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Interview Questions

Dear Respondent, \R

Assalamu ‘alaikum warahmatullah wabarakatuh, %

[ am conducting a research on the role of Public Relations Departments in enhancing ,n' image of
O S S

Jordanian Ministries as part of the requirement of PhD in Communication prgram in Islamic

Science University of Malaysia (USIM). I believe that your participant 1 is research will

provide a representative picture of “the current image for the Jordagian z\'crnmcm in order to

help the public relations mangers to enhance it”. The interview wi W20 minutes

2] Y-
The information you provide will help me to better understand pnage @ Jo n'anﬁénsmcs
vy ]

because you are essential part in the ministry and I believe th ou W 1? ovile me\gith honest

answers \ Y-
Rest assured that all of your answers will be us&\ |_°0r schola )uné% and will be kept

completely confidential. If you have any quesghons regar NT @ [ will be happy to
clarify. Thank you for your kind cooperation C}

) “ Qo
. N Aj Ly
Supervisory Committee T ‘e

Dear Prof. Dr. Musa Bin Abu Has ( o
Dear Prof. Dr. Zulkiple Bin Abd > 2 2

Researcher: Ali Yahya Badgl Al'Wad {Q

Mobile: 0797378880 - " cg)
Q? &

This research is us Pfor acaddhic ﬁur&&l\'. All information is considered as confidential.

N3
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6.

Interview Questions

Section A: Respondent Profile

Gender

Male Female
Marital Status
Married Single Divorced
Age
25 years or under 26 - 35 years
Education Background
Less than High School High School

Bachelor’s Degree Master’s Degree

Ministry V
Ministry of Interior \Na oy

Job Title %
4]

Employee Head of [

Range of Salary Per Month

JD 250 or under J%- 5 JIJSU1 NI JD 751 or above
Duration of F.mpln_\'me . S £
3 years or und ,

12 years or above



Section B: Interview Questions

1. What does this term “Jordanian ministries’ represents to you?

2. When you come in contact with this term “Jordanian ministries’. what is t{ge !isl word
or idea flashes in your mind? c

3. What comes into your mind when I say ‘Jordanian ministries’ (P or negative
image? Why?)

4. What other words or ideas come to your mind while having aWcl with this term

‘Jordanian ministries’?

A

5. Can you please tell me what you like about “Jordanian g S
6. Can you please tell me what you dislike about ‘Jordagian nfnisgfies’s
7. What can you say about the overall image or rep n of thys fmi

8. How would you compare ‘Jordanian mims%i\m : es Oé Nfier developed

and developing countries? 4(
9. What is your source of information rcgam ordanian inile"?

10. What are the main characteristics

ministries”’

Thank yvou so much. I appreciat \ne you_vey giv ne in this interview for my
research. Is there any additigfial iINormatipn ypujd N for me to incorporate in my
research? \f f(tj'

Would it be alright to call@nl X ave i Tollow-up questions?
\ &
[ ' ‘a)

Again, thank you ¢ @_\0}1 ogfd a_\'_“SJ
fv Y

)

&
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Questionnaire

Dear Respondent, \? :

Assalamu ‘alaikum warahmatullah wabarakatuh, %

[ am conducting a research on the role of Public Relations Departments in enhancing image of
Jordanian Ministries as part of the requirement of PhD in Communication pNggram in Islamic

Science University of Malaysia (USIM). I believe that your parlicipmN\is research will

provide a representative picture of “the current image for the Jord vernment in order to

help the public relations mangers to enhance it”. The questionnaircv¥yptake '5-20 minutes to

complete 1t

i
l'he information you provide will help me to better understafigthe ima"c f] dzmivJWnislrics
because you are essential part in the ministry and I l)clicW) gl ()\'idC%’\\ilh honest
answers v‘ ¢

Rest assured that all of your answers will be gsed oMy . T pHBOSCS and will be kept
completely confidential. If you have any ¢ ‘s;m,s e his lt;é'rch. I will be happy to

clarify. Thank you for your kind cool)cu\ " &
: \
's
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Dear Prof. Dr. Zulkiple Bin Aw 4 ) s é"
|

