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EVENT COMMUNICATION AS A CATALYST
FOR CORPORATE IDENTITY PROMOTION:
A CASE STUDY OF OOREDOO QATAR

This research discusses how event communication contributes to the formation of corporate
identity and a positive public image, taking the case of Ooredoo Qatar. Adopting a case
study methodology, the research looks at Ooredoo's event communication, the media
utilized, and how they are integrated into general public relations practices. Through the
qualitative analysis, the research points out how Ooredoo engages in new communications
technologies, such as virtual events and social media, to convey and establish itself as
a socially responsible organization. The research pinpoints event communication as a vital
variable in the achievement of organizational goals and company image creation. The paper
contributes to understanding telecommunications institutions and how they can use event
communication to enhance their influence and public engagement, offering practical
implications for other institutions of this type on how to develop their brand image and
relations with society.

The study concludes that event communication significantly strengthens Ooredoo Qatar’s
corporate identity and suggests future research to validate these findings across the Gulf
region.

Keywords: event communication, corporate identity, strategic communication, Ooredoo
Qatar.

1. INTRODUCTION

Public relations today are undergoing rapid and dynamic change, necessitating constant
innovation in the strategies of institutional communications (Dozie, Grunig, Grunig, 2013).
Among the evolving strategies, event communication is now a fundamental component of
making communication a success. It is a critical resource for establishing institutional
identity and fostering an organization's image within the public sphere (Van Winkle,
Bueddefeld, 2020).

This research illuminates the dynamic aspect of organizational communication and
highlights the case of Ooredoo Qatar as a telecommunication service provider that has
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adopted event communication as a strategic means to establish its identity and reinforce its
public image. Ooredoo's experience offers an interesting example of how institutions can
use event-based initiatives to engage with their audience and develop a better sense of
belonging in their communities.

The increased use of virtual technologies and digital platforms in communications
practice has revolutionized institutions' planning and staging of their events. From virtual
exhibitions and experiential marketing to interactive conferences live-streamed, event
communication is no longer limited to the physical environment. This has allowed
institutions such as Ooredoo Qatar to engage larger audiences, address messages more
personally, and track engagement more accurately through the use of data analytics and
real-time feedback systems.

Also, the use of event communication as part of corporate identity efforts goes along
with the overall trend by which organizations strive to humanize the brand and be socially
responsible. Events are not only deployed as marketing tools but also as a vehicle for
conversation, partnership, and communal involvement. As such, Ooredoo Qatar's public
events as part of its strategic communications efforts exemplify how telecommunications
businesses can position themselves not just as service providers but as active and engaged
corporate citizens.

The research aims to find out how Ooredoo Qatar uses event communication to build
and project its reputation as a socially responsible organization. It examines the channels
of communication utilized, the incorporation of event communication into general public
relations campaigns, and the company's ambitions and obstacles in adopting new
technologies that allow for more audience engagement and participation.

Through an examination of Ooredoo's event communication strategic practices, the
research aims to provide knowledge with practical implications for its success in driving
organizational goals and building the corporate reputation. Finally, the research findings
aim to inform other telecommunication companies to follow similar strategies in a bid to
improve their presence, identity, and power in society.

2. METHODOLOGY

2.1. Research questions

Event communication is important to any organization, regardless of the nature of their
activity, as it is the process by which different information, ideas and opinions are provided.
It is the link between the institution and its audiences, whether internal or external. The
success of any organization depends on the effectiveness of the communications therefore
most organizations aim to adopt many types of communication, including event
communication.

Event communication has emerged as an increasingly vital strategy embraced by in-
stitutions in recent years, leveraging a myriad of contemporary resources to effectively
convey positive narratives to external stakeholders. In today's landscape, institutions
harness diverse channels such as social media platforms, virtual events, and interactive
online experiences to amplify their messages. Furthermore, the integration of advanced
analytics and data-driven insights enables organizations to tailor their event
communication efforts with precision, enhancing audience engagement and outreach. This
modern approach extends beyond traditional methods, encompassing innovative
techniques like immersive technologies, live streaming, and interactive storytelling to
captivate audiences and foster meaningful connections. Moreover, the collaborative nature
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of event communication facilitates strategic partnerships, fostering avenues for
sponsorship, fundraising initiatives, and impactful philanthropic endeavors. As institutions
navigate the digital age, the symbiotic relationship between event communication and
institution-al image becomes increasingly evident, underscoring its pivotal role in shaping
perceptions and cultivating enduring relationships with diverse audiences.

