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CHAPTER ONE
INTRODUCTION
1.1      Background to the Study
            The role of public relations in enhancing customers’ satisfaction in an organisation cannot be underestimated especially in this competitive and consumer-centric society that businesses find themselves since the image of an organisation determines its gain or failure. It will be difficult if not impossible for any profit-oriented organization like MTN Nig to achieve growth, increase in turnover and profit without some public relations efforts to gain goodwill and public interest.

Arowosegbe (2005) in Abodunrin (1995) posits that Public Relations believes that the environment within which an organisation operates should be conducive and peaceful to ensure the continued and happy survival of that organisation and the consistent achievement of its objectives. This translates to harmony between an organisation and its publics.

It should be noted that the core interest of public relations is to achieve mutual relations between an organsation and its various publics which customers is one. Ogbiten (2014) in British Institute of Public Relations  attested to this position when it defines Public relations as “the deliberate, planned and sustained effort to establish and maintained mutual  understanding between an organisation and its publics”

Similarly, Arowosegbe (2005) cited International Public Relations Association defined public relations as “the establishment of two-way communication to solve conflicts of interests by seeking common grounds or areas of mutual interest and the establishment of understanding based on truth, knowledge and full information.

Thus, public relations is a unique management function that every organisation must integrate into its philosophy because it helps in establishing, maintaining mutual interest, two way communication and acceptance of an organisation among its various publics. It involves the management of issues, helps management to keep inform, gain public opinion, serves as remainder of social responsibility, helps analysis trends, predicting future and consequences, counseling management and implementing planned programmes of action for the benefit of the organisation and its publics (Ogbiten 2014).

Public relations as a management function must influence all management efforts, policies, programmes and decisions to favour the public interest.  Therefore, organization should act right in the best interest of the majority and support activities that will enhance the welfare of the customers and solidify their confidence in your organisation. Charles, (2006) in Ogunsanya (1991) posits that public relations is an inalienable lubricant in the wheel of strategic management, stressing that public relations must be expressed in action and it must be in the public interest.

            Charles, (2006) was of the opinion that there may not be any hide space in today’s business climate that is been shaped by what the public wants, says or prefers which can be summarised as ‘public opinion and public attitudes’. In this century, we are now living in an era of “The public be pleased” “the customer is always right”.

            Thus, it is against this background that the research examines the role of public relations in enhancing customers’ satisfaction with a view to know the level of effectiveness of MTN Nig in achieving this core value.  

1.2     Statement of the Problem
              This research has observed that in so many organizations, management neither recognize nor appreciate public relations efforts in Nigeria because the management does not realize the public relations activities in building and enhancing a good image for the standard of the organization.         

          It has also been observed that the management attitude is lukewarm and non-challant toward public relations department and their activities, besides, they don’t want to spend money on its activities such as organizing seminars, workshops, symposium e. t. c this is because of the erroneous and selfish belief that public relations efforts is not beneficial to the organization.

         Hence, the research examines the role of public relations in enhancing customers’ satisfaction with a view to know the level of effectiveness of MTN Nig Ltd in achieving this core value.   

1.3              Objectives of the Study

The main objective of this study is to examine the role of public relations in enhancing customer’s satisfaction. Other specific objectives are:
i. To examine the significant relationships between public relations and customers’ satisfaction

ii. To explore the techniques Public Relations can adopt to enhance customers’ satisfaction.

iii. To examine some of the challenges facing public relations in MTN Nig Ltd

1.4       Research Questions
i. Is there any significant relationship between public relations and customers’ satisfaction?

ii. What are the techniques Public Relations can adopt to enhance customers’ satisfaction?

iii. What are the challenges facing public relations in MTN Nig Ltd?

1.5 Research Hypotheses

Ho1:
There is no any significant relationship between public relations and customers’ satisfaction

Ho2:
There are no possible techniques Public Relations can adopt to enhance customers’ satisfaction.

Ho3:
There are no challenges facing public relations. In an organization

1.6            Scope of the study
The scope of this study covers the role of Public Relation in enhancing customers satisfaction with focus on MTN kwara state. The study is limited to MTN office, airport road, Ilorin Kwara State due to some limiting factors such as time constraints, lack of finance, late attendance of information source etc. However, the available resources will be efficiently and effectively utilized to enhance the quality of the study

1.7       Significance of the Study
          At the end of this study the following category of people, organisation and corporate bodies will benefit from the findings of this study.

Society: Different organizations in society whether small or big will know the benefits of public relations through the result of the findings and how they can use PR for their gain. 

Researchers: Future researchers who will be researching into the area related to this topic will find this work relevant.

Scholars: It will form bulk material in academic field particularly in public relations, mass communication, advertising, among other. Students in the fields will also see reasons to understand the importance of their course of study to the industrial development.

1.8
Operational Definition of terms
Role: It is the responsibilities or functions or impact.

Public Relations: Public relations is deliberate planned and sustained effort to establish and maintain mutual understanding between an organization and its publics. British Institute of Public Relations (IBPR).

Image: - This is a method picture, idea of concept of somebody or something. It could also be seen as a sensual thing perceive an entry or a coherent, which does not necessarily have something to do with reality of situation.
Customer: A person buying goods or service from organization.

Satisfaction: Fulfill the needs or meet a demand or desire need.

Enhancing:   Improving or increasing the quality, value of something.

Publics: These are the different publics an organization deals with.

1.9
Organization of the Chapters

This research work contains five chapters. Chapter one talks about the introductory section, statement of research problem, research question, objectives of the study, significance of study, scope of the study, Definition of key terms and organization of the study. 

The chapter two discusses literature review, conceptual review, empirical review and theoretical framework. 

Chapter three will be the research methodology. 

The chapter four is the presentation and analysis of data with the summary and discussions of findings included. 

Chapter five is of the summary, recommendation and conclusion. Also there will be references to all the authors and journals used and appendix.
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CHAPTER TWO

LITERATURE REVIEW

2.0 Preamble

No knowledge is new under the sun, and various research studies, discourses have been given by other researchers. Therefore, the researcher intends to highlight what those literatures may have prescribed and generated as concerns this field of study. This section shall provide general literature on Public Relations and its link with customer satisfaction, customer loyalty and business performance. Furthermore, it shall provide a theoretical framework upon which this study shall be pegged. Generally it shall include conceptual framework, theoretical framework, and an empirical review of related literature on the field.

