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ABSTRACT
 This research work investigates impact of public relations on the performance of bakery companies in Ilorin. The research work study how the public altitudes are being conveyed to the management, how the policies are being managed and formulated and also the consumer’s perspective of the captain cook, Ilorin’s products.

It is observed that most research centered on impact of public Relations on Organization but this research focuses on both the impact on consumers and organization activities the company. However, it also investigates the company programmes if it is being effectively utilized or not.
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CHAPTER ONE
1.0
INTRODUCTION

1.1
BACKGROUD OF THE STUDY


The role of public relation in image making for an organization cannot be over stressed: infect it is the central focus of public relations activities in any organization. it is either the practitioner is trying to create an impressive and acceptable image, sustaining the already created one and/or revamping the battered ones.


Before going into examining what impact public relations department has on the Nigerian Bottling Company, Ilorin.


The company programmes include employee relations, financial relations, community relation, crisis communication, government and political relations in the public relations in the public interest, consumer education, other public relations programmes and public relations for small business.


It was observed in Captain cook ilorin, that the sole aim and objective as a profit demanding firm and/or commercial organizations to satisfy the consumers or buyers and s such, every available effort must to made to see that a conducive environment, good relationship mutual and friendly ones, are firmly established between the general public. The public relations department in Captain cook ilorin is such a one the is concerned with such a highly sensitive issues the is concerned with such a highly sensitive issues that required an intelligent, bold highly competent and professionally skillful one to mange.


The public relations department in Captain cook ilorin, under the strict control of the public relations executive or practitioner concern itself with making sure that employee of the organization is not denied of what supposed to be meant for them. In order for an organization to survive. The public relations department has very numerous roles or almost unlimited functions to perform both within and outside the organization. some of the roles would be examine strictly, especially those that are performed in Nigerian Bottling Company.


According to Sam Black (1973), “the fundamental function or purpose of a public relations practitioner’s are to establish a two – way communication to resolve conflicts interest by seeking common grounds or areas of mutual interest and establish understanding based on truth, knowledge and full information (1989:315) – the public relation. Department in Captain cook, ilorin also has a role or duty of conveying and interpreting public attitudes and reactions to the management for necessary and immediate actions it is equally expected of the department to be able to formulate policies and manage issues within the organization.

1.2
STATEMENT OF THE PROBLEM


This study is concerned with examining the impact of public relations department on organization performance. Most times, many organizations fold up easily due to unfavorable thinking of the consumer about the company and its offerings. Public relations, therefore, describes the various methods a company organization uses to disseminates, messages about its product, employees, stakeholders, suppliers, service or overall things, or other interested members of the community.


Several problems are faced at present by many organizations, as there is no firm without its problems, especially a public demanding firm such as Captain cook, ilorin.

1.3
OBJECTIVES OF THE STUDY

-
To examine how public relations department maintain good personal relations with the employees and the public.

-
To examine how public relations programs ensure the maintenance of a favorable relationship between an organization and its publics.

-
To know how the image of an organization is built, created and maintain.

-
To see how the products of the organizations are being advertised and how the department helps to increase goodwill.

-
To know how organization reputation is being protected.

1.4
RESEARCH QUESTIONS/HYPOTHESIS

1.
Department on the performance of the organization

H1:
PR has impact on organization performance.

2.
Are the consumers contended with the organization’s products/services?

3.
Are the public relations programs effectively utilized by the department?

4.
Does public relations department maintain favourable relationship between the organization and its publics?
1.5
SIGNIFICNACE OF THE STUDY


The significance of the study is that organization will be more prudent in their sales and earn reputation/image if the public relations programmes are effectively and efficiently carried out by department.


The study will enhance the maintenance of favorable relationship between the organization its publics.


Many organizations would wish to include public relations department if they lack one, so as to enhance large sale this yielding substantial profit.


This study will show how public relations department create awareness about the already existed or the emergence of new product, innovation or discoveries and project it to the outside world.


The study will tell how the public relations department reflects on trends in political, social, economic and legal thinking to the management.

1.6
SCOPE OF THE STUDY

Variable X

Impact of public relations department 


     Y

Organization performance

The study adopts survey to sample both the staff of Captain cook ilorin’s opinion and the consumer of the organization’s products/services. The study looks into how the public relations departments utilized their progammes. Research was conducted on the captain cook ilorin.

