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CHAPTER ONE
INTRODUCTION
1.1	Background to the Study
The British Institute of Public Relations, cited in Yaroson and Asemah (2017) defines public relations practice as the deliberate, planned and sustained effort to establish mutual understanding between an organisation and its publics. Public relations describes any form of communication which is aimed at bringing about goodwill and mutual understanding between an organization and its publics. As a planned communication, it concerns every organization, whether commercial or noncommercial, government inclusive. This is because, every organization needs to create a favourable image for itself before its internal and external publics for successful operation (Dayo, 2016).
Corporate image is closely related to brand equity. In general, corporate image is considered an asset which gives the organization a chance to differentiate itself aiming to maximize their market share, profits, attracting new customers, retaining existing ones, neutralizing the competitors’ actions and above all their success and survival in the market (Bravo et al., 2019; Sarstedt et al., 2012).
Modern organisations are increasingly becoming customer-oriented and are embracing marketing initiatives that seek to understand, attract, retain and build intimate long term relationship with profitable customers (Kotler, 2016). Customer-centric business organizations are interested not just in getting new customers but more importantly, retaining existing customers through customer satisfaction and loyalty. Competition in many service industry contexts forces firms to move beyond competing based on cost, to competing based on superior quality that satisfies and exceeds customer requirements (Lovelock & Witz, 2017). The thought of public relations as the management of the relationship between an organization and its key publics has found enough explanation in public relations text and in the scholarly literature of the discipline. In the relationship management perspective, public relations is seen as an organizational function whose primary focus is to initiate, develop and maintain relationship between an organization and its key publics (Amponsah, Asamoah and Isaac, 2015).
Through effective public relations, an organization will be able to win public acceptance. Effective coordination of activities will be needed to achieve these goals and objectives. Public relations, which is a management function becomes handy in facilitating effective communication of organizational goals and objectives. The public relations department in any human organization handles various activities, which include: conflict resolution or crisis management, internal or employee relations, community relations, promotions, media relations, environmental scanning and sponsorship programmes (Asemah, 2019). Therefore, it is on this premises this study intend to out into the impact of public relations in building corporate image and customers’ satisfaction.
1.2	Statement of the problem
Corporate organizations have been embarking on Public Relations to create and maintain a mutual understanding with their publics. Corporate image or customer satisfaction is the single most important issue affecting organizational survival. The problem is that most past studies or researchers focus on either public relations and corporate image or public relations and customers’ satisfaction. Corporate image and customers’ satisfaction are separate entity which needs to be discussed and deals with. 
Hence, this study to find out the uses and challenges of public relations department in organization image management, using Tuyil pharmaceutical as a study.
1.3	Objectives of the Study
The broad objective of this study is to examine the uses and challenges of public relations department in organization image management. Other specific objectives include;
1. To determine the uses of public relations in image management
2. To examine the challenges of public relation practice
3. To examine the relationship between public relations and corporate image 
4. To examine how effective public relations practice in Tuyil pharmaceutical industry is influencing customer satisfaction.
1.4	Research Questions
1. How does public relations department help in uses image management?
2. What are the challenges facing by public relation practice?
3. What is the relationship between public relations and corporate image?
4. To what extent has public relations practice in Tuyil pharmaceutical have been effective to influence customer satisfaction?
1.5	Significance of the study 
This research study will be useful to any corporate organizations, the students and it will also be of immense benefits to any researcher.
1. To the Corporate Organization: This research will enable them know how to use public relations effectively in building corporate image and customers’ satisfaction.
2. To the Students: This research will broaden their mind on the impact of public relations in building corporate image and customers’ satisfaction.
3. To Researcher: This research will serve as a foundation for any research work similar to this further help them know the relevance of public relations in building corporate image and how to influence customers’ satisfaction.
1.6	Scope of the Study 
The scope of this study would cover the use and challenges of public relations department in organization image management. It is a statement of fact that the average Nigerian researcher is constantly faced with a gamut of interacting variables that tend to impede his/her efforts at promoting learning and improving the functional knowledge of people. 

1.7	Limitations of the study
Limitation of the study is time constraint, period in which the researcher would be conducting research, getting information (data collection), availability of materials similar to the study, attitude of respondent before they respond to the questions and funds to finance movement from one place to another.
1.8	Operational Definition of Terms
Public Relations: As a way of management which functions as an evaluation of the publics’ attitude, and identifies the policies and procedures of an individual or an association with the public interest. It is a planned and implemented program that requires actions, so as to earn publics’ understanding and approval. A planned action for the establishment and maintenance of mutual understanding through effective communication.
Corporate/Company Image: Is the perception of the company held by the public based on how they portrayed through branding, Public Relations exertions, media, stakeholders, employees and trade unions and consumer advocacy organizations. Companies invest a large part of the marketing and advertising dollars to build and maintain a positive corporate image, which is vital to the competitive status.
Customer Satisfaction: As an outcome of purchase and use resulting from the buyer's comparison of the rewords and the costs of the purchase in relation to the anticipated consequences. On the other hand, satisfaction can be considered as a process, emphasizing the perceptual, evaluative and psychological processes that contribute to satisfaction.
Communication: Is the links which bind organizations together in order to evolve common understanding or could be described as a process of passing information and understanding to one or more person.
Corporate Organization: A united single group that share the same ideology and is recognized by the law.
Customer: The term ‘customer’ is commonly used to refer to end-users of a product. Also customer is a general term referring to anybody who receives a service or product from some other person or group of people.” Generally, there are internal and external customers, where internal customers refer to the staff or employees and external customers refer to stakeholders of an organization.
Management: the art of coordinating and maintaining organizational policies in the favour of stakeholders.
Crisis: A point of disagreement between two or more parties claiming to maintain their interest which metamorphoses into disruption of peaceful coexistence.
Role: The duty of which one plays in achieving a particular objectives.







