developed nations such as the United States, and their 

success, can act as a robust driving force toward the adoption of PRSA’s standards. 

 Pal (2015) offered a list of principles of the excellence theory outlining how 

organizations and public relations should be designed to accomplish maximum mutual 

associations or relationships. These principles are value communication, perform the 

management function, contribute to strategic functions of the organization, execute the 

management role, employ the two-way symmetrical framework of public relations, activism as 
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an aspect of positive energy, ability to practice the ideal framework, organizational structure and 

culture, and diversity as an aspect of strength. As such, these principles need to be present in the 

execution of public relations, as their absence may result in an imbalanced performance. 

The literature review showed that the adherence of the PRSA’s Code of Ethics standards in 

Saudi Arabia has many gaps that need filled. There are struggling efforts to regulate PR practices 

in this country. The literature review has also revealed that measuring public relation practices is 

important in order to outline the ways in which these standards are applied, as well as shedding 

light on any other existing problems. 

 

Research Questions:  

There are four questions that guided this research: 

1) How is PR being practiced in Saudi Arabia? 

2) Are PRSA’s Codes of Ethics being met in Saudi Arabia? 

3) What lessons can PR organizations and practitioners in Saudi Arabia learn  

 from countries such as the United States of America? 

4) Which of PRSA’s ethical codes are being applied by PR organizations and  

 practitioners in Saudi Arabia? 
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Chapter III: Methodology 

Introduction 

This chapter explains the researcher’s chosen method of collecting the required data to 

investigate how PR is being practiced in Saudi Arabia and how far practitioners are complying 

with PRSA’s codes and ethics. The data collection instrument was an online survey used for its 

ability to reach a wider audience size in comparison to conventional interviews within the given 

period of time. The structure of survey questions along with the used procedures were meant to 

ensure both validity and reliability of collected information.  

The used methods were designed to help answer the following research questions: 

1) How is PR being practiced in Saudi Arabia? 

2) Are PRSA’s Codes of Ethics being met in Saudi Arabia? 

3) What lessons can PR organizations and practitioners in Saudi Arabia learn  

 from countries such as the United States of America? 

4) Which of PRSA’s ethical codes are being applied by PR organizations and  

 practitioners in Saudi Arabia? 

This research study was designed to investigate whether the PRSA’s codes of ethics are 

being met in public relations organizations and departments in Saudi Arabia. For the purposes of 

attaining this information as well as answering the research questions, a survey of public 

relations institutions has been conducted. Subsequently, this chapter presents the necessary 

methods and procedures that have been used to carry out the survey. In particular, the chapter 

presents the research design, research population, research instruments, and data collection 

procedures that have been used. The chapter also presents the ethical considerations of this 

research work. 



  31 
 

Research Design 

As indicated above, the researcher has used a survey method to collect data. A 

quantitative study design was deemed the best method for collecting data for this research. This 

method aimed at generating measurable data that could help summarize the observations and 

make quantifiable conclusions. According to Taylor (2005), a typical characteristic of 

quantitative methods is measurement. Following this argument, the study adopted a quantitative 

descriptive survey design. Wrench (2013) argued that a descriptive study design provided rich 

information about the research phenomenon. It also provided information that best describes the 

real life situation. 

The descriptive quantitative design is more applicable to this research because it provided 

information on the research variables as they occur. In addition, it provided the best research 

tools for exploring and describing the phenomenon under study. The same method is used in the 

preliminary data collection procedure to allow the researcher to gather more accurate 

information. It is also used to analyze and present the collected data. Furthermore, the researcher 

chose to use this design because the study fit within its provisions. The research design allowed 

the researcher to collect data and report it without manipulating the variables. Thomas (2003) 

stated that this research design produces pieces of statistical information that are not only 

measurable, but also verifiable. 

Target Population 

The target population for this research is public relations practitioners and institutions, 

both public and private, in Saudi Arabia. The research was conducted amongst a few selected PR 

practitioners and institutions all over the country. This country presented many opportunities in 

the public relations sector. However, the profession was not entirely developed. The country 
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faced some issues in its public relations sector. The major problem related to public relations 

ethics. 

Sampling 

 The parameters for the chosen sample were wide enough to include any PR practitioner 

in Saudi Arabia, aged over 18 years. Due to the fact that the size of the target population is 

unknown, and there is no listing of PR practitioners and institutions that currently practice PR in 

Saudi Arabia, the most applicable sampling method was opportunity sampling, as explained by 

McLeod, (2014): “Opportunity sampling uses people from a target population available at the 

time and willing to take part. It is based on convenience. An opportunity sample is obtained by 

asking members of the population of interest if they would take part in your research.” As such, 

this method was chosen because it is speedy and inexpensive, making it suitable with the time 

limits of this research. However, the researcher was aware that it might not provide a completely 

representative sample as mentioned in the Limitation of Research section.  

To gather the sample information, several techniques were applied: (1) The Google 

search engine was used to develop a mailing list of individuals and institutes practicing PR in 

Saudi Arabia. (This technique gathered 177 contacts); (2) A special Twitter account was made 

for this research, and search tools were utilized to follow users with bios stating they were in a 

PR related profession and/ or institution. (This technique gathered 695 connections as exhibited 

in Appendix); (3) The WhatsApp application was used through personal contacts and their 

contacts. (This technique gathered 291 contacts as exhibited in the Appendix). All the above 

mentioned lists were used to promote the invitation exhibited in the Appendix.  

The total number of respondents as shown in the following frequency table (Table 1) was 210; 

only 108 were able to complete the survey successfully. The researcher believed that was in part 
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due to the fact that the whole PR concept is yet not developed in Saudi Arabia, and that some 

questions were found to be too hard to answer according to the current common beliefs. Also, the 

number of survey questions could have had an impact on the percentage of participants who 

finished the complete set. 

Table 1 

Frequency Table 
 Frequency Percent Valid 

Percent 
Cumulative 

Percent Valid 0 108 51.4 51.4 51.4 
1 102 48.6 48.6 100.0 
Total 210 100.0 100.0   

 
Note. Data processed using IBM SPSS 

 

Research Instruments 

 According to Balnaves and Caputi (2001), the fundamental ways of collecting data 

include telephone calls, the Internet, person-to-person, as well as mail. Of the four types of data 

collection methodologies presented, person-to-person was chosen. The choice of this research 

instrument was based on the researcher’s knowledge of PR practitioners and the Saudi Arabia 

market dynamics. Another determining factor was how likely the practitioners would be to 

participate in the research. The person-to-person methodology can be conducted through 

questionnaires or interviews. Other researchers within the public relations field have successfully 

used the two methods. 

The researcher’s chosen instrument, the online survey, was constructed in a clear format 

with the aim for participants to have an easy understanding of each question. Many question 

types were used, like the Likert scale, ranking order, multiple choices, and yes or no questions. 

The survey consisted of 65 questions divided into four parts as follows: 
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Part I:  Questions related to the public relations department in an organization in Saudi  

 Arabia 

Part II:  Questions related to the Public Relations Society of America 

Part III:  Questions related to an Ethical Code of Standards for practicing public relations 

 in Saudi Arabia. 

Part IV:  Demographic Details 

The Qualtrics online platform was used to launch the desired survey, using the multiple 

features that ensure reliable data collection along with versatile survey design capabilities. 

Further details about the Qualtrics service and service provider can be obtained at the official 

website, http://www.qualtrics.com/. 

Of the two person-to-person methodologies, the research used questionnaires. The 

questionnaires method was chosen to make the research valid and reliable. One way of ensuring 

validity and reliability of a research study is to use tools that other researchers have demonstrated 

to be valid and reliable, especially through careful testing. According to Filed, “Reliability: the 

fact that a scale should consistently reflect the constructed it is measuring … Cronbach’s alpha, 

which is the most common measure of scale reliability” (2006, p.1).    

Table 2 

Reliability Statistics 
Cronbach's Alpha N of Items 

.924 48 

 

Table 2 showed the reliability test using Cronbach’s alpha measure, which in this case 

yielded 0.924. The closer Cronbach's alpha coefficient is to 1.0 the greater the internal 
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consistency of the items in the scale. In this case the value was high enough, hence no further 

modifications were required. 

The research instruments have been fully coded and adopted to answer all four of the 

research questions. The survey has been made concise to encourage a high response rate. 

Methods of Data Collection and Data Analysis 

The researcher used questionnaires to collect data from the sample population. The 

researcher distributed questionnaires personally to the individual respondents from various 

selected institutions. Internet-based questionnaires were utilized with Qualtrics, an online survey 

instrument, in cases where individual representation of the respondent was not possible. In both 

cases, participants of the survey filled in the research questionnaires and returned them to the 

researcher. The participants were required to fill in the questionnaires as instructed by the 

researcher. The researcher expected to administer 200 questionnaires. 

The researcher collected responses to the survey over a period of one month. This was to 

allow enough time for data collection. After collecting all questionnaires from the respondents, 

the researcher entered the collected data into the Statistical Package for the Social Sciences 

(SPSS) software for coding and analysis. First, data was double-checked to ensure accuracy. 

After that, the researcher conducted a data cleaning process. This involved the identification of 

inaccurate and incomplete responses. The researcher then corrected these to help improve 

accuracy of the survey responses. 

The data was statistically analyzed using a content analysis approach. The method of data 

analysis was based on the meaning and implications emanating from the documented data. 

Simple descriptive statistics were used to analyze the collected data. Various statistics such as 

measures of central tendency and dispersion were used. The statistics used frequency counts and 
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percentages. The results of data analysis have been presented using frequency distribution tables 

and graphs. 

Ethical Considerations 

Ethical issues are a major consideration in any social research. It is very crucial to 

understand these ethical issues before starting the research. In addition to diligence and expertise, 

conducting social research requires integrity and honesty. The researcher recognized the need to 

protect the right of every person who was involved in this research. The researcher considered 

six broad ethical issues, namely informed consent, anonymity, voluntary participation, and 

confidentiality. As explained by Taylor (2005), these are the key ethical considerations in social 

research. Therefore, the research has been designed and conducted in a way that respects the 

identified ethical issues. 

 The researcher took cognizance that he would investigate a sensitive issue. Some issues 

in the research instruments might elicit insecurity, hostility, as well as concealment of 

information from the respondents. Therefore, confidentially and privacy was practiced to the 

uttermost to safeguard the interest of the subjects under study. The researcher sought permission 

to carry out the research. Written permission was sought from the relevant university department. 

In addition, the researcher sought the respondent's’ consent to participate in the research study. 

Permission was sought from all the sampled respondents who participated in this study. It was 

explained to all respondents that participation in the research was completely voluntary. 

Research Procedures 

The researcher prepared all required documents for gathering needed data to answer the 

main research questions. It included a support letter from the research supervisor who 

recommended a field trip to Saudi Arabia for the purpose of collecting the required information 
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and proceeding with the survey, the invitation to participate in the research, and the letter of 

voluntarily approval of participating in the survey. All mentioned documents were prepared in 

English. After the research proposal was approved and fulfilling all required scientific 

procedures, the researcher translated the instrument and the invitation along with the voluntary 

approval letter to Arabic, the language of the respondents. 

To make sure of the accuracy of the translation, the researcher requested it to be 

revised and re-edited by two professional translators and five university faculty members in 

the media and mass communication field in Saudi Arabia, three of which have mastered the 

English language and one of the three who is a statistics specialist. After receiving all 

comments the researcher finalized the research instrument and had it approved by his 

supervisor, then the researcher acquired the necessary approval from the Internal Review 

Board (IRB) of Ball State University.  

After all documents and requirements were completed, the researcher conducted a 

scientific field trip to distribute the online survey among public relations practitioners in 

Saudi Arabia during the period from February 8, 2016 to March 8, 2016. The invitations and 

the link to the online survey were distributed through emails, Twitter, WhatsApp and other 

social media programs.    
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Chapter IV: Results 

Data Analysis 

All collected data of the online survey was processed, cleaned and tabulated using IBM 

SPSS Statistics ver. 23 software; further reprocessing was done using Microsoft Excel ver. 2010 

to facilitate linking graphical charts with Microsoft Word formats.  

The table format used in the following analysis is a typical SPSS format. It indicates 

(where applicable) the total number of participants along with the valid responses, divided into 

as many fields as the question requires. The table indicates the “Frequency” showing the number 

of field responses, the “Percent” indicating the percentage of the responses to total participants 

number, the “Valid Percent” shows the percentage of field responses to the total number of valid 

responses, and “Cumulative Percent” shows the total percentage of all preceding fields. 

The tabulated data are then explained graphically in the form of a column table, where 

the vertical axis shows the number of valid responses, while the horizontal axis shows the 

different fields from which respondents can choose. 

Part I: Questions related to the public relations department in an organization in Saudi  

Arabia 

	   Survey questions and resulting answers related to RQ1. 

Table 3 

Does your organization have a public relations department? 
 Frequency Percent Valid 

Percent 
Cumulative 

Percent 
Valid Yes 136 64.8 92.5 92.5 

No 11 5.2 7.5 100.0 
Total 147 70.0 100.0  

Missing System 63 30.0   
Total  210 100.0   
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Graph 1 
 

 
It was found that 92.5% of the participants worked in organizations with PR departments, 

while 7.5% of them worked for organizations with no PR departments (Table 3, Graph1). 

 

Table 4 

How many public relations employees does your organization have? 
 Frequency Percent Valid 

Percent 
Cumulative 

Percent 
Valid 1 – 5 employees 70 33.3 48.6 48.6 

6 - 10 employees 22 10.5 15.3 63.9 
11 - 15 employees 17 8.1 11.8 75.7 
More than 15 
employees 

35 16.7 24.3 100.0 

Total 144 68.6 100.0   
Missing System 66 31.4     

Total  210 100.0     
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Graph 2 

 
A majority of 48.6% of the respondents worked in organizations with 1 to 5 PR 

employees (Table 4, Graph 2), which is significantly higher than any other portion, 24.3% 

worked in organizations with more than 15 employees, 15.3% worked in organizations with 6 to 

10 employees, and 11.8% of respondents worked in organizations with 11 to 15 employees. 

 

The following questions from Q. 3 to Q. 8 required the respondents to state their 

agreement to relevant statements indicated using a scale of 1 to 5, where (1) represents  

“Strongly Agree” and  (5) represents “Strongly Disagree”. 

 

Table 5 

The senior management highly supports the public relation department/employees in my 
organization through linking the public relations department to it directly. 

 Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid Strongly Disagree 13 6.2 8.9 8.9 
Disagree 20 9.5 13.7 22.6 
Neutral 24 11.4 16.4 39.0 
Agree 60 28.6 41.1 80.1 
Strongly Agree 29 13.8 19.9 100.0 
Total 146 69.5 100.0   

Missing System 64 30.5     
Total  210 100.0     
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Graph 3 

 
Of management support, 41.1% of the respondents found the senior management 

highly supportive of the PR department / employees (Table 5, Graph 3), 19.9% strongly 

agreed with the same statement, 16.4% neither agreed nor disagreed, 13.7% of the 

respondents disagreed, and 8.9% strongly disagreed.  

 

Table 6 

The senior management recruits a right public relations professional on a right place. 
 Frequency Percent Valid 

Percent 
Cumulative 

Percent 
Valid Strongly Disagree 25 11.9 17.4 17.4 

Disagree 29 13.8 20.1 37.5 
Neutral 28 13.3 19.4 56.9 
Agree 46 21.9 31.9 88.9 
Strongly Agree 16 7.6 11.1 100.0 
Total 144 68.6 100.0   

Missing System 66 31.4     
Total  210 210 100.0   
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Graph 4 

 
 As for recruiting the right PR professional in the right place, 31.9% agreed, 11.1% 

strongly agreed, while 19.4% were neutral (Table 6, Graph 4); a sizable 20.1% of 

respondents disagreed and 17.4% strongly disagreed. 

