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Employing Govermmental  Public Relations of Facebook In 

Reputation Management Palestinian Ministry of Health as a Case 

Study 

By: 

Lama Azzmi Abu Zainah 
 

Supervised by: 

Dr. Abdulkarim Sarhan 

Abstract 

This study examines what extent does the Public Relations Unit in the 

Palestinian Ministry of Health employ the Facebook account in managing 

its reputation, and the way the public relations practitioners in the Ministry 

use their own abilities and skills to deal with this account, especially during 

emergency situations, through analyzing the content of the Facebook page, 

covering the period from the 1st of December 2019 up to the 30 of April 

2020. 

 The main question of the study is to what extent the public relations at the 

Ministry of Health in Palestine use their main Facebook page in managing 

its reputation. In addition to a set of sub-questions related to the form and 

content of publications through the main Facebook page of the ministry. 

 According to the subject of the study, the researcher used the descriptive 

analytical approach, since she analyzed the content of Facebook page of the 

Ministry of Health as a study tool using the purposive sample to reach the 

desired results. 



c 

 Furthermore; the researcher adopted the in-depth interview technique, as 

she interviewed the Facebook page manager at the Public Relations 

Department in the Ministry.  

The study was divided into five chapters that discussed the topic at both 

levels; theoretical and practical. The results showed the dereliction of the 

public relations department at the Ministry in terms of offering interactive 

content and responding to the received inquiries from followers and fans. 

 In the light of the results, the researcher recommended a set of 

recommendations, mainly; the need to focus on using social media 

accounts as an effective tool of communicating with the audience, and to 

hire more specialized cadres in the Public Relations and Media Unit in the 

Palestinian Ministry of Health.  

It is also highly recommended to allocate sufficient budgets to conduct 

researches in addition to the need for preparing crisis plans and strategies. 

Furthermore; it is important to prepare awareness educational content for 

the audience, and give special focus on the audience opinion through 

Facebook polls to measure their satisfaction with the organization provided 

services and thus their impressions and desired visions. 


