ADDIS ABABA UNIVERSITY
GRDUATE STUDIES

SCHOOL OF JOURNALISM AND COMMUNICATIONS
MA PROGRAMME IN PUBLIC RELATIONS & STRATEGIC
COMMUNICATION

Practices and Challenges of Public Relations towards Nation Branding:

The case of Ministry of Culture and Tourism

A Thesis Submitted in Partial Fulfillment of the Requirement for the Degree of Master’s of in Public
Relations and Strategic communication studies;

BY: Tadele Jemal Simal ID GSE/7460/10

ADVISOR: Hailu Gutema (PhD)

June, 2022
ADDIS ABABA, ETHIOPIA




PRCTICES AND CHALLENGES OF PUBLIC RELATIONS
TOWARDS NATION BRANDIN:
THE CASE OF MINISTRY OF CULTURE AND TOURISM

BY
Tadele Jemal Simal

ADVISOR: Hailu Gutema (PhD)

A Thesis Submitted to School of Journalism and communication of Addis
Ababa University in Partial Fulfillment of the Requirements for the Master’s

Degree of Public Relations and Strategic Communication

June, 2022
ADDIS ABABA, ETHIOPIA



Declaration

This thesis is my original work and has not been presented in any other university and college. All

sources and materials used are duly acknowledged.

Tadele Jemal
Name of candidate Signature Date

This thesis has been submitted for final examination with my approval as an advisor.

Name of Advisor Signature Date



ADDIS ABABA UNIVERSITY
GRDUATE STUDIES

SCHOOL OF JOURNALISM AND COMMUNICATION
DEPARTMENT OF PUBLIC RELATION AND STRATEGIC

COMMUNICATION

We, the undersigned this is to certify that the thesis is prepared and here by recommendation to Addis
Ababa University to accept the thesis submitted by Tadele JemalSimal entitled An assessment on the
Practices and challeges of Public Relations towards Nation Branding: The case of Ministry of
Culture and Tourism which is for the fulfillment of the requirement for the award of a Master’s degree

in Public Relations and Strategic communication.

Approved by Board of Examiners

Hailu Gutema (PhD) Date
Name of Advisor Signature

Date
Name of Internal Examiner Signature

Date
Name of External Examiner Signature

Chair of Department or Graduate Program Coordinator



ACKNOWLEDGMENTS

I would like to take this opportunity to thank the Almighty God for his guidance, protection and

sustenance throughout the thesis.

I would like to express my most sincere gratitude to my advisor Hailu Gutema (Ph.D.) for his guidance
in the shaping up of my topic, who inspire of his heavy schedule sacrificed his precious time to
supervise this work, reading through every script and making valuable and analytical suggestions.
Without his able direction, this work would not have ended up with quality.

In the same way, | would like to thank and recognize to W/ro Yergalem Meseret, Senior expert for
human resource development and administration at Addis Ababa Administration Attorney Bureau, to
Ato Ahmed Mohamed, the Minister's Directorate Director General at the Ministry of Culture and
Tourism, and Ato Yaregal Emirei senior expert for bilateral relations at the Ministry of Culture and
Tourism, and Ato Demelash Adane the destination management senior expert at the ministry of culture
and tourism for their contribution, continuous encouragement, advice and invaluable support in the

process of finalizing this document.

I would like to thank all my respondents to my interview for providing me valuable information, share
their views and opinions.Had it not been for their support and information, this report wouldn’t have

been realized.

Lastly I would like give a great thanks to the Ministry of Culture and Tourism and the Ex-Government
communications Affairs Office [FDRE] to provide me this education opportunity to enhance my skill

and knowledge in the field of my profession.



Table of Contents Page

ACKNOWICEEIMENL. ...\ttt e et e e e ettt et e e et e et e e e et e e aeaene e Il
[ ) 1= o] £SO TSSOSO VI
ADDreVIation aN0d ACIONYIMS .....cc.ccviriiiiiieeieieieierte ettt et et esae e s e ssesseeseeseeseestesbesbesbesbesseeseeneeneens VII
A B ST RA T ettt e e ettt e e r et e hte e et e e e treeaaaeeareaeanes VI
CHAPTER 1:INTRODUCTION
1.1 Background Of the STUAY . ......o.oeii e e e e e e 1
1.1.1 Public relations competence in Ethiopia...... ..ot 1
1.1.2 The Modern practices of public relations in Ethiopia...............coooiii 2
1.2 Statement Of the ProbIEm . .. ... e 4
1.3 0DhjJeCtiVES OF the STUY .. ..o e 7
1.3 L General ObJBCHIVE. .. e, 7
1.3.2 SPECITIC ODJECtIVE. . e 7
1.4 Signifance of the Study and its DeNefitS. . ... ..o, 7
1.5 SC0PE OF the STUAY . .. .ot e e 7
1.6 Limitations Of the StUAY ... e e, 9
1.50N0anization Of the STUAY . ... e e 9
CHAPTER 2: REVIEWOF RELATED LITERATURE
2.1 Definitions of terms: -‘nation branding’ and ‘public relations’.............ccoiiiiiiiiiiii e 10
200 I R P 151074 B o) 1T 1 0 Vo 10
A 10§ el S P 16 ) 4T 11
2.2 Nation Branding Practices and the role of public Relation;................cooiiii i 13

The case of Ministry of Culture and Tourism (MoCT)

2.2.1 The Brand motto slogan “Thirteen Months of Sunshine”.................coooiiiiiiiiiiiiiiiene, 14

2.2.2 The Brand motto slogan “Land of Origins™...........coiitiiiiirit e eees 14
2.3 The Role of the public relations practitioners. ..........c.ouieiii i e 15
2.4 Components of Effective COMMUNICAtIONS. ....... ..ot e 17
2.5 TOOIS OFf COMMUNICATION...c.eitiiiiitii ettt sttt s et st st b s et et st ses b ene st sentebensebesensesaneaten 18
2.6 Nation branding concept and PractiCe; an OVEIVIEW. ... ......vuuiuitie ittt 18
2.7 Nation Branding; A Cultural APPrOaChes. .......ouirini i e 20
2.8 Nation branding: 1dentity COMPONENTS. ... ..ottt e et et eeaneanas 20
2.9 Nation branding; applying techniques and prinCiples. ..........coiiiii i e 21

iv



2.10 Nation branding potentials in EthIOpIa. ... ..o e 22
CHAPTER 3:METHODOLOGY

3.1 The Research Design and MELhO... ...ttt sttt st e st s s st e et e s stesansesens 23
3.1.1 RESEAICH DIESISN ..ttt et st sttt ettt etesteste st e e e e st et et et easaasebesteses st sessasbesaesarsarsans et sbestenn e nenteransbees 23
3.1.2 RESEAICH APPIOACK ..ottt sttt ettt ettt st st st et s s et se st eseesesbe st st e sesesbasbes e et e st aneanease st st sessessesenaerees 23
I S T D - = Y/ o= OSSOSO PP TTUPUPROP 24
3.2 Data ColleCtion INSEIUMENT ........iuiieii ettt et et e e e e e e e et e e e e e e e e e ae e enanas 25
3 2. L QUEST I ONNAIIE. . . ettt e e 25
3.2, 2 I IV BWING . . ettt e e e 26
3.2.3 DoCUMENT ANAIYSIS/ITEVIBW. ... .ttt e et et e eaeiaens 27
TR @ 10 T1<) 7 1 () & 28
3.3 SAMPIING TOCNNIGUE. ...ttt e e e et e e et e ettt et et et et et et e e e e e e e e 28
3.3 L SAMPIE SIZE. ..t ettt e e e 29
3.4 Variables and MEASUIEIMENT ..........ooiuieiieeee ettt bbbt 31
3.5 Reliability and Validity. ... ..o 33
35,1 RelADIIItY. .. et 33
B 2 ValIOItY . ..o e 33
3. 5.3 T ANQUIALION. .., 34
3.6 Procedure of Data Collection and Method ..o e 35
3.7 Ethical ConSIEIatiONS. ... ...\ttt et et e e e e e 37
3.8 Data Analysis MEtNOA ... ... 38
CHAPTER 4: PRSENTATION AND INTEPRETATION OF DATA
o L 11 oo [N o1 o] o F PP 39
4.1 Presentation and Herpretation. ... .. ..o e 39
4.1.1 Data Through QUESTIONNAITE ..........ouiriit it e 39
4.1.2 Views and Openions of Key INformants ....... ..o 52
4.1.3 Assessing Data Through ObSErVALION. . .......c.eceeuieerierieieieiieieieiee ettt eenes 58
4.1.4 DOCUMENT REVIBW . ...ttt e e e e e e e e aeaes 59

4.2 DISCUSSION ...ttt e e e e e ettt ettt e e riie e e aniinene e D1

4.2.1 The Research Questions Resume ReVIEWING OULCOIMES .........ccerveirieirenienieiesiese e 63
CHAPTER 5: SUMMARY, CONCLUSION AND RCOMENDATIONS
ST RS TU 1 0= S PRPPR 69
5.1.1 Presentation of Main FINAINGS. .......o.oiiiiii i e, 70



5.3 RECOMMENUALIONS. ... ..ttt ettt e e e e ettt et e e e e 74
RETEIENCE. ...ttt s s s et s a bbbttt n et 76
APPBAIX ., 81
List of Tables
Title Page
Table- 4.1: Assessing Demographic background characterestics of reSpondents...........cocevevvvievieerennnescee e 40
Table- 4.2.1: Examining Respondents’ understanding on the nation branding..............c.cccoeveeievieviineeieciesinnnnns 42
Table- 4.2.2: ExaminingRespondents’ understanding on the nation branding effOrts.............c.ccocvvviviiiiniiiienns 43
Table- 4.3: Assessing the Choice of tools of communication of PR...........ccccoiiiiiiiieiii e 44
Table- 4.4: Assessing Purposes of tools of COMMUNICALION...........ccoiveiiiieiieci e 45
Table- 4.5: Assessing Challenges affecting PR OPEratioNnS............cooviieiiiiineiesiseeie e 47
Table- 4.6.1: Assessing the Significance of Internal communications for Brand marketing...........ccccoevevvvvinennnn. 47
Table- 4.6.2: Assessing the Significance of External communications Brand marketing.........c..ccoceveveveiennnnnns 50
Table- 4.7: ReVIEW O PUBIICALIONS..........ccviiiiiiie ittt sttt ste e e sneenaene s 61

vi



List Acronyms and Abbreviations

WDMIS
GNP
GDP
GTP,
FDRE
MOCT
MOl
ARCCH
NALA
CTTI
EPRDF
Ministry
PR
PRSA
CPD
E.C
UNESO
UK
CIPR
UNECA
ESTMP
AAU
MoFA
SPSS
B2B

Web and Database Management Information System
Gross National product

Gross Domestic Product

Second Growth Transformation Plan of Ethiopia
Federal Democratic Republic of Ethiopian

Ministry of Culture and Tourism

Ministry of Information

Authority for Research and Conservation of Cultural Heritage
National Archive and Library Agency

Catering and Tourism Training Institute

Ethiopian people’s Revolutionary Democratic Front
Culture and Tourism

Public Relations

Public Relations Society of America
ContinuingProfessional Development.

Ethiopian Calendar

United Nations Education, Science and Culture Organization
United Kingdome

Institute of Public Relations

United Nations Economic Commission for Africa
Sustainable Tourism Master Plan for Ethiopia

Addis Ababa University

Ministry of Foreign Affairs

Statistical Package for Social Science

Business to Business

Vii



ABSTRACT

The purpose of this research paper is focued on assessing practices and challenges of public relations towards
nation branding operations: The case of Ministry of Culure and Tourism.It considers the importance of nation
branding and how the promotional efforts have being managed at study specific area. Essentially, the task of
nation branding promotions is to create positive image to support the country’s brand management in explaining
how to gain its competitiveness in the global tourism market arena. Thus, the study scope is delimited beginning
from the head office (MOCT) to its five subordinate organizations- the Authority for Research and Conservation
of Cultural Heritage (ARCCH), National Archive and Library Agency (NALA), Ethiopia National Theater,
Federal Sport Commission and Tourism Ethiopia.lts core objective is to assesspractices andchallenge of PR
practitioners’roles and commitmentsin brandingnation’s authentic diverse cultural treasures and attractions.In
this, theresearcher attempted to see how the PR communication activities have been done.In this,he was
utilizedthe basic research methodologies both quantitative and qualitative methods. The relevant data was
gathered through questionnaire, semi structured interview, observation and document review.The documents,
such as manuals and online materials, were also analyzed through document analysis. The findings of the
research would be demonstrated through the proper, scientific and strategic ways of practicing public relations
and it would be shown how they implementing the ways in nation branding activities. Some of thoughts in this
study were shown that there has no acceptable, concrete, and universally theoretical-recognized definitions
either in the academic literature or in the business and trade arena.

Likewise the study would attempts to answer five research questions. It was also incorporated five sections: such
as introduction, review of related literatures, the research methodology, data analysis, presentation,
interpretation, summary, conclusion and the recommendations.

Therefore, this study expected to show the best solutions and recommendations to concerned bodies with hope of
implemention to alleviate problems found in the nation branding efforts at the study specific area.

Keywords: Public Relations,nation branding, reputation, brand name, logo, marketing strategy, digitalmedia,
potentials, challenges, and opportunities,global economy,competitiveness, attractions,
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CHAPTER ONE
1. INTRODUCTION
1.1 Background of the study

1.1.1Public relations competence in Ethiopia
Public relations in its formal organization was introduced in the Ethiopia’s monarchical era, during Emperor
Haile Selassie’s regime. He established the Ministry of Pen in 1940s. This was the first step foundation for
public relations office in Ethiopia. The purpose was to find every reason to control and monopolize the media.
The fate and the role of the PR under the authoritarian press system are therefore obvious-serve to be
government’s propaganda instrument; censured and centralized (Ali, 2000, p21).
Following, the Derg and Ethiopian People's Revolutionary Democratic Front (EPRDF) Regimes are continued
the practice under slight difference. Since, it seems that there has not been consistency flow of PR day-to-day
operations. And each state of government has its own psychosocial, cultural, economic and ideological interest.
Besides, Functions of PR are characterized by and are dependent on the dominant socio-political, economic,
cultural and ideological atmosphere at national and international level of a particular period of time. And the
task is performed in favors of the ruling class’s interest as to (Ali, 2000, p5). For this and other reasons, the
Public relations profession has notbeenimproved as longer as its formal foundation in Ethiopia. These impacts
were having allowed the PR profession steady development and it is still at an infancy stage in Ethiopia.
Similarly, the leadership assignment was improper. It was undisputable that People who come to leadership for
PR were neither from politician nor without merit. Particularly, during Derg and EPDRF regimes, the PR
leadership assignment was the so-called cadre staffing /none professionals recruitment. So, the two regimes PR
practice related on propaganda machine and has expected to coordinate mandatory assignments rather than
professional activities.
It is possible to see other reasons why the public relations profession in Ethiopia in a decline.lt is also related to
human perceptions, there has other destructive views on the profession and impedes the development of the
public relations careers. These destructive views have inclined to different naming (imprudent, spin, gossip and
confidential). These attitudes didn’t improve the PR professionalism and it is in a question and viewed steady
developmentas to (Ali, 2000, pp. 27-28).
As the result, the impact needs thorough research onits organizational tasks and setting. Its operational activities
focused on interests of ruling class ideology. The PR practitioners’ span of tasks was also managed through
limited broadcasts. It includes spokesperson/correspondence, minute prescriber, protocol officer, speech writer,
as well as preparing and printing magazines, press releases, newsletters, year calendar and agenda and

disseminating processes. For these limitations, PR professionalism and ethics have remained unchanged for
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several decades as to (Ali, 2000, p23).
Effective public relations communication activities play a major role to achieve its goals and specific objectives.
PR functions as to(Tench, 2009, p29) “management communication is communication by management aimed at
developing a shared vision, establishing and maintaining trust in the leadership, managing change, and
empowering and motivating employees.”
1.1.2 The Modern practices of public relations in Ethiopia

It is difficult to find out the exact time when and where modern public relation was started in Ethiopia.
i.e.therehave notbeen adequate evidences found.Though it is not possible to find out when the modern public
relations have begun in Ethiopia. There is a belief that the modern public relation is believed to have begun in
Ethiopia. In this view, there have been some evidences to substantiate and explore in the research area to the
subject matter. Some of the facts has shown relating to political landscape of leaders’ such as emperors, kings
and public administrators made public speech to gather information from the people and then to answer publics
guestions and conducted public forums informally or indirectly was used as the public relations techniques.
More essentially, the modern Public Relations practice is believed that the enrichment job was go back in to the
Emperor Menilik II’s monarchial era as to (Ali, 2000, p23).
According to Ali, (2000, p21) traditionally the booming of the drum and the cry of the news heralded from the
tower of the Emperor’s palace were relayed throughout the country to reach the people. The new development
gradually changed the traditional public information and communication techniques.
In fact, the modern public relations practice in Ethiopia as begun for the first step: as an honor to Ethiopia’s
symbolic and age-old national independence, and the Emperor Haile Selassie’s diplomatic maneuvers, bringing
to have been made Addis Ababa as the capital of Africans. Later on bringing African togetherness of
continental coordination; may 23™ - 25", in 1963, was created the Organization of African Unity and founded
it’s headquarter in Addis Ababa. Then, the foundation of the UN Economic Commission for Africa (ECA) was
followed. Besides, the internal dynamism of relations with foreign states also demanded the modernization of
government institutions and private business organizations. The Emperor's remarkable role was played notably
by UK and the US after W.W.II. By 1960’s, PR profession has already entered in the government's bureaucracy
(Ali, ibid).
During the last years of Haile Selassie’s rule:

The notion and practice of PR was developed during the 1960’s ... Until around 1974, a minimal

consideration was given to PR. A study was made in the ministry where by the Public Relations

Bureau was promoted to a Public Relations and Information Department... the activities were

routine - reception, protocol, running the printing... etc. System and strategy as to how to

promote Ethiopia’s real needs were unthinkable. Things were done out of the blue. There, of
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course, have been some publications... But they reflected the interest of the ruling feudal
autocracy than that of the public at large...as to (Ali, 2000, p23)
This period, however, was the beginning of newspapers that provided advertisement space for business
organizations since 1900’s coupled with the introduction of printing press, telecommunication and the railway
in the late 19" century paved for the development of mass media and communications in all aspects including
the emergence of modern public relations was a landmark in the history of mass media and communication
development in Ethiopia.
According to Tench, (2009.p274), the PR expertise should have to respect their duties and experience in using
the modern communication tools is very essential. This will help them to promote their goals, objects, services
and products of institutions to provide timely. Public relations professionals can use this opportunity effectively,
to provide accurate and quality information to their community. It is also important to collect feedback and
report on it.
Following, the down fall of the Derg regime, the new government (EPDRF) has come to power including its
inauguration of the public forums and meetings in the country and abroad. It continues the PR practices not the
same but with slight differences or modifications in all over the federal government offices. It is in fact a recent
phenomenon, not more than two decades. The governmental offices have been practicing a PR activity
relatively in an organized manner. In principle, public relations or communication affairs directorate which is
now in different tittles, in each government offices has been organized with a mission to facilitate contact
between their organizations and their customers.
It is difficult to understand how the modern PR practice measure was. There has been inconsistent manner of
running tasks due to lack of consideration, there having no access to experiences by using the modern
communication tools and techniques whenever it is essential. Although there has been lack of knowledge, skills
and competence gaps among professionals. Then, there have needs to develop knowledge, skills and
competence level on their jobs. Some of the outputs that released and disseminated regularly to its audiences
were not well organized with attractive contents. l.e. Promotional publications were not qualifying the quality
measures according to institutional level surveys (MoCT, 2004) document (unpublished).
PR is much more about building relationships with numerous stakeholders, using a whole range of channels and
techniques. As the idea of organizations as networks of stake holding communities gains credence in the
business world (Freeman 1984; Halal, 2000), there is growing recognition that PR, with its particular skills in
relationship building, has a role far beyond marketing communication (Rogers 2007 Tench, 2009, p31).
PR practitioners when promoting organizational products and services have to need choice of communication
channels. Not only this, the role of public relations practitioner is also paramount to organizations; belief, values

and norms within the theoretical frameworks and practices. PR practitioners need to demonstrate their value to



the employing organizations — whether it is reputation management or relationship building that they are
offering (Tench, 2009, p45). Therefore, a good PR communication management will fulfill organizational
interests.
In light of these, there has no adequate studies conducted concerning the public relations practices and
challenges towards nation branding the case of study specific site.
Thus, this research, consequently, tried to investigate how public relations is practiced and what branding
promotion approaches are employed by the study targeted organizations when they conduct nation branding
activities using the aforementioned untapped attractions, to brand and promote Ethiopia to benefit out the
worldtourim markets.

1.2 Statement of the Problem
Nation branding is a crucial process to draw attention and differentiate a country from others. It is by default
representing intangible values proposition none physical by an offering, which can be a combination of
products, services, information, and experiences. In a global economy arena countries need to compete with
each other capitalizing nation branding to gain their shares from the world’s consumers, tourists, investors,
students, entrepreneurs, international sporting and cultural events (Dinnie, 2008,p.37). It can be made by means
of soft and hardpower of marketing strategy, diplomacy, rhetoric, politics, the art of persuasion, or plain good
sense of representation.
The huge potential of public relations task is harnessed to build image and identity of an organization as well as
thecountry. This study is aimed to “assess the practices and challeges of PR towards Nation Branding the case
of MoCT”.
Nation branding is an essential focus in today’s global economic world. Many of state governments have using
the national branding practice as a tool for competitiveness with other nations to maximize their social,
economic and political benefits. The state governments have needed the public relations practices as a best tool
for nation building promotions. So, effective PR communication is essential tool for promoting organizational
goals and specific objectives, as well as keeping its image and r eputation (Kotler, 2008, p17))
The idea of nation branding is creating a positive image of a nation to the outside world by using the history,
culture, natural attractions, economy and politics of that particular nation (Li, 2016, p.15). There is no
universally agreed definition towards the concept of nation branding. However, different scholars have
presented their own definition in explaining the concept of nation branding. To mention some, for (Dinnie,
2008, p. 139) - Nation branding is an active approach to creating positive perceptions of a country which would
perhaps not arise if the nation’s reputation was left solely to stereotypes and cliches, and thus, branding
techniques are essential to differentiate one’s nation from others and compete in the global market arena. In the

aforementioned definition, Dinnie considered nation branding as an approach employed for establishing a
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favorable image of a country. Besides, he further noted that nation branding and the reputation of a nation are
interrelated. On the other hand, Anholt (2007), amongst the most revered scholar in the area, explain nation
branding as a coordinating act among a country™s governmental and non-governmental institutions, tourism
agencies and cultural organizations so as to establish a favorable view of the nation.

According to United Nation Economic Commission for Africa (UNECA, 2015, p48) Ethiopia has untapped
diverse culture, history, language and tourism attraction resources need intensive promotion. So, effective PR
communication needed to promote the attraction resources to maximize Ethiopia’s social, economic and
political benefits.

In this, predominantly, the process of national product promotions providing prompt and pertinent information
citizen to know is paramount. In nation branding promotions the Government PR practitioners as well as
committed stakeholders are trying to awarecitizens. The Public relations day-to-day communication efforts
have to play crucial role. However, national reputation and identity branding promotions need organized
commitment. Thus, how are public relations practitioners and main actors run promotions effectively? It may
raisea serious coordination problem.

Though the country having such an opportunity will needs intensive and effective promotions for better
advantages. Hence, at this juncture, the country needs the role of a strategic public relations in order to connect
with its stakeholders both domestically and internationally to create a positive image of the nation as public
relations role in image management and relationship building contributes to the conceptualization of nation
branding (Li, 2016).

The common understanding and consensus among many scholars, therefore, seem that the main function of
nation branding is to create a positive image of a nation to back a nation“s presence and its influence in the
global arena. In general, the concept of nation branding is to enable countries to make a conscious effort in
building their image. Currently there is hardly any country in the world that does not employ some sort of
nation branding activities (Dinnie, 2008, p. 52).

In line with, it is obvious that Ethiopia has abundant historical, cultural, natural and man made attraction
potentials. The public relations practitioners predominantly are have to aware how to run effective promotion
towards nation branding (Tench, 2009, p239).

So, the researcher has high interest to explore how promotions are going on. It is clear that the responsibility of
nation brandding promotions is to enhance national good image and reputation. And the one is to attract
tourists, investiment and knowledge to bring income benefits to the country from international tourism market
spheres and the dutymandate was given to Ministry of Culture and Tourism.

In this regard, there having so many challenges facing to PR day-to-day operations and the researcher have had

a chance to observe the nature of challenges focused on internal and external communication practices. In this,



the researcher have believes that the problem is deteriorating of the of public relations professionalism in the
Ministry of Culture and Tourism. In line with, the researcher has investigated the practices, challenges and
opportunities towards nation branding. So, the researcher believes that this assissment would give an important
insight on the public relation’s day-to-day operations towards nation branding efforts, challenges and
opportunities.

The Ministry of Culture and Tourism has placed considerable emphasis on developing and managing tourism is
acompetitive and sustainable way as to UNECA, (2015). The Ministry has collaborated with the eastern Africa
member states under the umbrella of IGAD in developing a regional sustainable tourism master plan for2013-
2023. The master plan sets out a vision for sustainable tourism development in the country and includes
strategic programs, priority projects, and activities in a 10 years implementation framework. In this sense, it
marks an important milestone for the systematic development of Ethiopia (Ministry of Culture and Tourism,
2009).

However, the aforementioned review related theories and studies showed that the Ministry did not give much
more emphasize on the practice and challenges of public relation directorate towards national brand efforts.
This indicates that there is a research gap in the area, and thereby the current researcher investigated to carry out
his study on this area. Therefore, the current researcher examined the practices and challenges of public
relations on nation branding promotion efforts the case of Ministry of Cultural and Tourism.

Hence, in assessing PR practices, challenges and potentials towards nation branding; the study, at the end
would have to answered the following research questions to fulfill the PR promotion gaps in nation branding:-
Research Questions:-

1. What brand marketing strategies are utilized by the ministry?
What nation brands have been utilized in the Ministry?
What type of tools of communication is used for nation branding in the Ministry?

What are the main challenges of nation branding for PR in the Ministry?

o &~ N

How do the Ministry’s employees view the brand marketing strategies for PR internal and external
communication?

Thus, this research is conducted to investigate the role and commitment of public relations. i.e. how public
relations is practiced in branding a nation using its untapped resources as a tool in the Ethiopian context. In
doing so, the research is delimited to the five government organizations that have the similar duty and
responsibility for branding the nation and managing national attractions, namely, the Authority for Research and
Conservation of Cultural Heritage (ARCCH), National Archive and Library Agency (NALA), Ethiopia National

Theater, Federal Sport Commission and Tourism Ethiopia.



1.3 Objectives of the Study

1.3.1 General Objective

The general objective of this study is to examine practices of public relations towards nation branding at the
Ministry of Culture and Tourism (MoCT).

1.3.2 More Specifically the study intended to:-
To determine what national brand strategies are utilized by the Ministry.
To probe what national brands have been utilized in the Ministry.
To assess major tools of communication practiced by PR practitioners for national branding in the
MoCT.
To identify main challenges/barriers of communication in the Ministry.
To examine how the the Ministry’s employees view the brand marketing strategies of PR for internal

and external publics.