 

Table 7 

The senior management considers public relations profession as a correspondence office 
between different departments in the organization. 

 Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid Strongly Disagree 14 6.7 9.8 9.8 
Disagree 35 16.7 24.5 34.3 
Neutral 21 10.0 14.7 49.0 
Agree 53 25.2 37.1 86.0 
Strongly Agree 20 9.5 14.0 100.0 
Total 143 68.1 100.0   

Missing System 67 31.9     
Total  210 210 100.0   
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Graph 5 

 
The respondents who agreed that senior management consider PR profession a 

correspondence office between other departments (Table 7, Graph 5) were 37.1%, 14% strongly 

agreed to the same idea, 14.7% responded neutrally, 24.5% disagreed and 9.8% strongly 

disagreed. 

 

Table 8 

Through engaging the PR professionals in an openness and transparency. 
 Frequency Percent Valid 

Percent 
Cumulative 

Percent 
Valid Strongly Disagree 24 11.4 16.9 16.9 

Disagree 28 13.3 19.7 36.6 
Neutral 39 18.6 27.5 64.1 
Agree 37 17.6 26.1 90.1 
Strongly Agree 14 6.7 9.9 100.0 
Total 142 67.6 100.0   

Missing System 68 32.4     
Total  210 210 100.0   
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Graph 6 

 
When it came to engaging PR employees in the decision-making process (Table 8, 

Graph 6), 27.5% were neutral, 26.1% agreed and 9.9% strongly agreed. The remaining 

respondents were divided between 19.7% who disagreed and 16.9% who strongly disagreed. 

 

Table 9 

The senior management seeks to enhance the process of decision-making as well as the 
implementing my organization's objectives via involving the public relations staffs in an open 
dialogue, free speech, and open marketplace ideas. 

 Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid Strongly Disagree 17 8.1 11.9 11.9 
Disagree 31 14.8 21.7 33.6 
Neutral 48 22.9 33.6 67.1 
Agree 39 18.6 27.3 94.4 
Strongly Agree 8 3.8 5.6 100.0 
Total 143 68.1 100.0   

Missing System 67 31.9     
Total  210 210 100.0   
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Graph 7 

 
For engaging PR employees in the decision-making process, 33.6% were neutral, 

while 27.3% agreed and 5.6% strongly agreed (Table 9, Graph 7). On the other side 21.7% of 

the valid responses disagreed and 11.9% of them strongly disagreed with the statement. 

 

Table 10 

The senior management supports the PR staff to reinforce the public’s trust in PR profession. 
 Frequency Percent Valid 

Percent 
Cumulative 

Percent 
Valid Strongly Disagree 14 6.7 9.9 9.9 

Disagree 28 13.3 19.7 29.6 
Neutral 37 17.6 26.1 55.6 
Agree 46 21.9 32.4 88.0 
Strongly Agreed 17 8.1 12.0 100.0 
Total 142 67.6 100.0   

Missing System 68 32.4     
Total  210 210 100.0   
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Graph 8 

 

With regards to senior management support for PR staff to reinforce the public’s trust 

(Table 10, Graph 8), 32.4% agreed, 12% strongly disagreed, 17.6% were neutral and 29.6% 

disagreed or strongly disagreed with the idea. 

 

Table 11 

What resources does the PR provide to the organization?  (The respondents were asked to select 
all that apply). 

Resources Frequency Percent 

Communication and Media.  121 57.62  
Production. 42 20.00  
Provision of information and facts.  46 21.90  
Strategic plans for managing crises. 34 16.19  
Researches and Studies. 24  11.43  
Other, please specify: __________ 23 10.95  
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Graph 9 

 
When the respondents were asked to order the resources provided to them by their 

organizations (Table 11, Graph 9), 57.6% stated “Communication and Media”, 21.90% chose 

“Providing Information and Facts,” 20% chose “Production,” “Strategic plans for managing 

crisis” came in fourth with 16.19%, “Researches and Studies” were selected by 11.43% and 

only 10.59% chose “Other” as the most supplied resource by the company.  
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Part II:  Questions related to the Public Relations Society of America 

 Survey questions and resulting answers related to RQ2. 

Table 12 

Have you heard about the Public Relations Society of America (PRSA) before? 
 Frequency Percent Valid 

Percent 
Cumulative 

Percent 
Valid Yes 57 27.1 50.0 50.0 

No 57 27.1 50.0 100.0 

Total 114 54.3 100.0   

Missing System 96 45.7     

Total  210 100.0     

 
 

Graph 10 

 
It was found that only 50% of the participants had heard about the PRSA before 

taking this survey, the other 50% were not aware of it (Table 12, Graph 10). 
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Table 13 

Have you heard about the PRSA Standards Code of Ethics before? 
 Frequency Percent Valid 

Percent 
Cumulative Percent 

Valid Yes, I heard a little about it. 40 19.0 35.1 35.1 

Yes, I heard about it, but I do not 
care. 

5 2.4 4.4 39.5 

Yes, I heard about it, and I am 
fully adhering to these standards. 

15 7.1 13.2 52.6 

No, I never heard about it 49 23.3 43.0 95.6 
I prefer not to answer. 5 2.4 4.4 100.0 
Total 114 54.3 100.0   

Missing System 96 45.7     
Total  210 100.0     

 

Graph 11 

 
About the code of ethics, 43% had never heard about the PRSA Standard Code of 

Ethics (Table 13, Graph 11), 35.1% had heard a little about it and 13.2% were fully adhering 

to the standards. Two other segments of 4.4% each preferred not to answer and had heard 

about it but do not care for it. 
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Table 14 

Does your organization allocate enough budgets for training its public relations professionals in 
the PRSA Standards Code of Ethics as part of its yearly strategic plans? 

 Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid Yes 7 3.3 6.1 6.1 
No 63 30.0 55.3 61.4 
I do not know. 44 21.0 38.6 100.0 
Total 114 54.3 100.0   

Missing System 96 45.7     
Total  210 100.0     

 

Graph 12 

 
With regards to allocating enough budgets for training public relations professionals 

in the PRSA Standards Code of Ethics (Table 14, Graph 12), 55.3% of the respondents 

answered No, 38.6% did not know about such a thing and 6.1% answered positively. 
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Table 15 

Which of the statements below best illustrates how the PR department in your organization 
presently addresses the PRSA standards?  

 Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid Most of the PRSA standards 
are embraced. 

7 3.3 6.4 6.4 

PRSA standards are only 
used when handling certain 
employees. 

18 8.6 16.4 22.7 

Little PRSA standards are 
embraced. 

43 20.5 39.1 61.8 

No PRSA standards are 
embraced. 

42 20.0 38.2 100.0 

Total 110 52.4 100.0   
Missing System 100 47.6     
Total  210 100.0     

 

Graph 13 

 
It was found that 39.1% of respondents define whether their company is embracing 

PRSA standards as “Little,” 38.2% stated no PRSA embracement at all occurred, 16.4% state 

PRSA standards are only used when handling certain employees and, significantly, 6.4% stated 

that most of the standards are being embraced (Table 15, Graph 13). 
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Table 16 

During the coming two years, do you expect that the number of employees using PRSA standards 
in their PR activities within your department or organization will … : 

 Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid Rise by10% or more. 30 14.3 26.8 26.8 
Rise by 1-9% 20 9.5 17.9 44.6 
Stay approximately the 
same 

50 23.8 44.6 89.3 

Decline by 1-9%. 8 3.8 7.1 96.4 
Decline by 10% or more 4 1.9 3.6 100.0 
Total 112 53.3 100.0   

Missing System 98 46.7     
Total  210 100.0     

 

Graph 14 
 

 
 

A near majority of participants (44.6%) were not expecting any rise in the number of 

employees using PRSA (Table 16, Graph 14), while 26.8% expected a 10% or more rise, 

17.9% expected it will rise in a smaller ratio of 1-9%, 7.1% expected the ratio to decline by 

1-9% and 10% expected a 10% or more declination.  
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Table 17 

On a scale of 1 to 6, rank the following elements from most to least important to you, when you 
practice the public relations profession (1 = most important, 6 = least important). 

 Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid Advocacy 24 11.4 21.4 21.4 
Honesty 16 7.6 14.3 35.7 
Expertise 15 7.1 13.4 49.1 
Independence 12 5.7 10.7 59.8 
Loyalty 12 5.7 10.7 70.5 
Fairness 33 15.7 29.5 100.0 
Total 112 53.3 100.0   

Missing System 98 46.7     
Total  210 100.0     

 

Graph 15 
 

 
  

Among the respondents, 29.5% found that “Fairness” comes as the most important 

element in practicing PR (Table 17, Graph 15), “Advocacy” came second with 21.4%, 

“Honesty” came third with 14.3%, “Expertise” came fourth with 13.4%; “Independence” and 

“Loyalty” had 10.7% of voters each. 
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The following questions from Q.016 to Q.022 required the respondent to state his / 

her agreement to relevant statements regarding each of the PRSA standards using a scale 

of 1 to 5, where (1) represents “Strongly Agree” and (5) represents “Strongly Disagree.” 

 

Table 18 

 PRSA standards are easy to employ in the PR practice. 

 

Graph 16 

 
  

For evaluating how easy PRSA standards are to employ in PR practice (Table 18, Graph 

16), 36.3% found it neither easy nor difficult, while 34.5% found it easy, 17.7% strongly agreed 

it is easy to employ, 8.8% disagreed finding it not easy to employ and 2.7% strongly disagreed. 

 Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid Strongly Disagree 3 1.4 2.7 2.7 
Disagree 10 4.8 8.8 11.5 
Neither 41 19.5 36.3 47.8 
Agree 39 18.6 34.5 82.3 
Strongly Agree 20 9.5 17.7 100.0 
Total 113 53.8 100.0   
System 97 46.2     

Missing Total 210 100.0     
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Table 19 

PRSA standards ensure a successful PR career. 
 Frequency Percent Valid 

Percent 
Cumulative 

Percent 
Valid Strongly Disagree 3 1.4 2.6 2.6 

Disagree 4 1.9 3.5 6.1 
Neither 22 10.5 19.3 25.4 
Agree 48 22.9 42.1 67.5 
Strongly Agree 37 17.6 32.5 100.0 
Total 114 54.3 100.0  
System 96 45.7   

Missing Total 210 100.0   
 

Graph 17 

 
  

When asked if PRSA standards ensure a successful PR career (Table 19, Graph 17), 

42.1% of respondents representing the biggest segment of the participants agreed, 32.5% 

strongly agreed, 19.3% neither agreed nor disagreed, 3.5% disagreed and 2.6% strongly 

disagreed. 
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Table 20 

PRSA standards ensure that PR activities are executed in an ethical way. 
 Frequency Percent Valid 

Percent 
Cumulative 

Percent 
Valid Strongly Disagree 3 1.4 2.6 2.6 

Disagree 8 3.8 7.0 9.6 
Neither 24 11.4 21.1 30.7 
Agree 45 21.4 39.5 70.2 
Strongly Agree 34 16.2 29.8 100.0 
Total 114 54.3 100.0  
System 96 45.7   

Missing Total 210 100.0   
 

Graph 18 

 
  

As for PRSA standards ensuring ethical execution of PR activities (Table 20, Graph 18), 

39.5% agreed, 29.8% strongly agreed, 21.1% neither agreed nor disagreed, 7% disagreed and 

2.6% strongly disagreed. 
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Table 21 

PRSA standards are understandable by employees. 
 Frequency Percent Valid 

Percent 
Cumulative 

Percent 
Valid Strongly Disagree 8 3.8 7.0 7.0 

Disagree 18 8.6 15.8 22.8 
Neither 38 18.1 33.3 56.1 
Agree 32 15.2 28.1 84.2 
Strongly Agree 18 8.6 15.8 100.0 
Total 114 54.3 100.0  
System 96 45.7   

Missing Total 210 100.0   
 

Graph 19 
 

 
 
 

When it came to how understandable PRSA standards are by employees (Table 21, 

Graph 19), 33.3% neither agreed nor disagreed with the idea, 28.1% agreed, 15.8 strongly 

agreed, 15.8% disagreed and 7% strongly disagreed. 
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Table 22 

PRSA standards enable me to provide quality services to clients. 
 Frequency Percent Valid 

Percent 
Cumulative 

Percent 
Valid Strongly Disagree 3 1.4 2.6 2.6 

Disagree 3 1.4 2.6 5.3 
Neither 20 9.5 17.5 22.8 
Agree 56 26.7 49.1 71.9 
Strongly Agree 32 15.2 28.1 100.0 
Total 114 54.3 100.0  
System 96 45.7   

Missing Total 210 100.0   
 

Graph 20 

 
 

It was found that 49.1% of the respondents agreed with the idea of PRSA standards 

enabling them to provide quality services to clients (Table 22, Graph 20), 28.1% strongly 

agreed, 17.5% neither agreed nor disagreed and 2.7% disagreed or strongly disagreed. 
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Table 23 

PRSA standards are applicable to the future PR strategic planning. 
 Frequency Percent Valid 

Percent 
Cumulative 

Percent 
Valid Strongly Disagree 2 1.0 1.8 1.8 

Disagree 3 1.4 2.7 4.4 
Neither 28 13.3 24.8 29.2 
Agree 52 24.8 46.0 75.2 
Strongly Agree 28 13.3 24.8 100.0 
Total 113 53.8 100.0  
System 97 46.2   

Missing Total 210 100.0   
 

Graph 21 

 
Are PRSA standards applicable for future strategic planning?: 24.8% strongly agreed, 

24.8% neither agreed nor disagreed, only 2.7% disagreed and 1.8% strongly disagreed (Table 

23, Graph 21). 
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Table 24 

PRSA standards are just a written policy, which could be used as a tool of  manipulation, 
publicity, and protocol by public relations organizations. 

 Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid Strongly Disagree 17 8.1 15.2 15.2 
Disagree 27 12.9 24.1 39.3 
Neither 43 20.5 38.4 77.7 
Agree 17 8.1 15.2 92.9 
Strongly Agree 8 3.8 7.1 100.0 
Total 112 53.3 100.0  
System 98 46.7   

Missing Total 210 100.0   
 

Graph 22 

 
 

Using PRSA standards as a tool for manipulation, publicity and considering it just a 

written policy is an idea that was neither agreed or disagreed by 38.4% (Table 24, Graph 22), 

24.1% disagreed, 15.2% strongly disagreed, 15.2% agreed and 7.1% strongly agreed. 
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 The following questions from Q.023 to Q.026 required the respondent to indicate 

his/her agreement to relevant statements indicated after using a scale of 1 to 5, where (1) 

represents “Strongly Agree” and (5) represents “Strongly Disagree”. 