CHAPTER TWO
LITERATURE REVIEW
2.0	Review of Relevant Literature 
According to European Customer Satisfaction Index, the elements that have effect on the creating of brand loyalty are corporate image of the business, customer satisfaction, customer expectations, the product or the service quality that is perceived (Atalık, 2015). Enabling customer satisfaction is a key topic for the businesses because customer satisfaction creates loyalty. In that, a better business performance is established (Gronholdt, Martensen, & Kristensen, 2010). The most significant contribution that satisfied customers make to a business is becoming a loyal customer (Kose, 2017). Setting from this purpose, this study analyses corporate image, customer satisfaction and brand loyalty within the context of retail stores and surveys have been conducted with customers who shop from the retail stores in Istanbul and the relationship between corporate image, customer satisfaction and brand loyalty is examined with regression analysis.
Tuyil Pharmaceutical Industries Limited likely has a public relations (PR) department, though specific details about its structure or activities are not readily available in the search results. The PR department, if it exists, would be responsible for managing the company's reputation and public image, potentially through activities like media relations, community outreach, and crisis communication. 
In the pharmaceutical industry, public relations is crucial for building trust and confidence in the company and its products. This is particularly important given the sensitive nature of pharmaceutical products and the public's interest in healthcare. 
Corporate image includes information and inferences about the company as an employee, employer, customer, community, and supplier and as a corporate citizen. Since an organization’s corporate image affects stakeholders’ behavior, they strive to develop and manage their image for many reasons among which are; 
(i). Enhancement of the corporate competitive advantage thus leading to higher profitability. 
(ii). Promoting favourable relationship with the community in the environment they operate, else it may experience difficulty in recruitment, selection and maintaining the employee morale. 
(iii). Influencing investors and financial institutions. 
(iv). Establishing a corporate goodwill for the organization. 
(v). Creating good identity for the employees thereby leading to their satisfaction. 
(vi). Stimulating sales, thus influencing customer loyalty. 
(vii). Promoting good relationship with the government, opinion leaders and various interest groups, (Adeniji, Osibanjo and Abiodun, 2012). 


2.1	CONCEPTUAL REVIEW
2.1.1	Concept of Public Relations
Public Relations is defined variously by different people, it means different things to different people. It is therefore difficult to define it in precise terms. It can be said that Public Relations is a planned cyclic and interactive process which involves action, inaction and reaction from either the organization or the publics and their effect. IPRA defines PR as ‘The art and social science of analyzing trends, predicting their consequences, counseling organization’s leadership, and implementing planned programmes of action which will serve both the organization’s and the public’s interest (Akuku, 2012).
According Cutlip, Center and Broom (2012) Public Relations is a planned and sustained programme conducted by organization’s management dealing with the relationship between the organization and its various constituent publics. The British Institute of Public Relations, cited in Yaroson and Asemah (2017) defines public relations practice as the deliberate, planned and sustained effort to establish mutual understanding between an organization and its publics. In the Mexican statement as quoted by Nkwocha (2014). It says that public relations is the art and social science of analyzing trends, predicting their consequences, counselling organizations leaders and implementing planned programmes of actions, which will serve both the organization and the public interest. Analyzing in the Mexican statement simply implies critically studying developments in the society that is, within and outside the organization (Nkwocha, 2014).
The public relations officer of an organization needs to critically identify their threats and opportunities. As a result of the analysis, a public relations practitioner should be able to predict what may happen in the nearest future, this now prompts him or her to begin to council or advise the management of an organization in such a constructive manner so that problems can be averted (Nkwocha, 2014).
In this study, Public Relations is conceptually defined as the “management of communication between an organization and its publics,” and public relations practitioners are those who “manage, plan, and execute communication for the organization as a whole” (Grunig & Hunt, 2014). 
Grunig, Grunig, and Dozier (2012) cite that Public Relations programs are important because they help organizations achieve their goals by creating relationships with strategic publics: “Individual communication programs such as media relations, community relations, or customer relations are successful when they affect the cognitions, attitudes, and behaviors of both publics and members of the organization that is, the cognitive, attitudinal, and behavioral relationships among organizations and their publics” (Grunig, Grunig & Dozier, 2012). Thus, effective public relations programs are valuable to organizations because of their contribution to the organization’s mission, goals, and bottom line.
2.1.2	Concept of Company Image Management 
Image is a notion which an individual holds with regards to another individual, group or organization. In other words, image is an impression which an individual or a group seeks to create or strike upon others regarding himself/herself/itself (Marteson, 2017). On the basis of these explanations, corporate image, shortly, can be explained as all kinds of impressions that the community makes about a corporation. Corporate image is a valuable, tangible entity which is hard to imitate and it can help to obtain superior, sustainable financial performance (Marteson, 2017).
The perception of the company held by the public based on how they portrayed through branding, Public Relations exertions, media, stakeholders, employees and trade unions and consumer advocacy organizations. Companies invest a large part of the marketing and advertising dollars to build and maintain a positive corporate image, which is vital to the competitive status (Brady, 2015).
The purpose of the company or corporate image management is to enable the clear, accurate understanding of the firm. Corporate image is about emotions and therefore, the image about the corporation differs from person to person. The important thing for the image is to ensure that a clear and a good will are created regarding the corporation. It is possible for partial or inaccurate information to affect the corporate image in a negative way. Having a good reputation for the community that the corporation operates in elicits the creation of positive image in the eyes of target audience and therefore enabling the firm to increase its operations and its profits (Marteson, 2017).
Company image management involves crafting and maintaining a consistent, positive public perception of a business. It encompasses various aspects like brand identity, communication, and customer interactions. A strong company image builds trust and loyalty, ultimately impacting business success. 
Here's a more detailed look at company image management:
1. Defining the Image:
· Brand Identity: This includes elements like the company's logo, colors, typography, and overall visual style. 
· Values and Mission: Clearly communicating the company's core values and mission statement helps build a consistent and authentic image. 
· Target Audience: Understanding who the company is trying to reach is crucial for tailoring the image management approach. 
2. Key Areas of Image Management:
· Communication: This involves how the company communicates with customers, employees, and the public through various channels like social media, websites, and press releases. 
· Branding: Consistent branding across all platforms reinforces the company's image and helps with brand recognition. 
· Customer Service: Providing excellent customer service is crucial for building a positive reputation and influencing public perception. 
· Employee Relations: Happy and engaged employees are more likely to be brand ambassadors, positively impacting the company's image. 
· Social Responsibility: Demonstrating a commitment to ethical practices and social good can enhance the company's image and build trust. 
3. Tools and Techniques:
· Digital Asset Management (DAM): This involves storing, organizing, and distributing digital assets like images, videos, and documents efficiently, ensuring brand consistency. 
· Public Relations: Managing media relations and engaging with the public through press releases and other initiatives helps shape public perception. 
· Social Media Management: Using social media to build relationships, share content, and engage with followers is crucial for building a strong online presence. 
· Content Marketing:
· Creating valuable and engaging content that aligns with the company's brand and values helps build authority and trust. 
· Crisis Management: Having a plan in place to handle potential crises and damage control is essential for maintaining a positive image. 
4. Benefits of Strong Company Image:
· Increased Brand Loyalty: A positive image can lead to customers being more loyal and returning for repeat purchases. 
· Enhanced Reputation: A strong reputation can attract new customers and partners, and help with attracting top talent. 
· Improved Competitive Advantage: A positive image can help a company stand out from the competition and attract investment. 
· Stronger Employee Morale: A positive company image can lead to increased employee satisfaction and loyalty. 
· Greater Financial Success: A strong brand and positive image can ultimately lead to higher profits and market share. 

