
 انٕظائف الاذصانٛح نٕكالاخ انؼلاقاخ انؼايح يرؼددج انجُسٛاخ                                               

564 

 

 / ػثٛر فرحٙ يحًد إتراْٛى انشرتُٛٙ د/ ْدٖ إتراْٛى اندسٕقٙ جًؼح                   د   
 أسراذ الإػلاٌ ٔانؼلاقاخ انؼايح                              ويدرش انؼلاقاخ انؼايح ٔالإػلاٌ تقسى الإػلا

 كهٛح الإػلاو جايؼح الأْراو انكُدٚح            جايؼح انًُصٕرج                          -كهٛح اٜداب         

  

 

                                                 
1
")انسٕداٌ ،انخزعٕو ،يغجؼّ جبيؼّ افزيقيب انؼبنًيّ " انؼلاقاخ انؼايّ اندٔنٛح ( يُصٕر سيٍ  

 .161،161( ص1111،



 انثاحثح/شرٍٚ ػثدِ يحًد ػثدِ يحًد

 

 566 

 
( )

( )

( ) 

                                                 
1
ًصزيخ ")انقبْزح ،انذار ان" انؼلاقاخ انؼايح اندٔنٛح ٔالاذصال تٍٛ انثقافاخ ( راسى انجًبل  

 . 11(ص 1112انهجُبَيخ ،
3
انسٕداٌ  ، جبيؼخ أو  ( "انؼلاقاخ انؼايح اندٔنٛح فٗ ػصر انؼٕنًح "(2017) ( ْبنخ أحًذ  

  )دريبٌ الإسلاييخ ،يقبل ثحثٗ ،يُشٕر

Available at: https://scholar.google.com.eg/schhp?hl=ar,Visited 

on:1/12/2022 
4
 ) Janis  Teruggl &et.al “Introduction to Strategic Public Relations”(UK 

,London, Sage Publication,2019) p.18 

https://scholar.google.com.eg/schhp?hl=ar,Visited


 انٕظائف الاذصانٛح نٕكالاخ انؼلاقاخ انؼايح يرؼددج انجُسٛاخ                                               

561 

( )

 

.

.

. 

                                                 
5
 ( Ibid , p.20  



 انثاحثح/شرٍٚ ػثدِ يحًد ػثدِ يحًد

 

 561 

1. )(
 Maria (2022)-Ana

 

1. Claudia Labarca &et.al (2021) 
)(

 

                                                 
6
 ( Ana-Maria ,(2022):“Evolution of the public relations profession in 

Latin America: A brief review of the development of public relations in 

Latin American countries”, (Latin America,Colombia, Medellin 

University, Research Article, Sage Publications, Public Relations 

Inquiry)Vol.11,No.2,pp.257-224. 

Visited 0n 7/9/2022. Available at: https://journals.sagepub.com/home/pri 
7
 ( Claudia Labarca,(2021): “Cultural and global perspectives to 

relationship management in international public relations: The Sino-

Chilean case study” (Chil, Santiago ,Pontificia University, Research 

Article,Sage publications,The international communication 

Gazette)Vol.83,No.8,pp.776-798. 

Visited 0n 7/9/2022 . Available at: http://uk.sagepub.com/en-gb/journals-

permissions 

https://journals.sagepub.com/home/pri


 انٕظائف الاذصانٛح نٕكالاخ انؼلاقاخ انؼايح يرؼددج انجُسٛاخ                                               

562 

3. &et.al(2020)Jeffrey

 

                                                 
8
) Jeffrey Ranta&et.al,(2020): "Career Confidence: Fostering 

Professional Self-Efficacy Through Student-Run Agencies and 

Integrative Learning" (USA, Conway, Coastal Carolina University, 

Research Article, AEJMC, Journalism & Mass Communication Educator) 

, Vol. 75,No. 2, pp.196-209. Visited 0n 12/9/2021 .  

Available at:https://journals.sagepub.com/doi/10.1177/1077695819884175 

*ٔكبلاد انغلاة: ٔكبلاد ػلاقبد ػبيخ رُشأْب يذراس انؼلاقبد انؼبيخ داخم انحزو انجبيؼٗ 

انؼًلاء ،ٔرذريت انغلاة ػهٗ انًٓبراد الارصبنيخ ٔيٓبراد  نزكٌٕ يحبكبح فؼهيخ نٕاقغ انؼًم يغ

 انؼلاقبد انؼبيخ ،ٔرؼذ ثًثبثخ خجزح يسجقخ قجم انؼًم ثبنٕكبلاد انخبرجيخ.
2
"اسرراذٛجٛح ٔكالاخ انؼلاقاخ انؼايح فٗ إدارج أزياخ انًؤسساخ (  1112، ) خذيجخ حًبد (

يجهح تحٕز انقزٖ ، رسبنخ يبجسزيز ،يُشٕرح ، ) انًًهكخ انؼزثيخ انسؼٕديخ ، جبيؼخ أو   انرجارٚح
 :ػه12/11/1112ٗ. يزبح فٗ 351 -311( ، ص ص 13( ع ) انؼلاقاخ انؼايح تانشرق الأٔسط

Available at:.  1029https://jprr.epra.org.eg/journalsDetails?lang=en&ID=  

https://journals.sagepub.com/doi/10.1177/1077695819884175
https://jprr.epra.org.eg/journalsDetails?lang=en&ID=1029


 انثاحثح/شرٍٚ ػثدِ يحًد ػثدِ يحًد

 

 511 

 

5. )

 

