CHAPTER TWO

LITERTURE REVIEW

Introduction \T

The current research has as its primary concern the ir&  Jordanian
government ministries. This chapter provides a review Iiteraturew area of public
relations, power and influence, government public relations, Manizational image
and reputation. Literature on rebuilding or influencing t uil‘ing, managing, or
enhancing of positive images and reputation will begeported. [Litegat rgch)\? strongly

linked positive image and reputation to publics’ loy andpfiftur cu\ss'ening against

negative publicity. This underlines the impggtagte of g
among the publics. Having citizens w e loyal

elopg@® positive 1mage
government ministries would ensure 5%% 08 %’ltrt%g and enhancement in the

- =
hoserwces offered in
“ &
uality of products and services pro tQ t iC 1 ‘ﬂch ministries.
quality N A
2.1 Understanding Public R%‘ and [fts oko'

's &
2.1.1 Defining Public Re,’@, l o e(.z
&

Public relationtNo 1 Py }lr itles in different organizations because
t
4

—_

7y

of a number of r : Fi}S, h@ “public relations” may at times convey

negative connogatgns such as disgui@g information to have something done. Second,

N

there has be?\ need to identify the types of public relations and as such the

specialggatiw needed for each type or role (Johnston et al, 2009). Some of the

common titles of personnel heading public relations affairs department are Public



Affairs Executive, Communications Manager, Corporate Affairs Manager, and Media
Liaison Director (Johnston et al., 2009).

Public relations refers to the “management of communication between an
organization and its publics” (Grunig, 1992a, p.4). Publics, or stakeholder?.groups

of people who share interests or concerns in that they have interests zgcerns over

the actions of an organization. Publics and stakeholders are affe by, or affect, the
actions of an organization. Active publics are aware that they s concern about an

organization with others while passive publics are those Izre 'ot aware that they

share a common concern or interest about an organizatio eMeQ@l publics
| ‘ e TS
consists of a group of people who are found wi an o:g 1 IOHY_ ile external

chg& customers, the

rr@‘g, legislators, among

publics are groups of people found outside t@
i 'Q@lccording to James E.
[>)

u
Grunig, sees public relations asm ymo th nizational communication
\
rela d@

management (Grunig, 1992a)% onsyun is definition involve planning,
P 4 s

executing, and evaluating om@«on c&h organization with its internal and

(Grunig, 1992a). ? .{é-)
v’

Followigg\he advent and@easmg use of the internet, incorporation of

)

relationshi@corporate responsibility in public relations, Johnston et al. (2009)

defineagubl ¥ relations as “the development and management of ethical strategies

using communications to build relationships with stakeholders or publics” (p. 7). This
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definition is adopted in this study because of its emphasis on ethical conduct The
activities carried out by public relations may be done by individuals, groups, or
organizations, during interactions with their publics with a view of pursuing and
achieving organizational objectives and goals. Inclusion of ethical considerations in
this definition seeks to ensure that fairness for all those involved or af% y public
relations programs is maintained (Johnston et al., 2009) A

Public relations acts as a bridge between the organizanz and its publics

2 ¥ Organization-public

S

e%m & Brunig
Ld

i .. Sy
(1998) defined organization —public relationship as “tW®tate Whi etn@etween an

through organization-public relation (Gordon, 2011; Hung

relationships exist between organizations and their

organization and its key publics, in which the act f exherfrhie o&‘:’ization or the

publics] can impact the economic, social, c@or
(quoted in Hung, 2007, p.444). The ortho Iw ﬁqnships begin and exist
E \

when an organization-created cons\ S 'apa @0 @Gvf)ublics; or when publics’
behaviors impact on the organizaw,ﬁDirrfnsi o’r‘@anization-public relationships
eral

|
have been identified as, p a

\ \;{ n#h, professional relationship, and
community relationship\&v

weld) Being of the other”

o

atio&nps in public relations, an instrument

with six outcomes of nsl @:i.@}\ese measures are control mutuality, trust,

\
relationship con %nt, co’m ot ggonships, and exchange relationships (Hung,
:S S
2007). ;\ b

o
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2.1.2 The Role of Public Relations

Basically, there are two roles of public relations in organizations: technicians
and problem solvers. Technicians provide technical services such as proguction of
publications such as news releases and newsletters while problem sol\% rk with
clients and senior managers for problem clarifications and soluti&ositions for

technicians are lower within the organizational structures thalw%o;m solvers who

may be managers involved in problem solving, decjsio aking and policy

formulation as part of the dominant coalition (Joh et all&?. Dominant
L ]

coalition is a term frequently used by Grunig and coll es (. @grun '-\ nig J. &

Dozier, 2002) to refer to the organization’s deci¥ poli-g.formulation
organ. In large organizations like govern 1 gseveral people

its publics; in which pu&\e " groups of people crucial to the

organization. The f‘unc@f bl I'a!iotéﬂractitioners, according to Don Barnes,

are: playing an ad<'5 role’tbﬁw ge®t on organizational policy and how it may

affect organizag’s relationship @h its publics; channeling and coordinating
organizati@vities that have effects on its publics within the organization itself;
provi oywproper avenues for explaining, through the communication media, the

organization and organizational policies to the organizational publics; and ascertaining
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and explaining the publics’ perceptions about the organization (Johnston et al., 2009,

p. ).
The basis of relationships in public relations is the public perception. Public

relations managers take part in the organizational decision makjpg policy

9 "

formulation processes solely as communicators to the organization OI managers

(Grunig, 1992a). For public relations managers to execute this rol&effectively, they

N

have to seek the views of the publics who are affected policies that the

't‘ ‘;ossible
A
@113 1992a).

h{scm organization
ds(Qons and formulate

organization formulates, or the decisions made by the sggisim na@ey normally
provide information to senior policy and decis makdrs
25 (

consequences of the decisions and policies to be

Armed with the possible effects of the po 'wd

makes, the policy and decision makers ar e Jo

policies from an informed perspectivce ) Py

&
“ &
2.1.3 Public Relations DepartmentiNg ¥ \A“’
Public relations sed§ ;mak, aln@ions they serve successful.
d &
Organizations with publi Mions' men,é(?{ave what Johnston et al. (2009)
N NS
called in-house pratwrs. In- L}sl: cédctitioners normally work for one

organization, as o torc ns?t c@ﬁwat work for different organizations. In-

b 4
house practitiopes are able to learn q,}’&; the organization from within, given that the
~N

€

1}

practitionersé\easily access the management, and facilities. Activities of public
relatigqps rtments have been identified as communication, publicity, promotion,

press agentry, integrated marketing, issues management, crisis management, liaison
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with media, government, or politicians, financial relations, public affairs, community
relations. internal relations, industry relations, minority relations, media relations,
public diplomacy, event management, sponsorship, cause/relationship mark and
fundraising (Johnston et al., 2009). Organizations with clearly defined P@rtmen

enjoy a number of benefits. For instance, Curtis and colleagu orted that
organizations with clearly defined PR departments tended to adopt jge u¥ of social media
(Curtis et al., 2009). However, the study was conducted usi er’oht organizations;

and therefore the findings may not be generalized to org nw and publlc
service. "{')
& b :
Grunig L. et al. (2002) reported that CEOWe W aluQ\_em the public

relations departments, with those with exc ll@bli r¢l S (iip rtments placing
N

latio \h{ %ﬁ'organizations with
NS
less excellent public relations depa Pﬁbhc atzz@ departments that have
eri by

value on the communication role of pub

adopted excellent public relation@ @twanon of human resources,
Oy
organic structure, mtrapre eurs cll(eommumcatlon systems, strong

O

leadership, strong pamc e C ﬂlg}and @temc planning. Further, excellent

,.O

public relations depar er loy &t evc anas,emem with a view of maximizing
contributions of r o :pr ams as to achieve organizational

etfectlvenesq ru y 1992a). In ad‘&aon to participation in strategic management, a

judiciou @anon of symmetrical and asymmetrical communication and strategic

commur management should characterize excellent public relations

departments (Grunig L. et al. 2002).
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In this light, Ledingham & Bruning (2000) demonstrated that a two-way
symmetrical approach to public relations is an effective approach to public relations.
Two-way symmetrical approach involves building and maintaining eticial

N
relationships between the organization and its publics (Ledingham & %5, 2000).

The organization benefits through the customers’ organizational | The publics

benefit through the support that the organization provideNthe community

(Ledingham & Bruning, 2000). Moreover, the study den@z thzf public relations

.:1‘1;’?:3; and
% nization-

basic involves two steps: focus on the organization’s relatioMshipfwit

communicating “involvement of those activities/prof%ggs tha

public relationship with members of their key %Z (
p.66). \L) O
2.1.4 Power and Public Relations De %nts >\'? §

u
The underlying purpose of\ r is ightitu &ehavior. Power can be

N
personal, departmental, or org 'zagnal. T’is t'io§:oncemed with departmental

P 2
power of Public relations %rt \'; ela‘t'é(r‘yoto the position the department

occupies within the st &eoft
B
4 ’ _
ability to mobilize resob? n&e’ffort to bring about change that would

niz@nal. The focus is the department’s

'

enhance the effe &SS of an orggn@on (Grunig, 1990). Public relations have no
)

formal authodg™er action and as such rely on influence to change behavior. Influence

may resu oM their expertise, friendship, and ingratiation as well as organization

derision ( runig, 1990). Power has its influence “in decision making, in behavioral

outcomes, and in situational outcomes” (Grunig, 1990). Therefore, for changes that
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should enhance image to occur, public relations departments should have the capacity
and influence to cause the changes.
2.2 Public Relations in Government %\Y.
2.2.1 Reasons for Government Public Relations .\

Public relations is an essential and integral part of public adginistration work.