The study last from January 2012 to July 2012.

1.7
OPERATIONAL DEFINITION OF TERMS

· Public Relations

· Organization 

· Performance

· Programmes

Public Relations – Public relation is a field of activity concerned with building mutual understanding between an organization and its constituent public.

Organization – A group of people who form a business, club etc. together in order to achieve a particular aim.

Performance – The act of performing a task, an action etc. An that involves a lot of effort or troubles sometimes when it is not necessary. How well or badly you do something.

Programmes – A plan of thing that will be done include in the development of something. To plan for something to happen, especially as part of a series A of planed events
CHAPTER TWO
2.0
THORETICAL FRAMEWORK AND LITERATURE REVIEW

2.1
THORETICAL FRAMEWORK

The study is being guided by a framework of the theories of communication as listed and discussed below.

i.
Adaptive structuration theory

ii.
Attractive selection attrition theory

iii.
Gate keeping theory

iv.
Knowledge gap theory

v.
Media Richness theory

I.
ADAPTIVE STRUCTURE THEORY


Adaptive structure theory is bases on Anthony Gidden’s structure theory. This is formulated as the production and reproduction of the social systems through members use of nicks and resources in interaction” Desanctis and Poole (1994) adapted Gidden’s theory to study interaction of groups and organizations with technology and called it adaptive structuration theory.


Structuration theory deals with the evolution and development of groups and organization. The theory view group or organization as system with observable patterns of relationship and communicative interaction among people creating structures. Systems are produced by action of people creating structures. It is useful to consider group and organization perspective because doing so:

a.
Helps one understand the relative balance in the deterministic influences and willful choices that reveal groups’ unique identifies.

b.
Makes clearer than other perspective the evolutionary character of groups and organization.

c.
Suggests possibilities for how members may be able to exercise more influence than they otherwise think themselves capable of.

According to the theory adaptive structuration involves study of the interaction of groups and organizations. It is therefore, the duty of the public relation department of an organization to study how its organization interaction with their customers. The department is to suggest possible measures to be taken by its organization to interact and convince customers to patronize their organization so as to enhance the goodwill/reputation and increase the organization sales.

2.
ATTRACTION SELECTION – ATTRIBUTION THEORY


Schneider (1987) asserted that “the people make the place” and the organization culture, climate and practices are determined by the people in the organization. This theory is closely related to psychology. This theory is part of the socializations process, whereby new members in organization according to the framework fit in a specific organization.


For over hundred years, discussion is held on the influence of situational variables – such as group’s technology, structure, environment – organizational behaviour. Schneider (1987) argues that the psychologist has failed to incorporate people types into the theories of organization.


In 1995 the attraction selection – attrition framework was updated. Schneider already mentioned that the person is particularly important in the organization context. Schneider (1995) now added the dimension. That people are responsible for the structure process and culture of the organization.


As seen in the above theory, the Public Relations Department is responsible for the structure and continuity process of an organization since the department is important in the context of the organization. A good public Relations Department is to act a psychologist to the organization and its publics. The department should know when the organization sales increase and the period when a decrease and introduce public relations programme to the organization if it has none or strive harder to keep implementing the public relations programme if the department has any. The department is to select people they think are competent as public relations practitioners to act as psychologist both to the public and the organization, and know when and what the public need mostly.

3. GATEKEEPING THEORY


Kurt Lewin was apparently the first one to use the term “gate keeping”, which he used to described a wife or mother as the partner who decides which foods end up on family dinner table (Lewin, 1947). The gatekeeper is the person who decides what shall pass through each gate section, of which in any process, there are several.


Although he applied it originally to the food chain, he then added that getting process can include news item winding through communication – channels in a group.

This is the point from which most gatekeeper studies in communication are launched. While (1964) was the person who seized upon Lewin’s comment and turned it solidly towards journalist in 1950. In 1970s mc combs and the effect of gatekeeper’s decisions. They found the audiences learn how much important is attached to a news item from the emphasis the media place on it. The gatekeeper concept is now 50 years old and has slipped into the language of many disciplines, including gate keeping in organizations.


Gate keepers are able to control the public’s knowledge of the actual events by letting some stories pass through the system but keeping others out. Gate keeping can also be seen as institution or organization since employees and management are using ways of influence.