2.1.3	Uses of Public Relations Department in Image Management
		The Public Relations (PR) department utilizes a range of strategies to shape and manage an organization's image, including building positive relationships with stakeholders, managing communication, and addressing crises. However, this role faces challenges like maintaining consistent messaging, navigating digital media, and dealing with negative publicity or crises. 
· Building Reputation: PR professionals work to establish and maintain a positive public perception of the organization through various communication channels. 
· Crisis Management: They develop and implement strategies to mitigate the damage caused by negative publicity or crises, ensuring the organization's reputation remains intact. 
· Stakeholder Engagement: PR fosters relationships with different groups, including customers, employees, investors, and the media, to build trust and understanding. 
· Brand Building: PR helps to create and reinforce the organization's brand identity and values, promoting a consistent message across all platforms. 
· Public Awareness: PR campaigns raise awareness of the organization's products, services, or initiatives, increasing its visibility and reach. 
· Competitive Advantage: By building a strong reputation and managing its image effectively, the organization gains a competitive edge in the market. 
· Employee Performance: PR can also play a role in enhancing employee morale and productivity by promoting a positive internal image of the organization. 
2.1.4	Challenges of Public Relations in Image Management:
1. Maintaining Consistency: Ensuring a consistent message across all communication channels, including media, social media, and internal communications, can be challenging. 
2. Managing Digital Media: Navigating the dynamic and ever-changing landscape of digital media, including social media, requires constant adaptation and monitoring. 
3. Dealing with Negative Publicity: Responding effectively to negative publicity, such as negative reviews or social media backlash, is a critical challenge. 
4. Crisis Communication: Developing and implementing effective crisis communication strategies to manage negative publicity or crises requires careful planning and execution. 
5. Balancing Transparency and Confidentiality: Finding the right balance between transparency and confidentiality can be challenging, especially during crises. 
6. Measuring the Impact: Quantifying the impact of PR efforts on organizational image can be difficult, requiring the use of various measurement techniques. 
7. Limited Budget and Resources: In some organizations, PR efforts may be constrained by limited budgets and resources, hindering the ability to implement comprehensive strategies. 
2.1.5	Challenges of Public Relation Department in Pharmaceutical Industries 
Pharmaceutical public relations departments face several key challenges, including navigating complex regulatory environments, managing sensitive public health issues, addressing controversies, and adapting to the digital landscape. They must also balance promoting their company's image with ethical obligations, manage expectations from various stakeholders, and ensure transparency amidst public scrutiny. 
Elaboration on the Challenges:
1. Regulatory Complexity: The pharmaceutical industry operates under strict regulations, making it crucial for PR departments to understand and comply with various laws and guidelines when communicating with the public and media. 
2. Public Health Sensitivities: PR departments must handle delicate situations involving patient safety, drug efficacy, and potential side effects, requiring careful and transparent communication to maintain public trust. 
3. Crisis Management: In the face of crises like drug recalls or safety concerns, PR professionals must be able to effectively address public concerns, manage media coverage, and restore the company's reputation. 
4. Digital Transformation: Adapting to the digital age involves embracing social media, online reputation management, and other digital communication channels, requiring PR professionals to be adept in these areas. 
5. Stakeholder Management: Balancing the needs and expectations of various stakeholders, including patients, healthcare professionals, investors, and the general public, presents a significant challenge. 
6. Transparency and Ethics: Maintaining transparency and adhering to ethical standards in all communication practices is crucial for building and maintaining public trust, especially when dealing with sensitive topics. 
7. Financial Constraints: Pharmaceutical companies, like others, may face budget cuts, which can impact the resources available for public relations efforts. 
8. Evolving Communication Platforms: The increasing number of communication channels and the need to effectively disseminate messages across various platforms requires careful strategy. 
9. Perception and Public Awareness: Public relations in the pharmaceutical industry is a complex issue with limited awareness in most countries, as highlighted in a LinkedIn post. 
2.2	Theoretical Framework
The theoretical perspective in a research reflects the researcher’s theoretical orientation, which is crucial to interpreting the data in a qualitative study, irrespective of whether it is explicitly or implicitly stated. In other words, theoretical perspectives play a role as the filter for focusing and bounding the data to be collected. This study is anchored on Agenda Setting Theory and The Social Exchange Theory.
Agenda Setting Theory
As cited in Anaeto, Onabajo and Osifeso (2018), the theory was propounded by Maxwell McCombs and Donald L. Shaw in 1972/1973 with following assumptions:
· The mass media, such as the press, do not reflect social reality because news is filtered, chosen and shaped by newsroom staff broadcasters.
· People get their news from limited source because people do not pay attention to all outlets; thus they rest on the mass media.
· Few media agenda which were chosen by the professional gatekeepers, lead people to perceive given issues as important.
The agenda setting theory explains that the media has the ability to transfer salience issues through their news agenda so the public agenda can form their understanding of salience issues. The agenda setting theory proposes that the fact which people know about public issue tend to be those which the mass media present to them. Also, significance which they ascribe to the same issues tends to be proportionate to the amount of attention given to the same issues in the media.
Comment on the theory: Agenda-setting studies typically show variability in the correlation between media and public agenda. To explain differences in the correlation, McCombs and colleagues created the concept of need for orientation, which describes individual differences in the desire for orienting cues and background information (McCombs, 2015). Two concepts: relevance and uncertainty, define an individual's need for orientation. Relevance suggests that an individual will not seek news media information if an issue is not personally relevant. Hence, if relevance is low, people will feel the need for less orientation (Weaver, 2017). 
There are many issues in our country that are just not relevant to people, because they do not affect us. Many news organizations attempt to frame issues in a way that attempts to make them relevant to its audiences. This is their way of keeping their viewership/readership high. "Level of uncertainty is the second defining condition of need for orientation. Frequently, individuals already have all the information that they desire about a topic (McCombs, 2015). Their degree of uncertainty is low. When issues are of high personal relevance and uncertainty low, the need to monitor any changes in those issues will be present and there will be a moderate the need for orientation. If at any point in time viewers/readers have high relevance and high uncertainty about any type of issue/event/election campaign there was a high need for orientation (Perloff, 1985).
Weaver David (2017) adapted the concept of individual’s need for orientation defined regarding relevance and uncertainty. Research done by Weaver in 1977 suggested that individuals vary on their need for orientation. Need for orientation is a combination of the individual’s interest in the topic and uncertainty about the issue. The higher levels of interest and uncertainty produce higher levels of need for orientation. So the individual would be considerably likely to be influenced by the media stories (psychological aspect of theory). Schonbach and Weaver (2015) focused on need for orientation showed the strongest agenda-setting effects at a moderate need for orientation (under conditions of low interest and high uncertainty). 
As agenda-setting theory has been developed, scholars pointed out attributes that describe the object. Each of the objects on an agenda has a lot of attributes containing cognitive components such as information that describes characteristics of the object, and an affective component including tones (positive, negative, neutral) of the characteristics on agenda. The agenda setting theory and the second level of agenda setting, framing, are both relevant and similar in demonstrating how society is influenced by media, but they describe a different process of influence (Balmas & Sheafer, 2010).
A strict protocol and work ethics need to be observed for the overall success of the PR department. In the rapture of conflict in an institution, the PR department is of crucial benefit in an institution for its communication processes is a benefit to humanity and ensures peaceful co-existence
As per the findings of Thiessen and Ingenhoff's (2011), institutions' reputations are constantly under threat and the media spotlight is at its maximum during times of crisis.These circumstances beg the question of how public relations might step in to save the day in such dire circumstances.
Suggestions for further researches from past studies allude to study the effect of strategic public relations on organization (Raweh and Otieno, 2015).
2.3	Review of Relevant Research 
A study carried out by Amponsah, Asamoah & Isaac in year 2015, titled; the role of public relations in enhancing customer satisfaction: the case of National Health Insurance Programme in Mankranso. This study sought to provide evidence - supported information on public relations role in enhancing customer satisfaction of the Ghanaian National Health Insurance Scheme (NHIS) implemented in the Mankranso district of the Ashanti Region. The researchers used qualitative method to gather information from National Health Insurance Scheme (NHIS) subscribers, National Health Insurance Scheme (NHIS) Officers and National Health Insurance Scheme (NHIS) Service providers all in the Mankranso district and a Public relations expert. These selected group of people were the participants for the study.
The researchers used Focus Group Discussions and one-one-one interviews to gather the required information from these participants. The study established that the subscribers in the Mankranso district are not satisfied with the public relations services rendered by Mankranso National Health Insurance Scheme public relations office. The study recommends that the Mankranso National Health Insurance Scheme develops a well thought out education plan which will be strictly followed to educate their subscribers fully on their services.
In a study by Saeed et al., (2012), the study aimed to find out how e-marketing and social networking sites impact on the performance of business organizations, the study relied on the analytical descriptive approach to reach the objectives of the study and study sample consisted of 73 as Director of Behnoh company in Iran, which produces multiple types of cold drinks, the researchers identified the e-marketing dimensions to include customer relations, marketing research, distribution channels, and the researchers used several statistical methods of analysis, which showed that the level of importance of the variables was satisfactory, researchers also found that the variables of greatest importance are: knowledge about competitors, and get new ideas and recommendations of the special products, receive electronic applications in the performance of organizations.
Another study carried out by Black & Hartel (2012) titled ‘Public Relations Orientation: Development, Empirical Testing and Implications for Managers.’ The study offers a new concept and a level of understanding toward the stability of Public Relations’ capability at an organizational level. It emphasized how the concept of PRO was advanced and verified with a sample of 205 Australian public affairs and Public Relations consultants from a variety of organization types. The results indicated support for a multi-dimensional concept involving four aspects. The quota of PRO evaluates the degree at which organizations: 
(1) Pursue behavioural and representative relations with the public; 
(2) Set Public Relations aims to maintain organizational aims and accelerate the effective use of Public Relations data in the organization; 
(3) Provide sufficient resources for Public Relations; in addition to 
(4) Interact with the public, on whom its success or failure rely; where Public Relations Orientation (PRO) can be employed an analytical and referencing utility within organizations.