Government agencies which adopt public relations are able to d g job effectively. PR
managers must understand that some PR functions are im o1, t'1em y the virtual

A

e R )
of being a government institution. Lee (2012) has argue hat therd are ’ee 15,86“5 (one
ange

Q

nispt n PR. The

gag
S N

mandatory and two optional) for government dei
mandatory requirement of government PR idgth dem\oc ¢ re@'sibilit_v of the

government agency or department. EveNgemmem ust@ﬁ'ﬂl its democratic

responsibilities to its citizenry, which ePit 1 x §\overnment agencies to
(|}
'} Q—
engage in PR. Given that one of& ost an&%rqulsnes to democracy is

t
\
communication, government PR \panaggs ef @ed to full the democratic
, 's

responsibility of the goveeree,l‘_
Promoting the g W £’

S
’

C‘n

tlc@countability to the citizens of a country
1S a unique function in gubl r;}kgdration, This function is achieved through

’
media relations ﬁwblic re rtiﬁ'g.\yﬁs means that PR managers are required to

respond to t \NS media enquiries regardless of whether the questions asked will
ponraw cy negatively or positively, and report its activities to the citizenry. It
ensures that the government is fully responsive to the public as citizens. Within a

democratic context. these issues are obligations that governments must fulfill. This is
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especially important given that public opinion plays a core role in a democratic society.
The public has the right to be informed about the activities of government agencies and
how tax payers’ money is being used by government agencies. Therefore, PR becomes an
integral part of public administration. %\Y.

The second reason, which is optional, is that government agenci y adopt PR
to implement their central mission effectively (Lee, 2012). This furR(; ensures that
governments remain responsive to the public as clients and ¢ rs. This function

may also enable the government to enhanced public outr ndWuti iJatio of services

and products. In addition, the second function engagingy

@
PR engbles hi g nment
‘ R e
successfully implement public education and publi ) ec\ aighs th\’wﬁgh public
outreach. Ledingham (2001) studied governmentfegi re!l‘ttio hips@ftound that PR
has the power to contribute to the building @nunities n ad@on, having a good

relationship with the public built throug % oﬂu%’rlvﬁ give the government

[}

an opportunity to use the public as “t S awf a@ency“ (Lee, 2012, p.:13).
N

The third reason, which is op%‘d covg-o}sialéeconcemed with the political

s & :
goals of government PR. U this @overédﬁt agencies need to engage in PR
not only to advance th 'wo m.v\is ')ow(r})ut also to command a huge public

% s

support.
gl

Lee (2012%haWairgued that acti@.to be taken by PR managers in government

agencies sh&pt this purposes approach. He explained that some PR actions may
be app% or some purposes and inappropriate for other purposes. He therefore
concluded that “the purpose of the [PR] effort needs to be identified before any plan of
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action can be constructed [emphasis original]”. Lee (2012) argued that the importance
of the purposes approach in government PR is that once a specific goal to be achieved is
identified, the relevant communication strategies needed to accomplish the tvm
flow naturally from the purpose itself” (Lee, 2012, p. 13). %\

2.2.2 Reaching the Publics: Tools of Government PR *

Government PR managers employ a number of tools wzch out to the

SR tools (government
les present

»
government PR managers with different opportunities t sh whiich t ir']p eﬁ.m PR

citizenry. These tools include media relations, internet

websites, web 2.0 tools), and public information ca

w

—

in their agencies. The communication strategies adv«n aU{ o]s&én include
the mass media, internet-based interactive toéNl i nalﬁ)on (Atkin &

eQescribed in detail

because they are the most recent in publ Dioax%JPP(}é\accomplished through
% &

“ &S
the use of government websites andN - o to\qy, A detailed discussion of

social networking will be pr%zbeca e tfeyl @ourage two-way symmetrical

an(o® to enhance their efforts in building

eirgsdltiple publics (Supa, 2014). In particular,

d usefu ton %X’the PR community has found to be vital in
S

the internet has :&

their job (W & Noble, 2007).

My PR is basically concerned with “persuading people to comment

positive[yw#out the organization or client that is being represented” (Watson & Noble,
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2007, p. 198). Some social networking tools that are being used in public relations
include blogs, wikis, RSS, podcasting, social bookmarking, and social networking
(Brown, 2009). The use of web 2.0 tools has significantly impacted on the ce of
public relations (Brown, 2009). Web 2.0 tools refer to the version of we ?ws all
users to add and edit content, including putting pictures, sounds, Adeo (Brown,
2009). The main driving force of social networking sites is us‘@c.ipation through
user generation of content (Waters et al., 2009). Some of th?&t common web 2

tools that have democratized the internet and cor; 0 ,u tion include

Facebook, YouTube, and MySpace (Kietzmann, cens, ilvestre,

’-\
2011). \o‘ \,Y'

After social networking sites 1mple eat es lown%)rwamzatlons to
create profiles and engage in social ne mn ma org@%ations jumped to
incorporate social networking strateghgs 1 thgl or ino (Waters, Burnett,
Lammn & Lucas, 2009). A recent s har].&%'()l 1) involving members of

P 4 s
¢ (@ial media in their PR efforts. In

the Public Relations 90c1etct ericaf fo d|t% 2% of the organizations the

d @ someone specifically responsible for

addition, a quarter of t@mz

c ’
por# repdirte t 7@ of the respondents said that social media

social media. The Q

: ‘2 :

platforms we commuthi te\’ stakeholders such as prospective customers
A )

and clients gley & Zhang, 201} Moreover, more than half of the organizations

used s edia to communicate with employees of the organizations (Wigley &

Zhang, ).
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Organizations have found social networking sites useful for advocating for their
causes and ensuring that they remain open and transparent (Waters et al., 2009). Research
has reported varying perceptions among PR practitioners of the value of swmedia
Supa (2014) reported that most of the PR managers they interview f%\owledged
transformative ability of social media, while a few others said the introdU®tion of social
media in the practice of PR “did not create a change in media aglatighs” (p. 5). Use of
social network tools among PR practitioners is associated wg Wgs of confidence and
power. Diga and Kellleher (2009) reported that PR pr oner M social media

®
tools more frequently have stronger perceptions of t expeft b@e power.

1{ agevl’s}/.ith advanced

Similarly, Eyrich, Padman, and Sweetser (2008) fT a

skills in the use of social media networkcéwiv d lingaase option of social

p;rtise in using social

networking in the PR industry comparesho itw
networking tools (Eyrich et al., 2008). ?

The tremendous attention that 'al’v

a clear indication that they p% ney

r}zln l. (2011) and Smith (2013) argued that

@

social media has sh'%mrol of m@cation from PR practitioners to social media

users who create, Sar . and consume Q&as in social networking sites. Consequently, the

model of P Xiced in social media tends to shift communication role from the PR

practition the users of the social media (Smith, 2013). Users are able to make
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communication about products of an organization whether the organization has permitted
such communication or not.
For instance, companies that have mistreated their clients have had those clients

reporting the companies in social media, with a good number of the instafgi.ng viral

€
and portraying the organization in a negative light. This situation ha the reputation

of such organizations (Kietzmann et al., 2011). Internet-based social?edial presents PR

managers with new routes to engage with organizational publicys effort to promote a
positive organizational image (Brown, 2009; Curtis et al. O) 's'eng sement allows

L ]
PR managers to fulfill their PR objectives (Smith, 2013&his hagenh 7ed§ability of
R
oW % rO\@T_OOQ).
T

tpn tG‘)l t0 yove&ient departments,
165%) 0 reQ'ent the relationship

_“e%'i rr@l\/l’éartinez, & Luna-Reyes,

']

QU
' in @Widdle East are Facebook,
YouTube, and Twitter (Al J%COI l) Soffial @vorks can address most of the

£
challenges that are facin &emrl\ehizenéé‘fationships. In particular, public’s
9
perceptions about whe%\e'

;Aransparent enough strongly impacts on
how citizens percei &'co

promote demog, articipation, cul\ e trust in its citizens, and provision of accurate

PR managers to target and reach most of the organi

government to prevent or fight corruption,

and correct@ation to the public, media, and companies (Bertot, Jaeger, & Grimes,

2010)
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Citizens have used the social media to communicate about their dissatisfaction
with various government agencies because of issues related to transparency and
corruption, which has led to political uprisings in Egypt and Tunisia and OW unrest
in Jordan, Yemen, just to mention (Bhuiyan, 2011; Al-Jenaibi, 2011; Q’)mz), Using
the political uprising of 2011 in Egypt, Bhuiyan (2011) argued that sgegalmedia provides
a platform for discussion of ideas and experiences. Bhuiyan W) argued that the

Egyptian uprising was a symbol of the role of the social med¥gy zonr)ting democracy.

Current literature shows that the transformative abilitygpf s CM“QU% can be
| O
exploited by governments to promote transparency a mon;tr te Whei %_ammitment to

Rv N
preventing and fighting corruption (Bertot et al,, 20§0). Ner, @nmem can use

internet-based social network tools in dis\%anage anéonsequently project
favourable opinion among the citizens%\ter SU\MD %\@'Mexican government

S

employees, Picazo-Vela et al. (2012\§c|ude hat ng&tion of the government in
social media network is power Wf prgmo g c unication and participation of
0

the citizens, and transparencygand h& d’ tices among government agencies.

Consistent with Picazo-\gla al 2) @éwation on the importance of social

bBe t I_" )

@910) viewed the use of social media in

¢
networks to gOveer' rpt
r‘);.\ -~ -
government as ortant Wol® forgpromoting increased openness and fighting

f_})

corruption. F ver, the authors ikntiﬁed the need to ensure that an appropriate

>

4,

implemerfgy strategy is adopted to reasonably realize the benefits associated with

social net cing (Picazo-Vela et al., 2012).
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2.2.3 Management of Government PR

Successful management of government PR takes account of various factors such
as strategic communication planning and use of appropriate monitoring and evaluation
techniques to measure the effectiveness of PR efforts (Bowen, 2012;@ 2012;
Martinelli, 2012; Taylor, 2012). PR managers need to adopt a strateﬂ@ﬂoach to the
practice to ensure that it remains effective (Smith, 2013). Smitml,?) proposed a
framework consisting of four broad phases that should owed in strategic
communication planning. The phases include formative res%;tr@actics, and the
evaluative research (Smith, 2013). The first phase, fornfygive resegrch ei]ufgﬁollecting
data and analyzing the situation. The planner use %ﬁin‘ b ine&}:ﬁ&om gathered
a\or ﬁéi.r data gathering
in order to have sufficient informational ba\%infoql er ddion making (Smith,
S

Y S
There are three specific steps\ S Nch,\m‘éfude analyzing the situation,
analyzing the organization, an@‘;ng ve.jbli M nalyzing the situation involves

£ <

consulting every individu&\olvef \h as é’clients, supervisors, planner, and

&
che%@}

colleagues to ensure th Ncc d,is
be addressed. In the steff of Anflly the organization, the internal environment
& .