1.4 Significance of the study and its benefits

In any case, this research expected to have several contributions. It is believed that this research finding would

indicates solutions how to mitigate existing challenges for nation branding of public relations day to day

operations. Therefore; the researcher believes that identifying those problems and trying to suggest the ways of

solving the challenges, to step forward to improve better nation branding communaiction strategies.

Hence, theresearcher’s finding will be contributing the following major significances:

1.

The finding will serve as a input to improve public relations practitioners day to day promotion
operations for nation image branding;

The finding will Show the significant factors affecting nation branding efforts;

It will help to contribute enriching and other researchers as a cornerstone for further in-depth
researches on the topic area;

It will indicate the gaps between what has been done and what is left undone,

It will create awareness for nation branding roles and benefits, and

It is believed that the study will be help as an initial research document for the public relations

directorate particularly the MoCT.

1.5 The Scope of the Study

Even though, the study was designed to assess practices of public relations towards nation branding: the case of

Ministry of Culture and Tourism (MoCT). Thus, the study has focused on the practices of the Ministry’s for the

last 10 years.

Geographically: The research is conducted a systematic study procedures with in the study specific area and

has utilized all available background information from head office to its subordinate organizations in Addis
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Ababa.

In order to make the study could be manageable, the researcher has also delimited the study area only would be
in the Ministry of Culture and Tourismand its five subordinate autonomous institutions according to Federal
Negarit Gazette of the Federal Democratic Republic of Ethiopia Proclamation No. 1097/2018.These five
subordinate organizations (the Authority for Research and Conservation of Cultural Heritage(ARCCH),
National Archive and Library Agency (NALA), Ethiopia National Theater, Federal Sport Commission and
Tourism Ethiopia) were purposively selected for the reason why they are mandated to similar duty assignements
to execute the process of nation banding.

Thematically: Nation branding can be carried out in many forms using different geographical locations,
technological products or cultural objects. But, for a nation branding program to be successful, it needs a good
public relations and strategic communication endeavor, as it is cited by different scholars. Hence, the subject
scope or the theme of this research is to concentrate on investigating the public relations concept and its role for
nation branding using untapped national tourim resouces.

Methodologically: This study is delimited to implement both qualitative and quatitative research approach,
with thehope of acquiring the necessary relevant primary and secondary data. Therefore, a total of 10 questions
of semi-structured interviews points were conducted with a sum of three (3) key informants from public
relations directorate directors using purposive sampling technique in the abovementioned organizations, The
secondary data, including communication documents, newspapers, printed materials and online sources were
also reviewed properly.

Obviously, the time has taken to this study such a topic no enough. The government and other stakeholders and
major actor were also responsible for nation branding. However, the researcher was goes at an angle towards
the MoCT. If the assessment includes all these above institutions as well as wider study area for an extended
period of time, it could give a deeper understanding for the problem. Because of limited resources and time
constraints, was not being possible to reach with in the planned time frame for the work to finalize.

The Organizations' Vision;

1. Ministry of Culture and Tourism/MOCT/: By 2017 To make Ethiopia one of the top 5 tourist
destinations of Africa through the development of its cultural assets and natural attraction;

2. National Archive and Library Agency: By 2017 to enhance archive literary heritage, service delivery
and accessibility of published and unpublished data resources as one of the top five national archives
and libraries in Africa.

3. Federal Sport Commission: By 2022 enhancing sports development to see as one of the primary
foundations of nation’s prosperity.

4. Ethiopia National Theater: By 2017 to make Ethiopian traditional arts developed, referred and known
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as one of the top five distinctive traditional performing arts playhouse in Africa.

5. Authority for Research and Conservation of Cultural Heritage/ ARCCH /: By 2017 to make the
country's cultural and historical heritage known, protected and developed as one of the best attractions
in Africa.

1.6 Limitation of the Study

The samples are relatively small in number which needs to be increased in the future if the same research topic
is undertaken. The small number of response was collected from PR practitioners at the study specific site.
There were some limitations in the course of the study; among the various one, are getting the public relations
practitioners’ at office working hour and their willingness to fill in the questionnaires is poor. Furthermore, to
make scheduled to discourse an interview with the selected key informants were not possible due to the nature
of their jobs. the current panadamic COVID-19 virus outbreak was made another time constraints, and was not
possible to finalizethe task within the planned timeframe. Furthermore, there has lack of related studies on the
problem area and absence of prior research documents,and shortage of reference materials were also a big
challenge while the researcher undertaking the studyand shortage of reference materials were also a big
challenge for this researcher.

Hence, the time scheduled for data collection was affected due to such reasons which is worth to mention here.
In addition the responses and discussions are based on personal views, and recourse to the theoretical
assessment of competitive advantage is missing.

1.7 Organization of the Study

The organization of this research paper is divided into five chapters in which each chapter has been discussed in
detail. Chapter one is an introduction presenting the various important parts such as study background,
statement of the problem, clarification of the general and specific objectives of the study, the scope of study,
significance and limitation of the study. Chapter two encompasses a review of related literatures which includes;
meaning of terms of nation branding and public relations, the role of public Relations practitioners, the motto slogan for
brands practiced to Ethiopia, components of effective tools of communications, nation branding concept and practice,
cultural approaches, national identity components, and applying techniques and principles of nation branding and potentials
in Ethiopia. Chapter three contained research methodology which includes the research design and method, data collection
instruments, target population, sampling techniques, variable, reliability and validity, procedures of data collection,
methods of data analysis and ethical considerations were given explanations in each research instrument and procedures of
the investigations while conducting the study. The results of analysis and findings developed from the study are presented
in chapter four. The final chapter contains a summary, conclusion of the study and main findings that the study found out

and recommendations were indicate for the concerned stakeholders action and further study.



CHAPTER TWO
2 REVIEW OF RELATED LITERATURE

This chapter deals with literature review about public Relations practices towards nation branding ground of the
study. It will include is an argument why public relations main focus should be on nation building and how this
focus can be facilitated through the use of effective communication tools. This chapter will also summarize the
role of public relations practitioners towards nation branding. Moreover, it attempts to provide an overview of
modern country branding potentials, approaches, applying techniques and principles that are related to the
practice of nation branding and nation branding concept and practice.

2.1 Definitions of terms: - Nation branding and public relations

2.1.1 Nation branding
There is no universally agreed definition towards the concept of nation branding. However, different scholars
have presented their own definition in explaining the concept of nation branding. To mention some of, for
(Dinnie, 2008, p. 139) - Nation branding is an active approach to creating positive image perceptions of a
country which would perhaps not arise if the nation’s reputation was left solely to stereotypes and clichés, and
thus, branding techniques are essential to differentiate one’s nation from others and compete in the global
market arena.
Before looking a term in to detail the concept of treating a nation as a brand, it is worthwhile to look to some
scholarly definitions of what is meant by a brand. Marketers and advertisers and other people who work
professionally with brands use different and more technical definitions of the term and their definitions can vary
from one industry to another. Such definitions tend to fall into two camps. On the one hand are definitionsthat
focus upon the visual manifestation of a brand. On the other hand, there are deeper definitions that go beyond
the visual aspects of a brand and attempt to capture the essence of a brand (Dinnie 2008, p14).
First of fall, Brand and Branding are widely used by many scholars with slight different meanings: to begin with
a simple one to all inclusive. Thus, before discussing nation branding concepts, it is appropriate and relevant to
define what is meant by ‘brand’and ‘nation branding’ in particular.

v' Brand: is a name, term, sign, symbol, or designed identity, or a combination of them, intended to
identify the goods or services of one seller or group of sellers and to differentiate them from those of
competitors according to American Marketing Association’s definition (Kotler, 2002, p188).

v' Brands can differentiate products and represent a promise of value. The American Association of
Marketing defines a brand as a name, term, sign, symbol, or design, or a combination of them, intended
to identify the goods or services of one seller or group of sellers and to differentiate them from those of
competitors (Kotler,ibid).
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v Brand can be defined with three dimensions: a designed identity of a product, the culture of the
organization and the reputation of the products or the organizations producing the products perceived
by its target audience. Based on these ranges of definition of the brand (Anholt 2013, p. 7)

v Branding refers a promise, a powerful tool for economic development, enables producers and sellers to
charge more money, real value to the consumer, Brand names save shoppers time, effort and worry,
reflectthe lifestyle, remain economically attractive, increased profitability, create wealth, cost more,
product design and marketing, an emotive subject, calls ‘soft’ and ‘hard’ power, bear long-term
Prospects, and making people want to pay attention (Anholt 2005, p1-13)

v" Nation branding is a process, a place selling/place promotion, process of designing, planning and
communicating the name and identity, in order to manage the reputation, to draw attention and
differentiate from others, soft and hard power of marketing or branding, one can call equally/ about
Same psychology, diplomacy, rhetoric, politics, the art of persuasion, or plain good sense, attract
tourists, factories, companies, talented people and to find markets for their exports according to
COTIRLEA, (2015, p168) and Anholt, 2005,p15)

v/ Nation branding, as a term, coined (Dinnie, 2008, p13) was an exciting, complex and controversial
phenomenon. It remains an exciting, as it represents an area (place) in which there is little existing
theory but a huge amount of real world activity; complex, because it encompasses multiple disciplines
beyond the limited realm of conventional brand strategy; and controversial, in that it is a highly
politicized activity that generates passionately held and frequently conflicting viewpoints and opinions.

Thus, taking the above definitions, brands make the product or service stand out of the crowd and be perceived
differently in its own and unique characteristics. Which it mean that the brand can tell its level of meanings; A
brand brings to mind certain attributes, it can tell the functional benefits and, about producer’s values, it can
represent ascertain culture,it can project a certain personality, and it suggests the kind of customer who buys or
uses the product (Kotler 2002, P188). Although, above definition (Anholt 2013, p6) connects brand with the
business of designing the livery of products: to the culture of the organization behind the product, or the tasks of
branding agencies, building/creating an enhanced sense of culture or mission within the relevant organization
and the means by the organization or its product to acquire the reputation/ the organization’s products or
corporation’s reputation in the minds of its target audience. In this way, the brand is connected to the economic

profits that the organization can achieve through the intangible property
2.1.2 Public Relations

The term public relations, by different academicians have basis on its service delivery effectiveness. The service

delivery measures accurate, timely, competence and credible information to its publics. It needs variety of
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planning tools and tactics, such ideas for how to structure communication strategies and variety of services
more effectively.

‘Public Relations is the management function that establishes and maintains mutually beneficial
relationships between an organization and the public’s on whom its success or failure depends as to
(Tench, 2009).

In their definitions they depict the Public Relations’ priority focus to needs of an organization and its public’s.
In the expression mean that understanding effective communications, public acceptance, cooperation,
management of problems or issues, keeps management informed and on, defines and emphasizes responsibility
of management to serve to the public interest.
(Harlow 1976) found 472 different definitions of PR coined between 1900 and 1976. He built his own
definitions from these research endings, offering:

Public relations is a distinctive management function which helps establish and maintain mutual

lines of communications, understanding, acceptance and cooperation between an organization and

its publics; involves the management of problems or issues, helps management to keep informed on

and responsive to public opinion; defines and emphasizes the responsibility of management to serve

the public interest; helps management keep abreast of and effectively utilize change, serving as an

early warning system to help anticipate trends; and uses research and sound and ethical

communication techniques as its principal tools. Harlow (1976: 36) also mentioned in (Tench,

2009, Pp.4-5).
From this definition above it does not prescribe what one should do or which strategy is best. It just sets up and
enables PR to select the best choices for the best strategy. It contains overall goals, processes and tasks of PR,
and positions of the profession within the organization, as a management role. It covers most aspects of PR, but
is somewhat long-winded and other researchers have tried to simplify things by separating tasks from strategy.
Accordingly, EDMOND NG, (2003, p.1) point of view, defined PR as “Public relations is the deliberate,
planned and sustained effort to establish and maintain mutual understanding between an organization and its
public’s.” public relations help management keep abreast of and effectively utilize change, serve as early
warning system to help anticipated trends, use research and sound ethical communication techniques as its
principal tools.
In a recent seeming new, public relations is a relatively a new phenomenon, one which is growing in frequency
given the increasingly global bridging roles. An approach in defining PR is focuses on positive reputation
building. It is about fair, true, powerful, attractive, genuinely useful to social economic, and political aims, and
honestly reflects the spirit, the genius and the will of the people or organization (Anholt 2007, p3). Besides an

approach in defining PR, focuses on proactive executions: Public relations is about maintaining reputation- the
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result of what you do, what you say and what others say about you and what others look you. In line with, the
PR profession has its own discipline, applying technique and strategy concerned with building positive
reputation of a products or services of an organization with the aim of earning understanding and support; on
behalf of their people, their institutions and their companies (Anholt, 2007, p4).

Other definition focus on ‘ideal’ communications practices: two-way communications and building positive
relationships between organizations and their publics. Some include its strategic importance to organizations
and recognize it to influence on reputation (Hutton 1999; Grunig and Grunig 2000). (Cutlip et al. 2000: 6)
combine these aspects and suggest: a Public relations is the management function that establishes and maintains
mutually understanding relationships between an organization and its publics on whom its success or failure
depends. White and Mazur (1996, p11) offer a definition based on the goals of PR: to influence the behaviour of
groups of people in relation to each other. Influence should be exerted through dialogue —not monologue — with
all the different corporate audiences, with public relations becoming a respected function in its own right, acting
as a strategic resource and helping to implement corporate strategy, (Tench,2009, P5).

According to Tesfaye Bezabih Gezihagne, (2018, p27-28) view of point in his research journal; he defined:
PRis defined as deliberate, planned, performance based, keep public interest, pursuit two-way communication
and part of management function. With the advancement of technology, organizations have been implementing
different communication strategies to reach the targeted public. This emanated from the ancient Romans coined
expression- The voice of the people is the voice of the God.” Therefore, listening of the heart beat of the
concerned public has not been a matter of choice rather taking it as the only way to meet the interest of the
public.

In accordance with this above point of view, public relations serves a wide assortment of organizations in the
public eye, for example, organizations, exchange associations, government offices, intentional and external

affiliations, establishments, healing centers, schools, universities and religious foundations.

2.2 Nation Branding Practices and the role of public Relation;
The case of Ministry of Culture and Tourism (MoCT)

Contextually, nation branding has a process based activities. its key components are said to be mostly country’s
diverse culture, values, languages, folklores, beliefs, customs and cuisine, historical sites, sports, landscapes,
wildlife and biosphere forests reserve and territory that a country has yet not benefited from due to many
reasons described by an article on the website of the Ministry of Culture and Tourism of Ethiopia entitled
“Ethiopia a Tourist Paradise” (http://www.moct.gov.et/), Ethiopia is a Country with the ancient “Abyssinian”
civilization of 3000 years of age. Despite its ancient civilization, its untapped natural resources and diversity of
culture, Ethiopia is still unknown to the majority of the world population and is one of the poorest nations on

the face of the earth.
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Accordingly, Ethiopia is one of developing countries having with abundant historical, cultural and natural
attractions. Despite its untapped historical, natural attractions and diversity of culture, Ethiopia still unknown to
the majority society of the world. Recently Ethiopia has a total of 28 types of UNESCO inscribed tangible and
intangible attraction heritages including 4 biosphere reserves of natural forest site attractions. It is an
opportunity having such uniqueness attractions as described by an article on the website of the Ministry of

Culture and Tourism of Ethiopia entitled “Ethiopia a Tourist Paradise™ ( http://www.moct.gov.et/).

2.2.1 The Brand motto slogan “Thirteen Months of Sunshine”

Ethiopia introduced the concept of tourism by making new brand to use what makes the country different from
other countiesfor the first time. The attempt to create a new brand logo was to differentiate its uniqueness with
other than countries. Once a logo 13 months of Sunshine was created and introduced as an official motto
slogan in the year 1960s. The motto slogan has been used to tell the world what Ethiopia has different from in
promotingfor over 50 years. Which was it symbolizes every single day, be it summer or winter, rain, shine or
gloom the sun comes out to salute the people of Ethiopia. It means that Ethiopia has unique calendar that
encompasses 13 months referring to the month of PAGUME. The unique calendar that has of twelve months of
thirty days each, the last month PAGUME at the end of the year has five days, with a sixth in leap year, a total
of 13 months. Based on these 13 months Ethiopia has coined the classic phrase, Thirteen Months of Sunshine
(MoCT’s organizational profile booklet 2009).

Since nation branding is a hot issue and the inception of the nation, state, the state’s promotion of a sense of
national identity, both internally and externally, has served as a means of furthering national interests and
promoting a sense of loyalty and belonging. The nation branding trend makes the connection between
nationalism and marketing explicit and concrete, insofar as it is characterized by unprecedented levels of state
expenditure on branding consultants, the mobilization of private/public partnerships for promoting national
identity, and the convergence of the state’s use of commercial strategies for public and international relations
with the private sector’s use of nationalism to sell products (ZalaVolcic and Mark Andrejevic 2011).

2.2.2 The motto slogan Land of Origins

The second attempt was to re-brand the nationand to this aim creation of new motto slogan. In recent years it
has already come up with new national tourism brand logo slogan, Ethiopia Land of Origins replacing over
half century brand Thirteen Months of Sunshine. The new slogan’s promise is all about the uniqueness
resources that have Ethiopia. The new brand considered Ethiopia as a origin place of coffee, the cradle of
humanity, where our ancestors first walked on two legs, Ethiopia is the source of the mighty Blue Nile, Ethiopia
isone of life’s best pleasures and gift to the world, Ethiopia is the origin of great athletes, a unique alphabet,
unique cuisine, and many other original things found in Ethiopia only and it invitesall to discover why it is the

origin of so much history and culture, vibrantly alive in a warm landscape of dramatic beauty according to the
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brand slogan as explained ( http://www.moct.gov. et/).
According to in-depth interview content conducted (Seifu Fantahun, 1994, pp.19-25) with infotainment
Magazine reported that the early attempts are indications of the actual /visual manifestation processes of
branding Ethiopia focusing on place selling/ place promotion which was paved under the Tourism organization.
The organization’s foundation was conceived and introduced in the1950s for the first time in order to promote
Ethiopia’s rich attractions. The foundation was also aims to undertake national image branding activities. This
was an initial attempt be succeeded by an eminent person Ato Habte Selassie Tafesse, who organized the first
office at bureau level, and a room in the Ministry of Foreign Affairs. And then, another set up be takes place at
Ethiopian Airlines Bole Airport aimed to introduce guests about the country who came abroad different parts of
the world according MoCT’s organizational profile booklet (2009, P1).
Again the office/organization was re-established and enhanced at a Commission level accordance with
Proclamation No. 182/72; May 10, 1972; which was called Ethiopian Tourism Commission and has given more
responsibilities to enable the country to benefit the most, facilitate the expansion of tourism activities and
establishment of other important organizations, to develop domestic tourism, to enhance people-to-people
relationship cultures locally as well as abroad and to publish publications that help to promote the country's
image reputation and identity according organizational profile booklet (2009. p2).
In line with, the tourism sector, subjected to successive organizational changes, has been conducting/ running
tourism promotion and tour operations as well as the businesses of duty-free-shops, in which case a reasonable
number of experts were trained establishing tourism and hotel/catering training institutes. With the view to
address the problems associated with shortage of hotels, the government started encouraging interested
parties/the private sector through the establishment of financial institutions and involvement in equity-
investment based on loan-arrangements apart from its commitment to establishing/opening model-hotels. Such
initiatives were further strengthened and refined throughout the period till the 1974,

2.3 The Role of the public relations practitioners
The role of public relations practitioner must adaptable, energetic, versatile, diplomatic and resilient to get along
with a mixed group of clients and stakeholder groups. Pieczka refers to the existence of ‘an expertise which is
distinctive yet flexible enough to be applicable across a wide field” and suggests that public relations expertise
is a complex interactive structure organized through past experience and current exigencies (demands), which
modifies itself through action (Pieczka,2002, pp 321-322).
The social world is part of a system that interacts with other systems in that the whole equals more than the sum
of its parts (von Bertalanffy 1969). Building on the work of (Katz and Kahn 1978), PR scholars e.g. (Cutlip et
al. 2000, 2008) use systems theory to explain the interactions between organizations and their environments,

interactions between organizations and interactions within organizations. The model assumes that the public
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relations practitioner is part of an open system interacting with other systems, and therefore the nature of the
role will not be fixed but depend on the influences both in and out of the system, from early experiences and
education through to ongoing CPD — Continuing professional development.

Due to PR professional development, the PR practitioner role definition tend to be more based in to the reality
of the day-to-day job, often use the term ‘public relations’ interchangeably with other terms such as
organizational communication or corporate communication (Grunig 1992); (Hutton 1999) and often include
concepts of persuasion and impudence. (Grunig, Grunig and Dozier 2006) acknowledge that many practitioners
still associate PR with media relations, although some do recognize its potential as a management function
guiding interaction with publics (Tench,2009, Pp.6-7).

This kind of roles for action goes in to flexible manner. Flexibility means that simply the practitioners have
difficulty in explaining exactly what their job entails be able to adapt to new situation, subject to influence— and
indeed, this seems to be the case. In 1978, the First World Assembly of Public Relations Associations in
Mexico, PR defined as ‘the art and social science of analyzing trends, predicting their consequences, counseling
organizational leaders, and implementing planned programs of action which will serve both the organization
and the public interest’ (Newsom et al. 2000, p2). The other definition offered by the Public Relations Society
of America, coined in 1988, is similarly broad: ‘Public relations help an organization and its publics adapt
mutually to each other’ Public Relations Society of America /PRSA/ (Tench, ibid).

The Institute of Public Relations (CIPR) as explained PR is ‘About reputation — the result of what you do, what
you say and what others say about you. Public relations profession is a discipline which looks after reputation,
with the aim of earning understanding and support and to influence opinion and behavior. It is the planned and
sustained effort to establish and maintain goodwill and mutual understanding between an organization and its
publics’ Institute of Public Relations (IPR, 2004); (Tench, ibid).

The function of public relations in image reputation branding is becoming more crucial activity today as of
many states or countries desire to participate more actively in global affairs and enhance their status on the
global stage (Lie and Naren, 2009, p1). The nation brand concept defines as why responsible governments put
in to consideration or easing efforts and resources into discovering how international audiences perceive their
country and develop more effective managing strategies of their national image. To do this, cultural diplomacy
plays an indispensable role in supporting foreign policy goals and diplomacy so that a favorable national image
is gained.

In this regard, Cultural development Policy (2016, pp18-19) declaration issued by MoCT theorizes that cultural
relation helping for cultural diplomacy deliberately as one of its basic commitments to build the country’s

image reputation and identity to other external world.
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2.4 Components of Effective communications
In a modern way of life, effective public relations communication plays a vital role. l.e. PR communication
effectiveness is depends on how message is being expressed to its audience. Effective internal and external
communication yields a common environment to both organization and its publics. Besides Public relations has
to reconcile or adjust itself with the changing environment in the public interest those aspects of personal or
corporate behaviour.
Today, the role of Public relations is recognized in issues management, (Stellah 1. Onyiengo 2014, p109) in
managements and ofcourse media handling. Thus, to this aims Public relations practitioners need to:
understand the core values and competencies of their organization, identify various stakeholders/publics, scan
environment and keep the organization abreast of the latest. Moreover, PR practitioners have to decide on the
best cost effective media relations to reach out to various publics. And then, to create a distinct corporate
identity for the organization, advise top management and a cross-section of managers and workers and
brainstorming efforts on the core valuesof the organization.
As to Tesfaye Bezabih Gezihagne (2018, p27) agree on the point view in (Banik, 2006) Public relation (PR) is
an effort to inter policies and programs of an organization with the objective to establish a bridge of
understanding and good will between institution and its publics). Nevertheless, there is no single organization or
containing around the world that is not affected by rapid changes caused by global competition, customer’s
pressure and development in information technology. Therefore, the magnitude of public relation activities may
differ due to size and nature, no matter what the philosophy the strategy and method is a like whether it is to the
global understanding or to escalate relations with in the firms and its customers, agent’s employees.
It has to keep goodwill of the nation as well its organization through promoting preferable communication
channels. PR practitioners have to tackle with the globalization process, particularly in the communication
industry, force countries to give up traditional techniques. Which it means that communication entails one of its
distinctive yet flexible enough to adjust with an ever changing demand of business environment influenced by
the external forces of globalization and technology advancement become increasing very now and then. Public
Relations proactively characterized as an applied social and behavioral science that measures assesses and
deciphers the attitudes of the different pertinent publics. Moreover having a good relation is the most important
factors to build a good relation with companies various publics (Asemah 2011). (Bruning, D. & Lambe, E.
2008) recommended the public relations is management function which assesses attitudes of publics, recognizes
the public’s and methods of an individual association of activity to learn open comprehension and
acknowledgment Tesfaye Bezabih Gezihagne (ibid).
Effective public relations operations has variety of spheres, most obviously in advertising, through direct and

indirect marketing, personal selling, on websites and in brochures is a means to communicate, but also through
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PR and place marketers’ co-operation with tourist trails, event organizers, travel journalists and cinema
commissioning agencies. PR value of events as a means of creating tourists’ awareness of a destination is a
common business for to tourism destination marketing places (Negelmorgan and Annette Pritchard, 2004,p208).
It is thus clearly a niche player in the global marketplace and tight destination marketing organizations budget
and rising media costs both contribute to a highly competitive promotion environment for such a country. In this
context, it is clear that niche players have to out-think rather than outspend the competition, and in this battle
traditional marketing techniques cannot effectively address the share of voice problem in creating innovative,
attention-grabbing communications on a tight budget and maximizing the media spend. PR publicity involves
merely information from an outside source used by the news media based on its news value (Cutlip et al.1994,
p. 8).
PR is a much more holistic concept involving the proactive development of good relationships with a range of
stakeholders and publics and the co-ordinate handling of negative events and media stories Negelmorgan and
Annette Pritchard (2004, p209). Dinnie (2008, p49) uses the term ‘communicator’ for nation branding as a
sphere where the national identity is presented and impacts on the formation of nation’s image.

2.5 Tools of Communication
Public relations can have two broad tools to communicate with itspublic’s. These are electronic and print media
tools. Specifically, public relations communication tools are can be listed as TV and radio, electronic media,
social media, internet, magazines, newsletters, brochures, flyers, press kits, events, media relations, employee
Relations, community relations and others media contents which are seem to overlap with function of public
relations.
In general, concept of public relations communications tools can be seen from different perspectives, including
various definitions of the profession, models and its practical activities. In all approach, activity of public
relations communication is employed different communication and social theories with description of the
profession, use models and tools to implement planned public relations activities based on situational analysis
or research and evaluation as to Tench (2009,p239).

2.6 Nation branding concept and practice; an overview
According to authors Viktorin et.al, (--, p3) point out in their book the origin of brands and branding as a
practice, the word brand originates in the attempt to mark ownership. Originally, a brand was a piece of charred
or burning wood, or a mark made with a hot iron, used by farmers to identify their stock. In their note, in the
Early Bronze period the Harappan civilization used animal seals on their trade goods, conveying the identity of
the sender and transmitting information for manufacturers, re-sellers, and government authorities. The practices
of brands and branding as such are no recent phenomena.Philip Kotler, Kevin Lane Keller, Mairead Brady, and

others perceive medieval guilds as one of the earliest instances of branding: crafts people put trademarks on
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their products to “protect themselves and their customers against inferior quality.” All these authors agree that
brands in pre-modern times functioned as conveyers of information on the origin as well as on the ownership of
goods.