Table 25 

I practice the PRSA standards for strategic planning purposes in my future career. 
 Frequency Percent Valid 

Percent 
Cumulative 

Percent 
Valid Strongly Disagree 8 3.8 7.1 7.1 

Disagree 10 4.8 8.8 15.9 
Neither 31 14.8 27.4 43.4 
Agree 42 20.0 37.2 80.5 
Strongly Agree 22 10.5 19.5 100.0 
Total 113 53.8 100.0  
System 97 46.2   

Missing Total 210 100.0   
 

Graph 23 

 
  

About practicing PRSA standards for strategic planning in future career (Table 25, Graph 

23), 37.2% of participants agreed, 19.5% strongly agreed, 27.4% neither agreed nor disagreed, 

8.8% disagreed and 7.1% strongly disagreed. 
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Table 26 

My current knowledge on the PRSA standards is high. 
 Frequency Percent Valid 

Percent 
Cumulative 

Percent 
Valid Strongly Disagree 15 7.1 13.2 13.2 

Disagree 20 9.5 17.5 30.7 
Neither 40 19.0 35.1 65.8 
Agree 26 12.4 22.8 88.6 
Strongly Agree 13 6.2 11.4 100.0 
Total 114 54.3 100.0  
System 96 45.7   

Missing Total 210 100.0   
 

Graph 24 
 

 
It was found that 35.1% of respondents neither agreed nor disagreed about describing 

their knowledge of PRSA standards as high (Table 26, Graph 24), 22.8% agreed to that 

description, 11.4% strongly agreed to it, 17.5% disagreed and 13.2% strongly disagreed. 
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Table 27 

I practice the PRSA standards to deliver quality services to clients. 
 Frequency Percent Valid 

Percent 
Cumulative 

Percent 
Valid Strongly Disagree 8 3.8 7.0 7.0 

Disagree 9 4.3 7.9 14.9 
Neither 38 18.1 33.3 48.2 
Agree 44 21.0 38.6 86.8 
Strongly Agree 15 7.1 13.2 100.0 
Total 114 54.3 100.0  
System 96 45.7   

Missing Total 210 100.0   
 

Graph 25 

 
One-third of respondents (38.6%) agreed that they practice PRSA standards to deliver 

quality services to clients (Table 27, Graph 25), 13.2% strongly agreed, 33.3% neither agreed 

nor disagreed, 7.9% disagreed to the concept and 7.0% strongly disagreed. 
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Table 28 

I use the PRSA standards to ensure my career success. 
 Frequency Percent Valid 

Percent 
Cumulative 

Percent 
Valid Strongly Disagree 9 4.3 7.9 7.9 

Disagree 9 4.3 7.9 15.8 
Neither 36 17.1 31.6 47.4 
Agree 36 17.1 31.6 78.9 
Strongly Agree 24 11.4 21.1 100.0 
Total 114 54.3 100.0  
System 96 45.7   

Missing Total 210 100.0   
 

Graph 26 

 
 

Using PRSA standards to ensure career success was agreed to by 31.6% (Table 28, Graph 

26), strongly agreed to by 21.2%, 31.6% neither agreed to the idea nor disagreed, while 7.9% 

each disagreed and strongly disagreed. 
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The following questions from Q. 027 to Q.033 required the respondent to indicate 

his / her agreement to relevant statements regarding the difficulty of “PRSA standards for 

PR practice” application in Saudi Arabia using a scale of 1 to 5, where (1) represents 

“Strongly Agree” and (5) represents “Strongly Disagree”. 

Table 29 

Limited budget and lack of support from the senior management. 
 Frequency Percent Valid 

Percent 
Cumulative 

Percent 
Valid Strongly Disagree 6 2.9 5.3 5.3 

Disagree 16 7.6 14.2 19.5 
Neither 24 11.4 21.2 40.7 
Agree 40 19.0 35.4 76.1 
Strongly Agree 27 12.9 23.9 100.0 
Total 113 53.8 100.0  
System 97 46.2   

Missing Total 210 100.0   
  

Graph 27 

 
One-third (35.4%) of respondents agreed that they suffer from a limited budget and 

lack of support from senior management (Table 29, Graph 27), 23.9% strongly agreed with 

the same idea, 21.2% neither agreed nor disagreed, 14.2% disagreed and 5.3% strongly 

disagreed. 
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Table 30 

There is a lack of adequate studies that focus on the PRSA standards, thereby limiting sources of 
information on how to employ the PRSA standards in the PR practice. 

 Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid Strongly Disagree 4 1.9 3.5 3.5 
Disagree 16 7.6 14.0 17.5 
Neither 31 14.8 27.2 44.7 
Agree 42 20.0 36.8 81.6 
Strongly Agree 21 10.0 18.4 100.0 
Total 114 54.3 100.0  
System 96 45.7   

Missing Total 210 100.0   
 

Graph 28 

 
It was found that 36.8% of the respondents (Table 30, Graph 28) agree that there is a 

lack of adequate studies on PRSA standards, limiting sources of information on standards 

employment, 18.4 strongly agree to the same statement, 27.2% neither agreed nor disagreed, 

only 14% disagreed and 3.5% strongly disagreed. 
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Table 31 

I do not have enough information or awareness about the PRSA Standards Code of Ethics. 
 Frequency Percent Valid 

Percent 
Cumulative 

Percent 
Valid Strongly Disagree 6 2.9 5.3 5.3 

Disagree 21 10.0 18.4 23.7 
Neither 24 11.4 21.1 44.7 
Agree 37 17.6 32.5 77.2 
Strongly Agree 26 12.4 22.8 100.0 
Total 114 54.3 100.0  
System 96 45.7   

Missing Total 210 100.0   
 

Graph 29 

 
The idea of not having enough information or awareness about PRSA Standards Code of 

Ethics was agreed to by 32.5% of respondents (Table 31,Graph 29), strongly agreed by 22.8%, 

21.1% neither agreed nor disagreed, 18.4% disagreed and 5.3% strongly disagreed with the idea. 
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Table 32 

Lack of training and expertise. 
 Frequency Percent Valid 

Percent 
Cumulative 

Percent 
Valid Strongly Disagree 8 3.8 7.0 7.0 

Disagree 17 8.1 14.9 21.9 
Neither 24 11.4 21.1 43.0 
Agree 45 21.4 39.5 82.5 
Strongly Agree 20 9.5 17.5 100.0 
Total 114 54.3 100.0  
System 96 45.7   

Missing Total 210 100.0   
 

Graph 30 

 
  

It was found that 39.5% agreed that they lack training and expertise (Table 32, Graph 30), 

while 17.5% strongly agreed to this statement, 21.1% neither agreed nor disagreed, 14.9% 

disagreed and only 7% strongly disagreed about the idea. 
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Table 33 

Dictatorship or authoritarianism. 
 Frequency Percent Valid 

Percent 
Cumulative 

Percent 
Valid Strongly Disagree 11 5.2 9.6 9.6 

Disagree 21 10.0 18.4 28.1 
Neither 21 10.0 18.4 46.5 
Agree 26 12.4 22.8 69.3 
Strongly Agree 35 16.7 30.7 100.0 
Total 114 54.3 100.0  
System 96 45.7   

Missing Total 210 100.0   
 

Graph 31 

 
 

It was found that 30.7% of the participants strongly agree to the idea that “Dictatorship or 

authoritarianism” made the application of PRSA standards difficult (Table 33, Graph 31), 22.8% 

agreed to the same idea, 18.4% neither agreed nor disagreed, 18.4% disagreed and 9.6% strongly 

disagreed. 
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Part III:  Questions related to an Ethical Code of Standards for practicing public relations 

in Saudi Arabia. 

 Survey questions and resulting answers related to RQ3. 

Table 34 

Lack of understanding of the role of the public relation practitioner, particularly tasks and 
duties. 

 Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid Strongly Disagree 4 1.9 3.5 3.5 
Disagree 12 5.7 10.5 14.0 
Neither 21 10.0 18.4 32.5 
Agree 46 21.9 40.4 72.8 
Strongly Agree 31 14.8 27.2 100.0 
Total 114 54.3 100.0  
System 96 45.7   

Missing Total 210 100.0   
  

Graph 32	  

 
  

It was found that 40.4% of respondents agreed that there was a lack of understanding 

by PR practitioners (Table 34, Graph 32), particularly of tasks and duties, 27.2% strongly 

agreed to the same understanding, 18.4% neither agreed nor disagreed, while 10.5% 

disagreed and 3.5% strongly disagreed. 
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Table 35 

The functions and activities of the PR profession are wrongly focused on guest relations, 
protocols, brochures, media coordination, and publications. 

 Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid Strongly Disagree 5 2.4 4.4 4.4 
Disagree 11 5.2 9.6 14.0 
Neither 8 3.8 7.0 21.1 
Agree 36 17.1 31.6 52.6 
Strongly Agree 54 25.7 47.4 100.0 
Total 114 54.3 100.0  
System 96 45.7   

Missing Total 210 100.0   
 

Graph 33 

 
  

It was found that a near major (47.4%) of respondents strongly agree that there is a 

misunderstanding that the function and activities of the PR profession are wrongly focused on 

guest relations, protocols, brochures, media coordination and publications (Table 35, Graph 33), 

31.6% agreed to the same understanding, 7.0% neither agreed nor disagreed, 9.6% disagreed and 

4.4% who strongly disagreed. 
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Survey questions and resulting answers related to RQ4. 

Table 36 

What do you think is the purpose of public relations standards?  
 Frequency Percent Valid 

Percent 
Cumulative 

Percent 

Valid To guide the practice of 
public relations. 

47 22.4% 35.6% 35.6% 

To portray the organization 
in good light. 

72 34.3% 54.5% 90.2% 

To make competitors look 
less preferable.   

6 2.9% 4.5% 94.7% 

Other (please specify) __. 7 3.3% 5.3% 100.0% 
Total 132 62.9% 100.0%  

Missing System 78 37.1%   
Total   210 100.0%   

  

Graph 34 

 
When participants were asked what they thought the purpose of public relations standards 

were (Table 36, Graph 34), 54.5% replied to portray the organization in a good light, 35.6% 

thought it is to guide the practice of public relations.  
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Table 37 

Why do you think most organizations do not have a fully-fledged public relations department? 
Reasons Frequency Percent 

Lack of money, time, or resources  42.00     20.0% 
Distrust of the organization  18.00     8.6% 
Lack of awareness  51.00     24.3% 
Lack of training and development.  42.00     20.0% 
Limited or lack of support from the senior management.  58.00     27.6% 
Other (Please specify)__________________.  5.00     2.4% 

 

Graph 35 

 
It was found that “Limited or lack of support from the senior management” (27.6%) 

comes first in the reasons why organizations do not have a fully-fledged public relations 

department (Table 37, Graph 35), followed by "Lack of awareness" with 24.3%, "Lack of 

training and development" and " Lack of money, time, or resources" gathered 20% of the 

responses, "Distrust of the organization" collected 8.6% while those who had other reasons 

represented only 2.4%.	  



  74 
 

The following questions from Q. 036 to Q.059 required the respondent to 

indicate his/her agreement to the relevant statements, using a scale of 1 to 5, where (1) 

represents “Strongly Agree” and (5) represents “Strongly Disagree”. 

 

Table 38 

The public relations in my organization adheres to set professional standards 
 Frequency Percent Valid 

Percent 
Cumulative 

Percent 
Valid Strongly Disagree 14 6.7 14.1 14.1 

Disagree 19 9.0 19.2 33.3 
Neither 29 13.8 29.3 62.6 
Agree 29 13.8 29.3 91.9 
Strongly Agree 8 3.8 8.1 100.0 
Total 99 47.1 100.0  
System 111 52.9   

Missing Total 210 100.0   
 

Graph 36 

 
When participants were asked if the PR in their organizations adheres to a set of 

professional standards (Table 38, Graph 36), 29.3% agreed, 8.1% strongly agreed. 29.3% neither 

agreed nor disagreed, 19.2% disagreed and 14.1% strongly disagree. 
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Table 39 

My organization has a detailed Code of Ethics for conduct of public relations. 
 Frequency Percent Valid 

Percent 
Cumulative 

Percent 
Valid Strongly Disagree 18 8.6 18.2 18.2 

Disagree 22 10.5 22.2 40.4 
Neither 28 13.3 28.3 68.7 
Agree 25 11.9 25.3 93.9 
Strongly Agree 6 2.9 6.1 100.0 
Total 99 47.1 100.0  
System 111 52.9   

Missing Total 210 100.0   
 

Graph 37 

 
As for a “detailed Code of Ethics” for conduct of public relations, 28.3% neither agreed 

nor disagreed about its existence, 25.3% agreed, 6.1% strongly agreed, 22.2% disagreed and 

18.2% strongly disagreed (Table 39, Graph 37). 
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Table 40 

I frequently have avoided telling an inconvenient truth as part of my job in the  past twelve 
months. 

 Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid Strongly Disagree 8 3.8 8.1 8.1 
Disagree 15 7.1 15.2 23.2 
Neither 24 11.4 24.2 47.5 
Agree 34 16.2 34.3 81.8 
Strongly Agree 18 8.6 18.2 100.0 
Total 99 47.1 100.0  
System 111 52.9   

Missing Total 210 100.0   
 

Graph 38 

 
 

As for “avoiding telling an inconvenient truth,” 34.3% of the respondents agreed they 

had done so during the last 12 months, 18.2% strongly agreed about the same thing, 24.2% 

neither agreed nor disagreed, 15.2% disagreed and 8.1% strongly disagreed about the concept 

(Table 40, Graph 38). 
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Table 41 

I am bound by my organizational ethics standards to act with honesty and  integrity at all  times 
in all my PR practices. 

 Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid Strongly Disagree 9 4.3 9.1 9.1 
Disagree 25 11.9 25.3 34.3 
Neither 25 11.9 25.3 59.6 
Agree 25 11.9 25.3 84.8 
Strongly Agree 15 7.1 15.2 100.0 
Total 99 47.1 100.0  
System 111 52.9   

Missing Total 210 100.0   
 

Graph 39 

 
One-fourth of respondents (Table 41, Graph 39) showed that (25.3%) agreed that they 

are bound by organizational ethics standards, 15.2% strongly agreed, 25.3% neither agreed 

nor disagreed, 25.3% disagreed and 9.1% strongly disagreed. 
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Table 42 

I disseminate information that is accurate promptly and I correct any erroneous communication 
for which I may be responsible. 

 Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid Strongly Disagree 1 0.5 1.0 1.0 
Disagree 6 2.9 6.1 7.1 
Neither 14 6.7 14.1 21.2 
Agree 34 16.2 34.3 55.6 
Strongly Agree 44 21.0 44.4 100.0 
Total 99 47.1 100.0  
System 111 52.9   

Missing Total 210 100.0   
 

Graph 40 

 
 

The idea of “disseminating accurate information promptly” and “correcting erroneous 

communication” gathered 44% of strongly agreed participant responses (Table 42, Graph 

40), along with the agreement of 34.3%. However, 14.1% neither agreed nor disagreed, 6.1% 

disagreed and only 1% of respondents strongly disagreed.  
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Table 43 

I support and understand the principles of freedom of assembly, free speech and open 
marketplace ideas; and I act accordingly. 

 Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid Strongly Disagree 1 0.5 1.0 1.0 
Disagree 9 4.3 9.1 10.1 
Neither 15 7.1 15.2 25.3 
Agree 41 19.5 41.4 66.7 
Strongly Agree 33 15.7 33.3 100.0 
Total 99 47.1 100.0  
System 111 52.9   

Missing Total 210 100.0   
 

Graph 41 

 
It was found that 41.4% of respondents agreed to the “principles of freedom of 

assembly, free speech and open marketplace ideas (Table 43, Graph 41),” 33.3% strongly 

agreed and 15.2% who neither agreed or disagreed. Only 9.1% and 1.0% disagreed and 

strongly disagreed, respectively. 
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Table 44 

I refrain from unethical acts or omissions. 
 Frequency Percent Valid 

Percent 
Cumulative 

Percent 
Valid Strongly Disagree 6 2.9 6.1 6.1 

Disagree 19 9.0 19.2 25.3 
Neither 13 6.2 13.1 38.4 
Agree 35 16.7 35.4 73.7 
Strongly Agree 26 12.4 26.3 100.0 
Total 99 47.1 100.0  
System 111 52.9   

Missing Total 210 100.0   
 

Graph 42 

 
A segment of 35.4% agreed that they ‘refrain from unethical acts or omissions’ and 

26.3% strongly agreed to the same idea. While 13.1% neither agreed nor disagreed, another 

two segments of 19.2% and 6.1% disagreed and strongly disagreed with the same order 

(Table 44, Graph 42). 
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Table 45 

I obey public policies and laws that govern professional activities and I am sensitive to the spirit 
regulations and laws. 

 Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid Strongly Disagree 1 0.5 1.0 1.0 
Disagree 5 2.4 5.1 6.1 
Neither 13 6.2 13.1 19.2 
Agree 45 21.4 45.5 64.6 
Strongly Agree 35 16.7 35.4 100.0 
Total 99 47.1 100.0  
System 111 52.9   

Missing Total 210 100.0   
 

Graph 43 

 
It was found that 45.5% of survey takers agreed to “obeying public policies and laws 

that govern professional activities” and another 35.4% strongly agreed to the same concept 

(Table 45, Graph 43), 13.1% neither agreed nor disagreed, 5.1% disagreed and finally only 

1.0% strongly disagreed with the idea. 
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Table 46 

In case of violation of any law or public policy, I act promptly and correct the situation. 
 Frequency Percent Valid 

Percent 
Cumulative 

Percent 
Valid Strongly Disagree 2 1.0 2.0 2.0 

Disagree 9 4.3 9.1 11.1 
Neither 19 9.0 19.2 30.3 
Agree 38 18.1 38.4 68.7 
Strongly Agree 31 14.8 31.3 100.0 
Total 99 47.1 100.0  
System 111 52.9   

Missing Total 210 100.0   
 

Graph 44 
 

 

With regards to “violating any law or public policy”, (Table 46, Graph 44) showed that 

38.4% agreed that they act “promptly and correct the situation,” 31.3% strongly agreed about the 

same idea, 19.2% neither agreed nor disagreed, 9.1% disagreed and only 2.0% strongly 

disagreed. 
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Table 47 

I give credit for all unique expressions obtained from others and cite/identify the sources as well 
as the purposes of all the information that is publicly disseminated. 

 Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid Strongly Disagree 1 0.5 1.0 1.0 
Disagree 10 4.8 10.1 11.1 
Neither 17 8.1 17.2 28.3 
Agree 42 20.0 42.4 70.7 
Strongly Agree 29 13.8 29.3 100.0 
Total 99 47.1 100.0  
System 111 52.9   

Missing Total 210 100.0   
 

Graph 45 

 
As for “giving credit for all unique expressions obtained from others,” 42.4% agreed 

to the statement (Table 47, Graph 45), 29.3% strongly agreed, 17.2% neither agreed nor 

disagreed, 10.1% disagreed and only 1.0% strongly disagreed. 
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Table 48 

I protect all confidential information and I comply with the legal requirements regulating 
disclosure of information that affects the other’s welfare. 

 Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid Strongly Disagree 1 0.5 1.0 1.0 
Disagree 6 2.9 6.1 7.1 
Neither 10 4.8 10.1 17.2 
Agree 35 16.7 35.4 52.5 
Strongly Agree 47 22.4 47.5 100.0 
Total 99 47.1 100.0  
System 111 52.9   

Missing Total 210 100.0   
 

Graph 46 

 
  

About “protect confidential information,” 47.5% strongly agreed they “comply with 

the legal requirements regulating disclosure” (Table 48, Graph 46), 35.4% agreed to the 

concept, 10.1% neither agreed nor disagreed, 6.1% disagreed and 1.0% strongly disagreed 

respectively. 
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Table 49 

I do not use any confidential information gathered from professional activities for personal gain 
and I do not represent competing or conflicting interests without the written consent of the 
subjects. 

 Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid Strongly Disagree 2 1.0 2.0 2.0 
Disagree 6 2.9 6.1 8.1 
Neither 9 4.3 9.1 17.2 
Agree 28 13.3 28.3 45.5 
Strongly Agree 54 25.7 54.5 100.0 
Total 99 47.1 100.0  
System 111 52.9   

Missing Total 210 100.0   
 

Graph 47 

 
 

It was found that 54.5% strongly agreed with not “using any confidential information 

gathered from professional activities for personal gain” (Table 49, Graph 47), 28.3% agreed, 

9.1% neither agreed nor disagreed, 6.1% disagreed and 2.0% who strongly disagreed. 
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Table 50 

I do not accept payments or gifts that are not disclosed for professional services offered to 
anyone other than a client or employer. 

 Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid Strongly Disagree 3 1.4 3.1 3.1 
Disagree 8 3.8 8.2 11.2 
Neither 6 2.9 6.1 17.3 
Agree 23 11.0 23.5 40.8 
Strongly Agree 58 27.6 59.2 100.0 
Total 98 46.7 100.0  
System 112 53.3   

Missing Total 210 100.0   
 

Graph 48 

 
  

It was found that 59.2% strongly agree about “not accepting any payments or gifts” 

(Table 50, Graph 48), 23.5% agreed, 6.1% neither agreed nor disagreed, 8.2% disagreed 

while a segment of 3.1% strongly disagreed. 
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Table 51 

I do not promise results that are beyond my power as a practitioner to deliver. 
 Frequency Percent Valid 

Percent 
Cumulative 

Percent 
Valid Strongly Disagree 1 0.5 1.0 1.0 

Disagree 8 3.8 8.2 9.2 
Neither 16 7.6 16.3 25.5 
Agree 33 15.7 33.7 59.2 
Strongly Agree 40 19.0 40.8 100.0 
Total 98 46.7 100.0  
System 112 53.3   

Missing Total 210 100.0   
 

Graph 49 

 
 

Four-of-ten respondents (40.8%) strongly agreed that they “do not promise results 

that are beyond their power” (Table 51, Graph 49), another 33.7% agreed to the statement, 

16.3% neither agreed nor disagreed, 8.2% disagreed and only 1.0% strongly disagreed. 
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Table 52 

I am honest with my clients and with myself and as an individual, I always speak and seek the 
truth. 

 Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid Strongly Disagree 1 0.5 1.0 1.0 
Disagree 7 3.3 7.1 8.2 
Neither 12 5.7 12.2 20.4 
Agree 41 19.5 41.8 62.2 
Strongly Agree 37 17.6 37.8 100.0 
Total 98 46.7 100.0  
System 112 53.3   

Missing Total 210 100.0   
 

Graph 49 

 
  

It was found that 41.8% of respondents agree to being “honest with their clients and 

selves” (Table 52, Graph 49), 37.8% strongly agreed about the same thing, 12.2% neither 

agreed nor disagreed, 7.1% disagreed and only 1.0% strongly disagreed. 
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Table 53 

I act with honesty and integrity to uphold the dignity of the profession. 
 Frequency Percent Valid 

Percent 
Cumulative 

Percent 
Valid Strongly Disagree 2 1.0 2.0 2.0 

Disagree 7 3.3 7.1 9.2 
Neither 7 3.3 7.1 16.3 
Agree 40 19.0 40.8 57.1 
Strongly Agree 42 20.0 42.9 100.0 
Total 98 46.7 100.0  
System 112 53.3   

Missing Total 210 100.0   
 

Graph 50 

 
 

More than four-of-ten (42.9%)respondents strongly agreed that they “act with honesty 

and integrity” (Table 53, Graph 50), 40.8% agreed to the same idea, 7.1% neither agreed nor 

disagreed, 7.1% disagreed and 2.0% strongly disagreed. 
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Table 54 

I am open and transparent in declaring my name, organization and the interest I represent. 
 Frequency Percent Valid 

Percent 
Cumulative 

Percent 
Valid Strongly Disagree 2 1.0 2.1 2.1 

Disagree 7 3.3 7.2 9.3 
Neither 10 4.8 10.3 19.6 
Agree 30 14.3 30.9 50.5 
Strongly Agree 48 22.9 49.5 100.0 
Total 97 46.2 100.0  
System 113 53.8   

Missing Total 210 100.0   
 

Graph 51 

 
  

It was found that 49.5% of respondents strongly agree with “being open and 

transparent” as stated in the question (Table 54, Graph 51), 30.9% agree to the statement, 

10.3% neither agreed nor disagreed, 7.2% disagreed and 2.1 strongly disagreed. 
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Table 55 

I avoid conflicts of interest and only disclose such conflicts to affected parties when they occur. 

 

Graph 52 
 

 
 

“Avoiding conflict of interest” and the rest of the statement (Table 55, Graph 52) was 

agreed to by 41.8% of respondents, 36.7% strongly agreed, 17.3% neither agreed nor disagreed, 

3.1% disagreed and only 1% strongly disagreed. 

 

 

 

 Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid Strongly Disagree 1 0.5 1.0 1.0 
Disagree 3 1.4 3.1 4.1 
Neither 17 8.1 17.3 21.4 
Agree 41 19.5 41.8 63.3 
Strongly Agree 36 17.1 36.7 100.0 
Total 98 46.7 100.0  
System 112 53.3   

Missing Total 210 100.0   
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Table 56 

I honor confidential information provided to me. 
 Frequency Percent Valid 

Percent 
Cumulative 

Percent 
Valid Strongly Disagree 1 0.5 1.0 1.0 

Disagree 5 2.4 5.1 6.1 
Neither 3 1.4 3.1 9.2 
Agree 30 14.3 30.6 39.8 
Strongly Agree 59 28.1 60.2 100.0 
Total 98 46.7 100.0  
System 112 53.3   

Missing Total 210 100.0   
 

Graph 53 

 
 

Four-of-ten respondents (41.8%) agreed that they “avoid conflicts of interest” (Table 

56, Graph 53), 36.7% strongly agreed, 17.3% neither agreed nor disagreed, only 3.1% 

disagreed about the statement and a minor 1.0% strongly disagreed. 
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Table 57 

I take reasonable steps to ensure the truth and accuracy of all information provided. 
 Frequency Percent Valid 

Percent 
Cumulative 

Percent 
Valid Strongly Disagree 1 0.5 1.0 1.0 

Disagree 5 2.4 5.1 6.1 
Neither 10 4.8 10.2 16.3 
Agree 39 18.6 39.8 56.1 
Strongly Agree 43 20.5 43.9 100.0 
Total 98 46.7 100.0  
System 112 53.3   

Missing Total 210 100.0   
 

Graph 54 

 
 

It was found that 43.9% strongly agreed to take “reasonable steps to ensure the truth 

and accuracy of all information provided” (Table 57, Graph 54), 39.8% agreed, 10.2% 

neither agreed nor disagreed, 5.1% disagreed, and 1.0% strongly disagreed. 

 

 

 

 



  94 
 

Table 58 

I make every effort to not intentionally disseminate misleading or false information. 
 Frequency Percent Valid 

Percent 
Cumulative 

Percent 
Valid Strongly Disagree 1 0.5 1.0 1.0 

Disagree 5 2.4 5.1 6.1 
Neither 10 4.8 10.2 16.3 
Agree 33 15.7 33.7 50.0 
Strongly Agree 49 23.3 50.0 100.0 
Total 98 46.7 100.0  
System 112 53.3   

Missing Total 210 100.0   
 

Graph 55 

 
  

One-half of respondents (50.0%) strongly agreed to “make every effort to not 

intentionally disseminate misleading or false information” (Table 58, Graph 55), 33.7% 

agreed, 10.2% neither agreed nor disagreed, while 5.1% disagreed and 1.0% strongly 

disagreed. 
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Table 59 

I exercise proper care to avoid spreading false information unintentionally and correct any such 
act promptly. 

 Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid Strongly Disagree 4 1.9 4.1 4.1 
Disagree 3 1.4 3.1 7.1 
Neither 11 5.2 11.2 18.4 
Agree 34 16.2 34.7 53.1 
Strongly Agree 46 21.9 46.9 100.0 
Total 98 46.7 100.0  
System 112 53.3   

Missing Total 210 100.0   
 

Graph 56 

 
  

Nearly one-half of respondents (46.9%) strongly agreed to “exercise proper care to 

avoid spreading false information” (Table 59, Graph 56), another 34.7% agreed to the same 

statement, 11.2% neither agreed nor disagreed, 3.1% disagreed and 4.1% strongly disagreed. 
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Table 60 

I do not sell for profit to third parties copies of documents obtained from public authorities. 
 Frequency Percent Valid 

Percent 
Cumulative 

Percent 
Valid Strongly Disagree 0 0 0 0 

Disagree 3 1.4 3.1 3.1 
Neither 6 2.9 6.1 9.2 
Agree 23 11.0 23.5 32.7 
Strongly Agree 66 31.4 67.3 100.0 
Total 98 46.7 100.0  
System 112 53.3   

Missing Total 210 100.0   
 

Graph 57 

 
  

It was found that 67.3% strongly agreed to not “selling for profit copies of documents 

obtained from public authorities” (Table 60, Graph 57), along with 23.5% who agreed. A 

segment of 6.1% neither agreed nor disagreed while 3.1% of the respondents disagreed with this 

statement.  
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Table 61 

My organization does not take care to follow the rules and confidentiality requirements of 
organizations when employing personnel from public authorities or competitors. 

 Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid Strongly Disagree 8 3.8 8.2 8.2 
Disagree 13 6.2 13.3 21.4 
Neither 31 14.8 31.6 53.1 
Agree 16 7.6 16.3 69.4 
Strongly Agree 30 14.3 30.6 100.0 
Total 98 46.7 100.0  
System 112 53.3   

Missing Total 210 100.0   
 
Graph 58 

 

 
  

One-third of respondents (31.6%) neither agreed nor disagreed about following rules 

and confidentiality requirements (Table 61, Graph 58). 30.6% strongly agreed, 16.3 agreed, 

13.3% disagreed and 8.2% strongly disagreed. 
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Part IV: Demographic Details 

Table 62 

What is your age? 
                                                                   Frequency Percent Valid 

Percent 
Cumulative 

Percent 
Valid Less than 24.     18 8.6 18.2 18.2 

25 - 35.      49 23.3 49.5 67.7 
36 - 45.        26 12.4 26.3 93.9 
46 - 64.        6 2.9 6.1 100.0 
65+        0 0.0 0.0 100.0 
Total        99 47.1 100.0  
System         111 52.9   

Missing           210 100.0   
 

Graph 59 

 
  

Nearly one-half of the participants (49.5%) were between 25 and 35 years old (Table 

62, Graph 59), 26.3% were between 36 and 45 years old, 18.2% were less than 24 years old 

and 6.1% were between 46 and 64 years old. 
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Table 63 

What is your gender? 
 Frequency Percent Valid 

Percent 
Cumulative 

Percent 
Valid Male  67 31.9 67.7 67.7 

Female  32 15.2 32.3 100.0 
Total  99 47.1 100.0   

Missing System  111 52.9     
Total    210 100.0     

 
 

Graph 60 

 
It was found that 67.7% of responders were males and 32.3% were females (Table 63, 

Graph 60). 
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Table 64 

What is the highest level of education you have completed?  
  Frequency Percent Valid 

Percent 
Cumulative 

Percent 
Valid Less than high school.  1 0.5 1.0 1.0 

High School Diploma or 
equivalent. 

 
 

2 1.0 2.0 3.0 

Some college, no degree.  4 1.9 4.0 7.1 
Associate’s Degree.  1 .5 1.0 8.1 
Bachelor’s Degree.  49 23.3 49.5 57.6 
Master’s Degree.  35 16.7 35.4 92.9 
Doctorate, PhD.  7 3.3 7.1 100.0 
Total  99 47.1 100.0   

Missing System  111 52.9     
Total    210 100.0     

 
Graph 61 
 

 
 

It was found that 49.5% of participants hold a bachelor’s degree (Table 64, Graph 

61), 35.4% had a master’s degree; 7.1% had a doctorate degree or PhD., 4.0% had “some 

college, no degree,” 2.0% had a high school diploma or equivalent and a small segment of 

1.0% had less than a high school education. 
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Table 65 

Do you have a public relations degree? 