 Quan Xie&et all (2018

                                                 
11
" أساانٛة يًارساح ٔكاالاخ ٔشاركاخ انؼلاقاد انؼاياح فاٗ        ( 1116كزيًخ ثُذ سعؼٕد ٔخخعزٌٔ ، )   ( 

) ػًبٌ ، جبيؼعخ انسعهغبٌ قعبثٕس      سهطُح ػًاٌ لأػًانٓا فٗ ضٕء َظرٚح انرًٛس فٗ يًارسح انًُٓح"

 .13/1/1111.رًذ سيبررّ فٗ 151-1، رسبنخ يبجسزيز ،يُشٕرح ، دار انًُظٕيخ ( ، ص ص

Available at:https://0810gnxmu-1103-y-https-search-mandumah-

com.mplbci.ekb.eg/Record/960187 

(
11

)Quan Xiea&et all,(2018): " Paid, Earned, Shared and Owned Media 

from the Perspective of Advertising and Public Relations Agencies: 

Comparing China and the United States" (USA, Illinois, Bradley 

University, Research Article, Taylor & Francis Group, INTERNATIONAL 

JOURNAL OF STRATEGIC COMMUNICATION), VOL. 12, NO. 2, pp. 

160–179. Visited 0n 19/2/2020. Available 

at:https://www.tandfonline.com/doi/abs/10.1080/1553118X.2018.1426002. 

 

https://0810gnxmu-1103-y-https-search-mandumah-com.mplbci.ekb.eg/Record/960187
https://0810gnxmu-1103-y-https-search-mandumah-com.mplbci.ekb.eg/Record/960187
https://www.tandfonline.com/doi/abs/10.1080/1553118X.2018.1426002


 انٕظائف الاذصانٛح نٕكالاخ انؼلاقاخ انؼايح يرؼددج انجُسٛاخ                                               

511 

 )(

 

)(

                                                 
11

نؼُٛح يٍ انًٕاقغ صُاػح انؼلاقاخ انؼايح اندٔنٛح : دراسح ذحهٛهٛح  "( 1113( أيم فٕسٖ ،)

انًجهح انًصرٚح ،جبيؼخ انقبْزح ،يقبنخ ثحثيخ  (الانكررَٔٛح نكثرٖ ٔكالاخ انؼلاقاخ انؼايح اندٔنٛح"
 .12/1/1111رًذ سيبررّ فٗ ..523- 551.ص ص54،دار انًُظٕيخ(و.ج  نثحٕز الإػلاو

Available at: https://0810gr8i8-1106-y-https-search-mandumah-

com.mplbci.ekb.eg/Record/887232. 
13
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1. 

 

1. 

Abstract of the study in English: 

the study Problem: 

   The study seeks to describe the existing communication functions of 

multinational public relations agencies in Egypt and to identify the 

functional areas in which they operate, in addition to identifying the 

sub-functional tasks carried out by these institutions. 

the importance of studying : 

  The study attempts to fill the gap in studies - Arab in general and 

Egyptian in particular - related to the nature of the work of 

multinational public relations agencies in Egypt, describing the 

existing communication functions in them and their importance to the 

Egyptian market, and tries to develop a methodology to be used in 

applied research related to multinational public relations agencies in 

terms of field. 

Objectives of the study : 
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agencies from the point of view of officials, according to the name 

preferred by the participants. 

2. Monitoring the opinions of employees about the role of 

multinational public relations agencies towards the Egyptian market. 

3. Monitoring the existing communication functions of the public 

relations agencies under study from the point of view of officials. 

4. 9 - Identify the sub-tasks of multinational public relations 

agencies. 

5. Monitoring the opinions of the respondents about the functional 

areas of the study sample agencies. 

Study questions: 

1. What is the nature of the work of multinational public relations 

agencies from the point of view of officials, according to their vision 

of the name of the organization? 

2. What is the new addition to the multinational public relations 

agencies in Egypt? 

3. What are the basic communication functions that exist within the 

public relations agencies under study? 

4. What are the job duties carried out by the agencies under study? 

5. What are the functional areas practiced by the public relations 

agency under study? 

Methodological design of the study: 

 Type of study: The current study belongs to descriptive studies that 

depend on describing the phenomenon as it is in reality, which 

provides a deeper understanding of the problem of the study and seeks 

to achieve its objectives. The study relied on the survey methodology 

to study the study population and describe it accurately. 

 Study Methodology: The current study relied on the qualitative 

survey methodology of the participants' opinions about the role of 

public relations agencies and their communication functions. 

The study sample : 

The opinions of a sample of 14 individuals were surveyed, which 

consisted of workers in multinational public relations agencies inside 

Egypt who have responsible roles and jobs related to public relations 
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and who own a personal account on the professional network 

LinkedIn. 

Data collection tools: 

Interview guide: The researcher designed an interview guide that was 

sent to a number of participants via e-mail to get their opinions about 

the role played by multinational public relations agencies and the 

nature of their work according to their titles, basic and subsidiary 

functions (functional tasks), and their areas of work. 

Results: 

1. Multinational public relations agencies provide the Egyptian market 

with a great addition at the local and international levels, and the 

Egyptian market is still in need of more multinational public relations 

agencies to play the role of global mediator. 

2. The fields in which multinational public relations agencies operate 

are diverse, as they provide services to clients of different industries in 

various fields, most notably the technological, social, environmental 

and sports fields. Most of them deal with environmental and climate 

issues, preserving them and directing institutions towards sustainable 

development issues that help commercial growth and at the same time 

address world problems as well as issues of recycling and preserving 

environmental resources. Some agencies are interested in working in 

energy fields and include providing services to fuel and oil companies 

and other energy sources.

 