Researcher: Ali Yahya Bader a

Mobile: 0797378880 (o : ’| G)O
Q[
gyt

This research ii\ u!. d only for academic pitsgoses. All information is considered as confidential.
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Section A: Respondent Profile
(Please tick the box or fill out your answer on the relevant space provided)

1. Gender

Male Female
2. Marital Status

Married Single Divorced Widow c\\Y.
3. Age %

25 years or under 26 - 35 years 36 — 45 years 4¢ vears or older
4. Education Background : 7 v

Less than High School High School T\ College Degree

Bachelor’s Degree Master’s Degree cim‘ll Degree

\d
5. Ministry L
i ‘&\ SIS

Ministry of Interior Minist® \'oull.l.al 1 SYgort é

6. Job Title Y' Y‘y
N
Employee Head of Dep andger
O

7. Range of Salary Per Month &s\

JD 250 or under JD 751 or above
8. Duration of Employment in tl

12 years or above



Section B: Please rank the following image attributes of the Jordanian Ministries according to

Importance and Satisfaction level, S being the highest and 1 being the lowest.

Image Attributes Importance

Satisfaction

1. Clarity of goals Importance
Satisfaction

2.  Sense of Importance
responsibility Satisfaction

3. Well derived vision Importance

Satisfaction
4. Alignment of goals Importance
and objectives with Satisfaction

vision

s. Strategic process Importance

management Setistaction
6. Execution of on- Importance
paper projects Satisfaction
7. Achievement of goals, | Importance
mission and objectives | gatisfaction

8. Manifestation of the
directing board about
the employees’

9. Integration between
employees and
direction

10. Involvement and

%nn

|nbvnr('.m(c
commitment of \ Satisfaction
managing board ?

® Not important @A little important 3 Quite important ( »\nl

(@ Very dissatisfied @ Dissatisfied ® Neutral ) sfied

® Notimportant @A little important @ Quite impoRgfit Important

(® Very dissatisfied @ Dissatisfied @® Satisfied

® Neutr?

® Not important @A little important

@ Very dissatisfied @ Dissatisfied

(® Not important @A little impo

@ Very dissatisfied \*g -
ORI

e nnpm®:
P) Nev

@ Satisfied

fied
nportant

J mportant @ Important
b\lculml @ Satisfied
&

mports Quite important @ Important

® Quite important @ Important

® Neutral @ Satisfied

little important @ Quite important @ Important

1ssati Ry

@ Dassatisfied

@ Not l&;! @A little important

@ Dissatisfied

® Neutral @ Satisfied

® Quite important @ Important

@ Very dissatisfied ® Neutral @ Satisfied

®Very important

® Very satisfied

®Very important

® Very satisfied

®Very important

® Very satisfied

®Very important

® Very satisfied

®Very important

® Very satisfied

®Very important

® Very satisfied

®Very important

® Very satisfied

®Very important

® Very satisfied

®Very important

® Very satisfied

®Very important

® Very satisfied



11. Commitment of Importance

employees Satisfaction

12. Employee training Importance

Satisfaction

13. Reward and Importance

i incentives Satisfaction
|
14. Number of employees | Importance
3 Satisfaction
i 15. Personal and Importance
I‘r““\“im"Il Satisfaction
valorization of
employees
16. Job condition Importance
equality Satisfaction

17. Form of personnel Importance

hiring Satisfaction
18. Form of charging Importance
responsibilities Satisfaction
19. Fast communication Importance
networks Satisfaction

20. Effective external
Communication Satisfac
21. Effective internal

communication

ortance

publicity \?Sali\factiun

23. Social Importance
communication work Satisfaction

22. Advertisement ang

Importanc \an mlmrl;mt

@ Not important @A little important @ Quite important @ Important & Very important

@ Very dissatisfied @ Dissatisfied ® Neutral @ Satisfied ® Very satisfied

@ Notimportant @A little important @ Quite important @ Important ® Very important