CHAPTER THREE
RESEARCH METHODOLOGY
3.1	Research Design
Research design is the structure and strategy of investigation formatted in order to obtain data to answer research question, which would enables the researcher to test the research questions for final conclusion on the study.
The research design for this study is descriptive research otherwise called survey research. The design helps the researcher to describe the event in question using the resulting data to explain and predict the situation. It gathering consistently the data of occurrence of testing research questions makes predictions or getting meaning and implementation of the situation.
3.2	Population of the study
Population refers to all cases or individuals that fit a certain specification (Ohaja, 2013). The staff strength of Tuyil pharmaceutical Industry Ltd Ilorin, Kwara State is 373 employee i.e. 150 permanent staff and 223 casual staff which set as total population for the study.
The total population used in analyzing this research survey will be 100 targeted population of the total population of the employee i.e. 30 permanent staffs and 70 casual or temporary staffs 
3.3	Sample Size
The sample size was drawn from the total population of the study area, knowing full well that, the whole population cannot be sampled due to time and financial limitations. The researcher only selected a portion of the population of both employees and customers is studied.
Therefore, the size of the study is 100. The opinions and views sampled (A part of population which the study is focused) from the respondents of the study. 
3.4	Sampling Technique
The main purpose of sampling is to select a small portion of the whole population so as to make reference to the population.
The researcher adopted the Convenience Sampling Method as a sampling technique. Convenience sampling (is also known as Availability sampling or Accidental sampling) is a non-probability sampling technique where subjects are selected because of their convenient accessibility and proximity to the researcher. It involves the sample being drawn from that part of the population which is close to hand. That is, a population is selected because it is readily available and convenient. It relies on data collection from population members who are conveniently available to participate in study. 
3.5	Research Instrument 
Questionnaire is used as the method of data collection. The instrument is carefully prepared and structured. The question are sub divided into 2 – personal data and research questions. A total of fifty (100) questionnaires were administered.