2.1
Conceptual Review

2.1.1. Concept of Public Relations

It is very safe to say that what we now refer to as public relations had actually been with us from the beginning of man’s existence. Although the phrase “public relations” was invented in the twentieth century, the practice of public relations had been since the dawn of recorded history.

Edward Bernays (1961), one of the seminal figures in modern public relations stated that ‘the three main elements of public relations are practically as old as society: informing people, persuading people, or integrating people with people. Of course the means and methods of accomplishing these ends have changed as society has changed’.

For Bernays and other public relations historians, professional public relations has always moved with civilization (Bernays, 1961; Cutlip, 1999). Society was crude at the start of its life, so was public relations. Primitive society ruled mainly through fear and intimidation; whereas more advanced cultures employed persuasion and debate. Public relations has equally followed this trend.

The British Institute of Public relations (BIPR) (1969) defines public relations as ‘the deliberate planned and sustained effort to establish and maintain mutual understanding between an organization and its publics.” This definition suggest that public relations is not an chaotic activity but calls for planning, research, anticipation, analysis of activities aimed at creating understanding between an organization and its public. It requires the orgnisation to understand the public and the public to understand the organization. That is to say the public should be able to understand why an organization has taken the decision it has taken. The term ‘sustained effort’ requires that public relations is not a ‘hit and hiss’ activity. It is a continuous effort to keep the organization running daily and for its continuous survival.
The Public Relations Society of America (PRSA) (1977) says “public relations is concerned with or devoted to creating mutual understanding among groups and institutions.” The concept of mutuality shows that public relations is a mediator between an organization and its customers. 

Another definition is that given by Cutlip, Center and Broom (2000) in their book Effective Public Relations which is considered the bible of public relations in America. According to them, public relations is the “management function that identifies, establishes and maintains mutually beneficial relationships between an organisation and its publics upon whom its success depends.” The definition of Cutlip, Broom and Center identifies the fact that organizations have a beneficial interest in the relationship just as the public do. However, the last part of the definition notes that the success of the organization depends solely on its publics. That is to say, public relations aid the smooth running of the day to day activities of an organization in relationship with its customers.

Frank Jefkins (1998) a British author, in his book Public Relation, says “public relations consist of all forms of planned communication both inward and outward between an organisation and its publics for the purpose of achieving objectives concerning mutual understanding.” Jefkins’ definition also stresses that the relationship between an organization and its public should be mutual. In other words cordial. Creating this relationship involves a two-way communication skill for the organization. Little wonder why Ledingham (2006) defined public relations as the management function that establishes and maintains relationships.

Another broad last definition of public relations is the one often referred to as the Mexican statement. This definition is a product of the first World Congress of National Public Relations Associations, held in Mexico in 1978. It states “ Public Relations is the art and social science of analyzing trends, predicting their consequences, counseling organisational leaders as well as planning and implementing a programme of action that will serve the interest of not only the organisation but also that of its publics.”

Public relations is an art because it involves artistic skills, fine arts, language, writing, public speaking, etc. It is a social science because it uses social scientific instruments to understand and predict human behaviour. It attempts to understand its environment and relates with it mutually. Public relations monitors, surveys and researches issues and happenings in the environment. It advises the organisation so that the policies of the organisation are in line with the expectations of its publics. It implements programmes that will favour both the organisation and the publics in a win-win outcome. Rex (1976:36) summarizes Public Relations by noting that: 

"Public Relations is distinctive management function which helps establish and maintain mutual lines of communication, understanding, acceptance and cooperation between an organization and its publics; involves the management of problems or issues; helps management to keep informed on and responsive to public opinion; defines and emphasizes the responsibility of management to serve the public interest; helps management keep abreast of and effectively utilize change, serving as an early warning system to help anticipate trends; and uses research and sound and ethical communication as its principal tools."
One major question now appears who are the publics in public relations? Guth and Marsh (2000) categorized public relations publics as follows:

· Traditional and Non-traditional publics: They include employees, the news media, governments, investors, customers, multicultural community groups, etc. non-traditional may arise as a result of diverse scenarios in the environment for instance, the Foreign Students Schooling in the country, Other publics include

· Latent, Aware and Active publics: latent public is one which, by evolving developments, common grounds of relationship is opening up between it and your organization, but whose members are yet to realize or explore it. There is no active relationship between both parties presently. The members of that public are not yet aware of the existence of the relationship. An aware public is that whose members are aware of the existence of a commonality of values or interest with your organization, but have not made any organised effort to respond to such relationship. On the other hand, an active public has realised the relationship between itself and your organisation, and is working to manage that relationship on its own terms. Several publics at the evolving stages of their relationship with organizations would usually find themselves at one of these levels of relationships.
· Intervening publics: Any public that helps you to send a message to another public is known as intervening public. Naturally the mass media fall into this group. Without the media, there is very little any organisation can achieve in its relationship with other publics. Primary and Secondary publics: If a public can directly affect your organisation’s goals so that you have to take them into consideration virtually on all PR matters, then that public is definitely a primary public. Here, you have such publics as your employees, your immediate community, the media, the government, the shareholders (if your company is quoted on the stock exchange), the financial institutions from which you obtain loans and through which you pay salaries. Primary publics are of great importance to any organisation. Secondary publics are equally important and you must strive to have a good relationship with them. However, the degree to which they affect your organisation’s pursuit of its goals is minimal. In a world of limited resources in relation to time and money, most companies concentrate on building and managing relationships with primary publics. With abundance of resources, secondary publics could also get some attention.

