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Abstract 

The rapid development of technology has become a source of concern and has 

distracted people's behaviour in accepting any product or brand. Digital marketing 

has become the most important, cheapest and most effective ever. Therefore, it is 

necessary to align marketing strategies with digital technology. Despite the 

growth of the idea of digital marketing, but the local market is still in great need 

for professionals, and this makes the task of a good digital marketing application 

is a difficult task for any institution. So, there is a great need to develop digital 

marketing strategies to support and promote the successful implementation of 

brand name building. The purpose of this research is to study successful digital 

marketing strategies by exploring and evaluating the Ministry of Sports Affairs 

current marketing strategies. And also by determining the success factors of those 

strategies. More importantly, by examining the impact between digital marketing 

strategies on the brand name of the ministry. Finally, by looking for best practices 

that have applied digital marketing in raising the reputation of the brand. 

This research was conducted based on literature review and mixed survey 

methods used including interviews and questionnaires. 10 managers and experts in 

sports marketing strategies were interviewed, and the survey targeted 100 people 

representing the Ministry of Sport Affairs (MOSA) employees and general public 

(athletics) in Oman. The research results revealed that there is a positive 

contribution and great interest in adopting digital marketing strategies on the 

success of building a brand name for the ministry. Digital marketing strategies 

must be based on best practices in brand success. The results of the research and 

its recommendations aim to contribute knowledge and awareness of impact of 

digital marketing strategies on success of the brand name. Which can be applied 

by government / private institutions, administrators, marketers and academics. 

Finally, research conclude by brief summary and sufficient recommendations. 

Key words: Marketing, marketing strategy, digital marketing, digital marketing 

strategy, brand name. 
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Chapter 1 Introduction 

1.1 Introduction 

This chapter is the first chapter of the research, and through it, the aspects of 

research will be presented overview and gap statement. The research objectives 

will be presented for discussion, hypotheses, scope and importance of the study. 

Finally, mention the research limitations and the rest of the research elements. 

1.1.1 Study background 

The sport sector in the Sultanate of Oman has been given special attention by His 

Majesty Sultan Qaboos. It represents the supreme directives to raise the level of 

sports infrastructure and provide sources of funding whether through direct sports 

marketing or indirect investment. The Omani sports strategy seeks to achieve its 

vision towards a sports community through its three main axes: sports for all, 

sports for teams, sports and development. 

More discussion in the third axis on the sports field of investment and marketing 

as well as sports media because they are involved in advertising and marketing for 

the ministry. Sports marketing section, which works to find financial funding from 

the private sector and the development of mechanisms of advertising and support 

for investment.They also works on marketing sports services and events both for 

the ministry and sports clubs. Attracting global sport events by take advantage of 

the geographical diversity of the Sultanate. 

The purpose of this research is to study digital marketing strategies that help to 

develop the marketing identity of the ministry. The digital marketing world is 

changing dramatically. Its constantly evolving technology, and the way people use 

it, are converting not only how we access our information, but how we interact 

and communicate with each other on a global scale. It also changes the way we 

choose and buy our products and services (Mandal 2017). Today, marketing 

strategy is complete if it incorporate digital strategy and expression (Stokes 2008). 

1.1.2 Marketing Strategy in MOSA 
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The Ministry of Sports Affairs supervises committees and sports clubs all region 

in Saltant of Oman. In addition, it organizes and finances some sports activities 

for nationals and residents. In order to achieve its vision (together towards a sports 

society) (MOSA 2010). They also work on developing strategies in the 

development of service delivery, improving sports facilities and more importantly, 

bringing up a generation of athletes and qualifying them to enter local and 

international sports competitions. Hence the goal of developing a digital 

marketing strategy. An effective strategy involves making a series of informed 

decisions about how a brand or service should be; a brand that tries to be 

everything for all people to become a value proposition. In general, the operating 

brand is influenced by factors that perform situational analysis that look at four 

domains, Environment, Work, Customer and Competitors. 

1.2  Statement of the Research Problem 

Due to the radical change of traditional marketing methods and the use of digital 

technology instead, it will be necessary to use digital marketing strategies that 

contribute to the success of the organization and the success of its brand name. 

While writing many articles and research in this area involved in the success of 

strategies and methods. Thus, to measure the same thing on the Ministry of Sports 

Affairs, this study will fulfill the following statement: 

"A Critical Study to improve Brand Image of the Ministry of Sports Affairs 

(MOSA) through Development of Digital Marketing Strategies" 
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1.3 Aims and Objectives of the Study 

1.3.1 Aims  

The research aims to contribute to the development of digital marketing strategies 

especially with regard to the successful brand name in the Ministry of Sports 

Affairs. 

1.3.2 Research Objectives 

Specifically, in the context of improving digital marketing strategies, the 

objectives of this research are: 

1. To have an overview of digital marketing strategy. 

2. To understand the current marketing strategy of MOSA. 

3. To investigate the impact of digital marketing on the brand image. 

4. To suggest the best practices that can be adopted in developing a digital 

marketing strategy to support the brand name. 

 

1.4 Research Questions 

The researcher will investigate the objectives through the following research 

questions: 

𝑹𝟏: What are the marketing strategies that are adopted in digital marketing? 

𝑹𝟐: What are the current marketing strategies employed by the Ministry of Sports 

Affairs (MOSA)? 

𝑹𝟑: What is the impact between digital marketing and building a brand name? 

𝑹𝟒: What are the best practices that can be adopted in developing a digital 

marketing strategy to strengthen the brand image? 

 

1.5 Research Hypothesis 

Investigation to find out the research objectives is what will find an impact 

between the importances of successful digital marketing strategies in the brand 

name. Based on the independent variable (digital marketing strategies) and 

dependent variable (enterprise brand success), the following hypotheses will be 

tested: 
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 𝑯𝟏: There is an impact between digital marketing strategies and the brand's 

success. 

𝑯𝟎: There is no impact between digital marketing strategies and the brand's 

success. 

1.6 Scope of the Study 

 According to the many experiments that have been conducted on the 

development of marketing in government agencies, the project has rarely been 

successfully implemented. This was due to lack of human resources specialized in 

digital marketing and faulty implementation. Thus, the main purpose of this 

research is to contribute to the understanding of marketing managers / experts on 

how to improve the brand by developing a digital marketing strategy. This 

research will explore the aspects and scope of digital marketing, along with best 

practices and strategies. 

In addition, researcher mentioned some of the criteria and factors that influenced 

the success of digital marketing and discovered the impact between digital 

marketing and branding. This research will focus on digital marketing, which is 

one of the most important areas of brand growth at present, which is the success 

of any institution to reach the world. The results of this research will be important 

for marketing and promotion managers, administrators, academics, researchers, 

digital marketers and others. 

1.7 Significance of the Study 

According to the general perspective of the role and marketing functions in the 

ministry, the marketing department structured under the general directorate for 

sports sponsorships and Development, which has not disclosed any clear strategy, 

the marketing department follow only the tasks assigned to it. So a lot of 

marketing tasks are done in the traditional way. This was due to lack of statistical 

information, trained human resources, limited budget and other important 

integrated practices. 

Therefore, the main point of this research is to help understand the digital 

marketing managers / experts in developing a digital marketing strategy to raise 

the brand in the appropriate and correct manner. 
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This study will examine the aspects and scope of digital marketing, its impact on 

branding, best practices and strategies in the digital field. In addition, success 

factors are put to the development of the strategy in building the brand and 

identify the criteria for its success in the market. It will discover the impact 

between digital marketing and the success of the brand, and the best practices and 

guidance for managing this model. Digital marketing is the focus of all institutions 

in the world, both private and governmental, in recent years for easy and quick 

access to the target audience through channels of communication at all times and 

places. The importance of this research indirectly is the fastest access to people 

and acquainted with the objectives and vision of the Ministry and the 

consolidation of the importance of sport in society. Therefore, the results and 

analysis of this research is important for administrative specialists, especially 

marketers, academics, researchers, e-government projects, etc. 

1.8 Limitation of the Study 

 

The results of this research are based on the views of managers / experts in 

marketing and digital marketing- inside and outside MOSA- who have contributed 

to enriching this research with valuable information. Integrity and participants' 

answers were required. Other limitations may be that the outcome of this research 

does not apply to other industries and institutions because the study was limited to 

digital marketing implemented in public and private institutions in the Sultanate of 

Oman. Particularly in the sports sector, this research should be supported by more 

previous studies, but lack of researches in the field of sports, and uncover several 

aspects, which limiting sources. There were details about digital marketing and its 

impact on building the brand in the ministry, which could benefit both sectors 

(Gov/Priv). The researcher did the best to get benefit of existing resources. 

1.9 Structure of the Research  

Following Figure 1 is the brief of this research’s structure and outline:   

 



 

 
7 
 

 

Figure 1: Research Structure  

 

 

  

Chapter 1   • Introduction   

Chapter 2   • Review of Related Literature    

Chapter 3   • Research Methodology   

Chapter 4   • Presentation and Analysis of Data    

Chapter 5   
• Conclusions, Recommendations and  

Student Reflection   

  6   • References   

  7   • Appendices     
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1.9.1 Chapter 1: Introduction   

At the beginning of this research and in the first chapter, it will cover the 

background, aspects and problems of this research. The research objectives, 

questions, hypothesis, scope and importance of the study will be discussed and 

highlighted. Finally, the search will be structured briefing constraints. 

1.9.2 Chapter 2: Review of Related Literature   

The literature review will also be discussed to explore the analytical studies 

behind the research problem. In which present some basic information and 

theories based on research and similar studies conducted and suggested from 

different perspectives and finally summarize and evaluate the most important 

points mentioned in this chapter. 

1.9.3 Chapter 3: Research Methodology   

This chapter will present details of the methodology used to address the specific 

objectives of this research. This chapter will cover the design of the research, the 

study community, the sampling and sampling method, the sample size, the 

research tools, the validity and reliability, and the data collection and analysis. 

Furthermore, hypotheses, constraints, governmental and social legal obstacles will 

be understood for this study. 

1.9.4 Chapter 4: Presentation and Analysis of Data   

This chapter view the performance, analysis and results of the data collected 

through qualitative and quantitative research (interviews and questionnaire) 

described in detail in Chapter 3: Research Methodology.  

1.9.5 Chapter 5: Conclusions, Recommendations and Student Reflection  

In this chapter, the researcher will present research objectives through briefing the 

research work, provide conclusions and analysis of the results. More importantly, 

highlighting the aspects such as sustainability in digital marketing and the use of 

technology in the building any brand name in the market. In addition, the 

recommendations will be discussed and a progress for future plans in research.  

1.9.6 References    

This chapter will include the list of references in alphabetical order and the use 

of CU Harvard reference method.   
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1.9.7 Appendices   

This chapter will include all the appendixes related to this research. 

1.10 Summary    

 This chapter discussed introductions, research background and problem 

statement. In addition, the research objectives, questions, hypothesis, scope and 

extent of this study were discussed. As a final point the limitations were 

discussed in this research. A detailed outline of the rest of this report is 

delivered. Then arranged for a proposed research structure, which will discuss 

the next chapter literature review based on the research objectives. 
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Chapter 2: Literature Review 

 

2.1 Introduction 

This chapter focuses on the reviewing past literature of studies conducted 

by other researchers pertaining brand image creation and development of a 

working digital marketing strategy. It will elaborate on the branding, its definition, 

reasons as to why organizations need to embrace branding, various digital 

marketing strategies that enhance brand imaging and steps towards the 

establishment of successful digital marketing (Baltes  2015). The study will lay its 

foundation on the definition and applicability of various techniques in the market 

today. There are the required platforms and environment to have effective digital 

marketing strategies and will get addressed in this chapter based on 

recommendations made by experts. Besides digital marketing, the chapter will 

expound on other procedures that would enhance and solidify the brand images in 

parallel to digital strategies.In figure 2 it shows most effective digital marketing 

strategies.  

 

Figure2: most effective digital marketing strategies 

2.2 Organization’s Brand Imaging: 

In any organization, creating an image which the target audience can 

always relate with the organization is a primary goal. Brand imaging is then 

defined as the aspect of shaping a perception regarding a given brand (Al-Busaidi, 

Scott & Moyle  2018). It remains to be the unique bundle of organizations in the 

mindsets of the target audience. It signifies whatever the organization trademark 

presently implies, meaning that for an organization to brand its image, it has to 
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bring together a couple of factors. They have to make the target audience belief 

these set of values and imaging about that particular brand.  

In the business world, brand imaging plays a vital role in products and 

services marketing. This factor is not any different with the any other service 

delivery organization. They would wish to bring more customers to their business 

or service delivery units through creating that appealing image that would remain 

outstanding from the rest of competitors. These products and service consumers 

are made to hold a specific perception about the agency. The brand is the 

strategically positioned in the market. Brand imaging conveys the emotional value 

and not just creating an impact in their minds (Canfield 2012).  

Brand imaging is basically the character of the organization in question. It 

entails accumulated relations, contact and the observables that the people within 

the external environment can use to identify the organization. Brand imaging 

should entail the organization’s vision and mission in its products and service 

delivery (Zhang  2015). The important components of creating a positive brand 

image are-one of a kind logo which serves as a perfect reflection of the firm’s 

image, trademark depicting the organization’s activities in summary and brand 

identifier supporting the primary qualities. The marketing content as shown in the 

figure 3 shows the marketing trends of the brand and its position in the market. 

 

Figure3: Content Marketing 

Brand imaging is the general impression in the minds of target audience or 

consumers' mind that is molded from all sources. It implies that the target 

audience are in a better position to make distinctive association with the brand. In 

perspective on these affiliations, they structure a brand image. An image is 
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molded about the brand dependent on passionate perspective on affiliations pack 

that the target audience have about the brand. Most of government service 

delivery centers and organizations are known for reluctance and harassing of the 

people they serve. To a great extent, this trend and common behavior earns them a 

negative image and reputation. Redeeming themselves is a process which most of 

them tend to consider using the traditional ways, and forgetting the strong tools in 

the digital world. 

The idea behind brand imaging is that the consumer isn't receiving just the 

thing/service yet moreover the image related with that thing/service. They are able 

to connect the organization entity with the services or goods they get to receive. 

Brand imaging ought to be sure, amazing and relatively small in scale. Brand 

images can be fortified using brand trades like publicizing, packaging, verbal 

consideration, other exceptional gadgets, etc. The digital marketing strategies 

plays a vital role in ensuring that these brand images reaches far and wide. In the 

modern technology era, everybody is moving to digital ways and communication. 

Basically, branding is done using any form of communication. The social media 

and customer service platforms are now a major pillar in brand imaging. 

Brand images helps in making and passing on the thing's character in an 

exceptional manner not exactly equivalent to its adversary's image (Zhang  2015). 

The brand images here includes diverse relationship in the minds of the 

consumers - characteristics, preferences and qualities. Brand qualities are the 

commonsense and mental relationship with the brand that the customers have. 

They can be unequivocal or connected. Points of interest are the reason for the 

purchase decision. There are three sorts of favorable circumstances: Functional 

points of interest - what show improvement over (others ),energetic focal points - 

how show improvement over (others), and observing preferences/support - for 

what reason do I acknowledge you(more than others). Brand attributes are clients 

as a rule examination of a brand. 

Brand imaging is not in any way made, yet is in this manner formed. The 

brand image comes with an intention of bringing together a couple of factors 
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regarding the organization and its relationship to the general intertwine things' 

advantage, settlement, esteem, notoriety, and all around respect. Brand pictures 

are genuinely brand content. Precisely when the clients get the administrations or 

makes to buy a thing, they are correspondingly getting its picture (Tvede, L., & 

Ohnemus 2001). Brand picture is the target and mental commitment of the buyers 

when they buy a thing. Positive brand imaging at times goes beyond the user's 

needs and expectations. Some clients develop a unique form of attachment and 

loyalty. They get the fulfillment that they were searching for when making the 

purchase or going for the services. Positive brand imaging improves the 

generosity and brand value and affiliations. 

2.2.1 Development of Brand Image 

The best way to create and bolster an amazing brand image is by the utilization of 

a multidisciplinary approach that joins guaranteed, earned and paid media in an 

arranged, mechanized condition created of public relations, social networks, the 

search engine optimization and other segments (Chaston 1999). It is also clear in 

the Figure 4B that the mind map of the brand consists of several basic 

components, including a large part related to digital marketing in order to people's 

interest and they focus of digital advertising. 

 

Figure 4A: Brand mind map 

 It implies that imaging is a process where more than one approach needs 

to come together and support the core goal or ensuring that the target audience 

gets to develop some connections with the brand in question, and respective 
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organization. Under this technique, every brand gets to engage in a competitive 

manner with a consumer-oriented approach. There are a couple of necessities that 

are of great importance for you to address during the development of a working 

brand image: 

2.2.1.1 Identify of Target Audiences 

The creation of a firm brand image is where content developed and 

published targets the key audience (Frazier 2013). In this regard, it is always 

important to start with the identification of this target audience. Your proposed 

intrigue audience will contain a mix of external and internal social occasions, 

including customers, accessories, industry specialists and delegates. It is 

fundamental to be very sure while portraying your organization as a brand by 

itself. You need clarity about the social affairs you are centering to make a 

convincing promoting technique that will talk authentically to their exceptional 

concerns and needs. You need to show them how the organization is able to come 

to their level and be of help to them. By default, the target audience highly expects 

that the organization in this case will come as a source of solutions to their 

problems. 

2.2.1.2 Setting of the Key Business Objectives 

It is always important to devise a destination before even setting a route 

map of how to get there. In this case, organizations needs to first come up with an 

analysis of their current state in order to now determine on the applicable 

methodologies to make it out of their current state up to their desired destination. 

Nonetheless, coming up with a perfect bran image without the knowledge of your 

present minute and whole deal business targets is insufficient and an abuse of 

significant resources. Every organization move ought to remain within the goals 

guideline and framework. Some common organization goals include retaining of 

client base, raising the conversion rates, and creating a higher way to reach out for 

more clients.  

2.2.1.3 Defining the Brand Persona:  
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In developing a working brand image, the brand persons comes third in 

line of importance. These are people who connect the target audience to the 

organization goals through the utilization of identified social events. The brand 

persona ought to address customers and expressive your key differentiators and 

thing benefits (Liebowitz  2002). These are people who will know on how to use 

the public relations and communications in the most professional ways. Some 

organizations considers using a celebrity to as part of their brand person. It may be 

possible to operate with multiple brand ambassadors in different regions of the 

organization operations .Nevertheless, this image person is meant to portray the 

organization image, and thus it is necessary to keep it clear and appropriate. 

2.2.1.4 Develop Key Ways to Convey Messages 

The decision on the primary information to pass to the target audience comes after 

the identification of a brand persona and the intended brand image. This messages 

are what you would wish the target audience to always remember of you even 

when you are out of their sight. It marks the alignment of the target audience to 

the organization. A good instance is with the ministry of sports affairs, the 

message should be confide on what the ministry does, and its achievements to the 

citizens (Deiss & Henneberry 2017). The messaging should also include the 

outstanding features and achievements of the ministry. It is though the 

conveyance of such information that the general public would know the 

importance of having the ministry.  

2.2.2 Solidification of Brand Image 

After you have got some roots and established the structure to apply in 

your brand imaging, it is possible to raise your ways of reaching out and 

engagement exercises to fabricate an unwavering client following. It is important 

for a product to have brand story which is considered a powerful weapon (Miller 

2017) 

The main importance of the entire project is to ensure that clients relate 

and feels connected to the brand and organization. It is not just about brand 
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imaging, but more to use of techniques that are able to achieve brand image in an 

effective manner. Therefore, coming up with a multi-disciplinary way of ensuring 

that this is achieved is what majorly keeps this bond. In this regard, there are four 

parts that are important to advance your brand image in an efficient manner. They 

include:  

i. Public Relations: In most organizations as well as government ministries, 

public relations works as an interface through which the target audience 

connects with the organization. It is through public relations that the 

organization is able to send out its key news and messages through the news 

channels, the web platforms and the business publications. It is with utmost 

importance to know on how to position the organization in the minds of the 

target audience. They need to see the essence of your brand and relate it with 

their needs in day to day lives. Public relations is a way to improve your 

image and create awareness. However, it is one way to create good public 

relations to the online audience, while maintaining poor relations with those 

who receives the one-on-one services. Often, in most government related 

offices, the accusations of having unfriendly staff and poor public relations 

are common stories. It is until an organization comes together in 

determination of setting a working public relation on both online and offline 

platforms. 

ii. Content: As much as there are good and working techniques of creating 

perfect brand image, content remains to be the main form of propagation of 

the organization and brand information. Content interlinks the coordinated 

digital marketing strategies as well as the established public relations. In a 

move towards establishing good content flow, it is important to maintain a 

perfect supply of the marketing digital papers, text messages, articles, 

journals, blogs and other rich materials that constantly informs the target 

audience. A good instance is where the ministry of sports comes up with a 

web that strictly posts updates on what the ministry is doing and its 

important roles in ensuring that the sports people and the citizens at large, are 
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well represented. Often, the target readers and audience may not get to know 

the specific message that the organization was willing to convey due to its 

poor structuring and other short-comings. Therefore, most organizations goes 

for professionals who know the best content to release, in the best manner of 

ways and on perfect timing. The content will keep the audience positively 

connected to the organization information account. 

iii. Social media: In the current world, people have embraced the mobile 

devices. One thing that keeps them glued to those screens is the many social 

media platforms set there. It is easy to have information shared out and 

spreading to every corner of the world as long as the content creation was 

done in the most responsible manner. Evidently, social media is an important 

apparatus that helps in sharing of information that pertains to the 

organization. The power of social media has seen some organizations rise 

and others fall. When used in an appropriate manner, social media helps in 

propelling information to the furthest ends from a single source. Also, the 

social aspect of any organization allows the criticizers and other contributors 

to raise their voice. It also helps in building a strong web traffic which, in 

one way or another, affects the brand image. An organization is able to reach 

out for new clients as well as inform the existing ones. Some of the 

commonly used platforms are Facebook, Twitter and Intagram, as well as 

many others. Prompt response on these social platforms ensures that there is 

communication between the target audience and the organization. To a great 

extent, this form of social engagement creates satisfaction since the concerns 

raised can get addressed promptly. 

iv. Search engines: There are many ways through which an organization can 

ensure that their name appears on the first page of a client's internet search. 

One good way is coming up with a website that abides to the SEO rules. 

SEO (Search Engine Optimization) is a technique that helps in boosting the 

organization's positioning within the common search engines such as 

Google. It is the desire of every organization to remain competitive and 



 

 
18 

 

always appear as a top suggestion to the clients upon their search over the 

web platforms (Murynets 2012). This ranking is better realized when the 

organization employs experts and marketers who are to ensure that the 

content availed over these platforms captures what most of target audience 

expects. Here, keywords and other catchphrases helps in creating a bigger 

traffic of the organization over the web and other digital information sources. 

In that case, most organizations ensures that they get listed on other third-

part sites. Alternatively, they get to release frequent blogs and articles which 

increases the traffic. 

 

 

2.3 Digital Marketing Strategies 

2.3.1 Defining Digital Marketing Strategies 

In a move to ensure that organizations remains competitive and achieves 

desired brand image, they are now using the digital approaches to have the best 

out of it all. It is no doubt that a large scale of most organizations marketing 

strategies today are digital. In definition, digital marketing strategies is a chain of 

actions which works together in helping an organization to achieve its set goal by 

carefully utilizing the online set of marketing channels. Some of these channels 

are paid, owned media or earned (Murynets 2012). They work together towards 

drumming up support for the common campaigns within a given department or 

the organization at large. It is through the use of these strategies that the 

organization is able to bring together its collective efforts towards creating its 

impact in the society. These factors and efforts are known as the digital marketing 

campaigns. They act as the building blocks to  

This term "strategy" may appear complex and intimidating in one way or 

another. However, building a digital marketing strategy is not complex in any 

manner, rather entails the techniques through which the modern digital tools can 

get applied in the marketing world. Also, marketing is not just about getting more 
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customers and more profits, but earning trust to a broader spectrum of the target 

audience. Therefore, strategy refers to the laid plan with an objective of achieving 

the desired goal or a couple of goals. A good case is where an organization applies 

the digital tools to generate 30% more lead in a given year as compared to the 

previous year. Notably, the digital marketing strategies majors on creating 

international links and ensuring that more and more people get on board. They 

aim at winning confidence with a majority of their target audience. It implies that 

an organization may opt to utilize more than one tool to reach out, and this is their 

strategy. 

The application of multiple digital strategies aimed at achieving better 

marketing goals majorly depends on scale of the organization. it is worth noting 

that every applicable digital strategy and respective tools has some attached goals 

and levels of accomplishment of these goals, as well as the related moving parts. 

Nonetheless, it is through having this basic definition and understanding of the 

term strategy that the organization proprietors can stick to their primary intention 

of the marketing strategies. Building a strategy may only be the complex phase of 

the digital marketing strategies, since it is more like coming up with different 

approaches to conduct a campaign. Basically, impressing the target audience and 

creating a working online presence remains as the primary goal of which every 

tool to be used in running the strategy. It is more of a platform through which the 

audience can get to know more about the organization, and the organization can 

collect more on the target audience concerns and needs.  

2.3.2 Benefits of Digital Marketing Strategies: 

Application of digital marketing strategies in the running of organization 

businesses allows them to access the open market in the most competitive yet 

affordable manner. Unlike other forms of marketing strategies, digital marketing 

is highly personalized. It only requires the selection of a working digital platform 

which suits a particular group of audience (Todor 2016). One of the primary 

benefits with such form of marketing is the fact that the organization can access 

and reach out to the target audience in the most measurable and cost-effective 
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way. Other benefits of using digital marketing strategies include the ability to 

create and drive the online market of customer goods and services access, and 

achieving brand loyalty (Ryan 2016). Below is an outline of some of these 

common benefits.  

i. Lower costs of marketing – An effectively targeted and properly planned 

digital marketing strategy can spread out to the right consumers at lower 

costs compared to the conventional marketing techniques. Notably, 

technology and use of internet is spreading to every corner of the world. 

Access to most of these digital marketing tools requires simple opening of an 

account and involves much lower incurrence of cost (Liebowitz 2002).  

ii. Reaching to the International markets – Most organizations that have a 

working website would confess that they have managed to monitor access in 

almost every corner of the world. The strategies are global reaching. The 

organizations information can far reach for new markets and involve 

international monitoring and interest. In the business world, a simple and 

small business can successfully run with the online market even to global 

perspectives.  

iii. Trackable, finite outcomes – It is easy to estimate the digital marketing using 

various digital tools in the market today such as data mining and analytics. It 

implies that an organization have the capacity to monitor and observe the 

extent which the efforts to spread out information has reached. It becomes 

even easier to acquire the customized data pertaining the customers’ needs 

and concerns, or even act with regard to that particular need in precise. It is 

also possible to estimate the income or any form of returns generated from 

every particular digital marketing tool used. The organization can perfectly 

identify its points of weaknesses and strength, and monitor the regions to 

invest more of their resources. 

iv. Personalization – The chances of having a connection between the tools or 

web platforms to the customer database, any person who visits the platforms 

can receive a more customized welcoming message. These customers are at 
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liberty to express their needs and concerns and the organization can respond 

in a more personalized approach. Every client is served in accordance to the 

special needs raised. The higher the frequency of interaction with these 

clients’, the easier it becomes to refine the profile of these clients. One can 

also suggest other goods and services offered by the organization upon 

establishing the perfect needs of these clients. In other cases, the immediate 

responses and direct communication platforms helps in creating confidence 

and satisfaction to the clients. 

v. Openness – Through the engagement of the the digital platform clients and 

keenly overseeing them helps in creating an open way pf communication. 

The customers develop some sense of ownership of the organization and 

pledge their loyalty. These loyal customers becomes ambassadors of the 

organization in that they are always ready to spread positive messages and 

information about the firm. It implies that these strategies are known to 

improve customer engagement. The positive reputation of organization 

grows rapidly. Clients tend to incline to service providers whom they feel are 

friendly and perfect understands their needs and concerns.  

vi. Improved social currency – The coming together of various digital marketing 

tools offers the organization a perfect opportunity for engagement in a 

productive manner. The organizations are in a position to make rich media 

content and send it out to the identified group of audience. These online 

ways of doing marketing which largely increases the social cash. In one way 

or another, the personalized content is sent out from one customer to the 

other and then grows viral. It implies that using this form of strategy, a 

business marketing can extend far beyond the expected limits of access.  

vii. Improved transformation rates – Transformation in this case refers to the 

aspect that any person who manages to view the content spreading over the 

internet network are able to get a different perception for they get better 

informed. Besides, this form of digital marketing techniques allows room for 

the content to remain available and accessible for longer durations. A person 
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can view that same piece of information over and over until it gets into their 

memory. To a great extent, digital strategies are quick and highly consistent.  