Based on the theory, a public Relations Department is more or less the gate keeper of the organization; they decide which programmes to include in the organization’s activities, and use other strategy to control publics’ knowledge of the actual available services / production. This is done by organizing either symposium or lecture to enlighten the public the publics. The publics’ Relations then act as gate keepers of the organization, as they influence both the management opinion and that of the publics.

4.
KNOWLEDGE GAP THEORY

The knowledge gap theory was first proposed by Tichenon Donohue and Olien (1970) at the University of Minnesota in 70s. they believe that the increase information in society; is not evenly acquired by every member of society; people with higher socio – economic status tend to have better ability to acquire information (Weing 50 2000). This leads to a division of two groups: a group of better educated people who about most things and those with low education who know less. Lower socio – economic level, have little or no knowledge about public important new discoveries, and usually aren’t concerned about their lack of knowledge.

As observed, people with low level of education are underrated with public affairs in the society. Society always considers those with educational background very mind should be totally erased people in the society are to be treated as equal entity, without any consideration in their educational background. Public affairs and enlightenment should be delivered to both the educated elites and the non – educated.

5.
MEDIA RICHNESS THEORY


Media Richness Theory is based on contingency theory and information processing theory (Galbraith 1977). First proponents of the theory were made by Daft, Lengel communication media have varying negotiating varying interpretation and facilitating understanding.


The two mains assumption of this theory are: people want to overcome equivocally and uncertainty in organizations and a variety of media, commonly used in organization worth better for certain tasks than others using four criteria; Draft and Lengel (1984) present a media richness to hierarchy, arranged from high to low degrees of richness of illustrate the capacity of media types to process ambiguous communication in organizations. The criteria.

a.
The availability of instant feedback     

b.
The capacity of body language, voice tone and infection 

c.
The use of natural language and

d.
The personal focus of the medium face – face

According to the above theory, media richness hierarchy are arranged from high to low degrees of richness to illustrate the capacity of media types of process ambiguous communication in organization. The Public Relations Department is therefore, expected to create a good interpersonal communication between its organist ion and the public and ensure availability of feedback.

2.2.
CONCEPTIONAL FRAMEWORK THEORY


This theory is being guided in a frame-work concepts of communication as listed and discussed below.

1.
Public Relations

2.
Organization

3.
Media

PUBIC RELATIONS


The new Encyclopedia Britannica (1988) states that “Public Relation” is a field of an activity concerned with building mutual understand between an organization and its constituent public.      


Cutlip and Centre (1978) reals that public relations is a distinctive management function which assists to establish and maintain mutual lines of communication understanding an acceptance and co-operation between an organization and its public involves the management  to keep informed on and responsibility of management to serve the public interest; helps management to keep abreast of and effectively utilize change; serving as an early warming system to help anticipated trends; and uses sound and ethical communication techniques as its principle tools.


Black (1995) defines public relations as an act and services of attaining harmony with the environment through mutual understanding based on truth and full information.


Taiwo (1995), in his own view; sees public relations as an effort by a person or an organization to influence attitude and opinion favorably towards its aim of relating with the targeted public. Jefkins (1988), a renewed communication theorist also defines public relations as “all forms of planned communication, towards and inwards between an organization and its publics for the purpose of achieving specific objectives concerning mutual understanding”


Webster’s third new international dictionary describes the concept of public relations as:

From the above definitions, it can be deduced that public relations is an indispensable management philosophy and not optional public relations policies are not developed by instinct since there is no room for optimism in these sensitive areas of human relations. Public Relations in a philosophy of management due to the fact that it is the bedrock of all the activities and interactions of organizations. It is also away by which organizations operations are projected.

2.
ORGANIZATION


According to Mooney and Reily (1985) “organization is the form of every human association for the attainment of a common purpose”.


Barnard (1976) has defined organization as an identifiable group of people contributing their efforts towards the attainment of goals.


Keith Davis (1976), says “organization may be defined as a group of individual, large or small, that is cooperating under the direction of executive leadership in accomplishment of certain common object”


According to Louis A. Allen (1973), “organization is the process of unedifying and grouping the work to be performed, and defining and delegating responsibility and authority and establishing relationship for the purpose enabling people to work most effectively together in accomplished objectives”


It can be said based on the above the organization volves individual or group with the attainment of certain goals.
3.
MEDIA


Scholars have argued that among the six articles of variables of development, information in the mass media that what occupies the centre of point of communication is of the most important (Kadiri, 2008:6).


