CHAPERTWO
LITERATURE REVIEW
2.0 INTRODUCTION
This chapter discusses about the review of various literatures on public relation. Concepts and theories are also examined in this section.
These are various definitions of public relations and all are related to one another. It has been described variously by individuals and organization to suit their purpose. although he efforts have been made to achieve a common group.
According to Akande (2007) said Public Relations is ability to promote mutual understanding between an organization and its public. The public are those who hate dealing with business organization. These include the customer and other business organization that patronize the organizations product and services.
Following the words assembly of public Relations Association in Mexico City in August 1978, the following definition usually referred to as Mexico statement of 1978 was adopted.





2.1 CONCEPTUAL FRAMEWORK
Social media are computer-mediated tools that allow people: to create, share or exchange information, ideas. and pictures/videos in virtual communities and networks. Social media is defined as "a group of internet-based applications that build on the ideological and technological foundations of Web 2.0, and that allow the creation and exchange of user-generated content," Furthermore, social media depend on mobile and web-based technologies to create highly interactive platforms through which individuals and communities share, co-create, discuss, and modify user-generated content. They introduce substantial and pervasive changes communication between businesses, organizations, communities, and individuals. These changes are the focus of the emerging field of technologies' studies. Social media differ from traditional or industrial media in many ways, including quality. “reach, frequency, usability, immediacy and permanence. Social media operates in a dialogic transmission system, (many sources to many receivers). This is in contrast to traditional media that operates under a monologues transmission model (one source to many receivers). "Social media has been broadly defined to refer to he many relatively inexpensive and widely accessible electronic tools that enable anyone to publish and access information, collaborate on a common effort, or build relationships". 
Social media technologies take on many different forms including blogs, business networks enterprise social networks, forums, microblogs and photo sharing. Products/services review, social bookmarking, social gaming, social networks, video sharing and virtual worlds.
History and memory effects 
News media and television journalism have been instrumental in the shaping of American collective memory for much of the twentieth century. Indeed, since the United States colonial era, news media has influenced collective memory and discourse about national development and trauma. In many ways, mainstream journalists have maintained an authoritative voice as the story tellers of the American past. Their documentary style narratives, detailed exposes, and their positions in the present make them prime sources for public memory. Specifically, news media journalists have shaped collective memory on nearly every major national event from the deaths of social and political figures to the progression of political hopefuls. Journalists provide collaborate descriptions of commemorative events in U.S. history and contemporary popular cultural sensations. Many Americans learn the significance of historical events and political issues through news media, as they are presented on popular news stations. However, journalistic influence is growing less important, whereas social networking sites such as Facebook. YouTube and Twitter, provide a constant supply of alternative news sources for users. 
As social networking becomes more popular among older and younger generations, sales such as Facebook and YouTube, gradually undermine the traditionally authoritative voices of news media. For example. American citizen’s contest media coverage of various social and political events as they see fit, inserting their voices into the narratives about America's past and present and shaping their own collective memories.[38][39] An example or this is the public explosion of the Trayvon Martin shooting in Sanford, Florida. News media coverage of the incident was minimal until social media users made the story recognizable through their constant discussion of the case.
However, there is some debate about the extent to which social media facilitated this kind of change. Another example of' this shill is in the ongoing Kony 2012 campaign, which surfaced first on YouTube and later garnered a great amount of attention from mainstream news media journalists. These journalists now monitor social media sites to inform their reports on the movement. Lastly, in the past couple of presidential elections, the use of social media sites such as Facebook and Twitter were used to predict election results. U.S. President Barack Obama was more liked on Facebook than his opponent Mitt Rommey and it was found by a study done by Oxford Institute Internet Experiment that more people liked to tweet about comments of President Obama rather than Romney.
Positive effects of social media
In the book Networked – The new social operating system" by Lee Rainie and Barry Wellnan, the two authors reflect on mainly positive effects of social media and other internet based social networks. According to the authors, social media are used to document memories, learn about and explore things, advertise oneself and form friendships. For instance, they claim that the communication through internet based services can be done more privately than in real life. Furthermore, Rainie and Wellman discuss that everybody has the possibility to become a content creator. Content creation provides networked individuals opportunities to reach wider audiences. Moreover, it can positivcly affect their social standing and gain political support. This can lead to influence on issues that are important for someone. As a concrete example of the positive effects of social media, the authors use the Tunisian revolution in 2011, where people used Facebook to gather meetings, protest actions, ete,
Rainie and Wellnnan (bid) also discuss that content creation is a voluntary and participatory ac. What is important is that networked individuals create, edit and manage content in collaboration with other networked individuals. This way they contribute in expanding know ledge. Wikis are examples of collaborative content creation. 