3.6	Validity and Reliability of Research Instrument 
Validity is defined as an indication of the extent to which a measuring instrument measure what it is supposed to measure. To validate an instrument, the instrument was assessed by the supervisor to ensure that the instrument meets the requirement of content validity.
3.7	Data Gathering Procedure
This is the technique used by the researcher to obtain data for analysis. The researcher used questionnaire and one on one collection to administer to drawing conclusion.
There are two basic procedure of gathering data; these are primary and secondary sources. The research work makes use of primary data. The primary data is sourced from questionnaires administered to respondents in the area of the study. These data are used to test the formulated research questions. The use of primary data for the study does not preclude the use of secondary data, which were used to compile chapter one and two of the study. These data are generated from text books, journal, articles, publications and internet. 
3.8	Method of Data Analysis 
All data generated were quantitatively analyzed. Quantitative measurement of data requires that the occurrence of variables be communicated using numbers.
The completed questionnaires would be collected, edited analyzed. A simple percentage mode of calculating would be adopted to communicate the frequency of occurrence of variables. All data were analyzed in tables, the tables are used to present relevant information which include interpretations and Chi-square (X2) statistical technique would be used to test the formulated research hypothesis.





















CHAPTER FOUR
DATA ANALYSIS AND DISCUSSION OF FINDINGS
4.1	Introduction 
This chapter presents the result of the analysis in line with the research questions put forward in the study in order to make a valid conclusion on the stated problem in the research topic: uses and challenges of public relation department in organization image management using Tuyil Pharmaceutical industry limited as the case study. It also focuses on the presentation, analysis and the interpretation of the data collected from the field survey. Descriptive statistics, including frequency count, simple percent and data collected were analyzed using Chi-square statistical method to determine their authenticity and validity.
A total number of one hundred (100) responses were used in the analysis of data i.e 30 employee and 70 customers, the data were presented on tables and subsequently, and results were discussed under each table.
4.2	DATA ANALYSIS
Section A (Demographics data)
Table 4.2.1: Distribution of the respondents by Sex
	SEX
	RESPONDENTS
	PERCENTAGE (%)

	Male
	42
	42

	Female
	58
	58

	TOTAL
	100
	100


Source: Field Survey (2025)
Table 4.2.1 shows that 42% of the respondents are male while 58 (61.66%) were female. That is, female respondents are more than male respondents.
Table 4.2.2: Distribution of the respondents by Age
	AGE
	RESPONDENTS
	PERCENTAGE (%)

	20- 30 years
	18
	18

	31 – 40 years
	24
	24

	41 – 50 years
	41
	41

	51 years and above 
	17
	17

	Total
	100
	100


Source: Field Survey (2025)
Table 4.2.2 says that 18% of the respondents are below 30years, 24% were between age 31-40years, 41% were between age 41-50years, while 17% were 51 years and above. The largest percentage age groups of respondents were between age 41-50years.
Table 4.2.3: Distribution of the respondents by Marital Status
	Marital Status
	RESPONDENTS
	Percentage (%)

	Single
	11
	11

	Married
	87
	87

	Divorced
	2
	2

	Total
	100
	100


Source: Field Survey (2025)
Table 4.2.3 says that 11% of the respondents were single, 87% were married, while 2% were divorced. The married has the largest percentage of respondents.
Table 4.2.4: Distribution of the respondents by Educational                                   Qualifications
	Educational 
qualification
	Frequency
	Percentage (%)

	NCE/OND
	19
	19

	HND/B.Sc
	73
	73

	M.Sc
	8
	8

	Ph.D
	–
	–

	Total
	100
	100


Source: Field Survey (2025)
Table 4.2.4 says that 19% of the respondents were NCE/OND holders, 73% were B.Sc holders, while 8% were M.Sc holders. B.Sc holders have the highest percentage of the respondents.
Table 4.2.5: Distribution of the respondents by Working Experience
	Working Experience
	RESPONDENTS
	Percentage (%)

	Less than a year
	–
	–

	1 –  5 years
	14
	14

	6 – 10 years
	21
	21

	11 years and above 
	65
	65

	Total
	100
	100


Source: Field Survey (2025)
Table 4.2.5 says that 14% of the respondents are between 1-5years working experience, 21 (21%) were between 6-10years, while 65 were 11 years and above. The largest percentage of respondents has 11 years and above working experience.