Thus the image of the institution reflects the identity perceived by the public and
constitutes a key factor in communicating and marketing its message, No organization can
operate without a strong and consistent image, as it represents one of the most important
objectives to be achieved and maintained through various communicative activities.
A well-established image not only attracts the public but also enhances organizational
performance and strengthens public trust. In view of the profound changes the world has
experienced in recent times — particularly with the introduction of new technologies and
their advanced applications — service institutions have faced fierce competition. This has
necessitated the adoption of new communication strategies, notably the use of event
communication, as a means of highlighting their position, reinforcing their identity, and
improving their image. (Allen, 2023)

In the midst of this tremendous development, the telecommunications sector in Qatari
service institutions has seen the entry of foreign multinational companies, which have
played a major role in the development of modern communication. This, in turn, led to an
increase in advertising and promotional campaigns for this activity, and thus the Qatar
Service Corporation found itself facing great challenges in defining its identity as
a community institution, seeking to serve citizens and residents. adopted a sophisticated
strategy in the field of event communication, including the use of new digital methods in
the organization of major events. Based on this context, the present study seeks to explore
the strategic role of event communication at Ooredoo Qatar in building and reinforcing its
identity as a socially responsible and community-oriented organization. Accordingly, the
study is guided by the following main research question:

How does event communication at Ooredoo Qatar contribute to building its identity as
a community-oriented organization?

To address this central question, the study also investigates the following sub-questions:

1. What are the most prominent communication channels used by Ooredoo Qatar?

2. How is event communication utilized to promote the organization’s brand?

3. What are the primary objectives Ooredoo aims to achieve through its event

communication strategy?

4. To what extent have modern communication tools contributed to enhancing public

trust in the organization?

5. How can an effective event communication plan be developed and implemented to

strengthen Ooredoo’s institutional identity?

2.2. The case, data, and methodology

This study employs a descriptive approach to provide a comprehensive description of
the phenomenon under study, namely event communication within the organizational
framework of Ooredoo Qatar. This methodology is chosen for its ability to provide
a detailed account of existing practices and to gather relevant data that is conducive to
interpretation and analysis. Specifically, the study seeks to elucidate the role of event
communication within Ooredoo Qatar, outlining its strategies for presenting services to its
customers and stakeholders, and for strengthening its internal and external corporate image
through the orchestration of a variety of events, functions and manifestations. It also seeks
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to explore the intricacies of event organization within the company, examining the
modalities used and the various stakeholders involved in its execution.

In order to provide a comprehensive understanding of the subject matter, the research
uses a questionnaire as its primary data collection tool. The rationale behind this choice
stems from the effectiveness of the questionnaire in eliciting relevant information and
empirical field data. It consists of a carefully curated set of questions designed to elicit
responses relevant to the research problem at hand. However, the accuracy and reliability
of the findings depend on the researcher’s ability to apply an informed understanding of
the data to be collected and to select appropriate methodologies for measuring the variables
under investigation.

We used it to determine the impact of event communication on enhancing the image of
the service institution and to know the state of event communication in Ooredoo Qatar,
where the form contained five axes represented in:

e The first axis: personal data and including three variables, gender, age and education

level.

e The second axis: data on the state of event communication in the institution, and this

axis contained 06 questions.

e The third axis: data on the means of event communication in the institution, which

contained 04 questions.

e The quarterly axis: data on the forms of event communication, which contained 07

questions.

o The fifth axis: data on the objectives of event communication in the Civil Protection

Directorate, which in turn contained 06 questions.

At the level of the study sample, the research relied on 100 employees from different
Ooredoo branches in Qatar in order to examine their perceptions of the role of event
communication in building corporate awareness and brand identity, as well as a community
institution. The sample was purposive, selected intentionally by the researcher according
to characteristics relevant to the research objectives, rather than random sampling. The
sample of 100 employees represents approximately X% of Ooredoo Qatar’s total
workforce, distributed across key departments such as marketing, customer service, and
technical operations.