Political effects of social media 
The popularity of getting political news from social media platforms is greatly increasing. A 2014 study showed that 62% of web users turn to Facebook to find political news. This social phenomenon allows for political information, true or not, to spread quickly and easily among peer networks. Furthermore, social media sites are now encouraging political involvement by uniting like-minded people, reminding users to vote in elections, and analyzing users' political affiliation data to find cultural similarities and differences.
Social media can help taint the reputation of political figures fairly quickly with information that may or may not be true. Information spreads like wildfire and before a politician can even get an opportunity to address the information, cither to confirm, deny, or explain, the public has already formed an opinion about the politician based on that information. However, when conducted on purpose, the spread of information on social media for political means can help campaigns immensely.
Open forums online have also been the root of negative effects in the political sphere. Some politicians have made the mistake of using open forums to try and reach a broader audience and thus more potential voters. What they forgot to account for was that the forums would be open to everyone, including those in opposition. Having no control the comments being posted, negative included, has been damaging for some with unfortunate oversight. Additionally, constraint of social media as a tool for public political discourse is that if oppressive governments recognize the ability social media has to cause change, they shut it down.[10]  During the peak of the Egyptian Revolution of 2011, the internet and social media played a huge role in facilitating information, At that time, Hosni Muburak was the president of Egypt and head the regime for almost 30 years. Mubarak was so threatened by the immense power that the internet and social media gave the people that the government successfully shut down the internet, using the Ramses Exchange, for a period of time in February 2011.
Social media as an open forum gives a voice to those who have previously not had the ability to heard. In 2015, some countries are still becoming equipped with internet accessibility and other technologies. Social media is giving everyone a voice to speak out against government regimes. In 2014, the rural areas in Paraguay were only just receiving access to social media, such as Facebook. In congruence with the users worldwide, teens and young adults in Paraguay are drawn to Facebook and others types of social media as a means to self-express. Social media is becoming a main conduit for social mobilization and government critiques because, "the government can't control what we say on the internet.[103]
Younger generations are becoming more involved in politics due to the increase of political news posted on various types of social media. Due to the heavier use of social media among younger generations, they are exposed to politics more frequently, and in a way that is integrated into their online social lives. While informing younger generations of political news is important, there are many biases within the realms of social media. It can be difficult for outsiders to truly understand the conditions of dissent when they are removed from direct involvement. Social media can create a false sense of understanding among people who are not directly involved in the issue. An example of social media creating misconceptions can be seen during the Arab Spring protests. Today's generation rely heavily on social media to understand what is happening in the world, an consequently people are exposed to both trụe and false information. For example, Americans have several misconceptions surrounding the events of the Arab Springs movement.
Social media can be used to create political change, both major and minor. For example, in 2011 Egyptians used Facebook, Twitter, and YouTube as a means to Communicate and organize demonstrations and rallies to overthrow President Hosni Mubarak. Statistics show that during this time the rate of Tweets from Egypt increased from 2,300 to 230.000 per day and the top 23 protest videos had approximately 5.5 million views. This not only allowed for organization among protesters, but also allowed the uprising to gain the attention of people around the world.
Types of social media
Social media arc of various types which includes
Social Networks
Services that allow you to connect with other people of similar interests and background. Usually they consist of a profile, various ways to interact with other users, ability to setup groups, etc. The most popular arc Facebook and LinkedIn.


Bookmarking Sites
Services that allow you to save, organize and manage links to various websites and resources around the internet. Most allow you to "tag" your links to make them easy to search and share. The most popular are Delicious and Stumble Upon.
Social News
Services that allow people to post various news items or links to outside articles and then allows it's users to "vote" on the items. The voting is the core social aspect as the items that get the most votes are displayed the most prominently. The community decides which news items get seen by more people. The most popular are Digg and Reddit.
Media Sharing 
Services that allow you to upload and share various media such as pictures and video. Most services have additional social features such as profiles, commenting, etc. The most popular arc YouTube and Flickr.