· Internal and External publics: Internal publics exist within your organisation while external publics are outside. For a higher institution of learning for instance, some of its publics would include students, academic staff, non-academic staff, food vendors, etc., while external publics would include its immediate community, providers of social amenities like water and electricity, other institutions in its state or country of location, education ministry, embassies and high commissions.
· Domestic and International publics: International public exist beyond your country’s borders. More and more organisations are realising the place of international publics in their overall corporate success. It is important to note however that the fact that a public is close to you does not make it familiar to you. To court the close relationship of a company requires well thought out communication strategies. International public relations is not just about the specific group or persons that your organisation relates to in another country, it entails knowledge of such a country in such areas as culture, believe and value systems, taste and preferences, religion, business ethics, important holidays, weather, etc.
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Fig. 1: Traditional Publics in Public Relations. Adapted from Guth and Marsh (2000)

As earlier discussed, Public relations is a discipline that has attracted many definitions, but the numerous definitions have a lot in common. A major point of agreement is that public relations involves creating mutual understanding between organisations and their publics thereby building a favourable image for the organisation through which they can nip in the bud unforeseen circumstances. It concerns itself majorly with creating a favourable image for an organisation. This way, it becomes an integral part of every organisation that wants to be successful in its day-to-day activity. Investing on Public relations helps the organisation to achieve its objective effectively and smoothly. Hon and Grunig (1999) note that Public Relations is not creating good image for a bad team as false image cannot be sustained for a long time. Though the organisation product or services are good it needs an effective Public Relations campaign for attracting and motivating the public to the product or service or towards the purpose of the programme. It not only encourages the involvement from the public and also resulting in better image. An effective Public Relations can create and build up the image of an individual or an organisation or a nation (Hon and Grunig, 1999). At the time of adverse publicity or when the organisation is under crisis an effective Public Relations can remove the "misunderstanding" and can create mutual understanding between the organisation and the public (Ravald and Gronroos, 1996).

Image is the mental perceptions of the person related to an object, a product, and service, an individual or an organisation. The image needs not necessarily true and image is only an indication how a person or organisation is perceived by the other(s). The organisations do have an image in the minds of public, customer, employee, Government or for that matter in any interested group (Sadeghi and Hanzaee, 2010). Some organisations enjoy favourable image, while some organisations do not enjoy such a favourable image. The image is beneficial for organisations for achieving their objective. There are many images viz., Friendly, Speedy, Honest, Corruptive, Efficient, etc. Though one can not say which is a right image or wrong image, one can say some image are favourable to an organisation for achieving its objective with relative acceptance.

2.1.2. Customer Satisfaction

Customer satisfaction has been the subject of considerable research and has been defined and measured in various ways (Oliver, 1997). Kotler (2000) defined satisfaction as “a person’s feelings of pleasure or disappointment resulting from comparing a products perceived performance (or outcome) in relation to his or her expectations”. Hoyer and MacInnis (2001) said that satisfaction can be associated with feelings of acceptance, happiness, relief, excitement, and delight. Hansemark and Albinsson (2004) further note that “satisfaction is an overall customer attitude towards a service provider, or an emotional reaction to the difference between what customers anticipate and what they receive, regarding the fulfillment of some need, goal or desire”.

Customer satisfaction may, therefore, be defined as the customer’s fulfilment response to a consumption experience, or some part of it. Customer satisfaction is a pleasurable fulfilment response while dissatisfaction is an unpleasurable one (Buttle, 2004). Customer satisfaction has further been defined as the difference between the customer’s perceptions of the experience and his or her expectations, which in many times is based on past experience. It is an "evaluation of the perceived discrepancy between prior expectations and the actual performance of the product" (Tse and Wilton, 1988).

According to Kim, Park and Jeong (2004) customer satisfaction is customer’s reaction to the state of satisfaction, and customer’s judgment of satisfaction level. Satisfaction increases because customers allow companies to understand them better, and create improved customer value schemes. As customer satisfaction rises, so does customer repurchase intention (Anderson, 1994). This in turn controls tangible buying behaviour, which has a noteworthy impact on day to day business routine.

There are many factors that affect customer satisfaction. According to Hokanson (1995), these factors include 

· friendly employees, 

· courteous employees, 

· knowledgeable employees, 

· helpful employees, 

· accuracy of billing, 

· billing timeliness, 

· competitive pricing, 

· service quality, 

· good value, 

· billing clarity and 

· Quick service. 

This is shown in Figure 2 below:
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Fig. 2: Factors that Affect Customer Satisfaction according to Hokanson (1995)

Researchers have identified various determinants of customer satisfaction in the retail banking sector. Arasliet al (2005) pointed out that reliability dimension of SERVQUAL has the highest impact on customer satisfaction in Greek Cypriot banking industry, whereas reliability is not related to customer satisfaction, found by Chaniotakis and Lymperopoulos (2009) . According to Levesque and McDougall (1996), competitive interest rate is one of the important determinants of customer satisfaction in retail banking sector. They found that a good “employee-customer” relationship can increase the satisfaction level. They pointed out that problem recovery is important to maintain the customer satisfaction. However, the results did not confirm that satisfactory problem-recovery can increase satisfaction. At least, it can maintain the satisfaction level.

Finally, they concluded that competitiveness and convenience of the banks are the two important determinants of customer satisfaction. On the other hand, Jamal and Naser (2003) found that convenience and competitiveness are not the critical factors for all gender, age and income groups.

Satisfied customer is the core concern of any organization. Therefore, it is pertinent to pay close attention toward the factors that influence a customer’s decision towards brand. In order to achieve customer satisfaction, organisations must be able to satisfy their customers needs and wants (La Barbera and Mazursky, 1983).

2.1.3
Functions of Public Relations

· Public Relations is establishing the relationship among the two groups (organisation and public).

· Art or Science of developing reciprocal understanding and goodwill.

· It analyses the public's perception and attitude, identiﬁes the organisation's policy with public interest and then executes the programmes for communication with the public.

2.1.4
Elements of Public Relations

· A planned eﬀort or management function.

· The relationship between an organisation and its publics.

· Evaluation of public attitudes and opinions.

· An organizations policies, procedures and actions as they relate to the said organization's publics.

· Steps taken to ensure that the said policies, procedures and actions are in the publics' interest and socially responsible.

· Execution of an action and or communication programme.