 

Graph 62 

 
It was found that 78.8% of the respondents had a public relations degree (Table 65, 

Graph 62). 

 

 

 

 

 

 

 

  Frequency Percent Valid 
Percent 

Cumulative 
Percent 

Valid Yes  78 37.1 78.8 78.8 
No  21 10.0 21.2 100.0 

Total  99 47.1 100.0  
Missing System  111 52.9   
Total   210 100.0   
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Table 66 

How many years of experience in practicing public relations do you have? 
 Frequency Percent Valid 

Percent 
Cumulative 

Percent 
Valid Less than one year. 22 10.5 22.4 22.4 

1 – 3 years. 21 10.0 21.4 43.9 
4 – 5 years. 16 7.6 16.3 60.2 
6 – 10 years. 16 7.6 16.3 76.5 
More than 10 years. 17 8.1 17.3 93.9 
Other:______ 6 2.9 6.1 100.0 
Total 98 46.7 100.0  

Missing System 112 53.3   
Total  210 100.0   

 

Graph 63 

 
  

One-fifth of responders (22.4%) had “Less than one year” of experience (Table 66, Graph 

63), 21.4% had 1 to 3 years, 16.3% had 4 to 5 years, 16.3% had 6 to 10 years, 17.3% had more 

than 10 years of experience.  
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Table 67 

In the past three years, how many public relations training programs have you attended? 
 Frequency Percent Valid 

Percent 
Cumulative 

Percent 
Valid Never attended. 16 7.6 16.2 16.2 

1 – 2. 32 15.2 32.3 48.5 
3 – 5. 26 12.4 26.3 74.7 
More than 5. 25 11.9 25.3 100.0 
Total 99 47.1 100.0  

Missing System 111 52.9   
Total  210 100.0   

 

Graph 64 

 
 

 

It was found that 32.3% of the survey respondents attended 1 to 2 PR training programs 

in the past three years (Table 66, Graph 64), while 26.3% attended 3 to 5 ones, 25.3% attended 

more than 5 and 16.2% never attended a training program. 
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Chapter V: Discussion 

Introduction 

The researcher aimed from this research to examine the current methods of practicing 

public relations in Saudi Arabia, in comparison to the Code of Ethics Standards set by the 

PRSA. Realizing that the country faces some issues in its PR ethics (Alanazi, 1993), it was 

important to structure the adequate tool to assess the current deficiencies, in a measurable 

way that helps in suggesting adequate solutions and recommendations. 

The results exhibited thoroughly in dedicated chapter, addressed many aspects in the 

PR practices of practitioners and institutions in Saudi Arabia, from personal visions of 

respondents towards their profession and their knowledge and depth of application of the 

PRSA Standards, to the perception of their work in the eyes of higher management in their 

organizations. Also the results examined the practitioners’ views towards the most important 

obstacles they face and their vision of future improvement expectations.  

Within the limitation of research stated in relevant chapter, the researcher believed 

that the said results could represent the PR society of Saudi Arabia, and therefore answer the 

main four research question as follows:  

Research Questions 

Research question (1): How is the PR being practiced in Saudi Arabia? 

Although there are PR departments in more than half of the Saudi Arabia 

organizations, they come with a few employees, almost one to five each, generally with lack 

of support from senior management. Even though there is a clear tendency of appointing the 

right candidates in the right positions, the senior management considers public relations 

profession as a correspondence office between different departments in the organization. 
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Management officials neither involve Public relation staff in enhancing the process of 

decision-making nor in open dialogue or open marketplace ideas. 

The most available resources for PR practitioners in Saudi Arabia are ones related to 

communication and media, production, information strategic plans for managing crises and 

least of all researches and Studies. 

 

Research question (2): Are PRSA’s Codes of Ethics being met in Saudi Arabia? 

According to the results almost half of the practitioners (50%) of PR in Saudi Arabia, 

heard about the PRSA, but a huge portion of them never heard of PRSA Standards Code of 

Ethics and their organizations do not allocate enough budgets for training its public relations 

professionals in the said Code of Ethics as part of its yearly strategic plans. 

Most of the organizations embrace a little or no the PRSA standards Codes of Ethics 

at all, and according to PR practitioners the number of employees using the PRSA standards 

is expected to remain the same for the coming two years. However the ‘PRSA standards’ are 

not viewed as easy to employ in the PR practice and a moderate portion of practitioners 

believe they ensure a successful PR career. As it is fairly believed that the PRSA standards 

enable practitioners to provide quality services to clients, it is expected to be applicable to the 

future PR strategic planning. 

 

Research question (3):  Which of PRSA’s ethical codes are being applied by PR 

organizations and practitioners in Saudi Arabia? 

A huge segment of about Seventy percent of PR practitioners in Saudi Arabia 

believed that the ‘PRSA’ standards ensure ethical execution of PR activities in general. An 
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even bigger portion of Seventy-seven percent believed the said standards enable them to 

provide quality services to clients. On the other side most of the mentioned practitioners 

suffered from a limited budget by their organizations and lack of support from their senior 

management. 

When they were asked to Rank Order the PRSA Standards Codes of Ethics from most 

important to least, ‘Fairness’ came first as the most important element in practicing PR in for 

practitioners in Saudi Arabia, ‘Advocacy’ came second, ‘Honesty’ came third, ‘Expertise’ 

came fourth. However ‘Independence’ and ‘Loyalty’ came both at the end of the line of the 

practitioners’ interest.  

 

Research question (4):  What lessons can PR organizations and practitioners in Saudi 

Arabia learn from countries such as the United States of America? 

It was noticeable that there are many defects in the application of public relation 

within Saudi Arabia; many answers spotted the misinterpretation of PR practitioners’ role in 

minor guest relation tasks, protocols, brochures, media coordination, and publications rather 

than serious ones as crisis management and helping higher management in decision making. 

There was a clear understanding that senior management should supports the PR staffs to 

reinforce the public’s trust in PR profession.  

Besides improving the above mentioned faults, the value of expertise, independence, 

principles of freedom of assembly, free speech and open marketplace ideas were among the 

important lessons to be learnt from countries with advanced application of PR codes like the 

USA. 
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Chapter VI: Body of the Project 

Introduction: 

The public relations profession is no longer limited to only a theoretical approach, but is 

now accompanied by training programs that seek to give the practitioners of this profession the 

skills that will enable them to perform their duties to the fullest and with the minimum of errors. 

This is in view of the fact that the study results showed a lack of interest in the aspects of training 

and rehabilitation, and especially in what relates to the principles of professional practice (Code 

of Ethics Standards), issued by the Public Relations Society of America (PRSA), with 50% of 

participants in this study clearly expressing the fact that they are not aware of the PRSA Code of 

Ethics Standards, while 43% confirmed that they are not familiar with these standards. 

In addition, as the results showed that the higher management of the organizations in both 

public and private sector in Saudi Arabia, facilities has a little interest in training and 

rehabilitating the public relations staff. 55.3% of the study results showed that there is not 

adequate budget provision for these aspects, hence there is an urgent need to raise the awareness 

of public relations practitioners in Saudi Arabia, with regard to these standards, by designing 

training programs that deal with these aspects. Based on the findings of this study, the researcher 

provides in this chapter three proposals, which aim at improving the professional practice of the 

public relations practitioners in Saudi Arabia, as well as raising their awareness of the PRSA 

Code of Ethics Standards. These proposals are as follows: 

The First Proposal: Designing a training program, on the ethical practices of public 

relations profession. 

The Second Proposal: Designing a special application, which works on Smart Devices, 

regarding ethical practices of the public relations profession. 
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The Third Proposal: Designing a course item (curriculum) on the ethical practices of 

the public relations profession. 

Below is a detailed vision of each proposal: 

 

First Proposal: Design a Training Program in the Field of Ethical Practices of Public Relations 

Profession. 

Course Title: Ethical Standards of Practicing the Public Relations Profession, the PRSA Modle 

 

Training Objectives: 

The Overall Objective: Increasing the degree of awareness on the public relations 

practitioners in both public and private sector facilities in the Kingdom of Saudi Arabia, 

regarding the code of ethics standards, issued by the PRSA, as well as developing 

professional performance and improving the quality of work carried out. 

Specific Objectives: 

At the end of the course, participants will be: 

1. Familiar with the PR Code of Ethics Standards set by the PRSA. 

2. Able to analyze and evaluate the latest concepts relating to the ethics of practicing 

public relations. 

3. Strengthened in their ability to give a critical analysis, regarding public relations 

activities and programs, in light of the PRSA’s Code of Ethics standards for 

practicing this profession. 

4. Able to design a public relations programs and activities that adhere to the Codes of 

Ethics issued by public relations societies, such as the PRSA. 
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5. Equipped with the skill to deal with crises, as well as to observe the Code of Ethics 

regulating the practice of this profession. 

6. Provided with opportunities for developing their personal and behavioral 

communication skills. 

7. Made familiar with the nature of the practice of public relations activities and the 

ethical principles relating to it. 

8. Aided in becoming acquainted with the ethical aspects that should be followed in 

exercising public relations activities. 

9. Able to define immoral behaviors in the field of public relations. 

Target Groups: 

All the public relations professionals are required, due to the nature of their work, to 

communicate and interact with the internal and external audiences of their work facility, as well 

as design the public relations programs and plans. 

Training Content: 

The training program may contain the following: 

1. The concept, origin and development of public relations. 

2. A general introduction to the nature of public relations and the relevant ethical 

behaviors. 

3. The basics and principles of public relations. 

4. Public relations and social responsibility. 

5. Communication skills, its principles and ethics. 

6. Ethical values of the person in charge of communication. 

7. Ethical values of those working in the field of public relations. 
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8. Professional duties of the person in charge of communication. 

9. Duties towards his colleagues, of the person in charge of communication. 

10. Duties towards society, of the person in charge of communication. 

11. Professional standards for the practice of public relations. 

12. Presentation and discussion of codes of conduct and ethics in the field of public 

relations (the PRSA, as an example). 

13. Review of practical applications and examples of some recent public relations 

programs and activities (campaigns or case studies) relating to the course subject. 

14. Ethical decisions related to the duties of the public relations practitioner, with regard 

to oneself, to the client, to the profession and to society. 

15. Commitment to telling truth in the field of public relations, and the importance of this 

in relation to issues of praise, the honesty of reporting on behalf of others, the 

avoiding of misinformation and of falseness regarding facts and information, and the 

correcting of wrong information. 

16. Ethics concerning the work of dealing with mass media (Getting acquainted with the 

ethical principles of each mass medium, as well as the ethics of dealing and building 

relations with media staff). 

Training Methods: 

1. Giving lectures, brainstorming, discussion, small workshops and practical applications. 

2. Use of multimedia, PowerPoint presentations, videos and other means that build an 

element of suspense into the training program, as well as break mental boredom for the 

trainees, and contribute to achieving the purpose of the training program. 
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Elements of the Training Evaluation: 

1. The ability to provide a critical analysis and practical solutions. 

2. Innovation. 

3. Attend the training program regularly, and observe arrival times, punctually. 

4. Teamwork. 

5. Assessment of the applied examples, which the trainer provides to the trainees. 

6. Distribution of an evaluation form to the trainer and trainees, in order to evaluate how 

well the trainee benefited from the training program, as well as to identify the strengths 

and weaknesses of the trainer and the methods he/she uses in his/her training. 

The Concerned Authority Supervising This Training Course: 

The Saudi Association for Public Relations & Advertisement (SAPRA) is the supervisory 

authority, since it has an elite selection of experts, academics and professional practitioners of 

the public relations profession, who are also scientifically and skillfully qualified to organize 

such training courses in the field of public relations. 

Date of the Course: 15-20 August, 2016. 

Duration of the Course: 5 days including a total of 15 training hours, being 3 training hours per 

day. 
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The Second Proposal : Designing an Application Working on Smart Devices 

The current technical scene grows at an accelerated pace and has an effect on all sectors. 

While this is going on, the sectors of education and training are among those affected by these 

technical developments. As a result of this, and in order to develop the practices of the public 

relations profession in Saudi Arabia, by taking advantage of the technical development of smart 

devices, this proposal is being put forward. It aims at encouraging the SAPRA and in 

cooperation with the PRSA, to invest this development and study the possibility of using 

technologies in the training, educational, advisory and reformative processes of the practitioners 

of the public relations profession in the Kingdom of Saudi Arabia. This will be achieved through 

the use, in the training process, of programs and applications for smart devices, not only as an aid 

to learning and the exchange of expertise, but also as an alternative to the traditional means of 

face-to- face meetings, and as a central way to reform and strengthen the behaviors of the public 

relations practitioners in Saudi Arabia. 

The idea of the application is based upon the availability of several icons, through which the 

users can communicate with each another, in an easy, appealing and fast way. The application 

may contain the following icons: 

1. Registration Icon: By registering his or her personal data in the application (First & Last 

Names, Gender, Nationality, Place of Residence, Employer, Address, e-mail address, 

Mobile Number), the user can enjoy all the features of the program (such as viewing & 

sharing the content, debating, saving files to Favorites, etc…). If the user chooses not to 

login, he or she can only view the content. The aim of registering and logging in is to 

establish a database of the public relations practitioners, which can be used when 

conducting scientific studies and research, about the employees of this profession. 
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2. Events Icon: This icon is used to publish all the public relations ethical practices related 

events. 

3. Icon of Award Nomination for the Best Practitioner in the Public Relations 

Profession for the Current Year: It is an annual award, which any practitioner of the 

public relations profession in Saudi Arabia has the right to be nominated for, provided the 

practitioner meets the qualification terms that are specified and which enable the 

practitioner to take part. Through this icon, the application user can provide samples of 

his or her work (a public relations campaign plan, a case study, a crisis management plan, 

a translation of a recent book or a piece of excellent scientific research that relates to 

public relations ethics, etc.) during the first half of each calendar year. Then, the 

competent committee will evaluate these works according to the PRSA Code of Ethics 

Standards, and give him or her the points he or she merits. After the completion of the 

evaluation process, the result and nomination justifications for the award can be shared 

with all the users of the application, thus achieving the principle of fairness and 

transparency, as well as motivating those who weren't lucky enough to win that particular 

year’s prize to avoid the shortcomings that led to their failure. 

4. Fundraising Icon: this is a dedicated icon for the donors of organizations and for 

business men to provide their donations, which can be spent on the creation and 

development of the application, support for the annual reward, and for rewarding the 

arbitrators of this award. 

5. Document Library: It can be used to upload and store files and documents related to the 

ethics of public relations, in both the Arabic and English languages, in order to increase 
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the knowledge stock of the practitioners of this profession, as well as provide them with 

the most important books and publications covering this topic. 

6. Chat Icon (Written or Audio): The application user can use this icon to directly 

converse with experts and academics, as well as share expertise and advice about the best 

professional practices within the field of public relations. 

7. Communication and Technical Support Icon: It is used to provide the support 

necessary, when the application user faces any technical problem. 

Benefits of Creating an Application for Public Relations Ethics on Smart Devices 

1. Facilitate access to, as well as manage and share information. 

2. Strengthen the creativity and innovativeness of users of the application, and increase their 

motivation. 