Microblogging 
Services that focus on short updates that are pushed out to anyone subscribed to receive the updates. The most popular is Twitter. 

Blog Comments and Forums 
Online forums allow members to hold conversations by posting messages. Blog comments are similar except they arc attached to blogs and usually the discussion centers around the topic of the blog post there are MANY popular blogs and forums.
Keep in mind that, while these are the 6 different types of social media, there can be overlap among the various services. For instance, Facebook has microblogging features with their “status update”.  Also, Flickr and YouTube have comment systems similar to that of blogs.
CRITICISMS OF SOCIAL MEDIA
Criticisms of social media range from criticisms of the ease of use of specific platforms and their capabilities, disparity of information available, issues with trustworthiness and reliability of information presented, the impact of social media use on an individual's concentration, ownership of media content, and the meaning of interactions created by social media. Although some social media platforms offer users the opportunity to cross-post simultaneously, some social network platforms have been criticized for poor interoperability between platforms, which leads to the creation of information silos isolated pockets of data contained in one social media platform[47] However, it is also argued that social media have positive effects such as allowing the democratization of the internet[48] while also allowing individuals to advertise themselves and form friendships. Others have noted that the term "Social" cannot account for technological features of a platform alone, hence the level of sociability should determined by the actual performances of its users.
There has been a dramatic decrease in face-to-face interactions as more and more social media platforms have been introduced with the threat of cyber-bullying and online sexual predators being more prevalent. Social media may expose children to images of alcohol, tobacco, and sexual behaviors. In regards to cyber-bullying, It has been prover that individuals who have no experience with cyber-bullying often have a better well-being than individuals who have been bullied online.
Twitter is increasingly a target of heavy activity of marketers. Their actions, focused on gaining massive numbers of followers, include use of advanced scripts and manipulation techniques that distort the prime idea of social media by abusing human trustfulness.
WHAT ARE PUBLIC RELATIONS?
According to defklus (1980) who says “Public Relations Practice is the art science of analyzing trends predicting their consequences counseling organization leaders and implementing planned programme of action which will serve both the organization and the public interest".
Ajala (2013), explained his definition of public relation as “A management of influencing opinions attitude and policies of an organization. A strategic counseling technique a mechanism of monitoring managing internal and external communications of a firm. Above all, it is a method of managing corporate and reputation.
The Nigeria institutes of Public Relation journal (Vol. l) quoting the international public Relations Association that public Relation is "A continuing and planned character through which public, private organization and institutes seek to win, retain understating sympathy and support of these with whom they are or may be concerned by evolution public opinion about themselves in order to correlation as far possible management policies and procedures.
Nevertheless, the Nigeria institute of public Relation Journal “image Maker" quoting the most acceptable definition so far by the British Institute of Public Relations (BIPR) as follows: “Public Relation is deliberate planned and sustained effort to establish and maintain mutual understanding between an organization and its public.
Therefore, public Relations is concerned with how and what others think about an organization and the need for an organization to maintain a position image, public Relations could be broadly divided into two Viz.
1. The internal public Relation
2. The External public Relation
a)	THE INTERNAL PUBLIC RELATIONS
The internal public Relations refers to management itself. They arc those bodies that make up the entire spectrum to the organization setting. The internal public range from the board of director down to the lowest ranking officers in the organization, this includes, drivers, cleaners, security men etc. They exchange information interest with one another to promote mutual understanding in the organization.
b) 	THE EXTERNAL PUBLIC RELATIONS
They refers to any other public that transacts business with the organization. They are therefore referred to as the various customers outside the organization setting “The survival of the external public is the survival of the whole organization" Akande (2010).
PUBLIC RELATIONS DEVELOPMENT IN NIGERIA
History has it that public relations started in Nigeria when the colonial government established an information office in Lagos in 1940. The main objectives then were to disseminate information about the consequences of the Second World War in this regard, the officer served as used link between the government and the Lagos press, the editors and the reporters whose limited resources made them dependent on the information office as the authoritative source of information.
An interesting features of this evolution of public Relations in Nigeria is the use of a feedback mechanism. People were becoming wearing of the geniuses of the information office because of the growing suspicious that the office was manned by police informants and detectives. The colonial government must have immediately become sensitive lo this system of the people in 2014: it changed the name from information office to public Relation office.