· Development of rapport, goodwill, understanding and acceptance as the chief end result sought by public relations activities. (Simon, 2015).

2.2. Theoretical Review

2.2.1
Situational Theory

This theory was propounded by Grunig and Ted hunt in 1984. It states that a public can be deﬁned or characterized according to the degree of its awareness of the problem confronting it and the extent to which it seeks solution to it. The theory aims at helping to understand the different component parts of a community and how organization relates with them at different times. The focus of this theory is to explain how and when different types of public can be identiﬁed. An active public as deﬁned by Grunig and Ted hunt (1984), is one that seeks and processes information concerning an organization or an issue of interest to an organization (cited in Baskin et al, 1997). They further identify three variables that determine whether or not an individual as active and when he will seek and process information about an issue.

1) Problem recognition: when a person is faced with an issue, he must ﬁrst become aware of it and recognize the fact that it has the potential to aﬀect him.

2) Constraint recognition: this describes how individuals perceive the obstacles in the way of a solution. If they believe that they stand a chance of overcoming the obstacles, they will seek and process information on that issue in the alternative they remain passive.

3) Level of involvement: this refers to the extent to which an individual cares about an issue. The degree to which he cares will determine his involvement in seeking and processing information about it.

This theory is very relevant to this study. Its key tenet will help corporations to identify major problems that surround them. Like the issue of customers satisfaction and youth restiveness can be ratify with the help of the theory. The theory aims at helping to understand the different component parts of a community or customers and how organization relates with them at different times. The focus of this theory is to explain how and when different types of public can be identiﬁed. Eleng (2018).
2.2.2
Stakeholders Theory

This concept was ﬁrst used in 1963 in an internal memorandum at the Stanford research institute. According to its ﬁrst usage stakeholders are groups whose support the organization needs so as to remain in existence. Edward freeman in 1980s developed this concept into theory and championed it. (Freeman and Reed, 1983. p.89).

This theory states that a corporation has stakeholders who are generally the groups and individuals that beneﬁts from, or are harmed by the corporation's actions. The rights of these parties are either violated or respected by the corporation (Hartman, 2005). The stakeholders' theory identiﬁes the groups and individuals relative to a corporation. It also describes as well as recommends methods by which interest of each party can be catered for by the management of the corporation (freeman and Reed1983). The stakeholders' theory is one of the classical theories in public relations. (Phillips 2004) observed some of the questions that appear relevant to a proper concept here are, should stakeholders' status be reserved right for constituencies having close relationship with the organization? Should the status be seen to apply broadly to all groups that can affect or be affected by the organization? Should activist, competitors, natural environment or even the media be classiﬁed as stakeholders? In an attempt to answer these questions, freeman and Reed (1983) explained that the narrow deﬁnitions only includes the groups that are vital to the survival and success of the organization, while the wide and broad deﬁnition accommodates all groups that can affect and be affected by the action of the corporation. In an attempt to identify who the stakeholders should be, Dougherty (1992) and Ray (1999) classify them into four groups; enabling publics, functional publics, normative public and diffused public.

Stephens, Malone and bailey (2005) explain that enabling publics provide leadership for the organization and also controls the resources that allow it to exist and among them are shareholders regulatory bodies and boards of directors. The functional publics are those who exchange inputs in an organization for output such as the employees, unions, suppliers and customers who provide labor or make use of the organization products and services. Normative publics are those with shared values or similar problems such as trade unions and professional societies. The last group is referred to as diffused publics, which emerge when external consequences results from an organization activities; These include the media, environmentalist, residents and the communities among others. While applying this theory, the authors explain that the nature of the relationship existing between the stakeholders and organization is a major factor in shaping the response of stakeholders to pressure. Stephen, Malone and Bailey (2005) observed that “the purpose of communication during crisis is to inﬂuence the perception of the public towards the organization as well as to maintain a positive image among stakeholders”. It can also be used to restore the company image in case it has already been damaged among stakeholders, Eleng (2018).

This theory is considered appropriate for this paper because of its managerial nature. It alerts the corporation to the existence of an array of parties that it is responsible to. In the context of this study, this theory helps companies such as High Quality Bread which is the area of focus to become aware of the fact that there are several individuals and groups that are aﬀected by actions or inactions, including customers. And for them to tackle such issues, they must employ PR tool judiciously.

2.3. SUMMARY OF THE CHAPTER
Reicheld and Sasser, (1990) discovered that Loyalty behaviours, including relationship continuance, increased scale or scope of relationship, and recommendation (word of mouth advertising) result from customers’ beliefs that the quantity of value received from one supplier is greater than that available from other suppliers. Loyalty, in one or more of the forms noted above, creates increased profit through enhanced revenues, reduced costs to acquire customers, lowers customer-price sensitivity, and decreased costs to serve customers familiar with a firm’s service delivery system. Yi (1990:104) in his critical review concludes, “Many studies found that customer satisfaction influences purchase intentions as well as post-purchase attitude” 

Practitioners and researchers have not clearly identified a theoretical framework, identifying factors that could lead to the development of customer loyalty (Gremler and Brown, 1997). However, there is a consensus amongst practitioners and academics that customer satisfaction and service quality are prerequisites of loyalty (Gremler and Brown, 1997; Cronin and Taylor, 1992). Those technical, economical and psychological factors that influence customers to switch suppliers are considered to be additional prerequisites of loyalty (Selnes, 1993; Gremler and Brown, 1997). Recent studies also indicate that the firm’s image may influence customer enthusiasm: value, delight, and loyalty (Bhote, 1996). 

Studies conducted by Cronin and Taylor (1992) in service sectors such as: banking, pest control, dry cleaning, and fast food; found that customer satisfaction has a significant effect on purchase intentions in all four sectors. Similarly, in the health-care sector, McAlexanderet al. (1994) found that patient satisfaction and service quality have a significant effect on future purchase intentions. On the other hand, Cohen et al. (2007) argued that customer value is more viable element than customer satisfaction because it includes not only the usual benefits that most banks focus on but also a consideration of the price that the customer pays.

