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Abstract
This work is aimed at looking into the impact of public relations on marketing of banking service. Public Relations role in Guarantee Trust Bank, Ilorin cannot be over emphasized because the services of GTB must satisfy the aspirations of its publics. This research identifies how public relations can help in maintaining high acceptable corporate identity, corporate image and corporate communication in Guarantee Trust Bank, Ilorin. The survey research method was used in this study as the population was picked amongst the internal and external publics of Guarantee Trust Bank, Ilorin. Copies of questionnaire were administered to the respondents to elicit information that helped in the organisation of data and presentation. The researcher showed that public relations can help in uplifting the image of Guarantee Trust Bank, Ilorin. The researcher recommended that Guarantee Trust Bank, Ilorin should consult a public relations practitioner in dissemination of information to its publics.
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CHAPTER ONE
INTRODUCTION
1.1	BACKGROUND OF THE STUDY
In ancient societies, human communication was limited by space and time. Due to the absence of modern technology, majority of the people lived simple lives in farms and small settlement. Therefore, communication flow in the olden days was primarily personal. The potentials and application of Public Relations increased as societies became more urbanised, civilized and complex. As population increased, so did the need problems of Public Relations.
To survive in the banking business effective public relations is inevitable. Gone are the days when some banks thrived because the customer had no choice. The situation today is that the bank must convince the customer, to attract his patronage. In other words, customer satisfaction has become a basis for attraction. Also in the banking sector, public relations are most needed to boost customer relations, financial relations and shareholder relations which in turn will help to build a sustainable corporate image.
However, at the close of last millennium two major contradictory phenomena occurred in Nigeria banking sector. The older banks in the sector were not really performing their financial intermediation roles to expectation. Some of these older banks that were deemed to have grown solid in every confidence and credibility. This was largely key to liquidity problems or what has been referred to as financial distress in the industry or better put banking in business for ages and are still strong to survive whatever vicissitude this millennium might bring to the industry.
According to Edward Louis Bernays, Public Relations is “Practically as old as society”. Patrick Jackson, a publisher of the Public Relations society of America (PRSA) asserts that Public Relations arose from the basic need of building and improving human relationship which existed immediately God created Adam and Eve. The concept of Public Relations has been with man. The creation of Public Relations between the creator and the creature both bought harmony and understanding in their relationship. Public Relations, however, existed during the days of Moses. Moses was a stutter and needed someone who would convey message to the Israelites on his behalf. Aaron, his brother was appointed; therefore, he was a link between the Israelites and Moses. From the biblical perspective, Aaron was a public relations officer. Thus, public relations has been practiced, even if only amateurish, since the beginning of mankind.
Public Relations as a paid profession began in 1900, when the first public relations agency, the publicity Bureau, was founded. Ivy Lee and Edward Bernays, who are both referred to as the father of Public Relations, helped establish the field as a professional practice in the United State. Arthur W. page is considered the father of corporate Public Relations. The field became more established after world war 11, in part due to talent from war-time publicity efforts moving into the private sector. Trade associations, industry publications and academic journals were developed. Some of today‟s largest Public Relations agencies were founded in the 1950s and began competing globally in Europe and Asia in the beginning in the 60s and 70s.
According to Mohd Hamdan (2008), the practice of public relations is an important role to the organization as it seeks to attract customers, generate interest on investments, improve financial performance, enhance the image of talented employees, improve return on assets of the organization, creating a competitive advantage and gain a positive view of financial analysts. Government Public Relations (GPR) is one of the important tasks in the public sector regardless of national, state or district. Each department in the public sector to appoint a staff known as the Public Relations Officer (PRO) of the aim of creating individuals who act as middlemen in the organization to connect with the audience or between employees and other employees. However, every employee in the organization needs to practice excellence of public relations for the success the vision and mission of the organization. Accordingly, every employee in the Manufacturing sector needs to practice relations with excellence because the staffs are individuals who are responsible to deliver information and services to the community as well as the success of the organization's objectives, mission and vision of the organization. 
Organizations are concerned with the images they create in the minds of the publics that they serve. In organizations, people respond to the image they have of the organization and not necessarily to its reality, and publics holding a negative image of an organization avoids or disparages the organization while those holding a positive image drowns to it. A strong favorable image, comes about when the "organization creates real satisfaction for its clients and lets others Know about it", and Clients can be satisfied by either products or services; however, for this to happen some information must pass from the organization to the clients and also from the organization to the other publics the organization deals with (Kotler, 2002). Ideally, according to Wilcox eta!. (2009), the involvement of public relations in decisionmaking to determine the direction of organization and its employees is an effective measure, particularly for long-term planning organization. Thus, the public relations can identify and communicate with stakeholders to effective organization which will bring a positive or negative impact on the organization. Strategic management is also a key element to excellence of public relations at organization. Public relations activities are not limited to certain media such as television and newspapers, but are solely focused on the promotion of products or services just like any other review in some quarters (Toth, 2007). 
Rather, it involves the use of media as a means of integration that can function to strengthen and maintain the good name and mutual understanding between an organization and the public. Li and Hambrick (2005) in their study found that the conduct that did not practice integration is a negative thing, especially in terms of job performance. This will form a weak association as negative behavior will affect the poor and prolonged exposure to the organization. So, in this context, the conduct of members of the organization has to do with integration in the organization and their level of participation in a holistic manner

2.2	STATEMENTS OF PROBLEM
It is an established fact that public relations pervades all sphere of bank business, but how the principles, strategies are being used to achieve corporate goals especially customer’s patronage agitate our minds. The concerning point in public relations is that it involves building and maintaining public confidence in an organization.
In the light of the highly competitive commercial climate and given that bank prospects are not only adequately informed but also actively involved in whatever decisions they have about choice of banks, it is germane that bank operators should remain in business by striving to first, win customer’s sympathy through effective public relations
Despite the fact that public relations at Mukwano Group of Companies is facing a lot of challenges; political, social, economic and technological forces which are constantly evolving, leaving useless equipment and employees with outdated skills in their wake, as a larger company with multiple facilities (Smith, A, 2002). And as a result the organizations has registered open criticisms from the public due to improper dumping of toxic wastes to the surrounding environment, the production and supply of poor quality products (like soap, Omo etc.) which at times cause body itching, irritations and other skin diseases which have left the company unpopular in the public eye, thus affecting its general performance. So for the organization to amend its loop holes, it instead adopted effective public relations strategies to help in both creating and maintaining a good reputation among both the media and the customers by communicating in its behalf and presenting its products, services and the overall operation in the best light possible(Dozier and Broom, 1995). This has therefore motivated the researcher to carry out more broad research and discover the light behind public relations influence on performance of organizations (Kotler, 2002).

1.3	RESEARCH QUESTIONS
· To what extent does Public Relations practice of Guarantee Trust Bank been able to create and secure understanding on the part of the publics in order to patronize the bank?
· Has the Public Relations program of the Guarantee Trust Bank contributed to the overall improvement the bank?
· Does the practice of Public Relations in Guarantee Trust Bank attract new customer to the Bank?

1.4	OBJECTIVES OF THE STUDY
1. To know whether corporate organizations should continue in Public Relations.
2. To know how Public Relations helps in creating and maintaining a mutual understanding between a corporate organization and its publics.
3. To determine whether Public Relations can attract new customers to the bank.

1.5	RESEARCH HYPOTHESES
The following research hypotheses are to be tested so as to ascertain the extent of the effectiveness of public relations in marketing of banking service.
H0:	Public Relations practice has not been able to crate and secure understanding on the part of the public in order to patronize the bank.
H0:	The Public Relations program of the Guarantee Trust Bank has not contributed to overall improvement of the bank.
H0:	The practice of Public Relations in Guarantee Trust Bank does not attract new customers to the bank.
1.6 	SCOPE OF THE STUDY
The scope of the study simply means the coverage areas of the study. The areas covered by the study are explained thus:
The conceptual scope: The conceptual framework of this study is public relation on marketing of banking service. The study examines the impact of public relations on the marketing of banking services, for clarity and concise, this study is basically a study on Guarantee Trust Bank Ilorin.
Industrial Scope: The territorial scope is the geographical location or area covered by the study. The study covered banking sectors in Ilorin.
Territorial Scope: The territorial scope is the geographical location or area in which the study was conducted. The study was carried out in Ilorin metropolis. Ilorin is one of the largest cities in Nigeria and it is the capital of Kwara State.
Time Scope: This research work was carried out within the period of 2020- 2021. Any primary data outside the period was not considered by the study except those secondary ones such like the ones collected from the textbooks, internet, journals, and magazines and so on.