THE CONCEPT OF PUBLIC RELATIONS
In this contribution, the priority is not to define the concept of public Relation. There is abundant literature bearing standard definition of the subject. However, it is instructive to point out a common thread running through the earlier on given definition that public Relations.
1. 	Is a management function
2. 	Takes two-way communication
3. 	Involves two-way communication
4. 	Serves internal and external public
5. 	Provides action to establish and retain mutual understanding based on.
6. 	Entails analyzing trend event, public relation opinions and attitude
7. 	Counsels the organization.
The practice of public Relations may therefore be regard as a function which involves the collection and interpretation of facts, often for the purpose of analyzing problems. Public policies Relations programmes are conducted to put the policies into effect. Public Relations is an integral part of the system of any organizations corporate image through effective communication with its various publics.
Imdehin (2018) stressed that the entire gamut of public Relation activities is an organization is viable only to the extent that is overall contribution relate closely to the achievement of the objectives of the organization which the public Relation function is set up to serve.
Public Relations cannot be turned on and off like a tap, it needs a far more systematic engagement of the talents and skills of the practitioners as well as the commitment of the management of succeed.
The overall component generated by the endeavors is goodwill such will promote acceptance and even sympathetic understanding (when necessary) from all these contribution are crucial to the attainment of organizational objectives. This goodwill develops out of mutual trust between the organization) external public which the media, the immediate community/industry within list of suppliers, customers, shareholders, financial institutions, opinion leaders in the society and the government.
TYPES OF PUBLIC RELATION CONCEPTS.
1. MAAGEMENT CONCEPT
Public Relations as a management functions and human entered concepts advocates the institutionalization of a clearly articulates management philosophy. 
A management philosophy which a clearly human centered and which public relation favor id management by objectives (MBO) which no encompasses total quality management (TQM).
This participatory form of management stressed that for commitment to goals it be complete, level of management should be involved its definition. 
It should be understood that public Relations is like selling a manufactured product. You succeed in making sales a manufactured product; you fail if it is not.
Unfortunately, many organizations do not see public Relations as a management function. Therefore while many of them appoint junior executives into these position, other out spite Or out of disrespect for what they perceive public relations to be set themselves, the task of cutting the privileges of public relations practitioners without thinking of the damage they are doing to the organizational goals and maintaining a favorable public image and making a good at the end of the year.
However, public Relations duties were sometimes assigned to officers with other appellations such as marketing, administrative or personnel officer (as it may be seen in any archaic organizational chart). Placing public relations work under marketing/administrative/personnel department. There has also been on the increasing utilization of advertising companies by organization for public relations purpose while some others have gone to the extent of engaging public relations consulting firm on a retainer basis or for specific projects such as the launching of the celebration of anniversary.
This is to say, in other words, that except the organization appreciate the effort of public relations department by seeing as a management, its significance on the success of an organization may not be visible.
2. FUNCTIONAL CONCEPT
However, the public relations practitioners in an organization must have a strong and efficient team of executives to refer and brainstorm with one wide range of issue. If we accept that by the very nature of the organization, public relation duties and responsibilities arc complex and diversified, it become necessary for the practitioners to enjoy the support of and have a good rapport with his colleagues in other divisions of the business.
Many of the executives in these department marketing, production commercial and personnel are experienced public relations practitioners cannot succeed without their input and understanding. He must therefore, have an open channel of communication with arms of the business all times.
Moreover, he must have access to the decision making organs of the establishment and must have quick and reliable feedback channels within outside the organization.
TYPES OF PUBLIC RELATIONS SERVICES
There are five types of public relations services in an organization. They are the second functions of an executive.
1. Public Relations consultancy
2. Public Relation office
3. Public Relations manager
4. Corporate Executive Responsibility
5. Public Relation Department.
SECOND FUNCTION OF AN EXECUTIVE:
Here there is no professionally trained public Relation practitioner but an executive say the sales manager may be charged with the responsibility of the public Relation manager, for the assistance register students affairs may in addition to his duties be assigned the task of carrying out public Relations functions for the institutions.
PUBLIC CONSULTANCY/PUBLIC RELATIONS MANAGERS
Under this, you have different practicing companies stationed in different part of the town or country. They are then lined to help the organization in solving its public Relations problems arising from it interactions with their public in hiring such services, the organization must ready to accept the consultant by giving him a free hand to find the cause of trouble and to listen and act according to the consultant's instructions.