Results of Wu’s (2011) study on the impact of hospital brand image on service quality, patient satisfaction and loyalty reveal that hospital brand image has both direct and indirect effects on patient loyalty. It means that a positive hospital brand image not only increases patient loyalty directly, but it also improves patient satisfaction through the enhancing of perceived service quality, which in turn increases the re-visit intention of patients. In consonance to this, Udeze and Onyeneho (2012) studyngpublics perception of the image of Nigerian Army in South East Nigeria discovered that image of the organisation had enormous influence on the public. According to the results, 62.1% of the respondents agreed that the image of the Nigerian Army is on the positive side, 31.5% thought otherwise while 6.5% were indifferent.
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CHAPTER THREE

METHODOLOGY

3.0
Preamble

The purpose of this chapter is to present the methods and procedures used in carry out this study. This is done under the following headings: research design, population of the study, sample frame and sampling techniques, instrument for data collection, administration of questionnaire and methods of data analysis.

3.1
Research Design


The research design that shall be employed for this study is descriptive research design. This method allows the respondents to fully express their opinion on the study. The method would also allow data collection from large sample to be drawn from a given population.

3.2
Population of the Study

Allen (2017) opined that a research population is generally a large collection of individuals or objects that is the main focus of a scientific query.  The population for this study comprises of Customers, staff and management staff of MTN Nig Ltd, which is totaled One Hundred (100).
3.3
Sample Size and Sampling Techniques

This research adopted simple random sampling techniques to determine the sample size. Based on this, the population of One Hundred (100) was targeted.  Thus, from the target population, the sample size was determined, using the Yamane (1967) formulae below:



n =      N



        1+n (e)2
Where n = sample size


  N = the target population (50)


  e = margin of error (5%)

( n =                     50



 1+100(0.05)2


       = 50 


       1+0.25

=
50 



1.25


=
40

3.4
Sources of Data Collection

The data that shall be used for this study will be obtained from both primary and secondary sources from the MTN Nig Ltd, Ilorin. The primary data will be gathered using questionnaire structured on the basis of the research hypothesis, which will be presented to respondents to express their views, opinions, and observations. Secondary data on the other hand refers to already published information. The secondary data that is being used to conduct this study were sourced from textbooks, journals, articles, earlier publications, encyclopedia, and dictionaries.

Essentially, the secondary data was used to develop a proper conceptual and theoretical framework for this study, while testing research hypothesis and providing answers to the research questions was made possible by the primary data.

3.5
Research Instruments

The research instrument that shall be used for this study is the questionnaire. The questionnaire is structured in accordance with the stated research questions and hypotheses. The questionnaire is divided into two sections. Section A comprises of questions relating to the demographic characteristics of the respondents, section B comprises of questions relating to public relations 
3.6
Validity and Reliability of the instrument

The data to be used for this research will be obtained at first hand and the respondents will have time to go through the documents before providing answers to the questions. The tests will be carried out several times at different time to make sure that the results are similar.
3.7
Procedures for Data Collection

The procedure that shall be used for this study is primary data. The data shall be collected through the administration of questionnaires.
3.8
Method of Data Analysis

The data will be analyzed using manual and electronic based methods through the data preparation grid and Statistical Package for the Social Sciences (SPSS) version 23. The utilization of structured grids allows specific responses to be located with relative ease and facilitate the identification of emerging patterns (Munn and Drever, 1990). Also descriptive, statistical and content analyses techniques will be used in the analysis of the data collected. The study will use the descriptive analysis to achieve the mean, frequency distribution and percentage results of the research work. The study will made use of statistical tools which include: Analysis of Variance (ANOVA) correlation testing hypotheses.

CHAPTER FOUR

DATA PRESENTATION, ANALYSIS AND INTERPRETATION OF FINDINGS

4.0
Introduction 

This chapter deals with the data presentation, data analysis and interpretation where proper analysis and interpretation of data is done. The first section presents the general information about respondents.

Table 4.1   Demographic information

Questionnaire administration and response rate questionnaire

	
	Frequency
	percent
	Valid percent
	Cumulative percent

	Retrieved copies
	50
	100
	100
	100

	unretrieved copies
	0
	0
	0
	0

	Total
	50
	100
	100
	100


Source:
Field Survey, 2024
Table 4.1 above shows that 50 questionnaires were administered, 50 were retrieved which is 100%. Everyone was able to fill the questionnaires.
SECTION A

General Information

The basic information of respondents covered sex, age and educational qualification. These were the basic information that was important to the objective of the study.

	Table 4.2: Distribution of respondents by Gender

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Male
	25
	50.0
	50.0
	50.0

	
	Female
	25
	50.0
	50.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source:
Field Survey, 2024

Table 4.2 shows that 25 respondents representing 50% of the total respondents are males, while 25 respondents representing 50% of the population are also females.

	Table4.3: Distribution of respondents by Age

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	20-30 years
	15
	30.0
	30.0
	30.0

	
	30-40 years
	32
	64.0
	64.0
	94.0

	
	40-50 years
	3
	6.0
	6.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source:
Field Survey, 2024

Table 4.3 shows that 15 respondents representing 30% of the total respondents are within the ages of 20-30 years, 32(64%) are within the age of 30-40 years, while 3 respondents representing 6% of the population are within 40-50 years of age.
	Table4.4: Distribution of respondents by Marital Status

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Married
	14
	28.0
	28.0
	28.0

	
	Single
	25
	50.0
	50.0
	78.0

	
	Widow
	11
	22.0
	22.0
	100.0

	
	
	
	
	
	

	
	Total
	50
	100.0
	100.0
	


Source:
Field Survey, 2024
Table 4.4 shows that 14 respondents representing 28% of the total respondents are married, 25(50%) are single, 11(22.0%) are widow.
	Table 4:5 Distribution of respondents by Educational Qualification

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	GCE/SSCE
	14
	28.0
	28.0
	28.0

	
	OND/NCE
	23
	46.0
	46.0
	74.0

	
	HND/Bsc
	11
	22.0
	22.0
	96.0

	
	Msc/MA
	2
	4.0
	4.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source:
Field Survey, 2024
Table 4.5 shows that 14 respondents representing 28% of the total respondents are GCE/SSCE certificate holders, 23(46%) are OND/NCE Certificate holders, 11(22%) are HND/Bsc certificate holders, while 2 respondents representing 4% of the population are Msc/MA certificate holders.