3. Encourage the user to learn and enhance his or her performance. 

4. Facilitate the recording of notes and the sharing of information with others. 

5. Improve communication and debating skills. 

6. Encourage communication between public relations practitioners, professionals, experts 

and academics, from anywhere and at any time. 

7. Provide a variety of used resources (images, videos, audio and written conversations, as 

well as the possibility of sharing files in multiple formats). 

8. Facilitate the evaluation process of the behaviors of the practitioners of the public 

relations profession. 

9. Facilitate the process of getting advice and the exchange of expertise, as quickly as 

possible and at the lowest cost. 
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The Concerned Authority Supervising the Design and Development of This Application: 

The SAPRA in cooperation with the PRSA are the concerned supervisory authorities, since these 

two Societies have an elite selection of experts, academics and professional practitioners of the 

public relations profession, who are also scientifically and skillfully qualified to design and 

supervise this application. 

 

The Third Proposal: Designing a Course Item (Curriculum) to Teach the Ethics of the 

Public Relations Profession 

Course Name: An Introduction to Public Relations Code of Ethics and Practices. 

Objectives of the Course: After studying the course, the student is expected to be able to: 

1. Understand the importance of the public relations Codes of Ethics and their effect upon 

the behaviors of the PR professionals. 

2. Analyze the public relations programs and activities and election campaigns or case 

studies, as well as evaluate the extent of their commitment to the standards and principles 

of practicing this profession. 

3. Evaluate the behavior of public relations practitioners, in the light of the basics and the 

principles of the professional practice, set by the PRSA, as well as define the immoral 

behaviors in the practices of public relations activities. 

4. Explain the disciplines of the professional practice and the regulations that govern the 

relation between the media and its audience. 

5. Interpret the laws, regulations and principles that govern the communicative and 

information transfer activities. 
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The Course Content: 

The course involves providing the various of the public relations Codes of Ethics set to 

practice this profession: the researchers and experts, who established their principles, the most 

important associations within the public relations profession that have Codes of Ethics; 

identifying the similarities and differences between the principles and basics of the professional 

practice, as issued by the most important associations of public relations; and the disciplines of 

the communicative and information transfer activities. It also includes the principles that govern 

relations between the mass media and its audience: verify the accuracy and validity of the piece 

of news; avoid deception and falsification of facts; and adopt neutrality in dealing with events 

and crisis management.  

Requirements of Passing the Course 

Participation and attendance are required, as are the performing of duties and the writing of 

reports, and passing quarterly and final exams. 

Methods of Teaching the Course 

1. Lectures. 

2. Dialogue and discussion. 

3. Visual presentation. 

4. Practical applications. 

Course Materials: 

Martin, D., & Wright, D. K. (2016). Public relations ethics: How to practice PR without losing 

your soul. Business Expert Press, LLC. 

Parsons, P. (2008). Ethics in public relations: A guide to best practice. London: Kogan Page. 
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Chapter VII: Conclusions/ Implications For Future Research 

Conclusion 

The practice of public relations in Saudi Arabia is not developed to the best standards, 

but it has a potential, providing serious efforts by individuals, organizations and Saudi 

Association for Public Relations and Advertising (SAPRA) are conducted to fill the gap 

between what is hoped for and the current situation with deficiencies shown by research. 

Using the PRSA Codes of Ethics Standards as guidelines along with spreading a 

better understanding for the real roles of practicing PR among practitioners and practicing 

institutes would improve the performance and reflect positively on all related business 

sectors in Saudi Arabia. 

Limitations of the Research 

There are two main limitations of this study. First, when the researcher started to 

study the current situation of practicing the public relation in Saudi Arabia, one of the 

important facts acquired was that there are no available figures indicating the true number of 

the PR practitioners, where researchers can start from to compute the required size of reliable 

survey samples. This being the case, the most applicable sampling method was ‘Opportunity 

Sampling’ as explained earlier in the methodology section. This should be noted while 

examining the results of this study and the validity of its representation to the PR society in 

Saudi Arabia, so the results of this study could not be fully generalized to the whole target 

population. 

Second, this type of study, measuring behavioral aspects of participants, it should be 

supported with other methods beside surveys like ‘Observation Methods’ or ‘Focus Groups’.  
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Recommendation for Future Research 

Reviewing the results of this research along with the procedures and techniques used 

to obtain them, the researcher reaches some conclusions that are hoped to help improving the 

quality of public relations practices in the Kingdom of Saudi Arabia, using the PRSA 

Standards Codes of Ethics as guidelines for such practices: 

1) Studying for this research it became apparent that there are less than a few studies in 

Arabic about the codes of practicing public relation in general and those of PRSA 

particularly. The same shortage applies to any local studies covering local PR practices. 

This being the case the researcher recommends proceeding with further studies focusing 

on local practices, reaching applicable models to measure the compliance of such with 

the PRSA Standards Codes of Ethics. 

2) As the results of this research showed clear faults with the understanding of higher 

management in Saudi organizations regarding the real role of public relation, the 

researcher recommends conferences, workshops and discussion forums to be held on 

regular basis. Those activities should be directed to improving the top management 

understanding for the topic, along with finding solutions for emerging application 

problems. 

3) The researcher recommends processing case studies for real crisis situations that occurred 

in Saudi Arabia organizations, and evaluating the quality of measures taken to face the 

crisis in accordance with the PRSA Standards Codes of Ethics. 

4) The researcher recommends holding regular training courses specially tailored to address 

the lack of knowledge about the PRSA Standards Codes of Ethics for practicing public 

relations and raise the level of awareness of the topic. Also the researcher recommends 
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that the Saudi Association for Public Relations and Advertisement (SAPRA) announces a 

yearly award for the best PR practitioners in Saudi Arabia, setting the rules and 

conditions of participation. 

5) The research provided a study method that compares the real practices of PR practitioners 

in Saudi Arabia with those of PRSA. The outcome indicated that this model has been able 

to provide results with (.924) level of reliability. The researcher recommends reapplying 

this model in different circumstances to examine its reliability and consistency, and to 

come out with a usable local practical scientific scale. 

6) The researcher recommends benefiting from the American long experience in public 

relations and opening connection channels between SAPRA and PRSA with a set agenda 

of exchanging knowledge and expertise with regards to improving the quality of 

practicing PR in Saudi Arabia. Also more efforts should be applied to translate 

publications, books and scientific journals addressing the ethical codes of public relation 

practicing to Arabic, to widen the scope of readers and expand the benefits to all 

practitioners in Saudi Arabia. 

7) The researcher suggested using a combination of ‘Structured Interview’ along with less 

structured ones giving the respondents more chances to express their personal 

experiences. 

8) The researcher noticed a higher than expected ratio of survey takers who did not 

complete all required questions, and therefore recommended that future surveys not 

exceed 25 questions. 
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Chapter VIII: Outside Reviews of the Project 

STUDENT: Ahmed Aljasir 

DEGREE: Master of Arts 

MAJOR: Public Relations 

April 8, 2016. 

  

Dear Dr. Michael Hanley, 

I. I am Mohammed Al- Shebl, M.A., Ph.D. in Public Relations. I am a faculty member and 

the Chairperson of Public Relations Department in Media and Mass Communications College at 

Al-Imam Muhammad Ibn Saud Islamic University, a PR Consultant at the Minister of Education. 

II. I have known the researcher Ahmed Aljasir since I was the supervisor the of Editorial 

Board of our college’s Media and Mass Communications newspaper “University Mirror”. He 

was an active, hardworking and persistent student. He was an active journalist in our college’s 

Newspaper before he graduated. He was appointed as an assistant teacher after his graduation for 

his distinct academic record. 

It is always my pleasure to participate in assessing our students’ academic work, and an 

honor to help with the graduation process by evaluating his creative project entitled: “An 

Investigation Into Whether The Public Relations Society of America’s Code of Ethics Standards 

Are Being Met In Saudi Arabia”, as a partial fulfillment requirement for his Master of Arts 

degree at Ball State University. I am interested in PR ethics since I was working on my doctorate 

thesis about ‘The impact of new media on PR job performance of Saudi Arabia's institutions in 

both private and public sectors’. PR ethics became one of my favorite readings and I plan on 

doing more research in this area. 
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III. I found that the topic of the research is clearly specified. Researching the depth of 

commitment of PR practitioners in Saudi Arabia with Public Relations Society of America 

PRSA Code of Ethics Standards has been tackled earlier neither in the Arab world, nor in Saudi 

Arabia. The idea of clarifying the real vision of public relations is a main concern of the 

Department of Public Relations in our College Media& Mass Communication since it was first 

launched, especially with so many mistakes being committed while practicing PR profession in 

Saudi Arabia. I believe that the researcher’s approach for the very point was well planned. 

IV. Assessing the quality of the research work, I would note that the researcher’s has used 

of a scientific language that included no redundancy or unrequired repetition; he used the correct 

terminology and expressed different ideas without expressing any unjustified bias, which is a 

common mistake in such studies. The researcher was disciplined in following the methodology 

stated, avoided jumping between ideas without establishing adequate connections. For example 

the way the introduction explained the importance of the study’s main topic, then a strong 

statement of the problem, which led to main logical research questions. 

V. Reading through the literature, I found that the researcher used references were selected 

with care; both structure and sequence of the research reveal a fair understanding and an 

adequate size of accumulated knowledge of the chosen topic. 

The close relevance between the questions of the research and the structure of the survey, 

with which all data and then answers are obtained, reveals noticeable consistency and an obvious 

size of effort. No wonder that the researcher managed to answer the research questions in a 

remarkably clear way. The logical frame in which the researcher used to move from one element 

to another was solid and the connection between the ideas he presented as well as the quotes he 
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chose was direct and revealing. In general terms the researcher demonstrated sound abilities of 

creative thinking and useful application through his work. 

It is suitable to note that the student exhibited his survey results and findings in both 

tabulation and graphical formats, which enables visual comprehension allowing easier and faster 

use for research readers especially non-specialists. However it is also notable form Table (1) that 

the ratio of participants who did not complete the survey till its end is considerably high, which 

exceeded 50%. In my opinion this might be due to the fact that the online survey was too 

lengthy. It is recommended to study different techniques to minimize the length of questions to a 

more acceptable number. I also noticed that the researcher did not mention the disadvantages of 

using an online survey method along with its advantages, which could have added a better 

perspective to the reader. 

VI. Finally I agree with the recommendations set by the researcher, as they represent a 

sound understanding of the research topic. I found them applicable and useful for the profession 

of public relations. Following those recommendations will not only result in strengthening the 

concept of following PRSA Code of Ethics Standards while practicing the PR, but it would also 

generally improve the way of practicing this profession in Saudi Arabia.  

In general, I believe that the project has been completed successfully, and I am eager to see 

the three proposals that has been suggested by the researcher are being applied by the PR 

professionals and instructions in Saudi Arabia in the nearest future. 

Respectfully yours,  

  

Dr. Mohammed Al- Shebl 

Chairperson of Public Relation Department at Media & Mass Communication College, Al Imam 

Muhammad Ibn Saud Islamic University
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STUDENT: Ahmed Aljasir 

DEGREE: Master of Arts 

MAJOR: Public Relations 

April 6, 2016. 

 

Dear Dr. Michael Hanley, 

I. My name is Fawzia Al Harby. I have a M.A. degree in Journalism and Electronic 

Publishing with first class Honors. I am a PR Manager at Technical and Vocational Training 

Corporation since 2001 till now and a Journalist in Al Jazirah Newspaper since 2001 till now. I 

am a member at Saudi Association for Media and Communication, a certified trainer from 

First-concept Training centre (Fctc), and a member of Saudi Association for Public Relations 

and Advertising (SAPRA). 

II. My interest in public relations ethics started while I was preparing for the third event 

has been made by SAPAR titled: ‘Gathering for Public Relations and Advertising’ where I 

contributed with a paper: “Public Relations Roles and Challenges” approaching the PR ethics 

topic.  

 In the International Conference of Media and Rumor “Social Risks & Confrontation 

Methods”, held by King Khaled University 25 - 27 November, 2014, I introduced a research 

titled “Social Media Networks Role in Rumor Spread and Promotion”. Some papers by the 

fellow attendees discussed the ethical practices of the PR professionals in social media, I was 

impressed by the importance of the topic, and therefore driven towards further readings 

planning to introduce relevant contributions aiming to improve the quality of PR practices in 

Saudi Arabia. 
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 I haven’t met the researcher Ahmed Aljasir before he asked me to evaluate his project, 

but I know of his work in journalism and his distinct academic performance. 

III. I believe that the topic of the research is clear, distinct and challenging at the same 

time. I see the researcher made the right choice in this context and he used the key words 

properly in the title of his study. 

IV. The research problem is well defined and clearly researchable using analytical tools, 

also the study questions are logical and sequential in a way that one leads to the other. The 

researcher linked his work with previous researches’ in the same topic correctly, which implies 

an adequate realization of the importance of others’ previous work and understanding of such 

utilization methods. However that was not performed using the critical analysis approach. 

The references and resources used in this study are relevant to the research topic, and they 

were used properly and in adequate places. Also the research population was specified in an 

accurate way, and the sample was chosen adequately considering the lack of any relevant figures 

or previous statistics.  

The researcher exhibited the demographic characteristics of the sample properly along with 

other important information which are important for the reader to evaluate the outcome of the 

survey. It is still worth mentioning that the nature of this research and tackling such sensitive 

matters for the study population like their ethical behaviors requires more time and effort to 

reach accurate results regarding the topic. 

V. With regards to methodology and although the researcher chose the online survey as the 

main instrument for collecting required data to find out the answers for the research questions, I 

would have suggested the ‘observation’ method or ‘focus groups’ as most appropriate for such 

studies, also ‘content analysis’ would have been useful. 
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I found the methods the researcher applied social networks like Twitter and WhatsApp for 

gathering data regarding the target population and then for inviting participants, very successful 

and most up-to-date. It was convenient that such tools were described properly and utilizing 

Cronbach's alpha measure of internal consistency for examining the data collected by his chosen 

instrument was most significant. Beside this it is obvious that the size of effort invested in this 

study is distinct and well organized.  

The statistical analysis presented by the student throughout this research is suitable for 

answering the research questions, and the presentation of the data in tables and charts was 

explanatory and consistent with what is needed for sound explanation and disciplined exhibition. 

The whole research is presented in a clear manner and the results answered the questions 

sufficiently. It is also worth mentioning that the student had phrased the research limitations 

adequately and stated that the obtained results cannot be generalized for the whole society of PR 

practitioners in Saudi Arabia, for no actual figures of the target population were available.  Also 

the quality of the language used is properly scientific and the study sequence was understandable 

and logical. 

VI. As for the three recommendations presented within the student’s project and through 

my professional experience in the field of training, I would approve that they are applicable and 

required. Those recommendations are very affordable if we consider the expected impact on the 

PR practice in Saudi Arabia.  

I would also like to add some suggestions to what was mentioned by the researcher:  

1) A specialized training course for qualifying the trainers of the suggested training 

program by the researcher, as there are very few specialists in the topic of public 

relation ethics. This will insure the better quality for the output of the whole process. 
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2) Finding a creative name for the second suggestion «Smart Phones Application» 

that should be brief, relevant to the topic and attractive in the same time. 

Finally, I do not agree that the online survey was too long, but since I participated on this 

study, I think the reason for the high percentage of participants who did not complete the whole 

set, was due to the fact that there should have been a valid way (logical skip) for skipping the 

undesired questions by the respondent. 

 

Best Regards,  

 

Fawzia Al Harby 

PR Manager at Technical and Vocational Training Corporation 
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Appendices 

Survey Questions: 

Part I: Questions related to the public relations department in an organization in Saudi 

Arabia 

1- Does your organization have a public relations department? 

o Yes. o No.