1.7 	SIGNIFICANCE OF THE STUDY
This research derives its significance from its usefulness to political parties, politicians, electorates and the academics. It will help the customers to know about Guarantee Trust Bank and their competency. It will help to provide an in depth knowledge for the better understanding of the relevance of Public Relations in a corporate organisation to the researcher. It will be of great benefit to Guarantee Trust Bank. Thus, it will make the management to recognise that the corporation of the publics is very important to the existence and progress of the bank.
Banking industry will in this study see the need for identifying, formulating, selecting, implementing and evaluating the campaign programmes that will result in higher competitive advantage. This study will expose commercial banks to the public relations strategies, tools, and tactics that can be employed to establish and sustain mutual understanding among the various publics.
Equally, this study will also make a Guarantee Trust Bank stand out in the crowd of other contestants and overcome the problems of image and reputation management.
1.8 	LIMITATION AND CONSTRAINTS
	There were some limiting factors that hindered the researcher from the peak of the research work to the end of the research some of these factors are: 
1.	Time constraint: Time is one of the limiting factor and crucial to the study. The researcher have many activities to attend with limited time available at her disposal whereby Friday is allocated for field work while Monday to Thursday were for lectures and other academic work, Saturday is allocated for report writing thereby Sunday was assign for revision of the report writing. And the researcher report to her supervisor on Monday. 
2.	Finance Constraint: The study of this nature required money for materials. The researcher has no means of income and the study was not sponsor by an organization, it was purely academic exercise. However, the researcher overcomes this problem by making it known to her parents who then later gave the money carry out this research work.
3.	Respondent Constraint: Another major constraints was respondent attitude towards understanding of the study, many respondent were hostile because they didn’t understand the purpose of the study. Many respondents were reluctant to release information thinking that the information may be used against them or maybe given to their competitor. This problem was overcome through explanation and departmental letters and people involved.

1.9	OPERATIONAL DEFINITION OF TERMS
Public Relations: This means winning friends, keeping them, and influencing them, as well as others. It also the process of assessing consumer wants, establishing communication, fostering goodwill so that the consumer wants or needs can be profitably satisfied. The deliberate and planned effort to create and maintain a mutual understanding between an organisation and its publics.
Corporate  Organisation:  A  united  single  group  that  share  the  same  ideology  and  is recognised by the law.
Financial Products: These are products/services banks offer to their customers. Some of them have no physical attributes unlike tangible product. They come in different forms/ categories namely savings, loan money transfer categories etc.
Competition: Existence of rival products or services within the same market (direct competition)
Marketing: Marketing is the process of exploring, creating, and delivering value to meet the needs of a target market in terms of goods and services; potentially including selection of a target audience; selection of certain attributes or themes to emphasize in advertising; operation of advertising campaigns; attendance at trade shows and public events; design of products and packaging attractive to buyers; defining the terms of sale, such as price, discounts, warranty, and return policy; product placement in media or with people believed to influence the buying habits of others; agreements with retailers, wholesale distributors, or resellers; and attempts to create awareness of, loyalty to, and positive feelings about a brand.
Banking Service: Banking service is an end-to-end process ensuring the overall execution of a financial service provided over the web. Such a digital banking service is available on-demand and operates within a set time-frame.




CHAPTER TWO
LITERATURE REVIEW
2.1	INTRODUCTION
This chapter is a review of related studies to the topic Impact of Public Relations on marketing of banking services.

2.2	CONCEPTUAL REVIEW
2.2.1 	The Concept of Public Relations
The most acceptable definition of Public Relations is the definition by the British Institute of Public Relations (IPR) which States that „Public Relation is the deliberate, planned and sustained effort to establish a mutual understanding between an organisation and its publics‟.
This is so because PR massages, unlike advertising, are addressed to specific groups of people or special sections of the general public (audience). These publics may be referred to as members of the local community, employees, investors, electors, donors, distributors or various kinds of consumers and users, according to the type of organisation. These groups can be subdivided into even more specialised groups e.g. a company has many grades of staff. When we consider that PR is undertaken by every organisation, commercial or non- commercial and in both public and private sectors, the identification of publics and the use of different techniques to reach them, becomes a very important aspect of campaign planning. Public Relations is used in different ways by various individuals to educate people on the profession. It has also been compared with many management courses. This makes PR an entity of its own
The International Public Relations Association in Hague (1960) defined PR as, “a management function of a continuing and planned character, through which public and private organisations and institutions seek to win and retain the understanding, sympathy and support of those with whom they are or may be concerned, by evaluating public opinions about themselves, in order to correlate as far as possible, their own policies and procedures, to achieve by planned and widespread information, more productive, co-operation and more efficient fulfillment of their common interest”. At the conference of International Public Relations, Mexico (1978), PR was defined as “the art and social science of analyzing trends, predicting their consequences, counseling organisation leaders and implementing planned programme of action, which will serve both the organisation and the public interest”. The British Institute of Public Relations on their part, defined PR as “the deliberate planned and sustained effort to establish and maintain mutual understanding between an organisation and its public”. Biddlecombe (1971) defined PR as “Fostering of good reputation with shareholders and the financial world; with customers and potential customers; with suppliers; with neighbours and local authorities, in areas where the company operates, possibly with government, trade associations and other bodies”.
Public relations principally aims at winning favour and acceptance from the public, which ultimately influences the public’s perceptions and attitudes towards the organisation. For PR to be successful, it must be practiced with integrity and with honest presentation of facts, to enable the public to have an informed opinion.

2.3	ROLE OF PUBLIC RELATIONS IN BANKING SERVICE
Public Relations is a management function. It is placed under the director general in government establishment or the chief executive in the private sector and the public relations officer is always a member of the board of management and takes part in decision-making.
The most important requirement for a public relations practitioner is to be aware of the political, social and economic environment in which he operates. He should equally consider the conflicts of interest which the majority of his publics suffer. The conflicting interests are those of the family, the community, government and company. But more often than not, the average Nigerian is a victim of divided loyalty and lacks identification with the government or private employer using his services. These responsibilities vary in degree in different organisations as follows:
· The public relations man helps the management to evaluate and interpret the opinions, attitude and aspirations of the various publics and the internal and external activities of the organisation.
· To inform the populace of government policies and day to day activities.
· To manage crisis and issues.
· To organise a programme of action where the publics can express views on important new project before final decision is reached.
· Keeping management or clients informed about the public opinion, and the events and trends likely to affect their reputation.
· To plan and carry out short, medium and long term plans so as to ensure better knowledge and understanding especially through dialogue in order to create a climate of confidence required for the harmonious co-existence of the organisation with various publics with whom it interacts.
From the above, it is clear that the role of Public Relations as a management function is quite a challenging one. Therefore, in order to achieve our mission as image-makers, said one British in one of the conference, “We need to be credible to our client, our management, the authorities, the media, and the general public”.
The public relations practitioner if denied the freedom of information, expression, thought and belief, can have difficulties in the performance of his job. According to Lucien Mafrats, a French author of code and ethics, “Public Relations is the strategy of confidence”. The public relations profession is not an easy one. The practice of Public Relations requires intellect. It is much more than organization of cocktail parties and the likes. No wonder Diven Schneider, a Public Relations practitioner said that “Public Relations practitioners should be considered as architects „‟.
The imbalance in the flow of information between the organisation and its publics has created considerable misconception about the attitude of the general public. Regrettably, such misconception influences international and interpersonal relations. The annulment of June 12, 1993 presidential election and the execution of some Ogoni prominent men in Nigeria respectively are examples.

Crisis/Issues Management
Investigation has proved that most corporate organisations in Nigeria do not have plans for issues and crisis management. They operate as if they have everything at their disposal. What they do in times of crisis is to take adhoc measures instead of giving support to the public relations expert in managing the issue until it becomes too late to avert the problem. Issues and crisis management are so crucial to an organisation‟s survival that every top management and probably intermediate management staff should know or have an idea of how to handle them. The public relations officer plans, organises and carries out activities that will project his company‟s image through the promotion of its policies, product and service.

Communicating Public Relations Value
Public Relations is more than managing the flow of information between an organisation and its publics. It is a communications discipline that engages and informs key audiences, builds important relationship and brings vital information back into an organization for analysis and action. It has real, measurable impact on the achievement of strategic organizational goals.
Public Relations and publicity are not synonymous; publicity is a small subset and specialized discipline within public relations, often practiced by dedicated firms who may or may not possess broader strategic communications capabilities. Public Relations is a key driver of business outcomes critical to organizational success, including crisis mitigation, reputation and brand building, consumer engagement, sales generation, wealth creation, issues management and beneficial shifts in constituent attitudes and behaviours.
Public relations professionals have a special obligation to practice their craft ethically, with the highest standards of truth, accuracy, fairness and responsibility to the publics. The PRSA code of Ethics provides a practical set of standards to follow in this regard. Public Relations have served immeasurable public good. It has changed attitudes and behaviours towards some of the world‟s most pressing social issues, from breast cancer awareness to drinking and driving to smoking and obesity.
The public relations industry also has prevented consumer injury and illness, raised awareness of products that have improved our quality of life, advanced worthwhile causes and provided pro-bono services for institutions that needed public relations assistance but could not afford it.