In this sense, a questionnaire was administered to the target audience during the months
of June until September 2022, it includes three sections:

o Identification of the survey population.

e Image reflected by Oredoo.

e Quality of the cultural programming offered by the Oredoo.

The documentary research on site and the interviews carried out with those in charge
of communication enabled us to clarify and complete our study.

3. LITERATURE REVIEW

In the literature, many authors define the notion of event communication differently:
Event communication still does not have a definitive definition, unanimously accepted by
all (Walliser. 2003), taking the example of these two definitions: “Event communication
corresponds to a generic name given to sponsorship, patronage, sponsorship and any
technique based on the use of any event (existing or specifically created)” (Décaudin,
1995), Sometimes, it is presented as “a composite communication system implemented by
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an organization around the association of its name or brand with a socio-cultural event
(sports, artistic, scientific...)” (Baux, 1991).

According to J. Lendrevie and B. Brochand, this type of communication includes
actions of public relations, stimulation, and motivation, which give rise to events that often
bring together internal audiences as well as external or mixed audiences.

The primary objective of any activity relating to event communication is the
enhancement of the institution’s reputation and visibility, because the presence of its name
and logo on the posters improves its reputation. Thus, it has a positive impact on the brand
image of the firm due to the lively and convivial character of each event offered (Larhrissi,
Omani, 2020).

Like all types of communication, event communication has well-defined objectives.
First, it has an image and awareness objective, meaning that communication through an
event also aims to increase the visibility and awareness of a company. In other words, the
chosen event can contribute to improving the company's image and raising its profile.
Secondly, event communication has a commercial objective. Its purpose is to inform and
promote a brand, a product or a service so that it can attract the attention of the public. In
this case, the event can highlight the benefits of the product or service (Jago, Chalip,
Brown, Ali, 2003).

Recent studies emphasize the role of event communication tools (e.g., webinars, hybrid
events, mobile apps) in shaping organizational identity (Smith, Lee, 2022; Johnson, 2023).

As reputation and image are essential, institutions are increasingly seeking to establish
and renew a close link with the consumer. For specialists in relational marketing, this type
of communication delivers “a social message that touches the spectator or listener in his or
her aspiration to be part of a social, sporting or artistic community” (Perlstein, Piquet,
1985). Thanks to events, the close relationship established makes it possible to create an
affective link with the target in the short term and contributes, in the long term, to building
audience loyalty.

3.1. Event communication tools

Event communication includes a wide range of events such as seminars, conventions,
congresses, trade fairs, award ceremonies, press trips, private sales, launch offers, and
team-building activities. This strategic approach caters to both individuals and corporate
entities, as well as media outlets.

Presently, a clear distinction can be made between event communication and media
communication. Historically, media communication, employing mass media channels such
as television, radio, and print, held a predominant position and underwent significant
development. This form of communication aimed at reaching a broad audience without
specific targeting. However, the emergence of event-based communication has
revolutionized this landscape, empowering companies to tailor their outreach strategies
based on their industry.

Before engaging in or organizing any event, a comprehensive understanding of the
diverse types is imperative. These variations are contingent upon the defined objectives
and the characteristics of the participants. Notably, events can manifest in various forms
(Delia, Armstrong, 2015):

1. Sponsoring: It is a vector of communication which consists for a company (sponsor)
in contributing financially, materially or technically to a social, cultural or sporting
action, with a view to increase its notoriety and possibly improve its image (Delia,
Armstrong, 2015).



12

Y. Boudhane

2.

Partnership: It is material support, financial or in the form of a service provided to
an event, a person, a product or an organization with the aim of obtaining publicity
benefits. Usually considered as a synonym of sponsoring, sponsorship implies that
the partner benefits from spin-offs in terms of visibility and promotion (Decaudin,
2011).

Charitable activities: They are a social activity carried out by the institution in order
to consolidate its image in its surroundings. Charitable work can be defined as:
grants as a gift without receiving a return, for the benefit of an association that works
for the public interest.