—

information and situation analysis to create a redgar pro‘;

2013).

the kind of obstacle that is intended to

4

(mission, perform&ce and resources)iblic perception (visibility and reputation), and
N
external envi nt (competitors, opponents, and supporters) are carefully examined.

The thi@analyzing the publics, the PR manager is concerned with the identification

and analysis of key publics in terms of its needs, interests, wants, and expectations in
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relation to the issue under consideration. Further, attention should be given to other
social, political, economic, technological, and media aspects that may have a significant
impact (Smith, 2013). Y.

The second phase, strategy, is the heart of the strategic plan inoWprocess. It
involves making decisions on the expected effect of the commumcaﬂ%trategy being
planned, and the nature of the communication itself. This phase'sNR:er defined three
steps including setting goals and objectives, formulating a iom response strategies,
and developing the message strategy. In setting go d bw the planner
establishes clear, specific, and measurable objectives fo l\ey u F@?rmulanon
of action and response refers to considering Vanou ns t ¥ be ebE;rtaken under

inf iﬁ:es from outside.

mgssage-related decisions.

&

These include the spokesperson who llv@r theyess to the target publics, the

message content, tone and style, v d 1 al (S among others (Smith, 2013).
I
The third phase is the ta s

1 volves considering the kind of

communication tools to&\se las ell creatmg visible elements of the
¥
communication plan. T oY stip is REPIQrEdo select communication tactics. There are

O

four categories fr% ich mamyger can choose from, including face-to-face

communicatlo&mzat]onal med&&’news media, and advertising and promotional

media. T] stage is the implementation of the strategic plan. This step involves

packag tics into a coherent communication program. This step also includes
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preparation of budgets and schedules as well as preparing for the implementation of the
communication program (Smith, 2013).
The fourth phase has been identified as the evaluative research. In this final phase,

the PR manager engages in evaluation and assessment of the communic&& program.
Following the results of the evaluation and assessment, appropriate st!E%n be taken,
which may include modification of the program and continuing WLYH program in its
current form. The PR manager must have, as the last planninszN. plans on how to
evaluate the strategic plan. The step requires that the PR n ,; id':ntiﬁes the specific
methods to be used to measure the effectiveness of, eactac ci\@iz'?g the set

: | 1.9

objectives and goals (Smith, 2013). e
. V

Monitoring and evaluating government % n nt s}g&{gy
internal management of government agen& ;a;’i serv Iivé‘among government

agencies (Taylor, 2012). The ability to \% M\s dévernment PR proves, in

’

in improving

s
identify the tool weasurins th% Kc‘}ﬁ’:vement of the goals are better placed to be
effective lea Ns a consequence, government PR managers need to adopt systematic

planning eMluation of their PR programs (Taylor, 2012).
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Senior PR practitioners who form part of the dominant coalition perceive
evaluation of PR programs as important and as valued by the organization (Grantham,
Vieira, & Trinchero, 2011). However, mid-level PR practitioners playing providing
technical support did not perceived PR role and the measurement of PN'vities as
highly valued by the organization (Grantham et al., 2011). The %rement and
evaluation of the effectiveness of PR strategies has been a subject ofNdisCussion for both
practitioners and scholars for a long (Watson & Noble 2007% practitioners who
undertake evaluation of public relations rely on simplistc@n o@s (Watson &
Noble, 2007). However, researchers (e.g. Taylor, 2012;@{atson & N e' f%vrejected
the use of simplistic evaluation techniques, argyngWhat tiet j nQVWe simplistic

technique in existence that can authoritative r W theﬂ‘:ﬂe iven%\ﬁ PR programs.

& ‘
Instead, Taylor (2012) and Watson and Nobl€ ). argueghat (@berate efforts should

be made to rely on a combination of t %ﬂ a\%t r@re effectiveness of PR
; "
i

u
depending on the level ofmeasuremeN CN A“’

=
In this light, a three-l del ‘5}31{ gbposed as the most effective in
3 ’ & &,
evaluating PR programs. T \d ofla 11s exemplified by “Stages and Levels

N |
for Evaluating Public %N)r:z Pgodsimp’ c’r&el” proposed by Cutlip, Center, and

’

Broom (2000). Th %1 c’o IS @'{hree levels of evaluation, which include

VJ!

preparation, imglehen ation, and im@Cutlip et al., 2000; Cutlip et al., 2006).The
N

model, knowné\eparation, Implementation, Impact (PII), provides levels of evaluation

for dif*@emands_ Although this model does not prescribe a methodology, it

recognizes that evaluation may have different meanings to different practitioners (Watson
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& Noble, 2007). Every step in the model enhances understanding and provides additional
information to aid in the assessment of effectiveness. At preparation evaluation, the
practitioner is required to ascertain whether sufficient background information has been
gathered for the effective planning of the program. Next, the practitione massess
the content of the program to ascertain that carries the key messages % R program.

Further, this level requires an examination of the presentation of mateq!s'.

At the second level, implementation evaluation, the appi n of the tactics and

effort should be assessed. This begins with distribution 1T Jand attendance at
:] A o . . g »

events before proceeding to opportunities for exposingaghe intengled hcéﬁ')' the key

syfh asWistribution to

messages. This evaluation will make it possible togdeWfy fl
the wrong contacts. At the third level of eval w: treSY 1S the&amination of the
extent to which outcomes as reflected in the O

aim is to determine if the specified c%ca la

“« Q

measuring the same variables that m h & of, ‘? PR program to determine
Ny

whether the quantifiable chan%‘iﬁed ;} bbj@(lves were realized. In order to

‘&

accomplish this task, a @aﬁc@neam ents including both surveys and

observations, both direcemnd ept, ret|u¢r§d in addition to a considerable ingenuity

ag)' ed, which is done by

’
in identifying attitu 'de behpvighrhl ¢ (Jges, The PII model has been praised for its

&
ability to separate tptt and impact. 'Eggr.nodel 1s a framework that serves as a checklist
A L\
and a reminde R practitioners when planning to do an evaluation. The model further

advises pradgoners against falling trap in the common error in evaluation. This error

involves substitution of measures from one level for the measures at the other level. For
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instance, practitioners can use the number of news releases sent, brochures distributed, or
meetings held as tools for documenting the effectiveness of a PR program. However,
when documenting the effectiveness of a PR program, practitioners may substitute
publicity placements which may be defined by column inches, airtime ‘\X; target
public’s knowledge, attitude, and behavior which are stated in thm& tives of the
programs. Y’

Media evaluation systems are useful in short-term a tinuing PR activity

(Watson & Noble, 2007). Traditionally, PR success w eur be ollecting and

amassing media clippings and transcriptions, which w onsideged a fhi%sf)le of the
PR process and program. However, there have b orts degelo Vore effective
media monitoring strategies. Measuring medi geﬁ'\s ’ro the overall PR
evaluation process should be done consi&? nd b onsQnt with the overall

objectives (Watson & Noble, 2007).

; i" R
which outlines three stages of evaluM [ easéqcomple\ny The stages are
Output, Outgrowth or Out-tak%‘utco'g S. “&o@g to Watson and Noble (2007),
v 5

the most appropriate Yards&N{ a@edi&é{mtonng system is the Output.
N

Output is conce Nlt ?r}‘g effort production, rather than audience
) @)
response and attitu %ﬁan}e a@ddressed by the other Yardsticks. Analysis
z(/ LA

aa TO 56(1(@& Relations Yardstick

focused on Out concerned with (gdnnfymg where the message was received in the
media, inter ons (manner and tone), and quantitative measurements of the
appear he message in the media. Media clippings and transcripts, the raw material

in monitoring media, are generated by monitoring the media. This role may be
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accomplished by PR practitioners or hired agencies and bureaus specializing in broadcast
monitoring. Setting up media monitoring system and utilizing the information drawn form
such monitoring consists of six steps. The first includes defining objectives, which could
be message exposure, dissemination, and education of target publics. \Y'

The second is determining criteria for judgment, which can be m%plished using
IMPACT (influence or tone, message communicated, prominence,YLEience reached,
consultants/spokesman quoted, type of article). However, the wnence factor in this
framework has been questioned. People do not scan a in in lma' n in a linear

.
retain finfo 'ti.o\&ﬁ‘ered by
ira\"b casQ}sz program”
(Watson & Noble, 2007, p.110). After cho@iterﬁ, t nei‘ 13; is choosing a
benchmark, which is accomplished tl]routrhmlevx{‘l 8Qage for the previous
12 months. Next, a measurement too!?%lchﬁect&i}comparing results with

q 43-
objectives, and modifying camp 'ﬂma obe 2007). However, the main
L |
limitation of Output is that it 1 to iy ge g lr?;ct of the message on non-media

targets. &\
There are %%'clyl%s th@legatively affected the practice of PR in

government aae& First, most of @els for government PR do not sufficiently taken

way. This is an indication that people “do not necessa

the largest article on a prominent page or the firs

O

into accow,%;ecial environmental challenges facing the practice of government PR.

Goverrwent Public relations are affected by politics, the focus on serving the public,

intense media and public attention, legal constraints, poor perceptions about government
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PR, and lack of support for government PR (Liu & Horsley, 2007). Many PR personnel
do not possess technological skills required to run social network presence. In addition,
some practitioners do not consider social networking as an important PR to?@rtis et
al., 2009). %\

Second, government PR managers work with elected 0f‘ﬁc$‘nd appointed
officials who do not always recognize the important role played b%R ahradnik, 2012).