Media Relations
Media relations involve working with media for the purpose of informing the public of an organisation‟s mission; policies and practices in a positive, consistent and credible manner. Typically, this means coordinating directly with the people responsible for producing the news and features in the mass media. The goal of media relations is to maximize positive coverage in the mass media without paying for it directly through advertising.
Many people use the term public relations and media relations interchangeable; however, doing so is incorrect. Media relations refer to the relationship that a company or organisation develops with journalists, while public relations extend that relationship beyond the media to the general public. It is positive for communication between the media and the organisation to be initiated by either side. However, dealing with the media presents unique challenges in that the news media cannot be controlled-they have ultimate control over whether stories pitched to them are of interest to their audiences. Because of this fact, ongoing relationships between an organisation and the news media are vital. One way to ensure a positive working relationship with media personnel is to become deeply familiar with their “beats” and areas of interest.
Organisations often compile what is known as a media list, or a list of possible media outlets who may be interested in an organisation‟s information. The media can consist of thousand of magazine publications, news papers, and TV and radio stations. Therefore, when a newsworthy event occurs in an organisation, a media list can assist in determining which media outlet may be the most interested in a particular story.
Working with the media on behalf of an organisation allows for awareness of the entity to be raised as well as the ability to create an impact with a chosen audience. It allows access to both large and small target audiences and helps in building public support and mobilizing public opinion for an organization. 

2.4	OVERVIEW OF THE BANKING SERVICE IN NIGERIA 
According to the Banks and Other Financial Institutions (BOFI) Act of 1991, the banking business is described as “the business of receiving deposits on current accounts, savings account, or other similar account, paying or collecting cheques, drawn by, or paid in by customers; provision of finance, or such other business as the Governor (of the Central bank of Nigeria, “CBN”) may by order published in the gazette designate as banking”.
This description of banking business by BOFI Act has however been criticized by (Abdulai et al, 1993) as silent on important areas of activities in which the banks are making huge profits. These include sale of foreign exchange, whose authorized dealership was until 1992, the most lucrative and important banking business in Nigeria. 
The banking business in Nigeria can be categorized into the following:
· Central Banking
· Commercial Banking 
· Co-operative Banking 
· Merchant Banking
· Development Banking
· Peoples Banking
· Community Banking
· Mortgage Banking

Central Banking
The Central Bank was set up in 1959 as the apex bank to perform the following statutory functions:
· Issuing of legal tender currency 
· Acting as banker and financial adviser to the government
· Maintenance of external reserves, to safeguard the value of the local currency at the foreign exchange market.

Other non-statutory functions include among others; 
· Banking supervision
· Foreign exchange management
· Provision of clearing house facilities
· Rediscounting facilities
· Acting as lender of last resort and
· Credit control
Commercial Banking
The commercial banking practice, which started in 1892, is saddled with the following functions among others:
· Acceptance of deposits from customers.
· Provision of credit facilities in form of loans and overdraft
· Management of customers’ portfolio of investment and provision of investment advice
· Provision of status opinion and enquiry services on behalf of customers.

Merchant Banking
The development of merchant banking activities dates back to 1960. It is usually referred to as wholesale banking with the introduction of universal banking through the 1999 budget, the merchant banks and commercial banks are to perform basically the same functions). Some of its functions include among others:
· Arrangement of syndicated loan
· Unit trust management
· Provision of medium and long term credits
· Issuing house functions.

Development Banking
Development banks were established in 1964 to take care of the financial needs of the following sectors: Agriculture, manufacturing/industrial, small scale enterprises, mortgage/property development, exports and imports. In pursuance of this, the following specialized development banks were established:
· The Nigeria Industrial Development Bank (NIDB) established in 1964.
· The Nigeria Bank for Commerce and Industry (NBCI) established in 1973.
· The Nigeria Agricultural and Co-operative Bank (NACB) established in 1973.
· The Federal Mortgage Bank (FMB) established in 1977 and
· The Nigeria Export Import Bank (NEXIM) established in 1991.
· 
Community Banking
Community banking was introduced into the Nigeria banking system in 1990. It is defined as a self-sustaining financial institution owned and managed by a community or group of communities for the purpose of providing credits, deposits, banking and other financial services to its members, largely on the basis of their self-recognition and credit worthiness. Their functions include among others:
· Provision of credits to customers, especially small and medium scale enterprises based in its area of operation.
· Provision of technical assistance in the area of marketing agricultural products
· Issuance of redeemable debentures to raise funds
Others include: 

Peoples Bank
Established by decree 22 of 1990, to meet the basic credit requirements of the less privileged Nigerians, who are involved in legitimate economic activities, in both urban and rural areas and who cannot ordinarily benefit from the services of the conventional banking system, due to their inability to provide collateral security for even the smallest loans.

Mortgage Banking 
Mortgage banking dates back to 1977, through the statute that established the Federal Mortgage Bank of Nigeria. In 1989, an act was promulgated to make provisions for the establishment of mortgage institutions, to grant loans and advances to individuals, for the purchase or construction of a dwelling house, improvement or extension of an existing one etc.
 
2.5	HOW THE PUBLIC SEE THE BANKS
While it is the responsibility of the banks, like other industries, to define its image, the public on their own may perceive them differently, probably due to previous contact or pre-conceived notion and prejudices. The way the public perceives the banks has been a disturbing issue to the banks. It therefore behooves on banks to change these public perception, to agree with its defined image by basically entrenching the following traits – Reputation, Honesty, Trust, Consistency, quality, consciousness, integrity, good ethics, credibility and goodwill. This explains the necessity of employing public relations services.
At the Central Bank of Nigeria’ 20th Anniversary symposium on “Why banks are unpopular”, (Olasore, 1979) listed the following as the reasons why the public is dissatisfied with the banks:
· “The difficulties associated with obtaining bank credit.
· Inadequate information about the rules and regulations governing banking services,
· The assumed high level of bank profits from supposedly too high tariffs,
· Indifferences keeping customers informed about the state of their accounts including errors in rendering bank statements,
· The over bearing attitude of some bank officials,
· The tedious procedures usually associated with opening bank accounts”.
These reasons for dissatisfaction and other prejudices held by the public against the banks are areas of PR concentration in banks if they must succeed at changing the public’s perception of the banks. The management must in addition inculcate those basic traits that were earlier mentioned in order to steer the public perception to its advantage.
Let us look at a recent issue that has adversely affected the image of the banks, for instance, the Naira devaluation. The banks have continued to received the knock from the public (erroneously though), for championing naira devaluation thereby reducing their living standard and their hope for economic emancipation. The only way to correct wrong impressions as this is to strengthen the banks PR practices.

2.6	NEED FOR PUBLIC RELATIONS IN BANKS
To the banks, two public groups are essential in their existence. They are the internal and external public. While the internal includes its employees, shareholders and customers, the external public comprises its neighbours, government, the press, the general public and the international community. The banks PR practice therefore, would aim at achieving and promoting mutual understanding with these significant public. The tendency that the banks image may not be acceptable to this public is high, as such, it behooves on PR units of the banks to minimize the image conflicts that are likely to arise in the cause of their operations. The major objectives of banks PR is to secure the understanding of its employees, the general public, the press, the government and to reach the minds of its customers.
Specifically, the following, according to Adewunmi, represents the objectives of PR activities in banks.
· “To create awareness,
· To establish that the bank is a first rate bank,
· To promote the bank services and achieve its marketing objectives,
· To promote the bank’s image in such a way as to obtain the most favourable reaction and goodwill from all sections of the public,
· To liaise between the bank and the shareholders,
· To maintain cordial bank-customer relationship,
· To create a congenial atmosphere and environment for bank’s operations,
· To remove apathy, skepticism, ignorance etc,
· To attract business by promoting efficient services,
· To publicise the activities and services of the bank,
· To identify the bank with the development of the economy,
· To ensure good internal communication as a major contributor in fostering of loyalty, goodwill and satisfactory labour relations within the bank”.
Adewunmi in his empirical study on Public Relations in banks also enumerated the gains the banks are likely to enjoy from PR activities.
They include:
· Public awareness of the bank made possible by PR efforts,
· The bank would enjoy improved patronage, turnover and profit,
· Good cordial relationship would exist between the bank and its shareholders,
· The bank would be regarded as a reliable and capable bank,
· Its customers would begin to appreciate and understand the bank’s objectives tremendously,
· There will be an improved relationship between the bank and other banks,
· There will be an increased business and favourable image resulting from the bank’s PR drive.
These stated activities of banks’ PR and the likely gains by banks make PR functions indispensable in banks. Images can deteriorate, it can also be renewed, as such, PR is a continuing practice that must be applied to bank’s everyday activities. There is therefore, the need to keep abreast of changes in the economy like competition, changing consumer expectations, changes in communication techniques, etc. that are likely to impact on the image of the bank.