Exhibitions: through which products and achievements are presented, in an
interesting way and highlighting the most important features of goods and services,
by relying on digital and visual means and posters that help the exhibitors to
introduce their products and services to visitors.

Among the most important roles that the exhibition plays, we find the following:

Presenting new goods and services and testing their acceptance by the potential
consumer.

Delivering the message in a direct and effective manner.

Inquiry, comparison and purchase by the consumer.

It represents an important means of acquaintance between the public and the
organization.

Organizing Concerts: Concerts are a form of direct communication with the internal
and external audiences of the organization, and are considered one of the most
powerful communication tools that the public relations officer relies on to establish
good relations with specific audiences and win their favor. And social and
organization members and representatives of other organizations, talk and
discussions are exchanged that make each of them more understanding of others,
their views and trends.

There are many reasons for organizing parties and special invitations, including:

°
°
6.

Opening a new branch of the organization.

Appointment of a new official for the organization.

Signing a specific agreement.

The seminar: Is a type of event communication with the aim of communicating on
a defined subject acquiring new specific knowledge, motivating and strengthening
team spirit.

There are two types of seminars:

7.

The external seminar: These types of seminars are organized to welcome employees
from different companies and aim to transmit knowledge on a specific subject, to
connect professionals from the same field of activity or to promote exchanges on
particular know-how.

Internal seminars or company seminars: This type of seminar refers to all kinds of
meetings organized outside the usual professional context. This type of seminar
serves to motivate employees, develop and strengthen team spirit.

Event website: The event website will likely be the first stop for anyone looking for
information about an event. The website should be clearly labeled with intuitive
links and all necessary information readily available. All other event
communication tools should direct potential attendees to the event website, and
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currently websites are used on an ongoing basis by all companies for all sorts of
events.

8. Social Media: Marketing an event on services such as X (formerly Twitter),
LinkedIn and Facebook is an essential step in your pre-event communication
process. Each social media platform has a different user base with unique
demographics and can attract large audiences through the effective use of these
platforms.

9. Event Mobile App: Is a versatile tool that can serve as an incredibly effective means
of communication for everyone involved in the event. With an event app, the
company can create polls, surveys and group chats to engage with the audience and
PR team throughout the event and make changes as needed.

3.2. Organizational identity and corporate performance

Corporate identity is a complex concept to define because there are many definitions
and it is often confused with the terms image and reputation. Indeed, the identity of the
company relates to what makes it specific, unique, recognizable and which makes it
possible to identify with it, while distinguishing it from other actors in the field (Libaert,
Johannes, 2016).

Balmer and Van Riel point out in the following paragraph that corporate identity: “Was
the synonymous with organizational nomenclature, logos, company house style and visual
identification. Many corporate identity practitioners had (and have) their roots in graphic
design. The Authors contend that graphic designers have been hugely influential in two
regards, in that they articulated the basic tenets of corporate identity formation and
management and succeed in keeping the subject on the agenda of senior managers” (Van
Riel, Balmer, 1997).

According to Birkigt and Stadler, identity is composed of three aspects: (1) the
behavioral aspect, which represents what the company does, the way it acts; (2) the
communication aspect, which consists of what the company says in its communications;
(3) the symbolic aspect which indicates howthe entity represents itself in the world, through
its name, its logo, its visual unit, etc. (Libaert, Johannes, 2016).

Every organization requires an identity for internal and external stakeholders to
construct a sense of how it is situated amongst and interacts with other organizations,
groups, and people (Albert et al. 2000). Thus, identity distinguishes the organization from
other similar organizations (Ashforth, Mael, 1996).

Organizational identity can influence corporate performance in various ways.

Firstly, a strong and positive organizational identity can enhance employee motivation
and engagement. Employees who identify with their organization's values and purpose are
more likely to be committed to their work, which can lead to higher job satisfaction and
better performance (Ashforth, Mael, 1996).

Secondly, a clear organizational identity can improve brand image and reputation,
which can lead to increased customer loyalty and sales. Organizations that have a strong
identity are more likely to resonate with their target audience, differentiate themselves from
competitors, and create a sense of trust and authenticity.