PUBLIC RELATIONS DEARTMENT
The public Relation department is full pledged with of a printing section, advertising section with news editions and research officer. This department usually officers to the organization. It is usually costly or expensive to run.
CORPORATE EXECUTIVE RESPONSIBILLITY
Here, the organization does not have public Relations practitioners parse in the alternative, he heads of the various department or sections of an organization, says all the executives come together and decide on way to improve the organizations image among it's various public. It is not a unit of its own and has no specific office.

GENERAL FUNCTIONS OF PUBLIC RELATIONS DEPARTMENT
Basically, apart from the functions earlier intentioned, the general functions of public Relations department arc six basic functions:
· Research
· Planning
· Production
· Co-ordination
· Institution
· Special Events
RESEARCH
Bola lbrahim (2011) defined research as the systematic inquiry into ways in which people and social institution that they create and operate behave in relation to one another and to their environment.
Research is very important in public relation, without it, there is no public Relation. Is functions involve the opinion and attitude towards surveys of the various public with which the organization interacts. These public may include customer, shareholders, distributors, communities within the organization is located also between the staff and the executives. The ultimate aims of research is to find out from the various publics their opinion about the policies and activates of the organization.
Anderson (2013) contributed the following:
An organization cannot afford to operate without research and the public relation can no longer rely on mere institutions and learning through failure. A more scientific approach is essential to gain top management to place clear value on investment-in public Relations.
i. POLICY: This is what you aim at achieve. The policies determine the organization has to make for itself before public the public.
ii. 	OBJECTIVES : This is what you aim at achieve. The policies determine what to aim at in concrete terms from policy ego to objectives. Policy is always broad but the objectives is what you aim at.
iii. 	COMMUNICATION METHOD: This is the channel or made in which the sent message reach the target audience, the more personal the message, the more effective. You must know to tailor your script or message to suit your audience. You must know your audience and to make them understand your message.
iv. 	PERSONAL QUALITY DISTIRIBUTION: The placement of the right person on the right position cannot be over emphasized to ensure that set aims arc achieved.
v. 	BUDGETING: Planning would effect budgeting if things are not right, like when there is need to recruit qualified staff, or intensity campaign in order twin people or improve the quality of raw materials to be used.
CO-ORDINATION
Co-ordination is done primarily through contact information and advice within the organization as well as between the organization and its various public since there are various department within an organization and its various public since there are various department within an organization, there is need to coordinate the executives and staff by contacting them and giving them information. At times there may be friction between one department and another, it is a public relation functions to restore good relationship with dispatch.
PRODUCTION
1. 	PUBLICITY: It is the functions of the public Relations department to make and place publicity materials in the various depending on which be more serviceable to his or her organization.
2. 	PRESS FUNCTION: It is the department's job to deal with the press confidence putting up press release and answering press enquiries.
3. 	MOTION PICTURE AND SLID FILM: This is another way the public Relation department used to bring out the profile and activities of the organization to the people.
4. 	INSTITUTIONAL ADVERITISING: While product various publication and distribute almanac, calendar, insert brochures books etc.
SPECIAL EVENT
It is for the public Relations department to organize special event, such as tours, exhibitions, meeting with shareholders and community.
PROBLEMS AND MISCONSLPTIONS OF PUBLIC RELATIONS PRACTICE
Most of the problem that beset the practice before the 1990 Decree were due to the misunderstanding of the practice by practitioners as we emergence of non-professionals.
Many practitioners did not quite grow beyond using the practice as an information channel, used only for getting their point of view to the target audience.
To them public Relations were gone way channels, propaganda, medium and good only for feeding the public with half-truths and for protecting their employers point of view. This attitude was due in part, to be lack of formal training in the public relations, unlike other field such as Engineering, Medicine, Law and so on where cultural development of a newly independent Nigeria.
There are certain misconceptions about public Relations which have been fostered partly by the imaginable nature of abuse to which it is subjected by its practitioners and non-practitioners.
The above problems and misconception of public Relations were analyzed and carefully put by Akande (2007) as follows:
1. 	PUBLIC RELATIONS ARE NOT PUBLICITY: public is a tool of public relations, but it is not whole of it, the functional executives must bear this in mind. This means that public Relations are not just the badly managed distribution of press realize to journalists.