According to Schramm and Lerner (1967) cited in Kadiri (2008:6) information or communication occupies an important role in the initial development of the third world countries. They believe that the mass media could better the lives of people by supplementary the information, resources and exposing people to learning opportunities.


Rogers Lerner Pye and Schramm (1966) said communication and mass media, through different ways are independent. Therefore, all over the news media or mass media have been assigned pivotal roles in national development.


Generally, the roles of mass media should to ensure public acceptance of organization products and make sure organization aim is achieve.

2.3
RESEARCH STUDY REVIEW


In a study aimed at finding the impact of Public Relation Department on organizational performance Kayode S. Adewole et al (2001) found at the 80% of the respondents agreed that the public relations department has on doubt boosted the image of an organization also help in maintain a good rapport between the organization and its publics.


In another research study aimed at establishing the roles of public relations in organization, Assnibare et al (2000) reported that 72% of respondent agreed that public relations department creates awareness of a new product among major distributors and encourages them to stock the product. He added that public relation department explains the unique selling preposition of a new product to the distributors.


Sam Black (1989:315) says. The fundamental function or purpose of a public relation is to establish a two way communication to resolve conflicts of interest by seeking common ground of areas of mutual interest and establish understanding based on truth, knowledge and full information.


The study aimed to fined out the role of public relation in service distribution. Also, Akintola (2003) submit that:

The publication has a role of conveying and interpreting public attitudes and reactions to the management for necessary and immediate action. Through the activities public relations in an organization, mutual trust is promoted between that organization and the entire publics.

CHAPTER THREE
3.0
RESEARCH DESIGN

3.1
RESEARCH METHOD


The study adopted survey method which includes the use of Questionnaire to sample consumers of Captain cook, Ilorin’s opinion on the impact of relations relation department on organizational performance. The questionnaires were presented in a structured and unstructured format which enables the researchers to sample the view of consumers on the captain cook, Ilorin’s Public Relations Department and the services it rendered.

3.2
POPULATION OF THE STUDY

The group of people selected in the sample of the study includes the students, traders, and the general consumers of Captain cook, Ilorin’s product in Ilorin. The reason for studying this group of people was because of their awareness and exposure to Captain cook, Ilorin’s products.

3.3
SAMPLE SIZE AND SAMPLING TECHNIQUES


The number of people selected from the population of the study was 100 which includes the entire consumers of the Nigerian Bottling Company’s products. The techniques used in selecting was sample random technique, which gives each case in the population an equal chance of being included in the sample and researchers’ ability to give the case in the population questionnaires.

3.4
INSTRUMENTATION


The research instrument was the questionnaire this involves designing of questions for respondents answer in written form. Some questions yielded yes or no, agree or disagree and so on. These forms of responses give room quantitative analysis. The questionnaires were structured and unstructured. The reason for adapting this was the validity of the respondents view since it requires the respondents to indicate their opinion or attitude by completing the questionnaire themselves.
3.5
VALIDITY AND RELIABILITY OF THE INSTRUMENT


The research ensures the questionnaire contexts were presented with accuracy to make them valid and reliable for the respondents to answer the stipulated questions in them. Researchers were also conducted to make sure the questionnaires give to respondents were answered appropriately.

3.6
METHOD OF ADMINISTRATION OF THE INSTRUMENT


In analyzing data, the sample percentage was used. The result of the simple percentage was presented in a table with the comparisons of the total percentage and the individual percentage of their response in the questionnaires distributed.

CHAPTER FOUR
4.1
ANALYSIS OF FIELD OF PERFORMANCE OF THE QUESTIONNAIRE

The instruments for the study were administered (i.e. questionnaire) to consumers of Nigerian Bottling Company’s product. The administered questionnaires were adequately responded to. This aided the analysis as information gathered were used to analyze the research questions. The questionnaires distributed were 100 copies in which the total number distributed were recovered and validly responded to.

4.2
ANALYSIS OF DEMOGRAPHIC SEGMENT OF THE QUESTIONNAIRE    

Table 4.1
Distribution of Respondents by Sex

	Responses
	Distribution
	Percentage

	Male
	40
	40%

	Female
	60
	60%

	Total
	100
	100%


Source: Field survey 2025
Table 4.1 shows that more female respondents (60%) constituted the population of the study while male (40%) constituted the remaining percentage. 