Nation brand is the sum of people’s perceptions about a country based on a unique, multi-dimensional blend of
elements about the different competences of a country such as the cultural, political, commercial, tourist appeal,
investment potential and human assets. Besides that, it is also important that a clear construct for the activity of
nation branding is developed. Nation branding is the creation of a recognizable, distinctive nation brand image
in the minds of the target audiences and the alignment of the different stakeholders to make sure that they
manage and communicate the nation brand identity to achieve nation brand equity, to change consumer
behaviour and to improve performance outputs according to researchers (Skinner, Lee, 2008; 2009).
Conceptually, nation branding has still be an unlimited theory due to several reasons. Nation branding is not a
new passion as it has constructed for a long time. It has grown for the last few decades, as a result of the
transformation of nation branding to a tool for competing for dominance in economic areas, as well as
increasing political influence amongst countries and regions in the neo-liberal global scope. Besides, the
implications of nation branding for the national identity have been pointed out by many scholars. Due to the
various ranges of the impact of the nation branding, as well as its importance of nation branding enabling to
reshape their national identities, efforts to manage nation branding at the governmental levels became more
visible in many countries as to Viktorin et.al,(--,p6).

In fact, nation branding is an important concept in today’s world. It means that, in global economy arena
countries need to compete with each other to gain their shares from the world’s consumers, tourists, investors,
students, entrepreneurs, international sporting and cultural events. Andmoreto attract the attention, respect and
trust of investors, tourists, consumers, donors, immigrants, mediaand the governments of other nations. In such
a context, a powerful and positive nation-brand provides crucial competitive advantage. It gives a better
impression to understand how they are seen by other publics around the world, how their achievements and
their failures, their assets and their liabilities, their people and their products are reflected in their brand images
(Dinnie, 2008, p37).

In other words, today the world is one market; there has rapid advance of globalization. A term globalization
means that whatever their needs or not countries have try to pull in (investors, aid, tourists, business visitors,
students, major events, researchers, travel writers, and talented entrepreneurs) and whatever countries try to
push out (products, services, policies, culture, and ideas) is done so with a discount if the country’s image is
weak or negative and at a premium if it’s strong and positive (Anholt 2013, p3).

Therefore, nation branding is one of tools of attracting countries to compete with each other for economic

benefits, as well as increasing political influence amongst countries and regions in the neo-liberal global
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landscape (Viktorinet.al,--, p6). With this line, that why today it is for every state government or region is
practicing nation image branding at high level and has become a policy value/issue to create positive image.
2.7 Nation Branding; A Cultural Approaches
According to Anholt (2013, pp.6-7) nation branding through cultural approaches is an essential one. Most
countries have attempting to influence more like education than branding: to find ways of helping People in
other countries to get to know them, to increase and celebrate rather than reduce their own complexity.
One of reason why is that cultural relations are the only demonstrably effective of nation branding. For instance
the experience of countries that have successfully practiced cultural relations over many years shows that
consistent, imaginative cultural exchange does eventually create an environment where respect and tolerance
flourish, and this undoubtedly also favours increased trade in skills, knowledge, products, capital, and people.
People who understand each other tend to get on better, and people who get on better tend to trade with each
other more frequently, more freely and with greater mutual profit (Anholt, ibid).
Although, the cultural approach provides an inter-disciplinary and comprehensive take on managing nation
brands as it brings a contextual appreciation and recognizes the role of government and other actors that
co-create the nation’s brand. cultural approach to nation branding is broadly understood as a tool of constructing
the nation’s identity so as to create a specific perception to either external or internal audience, or both (Kaneva
and Popescu,2011); (Aronczyk, 2008); (Varga, 2013); (Kania-Lundholm, 2014). According to Kaneva and
Popescu (2011), nation branding aims to (re)construct the nation’s external identity towards the global target, as
well as to create nation’s internal images for the people of the nation. Both internal and external identities were
extracted through the symbolized brand message in government-sponsored nation branding campaigns.
Similarly, (Aronczyk, 2008) explains nation branding is conducted to create and a particular version of national
identity and communicate globally with the identity, whilst pursuing economic benefits initiated by a
government, using marketing techniques of for-profit businesses.
Therefore, all those authors are agreed on the issue or not it doesn’t indicate clearly. It needs more research to
identify whether thecultural relations is one tool of nation image branding or not. Which itmeans those countries
tied with cultural relations have pull in with each other for mutual understanding and relations will create peace
and tolerance among themselves, forcommoneconomic, social and political benefits or not .
2.8 Nation branding: Identity components
Nation branding creates and communicates with national identity for achieving nation branding goals. Thus,
national identity plays a vital role in nation branding. As to Dinnie (2008,p50) proposes the elements of nation
branding identity as most authentic differentiator; history, landscape, language, territory, education system, food
and drink, folklore, music, sport, architecture including visual manifestations and commercial brands

originating in the country thus national identity for nation branding is based on what the country already has as
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default. Especially, (Dinnie, 2008, pp.14-15) stresses the importance of culture in the nation branding by
connecting Grant’s idea of brand as “a cluster of strategic cultural ideas”, saying that national brands have
possess far richer and deeper cultural resources than any other type of brandand “the essence of any nation
brand derives not only from the country’s companies and brand, but also from its culture in the widest sense”.
In this sense, nation brand identity has cultural roots. However, as aforementioned, national identity is also
related to economic and political values. since this study is exploring practices of nation branding for promoting
and will focus national identity components mentioned by (Dinnie, 2008) in the contexts of cultural, economic,
and political values.

In the meantime, national identity is aimed to achieve a desirable image of the nation. (Kania-Lundholm, 2014,
p607) states that cohesive, attractive and recognizable image of the nation is a prerequisite for nation branding
which should be reflected upon domestic and international audiences. Whilst national identity is a selection
amongst the nation’s traits by a specific group, a national image is based on individual’s own experiences of a
country, either direct or indirect (Dinnie, 2016). As nation brand identity and nation brand image have different
bases, nation brand identity and nation brand image can be different. However, in nation branding, it is
important to maintain consistency in brand identity and brand image as an identity-image gap is a negative
factor for nation brand positioning, a key issue in brand management and strategy (Dinnie, 2016). Therefore, to
prevent identity-image gap, the nation branding identity components are managed by nation branding

communicator (Dinnie, ibid).
2.9 Nation branding; applying techniques and principles

According to Dinnie, (2008) explained in nation branding there has be taken major responsibilities in applying
techniques and disciplines. To this, a government or nongovernmental entities are responsible to take
disciplinary measures based on four hierarchical responsibilities; such as social, economic, political, and ethical
brand concepts. Hence in this work, the researcher, will assess the practices of nation image branding in the
Ministry’s theoretical aspect of the relevance of nation branding in terms of what value a nation-brand strategy
can deliver to a given country, as well as tracing the evolution of nation branding and outlining the prominence
and investigate the gaps as well as advantages of sustainability and image or reputation building.

Moreover, in nation branding practice, it is very essential to apply brand strategy, disciplines and other marketing
techniques to the economic, social, political and cultural development of countries. In nation branding practice, applying
brand strategy needs corporate communication strategy (CIPR, 2010, pll) point out that managing a corporate
communication strategy requires general reputational position that an organization aims to establish and maintain with its
key stakeholders. A comprehensive communication strategy is often developed in interactions between professionals from
different communication disciplines and with the CEO and members of the executive team within an organization.

This is because as to (Viktorin, et.al --, and p21/1-2) nation branding represents a deliberate, collective effort by multiple

constituencies to generate a viable representation of a geographical-political-economic-social entity at national-level
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efforts. However the concept and techniques were applied to sub national regions and places as well. Especially,
governmental and nongovernmental actors were expected to contribute building a combination of practices, policies,
values, and aspirations designed to attract internal and external audiences. Successful branding enables people at home and
abroad to view a state as legitimate and credible, thereby meriting their allegiance and support. Once thus acknowledged,
states can wield influence as legitimate performers on the world stage: administering citizens, collecting taxes, drawing
borders, inviting investment, soliciting tourists, attending international conventions, and so on. Since the rise of the nation-
state in the nineteenth century, the perception of “the people” constitutes a critical element of this visibility-legitimacy-
empowerment nexus. Those who deploy nation-branding techniques seek to control and channel information, to manipulate
the resulting imagery, and sometimes, to bring domestic societies more in line with internationally accepted norms. Nation

branders create and promote an attractive package for domestic and international consumption.

2.10 Nation Branding Potentials in Ethiopia
Accordingly, Sustainable Tourism Master Plan for Ethiopia, the country has diversified range of cultural heritage based

tourism attractions and products including various potentials of historical sites, educational tour, pale anthropological and
archaeological routes (paleontological-tourism), religious tourism among other events and Festivals (UNECA, 2015, p58).
Ethiopia is the land of diverse traditional performing arts including music and dancing with rich cultural musical
instrument of various nations, nationalities and peoples of the country. These potentials are not properly developed or
integrated in the tourism product of the country so far.Ethiopia is well known for its beautiful artistically craft products of
diverse features namely jewelry, coinages, other metal works; traditional leather crafts, illuminated manuscripts and book
binding; traditional textile crafts and garments; basketry, bamboo works and other vegetal fiber works; woodworks, stone
and horn carvings as well as pottery and ceramics are the main one (UNECA), 2015, p48).

Ethiopia is renowned for its Colorful traditional festivals that in most cases reproduce traditions that have been maintained
for centuries. Whilst, those colorful traditional festival such as the music, religious ceremonies, cultural events and shows,
sports, arts, language and history and landscape, which can play a significant role in the formation of national identity.
Ethiopia’s Colorful traditional festivals are not well branded and developed as of tourism products to attract visitors,
especially in terms of services provision facilities and maximizing for economic impacts in the respective destinations
(UNECA, 2015, p49).

According to Dinnie, (2008, p148) majority of nation brands are not created out of the blue but it has based on

existing culture and tradition. Every nation brand has its own idiosyncratic cultural expressions, in terms of nation-brand
management. these cultural expressions represent an important differentiator that decision-makers need to incorporate into
nation-brand strategy development and thus to some extent justified, they nevertheless tend to be dominated by the market
(ing) imperative, which warrants aforementioned concerns, such as the potential impact of national identity and place
branding on individual organization.

On the other hand, FDRE Ministry of Culture and Tourism Cultural Policy (2016, P18) define cultural diplomacy as a
public relations activity that involves cultural exchanges, cooperation, promotion and solidarity between people. The
purpose is to create understanding, trust, mutual support and consequently strong ties between our peoples and the peoples
of other countries, to foster a positive attitude towards and support for our nation through the promotion of our ancient

civilization and cultural values to the external world.
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CHAPTER THREE
3 METHODOLOGY

This chapter deals with study design and method that will be used to conduct the research. The chapter presents
details of research design, target population, sample and sampling procedures, description of research
instruments, variables, reliability and validity measurement, data collection procedures, data analysis techniques
and ethical considerations while conducting the study.

3.1 The Research Design and Method

Under this section, the methods used in the research are to be presented. Hence, the researchmethodology
inclusive of the research method and instrument, the design and data analysis approaches are going to be deal
with.

3.1.1 Research Design
Research design is a plan for collecting and analyzing evidence that will make it possible for the investigator to
answer whatever questions he or she has posed. The design of an investigation touches almost all aspects of the
minute details of data collection to the selection of the techniques of data analysis (Ragin 1994).What it mean
that “a research design is the arrangement of conditions for collection and analysis of data in a manner that aims
to combine relevance to the research purpose with economy in procedure. In fact, the research design is the
conceptual structure within which, the research is conducted; it constitutes the blueprint for the collection,
measurement, and analysis of data” (Sellitiz 1992, P36).
The research design followed on case study approach.With this notion the design was imperative to select
descriptive research design. The researcher therefore, considered descriptive or case study design as the study
focused for exploring the public relations activities towards nation image branding in the MoCT. Because it
entails detailed assessments to specific subject matter, on practices towards nation branding and challenges of
public relations directorate in the (MoCT). It includes person, group, place, event, organization, or phenomenon
to the aims of accurate and systematic describing population, the situation or phenomenon in a way to address
intensive research of a system with an aim to generalize across a larger set (Creswell, 2007; Gerring, 2004).

3.1.2 Research Approach
The present study employed two types of research approaches. The first one is a quantitative research approach
and the second one is a qualitative research approach. Both quantitative and qualitative approaches were utilized
in a mixed ways. Because both quantitative and qualitative methods are have a mixed share of characteristic to
address an overall content aims. What it means that a mixed methods research helps to formulate a holistic

interpretive framework for generating possible solutions or to bring new understandings of the problem. As a
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research strategy, qualitative research method was used to understand and explain social phenomena in their
naturalsetting (Stone et al. 1999). It is characterized by an emphasis on describing, understanding andexplaining
complex phenomena on studying.

The purpose was in order to investigate the data gathered/obtained from qualitative and quantitative methods.
From the techniques an important way is triangulating information to make trustworthiness of data gained from
both research methods. Moreover, qualitative method is in order to investigate the problem with the aim of
exploring the role and practice of Public relations in nation branding using untapped attraction resources as a
tool. As this research tries to examine views and perceptions of public relations and communications
professionals towards their practices in nation branding, the qualitative research approach is more suitable than
the guantitative one, as the former is efficient in exploring the opinions and attitudes of the PR professionals
when conducting nation branding programs in detail and to get a precise information from both questionnaire
and interviewing from respondents within the scope in a natural way. In this,the process both aspects in
gualitative and quantitative research methods were importantly to get a better interpretation and understanding
as of the information missed with one instrument might be captured from other instrument and an enhanced and
integrated result shall be emerged from the analysis according to Dominick et al, (2011, p48).

The convergent combined/mixed method on the other hand is commonly used to merge results of qualitatively
and guantitatively collected data for interpretation. As Creswell & Creswell (2018) stated out, in convergent
combination method, “The researcher will converges or merges quantitative and qualitative data in order to

provide a comprehensive analysis of the research problem.”

3.1.3 Data Type
There are two fundamental types of data, from Primary and Secondary data source. The Primary data are

gathered through the constant interaction with the relevant bodies of the research using in-depth interview and
direct observation. On the other hand, the secondary data are found in documentary sources in the form of
Written (publications such as books, journals, advertising copy and so on), Unwritten (TV and radio programs,
tape recordings, documentaries and so on) and Survey data (economic data, yearly tourist flow and income
generated reports,...). In addition to providing supplementary evidence to the research, such data are crucial as
they “cuts out the need for time consuming fieldwork” (Walliman, 2011, p.78). This research uses both primary
and secondary data sources.

In this study so as to gather the primary data, an in-depth interview with key informants of those who held the
position and have the knowledge about the subject matter of the study is conducted. All the informants are from
the headquarters of the relevant organizations under study. As far as secondary sources are concerned, it is
evident that the analysis of such sources is vital in extracting the necessary data from these documents for the
research in order to corroborate a research with documented sources. Accordingly, this research also uses the

available secondary data sources, including communication documents, newspapers and, printed materials and
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online sources to analyse the nation branding activities of the concerned organizations using cultural heritages
as their tool.

3.2 Data Collection Instruments
The instruments selected to enable the present study are to have both primary and secondary data sources.
Hence, the researcher was utilized the primary and secondary data source using data collection instruments. In
the primary data collection, the researcher utilized questionnaires, semi-structured interview and observation.
Then the researcher was conducted based on the two-way symmetric public relations model, where the public
relations directorate given equal emphasis to the interest of general publics as well as the Ministry. The
researcher has utilized both qualitative and quantitative data collection methods for the study. Then the
researcher gathered accurate data from respondents whowere involved to give information in the research
specific area.

3.2.1 Questionnaire

Questionnaire was a research instrument consisting of written list of questions (items) intended to capture
responses from the respondents in a standardized manner. (Kumar, 2011: p.138) and Dawson 2002) listed the
three types of questionnaire (closed-ended, open-ended or a combination of both) and howithas been
administeredand used.
Then the questionnaire was therefore designed to fulfill specific research objectives. The content of
guestionnaire was about total of 80 questions. The form of questions in the questionnaire are said to be closed-
ended, open-ended or combination of both according to Dawson (2002, p.30).lts purposes are to gathering facts,
opinions, attitudes, from respondents’ motivation, to his/her knowledge on certain issues, and the like. Most
guestions, however, can be classified in either of two general categories: the factual questions and subjective
guestions. This means that the questions of questionnaire were prepared on basis of research questions of
statement of the problem of this study.
Following, a structured questionnaire was developed in English language and then translated into Ambharic.
Therehave sixsections in the questionnaire.Part -1A, contains background/ demographic information on the
respondents’ gender, age andlevel of education, Part-IB, contains current position and life experience based
personal information of respondents’. Part Il, consists of 14questions related to nation image branding and
designed to understanding and the respondents’ concerns to nation image branding efforts in the study specific
area. Part 11l consists of 7 questions related to PR tools of communications which were designed to obtain
frequency of usage, Part 1V, consists of 12 questions related challenges that are affecting the PR activities
designed to obtain respondents ‘understanding about seriousness of the problems. Part V, consists of 42
questions related to employees attitudes on the significance of internal and external communications to obtain

thoughts, knowledge and efforts, and part VI, questions related to general opinion to have make any comment,
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how it would been improved the culture, tourism and sports sector to strengthening the nation image branding
promotion activities needed answers from respondents.

3.2.2 Interviewing
The most common components of interviewing are unstructured, semi-structured, structured interviewing and
group discussion as to (Dawson, 2002, p.27).
Itinvolves presentation of oral-verbal stimuli and reply in terms of oral-verbal responses as (Kothari, 2004).
Hence, the researcher was utilized semi-structured interviewing method for the study. Semi-structured
interviewing method is perhaps the most common type of interviews be used in qualitative research method. To
do this, the same questions are needed to ask in interviewing session. Similarly, the researcher wants the
interview to remain flexible so that other important information can still arise (Dawson 2002, p.28).
Whilst, the purpose is the researcher would obtain relevant information about the public relations practices
towards nation image branding and challenges. It would be freely discuses on the PR communication tools/
channels, practices in nation image building strategies, and professionalization: practitioners’ educational
background and their field of study. All the information was being gathered strategically and would be
purposely triangulated by interviews, documents and the questionnaire. Thus, the PR directorate directors from
head office and subordinates organizations werehave been conducted interviews. And this instrument would
give him better chance to have remained alert, recognizing important information and probing for more details.
Following, the researcher was conducted with total of three (3) key informants who werepurposively selected
from concerned body, first, from PR professionals who were working at different positions within the MoCT,
and subordinate organizations and one from Tourism Ethiopia. Thesekey informants were being selected based
on their knowledge, experience and responsibility in relation to discussion topic. Amongst them, all were
considered to have a better knowledge, experience and career of the subject matter in the study specific area.
Those key informants were selectedfrom Tourism Ethiopia, Tourism marketing Directorate director, the
MoCT’s Tourist Services Standardization and Facilitation Directorate Director, and the PR Directorate Director,
on basis of their experience, knowledge and responsibility in relation to nation image branding.
The forms of interview questions were designed an open-ended and asking verbally to respondents. It has also
a list of specific questions or a list of issue topics for discussion. These were scheduled in a form of notes. In
this, there have flexible steps to be taken to each interview topics to ensure continuity according to Dawson
(2002, p.29).
In line with this, the purpose of interviewing was designed to gain more in-depth understanding, more
information, opinions, and attitudes from respondents on the topic in the research specific area. The interview
guestions were also made of from general to specific issues. The contents were also having two sections. The

first section has introduction and personal background information related to questions. The second section has
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10 scheduled questions for discussion.

3.2.3 Document Analysis/review
Document analysis was utilized a systematic procedure for reviewing or evaluating documents of both printed
and electronic (computer-based and Internet-transmitted) information. Like other analytical methods in
qualitative research, document analysis requires that data be examined and interpreted in order to elicit
meaning, gain understanding, and develop according to researchers Empirical knowledge Corbin & Strauss,
(2008 See also Rapley,2007), as to (Bowen, 2009, p29).
There are different types of methods for data analysis in social science studies. Some of them are said to be
statistical analysis, meta-analysis, discourse analysis, thematic analysis and content analysis. To define some of
methods, For instance, content analysis.A content analysis is either qualitative or quantitative research method
used to identify patterns in recorded communication. To conduct content analysis, the researcher will collect
data systematically from a set of texts; this may be written, oral, or visual: books, newspapers and magazines
speeches and interviews, Web page content and social media posts, Photographs and films. Thus, the content
analysis can also be used to quantify the occurrence of certain words, phrases, subjects or concepts in a set of
historical or contemporary texts.
Secondly, thematic analysis is a qualitative analytic method for: “identifying, analyzing and reporting patterns
(themes) within data. It minimally organizes and describes the data set in (rich) detail. However, frequently it
goes further than this, and interprets various aspects of the research topic” as (Braun, 2006, p113).
Analyzing documents incorporates coding content into themes similar to how focus group or interview
transcripts are analyzed.
In this, there are three major types of documentsfor data analysis: such as public records, personal documents,
and physical evidence documents. For this study, physical evidence is appropriate and in this instrument the
objects found within the study specific area will be analyzed. The physical evidences are the document that can
be available naked (often called artifacts) for example it includes brand logo, posters, flyers, agendas, hand-
books, banners and training materials etc.
Therefore, the researcher was utilized the content analysis method. When the data would be collected from
secondary data sources there have different types of data to be occurred. Such as PR publications,
documentations, and analysis (journal articles, reviews, magazine, brochures, leaflets, posters, logos, reports,
and academic books, other official documents, visual manifestations, films, CD-brochures and media kits or
promotional documentations, newsletters, videos, Website and Database. Then, the researcher was probed on
each item in accordingly to their availabilities. Based on this, the data review method would be applied.
In this work, the collection of data was confirmed by pilot testing before using the established questionnaire in

the research specific area. Because pilot testing was helped him to know internal consistency andminimized
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extra-efforts, spending resources for the study and enhancing with actual respondents, solved problems as
possible as identifying risk of errors, and then the actual data collection process was been conducted.

3.2.4 Observation
Observation is the other main instrument used to collect data and record important information to note and
visualizing the existing situation (Patrick, 2003). It is the act of noting a phenomenon in the field through the
five sense organs of the observer, often with an instrument, and recording it for scientific purpose. Good
observers use all of their senses, including sight, hearing, touch, smell and taste (Creswell, 2016, p118).
There have two major types of observation techniques. These are participant and non-participant observation
techniques. In the participant observation techniques, the observer will has a chance to observe situation
practically is defined. As a researcher, when he participates in activities of some form of groups when
performing at a time being observed in the same manner as its members, with or without their knowing that they
are being observed. And non-participant observation on the other hand, is when the researcher as a researcher,
do not get involved in an activity of the group but remain a passive observer, watching and listening to its
activity and drawing conclusions from this (Kumar, 2011 p.134).
The purpose of observation technique is a way the researcher to collect in-depth information using his own
sights without asking the respondent. It gives the researcher better to understand about the situation to probe
more information. If observation is done carefully and accurately, it helps to find more information on what is
currently happening without subjective bias.
Hence, in this study, the researcher was employed the assignment observation technique. The researcher was
observed through participating how the PR practitioner and major actors were performing the nation image
branding promotion programs, commitments, plans, initiatives relating attitudes. How promotional artifacts
production would have been visualized, lure, to attract viewers, displayed items, wall pictures, and item naming
through languages and their meanings it may in museums, streets, parks and how well it explained, especially;
Ethiopian cuisine festivals, etc. are reflecting the nation's images, and are a good way of collecting observable
data in which he have captured in a single shot or series of shots.The instrument has been applied within the
Ministry’s strategic activities taking place through timeframe of the study inside and outside the environment.
Because the method was distinctive that the researcher would approached the participants in their own
environment rather than having the participants came to the researcher. Generally speaking, the researcher was
engaged in participant observer. He tries to learn what life was like for an “insider” while remaining, inevitably,
an “outsider.” (Natasha et al., 2005, p25).
A timeframe check-list approach facilitates in gathering actual information from every scene at a single, fixed
location. The technique was applied at a single, fixed location when an observer himself place being a

participant-observer depending on appropriateness to his study. Especially, the relevant categories can include:
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the characteristics of individual people, including their dress, gestures, and nonverbal behavior; the interactions
between or among people; the “actions” taking place, whether human or mechanical; and physical surroundings,
including visual and audio cues the researcher was observing through day to day activities of the Ministry’s in
relating to nation image branding operations have been as an input of the instrument like promotional activities,
meetings, seminars, trainings, campaigns, events as well as stakeholders general assembles, were have been
used.

3.3 Sampling Techniques
The target population for this study was being constituted of all the PR practitioners who are working at MoCT
in Addis Ababa. Based on the gathering information there are 150 population targeted from PR practitioners,
tourism marketing and destination development expertise in the study boundary.
The study was used non-probability sampling techniques which were purposive & convenience that were used
to select the respondents from Ministry of Culture and Tourism (MoCT). Because of large number of the total
population, convenience-sampling technique is better to select the sample respondents. Although, non-
probability sampling has problems related to selection bias, in small inquiries and researches by individuals, the
sampling technique can be adopted and can be done wisely Kothari, (2004).
Non probability sampling method is a purposive sampling method that a researcher deliberately uses for data
collection. This sampling method helps the researcher to obtain required information from intended
respondents. For this study, the researcher was focused on assessing practices of PR towards nation branding
the case of Ministry of Culture and Tourism, subordinate organizations and institute, it needs professional,
experience and exposure of respondents to react with questionnaires and interviews. Therefore, respondents
from Public Relations Directorates of the MoCT and subordinate organizations werebe purposefully selected to
obtain the required information for the subject matter under the study specific area.
Purposive sampling gives a researcher an advantage to create smooth relationship between the information
seeker and provider. Purposive sampling is one of strategy in the field of qualitative researcher in which
particular settings, persons or events are selected deliberately in order to provide important information that
cannot be obtained from other choices. It is where the researcher includes cases or participants in the sample
because they believe that they warrant inclusion (Taherdoost, 2016).
The researcher was used convenience sampling method to select sampled respondents from the total population.
Therefore out of the total population he wouldtakefrom the sample size the individuals who have better
practices in the subject matter and are willing to contribute the proposedstudy. In the case of non-probability
sampling, the choice of sample size was determined by the insight, judgment, experience or financial resource
of the researchers as (Kothari, 2004).
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3.3.1 Sample size
Different sources have indicated that the sample size would be 10% of the total population. However, (Fowler,
2014) argued that this may not be the best approach in deciding sample size. As an alternative, sample size
determination should be based on researcher’s inquiry strategies. There are different strategies to determine the
sample size from target population according to the requirements of the researcher. According to Fowler,(2014)
“the choice of a sampling strategy places in part on feasibility and costs; it also involves the precision of sample
estimates” (Fowler, 2014). Sampling strategies in determining sample size are supported with different formulas
and software tool. Applying various formulas to determine required sample size under different condition is one
of the most significant strategies. One of these strategic approaches to determine sample size in a finite
population is Yemane’s formula for calculating sample size (Team, 2016).
According to Sevilla, (2007) for 95% confidence level and confidence interval of 5% of Margin of error, one
can determine appropriate number of sample size.
The target population size for this study was total number of PR Practitioners, expertise in tourism marketing
and destination development expertise at MoCT and subordinate organizations. For this work, there have a total
of 150 target populations sampled from permanent employees in the study specific area. From these target
populations 30 were public relations practitioners and 120 werefrom tourism marketing and destination
development expertise who were working in the MoCT, subordinate organizations and Tourism Ethiopia. The
researcher considers that both the subordinate organizations’ public relations practitioners and Tourism
Ethiopia’s were selected for various reasons. First, the public relations practitioners of each entity have engaged
in similar objectives. Second, the Ministry’s and Tourism Ethiopia’s sub section of Tourist Service
Standardization, Facilitation and Marketing Directorates were engaged in developing tourism destination
(attractions), and tourism marketing promotions focusing the nation’s authentic cultural values, history/
heritages, natural resources aiming nation image and identity branding.
Thetotal target population here was therefore 150 permanent employees, whichis 70 employees was from
MoCT, 30 employees in five subordinate organizations and 50 from Tourism Ethiopia.
However, due to financial and time constraints, the researcher took only 109 samples. To determine the
appropriateness of the sample size, the researcher considered 95% confidence level and margin error of 5%.
With this assumption, appropriate sample size has been calculated by Sevilla’s formula as in the following
ways:
N
n= “KEN ()2

Where capital (N) is the number of total populations, small (n) is sample size to be determined, k is constant (1
) and (e) is degree of error expected.
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Sample size (n) = 150 =109.090909
1+150(0.05)?