SECTION B

	Table 4.6: Public Relations practice is important in a corporate organization

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	12
	24.0
	24.0
	24.0

	
	Agree
	22
	44.0
	44.0
	68.0

	
	Strongly Disagree
	14
	28.0
	28.0
	96.0

	
	Disagree
	2
	4.0
	4.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source:
Field Survey, 2024

Table 4.6 shows that 12 respondents representing 24% of the population strongly agreed with the question, 22(44%) agreed, 14(28%) strongly disagreed, while 2(4%) disagreed. 

	Table 4.7: Relationship of respondents with MTN Nig Ltd is cordial as a result of effective public relations.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	13
	26.0
	26.0
	26.0

	
	Agree
	22
	44.0
	44.0
	70.0

	
	Strongly Disagree
	14
	28.0
	28.0
	98.0

	
	Disagree
	1
	2.0
	2.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source:
Field Survey, 2024

Table 4.7 shows that 13 respondents representing 26% of the population strongly agreed with the question, 22(44%) agreed, 14(28%) strongly disagreed, while 1(2%) disagreed. 
	Table 4.8: E-mail is one of the means through which respondents receive information from the company.


	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	13
	26.0
	26.0
	26.0

	
	Agree
	23
	46.0
	46.0
	72.0

	
	Strongly Disagree
	12
	24.0
	24.0
	96.0

	
	Disagree
	2
	4.0
	4.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source:
Field Survey, 2024

Table 4.8 shows that 13 respondents representing 26% of the population strongly agreed with the question, 23(46%) agreed, 12(24%) strongly disagreed, while 2(4%) disagreed. 

	Table 4.9: Public Relations practice of MTN Nig Ltd attracts new customers.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	15
	30.0
	30.0
	30.0

	
	Agree
	20
	40.0
	40.0
	70.0

	
	Strongly Disagree
	14
	28.0
	28.0
	98.0

	
	Disagree
	1
	2.0
	2.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source:
Field Survey, 2024


Table 4.9 shows that 15 respondents representing 30% of the population strongly agreed with the question, 20(40%) agreed, 14(28%) strongly disagreed, while 1(2%) disagreed. 
	Table 4.10: Public relations practice the company helps to maintain its customers.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	8
	16.0
	16.0
	16.0

	
	Agree
	29
	58.0
	58.0
	74.0

	
	Strongly Disagree
	11
	22.0
	22.0
	96.0

	
	Disagree
	2
	4.0
	4.0
	100.0

	
	Total
	50
	100.0
	100.0
	



Source:
Field Survey, 2024
Table 4.10 shows that 8 respondents representing 16% of the population strongly agreed with the question, 29(58%) agreed, 11(22%) strongly disagreed, while 2(4%) disagreed. 

	Table 4.11: Public relations practice of MTN Nig Ltd have positive impact on its customer’s satisfaction

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	15
	30.0
	30.0
	30.0

	
	Agree
	21
	42.0
	42.0
	72.0

	
	Strongly Disagree
	12
	24.0
	24.0
	96.0

	
	Disagree
	2
	4.0
	4.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source:
Field Survey, 2024

Table 4.11 shows that 15 respondents representing 30% of the population strongly agreed with the question, 21(42%) agreed, 12(24%) strongly disagreed, while 2(4%) disagreed. 
	Table 4.12: The success of MTN Nig Ltd depends on the collaborative effort of its entire staff.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	12
	24.0
	24.0
	24.0

	
	Agree
	22
	44.0
	44.0
	68.0

	
	Strongly Disagree
	14
	28.0
	28.0
	96.0

	
	Disagree
	2
	4.0
	4.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source:
Field Survey, 2024

Table 4.12 shows that 12 respondents representing 24% of the population strongly agreed with the question, 22(44%) agreed, 14(28%) strongly disagreed, while 2(4%) disagreed. 
	Table 4.13: Public Relations practice of MTN Nig Ltd have been able to create and secure understanding on the parts of its publics.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	12
	24.0
	24.0
	24.0

	
	Agree
	23
	46.0
	46.0
	70.0

	
	Strongly Disagree
	13
	26.0
	26.0
	96.0

	
	Disagree
	2
	4.0
	4.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source:
Field Survey, 2024

Table 4.13 shows that 12 respondents representing 24% of the population strongly agreed with the question, 21(42%) agreed, 12(24%) strongly disagreed, while 2(4%) disagreed.
	Table 4.14: The success of Public Relations practice in MTN Nig Ltd depends on the effectiveness of its Public Relations Officer.

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	13
	26.0
	26.0
	26.0

	
	Agree
	25
	50.0
	50.0
	76.0

	
	Strongly Disagree
	10
	20.0
	20.0
	96.0

	
	Disagree
	2
	4.0
	4.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source:
Field Survey, 2024

Table 4.14 shows that 13 respondents representing 26% of the population strongly agreed with the question, 25(50%) agreed, 10(20%) strongly disagreed, while 2(4%) disagreed. 
	Table 4.15: The Public Relations department of MTN Nig Ltd should take credit for the continuous profit posting of the company

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Strongly agree
	12
	24.0
	24.0
	24.0

	
	Agree
	23
	46.0
	46.0
	70.0

	
	Strongly Disagree
	13
	26.0
	26.0
	96.0

	
	Disagree
	2
	4.0
	4.0
	100.0

	
	Total
	50
	100.0
	100.0
	


Source:
Field Survey, 2024
Table 4.15 shows that 12 respondents representing 24% of the population strongly agreed with the question, 23(46%) agreed, 13(26%) strongly disagreed, while 2(4%) disagreed. 
4.4
Test of Hypothesis

The data collected is to examine the relationship that exist between the data collected and the hypothesis that were stated for the test. 
The research statistics  method used in this study is  the Analysis of Variance (ANOVA) and it is a method of coefficient was used to test the level of significance. This was tested at a significance level of  5% or 0.05 with the aid of statistical package for social science (SPSS).
4.4.1 Statistical Analysis for Hypothesis

Hypothesis one

Ho1:
There is no any significant relationship between public relations and customers’ satisfaction

	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.098a
	.010
	-.011
	.82865


	a. Predictors: (Constant), public relation

b. Dependent variable, customer satisfaction

	ANOVAa

	Model
	Sum of Squares
	Df
	Mean Square
	F
	Sig.

