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Abstract 
The aim of the research is to identify the importance of public relations 

management in the government institution and the extent of what it does to 
activate communication activities with the public, as well as to clarify the 
importance of spreading a culture of quality for institutions and how to 
manage the transformation towards that culture and the obstacles it faces in 
institutions, and the practical application has been done To search in the 
Scientific Supervision and Evaluation System - Quality Assurance 
Department - Quality Assurance Department of the Iraqi Ministry of Higher 
Education and Scientific Research to verify the existence of a relationship 
between the Public Relations Department and the dissemination of quality 
culture in the research institution, where a questionnaire was distributed to 
a sample of (50) employees To conduct the statistical analysis according to 
the program (SPSS v25) on it, where it was found that there is a significant 
correlation between the Public Relations Department with the dissemination 
of the culture of quality in the surveyed institution, as well as the existence 
of a positive and moral impact of the Public Relations Department in 
spreading the culture of quality. The research recommended a number of 
recommendations, the most important of which was that the public 
administration in the organization should lead the shift towards spreading a 
culture of quality according to the methods of enticement and attraction 
towards that culture, and in the event of resistance, finding new methods 
and starting over. 

Keywords: public relations management, communication activities, 
spreading a culture of quality, organizational culture. 
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