Therefore the sample size (n) = 109
The total sample sizes of this study according to Sevilla’s formula would be therefore, 109 respondents from the
target population of 150. Researcher also used online Sevilla’s software to approve the number of sample size.
The result is the same with hand calculation to determining sample size.
Researcher also approved the sample size using online software found at (Creative Research Systems, 2012).
The researcher again considered 95% confidence level and confidence interval or margin error of 5% to approve
the sample size. With this condition, the result becomes 106 sample sizes from the same population as in the
case of Sevilla’s formula.
Therefore, 109 respondents would be the sample size for this study. From 109 sample size, about 36
respondents (33%) were from Tourism Ethiopia and 51 respondents (47%) from MoCT and 22 respondents
(20%) from subordinate organizations of public relations practitioners and tourism marketing and destination
development expertise.

3.4 Variables and Measurement
In social research study, the concept of variables would be referred as terms to be used frequently in the study
projects. When conducting a research, while designing qualitative and quantitative research projects it is
pertinent to define and identify the variables. Variable is a property that takes on different values. It is a logical
grouping of attributes, demographic characteristics of poeple, social status or physical qualities that describe an
object. For example if gender is a variable then male and female are the attributes. If residence is the variable
then urban, semi urban, rural become the attributes. So, attributes here describe the residence of an individual. It
could be demographic, physical or social and include religion, income, occupation, temperature, humidity,
language, food, fashion, etc. Some variables can be quite concrete and clear, such as gender, birth order, types
of blood group etc. while others can be considerably more abstract and vague. So, researchers have to test a
number of associated variables to develop an underlying meaning or relationship among them as to (Dominick,
2011, p44).
It is pertinent for a researcher to know as how certain variables within a study are related to each other. It is thus
important to define the variables to facilitate accurate explanation of the relationship between the variables.
There is no limit to the number of variables that can be measured, although the more variables, the more
complex the study and the more complex the statistical analysis. Moreover the longerthe list of variables, the
longer the time required for data collection. Variables can be defined in terms of measurable factors through a
process of operationalization. It will convert difficult concepts into easily understandable concepts which then

can be measured, empirically.
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In this study, the researcher has made a seven-paged questionnaire for gathering information about attributes,
demographic characteristics of people. The questionnaire has six sections: part -1, part -11, part -111, part IV,
part -V and part —V1. Inaddition there has given options the respondents to have comments on each question,
especially assuming their efforts will improve the culture, tourism and sports sector which to strengthening the
nation image branding promotion activities. The questionnaires was also developed in English language and
then translated to Amharic.

Table 1: Components of Variable

Ser. Factors Total questions
no.
1 Socio-demographic characteristics of respondents (sex, age, education, job 5

experience, position/responsibility)

2 The Respondents’ concern about nation branding in the study specific area. 14
3 PR tools of communications and usage frequency 7
4 The Prevailing challenges that affecting the PR activities 12
5 The employees attitude on the significance of internal and external communications 42
6 The respondents’ general opinion to have any comment to improving activities 3

Total 64

Source: Research Questionnaire, 2020

Measurement: - In order to do an analysis, the variables have to be quantified; this means measuring giving
values and scale. Sometimes identification of variables and determining how to measure them looks quite
simple, but due to vaguely defined variables measuring can be difficult too. There are four levels of
measurements on a continuum of discrete and continuous: nominal-scale, ordinal-scale, intervalscale and ratio-
scale. Thus, the most difficult part of planning a research study is identifying the research variables and research
design. Considerable time and thought needs to be given to this step. Once the key variables have been
identified, then the research study can be developed.

Therefore, the researcher have made clear quantifiable questions to respondents in order to answer questions, to
have right to select their choices to answer based on choices, the five point scale according to their opinion on
each question. Each answer has been given a choiuce, score and it is assumed thoughts that the format is easier
for the respondents’ to understand the concepts and provide precise answers. For istance, the five-point scale is

used to measure the level of the factors as shown in Table 2.

Table 2: Five-Point Likert’s Scale

Ser. Choices Score
no.
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Strongly Agree

Agree

Neutral

Disagree

5 Strongly Disagree

Source: Research Questionnaire, 2020

3.5 Reliability and Validity
3.5.1 Reliability

Reliability in qualitative and quantitative research refers to whether you get the same answer by using an

~wnN -

g b~ ownNn -

instrument to measure something more than once as (Bhattacherjee, 2012 p55).
According to Dominick et al, (2011, p170) the concept of reliability is crucial to content analysis. If a content
analysis is to be objective, its measures and procedures are must be reliable. A study is reliable when repeated
measurement of the same material results in similar decisions or conclusions.
To measure the reliability of the research instruments, the researcher was used pilot test at a study specific area
to obtain the reliability of question of questionnaire before the data collection toolswere is used. What it means
that the Pilot testing purpose was to establish the reliability for the research instruments appropriateness for the
proposed data collection.
To this aim, the procedures followed to ensure the reliability of research instruments were probed by a well
prepared questionnaire. l.e. the researcher in order to know the suitability of the instrument has checked the
guestionnaire by pilot testing before utilizing. Then, it was distributed to 12 respondents to sample population
to react on for pilot testing. Based on pilot test findings, defective items and irrelevant points were having been
avoided and ambiguous expression and difficult words have been modified for the purpose of the study. This
was helped the researcher to decide whether the instruments are suite to gathering data at the study specific site
or not. Through the obtained data from pilot test and retesting indicated helped the researcher to know and make
sure its internal consistency across the parts of measuring the instrument. Furthermore, the researcher used the
Crombach’s alpha coefficient to measure internal consistency of an instrument. Ofcourse, to measure internal
consistency of an instrument the Crombach’s alpha coefficient is the most preferred instrument. thus when
making the use of 5 point likert’s scale point method the Crombach’s alpha coefficient is appropriate to measure
the internal reliability as to Taherdoost(2016 p33).

3.5.2 Validity
Validity refers to the accuracy and trustworthiness of instruments, data, and findings in research. Nothing
inresearch is more important than validity. The instrument can be confirmed through triangulation of data from

the questionnaire, interview, and document analysis. Validity, often called construct validity, refers to the extent
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towhich a measure adequately represents the underlying construct that it is supposed to measure (Bhattacherjee,
2012, p 58).

According to Taherdoost, (2016 p34), viewpoints there are four main types of validity test of the questionnaire
namely; face validity, content validity, construct validity and criterion validity. These are used depending on the
types of questionnaire, some of these are mandatory to apply and recommended. In other researchers viewpoints
(LoBiondo-Wood and Haber, 2006), there are three major kinds of validity including content, criterion-related,
and construct validity.

The researcher has followed the basic research procedures of data gathering. It entails four research instruments
were utilized to collect information from primary and secondary data sources. Some of strategies that the
researcher has used to check the accuracy of research findings were analyising, presenting and interpreting the
obtained data. The procedure to check items to have to identify and discuss one or more of the findings to
organize the most frequently used and easy to implementto those occasionally used and more difficult to
implement. Then, the researcher cautiously have used, a rich, thick description, clarifying the bias, present
negative or discrepant information that runs counter to the themes, and spending of prolonged time in the field
to convey to ensure the findings. This description may transport readers to the setting and give the discussion
an element is of shared experiences. Moreover, validity is concerned with the meaningfulness of research
components. When researchers measure behaviours, they are concerned with whether they are measuring what
they intended to measurer. There are four types of validity procedures that researchers should consider. These
are said to be statistical conclusion validity, internal validity, constructs validity and external validity.

In this, the researcher has utilized the content validity measurement procedure for data gathering. The content
validity measurement procedure was used to verify on the basis of data gathering instruments to ensure its
content structures before applying the preferred tool. In this, questionnaire has been deployed as a significant
research tool to assess the study subject matter: such as questionnaire, interviewing, observation and document
analysis for his assignment. It includes to probe on the present practices and future expectations of nation's
image branding on core components as mentioned in the above review related literature (2.8, p18). These are
mainly physical and national identity factors, (such as history, language, cultural values, origin of coffee, and
the long distance runners of Ethiopia). These entails proper analysis and evaluation of the macro-trends will
help to decide where and how to work the country branding exercises to get the sought position in the mind of
people. On the basis of obtained data from research instruments: questionnaire, interview, and document
analysis (both printed and electronic sources) were properly analyzed and evaluated in each particular event,

description, or fact being reported through to ensure its trustworthiness.
3.5.3 Triangulation

In every steps in collecting data, analyzing and presenting or in transcribing the obtained data through different
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instruments whether from key informants interviewed were used, to maintain its suitability and to enhance the
reliability of the research the results were be inspected through a means of triangulation. A prepared
questionnaire was used to collect the data was pilot testedthe prior respondents to confirm before utilizing at a
study specific site. For the reliability and suitability of all instruments were inspected through the means of

triangulation. The principle of triangulation was seeking at least three ways of verifying or corroborating a
particular event, description, or fact being reported through questionnaire, interview, and document analysis by
a study. Such corroboration serves as another way of strengthening the validity of a study (Robert 2011 p.78).
According to Patton (1990), triangulation is also helped the researcher guard against the accusation that study
findings are simply an artifact of a single method, a single source, or a single investigator’s bias. In a mixed-
method studies (which combine quantitative and qualitative research techniques) sometimes include document
analysis.
Therefore, the researcher was utilized triangulation technique to make sure for the gained data from any of
chosen instruments whether it has a consistent value to fulfill the study objectives. Then, he probed to make
sure the gained data from any of chosen instruments whether it has a consistent value to fulfill the aim of the
study objectives.
accordingly, the researcher was utilized triangulation approach to make sure and to upgrade trustworthiness of
the information gained from the questionnaire, interview, reviewing of documents or observation at a
particular event to supplement the research objectives.

3.6 Procedure of Data Collection and Method of Analysis
Before the data collection activities take place, some important steps have been undertaken to increase the
reliability and validity of the instruments as mentioned earlier. The main procedures were stated below.
First of all, the instruments selected to examine the practices and challenges towards nation branding the case of
Ministry of Cultural and Tourism were have seen and approved by this researcher's advisor and other experts in
the study specific area were have added their opinions before dispatched to respondents.
Following, instruments were have been modified in according to the experts’ opinions. The questionnaire items
were also translated into Amharic and checked by language experts whether the items contained an equivalent
meaning of the target/best merely language, and thereby the respondents could be understand them. The pilot
test was also employed. Based on pilot test findings, defective items and irrelevant points were having been
avoided. In addition, ambiguous expression and difficult words have been modified and simplified to suit the
purpose of the study. In order to check the internal consistency of the items of the questionnaire, the researcher
have utilized Crombach’salpha test to measure internal consistency and if it would find 0.8>0> 0.7 it
waspossible to utilize the instrument for collecting information for the study.If itwas not it needs rechecking the

used instruments.The following table would show the Cronbach’s alpha pilot testing result and it has ensured
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the internal and external consistency of the items of the questionnaire:

ser. Variables N of Crombach’s alpha value
no. items

1 Significant of internal communications 24 0.916

2 Significant of external communications 18 0.943

Table-1 Reliability and validity Analyzer results;
Whilst, the procedures, the researcher employed the pilot test priory at study specific area have gathered
information from respondents to measure internal consistency of the instrument. He measured the obtained
information using SPSS statistics for Crombach’s alpha test. A reliability analysis of a pilot test and retest has
carried out on the same perceived task values scale comprising total 42 items. The Crombach’s alpha test value
of the questionnaire shows to acceptable outcome, which isfor variables of internal communications
significance was oo = 0.916 and for variables of external communications significance was o« = 0.943 from 5
point likert’s scale items. Thus, the internal consistency gained on items is possible to utilize the instrument to
gather the needed information for the study. Then the findings, the researcher has gained also reported to his
advisor and discussed on pilot test and retest tasks for the data obtained from respondents in the research
specific area.
According to Crombach’s alpha test findings the questionnaire would be revised and prepared accordingly to be
published and distributed for use of data gathering. Before distribution the researcher was given brief
orientation to participants how to fill out the questionnaire. Then the questionnaire was distributed and has
collected.In the meantime, interview talking points (questions) will be prepared. The interview guideline for all
respondents was listed in to two parts. Part one is containing about personal information and part two is
containing about interview talking points which consist of 10 interview talking points.
Beside the results of the interview points were shown to the study advisor and other two colleague’s expertise
were given for their validation and have got their consent. Then, a discussion was held with three (3) key
informants. The reliability of the research was enhanced by using the same interview guideline for all
respondents and using test-retest i.e. repeating the interview with selected three (3) individuals. The external
validity of the research to make generalizations have limitations by the small number of samples taken due to
time limitation and it should be ascertained in the future conducting quantitative research on the basis of larger
sample.In addition to this a qualitative research has different setting and targeting foreign investors, tourists and
government policy makers should be to ascertain conducting its external validity.
Besides the different instruments were used whether from different individuals interviewed or other means the
obtained results were confirmed through triangulation method to maintain and enhance the reliability of the
research. For example, a prepared questionnaire was used to collect the data was tested the prior respondents to

confirm before utilizing at a study specific site for the reliability & suitability of all instruments were inspected
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through a means of triangulation.

3.7 Ethical Considerations
In this research, the researcher was taken a great care of ethical issues that is common in any scientific research
undertaking. Following ethical principles, the researcher has taken caring of the respondents’ privacy and
willingness, was discussed with selected three key informants for the study during data collection.Then they
were having clearly informed about the purpose of the research and have been asked only if they were having
willingness to provide the required data. They were have assured that the information they would provide
confidential and only used for the research purpose.
Behaving properly in a research is considered a matter of research integrity. The personal quality, prominently
positioned and common to the various codes, should not be taken for granted. In its rawest form, research
integrity means that the researcher and his word(s) can be trusted as representing truthful positions and
statements. Although research does not demand to take an oath as in other fields, people must know, through
the researcher’s actions, demeanor, and research methods, that he/she is striving to produce research that is
truthful, including clarifying the point of view being represented as to (Robert,2011).
Involvement in any research project must be undertaken on a completely voluntary basis. Voluntary means that,
the participants freely, without threat or inducement, agree to be involved in the research project as (Sieber,
1992). Any information or data collected from respondents must be managed and handled carefully to safeguard
confidentiality during and after completion of theresearch. Therefore, data must be stored in such a way that
research participants’ names are not available to others as (Phyllis et al. 2007).
Code of ethics is formulated to regulate the relation between researchers and the people and field they intend to
study. Principles of ethics ask that, researchers avoid harming participants involved by respecting and taking
into account their needs and interests. These codes of ethics require that research should be based on informed
consent (i.e. - the study participants have agreed to partake on the basis of information given to them by the
researcher). They also require that the researcher should avoid harming the participants, including not invading
their privacy and not deceiving them about his/her aims as (Uwe, 2006).
To maintain ethical considerations in conducting this research, principle of voluntary participation was applied
and no respondent will be coerced to respond to the interview. All respondents have responded voluntarily. And
the case of informed consent was be used while conducting interviews. The respondents have been informed
from the outset of the purpose and use of the data collection and they were given the right to have access to the
report, if they wish. Codes are used to maintain anonymity of respondents as some of the responses might have
political implications.
Besides, to maintain their right to privacy, no audio and video recording were be used as it invades their right

and invites suspicion of respondents. However, written records of their response were kept for furthermore,
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confirmation and verification.
For this study, all requirements for the selected project sites and the research procedures of the A.A.U were
properly adhered in the course of data collection.
All the scientific evidence and supporting documents were having been consulted timely to this student
researcher’s advisor. All the participants in this study were having appropriately informed about the purpose of
the research and their consent was has secured before the commencement of the data gathering process. The
researcher has also informed the subject that their response would be only for the purpose of the study. In
addition, the researcher has been assured the respondents that their identity and that their organizations'
confidential issues were kept confidential.
Hence, this research has carried out the following tasks prior to the start of the study in order to keep its ethical
standards.
The participants of the study were informed before about the purpose of the study:

U Throughout the research, the identity of the informants remained secret.

O In order to secure confidentiality, the name of the participants’ is substituted with a pseudonym.

3.8 Data Analysis Method
The research used both qualitative and quantitative methods. In analyzing the data, the researcher used two
separate methods of data analysis in order to give meaning to the generated data acquired through the semi-
structured interview, observation (primary data), and document analysis (secondary data). In analysing the
primary data, the research used the thematic framework of data analysis, as it allows a qualitative research to
identify and analyse data in accordance with the key concepts and themes of the research (Ritchie et al., 2003).
With regards to analysing the secondary data, the research employed content (document) analysis to analyse
relevant documents concerning the research theme, as content analysis is the best way to draw meanings from
documented materials. ( Kothari, 2004).
The statistical data collected through questionnaire was analyzed in a form of descriptive and inferential
statistics. The factor frequency scores were described in a ways that how often each item appear and what it
indicates. Then the whole items analysis was be made. Next, data collected through questionnaire was analyzed
in using statistical package for social sciences (SPSS) version 21. The results found in each item in the category
were also compared with their frequency scores and percentage are presented in a form of narration or word
description. Besides, data which was collected through semi-structured interview was be analyzed and was be

presented in a form of narration or in a word description respectively.
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CHAPTER FOUR
PRESENTATION AND ANALYSIS OF DATA

4. Introduction

This chapter provides the data analysis, presentation and discussion of the findings of the study. The main
objective is to examine the practice of Public relations on nation branding by using untapped tourism resources:
the case of Ministry of Culture and Tourism (MOCT) with its five subordinate organizations — namely the
Authority for Research and Conservation of Cultural Heritage (ARCCH), National Archive and Library Agency
(NALA), Ethiopia National Theater, Federal Sport Commission and Tourism Ethiopia. In order to keep the
anonymity of informants, the researcher decided to use codes instead of their names for privacy concerns. In
this chapter, letters and numbers are combined in order to give informants their code names.
Accordingly, for instance, 1-1 and I-2 stands for Informant ‘1’ and Informant ‘2’ respectively. The letter ‘I’
represents the informant while the numbers stands for the interviewee. The data gained through the semi-
structured interview would be provided and analyzed in relation to the research questions and objectives.
Therefore, the first section is be focused on the characteristic of respondents' gender, age, educational
background, occupational category and experience which was the data collected from 110 total populations.
4.1 Presentation and Intepretation of Data

Data presentation and analysis is focued on gathered data through questionnaires, semi- structured interview,
field observations and document to fulfill objectives the study. It consists of two parts. Sex, age, qualification,
specialization and service are dealt with in the first part, and analysis of the major variables of consideration is
dealt in the second part. In line with this,the main purpose is to assess the overall practices of public relations
towards nation image branding programs at selected study specific area. The data obtained via questionnaire,
interview, observation and document analysis have were organized, analyzed, interpreted and presented in detail
in this report paper. The researcher has also used tables, frequency and percentage distributions to describe the
data and followed dicussions.

4.1.1 Data Through Questionnaire on the PR Roles in Nation Branding;
In this section, to presenting the rate of distributed questionnaires, demographic background characteristic of
respondents which consists of gender, age, and level of education, the current job position and work experience
distribution would be analyzed by frequency, percentage, and the respondent’s general impressions.
Sofar, a questionnaire was designed and distributed to 110 targeted respondents of PR practitioners and other
related field of occupations of permanent employees in the Ministry. The number of respondents’ as shown on
the below table was about 52(47%) percent of respondents were from MoCT, 22(20%) of respondents are from
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subordinate organizations, and 36(33%) of respondents are from Tourism Ethiopia. Therefore, the following
section is focused on the data presentation and analysis. These consisting of mainly the demographic
characteristics of respondents, gender, age, level of education, current job position, job experience and then the
respondents' general impressions towards nation image branding efforts to the requirements of major contents
were included.

Table 4.1:-Assessing Demographic Background Characteristic of Respondents (N=110)

Item Factors Category Frequency (%)
No
1 Gender Male 65.5 65.5
Female 34.5 34.5
2 Age 20-30 37 33.6
31-40 53 48.2
41-50 16 145
51 &above 4 3.6
3 Level of Education BA/BSc 73 66.4
MA/MSc 37 33.6
5 1-5 years 18 16.5
Job experience 6-10 years 37 33.9
11-15 years 32 29.4
16-25 years 14 12.8
26-35 years 7 6.4
4 current profession/position | PR Experts 49 45.0
Head of communication Directorate 4 3.7
Tourism marketing expert 17 156
Team leader 9 8.3
Language development expert 2 18
Domestic tourism development expert 8 7.3
Destination development expert 5 4.6
Folklore development expert 3 2.8
Tourism service standardization expert 3 28
Aurts design, and other professions 7 6.4
Communication Affairs Advisor 1 9
Journalism 1 9

Source: - Field survey (June 2021)
Based on above table 4.2 as demonstrated, general demographic background information data gathered from
total 110 respondents, about 65.5% are males and 35.5% are females. This indicates that the majority of

employees are males. Moreover, for this, the researcher has confirmed observing that the number of female
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employees involved in the study specific area was less than males.

In addition, the age interval of respondent’s shows majority younger employees lies in between 31 to 40 that
account 53(48.2%).These mean that the majority of age group has better experience and knowledge with their
field of profession.

Concerning the respondents’ specialization, the level of education of respondents, as shown in above table that
the majority of employees about 73(66.4%) of the respondents are degree holders and 37(33.6%) of
respondentswerehave second degree holders.

Concerning the respondents’ job experiences the data obtained as shown in above table that the majority of
employees about 37(33.9 %) have 6 to 10 years of worked experience in the organizations.

Since those employees who have a longer period of times in the organizations were have know-how,
experience, skill and was assumed to offer the real and precise information about the organizations' practices
towards nation image branding in study specific site.

Furthermore, in their job titles and positions as demonstrated in the above table, the majority of respondents are
about 49(45%) of respondents are PR practitioners.

Table 4.1.1:- Examining Respondents’ understanding on Nation Branding Efforts; (N=110)

Item Response categories, Frequency&(%o)
No
Statements Yes No Not sure
1 In your observation, do the Ministry/ Organization have successfully 44(40.0%) 49(44.5% | 17(15.5%)
introduced the nations, nationalities and peoples unique and wonderful )
cultural and natural attractions to domestic community?
2 In your opinion, does the ministry/organization effectively promote the 39(35.5%0) 51(46.4%) | 20(18.2%b)

wonderful cultural and natural attractions of nations, nationalities and
peoples to international community in order to increase tourist flows?

3 In your observation, does the organization to have plans to develop a new 61(55.5%0) 33(30.0%0) | 16(14.5%0)
brand perspective of nations, nationalities and peoples unique and wonderful
cultural and natural attractions?

In your observation, does the organization have plans to participate at every 50(45.5%0) 39(35.5%) | 21(19.1%)
4 international tourism trade fairs to promote tourism attractions of the
country?

In your view, does the organization actively participate in every 23(20.9%) 68(61.8%0) | 19(17.3%0)
5 international Olympic Games and championships to promote the country's
wonderful landscapes for running sports and adventure tourism?

6 Does the PR directorate successfully promote the new brand name of the 4(3.6%0) 11(10.0%) | 69(62.7%)
country "Ethiopia Land of origins” to local community?

Does the PR directorate successfully promote the new brand name of the 23(20.9%) 29(26.4%) | 31(28.2%)
country’s “Ethiopia Land of origins” to international community?

Do you think the Ministry/Organization has successfully introduced the 32(29.1%0) 50(45.5%) | 23(20.9%0)
8 nations, nationalities and people’s unique wonderful cultural and natural
attractions to increase domestic tourism?

Do you think had Ethiopia has benefited from the cultural and tourism 37(33.6%0) 54(49.1%) | 18(16.4%0)
13 industries for the past ten years?
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From your point of view, the permanent visual artifacts nearby your 78(70.9%0) 16(14.5%) | 13(11.8%)
organization or in the city of Addis Ababa (like national brand, logo, flag,
14 national anthem, museum, galleries, and costmary foods, heroism statues,
monuments, posters) reflects the unique features of Ethiopia’s nations
nationalities and peoples

Source: - Field survey (June, 2021)
Table 4.1.2 Examining Respondents’ understanding on Nation Branding Efforts (Likert’s scale);

Item Response categories, Frequency & (%o)
No Statements
Very high High Medium Low Very low
9 How do you evaluate the Ministry's/ Organization’s

promotional activities to create jobs and income for
citizens in the sports, culture, and tourism and hospitality
industries?

5(4.5%) | 16(14.5%) | 59(53.6%) | 29(26.4%) | 1(.9%)

10 How do you rate the quality of promotional items(Such as | 2(1.8%) | 14(12.7%) | 70(63.6%0) | 22(20.0%) 2(1.8%0)
posters, photographs, monthly or annual newspapers,
magazines, brochures, folders, media kits, video films,
CD-ROMs, websites, portals, etc.) produced and
disseminated to its internal and external users by PR
Directorate?

In your opinion the ministry’s/organization’s efforts to | 2(1.8%b) 15(13.6%0) | 55(50.0%) | 30(27.3%) 8(7.3%0)
11 promote the nations, nationalities and peoples rich,

authentic cultural values, history, natural attractions and
elite sportspersons is -------------------

In your view, the Public Relations Directorate's efforts to | 2(1.8%) | 17(15.5%) | 48(43.6%6) | 33(30.0%) | 10(9.1%0)
change and dispel misconceptions about Ethiopia,
12 especially the ability to promote the country's brand name
and reputation by using international media channels to
enhance awareness of citizens of the world ?

Source: - Field survey (June, 2021)
According to above table 4.3.1-2 represents that the extent to which it reveals the respondents general
awareness towards nation image branding efforts. Based on items in above table the majority of respondents
78(70.9%) were appreciated the nation image branding efforts in the study specific site and only 13(11.8%) of
respondents were not sure about.
Furthermore, 70(63.6%) percent of respondents for the quality of promotional items produced and disseminated
to internal and external users were viewed medium and only then 2(1.8%) percent of respondents have said
very low.
Although, about 33(30.0%) percent of respondents have said the PR Directorate's efforts and ability to promote
the country's new brand and reputation by using international media channels is low. especially to enhancing
awareness to citizens of the world to change and dispel their misconceptions about Ethiopia.
However, there has about 54(49.1%) percent of respondents have agreed that Ethiopia has not benefited from
the cultural and tourism industries for the past ten years, and then only 37(33.6%) percent of respondents have
agreed that Ethiopia benefited from.
With regards to new brand promotions, the majority of 69(62.7%) percent respondents have agreed that public

42




relations directorate was not successfully promoting the new brand of the country "Ethiopia Land of origins” to
local communities and only about 4(3.6%) percent of respondents have agreed that the public relations
directorate is promoting the new brand to local communities successfully.