2.7	PROBLEM OF PUBLIC RELATIONS PRACTICE IN NIGERIAN BANKS
A major problem of PR practice in Nigerian banks is how to manage the public perception about the banks. The PR efforts by the banks to try and correct some of the misconceptions held by the public, has always met with opposition, as the public could not fathom the so called excessive profits being declared by most banks in the face of lingering economic depression. Most banks executives are equally not helping matters with their flamboyant life styles amidst poverty and high interest rates. 
On the toes of these are other problems suffered by most PR units of banks. Adewunmi listed the following as the problems faced by banks’ PR units: 
·  Problem of internal and external communication,
· Level of budget for PR works,
· Inadequate provision for staff mobility,
· The need for freedom from other departmental control,
· The difficulty in carrying the generality of management along in seeing the value of PR programmes,
· Non-banking habits of the people.

It should be noted here that most of these image problems of the bank can also be attributed to inconsistency of monetary policies, inadequate restructuring programmes of government and the fraudulent practices of most bank executives among others, which have helped the public to hold the banks responsible for their economic hardship.
2.8	PUBLIC RELATIONS STRATEGIES FOR SUCCESSFUL BANKING SERVICE
The image problems suffered by banks, as a result of the celebrated trials and convictions of most of its executives for abuse of office and other unethical practices, is still very fresh with us. The bank failures, collapsed finance and mortgage institutions, distress nature of several banks and lately insurance companies, are all very much with us and are challenges to PR practitioners in the banks.
The banks’ PR strategies of the future must therefore recognize these problems and be prepared to address them and other problems that have bedeviled the image of the banks for so many years. They must start by addressing banks’ internal problems that rob off negatively on their image. They must: 
· Continue to package appropriate training programmes that would improve their service delivery as well as employee attitudes towards customers,
· Put in place an enlightenment programme, through their PR units, to regularly educate bank directors/executives, on the negative impact of boardroom squabbles on their bank image,
· The banks must recognize the enormous responsibilities of PR units and strengthen them accordingly, to be able to perform these responsibilities efficiently and effectively,
· The banks PR unit must be cost-oriented.
In addition to these, the following must be recognized in designing appropriate strategies for banks PR practice of the future:
· Since effective communication is the tool of PR, banks’ PR units must work out appropriate communication strategy, to be able to counteract various misgivings that result from misguided opinions about the banks by the public.
· There must be emphasis on social responsibility, i.e. they must regularly identify with the community within which they operate as this could help their credibility.
· Public opinion about the bank must be encouraged, through which the public could inform the bank of their areas of service that needs improvement. The bank must act immediately to send a signal that the bank is a listening bank.
· Banks’ PR units must constantly monitor the environment for political and economic developments that could necessitate a change of PR strategies.
· All bank employees must be sensitized to know that creating an acceptable image is a responsibility of all and at any opportunity, they must endeavour to impress the customer.
In addition, banks should catch in on the new developments in communications offered by technological progress, to improve on their image management. Some of these technological innovations include; the cellular telephone, electrical money transfer, cable televisions etc. They must recognize that their systems and technology need to be reliable, to protect their customers and themselves.
At any point, the banks should help customers to understand how their accounts operates and should seek to give them a good understanding of banking services. In addition, they must provide them with additional information and guidance about specific services at any time, on request.
Finally, the banks must be seen to be fair and reasonable in all their dealings with their customers and be mindful of the environment within which they operate. It is our well considered opinion that any bank’s PR strategy, that recognizes the issues raised in this paper, would survive the banking competition of the future.


2.9	EFFECTIVENESS OF PUBLIC RELATIONS. 
Public relations professionals and scholars have long been searching for key concepts to assess the value of public relations. According to J. Grunig and Hung (2002), “Throughout the history of public relations, practitioners and scholars have attempted to identify and name a single concept that defines the value of public relations.” Likewise, L. Grunig J. Grunig and Dozier (2002) also said: “For at least 25 years, public relations professionals and researchers have struggled to develop measures that would establish that public relations is effective or adds value.” Public relations professionals have attempted to measure public relations effectiveness as they increasingly have faced the challenge of demonstrating the value of public relations to their organizations (Hon, 1997). 
For example, Kim (2001) described practitioners’ challenge from their organizations as follows: “CEOs’ demands for accountability (of public relations) have become more tenacious than ever” because of recent budget cuts in the public relations industry. Ledingham and Bruning (1998) put it as follows: “Scholars have luxury to deliberate the nature of public relations but practitioners deal on a daily basis with the immediate problem of justifying the value of their programs.” However, despite the critical nature of demonstrating public relations value at the organizational level, a common belief is that the value of public relations is difficult to measure since most of its elements are intangible. Moreover, the function of public relations traditionally has been considered to be a means of reducing costs rather than as a means of generating organizational revenues. L.Grunig, J. Grunig and Dozier (2002) describes the dilemma of assessing public relations value in detail: the question of the value of public relations has been of great concern to professional communicators for many years because of the perception among both communicators and other managers that public relations is an intangible management function in comparison with other functions whose value can be described, measured and evaluated through systematic approach. Because of this intangibility, public relations often has been believed to suffer at budget time and particularly during financial crises, because there is no way to demonstrate its worth. Griffin (2002) and Hutton et al. (2001) have pointed out that public relations professional have widely embraced reputation management to demonstrate the economic viabilityof the public relations function. Specifically, Kim (2000, 2001) maintained that the accountability of public relations at the organizational level could be demonstrated well by showing the effect of reputation on financial performance of the organization.
2.10	THEORETICAL REVIEW
This study is based on the social marketing theory. The social Marketing Theory emerged during the early 1970s. This theory is a collection of middle-range theories dealing with the promotion of information deemed by elite source to be socially valuable.

2.10.1	Social Marketing Theory
Social Marketing theory differs from other contemporary macroscopic theories in that it is an administrative theory and it is essentially source dominated. It assumes the existence of a benign information provider who is seeking to bring about useful, beneficial social change. The theory gives such provider a framework for designing, carrying out, and evaluating information campaigns. In its most recent form, this theory gives increasing attention to audience activity and the need to reach active audience with information they are seeking. Target audiences are identified according to their information needs.
Social marketing theory can be regarded as a logical extension of the persuasion theories and of diffusion theory. It represents an effort to increase the effectiveness of mass media-based information campaigns through greater understanding and manipulation of aspects of societal and psychological factors. Social marketing theory does this by identifying a variety of social system-level and psychological barriers to the flow of information and influence through the mass media. It anticipates these barriers and includes strategies for overcoming them. Some strategies are ingenious; others involve the brute force of saturation advertising. 
One of the simplest yet most comprehensive social marketing theories is the hierarchy of effects models which states that it is important to differentiate a large number of persuasion effect-some that are easily induced and others that take more time and effort. This model permits development of a step-by-step persuasion strategy in which the effort begins with easily induced effects, such as awareness, and monitors these effects using survey research. Thus, the social marketing model tailored to situations in which elite sources are able to dominate element of the larger social system. This theory does not allow for social conflict and this cannot be applied to situations in which conflict has escalated to even moderate levels.

2.10.2	Social Exchange Theory
Social exchange theory is a sociological and psychological theory that studies the social behavior in the interaction of two parties that implement a cost-benefit analysis to determine risks and benefits. The theory also involves economic relationships—the cost-benefit analysis occurs when each party has goods that the other parties value. Social exchange theory suggests that these calculations occur in romantic relationships, friendships, professional relationships, and ephemeral relationships as simple as exchanging words with a customer at the cash register. Social exchange theory says that if the costs of the relationship are higher than the rewards, such as if a lot of effort or money were put into a relationship and not reciprocated, then the relationship may be terminated or abandoned. Social exchange theory uses the economic metaphor of costs and benefits to predict behavior. This theory was propounded by John Thibaut and Harold Kelley applies to many fields of study, including interpersonal communication, public relations, and theories of organization.
	People always have the expectation to get their reward high and cost low. But, not at the cost of their customers. Sometimes, it is difficult for organizations to look for a long term. In that case, it is essential for public relations practitioners to let the decision maker of an organization analyze the whole range of option along with the associated costs and rewards.