	1
	Regression
	.320
	1
	.320
	.466
	.498b

	
	Residual
	32.960
	48
	.687
	
	

	
	Total
	33.280
	49
	
	
	

	a. Dependent Variable: customer satisfaction

	b. Predictors: (Constant),  public relation

	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	T

	
	B
	Std. Error
	Beta
	

	1
	(Constant)
	2.360
	.371
	
	6.368

	
	Public relation
	-.160
	.234
	-.098
	-.683


From the Model summary above, the result shows that there is significant relationship between public relation and customer satisfactions in further studies which is explained by the correlation coefficients (R=0.098, R2=0.010 & adjusted-R2=0.011). It is however noted from this results that 10% of the company’s customers is accounted specifically by public relation. The adjusted R2 depict the fact that not more than 11% would have been the variance in outcome if the model were derived from population rather than the sample, and the fact that our sample is fair representative of the total population because this value (0.11-0.10=0.001) is negligible. 

The ANOVA table that follow test for the significant of the regression coefficients at 5% level and it posited that model is properly fitted. The significant impact of the predictor (public relation) on customer satisfaction is accepted and the null hypothesis is rejected (Beta=0.098; p=0.00<0.05) and the fact that about 41% increase in customer satisfaction was a result of increase in customer relations by 1. Development in Further Studies on public relations is insignificant at 5% level but have a little impact on customer satisfaction performance (Beta=0.2360; p=1.44>0.05). Therefore, the null hypothesis that there is no significant impact of further studies on customer satisfaction is accepted at 5% level and the alternative hypothesis is rejected. It is however point of note here that public relations contributes greatly to customer satisfaction in further studies. The intercept of the regression line (constant=-0.190) implies that as the predictor (public relations) were dropped, i.e. becoming zero the customer satisfaction is reducing by 19% and this may further reduce customer satisfaction in MTN Nig Ltd, Ilorin.

Hypothesis two

Ho2:
There are no possible techniques Public Relations can adopt to enhance customers’ satisfaction.

	Model Summary

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.036a
	.001
	-.020
	.79662

	a. Predictors: (Constant), techniques of public relations

b. Dependent variable, customer satisfaction

	ANOVAa

	Model
	Sum of Squares
	Df
	Mean Square
	F
	Sig.

	1
	Regression
	.039
	1
	.039
	.062
	.805b

	
	Residual
	30.461
	48
	.635
	
	

	
	Total
	30.500
	49
	
	
	

	a. Dependent Variable: techniques of public relations

	b. Predictors: (Constant), customer satisfaction

	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t

	
	B
	Std. Error
	Beta
	

	1
	(Constant)
	2.030
	.305
	
	6.656

	
	Techniques of public relations
	.036
	.143
	.036
	.248

	Coefficientsa

	Model
	Sig.

	
	

	1
	(Constant)
	.000

	
	Techniques of public relations
	.805

	a. Dependent Variable: Customer satisfaction




To assess the extent of techniques of public relations enhance customer satisfaction of MTN Nig Ltd, multiple linear regression analysis was carried out. The result of the regression model shown in table above indicates the value of the multiple correlation coefficient R= .001 and the adjusted R- square = .020 give us some idea of how well our model generalizes and ideally we would like its value to be the same, or close to the value of R-square. In the above summary, the difference for the final model is a fair bit (0.440-0.435=0.005 or 0.5%). This shrinkage means that if the model were derived from the population rather than a sample it would account for approximately 0.5% less variance in the outcome. Thus, the aggregated effect of public relations on the customers f MTN Nig Ltd is explained by the value of the R square, which indicates that 44% of the customers of MTN Nig Ltd is accounted specifically by the techniques of public relations

The next part of the result here contains an analysis of variance (Anova table above) that test whether the model is significantly better at predicting the outcome than using the mean as a ‘best guess’. Specifically, the F-ratio represents the ratio of the improvement in prediction that the results from fitting the model (labeled ‘Regression’ in the table), relative to the inaccuracy that still exists in the model (labeled ‘Residual’ in the table).  And by dividing the regression sum of square value by the Total sum of square in the table, indicating a significant relationship by returning the value of R=0.663, and the fact that the final model is significantly improve our ability to predict the outcome variable. However, the significant value of P (0.000) is smaller than (0.05) which means that the independent variable (communication techniques) is positively related with the dependent variable (employees’ knowledge). Hence, we posited that there are no possible techniques Public Relations can adopt to enhance customers’ satisfaction. at 5% level of significant.

Based on the adjusted R square explained above, the two independent variables explain 43.5% of the variance of depended variable “customer satisfaction.

CHAPTER FIVE

SUMMARY, CONCLUSION AND RECOMMENDATIONS

5.1 Summary

Consequent upon the analysis, the summaries of the finding of this study are as follows:
MTN Nig Ltd has not effectively made use of public relations practice in national developmental programmes. This is not unexpected as the rate of awareness is grossly low.
Secondly, it is also discovered that the use of public relations strategies for bridging communication gap in MTN Nig Ltd, Ilorin is ineffective there by leading to apathy, hostility, ignorance and prejudice
Thirdly, it is also established that public relations practice is facing problems in MTN Nig Ltd, Ilorin and moreover the bodies responsible for promoting public relations profession, do not seem to be aggressive enough and professionally consistent.
Finally, the study also revealed what should be done to enhance the effective practice of public relations profession

5.2 Conclusion

Based on the findings of this work, the following conclusions were drawn that public relations helps in contributing immensely to the MTN Nig Ltd, Ilorin.

Public relations have not helped to create and secure understanding on the part of the public in order to patronise the company.