2. 	PUBLIC RELATIONS ARE NOT HAPHAZED: A good public Relation programme is the result of careful planning, a deliberate calculated and strategic more to later the scale of opinion in favour of the organization. It was not the product of somebody fancy but the visible evidence of good research and intelligent analysis. And because it is strategic, the result of good public relations takes time to materialize.
3.	PUBLIC RELATIONS IS NOT A NON-SIIOT INVOLVEMENT: Normally, it should out live the company, even if the company has to wind up, like food, it is a daily requirement for the sustenance of the company.
4.	PUBLIC RELATIONS NOT A PROIOCOL: Even though protocol is one of its chief executive is never better polished by the number of men and women that line up to receive him at the airport. This is an area to which most executives and public Relations professionals develop their energies, somebody once said that protocol is the plum of public Relations practices in Nigeria, because it is an area for making cheap money.
5.	PUBLIC RELATIOONS ARE NOT ABOUIT GIFT GIVING: It is not bribery, said enough, this noble profession has been reduced to bribery in very many instances. Public Relations advertising initiative must be in its broad outline by a public Relations person.
Certain Public Relation is a specialized self-requiring different skills from that of a hand rose for news. Since it goes further and beyond the above listed aspect.
This practice of public Relations is not synonymous with any of these thought it contribute to the attainment prove effectiveness in many of those areas.



DEFINITION OF AN ORGASNIZATION AND ITS COMPOSITON
Portal et al (2007) summarized widely cited definition of organization by conceptualizing it is the following salient features. 
Organization as social entities in which people interacts with one another there environment as a purposeful goal oriented entities that arc intended to be consciously and rationally planned. a coordinated directed and continuous bases through time. 
In a more specific manner, Lawal (2013) defined of people around a technology which is operated to convert the inputs of the society into marketable goods and services.
COMPOSITION OF AN ORGASNIZATION
An organization is composed of people. It is the existence of individual in an organization that creates for its continuity. The interaction of people in an organization exists at different levels.
Porter et al (2007) explained that one way to look at the composition of organization is to adapt levels of analysis system. The approach according to Lawal (2013) considered individuals us the smallest unit of organization and society at large as the most encompassing until of organization in between are groups, organization and institutions.



WHAT MAKE AN ORGANIZATION SUCCESFUL
The measurement of the success of an organization cannot be limited to a particular sphere because of its wildness in the scope of success. However, the following are some of the factors that could be considered in the measurement of organization success, all which are tied to the operation of public relation and its various public relations (no organization can succeed outside the public).
Among which arc:
· Employee Relationship
· Community Relationship
· Media Relationship
· Investors
· Customers
· Profit oriented
1.	EMPLOYMENT RELATIONSHIPS: This is geared towards tearing a sense of belonging in the employees promoting team spirit and encouraging employee to provide positive reinforcement of the public Relations endeavor by word of mouth, testimony and so on, among the technique require to achieve employee relations as highlighted by Imolehinopcit include:
i. 	Staff, meeting, management meeting and staff forum
ii. 	Newsletters/house journals 
iii. 	Grievance resolution chemicals (which risk of victimization)
iv. 	Family open house award etc
2.	COMMUNITY RELATIONSIIP: The community in which the organization is situated be adequately taken care of from the public Relations point of action. Apart from the preliminary spade work done by the public Relations should continue to maintain the good relationship that has been established with neighborhood. Employment opportunities should be extended to the community members. Natural business should be boom for the inhabitants, Landlords having to let their houses to employees, all these advantages should be highlighted by the public Relations officers. This is done to promote an enterprise as a responsible corporate citizen keen on the observance of environment protection issues for the benefit of the community.
3.	MEDIA RELATIONS: This is done to formulate profitability liaisons with the press, build growth that can be lapped at short notice, provide avenue for publicity of company’s programmer and public/market enlightenment of publicity of service and product. The techniques for achieving these include immolating optic.
i. 	Press conference
i. 	Exposure of chief executives officer to favourable public on current and key issue in society. 
iii. 	New monitoring (press cutting, media watch).
iv. 	Media reception (quarterly luncheon and other liaison modes)
V. 	Information handbooks and other directories for background information.
4.	INTERNAL PEACE: Perhaps more importantly, we midst device a more efficient public Relations strategy for reaching our own people we cannot hope to achieve and success in our public policies without first doing this. We could be sousing the exterior of a building with the most effective first doing this. We could be sousing the exterior of a building with the most effective fire retardant, while exposing the interior to the most dangerous flammable liquid. One day a flame will spark inside and in our information age the smoke will be seen outside even before the ire has began effective to consume every on of us.
