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Abstract 

This study aims to identify the use of public relations departments at national 

Palestinian banks for strategic- marketing planning in addition to track differences 

according to gender, age, and years of service, qualification and job title. 

For achieving the study purpose, descriptive analytical method was used, based on 25- 

item questionnaire with three domains administrated to a study sample of (70) public 

relations employees which was chosen randomly.  

The results indicated that there is a high level of the use of public relations departments 

at national Palestinian banks for strategic- marketing planning. Moreover, the results 

indicated no statistical significant differences at (a< 0.05) about the use of public 

relations departments at national Palestinian banks for strategic- marketing planning 

attributed to the variables of gender and job title. On the contrary, the results revealed 

statistical significant differences at (a< 0.05) about the use of public relations 

departments at national Palestinian banks for strategic- marketing planning attributed to 

the variables of age and years of services in favor of low levels of age, high levels of 

services and B.A certificate, According to study results, several suggestions have been 

recommended.  
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