No doubt, public relations has contributed greatly in enhancing the activities of MTN Nig Ltd, Ilorin

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.
5.3 Recommendations

Based on the result of this study, the following recommendations were made;

1. The management of MTN Nig Ltd, Ilorin 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 conducive working environment.

2. The company 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.
3. Finally, public relations practitioners should be consulted at all times especially on important matters concerning the company because the good image which the company has is as a result of the efforts of the public relations practitioners.

REFERENCES

Akin, E. &Demirel, Y. (2011). “An Empirical Study: Are Corporate Image Relation Satisfaction and Identification with Corporate Influential Factors on Effectiveness of Corporate Communication and Consumer Retention”. European Journal of Social Sciences.Vol. 23, No. 1. http//www.eujournalsocialscience/akin/demirel.com 

Andreassen, T. &Lindestad, B. (1997). “Customer Loyalty and Complex Services: The Impact of Corporate Image on Quality, Customer Satisfaction and Loyalty for Customers with Varying Degrees of Service Expertise”. The International Journal of Service Industry Management, Vol. 8, No 4. Pp. 44-59

Arowosegbe, M. (2005) “Customer Loyalty and Complex Services: The Impact of Corporate Image on Quality, Customer Satisfaction and Loyalty for Customers with Varying Degrees of Service Expertise”. The International Journal of Service Industry Management, Vol. 8, No 4. Pp. 44-59

Bahram,  R., Ali, S., Kaboli, M.R. &Hadadian, A. (2012). “An Analysis of Brand Image, Perceived Quality, Customer Satisfaction and Re-purchase Intention in Iranian Department Stores”.International Journal of Business and Management.Vol. 7, No. 6. pp. 23-35
Bernays, E. L. (1961). Crystallizing Public Opinion.In Boni&Liveright (Ed.). Norman: University of Oklahoma Press..

Bitner, M.J. (1991). “The Evolution of the Services Marketing Mix and its Relationship to Service Quality”, in Brown, S., Gummesson, E., Edvardsson, B. &Gustavsson, B., (Ed.) Service Quality: A Multidisciplinary & Multinational Perspective. New York: Lexington Books, 

Bontis, N. & Booker, L.D. (2000).“The mediating effect of Organizational reputation on Customer loyalty and service Recommendation in the banking Industry”.Journal Management Decision.Vol. 45 No. 9, pp. 1426-1445.

Boulding, K. E., (1956). The Image.The University of Michigan Press.
Brady, M. K., Robertson, C. J., & Cronin, J. J. (2001).“Managing behavioral intentions in diverse cultural environments: An investigation of service quality, service value and satisfaction for American and Ecuadorian fast-food customers”.Journal of International Management.Vol. 7 No.2, pp.129-149.

Buttle, F. (2004).Customer Relationship Management: Concepts and Tools. Oxford: Elsevier Butterworth-Heinemann.

Charles, (2006) “An Analysis of Brand Image, Perceived Quality, Customer Satisfaction and Re-purchase Intention in Iranian Department Stores”.International Journal of Business and Management.Vol. 7, No. 6. pp. 23-35
Cronin, J., Brady, M., &Hult, G. (2000).“Assessing the Effects of Quality, Value and Customer Satisfaction on Consumer Behavioural Intentions in Service Environments”.Journal of Retailing, Vol.76 No.2.retrieved on Jan. 2, 2013 from http://dx.doi.org/10.1016/S0022-4359(00)00028-2
Cutlip, S. (1999). Public Relations History: From the Seventeenth to the Twentieth Century. Lawrence Erlbaum & Associates, Mahwah, NJ
Cutlip, S., Center, A., & Broom, G. (1985).Effective Public Relations (6th ed.). Englewood Cliffs, New Jersey: Prentice-Hall.

Deng, Z., Lu, Y, Wei, K. K., Zhang, J. (2009). “Understanding Customer Satisfaction and Loyalty: An Empirical Study of Mobile Instant Messages in China”. International Journal of Information Management, Vol. 30, pp. 289–300

Dowling, G. (2001). Creating Corporate Reputations. New York: Oxford University Press. 

Dowling, G. R., (1986). “Managing your corporate image,” Journal of Industrial MarketingManagement, Vol. 15, No. 2, pp.109-115.
Edvardsson, B., Johnson, M. D., &Strandvik, T. (2000). “The Effects of Satisfaction and Loyalty on Profits and Growth: Product versus Services”. Total Quality Management, Vol.11 No.7, pp. 917-927. 

Elgin, A. &Nedunchezhian, V. R. (2012). “An Analytical Study into the Effects of Service Quality on the Perception of Domestic Airline Image with Special Reference to Frequent Fliers at Trivandrum City in India”. European Journal of Social Sciences Vol.29 No.4, pp. 521-527.
Fornell, C., (1992). “A National Customer Satisfaction Barometer: the Swedish Experience”. Journal of Marketing, Vol. 56, pp. 1-18.

Gan, C., Clemes, M., Wei J. & Kao,  B. (2011). “An Empirical Analysis of New Zealand Bank Customers’ Satisfaction”.Journal of Banks and Bank Systems, Vol. 6, Issue 3.retrieved on Jan. 2, 2013 from http://dx.doi.org/10.1016/S00222
Grönroos, C. (1984). “A Service Quality Model and its Marketing Implications, European Journal of Marketing, Vol.18 No.4, pp 36-44.
Grunig, J.E. & Hunt, T. (1984).Managing public relations. New York: Holt, Rinehart & Winston.

Grunig, J.E. (1989). “Symmetrical Presuppositions as a Framework for Public Relations Theory”.In C. H. Botan& V. Hazlezon, Jr. (Eds.), Public Relations Theory. Hillsdale, NJ: Lawrence Erlbaum Associates.

Grunig, J.E. (1992). Excellence in Public Relations and Communication Management: Contributions to Effective Organizations. Hillsdale, NJ: Lawrence Erlbaum Associates.

Guiltinan, J. P., Paul, G. W. & Madden, T. J., (1997). Marketing Management: Strategies and Programs.(6th Ed.). New York: McGraw-Hill.

iv