Thirdly, a well-defined organizational identity can provide direction and focus for
strategic decision-making. Organizations that have a clear understanding of their values
and purpose are better equipped to make decisions that align with their goals and achieve
their desired outcomes (Dutton,Dukerich, Harquail, 1994).
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Overall, a strong and positive organizational identity can have a significant impact on
corporate performance. By defining their identity and communicating effectively to
employees, customers, and stakeholders, organizations can create a sense of purpose, build
a strong brand, and drive business success (Rindova, Pollock, Hayward, 2006).

4. RESULTS

4.1. Identification of the company

The company under study is Ooredoo Qatar, one of the largest telecommunications and
information technology service providers in the country. Established in 2004, it operates
as the domestic arm of Ooredoo Q.P.S.C. (formerly Qatar Telecom, Qtel), a Qatari public
telecommunications group headquartered in Doha. The Group is majority-owned by Qatar
government-related entities alongside public investors; it is not owned by Vodafone
Group. Within the domestic market, Ooredoo Qatar competes with Vodafone Qatar as one
of the two licensed mobile network operators.

Ooredoo Qatar provides mobile, internet, and integrated communication services to
households and businesses across Qatar. Its offerings include prepaid and postpaid mobile
services, fixed and mobile internet packages, and a variety of digital communication
solutions. The company is recognized for its commitment to innovation and digital
transformation, and it has built a strong presence in the Qatari market. Moreover, Ooredoo
Qatar has been acknowledged for its corporate social responsibility initiatives and
sustainability efforts (Ooredoo, 2023).

4.2. Public Relations management in Ooredoo

Public relations management at Ooredoo Qatar involves developing and maintaining
positive relationships between the company and its stakeholders, including customers,
employees, shareholders, and the community. This includes managing media relations,
crisis communication, corporate social responsibility initiatives, and events management.

The public relations team at Ooredoo Qatar works closely with other departments to
develop and implement communication strategies that align with the company's goals and
values. They also play a key role in promoting Ooredoo Qatar's brand and reputation
through various channels, including social media, press releases, and events.

In addition, the public relations team at Ooredoo Qatar works to ensure that the
company's messaging is consistent across all platforms and that any communication is
accurate, timely, and relevant to the target audience. They also monitor and analyze media
coverage and public perception of the company to identify potential issues and
opportunities for improvement.

The Public Relations (PR) team plays a critical role in event management. They work
closely with event planners and organizers to ensure that events are aligned with the
company's goals and messaging. The PR team is responsible for developing and executing
communication strategies to promote events and increase attendance.

During events, the PR team serves as the primary point of contact for the media and
other stakeholders, providing information and managing media relations. They also ensure
that the company's messaging is communicated effectively and consistently throughout the
event (Ooredoo Qatar Events, 2023).

In the post-event phase, the PR team is responsible for measuring the effectiveness of
the event and its impact on the company's reputation and image. They analyze media
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coverage and feedback from attendees and stakeholders to identify areas for improvement
and to inform future event planning and communication strategies.

After presenting Ooredoo Qatar and mentioning the role of public relations in managing
the promotion of the company's image to its internal and external audiences, and managing
all events and activities, the following section of the field study will be dedicated to
analyzing how event communication tools are employed in detail and studying their
organizational effectiveness in introducing Ooredoo, its policies, promoting its services,
and its overall image, through interviews conducted with those responsible for managing
these events in the company.

4.3. Results of the interviews analysis

After conducting interviews with the Public Relations managers at Ooredoo Qatar, we
have concluded the following (Ooredoo PR Manager, 2023).

Regarding the question posed to the Public Relations officials about how Ooredoo
Qatar defines the concept of event communication within the organization's context, they
responded that event communication at Ooredoo is regarded as a powerful strategic tool
for conveying messages, building positive relationships, and enhancing the overall image
and identity of the company. This involves planning and executing events that align with
the organization's mission, values, and goals, with the aim of creating unforgettable
experiences that resonate with the event audience. The emphasis is on fostering meaningful
connections, promoting the brand, and contributing to the community, ultimately
enhancing Ooredoo Qatar's position as a socially responsible entity and customer-focused
leader.