Furthermore, for the fact that Ethiopia has not adequately benefited from the cultural and tourism industries was
there is poor operations of tourism marketing promotion. The MoCT’s tourism statistics report (2010-2019), has
shown that the revenue for the past ten year’s tourist flow & earning in Dollar were lowering to and up warding
as shown table below.

year No. of arrivals Revenue gained in USD
2010 468,305 333,352,000.
2011 523,438 411,638,987.0
2012 596,341 333,236,539.0
2013 681,248 2,550,596,556.0
2014 770,425 2,884,482,432.0
2015 863,742 3,233,850,048
2016 870,597 3,259,515,168
2017 933,344 3,494,439,936
2018 849,112 3,179,112,768
2019 811,604 3,179,112,768

Source: - Field survey (June, 2021) dataobtained from MoCT,;
Table 4.3:- Assessing the PRChoice of tools of communication;(N=110)

Item Response categories, Frequency and valid percent (%)
No REETPOMELTE ClnelE @if Erehe Usually Always Sometimes Rarely Never
TV J173%)  LBGLAY%)  35(16.4%)  14(12.7%) 2(1.8%)
1 E‘:gitgon'c Radio 33(37.3%) 24(16.4%) 33(31.8%) 15(12.7%) 5(1.8%)
Plasma TV, Signage UT's | ¢ o0 7(6.4%) 28(25.5%)  28(25.5%)  42(38.2%)
Newspaper, 10(9.1%)  22(20.0%)  28(25.5%)  36(32.7%)  14(12.7%)
Magazine, 13(11.8%)  25(22.7%)  30(27.3%)  34(30.9%) 8(7.3%)
Newsletter, 35(31.8%)  27(245%)  20(18.2%)  17(15.5%)  11(10.0%)
News release, 18(16.4%)  31(28.2%)  27(24.5%)  25(22.7%) 9(8.2%)
Print media Brand logo 15(13.69%)  21(19.1%)  30(27.3%)  31(28.2%)  13(11.8%)
2 Posters, 24(21.8%)  38(345%)  24(21.8%)  20(18.2%) 4(3.6%)
Banner Rollups 34(30.9%)  35(31.8%)  21(19.1%)  13(11.8%) 7(6.4%)
media kits, 8(7.3%)  18(16.4%)  30(27.3%)  39(35.5%)  15(13.6%)
Photograph, 24(21.8%)  31(28.2%)  18(16.4%)  30(27.3%) 7(6.4%)
Brochure, 27(245%)  31(282%)  31(282%)  17(15.5%) 4(3.6%)
Flyers 20(18.2%)  32(29.1%)  27(245%)  26(23.6%) 5(4.5%)
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CD- Brochure, 9(8.2%)  17(155%)  24(21.8%)  40(36.4%)  20(18.2%)

Internet 50(45.50)  20(18.2%)  18(16.4%)  12(10.9%)  10(9.1%)

Web page, 43(39.1%)  24(21.8%)  20(18.2%)  15(13.6%) 8(7.3%)

Portals, 41(37.3%)  26(23.6%)  14(12.7%)  16(14.5%)  13(11.8%)

Face book, 66(60.0%)  21(19.1%)  12(10.9%)  10(9.1%) 1(.9%)

3 | Social media | YouTube, 26(23.6%)  17(155%)  20(18.2%)  21(19.1%)  26(23.6%)
Twitter, 6(55%)  6(55%)  14(12.7%)  28(255%)  56(50.9%)

Linkedin, 2(1.8%) 3(2.7%) 11(10.0%)  28(25.5%)  66(60.0%)

Instagram, 6(55%)  2(1.8%) 8(7.3%) 27(245%)  67(60.9%)

Telegram 59(53.6%)  13(11.8%)  15(13.6%)  14(12.7%) 9(8.29%)

Advertising spots 22(20.0%)  33(30.0%)  27(245%)  16(145%)  12(10.9%)

4 | Media contents xz::::z)”wel"\:::f"ms 3(2.7%)  11(10.0%)  31(28.2%)  40(36.4%)  25(22.7%)
32.7%)  12(10.9%)  33(30.0%)  40(36.4%)  22(20.0%)

Drama/Stage plays 5(4.5%) 10(9.1%)  23(20.9%)  37(33.6%) 35(31.8)

Textmessage 20(18.2%)  31(28.2%)  18(16.4%)  28(25.5%)  13(11.8%)

. Lr;t;rr[r)]iﬁﬁ:r:llon lz:i'::i’i‘;vatiomrip 2(1.8%) 10(9.1%)  26(23.6%)  46(41.8%)  26(23.6%)
19(17.3%)  37(33.6%)  24(21.8%)  21(19.1%) 9(8.2%)

Road-shows 32.7%)  16(14.5%)  27(24.5%)  34(30.9%)  30(27.3%)

Media Conference 28(25.5%)  32(29.1%)  25(22.7%)  20(18.2%) 5(4.5%)

6 ;Létéltii%;orm of Zzzmzzzion/v\/emw 13(11.8%)  24(21.8%)  23(20.9%)  32(29.1%)  18(16.4%)
15(13.6%)  25(22.7%)  23(20.9%)  32(29.1%)  15(13.6%)

Video conference 14(12.7%)  27(24.5%)  21(19.1%)  32(29.1%)  16(14.5%)

Source: - field survey (2021)

The above table 4.4 represents that the extent to which it reveals the respondent’s general perception for the
tools of communication and its usage frequency in transmitting messages to its audience: - the majority of
respondents have agreed that the frequency of tools of communication used were about 41(37.3%) of
respondents for TV , 33(37.3%) of for Radio , 50(45.5%) of respondents for internet, 66(60.0%) of
respondents for face book, and 59(53.6%) for Telegram is higher than other. To the contrary, about 56(50.9%)
of respondents for Twitter, 66(60.0%) of respondents for LinkedlIn, 67(60.9%) of respondents for Instagram,
42(38.2%) of respondents for Plasma signage and 26(23.6%) of respondents for YouTube are never used in the
study specific site.

Table 4.4:- Assessing the Purposes of tools of communication; (N=110)

't,\?cf)“ Response categories and Frequency (%)
Type of tools Response choices of statements
A B C D E
1 TV & Radio A/ for continuous promotion programs of 7(6.4%)
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Cultural values and tourism attractions
B/Live stream transmission

Cl/to introduce goals
D/ to transmit messages

E/All of the above are answers

5(4.6%)
3(2.8%)

11(10.1%)

83(76.1%)

Print media

A/for education
B/for awareness Creation
Cl/for entertainment

D/All of the above

2(1.8%)
19(17.4%)

88(80.7%)

Social media

Alfor posting news
B/to introduce attractions
C/ easy access to audience/viewer opinion

D/All of the above

14(12.7%)
1(0.9%)
2(1.2%)

93(84.5%)

Media contents

A/ for entertainment
B/ for advertisement
C/for education

D/All of the above

2(1.8%)
11(10.0%)
3 (2.7%)

93(84.5%)

Interpersonal
communication

A/ for exchange information, feelings, and
opinions through verbal and non-verbal
messages

B/ for Face-to- face communication

C/ for better relationship
D/ to improve mutual trust

E/All of the above

8(7.3%)

10(9.1%)
1(0.9%)

4(3.6%)

87(79.1%)

Public form of
meeting

Ato increase awareness for mutual interest

B/for inspiration to have a common purpose
C/to provide information for a common voice
D/to disseminate detailed information

E/All of the above

6(5.5%)
5(4.5%)
2(18%)

2(18%)

95(86.4%)

Source: - field survey (June, 2021)

The above table4.5 portrays the extent to which the respondent’s general perception onthepurposes of tools of

communication.

Based on the above table, based on the purpose of tools of communication the majority of respondents for about

95(86.4%) percent of respondents have agreed that the Public form of meeting are to increase awareness for

mutual interest, for inspiration to have a common purpose, and to provide information for a common voice. For

social media were as shown above about 93(84.5%) percent of respondents have choose for posting news, to
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introduce attractions and easy access to audience/viewer opinion, And for Print media about 88(80.7%) percent
of respondents have choose the purposes of tools of communication are for education, awareness creation and
entertainment. There have also about 83(76.1%) percent of respondents have also choose from the tools of
communication (TV & Radio) for continuous promotion programs of Cultural values and tourism attractions,
for live stream transmission, to introduce goals, and to transmit messages.

Table 4.5:-Assessing Challenges affecting PR operations;(N=110)

Item Variable Response categories Frequency | Valid Percent(%o)
No

1 Insufficient budget YES I agree (V) 102 92.7%
No, other factors (V) 7 6.4%
2 Increasing cost of production for YES T agree (V) 89 80.9%
promotional items No, other factors (V) 20 18.2%
3 Absence of PR strategy YES I agree (V) 92 83.6%
Other factors (\) 17 15.5%
4 L YES I agree (V) 60 54.5%
Absence of PR guiding manual No, other factors (V) 49 44.5%
5 . YES I agree (V) 57 51.8%
Absence of PR guiding manual No, other factors (V) 52 47 3%

6 ' YES 1 agree (V) 46 41.8%

Absence of PR professional 63

No, other factors (\/) 57.3%
7 YES 1 agree (V) 73 66.4%

Lack of skill among PR practitioners o
No, other factors (\/) 37 33.6%
8 . YES 1 agree (V) 80 72.7%

ff
Lack of adequate office No, other factors (V) 30 27.3%
9 o . YES 1 agree (V) 88 80.0%
|

Lack of adequate audiovisual equipment No, other factors () 29 20.0%
10 Knocking down of PR Directorate from YES I agree (\) 87 79.1%
Core to support process by [JEG] system No, other factors (V) 23 20.9%

Source: - field survey (June, 2021)

Based on above table indicates, the majority of population about 102(92.7%) percent of respondents have
agreed that the challenges for PR activities were budget constraints. It was also observed that the majority of
respondents have mentioned that their suggestionswere in written form on the space provided and then figure
out their impressions about its seriousness orderly such as insufficient budget, increasing of cost of production
for promotional items, and cost of broadcast media promotions, absence of PR strategy and guiding manuals,
lack of adequate office and adequate audiovisual equipments. The rest of respondent’s suggestions were focused
to ineffective performing andother factors.

Table4.6.1 Assessing the significance of internal communication for Brand marketing; (N=110)

Note: - 1= Strongly Agree 2= Agree3= Neutral 4= Disagree 5= Strongly Disagree
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ltem
No

Statements

Response categories Frequency & Percent (%)

1

2

3

4

5

Internal communication helped to provide accurate and

up-to-date information to institution’s community

50(45.5%)

40(36.4%)

7(6.4%)

9(8.2%)

4(3.6%)

Internal communication has created a system for sharing /
providing balanced information to the institution’s

community

44(40%)

37(33.6%)

16(14.5%)

8(7.3%)

5(4.5%)

Internal communication helps provide information on
future plans and development policy changes for all

employees in your ministry / institution

37(33.6%)

37(33.6%)

15(13.6%)

17(15.5%)

4(3.6%)

There has practices of sharing up-to-date information to

employees in the Ministry/Organization

29(26.4%)

44(40.0%)

13(11.8%)

18(16.4%)

6(5.5%)

Strengthening internal communications has enabled
employees in the ministry / organization to have a good

relationship with each other

30(27.3%)

34(30.9%)

17(15.5%)

23(20.9%)

6(5.5%)

Internal communications allows employees to have up-to-
date information on general organizational messages

within the ministry /organization

29(26.4%)

44(40.0%)

14(12.7%)

20(18.2%)

3(2.7%)

Having an internal communication has helped the
management to have a good relationship with the

employees

25(22.7%)

37(33.6%)

14(12.7%)

28(25.5%)

6(5.5%)

The availability of internal vertical communication system
in the ministry/ organization helped to build a good work
culture for both employees and management bodies at

various levels

20(18.2%)

41(37.3%)

14(12.7%)

(25.5%)

7(6.4%)

The availability of internal top-down communication
system in the ministry/ organization helped to build a good
work culture for both employees and management bodies

at various levels

17(15.5%)

33(30.3%)

15(13.6%)

34(30.9%)

11(10.0
%)

10

The availability of internal upward communication system
in the ministry/ organization helped to build a good work
culture for both employees and management bodies at

various levels

16(14.5%)

30(14.5%)

20(18.2%)

37(33.6%)

7(6.4%)

11

Internal communication has often led to a good work ethic
through diagonal communication in your ministry, with

staff and management at various levels.

15(13.6%)

43(39.1%)

16(14.5%)

32(29.1%)

4(3.6%)
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12

The availability of internal horizontal communication
system in the ministry/ organization helped to build a good
work culture for both employees and management bodies

at various levels

15(13.6%)

43(39.1%)

21(19.1%)

28(25.5%)

3(2.7%)

13

Internal communication channel Provides feedback on

posted news by the ministry / organization

10(9.1%)

45(40.9%)

20(18.2%)

27(24.5%)

8(7.3%)

14

Internal communication channels Provides feedback on

issued newsletters by the ministry / organization

14(12.7%)

36(32.7%)

25(22.7%)

30(27.3%)

5(4.5%)

15

Internal communication channels Provides feedback on
issued media stories/briefings by the ministry /

organization

13(11.8%)

41(37.3%)

24(21.8%)

29(26.4%)

3(2.7%)

16

Internal communication channels Provides feedback on

issued press releases by the ministry / organization

12(10.9)

45(40.9)

22(20.0)

26(23.6)

5(4.5)

17

There will be held discussions and debates on each

message released/posted by the Ministry/organization

5(4.5)

25(22.7)

20(18.2)

50(45.5)

10(9.1)

18

Internal communications have created employees to have a
good interpersonal relationship in the Ministry/ the

organization.

11(10.0%)

41(37.3%)

20(18.2%)

31(28.2%)

7(6.4%)

19

Internal communications helps the public relations
practitioners have a good working relationship with

employees in the Ministry/organization.

14(12.7%)

50(45.5%)

18(16.4%)

21(18.1%)

7(6.4%)

20

Internal communications helps management to have a

good relationship with employees

14(12.7%)

44(40.0%)

15(13.6%)

29(26.4%)

8(7.3%)

21

Internal communication is always done to motivate the
community around the plan to achieve

institutional/organizational goals.

18(16.4%)

46(41.8%)

12(10.9%)

27(24.5%)

7(6.4%)

22

Internal communication is always done to find a way to
improve the services provided by the ministry/

organization/institution.

18(16.4%)

60(54.5%)

10(9.1%)

17(15.5%)

5(4.5%)

23

Internal communication creates positive organizational

culture in the Ministry / Organization

25(22.7%)

52(47.3%)

13(11.8%)

15(13.6%)

5(4.5%)

24

Internal communication is helping employees to become

brand ambassadors in the Ministry/ Organization

25(22.7%)

39(35.5%)

19(17.3%)

19(17.3%)

8(7.3%)

Source: - field survey (June, 2021)

Lastly, the researcher has also utilized 5-points likert’s scale to measure the significance of internal and external

communications to understand attitudes on the current practices of employees’ impression on the significance of
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internal and external communications.
Based on above table 4.6.1, represents that the extent to which it reveals the respondent’s attitudewhether
internal communication is significant for them or not. Out of the total population as shown, the majority of
respondents 50(45.5%) percent of respondents have strongly agreed on internal PR communications. l.e.
internal PR communications helps them in providing to them accurate and up-to-date information to
institution’s community. In other hand, the majority respondents as shown above table that about 50(45.5%)
percent of respondents have disagreed that discussions and debates on messages released /posted on the outlets
for feedback on every issues in the Ministry/organization would be held.
In relation to this, respondents were also asked their degree of agreement/disagreement on the significance of
internal communications the majority of respondents' statement "There has practices of sharing up-to-date
information to employees, helped to build a good work culture for both employees and management bodies, has
often led to a good work ethics through diagonal and horizontal communications, Provides feedback on posted
news, have created employees to have a good interpersonal relationship, helps the public relations practitioners
have a good working relationship with employees, helps management to have a good relationship with
employees, to motivate the community around the plan, to find a way to improve the services, and creates
positive organizational culture™ in the Ministry/Organization.
Furthermore,from the total population of the research site,the majority of respondents were for about 60(54.5%)
percent of respondents, 52(47.3%) percent of respondents, 50(45.5%) percent of respondents, 46(41.8%)
percent of respondents, 45(40.9%) percent of respondents havereflected theiragreement on the significance of
internal communications respectively.
Table4.6.2 Assessing the Significance of External communications for Brand marketing; (N=110)
Note: - 1= Strongly Agree 2= Agree 3= Neutral 4= Disagree 5= Strongly Disagree

Item Response categories, Frequency & Percent (%)
No Statements
1 2 3 4 5
25 External communication helped sharing/giving accurate 34(30.9%) | 46(41.8%) | 19(17.3%) 8(7.3%) | 3(2.7%)

information to external environment in the

Ministry/Organization

26 sharing/giving of balanced information to stakeholders in

the Ministry/Organization

External communication has created a system for | 28(25.5%) | 51(46.4%) | 18(16.4%) 9(8.2%) | 4(3.6%)

External communication has made the public aware of

27 | better cooperation and coordination on development

policies and strategies.
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28

External relations provide public relations professionals
with an opportunity to strengthen public support in their

efforts to promote the country's reputation.

29(26.4%)

54(49.1%)

0(9.1%)

15(13.6%)

2(1.8%)

29

External relations give public relations professionals a
chance to strengthen public support in their efforts to

promote institutional and national prestige.

30(27.3%)

51(46.4%)

10(9.1%)

15(13.6%)

4(3.6%)

30

External Relations gives public relations professionals the
opportunity to strengthen community support in their
efforts to promote new institutional, product/service and

national branding.

28(25.5%)

49(44.5%)

12(10.9%)

17(15.5%)

4(3.6%)

31

External Communications will help the ministry /
organization to inform the general public with up-to-date
information on any activities related to national image and

reputation branding promotion.

29(26.4%)

50(45.5%)

13(11.8%)

16(14.5%)

2(1.8%)

32

External communications provides the community with

up-to-date information about the Ministry/ Organization

32(29.1%)

50(45.5%)

15(13.6%)

10(9.1%)

3(2.7%)

33

External communications helps to promote bilateral

relations.

36(32.7%)

41(37.3%)

20(18.2%)

8(7.3%)

5(4.5%)

34

External communications builds mutual trust.

36(32.7%)

51(46.4%)

12(10.9%)

7(6.4%)

3(2.7%)

35

External communications have created a positive

institutional cooperation working culture.

38(34.5%)

49(44.5%)

16(14.5%)

3(2.7%)

4(3.6%)

36

It helps the ministry's/organization’s Public Relations
Directorate to assist external event creation campaigns and

other efforts.

37(33.6%)

40(36.4%)

19(17.3%)

10(9.1%)

4(3.6%)

37

It helps the ministry/organization to introduce new product

brand name details to customers.

32(29.1%)

45(40.9%)

21(19.1%)

8(7.3%)

4(3.6%)

38

It helps the organization/ministry to introduce new logo

details to customers.

34(30.9%)

45(40.9%)

15(13.6%)

10(9.1%)

6(5.5%)

39

It helps the organization/ministry to introduce new

emblem details to customers.

36(32.7%)

42(38.2%)

16(14.5%)

11(10.0%)

5(4.5%)

40

It helps maintain relationships and strengthen friendships
by providing and introducing new details and about the

ministry / organization to customers.

36(32.7%)

44(40.0%)

19(17.3%)

5(4.5%)

6(5.5%)

41

It has created a strong relationships foundation in between

employees, organizations and stakeholders.

34(30.9%)

44(40.0%)

19(17.3%)

8(7.3%)

5(4.5%)

42

External communications have played an important role in

34(30.9%)

39(35.5%)

18(16.4%)

15(13.6%)

4(3.6%)
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establishing long-term relationships with staff and

stakeholders.

Source: - field survey (June, 2021)

Similarly, on above table 4.6.2 represents that the extent to which it reveals the respondent’s attitude whether
external communication is significant for them or not. Therefore, out of the total population of respondents as
indicated, the majority of respondents about 54(49.1%) percent of respondents have agreed on the significance
of external PR communications to provide an opportunity to public relations professionals to strengthen public
support on their efforts to promote the country's image and reputation. However, about 6(5.5%) percent of
respondents have strongly disagree on current status of external communication practices to strengthen and
maintain friendships and relationships in providing and introducing new details and reputation of the
ministry/organization to customers.

In addition to this, the respondents were also asked their agreement/disagreement on the statement "external
communications builds mutual trust, provides the community with up-to-date information, helped to promote
bilateral relations, created a system for sharing/ giving of balanced information, in the Ministry/Organization".
For this the data obtainedfrom the total population of the respondents, the majority ofrespondents
about51(46.4%), 50(45.5%), 41(37.3%), and 51(46.4%) percent of respondents have answered their agreement
on the significance of external communications respectively.

Subsequently, the respondents have also asked to discuss on general opinions and further suggestion in the
space provided them as follows.

Finally, respondents were asked to give their impressions, as obtained data collectively from the respondents’
general opinions summarized as, the Ministry to have improve internal communication tasks, it should have to
use email group, Microsoft outlook, and social media like telegram, digital signage/notice board, etc. and the
ministry should have to improve external communications. It should do documentaries showing the country’s
rich history, heroism, natural resource endowment, diversified culture, religious tolerance, endogenous
knowledge, etc. and address it to the local and international community through famous media".Furthermore, as
replied “The culture and tourism sector has multiple social and economic benefits. It helps to increase social
interactions for the country for income generation through domestic and international tourist’s flows. The
values on which the sector is working are also once identity that can shape individual or group attitude.
Therefore, developing and promoting this sector is investing on man power that intern has great contribution in
all rounded development in addition to image building and further studies are needed". In addition, the
Ministry has been doing, though not enough, different activities to build positive image of the country. Good
trend experienced among others were: It has been participating in international tourism trade fairs; it

celebrates world tourism day annually; it organizes conferences and symposiums to deal with culture, tourism
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and sport issues.

4.1.2 Views and Openions of Key Informants

4.1.2.1 The Key Informants’Perception on the Nation Branding Efforts

The researcher was utilized semi-structured interviewing. The interview discussion was made with three (3) key

informants. The purpose is to understand the current practices of PR relations towards nation branding. Based

on this literature argument the main discussion points were have held and discussed during the interview

session. And the results were have analyzed and presented in the following correspondingly.

According the data obtained from starting interview questions wereas follows;

4.1.2.2 Examining practices of Nation Branding promotion

Q1, Ethiopia is known for its rich culture, history, languages and fascinating attractions. How well-known is our

community to know these resources? What is the reality on the ground? Among the interviewees, key informant

(KDnumber 1 and 2, have said the following:
It can be seen into two parts. The first one is promotional efforts related to local community and
international. The efforts have made to promote Ethiopia's spectacular attractions; both the efforts
domestically and internationally were insignificant. As a result, dedicated an independent institution
was needed for tourism marketing. Then, it has been established called "Tourism Ethiopia", and this
was aimed to run tourism marketing promotions. However, it could not able to satisfying needs of
marketing promotions as required. For this, there were so many coercion reasons. these were having
various type of interests, structural gap of institution and human resource skill and knowledge gap
were have the major challenges. This was expected to resolve and rearranges organizational structuring
according to 10-year homegrown economic development plan review. In addition, a dedicated
directorate hasbeen established for domestic tourism development in the ministryof culture and
tourism. It is responsible to create awareness and to enhance domestic visiting culture of the
community, at schools, civil service offices, and group visit association.Moreover, culture and tourism
media forum has been formed in the sector to support the promotion tasks. In this regard, the Ministry
of cultureand tourism, in collaboration with Ethiopian Television, agreed and performing weekly a
regular television program transmission to promote the country's fascinating attractions to local and
internationalcommunity. As a result, for the last 2011E.C more than 840,000 foreign tourists have
visited Ethiopia. Ofcourse! Ethiopia has distinctive features from otherworld; different affiliation comes
to people in mind, mosaic cultures,in which they are differentiatedfrom other world. Furthermore,
Ethiopian is known as land of Origins such as a variety of land contrast, spectacular from highest
mountain Rasdashen to the lowest: the Danakildepression whichis situated under sea levelis a surreal
landscape rich in geothermal features and Erta Ale volcano located in Afar region is one of the five volcanoes in
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the world, protected wildlife area, city zoo,parks Sheger and entoto, archaeological sites, humankind that is most
of human ancestor fossils foundation and the oldest stone tools discovered. It also called a land of unique and
modest weather. However, we are not good at telling about its special features. And it is not well developed,
executed and communicated to local and international communities. (K1), 1&2 Thursday,
July 15 at 9:15AM AND 3:32 PM)

Amongst those interviewed, key informant (KI) number 1, commented differently than the above explanation.

According to him, Ethiopia is known for its rich culture, history, languages and fascinating attractions. How

well-known is our community to know these resources is not such a way. His ideas are set out as follows:
The tourism professionals agree that domestic tourism is not as matured as it is expected. The main
known purposes of travel in Ethiopia are pilgrimages and business. Leisure tourism segment is almost
negligible in size. The low level of visiting culture is mainly because of weak motivational inputs which
could be generated through consistent promotion and marketing campaigns. The more you know
certain iconic attractions of a given society the more you respect them that in turn lead to peaceful
coexistence of different communities. However, the realism on the ground is reflected on the current
mutual disrespect leading to blood shade (KI), 3 Monday, July 12 at 10:17 AM).

Based on the interview question number 2, how many promotional strategies have been used to enhance

Ethiopia's image and reputation? What are the brand names in particular?’Amongthe interviewees, (K1) number

1, 2 and 3 have said thefollowing;
Our promotional strategy is old and very weak one. We are not using well designed promotion
strategies as much as what Ethiopia has. So far, | think still Ethiopia has been made two brands in its
history. The first One is called Ethiopia 13 months of sunshine and the current brand is called
"Ethiopia land of origins". Of course, those brands are aimed to promote Ethiopia. We are trying to
introduce those brands to local and international communities. Ethiopia 13 months of sunshine was
well executed and well-known brand in the world. But to newly launched Ethiopia land of origins”
brand were not introduced at desired level. We needed to do a lot of promotional works to make
awareness for the new brand to be known in the minds of people both in home and at abroad. Brand is
a broad idea. It is a science, name and symbol of product. Nation branding is a science, name to
peoples mind; people need to know about the country’s uniqueness, peculiar features to compete with
other nations in the world. The national identification brand differs from sector to sector and sometimes
from region to region. Currently the dominating national brand is the sectors, brand for tourism
Ethiopia Land of Origins with other supplementary regional brands to collectively build the bigger
brand “Land of Origins”. Each region has developed its own identity brand based on the type and level
of iconic contributions to the national tourism brand. (KI, 3 Monday, July 12 at 10:17 AMand KIl, 1&2

Thursday, July 15 at 9:15AM and3:32 PM)
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According to interviewquestionnumber 3, how successful are promotional efforts to enhance Ethiopia's

prestige? Among the interviewees, Kinumber 1, 2 and 3 have said the following;
Enhancing an image and ensuring reputation of a certain destination requires aggressive promotion on
diverse cultural values which is to be made based on a designed marketing and promotion strategy.
Given the potential the nation has got in terms of attractions and positive cultural values , the country
is still less visible and known to the global community owing to the its lingering image attached to
famine and Civil war (KI, 3 Monday, July 12 at 10:17 AM).There are some efforts to promote Ethiopia's
image and reputation to local and international communities. Image branding is to create positive
sense in the minds of people. However, this was not successful to positioning in the minds of people to
enhance the image and reputation of Ethiopia. This is why the reason that to enhance image and
reputation of Ethiopia who could accesses; there has no clear marketing strategy design and
implementation (KI, 2 Thursday, July 15 at 3:32 PM).Moreover, it is not possible to say that the
promotional efforts of the institutions are at the desired level. We are not using our abilities effectively.
Accessibility strategies, as | mentioned earlier, are weak (KI, 1 Thursday, July 15 at 9:15AM).