2.10.3	System Theory
Systems theory is the interdisciplinary study of systems, i.e. cohesive groups of interrelated, interdependent parts that can be natural or human-made. Every system is bounded by space and time, influenced by its environment, defined by its structure and purpose, and expressed through its functioning. A system may be more than the sum of its parts if it expresses synergy or emergent behavior.
Changing one part of a system may affect other parts or the whole system. It may be possible to predict these changes in patterns of behavior. For systems that learn and adapt, the growth and the degree of adaptation depend upon how well the system is engaged with its environment. Some systems support other systems, maintaining the other system to prevent failure. The goals of systems theory are to model a system's dynamics, constraints, conditions, and to elucidate principles (such as purpose, measure, methods, tools) that can be discerned and applied to other systems at every level of nesting, and in a wide range of fields for achieving optimized equifinality. 
General systems theory is about developing broadly applicable concepts and principles, as opposed to concepts and principles specific to one domain of knowledge. It distinguishes dynamic or active systems from static or passive systems. Active systems are activity structures or components that interact in behaviours and processes. Passive systems are structures and components that are being processed. For example, a program is passive when it is a disc file and active when it runs in memory. The field is related to systems thinking, machine logic, and systems engineering.
Systems theory is manifest in the work of practitioners in many disciplines, for example the works of biologist Ludwig von Bertalanffy, linguist Béla H. Bánáthy, and sociologist Talcott Parsons; in the study of ecological systems by Howard T. Odum, Eugene Odum; in Fritjof Capra's study of organizational theory; in the study of management by Peter Senge; in interdisciplinary areas such as Human Resource Development in the works of Richard A. Swanson; and in the works of educators Debora Hammond and Alfonso Montuori. 
Systems theory promotes dialogue between autonomous areas of study as well as within systems science itself. In this respect, with the possibility of misinterpretations, von Bertalanffy believed a general theory of systems "should be an important regulative device in science," to guard against superficial analogies that "are useless in science and harmful in their practical consequences."

2.11	Empirical Review
There are scanty studies on PR so far conducted in Nigeria. In one study, Jjuuko (2014) observed that PR in Rwanda was in its infancy where even some big institutions did not have PR departments public relations officers while others operated under marketing, commercial departments, human resource or legal affairs departments. She further found out that in Rwanda, most PR activities were exclusively about advertising without paying attention to strategic PR and institutional communication practices such as cooperate communications and responsibility. This she noted kept PR and communications at a rudimentary press agentry level. 
According to Jjuuko (2014) PR officers in some organizations were deployed as receptionists, and in some organisations they were not allowed to ‘directly report’ to the Managing director, and that senior managers did not value PR and therefore attached little or no attention to it. This thus debased the importance of PR in the organisations. In other studies on PR in Rwanda (Murangwa, 2009; RSSB, 2014) it was revealed that the roles of practitioners had altered remarkably with some running errands for senior managers while others received guests, served as tea girls/boys or were assigned as drivers. 
While there have been several studies done in relation to the effects of PR, the most popular is the Excellence study. The study primarily sought to find out the value that PR added to organizations and how PR contributed to organizational performance. First, to answer the “effectiveness” question, the Excellence research team identified the four approaches to OE seen early: the goal attainment approach, the systems approach, the strategic constituencies approach, the competing values approach from organizational theory (J. Grunig and Huang, 2000). After identifying four approaches to organizational effectiveness, the Excellence research team conducted both quantitative and qualitative research across several countries and extracted factors contributing to effective public relations (i.e., the answer to the “Excellence” question). Based on the findings of the Excellence study, Hon and J. Grunig (1999) suggested that the value of public relations is in “relationships” that an organization develops and maintains with strategic publics. This is because organizations become effective when achieving their goals; by means of quality relationships, organization can achieve goals because they choose goals valued by strategic publics (J. Grunig & Hung, 2002; L. Grunig, J. Grunig, & Dozier, 2002). Because of quality relationship management between an organization and its publics, effective organizations can select goals valued by publics; consequently, they can achieve their goals because publics support them (Hon & J. Grunig, 1999). And, as J. Grunig and Hung (2002) pointed out, “… ineffective organizations cannot achieve their goals, at least in part, because their publics do not support and typically oppose management efforts to achieve what publics consider illegitimate goals”. 
Thus, as J. Grunig and L. Grunig (2001) concluded, for an organization to be effective, it should behave ethically and be socially responsible, which means that an organization engages in “quality relationship management” with its publics. J. Grunig and Repper (1992) suggested that such characteristics of excellent public relations help the public relations function to be effective as well as contribute to overall organizational effectiveness. In summary, the key attributes of excellent public relations include the following practices: 1) identifying “strategic publics” from the environment and 2) practicing a “symmetrical” model of public relations to cultivate quality relationships with these strategic publics (L. Grunig, J. Grunig, & Dozier, 2002). 
A few other studies have taken on PR practice in higher learning institutions. One study by scholars studying the practice of public relations by universities in the former Soviet-bloc countries (Hall, 2002; Hall & Baker, 2003; Pabich, 2003) emphasized on strategic public relations management. Universities in former Soviet-bloc were facing complex environments. The introduction of capitalism meant that old state-owned universities, which never had to compete, now found themselves losing students to new private universities that offered attractive packages to students (Miroiu, 1998; Neculau, 1997; Stanciulescu, 2002). This competition prompted both state-owned and private universities to seek to utilize public relations as means of getting an edge. In the past, public relations practice at these universities was a mixture of marketing, advertising, and lobbying (Coman, 2003). 
Pirozek and Heskova (2003), for example, examined the public relations practice of a university in the Czech Republic. They showed how the two-way symmetrical tactics of research and feedback systems helped the university gain a better understanding of the attitudes of its key publics. Kaverina’s (2003) study of a state university in Russia showed how two-way symmetrical efforts to initiate dialogue (e.g. radio call in shows, open house functions) helped strengthen the relationship between the university and its key publics. In other studies of public relations practice in the university setting, Samsup, Brunner, and Hon (2002), for example, examined how practitioners can measure relationships in a university setting. DeSanto and Garner (2001) recommended that university public relations practitioners set synchronized goals, identify stakeholders, and conduct evaluations. Grillis (1997) argued that it is critical for public relations practitioners to have access to the top leaders within a university. Henderson (2001) proposed a four-step process for managing communication in universities: research, planning, communication, and evaluation.
In a study in Ghana, Eniola (2011), submitted that notwithstanding the benefits of public relations to higher education, there were conflicting views about its significance to the operations of universities. This is because Public Relations officers responsible for public relations were often left out of decision-making and on several occasions called in to implement some decisions that they hardly understand having not taken part in decision making processes. Eniola (2011) furthers that practitioners were not accorded the status that would make them part of decision making organs. This gives an impression of insignificance of their function as role players in the management of Universities. The above studies illustrate that organizations are encouraged to integrate PR practices and practitioners in their strategic organs to enhance organizational performance. However, more studies needed to be done to see if management of private universities in Rwanda embraced the PR practice in totality as to have it make a positive contribution to organizational effectiveness.




CHAPTER THREE
RESEARCH METHODOLOGY
3.1	Introduction
This chapter described the method of research design, population of the study, sampling technique / sample size, instrumentation as well as the validity and reliability of the instruments used. It also stated the method of data collection and method of analyzing the data collected.

3.2	Research Design
A research design influences the choice of analysis and sampling technique to use. It refers to the overall strategy chosen to integrate the different components of the study in a coherent and logical manner (Brown, 2006). According to Saunders et al. (2009), Survey method is a popular and common strategy in business research. It enables large amount of data to be collected from an ideal population and in a highly economical way.
Research design is the researcher‟s plan of action concerning the study, compressed into few paragraphs (Acholonu, 2012). It is also the plan or blue print which specifies how data relating to a given problem should be collected and analyzed or the procedural outline for the conduct of a given investigation (Nworgu, 1991). Simply put, research design is a plan for research work which aims at providing guidelines which the research work is being conducted. This research employed the use of survey in the collection of data because the people‟s opinions were sought through questionnaire.


3.3	Population of the Study
A population is the whole group that the research focuses on. A population consists of all elements- individuals, item or objects whose characteristics are being studied. Population is generally taken to be the totality of all elements or subject or number which possess common and specific characteristics within a geographical location. It is also the aggregate of all cases that conform to some designated set of specifications (Chein, 1959) quoted in Maduene (2010).
In this research work, the population is found by all members of the internal public (staff) and external public of Guarantee Trust Bank, Ilorin. They are assumption are summed together to be 6,000,000.

3.4	Sampling Technique/ Sample Size
Sample is a section or part of an entire population of people or things which are studied to obtain information about the research variables (Maduene, 2010). It implies a proportion which was taken as a representative of the whole population and which conclusions are made on them based on the data which they give and was taken to be peculiar to all members of the whole population. In relation to this study, Taro-Yamane statistical sampling method was adopted in order to obtain a true representation of all categories of the public.