(SECTION B: RESEARCH QUESTIONS)
Table 4.2.6: Do you think that Public Relations practice is important in a corporate organization?
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Yes
	100
	100

	No
	–
	–

	Total
	100
	100


Source: Field Survey (2025)
Table 4.2.6 above says all the respondents said yes. This implies that all the respondents ascertained that Public Relations practice is important in a corporate organization.
Table 4.2.7: Does public relations as inevitable tools or strategies in enhancing organization growth and development    
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Yes
	100
	100

	No
	–
	–

	Total
	100
	100


Source: Field Survey (2025)
Table 4.2.7 above says all the respondents said yes. This implies that all the respondents ascertained that public relation serve as a tool and strategies in enhancing organization growth and development.


Table 4.2.8: Public relations helps in creating a mutual understanding between a corporate organization and its publics 
	OPTIONS
	FREQUENCY 
	PERCENTAGE (%)

	Strongly Agree
	73
	73

	Agree
	15
	15

	Undecided 
	2
	2

	Strongly Disagree
	–
	–

	Disagree
	–
	–

	Total
	100
	100


Source: Field Survey (2025)
Table 4.2.8 above says 73% of the respondents were strongly agreed, 15% were agree, while 2% were undecided. This implies most of the respondent ascertained that public relation helps in creating a mutual understanding between a corporate organization and its publics.
Table 4.2.9: Does public relations practice builds a strong goodwill between organizations and its relevant publics.
	OPTIONS
	FREQUENCY 
	PERCENTAGE (%)

	Strongly Agree
	70
	70

	Agree
	30
	30

	Undecided 
	–
	–

	Strongly Disagree
	–
	–

	Disagree
	–
	–

	Total
	100
	100


Source: Field Survey (2025)
Table 4.2.9 above says 70% of the respondents were strongly agree, while 30% were agree. This implies that public relations practice builds a strong goodwill between organizations and its relevant publics. 
Table 4.2.10: Through public awareness there will be understanding and strong relationship between the public and products
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Strongly Agree
	53
	53

	Agree
	40
	40

	Undecided 
	7
	7

	Strongly Disagree
	–
	–

	Disagree
	–
	–

	Total
	100
	100


Source: Field Survey (2017)
Table 4.2.10 above says 53(53%) of the respondents were strongly agree, 40(40%) were agree, while 7(7%) were undecided. Most of the respondents ascertained that, through public awareness there will be understanding and strong relationship between the public and products.
Table 4.2.11: Would you say that the Public Relations practice of Tuyil pharmaceutical limited. has positive impact on its consumers’ satisfaction?
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Yes
	78
	92

	No
	–
	–

	To Some Extent
	22
	22

	Total
	100
	100


Source: Field Survey (2025)
Table 4.2.11 above says 78(78%) of the respondents said yes, while 22(22%) said to some extent. Most of the respondents ascertained that, the public relations practice of Unilever Nigeria Plc. has positive impact on its consumers’ satisfaction.
Table 4.2.12:  Implementation of public relations in your organization is because it consists of all actions taken to promote a favourable relationship with the publics of an organization.
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Strongly Agree
	64
	64

	Agree
	36
	36

	Undecided 
	–
	–

	Strongly Disagree
	–
	–

	Disagree
	–
	–

	Total
	100
	100


Source: Field Survey (2025)
Table 4.2.12 above says 64% of the respondents were strongly agree, while 36% were agree. This implies that public relations practice builds a strong goodwill between organizations and its relevant publics. 

Table 4.2.13: To what extent has public relations helps to maintain mutual understanding between your organization and its publics.
	OPTIONS
	RESPONDENTS 
	PERCENTAGE (%)

	Very great extent
	71
	71

	Great extent
	29
	29

	Low extent
	–
	–

	Very Low extent
	–
	–

	Total
	100
	100


Source: Field Survey (2025)
Table 4.2.13 above says that 71% of the respondents said very great extent, while 29% said great extent. This shows that public relation helps to maintain mutual understanding between your organization and its publics in a great extent.
Table 4.2.14:  Public Relations are important because they help organizations achieve their goals by creating relationships with strategic publics.
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Strongly Agree
	94
	94

	Agree
	6
	6

	Undecided 
	–
	–

	Strongly Disagree
	–
	–

	Disagree
	–
	–

	Total
	100
	100


Source: Field Survey (2025)
Table 4.2.14 above says 94% of the respondents were strongly agree, while 6% were agree. This implies that public relations are important because they help organizations achieve their goals by creating relationships with strategic publics.
4.2.15: Does Public Relations practice in your organization attract new customers and help to maintain its customers?
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Yes
	88
	88

	No
	–
	–

	To Some Extent
	12
	12

	Total
	100
	100


Source: Field Survey (2025)
Table 4.2.15 above says 88% of the respondents said yes, while 12% said to some extent. This implies that public relations practice of Tuyil pharmaceutical company limited attract new customers and help to maintain its customers.
Table 4.2.16: Does public relations make impact on the image building in your organization?
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Strongly Agree
	27
	27

	Agree
	73
	73

	Undecided 
	–
	–

	Strongly Disagree
	–
	–

	Disagree
	–
	–

	Total
	100
	100


Source: Field Survey (2025)
From the above table 4.2.16 it shows that 27 (27%) of the respondents strongly agree that public relation make impact on the image building in Tuyil pharmaceutical company limited while 73(73%) of the total respondents agree with the above statement. It implies that all the respondents agree with the statement that public relation make impact on the image building in the company.	