4.1.2.3 Assessing PR Choice of tools of communication

Based on the interviewquestionnumber 4,asa country, what do you think is the need for promotional techniques

to promote the Ethiopian brand in the minds of citizens? Among the interviewees, (KI) number 1, 2 and 3 have

said the following;
I think this is a digital age and we need to revert to the application of innovative digital tools to reach
our wider market target. In this regard for a country with bigger resource digital marketing is the last
and for most tools to be used to be able to successfully position the country. There is no doughty to
apply promotional techniques to enhance Ethiopia’s image brand. In that we are not executed best
promotional techniques to brand Ethiopia to and enhance nation image, identity and reputation in the
minds of people. We are not properly communicated the country’s image and reputation. And although
it is important to choose promotional techniques, our use is very limited. However, | think the good side
of the country is that it benefits as much as we build. When we present our values to the world
community, its glory and reputation remain in the human mind. This 10-year development plan
document is considered as one of the problems in the use of promotional strategies for the use of
promotional strategies (KI 1, Monday, July 12at 10:17 AM, and Kl 1&2 Thursday, July 15 at 9:15AM
and 3:32 PM).

Based onthe interviewquestion number 5, in your view, do public relations professionals believe that marketing

strategies are actually accessible to the community? Among the interviewees, (K1) number 1, 2 and 3 have said

the following;
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Access to promotional techniques used by public relations professionals is limited. In terms of the
diversity of promotional strategies in the world, media promotion strategies are vast. Media Strategies
Diversity Media landscape platform. In particular, we have not been able to successfully use of the
range of electronic media, digital media, and social media landscape options. This is not the case of
with the current development of the media channel. We must increase our capacity to overcome our
tendency to use old media. So | want to say that we need to make a paradigm shift to change our
tendencies to use old media promotion methods in this field. The other point is there has lack of
knowledge and promotional techniques. People need to know about Ethiopia’s peculiar features. But
the PR efforts were not success able to reach its audiences. PR is one of the promotional mixes ever
known to be used to reach wider audience when building an image of a country. However, the success
of PR practitioner depends on the ability to comprehend promotable values, select and reach target
audience and more than anything should have all round knowledge of the social, Political and
economic contexts of the given crisis that country is facing (KI 1, Monday, July 12 at 10:17 AM, and KI
1&2 Thursday, July 15 at 9:15AM and 3:32 PM).

According to interviewquestion number 6, inyour view, what are the responsibilities of key actors and

stakeholders for nation branding? Among the interviewees, (KI) number 1, 2 and 3 have said the following;
In the tourism industry, there are so many main actors and stakeholders. | can say; tour operators,
hotel investors, expertise associations, tourism organizations, training institutes, schools, and tour
guides are as business organizations contributing their efforts to brand the nation’s image and
reputation to bringing more customers to gain more profits. Moreover, they are as business
organizations are hospitable more to their customers to gain profits. In the same way promoting their
business is an effort to brand the nation’s image and reputation. And around close to 70 Embassies in
abroad, Ministry of foreign Affairs, Diaspora association and communities are contributing their
efforts trying to introduce the nation’s image and reputation. But we are not effectively organizing them
to enhance their contribution and efforts to taking more responsibilities in sector. It was not
reasonably. Because we are not organizing them effectively in the process of enhancing nation image
branding efforts. There are so many main actors and stakeholders. To name them the national media
professional associations, tour operation organization and travel agencies, Tourism Ethiopia, MoCT,
MoFA, and Embassies in abroad are have responsibilities for nation image branding. There are many
actors and stakeholders in the culture, tourism and sports sectors. However, we have not been able to
organize and use the key actors and stakeholders who are working great efforts and responsibilities to
promote the good image of the country in connection with their private business, we have not been able
to organize and use them properly (KI) 1, Monday, July 12 at 10:17 AM,and(Kl) 1&2 Thursday, July

55



15 at 9:15AM and 3:32 PM).

Based on interviewee question number 7, do you think Ethiopia has benefited from the smoke-less tourism

industry for the past 10 years? Why? What does the future behold?Among the interviewees, (KI) number 1, 2

and 3 have said the following;
In fact, it can be said that Ethiopia is a beneficiary of the tourism sector. However, in terms of
Ethiopia's potentials, the benefits are insignificant. Looking at the performance in year 2011E.C, more
than 840,000 tourists visited Ethiopia. Thus, as the matter of fact, the Home grown economic
development program is being implemented to ensure that Ethiopia will benefits more from the smoke-
less tourism industry in the future. Of course, Ethiopia benefits from tourism. There has disappointing
results during the last 10 years and it is not as much as expected. Ethiopia’s tourism benefit is at infant
stage than other countries. So, we seek to research and development to know the cause effect on the
number of tourist arrivals and tourism products providers (KI) 1&2 Thursday, July 15 at 9:15AM and
3:32 PM). On the contrary, tourism has never been and is never a “smokeless Industry”. This has been
a wrong perception prevailing at the global level for some times in the past. Again, in the absence of
real commitment of the political leadership articulated in absolute parochial budgeting policy
inclining to agriculture and manufacturing Industries and policy level crisis equally affecting the
sectorial growth for a decade, Ethiopia has not benefited from the sector as compared to it rich and
diverse potential. | feel that it is still not clear with unknown policy measures to come after the
establishment of the new government in the coming September (K1) 3, Monday, July 12 at 10:17 AM).

4.1.2.4 Assessing Challenges Affecting PR operations

Based on interviewquestion number 8,what are the challenges in building a good image and reputation of the

nation? Amongthe interviewees, (KI) number 1, 2 and 3 have said the following;
The reality on the ground as expressed in the extent and magnitude of the challenge always determine
the success and failure of image building endeavors. For me intermittent draught and Famine of the
past still lingers and currently lack of peace and stability along with geopolitical impact are the prime
challenges of the country. There has lack of infrastructure, we need reliable infrastructure. There has
none proportionate needs to supply and demand side drivers and no plan and terms of importance for
digital market. Therefore, we need to communicate our brand outlets properly. And we need to
communicate our brand strategy properly to represent our brand beliefs. We need online market
promotions to brand our nation image and reputation and we need to participate on acclaimed
events.Among the challenges listed, for example, inconsistency of tourism product supply and demand
value chains, at the destination for instance, a tourist wants to cook and eat privately. If he wants to use

raw materials, such as tomatoes, onions, eggs, and milk, etc., he should not take it from where he left
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off. The tourist should be able to get the cooking inputs at nearby destinations what he needs as far as

possible. This is complete and we assume that the product supply and demand value chains are in

line(KI) 1, Monday, July 12 at 10:17 AM and (KI) 1&2 Thursday, July 15 at 9:15AM and 3:32 PM).
Currently, there are many challenges that divert the PR profession to act against the mutual benefit of the
organization and its public. The nickname of the professionals (like spin-doctors), lack of credibility, cyber
attach, shortage of time and budget. Particularly, the booming social media landscapeimpact on PR firm is too

much difficult because of huge number users (most of them were young and who likely divert their attitude with

pseudo-news) and the complexity of the information (Quesinberry, 2009).

According to interviewquestion number 9, how does do you think, does Ethiopia have built positive image in

the minds of the world’s citizens? Among the interviewees, (KI) number 1, 2 and 3 have said the following;
Yes. Visitors who are positive about Ethiopia what it look like that they believe Ethiopia has many good
things. There are those who did not know Ethiopia they express negatively. We have not done much to
promote Ethiopia in terms of sense of globalization citizen. Many foreigners know Ethiopia in
connection with the Korean War campaign. People in their 50s and above 50s ages talk about the good
image of Ethiopia. As a country, there needs to be a promotion for the younger generation. It is
important to show the young generation about Ethiopia's history, culture and its amazing attractions by
using the preferred media channels. There has efforts exerted on positive image building in the minds of
citizens of the world by responsible bodies and stakeholders. These are well being done from the past
and present time. But it was not as much satisfactorily. The success factor for image building is not
dependent only on what Ethiopia is doing and thinking. In today’s reality bad image may not be a
reflection of a reality when it comes to most of the developing nations. It could be a product of wrong
perception calculated to hit intended political target of external actors. In our case | perceive that
Ethiopia is a victim of its own development and policies as well. | think we need a survey for this. But |
feel we have a long way to go (KI 1, Monday, July 12 at 10:17 AM, and (KI) 1&2 Thursday, July 15 at
9:15AM and 3:32 PM).

Finally, what strategies do the Ministry of Culture and Tourism, key actors and stakeholders should follow to

promote national goodwill and identity?Among the interviewees,(KI) number 1, 2 and 3 have said the

following;
| do not have suggestions having in mind the current political climate that is leading us to most
unpredictable situation. What | can say is tourism is a resilient Industry. For me the existence of MOCT
is still questionable. Therefore in the absence of role it was supposed to play in the future government it
is difficult to imagine. In addition, the Ministry of Culture and Tourism should have work with key

actors and stakeholders to improve digital technology promotions in order to enhance the nation image
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branding efforts. To improve road and power infrastructure, improving excellent a sense of
hospitability, to improve service delivery supply value-chain, to improve everyone has to be an
ambassador of his country, to improve using digital platforms as one game changing tools, it should
have to improve domestic events coordination and participation properly, it should have to improve
international events coordination and participation properly, and to improve working B2B
Organizations. In order to remain competitive in tourism, the Ministry should re-examine its current
institutional structure. Data management and information flow systems are needed to be improved,
human power knowledge skill must be built. It should also strengthen research and development
activities. It is important to create an awareness of the international community by promoting national
identity, dignity and reputation in the field of public relations. Therefore, we need to use better
techniques to promote Ethiopia using the languages spoken popularly by the international community. |
think it is better public relations tasks should be strengthened by using accessible media channels to
promote Ethiopia in the languages spoken by the international community, including the Diaspora(Kl)
1, Monday, July 12 at 10:17 AMand (K1) 1&2 Thursday, July 15 at 9:15AM and 3:32 PM).
In conclusion, based on above interviewed questions, and answers, data obtained from 3 key informants has
indicates the following core issues. None of the people interviewed has doubted the benefits that nation image
branding a country will bring economic benefits to the country. The PR professional’s promotional effort being
used to promote cultural values and natural attractions of the nation is to create awareness to local and
international communitiestowards nation image branding. The promotional methods used were as compared

with the booming new digital technologies diversifications seen very weak.

Thus, the PR professionals should have to adjust themselves with the booming digital media technologies,
digital marketing and diversified tools of communications and then similarly to have to use effective means of

promotional methods is very important.

4.1.3 Assessing Data Through Observation

The researcher took a time to assessing the research problem, and he attempted to know how daily life is going
on participating himself at the center of the even when observing to accomplish the study objective at the
selected area. He was utilized a timeframe check-list approach in gathering actual information from every scene
at a single, fixed location.when observing at a things taking place, listening to what it is said, and questioning
people during the visits Notes were have written properly, filed and were have be used for the process of
analysis.The data collected through field observations were analyzed in the form of text or in thematic system.

Besids to supplement the data collected through all resaerch instruments were have been examined by
observation technique whether it suit with the accuracy of data gatherd be used. Especially, the characteristics

of individual people, physical surroundings, including visual and audio cues relating to nation image branding
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operations of the Ministry’s have been as an input of the instrument like promotional activities, meetings,
seminars, trainings, campaigns, events, tour and travel trips, museum property, showcase, as well as
stakeholders general assembles, were have been used.
Therefore, the researcher was observed what was said and the things thematically the above PR publications,
official documentations and bilateral relations agreements and documents accordingly to its purposes. For
instance,the newspaper,yearly magazine,Journal articles, Posters and banners were produced by PR Directorates
and distributed toits publics in the ministry were not produced in poor quality. Themeans of promotional
methods,choosen as the communication medium and the level of production quality and aesthetic visualization
were very low. The content of each promotional publications and their work of art were not transport the
readers to the setting. It needs more research and development. The other observation scene is the brand logo of
Ethiopia. Yet, Ethiopia has crated two brands in its history. The first brand logo was Ethiopia 13 months of
sunshine and it appropriately symbolizes the nation and it goes a popular Ethiopian for best tourism slogan.
When we visualize the second new brand logo "Ethiopia land of origins" was not introduced at a desired level.
Still its promotional efforts were not adequately managed. The visual manifestation of the logo is not adquately
promoted well to create more awareness for local and abroad target communities.

4.1.4 Document Review
When gathered document reviewing and analysis are carried out the researcher utilized a systematic procedure.
The obtained documents from primary and secondary data sources were both printed and electronic (computer-
based and Internet-transmitted) information. Like other analytical methods in qualitative research, document
analysis requires that data be examined and interpreted in order to elicit meaning, gain understanding, and
develop according to researchers Empirical knowledge Corbin & Strauss, (2008 See also Rapley, 2007), as to
(Bowen, 2009, p29).
To achieve the objective of this study data analysis technique was utilized to organize the details about the case,
categorizing the data into meaningful themes, looking for and identifying patterns. This was followed by
making logical analysis and finally reaching at conclusions by evaluating the implications of the data which
support the research propositions.
In the probing process, the researcher followed both qualitative and quantitative approaches, in describing the
characteristics and nature of the existing situation in the study area. Data collected through questionnaire was be
analyzed using descriptive survey statistics analyzing method (frequency and percentage) was presented,
interpreted, and discussed to reach in to conclusion. In the first step process of data analysis, the raw data was
systematically coded in the form of frequency and then tabulated and discussed. In the second step, data
obtained through qualitative instrument, by using an interview with key informants and field observations were

analyzed in thematic system. The researcher has followed the whole steps and applied accordingly. Data
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collected through field observations were also analyzed in the form of writing. Generally, the obtained data

from different sources were analyzed by using descriptive survey statistics analysis and presented in tables.

Whilst,in this work, to review documents for quantitative data analysis, the researcher has utilized the major
publications and outlets. such as the official web page, the four social media channels (Face book, Telegram,
YouTube and Instagram), two sample copies of; a quarterly booklet, a yearly magazine, newspaper, a brand
logo, a brochure, CD brochures and media kits, promotional documentations, newsletters, videos, Website and
Database, are incorporated to this analysis. Furthermore, various type of bilateral relations memorandums
documentations, working official documents such as recent homegrown economic development plans and
reports, a draft of quality assurance guideline for tour guidelines safety protocol, COVID-19 Protection safety
protocol guideline, and comprehensive fiscal budget year allocation outline for of year 2014 E.C, were

reviewed and illustrated thematically to reach in to findings.

Table 4.7: Review of Publications

Ser. publications Quantity/copy
no.
1 Newspaper(Ministry of Culture and Tourism) 1
2 Nation Brand/Logo(“Ethiopia Land of origins” &“Thirteen Months of Sunshine”) 2
3 Yearly Magazine 2
4 Journal articles 1
5 brochure 4
6 CD brochure 2
7 Newsletter 2
8 Posters and banners 5
9 Spots 4
10  Promotional documentations (visual manifestations, Museums, videos, Film,) 5
11  official documents 5
12 Websitehttp://www.moct.gov.et 1
13  Facebook:https://www.facebook.com/tuorismcultureethiopia 1
14 YouTube: http://www.youtube.com/ ministry of culture and tourism-Ethiopia, 1
15  Telegram: https://t.me/ministryofcultureandtourism, 1
Total 37

Source: - field survey (June, 2021)

In the above all investigation processes both research methods (qualitative and quantitative) were applied

properly. An investigation of the quality, content, and readability of each promotional publications presented in
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the above table shows that the data obtained shown that they are not adequate to promote an image of the
country. In line with this the obtained data from respondents also shown that 70(63.6%) percent of respondents
suggestions on the quality of promotional items produced and disseminated were inadequate. This would help to
get a better insight of interpretation and understanding as of information which was missed with one instrument
might be captured from other instrument and an enhanced and integrated result shall be emerged from the
analysis as to Dominick et al (2011, p48).

4.2 Discussion

The results presented here in sightedwere how PR practitioners doing towards nation and reputation branding
tasks. The purpose of discussion is to interpret and describe the significance of the findings in light of what was
already known about the research problem being investigated, was to explain any new understandings or bring
more insights about the problem after the research findings have taken into consideration.

Thus, the researcher would be attempts to discuss issues on the research findings via integrating with the related
review literature and empirical theories illustrating beginning with the research proposition (RP) which it will

be useful to discuss the research proposition in the following ways:

v' The central idea of nation branding is to attract other countries’ citizens for better understandings
(Anholt, 2013, pp. 6-7).

v Ethiopia’s image and reputation brand proposition focuses is on core brand components that most
symbolizing values of past and present authentic distinctive features (Dinnie, 2008).

v/ Nation branding is the creation of a recognizable, distinctive brand image in the minds of the target
audiences (Skinner, Lee, 2008; 2009).

v" Nation branding is become more visible tool for competing for dominance in economic areas,
increasing political influence amongst countries and regions Viktorin et.al, (--, p6).

v Country Branding holds a potential opportunity to bring economic benefit to Ethiopia (UNECA, 2015
p48).

Nowadays the world is becoming one global village, in the sense that the technological achievements of this
modern time have brought people more closely together. The world is being shaped by many global forces
(Dinnie, 2008). Similarly, countries are increasingly facing the global forces as the matter of changing facts
alongside the world with their inherent internal forces. The researchers Except few, (Lepp and Gibson, 2008)
and (Lepp et al. 2011) in their work argued that a widespread negative perception is affecting applicability of
the term “branding” to countries, almost all authors of the reviewed relating literatures surveyed agree the
changing an image of countries in nation branding is very important to enhance awareness about the country’s

image and reputation for a social and economic benefit.
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From the obtained data, it is summarized in way that country branding has a positive and significant role to play
for the economic benefit of a country as long as it is done in a proper and integrated manner. Many of the
respondents has emphasized the harmonized and integrated manner it should be conducted which if not done in
such manner will result in confusion and may not bring in the desired result. This agrees with the related

literature surveyed.

In line with the literature, except as a sideline remark in an interview discussion, all interviewed key informants
have agreed that Country branding is important for Ethiopia. In harmony to the literature the participants in the
interview discussions have agreed that Ethiopia’s image in the world is distorted and negatively portrayed as it

is affected by past experiences such as the drought and famine (Wanjiru, 2006).

Even though all interviewees agree on the fact that the current Ethiopia’s image is not fairly represented in the
global arena, they don’t unanimously agree on the gravity of the causes for the negative image the country has.
Some give much weight for the consecutive drought and famine which happened in the past and which they
believed has significantly reduced the country’s image. However, from interview discussions one of respondent
has given exceptionally insight that "The success factor for image branding is not dependent only on what
Ethiopia is doing and thinking. In today’s reality bad image may not be a reflection of a reality when it comes
to most of the developing nations. It could be a product of wrong perception calculated to hit an intended
political target of external actors. In our case | perceive that Ethiopia is a victim of its own development and
policies, the current political climate as well. | think we need further survey study for this." As to what is to be
shown to the world and emphasized to improve the brand image of Ethiopia, diverse opinions were raised. The
religious and cultural along with the ancient rituals and those colorful traditional festival such as religious
ceremonies, cultural events and artistic shows, sports, music, language, history and values variety of
landscapes, which can play a significant role in symbolizing the national identity of the country. Ethiopia’s
Colorful authentic traditional festivals are not well branded and developed as of tourism products to attract

visitors (UNECA, 2015, p49) are raised as other points to be magnified.

As to the way the Branding Ethiopia project is to be done, diverse opinions were raised. Some said it shall be
handled by the Government. Among who said that it shall be handled by the Government, when asked about
who among the Government organs shall handle the task of nation image branding promotion, all gave different
opinions; viz., Ministry of Culture and Tourism, Ministry of foreign Affairs, Embassies in abroad, the Diaspora
association, and Tour Operation Agencies are major one.

On the other hand, strong opinion was raised from many others who firmly stated that since every citizen affects
the country brand either positively or negatively as supported by many literatures in the literature review

(Gilmore, 2002), it shall be established strong synergy in a public- private partnership with the government
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playing a regulatory role and with a budget allocation from all stakeholders including the government. If it is
not done in such way, because of the current high friction prone of internal politics, the Ethiopia's branding aim
will be considered as a political propaganda of the state and would be doomed to fail without bringing impact
on the desired result.
Thus, the researcher would be attempts to discuss and illustrating the issues on the research findings via
integrating with the related review literature and empirical theories that how it has been answered to the study
objectives in the following ways:

4.2.1 The Research Questions Resume reviewimg outcomes;
The research question of this study was illustrated previously in the introduction section. However, it is very
important to resume on each research questions and its Outcomes whether would satisfied the research
objectives or not. Although, this section attempted to discuss how the research objectives to fill the gaps on
nation branding tasks with respect to the practices and challenges at the study specific area based on the
following research questions::
What brand marketing strategies are utilized by the ministry?
To begin with, the study presentation, it was focused on the practices and challenges of public relations on
marketing and promoting of the nation’s authentic history, culture, natural attractions branding: the case of
MoCT. As the research findings; the study revealed confirms that there has no PR communication brand
marketing strategy and adequate guiding manuals in study specific area. Without PR communication brand
marketing strategy how does the public view the service delivery? This is an important question to ask as PR
practitioner to build a good image and reputation of the nation as well as their organization. There is more to
consider than just how PR practitioners do will be portrayed by the media. How PR practitioners communicate
inside and outside environment, their plan, events, their involvement in the community and how they do solve
strategically solve as crisis arisen are an essential arguments.
Therefore, the communication specialists are always expected to develop a new tactics on day-to-day operations
concerning the organization's communication linkage towards the public, in order to catch particularly the
attention of target audience. To achieve such, result the PR professionals advised following the next scientific
strategy in their local and international activity, according to (Oliver, 2004). These are Research, Action plane,
Communicating and Evaluating (Sisay Mammo; June 2018).
Research and development is one of vital activity to PR practitioners. They should have defined the problem
when happen and have to analyze, solve the conditions based on the information found. Detail observation and
listening are primary methods to defining the cause. In addition, the interpreted information guides to validate
the statement of the problem, and the analysis shows the way of the plan (Oliver, 2004).

Following, action plans are must be feasible and well definedto the goal and objective, preparing plan of action
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will make in order to achieve the plan. ldentifying target audience, preparing key message and media strategy,
including time, budget and other essential resources should incorporate in the action plan. Communicating the
message in a smart process is fundamental to get a successful outcome. Hence, internalizing the objective,
fitting with the need and expectations of our audience, the message plan and being aware of the situation in
which the communication task takes place.
Then, the evaluation should take place for every with action plan periods. Evaluation helps to look backward
and ahead for the effectiveness of the effort has been done to achieve the plan will be measured. The main
purpose is to know points are awareness of target audience which is expressed by attitude and behavior change.
The criterion and evaluation methods must be determined as the program is planned and as it evolves.
Interview, questioner etc. with target audience will be methods of data gathering for the evaluation process
(Oliver, 2004).
What Nation Brands have been utilized in the Ministry?
Based on the research findings from the study revealed that there has customized conceptual model with the
focus of the components of nation branding and the communicator of the nation branding, reflection on
Dinnie’s (2008) model of brand identity-brand image.
The data obtained from respondents shown that Ethiopia has made two brands in its history. The first one is
called Ethiopia 13 months of sunshine and the current brand is called Ethiopia land of origins. However
Ethiopia 13 months of sunshine was well executed and well-known brand in the world. And the newly launched
Ethiopia land of origins brand were not introducing at desired level.
As the result the practices of nation branding in the study specific site hasn’t been established in fertile ground
yet. The practice of public relations practitioners is destructed by various constraints. The factors that hinder
choice of tools of communication were broadly categorized in into two groups. Public relations can have two
broad tools to communicate with its publics. These are called electronic and print media. As a globalized
society, there is a booming tool of communications with the expansion of digital/internet technology as the Key
informants (KI) 1, 2, & 3) have said the following:
Ethiopia has been made two brands in its history. The first One is called Ethiopia 13 months of
sunshine and the current brand is called Ethiopia land of origins. Of course, those brands are aimed to
promote Ethiopia. We are trying to introduce those brands to local and international communities.
Ethiopia 13 months of sunshine was well executed and well-known brand in the world. But to newly
launched Ethiopia land of origins brand were not adequately introduced at desired level. We needed to
do a lot of promotional works to make awareness for the new brand to be known in the minds of people
both in home and at abroad.Brands are a broad idea. It is a science, name and symbol of product.

Ethiopia has tried to create two types of brands in its time of experience. The first one was Ethiopia ‘the
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13months of sunshine’ and the current one is Ethiopia land of origins. The 13months of sunshine have
been properly communicated to local and international communities. But the current new brand land of
origins is not well communicated. The national identification brand differs from sector to sector and
sometimes from region to region. Currently the dominating national brand is the sectors, brand for
tourism Ethiopia Land of Origins with other supplementary regional brands to collectively build the
bigger brand Land of Origins. Each region has developed its own identity brand based on the type and
level of iconic contributions to the national tourism brand.
In addition, from the interviewee discussions they obtained data was indicated that there have few of
opportunities and potentials for branding Ethiopia. All the key informants have agreed that the nation having
diverse mosaic culture of the people as well as diverse language, amusing landscapes form Rasdashen highlands
to lowlands of Afar denacl depression in Ethiopia are great potential attractions for promoting Ethiopia's image
branding.
Currently Ethiopian is rebranded as the land of Origins. Ethiopia is land of human ancestor,distinctive
features from other world; different affiliation comes to people in mind, mosaic cultures, in which they
are differentiated from other world. Such as a variety of land contrast, spectacular from highest
mountain Rasdashen to lowest the Danakil depression which is situated under sea level is a surreal
landscape rich in geothermal features and Erta Ale volcano located in Afar region is one of the five
volcanoes in the world, protected wildlife area, city zoo, city parks (unity, Sheger and entoto),
archaeological sites, humankind that is most of human ancestor fossils foundation and the oldest stone
tools discovered. It also called a land of unique and modest weather. However, we are not good at
telling about its special features. The availability of AU head quarter in the capital, many embassies
and international organizations are also otheropportunities for the nation’s image and identity
branding.
According to Anholt (2014) in today’s world, countries fiercely compete with each other for the direct foreign
investment, brand export and tourism. A nation’s brand value is determined by Exports, Governance,
Investment and Immigration, Culture and Heritage, People and Tourism. Countries are recalled by their brands
and if these brands are demanded and used by big masses so the image of these countries gains advantageous.
Many of the respondents have emphasized nation image branding has a positive and significant role to play for
the socio-economic development and income benefits when it is done strategic marketing through proper and
coordinated efforts. None of the people interviewed has doubted the benefits that nation image branding a
country will bring economic benefits to the country. The PR professional’s promotional efforts being used to
promote the nations, nationalities and people’s cultural values and natural attractions are not properly managed

through digital marketing to create awareness for local and international communities. The methods promotion
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and items used to promote compared with the booming new digital technologies and its diversifications were
seen very poor.

Therefore, the Government bodies at different levels, Embassies in abroad, the private sector, civil societies, the
diaspora community, tour and travel operation agencies, hospitality service owners, tour guides, local
communities, and the general public as well as visitors are the main actors have greater responsibilities in nation
image branding. In order to scale up the economic, social and political benefits as well as in order to remain
competitive in an essential focus in today’s global economicworld, nation image branding promotion operations
are the vast act for public relations practitioners. However, enhancing the implementation capacity of all these
actors is very instrumental strategy. To empower the stakeholder’s relations and strengthening the system of
cooperation and partnership is also helps in order to mitigate, the challenges, problems, and limitations in nation
image branding.