2.3.3 Creation of Digital Marketing Strategies: 

Regardless of the tools and strategies in question, the procedures used in 

having these strategies in place are more less the same. It is through these outlined 

processes that the strategy is said to be ripe and ready for the market. At the end, 

these strategies are used in running the campaigns over the different platforms 

(Patrutiu-Baltes 2016). The objectives of these strategies are related and the 

ending results are better achieved through collaborative measures. Earned Media – 

It is the exposure earned by the organization through oral communication (Revella 

2015). However, Owned Media – This framework is comprised of digital channels 

and assets that are owned by the organization. Some of the serving examples of 

these owned media channels included the website, blog content, social media 

platform profiles, or the galleries (Pal & Ray 2001).It takes the efforts of the paid 

media channel to get the content even a notch higher. Simply said, there is much 

dependence of various channels and assets in order to achieve maximum benefits 

from the digital marketing strategy used (Paley  2006). Owned media is all about 

the content which pertains to the organization and the information they would 

wish to offer on their platforms (Miskelly  2013). However, it is this content that 

helps in making that the information sells, converts the platform visitor into a 

client or serves in any other needs for the good of the customers.  

It is wise to drop the media which does not reciprocate the investment 

being made (Tiago & Veríssimo 2014). At the end of the process, the auditor is 

able to recommend the paid media channels that are viable to continue using and 

any that need to be kicked out of the new digital marketing strategy. 

2.4 Digital Marketing Models 

Strategy distinguishes four similarly fruitful digital marketing models. The 

concentration of an organization for advertising speculation may be a combination 

of components from every model. Besides, there is a high possibility that is more 
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oriented towards showing on the appropriate marketing strategy for the 

organization (Rice & United States 1991).  

2.4.1 Digital Branders: 

These are consistently the client’s things associations or various publicists 

that accentuates on structure and reviving brand image and increasingly 

significant client responsibility. These organizations are moving their venture 

from customary direct publicizing toward increasingly vivid advanced interactive 

media encounters that can relate purchasers to the brand in new ways (Sweeney, 

MacLellan, & Dorey  2007). They are reevaluating how they interface with 

clients, with the basic goal of choosing new purchasers to the brand and driving 

dedication through various experiences with the brand.  

2.4.2 Client Experience Designers: 

This model uses client information and bits of figuring out how to make a 

prevalent end-than end brand relationship for their clients. According to Donald, 

the customer must be treated like a hero (Miller 2017). This comes to the 

importance of public opinion in determining the brand and their acceptance of it. 

Hence the closest and intuitive communication with the public is digital 

technologies.  Commonly, these organizations, construct their plans of action 

around client services. By reevaluating how they associate with clients, and 

wowing them at numerous touch focuses, these organizations want to make a 

progressing exchange and construct a steadfast client base. 

2.4.3 Demand Generators: 

This model center around driving on the web traffic and also changing 

over whatever number arrangements as could be enabled transversely over 

channels to increase exhibiting efficiency and build up a ton of wallet. All 

components of the computerized promoting procedure—web architecture, site 

design improvement, portable associated applications, and commitment in social 

networks – are custom fitted to support deals and increment dedication. They're 
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more focused on driving volume and profitability than on curating the significant, 

excited stamped experiences that the advanced brander look for after.  

2.4.4 Item Innovators:  

This model use propelled advertising towards perceiving, making, and 

taking off new computerized administrations and products. These associations use 

modernized associations with customers essentially to rapidly collect bits of 

learning that can shape the headway streamline. By helping bolster new 

wellsprings of income, the displaying bundle grows the worthiness of the 

association. 

 

 

2.5 Conclusion and Critical Evaluation: 

Digital marketing strategies and branding goes in parallel with the development of 

technology. These strategies applicability varies in various market settings today. 

In the modern world of technology, there are many developing techniques under 

development which runs parallel to their embrace in the market. To a great extent, 

creating a brand image helps in recognition of the organization by the target 

audience (Al-Busaidi, Scott & Moyle  2018). The creation of online presence has 

been a goal for almost every government or private organization (Patrutiu-Baltes 

2016). Through the use of these digital marketing strategies, the organization is 

able to build and even nurture a brand image. They tend to use multidisciplinary 

approaches that brings together earned, paid and owned media in a perfectly 

coordinated, digital environment made of public relations, search, social and other 

factors (Heding, Knudtzen & Bjerre 2015). As shows in figure 4 study in 2018 

Organizations used onlaine media for purchase inspiration, as per 37% of 

purchase was from social networks.  
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Figure 4B: Online Media (PwC 2018) 

Finally, the area of digital marketing is expanding exponentially with the increase 

of using technology, so organizations claim to contribute the development of 

digital marketing strategies to catch up with the market and target.
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Chapter 3: Methodology 

3.1 Introduction 

  The chapter discusses the research design, population of the study, 

sampling techniques and size of the sample, research instruments, validity and 

reliability testing, methods of data collection, data analysis approaches, and legal, 

social and ethical considerations. This research will explore the effects of digital 

marketing strategies on brand name improvement at MOSA. This study will be conducted 

to achieve the planned research objectives. First, the status of marketing in the ministry 

will be clarified, and will determine the success criteria for the marketing of the approved 

ministry and the strengths and weaknesses. An important aspect of this research comes 

within the framework of the third objective, where the researcher shows the impact 

between the development of digital marketing strategies and the success of the brand 

name of the ministry. Finally, based on all of the above, a number of recommendations 

on best practices will be discussed by experts to be implemented and used in the ministry. 

The objectives of this research were investigated by the experts and mentioned in Chapter 

2: Review of the relevant literature. The research has been conducted in different respects 

and a gap has been identified and no research has been conducted in the ministry 

regarding this area. Considering the many models and institutions that adopt and 

highlight digital marketing helps the government and institutions to improve and benefit 

the country. The focus on the third goal, highlighting them will contribute to improving 

the brand name of the ministry, attracting shareholders to support sports activities and 

increase the spread of social communication using the latest applications and digital 

technology. 

This chapter: Research Methodology will provide analyzes and details on the 

methodology used to address the objectives of the research. The design of the research, 

the population of the study, sampling, sample size, research tools, validity, reliability, 

data analysis and analysis techniques will be mentioned. Furthermore, the assumptions, 

constraints, and ethical, legal and social concerns of this study will be covered. 

3.2 Study Design    
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The research uses an analytical research design as it is suitable for 

addressing the research question. The analytical research is where the scientific 

approaches are combined with the formal process to address any issue at hand 

(Gray and Malins 2016). In particular the research use a descriptive approach 

should be designed to describe the phenomenon that is required in some parts of 

the research that increase the mixture of research approach. The descriptive 

method is also used in many cases to describe behavior or condition. Therefore, 

the descriptive approach served to answer some research questions and used in 

analysis of interview questions data. In this method, a group of items or people are 

studied by the collection of the data from a sample of the items or the people that 

are taken to represent the whole population. Only a section of the population is 

studied, the results that are obtained are meant to be generalized to the whole 

population. Moreover, the choice of one research approach to another seems to 

limit the scope of the study and reduce the results of the study (Creswell & Clark, 

2011). In order to comprehensively research and answer all research questions and 

study all aspects, the best use of the quantitative and qualitative approaches. 

Besides the problem of research should be taken into consideration. The research 

is based on secondary and primary data where data will be collected by 

combination of a mixed survey. The overall design and picture of this study is 

shown in Figure 5 below. 

 

Figure5: Research framework  
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 As a result of the abundance of the sources of the data that are available 

for this subject in regard to the collection of the secondary data. The relevant 

sources will be selected with a lot of care to ensure both reliability and validity of 

this data so as to arrive at the reliable results. Hence, there is a need to make 

serious scrutiny in selecting the sources.  

3.2.1 Secondary data   

             Secondary data were collected through previous studies and research 

aimed at raising brand status by developing digital marketing strategies. The 

researcher searched for publications, conferences, magazines and books. The 

researcher also used electronic sites such as electronic libraries and magazines. 

Start the researcher at the beginning of the search using keywords for information 

such as: digital marketing, branding, identity, digital marketing strategies and so 

on. Then the researcher deepened the research, where he was determined to study 

the studies between the digital marketing strategies and the brand identity to learn 

and study the correlation between them. Finally, the researcher completed more 

than 50 articles, magazines, conference papers, standards and guidelines. 

3.2.2 Primary Data   

              Primary data were collected for this study through the design of the 

survey research. The survey is also widely used among analytical research. The 

purpose of the analytical approach, which is the method through which the study 

of different scientific problems through several methods such as installation, 

evaluation and dismantling, and this approach is appropriate to know some 

administrative problems, marketing and technical use where it is used in the 

analytical approach three processes are interpretation, And the researcher may use 

one of these studies or may combine two or more processes. 

3.3 Population of the Study 

The population of interest in this research is the staffs of MOSA and the athletic 

public that have knowledge with matters of Ministry Of Sports Affairs (MOSA). 
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The research community consists of digital marketing experts and brand / IT / 

marketing managers within and outside the ministry in Oman with at least 10 

years’ experience in marketing and digital marketing for interviewing purposes. 

Also, at least 100 people participating in the survey from (MOSA) employees and 

the general public (athletic) who consider they are the target group in the ministry 

form biggest Clubs and sports committees in Oman. 

 This types of the population are within the research reach, hence this will 

facilitate the ease of collection of the data. The kind of the population used in this 

study was considered suitable as they comprise the people that are with the subject 

of sports. For instance, I regard to the staffs of MOSA, some of them have a vast 

experience in the field as they have served in this department for a long period, 

some being there for more than ten years. This being the case, this population is in 

the best population to facilitate research with the data that is needed to answer the 

research question in this study. As a result of the large population on which the 

research will be conducted on, Cochran’s formula is appropriate where it comes to 

selecting the sample size. The number that is obtained based on this formula can 

be regulated to fit the size of the population.  

3.4 Sampling Techniques and Sample Size 

 For this research, a probability sampling method is employed to choose the 

participants in the study. This method is preferred to others so as to ensure there 

are equal chances of the representations of all the members in the research. The 

approach is purely probabilistic. In this scenario where there is a large population 

that is involved with the study, it is hard to identify each member of the 

population in the research.  

 The random selection of the staff members was done. In total, a number of 

more than 100 participants were identified to participate in the research. The 

number of staff members that were chosen was more as compared to other 

members of the public based on the fact that these members are well acquainted 
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with the matters of the sports and members in famous Clubs and sports 

committees in Oman.  

 In some research, the population is small enough to be included in the 

study (Setia 2016, p. 505). But the research that has a large population such as this 

one, it is impossible to study all the population. There, therefore, there is a need to 

choose a sample to represent the population. Thus, a sample is a smaller group of 

the elements under the study that is obtained through a certain procedure from the 

population that is accessible.   

3.5 Research Instruments 

3.5.1 Interview Design 

 An interview schedule was designed as a tool for data collection for this 

research. Both the public and the member of the public were interviewed. The 

questions in the interview were meant to elicit pertinent information regarding 

strategies in marketing sports affairs. There were varies forms of interviews that 

were conducted. The data that was obtained from the interview was recorded in 

the notes forms and sound recording. The aim of the interview is to inquire the 

ideas of the interviewees on the subject of the interest. Also, surveys are used as a 

research instrument (Appendix B-2).As Shown in Table 1 the list of interview 

question. Also, displayed a listed of the interviewee names in the Table 2.  

Objective 1  Q1. From your expertise, discuss the current marketing strategy in the 

ministry, and Critical Success Factors? 

Objective 2  Q2. From your expertise, what is the digital marketing??What are the success 

factors of digital marketing strategies? 

Objective 3  Q3. From your expertise, how you define the impact between digital 

marketing in brand building and how its effect MOSA’s brand Success?    

Objective 4  Q4. What is the best digital marketing strategy model that you recommend the 

MOSA to adopt? 

Table 1: Interview Instruments  

No Name Position Organization 

1 His Excellency Sheikh/ Saad 

Mohammed Al-Murdoof Al-Saadi 

Minister of Sports 

Affairs 

Ministry Of Sport 

Affairs  
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2 Mr. Fahad Abdullah Alraisi Director General of 

Sports Care and 

Development 

 

Ministry Of Sport 

Affairs  

3  Mr. Issa Alhanai Director of IT 

Department  

Ministry Of Sport 

Affairs  

4 Mr. Abdullmalek Alkharosi Responsible for the 

Ministry's website and 

the Omani Sports 

website 

Ministry Of Sport 

Affairs  

5 Mr. Said Alrahbi Head of Digital Content 

Section at MOSA 

Ministry Of Sport 

Affairs  

6 Mr. Soud Ambosaidi Director of the Sports 

Complex in Bucher 

Ministry Of Sport 

Affairs  

7 Mr. Abdullah Bamkhalif President of the Table 

Tennis Association 

Oman Table Tennis 

Association  

8 Mouhammad Alshibani CEO –Marketing and 

Communication  

Mirror Marketing and 

Ads Co.  

9 Mr. Mohsin Alhabsi Marketing specialist   Oman Football 

Association 

10 Mr. Sami Maula Sales Marketing 

Manager 

Landmark Properties 

L.L.C. 

Table 2: Interview Schedule   

3.5.2 Questionnaire Design 

The questionnaire was divided into five sections (Appendix A-1): 

 The first section consists of demographic questions and contains variables 

by sex, age group, qualification and the work sector. 

 The second section contains questions that serve the first objective which 

was about the general perspective of marketing strategies and vision of the 

ministry. 

 The third section served the second and third objectives together is to 

determine the criteria and factors of success in digital marketing and a 

general valuation of the ministry's position in the same field. 

 The fourth section has served the fourth objective of exploring the impact 

between digital marketing strategies and how its effects brand name 

locating and search for best practices to be implemented in the ministry 
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with some open questions. The rating was evaluated by ranking via a 

Likert-scale of 5 points starting with less likely to highly likely. As shown 

in Table 3, the related statements had different kind of answering for each 

section were as the following:   

Objective 1  1) Do you know the vision of the Ministry of Sport Affairs? (Yes/No) 

2) Do you know about the Ministry of Sports Affairs activities, events and their 

sport facilities? 5 Ranking (Yes/No) 

3) Do you think Ministry of Sports Affairs has a brand name for itself? 5 Ranking 

(Yes/No) 

4) How you get Ministry of Sports Affairs (MOSA) s news and announcements? 5 

Ranking box for each method(Less likely-High likely) 

Objectives 

2  & 3 

5) Do you think MOSA has marketing strategy? 5 Ranking (Yes/No) 

6) Have you visited the Ministry's website ever? (Yes/No) 

7) Which of the social media channels of the ministry you follow? Checkbox  

8) What are the challenges that the ministry is currently facing in marketing? 5 

Ranking box for each method 

9) From your perspective: Has the Ministry covered marketing/Ads. Itself in all 

governorates? 5 Ranking box for each method 

10) Do you support access to services and registration in sports facilities via smart 

phones? 5 Ranking (Yes/No) 

11) Do you think the ministry is successful in marketing and hosting world 

championships? Why? Open Question  

Objective 4   12) What is the most popular digital marketing channel in your opinion?  

5 Ranking box for each method 

13) Do you know this logo refers to which Program in MOSAs? (Yes /No) 

14) Do you think MOSAs brand name is common and famous?  

5 Ranking (Yes/No) 

15) From your opinion, which are MOSAs most target group? 5 Ranking box for 

each method 

16) Do you believe, there is an impact in the development of digital marketing 

strategies and the development of ministerial identity and why? Open question  

Table3: Questionnaire Instruments  

3.6 Validity and Reliability Testing 
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 When an instrument is used for measurement, in the process of data 

collection, it is important to test the validity and reliability of the instruments. 

Therefore, a device that is used should measure what it intends to measure. It will 

ensure the reliability of the results, the findings are valid and reliable either to 

support or disapprove the theory under test. Hence, if there are errors in the 

methods of data collection, the same mistakes will reflect in the results.  

 The questionnaire for the study was subjected to content and face validity. 

According to face validity is the notion that a test should superficially to test what 

is intended to be assessed (Taber 2018, p. 1290). While on the other hand, content 

validity is the idea that a test has to sample a range of the characteristics through 

the theoretical theory of the test.  

 In the process of validation in the research, the questionnaires of the study 

were given to a small group of the participants. They examined the questionnaires 

carefully to gauge the suitability and adequacy of the tool. Furthermore, they 

suggested that the questionnaire be a Linkert format. However, the researcher 

prefers a modified Linkert scale to normal scale. With a modified Linkert scale, it 

will have a variety of options for the participants to choose from.  

 When testing any quality of a test, validity is perhaps the vital aspect to 

consider. The validity of the tests refers to whether the tests assess what it is 

supposed to test. If the test has high validity, the items in the tests are linked to the 

focus of the test. Regarding digital marketing and MOSAs brand name, it is an 

indication that the test items will be highly associated with this subject.  

 When it comes to reliability, it is concerned with the consistency of the 

test. It measures how consistent a test measures what it purports to measure 

(Mohamad et al. 2015, p. 166). For example, if the same test is used to assess the 

same characteristics twice but on different occasions, the researcher has a high 

probability of arriving at the same conclusions, and this will indicate consistency 

in the test, hence reliability.  

3.7 Data Collection Techniques 
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 Survey and interviews are used to collect data in this research. The 

questionnaires were administered to the selected participants in the study. More 

than one hundred questionnaires that were given out were successfully completed. 

The study employed different types of interviews.  

 One of them is the in-person interview; one of the ways to obtain data in 

the most personal approach is adopting this strategy, it helps the researcher to gain 

trust and cooperation from the interviews. Furthermore, it is easy to react to need 

for clarification, facial expressions and address any other questions of interest. 

Face to face contact with the participants is important to detect the participant's 

discomfort in case the researcher is discussing the sensitive issue (Gill et al. 2016, 

p. 291).  

 Though the in-person interview is more expensive as compared to other 

methods of data collection. However, it was necessary in the case of this study. 

There are some cases where the respondents have to give expounded answers on 

the subject. In this case, it is necessary to use this kind of data collection method.  

 The aim of the interviews is to explore the experiences, motivations, and 

views of the participants on the digital marketing and MOSAs brand name. The 

use of this qualitative approach, in addition to the quantitative technique, help in 

providing a deeper understanding of the subject of the study. Based on the 

research topic, there is little that is known on the topic of interest, hence making 

this method of data collection appropriate.  

 There are three basic forms of the interviews; unstructured, semi-

structured and structured (Quinlan et al. 2019). The study used all three forms of 

interview to increase the validity of the research. In structured interviews, the 

questions were administered in the written form. The list of predetermined 

questions was given to the participants that followed a clear format. The questions 

in this format are easy to administer as they collect a large amount of data at6 the 

same time, hence time-saving. However, one of the drawbacks of this criteria is 

that answering the questions is affected by the literacy of the respondents. In case 

there is a high rate of illiteracy among the participants, then it becomes difficult to 
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collect information. Though in the case of this research, it was not affected by 

literacy as all the participant were able to read.  

 Regarding the unstructured interviews, they do not take any organization 

(Quinlan et al. 2019). The questions in this form of the interview are asked 

randomly. One of the advantages of this technique is that they provide an in-depth 

understanding of the topic of the study as the interviewer ask questions according 

to the responses of the interviewee and the rising need to address the subject. 

However, these interviews are time-consuming, and they can be challenging to 

manage and perform. The interviewee questions do not provide any guidance that 

the questions have to follow. Therefore, in this research, these kind of questions 

were limited. 

  The third type of interviewee that was used in the study is the semi-

structured interviews. It has many questions that are meant to address the topic of 

the study, and at the same time, the research has the freedom to diverge from the 

questions to seek more clarification where there is need. The flexibility that is 

linked with this approach as compared to structured form allows elaboration o the 

information that is vital to the interviewees.  

3.8 Data Analysis Techniques 

 Quantitative Data analysis in the study is based on the results of the SPSS. 

Upon collection of the data, SPSS  and Excel tool were used to calculate outcomes 

such as ANOVA that are essential for testing the hypothesis. The technique is 

used to establish whether the outcomes of an experiment is significant 

(Schabenberger and Gotway 2017). It helps the researcher to accept or reject the 

null hypothesis. One way ANOVA test is used in this research. 

 In one way ANOVA, it compares two means of the independent variables 

with the use of F-distribution. In this case, the null hypothesis is that the two 

means are the same. The result is significant when the two outcomes are not 

equal. A one-way ANOVA is appropriate in a scenario where a group of the 

persons to participate in the study are divided into the groups to complete a 
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different task. For the case of this study, the questions that are administered to the 

two groups, employees and the public (athletics, club members, etc.) are the same, 

though the persons are divided into the groups based on the features.  The two 

means that are computed from these two groups are compared to confirm if there 

is any impact. The null hypothesis is accepted where the two means are similar, 

otherwise, the alternative hypothesis is accepted.  

 One of the limitations of the one way ANOVA is that the two groups have 

to be different from each other. Though the test will tell you that the groups were 

not the same, but it will not reveal the attributes that differentiate the groups. 

Therefore, there is a need to run the least significant differences if the results of 

the test are significant to confirm the groups that had different means. 

  On the contrary, correlation analysis is way to know the strength of the 

relationship between two variables. So this kind of analysis shows whether there 

are links between variables. This study, depend on result of investigating the 

relationship between digital marketing strategies and brand name which, could be 

positive or negative. 

 On the other hand, qualitative data such as interviews were classified into 

groups so it were analyzed by the descriptive approach which is the most 

appropriate method used in such case. 

3.9 Legal, Social and Ethical Considerations  

 The core role of the respondents in the study is to provide the information 

needed to answer the research questions. It is the duty of the researcher to protect 

the dignity, privacy, health, life and confidentiality of all the participants in the 

study. According to the Belmont Report, it provides the guidelines on how to 

conduct a study with consideration of ethical values (Yip, Han and Sng 2016, p. 

684). 

 Firstly, there is a need for respect of the persons. It is a requirement to 

recognize the independence and offer protection to persons with reduced 

independence. Secondly, the value of beneficence requires that no harm to the 
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respondents; the researcher has to maximize the benefits and reduce on the harms 

if any. Thirdly, the principle of justice demand that fairness has to prevail at both 

the individual and society level. Therefore, personal approvals were obtained from 

all respondents in the questionnaire and interviews (Appendix B-2). 

 

 

3.10 Summary  

 The main aim of the study was to find out whether it is possible to enhance 

the brand image of the ministry of sports through the progress of digital marketing 

strategies. The public (athletics, club members, etc.) and employees of MOSA 

participated in the research. The group of the two people is affected by the subject 

of the study and that is why they were chosen. The findings of the study are stated 

in the last part of the research.   
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CH4: Analysis and Finding  

4.1 Introduction 

This chapter will present the analysis and results of qualitative and quantitative 

research with some of the literary articles that support it. The methodology of this 

research focuses on digital marketing strategies, and therefore the managers / 

experts of digital marketing in Oman will present there interviews. Data was also 

collected on a mixed survey method, including analysis in a structured context. A 

copy of the interview with experts is available in (Appendix B) and the detailed 

questionnaire in (Appendix A). Through this chapter will be combination with 

literature review conducted in the previous chapter. 

4.2 Presentation and Analysis of Qualitative Research 

According to the method of research and data collection through interviews, 10 

people were interviewed including His Excellency the Minister of Sports Affairs 

and some directors and experts to answer these research questions. Below is a list 

of the interviewees with some important findings. 

4.2.1 Summary of the interview  

 The first interview was with the Minister of Sports Affairs His Excellency 

Sheikh Saad bin Mohammed bin Saeed Al-Marouf Al-Saadi, who is the 

first official in the ministry. 

 The second interview was with Fahad Abdullah Al-Raisi, General Director 

of Sports sponsorship and Development in the Ministry of Sports Affairs. 

He has more than 15 years of experience as well the Sports Marketing 

Department under his supervision. 
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 The third interview was with Mr. Issa Al-Hinai, Director of Information 

Technology Department at the Ministry of Sports Affairs, with more than 

15 years of experience. 

 The fourth interview was with Abdulmalik Al-Kharousi, design and 

system development department at the Ministry of Sports Affairs. He is a 

general supervisor on the Ministry's website and has more than 10 years of 

work experience. 

 The fifth interview was with Mr. Saeed Al-Rahbi, Head of the Department 

of Digital Content at the MOSA, with more than 15 years of work 

experience. 

 The sixth interview was with Mr. Saud Al-Ambosaidi, Director of the 

Sports Complex in Boucher, with more than 10 years of work experience. 

 The seventh interview was with Mr. Abdullah Bamakhalif, Chairman of 

the Oman Table Tennis Committee in Oman and first Director of the 

President office at Oman Telecommunications Company (Omantel). He 

has worked in the field of sports for more than 15 years. 

 The eighth interview with Mr. Mohamed Al Shibani, General Manager of 

Al Mirror Marketing & Advertising Company, has dealt with sports 

marketing and working for them several times, working experience more 

than 10 years. 

 The ninth interview with Mr. Mohsen Al-Habsi, Marketing officer, Oman 

Football Association (OFA), has more than 10 years of work experience. 

 The 10th interview with Mr. Sami Al Mulla, Sales and Marketing Manager 

at Wonderland Company, has over 10 years of experience in marketing, 

advertising and digital marketing experience. 

 After definition all the guests of the interviews comes the time of discussion and 

analysis. Below is picture of the Minister of Sports Affairs, HE Sheikh Al-Saadi. 
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Minister of Sports Affairs, HE Sheikh Al-Saadi 

4.2.2 Analysis and Findings  

 4.2.2.1 Research Question 1: What are the marketing strategies 

that are adopted in digital marketing? 

In this question the researcher wanted to know which digital marketing strategies 

could be adopted by any organization to convert into digital marketing, so 

respondents answered as shown in the Table 4: 

interviewees’ response Interviewee code  

Using new Technology tools 1,2,3,4,5,6,7,8,9,10 

Good Planning  1,2,3,4,5,6,9,10 

Digital marketing experts  2,3,4,5,6,7,8,9,10 

Adopting Social media applications 1,2,3,4,5,6,7,8,9,10 

Marketplace Analysis, Statistical information  2,3,4,5,6,7,8,10 

Business Objectives 1,2,3,4,5,6,7,8,9,10 

Audience segmentation 2,4,6,9,10 

Value Proposition 1,2,3,4,5,6,7,8,9,10 

Table 4: Respondents on research interview question1 

As shown in the table above, the results vary among all participants. But 

everyone agreed that the use of new digital technologies in marketing is 

important as well as the existence of social media platforms. 

 

 4.2.2.2 Research Question 2: What are the current marketing 

strategies employed by the Ministry of Sports Affairs (MOSA)? 
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The interviewees were asked to share their experiences and knowledge about the 

ministry's current strategies. Most of the interviewees who belong to the ministry 

and abroad as public and private sector institutions said that there are no 

established formal strategies in marketing(3,4,5,6,7,8,10). 

The interviewees were asked to share their experiences to identify the strengths 

and weaknesses of the Ministry's marketing of its programs and activities. The 

following Table 5 shows the responses of the respondents: 

 

Table 5: Marketing strategy Success factors as per interviewees’ response  

In general, (2, 3, 4, 5,6,7,8 and 9) those interviewed said that marketing in the 

ministry does not have marketing experts, while (2 and 4) said that the ministry 

lacks statistical studies.  Also (2,5,6 and 8) assumed that marketing basically does 

not have any plans and also(3,4,5,9 and 10) uses traditional marketing methods. 

The majority results showed that the most weakness in the ministry is not to use 

modern technologies in marketing such as digital marketing. Then the lack of 

Weaknesses Interviewee code 

Lack of marketing experts  2,3,4,5,6,7,8,9 

Absence of statistical study  2,4 

No good marketing plan 2,5,6,8 

Use of traditional methods in marketing  3,4,5,9,10 

Not using technology  1,2,3,4,5,7,8,9,10 

Not using Social  media applications 2,4,5,7,8,9,10 

No Follow up and weekly progress meeting    1,8 

Not using any evaluating system for the people 

satisfactions  

4,8 

Economic situation 1,5,6,7 

Poor communication   2,4,5,8,10 

Strengths  Interviewee code 

Sports have a wide popularity 2,3,5,6,8,9,10 

The target are young people 2,6,7 

Variety of sports programs 2,3,6 

Sports Awareness 3,4,8,9,10 
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experts in marketing comes as a second weakness. As (2, 4, 5,7,8,9 and 10) have 

said, social media programs reach out to those targeted. 

Some (1, 2,4,5,8 and 10) experts also said that lack of follow-up and the 

development of a supplement program and the lack of communication between 

the departments weaken the administration in general. Likewise (4, 8) believed 

that periodic evaluation is necessary to determine the level of performance and 

satisfaction of the target audience. In addition (1, 5, 6, 7) to the general situation 

of the state's economic level. 

On the other hand, the majority said that sports is acknowledged and there is 

awareness among the people, especially the youth group. In addition, the 

Ministry's strength is the presence of a wide range of sports, art, cultural and 

social activities. 

 

 4.2.2.3 Research Q3: Do you think there is a relationship between 

digital marketing and building a brand name? 