It is denoted thus:
	n =
	N
	

	
	1+N
	(e)2


Where
n= The sample size
N = The study population
E = Level of significance or (limit of tolerable error) i.e. 0.05
1 = Unity (a constant)
Therefore, we shall have
n =	6,000,000
1+6,000,000 X (0.05)2

n =	6,000,000
1+6,000,000 X 0.0025

n =	6,000,000
        15,000

n = 399.97

n [image: ][image: ] 400 (nearest whole number)


The sample size of the population is 400 from the population of study.


3.5	Research Instrument
The research instrument used for this study was the questionnaire. A questionnaire is a data collection tool which uses various questions to achieve the research objectives (Madueme, 2012). Questionnaire is used to ascertain facts, opinions, beliefs, attitudes, ideas, practices, and other demographic information (Obasi, 2012).
It was administered to the publics consisting the staff and customers. The questionnaire was designed in a way that all necessary information regarding the study could be obtained so that the hypothesis could be property tested.
A total of 400 items were drawn and administered to the respondents. The questionnaire was divided into two parts.
Part A contained items on the demography of the respondents while part B contained items that answered the research questions formulated for the study.

3.6	Validity of Research Instrument
The questionnaire used for this study was thoroughly scrutinized by the supervisor to ensure its clarity, relevance, un-ambiguity, and comprehension.

3.7	Method of Data Collection
Data was generated using the questionnaire administered face to face to the respondents by the researcher herself. Out of 400copies of questionnaire distributed, 350copies were returned which gave a response rate of return of 87.5%. The completed copies of the questionnaire were collected and analyzed by the researcher.
3.8	Method of Data Analysis
Data collected was analyzed using frequency tables, percentages, simple descriptive data analysis and chi-square statistical analysis. Chi-square is a non-parametric statistical tool which can be conveniently used in testing hypothesis when dealing with contented data.

Chi-square formula is presented below:
X2 = ∑ (0-E)2
E
Where X2 = chi-square

∑ = Summation

O = Observation frequency

E = Expected frequency

















CHAPTER FOUR
DATA PRESENTATION AND ANALYSIS AND DISCUSSION OF FINDINGS
4.1	Introduction
The aim of this study was to find out the impact of public relations on marketing of banking service. This chapter is concerned with the presentation and analysis of data collected through the use of the questionnaires. The questionnaire was distributed face to face by the researcher to the respondent. Out of foxzur hundred (400) copies distributed, 350 were returned while the numbers of casualties were fifty (50). All data presented and analysed stem from the 350 copies that were retrieved.

4.2	Data Presentation and Analysis
Item 1 – 5 in the questionnaire answered questions on the demography of the respondents.

	Table 1: Gender of Respondents.
	

	Gender
	Frequency
	Percentage

	
	
	

	Male
	200
	57.14

	Female
	150
	42.86

	
	
	

	Total
	350
	100



Table 1 presents a distribution of respondents according to sex. It indicates that 200 respondents (57.14%) are male, while 150 respondents (42.86%) are female.  The table reflects that there is a fair representation of the opinions of both genders.
	Table 2: Age bracket of Respondents
	

	Variable
	Frequency
	Percentage

	
	
	

	18 – 25yrs
	100
	28.57

	26 – 35yrs
	150
	42.86

	36 – 45yrs
	60
	17. 14

	46 yrs and above
	40
	11.43

	Total
	350
	100



Table 2 presents the age bracket of respondents. It indicates that 100 respondents (28.57%) are in the age bracket of 18-25, 150 respondents (42.86%) are in the age bracket of 26 – 35yrs, while 60 respondent (17.14%) are 36-45yrs, and 40 respondent (11.434%) are 46yrs and above.
	Table 3: Occupation of Respondents
	

	Variable
	Frequency
	Percentage

	Student
	120
	34.29

	Civil Servant
	80
	22.86

	Business
	150
	42.89

	Others
	0
	0

	
	
	

	Total
	350
	100



Table 3 presents the occupation of respondents. It indicates that 120 respondents (34.29%) are student, 80 respondents (22.80%) are civil servant, while 150 respondents (42.89) are into business and no respondent fall in the category of others.
	Table 4: Marital Status of Respondents
	

	Variable
	Frequency
	Percentage

	Single
	150
	42.86

	Married
	120
	34.29

	Divorced
	50
	14.29

	Widow
	10
	2.86

	Widower
	20
	5.71

	
	
	

	Total
	350
	100



Table 4 presents the marital status of respondent. It indicates that 150 respondents (42.86%) are single, 120 respondents (34.29%) are married 50 respondent (14.29%) are divorced, 10 respondent (2.86%) are widows, while 20 respondents (5.71%) are widowers.

	




Table 5: Academic Qualification of Respondents.
	

	Variable
	Frequency
	Percentage

	F.S.L.C
	60
	17.14

	O‟ Level
	40
	11.43

	N.D
	100
	28.57

	Masters and above
	20
	5.71

	
	
	

	Total
	350
	100



Table 5 present the academic qualification of respondents. It indicate that 60 respondents (17.14%) are F.S.L.C holders, 40 respondents (11.43%) are „O‟ Level holders, 100 respondents (28.57%) are N.D holders, 130 respondent (37.14%) are HND/BSc holders, while 20 respondents (5.71) have masters and above.
Table 6: Degree of agreement that Public Relations practice is important in a corporate organization
	Variable
	Frequency
	Percentage

	Yes
	350
	100

	No
	0
	0

	
	
	

	Total
	350
	100



Table 6 presents the degree of importance of Public Relations practice in a corporate organisation. It indicates that all respondents agree that yes, Public Relation practice is important in a corporate organisation and nobody said NO

Table 7: Number of respondent that have an account with GTB Ilorin
	Variable
	Frequency
	Percentage

	Yes
	350
	100

	No
	0
	0

	Total
	350
	100



Table 7 present the number of respondents that have an account with GTB Ilorin. In indicates that 350 respondents (100%) have an account with GTB Ilorin.
Table 8: The kind of account that respondents operate
	Variable
	Frequency
	Percentage

	Savings
	150
	42.86

	Current account
	80
	22.86

	Joint account
	50
	14.28

	Student account
	0
	0

	Salary account
	70
	20

	
	
	

	Total
	350
	100



Table 8 presents the kind of account respondents operate. It indicates that 150 respondents (42.86%) operate savings account, 80 respondents (22.86%) operate current account, 50 respondents (14.29) operate joint account, 70 respondents (20%) operate a saving account and no respondent operate a student‟s account.

Table 9: Relationship of respondents with GTB Ilorin Zonal Headquarters.
	Variable
	Frequency
	Percentage

	Staff
	20
	5.71

	Shareholder
	5
	1.43

	Customer
	325
	92.86

	
	
	

	Total
	350
	100



Table 9 presents the relationship between respondents and GTB Ilorin zonal Headquarters. It indicates that 20 respondents (5.71%) are staffs, 5 respondents (1.43%) shareholders, while 325 respondents (92.86%) are customers.
Table 10: How often respondents receive information from the bank.
	Variable
	Frequency
	Percentage

	Daily
	0
	0

	Weekly
	30
	8.57

	Monthly
	320
	91.43

	Yearly
	0
	0

	
	
	

	Total
	350
	100



Table 10 presents how often respondents receive information from the bank. In indicates that 30 respondents (8.57%) receive information weekly, 320 respondents (91.43%) receive information monthly, while no respondent neither receive information daily nor yearly.

Table 11: The means through which respondents receive information from bank.
	Variable
	Frequency
	Percentage

	
	
	

	Text messaging
	190
	54.29

	e- mail
	80
	22.80

	Postal Service
	20
	5.71

	Phone call
	10
	2.86

	Radio announcement
	50
	14.28

	
	
	

	Total
	350
	100



Table 11 presents the means through which respondents receive information from the bank. It indicates that 190 respondents (54.29%) receive information through text messaging, 80 respondents (22.86%) receive information through E-mail, 20 respondents (5.71%) receive information through postal service, 10respondents (2.86%) receive information through phone call, while 50 respondents (14.86%) receive information through radio announcement.

Table12: Number of account holders that ever applied for a loan.
	Variable
	Frequency
	Percentage

	
	
	

	Yes
	200
	57.14

	No
	150
	42.86

	
	
	

	Total
	350
	100



Table 12 presents the number of respondents that ever applied for a loan. It indicates that 200 respondents (57.14%) applied for a loan, while 150 respondents (42.86%) did not ever apply for a loan.