@ Very dissatisfied @ Dissatisfied ® Neutral @ Satisfied

® Quite important \3\% it ®Very important

® Neutral Satisii ® Very satisfied

® Very satisfied
@ Not important

@A little important

@ Very dissatisfied @ Dissatisfied

@ Not important @A little important  ® Quite img @ Important ®Very important

@ Very dissatisfied @ Dissatisfied Satisfied ® Very satisfied

@ Not important @A little important 3 Qu rtant @ Important & Very important

tral kl) Satigfied

® Y-
® Quite fmp@int !)thm ®Very important
. Ne G@sﬁcd ® Very satisfied

e impprtd @ Important ®Very important

3 Ncuo @ Satisfied ® Very satisfied

1ssatisfied
:lmpnﬂanl @ Important ®Very important

@ Not impo %/ li l%n‘ @
@Ncuual @ Satisfied

NS

S Y 73 - - y
@ Very dissatisfied @ Dissatisfied ® Very satisfied

® Not important

@A little 1 ol

@ Very dissatisfied @ Dissa

® Not important Qc; N

(@ Very dissatisfied

® Very satisfied

® Quite important @ Important & Very important

) % ® Neutral @ Sausfied ® Very satisfied
@Al wportant 3 Quite important @ Important ®Very important
\\.‘\ di lnx‘l';d ssatisfied ® Neutral @ Satisfied ® Very satisfied

@ Quite important @ Important @ Very important

® Neutral @ Satisfied ® Very satisfied

/ ‘Y‘h\\uv::d @ Dussatisfied
@ Notindw

rtant @A little important @ Quite important @ Important G Very important

® Very dissatisfied @ Dissatisfied ® Neutral @ Satisfied ® Very satisfied

® Not important @A little important @ Quite important @ Important & Very important

@ Very dissatisfied @ Dissatisfied ® Neutral @ Satisfied ® Very satisfied




r--‘. ()pmm Ss to Importance (® Not important @A Iittle important

management

35. Quality of xcr\iccs\A‘P””ﬂ"“‘
? Satisfaction

36. Publics s Importance

O) anﬁ»mmt

@ Very dissatisfied

@A little important

@ Dissatisfied

® Not important @A little important

Satisfaction ® Very dissatisfied @ Dissatisfied

suggestions and ‘aticfacti
o Satisfaction @ Very dissatisfied @ Dissatisfied
innovative ideas
25. Motivation of Importance @ Not important @A little important
employees aticfacts :
Satisfaction ® Very dissatisfied @ Dissatisfied
26. Personal well-being Importance @ Not important @A little important
in the workplace Satisfacts
Satisfaction @ Very dissatisfied @ Dissatisfied
27. Salary and career Importance ® Not important @A little important
lan : . R
I Satisfaction @ Very dissatisfied @ Dissatisfied
28. Present salaries Importance @ Not important @A little important
Satisfaction @ Very dissatisfied @ Dissatisfied
29. Pride in working for Importance ® Not important @A little imporfen
the organization Satisfacti 2 :
Satisfaction @ Very dissatisfied @ i
30. Significance of the Importance ® Not important w por
job S tiaa e o X
Satisfaction @ Very dissatisfic satisfied
31. Employees’ Importance @ Not mlpnﬂ%}\ httle m‘
autonomy in the Lo ] '
5 Satisfaction @ Very o Dissatiadledl
workplace \
32. Hope and confidence = Importance ® Y\ nt nnqx@
in the future of the Satisfaction R A Q
dlssahs}‘, ’\'a 1S
Ul‘u}ln'lﬂ“(ln \
33. Process innovation lmpﬂriﬂm‘&\ Not llipun. @A @;’m,wmm
s;msm& D : ;‘
( R
34. Quality of control

® Quite important @ Important (& Very important

® Neutral @ Satisfied ® Very satisfied

<

® Quite important @ Important & Very important

® Neutral O] Sallslv ® Very satisfied

® Quite important @ Im ant ®Very important

® Neutral Nsl ied

® Quite img it @ Important
(©) NW @ Satisfied ® Very satisfied
ulzmpn'unt @ Important G Very important