What type of Tools of Communication be used for Nation Branding in the Ministry?
Based on the obtained data and the research finding shown that electronic media type, and print media were
have repetitively be used as the major means of tools of communication were used for nation branding in the
Ministry. For instance, for TV and Radio about 41(37.3%) and 33(37%) have usually used media outlets. Face
book, and telegram about 66(60.0%) and 59(53.6) have usually used social media outlets in the study specific
site.

However, the media outlets have not effectively be used for the purposes of nation and reputation branding at
the study therefore, specific site. The majority of the respondents were replied that the PR choice of using media
outlets and promotions practices are not effectively be used to addresses the needs of the sector. the reasons
indicated that the budget capacity of the institution, lack of to attract target audience, and related issues
determine the type of tools that the PR uses.So, The PR planning process must tailor to the current internal and
external conditions.

As mentioned in the review related literature, public relations can have two broad tools to communicate with its
publics. The tools of communication can be categorized in to two. These are called electronic and print media.
As a globalized society, there is booming tools of communications with the expansion of digital/internet
technology. The PR have to use of variety tools of communication to realize organizational communication
plan. Some of these are the traditional media (the mass media) which includes the newspaper, television and
radio. Particularly, the broadcast media (radio and television) is powerful in getting in touch with the majority
of the public and influencing their attitude (Jefkins, 2004). In addition, there are different booming tools of PR
connected with the expansion of internet technology. Some of this is the social media (Facebook, Twitter,
Telegarm, Youtube and Instagram etc.), web page, press release, press conference, speech, magazine, lobbying,

and sponsorship.
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The concept of public relations communications tools were can be seen in different perspectives. Organizations
have their own news agendas and their own internal discourse, while the media must remain alert to broader
news events and agendas. Most of communications tools what the one does will never interest the other; the
skill in media relationsis in spotting the stories or the angles that can turn corporate news into media news or
bring a corporate angle into a global news story as to Tench (209, p303)

Whilst, nation branding activities where undertaken the stakeholders the organization were viewed in the eyes
of respondents is in differently. Some of briefings and suggestions shown on the response paper sheet were
showed valuable inputs to this researcher and it helps him to view further suggestion to enhance his findings to
finalize his study subject matter. Some of the give opinion briefs, the reasons why they were not satisfy on the
efforts on nation branding promotions whether domestically or internationally. Some of their suggestions
indicated that the Ministry should have to improve its external communication strategies. In this, the Ministry
should have to prepare quality of promotional items like documentaries based on the nation’s rich history,
heroism, natural resource endowment, diversified culture, religious tolerance, endogenous knowledge, etc. It
needs to create awareness widely using promotions through the main broadcast media outlets.

What are the Main Challenges of Nation Branding for PR in the Ministry?

Based on the obtained data and the findings have shown the majority of respondents confirmed that almost all
102(92.7%) percent of respondents were having been agreed on that the major challenges facing on the PR
practitioners’ activities are budget constraint. The other argumentative issue shown is ineffusively not use of
allocated resources for nation branding promotion at the study specific site.

Some of driving forces that affecting the PR activities is the cultural attitudes. It influences communication and
communication influences culture. If PR is about symmetrical communication between an organization and its
publics with the aim of establishing and maintaining mutual understanding, then culture is central to the practice
of PR. For many scholars (Verc’ic™ et al. 1996; Banks 2000; Sriramesh 2000; Sriramesh and Vercic™ 2009),
however, culture is important only in so far as programme effectiveness is concerned, and culture is often
restricted to a simple variable. Effectiveness is always defined with regard to the organization’s perspectives,
ignoring the publics’ views and interpretation of effectiveness. In this sense the aim of ‘understanding’ other
cultures is simply to direct and control behaviour, that is to influence publics’ attitudes and behaviours in ways
that are advantageous for the organization. To build trust with a variety of stakeholders and to create ‘shared
understanding of meaning’ among different cultures requires deeper understanding and appreciation of other
cultures by more cooperation and dialogue. To plan and implement international campaigns and to adapt
campaign elements to the local culture, the PR practitioner must be familiar with: environmental factors that
influence the practice of PR, the cultural profile of the country its effects on communication and the ‘public

relations culture’, including the way PR is practiced in the country (Tench, 2009).
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How do the Ministry’s employees view the brand marketing strategies of PR internal and

external communication?

Based on the obtained data and the findings have shown the significance of internal and external brand
marketing communication strategies has mutual benefits. Perceptions of employees has shown on the basis of
their understanding and need about internal and external brand marketing communication needs, is obviously a
vital tool for the organization as they said. As the result the majority of respondents about 50(45.5%) percent of
respondents have strongly agreed internal PR communications helps them to providing accurate and up-to-date
information. While about 54(49.1%) percent of respondents have strongly agreed that external communication
significantly providing an opportunity to public relations professionals to strengthen the public support for need
of efforts to promote the country's image and reputation branding.

The fact that the effects of internal communication quality on employees’ organizational commitment as well as
to influence job satisfaction on organizational citizenship behavior differs between diverse cultures. An attitude
can positively or negatively affect a person's behavior. Personal values can be influenced by culture, tradition,
and a combination of internal and external factors. Values determine what individuals find important in their
daily life and help to shape their behavior in each situation they encounter. Since values often strongly influence
both attitude and behavior, they serve as a kind of personal compass for employee conduct in the workplace.
Organizational Values help determine whether an employee is passionate about work and the workplace, which
in turn can lead to above-average returns, high employee satisfaction, strong team dynamics, and synergy.
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CHAPTER FIVE
5. SUMMARY, CONCLUSION AND RECOMMENDATIONS

5.1 Summary

In today*s competitive world, the nations are encouraged and increasingly obliged tocreate a good image of
themselvesto cope up with the rapidly changing environment.This paper has given high consideration to
widespread use in order to comprehend nation branding efforts and to answer the research questions based on
practices and challenges of PR towards nation branding: the case of MoCT. Even though, in performing the
nation’s image and reputation branding there has complexity and challenging issues exists, i.e. how to discover
an integrated understanding with practitioners’ realities is to aware deeply the case. Then, based on theories and
contexts customized approach is needed to find out solutions. Thus, the study has endeavored to discover how
nation branding operations was implementedsuccessfullyat the study specific area beginning from the head
office up to its five subordinate organizations (ARCCH, Ethiopia National Theater,Federal Sport Commission,
National archive and library Agency and Tourism Ethiopia. To fulfill the research objectives the researcher has
used descriptive survey design method. In this, he was utilized five research questions were raised focusing on
the practice of public relations practices and the public relations specific strategies used in each organizations is
this study basis. Hence, the purpose of this section is to summarize the main findings of the research. It was
attempts to answer the statement problem. Such as (RQ1) What brand marketing strategies are utilized by the
ministry? (RQ2) What nation brands have been utilized in the Ministry? (RQ3) What type of tools of
communication is used for nation branding in the Ministry? (RQ4) What are the main challenges of nation
image branding for PR in the Ministry? and (RQ5) How do the Ministry’s employees view the brand marketing
strategies for PR internal and external communication?

The relevant primary data were gathered through research instruments were: such as semi structured interview,
observation and document review. The interview was also conducted with 3 key informants, who were selected
purposively at the study specific site.

Accordingly, the data obtained shown forthe imphasis taken in a way that there have some efforts contributed
by sectorial actors and stakeholders collaboration in the process of nation branding operations. obviously, its
aim is to draw attention and differentiate from other countris. It is by default representing an intangible values
proposition of none physical by offering, which can be a combination of products, services, information, and
experiences. However, the major challenges are facing on PR activities was insufficient budget allocation, lack
of using digital marketing strategy, increasing of cost of production for promotional items and among PR
professionals skill gap are the major one.

Similarly, the researcher tried to evaluate the perception of the key informants about their views on nation
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branding, Ethiopia’s potential for branding itself using its attraction resources, and public relations role for
branding it. In this,the responses, all the key informants have shared value and the same perception concerning
onthe issue in nation branding, all the key informants suggested that it is about to let people to know the unique
features of a nation branding has using its distinct resources in order to create a favorable view in the minds of
its stakeholders. In this respect, they acknowledged that Ethiopia is a country with rich diverse culture and
natural resources but lacks of proper communication toits potentials to local and international communities to
brand itself. The major problems are considered as lack of diverse use of tools of communication, lack of
properly coordinated efforts for promotion, lack of digital media promotions, inadequate infrastructures for
tourism facilities and sanitation at destinations sites, and focusing repetitive promotions on oldest heritages
rather than creating a new attractions.

Hence, this key informants arguement is believed that the public relations with its proper practice will have an
important role to fulfill the marketing communication gaps in nation branding activities. Ethiopia by it history
has tries to create two types of brands in its time of experience. The first one was Ethiopia ‘the 13months of
sunshine’ and the current one is Ethiopia land of origins. The 13 months of sunshine have been properly
communicated to local and international communities. But the current new brand land of origins is not well
communicated. It is at initial stage. Sofar, the new brand logo needs aggressive and repetitive promotion

activities.
5.1.1 Presentation of Main findings

The following main findings were obtained from data collected, analyzed and interpreted based on chosen
research instruments. Predominantly, how it is possible to public relations practitioners to play their significant
role towards nation branding without getting major guiding manuals? How it is possible to execute PR day-to-
day communications without communication strategies in the Ministry? Without ensuring the overall
operational challenges of public relations how can it to contribute bringing public relations operational efforts,
values and aspirations as in to honorable profession? How can it become a respectful profession? Due to lack
of financial resources how can it possible to public relations practitioners to play their significant role in nation
branding promotions without access of major broadcast media (like Radio, ETV, BBC, CNN, CGTN, Aljazeera,
press TV etc. Channels), how can it possible to change and reverse misperception of citizens of world about
Ethiopia through promotion of only one common brand name? And how can it possible to change and reverse
misperception of world citizens about Ethiopia without using major broadcasting media promotions?
To this, the details of main findings are as follows:-
1. According to the obtained data there have comparative variations between females and males of the
sample population. General demographic background information data gathered from total 110

respondents, about 65.5% are males and 35.5% are females. This indicates that the majority of
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employees are males. Moreover, for this, the researcher has confirmed by his own observing that the
number of female employees involved in the study specific area was less than males.

PR professional’s promotional efforts are not competitive with the global booming diversity digital
media technology, both nationally and internationally, to promote the country's authentic history,
cultural values and natural attractions as obtained shown is weak.

The obtained data shown that there has tendency to use an old media broadcasting channel frequently
as the means for promotion. The majority of respondents have agreed that the frequency of usage
were for TV & Radio about 41(37.3%), and 33(37%) respectively at the study specific area.
Concerning B2B relationship with both internal and external stakeholders' awareness about the PR
communication activities does not havestrengthen. Similarly, the Ministry's relationship with internal
and external stakeholders was yet not advanced. Thus, it needs aggressive promotion operations for
both internal and external stakeholders through delivering quality services to its public have to create
the public’s awareness.

The obtained data shown that PR challenges facing on nation’s image branding activities; the
majority of population about 102(92.7%) percent of respondents have agreed that challenges affecting
activities were budget constraints. It was also observed that the majority of respondents have
mentioned in addition to their suggestion in written form and then figure out their impressions about
its seriousness in orderly such as insufficient budget, increasing of cost of production for promotional
items, and cost of broadcast media promotions. Moreover, absence of PR strategy and guiding
manuals, lack of office and absence of adequate audiovisual equipments and ineffective PR
performing and other factors are.

According to attitudes on the significances of internal and external PR communications, the majority
of respondents about 50(45.5%) were have strongly agreed that internal PR communications helps
them in providing accurate and up-to-date information for the institution’s community. On the other
side about 54(49.1%) percent of respondents have said on the significance of external PR
communications will providing to them an opportunity to public relations professionals to strengthen
public support on their efforts to promote the country's image and reputation.

Concerning general awareness towards nation branding: the majority of respondents 49(44.5%)
percent of respondents have said that the Ministry/ Organization was not successfully promoting the
nations, nationalities and peoples unique and wonderful cultural and natural attractions for
international and domestic community.

Concerning benefits of tourism for local economy: the majority of respondents about 54(49.1%)

percent of respondents have agreed that Ethiopia has not benefited from cultural and tourism
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10.

11.

12.

industries creating revenue because of no tourism marketing design and promotion strategy.
According to obtained data the PR day to day activities carried out were by unskilled professional
staffs, and it is sometimes overlapped with political activities and the PR practitioners acting as
become spokesperson/correspondence, minute prescriber and protocol officer. And the practices are
generally fallen in to routine activities.

According to obtained data discloses that one of challenges facing for PR operations, PR Directorate
does not led by a personnel having PR practitioner specialization background since the establishment.
According to the study disclosed that the Ministry of Culture and Tourism public relations
practitioners are working more as spokesperson for the government policy and strategy. So far, the
criterion for the management of the ministry is based on political eligibility. In general, institutional
placement for PR is based a political rather than on a refinement relationship, and those data obtained
and the research results confirms clearly the whole process of PR work was have not improving in the
ministry.

Concerning the PR professionals' promotional efforts to promote the nation’s authentic history,
cultures and natural attractions as compared with the booming new digital media technology
diversifications is not satisfying the needs of young generations.

13. According to the study findings, there has missing opportunities in nation image and reputation

14.

15.

branding operations even if the task needs a lot of financial resources. It is possible to create
awareness and promotion with limited resources to promote Ethiopia's image and reputation. For
example, Tokyo 2020 Olympics to should be taken as an opportunity of international event, which we
participated, has the failure to promote Ethiopia's good name and reputation on the occasion. In this,
it has seen improperly presentation of the country on the opening ceremony as weakness.

The obtained data showed that PR practitioners focusing on old attractions (heritages) promotions
rather than creating new destinations. Considering the existing world market competition the PR
practitioners actively have to delivered up-to-date information to its publics.

The obtained data showed that PR practitioners focusing on old attractions (heritages) promotions
rather than creating new destinations. Considering the existing world market competition the PR

practitioners actively have to delivered up-to-date information to its publics.

As to the obtained data indicated in above-mentioned findings that concerning the professional skill gap,
empowering the main actors and stakeholders and strengthening relationships with stakeholders is also a helpful
task in order to mitigate challenges facing in nation branding operations. Furthermore, it is helpful to
empowering the key actor and stakeholders in the sector will help to bringing togetherness for coordinated

efforts. This enables them to provide quality services and in turn enhancing the tourists satisfactions as well as
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local community’s benefits. Even though, the researcher believes that the problem is wide prolonged and has
contributed as much as to the deterioration of public relations communication system. This was affects the
promotion efforts towards the nation’s image and reputation branding and then this researcher is belives that it

needs to give further research based solution.
5.2 CONCLUSION

The study incorporates five sections. The preliminary section:are introduction, background, problem statement,
purpose, objective, research questions, scope, significance, limitations, and organization of the study. Its second
section: the review of related literatures, methodological aspects, procedures, techniques, data presentation, and
analysis interpretation, discussion on data presentation, summary, conclusion, recommendation and solutions
for common understandings, to responsible bodies to make decisions are the main part of the study.
Undoubtedly it is true that in our increasingly global competitive world the precarious tourism marketing, the
ability to harnessing and managing PR operations effectively will continue to increase the significance. It is
recommended that the public relations affairs directorate needs to improve means of communication for internal
and external publics. It should insisted on the media outlet choices that allow for two-way communication and
not rely on one-way communication. It is undoubtedly true that in our increasingly global competitive economy
to choose best approach with the precarious tourism marketing; the ability to harness and manage PR effectively
will have to continue to increase its significance. The nation’s image and reputation branding has high concern:
as the case of Ministry of Culture and Tourism, and has seen to weak performance. It should be harnessed and
managed in a way by PR effectively operations with respect to diverse communication outlet accesses.
According to stated findings above section 5.1.1, the researcher attempts how the nation branding activities has
been done, its facing challenges and potentials as stated Anholt (2003) if there is political will it shall sound
policies that support and encourage export and investment consistently, imaginative and managed national

brand strategy and can make a real economic wellbeing.

On the basis of above research findings there have conclusion drawn from review of related literature.it is clear
that there has weakness to use of diverse tools of communication, as compared with the booming new digital
media technology, lack of using digital marketing and promotion strategy, inadequate infrastructures and

sanitation at destinations sites.

Though the PR practitioners must have adjust themselves with the booming new digital media technologies,
digital brand marketing and diversified tools of communications. Similarly the PR practitioners have not yet
using un effective means of tools of brand promotion and it is very important to look variety choices for tools of
Communication, there has lack of sanitation facilities at destination areas, and rather than creating new

attractions, there has tendencies to have focusing on the existing old historical heritages sites etc.
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Therefore, the study will provide enriching ideas to fulfill the nation brand promotion gaps. In this, the
Government bodies at different levels, councilors and Embassies, and the Diaspora community at abroad, the
private sector, civil societies, tour and travel agencies, hotel service owners, tour operators are expected to have
greater responsibilities to bring improved promotional operations. In order to scale up for economic, social and
political benefits as well as in order to remain competitive in an essential focus in today’s global economic
world, the nation branding promotions is a vast act to public relations practitioners. Though effective nation
branding efforts are among major actors and stakeholders’ coordination and collaboration have to play a pivotal
role for the successful achievement of sustainable development goals of the culture, tourism and sports sectors

in order to competitive in the global economic market arena.

5.3 RECOMMENDATIONS

Ethiopia is a country with ancient historical and cultural wealth even though its current image has been
shaded by bad events that have happened in the past 35 years. As stated in discussions by all key
informants discussions have stated that the nation’s image was spoiled by past distorted information
about the country such as interior rebellious conflicts, drought and famine. This misunderstanding is
detrimental where as comparing with current Ethiopia’s image and its level of development. This
negative information will be repaired an economic development and when responsible generation
comes. So, the Ethiopia’ image and reputation branding tasks is not once time task, but it must be
undertaken as sustainable project.
Accordingly, based on the major findings of the study, the researcher strongly recommends the
following thoughts with the hope of concerned bodies to implement them to alleviate the limitations at
the study specific site:-
1. MoCT must enhance awareness on the new brand logo integrating with the Regional
Governments’ own iconic brands contributions to national symbol.
2. MoCT must focus on digital media communication marketing promotion to achieve its
organizational goal,
3. MoCT must Synergize promotional efforts in order to gain better economic benefits from the
global tourism markets;
4. MoCT Promptly has to develop better Nation Branding communication strategies;
5. MoCT must develop new brands regularly to reflect the country's good image and reputation in

order to compete in the global tourism market;
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MoCT must focus on creating new destination sites rather than focusing on the older historical
heritage promotion tendencies;

To encourage local community visiting culture nearby attractions for domestic tourism
development: for more appropriately to support the homegrown development plan;

MoCT must have to restructure the Communication Affairs Directorate's organographies: that
will be better more to enable it to meet and support the nation’s image and reputation branding
responsibility;

Finally, MoCT must have required solving on the factors that disturbing the PR day to day
operations priority: Such as constraints of budget, modernizing means of communications,
enhancing information technology access, improving infrastructures and fulfilling sanitation
facilities at destinations. Moreover, MoCT have to develop digital tourism marketing
strategies, and increasing digital marketing promotion accessibility and employing skilled
workforce educated at PR profession and placing at appropriate job positions etc. are very

important and requiring improvements timely.
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Appendix 1: English version
ADDIS ABABA UNIVERSITY SCHOOL OF JOURALISM & COMMUNICATION
DEPARTMENT OF PUBLICRELATIONS & STRATEGIC COMMUNICATION
[PRSC]
Questionnaire

Dear respondents,

I, Tadele Jemal, am MA graduate student in the school of Public Relations and Strategic Communication
[PRSC] at Addis Ababa University. Currently, I am planning to conduct a post graduate thesis entitled
“Practices of Public Relations towards Nation Branding: The case of Ministry of Culture and Tourism of
FDRE.The purpose of this questionnaire is to gathering information about public relations practices towards
nation branding. The research output is to fulfill the partial requirement for MA in [PRSC]. The information all
you provide has a great importance, confidential, and will be used for academic purpose only. The researcher
therefore would like to assure you that the data collected will not be misused in any way. It will be summarized
and reported in aggregate way. In the study, your real and genuine response to each item does have an essential
value to its accuracy and reliability. Hence, the researcher humbly requests you to go through all questions and
respond carefully, for each item considering the imperative importance of the study.

In advance, | would like to express my deep gratitude to you for your genuine answers, kind cooperation, taking
your precious time to fill the questionnaire!

Part I: Background information of the respondent:-
A. Please write, tick (V) in the box of the following questions

1. Sex A.Male [ |B.Female [ |

2. Age A/.20-30 [ 1B.31-40 [ ] C.4150 [ ] D.5landabove [ ]

3. level of Education: -
AL grade 12 COMPIELE IN..... ot
B. Diploma in.........ouiuiiiii
CBA/BSC N ..o



B. Please write your answers for the following personal information
A, YOUr CUITENE PrOf@SSION. ... ..ttt e e et e e e eenees
B JOD EXPETICIICE ettt ettt et et et e
Part I1: -Questions Related to Nation Branding:
[Please make a circle the letter or write in the space for your choice provided below]

1. In your observation, does the Ministry/Organizationhave successfully introduce the nations,
nationalities and people’s unique and wonderful cultural and natural attractions to domestic
community?

A.Yes B. No C. Not sure

2. In your observation, do the ministry/organization effectively promote the wonderful cultural and natural
attractions of nations, nationalities and peoples to the international community in order to increase the
flow of tourists?

A.Yes B. No C. Not sure

3. Inyour observation, does the organization to have planned to develop a new brand perspective of
nations, nationalities and peoples unique and wonderful cultural and natural attractions?
A.Yes B. No C. Not sure

4. In your observation, does the organization have plans to participate at every international tourism trade
fairs to promote tourism attractions of the country?
A.Yes B. No C. Not sure

5. In your view, does the organization actively participate in every international Olympic Games and
championships to promote the country's wonderful landscapes for running sports and adventure
tourism?

A. Yes B. No C. Not sure

6. Does the PR directorate successfully promotes the new brand name of the country ""Ethiopia Land of
origins” to local community?

A. Very high B. high C. Medium D. Low E. Very low

7. Does the PR directorate successfully promotes the new brand name of the country’s “Ethiopia Land of
origins” to international community?

A.Yes B. No C.Not sure

8. Do you think the Ministry/Organization has successfully introduced the nations, nationalities and
people’s unique wonderful cultural and natural attractions to increase domestic tourism?
A. Yes B. No C. Not sure
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10.

11.

12.

13.

1.

How do you evaluate the Ministry's/Organization’s promotional activities to create jobs and income for
citizens in the sports, culture, and tourism and hospitality industries?

A. Very high B. High C. Medium D. Low E. Very low

How do you rate the quality of promotional items (Such as posters, photographs, monthly or annual
newspapers, magazines, brochures, folders, media kits, video films, CD-ROMs, websites, portals, etc.)
produced and disseminated to its internal and external usersby PR Directorate?

A. Very high B. High C. Medium D. Poor E. Very poor

In your opinion the ministry’s/organization’s efforts to promotethe nations, nationalities and peoples
rich, authentic cultural values, history, natural attractions and elite sportspersons is ------------------- .

A. Very high B. High C. Medium D. Poor E. Very poor

In your view, the Public Relations Directorate's efforts to change and dispel misconceptions about
Ethiopia, especially the ability to promote the country's brand name and reputation by using
international media channels to enhance awareness of citizens of the world about Ethiopia to build a
positive image of Ethiopia is ----------------- ?

A. Very high B. High C. Medium D. Poor E. Very poor

Do you think had Ethiopia has benefited from the cultural and tourism industries for the past ten years?

A.Yes B. No C.Not sure

Why is it $0? Explain in briefly ........ooiiiiiiii e e
From your point of view, the permanent visual artifacts nearby your organization or in the city of Addis
Ababa (like national brand, logo, flag, national anthem, museum, galleries, and costmary foods,
heroism statues, monuments, posters) reflect the unique features of Ethiopia’s nations, nationalities and
peoples?

A. Yes B. No C. May be difficult to say

Why is it s0? Explain in briefly .........ooiii e
Part Il1: - Questions related to PR communication tools in promoting national good image

branding:

How do you measure the frequency of communication tools be usedin your organization for national
image branding promotion? [Please indicate in the following 5-point Likert’s scale method in front of
each item provided in the following table]

Note: - 1= Usually 2= Always 3= Sometimes 4= Rarely 5= Never
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Ser.

no.

Type of Communication tools

Type of channel used

Frequency

3

Electronic media

TV

Radio

Plasma TV, UT’sSignage

Print media

Newspaper,

Magazine,

Newsletter,

News release,

Brand logo

Posters,

Banners/Rollups

Media Kits,

Photographs,

Brochure,

Flyers

CD- Brochure,

Social Media

Internet

Web page,

Portals,

Face book,

YouTube,

Twitter,

LinkedIn,

Instagram,

Telegram

Media Contents

Advertising spots

Media stories/video films

Music shows/event

Drama/Stage plays

Interpersonal Communication

Text message/ telephone
communication

Talk-show

Familiarization trip

Road-shows

Public form of meeting

Media Conference

Public lecture
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Zoom Webinar discussion

Video conference

2. For what purposes the above mentioned communication tools areused?

2.1

2.2

2.3

2.4

2.5

2.6

TV and Radio:- A/ for continuous promotion programs of Cultural values and tourism attractions
B/ Live stream transmission for organizational events C/for introduction of goals D/ to address
messages E/ All of the above

Print media:- A/ for Education B/ forawareness Creation C/ for entertainment D/ All
Social media:- Affor posting news B/ to introduce attractions ~ C/ Easy access to
audience/viewer opinion  D/AIll of the above

Media contents:- A/for entertainment B/ for advertisement C/for education D/ All of the above
Interpersonal communication:- A/for exchange information, feelings, and opinions through
verbal and non-verbal messages B/ for Face-to- face communication C/ for better relationship

D/ to improve mutual trust E/ All of the above

Public form of meeting:- A/to increase awareness for mutual interest B/for inspiration to have a common
purpose C/to provide information for a common voice D/to disseminates detailed information E/ All of

the above

Part 1V: - Challenges that are affecting PR activities in nation branding.

3. What are the major Challenges to carry out nation image branding operations for PR practitioners in the

I &Gmmoom >

Ministry/ Organization// Institutions?