5.	INVESTORS: Financial relations or investors have been growth areas in public relations since 1990. Financial relation generally blends the skill of finance and written with the knowledge of medial, marketing and more recently, government because of its increase of its increased role in the capital markets, on the other hand, a through fully planned and executed financial communication programme may material enhance the reputation and therefore market popularity of a company that perform well.
6. 	CONSUMERS: consumers of today, more than any other time in our history are well aware of their right. Consumer, simply would not tolerate defective merchandised, misleading advertising, packaging and repairs different corporate show settlement when product do not live to advance him.
7. 	PROFIT ORIENTED: It is impossible for any organization or company to create a good image for itself it has no profit movie. Also, the public will never be interested in the company if it cannot satisfy the objectives of the owners (profit markings).
Indeed it will be a tall order for any public relations person to promote, project or build the image of any company that makes no profit. 
According to Imolchin (2018), public relations is an integral part of the system of any organization. its objectives being to constantly improve on the organization cooperate effectives communication with its various public.
THE ADVANTAGES OF PUBLIC RELATIONS DEPARTMENT ON ORGANIZATION SUCCESS.
The advantages of public relations department on the organization success cannot be over emphasized. Imolchin (1987) stressed that the entire gamut of public relations activities in an organization is viable only to the achievement of the objectives of the organization, which the public relations department is set up to serve.
1.	TEAM MEMBERSHIP: The presence ot a public relations department will facilitate the concept of them membership. The ensure evaporation good will and common objectives among the members, also involved direct link existing between the public relations department und the office of the chief executives.
2. 	ACKNOWLEDGGEMENT OF THE ORGANIZATION: The public relation officers are insiders. They belong to the organization and know the organization rend as well as the functions of each individual in the organization and also in the department. Where necessary he proffers advices and given such services that are sufficient to spark of favourable attitude and action that will create harmony, within and outside the organization success.
3.	AVAILABILITY: The office of the public relations departments is always available for consultation. In times of unrest, they operate defensive public relations on behalf of the chief executive, talks to the press and soon this is so because he knows the dangers associated with giving false information. They are also available to all employees who have complaints to make, because they know the best way to settle disputes between the management and the employees. They could also be called upon to represent the organization and make arrangement for the organization.
2.2 THEORETICAL FRAME WORK
The theory being critically examined for this research work takes the view of the audience into consideration.
USES AND GRATIFICATION THEORY
The notion of uses and gratification has attracted the interest of many scholars in the field of communication. This theory centers on what uses we make of the media and what gratifications we gain from exposing ourselves to the media.
This concept is described as one of the most influential frame works for media analysis in recent years. It centers on a generalization that we should investigate how people use the mass media, rather than worry about how the mass media uses its audience.
Contemporary research indicates that people seek various forms of media content for many reasons. The psychological reward which people receive from reading, hearing and viewing specific content determine the use to which they put the media. So, the idea that media use depends on the perceived satisfactions, needs, wishes or motives of the perspective audience member is almost as old as media research itself. Audiences are often formed on the basis of similarities of individual idea, interest and taste. Many of these appear to have a social or psychological origin. Typical of such media are those for information, relaxation, companionship, diversion or escape.
The concept of uses and gratification theory is explained further by Denis (2009) as: The term "uses" implies that audience are active rather than passive members of the communication process, and that they are willingly exposed to the media. The term “gratification” refers to the rewards and satisfactions experienced by audiences and helps explain motivations behind habits of media use.
The uses and gratifications theory is also called functional theory. A good illustration of this theory is the functional use of television, entertainment, by television audience members. Within the mass media audience, people's needs arc generated by their individual and group differences. Here in Nigeria, these needs arise from differences in sex, ethnicity, and education e.t.c. The way Nigerians use the mass media depends on whether they are male or female, Igbo or Yoruba, educated or illiterate e.t.c because the needs within the people are determined by who or what they are, and people use the mass media for the purpose of gratifying these needs. Okunna, Stella (2009). These media use patterns that arc not peculiar to Nigeria but arc a feature of mass media audiences in different societies.