Table 4.2
Distribution of Respondents by Qualification 

	Responses
	Frequency
	Percentage 

	Below O’Level
	0
	

	WAEC/NECO
	24
	24

	ND
	24
	24

	H.N.D
	20
	20%

	B.Sc
	12
	12%

	P.G.D
	8
	8

	Masters
	8
	8

	Ph.D
	4
	4

	Total
	100
	100


Source: Field survey 2025
Table 4.2 indicates that NECO & WAEC and ND respondents constituted the highest percentage (24%), the proceeding were HND with (20%) B.Sc (12%), PGD and Masters respectively with (80%) and Ph.D (40%)

Table 4.3
Distribution of Respondents by Age

	Responses
	Frequency
	Percentage 

	Teenagers
	30
	30%

	20 – 29
	38
	38%

	30 – 39
	20
	20%

	40 – 49
	8
	8%

	50 and above
	4
	4%

	Total
	N = 100
	100%


Source: Field survey 2025

Table 4.3 indicates that the highest percentage (38%) was constituted by respondents between the ages of ages of 20 – 29, 30% of the respondents were teenager’s 20% of the respondents were between the age 40 – 49 while 50 and above where 4

Table 4.4
Distribution of Respondents by Employment Status

	Responses
	Frequency
	Percentage 

	Trader
	40
	40%

	Students
	20
	20%

	Self employed
	20
	20%

	Civil servants
	20
	20%

	Others
	0
	0

	Total
	100
	100


Source: Field survey 2025
The above table 4.4. shows that majority of the respondents were students with (40%) while the preceding were traders, self employed and civil servant with 20% respectively.

Table 4.5
Distribution of Respondents by Religion

	Responses
	Frequency
	Percentage 

	Islam
	70
	70%

	Christianity 
	30
	30%

	Others
	0
	0

	Total
	100
	100%


Table 4.5 above shows that 70 respondents (70%) were practicing Islam while the remaining percentage (30%) of the respondents are practicing Christianity.    

4.6
ANALYSIS OF THE RESEARCH QUESTIONS

Q1:
The effectiveness of the organization Lie on active public relations department. 

Question 2 and 3 in the questionnaire were analyzed to proffer solution to the problem. The data collected are represented in the table below.

Table 4.6
Respondents view of the Effectiveness of an Organization Lie on Active Public Relations Department.      

	Responses
	Frequency
	Percentage 

	Strongly agree
	42
	42%

	Agree
	28
	48%

	Not sure
	20
	20%

	Disagree
	10
	100%

	Total
	100
	100%


Source: Field survey 2025
Table 4.7 Respondents view on Public Relations Department as the only channel that can be used to main favorable relationship between organizations and its publics.

	Responses
	Frequency
	Percentage 

	Strongly agree
	70
	70%

	Agree
	20
	20%

	Not sure
	10
	10%

	Disagree
	0
	0%

	Total
	100
	100%


 Source: Field survey 2025
Table 4.8 Respondents view on Public Relations Department as the only unit of an organization that increases the organization’s sales and profit.

	Responses
	Frequency
	Percentage 

	Strongly agree
	40
	40%

	Agree
	10
	10%

	Not sure
	20
	20%

	Disagree
	20
	20%

	Strongly disagree
	10
	10%

	Total
	100
	100%


Source: Field survey 2025
FINDING


Table 4.6 indicates that majority of the respondents (42%) strongly agree with the statement the effectiveness of an organization lies on active public relations department 28% of the respondents agreed with the statement 20% were not sure while the remaining 10% disagree with the statement.


As seen in the above finding’s majority of the consumers confirmed the effectiveness of organization lying on active public relations department.


Table 4.7 reveals that 70% respondents strongly agreed that public relations department is the only channel that can be used to maintain favorable relationship between the organization and its public 20% of the respondents agree with 10% respondents were not sure.


The above implies that public relations department has assisted the organization in maintaining favorable relationship with its publics.


Table 4.8 shows that 40% of the respondents strongly agree with the statement public relations department as the study unit of an organization that increases it sales and profit. Among the respondents 20% were not sure and 20% also disagreed while 10% agreed and disagreed respectively.