Such officials may view the role of PR as basically involvin mWing the public rather

onthegffected officials

.
to understand the value associated with investing@e andf fu s,t?iﬁ;nce the
practice of PR within government agencies. In sonvatis,{ ed oégc.ials consider
funding communication as a form of goverr‘cwastg,‘ framd. a@)use (Zahradnik,

2012). It has been argued that if the PR does risKt
en m{

invest in PR (Zahradnik, 2012). This pu ergm

than informing the public. In such situations, it become

ck{g?eﬁts, it is difficult to

p nel in an uncomfortable
']

situation as they endeavor to performeir ' whil@ the same time must defend
L f

their jobs. However, PR practi%Cork} g

make use of their training Nlls o} en\e tha‘é(ernal publics are aware, understand,
N A

and appreciate the crucc' Ne ]ay?}l)&_&v’ communication (Zahradnik, 2012). PR

managers will also %en}u t?t 3 t@ PR is a high priority area of their work.

b 4

Political aty efonomic systema\’ggluding level of development affect the practice
™~

W sometimes negatively (Sriramesh, Rhee, & Sung, 2011). For instance,

{ )ﬁe@vernment are urged to adapt and

of public rel
accordjng “PRA, public relations in the Middle East have been marginalized due to

curtailed freedom of expression, poor democratic record, and the role of public opinion in
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the society (Smith, 2013). Similarly, another scholar observed that in the Middle East, PR
is referred to as “general relations” because governments are concept to the idea of public
opinion. In this light, Al-Enad (1990) observed that PR was an aspect of development
communication to free and organize publics. However, Kruckeberg (199 Re?ed Al-
Enad’s views and maintained that two-way symmetrical communicatio@ develop in
the Middle East because this is something that is present in many COYU'QS regardless of

N has called upon

im'Jroving the society

their cultural or environmental situations. Nevertheless,

governments in Middle East to consider PR as an ethical to
rather than a propaganda tool (Smith, 2013). ' ‘cg-
Moreover, government relations programs are e t(}b dg cutq.-(iovernment

\ N
hardly cut services to the citizens as a way of 4gttifR e S ln%&., they focus on

trimming staff and operating experiences, N ch the

dgeQupporting the public
affairs function may appear to be one of’ e 1es ots @minate" (Taylor, 2012

p. 28)

0
’ e
2.3 Identity, Reputation, an “' 0‘

4

2.3.1 Definition and Im nce anizfyfonal Identity, Reputation, and

e

Image c\ 3:
In this stud %{at 9 ag w1ll be used interchangeably. Wei (2002)

observed that n!\ reputatlon d image are used interchangeably. Their
o

definitions an scriptions are first provided. Corporate identity has to do with the
way 0 ization’s kev members conceptualize it (Bromley, 2000). Identity

concerns itself with creating, expressing, and managing explicit organizational values
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on what the organization is and what it advocates, in relation to its competitor; putting
emphasis on the visual and aesthetic expression modes (Schultz & Ervolder, 1998;
Fillis, 2003). In contrast, image and reputation are based on the external environment,
specifically the perceptions of various constituencies or publics. \Y.
Reputation is among the organizational aspects that pro@ basis for
success (E. Alniacik, U. Alniacik & Erdogmus, 2012). Repuhw is related to
performance of the organization, size, growth, history, and ¥ ent in promotion

(Bromley, 2000). It is the way “key external stakeho y ‘r other interested

o

t rticular

parties actually conceptualize” an organization (Br% 004p. : i X
following Bromley (2000), Sjovall & Talk (2004)gefMed re igh as Yhe collective

.\

impressions of the members of a social gro

particular target entity” (p. 270). Dlmensm

implying the extent to which pubh% 1|

products and services, mcludm< r[ ‘XV, value, reliability, and
ot P UNY

innovation; vision and Ieadel%‘:e e‘:}

t mﬁ ge ral sition of some

‘< _
iane emotional appeal

¢

d@espect an organization;

the organization demonstrates

J.(.1
and manages its V,g,on ond le rsh| ork place environment, including
Q
quality of emplovees rk 'ors’ ocial and environmental responsibility,
how a compam astl i) el @eractmu with employees, community, and

environment; Af inancial perfor@fce including perceptions about profitability,
risk, and ;%ts of an organization (Fombrun et al., 2000, cited in E. Alniacik et al,

2012/
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Reputation comes from resource allocation. media exposure, social
responsiveness, diversification postures, institutional ownership, and risk-return
profiles (Decker, 2012). The importance of reputation includes yielding competitive
advantage and being an incentive ethical conduct (Decker, 2012; E. ‘NY.et als
2012). A study by the Conference Board (2000) found that 51% o% ¢ in North

America had either punished or rewarded a company on the b s of its social

responsibility as perceived by the respondents while 6% lanning to either
reward or punish a company based on its responsibilit r a itizen. This
study underlines the importance of creating good imagefgd repu tlo | C}

Public relations and image have received gons erabl& tio, ‘kllterature
Basically, public relations should be concerne evé!?pl po 1mage as it is
viewed as an effective differentiation form places or lzatlons in better

positions compared to their competit ( I n QIO.}_}Qright & Fill, 2001;
&

Kirdar, 2007). In an attempt to th\N tr 10 between public relations
and image, Christine M. Piotro tedt‘_ tp 'c thﬂS involves “all the efforts
of a firm that go into creatj lmige he in order to positively affect the
public’s opinion of the IQtrp WSk IZO Slmllarly, Kirdar (2007) considered

image as the 5pec if] mzat n 5%'\(%& the public relations department is in
e

charge of. c}?'
This aé\m views image as encompassing all public relations activities,
tools, ar@s used in communicating information of the organization to its publics.

Kotler (1991, p. 570; as quoted in Bergmann, 2002, p. 50) defined image as the “set of
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beliefs, ideas and impressions that a person holds of an object”. Other scholars have
observed that image is the total impression that the entity makes on a public’s
perceptions (Brunner & Brown, 2007). Furthermore, image has been descrlbed as “a
mosaic made of all the conclusions different publics make after beinn to an

%n all these

organization’s public relations efforts” (Brunner & Brown, 2007, p&

descriptive definition, the basic idea is perceptive psychology. Be&nann (2002) has

insisted that image should be taken as the actual reality. Y.
Relying on literature, Bergmann (2002) concl A Jnsu ers perceive

what they see as the reality and therefore it would b§ggnadmisgible tere)\‘?hat the
consumers see as copy of reality or not actual realitv. W the dk/ t ghat @Tlc relations
does not effectively present the psycholognca ramzéﬁn, image forms

&

and the gaps in the presentation result mt 1ation o@Rnap riate images. This

paper actually seeks to find out how 1 elgn%’rjar@;e ts in Jordanian public

ministries can present the ministries\ e be poss,é% in terms of psychological

reality to ensure that appr%zmagje ar s§ When publics evaluate an

o‘_.‘<°

organization or its produ the nl:“

organization, or just th w 9

In public ag
% " 4
numerous nega n

‘éé()ntroversial term owing to the word’s
notations sudJ's surface rather than substance (Brunner &

S
Brown, 20 a result, some public relations scholars have avoided the use of the
term. Im ncompass all corporate communications indicating that public relations

concerns 1tself with unreality in that practitioners “manipulate, polish, project, tarnish,
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dent, bolster, and/or boost something that is not real” (Brunner & Brown, 2007, p.
358). Image combines publics’ symbolic about an organization (attitudes, perception,
and schemas) and the organization-public relationships (Brunner & Brown, 2007).
Image depends on the activities of an organization such as interaction o Yg.ement
and publics, financial performance of the organization, leader’s b&%r | patterns,

and organizational day to day operations.

¥ |

Brunner & Brown (2007) reported that Image resultw messages that an

organization sends either intentionally or unintentiona%\io 12‘11_\/, ynage results
from historical, social experiences lived with thegorganizagion. 'bﬁgﬁlations

practitioners who wish to promote image must eMwre thpt thej coRmunications
\ N
reflect the mission, values, culture, and peragnal®y ak orga@i.on. All these
aspects are, among others, reflected in th@zaﬁon’s J
the information communicated can be g™ of Mr S, n@letters, news releases,
]

e W R
and trade publications. It has been% ed th tive ﬁ;gamzanonal image among

N
publics produces positive effegpts oiuninvc’ved yoli
s 3 e :
Pruzan (2001) wrowa c \ rate(rgbutation in relation to success and
credibility in which h\d&ribe
increasing attemio,q' .
Wy,

~

ati Qﬁ{d reflective perspectives. With the

)

@e constituencies or publics, organization

compeid dvantage (Pruzan, 2001). As a result, organizations have adopted a

pragma erspective on corporate image. Under this perspective, protection and
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enhancement of reputation is viewed as an obligatory condition for the organizational
survival, competitiveness, and maintenance of strong organization-public relationship.
The reason for this kind of scenario occurs as a result of increased media focus on the
conduct of the organization in which the media is ready to report v nethlcal