 The researcher wanted to know from experts and managers some information 

about the impact of digital marketing strategies in building a brand name. The 

result was that all the answers were similar and close together. All of them said 

that the world is now linked to technology and the fourth industrial revolution. 

Therefore people tend to be using advanced devices and tools. Therefore, any 

organization that wants to develop in its field must evolve the digital aspect. 

So by developing digital marketing strategies through which the ministry reaches 

people faster, easier and less expensive, the result is the ministry can improve the 

name of the brand. 

 

 4.2.2.4 Research Question 4: What are the best practices that can be 

adopted in developing a digital marketing strategy to strength the 

brand image? 

 The interviewees were asked to exchange their experiences to recommend for 

MOSA digital marketing best practices to raise the ministerial identity. In this 

question there were different answers depending on the participant's experience. 

But everyone supported the ministry's adoption of the idea of hiring a global 
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marketing company to develop a digital marketing action plan. On the other hand, 

the majority said that the ministry needs to develop a clear scope roadmap to 

achieve digital marketing strategies. Finally, the majority added that it is 

necessary to train and qualify employees in the marketing department and increase 

awareness in digital marketing. Table 6 summarizes the recommendations. 

Recommendation Interviewee code  

Key points should be clear in scope    1,2,3,4,5,6,7,8,9,10 

Perform gap analysis   2,4,7,6 

Train the Marketing manager as well the team members   2,3,4,5,6,7,8,9,10 

Think out of the box , brain storming  2,4,10 

Fast decision making is very important and we need to 

plan well and take decisions on time.   

2,3,4,7 

Have a continuousness plan and road map   1,2,3,4,5,6,7,8,9,10 

Use easy and effective communication aspect  2,3,4,5 

Conduct follow up and weekly meetings  1,2,3,4,5,6 

Use smart tools that could analyze the satisfactions for 

the estimated programs.   

2,3,4,5,6,9,10 

Second party company in setting the new digital 

marketing strategies  

1,2,3,4,5,6,7,8,9,10 

Cooperation with high recommended organization  

successful in digital marketing 

1,3,7,9 

Table 6: Recommended best practices as per interviewees’ response  

 4.2.3 Questionnaire - qualitative questions 

4.2.3.1 Question 11 in the Questionnaire: “Do you think the ministry is 

successful in marketing and hosting world championships? Why?” 

The objective of this question to identify the degree of certainty of the people in 

the work of the ministry and know the level of the ministry effort in marketing 

and get the opinion of the public.  The 32.1% of the total number of respondents 

answered that the ministry is able to host the championships and global 

promotion, for reasons as follows: 

 Having opportunities and experience. 

 Government support. 

 Contracting with international marketing companies. 

 Its strategic location and tourism. 
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 Qualified Sports Facilities. 

 Strength of the Infrastructure. 

 Good international relations. 

 In contrast, 67.9% of the total number of respondents said that MOSA cannot 

host the World Championships through current marketing and promotion 

strategies. For the following reasons: 

 There are no experts, Digital marketing and staff are not well qualified. 

 There are no sports facilities to accommodate international competitions. 

 There are no qualified human resources to organize world championships. 

 Lack of good planning and no clear strategies. 

 There is lack of infrastructure. 

 Unable to host local tournaments. 

 Less cooperation with other Gov. Ministries to organize world 

championships. 

 The economic crisis. 

 Lack of development and compatibility with technology. 

 Concluding what was mentioned above, the majority of 67.9% of the 

participants do not believe that MOSA can host the World Championship with 

current marketing strategies. So most of the answers came with there are no 

eexperienced employees in marketing department. The result is that MOSA does 

not have qualified staff to market the ministry globally, therefore, the 

development of digital marketing strategies to raise the reputation brand name of 

MOSA inside and outside something important and required. Below figure6 Q11 

in questionnaire. 
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Figure 6: Question 11 in Questionnaire  

4.2.3.2 Question 16 in the Questionnaire: “Do you believe, there is an impact in 

the development of digital marketing strategies and the development of 

ministerial identity and why?” 

The goal of this question is to learn about people's awareness and culture and to 

recognize that there is a direct relationship between the strategies of digital 

marketing and the brand name and know the point of view of people in it. The 

goal of this question is to learn about people's awareness and culture and to 

recognize that there is a direct impact between the strategies of digital marketing 

and the brand name and know the point of view of people in it. 

The search result came as follows, 7.46% of the respondents don’t know if digital 

marketing strategies effect the brand name of the MOSAs, on the other hand, 

5.2% they said it note related to each other. It is a direct relationship whenever the 

Ministry is interested in developing digital marketing strategies the greater the 

chances of reaching people in ways that are easy, fast and less expensive in the 

age of technology. However the almost of 87.3% stated that digital marketing 

strategies effect the brand name for many reasons will pointed in list: 

 Brand name of any organization is linked to people's knowledge about it 

through marketing. 

 Access to people through digital advertisements and facilitate them to 

allover of the Sultanate. 

 The world is evolving towards technology and the fourth industrial 

revolution. 

 Raising awareness of the Ministry's objectives and linking them to their 

minds. 

 Good planning for strategies led for worthy repetitions.  

 Identity is part of the strategy. 

 Marketing is always associated with the brand name. 

 Target all categories from young to old. 
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So it is clear, that people has given us the answer in this question, the two verbal 

have a positive impact. As shown in figure7 the majority of participants believe 

that there is a strong relationship between developing digital marketing strategies 

in brand name building. This large figure is very important for the ministry to put 

its attention on development of digital marketing to expansion popularity and 

interest of the people. 

 

Figure7: Question 16 in the Questionnaire  

4.3 Presentation and Analysis of Quantitative Research 

Data presentation within a study can only be done after proper analysis. Hence, it 

can be stated that data analysis is one of the most important parts of the entire 

research. Thus, in order to analyze the question, a detailed examination has been 

done with the response of 134 people or participants. The study provides a 

detailed summary and analysis of the presentation of questionnaire. Further, the 

study describes the analysis of the response of the questionnaire with respect to 

the research questions. 

4.3.1 Presentation and description 

4.3.1.1 Response rate 

The questionnaire was answered by 134 participants, sample size is 100 

respondent which is more than sample size by 34%. So the more participants the 

better the results. 

4.3.1.2 Research validity and reliability testing 

Cronbach's Alpha is software that was used to check the nature of the reliability 

and research validity of the testing. The instrument, Cronbach’s Alpha is an online 



 

 
47 

 

statistic instrument that is used to examine the regularity or dependability of the 

questionnaire. 

 

Table 7: Reliability test 

 

4.3.1.3 The questionnaire participant profiles 

This section would accumulate the demographic data of the contributors that 

provides the detailed statistics for example; mode, frequencies and median were 

done on the section of demographic. Further, the demographic section of the 

investigation includes, gender, age range, last degree of education, representation, 

regularity of sport play and usage of technological devices. 

Demographic Data 

Gender: Among 134 participants, there were around 100 males and 34 females. 

Further, it could be summarized as around 74.6% of males took part in the 

investigation and 25.4% of females participated in the investigation. Thus, it could 

be analyzed from the results that more number of participants is males. According 

to the words of Al-Rikabi et al. (2019), people having more knowledge regarding 

sports would be able to provide appropriate answers. Hence, from the analysis of 

the data it could be stated that males possess more knowledge regarding MOSA 

and thus, the obtained results would be authentic. 

 

Table 8: Gender 

It could be further described through a graphical representation of the frequency 

of the genders participated in the survey. 
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Figure8: Gender 

 

Age Range: It has been analyzed that people from the age group of 31-40 has 

contributed the most, nearly around 45.5%. Next, 32.1% of the people belonging 

to the age group of 21-30 have participated in the investigation. Further, only 

20.1% of people of age 41 and above has participated and a very few number of 

people from the age group of 15-20 has participated. On comparing the data, it 

was found that only 2.2% of the teenagers have participated in the investigation. 

As per the views of Johnson (2018), it could be said that people of age group 31-

40 have a lot of experience thereby they obtained analysis would be authentic. 

 

Table9: Age range  

Participation of people of different age group could be represented graphically in 

order to make the study visually understandable.  
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Figure9: Age  

Education Level: It has been analyzed that among 134 participants, 8.2%  of the 

people have completed their High School, 13.4% of the people have completed 

their diploma. Further, around 43.3% of the people have their last education 

degree as Bachelor’s, 31.3% of the people have completed their masters. 

Moreover, it has also been analyzed that around 3.7% of the participants are PHD 

holders. Thus, it could be analyzed from the data that most of the responses have 

been obtained from the participants have Bachelor’s as their last education degree. 

Therefore, as per the words of Frazee (2016), it could be said that analysis of the 

study obtained would be more authentic as the people having Bachelor’s degree 

possess more information regarding sports. 

 

Table 10: Education level  

This data representation could further be better understood by the following 

graphical representation. 
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Figure10: Education level  

Representation: Among the 134 participants, 45 of them were MOSAs 

employees and 89 of them were public citizens. Thus, it could be said as per the 

words of Chemali et al. (2017), the 45 employees of MOSA would provide 

prominent response and public citizens would also be able to provide authentic 

results. 

 

Table 11: Population target   

Regularity of the people playing sport: It has been analyzed that from the total 

number of participants, 18.75 percent of people play sports on a daily basis, 

40.3% of them play weekly. Further, it has been analyzed that 16.4% of the 

participants play sports on a monthly basis, 7.5% of them play once in every 6 

months. In addition to this it has also been found that 17.2% of them are not 

interested in sports. However, it has been recorded from the data that around 

82.5% of the participants play sports and are interested which is more than the 

percent of people who are not interested. Therefore, according to Alaref et al. 

(2019), it could be said that the data has been obtained from the population of 

which maximum are interested in sports and thus it would be more authentic. 
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Table 12: Range of playing sport 

 

The analysis could further be represented graphically that would make the 

observation process easier. 

 

Figure11: Playing Sport 

Usage of technology devices:   

 

Figure12: Usage of technology-smart phone 

As per the words of Salloukh (2019), people obtain information regarding MOSA 

through a varied range of technological devices. They use smart phones, tablets, 

smart notebook, smart watches and smart eyeglasses.  



 

 
52 

 

It has been analyzed that around 94% of people or participants use smart phones 

on a daily basis, 2.2% of the participants use smart phones on a weekly basis. 

Further, around 1.5% of the participants use smart phones on a monthly basis to 

acquire information regarding MOSA. It has further been analyzed that there are 

around 2.2% of participants who do not use smart phones. Thus, it could be 

observed that most of the people use smart phones for gaining information on a 

regular basis and therefore would be having more knowledge about MOSA. 

 

It has been analyzed that 18.7% of the participants use tablets on a regular basis, 

20.9% of the participants use weekly once and around 11.9% participants use it on 

a monthly basis. Further, it has also been analyzed that 11.2% of the participants 

use tablets once a month and 37.3% of them do not use tablets. So it could be 

stated that people prefer smart phones over tablets in order to gain knowledge or 

to become aware of any news. 

 

Figure13: Usage of technology-smart Notebook 

It has further been observed that around 15.7% of the participants uses Smart 

Notebook on a daily basis, 7.5% of them use it weekly once and 9.7% of them use 

once a month. It has further been found that 14.9% of the participants use Smart 

Notebooks once in every 6 months and 52.2% of them does not use Smart 

Notebooks. 
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Figure14: Usage of technology-smart watches 

 

It has been recorded that people also use smart watches to make they aware of the 

latest news. Most of the participants do not use smart watches. It has been found 

52.2% of people do not use smart watch. Thus, on comparison it has been found 

that most of the participants use smart phones for acquiring maximum knowledge. 

It has been recorded that people also use smart eyeglasses to make they aware of 

the latest news. Most of the participants do not use smart eyeglasses. It has been 

observed that 68.7% of people do not use smart eyeglasses. Thus, on comparison 

it has been found that most of the participants use smart phones for acquiring 

maximum knowledge. 

 

 To study objective 1: 

Q1. Do you know the vision of the Ministry of Sport Affairs? 
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Figure15: MOSAs vision 

It has been found that around 35.8% of the participants are aware of the vision of 

MOSA and the rest 64.2% are not aware of the vision of MOSA. Thus, it could be 

analyzed that there are more number of people who are not aware with the brand 

MOSA. Therefore, the authorities of MOSA need to improvise on their strategies 

to make the people aware of their brand name. 

 

 

 

 

Q2. Do you know about the Ministry of Sports Affairs activities, events and 

their sport facilities? 

 

Figure16: Knowledge of MOSAs events & programs  

There are around 50.7% of participants who have a knowledge regarding the 

events, activities and facilities provided by MOSA to the players as well as to 
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their employees. Further, around 49.3% of the participants are unaware of the 

events activities and facilities of MOSA. According to the words of Montagu 

(2015), in order to make people aware of certain organization, the organization 

could place or organize certain workshops or campaigns. With the help of 

campaigns, MOSA would be able to make the people aware of their events, 

activities and facilities. 

Q3. Do you think the Ministry of Sports Affairs has a brand name for itself? 

 

Table 13: News announcements Brand name 

Around 79.9% of the participants are not known about the fact that the Ministry of 

Sports Affair possesses a brand name for itself. Only, 20.1% of the participants 

are aware of the same. Thus, in order to make the people aware of their brand they 

should organize campaigns that would help them to gain popularity. As most of 

the people use various technologies thus, they could advertise about their brand in 

various social portals that would help them to gain popularity. 

 

 

Q4. How you get Ministry of Sports Affairs' news and announcements  

 

Table 14: Newspaper  
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Figure17: announcements through newspapers 

Most of the people are not able to receive appropriate news and announcements of 

the Ministry of Sports Affairs. It has been found that 51.5% of the people are less 

likely to get the news and announcements through newspapers. On the other hand, 

48.5% are more likely to receive the Ministry of Sports and Affairs news and 

announcements through newspapers. There are people who are not fond of 

reading newspapers and therefore feel less likely to get news and announcements 

through newspaper. 

 

Table15: Radio & TV  

 

Figure18: Radio & TV 

There are people who are fond of listening to TVs and radios generally for local 

news. It has been found that around 51.5% are less likely to listen to radio and 
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television for the news and announcements of MOSA. On the other hand, there 

are around 48.5% of people who are more likely to gain the news through radio 

and television. 

 

Table16: Website  

 

Figure19: Website 

People also read the news and announcements of MOSA from its website. It has 

been analyzed that around 61.2% of the participants are less likely to read the 

news from the website. However, there are around 38.8% of people who are more 

likely to read the news and announcements from their websites. 

 

Table 17: Social media  
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Figure20: Social media 

It has been investigated that 42.5% of participants are less likely to read the news 

and announcements from the social media. Rather, 57.5% of people like to read 

the same from the social media. 

 

Table 18: SEO  

 

Figure21: SEO 

It has further been analyzed that around 68.7% of participants do not search for 

the news and announcements in search engines. On the other hand, only 31.3% of 

the participants like to search for the news and announcements of MOSA. 
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Table 19: Phone call 

 

Figure22: Phone call 

It has been recorded that around 72.4% of the participants do not like to listen to 

any news over a phone call. There are only 27.6% of the participants who like to 

listen to news and announcements of MOSA over a phone call. 

 

Table 20: E-mail 
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Figure23:E-mail 

From the given data, it has been recorded that around 75.4% of the participants do 

not like to receive any kind of email regarding news. Rather, from the records it 

has been found that only 24.6% of the participants like to receive the Ministry of 

Sports Affairs. 

 

Table21: Printed Ads 

 

Figure 24: Printed Ads 

It has been recorded that 64.2% of the participants are less likely to receive news 

and announcements through flyers and brochures and around only 35.8% of 

participants like this method. 
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Table 22: Outdoor Ads 

 

Figure25: outdoor Ads 

It has further been found that around 59% are less likely to get news through 

outdoor advertising boards. On the other hand, around 41% of the people are more 

likely to gain news and announcements from outdoors. 

 

Table23: Word of mouth 

 

Figure26: Word of mouth 
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There are around 59% of participants who are less likely to get the news and 

announcements from other people. On the other hand, 41% of the participants like 

to acquire information from others. 

To Study Objective 2 and 3: 

Q5. Do you think MOSA has marketing strategy? 

 

Table24: MOSAs marketing strategy 

 

Figure27: MOSAs marketing strategies 

There are around 73.9% of people who think that MOSA does not possess 

marketing strategy. However, 26.1% of people think that they possess certain 

marketing strategies. Thus, MOSA needs to enhance their marketing strategies 

that would help the people become aware of the same.F-Test Sample for 

Variances achieves two independent groups with the same differences and 

recording observations. Q5 variance=0.1944, Q6 variance=0.5703 and F-value 

=0.3408, critical value =0.751, As shown in below Table. 

F-Test Two-Sample for 
Variances 

 
   

  

Q5: MOSAs  
marketing 
strategies 

Q6:MOSA's 
website 

Mean 1.26119403 1.73880597 

Variance 0.194422624 0.570362473 

Observations 134 134 

df 133 133 

F 0.340875553 
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Table: Sample of Variances, F-Test Two Sample 

 

Q6. Have you visited the Ministry's website ever? 

 

Table 25: MOSAs Website visit  

 

Figure 28: MOSAs website 

There are around 38.8% of people who have never visited Ministry’s website and 

around 44 of people are there who have visited the website. Around 16.4% of 

people have visited the website thrice and only 0.7% of the people have visited the 

same four times. 

Q7. Which of the social media channels of the ministry you follow: 

P(F<=f) one-
tail 7.06253E-10 

 F Critical 
one-tail 0.751055214   
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Table 26: MOSAs Social media Channels 

 

Figure 29: MOSAs Social media Channels 

There are around 57.5% of people who follow the ministry channel on Twitter; 

around 26.1% of people follow the ministry channel on Instagram. Further, 11.9% 

of the people follow their official site at Facebook and only 3.7% follow them on 

YouTube. As 0.7% of the people do not possess any system they do not have an 

account in any of the respective social sites, therefore, are not able to follow their 

site. 

 

 

 

 

 

Q8. What are the challenges that the ministry is currently facing in 

marketing? 
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Table 27: MOSAs Marketing Challenges-traditional marketing 

 

Figure 30: Traditional marketing 

It has been analyzed that around 28.4% of people strongly agree with the fact that 

the ministry do not possess traditional marketing whereas only 9% of them 

disagree with the same. The ministry's uses traditional marketing methods which 

is an obstacle to building a brand name. 

 

Figure31: No expert human resources 

It has been analyzed that more than 30% of the people strongly agree with the fact 

that they do not possess good Human Resource.  
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Table 28: Marketing Challenges-Economic 

 

Figure32: Marketing challenges- economic 

It has been analyzed that 18.7% of the people do not agree with the fact that the 

economic conditions of the ministry is needed to be enhanced. Only, 14.9% of 

people strongly agree that they do not possess good economic conditions. 

 

Table29: Marketing Challenges- technology 
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Figure33: Not using technology 

Around 20.9% of people agree with the fact that ministry do not use technology 

trend whereas only 12.7% of them disagree with the technology trend. 

 

Table 30: Marketing Challenges-Qualifications  

 

Figure34: Marketing Challenges-Qualifications 

It has been found that around 27.6% of people agree with the fact that the ministry 

lack qualification of training staff. On the other hand, 13.4% of people do not 

agree with the same.  
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Table 31: Marketing Challenges-Follow up/update  

 

Figure35: Marketing Challenges-Follow up/update 

It has been recorded that around 27.6% of people strongly agree with the fact that 

they do not take follow ups and update the contents on social media. On the other 

hand, only 9.7% disagree with the same. The result is that the ministry does not 

always update social media data and there is no follow-up. 

Q9. From your perspective: Has the Ministry covered marketing/Ads. Itself 

in all governorates 

 

Table 32: Marketing coverage- Muscat 
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Figure36: Marketing coverage- Muscat 

It has been analyzed that around 20.9% of people have regarded the marketing 

coverage of ministry as poor and around 20.1% of them has regarded it as 

excellent. 

 

Table 33: Albatina South 

 

Figure37: Albatina South 

It has been found that around 30.6% of people of Al Batinah South have regarded 

it as having poor coverage of marketing and only 4.5% of them have regarded it to 

be excellent. 
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Table 34: Albaltina North 

 

Figure38: Albaltina North 

 

Around 36.6% of people of Al Batinah North have regarded the market coverage 

of ministry to be poor. On the other hand, only 4.5% of people have regarded it to 

be excellent. 

 

Table 35: Ad Dakhliya 
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Figure39: Ad Dakhliya 

As per the given data, it has been analyzed that around 36.6% of people of Ad 

Dakhiliyah has regarded it as having poor coverage of marketing and only 2.2% 

of them has regarded it to be excellent. 

 

Table 36: Ad Dhahirah 

 

Figure40: Ad Dhahirah 

It has been analyzed that around 40.3% of people of Ad Dhahirah has regarded it 

as having poor coverage of marketing and only 2.2% of them has regarded it to be 

excellent. 
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Table 37: Musandam 

 

Figure41: Musandam 

According to the given data, it has been investigated that around 49.3% of people 

of Musandam has regarded it as having poor coverage of marketing and only 

1.5% of them have regarded it to be excellent. 

 

Table 38: Sharqiyah South 
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Figure42: Sharqiyah South 

Around 40.3% of people of Ash Sharqiyah South have regarded it as having poor 

coverage of marketing and only 1.5% of them have regarded it to be excellent. 

 

Table 39: Sharqiyah north 

 

Figure43: Sharqiyah north 

It has been recorded that around 38.1% of people of Ash Sharqiyah North has 

regarded it as having poor coverage of marketing and only 3.0% of them have 

regarded it to be excellent. 
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Table 40: Al wusta 

 

Figure44: Al wusta 

As per the given data, it has been analyzed that around 53.7% of people of Al 

Wusta has regarded it as having poor coverage of marketing and only 1.5% of 

them have regarded it to be excellent. 

 

Table 41: Dhofar 
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Figure45: Dhofar 

Around 30.6% of people of Dohfar have regarded it as having poor coverage of 

marketing and only 6.0% of them have regarded it to be excellent. 

 

Table 42: Al Buraimi 

 

Figure46: Al Buraimi 

It has been investigated that around 41.8% of people of Al Buraimi has regarded it 

as having poor coverage of marketing and only 1.5% of them have regarded it to 

be excellent. The outcomes, most of the marketing coverage is in Muscat because 

of the density of population then Al Batinah come second. 
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Q10. Do you support access to services and registration in sports facilities via 

smart phones? 

Everyone supports the access to services and registration in sports facilities via 

smart phones. All 134 participants support the MOSAs E-services. This specifies 

that MOSA does not use e-services and that’s weakens its reach to the public. 

 

Table43: MOSAs E-services 

 

Figure47: MOSAs E- services 

To Study Objective 4: 

Q12. What is the most popular digital marketing channel in your opinion? 

 

Table 44: Twitter 
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Figure48: Twitter 

It has been analyzed that around 55.2% of people agrees with the fact that Twitter 

is one of the popular digital marketing channels. On the other hand, 4.5% of them 

disagree with the same. 

 

Table 45: Instagram 

 

Figure49: Instagram 
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It has been analyzed that around 50.7% of people agrees with the fact that 

Instagram is one of the popular digital marketing channels. On the other hand, 

5.2% of them disagree with the same. 

 

Table 46: Facebook 

 

 

Figure50: MOSAs Facebook 

As per the given data, it has been analyzed that around 22.4% of people agrees 

with the fact that Facebook is one of the most popular digital marketing channels. 

On the other hand, 14.2% of them disagree with the same. 

 

Table 47: MOSAs YouTube 



 

 
79 

 

 

Figure51: MOSAs YouTube 

According to the data given, it could be analyzed that around 29.1% of people 

agrees with the fact that YouTube is one of the popular digital marketing 

channels. On the other hand, 9.0% of them disagree with the same. 

 

 

Table 50: WhatsApp 

 

Figure52: MOSAs WhatsApp 

It has been analyzed that around 58.2% of people agrees with the fact that 

WhatsApp is one of the popular digital marketing channels. On the other hand, 

6.0% of them disagree with the same. 
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Table 51: SEO 

 

Figure53: Search Engen Optimizing (SEO) 

Around 19.4% of people agree with the fact that Google is one of the popular 

digital marketing channels. On the other hand, 17.2% of them disagree with the 

same. 

Q13. Do you know this logo refers to which Program in MOSAs? 

 

Figure54: MOSAs Most popular Program logo 

It has been found that around 28.4% of people do possess knowledge about the 

popular program logo of MOSA. However, 71.6% of the participants are unaware 

of the program logo. (SHajaa Fareqk) sport program logo, which have a largest 
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fan in Oman almost 80000 people follow them just in twitter. However, they do 

not recognize the logo. 

Q14. Do you think MOSAs brand name is common and famous?  

Q14: MOSAs brand name

YesNo
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Q14: MOSAs brand name

 

Figure55: MOSAs Brand name 

 

Table 52: MOSAs Brand Name 

From the given data it could be analyzed that around 70.9% of people do not 

know about the brand name of MOSA and only 29.1% of people are aware of the 

same. The result, Participants in this survey are athletes and members of sports 

clubs and confess that they do not know the brand of MOSA is something worth 

the Ministry's attention. 

Q15. From your opinion, which are MOSAs Most target group 

 

Figure56: Children 
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Table 53: Children 

According to the given data, it could be analyzed that the targeted group of 

children has been found to be satisfactory. As the children need to develop 

physically, therefore, they need to focus on children. 

 

Table 54: Teenager-Female 

 

Figure57: Teenager-Female 
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It has been found that the targeted group of teenagers female is satisfactory that is 

around 33.6%. 

 

Table 55: Teenager-Male 

 

Figure58: Teenager-male 

The targeted group of teenager males of MOSA group has been analyzed to be 

very good that is 27.6%. 
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Table 56: Youth-Man 

 

Figure59: Youth- Man 

From the data, it has been analyzed that the targeted group of youth male has been 

found to be excellent as they participate more in sports activities. 

 

Table 57: Youth-Female 
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Figure60: Youth-Female 

It has been observed that the targeted group of youth females has been found to be 

satisfactory as females do not feel like participating in sports activities. 

 

 Table 58: Mature-man 

 

Figure 61: Mature-man 

According to the data, it has been observed that the targeted group of mature 

males has been found to be satisfactory as they do not take much interest in sports 

activities. 
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Table 59: mature- Female 

 

Figure62: Mature- female 

It has been observed that the targeted group of mature females has been found to 

be satisfactory as these females most of the times keep themselves limited to 

household works. 

 

 

Figure63: Old -male 

As per the given data, it could be analyzed that the targeted group of older males 

has been found to be poor as at this age the male do not participate in sports 

activities. 
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Table 60: Old -Female 

 

Figure64: Old -Females 

It has been analyzed that the targeted group of older females has been found to be 

poor as females do not participate in sports activities and are more interested in 

household activities. The result, most of MOSA's courtesy came to men and 

young men, so it's time to move towards digital marketing for females. 
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To Study Correlations 

Q14: MOSAs brand name  

  
Mean 1.291044776 

Standard Error 0.03938796 

Median 1 

Mode 1 

Standard Deviation 0.4559486 

Sample Variance 0.207889126 

Kurtosis -1.151657503 

Skewness 0.930461075 

Range 1 

Minimum 1 

Maximum 2 

Sum 173 

Count 134 

  

Table 61: MOSAs Brand name 

As results shows in Table61 the Skewenss is positive that’s mean the mean and 

median grater than mode.The skewness is between 0.5 and 1(positively skewed), 

the data are moderately skewed and the data are highly skewed. 

Q6:MOSA's website   
Q7:MOSAs social media 

channels    

    Mean 1.73880597 Mean 1.616541353 

Standard Error 0.06524137 Standard Error 0.072956168 

Median 2 Median 1 

Mode 1 Mode 1 

Standard Deviation 0.755223459 Standard Deviation 0.841371576 

Sample Variance 0.570362473 Sample Variance 0.707906129 

Kurtosis -0.660062432 Kurtosis 0.598643062 

Skewness 0.581713767 Skewness 1.213793031 

Range 3 Range 3 

Minimum 1 Minimum 1 

Maximum 4 Maximum 4 

Sum 233 Sum 215 

Count 134 Count 133 

Confidence Level(95.0%) 0.129044903 Confidence Level(95.0%) 0.144314512 

Table62: Skewness Q6&Q7 
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Figure65: Skewness 

As results shows in Table62 and figure65 the Skewness is positive that’s mean 

the mean and median greater than mode. The skewness for Q6=.58 &Q7=1.2 is 

between 0.5 and 1(positively skewed), the data are moderately skewed and the 

data are highly skewed. 