Table 4.2.17: The effectiveness of Public Relations department of Tuyil pharmaceutical industrial limited should take credit for the continuous profit posting of the organization.
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Strongly Agree
	25
	25

	Agree
	59
	59

	Undecided 
	16
	16

	Strongly Disagree
	–
	–

	Disagree
	–
	–

	Total
	100
	100


Source: Field Survey (2025)
Table 4.2.16 above says 25% of the respondents were strongly agreed, 59% were agree, while 16% were undecided. This shows that the effectiveness of Public Relations department of Tuyil pharmaceutical limited should take credit for the continuous profit posting of the organization.
Table 4.2.18: Do you think there are adequate communication facilities for effective public relations practice in your organization?   
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Yes
	100
	100

	No
	–
	–

	Total
	100
	100


Source: Field Survey (2025)
Table 4.2.18 above says all the respondents said yes. This implies that all the respondents ascertained that there are adequate communication facilities for effective public relations practice in your organization
Table 4.2.19: Public relations practice in your organization has created high level customer satisfaction and provides many benefits.
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Strongly Agree
	26
	26

	Agree
	74
	74

	Undecided 
	–
	–

	Strongly Disagree
	–
	–

	Disagree
	–
	–

	Total
	100
	100


Source: Field Survey (2025)
Table 4.2.19 above say 26% of the respondents were strongly agree, while 94% were agree. This implies that public relations practice in their organization has created high level customer satisfaction and provides many benefits.
Table 4.2.20: Public relations practice in your organization influences markets by sending persuasive messages to buyers and consumers about product.     
	OPTIONS
	RESPONDENTS
	PERCENTAGE (%)

	Strongly Agree
	93
	93

	Agree
	7
	7

	Undecided 
	–
	–

	Strongly Disagree
	–
	–

	Disagree
	–
	–

	Total
	100
	100


Source: Field Survey (2025)
Table 4.2.20 above say 93% of the respondents were strongly agree, while 7% were agree. This implies that public relations practice in their organization influences markets by sending persuasive messages to buyers and consumers about product
4.3	Discussion on Findings
In the analysis above, the result shows that public relations is an agent to create corporate image and customer’s satisfaction; it always view the image and customer’s satisfaction of organisation positively; and through public awareness there will be understanding and strong relationship between the public and products.
Table 4.2.6 says that 100% of the respondents were strongly agree, while non of the respondent disagreed. This implies that public relations are important because they help organizations achieve their goals by creating relationships with strategic publics. To buttress this findings Anas & Batool (2016) in their study find that there was an impact of the Public Relations on Company Image, also in Selda & Betul (2014) setting from this point on, this study addresses corporate image and customer satisfaction elements that effect brand loyalty and surveys have been conducted with customers who shop from the retail stores in Istanbul and the relationship between customer satisfaction and brand loyalty is examined with regression analysis. The result showed that there is a suggestive relation between corporate image and customer satisfaction has been tested. It has been observed that all of independent variables statistically have a suggestive impact on the dependent variable and they influence the dependent variable in an adjuvant sense.
Analysis in table 4.2.8 shows that majority of the respondent agreed ascertained that public relation helps in creating a mutual understanding between a corporate organization and its publics. In table 4.2.9, likewise majority of the respondents agreed that public relations practice builds a strong goodwill between organizations and its relevant publics. Table 4.2.10 most of the respondents  ascertained that, through public awareness there will be understanding and strong relationship between the public and products.
In table 4.2.13 71% of the respondents agreed that public relation helps to maintain mutual understanding between your organization and its publics while 29% said great extent. Table 4.2.14 above says 94% of the respondents were strongly agree, while 6% were agree. This implies that public relations are important because they help organizations achieve their goals by creating relationships with strategic publics. Analysis from table 4.2.15 indicated that majority of the respondents agreed that public relations practice of Tuyil pharmaceutical company limited attract new customers and help to maintain its customers. Likewise in table 4.2.16 it agreed that public relation make impact on the image building in Tuyil pharmaceutical company limited which implies that all the respondents agree with the statement that public relation make impact on the image building in the company.
In table 4.2.11, table 4.2.12, table 4.2.18 and table 4.2.20 respectively has shown 26% of the respondents were strongly agree, while 74% were agree. This implies that public relations practice in their organization has created high level customer satisfaction and provides many benefits; 93% of the respondents were strongly agree, while 7% were agree. This implies that public relations practice in their organization influences markets by sending persuasive messages to buyers and consumers about product; 94% of the respondents said yes, while 6% said to some extent. Most of the respondents ascertained that customer satisfaction depends on their comparisons with what they are provided with and their expectations; and 68.6% of the respondents were strongly agree, 26.6% were agree, while 4.6% were undecided. Most of the respondents ascertained that, through public awareness there will be understanding and strong relationship between the public and products. This result is supported by others research such as: Amponsah, Asamoah & Isaac (2015); Orlando & John (2014); Eman, Ayman & Tawfik (2013) and Selda & Betül (2014).



















CHAPTER FIVE
SUMMARY, CONCLUSIONS AND RECOMMENDATIONS
5.1	Summary 
The study examines impact of public relations in building corporate image and customers’ satisfaction, a study Unilever Nigeria Plc. In Which Chapter One deals with Background to the study, Statement of the Problem, Objectives of the study, Research Questions/hypotheses, Significance of the study, Scope of the study, Limitation of the study and Operational definition of terms. Chapter Two: Theoretical framework, Review of related literature and Empirical studies of various works of scholars in the subject matter. 
Chapter Three: Research methodology in which concept such as: Research design, Population of the study and Sample Size, Sampling Technique, Research Instrument, Validity and Reliability of Research Instrument, Administration of Instrument and Method of data analysis. Chapter Four: Data Analysis and Discussion of findings; One hundred (100) responses were used in the analysis; the researcher utilized an analytic data that can make use of frequency count converted into percentage computation for easy calculation while Chapter Five deals Summary, Conclusions, and Recommended of the study. 
5.2	Conclusions
It was discovered that public relations practice is important in a corporate organisation based on its positive role in achieving the set goal of organisation. Public relation is an effective way to win over hearts and minds of consumers’, and so stimulate sales of products and services. Public relations techniques are seen as particularly useful in changing attitudes and behaviours of consumers. It is said that good public relations require communication skills, expertise in dealing with all media and the principles of persuasion, as a public relations practitioner, one should know when and what to communicate; this involves analysis, judgment, decision making power, counseling and planning. In the findings public relations activities in Unilever Plc builds corporate image and customers’ satisfaction. That’s why it is important to continuously attract more customer attention on great possibilities of public relations strategy, whose primary role is to create positive and sustainable corporate image.
Conclusively, it is imperative to note that public relations techniques are seen as particularly useful in changing attitudes and behaviours of consumers. That is public relation is one of the best way to builds corporate image and customers’ satisfaction.
5.3	Recommendations
Based on findings and conclusion the study recommends the following point:
· Every organisation must understanding that public relations has impact customer expectations (customers’ satisfaction) and the organization service delivery (corporate image) were matched, this would lead to an even closer relationship between them.
· To builds corporate image and customers’ satisfaction managers/organisations public relations practice must be to influences markets by sending persuasive messages to buyers and consumers about product, create high level customer satisfaction, and to provides many benefits to customers’ expectations.
· Unilever Plc. Nigeria should continue to strive higher in implementing more public relation strategy to promote their organisation set goal.
· For Public Relations to contribute to the better quality of company’s communication and total business results, change of attitude with managers about public relations strategy would certainly lead to a greater achievement of the organization.
5.4	Suggestions for Further Studies
It should be noted that the study is not all encompassing in all aspects, however, researchers, scholars and students aspiring to carry out research on similar or related topic can consider a wider scope other than importance/effects/role of public relation in building corporate image and customers’ satisfaction.
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QUESTIONNAIRE
Department of Mass Communication,
Institute of Information and Communication Technology,
Kwara State Polytechnic, 
Ilorin, Kwara State, Nigeria.