L?rvwal The

conduct from an organization, which threatens an organlzatlm\

consumers themselves are also keen to notice any unethical q'!lavior about the

organization to publish it, especially through web tools suc | networking sites.
These consumers, which form part of the organization’ @en referred as

political consumers, the conscious consumer, an e critigal n's @'(Pruzan

2001). These consumers are concerned with_sotl, etjl 1. Jand ‘Q'nvnronmental

zan&s' this “ethical

&

e (@ices on the products

responsibilities for an organization (Pru 019‘

consumerism’” (Pruzan, 2001, p. 51). Th\ sumers

they should consume depending on t alﬂc% f t

Other than ethical consum& ere e,m‘ﬁ!al investors. They focus on

the ethical conduct of the or Zon in lddl?O‘l &prohtablhty productivity, and
IOI’l

share price. To be ethi the 0|<C to be sensitive to its image and
reputation. The organj d(:p qgna@ perspective to protect and nurture its

image by avoiding ical eh @éncouragmg ethical behavior. Through this

perspective anﬂ% vView O acﬁia@é the goal set, the organization effects changes
in its stru y, for instance, creating new managerial positions such as “ethics

officer an, 2001, p. 54).
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Reflective perspective is a “deeper level of inquiry” that has resulted from the
management’s reaction to the issues facing the organization as a result of the publics’
focus on the organization’s reputation (Pruzan, 2001, p.54). This perspective is
metaphysical in nature and seeks to answers existential questions. This s itself
with the essential nature of corporate reality as opposed to the corp‘& appearance.
In other words, reflective perspective is existential in nature and (R;ms itself with
internal aspects of an organization such as identity aIY'nneg,rity_ Pragmatic
perspective is rational in nature and concerns itself vagx{trn I origptation of an
organization with special attention to image (Pruzan fo 5'0f present
study is image and therefore pragmatic per e 1 YQF pragmatic
perspective is applied in the context of Jor nmg‘n it be seen that the

ministries have to be sensitive to thei e 1 l\nf ngocnal, cultural, and

environmental issues to ensure that it] al. ﬂ "}
&
A study was carried out t 11 attri Aes that general practitioners
I
and pharmacists in the LK us®o orm ,of‘o ical practice among companies
manufacturing drugs (Wr 11 ‘ZOO . Th@dy design involved both qualitative
N
1O
exploratory research un ric trﬁ&vnews and quantitative design. In the
N : .
exploratory phas Sea& ed@gmental sampling to obtain a small sample
consisting of € managers, gﬁ@ral practitioners, and community pharmacists.
This ph esgned to identify the five most important attributes. The attributes
identifi re drug effectiveness, level of Research & Development investment,

relationship with representative, cost & effect relationship, and efforts to train staff.
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The next phase was the administration of questionnaires to a sample of 104
participants. The results demonstrated that drug effectiveness was the attribute
perceived as the most important in forming the image of the manufacturer. The second
attribute was the Relationship with Representative attribute, although ot@eved
that it was the most important. Others (in order of importance in M G positive

image) were level of research & development investment, cost & eNCt relationship,

and efforts to train staff. The results of this study are importa current research
in that they give an idea to what an organization that seek 1(@]35’6 should
L2

do. For instance, although the study is on pharmacy, it
y Singd. efffrtiveness of
\ {_y
all products and services that organization pro@ “\ é

2.3.2 Management of Organizational lma&

Public relations can effectiv )\a@g @nce image through
PINGATY,

“« Q-

! nce&mage is that it enhances
\ ol NI

customer loyalty (Hung, 20% rpor .lzlgahould be projected in the

organization’s communic t'Md al; S org@ations should ensure coherence,
L
consistency, and imagtNei q?udic s (Argenti & Forman, 2004). This

ensures that the or@m; ner, @manages the image it creates among the

publics eﬁ'cctivcjis 0,3-
\

The im f an organization is the mental model the publics form whenever

easily gppli@ble’in¥MN other
D
L

areas. For instance, the effectiveness of drugs ma

communication (Hung, 2008). The

o

they t@ that organization. Image contains sensorial, cognitive, affective

information (Schuler, 2004). This image is formed as a result of organizational
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information that the publics receive, then organize in the publics’ “data banks”
(Schuler, 2004, p. 37). As a result organizational image that publics form depends on:
the organizational information the publics have; the way in which the publics acquire
the organizational information; publics’ personalized or individual way of cagggorizing
the information about the organization received; how the publics% ive the
connection between the received information and the informatio&eady in the

publics’ memory; how the publics perceive the connections bet@(he pieces of the

received information themselves; and the personalized ¢ iNividual way through
which the publics access information and retrieve the d nat mak e models so

g8
as to think about them (Schuler, 2004). ’ .{9
P 4

Nl ation%fther through

ons&uch as logo, name,

®)

ﬁmage formation. The
N

e on the process that is

through: constantly informigg tk

organization;, keenly keéan
organizations’ publi daelo nes
_ : B 5 £ . . : i
publics to help ieving, ¥ma#intaRpmg, and improving the desired image. A
.:& : &Y

company nee \enaage in the following operations to ensure that it intervenes in the

image fo so as to have a better image.
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First, the organization needs to know the kind of image it wishes to build in the
minds of the publics. This implies that the organization needs to have a clearly defined
image 1t wants all its different publics to have. The idea of the kind of lmaWt the

organization wishes to have should be spread in the entire organizatio %lym y that

the internal publics need to be aware of the image the organizatio s to create in
the minds of its external publics. Proper definition of the image mmunication of
that image definition in the entire organization ensures th l e a tions and agents
of the organization are tuned to achieving the intended 9 positively
aL =
influence image formation, an organization has to tNe km 0 bedqach of the

organization’s publics has formed about the orgmo e awa@f the image

the publics have enables the organization t@t O takget in an attempt to

o)

influence the formation of image it wi s to %TS the organization to
N

evaluate the image that the orﬂamm%s alﬂead ml%o in its publics (Schuler,
N
N

2004).

l
2.3.3 Addressing Negative Phty {%}d‘é}@ mage: Public Relations and

Crisis Management &\ Q @
T
An oruamzamﬁ}pu atforgdigt l(_} pe may be heavily destroyed when it

e

O

\
receives neﬂative% ty fgp edé\(Hoeken & Renkema, 1998: Carlson, 1999:
Yv
Carroll & M s, 2003). For nm@{ce, the media are always keen to find issues

such as I%«on employee exploitation, and child labor, among others within an
orgar o publicize and demand action (Hoeken & Renkema, 1998; Carlson,

1999). The location of the story (front, inside, back, etc), length/size, are crucial in



analyzing the story and the publics are aware of these details (Carroll & McCombs,
2003). In other words, the prominence of a news item influences the prominence of the
issue of concern among the publics (Carroll & McCombs, 2003). Readers, including

the organization’s publics, perceive such organization as for instance, lesst rthy,

o\

less attractive, and less competent within a week of reading the article. :%
To enhance and maintain the image of an organization, vblic relations
departments need to engage with the publics for effective strM management of

social and political issues (Saiia & Cyphert, 2003). The is can gement demands

that organizations recognize emerging environmental and sSwial sMinQ),rporate
| o . | &

them in the organizational management. This ensu at tht}o ga zatl%_ activities

are in line with the expectations of the publigs. ica serycY that effective

(> °
organizations are those that are able to Nr and ap iaté‘respond to social,

political, and environmental issues aff C%thenwi ics (Saiia & Cyphert,
) A
QY mg&inistries.

protecting the organization’s

$ o
reputation, brand, and image &ergiso \\Q e Yhandler, 2012). Crisis management

is increasingly becomin@tia nagﬁ"organizational reputation, brand and

’
. (Q 2.5
image, especially ir@, rakef ofh vy\' ancial loses to both private and public

organizations. Thﬁ&!es occ foﬁo

@g the erosion of organizational reputation and
| 9
image as a re;\f poorly managed crisis (Ferguson et al., 2012). Poorly handled crises

can serio damage organizational reputation and lead to loss of revenue, legal

problems, and unhappy publics (Ferguson et al., 2012). In most cases, crises pressurize
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organizations to provide explanation and reassure relevant publics. Most of the pressure is
attributed to how the media have covered the crises. Media coverage provokes an urgency
to communicate because they appeal to many organizational publics. Ovatlonal
publics rely on the media to get both news and interpretation of the new qequentlv
media coverage can significantly shape organizational reputation dur$11es of crises.
Crisis management involves the overall strategic p]anninuwg'at preventing,
mitigating, responding, and recovering routine operations dug Yreqatlve occurrence.

Crisis management is accomplished through va stra wSt successful

crisis management requires crisis preparation (Cooj 007)y P a'at for crisis
: ; s o
ensures that any damage to the reputation of the o atlh\r ms@/the minimum.
Properly prepared organizations are able to a elyqo!cnses when they
arise. To prepare for crises, PR m ’er r rjee and practice crisis
communication plans in which thev e Bver r1s 1 enanos (Coombs, 2007;

Fearn-Banks, 2007). However, this ’y hml in the sense anticipating and
Fs | .
simulating every possible sc npl% he reason is that crises are

unpredictable and sudden (@ !Vha 5 0 . Therefore, crisis preparedness “can

only go so far in helping \ra z4i sp!:c(J ully manage a crisis” (Wigley & Zhang,
\

2014, p. 2). In addn \elﬂbgtstud% have demonstrated that crisis management

Y'

preparedness i 1% al, but its usefu \g 1s overrated (Wigley & Zhang, 2014).

(ase% been reported of organizations that handled crises poorly despite
having anagement plans such as NASA and the explosion of Challenges Space

Shuttle and the University of Maryland and death of basketball leading player Len Bias
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(Marra, 1998; Wigley & Zhang, 2014). However, some organizations have managed
crisis successfully despite having no crisis plans. These may be exemplified by Johnson
and Johnson and the successful handling of the Tylenol tampering case and onald’s

and the success management of crisis following mass shooting in thei %urant in San

Ysidro, CA (Wigley & Zhang, 2014). These cases have led t conclusion that
organizations should have a “communication strategy that orts the attributes
necessary for excellent crisis [management]” (Marra, 1 z 4’)§) Therefore, PR

managers need to go beyond the presence crisis manage

t opsider other
.
K

factors that influence successful crisis management.

There are two conditions that must be m Q’successful crisis
management efforts when they occur. TheS\we two mcatlon culture and
communication autonomy of the PR ma At \@a mcatlon culture draws
heavily from the excellent theory, requi s t "P&Sﬁanaqers adopt a two-way

symmetrical communication (M 8) er@h this observation, Wigley and
Zhang (2014) found that Pwa m{ ﬁ@elve their organizations as highly

using the two-way symm on

ion Q%Te more confident in the ability of their

&

|

organizations to tackl su C l&. fpwever, these PR practitioners did not see
3
themselves as mo ldent’t &ileé?is management successfully. In the two-way
>
symmemcal I t1 ship, the extem™to which organizations are ready to release
informati ISIS is crucial in the success of crisis management (Robertson, 2012).
OrMwflzations in crises are the most important determinants of how the crisis will

impact on the organization’s image. Companies should ensure that they proactively share
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(Marra, 1998; Wigley & Zhang, 2014). However, some organizations have managed
crisis successfully despite having no crisis plans. These may be exemplified by Johnson
and Johnson and the successful handling of the Tylenol tampering case and McDonald’s
and the success management of crisis following mass shooting in their re@ in San
Ysidro, CA (Wigley & Zhang, 2014). These cases have led to ti\%lusion that
organizations should have a “communication strategy that su the attributes
necessary for excellent crisis [management]” (Marra, 1998, p. 5). Therefore, PR
managers need to go beyond the presence crisis managem nsjand consider other
factors that influence successful crisis management. \do \Y'
L&

There are two conditions that must be me order_td hive essful crisis
7 N

mg’&tion culture and

nnétation culture draws
heavily from the excellent theory, an iresh\sfﬁ agers adopt a two-way
(]
Co

management efforts when they occur. These inc% i

communication autonomy of the PR manag (@wo-wa_

“ <§1? e
symmetrical communication (Marra~& W10 wﬁo is observation, Wigley and

NS
Zhang (2014) found that PR amers h ppr@ S RS .
. '2 s e : e
using the two-way symmet;§)m w& ore confident in the ability of their
organizations to tackle ce

S
@
themselves as more e nt td ha
&2 S
relapnWi

symmetrical p, the extem@’ which organizations are ready to release

S

information o \s is crucial in the success of crisis management (Robertson, 2012).