F-Test Two-Sample for Variances 
 

     Q13: MOSAs most popular program logo Q14: MOSAs brand name  

Mean 1.71641791 1.291044776 

Variance 0.204690832 0.207889126 

Observations 134 134 

df 133 133 

F 0.984615385 
 P(F<=f) one-tail 0.464448304 
 F Critical one-

tail 0.751055214   
Table 63: F-Test Two-Sample for Variances (Q13+Q14) 

This test achieves two independent groups with the same differences and 

recording observations.  Variance of Q13=0.204, Q14=0.207 and the F-value = 

0.984 
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Gender Age Education LevelWork Playing Sport Q0.1: useing tech2logy devices: smart phoneQ0.2 useing tech2logy devices : [Tablets]Q0.3 useing tech2logy devices : [Smart 2tebook]Q0.4 useing tech2logy devices : [Smart watches ] Q0.5:useing tech2logy devices : [Smart eye glasses]Q1:MOSA Vision Q2:MOSAs activities, events& sport facilities Q3:MOSAs Brand NameQ4.1:MOSAs An2uncements: News paperQ4.2:MOSAs An2uncements:TV/Radio AdsQ4.3:MOSAs An2uncements:Ministry's WebsiteQ4.4 Social mediaQ4.5 [Google search engine(SEO)Q4.6 :Phone callQ4.7 [E-mailQ4.8: Flyers and brochuresQ4.9[Outdoor advertising board Q4.10: [Word of mouth(other people)Q5: MOSAs  marketing strategiesQ6:MOSA's websiteQ7:MOSAs social media channels Q8.1:MOSAs Marketing challenges:traditional MarketingQ8.2: No expert human resourcesQ8.3: Eco2mic conditions locally and globallyQ8.4 :not using any technology trendQ8.5:Lack of qualification and training of staffQ8.6:Follow up and update the content of social mediaQ9.1: MOSAs Marketing covrege MuscatQ9.2:Al Batinah SouthQ9.3:Al Batinah northQ9.4: Ad DakhiliyahQ9.5: Ad Dhahirah Q9.6: MusandamQ9.7[Ash Sharqiyah South Q9.8 [Ash Sharqiyah northQ9.9: Al Wusta Q9.10: DhofarQ9.11:  Al BuraimiQ10: MOSAs E-services Q12.1:popular digital marketing (Twitter ) Q12.2:popular digital marketing,InstagramQ12.3:popular digital marketing,FaebookQ12.4:popular digital marketing,youtubeQ12.5:popular digital marketing [Linkedin]Q12.6:popular digital marketing [Snapchat]Q12.7:popular digital marketing [Telegram]Q12.8:popular digital marketing [Whatsapp ]Q12.9:popular digital marketing [Google(SEO)]Q13: MOSAs most popular program logoQ14: MOSAs brand name Q15.1: MOSAs  Most target group,ChildrenQ15.2: MOSAs  Most target group[Teenagers - Females]Q15.3: MOSAs  Most target group [Teenagers - males]Q15.4: MOSAs  Most target group : [Youth - males]Q15.5: MOSAs  Most target group [Youth - Females]Q15.6: MOSAs  Most target group [Mature - males]Q15.7: MOSAs  Most target group [Mature - Females]Q15.8: MOSAs  Most target group[Older people - males]Q15.9: MOSAs  Most target group [Older people - Females]

Gender 1

Age -0.09906 1

Education Level-0.0008 0.34606 1

Work -0.2027 -0.35923 -0.082 1

Playing Sport0.272081 0.052035 -0.07997 0.045933 1

 Q0.1: useing tech2logy devices: smart phone-0.10109 0.137266 -0.00843 -0.06385 -0.03617 1

Q0.2 useing tech2logy devices : [Tablets]0.082838 -0.17909 -0.11032 0.134616 0.064751 0.093171 1

Q0.3 useing tech2logy devices : [Smart 2tebook]0.074752 -0.19513 -0.11671 -0.01808 -0.07872 0.073681 0.479271 1

Q0.4 useing tech2logy devices : [Smart watches ]0.106386 0.07801 -0.13628 -0.1456 0.118575 0.040734 0.196974 0.353633 1

 Q0.5:useing tech2logy devices : [Smart eye glasses]0.062238 -0.02718 -0.0224 -0.00298 0.051804 0.021082 0.412558 0.532386 0.417513 1

Q1:MOSA Vision -0.06513 -0.36386 -0.1089 0.68814 0.067692 -0.05268 0.091394 0.068762 0.007645 -0.08723 1

Q2:MOSAs activities, events& sport facilities 0.0256 0.315468 0.076529 -0.47929 -0.09663 0.123387 -0.19679 -0.15589 -0.17868 -0.00265 -0.64262 1

Q3:MOSAs Brand Name0.177403 0.253779 0.050157 -0.50948 -0.11607 0.09103 -0.18246 -0.2675 -0.04908 -0.14453 -0.55598 0.457675 1

Q4.1:MOSAs An2uncements: News paper-0.05122 0.091204 0.033973 -0.16351 -0.14224 0.087156 -0.13216 -0.06302 0.093579 0.005303 -0.20917 0.119915 0.145294 1

Q4.2:MOSAs An2uncements:TV/Radio Ads0.086044 0.052158 0.049563 -0.06866 -0.0192 -0.07409 -0.13216 0.006037 0.06628 -0.06132 -0.05345 -0.02942 0.108067 0.282943 1

Q4.3:MOSAs An2uncements:Ministry's Website0.098751 0.251029 0.037467 -0.24441 -0.09605 0.038434 -0.0132 0.061616 0.071179 0.063564 -0.26743 0.294429 0.210838 0.360842 0.238275 1

Q4.4 Social media0.258868 -0.0268 0.111965 -0.29218 -0.10649 0.071769 -0.06955 -0.04049 -0.02224 -0.00436 -0.23353 0.269477 0.281672 0.29143 0.140418 0.282475 1

Q4.5 [Google search engine(SEO)0.049661 0.102969 0.004011 -0.16676 -0.07176 -0.04852 0.004114 0.001586 0.049458 -0.11998 -0.09915 0.118627 0.101762 0.2455 0.2455 0.386295 0.255941 1

Q4.6 :Phone call0.023474 0.132575 0.099105 -0.23237 -0.03434 0.199664 0.018892 -0.10831 -0.03811 -0.1469 -0.20005 0.207804 0.272357 0.135342 0.101943 0.330269 0.092469 0.266383 1

Q4.7 [E-mail0.104565 0.032111 -0.03536 -0.25372 0.075527 0.168903 0.053727 -0.13272 -0.01245 -0.15302 -0.15097 0.182024 0.187879 0.207691 0.069058 0.184622 0.106413 0.323238 0.576818 1

Q4.8: Flyers and brochures0.029362 0.01792 0.0439 -0.16084 0.013921 -0.09138 -0.03214 -0.06876 -0.00764 -0.21367 -0.05862 0.051112 0.051544 0.302594 0.240309 0.267433 0.139081 0.300464 0.443743 0.403854 1

Q4.9[Outdoor advertising board 0.106151 -0.05891 0.080379 -0.08127 -0.03748 -0.01869 0.036711 0.026779 -0.03974 0.032326 0.053836 0.093752 0.110359 0.13116 0.040096 0.238366 0.226932 0.221113 0.197268 0.262514 0.325847 1

Q4.10: [Word of mouth(other people)-0.0333 0.139437 0.143736 -0.01702 -0.00339 -0.1123 -0.20396 -0.08348 0.098938 -0.11432 -0.07273 0.124096 0.072538 0.070451 -0.02061 0.051576 0.042822 0.057597 -0.04026 -0.01918 0.104366 0.136479 1

Q5: MOSAs  marketing strategies0.121783 0.127633 -0.02012 -0.18871 -0.13314 -0.05144 -0.12574 -0.22683 0.046975 -0.14348 -0.19355 0.245977 0.548371 0.000761 0.102736 0.119153 0.133599 0.037715 0.088758 0.093869 0.051824 0.021906 0.056441 1

Q6:MOSA's website-0.04831 -0.35981 -0.10217 0.572212 0.196612 -0.04647 0.073413 -0.01174 0.033019 -0.04161 0.630158 -0.56024 -0.36962 -0.15921 -0.13937 -0.29346 -0.15825 -0.19307 -0.11838 -0.14689 -0.113 -0.01279 -0.05312 -0.20001 1

Q7:MOSAs social media channels -0.01979 0.002127 0.102997 0.146821 -0.01355 0.00394 0.076453 -0.09679 0.02299 -0.01406 0.011094 -0.07729 -0.01442 -0.1339 0.016596 -0.06353 -0.19029 -0.09446 0.063816 0.013585 0.044939 -0.09669 -0.06015 0.10359 0.13068 1

Q8.1:MOSAs Marketing challenges:traditional Marketing0.089894 -0.15506 0.102926 0.033148 -0.01194 0.039781 0.062529 0.097235 0.010629 0.132031 0.036375 -0.05499 -0.04006 0.015371 -0.08483 0.012612 0.068621 -0.14985 -0.02851 -0.00684 0.010046 0.065422 -0.10425 -0.03053 0.121364 -0.17176 1

Q8.2: No expert human resources-0.04702 -0.0877 0.01249 -0.04524 0.038687 -0.02265 0.066959 0.17705 0.098847 0.21416 -0.04216 -0.02657 -0.21885 0.075276 -0.10169 -0.02218 -0.00033 -0.02294 -0.04835 -0.05515 0.0191 0.009392 -0.06927 -0.20265 0.044848 -0.21873 0.536728 1

Q8.3: Eco2mic conditions locally and globally0.033478 0.120931 0.05751 -0.00018 -0.0266 0.061038 -0.00126 -0.08839 0.062828 0.074864 -0.07407 0.139143 0.031805 0.183861 0.102969 0.075002 0.051957 -0.07619 -0.04319 -0.03381 0.025888 -0.01805 0.040654 0.125783 0.049378 -0.14341 0.252531 0.27985 1

Q8.4 :not using any technology trend0.048927 -0.24604 -0.02655 0.117638 0.027613 -0.0568 0.118883 0.16427 0.004504 0.07523 0.13835 -0.09168 -0.16834 -0.02297 0.01241 -0.02852 -0.01504 -0.14736 -0.09515 -0.11098 0.021468 -0.00224 -0.07413 -0.11626 0.075712 -0.20634 0.534925 0.506857 0.276704 1

Q8.5:Lack of qualification and training of staff-0.0383 -0.2444 -0.01924 0.080951 0.109848 0.014147 0.0951 0.15737 0.150919 0.170691 0.024978 -0.05545 -0.1663 0.150228 -0.01818 0.058776 0.057848 0.006138 -0.17936 -0.03295 0.080347 0.031752 0.065972 -0.19684 0.129842 -0.13286 0.590017 0.607738 0.245968 0.610333 1

Q8.6:Follow up and update the content of social media0.026925 -0.18417 0.045223 0.002349 0.070676 -0.06086 -0.01022 0.088611 0.057499 0.146318 -0.07608 0.04687 -0.10544 0.11446 0.102561 0.047538 0.046946 -0.04496 -0.06264 -0.0755 0.076083 -0.02156 -0.04574 -0.15689 -0.05857 -0.16831 0.523126 0.518783 0.259376 0.583815 0.639306 1

Q9.1: MOSAs Marketing covrege Muscat0.148893 -0.07059 -0.0451 -0.33153 -0.20222 -0.03332 -0.02398 -0.05708 -0.01316 0.020073 -0.27026 0.334786 0.336511 0.270079 0.086425 0.221592 0.294858 0.011639 0.084536 0.062659 0.101346 0.087807 -0.03293 0.344143 -0.33727 -0.07112 0.161032 0.063987 0.196388 0.063969 -0.01218 0.060234 1

Q9.2:Al Batinah South0.040394 -0.04334 0.01185 -0.20768 -0.25581 -0.09599 -0.21444 -0.15038 -0.1548 -0.10426 -0.1789 0.258768 0.395017 0.189217 0.108425 0.285059 0.173397 0.005846 0.132215 -0.00175 0.108722 0.188974 0.011128 0.372812 -0.27133 -0.10327 0.08886 -0.08928 0.097166 0.036058 -0.09761 0.012286 0.676765 1

Q9.3:Al Batinah north0.02624 0.06104 0.086431 -0.36012 -0.26191 -0.05398 -0.15677 -0.12326 -0.09652 -0.01171 -0.33033 0.35419 0.398988 0.217228 0.032059 0.259256 0.199848 -0.04704 0.164979 0.059417 0.188785 0.195429 0.007301 0.372913 -0.36532 -0.0714 0.130591 -0.00969 0.156566 0.033893 -0.09562 0.022674 0.70525 0.856531 1

Q9.4: Ad Dakhiliyah0.098933 0.119644 0.132923 -0.3779 -0.22404 0.030536 -0.11229 -0.14794 -0.06743 -0.03676 -0.3517 0.360666 0.465709 0.206473 0.104968 0.264584 0.202374 -0.03148 0.187746 0.068289 0.170323 0.168434 0.035842 0.359992 -0.37392 -0.03354 0.042988 -0.05072 0.189102 0.043402 -0.08743 0.017584 0.650161 0.814175 0.828148 1

Q9.5: Ad Dhahirah 0.099199 0.132322 0.127267 -0.38087 -0.1688 -0.0182 -0.12919 -0.14149 -0.01861 -0.17429 -0.34495 0.262605 0.459596 0.246694 0.126759 0.310033 0.192829 0.095946 0.214991 0.082411 0.17306 0.110144 0.110144 0.371547 -0.33643 -0.05518 -0.05407 -0.10984 0.149984 -0.13121 -0.1503 -0.07953 0.574605 0.76909 0.748859 0.846642 1

Q9.6: Musandam0.141015 0.12952 0.119977 -0.32218 -0.15681 -0.05379 -0.1847 -0.18873 -0.05823 -0.1256 -0.31003 0.27582 0.469661 0.161515 0.176693 0.269497 0.21159 0.0903 0.146368 0.051242 0.199286 0.105639 0.074799 0.367256 -0.30515 -0.01657 -0.02507 -0.11983 0.199154 -0.08012 -0.11654 -0.00343 0.460985 0.67463 0.590499 0.794565 0.841254 1

Q9.7[Ash Sharqiyah South 0.129398 0.058316 0.075853 -0.31882 -0.19122 -0.04506 -0.18026 -0.15146 -0.06516 -0.08883 -0.23773 0.239383 0.394314 0.185452 0.128909 0.259439 0.177232 0.068418 0.17052 0.033285 0.178791 0.168267 0.039012 0.368452 -0.24329 -0.00466 0.023587 -0.05873 0.182384 -0.08487 -0.14089 -0.07024 0.598016 0.795011 0.797887 0.789283 0.816967 0.749914 1

Q9.8 [Ash Sharqiyah north0.108895 0.157351 0.082456 -0.38494 -0.19061 -0.00283 -0.13179 -0.14388 -0.05105 -0.07524 -0.30286 0.257846 0.47279 0.19452 0.08523 0.221245 0.232087 0.014498 0.20742 0.064335 0.146223 0.061526 0.047646 0.385777 -0.27061 -0.0532 0.04559 -0.10847 0.183438 -0.07236 -0.14397 -0.07049 0.582882 0.760882 0.780203 0.789607 0.797626 0.720805 0.847003 1

Q9.9: Al Wusta 0.117437 0.135087 0.05711 -0.28916 -0.0892 -0.00421 -0.13687 -0.20734 -0.15866 -0.16961 -0.31767 0.270921 0.457032 0.039957 0.156353 0.21355 0.117411 0.135026 0.149537 0.112853 0.109684 0.040848 0.057741 0.34899 -0.32525 0.00045 -0.0148 -0.07929 0.187854 -0.07847 -0.06491 -0.06365 0.414856 0.607346 0.528601 0.684165 0.776824 0.8433 0.711092 0.68257 1

Q9.10: Dhofar0.023162 0.11984 0.106221 -0.32222 -0.2094 -0.00374 -0.09874 -0.1274 0.01211 -0.0888 -0.211 0.205969 0.364217 0.167894 0.104161 0.294625 0.246647 0.067229 0.107932 -0.00121 0.15785 0.162266 0.097514 0.366118 -0.32383 -0.06673 0.029386 -0.07141 0.128257 -0.01724 -0.04701 -0.03141 0.654473 0.784578 0.798241 0.808118 0.818733 0.673804 0.773824 0.784645 0.591873 1

Q9.11:  Al Buraimi0.109196 0.120973 0.069978 -0.38144 -0.10237 -0.00807 -0.13181 -0.08389 -0.05214 -0.07885 -0.28503 0.277717 0.407818 0.145665 0.101835 0.236388 0.149895 0.025608 0.090681 0.143931 0.178427 0.07156 0.056716 0.390989 -0.32532 0.010782 0.081017 -0.10922 0.146418 -0.05449 -0.0336 -0.0284 0.586388 0.708182 0.727989 0.760419 0.813418 0.761788 0.726628 0.756478 0.75134 0.777093 1

Q10: MOSAs E-services #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! 1

Q12.1:popular digital marketing (Twitter ) 0.089726 -0.02947 0.01032 -0.05044 -0.09907 -0.05078 -0.03669 -0.06374 -0.0362 0.114805 -0.13771 0.195934 0.137999 0.13805 0.005538 0.015416 0.132754 -0.16812 -0.04046 -0.05988 0.041025 0.08761 0.047221 0.176187 -0.12047 -0.14021 0.294662 0.189921 0.201188 0.278648 0.257302 0.33421 0.325817 0.222573 0.260843 0.203596 0.1571 0.168388 0.165065 0.155455 0.135389 0.14471 0.177665 #DIV/0! 1

Q12.2:popular digital marketing,Instagram0.147004 -0.18693 -0.12821 -0.04835 -0.04449 -0.09645 -0.0315 -0.08947 -0.02476 0.015485 -0.09777 0.093208 0.196376 0.070163 -0.02999 -0.0734 0.151579 -0.15098 -0.11102 -0.0686 0.058624 0.039771 0.103367 0.17336 -0.04301 -0.10289 0.246873 0.144496 0.146781 0.277081 0.225425 0.314515 0.226334 0.130148 0.144368 0.140746 0.107775 0.135164 0.139678 0.161219 0.105134 0.06756 0.123076 #DIV/0! 0.713697 1

Q12.3:popular digital marketing,Faebook-0.04817 0.09211 0.021618 -0.10042 0.024198 -0.11889 -0.03467 -0.16212 -0.09608 -0.05168 -0.19674 0.180956 0.263238 0.064121 0.075638 0.121121 0.025197 0.038337 0.07091 0.021935 0.088696 0.09833 0.086628 0.263052 -0.14593 0.033339 -0.03318 0.032773 0.190227 0.138707 0.079069 0.127204 0.170748 0.179122 0.226789 0.159106 0.184076 0.156838 0.19471 0.144629 0.200912 0.119104 0.160895 #DIV/0! 0.552003 0.51646 1

Q12.4:popular digital marketing,youtube0.109407 -0.11267 -0.00897 0.036476 -0.0057 -0.08111 0.000312 -0.09466 -0.10329 -0.02149 -0.1034 0.070525 0.063918 0.056851 0.068848 -0.02718 0.076475 -0.10359 -0.1196 -0.00613 0.040874 0.108879 0.084502 0.031678 0.013381 0.082194 0.243449 0.215625 0.323496 0.275067 0.304101 0.279718 0.147488 0.146427 0.194426 0.128618 0.125562 0.114973 0.210267 0.143114 0.198808 0.118369 0.159797 #DIV/0! 0.599431 0.596508 0.640358 1

Q12.5:popular digital marketing [Linkedin]0.047294 -0.04883 -0.05083 0.065565 0.021554 0.004997 -0.04631 -0.20516 -0.15364 -0.14559 -0.05981 0.031254 0.1924 0.141835 0.129063 0.121611 0.03199 0.052374 0.065212 0.100399 0.086439 0.021112 -0.00484 0.111482 -0.0057 0.076428 -0.02181 -0.02279 0.100354 0.108745 0.083602 0.262392 0.055421 0.187473 0.126185 0.174595 0.190074 0.235231 0.160639 0.071042 0.221003 0.093451 0.156801 #DIV/0! 0.382599 0.407469 0.610635 0.508589 1

Q12.6:popular digital marketing [Snapchat]0.100939 -0.17125 -0.10744 0.098346 -0.04389 -0.12299 0.007356 -0.13718 -0.01961 0.004163 0.04309 -0.07792 0.051704 0.071318 0.029032 0.017315 0.013557 -0.12154 -0.13952 -0.04063 0.078121 0.112534 0.091053 0.071445 0.056596 0.017662 0.08267 0.046377 0.13182 0.196948 0.206514 0.202152 0.080272 0.148621 0.118259 0.123292 0.074897 0.134015 0.125116 0.038814 0.087813 0.091145 0.143434 #DIV/0! 0.485523 0.6573 0.439401 0.573182 0.526004 1

Q12.7:popular digital marketing [Telegram]-0.09224 0.118014 0.003922 -0.06489 -0.175 0.089221 -0.13626 -0.16585 -0.06163 -0.09762 -0.19712 0.170657 0.260519 0.162208 0.09594 0.133087 0.077787 0.114018 0.038256 0.139287 0.058971 0.019294 0.153948 0.238557 -0.12167 -0.00197 0.019535 -0.02673 0.234353 0.081524 0.14919 0.126916 0.014377 0.14086 0.132651 0.187119 0.195243 0.281869 0.144504 0.145985 0.286018 0.167521 0.312637 #DIV/0! 0.250746 0.239709 0.487739 0.378324 0.641188 0.422195 1

Q12.8:popular digital marketing [Whatsapp ]0.109997 -0.09424 -0.00574 -0.02573 0.002441 0.019466 0.004757 -0.09451 -0.04744 -0.03254 -0.08429 0.054203 0.151947 0.022639 -0.07723 -0.04032 0.125349 -0.12888 -0.08092 -0.01697 0.071278 0.118978 0.093611 0.120937 -0.01256 -0.05487 0.222156 0.131882 0.216996 0.143907 0.186493 0.155351 0.288894 0.20368 0.251358 0.184753 0.234719 0.20142 0.276104 0.174057 0.251987 0.212762 0.221681 #DIV/0! 0.612443 0.569663 0.471841 0.671671 0.40776 0.504283 0.207627 1

Q12.9:popular digital marketing [Google(SEO)]-0.00378 -0.04947 -0.05273 -0.04241 -0.08811 0.086345 -0.02304 -0.10005 -0.10526 -0.16024 -0.13037 0.026487 0.211308 0.051758 0.117917 0.135196 -0.02753 0.07039 0.103669 0.138122 0.130372 0.007441 0.13067 0.2083 -0.08499 -0.02246 0.116186 0.043925 0.194399 0.067078 0.121306 0.108571 0.147518 0.215725 0.187334 0.178998 0.278252 0.242696 0.251578 0.214011 0.318373 0.209969 0.276035 #DIV/0! 0.309485 0.324898 0.434899 0.517788 0.390408 0.304897 0.457081 0.451339 1

Q13: MOSAs most popular program logo0.024419 -0.11341 -0.07947 0.429057 0.079227 0.035453 0.09973 -0.02596 0.024095 -0.10988 0.496832 -0.45425 -0.30311 -0.01879 0.014339 -0.24645 -0.17294 -0.03889 -0.09286 -0.10152 -0.0134 -0.01356 0.020094 -0.07819 0.287709 0.028366 -0.00332 0.077425 -0.08587 0.058751 -0.00334 -0.04923 -0.19166 -0.18674 -0.28274 -0.23254 -0.19699 -0.19868 -0.1682 -0.18878 -0.11695 -0.21538 -0.25218 #DIV/0! -0.04496 -0.02797 -0.09225 -0.03276 -0.01437 0.013821 -0.05089 -0.08367 0.032846 1

Q14: MOSAs brand name 0.041699 0.159016 0.025857 -0.34449 -0.22188 0.087949 -0.08099 -0.01555 -0.02032 0.057251 -0.34367 0.401202 0.497301 0.002698 0.101315 0.231465 0.15251 0.062902 0.228984 0.129479 0.103815 0.200137 -0.06704 0.44181 -0.30162 0.070915 -0.0511 -0.20342 0.07306 -0.13974 -0.18741 -0.08939 0.297152 0.344172 0.385162 0.356471 0.278316 0.266932 0.321499 0.350864 0.249573 0.29315 0.330849 #DIV/0! 0.085301 0.068356 0.201998 0.090328 0.090821 -0.06458 0.165409 0.108345 0.172469 -0.43521 1

Q15.1: MOSAs  Most target group,Children0.147038 0.071536 0.035797 -0.33288 -0.19758 0.020963 0.092908 -0.03116 -0.16442 -0.00823 -0.34891 0.292141 0.361428 0.175559 0.006662 0.193532 0.124865 0.031233 0.287034 0.201354 0.172858 0.163181 0.016099 0.176176 -0.28717 -0.11917 0.113331 0.018264 0.199043 0.082311 -0.03985 0.07587 0.257368 0.289707 0.368636 0.372286 0.328877 0.334778 0.375523 0.3397 0.268867 0.27317 0.339522 #DIV/0! 0.231516 0.220233 0.332558 0.240184 0.209225 0.180111 0.329563 0.235414 0.351334 -0.19406 0.354815 1

Q15.2: MOSAs  Most target group[Teenagers - Females]0.232431 0.141276 -0.05517 -0.35783 -0.06077 -0.03115 0.008427 -0.09681 -0.13857 -0.06702 -0.38527 0.331474 0.398633 0.141588 0.044041 0.21371 0.122523 0.054507 0.234162 0.232011 0.207338 0.144591 -0.01646 0.274549 -0.28988 -0.06118 0.11563 0.015697 0.211452 0.005675 -0.07126 0.162932 0.260125 0.297732 0.306113 0.33794 0.339066 0.38616 0.360861 0.351827 0.320566 0.258704 0.367365 #DIV/0! 0.2457 0.252179 0.260281 0.166978 0.215589 0.192858 0.308874 0.163415 0.357852 -0.1808 0.356413 0.7591 1

Q15.3: MOSAs  Most target group [Teenagers - males]0.245538 0.007334 0.036441 -0.28977 -0.15374 -0.06813 -0.00237 -0.03289 -0.12507 0.032242 -0.30362 0.379697 0.299888 0.207193 0.040085 0.228756 0.243844 -0.05816 0.231816 0.195088 0.216524 0.29286 0.038191 0.308692 -0.2833 -0.09768 0.1754 0.0368 0.124997 0.025318 0.001941 0.08351 0.46181 0.437747 0.452915 0.47582 0.410497 0.395941 0.404166 0.410068 0.286742 0.386718 0.474879 #DIV/0! 0.359913 0.318826 0.194153 0.192359 0.151791 0.236701 0.191329 0.200689 0.280484 -0.18786 0.354782 0.609084 0.704674 1

Q15.4: MOSAs  Most target group : [Youth - males]0.216337 0.057201 0.030837 -0.31602 -0.07568 -0.07228 0.029139 -0.02784 -0.06852 0.112276 -0.31776 0.35378 0.282966 0.199345 0.119471 0.219729 0.203579 -0.00459 0.179245 0.158739 0.198821 0.235579 0.00372 0.27291 -0.34124 -0.17051 0.175956 0.11323 0.259995 0.184915 0.083102 0.230033 0.507484 0.421959 0.535562 0.48867 0.414849 0.345713 0.432535 0.423857 0.29468 0.443833 0.435058 #DIV/0! 0.462651 0.36148 0.323604 0.319528 0.195634 0.281594 0.183431 0.313784 0.306125 -0.19696 0.31489 0.596904 0.594263 0.744693 1

Q15.5: MOSAs  Most target group [Youth - Females]0.165431 0.094003 0.000466 -0.31675 -0.01029 -0.03963 0.084623 -0.08817 -0.19048 -0.01393 -0.37767 0.311887 0.393624 0.057651 0.021775 0.155228 0.083357 0.035574 0.191344 0.207459 0.140834 0.10844 -0.01306 0.273932 -0.28703 -0.04296 0.081477 0.012554 0.103897 0.119496 -0.01221 0.160576 0.302679 0.292722 0.373447 0.414592 0.37642 0.333207 0.298261 0.324975 0.288962 0.347078 0.379055 #DIV/0! 0.251971 0.243658 0.342995 0.246969 0.253709 0.192428 0.262229 0.254235 0.367032 -0.16446 0.348567 0.696842 0.754858 0.597905 0.675114 1

Q15.6: MOSAs  Most target group [Mature - males]0.239765 -0.07788 -0.04518 -0.10378 -0.07258 -0.18116 -0.01142 -0.13712 -0.12343 -0.04508 -0.12862 0.194321 0.15233 0.086851 0.14557 0.201337 0.118981 0.002455 0.169784 0.146091 0.299997 0.225184 0.010418 0.18476 -0.13127 -0.09208 0.122896 0.073127 0.093964 0.189761 0.079798 0.158636 0.335462 0.306623 0.306126 0.289751 0.246573 0.249047 0.341254 0.283716 0.208563 0.302372 0.269308 #DIV/0! 0.320135 0.267523 0.271564 0.336389 0.195127 0.343277 0.145011 0.299802 0.258656 -0.15606 0.207217 0.42883 0.429633 0.601735 0.674541 0.481201 1

Q15.7: MOSAs  Most target group [Mature - Females]0.102098 0.024343 -0.12712 -0.13725 -0.07519 -0.14467 -0.03301 -0.19637 -0.1738 -0.11383 -0.25065 0.243739 0.205558 0.000986 0.000986 0.190425 -0.01833 0.06307 0.119865 0.141989 0.223122 0.086511 -0.00741 0.228285 -0.16837 -0.05693 0.080209 0.029259 0.144164 0.104886 0.001481 0.145695 0.21488 0.280445 0.281048 0.271781 0.255864 0.267643 0.266805 0.225855 0.209413 0.280698 0.252337 #DIV/0! 0.204739 0.189462 0.293146 0.240761 0.232823 0.224918 0.271839 0.20812 0.341239 -0.18424 0.247659 0.565877 0.684315 0.522874 0.545086 0.768804 0.678765 1

Q15.8: MOSAs  Most target group[Older people - males]0.120667 0.011506 0.00929 -0.04638 -0.14935 -0.08523 -0.04529 -0.17217 -0.13348 -0.26814 -0.03324 0.092118 0.176489 0.012326 0.104084 0.114974 -0.0358 0.031828 0.118759 0.030185 0.292844 0.155043 0.035183 0.269108 -0.09617 0.071475 0.057451 -0.05526 0.166403 0.114381 -0.12925 -0.00397 0.132713 0.213294 0.201444 0.219346 0.190157 0.214973 0.224748 0.176679 0.180967 0.164099 0.204737 #DIV/0! 0.132763 0.171417 0.253339 0.207789 0.146872 0.122875 0.183036 0.134885 0.321165 -0.04556 0.319657 0.466332 0.482666 0.406993 0.275044 0.33915 0.498708 0.528119 1

Q15.9: MOSAs  Most target group [Older people - Females]0.05774 0.07974 -0.09971 -0.14393 -0.17431 -0.04648 -0.10558 -0.19866 -0.18863 -0.31055 -0.16481 0.170369 0.265367 -0.00542 0.09241 0.072953 -0.04323 0.032362 0.143411 0.120022 0.252222 0.080535 0.052136 0.25109 -0.13731 0.050445 0.028373 -0.04927 0.134256 0.05616 -0.1342 -0.02476 0.085911 0.1523 0.142987 0.183856 0.157216 0.208331 0.168964 0.141259 0.227429 0.081876 0.188711 #DIV/0! 0.052273 0.072372 0.260624 0.168945 0.169438 0.077647 0.27344 0.082193 0.260594 -0.06777 0.316265 0.525847 0.57013 0.383354 0.238125 0.462465 0.464985 0.623757 0.84757 1

Table 64: P-Value 

In this picture, the green squares indicate the positive P-Value is greater than .05 

and the red squares indicate negative P-Value of negative which is less than 

.05.As is clear, there is a diversity of possibilities in this research. 