According to the above findings, it is seen that with public relations department in an organization, it is obvious the organization sales and profit will increase.

R Q 2 – What are the impacts of the public relations department on the performance of the organization


Question 4 in the questionnaire was analyzed in proffering solution to the question. The data are represented in the table below.

Table 4.9 Respondents view on the impact of Public Relations department on the performance of the organization.

	Responses
	Frequency
	Percentage 

	Improving sales of organization 
	10
	10%

	Maintaining favourable relationship between the organization and its public.  
	14
	14%

	Creation of awareness about new product innovations discoveries and project.
	10
	10%

	All of the above
	
	

	Others (specify)
	66
	66%

	Total
	100
	100%


Table 4.9 above explains that 10% respondents believed the impacts of public relations department to be improve in sales of organization.


14% respondents believed that public relation department impact is maintenance of favorable relationship between the organization and its public. 10% respondents see the impact of public relations department to be creation of awareness about new products, innovations/discoveries the impact of public relations to include.

· Improve in sales of organization

· Maintenance of favorable relationship between the organization and its publics.

· Creation of awareness about new products, innovations/ discoveries and project.

The above finding is enough to believe that Public Relations department has great impact on organization performance.
RQ 3: Are the public relations programme effectively utilized?

Question 5 in the questionnaire were analyzed and data collected are represented below in the table its profiler solutions.

Table 4.10 Respondents view on the Public Relations, programme being effectively utilize by the organization.

Table 4.10

	Responses
	Frequency
	Percentage 

	Yes
	30
	30%

	N0
	60
	60%

	Not sure
	10
	10%

	Total
	100
	100%


Table 4.10 indicates that 60% respondent believed that the public relations programme is not effectively utilized by the organization. While 30% respondents believed the programmes are effectively utilized and the remaining respondents (10%) were not sure if the programmes are effectively utilized.


Based on the above findings, it is seen that majority of the consumer do not believe that the public relations programmes are effectively utilized by the organization.

RQ 4: Please list the captain cook, Ilorin’s product Question 6 in the Questionnaire were collected and analyzed. The table below represents the respondent’s view.

Table 4.11
Respondent view on the product of the company

	Responses
	Frequency
	Percentage 

	7up
	6
	6%

	Sprite
	14
	14%

	Coca – Cola
	20
	20%

	Schweppes 
	16
	16%

	Pepsi
	8
	8%

	Fanta
	16
	16%

	Mirinda
	20
	20%

	Total
	100
	100%


       The above table 4.11 indicates that 20% listed coca – cola and mirinda, 16% listed Schweppes and Fanta, 8% listed Pepsi and 14th listed Sprite.


The table indicates that company engages in production of 7up, Sprite, Fanta, Mirinda, Pepsi, Schweppes and Coca – Cola.
RQ 5:
How can you rate the products of the company?

Question 7 in the questionnaire were collected and analyzed. The table below presents the respondent’s view.   

Table 4.12 Respondents view on how the company’s product can be rated.

	Responses
	Frequency
	Percentage 

	High – standard
	24
	24%

	Ok
	56
	56%

	Partially Ok
	20
	20%

	Below standard
	0
	0

	Total
	100
	100%


Sequel to the above table, the company’s product is considered by 56% to be ok, 24% to be of high standard and 20% to below standard.


The table above shows that the company’s products are ok.

RQ 6: What are the impacts of promotional activities of the organization on consumer’s lives?


Question 8 in the questionnaire were collected, analysed and presented in the table below

Table 4.13 respondents view on the impact of the company’s promotional activities.

	Responses
	Frequency
	Percentage 

	Improve them 

standard of living.
	60
	60%

	Alleviation of poverty.
	28
	28%

	Not real ineffective.
	12
	12%

	Total
	100
	100%


The above table shows that 60% of the respondents considered the company’s promotional activities to be an improve in their standard of living. 28% Respondents considered the promotional activities to be alleviation of poverty while 12% sad the promotional activities are not real and effective.


Based on the above, it is seen that the promotional activities of the company have improved their consumers standard of living.

CHAPTER FIVE

5.0   SUMMARY, CONCLUSION ANDRECOMMENDATION

5.1 SUMMARY

The study evaluated various impacts and functions of public relations department can perform towards the performance of organization. The study adopted survey method to sample people’s opinion on the organizational performance and used questionnaire as it instruments.