@ tions in crises are the most important determinants of how the crisis will

impact on the organization’s image. Companies should ensure that they proactively share

Hc&%er, these PR practitioners did not see

cr&d management successfully. In the two-way
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information with the media, regardless of how much the information may be damaging
(Robertson, 2012). However, if the company withholds information during crisis, the
company loses the control over the release of information to the media. The refusal to
provide information causes increased media attention and prolonged mediaWage of
the issue. Journalists work harder to unearth the negative information, w, creases the
chances of organizational image damage. When information that ha withheld later
comes into light, it generates more media attention and concerns ap if the information

:K 'ournahgts 95% of

had been released when the crisis first occurred (Robertso

those surveyed) observed that they would have serious gpicpns 3 (Qiamzanon
3
initially withholds critical information or attempts a r up, with @m g} em saying
s

this would make them “dig deeper and harder for &diti nmxg@’ng information

(Robertson, 2012, p. 15). \c')
The second condition, communig aut@? e that organization give

sufficient power and authority to th
the boardroom decision mal\m%
who just wait to be instructgd W éﬁme (Wigley & Zhang, 2014). PR

N
managers who enjoy ¢ %’lica' tonzﬁj@ also enjoy the support of the top
& 0 I
) ’
management and freQn' mgke gn¥he-,

t decisions. This way, senior PR managers

’ “é iy :
need to be val ers of ¥he ﬁomymm coalition who should report directly to the
NG
CEO (Marra ) PR practitioners with communication autonomy do not have to get
permissi the top management of an organization before releasing information to

the publics:



In addition, PR managers who enjoy communication autonomy do not have to get
permission for organizational attorneys before releasing information. Recent research
(e.g. Wigley & Zhang, 2014) has showed that senior PR practitioners who arvﬂ,ot‘the
dominant coalition are more confident about the ability of their oroamza manag
crises successfully. In addition, they are more confident about their abu and that of
their organization and the CEO to manage crisis successfully (\ ley?& Zhang, 2014).
Consistent with Wigley and Zhang (2014), Lee, Kim, an Z (7014 ) reported that
CEO spokespersons were more effectively generated posi eval the company

' N
s’c@lumcanon

mm%lhas significant

.1bil'uz, and identified the

by the public’s during crises compared to lower PR pr, ers agtir

directors. They concluded that the level of PR mana n

impact on the lowering of publics’ atmbutlm\%w&

need for giving power and authority to sengor PR R $( %& al., 2014).
@ > .
In another study, Wigley an\ g (Q11) (’es@ed use of social media in
crisis planning and disseminati nvmr atic u&:@c isis among Public Relations
% l
Society of America membe &1 K).{ af‘é}arly 50% of the participants had
incorporated social medu&&lv t _l|0§by Facebook, blogs, and Youtube), in
|
their crisis p]annmu@v &7 6_0(3? Social media was included in the crisis
N3

planning for the s of inpprnftiogistribution and monitoring for potential crisis

V
N_ 11). Research {'?shows corporate social responsibility (CRS) is an

o

*

(Wigley & Zt

importar in cushioning an organization against future crisis. In responding to a

crisis, orgamzations should pay special attention to the organization-public relationships.
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Sometimes, the media may negatively publicize the organization using false
information which the journalists may consider as truthful. However, media can
undertake corrections to repair the damage resulting from the negative publicity if a

court of law finds such criticism unwarranted (Hoeken & Renkema, 199 & aim of

such corrections is to repair the damaged image. At times, the com) S may not
achieve the intended effect since people maintain their original bim%s even in the

event that they are made aware that such beliefs were formed gayadse grounds because

the corrections rarely provide alternative explanatiq - cl)se ed issue in

question other than denying the issue allegations ( H@z cem 5$
Hoeken and Renkema (1998) designe d r \' ®e effect of
Y—
correction on perceptions about an organiza t Sc!Tdu and@ effect of such

L‘
e 1enQi 48 men, a total of

S

l@s found that corrections

correction on the firm’s image. The pammm

89 participants aged between 18 and s ﬂ
q

were effective in correcting neuamNzyy est ‘%hed that after reading the

correction, participants perce% co" an’1 J trustworthy, more attractive,

and more competent. AttKNng t||e C cuo amc:pants indicated that they less

believed the compan\% ve
s@es which have indicated that readers are

inconsistent with &' ’p evyfu
&V

insensitive to‘&ectlons that dog provide alternative explanations for alleged

it such an illegal act. This finding was

illegality. @ kr. of key concern, and probably the difference between the previous

studlgls one, is that the previous studies mostly dealt with events which had

actually occurred, such as burnt building, and the question was on the cause of the
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event, not the occurrence. In this study, the question is on the possibility of the event
occurrence (Hoeken & Renkema, 1998).

Further, research shows that accepting wrongdoing may work wwly for
those firms with an established positive image. Decker (2012) purpo@ examine
potentially moderating variables impacting reputation by assessing 1h-ekor reputation

of the firm and its responses to negative publicities. The study, %zadopted factorial

; ?’esults demonstrated
ng ”WS were more

o
favorable in terms of trustworthiness and expertiset@ve firgns t}b@tablished

: ; 4 X~
good reputation before the wrong doing alleganvurﬂm res%a showed that

the organization’s response to the wrong%vm (;}i gr { influenced the
impression of the respondents on the t M}O\h. &T Eertise of the firm. The
study demonstrated that admission ng®doi az;@ectlve than wrongdoing

denial or decline to give commen e mptte N
BN
n

The overall conclusio s tha# ph% wrong doing allegations by an

organization would have@iv 'ﬁ'e on i @age (Decker, 2012). This is a useful
NN ‘2% inistries in Jordan have b
study in the currentj ey ch give P %(3 rmnment ministries in Jordan have been

d oﬁw#vit' that have a negative effect on their image. It

N : .
ing positive im?? would ensure that any acceptance of any future

design, analyzed questionnaire data from 336 responden

that organizations with good reputation prior to wrof§

—

accused of cor

implies that %

wrong &M would safeguard their image. Therefore, the study is timely because it
will he ministries cultivate appropriate image which will be a way of insuring the

image from negative publicity.
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2.4 Measuring Corporate Image

With corporations perceiving their image as an asset, there is an increasing
need to measure and verify corporate image. The best method for measuring image is
chosen by the theoretical framework from which it is approached \ These
approaches include an approach that perceives image as a network ?}ings; as a
holistic impression of the object position in relation to its competifrs. Other factors

that influence choice of technique include pragmatic and gic considerations

(Riel. Stroeker & Maathuis, 1998). Generally, image n € en@ds are either
: : : . .
open-ended or close-ended. The open ended tech@ask rtic ainsa’g'prowde
their own description of the company while clos%e' niquétsjre es@'ﬁicipants to
provide an assessment of the company on tl}fw usF% id tiﬁed@ributes (Riel et
al., 1998). In a study investigating imamas;@ tec}Qﬁues, Riel and co-
workers sought to find out whetheéa ergil’ m sureu}nt techniques produce
v 4

y t@best method for measuring

different corporate image measuges, d pe e
corporate image. The method% attitug® sC §§ Qort, photosort, laddering, Kelly
\r‘o-‘ &
Repertory Grid, and Natu&&upi;& oY et 3&98),
The researChe% d hat?»ﬂs tpg('ained from open methods, which are
@

qualitative in nat%kn by se) a i@s in closed methods. The purpose of the
sy e -
study should\ ine the choice Q@fethod, In this light, open methods are useful in

those situag n which the organization seeks to elicit image dimensions. On their

/.

e

part, thhods are useful when the company wishes to monitor its image while

comparing it with that of its competitors over time (Riel et al., 1998).
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2.5 Public Relations from an Islamic Perspective

Public Relations in Islam emerged when the Prophet Muhammad (peace be
upon him) started his approach in public relations from the first moment of inviting
people for Islam, he sent the qualified Muslims to teach people abou and he
advised them to represent the bright image for Islam (Yunus, 2 t?«e modern
public relations is interested in the establishment of public relatiom practice it, to
gain publics’ loyalty, enhance organization’s image, and heiv ieve profits, or to
achieve some political gains for some individuals. %Id (lf Igamic Public
Relations is expanding. It aims at the establishment offigiendly tlati bae,e_"on love
and cooperation among all human beings, in ord nﬁ aghut W supportive

Y-
human society (Kahil, 2009). That means th w C elat@g 1s intended for

organization or individual. 3 Q l’.}
" &
The Islamic culture has i Mm 1S @)ubhc relations in the call to
:;0(

[slam by using persuasion, [% n }iizg:m and intangible evidence. The
“Shura”. for instance. h tedla h:iplzéitakmg decision and spreading the
N

U

[slamic religion by e }esogjmasnds and in various religious and

social events. Th % ofﬁ) @ in Islam are various. It includes numerous
0

basal pnnupl ich are now t undation used to practice public relations. In

addition, %and Hadith explain and clarify adequately the quality of the relations

induale organizations, nations and other systems operate and coexist

with one another (Othman, 2011).
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It is accurate to state that Islam has cared greatly about human beings and their
dignity, thoughts and wishes, thus we find that the Islamic call was not spread by
force. However, as evidenced by historical facts, persuasion and evidence are
employed in spreading the call to Islam. As such, the Prophet (Peace% on him)
implemented means of personal and non-personal communication Amed to send

messengers on his behalf and send letters to kings and lords al]iz them to Islam.