Yes, | agree tick ()  other factor (V)

Insufficient budget ... ] ]
Increasing cost of production for promotional items.......................... [ ] E—
Increasing cost of broadcast media promotions  ..................covvvveenn. [ ] I
Absence Of PR SErategy .......oviriieit i ] ]
Absence of PR guidingmanual....................co i ] ]
Absence of PR professionals.............coooooiii i ] ]
Lack of skill among PR practitioners .................ccoeeeiiiiiniiiniann [ ] [ ]
Lack of adequate office...........cooiiii i, ] ]
Lack of adequate audiovisual equipment.................................. ] [ ]
Knocking down of PR Directorate from Core to support process ......... [ ] L1

By [JEG] system

(Put them down in order to its seriousness of the problemfrom above list)
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1) Most common problems,

2) In least common problems

Part V: - Questions related to the employees’views/Attitudes on the significance of internal and external

communications;

4. How do the Ministry’s employees view the significance of internal and external communications?
[Please make tick (V) mark on your choice in front of each question of 5- point likert’s scale method
provided in the following table]

Note: - 1= Strongly Agree 2= Agree 3= Neutral 4= Disagree 5= Strongly Disagree

ser. significance of internal and external communications 1 2 3 4
no
I. | Internal Communication
1 | Internal communication helped to provide accurate and up-to-date information
to the institution’s community
2 | Internal communication has created a system for sharing / providing balanced
information to the institution’s community
3 | Internal communication helps provide information on future plans and
development policy changes for all employees in your ministry / institution
4 | There has practices of sharing up-to-date information to employees in the
Ministry/Organization
5 | Strengthening internal communications has enabled employees in the ministry /
organization to have a good relationship with each other
6 | Internal communications allows employees to have up-to-date information on
general organizational messages within the ministry /organization
7 | Having an internal communication has helped the management to have a good
relationship with the employees
8 | The availability of internal vertical communication system in the ministry/
organization helped to build a good work culture for both employees and
management bodies at various levels
9 | The availability of internal top-down communication system in the ministry/
organization helped to build a good work culture for both employees and
management bodies at various levels
10 | The availability of internal upward communication system in the ministry/

organization helped to build a good work culture for both employees and
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management bodies at various levels

11 | Internal communication has often led to a good work ethic through diagonal
communication in your ministry, with staff and management at various levels.

12 | The availability of internal horizontal communication system in the ministry/
organization helped to build a good work culture for both employees and
management bodies at various levels

13 | internal communication channel Provides feedback on posted news by the
ministry / organization

14 | internal communication channels Provides feedback on issued newsletters by

the ministry / organization

15 | internal communication channels Provides feedback on issued media
stories/briefings by the ministry / organization
16 | internal communication channels Provides feedback on issued press releases by

the ministry /organization

17

There will be held discussions and debates on each message released/posted by

the Ministry/organization

18 | Internal communications have created employees to have a good interpersonal
relationship in the Ministry/ the organization.

19 | Helps the public relations practitioners have a good working relationship with
employees in the Ministry/organization.

20 | Helps management has helped to have a good relationship with employees

21 | Internal communication is always done to motivate the community around the
plan to achieve institutional/organizational goals.

22 | Internal communication is always done to find a way to improve the services
provided by the ministry / organization/institution.

23 | Internal communication creates positive organizational culturein the Ministry /
Organization

24 | Internal communication is helping employees to become brand ambassadors in
the Ministry/ Organization

I1. | External Communications

25 | External communication helped sharing/giving accurate information to external

environment in the Ministry/Organization
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26 | External communication has created a system for sharing/giving of balanced
information to stakeholders in the Ministry/Organization

27 | External communication has made the public aware of better cooperation and
coordination on development policies and strategies.

28 | External relations provide public relations professionals with an opportunity to
strengthen public support in their efforts to promote the country's reputation.

29 | External relations give public relations professionals a chance to strengthen
public support in their efforts to promote institutional and national prestige.

30 | External Relations gives public relations professionals the opportunity to
strengthen community support in their efforts to promote new institutional,
product/service and national branding.

31 | External Communications will help the ministry / organization to inform the
general public with up-to-date information on any activities related to the
national image and reputation branding promotion.

32 | External communications helps to promote bilateral relations.

33 | External communications builds mutual trust.

34 | External communications have created a positive institutional cooperation

working culture.

35 | It helps the ministry's/organization’s Public Relations Directorate to assist
external event creation campaigns and other efforts.
36 | It helps the ministry/organization to introduce new product brand name details

to customers.

37 | It helps the organization/ministry to introduce new logo details to customers.

38 | It helps the organization/ministry to introduce new emblem details to customers.
39 | It helps maintain relationships and strengthen friendships by providing and
introducing new details and about the ministry / organization to customers.

40 | It has created a strong relationships foundation in between employees,

organizations and stakeholders.
41 | External communications have played an important role in establishing long-

term relationships with staff and stakeholders.

42

External communications helps to promote bilateral relations.

Part VI. Questions related to general opinion
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1. What are the ministry /organization doing to build a positive image of the country?
Please write in briefly?

What has the ministry /organization done so far?

What do you think what should be done to improve the ministry’s / organization's efforts for nation image
branding?

2. What should be done for improving for internal and external communications?

A/ for internal communications

B/ external communications

3. If there is any other comment

Thank you for allowing your Precious time to fillout the questionnaire
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Appendix 3:

Interview Quesion

ADDIS ABABA UNIVERSITY
GRDUATE STUDIES; MA PROGRAMME IN PUBLIC RELATIONS & STRATEGIC
COMMUNICATION [PRSC]

Interview Guide Questions:-
- For Semi-structured interviewing
Introduction
The aim of this interview question is to gather relevant information from respondents in the study specific area
to assess “Practices of Public Relations towards Nation Branding: The case of Ministry of Culture and
Tourism” at federal level.
First step the researcher will introduce himand tells the purpose of the interview to interviewee.
It is my pleasure to be hereto do an interview with you.
My name is Tadele Jemal
I am conducting my MA thesis in Public Relations and Communication Strategies at Addis Ababa University in
Public Relations and Strategic Communication.
I thank you in advance for your cooperation.
v Trustingthat you will give me a few minutes for what | do make the interview.
v I kindly requestthat you to answermy questions honestly and truthfully.
v" 1 would like to assure you that any information you give me is of great value and will be kept confidential for the
purpose of the study only.
I. Profile related information about key Informants
1. Would you tell me your name
Your Work Place

Yourresponsibility in the organization?

Occupational Category

2
3
4. Yourwork experience?
5
6

Educational Status

Il. Interview Questions

1. Ethiopia is known for its diversity culture, history, languages and fascinating attractions. How well
these resources are introduced to our communities? What is the reality on the ground?
What are the country’sidentification brands?

3. How successible are promotional efforts to enhance Ethiopia's image and reputation?
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10.

As a country, what do you think is the importanceof promotional techniques to enhance Ethiopia’s
image brand?

As to your observation, do PR practitioners properly apply effective promotion techniques for nation
image branding?

In your view, what are the responsibilities of key actors and stakeholders fornation image branding?

Do you think, for the past 10 yearsEthiopia has benefited from the smokeless tourim industry?
How?What is the future of this sector?

What are the challenges in building a good national image and reputation?
How do you think, does Ethiopia has build positive image in the minds of the worldof citizens?

Finally, what strategies do the Ministry of Culture and Tourism, key actors and stakeholders should
follow to promote national goodwill and identity?

Thank you for your Precious timeto gave me this information.

101



Appendix 4:

PATICT P8 Fa-comed
A0 AN RLACAL PORMTIT AS 200+ +9°VCT 0T
WHA I7FrET AT Art200T e9°VCT heA
FPa-oomLP
Wen erPPl Pa-oomld avavd @
a1, ¢
ALY PG ONT RAG oolE AP PT PA SPAAN PULAA: LY PPN oomlP PPE 4Ll RLE
“WUL o7 AR D TIOUAETRT BEP CONA VT AP LT- NMWA AG LN “LLvEC 9°7F
LaodAn (1790 CON ALVL 9°LP Povavldd P Xdv@ NIIET ANVNTT CAT@F ovlE P hOhov- ¢
AN CHHIE T :NoBonl P RLE ool 07 POTPO-PPA AT NAPA-oomed 9477
LrVPA::
NACOH2 IC AFPA-aom P aogea)yl (1M9° LA LATA Ad° LEI°LA::
v.Q%% JLa B0 A0Ady-
v (A4S0 AN 2LOCAE O HA VFHE AT ArHI00E FaoyCr hGA PLV4L L 18 1.
ANTNANCL ANP LT RO 1G AV : :
v o aFdaoomed PET REPPTT RIRSTAMTY oo lany o
vV ATPLEPE NPTt AT Maort AT TFooAAAT MANNCT AmePAy-::
Vo P&TAMTTT NI @90 avlE TAP mP?lI Ade-G: CLOPEPTE Taold ATSE 9477 ANF
PN WP ALINPALT AOSAU::
l. QARAT avlE A6 PT PN avlB IC PHHaml 10E
. NPT PTVETA
erenNgP
NLCE1: o0t LALT VALY TH?
Croi AIPLP?
PHALTT/Pov- 0 LLE
P HIUC T V-8

—_

o g A~ w D

ILhda ool IC ¢1PH Pavy 2140 1P0T:-
1. AACEe ONY QN F: FehF: EIPPTF KG 79T P ooOUOE FFoPAT:: RiY7

VOEET “WNEANTT AT Co-PTFa 7PN LAPOIA? ool AL PA A1) 9°7
L.avAN?
2. PATCX LT avAhig® NP0 NE ATLA 07 PUA PO PO AAFT PP AL RTL.0-A
PLT TRCIPA? (AL PUIC avlasn, CI°TATF@m avp @ N&7285E 9185 Fa-?
3. PATeXe7 NNCT NG AL PN PORS PLAT 9°7 PUA LRET TT@?
102



8.
. NACOAL 10 A% e 19409° BT AO9°C @0 ALTIP °OAT 100 ao- £A0A.?

9

ATL VIC CAACL LT aodhg® A9° oo P (LT AAIPC 00T A“70L7 eI TPoE e EhLhT
ANLALTT 9°7 LoD T A?

NACH2 °ANI: V1P ovdhg® Ng° oo 0/NE7L) AMNHPOP PN V7T Qoo @9
ATNLAN LT O PTINTPOES NLPTT (1FFRAA L 1106A- e £I°FTA?

NACOAL hoopbl: AVICPIR S VIV NETTT PS PGS PSS P9 7ATo- AALCA
AhAT DALTET 18T a?

ANGT 10 G- TR X P herr0 AAN- PN AT50T4 AmP?l PTAT Nao- O0A.?
A7L,? AmLé T 9077 Ll FA?

AVG-P oY O9°G NG 1703 CoLNTPA. AISCHT T TTF0?

10. Noven,&A9°: V6P avdhg® N9°F NG AT €U0 T ovp @ NACPTT7 ATNNTPOP OWASG

RCNI® “LLOEC: RAE APTT AT AALCHA AAT 9°7 QAT ooh A AMVTo- £AN?

LV7? FA ool 0L LHLLT7 APTo-ANMTF wlE RAED (1MI° a5 AV

103



Appendix 5:

Research Questions

What communication strategies are utilized by the ministry?

What nation image brands have been utilizedinthe Ministry?

What type of tools of communication is used for nation image branding in the Ministry?
What are the main challenges of nation image branding for PR in the Ministry?

o~ e

How do the Ministry’s employees view the significance of internal andexternal

communication?

PPGl: PLEPT
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Appendix 6:

KEY Informants Responses

Key Informant: - 1

Thursday, Jul 15 at 9:15 AM
Name Ahmed Mohammed

Work place: - Ministry of Culture and Tourism; in this institution | have been working for 4 years.

Work experience: - a total of over 32 years in various government and non-government organizations.

Occupational Category: - as an expert different level as a Director and General Directorate Director

Educational Status MA/MSc in social sciences

Interview Questions and Key Informant Response:-

1.

Ethiopia is known for its rich culture, history, languages and fascinating attractions. How well-known is
our community to know these resources? What is the reality on the ground?

It can be seen into two parts. The first one is promotional efforts related to local community and
international. The efforts have made to promote Ethiopia's spectacular attractions; both the efforts
domestically and internationally were insignificant. As a result, dedicated an independent institution
was needed for tourism marketing. Then, it has been established called "Tourism Ethiopia”, and this
was aimed to run tourism marketing promotions. However, it could not able to satisfying needs of
marketing promotions as required. For this, there were so many coercion reasons. these were having
various type of interests, structural gap of institution and human resource skill and knowledge gap were
have the major challenges. This was expected to resolve and rearranges organizational structuring
according to 10-year homegrown economic development plan review. In addition, a dedicated
directorate has been established for domestic tourism development in the ministry of culture and
tourism. It is responsible to create awareness and to enhance domestic visiting culture of the
community, at schools, civil service offices, and group visit association. Moreover, culture and tourism
media forum has been formed in the sector to support the promotion tasks. In this regard, the Ministry
of culture and tourism, in collaboration with Ethiopian Television, agreed and performing weekly a
regular television program transmission to promote the country's fascinating attractions to local and
international community. As a result, for the last 2011E.C more than 840,000 foreign tourists have
visited Ethiopia.

How many promotional strategies have been used to enhance Ethiopia's reputation? What are the brand

names in particular?
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Our promotional strategy is old and very weak one. We are not using well designed promotion
strategies as much as what Ethiopia has. So far, | think till Ethiopia has been made two brands in its
history. The first One is called "Ethiopia 13 months of sunshine™ and the current brand is called
"Ethiopia land of origins". Of course, those brands are aimed to promote Ethiopia. We are trying to
introduce those brands to local and international communities. "Ethiopia 13 months of sunshine” is well
executed and well-known brand in the world. But to newly launched “Ethiopia land of origins” brand
we are not introducing at desired level. We need to do a lot of promotional works to make the new
brand known both home and at abroad.

How successful are promotional efforts to enhance Ethiopia's prestige?

It is not possible to say that the promotional efforts of the institutions are not at the desired level. We
are not using our abilities effectively. Accessibility strategies, as | mentioned earlier, are weak.

As a country, what do you think is the need for promotional techniques to promote the Ethiopian brand
in the minds of citizens?

Although it is important to choose promotional techniques, our use is very limited. However, | think the
good side of the country is that it benefits as much as we build. When we present our values to the
world community, its glory and reputation remain in the human mind. This 10-year development plan
document is considered as one of the problems in the use of promotional strategies for the use of
promotional strategies.

In your view, do public relations professionals believe that marketing strategies are actually accessible
to the community?

Access to promotional techniques used by public relations professionals is limited. In terms of the
diversity of promotional strategies in the world, media promotion strategies are vast. Media strategies
diversity media landscape platform. In particular, we have not been able to successfully use the range of
electronic media, digital media, and social media landscape options. This is not the case of with the
current development of the media channel. We must increase our capacity to overcome our tendency to
use old media. So | want to say that we need to make a paradigm shift to change our tendencies to use
old media promotion methods in this field.

In your view, what are the responsibilities of key actors and stakeholders for nation branding?

There are many actors and stakeholders in the culture, tourism and sports sectors. However, we have
not been able to organize and use the key actors and stakeholders who are working great efforts and
responsibilities to promote the good image of the country in connection with their private
business, we have not been able to organize and use them properly.

Do you think Ethiopia has benefited from the smoke-less tourism industry for the past 10 years? Why?
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What does the future hold?

8. In fact, it can be said that Ethiopia is a beneficiary of the tourism sector. However, in terms of
Ethiopia's potentials, the benefits are insignificant. Looking at the performance in year 2011E.C, more
than 850,000 tourists visited Ethiopia. Thus, as the matter of fact, the Home grown economic
development program is being implemented to ensure that Ethiopia benefits more from the smoke-less
tourism industry in the future.

9. What are the challenges in building a good national image and reputation?

v" Lack of comprehensive tourism market development strategy;

Not using digitalis tourism marketing promotion strategies;

Problems with the provision of information technology;

Focusing on old historical heritage rather than creating new destinations;

Inadequate infrastructure and sanitation at destinations;

NI NEENEEN

Not following new business models;
v Inconsistency of value chains in tourism product supply and demand are major facing problems.

Among the challenges listed, for example, inconsistency of tourism product supply and demand value chains, at
the destination for instance, a tourist wants to cook and eat privately. If he wants to use raw materials, such as
tomatoes, onions, eggs, and milk, etc., he should not take it from where he left off. The tourist should be able to
get the cooking inputs at nearby destinations what he needs as far as possible. This is complete and we assume
that the product supply and demandvalue chains are in line.

10. How do you think, does Ethiopia have built positive image in the minds of the world’s citizens?
Yes. Visitors who are positive about Ethiopia what it look like that they believe Ethiopia has many good things.
There are those who did not know Ethiopia they express negatively. We have not done much to promote
Ethiopia in terms of sense of globalization citizen. Many foreigners know Ethiopia in connection with the
Korean War campaign. People in their 50s and above 50s ages talk about the good image of Ethiopia. As a
country, there needs to be a promotion for the younger generation. It is important to show the young generation
about Ethiopia's history, culture and its amazing attractions by using the preferred media channels.

11. Finally, what strategies do the Ministry of Culture and Tourism, key actors and stakeholders should be

followed to promote national reputation and identity?

In addition, the Ministry of Culture and Tourism should have work with key actors and stakeholders to improve
digital technology promotions in order to enhance the nation image branding efforts. To improve road and
power infrastructure, improving excellent a sense of hospitability, to improve service delivery supply value-
chain, to improve everyone has to be an ambassador of his country, to improve using digital platforms as one

game changing tools, it should have to improve domestic events coordination and participation properly, it
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should have to improve international events coordination and participation properly, and to improve working
B2B organizations. In order to remain competitive in tourism, the Ministry should re-examine its current
institutional structure. Data management and information flow systems are needed to be improved, human
power knowledge skill must be built. It should also strengthen research and development activities. It is
important to create an awareness of the international community by promoting national identity, dignity and
reputation in the field of public relations. Therefore, we need to use better techniques to promote Ethiopia using
the languages spoken popularly by the international community. I think it is better public relations tasks should
be strengthened by using accessible media channels to promote Ethiopia in the languages spoken by the
international community, including the Diaspora.
Key Informant: - 2
Thursday, Jul 15 at 3:32 PM
Name Tewodros Deribew
Work Place: - MoCT-
Work experience: - 15 years in MoCT as an expert and director.
Occupational Category: - Minister’s Advisory Strategic Unit Head, a former Tourist My Services
standardization and Accreditation Department Head.
My Educational Status: - MA/MSc in tourism marketing
Interview Questions and Key Informant Response:-

1. Ethiopia is known for its diversity culture, history, languages and fascinating attractions. How well

these resources are introduced to our communities? What is the reality on the ground?

Of course! Ethiopia has distinctive features from otherworld; different affiliation comes to people in mind,
mosaic cultures, in which they are differentiated from other world. Furthermore, Ethiopian is known as ‘land of
Origins’ such as a variety of land contrast, spectacular from highest mountain Rasdashen to the lowest: the
Danakil depression which is situated under sea level is a surreal landscape rich in geothermal features and Erta
Ale volcano located in Afar region is one of the five volcanoes in the world., protected wildlife area, cityzoo
parks (unity,"Sheger and "entoto"), archaeological sites, humankind that is most of human ancestor fossils
foundation and the oldest stone tools discovered. It also called a land of unique and modest weather. However,
we are not good at telling about its special features. And it is not well developed, executed and communicated
to local and international communities.

2. What are the country’s identification brands?
Brand is a broad idea. It is a science, name and symbol of product. Ethiopia has tries to create two types of
brands in its time of experience. The first one was Ethiopia ‘the 13months of sunshine’ and the current one is

Ethiopia ‘land of origins’. The 13months of sunshine have been properly communicated to local and

108



international communities. But the current new brand land of origins is not well communicated. It is at initial
stage. Nation image branding is a science, name to peoples mind; people need to know about the country’s
uniqueness, peculiar features to compete with other nations in the world.
3. How successful are promotional efforts to enhance Ethiopia's image and reputation?
There are some efforts to promote Ethiopia's image and reputation to local and international communities.
Image branding is to create positive sense in the minds of people. However, this was not successful to
positioning in the minds of people to enhance the image and reputation of Ethiopia. This is why the reason that
to enhance image and reputation of Ethiopia who could accesses; there has no clear marketing strategy design
and implementation.
4. As acountry, what do you think is the importance of promotional techniques to enhance Ethiopia’s
image brand?
There is no drought to apply promotional techniques to enhance Ethiopia’s image brand. In that we are not
executed best promotional techniques to brand Ethiopia to and enhance nation image, identity and reputation in
the minds of people. We are not properly communicated the country’s image and reputation.
5. As to your observation, do PR practitioners properly apply effective promotion techniques for nation
branding?
There has lack of knowledge and promotional techniques. People need to know about Ethiopia’s peculiar
features. But the PR efforts were not success able to reach its audiences.
6. What are the main actors and stakeholders responsibilities for nation branding?
In the tourism industry, there are so many main actors and stakeholders. | can say; tour operators, hotel
investors, expertise associations, tourism organizations, training institutes, schools, and tour guides are as
business organizations contributing their efforts to brand the nation’s image and reputation to bringing more
customers to gain more profits. Moreover, they are as business organizations are hospitable more to their
customers to gain profits. In the same way promoting their business is an effort to brand the nation’s image and
reputation. And around close to 70 Embassies in abroad, Ministry of foreign Affairs, Diaspora association and
communities are contributing their efforts trying to introduce the nation’s image and reputation. But we are not
effectively organizing them to enhance their contribution and efforts to taking more responsibilities in sector. It
was not reasonably. Because we are not organizing them effectively in the process of enhancing nation image
branding efforts.
7. Do you think, for the past 10 years Ethiopia has benefited from the smokeless tourism industry?
How? What is the future of this sector?
Of course, Ethiopia benefits from tourism. There has disappointing result during the last 10 years and it is not as

much as expected. Ethiopia’s tourism benefit is at infant stage than other countries. So, we seek to research and

109



development to know the cause effect on the number of tourist arrivals and tourism products providers.
8. What are the challenges of national image and reputation building?
v’ Lack of infrastructure, we need reliable infrastructure.
v None proportionate needs to supply and demand side drivers.
v No plan and terms of importance for digital market. Therefore,
We need to communicate our brand outlets properly.
We need to communicate our brand strategy properly to represent our brand beliefs.
We need online market promotions to brand our nation image and reputation and
We need to participate on acclaimed events.

9. How do you think, does Ethiopia have built positive image in the minds of citizens of the world?
Yes, there has efforts exerted on positive image building in the minds of citizens of the world by responsible
bodies and stakeholders. These are well being done from the past and present time. But it was not as much
satisfactorily.

10. Finally, what strategies do the Ministry of Culture and Tourism, key actors and stakeholders should

follow to promote national goodwill and identity?

» The Ministry of Culture and Tourism, key actors and stakeholders do have to improve digital

technology promotions in order to enhance nation image branding efforts.
To improve road and power infrastructure
Improving excellent a sense of hospitability.
To improve service delivery supply value-chain.
To improve everyone has to be an ambassador of his country
To improve using digital platforms as one game changing tools.

It should have to improve domestic events coordination and participation properly.

YV V. V V V V V

It should have to improve international events coordination and participation properly.
» To improve working B2B Organizations.

Key Informant: - 3

Thursday, Jul 15 at 3:32 PM

Name Sisay Getachew

Work Place: - Tourism Ethiopia - Master Card foundation

Responsibility in the organization: - A fund designer and coordinator

Work experience: - 32 years; Adviser to the State Minister for Tourism, Former Destination Marketing

Director and at TE Master Card foundation

My Educational Status: - MPPS
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Interview Questions and Key Informant Response:-

1. Ethiopia is known for its diversity culture, history, languages and fascinating attractions. How well

these resources are introduced to our communities? What is the reality on the ground?

The tourism professionals agree that domestic tourism is not as matured as it is expected. The main known
purposes of travel in Ethiopia are pilgrimages and business. Leisure tourism segment is almost negligible in
size. The low level of visiting culture is mainly because of weak motivational inputs which could be generated
through consistent promotion and marketing campaigns. The more you know certain iconic attractions of a
given society the more you respect them that in turn lead to peaceful coexistence of different communities.
However, the realism on the ground is reflected on the current mutual disrespect leading to blood shade.

2. What are the country’s identification brands?
The national identification brand differs from sector to sector and sometimes from region to region. Currently
the dominating national brand is the sectors, brand for tourism “Ethiopia Land of Origins” with other
supplementary regional brands to collectively build the bigger brand “Land of Origins”. Each region has
developed its own identity brand based on the type and level of iconic contributions to the national tourism
brand.

3. How successful are promotional efforts to enhance Ethiopia's image and reputation?
Enhancing an image and ensuring reputation of a certain destination requires aggressive promotion of positive
values which is to be made based on a designed marketing and promotion strategy. Given the potential the
nation has got in terms of attractions and positive cultural values , the country is still less visible and known
to the global community owing to the its lingering image attached to famine and Civil war.

4. As acountry, what do you think is the importance of promotional techniques to enhance Ethiopia’s

image brand?

I think this is a digital age and we need to revert to the application of innovative digital tools to reach our wider market
target. In this regard for a country with bigger resource digital marketing is the last and for mosttools to be used to be able
to successfully position the country.

5. Asto your observation, do PR practitioners properly apply effective promotion techniques for nation branding?
PR is one of the promotional mixes ever known to be used to reach wider audience when building an image of a country.
However, the success of PR practitioner depends on the ability to comprehend promotable values, select and reach target
audience and more than anything should have all round knowledge of the social, Political and economic contexts of the
given crisis that country is facing

6. What are the main actors and stakeholders responsibilities for nation branding?
There are so many main actors and stakeholders in the industry. To name them the national media professional
associations, tour operation organization and travel agencies, Tourism Ethiopia, MoCT, MoFA, and our Embassies in

abroad are have responsibilities for enhancing the nation’s image and reputation branding.
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7. Do you think, for the past 10 years Ethiopia has benefited from the smokeless tourism industry? How? What is the
future destiny of this sector?

Tourism has never been and is never a “smokeless Industry”. This has been a wrong perception prevailing at the global
level for some times in the past. Again, in the absence of real commitment of the political leadership articulated in
absolute parochial budgeting policy inclining to agriculture and manufacturing Industries and policy level crisis equally
affecting the sectorial growth for a decade, Ethiopia has not benefited from the sector as compared to it rich and diverse
potential. | feel that it is still not clear with unknown policy measures to come after the establishment of the new
government in the coming September.

8. What are the challenges of national image and reputation building?
The reality on the ground as expressed in the extent and magnitude of the challenge always determine the success and
failure of image building endeavors. For me intermittent draught and Famine of the past still lingers and currently lack of
peace and stability along with geopolitical impact are the prime challenges of the country.

9. How do you think, does Ethiopia have built positive image in the minds of citizens of the world?
The success factor for image building is not dependent only on what Ethiopia is doing and thinking. In today’s reality bad
image may not be a reflection of a reality when it comes to most of the developing nations. It could be a product of wrong
perception calculated to hit intended political target of external actors. In our case | perceive that Ethiopia is a victim of its
own development and policies as well. I think we need a survey for this. But | feel we have a long way to go.

10. Finally, what strategies do the Ministry of Culture and Tourism, key actors and stakeholders should follow to

promote national goodwill and identity?

I do not have suggestions having in mind the current political climate that is leading us to most unpredictable situations.
What can | say is tourism is a resilient Industry. For me the existence of MOCT is still questionable. Therefore in the

absence of role it was supposed to play in the future government it is difficult to imagine.
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Appendix 7:

The new brand slogan Land of Origins

The brand promise is summarized in the slogan land of origins that will be the basis to develop

the promotional communication.

LAND OF ORIGINS

Sthio pla

~N

E’ﬁ'ﬁﬂp‘io The New Brand Explained

LAND OF ORIGINS
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Brand architecture %)
The logo Sthiopia

The branches represent abundance

M — our growth into the future.
The blue circle reminds us of the blue

5 ; : c The trunk represents the unit
skies that can be enjoyed in Ethiopia P y

= and strength of the nation.
most of the year. -

- LAND OF ORIGINS

Inspired by the ancient Geez
alphabet, the typeface is
unique and reflects the
originality of Ethiopia’s
culture and history.

The tree -depicting the colors
of the national flag- is rooted
in our origins: our people,

P‘q our history and our land.

The slogan summarises the brand promise.
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The brand slogan Ethiopia‘The Thirteen Monthes of Sunshine’
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