SUMMARY 
OUTPUT 

        

         Regression Statistics 
       Multiple R 0.27208083 

       R Square 0.074027978 
       Adjusted R 

Square 0.067013038 
       Standard 

Error 1.294298825 
       Observatio

ns 134 
       

         ANOVA 
        

  df SS MS F 
Significan

ce F 
   

Regression 1 
17.678

32 
17.678

32 
10.552

9 0.001471 
   

Residual 132 
221.12

76 
1.6752

09 
     

Total 133 
238.80

6       
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  Coefficients 
Standar
d Error t Stat P-value 

Lower 
95% 

Upper 
95% 

Lower 
95.0% 

Upper 
95.0% 

Intercept 1.595294118 
0.3409

97 
4.6783

17 
7.07E-

06 0.920768 
2.2698

21 
0.9207

68 
2.2698

21 

Gender 0.834705882 
0.2569

49 
3.2485

23 
0.0014

71 0.326435 
1.3429

77 
0.3264

35 
1.3429

77 

Table 65: Regression Statistics 

The hypothesis of this study was tested by both deductive and descriptive 

statistical methods. It is important to investigate the independent variable (digital 

marketing strategies) and the dependent variable (brand success) for this study. 

The regression test shows that the strategies are in brand success F =10.55 as 

shown in the table above. 

  

Q9.1: 
MOSAs 
Marketi

ng 
covrege 
Muscat 

Q9.2:Al 
Batinah 
South 

Q9.3:Al 
Batinah 

north 

Q9.4: Ad 
Dakhiliy

ah 

Q9.5: 
Ad 

Dhahira
h  

Q9.6: 
Musanda

m 

Q9.7[As
h 

Sharqiy
ah 

South  

Q9.8 
[Ash 

Sharqiy
ah north 

Q9.9: Al 
Wusta  

Q9.10: 
Dhofar 

Q9.11:  
Al 

Buraimi 

Q9.1: MOSAs 
Marketing covrege 
Muscat 

1.91044
8 

          Q9.2:Al Batinah 
South 

1.03731
3 

1.2297
28 

         Q9.3:Al Batinah 
north 

1.17910
4 

1.1489
2 

1.4631
32 

        

Q9.4: Ad Dakhiliyah 
0.92537

3 
0.9297

17 
1.0315

21 1.06037 
       

Q9.5: Ad Dhahirah  
0.79104

5 
0.8494

65 
0.9022

05 
0.86834

5 
0.9920

36 
      

Q9.6: Musandam 
0.62686

6 
0.7360

21 
0.7027

18 
0.80496

8 
0.8243

48 0.967922 
     Q9.7[Ash Sharqiyah 

South  
0.87313

4 
0.9312

76 
1.0194

92 
0.85854

3 
0.8595

46 0.77935 
1.11583

9 
    Q9.8 [Ash Sharqiyah 

north 
0.88059

7 
0.9222

54 
1.0315

21 
0.88872

8 
0.8683

45 0.775117 
0.97794

6 
1.19469

8 
   

Q9.9: Al Wusta  
0.51492

5 
0.6048

12 
0.5741

81 
0.63265

8 
0.6948

1 0.745043 
0.67453

8 
0.66997

1 
0.8064

16 
  

Q9.10: Dhofar 
1.05970

1 
1.0192

14 
1.1310

98 
0.97482

7 
0.9552

8 0.776565 
0.95756

3 
1.00467

8 
0.6226

33 
1.3722

99 
 

Q9.11:  Al Buraimi 
0.82835

8 
0.8026

29 
0.8999

78 0.80029 
0.8280

24 0.765984 
0.78447

3 
0.84506

6 
0.6895

75 
0.9303

85 
1.0445

53 

Table 66: MOSAs Marketing Converge 

An investigation was conducted in question 9 the extent of the ministry's coverage 

in marketing of services and programs throughout the Sultanate as shown in the 

above Table66. The most covered province in the MOSAs promotion is Muscat 

which shows in green color and less marketing coverage in Alwusta which shows 

in red color. 
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4.4 Summary 

Results and analysis of (interviews and questionnaire) both qualitative and 

quantitative research were discussed during this chapter. The results indicate a 

positive impact between the changes of digital marketing strategies in building the 

brand name of MOSA. Both of inferential and descriptive statistical methods were 

used, presented and analyzed by combination of a literature review. 

In the next chapter the results will be summarized and presented best 

recommendations. It will also raise some of the aspects related to future research. 

In addition, it will cover of the sustainability side, as well, will provide a final 

reflection of the student in the study. 
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Chapter 5: Conclusion and recommendations 

5.1 Introduction 

This chapter is one of the crucial parts as ultimate conclusions have been derived 

from collected data. This research work aimed at improving brand image of the 

Ministry of Sports Affair (MOSA) by developing innovative and effective digital 

marketing strategies. And in order to meet this aim, following objectives have 

been prepared: (1) To get an overview of digital marketing strategy, (2) To gather 

depth understanding of digital marketing strategy currently in use within MOSA, 

(3) To investigate the impact of this strategy on the brand image of MOSA, (4) To 

recommend an effective digital marketing strategy which would help in enhancing 

brand image of MOSA.  

Considering these key objectives and research questions, findings of both 

qualitative and quantitative research have been summarized. This is followed by a 

number of recommendations that would enable MOSA to contribute towards an 

enhanced brand image. The sustainability digital marketing strategy section 

furthermore, highlights integration of sustainability within the marketing strategy. 

This ministry of Oman is responsible for establishment of a sport system which 

would utilize human as well as technical resources to ensure sports for every 

member of the society. Sustainability of the proposed digital marketing strategy 

would therefore, enable MOSA Oman to play a significant role for the wellbeing 

of the entire community.  

5.2 Conclusions  

Four questions have been considered in this research, answers of which would test 

the hypotheses and would help in nullify the irrelevant hypothesis. Therefore, in 

order to examine whether there is a impact between digital marketing strategy and 

success of the brand, qualitative research in the form of interview has been 

conducted. In this method, 10 experienced personnel from the Ministry of Sports 

Affair Oman and some marketing experts have been chosen and interviewed. At 

the same time, the researcher also opted for quantitative research by surveying 

134 individuals with the help of 15 fully-structured close-ended questions. 
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Research question 1 

This question was all about strategies that can be adopted for ensuring enhanced 

digital marketing. The researcher started with collection of information relevant to 

this question from past literature works (section 2.3). Ways by which digital 

marketing strategies can be developed and implemented within an organization 

along with the benefits of such strategies have been prioritized. Moreover, the first 

question of qualitative research has been prepared with an aim to gather depth 

insights about marketing strategies that would enable organizations to be in a 

competitive edge in this era of technological advancements. Four most common 

answers as analyzed from response of interviewed employees of MOSA seemed 

to be “using new technology tools”, “adoption of social media applications”, 

“business objectives” and “value proposition”.  

Additionally, general analysis of 134 respondents has been done prior to 

proceeding with survey in terms of usage of technological devices. This in turn 

revealed that 94% of the respondents make use of smart phone on a daily basis 

with 2.2% on a weekly basis. Only 2.2% on the contrary, have been analyzed to 

be not much into using these advanced technology-based devices. From this, it 

can therefore, be deduced that organizations are required to emphasize more on 

personalized media contents and share such with diversified group of audiences. 

Inspired by the ideas of Kingsnorth (2019), doing so would not only ensure 

reaching to international markets, rather this would also lower down marketing 

expenses as using social media applications does not require any additional 

expenses.  

Research question 2 

Emergence of technology has made it mandatory for organizations to adopt digital 

marketing strategies, use of which would support benefit maximization thereby 

reaching to millions and millions of customers. And in order to do so, it is 

paramount to combine channel options and digital assets, followed by planning 

and auditing different tools which would propel digital information (Grossberg 

2016). This question intended to reveal about marketing strategies that are 

currently used by MOSA and the second interview question has been prepared 
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accordingly. Majority of employees of MOSA shared their experiences and 

illustrated that no formal marketing strategy is in use within this ministry. They 

further added that there is lack of marketing experts, effective marketing plan 

besides the fact that no significant technology or social media applications are 

available.  

In spite of the fact that MOSA has succeeded in establishing varieties of sport 

system however, there is a lack of communication between departments. Answers 

obtained from question 4 and 5 of quantitative research furthermore, agreed with 

that of interviewed answers. For instance, 51.5% of surveyed respondents 

mentioned that they are less likely to receive news and announcements of MOSA. 

Additionally, 73.9% agreed that MOSA has been lagging behind in terms of a 

specified marketing strategy. At the same time, 57.5% responded that they follow 

this ministry on Twitter while 26.1% on Instagram, 11.9% on Facebook, and 3.7% 

on YouTube. From the 8th question, it can be deduced that most significant 

challenge faced by MOSA in context to marketing is lack of human resources.     

Research question 3 

This question widened up scopes to determine the impact of digital marketing on 

brand image. Brand image is crucial for organizations, regardless of any type or 

size as it reveals specialty and uniqueness of products or services (Wang and Kim 

2017). Section 2.2 further depicted that the brand image (also known as logo) 

needs to be such that reflects the overall business and primary qualities that is the 

trademark. The third question of the interview enabled the researcher to gather 

knowledge about Industry 4.0 which tends organizations to make effective 

utilization of advanced tools like cloud computing, cognitive computing and 

Internet of Things (IoT). As opined by Aswani et al. (2018), these technologies 

would altogether ensure interconnection, decentralized decision-making, technical 

assistance as well as transparency of information thereby building the brand name.  

Question 16 as mentioned under the survey questionnaire added that adoption of a 

significant digital marketing strategy would amplify the ability of MOSA to share 

key messages with a diverse range of people. Furthermore, it is evident from 

question 13 of quantitative research that lack of digital marketing strategies tended 
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79.9% of surveyed respondents to not get familiar with the brand image of 

MOSA. The respondents added that there is poor coverage of marketing at 

following locations: 

Al Batinah South 

Al Batinah North 

Ad Dakhiliyah 

Ad Dhahirah 

Musandam 

Ash Sharqiyah South 

Ash Sharqiyah North 

Al Wusta 

Al Buraimi.  

Surveyed respondents have been analyzed to be willing to access services offered 

by MOSA with their smart phones, thereby depicting implementation of a digital 

marketing strategy which would suggest this ministry to prepare creative media 

contents. From all these, it can therefore be concluded that there is a positive 

impact between digital marketing strategies and overall success of the brand 

which in turn, nullify H0.  

Research question 4  

This question enabled the researcher to come up with a number of best practices 

that can be included in the digital marketing strategy so as to strengthen the brand 

image of the Ministry of Sports Affairs (MOSA). The most common answer to the 

fourth interview question which encompassed around digital marketing best 

practices for raising ministerial activity in Oman was analyzed to be “having a 

continuous plan and road map”. According to the ideas of Zhu and Chen (2015), a 

valid and accurate roadmap and plan altogether would enable an organization 

measure own KPIs, followed by analyzing marketing strategy of competitors. 

Additionally, it is essential to prepare a digital marketing calendar which would 

provide with a timeline, within which key methods to promote the business needs 

to be evaluated.  
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Question 12 as included in the survey questionnaire revealed about the fact that 

Twitter along with WhatsApp are undoubtedly two most popular channels for 

digital marketing. The next question enabled the researcher to gather information 

about the reality that the majority of respondents are unaware of the brand image 

that represents MOSA. The fact that MOSA mainly targets both female and male 

youth and teenagers has been analyzed from question 15. Status of widespread use 

of social media platforms, especially Twitter all across Oman is found to be 

11.5% as of July 2019, next to Facebook and Youtube (Statcounter.com 2019). As 

per estimation of Times of Oman, there was a time when the youth generation was 

much more into using WhatsApp. This however, underwent transformation, 

ending with the popularity of Twitter which is evident from the statistics that more 

than 6,00,000 tweets are generated per day on an average. This social media 

application might therefore, turn out to be advantageous for MOSA to offer 

comprehensive sports services to millions of people.  

5.3 Recommendations 

The Ministry of Sports Affair (MOSA) Oman offers sports activities for people 

with varying needs. For instance, MOSA organizes youth camps, boat race, 

women bowling contest, league games, sports contests for international as well as 

private schools, indoor football championships (Omanportal.gov.om 2019). Sports 

activities for people with special needs supports people with disability like hearing 

impairment however, it is obvious for all to not have adequate and detailed 

information of this. The first recommended digital marketing strategy for MOSA 

in such an instance would be to opt for social media marketing. Being one of the 

fastest growing trends, active users in social media platforms has increased to 

more than 2.60 million in Oman (Statcounter.com 2019). With this, it would be 

easy for MOSA to ensure increase in number of participants thereby making such 

events a grand success besides enhanced brand image. In order to adopt this 

strategy, it would be essential for MOSA to recruit a dedicated team who would 

create simple and clear contents, based on which users would be attracted (Ashley 

and Tuten, 2015). Answers obtained from surveyed respondents as well as from 

existing employees of MOSA unveiled widespread use of Twitter in Oman. 
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Considering this, it would be suggested for the content writing team of MOSA to 

tweet frequently about sports activities and events along with images. Inspired by 

the ideas of Hudson et al. (2016), special emphasis needs to be given on using 

hashtags while adding Meta information. This is because one can easily access 

tweeted information or posts by simply using associated hashtags.  

The second recommendation that might prove to be advantageous for MOSA to 

make diversified people aware of sports event organized is use of marketing 

automation. This is a type of software that is used for targeting customers by 

automatically generating and sharing personalized marketing messages across 

different channels. These channels can be any one among website, email, social 

media or text message (Heimbach et al. 2015). This software can moreover, be 

used by respective marketing departments to remove repetitive tasks which would 

then help in increasing overall efficiency of digital marketing. Question 2 of 

quantitative research ended with the analysis that organizing marketing campaigns 

is likely to enable MOSA in making people aware of its activities, events and 

services offered. Marketing automation when used alongside these campaigns 

would ensure extended reach with creation of inbound marketing. As opined by 

Duncan and Fliptop Inc (2016), the concept of inbound marketing is used by 

vendors to find prospects for top to mid-funnel via personalized pitches derived 

from analytical tools.  

 

Figure65: Main features of Marketing Automation (Heimbach 2015) 
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Adoption of Pay-per-click (PPC) Management Services is the third as well as 

most crucial recommendation. Reason behind this is that this digital marketing 

strategy ensures availing benefits of the following: 

● Google AdWords (search and display network) 

● Twitter ads 

● Bing advertising 

● YouTube advertising 

● Facebook ads 

● Retargeting groups across various search engines. 

Additionally, this digital marketing service ensures keyword management which 

would enhance the visibility of the website thereby increasing both quality as well 

as quantity of website traffic. This service also comes with the feature of monthly 

campaigns performance report generation. This report would contain detailed 

information about revenue generated, number of clicks, opens, subscription to 

official newsletter and updates (Depaoli and Siedlecki 2018). However, for this, it 

would be desirable for Ministry of Sports Affair to fill up the questionnaire 

provided by the service provider, evaluate terms and conditions of the PPC 

account, followed by account setup. In spite of the fact that the service provider 

would be responsible for managing bid, keyword and targeting adjustments 

however, contents to be posted for advertising need to be provided by MOSA.  

Recommendation for future research: The current research focused on 

describing senior officials and marketing managers in MOSA on involvement to 

the development of digital marketing strategies. The recommendation for future 

research is to conduct more qualitative studies in private sector organizations that 

are interested in sports sector and that help to understand and compare the 

relationship between digital marketing strategies and brand name. Case studies 

would increase and diversify a better and accurate perception of the impact of 

digital marketing strategies on brand name. 

5.4 Sustainability and digital marketing strategy 
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In accordance with the ideas put forward by Taiminen and Karjaluoto (2015), it 

can be mentioned that digital marketing strategy is likely to have a sustained 

impact on the ultimate outcome of an organization, in terms of sales, growth, 

revenue and profitability. This technology-based business environment is 

however, dynamic for which, continuous improvement is highly desired to ensure 

maximization of assets. Dumitriu et al. (2019) on the other hand, argued that 

growing needs of individual resulted in huge competition thereby tending 

organizations to focus more on immediate or short-term results. Taking these 

instances of un-sustainability, it can be recommended to MOSA to establish a 

sustainable digital marketing strategy that would automatically allow optimization 

of conversion rate. According to the ideas of Jankowski et al. (2017) one of the 

significant examples of sustainable asset that an organization has is the content 

strategy. It is this strategy which solely differentiates the brand from competitors 

besides increasing organic traffic as well as effectiveness of investment in digital 

media networks. It is moreover, observed that this strategy is efficient enough to 

diminish average cost per qualified visit with time. From a different perspective, it 

can be mentioned that these altogether fuel up performance, ensuring 

enhancement of the brand image. 

In this context, the concept of A/B testing can be introduced which is basically an 

experiment which facilitates statistical analysis of two or more variants. This is 

then followed by determining the variation that would achieve the conversion goal 

better. Optimization of conversion rate is highly essential for organizations like 

MOSA to reduce customer acquisition costs and to become more efficient with 

media budget. This is however; complex as measuring the percentage of visitors 

to the website is dynamic and requires advanced analytical skills (Pomering 

2017). A/B testing would therefore, ensure that members of group A get to access 

a different version of the website in comparison to that of group B as shown in 

figure below: 
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Figure66: Framework of A/B testing (Pomering 2017) 

 

Figure67: Key elements of A/B testing-based sustainable digital marketing strategy (Heimbach 

2015) 

This testing facilitates use of Google Analytics which would automatically 

provide with details about visitors. On the basis of this, weaknesses in conversion 

funnel can be identified, thereby enabling the marketing department to get 

accurate data about parameters that need to be optimized. This is then followed by 

hypothesis wherein the most appropriate way for changing Version A, based on 

particular goal would be gathered (Heimbach et al. 2015). In context to the chosen 

ministry, the third stage would suggest MOSA to specify and register an action by 

providing a URL which in turn would receive data. It would then be required by 

the ministry to choose the algorithm such that entire traffic can be divided thereby 

proceeding with the experiment. The last stage is interpretation where statistical 

significance is considered for drawing a valid conclusion. For instance, in case 

version B seems to be attracting more visitors due to the presence of an effective 

CTA (Call-To-Action) in comparison to version A then the concerned business is 

more likely to opt for that.  
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Self-Reflection 

Through this experience I gained a lot of skills. The first thing I 

experienced in this involvement was my happiness and my enjoyment until the 

last minute. I learned how to make research plans, divide time and increase my 

knowledge, which help me in my studies, my personal and professional life. It 

was difficult to keep up with studying, caring for children and taking care of the 

house at the same time. But my enthusiasm, the support of my brothers and my 

mother made me fulfill my search requirements. 

This section showcases experience gathered by the researcher throughout the 

research lifecycle, starting with critically reviewing past literature works, 

conducting interview sessions, surveying respondents to coming to a valid 

conclusion. This entire study enabled me to master collected knowledge. The 

present trend of technological advancements and using of digital marketing 

strategies is wide, diverse and conflicting. Due to this, it was quiet difficult for me 

to proceed with the research work by gathering past literatures that are relevant to 

prepared objectives as well as was time-consuming. In the meanwhile, I however, 

gathered a brief overview of importance of brand image for an organization. I 

furthermore, laid emphasis on the process of brand image development in order to 

make it easy for me to determine the relationship between digital marketing 

strategies and success of the brand that is Ministry of Sports Affair (MOSA) 

Oman. Gathering in-depth knowledge about benefits of digital marketing 

strategies and ways to develop and implement such helped me to prepare 

questions for employees of MOSA. Interviewing 10 experienced personnel from 

MOSA and interpreting their responses seemed to be stressful at the first place. 

However, I prepared a set of 4 open-ended questions, based on research objectives 

and questions which therefore, enabled me to proceed in the right direction.  

In order to begin with systematic surveys, I used the probability sampling 

technique and sorted 134 respondents beforehand and then proceeded with 

surveying. However, prior to these, I prepared a close-ended questionnaire, each 
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questions of which were related to current marketing strategy and activities of 

MOSA. I then used the SPSS tool for completing the complex statistical data 

analysis as well as to obtain bar graphs against every question. Many tools are 

available in statistics analysis but I chose IBM SPSS 25, the latest version. Using 

of this software and related tools made me acquire detailed knowledge and to be a 

proficient in this field. The college organized workshops for dissertation thesis 

most useful in identifying the gap and continuing to follow. Active engagement of 

my supervision throughout the work was a plus point. This is because continuous 

positive and especially negative feedback of my supervisor helped me to 

maximize own ability of learning and analysing gathered data in a critical tone. 

All these together laid the foundation thereby helping me to write every chapter 

smoothly. While writing the recommendation section in the last chapter, I was 

able to improve own analytical skills. This is because this section required a 

smooth blend or mix of obtained suggestions and accordingly coming up with 

effective practices to be included within the digital marketing strategy of MOSA. 

Proud of myself that I have done my best to meet the requirements of research and 

all this helps me increasing my balance of knowledge to move forward to get 

degree in field of digital marketing in the future. 
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Reliability Statistics 
 

 
 
 
 
 
 
 
 

Gender 

 

 

Gender

FemaleMale

Freq
uenc

y

100
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0

Gender

_

_ 

Age 
 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid 15-20 3 2.2 2.2 2.2 

21-30 43 32.1 32.1 34.3 

31-40 61 45.5 45.5 79.9 

41+ 27 20.1 20.1 100.0 

Total 134 100.0 100.0  

 

 

 

Cronbach's Alpha N of Items 

.884 64 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Male 100 74.6 74.6 74.6 

Female 34 25.4 25.4 100.0 

Total 134 100.0 100.0  
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Age

41+31-4021-3015-20
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que

ncy
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0

Age

__ 

Education Level 
 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid High School 11 8.2 8.2 8.2 

Diploma 18 13.4 13.4 21.6 

Bachelors 58 43.3 43.3 64.9 

Masters 42 31.3 31.3 96.3 

PHD 5 3.7 3.7 100.0 

Total 134 100.0 100.0  
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PHDMastersBachelorsDiplomaHigh School
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Education Level
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Represent 
 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid MOSAs employee 45 33.6 33.6 33.6 

Public citizen 89 66.4 66.4 100.0 

Total 134 100.0 100.0  
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Public citizenMOSAs employee
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Represent

__ 

Playing Sport 
 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Daily 25 18.7 18.7 18.7 

Weekly 54 40.3 40.3 59.0 

Monthly 22 16.4 16.4 75.4 

Once every 6 months 10 7.5 7.5 82.8 

not intrested 23 17.2 17.2 100.0 

Total 134 100.0 100.0  
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not intrestedOnce every 6 
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Q1.1 Using technology devices: smart phone 
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 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Daily 126 94.0 94.0 94.0 

weekly 3 2.2 2.2 96.3 

Monthly 2 1.5 1.5 97.8 

Not using 3 2.2 2.2 100.0 

Total 134 100.0 100.0  

 

 

Q1.1 useing tech2logy devices: smart phone
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Q1.1 useing tech2logy devices: smart phone

 

__ 

Q1.2 Using technology devices: [Tablets] 
 

 
Frequenc

y Percent 
Valid 

Percent 
Cumulative 

Percent 

Valid Daily 25 18.7 18.7 18.7 

Weekly 28 20.9 20.9 39.6 

Monthly 16 11.9 11.9 51.5 

Once every 6 
month 

15 11.2 11.2 62.7 

Not using 50 37.3 37.3 100.0 

Total 134 100.0 100.0  
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Q1.2 useing tech2logy devices : [Tablets]
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Q1.2 useing tech2logy devices : [Tablets]

__ 

Q1.3 using technology devices: [Smart Notebook] 
 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

V
a
li
d 

Daily 21 15.7 15.7 15.7 

Weekly 10 7.5 7.5 23.1 

Monthly 13 9.7 9.7 32.8 

Once every 6 month 20 14.9 14.9 47.8 

Not using 70 52.2 52.2 100.0 

Total 134 100.0 100.0  
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__ Q1.4 Using technology devices : [Smart watches ] 

 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Daily 26 19.4 19.4 19.4 

Weekly 17 12.7 12.7 32.1 

Monthly 6 4.5 4.5 36.6 

Once every 6 month 15 11.2 11.2 47.8 

Not using 70 52.2 52.2 100.0 

Total 134 100.0 100.0  
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__  Q1.5:Using technology devices : [Smart eye glasses] 

 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Daily 15 11.2 11.2 11.2 

Weekly 4 3.0 3.0 14.2 

Monthly 7 5.2 5.2 19.4 

Once every 6 month 16 11.9 11.9 31.3 

Not using 92 68.7 68.7 100.0 

Total 134 100.0 100.0  
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Q1.5:useing tech2logy devices : [Smart eye glasses]
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Q1.5:useing tech2logy devices : [Smart eye glasses]

__ 

Q2:MOSA Vision 
 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid yes 48 35.8 35.8 35.8 

No 86 64.2 64.2 100.0 

Total 134 100.0 100.0  
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Q3:MOSAs activities, events&amp; sport facilities 

 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid No 66 49.3 49.3 49.3 

Yes 68 50.7 50.7 100.0 

Total 134 100.0 100.0  
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__ Q4:MOSAs Brand Name 

 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid No 107 79.9 79.9 79.9 

Yes 27 20.1 20.1 100.0 

Total 134 100.0 100.0  
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Q4:MOSAs Brand Name
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Q4:MOSAs Brand Name

__ 

Q5.1:MOSAs An2uncements: News paper 
 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Less likely 69 51.5 51.5 51.5 

High likely 65 48.5 48.5 100.0 

Total 134 100.0 100.0  
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Q5.1:MOSAs An2uncements: News paper
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Q5.2:MOSAs An2uncements:TV/Radio Ads 
 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Less likely 69 51.5 51.5 51.5 

High likely 65 48.5 48.5 100.0 

Total 134 100.0 100.0  
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Q5.2:MOSAs An2uncements:TV/Radio Ads

__ 

Q5.3:MOSAs An2uncements:Ministry's Website 
 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Less likely 82 61.2 61.2 61.2 