Table 13: Number of loan applicants that were granted loan.
	Variable
	Frequency
	Percentage

	
	
	

	Yes
	80
	40

	No
	120
	60

	
	
	

	Total
	200
	100



Table 13 presents the number of respondents that have ever applied for a loan and be given. It indicates that out of 200 respondents that every applied for a loan, 80 respondents (40%) were given, while 120 respondents (60%) were not given.

Table 14: Degree of agreement that the Public Relations practice of GTB Ilorin zonal headquarters attracts new customers.
	Variable
	Frequency
	Percentage

	Yes
	340
	97.14

	No
	10
	2.86

	
	
	

	Total
	350
	100



Table 14 presents the degree of agreement that the public relations practice of GTB Ilorin zonal headquarters attracts new customers. It indicates that 340 respondents (97.14%) agree while 10 respondents (2.86%) do not agree.

Table 15: Degree of agreement that the public relations practise the bank helps to maintain its customers.
	Variable
	Frequency
	Percentage

	Strongly agree
	210
	60

	Agree
	130
	37.14

	Strongly disagree
	2
	0.57

	Disagree
	5
	1.43

	No opinion
	3
	0.86

	
	
	

	Total
	350
	100



Table 15 presents the degree of agreement that the Public Relations practice of the bank help to maintain its customers. It indicates that 210 respondents (60%) strongly agree, 130 respondents (37.14%) agree, 2 respondents (0.57%) strongly disagree, 5 respondents (1.43%) disagree, while 3 respondents (0.86%) opted out.

Table 16: Degree of agreement that the public relations practice of GTB Ilorin zonal headquarters have positive impact on its customer’s satisfaction.
	Variable
	Frequency
	Percentage

	Yes
	340
	97.14

	No
	10
	2.86

	
	
	

	Total
	350
	100



Table 16 represents the degree of agreement that the Public Relations practice of GTB Ilorin zonal headquarters have positive impact on its customer‟s satisfaction. It indicates that 340 respondents (97.14%) agree that yes the practice of GTB Ilorin zonal headquarters have positive impact on its customer‟s satisfaction, while 10 respondents (2.86%) do not agree.

Table 17: The success of GTB Ilorin zonal headquarters depends on the collaborative effort of its entire staff.
	Variable
	Frequency
	Percentage

	Yes
	330
	94.29

	No
	20
	5.71

	
	
	

	Total
	350
	100



From the table above, it is observed that 330 respondents (94.29%) agreed that yes, the success of GTB Ilorin Zonal Headquarters depends on the collaborative effort of its entire staff while 20 respondents (5.71%) do not agree.

Table 18: Degree of agreement that the Public Relations practice of GTB Ilorin Zonal Headquarters have been able to create and secure understanding on the parts of its publics.
	Variable
	Frequency
	Percentage

	Strongly agree
	200
	57.14

	Agree
	80
	22.86

	Strongly disagree
	40
	11.43

	Disagree
	20
	5.71

	No opinion
	10
	2.86

	
	
	

	Total
	350
	100




From the table above, it is observed that 200 respondents about 57.14% strongly agree that yes, the Public Relation practice of GTB Ilorin Headquarters have been able to create and secure understanding on the parts of its public. It is seconded by another 80 about 22.86% who also agree. But another 40 of the respondent about 11.43 strongly disagree. They are seconded by 20 respondents about 5.71 who disagree. Only 10 respondents about 2.86% opted out that they don‟t have an opinion.
Table 19: The success of Public Relations practice in GTB Ilorin Zonal Headquarters depends on the effectiveness of its Public Relations Officer.
	Variable
	Frequency
	Percentage

	Yes
	320
	91.43

	No
	30
	8.57

	
	
	

	Total
	350
	100



From the table above, it is observed that 320 respondents (91.43%) agree that yes, the success of Public Relations practice in GTB Ilorin zonal headquarters depends on the effectiveness of its Public Relations officer, while 30 respondents (5.57%) do not agree.



Table 20: The Public Relations department of GTB Ilorin zonal headquarters should take credit for the continuous profit posting of the bank.
	Variable
	Frequency
	Percentage

	Yes
	345
	98.57

	No
	5
	1.43

	
	
	

	Total
	350
	100



From the table above, it is observed that 345 respondents (98.57%) agree that yes, the Public Relations department of GTB Ilorin zonal headquarters should take credit for the continuous profit posting of the bank while 5 respondents (1.43%) do not agree.
	4.3
	Testing of Hypotheses

	
	Hypotheses were formulated in the chapter one of this study. Hence, it had to be

	
	brought back and worked on this chapter so as to be sure of the validity of the study.

	
	Hypothesis 1

	H1
	Public Relations practice has been able to create and secure understanding on the part

	
	of the publics in order to patronise the bank.

	H0
	Public Relations practice has not been able to create and secure understanding on the

	
	part of the publics in order to patronise the bank.



Table 18 question 18.
Do you agree that the Public Relations practice of GTB Ilorin zonal headquarters has been able to create and secure understanding on the parts of its publics? Using tabular format to calculate X2, we have this:
	Responses
	O
	E
	0-E
	(O-E)2
	(O-E)2

	
	
	
	
	
	E
	

	Strongly agree
	200
	175
	625
	625
	3.57
	

	Agree
	80
	70
	10
	100
	1.45
	

	Strongly disagree
	40
	35
	5
	25
	0.71
	

	Disagree
	20
	17.55
	2.5
	6.25
	0.36
	

	No opinion
	10
	8.6
	1.4
	1.96
	0.23
	

	
	
	
	
	
	
	

	Total
	350
	
	
	
	6.3
	





Expected frequency =	Roll total X  column total
Total sample size

X2 = 6.3, P = 0.05, df = 4, X2/4 = 9.488
X = Calculated chi square
P = Level of significance
Df = No of categories (k) i.e. K1 Or Degree of freedom.
X2 = Probability table value.
Decision Rule:
Since the calculated Chi-square value (6.3) is less than the table value (9.488), we reject the alternative hypothesis (H1) which states that Public Relations Practice has been able to create and secure understanding on the part of the publics in order to patronise the bank, and accept the H0 (null hypothesis) which state that Public Relations practice has not been able to create and secure understanding on the part of the publics in order to patronise the bank. The rejection is that it received statistical support.
Hypothesis 2
H2:	GT bank continuous profit posting is as a result of efforts of the Public Relations outfit of the bank.
H0:	GT bank continuous profit posting is not as a result of efforts of the Public Relations outfit of the bank.




Table 20 question 20
The public relations department of GTB Ilorin zonal headquarters should take credit for the continuous profit posting of the bank.
	Using tabular format to calculate X2, we have this:
	
	
	
	

	Responses
	O
	E
	O-E
	(O-E)2
	
	(O-E)2
	

	
	
	
	
	
	
	
	E

	Yes
	345
	301.9
	43.1
	
	1857.61
	6.15
	

	No
	5
	4.4
	0.6
	
	0.36
	0.08
	

	
	
	
	
	
	
	
	

	Total
	350
	
	
	
	
	6.23
	

	Expected frequency  =
	Roll total X Column total
	
	
	
	

	
	
	Total sample size
	
	
	
	
	
	



X2 = 6.23, P = 0.05, df = 1, X2/u = 3.841

Decision Rule:
Since the calculated Chi-square value (6.23) is greater than the table value (3.841), we accept the alternative hypothesis (H2) which states that GT bank continuous profit posting is as a result of efforts of the public relations outfit of the bank, and reject the H0 (null hypothesis) which state that GT bank continuous profit posting is not as a result of efforts of the public relations outfit of the bank. The acceptance of the alternative hypothesis (H2) is that it received statistical support.

Hypothesis 3:
H3:	The Public Relations program of the GT bank of Nigeria Plc, Ilorin zonal headquarters has contributed to the overall improvement of the bank.

H0:	The Public Relations program of the GT bank of Nigeria Plc. Ilorin zonal headquarters has not contributed to the overall improvement of the bank.
Table 19 question 19
The success of public relations practice in GTB Ilorin zonal headquarters depends on the effectiveness of the public relations officer. Using tabular format to calculate X2, we have this:

	Responses
	O
	E
	O-E
	(O-E)2
	(O-E)2
	

	
	
	
	
	
	E

	Yes
	320
	280
	40
	1600
	5.71
	

	No
	30
	26.3
	3.7
	13.69
	0.52
	

	
	
	
	
	
	
	

	Total
	350
	
	
	
	6.23
	

	Expected frequency  =
	Roll total X Column total
	
	
	

	
	
	Total sample size
	
	
	



X2 = 6.23, P = 0.05, df = 1, X2/u = 3.841

Decision Rule:
Since the calculated Chi-square the table value (6.23) is greater than the table value (3.841), we accept the alternative hypothesis (H3) which states that the Public Relations program of the GT bank, Ilorin zonal Headquarters has contributed to the overall improvement of the bank, and reject the H0 (null hypothesis) which state that the program of GTB Ilorin zonal headquarters has not contributed to the overall improvement of the bank. The acceptance of the alternative hypothesis (H3) is that it received Statistical Support.