2- How many public relations employees does your organization have? 

o 1 – 5 employees. 

o 6 - 10 employees. 

o 11 - 15 employees.  

o More than 15 employees.

On a scale of 1 to 5, please indicate your agreement with the following statements (1 = 

“Strongly Agree”, 5 = “Strongly Disagree”): 

N Phrases Level of Agreement 
 

Strongly 

Agree 

 

Agree 

 

Neutral 

 

Disagree 

 

Strongly 

Disagree 
3 The senior management highly supports 

the public relation department/ 

employees in my organization through 

linking the public relations department 

to it directly. 

     

4 The senior management recruits a right 

public relations professional on a right 

place. 
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5 The senior management considers 

public relations profession as a 

correspondence office between 

different departments in the 

organization. 

     

6 Through engaging the PR professionals 

in an openness and transparency.  

 

     

7 The senior management seeks to 

enhance the process of decision-making 

as well as the implementing my 

organization's objectives via involving 

the public relations staffs in an open 

dialogue, free speech, and open 

marketplace ideas. 

     

8 The senior management supports the 

PR staffs to reinforce the public’s trust 

in PR profession. 

     

 

9- What resources does the PR provide to the organization? (Select all that apply). 

o Communication and Media.  

o Production. 

o Provision of information and facts.  

o Strategic plans for managing crises. 

o Researches and Studies. 

o Other, please specify: __________ 
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Part II: Questions related to the Public Relations Society of America	  
 

10- Have you heard about the Public Relations Society of America (PRSA) before? 

o Yes. o No.

11- Have you heard about the PRSA Standards Code of Ethics before? 

o Yes, I heard a little about it. 

o Yes, I heard about it, but I do not 

care. 

o Yes, I heard about it, and I am fully 

adhering to these standards.  

o No, I never heard about it. 

o I prefer not to answer. 

 

 

12- Does your organization allocate enough budget for training its public relations 

professionals in the PRSA Standards Code of Ethics as part of its yearly strategic plans? 

o Yes.  

o No. 

o I do not know. 

13- Which of the statements below best illustrates how the PR department in your 

organization presently addresses the PRSA standards? 

o No PRSA standards are embraced.  

o Most of the PRSA standards are embraced. 

o PRSA standards are only used when handling certain employees.  

o PRSA standards are used when handling all employees. 

o Little PRSA standards are embraced.  
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14- During the coming two years, do you expect that the number of employees using PRSA 

standards in their PR activities within your department or organization will: 

o Rise by10% or more.  

o Rise by 1-9%. 

o Stay approximately the same.  

o Decline by 1-9%. 

o Decline by 10% or more. 

 

15- On a scale of 1 to 6, rank the following elements from most to least important to you, 

when you practice the public relations profession (1 = most important, 6 = least important). 

Elements Level of Importance 

Advocacy  

Honesty  

Expertise  

Independence  

Loyalty  

Fairness  
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On a scale of 1 to 5, please indicate your agreement with the following statements (1 = 

“Strongly Agree”, 5 = “Strongly Disagree”): 

N Phrases Level of Agreement 

 

 

(PRSA's standards): 

 

Strongly 

Agree 

 

Agree 

 

Neutral 

 

Disagree 

 

Strongly 

Disagree 

16 Are easy to employ in the PR practice.      

17 Ensure a successful PR career.      

18 Ensure that PR activities are executed in 

an ethical way. 

     

19 Are understandable by employees.      

20 Enable me to provide quality services to 

clients. 

     

21 Are applicable to the future PR strategic 

planning. 

     

22 Are just a written policy, which could be 

used as a tool of manipulation, publicity, 

and protocol by public relations 

organizations. 
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On a scale of 1 to 5, please indicate your agreement with the following statements (1 = 

“Strongly Agree”, 5 = “Strongly Disagree”): 

N  

                  Phrases  

Level of Agreement 

 

Strongly 

Agree 

 

Agree 

 

Neutral 

 

Disagree 

 

Strongly 

Disagree 

23 I practice the PRSA standards for 

strategic planning purposes in my 

future career. 

     

24 My current knowledge on the PRSA 

standards is high. 

     

25 I practice the PRSA standards to 

deliver quality services to clients. 

     

26 I use the PRSA standards to ensure my 

career success. 
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On a scale of 1 to 5, please indicate your agreement with the following statements (1 = 

“Strongly Agree”, 5 = “Strongly Disagree”): 

N Phrases Level of Agreement 

My application of the PRSA standards 

in PR practice in Saudi Arabia has 

been difficult because: 

 

Strongly 

Agree 

 

Agree 

 

Neutral 

 

Disagree 

 

Strongly 

Disagree 
27 Limited budget and lack of support 

from the senior management. 

     

28 There is a lack of adequate studies that 

focus on the PRSA standards, thereby 

limiting sources of information on  

how to employ the PRSA standards in 

the PR practice. 

     

29 I do not have enough information or 

awareness about the PRSA Standards 

Code of Ethics. 

     

30 Lack of training and expertise.      
31 Dictatorship or authoritarianism.      
32 Lack of understanding of the role of 

the public relation practitioner, 

particularly tasks and duties. 

     

33 The functions and activities of the PR 

profession are wrongly focused on 

guest relations, protocols, 

brochures, media coordination, and 

publications. 
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Part III: Questions related to an Ethical Code of Standards for practicing public relations 
in Saudi Arabia	  
 

34- What do you think is the purpose of public relations standards? (Please select all that 

apply):  

o To guide the practice of public relations. 

o To portray the organization in good light.  

o To make competitors look less preferable.   

o Other (please specify) _________________. 

35- Why do you think most organizations do not have a fully fledged public relations 

department? 

o Lack of money, time, or resources 

o Distrust of the organization 

o Lack of awareness 

o Lack of training and development. 

o Limited or lack of support from the senior management. 

o Other (Please specify)__________________. 
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On a scale of 1 to 5, please indicate your agreement with the following statements (1 = 

strongly agree, 5= strongly disagree): 

N  

                  Phrases  

Level of Agreement 

 

Strongly 

Agree 

 

Agree 

 

Neutral 

 

Disagree 

 

Strongly 

Disagree 
36 The public relations in my organization 

adheres to set professional standards. 

     

37 My organization have a detailed Code of 

Ethics for conduct of Public relations. 

     

38 I frequently have avoided telling an 

inconvenient truth as part of my job in 

the past twelve months. 

     

39 I am bound by my organizational ethics 

standards to act with honesty and 

integrity at all times in all my PR 

practices. 

     

40 I disseminate information that is 

accurate promptly and I correct any 

erroneous communication for which I 

may be responsible. 

     

41 I support and understand the principles 

of freedom of assembly, free speech and 

open marketplace ideas; and I act 

accordingly. 
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42 I refrain from unethical acts or 

omissions. 

     

43 I obey public policies and laws that 

govern professional activities and I am 

sensitive to the spirit regulations and 

laws. 

     

44 In case of violation of any law or public 

policy, I act promptly and correct the 

situation. 

     

45 I give credit for all unique expressions 

obtained from others and cite/identify 

the sources as well as the purposes of all 

the information that is publicly 

disseminated. 

     

46 I protect all confidential information and 

I comply with the legal requirements 

regulating disclosure of information that 

affects the other’s welfare. 

     

47 I do not use any confidential 

information gathered from professional 

activities for personal gain and I do not 

represent competing or conflicting 

interests without the written consent of 

the subjects. 
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48 I do not accept payments or gifts that are 

not disclosed for professional services 

offered to anyone other than a client or 

employer. 

     

49 I do not promise results that are beyond 

my power as a practitioner to deliver. 

     

50 I am honest with my clients and with 

myself and as an individual, I always 

speak and seek the truth. 

     

51 I act with honesty and integrity to 

uphold the dignity of the profession. 

     

52 I am open and transparent in declaring 

my name, organization and the interest I 

represent. 

     

53 I avoid conflicts of interest and only 

disclose such conflicts to affected 

parties when they occur. 

     

54 I honor confidential information 

provided to me. 

     

55 I take reasonable steps to ensure the 

truth and accuracy of all information 

provided. 

     

56 I make every effort to not intentionally 

disseminate misleading or false 

information. 
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57 I exercise proper care to avoid spreading 

false information unintentionally and 

correct any such act promptly. 

     

58 I do not sell for profit to third parties 

copies of documents obtained from 

public authorities. 

     

59 My organization does not take care to 

follow the rules and confidentiality 

requirements of organizations when 

employing personnel from public 

authorities or competitors. 
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Part IIV: Demographic Details	  
	  

60- What is your age? 

o Less than 24. 

o 25 - 35. 

o 36 - 45. 

o 46 - 64. 

o 65+ 

 

61- What is your gender? 

o Male. o Female.

62- What is the highest level of education you have completed?

o Less than high school.  

o High School Diploma or equivalent. 

o Some college, no degree. 

o Associate’s Degree. 

o Bachelor’s Degree. 

o Master’s Degree. 

o Doctorate, PhD. 

 

63- Do you have a public relations degree? 

o Yes. o No.

 

64- How many years of experience in practicing public relations do you have? 

o Less than one year.  

o 1 – 2 years. 

o 3 – 5 years. 

o 6 – 10 years. 

o More than 10 years. 
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65- In the past three years, how many public relations training programs have you 

attended? 

o Never attended. 

o 1 – 2. 

o 3 – 5. 

o More than 5. 

 

Thanks for participating on this survey! 

Ahmed Aljasir 
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Consent Form  
Ball State University  

Dear Participant,  

My name is Ahmed Aljasir, a master's degree candidate in the Public Relations program 

at Ball State University, Muncie, IN. I cordially invite you to be a part of my research study that 

investigates whether the Public Relations Society of America’s Code of Ethics Standards are 

being met in Saudi Arabia. The study is imperative, as it will distinguish between practices that 

are undertaken in Saudi Arabia in relation to the PRSA Code of Ethics standards, as well as the 

advancement and utilization of the PR framework as a guiding mechanism in the country. Your 

association is priceless, as you will provide guidance throughout the project 

I thank you in advanced for your time and interests.   

Study title:  

An investigation into whether the Public Relations Society of America’s Code of Ethics 

Standards are being met in Saudi Arabia.  

Study purpose:  

The purpose of this study is to (1) investigate how PR is being practiced in Saudi Arabia, 

(2) determine whether PRSA’s Code of Ethics is being met in Saudi Arabia, (3) determine the 

extent to which PRSA’s ethical codes are being applied by PR organizations and practitioners in 

Saudi Arabia, and (4) determine lessons that Saudi Arabia can learn about applying PRSA's 

ethical codes from other countries such as the United States of America. 

Procedures:  

You can participate in this study if you are currently working as a Public Relations 

professional over 18 and under 65 years of age. If you agree to participate in the study you will 
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need to sign this form by checking the agree box. Then you will be asked to complete an online 

survey. The survey will take approximately 10 - 15 minutes to complete and submit.  

Data Anonymity:   

All data and information collected will be kept private and protected by a password. The 

reports and publications related to this study will not include any identifying information of the 

participants or their place of work. The data will be stored on a Ball State University computer; 

only the primary researcher and his advisor will have access to the data. The data will be deleted 

6 months after the sutdy has completed.  

Risks:  

There are no predictable risks involved in this study. The study is completely anonymous. 

It is an online survey so you will not meet or talk in person to the researcher or anyone else. In 

addition, you may choose not to answer any question that makes you uncomfortable and stop the 

survey at anytime you want. 

Voluntary participation:  

Participation in this study is voluntary. You are free to withdraw from your participation 

at any time. No compensation will be given to you if you decide to participate.    

Benefits:  

The The project will help you to address issues faced the public relations practice in 

Saudi Arabia. The research will help you create awareness of the PRSA ethical implementation 

issues, as well as identify key ethical areas currently not being addressed by you, thus close gaps 

in the public relations practice in Saudi Arabia. This project will help you enhancing and 

improving the practice of PR ethically. 
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IRB contact information:  

 If you have questions about your rights as a research participant, please contact the 

Director, Office of Research Integrity, Ball State University, Muncie, IN 47304, (765) 285-5070, 

or irb@bsu.edu. 

 Please feel free to contact me if you have any questions. Thank you so much in advanced 

for your time and interests.  

 

Contact information 

 

Principal investigator:                               Faculty Advisor: 

Ahmed Aljasir, Master degree           Michael Hanley, 

candidate in Public Relations program,       Associate Professor of Journalism, 

Ball State University,                                  Department of Journalism,	  AJ 342, 

Muncie, IN 47304,                       Ball State University,	  Muncie, IN 47304. 

Tel:  +1 (765) 631-8158.                                 Tel: +1 (765) 285-8213 

Email: aaaljasir@bsu.edu           Email: 	  mhanley@bsu.edu 
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Consent: 

Title: An investigation into whether the Public Relations Society of America’s Code of 

Ethics Standards are being met in Saudi Arabia.  

You may agree to participate in my research by choosing “I agree,” then you will be 

directed to the survey to complete it. If you do not want to be a part of the research you may 

choose “I decline” and leave the survey.  

 Please read the following statement carefully before you select your answer:  

“I have had the study explained to me, and my questions have been answered to my satisfaction. 

I have read the description of the study and give my permission to participate. I understand that I 

will receive a copy of this informed consent form to keep for future reference. To my best 

knowledge, I meet the participation criteria described above in this form”.  

 

☐   I agree.  

☐   I decline.  

 

 

Thank you! 

Ahmed Aljasir 
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االستبيانأسئلة   
 

 المحور األول: أسئلة تتعلق بالعالقات العامة في المنشأة في المملكة العربية السعودية.
 

؟تكلعالقات العامة داخل منشأل: هل توجد إدارة ١س  
¨ نعم .                                                                       
¨   .ال 

 

؟وظفي العالقات العامة بالمنشأة التي تعمل بها: كم عدد م٢س  
¨  ١- .موظفني ٥   
¨  ٦ – موظفني. ١٠   
¨  ١١ - .موظفني ١٥    
¨ .موظف ١٥أكثر من    

 

تعني" ١ة حيث أن (  مع العبارات التالي ) أمام العبارة التي تتناسب مع درجة موافقتك√عالمة (  ٬، ضع٥  إلى ١  على مقياس: س
:دة")تعني "ال أوافق بش ٥أوافق بشدة"٬،   

 
 
 
 

 

	درجة الموافقة   	العبارات    مم
ال أوافق 
	بشدة  

ال 
	أوافق  

	حمايد   	موافق   موافق 
	بشدة  

أن يكون العامة من خالل حرصها على تويل اإلدارة العليا اهتماماً بالغاً مبوظفي العالقات 
	قسم العالقات العامة مرتبط 'ا مباشرة.  

٣ 

	   	   	   	   	   امة املناسب يف املكان املناسب.على تعيني موظف العالقات العحترص اإلدارة العليا  	   ٤ 
	   	   	   	   	   تنظر اإلدراة العليا لوظيفة العالقات العامة باعتبارها جهاز مراسالت بني خمتلف األقسام 

 واإلدارات داخل املنشأة.
٥ 

	   	   	   	   	   إشراك  خالل من أهداف املنشأةتعزيز عملية صنع القرار وتنفيذ تسعى اإلدارة العليا إىل 
احلوار املبين على تقبل الرأي والرأي اآلخر. مة يفموظفي العالقات العا 	  

٦ 

	   	   	   	   	   موظفي العالقات املنافسة العادلة واملبنية على أسس بني تسعى اإلدارة العليا إىل تشجيع 
 العامة.