Therefore from this clarification, it is crystal clear that media audiences are often motivated to listen, view or participate in media programmes by certain factors arising from the benefits accruable from their efforts. The term uses" has revealed that participants on phone-in programmes are active contributors and their views go a long way to redefining the course of such programmes.
Moreover, at the same time, many arc often thrilled by the glamour in the media in accepting to feature on their audience participation programmes, make request via Immobile phone to their loved ones or even choose to attend musical concerts "and live particıpatory programmes organized by such media outfit to get them exposed to the world. The Talk back programme of Royal 95.I FM Ilorin is designed to enable audience participates by phoning to contribute to the issues discussed which affect them as individuals and the society at large. This provides gratification for the target audience.
DIFFUSION OF INNOVATIONS THEORY
Diffusion research center on the conditions which increase or decrease the likelihood that a new idea, product, or practice will be adopted by members of a given culture. Diffusion of innovation theory predicts that media as well as interpersonal contacts provide information and influence opinion judgment. Studying how innovation occurs, E. M Rogers (2005) argued that consists of four stages; invention, diffusion (or communication) through the social system, time and consequences.
The information flows through networks. The nature of networks and the roles opinion leader play in them determine the likelihood that the innovation will be adopted. Therefore, innovation diffusion research has attempted to explain the variables that influence how and why users adopt a new information medium, such as the internet.
Opinion leaders exert influence on audience behavior via their personal contact, but additional intermediaries called change agents and gatekeepers are also included in the process of dilution. Five adopt categories are:
1. Innovators
2. Early adopter
3. Early majority
4. Late majority and laggards.
These categories follow a standard deviation curve, very little innovators adopt the innovative in the beginning (2.5%). Early adopter making up for 13.5% a short time later, the early majority 34%, the late majority 34% and after sometime finally the laggards makes up for 16%.
Diffusion is the "process by which an innovation is communicated through certain channels over a period of time among the members of a social system" An innovation is "an idea, practice or object that is perceived to be new by an individual or other unit of adoption”.
In addition, "communication is a process in which participants create and share other unit of adoption", information with one another to reach a mutual understanding" (Rogers 2015)
EMPIRICAL REVIEW
Public relations has a significance impact on customers' satisfaction in organizations. Shahzad (2013. p. 12) staled that previous researches have given significant importance to customer satisfaction. Satisfaction can be defined as a feature or characteristics that can fill either a need or want of a consumer in better way than competitors. Although this satisfaction is explained by different researchers in different ways. If a company provides a product according to the requirements of their consumers it will lead to the satisfaction of those consumers. The higher or lower satisfaction of a consumer will depend on the quality of brand characteristics that is offered by a company. This is the consumer satisfaction which contributes to the future money making for a lot the retention of Consumer, it is important to satisfy consumers. The unsatisfied consumer's of 'a company do not take time to switch that brand. Low quality services can also lead to dissatisfaction. A low quality service is such type of service which does not fulfill the requirements. However it all depends upon that which company, segments a company is targeting and what arc their expectations for that product. Customer satisfaction is the key factor which is used to measure the company's internal and external performances and assigning funds to each and every activity. Service is a key factor for consumer satisfaction although this is not the only factor which is responsible. It also describes as well as recommends methods by which interest of each party can bc catered for by the management of the corporation (Freeman and Reed 2005).
The last group is referred to as diffused publics, which emerge when-external consequences results from an organization activities; These include the media, environmentalist, residents and the communities among others. While applying this theory, the authors explain that the nature of the relationship existing between the stakeholders and organization is a major factor in shaping the response of stakeholders to pressure. (Stephen, Malonc and Bailey 2005, p 395) observed that "the purpose of communication during crisis is to influence the perception of the public towards the organization as well as to maintain a positive image among stakeholders". It can also be used to restore he company image in case it has already been damaged among stakeholders, 1Eleng (2018). This theory is considered appropriate for this paper because of its managerial nature. It alerts the corporation to the existence of an array of parties that it is responsible to. In the context of this study, this theory helps companies such as High Quality Bread which is the area of focus to become aware of the fact that there are several individuals and groups that are elected by actions or inactions, including customers. And for them to tackle such issues, they must employ PR tool judiciously.
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