High likely 52 38.8 38.8 100.0 

Total 134 100.0 100.0  
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Q5.3:MOSAs An2uncements:Ministry's Website
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Q5.3:MOSAs An2uncements:Ministry's Website

__ 

Q5.4 Social media 
 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Less likely 57 42.5 42.5 42.5 

High likely 77 57.5 57.5 100.0 

Total 134 100.0 100.0  
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Q5.4 Social media

__ 

Q5.5 [Google search engine(SEO) 
 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Less likely 92 68.7 68.7 68.7 

High likely 42 31.3 31.3 100.0 
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Total 134 100.0 100.0  
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Q5.5 [Google search engine(SEO)
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Q5.6 :Phone call 
 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Less likely 97 72.4 72.4 72.4 

High likely 37 27.6 27.6 100.0 

Total 134 100.0 100.0  
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Q5.6 :Phone call
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Q5.6 :Phone call
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Q5.7 [E-mail 
 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Less likely 101 75.4 75.4 75.4 

High likely 33 24.6 24.6 100.0 

Total 134 100.0 100.0  
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Q5.7 [E-mail
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Q5.7 [E-mail

 

_ Q5.8: Flyers and brochures 

 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Less likely 86 64.2 64.2 64.2 

High likely 48 35.8 35.8 100.0 

Total 134 100.0 100.0  
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__ Q5.9[Outdoor advertising board 
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 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Less likely 79 59.0 59.0 59.0 

High likely 55 41.0 41.0 100.0 

Total 134 100.0 100.0  
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Q5.10: [Word of mouth(other people) 
 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Less likely 79 59.0 59.0 59.0 

High likely 55 41.0 41.0 100.0 

Total 134 100.0 100.0  
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Q5.10: [Word of mouth(other people)
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Q5.10: [Word of mouth(other people)

__ 

Q6: MOSAs  marketing strategies 
 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid No 99 73.9 73.9 73.9 

Yes 35 26.1 26.1 100.0 

Total 134 100.0 100.0  
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Q6: MOSAs  marketing strategies

__ 

Q7:MOSA's website 
 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Yes 59 44.0 44.0 44.0 
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No 52 38.8 38.8 82.8 

3 22 16.4 16.4 99.3 

4 1 .7 .7 100.0 

Total 134 100.0 100.0  
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Q8:MOSAs social media channels 
 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Twitter 77 57.5 57.9 57.9 

Instagram 35 26.1 26.3 84.2 

Facebook 16 11.9 12.0 96.2 

youtube 5 3.7 3.8 100.0 

Total 133 99.3 100.0  

Missing System 1 .7   

Total 134 100.0   
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Q8:MOSAs social media channels
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Q8:MOSAs social media channels

__ 

Q9.1:MOSAs Marketing challenges:traditional Marketing 
 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Strongly Disagree 18 13.4 13.4 13.4 

Disagree 12 9.0 9.0 22.4 

Neutral 35 26.1 26.1 48.5 

Agree 31 23.1 23.1 71.6 

Strongly agree 38 28.4 28.4 100.0 

Total 134 100.0 100.0  
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Q9.4 :not using any technology trend 

 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Strongly Disagree 17 12.7 12.7 12.7 

 Disagree 15 11.2 11.2 23.9 

 Neutral 44 32.8 32.8 56.7 

 Agree 30 22.4 22.4 79.1 

 Strongly agree 28 20.9 20.9 100.0 

 Total 134 100.0 100.0  

 

 

Q9.2: No expert human resources
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__ Q9.3: Eco2mic conditions locally and globally 

 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Strongly Disagree 25 18.7 18.7 18.7 

Disagree 20 14.9 14.9 33.6 

Neutral 45 33.6 33.6 67.2 

Agree 24 17.9 17.9 85.1 

Strongly agree 20 14.9 14.9 100.0 

Total 134 100.0 100.0  
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Q9.3: Eco2mic conditions locally and globally

__ 

Q9.4 :not using any technology trend 
 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Strongly Disagree 17 12.7 12.7 12.7 

Disagree 15 11.2 11.2 23.9 

Neutral 44 32.8 32.8 56.7 

Agree 30 22.4 22.4 79.1 

Strongly agree 28 20.9 20.9 100.0 

Total 134 100.0 100.0  
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Q9.4 :not using any technology trend
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Q9.5:Lack of qualification and training of staff 
 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Strongly Disagree 18 13.4 13.4 13.4 

Disagree 11 8.2 8.2 21.6 

Neutral 36 26.9 26.9 48.5 

Agree 32 23.9 23.9 72.4 

Strongly agree 37 27.6 27.6 100.0 

Total 134 100.0 100.0  
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Q9.5:Lack of qualification and training of staff

 

__ Q9.6:Follow up and update the content of social media 

 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Strongly Disagree 13 9.7 9.7 9.7 

Disagree 13 9.7 9.7 19.4 

Neutral 31 23.1 23.1 42.5 

Agree 40 29.9 29.9 72.4 

Strongly agree 37 27.6 27.6 100.0 

Total 134 100.0 100.0  
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Q9.6:Follow up and update the content of social media
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Q9.6:Follow up and update the content of social media

__ Q10.1: MOSAs Marketing covrege Muscat 

 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Poor 28 20.9 20.9 20.9 

Fair 17 12.7 12.7 33.6 

Satisfactory 43 32.1 32.1 65.7 

Very good 19 14.2 14.2 79.9 

Excellent 27 20.1 20.1 100.0 

Total 134 100.0 100.0  

 

 

Q10.1: MOSAs Marketing covrege Muscat
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Q10.1: MOSAs Marketing covrege Muscat

__ 
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Q10.2:Al Batinah South 

 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Poor 41 30.6 30.6 30.6 

Fair 37 27.6 27.6 58.2 

Satisfactory 40 29.9 29.9 88.1 

Very good 10 7.5 7.5 95.5 

Excellent 6 4.5 4.5 100.0 

Total 134 100.0 100.0  

 

 

Q10.2:Al Batinah South
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Q10.2:Al Batinah South

__ 

Q10.3:Al Batinah north 
 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Poor 49 36.6 36.6 36.6 

Fair 25 18.7 18.7 55.2 

Satisfactory 37 27.6 27.6 82.8 

Very good 17 12.7 12.7 95.5 

Excellent 6 4.5 4.5 100.0 

Total 134 100.0 100.0  
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Q10.3:Al Batinah north
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Q10.3:Al Batinah north

 

 

__ Q10.4: Ad Dakhiliyah 

 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Poor 49 36.6 36.6 36.6 

Fair 32 23.9 23.9 60.4 

Satisfactory 44 32.8 32.8 93.3 

Very good 6 4.5 4.5 97.8 

Excellent 3 2.2 2.2 100.0 

Total 134 100.0 100.0  

 

 



 

 
QQQQQQ 

 

Q10.4: Ad Dakhiliyah
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Q10.4: Ad Dakhiliyah

__ Q10.5: Ad Dhahirah 

 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Poor 54 40.3 40.3 40.3 

Fair 40 29.9 29.9 70.1 

Satisfactory 32 23.9 23.9 94.0 

Very good 5 3.7 3.7 97.8 

Excellent 3 2.2 2.2 100.0 

Total 134 100.0 100.0  

 

 

Q10.5: Ad Dhahirah
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Q10.5: Ad Dhahirah

__ 
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Q10.6: Musandam 

 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Poor 66 49.3 49.3 49.3 

Fair 37 27.6 27.6 76.9 

Satisfactory 22 16.4 16.4 93.3 

Very good 7 5.2 5.2 98.5 

Excellent 2 1.5 1.5 100.0 

Total 134 100.0 100.0  

 

 

Q10.6: Musandam
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Q10.6: Musandam

 

__ Q10.7[Ash Sharqiyah South 

 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Poor 54 40.3 40.3 40.3 

Fair 33 24.6 24.6 64.9 

Satisfactory 34 25.4 25.4 90.3 

Very good 11 8.2 8.2 98.5 

Excellent 2 1.5 1.5 100.0 

Total 134 100.0 100.0  
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Q10.7[Ash Sharqiyah South
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Q10.7[Ash Sharqiyah South

__ 

Q10.8 [Ash Sharqiyah north 
 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Poor 51 38.1 38.1 38.1 

Fair 34 25.4 25.4 63.4 

Satisfactory 35 26.1 26.1 89.6 

Very good 10 7.5 7.5 97.0 

Excellent 4 3.0 3.0 100.0 

Total 134 100.0 100.0  

 

 

Q10.8 [Ash Sharqiyah north
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Q10.8 [Ash Sharqiyah north

__ 
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Q10.9: Al Wusta 
 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Poor 72 53.7 53.7 53.7 

Fair 36 26.9 26.9 80.6 

Satisfactory 22 16.4 16.4 97.0 

Very good 2 1.5 1.5 98.5 

Excellent 2 1.5 1.5 100.0 

Total 134 100.0 100.0  

 

 

Q10.9: Al Wusta
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Q10.9: Al Wusta

__ 

Q10.10: Dhofar 
 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Poor 41 30.6 30.6 30.6 

Fair 35 26.1 26.1 56.7 

Satisfactory 38 28.4 28.4 85.1 

Very good 12 9.0 9.0 94.0 

Excellent 8 6.0 6.0 100.0 

Total 134 100.0 100.0  
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Q10.10: Dhofar
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Q10.10: Dhofar

__ Q10.11:  Al Buraimi 

 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Poor 56 41.8 41.8 41.8 

Fair 37 27.6 27.6 69.4 

Satisfactory 30 22.4 22.4 91.8 

Very good 9 6.7 6.7 98.5 

Excellent 2 1.5 1.5 100.0 

Total 134 100.0 100.0  

 

 

Q10.11:  Al Buraimi
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Q10.11:  Al Buraimi

__ Q11: MOSAs E-services 

 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid No 134 100.0 100.0 100.0 
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Q11: MOSAs E-services

No

Fre
que

ncy

125

100

75

50

25

0

Q11: MOSAs E-services

 

 

__ Q12.1:popular digital marketing (Twitter ) 

 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Poor 6 4.5 4.5 4.5 

Fair 10 7.5 7.5 11.9 

Satisfactory 8 6.0 6.0 17.9 

Very good 36 26.9 26.9 44.8 

Excellent 74 55.2 55.2 100.0 

Total 134 100.0 100.0  

 

 

Q12.1:popular digital marketing (Twitter )
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Q12.1:popular digital marketing (Twitter )

__ 

Q12.2: popular digital marketing, Instagram 
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 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Poor 7 5.2 5.2 5.2 

Fair 10 7.5 7.5 12.7 

Satisfactory 20 14.9 14.9 27.6 

Very good 29 21.6 21.6 49.3 

Excellent 68 50.7 50.7 100.0 

Total 134 100.0 100.0  

 

 

Q12.2:popular digital marketing,Instagram
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Q12.2:popular digital marketing,Instagram

 

__ Q12.3:popular digital marketing,Faebook 

 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Poor 19 14.2 14.2 14.2 

Fair 12 9.0 9.0 23.1 

Satisfactory 45 33.6 33.6 56.7 

Very good 28 20.9 20.9 77.6 

Excellent 30 22.4 22.4 100.0 

Total 134 100.0 100.0  
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Q12.3:popular digital marketing,Faebook
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Q12.3:popular digital marketing,Faebook

__ Q12.4:popular digital marketing,youtube 

 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Poor 12 9.0 9.0 9.0 

Fair 13 9.7 9.7 18.7 

Satisfactory 28 20.9 20.9 39.6 

Very good 42 31.3 31.3 70.9 

Excellent 39 29.1 29.1 100.0 

Total 134 100.0 100.0  

 

 

Q12.4:popular digital marketing,youtube
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Q12.4:popular digital marketing,youtube

__ Q12.5:popular digital marketing [Linkedin] 

 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Poor 29 21.6 21.6 21.6 

Fair 38 28.4 28.4 50.0 

Satisfactory 41 30.6 30.6 80.6 

Very good 16 11.9 11.9 92.5 

Excellent 10 7.5 7.5 100.0 

Total 134 100.0 100.0  
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Q12.5:popular digital marketing [Linkedin]

ExcellentVery goodSatisfactoryFairPoor

Freq
uenc

y

50

40

30

20

10

0

Q12.5:popular digital marketing [Linkedin]

 

__ Q12.6:popular digital marketing [Snapchat] 

 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Poor 25 18.7 18.7 18.7 

Fair 7 5.2 5.2 23.9 

Satisfactory 31 23.1 23.1 47.0 

Very good 35 26.1 26.1 73.1 

Excellent 36 26.9 26.9 100.0 

Total 134 100.0 100.0  

 

 

Q12.6:popular digital marketing [Snapchat]
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Q12.6:popular digital marketing [Snapchat]

 

__ 

 
 
 
 
 
 

Q12.7:popular digital marketing [Telegram] 
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 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Poor 51 38.1 38.1 38.1 

Fair 38 28.4 28.4 66.4 

Satisfactory 28 20.9 20.9 87.3 

Very good 12 9.0 9.0 96.3 

Excellent 5 3.7 3.7 100.0 

Total 134 100.0 100.0  

 

 

Q12.7:popular digital marketing [Telegram]
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Q12.7:popular digital marketing [Telegram]

__ Q12.8:popular digital marketing [Whatsapp ] 

 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Poor 8 6.0 6.0 6.0 

Fair 6 4.5 4.5 10.4 

Satisfactory 21 15.7 15.7 26.1 

Very good 21 15.7 15.7 41.8 

Excellent 78 58.2 58.2 100.0 

Total 134 100.0 100.0  
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Q12.8:popular digital marketing [Whatsapp ]
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Q12.8:popular digital marketing [Whatsapp ]

__ 

Q12.9:popular digital marketing [Google(SEO)] 
 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Poor 23 17.2 17.2 17.2 

Fair 22 16.4 16.4 33.6 

Satisfactory 34 25.4 25.4 59.0 

Very good 29 21.6 21.6 80.6 

Excellent 26 19.4 19.4 100.0 

Total 134 100.0 100.0  

 

 

Q12.9:popular digital marketing [Google(SEO)]
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Q12.9:popular digital marketing [Google(SEO)]

 

__ 
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Q13: MOSAs most popular program logo 
 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Yes 38 28.4 28.4 28.4 

No 96 71.6 71.6 100.0 

Total 134 100.0 100.0  

 

 

Q13: MOSAs most popular program logo
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Q13: MOSAs most popular program logo

__ Q14: MOSAs brand name 

 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid No 95 70.9 70.9 70.9 

Yes 39 29.1 29.1 100.0 

Total 134 100.0 100.0  

 

 

Q14: MOSAs brand name
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Q14: MOSAs brand name

__ 

 
 

Q15.1: MOSAs  Most target group,Children 
 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Poor 30 22.4 22.4 22.4 

Fair 22 16.4 16.4 38.8 
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Satisfactory 39 29.1 29.1 67.9 

Very good 34 25.4 25.4 93.3 

Excellent 9 6.7 6.7 100.0 

Total 134 100.0 100.0  

 

 

Q15.1: MOSAs  Most target group,Children
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Q15.1: MOSAs  Most target group,Children

__ Q15.2: MOSAs  Most target group[Teenagers - Females] 

 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Poor 26 19.4 19.4 19.4 

Fair 25 18.7 18.7 38.1 

Satisfactory 45 33.6 33.6 71.6 

Very good 25 18.7 18.7 90.3 

Excellent 13 9.7 9.7 100.0 

Total 134 100.0 100.0  

 

 

 

Q15.2: MOSAs  Most target group[Teenagers - Females]
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Q15.2: MOSAs  Most target group[Teenagers - Females]

 

__ Q15.3: MOSAs  Most target group [Teenagers - males] 
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 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Poor 16 11.9 11.9 11.9 

Fair 25 18.7 18.7 30.6 

Satisfactory 34 25.4 25.4 56.0 

Very good 37 27.6 27.6 83.6 

Excellent 22 16.4 16.4 100.0 

Total 134 100.0 100.0  

 

 

Q15.3: MOSAs  Most target group [Teenagers - males]
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Q15.3: MOSAs  Most target group [Teenagers - males]

__ Q15.4: MOSAs most target group: [Youth - males] 

 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Poor 13 9.7 9.7 9.7 

Fair 19 14.2 14.2 23.9 

Satisfactory 32 23.9 23.9 47.8 

Very good 30 22.4 22.4 70.1 

Excellent 40 29.9 29.9 100.0 

Total 134 100.0 100.0  

 

 

Q15.4: MOSAs  Most target group : [Youth - males]
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Q15.4: MOSAs  Most target group : [Youth - males]

__ 

 
 

Q15.5: MOSAs  Most target group [Youth - Females] 
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 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Poor 21 15.7 15.7 15.7 

Fair 30 22.4 22.4 38.1 

Satisfactory 41 30.6 30.6 68.7 

Very good 24 17.9 17.9 86.6 

Excellent 18 13.4 13.4 100.0 

Total 134 100.0 100.0  

 

 

Q15.5: MOSAs  Most target group [Youth - Females]
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Q15.5: MOSAs  Most target group [Youth - Females]

__ Q15.6: MOSAs  Most target group [Mature - males] 

 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Poor 23 17.2 17.2 17.2 

Fair 24 17.9 17.9 35.1 

Satisfactory 43 32.1 32.1 67.2 

Very good 25 18.7 18.7 85.8 

Excellent 19 14.2 14.2 100.0 

Total 134 100.0 100.0  

 

 

Q15.6: MOSAs  Most target group [Mature - males]
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Q15.6: MOSAs  Most target group [Mature - males]

__ Q15.7: MOSAs  Most target group [Mature - Females] 
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 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Poor 31 23.1 23.1 23.1 

Fair 31 23.1 23.1 46.3 

Satisfactory 48 35.8 35.8 82.1 

Very good 17 12.7 12.7 94.8 

Excellent 7 5.2 5.2 100.0 

Total 134 100.0 100.0  

 

 

Q15.7: MOSAs  Most target group [Mature - Females]
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Q15.7: MOSAs  Most target group [Mature - Females]

__ Q15.9: MOSAs  Most target group [Older people - Females] 

 

 Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Poor 73 54.5 54.5 54.5 

Fair 28 20.9 20.9 75.4 

Satisfactory 24 17.9 17.9 93.3 

Very good 4 3.0 3.0 96.3 

Excellent 5 3.7 3.7 100.0 

Total 134 100.0 100.0  

 

Q15.8: MOSAs  Most target group[Older people - males]
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Q15.8: MOSAs  Most target group[Older people - males]

__ 
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Gender Age Education LevelWork Playing Sport Q0.1: useing tech2logy devices: smart phoneQ0.2 useing tech2logy devices : [Tablets]Q0.3 useing tech2logy devices : [Smart 2tebook]Q0.4 useing tech2logy devices : [Smart watches ] Q0.5:useing tech2logy devices : [Smart eye glasses]Q1:MOSA Vision Q2:MOSAs activities, events& sport facilities Q3:MOSAs Brand NameQ4.1:MOSAs An2uncements: News paperQ4.2:MOSAs An2uncements:TV/Radio AdsQ4.3:MOSAs An2uncements:Ministry's WebsiteQ4.4 Social mediaQ4.5 [Google search engine(SEO)Q4.6 :Phone callQ4.7 [E-mailQ4.8: Flyers and brochuresQ4.9[Outdoor advertising board Q4.10: [Word of mouth(other people)Q5: MOSAs  marketing strategiesQ6:MOSA's websiteQ7:MOSAs social media channels Q8.1:MOSAs Marketing challenges:traditional MarketingQ8.2: No expert human resourcesQ8.3: Eco2mic conditions locally and globallyQ8.4 :not using any technology trendQ8.5:Lack of qualification and training of staffQ8.6:Follow up and update the content of social mediaQ9.1: MOSAs Marketing covrege MuscatQ9.2:Al Batinah SouthQ9.3:Al Batinah northQ9.4: Ad DakhiliyahQ9.5: Ad Dhahirah Q9.6: MusandamQ9.7[Ash Sharqiyah South Q9.8 [Ash Sharqiyah northQ9.9: Al Wusta Q9.10: DhofarQ9.11:  Al BuraimiQ10: MOSAs E-services Q12.1:popular digital marketing (Twitter ) Q12.2:popular digital marketing,InstagramQ12.3:popular digital marketing,FaebookQ12.4:popular digital marketing,youtubeQ12.5:popular digital marketing [Linkedin]Q12.6:popular digital marketing [Snapchat]Q12.7:popular digital marketing [Telegram]Q12.8:popular digital marketing [Whatsapp ]Q12.9:popular digital marketing [Google(SEO)]Q13: MOSAs most popular program logoQ14: MOSAs brand name Q15.1: MOSAs  Most target group,ChildrenQ15.2: MOSAs  Most target group[Teenagers - Females]Q15.3: MOSAs  Most target group [Teenagers - males]Q15.4: MOSAs  Most target group : [Youth - males]Q15.5: MOSAs  Most target group [Youth - Females]Q15.6: MOSAs  Most target group [Mature - males]Q15.7: MOSAs  Most target group [Mature - Females]Q15.8: MOSAs  Most target group[Older people - males]Q15.9: MOSAs  Most target group [Older people - Females]

Gender 1

Age -0.09906 1

Education Level-0.0008 0.34606 1

Work -0.2027 -0.35923 -0.082 1

Playing Sport0.272081 0.052035 -0.07997 0.045933 1

 Q0.1: useing tech2logy devices: smart phone-0.10109 0.137266 -0.00843 -0.06385 -0.03617 1

Q0.2 useing tech2logy devices : [Tablets]0.082838 -0.17909 -0.11032 0.134616 0.064751 0.093171 1

Q0.3 useing tech2logy devices : [Smart 2tebook]0.074752 -0.19513 -0.11671 -0.01808 -0.07872 0.073681 0.479271 1

Q0.4 useing tech2logy devices : [Smart watches ]0.106386 0.07801 -0.13628 -0.1456 0.118575 0.040734 0.196974 0.353633 1

 Q0.5:useing tech2logy devices : [Smart eye glasses]0.062238 -0.02718 -0.0224 -0.00298 0.051804 0.021082 0.412558 0.532386 0.417513 1

Q1:MOSA Vision -0.06513 -0.36386 -0.1089 0.68814 0.067692 -0.05268 0.091394 0.068762 0.007645 -0.08723 1

Q2:MOSAs activities, events& sport facilities 0.0256 0.315468 0.076529 -0.47929 -0.09663 0.123387 -0.19679 -0.15589 -0.17868 -0.00265 -0.64262 1

Q3:MOSAs Brand Name0.177403 0.253779 0.050157 -0.50948 -0.11607 0.09103 -0.18246 -0.2675 -0.04908 -0.14453 -0.55598 0.457675 1

Q4.1:MOSAs An2uncements: News paper-0.05122 0.091204 0.033973 -0.16351 -0.14224 0.087156 -0.13216 -0.06302 0.093579 0.005303 -0.20917 0.119915 0.145294 1

Q4.2:MOSAs An2uncements:TV/Radio Ads0.086044 0.052158 0.049563 -0.06866 -0.0192 -0.07409 -0.13216 0.006037 0.06628 -0.06132 -0.05345 -0.02942 0.108067 0.282943 1

Q4.3:MOSAs An2uncements:Ministry's Website0.098751 0.251029 0.037467 -0.24441 -0.09605 0.038434 -0.0132 0.061616 0.071179 0.063564 -0.26743 0.294429 0.210838 0.360842 0.238275 1

Q4.4 Social media0.258868 -0.0268 0.111965 -0.29218 -0.10649 0.071769 -0.06955 -0.04049 -0.02224 -0.00436 -0.23353 0.269477 0.281672 0.29143 0.140418 0.282475 1

Q4.5 [Google search engine(SEO)0.049661 0.102969 0.004011 -0.16676 -0.07176 -0.04852 0.004114 0.001586 0.049458 -0.11998 -0.09915 0.118627 0.101762 0.2455 0.2455 0.386295 0.255941 1

Q4.6 :Phone call0.023474 0.132575 0.099105 -0.23237 -0.03434 0.199664 0.018892 -0.10831 -0.03811 -0.1469 -0.20005 0.207804 0.272357 0.135342 0.101943 0.330269 0.092469 0.266383 1

Q4.7 [E-mail0.104565 0.032111 -0.03536 -0.25372 0.075527 0.168903 0.053727 -0.13272 -0.01245 -0.15302 -0.15097 0.182024 0.187879 0.207691 0.069058 0.184622 0.106413 0.323238 0.576818 1

Q4.8: Flyers and brochures0.029362 0.01792 0.0439 -0.16084 0.013921 -0.09138 -0.03214 -0.06876 -0.00764 -0.21367 -0.05862 0.051112 0.051544 0.302594 0.240309 0.267433 0.139081 0.300464 0.443743 0.403854 1

Q4.9[Outdoor advertising board 0.106151 -0.05891 0.080379 -0.08127 -0.03748 -0.01869 0.036711 0.026779 -0.03974 0.032326 0.053836 0.093752 0.110359 0.13116 0.040096 0.238366 0.226932 0.221113 0.197268 0.262514 0.325847 1

Q4.10: [Word of mouth(other people)-0.0333 0.139437 0.143736 -0.01702 -0.00339 -0.1123 -0.20396 -0.08348 0.098938 -0.11432 -0.07273 0.124096 0.072538 0.070451 -0.02061 0.051576 0.042822 0.057597 -0.04026 -0.01918 0.104366 0.136479 1

Q5: MOSAs  marketing strategies0.121783 0.127633 -0.02012 -0.18871 -0.13314 -0.05144 -0.12574 -0.22683 0.046975 -0.14348 -0.19355 0.245977 0.548371 0.000761 0.102736 0.119153 0.133599 0.037715 0.088758 0.093869 0.051824 0.021906 0.056441 1

Q6:MOSA's website-0.04831 -0.35981 -0.10217 0.572212 0.196612 -0.04647 0.073413 -0.01174 0.033019 -0.04161 0.630158 -0.56024 -0.36962 -0.15921 -0.13937 -0.29346 -0.15825 -0.19307 -0.11838 -0.14689 -0.113 -0.01279 -0.05312 -0.20001 1

Q7:MOSAs social media channels -0.01979 0.002127 0.102997 0.146821 -0.01355 0.00394 0.076453 -0.09679 0.02299 -0.01406 0.011094 -0.07729 -0.01442 -0.1339 0.016596 -0.06353 -0.19029 -0.09446 0.063816 0.013585 0.044939 -0.09669 -0.06015 0.10359 0.13068 1

Q8.1:MOSAs Marketing challenges:traditional Marketing0.089894 -0.15506 0.102926 0.033148 -0.01194 0.039781 0.062529 0.097235 0.010629 0.132031 0.036375 -0.05499 -0.04006 0.015371 -0.08483 0.012612 0.068621 -0.14985 -0.02851 -0.00684 0.010046 0.065422 -0.10425 -0.03053 0.121364 -0.17176 1

Q8.2: No expert human resources-0.04702 -0.0877 0.01249 -0.04524 0.038687 -0.02265 0.066959 0.17705 0.098847 0.21416 -0.04216 -0.02657 -0.21885 0.075276 -0.10169 -0.02218 -0.00033 -0.02294 -0.04835 -0.05515 0.0191 0.009392 -0.06927 -0.20265 0.044848 -0.21873 0.536728 1

Q8.3: Eco2mic conditions locally and globally0.033478 0.120931 0.05751 -0.00018 -0.0266 0.061038 -0.00126 -0.08839 0.062828 0.074864 -0.07407 0.139143 0.031805 0.183861 0.102969 0.075002 0.051957 -0.07619 -0.04319 -0.03381 0.025888 -0.01805 0.040654 0.125783 0.049378 -0.14341 0.252531 0.27985 1

Q8.4 :not using any technology trend0.048927 -0.24604 -0.02655 0.117638 0.027613 -0.0568 0.118883 0.16427 0.004504 0.07523 0.13835 -0.09168 -0.16834 -0.02297 0.01241 -0.02852 -0.01504 -0.14736 -0.09515 -0.11098 0.021468 -0.00224 -0.07413 -0.11626 0.075712 -0.20634 0.534925 0.506857 0.276704 1

Q8.5:Lack of qualification and training of staff-0.0383 -0.2444 -0.01924 0.080951 0.109848 0.014147 0.0951 0.15737 0.150919 0.170691 0.024978 -0.05545 -0.1663 0.150228 -0.01818 0.058776 0.057848 0.006138 -0.17936 -0.03295 0.080347 0.031752 0.065972 -0.19684 0.129842 -0.13286 0.590017 0.607738 0.245968 0.610333 1

Q8.6:Follow up and update the content of social media0.026925 -0.18417 0.045223 0.002349 0.070676 -0.06086 -0.01022 0.088611 0.057499 0.146318 -0.07608 0.04687 -0.10544 0.11446 0.102561 0.047538 0.046946 -0.04496 -0.06264 -0.0755 0.076083 -0.02156 -0.04574 -0.15689 -0.05857 -0.16831 0.523126 0.518783 0.259376 0.583815 0.639306 1