The population of the study comprised student and traders in Ilorin, and the entire consumer of Captain cook, ilorin Ilorin’s PRODUCTS with 100 as its sample size. The study embraces volunteer sampling in which only those that put interest in the filling of the questionnaire were given.


There had been enough evidence to believe that public relations department has immensely contributed to the performance of organizations. Thus, it had been discovered that public relation department has introduced various programmes into organizations to aid their selling rate.

5.2   LIMITATION OF THE STUDY


This research work is limited due to the following factors:

Insufficiency of Adequate Research Material: due to the researcher’s topic, there was a problem of getting adequate material for the study.


Financial Constraints: insufficiency of funds hindered the smooth running of the research.


Time Factor: Inability of the researcher to make use of their stipulated time caused delay in the research.


However, due to the organization policy, some facts which could have been of advantages for this research and as well assist the researchers in knowing various programs of the department were not sufficient and as such hindered the researchers from going depth.

5.3    CONCLUSION


Based on the research/finding, it can be concluded that the NBC’s public relation department has maintained favorable relationship with its public. Also the promotional activities of the company have improved its consumer’s standard of living thus helping it to retain the organization’s public.


The department has increased the reputation and sales of the organization. Although, most of the stipulated public relation programs have not been effectively utilized to some extent, few programs are being carried out by the public relation department
5.4 RECOMMENDATIONS


In actualizing goodwill/reputation, profit and sales of the organization’s products, the company should employ specific relation’s techniques such as press conference or special events to reach the intended audience.


The public relation department should assess the programs and make any necessary adjustment, as the department is a mutilated activities involving different audience and also known how its consumers have reacted to the public relation campaign.


Public relations involve two – ways communication between an organization and its publics. It thus requires listening to the consistence audience on which the organization depends on as well as analyzing and understanding the attitudes and behavior of those audiences/consumers. Only when these are done the organization can undertake and effective public relation campaign. 


The organizations public relation department should establish overall policies of the organization with respect to the campaign. This involves defining goals and desired outcome as policy guidelines in order to evaluate proposed strategies and tactics as well as the overall success of the public relation campaign.


The public relation department should as well outline the organization’s strategies and tactics using its knowledge of the target audience and its own established policies, and also develop specific programs to achieve the desired objective.


Majority of the consumers consider the organization’s public relation programs as been ineffective. It is therefore, the duty of the public relations department to see to the organization’s activities and programs as this will help to retain the organization public.


Finally, as observed in the study that the pressing problem facing the organization is lack of qualified public relation practitioner who can properly implement. Hence the organization should employ an active public relation practitioner/agency as this will make the organization products standout among others.
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SECTION A
Please thick ( ) in the appropriate Colum to indicate the expect of which you agree or disagree with each of the following questions.

Note: SA= Strongly Agree 


A = Agree


NS= Not Sure


D = Disagree


SD = Strongly Disagree

1) The effectiveness of an organization lies on active public relation department.

SA ( ) A ( ) NS ( ) D ( ) SD ( )

2) Public Relation Department is the only channel that can be used to maintain favorable relationship between the organization and its public

SA ( ) A ( ) NS ( ) D ( ) SD ( )

3) Public Relation Department is the only unit of an organization that increases the organization’s sales and profit.

SA ( ) A ( ) NS ( ) D ( ) SD ( ) 

4)  What are the impacts of the public relation department on the performance of the organization improvement of sales (   ) Maintenance of favourable relationship between the organization and its public (   ) creation of awareness about the already existing or emergence of new products, innovation/discoveries about project (   ) All of the above (    )

5) Are the public relations programmes effective utilize by the organization Yes (  ) No (   ) Not sure (   )

6) Please list the Nigerian Bottling Company’s product just know.
SECTION B

DEMOGRAPHIC SEGMENT

Sex:


Male (    )
Female (   )

Age group:
Teenager (   ) 20 – 29 (   ) 30 – 39 (   ) 40 – 49 (   ) 50 and above (   )

Employment:
Students (   )
Traders (   ) Self employed (   ) Civil Servants (   ) Others (   )

Education:
Below O’level (   ) WAEC/NECO (   ) ND (   ) HND (  ) B.Sc (   ) PGD (    ) Masters (   ) Ph.D (   )

Religion:
Islam (    ) Christianity (   ) Others (    )   
44