® Nejtra @

® Very satisfied

-

®Very important

1sfied ® Very satisfied

L
® Quitgimg nl'@ s@mm

@ Saksfied

ite m\@ @ Important @ Very important
N@ @ Satisfied

¢1mpnn;ml @ Important ®Very important

@ Satsfied

!
®Very important

® Very satisfied

® Very satisfied

Neutral ® Very satisfied

A g

® Quite important @ Important & Very important

® Neutral @ Satisfied ® Very satisfied

o

® Quite important @ Important @ Very important

® Neutral @ Satisfied ® Very satisfied
£

® Quite important @ Important ®Very important |

® Neutral @ Satisfied ® Very satisfied:

® Quite important @ Important & Very important

@ Satisfied

® Very satisfied

3 Neutral

® Quite important @ Important

® Neutral @ Satisfied




e
37. Consideration of Importance

evaluation of work Satisfaction
done

i
38. Evaluation of Importance

employees’ Satisfaction
performance
H:"‘). Acquisition of Importance
furniture and Satisfaction
equipment
[ 40. Computerization Importance
Satisfaction

41. Workspace Importance

Satisfaction
r_42. Indoor (physical) Importance
climate Satisfaction

gl - » .- .
43. Sound (Positive Importance
sound Satisfaction
74. Ability to maintain Importance
political stability Satisfaction
45. Ability to generate Importance

good fiscal and Satisfaction
monetary policies

"46. System stability

[ 47. Employment

isfaction

48, Social welfare and \u?pnrmncc
r~os|mnsibi|il_\0 Satisfaction
_;W. Decency Importance

Satisfaction

ImPortal\&D
Sali\fa%

(® Not important @A little important @ Quite important @ Important

@ Very dissatisfied @ Dissatisfied ® Neutral @ Satisfied

@ Not important DA little important 3 Quite important @ Important

® Neutral @ S N

® Quite importgnt¥® Ir

@ Verv dissatisfied @ Dissatisfied

® Not important QA little important ortant

@ Very dissatisfied @ Dissatisfied

® Neutral

® (‘)mlwm @ Important
3 ilml @ Satisfied

Juite n;meorl:ml
l Yv

1 5led
@A little important

® Not important

@ Very dissatisfied @ Dissatisfied

@ Not important @A little imports

@ Very dissatisfied @ Dissatisfie

B

ant @

N
cutral g:u\ﬂcd

uite éﬂ;irll @ Important

éﬂml @ Satsfied

ite important @ Important
\A ® Neutral @ Satisfied

Q\t ® Quite important @ Important

&IC\'J ® Neutral (@ Satisfied
. @& important

o)

Dissatisfied

;xmuQ@.«\ little important

%9

@ Very @n\hcd @ Dissatisfied

@ Not important @A littlg impor mportant

® Very dissatisfied @ Rissatished
® Not important ) A Titt

@ Veny dl\\‘;lll.c

® Not im

@D

® Quite important @ Important

® Neutral @ Satisfied

® Quite important @ Important

® Neutral @ Satisfied

@ Notimportant @A little important @ Quite important @ Important

® Very dissatisfied @ Dissatisfied ® Neutral @ Satisfied

@ Not important @A little important @ Quite important @ Important

@) Very dissatisfied @ Dissatisfied ® Neutral

@ Satisfied

®Very important
® Very satisfied
®Very important
® Very satisfied
®Very important
® Very satisfied
®Very important
® Very satisfied
®Very important
® Very satisfied
®Very important
® Very satisfied
®Very important
® Very satisfied
®Very important
® Very satisfied
®Very important
® Very satisfied
®Very important 7’
® Very satisfied :
4
®Very important
® Very satisfied

Lo

®Very important |}

® Very satisfied |

®Very important

® Very satisfied




50. Svstem flexibility Importance @ Not important @A little important @ Quite important @ Important ®Very important

Satisfaction @ Very dissatisfied @ Dissatisfied ® Neutral (@ Satisfied ® Very satisfied
5. \Ith‘l'lli/JHi(H] IIIIP('HH”H‘ 1) Not important A httle important Quite importar [mportant Verv important
Satisfaction D Ve of: ) i Ne e
52. Ministries Importance (® Not important @A little important @ Quite important 5Very important
performance Satisfaction

) Very dissatisfied @ Dissatisfied ® Neutral ) Very satisfied

© Thank You © ‘ V
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