Ooredoo has demonstrated a pronounced commitment to cultivating a positive societal
image, both locally and internationally, through its dedicated sponsorship and meticulous
oversight of various events in recent years. Noteworthy among these are (Oreedo PR
Manager, 2023):

e Accompanying events aligning with the grandeur of the FIFA World Cup Qatar

2022.

e A showcase of innovation at Expo Doha 2023 through Ooredoo's distinctive
exhibition.

e QOoredoo's pivotal role as a significant supporter of Qatar's heritage, culture, and
education, exemplified by its involvement in diverse community, school, and
educational programs.

e Serving as the official communications sponsor for “Qatar Live” events.

e A proactive approach to community engagement, exemplified by a range of
impactful social responsibility activities orchestrated under the banner of the
“Connect and Give” campaign.

e Successful hosting of the virtual “Financial Markets Day”, demonstrating
adaptability to the evolving communication landscape.

e Demonstrating a commitment to environmental sustainability with impactful
initiatives in the region.

¢ Pioneering support for sports excellence in Qatar, evidenced by the initiation of the
“Ooredoo” Doha Marathon 2024.

e A prominent role as a key sponsor for the inauguration of Google Cloud in Qatar,
a milestone event held on May 22, 2023.
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e Attaining the status of a golden sponsor for the prestigious “Initiative 2023 awards
ceremony organized by “Achievement Qatar”, recognizing outstanding youth
projects.

o Fostering a deep connection with Qatari heritage, enriching the fan experience at the
FIFA World Cup Qatar 2022.

e Showcasing various events at the Khalifa International Stadium pavilion,
symbolizing inclusivity and community engagement.

e Ooredoo's multifaceted event portfolio reflects its holistic approach to societal
impact, blending cultural support, sports sponsorship, and environmental
stewardship. This nuanced engagement strategy not only aligns with the company's
overarching objectives but also positions it as a socially responsible entity making
substantive contributions to the communities it serves.

In response to the question of how Ooredoo Qatar strategically integrates event
communication into its broader public relations plans and ensures that events align with its
message, values, and long-term objectives, the PR official responsible for events confirmed
that event communication is strategically integrated into Ooredoo Qatar's overall
communication strategy. This integration contributes to achieving specific long-term
objectives, such as building the brand, enhancing audience engagement, and supporting
social initiatives, while ensuring harmony with the institution's message, values, and goals.

The events management team strives to align these events with the institution's message
and values. The selection and design of events are carried out in a manner that reflects this
message and reinforces the values that Ooredoo Qatar seeks to promote, aligning with its
identity and values as a Qatari entity.

Modern communication technology and digital media are essential for integrating event
communication. The focus should be on utilizing the latest digital technologies and social
media to organize and market events effectively. This will help to achieve better interaction
with the audience and increase awareness of the events.

Ooredoo Qatar actively incorporates social dimensions into its events to strengthen ties
with the local community and achieve social benefits. This statement reflects the
institution's commitment to social responsibility and its contribution to building
relationships based on trust and positive interaction. All events organized by the institution
aim to promote these values in society.

The PR official in charge of events emphasized that identifying the target audience for
Ooredoo Qatar's event communication initiatives is crucial to ensure maximum impact and
effectiveness. The process of determining and defining the target audience should be
objective, clear, and logical, avoiding biased or emotional language. It should also adhere
to conventional academic structure and formatting, using precise subject-specific
vocabulary when necessary. The language should be formal, avoiding contractions,
colloquial words, informal expressions, and unnecessary jargon. Finally, the text should be
grammatically correct and free from spelling and punctuation errors. The target audience
is determined based on several factors, including the specific objectives of each event and
their alignment with the needs and interests of the audience. The final identification of the
audience for a particular event may consider factors such as age, gender, interests,
geographic locations, and other demographic and behavioral factors.

¢ Ooredoo Qatar's events communication team relies on accurate information obtained
through regular market research and analysis of audience data to understand
the comprehensive preferences and expectations of the audience. This precise
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identification provides an opportunity to tailor events and their messages to meet the
expectations of the target audience.

e Ooredoo Qatar aims to convey key messages that reflect its identity and strategic
vision through its events. These messages are developed carefully to ensure the
desired impact and the achievement of specific goals. The institution identifies the
main content it wants to convey by analyzing the target audience and understanding
their needs

e Ooredoo Qatar aims to convey various messages through its events, including
building brand identity, enhancing interaction with the audience, and supporting
social initiatives. These messages are developed to achieve effective and positive
impact in coordination with the objectives of each event.

e QOoredoo Qatar's efforts in the field of event communication are guided by
a comprehensive framework that includes identifying the target audience and
developing key messages. This integration of elements ensures maximum benefit
and impact.