Q9.1: MOSAs Marketing covrege Muscat0.148893 -0.07059 -0.0451 -0.33153 -0.20222 -0.03332 -0.02398 -0.05708 -0.01316 0.020073 -0.27026 0.334786 0.336511 0.270079 0.086425 0.221592 0.294858 0.011639 0.084536 0.062659 0.101346 0.087807 -0.03293 0.344143 -0.33727 -0.07112 0.161032 0.063987 0.196388 0.063969 -0.01218 0.060234 1

Q9.2:Al Batinah South0.040394 -0.04334 0.01185 -0.20768 -0.25581 -0.09599 -0.21444 -0.15038 -0.1548 -0.10426 -0.1789 0.258768 0.395017 0.189217 0.108425 0.285059 0.173397 0.005846 0.132215 -0.00175 0.108722 0.188974 0.011128 0.372812 -0.27133 -0.10327 0.08886 -0.08928 0.097166 0.036058 -0.09761 0.012286 0.676765 1

Q9.3:Al Batinah north0.02624 0.06104 0.086431 -0.36012 -0.26191 -0.05398 -0.15677 -0.12326 -0.09652 -0.01171 -0.33033 0.35419 0.398988 0.217228 0.032059 0.259256 0.199848 -0.04704 0.164979 0.059417 0.188785 0.195429 0.007301 0.372913 -0.36532 -0.0714 0.130591 -0.00969 0.156566 0.033893 -0.09562 0.022674 0.70525 0.856531 1

Q9.4: Ad Dakhiliyah0.098933 0.119644 0.132923 -0.3779 -0.22404 0.030536 -0.11229 -0.14794 -0.06743 -0.03676 -0.3517 0.360666 0.465709 0.206473 0.104968 0.264584 0.202374 -0.03148 0.187746 0.068289 0.170323 0.168434 0.035842 0.359992 -0.37392 -0.03354 0.042988 -0.05072 0.189102 0.043402 -0.08743 0.017584 0.650161 0.814175 0.828148 1

Q9.5: Ad Dhahirah 0.099199 0.132322 0.127267 -0.38087 -0.1688 -0.0182 -0.12919 -0.14149 -0.01861 -0.17429 -0.34495 0.262605 0.459596 0.246694 0.126759 0.310033 0.192829 0.095946 0.214991 0.082411 0.17306 0.110144 0.110144 0.371547 -0.33643 -0.05518 -0.05407 -0.10984 0.149984 -0.13121 -0.1503 -0.07953 0.574605 0.76909 0.748859 0.846642 1

Q9.6: Musandam0.141015 0.12952 0.119977 -0.32218 -0.15681 -0.05379 -0.1847 -0.18873 -0.05823 -0.1256 -0.31003 0.27582 0.469661 0.161515 0.176693 0.269497 0.21159 0.0903 0.146368 0.051242 0.199286 0.105639 0.074799 0.367256 -0.30515 -0.01657 -0.02507 -0.11983 0.199154 -0.08012 -0.11654 -0.00343 0.460985 0.67463 0.590499 0.794565 0.841254 1

Q9.7[Ash Sharqiyah South 0.129398 0.058316 0.075853 -0.31882 -0.19122 -0.04506 -0.18026 -0.15146 -0.06516 -0.08883 -0.23773 0.239383 0.394314 0.185452 0.128909 0.259439 0.177232 0.068418 0.17052 0.033285 0.178791 0.168267 0.039012 0.368452 -0.24329 -0.00466 0.023587 -0.05873 0.182384 -0.08487 -0.14089 -0.07024 0.598016 0.795011 0.797887 0.789283 0.816967 0.749914 1

Q9.8 [Ash Sharqiyah north0.108895 0.157351 0.082456 -0.38494 -0.19061 -0.00283 -0.13179 -0.14388 -0.05105 -0.07524 -0.30286 0.257846 0.47279 0.19452 0.08523 0.221245 0.232087 0.014498 0.20742 0.064335 0.146223 0.061526 0.047646 0.385777 -0.27061 -0.0532 0.04559 -0.10847 0.183438 -0.07236 -0.14397 -0.07049 0.582882 0.760882 0.780203 0.789607 0.797626 0.720805 0.847003 1

Q9.9: Al Wusta 0.117437 0.135087 0.05711 -0.28916 -0.0892 -0.00421 -0.13687 -0.20734 -0.15866 -0.16961 -0.31767 0.270921 0.457032 0.039957 0.156353 0.21355 0.117411 0.135026 0.149537 0.112853 0.109684 0.040848 0.057741 0.34899 -0.32525 0.00045 -0.0148 -0.07929 0.187854 -0.07847 -0.06491 -0.06365 0.414856 0.607346 0.528601 0.684165 0.776824 0.8433 0.711092 0.68257 1

Q9.10: Dhofar0.023162 0.11984 0.106221 -0.32222 -0.2094 -0.00374 -0.09874 -0.1274 0.01211 -0.0888 -0.211 0.205969 0.364217 0.167894 0.104161 0.294625 0.246647 0.067229 0.107932 -0.00121 0.15785 0.162266 0.097514 0.366118 -0.32383 -0.06673 0.029386 -0.07141 0.128257 -0.01724 -0.04701 -0.03141 0.654473 0.784578 0.798241 0.808118 0.818733 0.673804 0.773824 0.784645 0.591873 1

Q9.11:  Al Buraimi0.109196 0.120973 0.069978 -0.38144 -0.10237 -0.00807 -0.13181 -0.08389 -0.05214 -0.07885 -0.28503 0.277717 0.407818 0.145665 0.101835 0.236388 0.149895 0.025608 0.090681 0.143931 0.178427 0.07156 0.056716 0.390989 -0.32532 0.010782 0.081017 -0.10922 0.146418 -0.05449 -0.0336 -0.0284 0.586388 0.708182 0.727989 0.760419 0.813418 0.761788 0.726628 0.756478 0.75134 0.777093 1

Q10: MOSAs E-services #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! #DIV/0! 1

Q12.1:popular digital marketing (Twitter ) 0.089726 -0.02947 0.01032 -0.05044 -0.09907 -0.05078 -0.03669 -0.06374 -0.0362 0.114805 -0.13771 0.195934 0.137999 0.13805 0.005538 0.015416 0.132754 -0.16812 -0.04046 -0.05988 0.041025 0.08761 0.047221 0.176187 -0.12047 -0.14021 0.294662 0.189921 0.201188 0.278648 0.257302 0.33421 0.325817 0.222573 0.260843 0.203596 0.1571 0.168388 0.165065 0.155455 0.135389 0.14471 0.177665 #DIV/0! 1

Q12.2:popular digital marketing,Instagram0.147004 -0.18693 -0.12821 -0.04835 -0.04449 -0.09645 -0.0315 -0.08947 -0.02476 0.015485 -0.09777 0.093208 0.196376 0.070163 -0.02999 -0.0734 0.151579 -0.15098 -0.11102 -0.0686 0.058624 0.039771 0.103367 0.17336 -0.04301 -0.10289 0.246873 0.144496 0.146781 0.277081 0.225425 0.314515 0.226334 0.130148 0.144368 0.140746 0.107775 0.135164 0.139678 0.161219 0.105134 0.06756 0.123076 #DIV/0! 0.713697 1

Q12.3:popular digital marketing,Faebook-0.04817 0.09211 0.021618 -0.10042 0.024198 -0.11889 -0.03467 -0.16212 -0.09608 -0.05168 -0.19674 0.180956 0.263238 0.064121 0.075638 0.121121 0.025197 0.038337 0.07091 0.021935 0.088696 0.09833 0.086628 0.263052 -0.14593 0.033339 -0.03318 0.032773 0.190227 0.138707 0.079069 0.127204 0.170748 0.179122 0.226789 0.159106 0.184076 0.156838 0.19471 0.144629 0.200912 0.119104 0.160895 #DIV/0! 0.552003 0.51646 1

Q12.4:popular digital marketing,youtube0.109407 -0.11267 -0.00897 0.036476 -0.0057 -0.08111 0.000312 -0.09466 -0.10329 -0.02149 -0.1034 0.070525 0.063918 0.056851 0.068848 -0.02718 0.076475 -0.10359 -0.1196 -0.00613 0.040874 0.108879 0.084502 0.031678 0.013381 0.082194 0.243449 0.215625 0.323496 0.275067 0.304101 0.279718 0.147488 0.146427 0.194426 0.128618 0.125562 0.114973 0.210267 0.143114 0.198808 0.118369 0.159797 #DIV/0! 0.599431 0.596508 0.640358 1

Q12.5:popular digital marketing [Linkedin]0.047294 -0.04883 -0.05083 0.065565 0.021554 0.004997 -0.04631 -0.20516 -0.15364 -0.14559 -0.05981 0.031254 0.1924 0.141835 0.129063 0.121611 0.03199 0.052374 0.065212 0.100399 0.086439 0.021112 -0.00484 0.111482 -0.0057 0.076428 -0.02181 -0.02279 0.100354 0.108745 0.083602 0.262392 0.055421 0.187473 0.126185 0.174595 0.190074 0.235231 0.160639 0.071042 0.221003 0.093451 0.156801 #DIV/0! 0.382599 0.407469 0.610635 0.508589 1

Q12.6:popular digital marketing [Snapchat]0.100939 -0.17125 -0.10744 0.098346 -0.04389 -0.12299 0.007356 -0.13718 -0.01961 0.004163 0.04309 -0.07792 0.051704 0.071318 0.029032 0.017315 0.013557 -0.12154 -0.13952 -0.04063 0.078121 0.112534 0.091053 0.071445 0.056596 0.017662 0.08267 0.046377 0.13182 0.196948 0.206514 0.202152 0.080272 0.148621 0.118259 0.123292 0.074897 0.134015 0.125116 0.038814 0.087813 0.091145 0.143434 #DIV/0! 0.485523 0.6573 0.439401 0.573182 0.526004 1

Q12.7:popular digital marketing [Telegram]-0.09224 0.118014 0.003922 -0.06489 -0.175 0.089221 -0.13626 -0.16585 -0.06163 -0.09762 -0.19712 0.170657 0.260519 0.162208 0.09594 0.133087 0.077787 0.114018 0.038256 0.139287 0.058971 0.019294 0.153948 0.238557 -0.12167 -0.00197 0.019535 -0.02673 0.234353 0.081524 0.14919 0.126916 0.014377 0.14086 0.132651 0.187119 0.195243 0.281869 0.144504 0.145985 0.286018 0.167521 0.312637 #DIV/0! 0.250746 0.239709 0.487739 0.378324 0.641188 0.422195 1

Q12.8:popular digital marketing [Whatsapp ]0.109997 -0.09424 -0.00574 -0.02573 0.002441 0.019466 0.004757 -0.09451 -0.04744 -0.03254 -0.08429 0.054203 0.151947 0.022639 -0.07723 -0.04032 0.125349 -0.12888 -0.08092 -0.01697 0.071278 0.118978 0.093611 0.120937 -0.01256 -0.05487 0.222156 0.131882 0.216996 0.143907 0.186493 0.155351 0.288894 0.20368 0.251358 0.184753 0.234719 0.20142 0.276104 0.174057 0.251987 0.212762 0.221681 #DIV/0! 0.612443 0.569663 0.471841 0.671671 0.40776 0.504283 0.207627 1

Q12.9:popular digital marketing [Google(SEO)]-0.00378 -0.04947 -0.05273 -0.04241 -0.08811 0.086345 -0.02304 -0.10005 -0.10526 -0.16024 -0.13037 0.026487 0.211308 0.051758 0.117917 0.135196 -0.02753 0.07039 0.103669 0.138122 0.130372 0.007441 0.13067 0.2083 -0.08499 -0.02246 0.116186 0.043925 0.194399 0.067078 0.121306 0.108571 0.147518 0.215725 0.187334 0.178998 0.278252 0.242696 0.251578 0.214011 0.318373 0.209969 0.276035 #DIV/0! 0.309485 0.324898 0.434899 0.517788 0.390408 0.304897 0.457081 0.451339 1

Q13: MOSAs most popular program logo0.024419 -0.11341 -0.07947 0.429057 0.079227 0.035453 0.09973 -0.02596 0.024095 -0.10988 0.496832 -0.45425 -0.30311 -0.01879 0.014339 -0.24645 -0.17294 -0.03889 -0.09286 -0.10152 -0.0134 -0.01356 0.020094 -0.07819 0.287709 0.028366 -0.00332 0.077425 -0.08587 0.058751 -0.00334 -0.04923 -0.19166 -0.18674 -0.28274 -0.23254 -0.19699 -0.19868 -0.1682 -0.18878 -0.11695 -0.21538 -0.25218 #DIV/0! -0.04496 -0.02797 -0.09225 -0.03276 -0.01437 0.013821 -0.05089 -0.08367 0.032846 1

Q14: MOSAs brand name 0.041699 0.159016 0.025857 -0.34449 -0.22188 0.087949 -0.08099 -0.01555 -0.02032 0.057251 -0.34367 0.401202 0.497301 0.002698 0.101315 0.231465 0.15251 0.062902 0.228984 0.129479 0.103815 0.200137 -0.06704 0.44181 -0.30162 0.070915 -0.0511 -0.20342 0.07306 -0.13974 -0.18741 -0.08939 0.297152 0.344172 0.385162 0.356471 0.278316 0.266932 0.321499 0.350864 0.249573 0.29315 0.330849 #DIV/0! 0.085301 0.068356 0.201998 0.090328 0.090821 -0.06458 0.165409 0.108345 0.172469 -0.43521 1

Q15.1: MOSAs  Most target group,Children0.147038 0.071536 0.035797 -0.33288 -0.19758 0.020963 0.092908 -0.03116 -0.16442 -0.00823 -0.34891 0.292141 0.361428 0.175559 0.006662 0.193532 0.124865 0.031233 0.287034 0.201354 0.172858 0.163181 0.016099 0.176176 -0.28717 -0.11917 0.113331 0.018264 0.199043 0.082311 -0.03985 0.07587 0.257368 0.289707 0.368636 0.372286 0.328877 0.334778 0.375523 0.3397 0.268867 0.27317 0.339522 #DIV/0! 0.231516 0.220233 0.332558 0.240184 0.209225 0.180111 0.329563 0.235414 0.351334 -0.19406 0.354815 1

Q15.2: MOSAs  Most target group[Teenagers - Females]0.232431 0.141276 -0.05517 -0.35783 -0.06077 -0.03115 0.008427 -0.09681 -0.13857 -0.06702 -0.38527 0.331474 0.398633 0.141588 0.044041 0.21371 0.122523 0.054507 0.234162 0.232011 0.207338 0.144591 -0.01646 0.274549 -0.28988 -0.06118 0.11563 0.015697 0.211452 0.005675 -0.07126 0.162932 0.260125 0.297732 0.306113 0.33794 0.339066 0.38616 0.360861 0.351827 0.320566 0.258704 0.367365 #DIV/0! 0.2457 0.252179 0.260281 0.166978 0.215589 0.192858 0.308874 0.163415 0.357852 -0.1808 0.356413 0.7591 1

Q15.3: MOSAs  Most target group [Teenagers - males]0.245538 0.007334 0.036441 -0.28977 -0.15374 -0.06813 -0.00237 -0.03289 -0.12507 0.032242 -0.30362 0.379697 0.299888 0.207193 0.040085 0.228756 0.243844 -0.05816 0.231816 0.195088 0.216524 0.29286 0.038191 0.308692 -0.2833 -0.09768 0.1754 0.0368 0.124997 0.025318 0.001941 0.08351 0.46181 0.437747 0.452915 0.47582 0.410497 0.395941 0.404166 0.410068 0.286742 0.386718 0.474879 #DIV/0! 0.359913 0.318826 0.194153 0.192359 0.151791 0.236701 0.191329 0.200689 0.280484 -0.18786 0.354782 0.609084 0.704674 1

Q15.4: MOSAs  Most target group : [Youth - males]0.216337 0.057201 0.030837 -0.31602 -0.07568 -0.07228 0.029139 -0.02784 -0.06852 0.112276 -0.31776 0.35378 0.282966 0.199345 0.119471 0.219729 0.203579 -0.00459 0.179245 0.158739 0.198821 0.235579 0.00372 0.27291 -0.34124 -0.17051 0.175956 0.11323 0.259995 0.184915 0.083102 0.230033 0.507484 0.421959 0.535562 0.48867 0.414849 0.345713 0.432535 0.423857 0.29468 0.443833 0.435058 #DIV/0! 0.462651 0.36148 0.323604 0.319528 0.195634 0.281594 0.183431 0.313784 0.306125 -0.19696 0.31489 0.596904 0.594263 0.744693 1

Q15.5: MOSAs  Most target group [Youth - Females]0.165431 0.094003 0.000466 -0.31675 -0.01029 -0.03963 0.084623 -0.08817 -0.19048 -0.01393 -0.37767 0.311887 0.393624 0.057651 0.021775 0.155228 0.083357 0.035574 0.191344 0.207459 0.140834 0.10844 -0.01306 0.273932 -0.28703 -0.04296 0.081477 0.012554 0.103897 0.119496 -0.01221 0.160576 0.302679 0.292722 0.373447 0.414592 0.37642 0.333207 0.298261 0.324975 0.288962 0.347078 0.379055 #DIV/0! 0.251971 0.243658 0.342995 0.246969 0.253709 0.192428 0.262229 0.254235 0.367032 -0.16446 0.348567 0.696842 0.754858 0.597905 0.675114 1

Q15.6: MOSAs  Most target group [Mature - males]0.239765 -0.07788 -0.04518 -0.10378 -0.07258 -0.18116 -0.01142 -0.13712 -0.12343 -0.04508 -0.12862 0.194321 0.15233 0.086851 0.14557 0.201337 0.118981 0.002455 0.169784 0.146091 0.299997 0.225184 0.010418 0.18476 -0.13127 -0.09208 0.122896 0.073127 0.093964 0.189761 0.079798 0.158636 0.335462 0.306623 0.306126 0.289751 0.246573 0.249047 0.341254 0.283716 0.208563 0.302372 0.269308 #DIV/0! 0.320135 0.267523 0.271564 0.336389 0.195127 0.343277 0.145011 0.299802 0.258656 -0.15606 0.207217 0.42883 0.429633 0.601735 0.674541 0.481201 1

Q15.7: MOSAs  Most target group [Mature - Females]0.102098 0.024343 -0.12712 -0.13725 -0.07519 -0.14467 -0.03301 -0.19637 -0.1738 -0.11383 -0.25065 0.243739 0.205558 0.000986 0.000986 0.190425 -0.01833 0.06307 0.119865 0.141989 0.223122 0.086511 -0.00741 0.228285 -0.16837 -0.05693 0.080209 0.029259 0.144164 0.104886 0.001481 0.145695 0.21488 0.280445 0.281048 0.271781 0.255864 0.267643 0.266805 0.225855 0.209413 0.280698 0.252337 #DIV/0! 0.204739 0.189462 0.293146 0.240761 0.232823 0.224918 0.271839 0.20812 0.341239 -0.18424 0.247659 0.565877 0.684315 0.522874 0.545086 0.768804 0.678765 1
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 Appendix B: Research Methodology- 

Interview  

o  Appendix B-1: Interview Instruments   

o  Appendix B-2: Interview Letter of Consent 

Template  

o  Appendix B-3: Interview Transcription   

  

Appendix B-1: Interview Instruments 
 

(Interviews were conducted :Marketing managers, experts and senior officials within the 

ministry also, executives of large companies in Oman. More than 10 years’ experience. 
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Interview Questions: “A Critical Study to Improve Brand Image of Ministry 

of Sports Affairs (MOSA) through Development of Digital Marketing 

Strategies” 

 

  

  

 Objective 1:  To Study the success Factors of digital marketing strategy 

 

Q2: From your expertise, what are the success factors of digital marketing 

strategies do you?  

  

  

 Objective 2:  Discuss the current marketing strategy in the ministry. 

 

Q2: From your expertise, discuss the current marketing strategy in the 

ministry, and Critical Success Factors?  

  

  

 Objective 3 To investigate a digital marketing relationship in brand 

building. 

 

Q3: From your expertise, how you define the impact between digital 

marketing in brand building and how its effect Ministry Success?   

  

  

  

 Objective4: Best practices that can be achieved in developing a marketing 

strategy with building the brand name. 

Q4: What is the best digital marketing strategy model that you recommend 

the ministry to adopt? 
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Appendix B-2: Interview Letter of Consent Template 

Counter Code # 

 

Letter of approval 

Dear interviewer 

 

I would like to thank you for participating in the research "A Critical Study to 

Improve Brand Image of Ministry of Sport Affairs (MOSA) in Oman 

through Development of Digital Marketing Strategy". 

The aim of this research to study the marketing strategies and their importance in 

raising the brand and also to understand the relationship between digital marketing 

and marketing strategy by studying the best practices and strategies of digital 

marketing within Oman. 

I highly appreciate your feedback and time to complete the interview. I think all 

your inputs and ideas will be valuable and useful to research. 

  

Your entry is optional and there is no penalty if you do not participate, and you 

can withdraw at any time. 

 

Participant name: 

Signature: 

 Date: 

 

Hind Al Balushi, Coventry University 

Name of researcher Date of signature 

Thank you! 
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Appendix B-3: Interview Transcription 

 

Appendix B-3: Interview Transcription   

Interviewee Table List 
 

No Name Position Organization 

1 His Excellency Sheikh/ Saad 

Mohammed Al-Murdoof Al-

Saadi 

Minister of Sports Affairs Ministry Of Sport 

Affairs  

2 Mr. Fahad Abdullah Alraisi Director General of Sports Care 

and Development 

 

Ministry Of Sport 

Affairs  

3  Mr. Issa Alhanai Director of IT Department  Ministry Of Sport 

Affairs  

4 Mr. Abdullmalek Alkharosi Responsible for the Ministry's 

website and the Omani Sports 

website 

Ministry Of Sport 

Affairs  

5 Mr. Said Alrahbi Head of Digital Content Section at 

MOSA 
Ministry Of Sport 

Affairs  

6 Mr. Soud Ambosaidi Director of the Sports Complex in 

Bucher 
Ministry Of Sport 

Affairs  

7 Mr. Abdullah Bamkhalif President of the Table Tennis 

Association 
Oman Table Tennis 

Association  

8 Mouhammad Alshibani CEO –Marketing and 

Communication  

Mirror Marketing and 

Ads Co.  

9 Mr. Mohsin Alhabsi Marketing specialist   Oman Football 

Association 

10 Mr. Sami Maula Sales Marketing Manager Landmark Properties 

L.L.C. 
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Interviewee number 1 

Name His Excellency Sheikh/ Saad Mohammed Al-

Murdoof Al-Saadi 

Job Position Minister of Sports Affairs 

Interview respond: 

Objective 1: To study   

Q1: From your expertise, 

discuss the current marketing 

strategy in the ministry, and 

Critical Success Factors?  

 

The Ministry is currently relying on 

marketing department efforts, where a 

number of departments of MOSA market 

their activities with the individual efforts of 

those responsible. 

Strength:  

 Support from senior management and 

stimulate marketing. 

 Having a competent administrative 

structure (marketing department). 

 The principle of the Ministry's 

programmers about the importance of 

marketing and their ability to convince 

privet organizations for sponsoring. 

 There is a conviction in the commercial 

institutions of their social responsibility 

and their implementation through the 

sport sector. 

 The existence of effective programs that 

touch all age groups of young people. 
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 The spread of programs in all the states 

of the Sultanate, which facilitates the 

matching of marketing programs. 

 Sports and youth programs are powerful 

tools to reach the public in all places. 

Weakness: 

 Dependence on social responsibility 

rather than finding a relationship of 

mutual interest and benefit between the 

ministry and its supporters. 

 Weakness in initiatives and follow-up of 

specialists by the Marketing 

Department. 

Objective 2: To study   

Q2: From your expertise, 

what is the digital 

marketing??What are the 

success factors of digital 

marketing strategies do 

you?  

 

Marketing activities through the use of 

various digital technologies and various 

social networking platforms. In line with 

the changes and trends in the use of 

technology instead of traditional 

methods. 

One of the most important factors of 

success is access to the largest number 

of beneficiaries, and institutions 

supporting the programs of the ministry 

can reach the beneficiaries. 

Digital marketing is also the fastest way 

to reach all individuals and institutions 

at a lower cost. 

Objective 3: To study   
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Q3: From your expertise, how 

you define the relationship 

between digital marketing in 

brand building and how its 

effect Ministry’s brand 

Success?   

 

Digital marketing is a communication 

tool and expand brand name of any 

organization. In addition, the ministry 

will be able to achieve its objectives, 

including achievement of sports goals 

and achieving the strategy of sports, 

including the vision (sports for all). 

Therefore, linking the brand name or 

identity of the ministry with trademarks 

looking for excellence and brilliance 

will have a good impact and serve the 

objectives of both parties. 

Digital marketing affect  building of  

MOSA's identity in a positive and 

significant manner due to the ability of 

digital marketing to reach all categories 

and institutions of the society quickly 

and widely, which enhances young 

people.  

Objective 4: To study   

Q4: What is the best digital 

marketing strategy model 

that you recommend the 

ministry to adopt? 

 

The bank's digital marketing model is 

the best strategy that can be adopted by 

MOSA to determine its identity and 

provide the best services. The bank 

identity depends on the quality of the 

tools and services, also, it has standards 

for measuring practices through key 

performance indicators (KPI). 
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Interviewee number 2 

Name Mr. Fahad Abdullah Alraisi 

Job Position  General Manager Of Sponsorships and sport 

development at MOSA 

Interview respond: 

Objective 1: To study   

Q1: From your expertise, discuss 

the current marketing strategy in 

the ministry, and Critical Success 

Factors?  

 

 Among the strong points that are 

the factors that help the ministry in the 

success of its programs, the plenty and 

variety of sports programs in the ministry. 

The cumulative age of these programs, 

which have a large mass base built a 

reputation and its program name attract the 

minds of people. 

On the other hand, the weaknesses 

are more, including the first, which is 

important in the administrative structure 

delay in decision-making and thus delay 

implementation. Also, poor 

communication between higher 

departments with middle departments thus 

produces some lack of understanding. 

1 Lack of marketing plans for lack 

of marketing strategies. 

2 The weakness of data collection 

and information to study the market and 

statistics mostly for the purpose of 

documentation only and thus lack of 

accurate results that weaken the 

performance of marketing. 
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3. The presentation of sports 

programs in social networking platforms is 

not convincing because of the lack of 

expertise and tools. 

Objective 2: To study   

Q2: From your expertise, 

what is the digital 

marketing??What are the 

success factors of digital 

marketing strategies do you?  

 

Digital marketing is important to 

catch up with its technological orientation, 

for its rapid circulation and diversity of its 

programs and its impact on society of all 

categories. It is also less expensive so that 

most applications are free. 

Objective 3: To study   

Q3: From your expertise, how 

you define the relationship 

between digital marketing in 

brand building and how its 

effect Ministry’s brand 

Success?   

 

The brand needs a broad promotion 

and in a short period of time. All this is 

done only through digital marketing and 

thus the brand name can be distinguished 

from it. 

The brand needs a broad promotion 

and in a short period of time. All this is 

done only through digital marketing and 

thus the brand name can be distinguished 

from it. 

  The Ministry has different 

programs with its own commercial names. 

Marketing promotion is different for each 

activity. In the absence of specialists in the 

field of digital marketing, the programs 

operate in a random, unorganized manner. 
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Objective 4: To study   

Q4: What is the best digital 

marketing strategy model that 

you recommend the ministry 

to adopt? 

 

That the general trend is the digital 

trend as it is the e-government. 

In my view, it is time that the 

ministry contracts with a company 

specialized in the field of digital marketing 

to study all activities and develop digital 

marketing strategies, including a plan to 

build a unified brand name and qualify 

employees within the ministry so that they 

can follow up the work afterwards. 

An example an organization that 

worked with an outside company to 

position there brand and succeeded is 

Oman sail association model is great in the 

Omani market which has a clear and well-

known name. 

 

Interviewee number 3 

Name Mr. Issa Alhanai 

Job Position Director of IT Department  at MOSA 

Interview respond: 

Objective 1: To study   

Q1: From your expertise, discuss 

the current marketing strategy in 

the ministry, and Critical Success 

Factors?  

 

I do not know about a marketing 

strategy in the ministry but there is a 

marketing department doing marketing 

work. 

Marketing uses traditional methods 

and limits proliferation and expansion. As 



 

 
QQQQQQQ 

 

with programs in the ministry, the 

members of the programs are the 

marketers. 

Objective 2: To study   

Q2: From your expertise, 

what is the digital 

marketing??What are the 

success factors of digital 

marketing strategies do you?  

 

Digital marketing and the 

proliferation of applications in society is 

what determines their importance because 

there are people who do not use 

applications. In Oman, there is great 

pressure on the development of these 

applications for the need for rapid 

evolution and ease of use and speed. TV 

and radio have become less effective than 

before. 