Dear Respondent,
I, Nurudeen Fathia Damilola, a final year student of the above mentioned institution, currently carrying out a research on “Uses and Challenges of Public Relations department in organizational image management, using Tuyil Pharmaceutical Industry Limited as the case study”. This study is in partial fulfillment of the requirement for the award of a Higher National Diploma (HND) in Mass Communication at Kwara State Polytechnic, Ilorin. To accomplish this research work, you are expected to help the researcher by responding to these questions. 
This is purely an academic exercise and the confidentiality of information you give is assured. 
Thanks for your co-operation.
  Yours’ sincerely,





SECTION A (DEMOGRAPHIC QUESTION)
Instruction: Please tick (  ) the appropriate answer to the questions below:
1. SEX: 	(a) Male (     )	(b) Female (     ) 
2. AGE:	(a) 20 – 30 years (     )	(b) 31 – 40 years (    ) (c) 41 – 50 years (    ) (d) 51 years and above (     )
3. MARITAL STATUS:	(a) Single (     )   (b) Married (     )	   (c) Divorced (     )
4. EDUCATIONAL QUALIFICATION:   (a) NCE/OND (    )  (b) HND/B.Sc (   )  (c) M.Sc (     )   (d) Ph.D (     )
5. WORKING EXPERIENCE:  (a) Less than a year (    ) (b) 1-5 years (   ) (c) 5-10 years (   )   
(d) 11years and Above (     )
SECTION B (PSYCHOGRAPHIC DATA OF RESPONDENTS)
Instruction: Please tick () under the response with the most honest and accurate answers.
1. Do you think that Public Relations practice is important in a corporate organization? 	
(a) Yes  (     ) (b) No (     )
2. Does public relations as inevitable tool or strategies in enhancing organization’s growth and development?   (a) Yes  (     )(b) No (     ) (c) To some extent (     )
3. Public relations helps in creating a mutual understanding between a corporate organization and its publics (a) Strongly Agree (     )      (b) Agree (     )     (c) Undecided (     )     (d) Strongly disagree (     )     (e) Disagree (     ) 
4. Does public relations practice builds a strong goodwill between organizations and its relevant publics. (a) Strongly Agree (     )    (b) Agree (    )     (c) Undecided (     )       (d) Strongly disagree (     )     (e) Disagree (     ) 
5. Through public awareness there will be understanding and strong relationship between the public and products (a) Strongly Agree (     )     (b) Agree (     )     (c) Undecided (     )     
 (d) Strongly disagree (     )    (e) Disagree (     ) 
6. Would you say that the Public Relations practice Tuyil Pharmaceutical industrial limited has positive impact on its consumers’ satisfaction? (a) Yes (    )(b) No (   ) (c) To some extent (  )
7. Implementation of public relations in your organization is because it consists of all actions taken to promote a favourable relationship with the publics of an organization.       (a) Strongly Agree (     )  (b) Agree (     )   (c) Undecided (  ) (d) Strongly disagree (  )   (e) Disagree (     ) 
8. To what extent has public relations helps to maintain mutual understanding between your organization and its publics.(a) Very Great Extent (     )	 (b) Great Extent (     )	
(c) Little extent (     ) (d) Not at all (     )
9. Public Relations are important because they help organizations achieve their goals by creating relationships with strategic publics.(a) Strongly Agree (   )  (b) Agree (   )  (c) Undecided (   )   (d) Strongly disagree (     )     (e) Disagree (     ) 
10. Does Public Relations practice in your organization attract new customers and help to maintain its customers?(a) Yes  (     )	(b) No (     )	(c) To some extent (     )
11. Does public relations make impact on the image building in your organization?    (a) Strongly Agree (   )  (b) Agree (   )  (c) Undecided (   ) (d) Strongly disagree (   )  (e) Disagree (     ) 
12. The effectiveness of Public Relations department of Tuyil Pharmaceutical industrial limited should take credit for the continuous profit posting of the organization. (a) Strongly Agree (    )     (b) Agree (     )  (c) Undecided (   )  (d) Strongly disagree (   )  (e) Disagree (     ) 
13. Do you think there are adequate communication facilities for effective public relations practice in your organization?   (a) Yes  (     )  (b) No (   )
14. Public relations practice in your organization has created high level customer satisfaction and provides many benefits. (a) Strongly Agree (   )   (b) Agree (     )  (c) Undecided (     ) (d) Strongly disagree (     )     (e) Disagree (     ) 
15. Public relations practice in your organization influences markets by sending persuasive messages to buyers and consumers about product.(a) Strongly Agree (    )       (b) Agree (     )   (c) Undecided (     )    (d) Strongly disagree (     )  (e) Disagree (     ) 
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