Regarding the question of whether event communication plays a vital role in building
and shaping Ooredoo Qatar's corporate image, the PR official responsible for events
affirmed that it is an effective means to enhance the organization's values and convey its
message. By organizing events that align with Ooredoo Qatar's values and objectives, the
institution can highlight specific aspects of its identity and reinforce them among the
audience.

Here are some examples that illustrate how event communication contributes to
building a positive and distinctive corporate image for Ooredoo Qatar (Ooredoo, 2023).

Successful Participation in Expo Doha 2023: Ooredoo Qatar organized a prominent
innovative exhibition at Expo Doha 2023, showcasing the latest technologies and
innovations in telecommunications. This participation not only enhances the company's
technological identity and innovative capabilities but also reflects its strategic vision in
supporting leading global events.

e Community-Oriented Events: Ooredoo organized community-oriented events that
reflect its commitment to social responsibility. For instance, hosting educational and
awareness events on safe technology use contributes to building a positive image as
a company dedicated to providing added value to the community.

e Sponsorship of Sports Events: As a major sponsor of sports events, such as the “I
Want” Doha Marathon, Ooredoo demonstrates its integration with sports values and
motivation. Simultaneously, it highlights its technological capabilities in covering
and supporting major sports events.

e Participation in Environmental Initiatives: Through sponsorship of environmental
initiatives, such as its support for local environmental projects, Ooredoo reinforces
its identity as a corporation committed to sustainable development and
environmental conservation.

These examples demonstrate how Ooredoo Qatar's events enhance its corporate image

and build its identity as a socially responsible entity.

The official overseeing Public Relations for events at Ooredoo Qatar emphasized that
the company perceives events as crucial avenues for community involvement.

This involvement is evaluated through a multifaceted framework to guarantee a positive
impact on the relationship with the community. The level of community engagement is
assessed by evaluating involvement through a multifaceted framework to ensure a positive



18 Y. Boudhane

impact on the relationship with the community. Ooredoo organizes educational and
awareness events for local audiences, including associations, cultural and sports clubs,
schools, and universities. These events provide benefits to the community.

Ooredoo supports sporting events that promote health and physical fitness within the
community, such as recreational activities, National Day events, sports days at Aspire, and
events at parks that serve as modern recreational facilities. The company also collaborates
with charitable organizations, dedicating a portion of event revenues to support social
causes. For example, Ooredoo has partnered with Qatar Charity.

Furthermore, the Ooredoo team consistently considers the opinions and needs of the
community during event planning stages. They achieve this through leveraging social
media and direct communication with the public, including citizens and residents, both
during and after event execution. This approach ensures ongoing community engagement
and responsiveness to the diverse needs and expectations of the society it serves.

In the context of the continuous evolution in the digital transformation realm, Ooredoo
Qatar has been refining its approach to event communication over time, leveraging modern
technologies. By integrating digital transformation into its strategy, the organization has
diligently worked on enhancing its interaction with the audience and enriching the
participants' experience in events.

Ooredoo, as confirmed by the Public Relations department, recognized the significance
of utilizing cutting-edge technologies in organizing and executing events, such as virtual
reality, augmented reality, and interactive technologies. The company has improved its
technological infrastructure to ensure a unique and innovative experience for participants,
fostering interaction and contributing to the more effective achievement of the events'
objectives.

Ooredoo assesses the success of its events by measuring community engagement. The
company supports social initiatives and organizes educational and awareness events in
collaboration with charitable organizations. A portion of event revenues is allocated to
support social causes. The Public Relations representative emphasizes that the company
consistently listens to the opinions and needs of the community.