Persuasion, which was cultivated by the Prophet (Peace g u im), is one of the

most important means on which the art and scienc u iWns is based
e

(Othman, 2011). ' ‘S

: ; i e :
The people who constantly face the daunn?m . u relem‘o;;s are aware

that the basic foundation of this science de@v t ev\a o tg‘g\eate a means of

communication and a constructive dialoe:e. ‘bh\th ealls to an understanding

: AR -5
that the initial step to achieve this 13%55(35‘%6 ltv@nstlgate a dynamic and

efficient communications channe%g tf ct@t all Muslims, regardless of
E (

their countries of origin, are soCial Jhdiyid#t 4N, a respectful salutation or even

O
lovely and simplistic w@asi gate @hearts. In this respect, Islam has

4 g O
always given importag the fise

! . .
sﬂu@ ns, or Salam, as an introductory part in
3

every form of co@iaﬁo‘ﬁi&is cially designed under a system of manners
m

S’
of salutation, & iweti

appropriately the’etiquette of salutation (Bdear, 2008).
Th ice of the Islam tenet of Shura within an organization necessitates the

leaders t ow the feelings of the members and hear their plight, thus allowing the

organization to be professionally sincere and meet the individual needs of each
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member perfectly (Zain, 2008). Another advantage of the Shura principle in Islam is
that they give the Islamic institution the opportunity to show its opinion, policies and
programs to the citizens in order to convince them of its use and to hear their opinions
and orientations, thus it aims, through these public relations, at dive Nrpublic
opinion, community awareness and guidance towards its beneﬁtsﬂN interests by
means of kind words and warm style (Zain, 2008). That’s e.\'actmat the prophet
(Peace be upon him) was ordered to do, Allah (S.W.T) alw*nd speak to people
good [words] } (Al-Quran. Al-Baqarah 2

There is a very bright image in the prophet ( 1'1) aﬁ'nghtly
Guided Caliphs’ history that demonstrates ho p d-t Y.prmmple of

“Shura” in surveying and knowing the opm1 s €0, T(s a the ﬁv that concerns

}31 being split equally

@nsaar) This means that

NG

them. This resulted in to the membership o h ]UT
an

;"cf'

between the immigrants and suppo uh®ajir

Islam recognizes public opmlon e of$s sound representation of the
'S
Islamic public and its effect on or t t&i Sion. Also, the prophet (Peace be
upon him) and nghtlv C Qed\ S_|IdS Hajj seasons, administrative
bugging and other mea f u ce the public opinion, and to know the
status of the pan X and® Jhei mplams about the governors of regions and
' .

resolve anv c ts through justid’and righteousness (Zain, 2008).

T, a I of above-mentioned claims and arguments in perspective, it is

ogical t te that the holy Quran and the biography of the prophet, including his

actions and sayings, are practical applications for the modern concepts of public
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relations. This is for the reason that the era wherein the Islamic call was spread out by
the prophet is considered to be a historical era that has played a major role in the
development of public relations through all the guiding principles it taught. In this
regard, we can truthfully state that Islam is a religion with a mission an% ¥ since it
assigns every Muslim as responsible for communicating with all natﬂ&nd using the

principles of public relations that began during the conce;%zf the immortal

messages that are deeply inscribed in the Islam faith (Emarg, IYH

Public relations became pronounced in the N

2.6 Public Relations in the Middle East \d. v
&
e Ea? eg nin@*)%s (Smith,

from the Gulf

States including Jordan, Saudi Arabia, Kuw‘\%ﬁar, B (@‘n and the UAE. In

addition practitioners in several Middle %ties%& S " Middle Eastern Public
? ]
U]
Relations Association (MEPRA), wh\ baseg:%ﬂ U&B}(Smith, 2013). Kirat (2005)
N

dengd (2 organization’s instrument for

o
s
W
8
&
=
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5
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o
=
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o o8
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e public, publicity, and propaganda.

‘d @‘diling to market the real image of Islam

4
akﬁé’esw PR will potentially act as a crucial tool

and Arab (Kirat, 200%p1te he
& ) ol
for fighting challeges¥ssociate witl}ggzocracy and public opinion in the Middle East
(Kirat, 2005) e\
@e some studies which have been conducted in Jordan and Neighboring
countries. One study was carried out in Yemen and the other Oman in 2000. The two

studies sought to evaluate (appraise) performance of public relations departments
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responsible for government ministries and agencies. One of the studies, Al Faishani
(2000) “Measuring performance of the public relations units in Yemen’s government

ministries: An empirical study”, sought to investigate the relationship between
performance of public relation units and variables including huncn sources,
financial resources, administrative organization, scientific occupﬁkg of public

relations. among others. The study reported a decline in the %fgnance of public

relations units in Yemen. Y v

It also established a significant relationship ee line in the

L 2 T
performance of public relations and non-engageme scl ('C‘C{%a SonEst
public relations. Additionally, the findings demo a% atis@ﬁip between

lack of sufficient human and financial resocwurtl‘ﬁr e, t@udy found that
low performance was significantly rejated ﬁ du§zg>nal qualifications.

Compared with the proposed study g befseenyt®at t@tudy was to assess the

N .
r s and @‘actors responsible for that

level of performance of public @ns
performance. However, the%osed\’ﬁdj;l sQo investigate ways in which
government ministries ir@c lenl ce tl@c-l}nage using public relations.

The other stUL%H\a

\
kit yd) cigejrformance evaluation of governmental
. &
public relations Sul

te of Oman from the perspective of other

e 'S
» S : £ public relati
departments rs”, sought toz@valuate the performance of public relations

departn ‘%)erceived by directors of other departments with special focus on the

o

means ethods employed in public relations function. The study aimed at finding

out if sex, education, ethics, and experience affect such performance. The study
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reported moderate performance of public relations on Likert scale. The study did not
find any significant relationship between public relations level of performance, and the
personal variable studied. However, significant relationship was reported_between
experienced and performance, with strong experience being lm better
performance.

Unlike the proposed study, this Study in Oman ail% evaluating the
performance of public relations departments and the effec ownence, sex, ethics,

and education on the performance. This differs with th ose % that it seeks

L]
imagp thrdugh cg:public
b
A NQ am&- The sample

thee:é;osed study will

to find out how government ministries can enhance

relations departments. Additionally, the two stu

for the past study was directors of other d@
use a sample of employees working in ttg\wrn nT1 I&

Although a few studies have%ar‘ Jq@n, none has focused on
improving image and reputatim%m r1€Se PNiS ges this study essential. Al

AbdAllah (1992) study sought tQ O w the work of the public relations

\ stn@al sought to identify the means of

departments in the ment age

)
communication the lel 1ons 931 ts employed to remain in contact with
\ ; 7 3 :
the people. Addj tl£ ? ha@ ts goal an exploration of performance of

public ICld[I rtments in conaig'&m& public opinion.

Qﬁ)i (1995) study, aimed at exploring management practice skills in the

of public relations in the Directorates of Education in Jordan. Another

2

ﬂ

(D

’J

departn

aim was to identify the extent of the importance of the management skills. The study,
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additionally, sought to determine, if any, the statistical difference between the

responses provided by public relations practitioners and education officials.

Furthermore, the study intended to set as priority public relations in light o{ihe extent
of use of the process including planning, communication, implet&ﬂ on, and
evaluation. A

Al Adwan (1996) study examining achievement and%‘fezweness level of
public relations departments in Jordan. Attention was pai o?elationship between
such achievement and effectiveness and variables i ng st yhbers, senior

sy
departments support, task purpose and structur nd the lﬁe.@\em and
B ¥ L

effectiveness level. Al Qudhah (2004) study SOU(:YH atmukt 5oalv'?_dbnllf|ed In its
title. In the study, 171 employees complete@“ﬂio jir . Th@a was analyzed

using SPSS together with descriptive stagstical’'m ‘égdy concluded that the
N

public relations departments have\%l—de‘ﬁne aiméacluding gaining public
support; planning in the public reY@s s,stel ndb’@t the rate of evaluating their

l
activities is relatively high, a%% £ & 4ecommended that public relations
departments be run by q& p C}o
|
’
However, the ﬁ%s sthdigRer€ r rf?rkably different from the current study

N
being reported. Ewson ﬁ\ Ftinggshes this study and makes it different from
previous onegys that it aims to e%ine the image of ministries by measuring the

impoﬂQ satisfaction of image attributes and finding out how government

ministries®®n enhance their image through their public relations departments, while
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the previous studies has addressed the evaluation of the departments of public relations

in the governments ministries, with regard to the administrative and technical aspects.

2.7 Theoretical Framework
Literature reviewed has demonstrated that image consists of ;cg(:s that
result into mental models. Publics construct these mental models ming on how

the organization impacts on them when they are on contact. T%zthe publics form

image and reputation depending on the perception 1W'make in light of
organization’s environmental, social, financial, and po#gT be w organization
L ]

establishes contact through communication, which e rofe du&ﬁ;“ relations
e . 's s
departments. This implies that a theoretical m thN pa lar focus to

understanding how image is formed so as 1 e

will be effective. The researcher holds ttctan\n&?n
involved in image and reputation‘\%ion%

positive influence on the image Ymtio T
literature reviewed. As a resuhl

\
results of this study f‘ror@
2.7.1 Cognitive Att@n T

SS‘Q{mage formation

%ghe cognitive processes

(93

The (CO(:,S attribu

and 1958 p thns as a cogni

&
?Ve approach toward psychology (Krull, 2001).