٧ 

	   	   	   	   	   وظيفة تعزيز ثقة اجلمهور ب لتمكينهم من العالقات العامة تدعم اإلدارة العليا موظفي
 العالقات العامة.

٨ 
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  كل ما ينطبق)  اختيار(الرجاء ما هي الموارد التي توفرها العالقات العامة للمنشأة التي تعمل بها : ٩س
¨ .واإلعالم االتصال   
¨ اإلنتاج .   
¨ .واملعلومات توفري احلقائق   
¨ اخلطط االسرتاتيجية إلدارة األزمات.   
¨ البحوث والدراسات.   
¨ .................................................................................................................... تذكر:أخرى    
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 المحور الثاني: أسئلة تتعلق بالجمعية األمريكية للعالقات العامة. 
 

هل تعرف الجمعية األمريكية للعالقات العامة؟: ١٠س  
¨ .نعم   
¨   .ال 

 

الجمعية األمريكية للعالقات العامة؟ الصادرة عن ممارسة المهنةايير معمبادئ و هل سمعت عن : ١١س  
¨ عنها قليًال. مسعتُ    
¨ ولكن لسُت مهتماً "ا. عنها٬، مسعتُ    
¨ وأسعى  جبدية إىل تطبيقها يف واقع ممارسيت للمهنة. عنها مسعتُ    
¨ مل أمسع 'ا من قبل.   
¨ أفضل عدم اإلجابة.   

 

الجمعية األمريكية معايير ومبادئ ممارسة المهنة الصادرة عن (لتدريب الموظفين على هل تقوم منشأتك برصد ميزانية كافية : ١٢س
؟)بشكل مستمر كجزء من ميزانيتها السنوية للعالقات العامة  

¨ .نعم   
¨ ال.   
¨ ال أعرف.   

 

؟الجمعية األمريكية للعالقات العامةبمعايير  داخل منشأتكممدى التزام إدارة العالقات العامة  ما: ١٣س  
 

 

¨ عايري.امل بكل ةملتزم   
¨ عايري.املمبعظم  ملتزمة   
¨ عند التعامل مع فئة حمددة أو موظفني معينني فقط. يتم االلتزام "ا   
¨ .ببعض املعايري ملتزمة   
¨ .غري ملتزمة بأي معيار   

 
سوف:في أنشطتهم الجمعية األمريكية للعالقات بمعايير أن التزام موظفي العالقات خالل العامين القادمين٬، هل تتوقع : ١٤س  
¨ % أو أكثر. 10يزداد بنسبة    
¨ -1يزداد بنسبة   9 .%  
¨ يبقى تقريباً كما هو دون زيادة أو نقص.   
¨ -1يقل بنسبة   9.%  
¨ % أو أكثر.10يقل بنسبة    
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وضح أي من مبادئ ومعايير الجمعية األمريكية للعالقات العامة تتلزم بها أكثر عند ممارستكم للمهنة عبر ٬، ٦إلى  ١قمر : من ١٥س
.أمام العنصر األقل ٦ام العنصر الذي تلتزم به أكثر و رقم أم ١وضع رقم  

 
	أولوية االلتزام   مبادئ ومعايير الجمعية األمريكية 

	للعالقات العامة  
	   	التأييد أو الدعم  
	   	األمانة والصدق  
	   	الخبرة  
	   	االستقاللية أو الحرية  
	   	الوالء أو الوفاء  
	   	العدل واإلنصاف  

 

تعني " أوافق ١ة حيث أن (مع العبارات التالي ) أمام العبارة التي تتناسب مع درجة موافقتك√المة ( ع ٬، ضع٥  إلى ١  على مقياس: س
:تعني "ال أوافق بشدة") ٥بشدة"٬،   

 
 
 
 
 

	درجة الموافقة   	العبارات    مم
 

):الجمعية االمريكية للعالقات العامة(معايير   
 

ال أوافق 
	بشدة  

ال 
	أوافق  

	حمايد   	موافق   موافق 
	بشدة  

أنشطة العالقات العامة. مجيع ممارساتوظيفها وااللتزام #ا يف من السهل ت 	   ١٦ 

	   	   	   	   	   	تضمن جناح وظيفة العالقات العامة.   ١٧ 
	   	   	   	   	    ١٨ تضمن تنفيذ أنشطة العالقات العامة بشكل أخالقي.
	   	   	   	   	   	مفهومة من قبل املوظفني وممارسي مهنة العالقات العامة.   ١٩ 
	   	   	   	   	   املتسهدف. ت جيدة للجمهورجتعلين قادراً على تقدمي خدما  ٢٠ 
	   	   	   	   	    ٢١ ميكن تطبيقها يف اخلطط االسرتاتيجية املستقبلية للعالقات العامة.
	   	   	   	   	   من قبل  الدعايةأو أداة للمراوغة (التالعب)٬، جمرد نصوص مكتوبة يتم استخدامها ك

1دف حتقيق مصاحلها الذاتية. مجعيات العالقات العامة  
٢٢ 
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تعني " ١ة حيث أن (  مع العبارات التالي ) أمام العبارة التي تتناسب مع درجة موافقتك√عالمة (  ٬، ضع٥  إلى ١  على مقياس: س
:تعني "ال أوافق بشدة") ٥أوافق بشدة"٬،   

 
 

تعني " ١ة حيث أن (  مع العبارات التالي ) أمام العبارة التي تتناسب مع درجة موافقتك√عالمة (  ٬، ضع٥  إلى ١  على مقياس: س
:تعني "ال أوافق بشدة") ٥أوافق بشدة"٬،   

 
 
 
 
 
 

 

	درجة الموافقة   	العبارات    مم
ال أوافق 
	بشدة  

ال 
	أوافق  

	حمايد   	موافق   موافق 
	بشدة  

أهداف خطيت كأحد  عالقات العامةأقوم بااللتزام مبعايري اجلمعية األمريكية لل
	االسرتاتيجية يف احلصول على وظيفة أفضل يف املستقبل.  

٢٣ 

	   	   	   	   	   	معرفيت احلالية مبعايري اجلمعية االمريكية للعالقات العامة مرتفعة.   ٢٤ 
	   	   	   	   	    ٢٥ أقوم بااللتزام مبعايري اجلمعية األمريكية للعالقات العامة لتقدمي خدمات جيدة للعمالء.
	   	   	   	   	   مهنيت. ي يف ممارسةأقوم بااللتزام مبعايري اجلمعية األمريكية للعالقات العامة لضمان جناح 	   ٢٦ 

افقةدرجة المو  	   	العبارات    مم
 

من الصعب عليَّ االلتزام بمعايير ومبادئ ممارسة المهنة الصادرة عن الجمعية (
:)االمريكية للعالقات العامة بسبب  

ال أوافق 
	بشدة  

ال 
	أوافق  

	حمايد   	موافق   موافق 
	بشدة  

	حمدودية امليزانية والنقص يف الدعم من اإلدارة العليا للمنشأة.   ٢٧ 

	   	   	   	   	   املعلومات حول كيفية االلتزام مبعايري اجلمعية األمريكية للعالقات العامة. حمدودية مصادر 	   ٢٨ 
	   	   	   	   	    ٢٩ اجلمعية األمريكية للعالقات العامة.ومعايري  عن ي معلومات كافيةلد ليس
	   	   	   	   	   	النقص يف التدريب واخلربة.   ٣٠ 
	   	   	   	   	    ٣١ الدكتاتورية أو السلطوية من قبل رؤسائي يف العمل.
	   	   	   	   	   العالقات العامة خصوصاً املهمات والواجبات. موظف فهم دور نقص يف  ٣٢ 
	   	   	   	   	    وجود تصور خاطئ بأن أعمال وأنشطة خمتصي العالقات العامة تركز فقط على

بروتوكول االستقبال والتوديع للضيوف.و  املراسالت  
٣٣ 
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في المملكة العربية السعودية.بمعايير ومبادئ ممارسة العالقات العامة أسئلة تتعلق  الثالث:المحور   
 

 س٣٤: في رأيك ما هو الغرض من معايير ومبادئ العالقات العامة؟ (الرجاء اختيار  كل ما ينطبق).
¨ سلوك املهنيني. (ضبط) لرتشيد   
¨ .املنشأةصورة  )تلميع(لتحسني    
¨ جلعل املنافسني يبدون مبظهر أقل.   
¨ .................................................................................... تذكر:أخرى    
العالقات العامة بشكٍل جيد؟تطبيق معايير٬، ومبادئ  ما العوامل التي َتُحد من : ٣٥س  
¨ نقص املال٬، الوقت٬، أو املوارد.   
¨ انعدام الثقة يف املنشأة اليت تعمل "ا.   
¨ قلة الوعي.   
¨ عدم االهتمام جبانب التدريب والتطوير.   
¨ العليا الدونية (عدم القناعة) بوظيفة العالقات العامة.نظرة اإلدارة    
¨ ......................................................................................... تذكر: أخرى   
 ٥بشدة"٬،  تعني " أوافق ١حيث أن (   على العبارة التالية ) أمام العبارة التي تتناسب مع درجة موافقتك√ضع عالمة ( س: 

:تعني "ال أوافق بشدة")  

	درجة الموافقة   	العبارات    مم
ال أوافق 
	بشدة  

ال 
	أوافق  

	حمايد   	موافق   موافق 
	بشدة  

.بوضع معايري مهنية تنظم ممارسة العمل مبنشأيت ملتزمة إدارة العالقات العامة 	   ٣٦ 

	   	   	   	   	   ت العامةمعايري مكتوبة/ غري مكتوبة حتكم ممارسة مهنة العالقااملنشأة يتوفر لدى  	   ٣٧ 
	   	   	   	   	   لومات قد عجتنبُت اإلدالَء أو الكشف عن حقائق وم :خالل االثين عشر شهراً املاضية

 .بسمعة املنشاة اليت أعمل "ا )تضر(تكون مزعجة 
٣٨ 

	   	   	   	   	   أوقات يف مجيع  مع اجلمهور املستهدف بالتعامل بشفافية ونزاهة منشأيتأنا ُملزم من قبل 
.ممارسايت ملهنة العالقات 	  

٣٩ 

	   	   	   	   	   اخلاطئة قد أكون  االتصاالتنشر أي معلومات دقيقة على الفور وتصحيح أي نوع من 
	مسؤوًال عنها.  

٤٠ 

	   	   	   	   	   	دعم وفهم مبادئ حرية التعبري والتصرف بناًء على ذلك.   ٤١ 
	   	   	   	   	   عمداً. احلقائق (إخفاء٬، حجب٬، تزييف)االمتناع عن  	   ٤٢ 
	   	   	   	   	   .األنشطة املهنيةممارسة  متنظوالقوانني اليت  اللوائح احرتام 	   ٤٣ 
	   	   	   	   	   أتصرف على اليت تنظم ممارسة املهنة ملنشأة بند من بنود أو لوائح ايف حالة خمالفة أي 

 وجه السرعة وأصحح الوضع
.	  

٤٤ 



  156 
 

	  

 
 

 
 
 
 
 

	   	   	   	   	    كما أقوم بتحديدالصادرة عن اآلخرين   )ت الفعلاورد ٬،األفعال٬، العبارات(أُقـَّيم مجيع 
م نشرها على اجلمهور.مصادر وأهداف كل معلومة يت  

	  

٤٥ 

	   	   	   	   	   عن كشف أي  )حتت أي ظرف كان( وامتنعأقوم حبماية مجيع املعلومات السرية 
تؤثر على خصوصية اآلخرين. قدعلومات م 	  

٤٦ 

	   	   	   	   	   ال أستعمل أي معلومات سرية مت مجعها من األنشطة املهنية لتحقيق مكاسب شخصية٬، 
.لشأندون احلصول على موافقة مكتوبة من صاحب ا 	  

٤٧ 

	   	   	   	   	   .مقابل تسهيل أو تقدمي خدمات مهنية إىل كائن من كانال أقبل مبالغ مالية أو هدايا  	   ٤٨ 
	   	   	   	   	   .صالحيايتال أعد باحلصول على نتائج خارجة عن إراديت وتفوق  	   ٤٩ 
	   	   	   	   	   أحبث عن احلقيقة دائماُ.و مع مجهوري ومع نفسي  صريحأنا  	   ٥٠ 
	   	   	   	   	   بشفافية ووضوح مع اجلمهور املستهدف للرفع من شأن  عامة أتعامل عالقات كموظف

	املهنة.  
٥١ 

	   	   	   	   	   أمثلها.اليت  (اجلهات) واملصاحل امسي٬،بشفافية يف اإلعالن عن أتعامل  	   ٥٢ 
	   	   	   	   	   +ا إىل املختصني يف  وأعهداملنشأة  أهداف اليت تتعارض معصراعات املهنية أجننب ال

	حالة حدوثها.  
٥٣ 

	   	   	   	   	   ية املعلومات املقدمة إيل.اية سر على مح أحرص 	   ٥٤ 
	   	   	   	   	   إىل  على اختاذ خطوات معقولة لضمان احلقيقة ودقة كافة املعلومات املقدمة احرص

	اجلمهور.  
٥٥ 

	   	   	   	   	   كل جهد ممكن لعدم نشر معلومات مضللة عن عمد أو عن طريق اخلطأ.أبذل    ٥٦ 
	   	   	   	   	   نشر معلومات   &دف جتنب إيالء العناية الالزمة للقضايا اليت )م اجلمهوراحرص على 

 كاذبة عن غري قصد وتصحيح أي من هذه األفعال فور حدوثها.
٥٧ 

	   	   	   	   	   نسخ من وثائق مت احلصول عليها من  من خالل بيعرحبياً مع أطراف أخرى  أتاجرال 
 اجلمهور املستهدف أو أصحاب املصلحة.

٥٨ 

	   	   	   	   	   ل أن تقوم ببيع أو مشاركة تلتزم منشأيت بأخذ موافقة خطية من مجهورها املستهدف قب
 معلوما+م مع طرف ثالث.

٥٩ 
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البيانات الديموغرافية. الرابع:المحور   
 

العمر؟ ٦٠  
¨   ٢٤أقل من   
¨  ٣٥ - ٢٥  
¨  ٤٥ - ٣٦  
¨  ٦٤ – ٤٦  
¨  ٦٥ .+  

 

؟جنسال ٦١  
¨ ذكر   
¨ أنثى   

 

المستوى التعليمي؟ ٦٢  
¨ .العامة الثانوية من أقل   
¨ الثانوية العامة أو ما يعادهلا.   
¨ ات اجلامعية بدون درجة.بعض السنو    
¨ دبلوم.   
¨ درجة البكالوريوس.    
¨ درجة املاجستري.   
¨ درجة الدكتوراه.   

 

؟هل لديك مؤهل عالقات عامة  ٦٣  
¨ نعم.   
¨ ال.   

 

خبرتك كممارس لمهنة العالقات العامة؟  ٦٤  
¨ .أقل من سنة  
¨ .سنة إىل ثالث سنوات  
¨ سنوات إىل مخس سنوات. أربع  
¨ سنوات إىل عشر سنوات. ست  
¨  سنوات.أكثر من عشر  
¨ .ــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــــاخرى:    
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ضرتها خالل الثالث سنوات الماضية؟العامة التي ح عدد الدورات التدريبية المتعلقة بالعالقات   ٦٥  
¨ دورة تدريبية مل أحضر أي  
¨ ١— دورة تدريبية. ٢  
¨ ٣— دورة تدريبية   ٥  
¨  تدريبية  راتدو  ٥أكثر من.  

جزيًال لمشاركتكم في هذه الدراسة!شكراً   
أحمد الجاسرالباحث /   
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