In the context of digital transformation, Ooredoo has adjusted its approach to event
communication by utilizing cutting edge technologies to enhance interaction and attendee
experience. The success of the organization's efforts is measured through indicators such
as participation levels, social interaction, and achievement of organizational goals. These
indicators are assessed through opinion surveys and digital interaction metrics,
demonstrating a positive impact on the organization's relationship with the community and
the successful enhancement of its image.

4.4. Discussion

Through the analysis of the interview responses conducted with the events managers in
the Public Relations department at Ooredoo Qatar, the study arrives at the following results.
These results address the initial questions posed by the study:

e Definition of Event Communication: Ooredoo Qatar understands event
communication as a vital means to enhance interaction with the public and achieve
the company's goals through organizing events that align with its message and
values.

e Importance of Event Communication: Ooredoo Qatar considers event commu-
nication highly significant in its overall communication strategy, contributing to
building and shaping its corporate image effectively.
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e Strategic Integration: The institution strategically integrates event communication
into its public relations plans to ensure alignment with its message and values,
utilizing cutting-edge technologies to enhance participant interaction and achieve
event objectives.

e Target Audience and Messages: Ooredoo Qatar identifies the target audience for
event communication initiatives and develops key messages that reflect and
reinforce its message, utilizing modern techniques.

e Building Identity and Image: Ooredoo believes that event communication
significantly contributes to building and shaping its corporate image, ensuring that
events align with and positively enhance its identity.

e Community Engagement: Ooredoo Qatar views events as opportunities for
community engagement, measuring this engagement through support for social
initiatives and the organization of educational events. The institution provides
examples of successful initiatives that positively impacted its relationship with the
community.

o Adaptation to Change: In the context of digital transformation, Ooredoo has adjusted
its approach to event communication by adopting the latest technologies to improve
interaction and participant experiences, demonstrating adaptability to technological
advancements and changes in audience behavior.

e Success Metrics: Ooredoo Qatar measures the success of event communication
efforts through indicators such as participation levels, social interaction, opinion
surveys, and digital interaction measurement. These tools are employed to assess the
positive impact on its relationship with the community and the successful
enhancement of its image.

Despite the clear evidence of Ooredoo Qatar’s success in integrating event
communication, the study remains limited to a single case. Future research could compare
event communication practices across different telecommunications companies in the Gulf
region or investigate the financial impact of such practices in greater depth. In addition, the
reliance on a purposive sample and qualitative methodology may restrict the
generalizability of the findings, even though they provide valuable insights. Therefore,
future studies could benefit from employing mixed-method approaches, larger and more
diverse samples, or cross-industry comparisons to further validate and enrich the
conclusions presented here.

5. CONCLUSIONS

In conclusion, the study has explored the pivotal role of event communication for
Ooredoo Qatar Telecommunications Corporation as a service institution. Event
communication has emerged as a crucial tool in building the institution's identity and
enhancing its image in the dynamic landscape of the telecommunications sector. The study
aimed to address key questions regarding Ooredoo's approach to event communication and
its impact on identity formation.

Ooredoo Qatar recognizes the significance of event communication in conveying
a positive image to external audiences. The study delved into the diverse means of
communication employed by Ooredoo Qatar, emphasizing the strategic integration of event
communication into broader public relations plans. The institution's goals, including brand
promotion and community engagement, were explored, highlighting the instrumental role
of modern communication methods.
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In the context of the telecommunications sector's evolution and increased competition,
Ooredoo Qatar strategically adapts to technological advancements. The study
acknowledged the challenges faced by the institution and emphasized its commitment to
defining a strong community identity. Ooredoo's use of digital methods for organizing
major events was discussed as a forward-looking strategy to navigate the changing
landscape.

The research questions guided an in-depth analysis of Ooredoo's event communication
practices, shedding light on its goals, means of communication, and the influence of
modern methods on community trust. The study affirmed the integral role of event
communication in shaping Ooredoo's identity as a community-focused organization.

As institutions globally face challenges in defining their identities amidst technological
advancements, Ooredoo Qatar's experience serves as a valuable case study. The study
contributes insights into effective event communication strategies for service institutions,
particularly in the telecommunications sector, providing a foundation for future research
in this evolving field.

Future research extending beyond a single case study would further consolidate these
findings and offer broader insights for the telecommunications sector in the Gulf region.
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