Hypothesis 4:
H4:	The  practice  of Public  Relations  in  FBN  Ilorin  zonal  headquarters  attracts  new customers to the bank.
H0:	The practice of Public Relations in GTB Ilorin zonal headquarters does not attract new customers to the bank.

Table 14 question 14
Do you agree that the public relations practice of GTB Ilorin zonal headquarters attracts new customers? Using the tabular format to calculate X2, we have this:

	Responses
	O
	E
	O-E
	(O-E)2
	(O-E)2
	

	
	
	
	
	
	E

	Yes
	340
	299.5
	42.5
	1806.25
	6.07
	

	No
	10
	8.75
	1.25
	1.56
	0.18
	

	
	
	
	
	
	
	

	Total
	350
	
	
	
	6.25
	

	Expected frequency =
	Roll total X Column total
	
	
	

	
	
	Total sample size
	
	
	



X2 = 6.23, P = 0.05, df = 1, X2/u = 3.841

Decision Rule:
Since the calculated Chi-square value (6.25) is greater than the table value (3.84), we accept the alternative hypothesis (H4) which States that the practice of public relations in GTB Ilorin zonal headquarters attracts new customers to the bank, and reject the H0 (null hypothesis) which states that the practice of Public Relations in GTB Ilorin zonal headquarters does not attract new customers to the bank. The acceptance of the alternative hypothesis (H4) is that it received statistical support.

4.4	Discussion of Findings
In this section, data collected from survey on “impact of Public Relations on marketing of banking service (a study of GTB Ilorin zonal headquarters)” would be discussed. The data was contained in 350 fully completed question retrieved from the respondents. Responses to the data in relation to the research questions would be discussed.
The data on table 18 was used to answer the research questions. Table 18 showed that 200 respondents (57.14%) strongly agree, that the public relations practice of GTB Ilorin zonal headquarters has been able to create and secure understanding on the part of the publics in order to patronise the bank, 80 respondents (22.86%) agree, 40 respondents (11.43%) strongly disagree, 20 respondents (5.71%) disagree, whole 10 respondents (2.86%) opted out. Based on the findings above, it is very obvious that the public relations practice of GTB Ilorin zonal headquarters has been able to create and secure understanding on the part of the public in order to patronise the bank.
Table 20 showed that 345 respondents (98.57%) agree to yes, the GT bank continuous profit posting is as a result of efforts of the public relations outfit of the bank, while 5 respondents (1.43%) agree to No.  Based on the findings above, it is very obvious that GT bank continuous profit posting is as a result of the Public Relations outfit of the bank.
The data contained on table 17 answered this research question. Table 17 showed that 330 respondents (94.29%) agree to yes, the public relation program of GTB Ilorin zonal headquarters has contributed to overall improvement of the F.B.N (PLC), while 20 respondents (5.71%) do not agree. Based on the findings above, it is obvious that the public relations program of GTB Ilorin zonal headquarters has contributed to the overall improvement of the F.B.N (PLC).
The data contained on table 14 answered this research questions. Table 14 showed that 340 respondents (97.14%) agree that yes, the Public relations practice in GTB Ilorin zonal headquarters attract new customers to the bank, while 10 respondents (2.86%) do not agree.
Based on the finding s above, it is clear that the practice of Public Relations in GTB Ilorin zonal headquarters attract new customers to the bank. This finding support the theory used at the foundation of this study.

CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1	Introduction
The purpose of this study was to find out the impact of public relations on marketing of banking service. The study adopted the survey method using questionnaire for the collection of data. This chapter is focused on the summary, conclusion and recommendation.

5.2	Summary of Findings
Public relations practice is a conscious attempt to secure the sympathy of individuals or group of individuals as well as institutions who are directly or indirectly affected by the operations of a specific organization. Maintaining good will and mutual relationships with relevant publics of any organization therefore, is a sine qua non to the viability of any organization. “The greatest asset any establishment can have is the good will of the public. A public that is well informed holds a positive attitude toward an organization which is critical to its survival”. The study revealed the following:
· The public relations practice of GTB Ilorin has not been able to create and secure understanding on the part of the publics in order to patronise the bank.
· The public relations program of GTB Ilorin has contributed to the overall improvement of Guarantee Trust Bank.
· The practice of public relations in GTB Ilorin attracts new customers to the bank.

5.3	Conclusion
Based on the findings of this work, the following conclusions were drawn that public relations helps in contributing immensely to the GT bank, Ilorin Zonal Headquarters. Public relations have not helped to create and secure understanding on the part of the publics in order to patronise the bank.
No doubt, public relations has contributed greatly in enhancing the activities of GT bank of Nigeria Plc, Ilorin zonal headquarters. In a nutshell therefore, with this study, there is a sustained believe that further studies will no doubt spring from it since the exercise in impact of public relations on a corporate organisation is a continuous one.

5.4	Recommendations
Based on the result of this study, the following recommendations were made;
· The management of GTB Ilorin zonal headquarters should consult public relations practitioners in policy making or even inform them on important matters. When this is done we can be sure of a condusive working environment.
· The bank should consult a public relations practitioner to disseminate information or reach its publics. Infact, one of the functions of a public relations practitioner is to write press releases, report and organise press conference. Therefore, there must be a good relationship between the public relations officer and the media.
· Finally, public relations practitioners should be consulted at all times especially on important matters concerning the bank because the good image which the Bank has is as a result of the efforts of the public relations practitioners.
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APPENDIX A

Department of Marketing,
Institute of Finance and Management Studies,
Kwara State Polytechnic, Ilorin
Kwara State.

Dear Respondent,

I am a final year student of the above department and Institution. I am conducting a research project on the topic “Impact of Public Relations on Marketing of Banking Service (a Study of Guarantee Trust Bank, Ilorin)”.
I appeal to you to kindly supply the answer to the following information in the best of your knowledge. All information disclosed shall be treated in strict confidence and for research purpose only.
Thanks for your anticipated co-operation.
Yours faithfully,

Researcher.





APPENDIX B
Questionnaire

Please tick in the appropriate box that indicate your answer to the questions


1.	What is your gender?
(a) Male 	(b) Female 

2.	What is your age bracket?
(a) 18 -25yrs	 (b) 26 – 35yrs	(c) 36 – 45yrs 	(d) 46 and above 

3.	What is your occupation?
(a)Student 	(b) Civil Servant	(c) Business	(d) others, please specify

4.	What is your Marital Status?
(a)Single	(b) Married	(c) Divorced	(d) Widow

5.	What is your academic qualification?
(a)F.S.L.C	(b) O‟ Level	(c) H.N.D/BSc     (d) N.D	(e) Masters Degree and above

6.	Do you think that Public Relations practice is important in a corporate organisation?
(a)Yes		(b) No

7.	Do you have an account with GTB Enugu?
(a)Yes 		(b) No

8.	If yes in 7 above, what kind of account do you operate?
(a)Saving account (b) Current account  (c) Joint account  (d) Student account 
(e) Salary account

9.	What is your relationship with GTB Ilorin?
(a) Staff	(b) Share holder	(c) Customer 

10.	As a customer of GTB, how often do you receive information from the bank?
(a)Daily	(b) Weekly	(c) Monthly	(d) Yearly

11.	Through what means do you receive information from the Bank?
(a)Text messaging (b) Email  (c) Phone call  (d) Postal service  (e) Radio Announcement

12.	As an account holder with GTB did you ever apply for a loan?
(a)Yes 		(b) No 

13.	If yes in 12 above, were you given?
(a)Yes 		(b) No

14.	Do you agree that the Public Relations practice of GTB Ilorin attracts new customers?
(a)Yes	(b) No
15.	If yes in 14 above, do you agree that the Public Relations practice of the bank helps to maintain its customers?
(a) Strongly agree 	(b) Agree	(c) Strongly disagree
(d) Disagree 		(e) No opinion
16.	Would you say that the Public Relations practice of GTB Ilorin has positive impact on its consumer satisfaction?
(a)Yes 	(b) No

17.	The success of GTB Ilorin depends on the collaborative effort of its entire staff.
(a)Yes 	(b) No

18.	Do you agree that the PR practice of GTB Ilorin has been able to create and secure understanding on the parts of its publics?
(a) Strongly agree	(b) Agree 	(c) Strongly disagree
(d) Disagree 		(e) No opinion
19.	The success of Pr practice in GTB Ilorin depends on the effectiveness of its PR officer.
(a) Yes	(b) No
20.	The PR department of GTB Ilorin should take credit for the continuous profit posting of the bank.
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