Heider MgaMaed the idea that when people observe behavior, they are interested in
understand®g the stable causes of the perceived behavior so that they can make

predictions about the future occurrence of the behavior. Second, Heider insisted on the
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difference between personal and situational causes. This observation implies that
people may make conclusions based on the qualities attached to an entity or based on

the situation to which that entity is in. Among the personal and entity atgibution to

causalitv of behavior. Heider observed that personality was more pre ’ This is
because, pointed out Hieder, an actor and their acts are perceived a&gle unit: and

as such personal factors tend to be the origin of personal behavigr m 2001). These

observations imply that attribution theory concerns itselfs wwvxusation Therefore,
see

the primary principle for attribution theory is that p - Werstanding to
i L ]
J

determine why an event has taken place. é | ‘{-,

2.7.2 Application of Cognitive Attribution Thvo ati%h}.Reputation

and Image \G? 0‘ 04;4\

Heider observed that people ac likely ttTo %ause for an observed
= :
fu&@ explained that an action

Sy

/5

behavior to the person rather than tK ion®ei
and the actor constitute one unit, at
N

is to be found within some situ on.J{ r@&; demonstrated that formation of

organizational image &n&re
communications tb: :"ceiv I

Qirogental, and political issues. The organization

S

rm a unit. This\lmt, or entity, is the one responsible for the

erceived as the entity, which

by.
)

1“t@ organization and the organization’s
N

ublics depends on the various

w
]
I~

responsibility in

and its acti No

chavior. Viewed this way, any behavior that the organization exhibits
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These impressions constitute image and reputation of the organization. This
implies that if the organization gets involved in desirable activities, they will be
attributed to the organization and that will positively influence behavior. darly, if
the organization undertakes undesirable activities, then it will negativ ence the

image formation because the publics attribute such activities to the orgWnization as an

entity rather than the situation. Since this study seeks to identigg wglys through which

public relations departments can enhance image o Jmian ministries, an

understanding of the causal nature of image formatio n hegp blic relations
% *

departments to gain an understanding on how ence Jin e,zm&"repmation
formation i
2.7.3 Cognitive Processes Leading to th I prcaqms

Formation of impressions prec the %vn ages and reputation.

G : \l

Upon an observation of behavior, t 1 t'i've cesses are involved in the

formation of impressions. Firgs,

o,ser |hSQL\amzatlonal behavior through

thé‘é)lent features of the behavior or

S
its activities. The publics Q eny

n i@ﬂation to the dimensions of reputation,

activity or action the ox.@ n

cti f the publics. This may hint as to wh

’ §J0 p y y

organizations ef %r to b vabl{’Vhrough advertisements and sponsorships of
9

events such \}rts. The second step involves interpretation and judgment of action.

or the salient actl()@a thgd p

The pubMagaMerpret and determine the organizational behavior on how it benefits or
harms them or the society as a whole. It is believed that the cognitive process involved

in image formation is the same whether the impression to be formed is good or bad
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(Sjovall & Talk, 2004). The interpretation depends on the nature of the publics and the
nature of observed action. This explains why different publics will have different
impressions of the same action by the same organization.

The third stage may be taken as the automatically attributing theY.vior to
the actor’s personality. In this study, the actor is perceived as the o \tion, as it
has already been noted. Heider observed that people are mor%y to attribute
behavior to the actor than to the situation. This disregards Wghtional and social

factors, no matter how evident they are, that may hav gn Tsponsible for the

occurrence of the observed behavior. This is a form of by aghins

#cter and has
2

been termed as “fundamental attribution error” ( 2001; pjoFall & Yalk, 2004).

This is because the behavior that is attributed w;vqi son%ﬁmy have been

caused by situational constraints. This ol@on imp th@ublics perceive the

observed behavior by an organizati@ns‘%@So@zation rather than any
i

U} Q—
social, financial, environmental, CN cor&ﬁc recession) and political

S
constraints that the organizati% be faging Alncebmn resulting from these actions

i ¢
such as layoffs, are first gtringed t\‘lispo&f)n of the organization rather than,
&
say, economic recessio \ 03:' (’.)(J
The next & wojyvs)g itpds® attributional processing. The aim of this
£
phase is to ew\Ahat behavior 1@ attributed to the wrong entity. It involves a
careful coneg ion of the situational factors within which the entity is situated in
additio& personality of the entity. This process needs time and effort and as such

does not proceed to completion because there are other issues to be processed; and in
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some situation it does not take place. The existing impression about an entity
influences the outcome of the attribution processing in that the observer’s previous
impression may focus attention on the aspects of the observed behavigr that are

consistent with previous impression. This may be the reason behind %\ finding
reported in this proposal that organizations with good reputation haﬁ&eir reputation
repaired following their acceptance of wrong doing allegat%R;the media as
opposed to organizations without good reputation priorgto \rongdoing allegations

(Decker, 2012).

\d, v
In the event that the situational factors ar@ to pe ;‘)@e for the
1T

s b

i ot‘@é actor as the

’ ist.ﬂoeken & Renkema

O

(1998) have studied the latter. The study%eport } $ @posal_ For external or
e% )
S

situational factors to be viewed as tK e o{beh iﬂk@y must be salient and co-

w pu}lic Ie@%% cited in Sjovall & Talk,
o iofegative publicity like bribery and

e t\é.‘(funding social program and bribery)

behavior, this does not replace the originally for??'

cause but rather changes it. At times, both@ ons

occur with the behavior observ

2004). For instance, if an orw

|
g@ributed to external influence (Sjovall &

then funds a social pmgr{{%a r
@

co-vary and therefor@mdi g
'3

Talk, 2004). Ho %an org niill@'that consistently funds social programs in
:S S

1

N
absence of é\egative publicity has these attributed to the organization and
1

comrib@

of these observations and illustrations is that an organization should get involved in

ively to the formation of good reputation and image. The implication
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activities beneficial to its publics or society as a whole so as to build their image and
reputation rather than waiting to do that when they are accused of unethical conduct

In assessing the covariance of entity actions, Kelley describes thrge kinds of
information used. These are: consensus- the extent to which others\at} than the
actor, perceive an action within a situation; distinctiveness- the eAto which the

behavior only occurs in a given situation, or the actor repeats it%‘r situations; and

‘R'Hmc In a particular
ithin tWtion or to the

L ]
actor’s disposition should a pattern or two emerge vailaple dl_ré‘non When

. MeP S a
consensus, distinctiveness, and consistency arCY@ N ctnoQ_ 1e action is

attributed to the external cause; while whex@ sus tinongness are low, but
hute

consistency- the extent of the repetition of an action

O

t ? sition of the actor, an
o N
organization. Figure 1 presents tl\ eptual fj ml ¢ of the proposed study

called the cognitive attribution : or .ariwl @ﬂguration model, which is a

hybrid public relations frafgewo ﬁ
(2004). (0\& .?’. c)o
& ¢
Q) S
S

consistency is high, the action is att
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THE COGNITIVE ATTRIBUTION - ORGANIZATIONAL IMAGE CONFIGURATION MODEL

The Public:
OBSERVATIONS
JUDGMENT

ATTRIBUTION
l =N ¥,

g T , T 3“?{.&;5{&?'1
- SHULER’S , RELATIONS N oz aTioNAL |

ORGANZATIONAL IMPRESSION: | [ ORGAMIZATIONAL | mmatm i |
BEHAVIOR | NN IMAGE / 5 IMAGE o sontmant 1

r——) e e |
OF JORDANIAN REPUTATION |
st i \  CONFIGURATION T MINISTRIES 1
\ / \ / \ )
(}Eomtion of

% Graphic Display of Results: This graphic provides a kind of a conceptual map sho¢
each analyzed attribute. (Schuler, 2004)

Figure 1. Conceptual framework of the study !

three cognitive stages consisting of obsgN JL ju t, @' attribution. Such

Y.

*‘113./

impressions of image or reputation i\ rgan n. ¢ perceptions of image or

reputation may not always be pfsi i\z and tRus, ghq
&

ﬂza%&vnself.

image of the organization 1s ed on I

In this model, taSk _ 1S

’

configuration where rs of co
configuration of&%ctors 1ic{ @ﬁence organizational 1mage. The innermost

ents the most important factors based on the data analysis guided by

'fate&sing Shuler’s organizational i1mage

’

m'\(,drcles represent the levels of importance or
configuration
Shuler’s T ology. Grounded on the findings of the resulting image configuration,
public relations initiatives are designed and implemented with the end in view of

generating an enhanced organizational image.
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2.8 Summary of Chapter

The basic role of PR is to manage communication between an organization and
its publics, implying that PR acts as a bridge between an organization and Q&blics.
Organizational image and reputation, a primary focus of PR departmen s to the
way in which organizational publics conceptualize an organizatioAganizatiOnm

image results from messages that the organization sends wz publics, either

,%ual responsiveness,
(-ret rWles. Studies
5 <4

intentionally or unintentionally, through media expos

diversification postures, institutional ownership, an

reviewed in this chapter have underlined the 1 ce O lbm positive
()[(xam]anonal ln]ane Positive Ol(YaI]IZa[]OHaI m IS ) l enl@éing pUb]iC‘S

\ﬁeg

loyalty and cushioning the organization K% bhqﬁ{y, as it promotes
organization’s competitive advantage d QOE\I?S '@bility. Consequently,
N,

Gl'f'%Q Lanizational image” that

AN

W . there i1s need to ensure that

organizational image has been des S

PR departments are in charge gf (

PR programs are constantlv nitdle an{

PR departments at .@eu communication coherently and
' c—g’
R o 1 Ganiah : o

consistently project

through direct sensorial contact or image

represen is crucial to PR departments. Some studies have also been conducted

to measure organization’s image. Previous studies show that organizational image

measurement methods are either open-ended or close-ended. The open-ended
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techniques adopt qualitative approaches while the close-ended adopt quantitative
research methods. Results obtained from qualitative approaches are used to inform
closed or quantitative methods. The most common method for wagasuring

- = s > ~ = 5, S ~(
organizational image is Schuler’s (20(

)4) Organizational Image (‘onﬁm%\ method
bution theory. This study was Wased on the

coenitive attribution theory and guided by Schuler’s Wxationa] Image

which is grounded in the cognitive attri

conficuration model. Some studies have been conductedéon Qw practice of PR in

Middle East. although they are different from the current? {y \d'
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