The Ministry's portal is the social 

media channels, which is useful if it is used 

in marketing to influence a large number of 

young people and in lower cost. 

There are social media accounts for 

all programs but they are managed by 

different employee. There is gap and it 

must be studied and then the brand name 

must be consolidated and a digital 

transition decision will be made. 

Objective 3: To study   

Q3: From your expertise, 

how you define the 

relationship between digital 

marketing in brand building 

and how its effect Ministry’s 

Visual identity is very important, so 

MOSA should accelerate to develop and 

uniface of the identity. Whenever the brand 
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brand Success?   

 

name of MOSA is clear and present in all 

programs, activities, news and social media 

channels, it achieves the success of 

proliferation and expansion.  

Objective 4: To study   

Q4: What is the best digital 

marketing strategy model 

that you recommend the 

ministry to adopt? 

 

(Census 2020) has clear visual 

identity which came from hard work in 

developing strong strategies in digital 

marketing. 

Partnership is required in 

cooperation with the Ministry to develop a 

plan of action and mechanism of 

implementation, follow-up and 

development. 

 

Interviewee number 4 

Data  

Name Mr. Abdullmalek Alkharosi 

Job Position Responsible for the Ministry's website and the 

Omani Sports website 

Interview respond: 

Objective 1: To study   

Q1: From your expertise, 

discuss the current marketing 

strategy in the ministry, and 

Critical Success Factors?  

 

The strategy should be built after 

careful study and I assume that the ministry 

has taken another curve at this point so that 

the programs have individual strategies, 

plans and identity, but the ministry in 

general does not have it unfortunately. 

The ministry does not have any aim 
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to share the community in their needs of 

sports programs, thus MOSAs Managers 

don’t take into account social media 

applications, and they are only using in 

dissemination of sports news. 

Also the reasons for the lack of 

success strategies, MOSAs has number of 

non-sports programs such as social, Art and 

youth programs, which dissipate the main 

objective of the strategy.  

There are no human resources to 

cover the responsibilities of digital 

marketing, so the ministry is lagging behind 

other government institutions. 

In addition, the Ministry must 

evaluate the general satisfaction of the 

beneficiaries of the programs and activities, 

although they are now using traditional 

methods to collect proposals and 

recommendations of beneficiaries. 

However, The many programs, the 

ministry has diverged the main objective of 

the strategy because it included sports, 

social, technical and youth goals. 

 

Objective 2: To study   

Q2: From your expertise, 

what is the digital 

marketing??What are the 

success factors of digital 

The digital marketing is huge and 

must be used to provide the best and fastest 

services of the ministry to the beneficiaries. 
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marketing strategies do 

you?  

 

Contracting with a company 

specialized in digital marketing and the 

cooperation should be involved in the 

development and updating social media 

accounts for all programs in MOSA, 

including the account of the Ministry which 

lead to a special identity for MOSA. 

 

Objective 3: To study   

Q3: From your expertise, 

how you define the impact 

between digital marketing in 

brand building and how its 

effect Ministry’s brand 

Success?   

 

There is always a delay in the 

implementation of many plans, the ministry, 

and this is because of the lack of periodic 

study of any program or activity and the 

absence of an electronic platform to help 

and analyze the data of beneficiaries and the 

level of customer satisfaction and therefore 

the result of decisions are not supported by 

the correct information. 

All this negatively affects the 

reputation of the ministry. If the other 

scenario is to take care of the digital aspect 

and benefit from the level of satisfaction of 

the beneficiaries about the programs and 

their suggestions to develop and improve 

them, through the rapid response in social 

media sites, it would be a much better 

situation. 

Such as, MOSA has a very active 

account, in Twitter and unfortunately does 
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not benefit from the huge number of people 

who follow the account 80,000 followers. 

Objective 4: To study   

Q4: What is the best digital 

marketing strategy model 

that you recommend the 

ministry to adopt? 

 

The ministry has to reformulate the 

identity because it has skipped into more 

than one program, There is almost no 

identity of the ministry but it exists, in the 

other MOSAs programs. 

I hope the ministry to sign with 

Alamh marketing company because it is a 

rising Omani company and is working on 

studying the market, advertising campaigns, 

digital marketing and interest in the 

satisfaction of the beneficiary always as 

well they care about the brand imge. 

 

 

Interviewee number 5 

Name Mr. Said Alrahbi 

Job Position Head of Digital Content Section at MOSA 

Interview respond: 

Objective 1: To study   

Q1: From your expertise, discuss 

the current marketing strategy in 

the ministry, and Critical Success 

Factors?  

 

There are no marketing strategies 

in the ministry, whether digital or 

otherwise. Although there is a marketing 

department, but marketing is done 

through the heads of the programs 

themselves and all the hard work of one 
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individual in the team. 

The reasons for the weakness of 

marketing in the ministry are the global 

economic crisis which has affected many 

private sector companies and thus less 

contribution. 

The ministry uses traditional 

marketing methods that limit the 

development of the ministry's identity. 

Marketing also requires specialists 

and external experts as well as training 

and qualifying employees in marketing 

department to employ technology which 

lead to raise the brand name. Digital 

content needs professionals’ designers 

and graphics, unfortunately the ministry 

does not own them. 

Objective 2: To study   

Q2: From your expertise, 

what is the digital 

marketing??What are the 

success factors of digital 

marketing strategies do you?  

 

MOSA is using some applications 

in social media in the distribution of 

sports announcement and media news, 

including Twitter, Instagram and 

Facebook, followers are in thousands. 

Currently the marketing 

department does not use any of these 

Social media applications but some heads 

of programs use their own accounts for 

marketing and promotion. 

Unfortunately our marketing in the 



 

 
WWWWWWW 

 

ministry is by public relations and 

personal knowledge so tradition. 

Objective 3: To study   

Q3: From your expertise, how 

you define the impact between 

digital marketing in brand 

building and how its effect 

Ministry’s brand Success?   

 

Many companies and institutions 

have closed because they didn’t changed 

to new technological orientation. So it is 

affected on the general repetition of any 

institution. 

It is essential for administrators in 

the MOSA to work quickly to develop 

digital marketing strategies and to 

cooperate with private sector companies 

and learn from their experiences. 

Naturally, when thousands of 

people interact in a MOSAs social media 

accounts, this is a good thing. It means 

that MOSA have the ability to influence 

and attract their attention, especially 

young people because they are the main 

target. 

Objective 4: To study   

Q4: What is the best digital 

marketing strategy model that 

you recommend the ministry 

to adopt? 

 

MOSA must cooperate with a 

second party make ting company to 

develop digital marketing strategies and 

train marketing staff to engage them in 

some private sector companies and gain 

experience and learn from their 

experiences in digital marketing. 
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Thus, the Ministry's identity is to 

invest youth and create a sports 

environment for them. 

 

Interviewee number 6 

Name Mr. Soud Ambosaidi 

Job Position Director of the Sports Complex in Bucher 

Interview respond: 

Objective 1: To study   

Q1: From your expertise, discuss 

the current marketing strategy in 

the ministry, and Critical Success 

Factors?  

 

In general, marketing in the 

ministry is very weak due to many reasons, 

including lack of experience. 

The Ministry does not have a clear 

marketing strategy, which is one of the 

weak points for the marketing department. 

Local companies also do not look 

to the sports sector with interest because 

they are looking for more financial 

direction than sports awareness. 

Objective 2: To study   

Q2: From your expertise, 

what is the digital 

marketing??What are the 

success factors of digital 

marketing strategies do you?  

 

Digital marketing has overtaken the 

market in terms of government companies 

and institutions. In my view, digital 

marketing is widespread, fast, easy and 

less costly. 

Objective 3: To study   

Q3: From your expertise, how 

you define the impact 

between digital marketing in 

I believe if MOSA has an identity, 

it is possible that digital marketing helps in 
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brand building and how its 

effect Ministry’s brand 

Success?   

 

its acquisition and merging of the target. 

In addition, the ministry needs to 

raise the awareness of the community in 

the MOSA's objectives and vision, and all 

this can be done through social media 

channels, coz ease of reach to people. 

Objective 4: To study   

Q4: What is the best digital 

marketing strategy model that 

you recommend the ministry 

to adopt? 

 

First, the Ministry must train and 

train the staff in the marketing department 

on digital marketing, preferably if it is a 

specialized company. Sabco Sports 

company is one example of emerging 

Omani companies and the reason for its 

need is community communication and 

proper use of social media channels. 

Second, the ministry is forced to 

use technology because it is global trend, 

so as not to miss the train, this must be 

considered very important by developing a 

digital marketing strategy. 

 

 

Interviewee number 7 

Name Mr. Abdullah Bamkhalif 

Job Position President of the Table Tennis Association 

Interview respond: 

Objective 1: To study   

Q1: From your expertise, discuss Marketing has begun to change in 
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the current marketing strategy in 

the ministry, and Critical Success 

Factors?  

 

the recent period and has become more 

aware of and familiar with the modern 

technologies used to raise the level of 

marketing, but unfortunately government 

agencies so far in the application of many 

of these methods, both traditional 

marketing and digital marketing. 

Some weaknesses are lack of 

experienced staff and former employees are 

not qualified and trained for this type of 

marketing. 

In addition to the fact that most 

programs and activities depend on the 

Ministry's financial support, which comes 

effortlessly, but to stop this support it 

becomes necessary to move and make 

greater effort in improving marketing and 

identity together. 

Objective 2: To study   

Q2: From your expertise, 

what is the digital 

marketing??What are the 

success factors of digital 

marketing strategies do you?  

 

I believe that the technological 

orientation is strong trends in the field of 

marketing and positioning brand, so it is 

time for MOSA to develop digital 

marketing strategies and to achieve 

building the brand name of the ministry. 

  All the above comes only by 

choosing strategic partners (Organizations) 

in the plan, whether in a public or private 

sector. 
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Adopting modern technological 

techniques and highlighting their role in the 

most accurate marketing details. 

Also, applications and networks 

social media are the most important 

fundamentals of the success of any strategy 

so any institution should focus on them to 

build identity and spread faster and wider. 

Objective 3: To study   

Q3: From your expertise, 

how you define the impact 

between digital marketing in 

brand building and how its 

effect Ministry’s brand 

Success?   

 

There is a great correlation between 

them, I am sure that the success of most of 

the championship that I was supervising 

was because of my great efforts for digital 

marketing and to use the latest technology 

in the broadcast of the games as we worked 

in the last tournament live on the Facebook 

page and had a great praise from the 

President of the International Table Tennis 

Association and we got Best organization 

and successful marketing. 

Objective 4: To study   

Q4: What is the best digital 

marketing strategy model 

that you recommend the 

ministry to adopt? 

 

Unfortunately there are no brilliant 

digital marketing companies in Oman but I 

would advise the ministry to look for 

outside companies to experience in this 

field. 

There are also some government 

institutions that were impressed by the 
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marketing and promotion is the National 

Center for National Statistics, and they 

have an attractive and well-known identity, 

also, provide information and news updated 

daily on the Internet and social networking. 

 

Interviewee number 8 

Name Mr. Mohammed Ashibani 

Job Position G.M. of Mirror Marketing & Ads Co.  

Interview respond: 

Objective 1: To study   

Q1: From your expertise, 

discuss the current marketing 

strategy in the ministry, and 

Critical Success Factors?  

 

I believe that MOSA doesn’t have a 

clear strategy when it comes to 

digital marketing, to develop a proper 

strategy, the first step is to identify 

your key messages that need to be 

delivered to the public, how will you 

communicate these messages and 

why you are delivering these 

messages, the critical success factors 

for MOSA is that management 

interfere with the marketing team and 

request the marketing department to 

do initiatives that are not planned 

well and in a very short timeframe. 

Objective 2: To study   

Q2: From your expertise, 

what is the digital 

marketing??What are the 

Digital marketing is advertising services 

through digital technology and depends 
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success factors of digital 

marketing strategies do 

you?  

 

mainly on social media channels. 

The success factors to digital marketing is to 

have a clear plan and strategy that is 

communicated correctly to the public. 

Objective 3: To study   

Q3: From your expertise, 

how you define the impact 

between digital marketing 

in brand building and how 

its effect Ministry’s brand 

Success?   

 

Digital marketing plays a major role 

in building any brand, it allows you 

to position your brand in the exact 

way you want, and register that in the 

minds of public, consistent messages 

over a long period of time creates 

that desired position, MOSA have 

been trying to build such brand 

image but from my point of view 

they have not achieved any success 

or impact on public. 

Objective 4: To study   

Q4: What is the best digital 

marketing strategy model 

that you recommend the 

ministry to adopt? 

 

The best model would be by creating 

a yearly calendar for all activities, 

identify the key messages, make the 

content that is published interactive, 

make people love following your 

social media accounts, plan every 

single aspect very well, and finally 

having a strong marketing team that 

is a able to follow the plan and to 

make sure of no interference from 
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management or other departments. 

 

 

Interviewee number 9 

Name Mr. Mohsin Alhabsi 

Job Position Marketing specialist  at Oman Football 

Association  

Interview respond: 

Objective 1: To study   

Q1: From your expertise, discuss 

the current marketing strategy in 

the ministry, and Critical Success 

Factors?  

 

Frankly I do not know much 

about MOSA, but I can tell you about the 

Omani Football Association and what is 

the mechanism of marketing. 

Overall marketing in the OFA 

focus on social media channels, 

YouTube and websites. 

Where the emphasis on digital 

marketing is more than traditional 

marketing. 

So its spread and reach the target 

so fast, as its football is very popular. 

The OFA is contracted by TOFA 

company, an electronic newspaper that 

assists in the field of digital marketing 

and covers it all over the country. 

Objective 2: To study   

Q2: From your expertise, what 

is the digital marketing??What 

are the success factors of 

The aim of developing Oman's 

football is to involve the community with 
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digital marketing strategies do 

you?  

 

digital marketing in a professional way 

and to instill a sense of interest in the 

minds of the people. 

OFA has been focused on digital 

marketing its broadcasts news, contests 

and press conferences to make people 

aware of what OFA works transparence. 

And to success in digital 

marketing, In my opinion should pay 

attention to these things: 

Strategy, clear plans, human 

resources, market research, second party 

companies. 

Objective 3: To study   

Q3: From your expertise, how 

you define the impact between 

digital marketing in brand 

building and how its effect 

Ministry’s brand Success?   

 

Naturally, the greater the number 

of followers in the social media channels, 

the chances of success of any advertising 

or promotion great. 

Therefore, the OFA is working on 

promotional campaigns before any sport 

event, increases the number of followers 

with crowded visits to the websites. 

Brand equity must always be 

boosted because it is effect the OFA 

brand name level in general. 

Launching interactive 

competitions at Social Media to gain 

followers satisfaction and increase the 

number of them. 



 

 
FFFFFFFF 

 

Also the things that help in digital 

marketing are giving young graduates 

opportunities to train and gain diverse 

marketing ideas from them. 

Objective 4: To study   

Q4: What is the best digital 

marketing strategy model that 

you recommend the ministry to 

adopt? 

 

Successful Models in Digital 

Marketing (Al-Rafid), because it covered 

all the channels and reached all 

individuals in the community and 

explained the importance of this fund and 

how the citizens benefit from their 

services and facilitated many things in a 

simple digital way. 

Therefore, the ministry should 

not be a news platform only, but must 

make plans to feed the sites information 

and develop interactive competitions 

with followers. 

 

Interviewee number 10 

Name Mr. Sami Maula 

Job Position Sales and Marketing Manager 

Interview responds: 

Objective 1: To study   

Q1: From your expertise, discuss the current 

marketing strategy in the ministry, and 

Critical Success Factors?  

 

I have not noticed recently any 

advertisements by the ministry which means it's 

not doing very properly. Ministry needs to update 

their ways of marketing so it can reach to 

audience easily. 

Objective 2: To study   
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Q2: From your expertise, what is digital 

marketing?? What are the success factors of 

digital marketing strategies?  

 

 Digital marketing is a new and easy way 

to reach to the audience. Especially in the 

modern world, almost everyone has internet and 

smartphones, so reaching out to the audience is 

easy. Success factors of the ministry are to think 

in a way which can fascinate youth. It's always 

about what the audience wants. So if your target 

age is 16-25, you should have social media 

accounts on Instagram, Facebook, Twitter and 

maybe snap chat, plus a good attracting exciting 

website. Moreover, good videos and pictures 

which should be very well designed and has 

entertaining content. It can be in slang to make it 

more particular to our society. 

Objective 3: To study   

Q3: From your expertise, how you define the 

impact between digital marketing in brand 

building and how its effect Ministry’s brand 

Success?   

 

In addition to the last answer, brand 

goodwill and brand awareness come in the first 

place. Without having a proper plan to raise these 

as brands, you won't be able to have a great effect 

on the audience. It's always a matter of having 

the right message and prospective in the 

audience's consciousness. And this can be done 

more smoothly by Digital Marketing nowadays. 

Objective 4: To study   

Q4: What is the best digital marketing 

strategy model that you recommend the 

ministry to adopt? 

 

If your target audience is youth, make 

sure that you hire specialized talents for this job 

as employees or agencies to do the best job there 

is. Make more use of visual content and it must 



 

 
HHHHHHHH 

 

be super high quality and very entertaining. 
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Project Details 
 
Project Title:  

 

A Critical Study to improve Brand Image of the Ministry of Sports Affairs 

(MOSA) Through Development of Digital Marketing Strategies. 

 

 

 
Abstract/ Summary: 
 

This paper aims to find successful digital marketing strategies and branding 

together with the development of technology in government institutions and to 

keep up with the rapid development and progress around the globe. The marketing 

approaches in the global scenario are evolving in tandem with technology, which 

changes in consumer behaviour so there is a need of rethinking in marketing 

strategies and transforming them into the digital domain (Tiago and Veríssimo 

2014). Government institutions usually adopt their marketing style and strategies 

to build impacts with clients and thus contribute to the financial growth and 

development of the sport sector. Digital Marketing is an eventual monitor on how 

e-channels and tools can be used to outspread the government’s brand image, 



 

 
UUUUUUUU 

 

outreach and accomplish a measurable return on investment (Edmiston 2019). So 

far, only traditional marketing strategies is deployed by the Ministry of Sports 

Affairs MOSA, and hence there is a need to digitalize and update their strategic 

plan.  

The objectives of the paper are to study an overview of digital marketing. Then, 

finding the current marketing strategy of MOSA to search for radical solutions 

and build a brand image for itself. Also, investigating the impact of digital 

marketing on the brand image and suggesting the best practises that can be adopt. 

The methodology that will be adopted in this research are descriptive, analytical, 

qualitative and quantitative. The research method will be through primary and 

secondary data. Basic information from the ministry, will derive from records on 

their statistics, conferences and studies during the past few years, as well as 

interviews with general managers and the survey will conduct by distributing 

questionnaires. After that, the results are reviewed and analysed in order to 

understand the problem and choose a model for comparison. The analysis will 

also supported by evidences from the study of literary articles. Finally, research 

concludes with appropriate recommendations. 
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Objectives 
 

Objective of this research: 

  An overview of digital marketing strategy. 

 To understand the current marketing strategy of MOSA. 

 To investigate the impact of digital marketing on the brand image. 

 To suggest the best practices that can be adopted in developing a digital 
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marketing strategy to support the brand name. 

 

  
Project Outcomes: 
 

 Better understanding in digital marketing strategies. 

 An evaluation and analysis of existing marketing strategies in MOSA. 

 Provide the best model for a successful digital marketing strategy to be 

applied in MOSA. 

 Facilitate the marketing process and accelerate advertising and promotion 

services. 

 Build a reputation for the ministry among government institutions. 

 Adopting digital marketing applications. 

 Suggesting couple of future plans in digitalization. 

 
Why are you interested in the project? 
 

The interesting thing about this research is to identify the marketing strategies 

gaps and to find essential digital solutions to the strategy. It is an interesting 

challenge because it is difficult to build a brand name for any organization so the 

research will be challenging and the results would be promising. This study will 

be beneficial for government institutions, Target group of citizens, residents and 

athletes, as well Information Technology Authority (ITA) in e-government project 

and organizations that invest in sport sectors. 

 
What are key questions the project attempts to answer? 

 What are the marketing strategies that are adopted in digital 

marketing? 

 What are the current marketing strategies employed by the Ministry of 

Sports Affairs (MOSA)? 

 What is the relation between digital marketing and building a brand 

name? 

 What are the best practices that can be adopted in developing a digital 
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marketing strategy to strength the brand image?  

 

 
What research methods do you intend to use? 

Analytical methodology will be accomplished in this study.  Therefore, objectives 

1, 2 and 3 sets to identify the qualitative aspects that answering descriptive and 

empirical research questions based on the digital marketing overview, marketing 

strategies of the MOSA and investigate the impact of digital marketing in building 

the brand name. In addition, to achieve objective 4 which based on an 

understanding of the success impact between digital marketing and building a 

brand name to achieve this correctly through a real case study of an institution that 

has implemented digital marketing. Some tools which drive the research: 

Questionnaire/ Survey, Interview, Secondary report, Literature Review. 

 
What primary and/or secondary data sources do you intend to use? 
 

Mixed Methods ( combination of the above) (Figure 1) 

Primary sources are derived from interviews, questionnaires. 

Secondary sources are taken from MOSAs statistical records, ministry 

documents, articles, books and journals. 
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RESEARCH ETHICS AND BIO SAFETY APPROVAL 
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You should use this checklist only if you are carrying out a research project 
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Research Ethics and Biosafety Approval Checklist 
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Title of Project:  

A Critical Study to Improve Brand 

Image of Ministry of Sports Affairs 
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Project Details 

The aim of this research is to study the marketing mechanism in the Ministry of 

Sports Affairs  and finding the gap with good advice in digital solutions by 

studying the strategy of digital marketing and building the brand name and 

mentioning the best practices that can be used and develop digital marketing in 

the ministry. In addition, this research use descriptive to find the research 

questions, literary articles with both methods of combining survey data and 

interviewing expert sports figures. For the success of this research, will build a 

questionnaire for 100 people within the ministry, athletes and young people. In 

adding, to have more evidence to identify interview for five general managers 

who have a great experience in sport. Moreover, to obtain statistics for the past 

years information be collect from the ministry. 
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Participants in your research  

Will the project involve human participants? Yes No 

2. Will this project involve animals or plants? Yes No 

Risk to Participants 

3. Will the project involve human patients/clients, health professionals, 

and/or patient (client) data and/or health professional data? 

Yes No 

Is there a risk of physical discomfort to those taking part? Yes No 

Is there a risk of psychological or emotional distress to those taking 

part? 

Yes No 

Is there a risk of challenging the deeply held beliefs of those taking part? Yes No 

Is there a risk that previous, current or proposed criminal or illegal acts 

will be revealed by those taking part? 

Yes No 

Will the project involve giving any form of professional, medical or legal 

advice, either directly or indirectly to those taking part? 

Yes No 

9.   Is there any possibility that this project put humans, animals and 

plants at risk of their health and survival? 

Yes No 

10. Is there any risk of toxic/infectious agents in conjunction with 

animals or plants that could harm participants and/or environment? 

Yes No 

 

Risk to Researcher 
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11. Will this project put you or others at risk of physical harm, 

injury or death? 

Yes No 

Will this project put you or others at risk of abduction, physical, 

mental or sexual abuse? 

Yes No 

Will this project involve participating in acts that may cause 

psychological or emotional distress to you or to others? 

Yes No 

Will this project involve observing acts which may cause 

psychological or emotional distress to you or to others? 

Yes No 

 

Will this project involve reading about, listening to or viewing 

materials that may cause psychological or emotional 

distress to you or to others? 

Yes No 

Will this project involve you disclosing personal data to the 

participants other than your name and the University as 

your contact and e-mail address? 

Yes No 

Will this project involve you in unsupervised private discussion 

with people who are not already known to you? 

Yes No 

Will this project potentially place you in the situation where you 

may receive unwelcome media attention? 

Yes No 

Could the topic or results of this project be seen as illegal or 

attract the attention of the security services or other 

agencies? 

Yes No 

Could the topic or results of this project be viewed as Yes No 
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controversial by anyone? 

21. Does your project involve the use of biohazardous material 

or produce biohazardous waste that may put you or others 

at risk of diseases? 

Yes No 

Informed Consent of the Participant 

22. Are any of the participants unable mentally or physically to 

give consent?   

Yes No 

Do you intend to observe the activities of individuals or groups 

without their knowledge and/or informed consent from each 

participant (or from his or her parent or guardian)? 

Yes No 

Participant Confidentiality and Data Protection 

Will the project involve collecting data and information from 

human participants who will be identifiable in the final 

report? 

Yes No 

Will information not already in the public domain about specific 

individuals or institutions be identifiable through data 

published or otherwise made available? 

Yes No 

Do you intend to record, photograph or film individuals or 

groups without their knowledge or informed consent? 

Yes No 

Do you intend to use the confidential information, knowledge or 

trade secrets gathered for any purpose other than this 

research project? 

Yes No 
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Gatekeeper Risk 

Will this project involve collecting data outside the buildings of 

MEC? 

Yes No 

Do you intend to collect data in shopping centres or other public 

places? 

Yes No 

Do you intend to gather data within nurseries, schools, 

colleges, any organization or ministries?   

Yes No 

Other Ethical Issues  

Is there any other risk like ethical, moral, legal or issue not 

covered above that may pose a risk to you or any of the 

participants? 

Yes No 

** If you have answered Yes to any of these questions (18, 20, 25, 28, 29,30) it is 

mandatory to get an No Objection Certificate from the concerned organization or 

participants either to do the research in their premises or to use and publish the 

data pertaining to their organization or the participant. 

In the absence of the No Objection Certificate the project will be treated as a high 

risk project and will have to be approved by the institutional Research Ethics and 

Biosafety Committee. 

** If you have answered Yes to any other questions mentioned 

above(1,2,3,4,5,6,7,8,9,10,11,12,13,14,15,16,17,19,21,22,23,24,26,27,31) it is 
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mandatory to refer that project to the institutional Research Ethics and Biosafety 

Committee. 

 

 

 

 

Principal Investigator Certification 

If you answered No to all of the above questions, then you have described a low 

risk project.  Please complete the following declaration to certify your project. 

Agreed restrictions to project to allow Principal Investigator 

Certification 

Please identify any restrictions to the project, agreed with your Supervisor or any 

concerned stakeholder related to the project to allow you to sign the Principal 

Investigator Certification declaration. 

 

Principal Investigator’s Declaration 

Please ensure that you: 

Tick all the boxes below and sign this checklist.  

Principal investigator must get their Supervisor and Department Research co-

ordinator to countersign this declaration. 
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I believe that this project does not require research ethics and 

biosafety approval.  I have completed the checklist and kept a 

copy for my own records.  I realise I may be asked to provide a 

copy of this checklist at any time. 

 

I confirm that I have answered all relevant questions in this 

checklist honestly. 
 

I confirm that I will carry out the project in the ways described in 

this checklist.  I will immediately suspend research and request a 

new ethical and biosafety approval if the project subsequently 

changes the information I have given in this checklist. 

 

Principal Investigator 

Signed (Principal Investigator) 

Date :  5th May 2019 

Supervisor and Research Co-ordinator 

I have read this checklist and confirm that it covers all the ethical and biosafety 

issues raised by this project.  I also confirm that these issues have been 

discussed with the principal investigator and will continue to review in the course 

of supervision. 

Countersigned ..................................................................................................... (Supervisor) 

Date ........................................................................  

Countersigned ............................................................... (Department Research Co-ordinator) 

Date ........................................................................  



 

 
IIIIIIIII 

 

 

 

 

 

 

 

 

 

 

Appendix C.3: Midterm Review 

presentation – Status Report 

 

MBA (IT) PROGRAMME 

 

Masters Dissertation-Midterm Review Presentation-Status Report 

 (Fall / Spring / Summer 2019) 

Student ID PG17F1746 

Student Name HIND SIAD HASSAN ALBALUSHI 

Programme  MBA-IT 
Dissertation title A Critical Study to improve Brand Image of the 

Ministry of Sports Affairs (MOSA) Through 

Development of Digital Marketing Strategies. 
 

Date and Time of 
Presentation 

26 May 2019(12.00-1.30 pm) 

 

 

Checklists Remarks by 
Supervisor 

Sufficient literature review is conducted  
 

 



 

 
JJJJJJJJJ 

 

Research methodology is framed and justified including 
methods of data collection and aimed sample size. 

 

Questionnaires/interview questions are framed and they are 
aligned to research objectives (the same should be  approved 
by supervisor) 

 

Student is ready/started collecting data   

 
 

A. Status of work undertaken so far filled by student (Introduction, Literature 
Review, Research Methodology, Data Collection etc.) 
 

 Introduction: finished this chapter in early stages 

 Literature Review: done well in this chapter and finalizing the writing.  

 Research Methodology: selected the research method and started working 
on it. 

 Data Collection: ongoing collecting data and making interviews. 
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