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ABSTRACT
Public Relations As A Managerial Tool In Business Organization(Case study of First Bank of Nigeria, Ilorin Branch) being the thesis title is aimed to investigate the influence and need for public relations in management affairs of organization using First Bank as a case study. The research reveals the existence of public relations department in the bank, how it is being managed and how it has affected the activities of the bank and also the benefits. The thesis gathered its data analysis from questionnaire and oral interviews. A total of 126 questionnaires were sent out to respondents which comprises the management staffs, working staffs and the customers of First Bank of Nigeria. All response from the questionnaire were duly considered in the research which formed the basis of this research. The overall study was made possible through the use of important and reliable books  written by authors on Public Relations and previous research on this thesis by other researchers. From the findings, the research was able to observe that First Bank of Nigeria regards Public Relations as a managerial tool and its activities are being used effectively to attain the bank's objectives. The study further discovered that the bank make use of customers' suggestion to make amendments in course of its operation. In the conclusion of this work, the research provides recommendations both for the growth of the bank and for further studies related to this thesis. 
Key terms; Public Relations, managerial tool, communication, customers.
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CHAPTER ONE
INTRODUCTION
1.1 	Background of the study 
All organization, whether profit oriented or not, cannot thrive in isolation of public goodwill. All organization are identified with their own peculiar  publics,  whose interactions with the public determine the potential, success or failure of that organization. 
Today, the need for improvement in the use of “Public Relations” as a means of achieving greater organizational results is increasingly being realized.  Today, organization that really wants to have the leading edge must be plugged or placed into cordial relationship with the customers and other publics.  Today it is being realized, more than ever before, that any organization, which chooses to work at cross – purposes (misunderstanding) with its various publics especially the customers will not survive for a long time.  the notion of secrecy that characterized the activities of most business organizations is now far past.
IkechukwuNwosu, (1990) rightly put it “Public Relations is of great importance in human indispensability in creating goodwill, understanding the support needed between an institution (business organization) and its public”.  This seen in his definition of Public Relation, when he said that Public Relations practice is a deliberately planned and sustained effort to establish and maintain mutual understanding between and organization and its public.
The prevailing notion that the customer is “all powerful and therefore needs to be consulted in the various stages of production of foods and service so that the product comes out exactly the way he wants it has made public relation more and more relevant in today’s business organization.  So business organizations in general must not isolate themselves from the public, but should maintain a cordial continuing relationship with them.
Banks have gone a long way in the country or society as a whole.  They are recognized as business organizations selling services to the public.  The public’s readiness to buy the services depends largely on how much they know about the services and the confidence does not come however through “quietness” but through their effort in publicizing their activities on confidence overtime.  Looking at the failed banks situation in the country, where most customers of such banks lost their money to the illegal activities of such banks.  So there is the need for publicizing bank activities for proper knowledge or information to the customers and public.  By the time all the necessary information is made known to the public, dubious banks would be well differentiated by the public.
Banks cannot afford and should not afford to lose their customers, particularly on a continuous basis.  They have to strive to win customers but should not stop at that.  They should also retain the customers, and this has to do with public relations.
Banks exist, therefore to serve the financial needs and wants of people as individuals, businesses, institutions, government, etc.
Conversely, a public relation is primarily concerned with creating goodwill, promoting and selling bank services, that is, marketing in order to enhance bank’s profitability.
However, of recent, many factors have contributed to the decline of bank’s profitability in the Nigeria banks such factors include inflation, central banks regulatory guidelines, poor management of institution, fraud and malpractices, bad asset composition, political instability among others.  Such factors have sent home some banks to their distress levels today.  Public relation through its specialized communication skills owes it a duty to package effective communication message necessary to put the management and staff of the banks including their external public in apposition to see the bank a positive perspective or point of view, making it to shun such vices like fraud, malpractice, etc. that run counter to the wealthy development of the sector.   The public relations department owes its as duty to carry out trend analysis or environment scanning by engaging on a periodic assessment and monitoring of banking environment.
The department in doing this uses the formula known as SWOT analytical approach i.e. you assess the banking system’s Strength, Weakness, Opportunity and Threats and provide adequate information to the management (Nwosu, 1996).
It is indeed painful to note that after many years of the integration of the department in the banking system, banks have not changed much for the better.  Worthy to mention in this discourse is also the fact that some banks give a lean attention to the department while others, out of deliberate misinterpretation and misconception or through ignorance thought of the department to be negligible or have no effect at all.
It was against this backdrop or finding lasting solution to this sector that rekindled the interest of the research in assessing the use of public relations as managerial tool in business organization (First Bank of Nigeria, Ilorin branch).
HISTORY OF FIRST BANK OF NIGERIA
Banking as an industry cannot operate in non-monetized economy.  The growth of the banking in Nigeria started as a British Colony with the introduction of the British co mage and currency system in the late 19th century.
The establishment of First Bank of Nigeria plc., predates the birth of the Nigerian nation as a sovereign nation.  Bank of British West Africa (BBWS) as a matter of fact was the first bank to be established in Nigeria.  The name “First Bank”, which was eventually adopted in 1979 is appropriate, having been conferred on the bank by history.  The truth, however, was the bank was the first successful bank to operate in Nigeria.  Being truly the first bank to be successfully set up and managed on the Nigeria soil, it has also endured a steady but tough banking twain.
Banking system in the county started through the efforts of Alfred Lewis Jones and George William Neville.  They are also seen as the founding fathers of BBWA, now First Bank.  The banking system came or started in their (i.e. the founding fathers) quest to protect the interest of their company a sole shipping agent of shilling of West Africa from London.  Since the existence and establishment of the bank (BBWA) in 1894 and its adoption of the bank in 1979, the bank has continued to exist with the rigors within and around the country, and has been able to set up other branches.
1.2	Statement of the problem
A Public Relations department of business organization is charged with the duty of maintaining mutual understanding between the organization and its various publics.  Its publics are generally divided into “internal” and “external” publics.  The internal publics consist of consumers, government dealers, suppliers, member of the community and the mass media etc. public relations serves as the link between all this public.  The attitude of the staff towards work will depend on the type of relationship existing between them (the staff and the management).  Also that of the external publics of the organization will depend on the amount and quality of information available to them about the organization.
Organizations are often accused by customers and employees of being nonchalant of their demands, these organizations are accused of outright hostility often bordering on belligerence.  These organizations are so short-circuited to foresee that there are bound to be reactions when standards of expectations are not met.
Public relations are hardly recognized as the necessary step in building bridges of good will and mutual understanding between the organization and its various public where it is given any recognition.  It is almost seen as an appendage (i.e. make up) to the chief executive and practitioners, seen as errand boys, with really inculcating them in the management boardrooms and decision so that they can contribute meaningfully in the stakes of the organization – First Bank, though leading in the country, has its own problems in relating with its own customers.  Customers still complain of poor services, delay in banking services. 
This study will look at how problems are made to the bank and how effective the public relations play their own part by relating it to the management i.e. if they are given the opportunity at all to relate with the management board.


1.3 Research Objectives
The objective of the study is to examine the impact of public relations as a managerial or management tool in First Bank Nigeria plc.  Again to determine whether or not some of these problems are caused by the bank’s management itself.
1.4 Research Questions
· To what extent is Public Relations regarded as a managerial or management tool in First Bank?
· To what extent can Public Relations contribute to the achievement of First Bank’s objectives?
· Does First Bank seek customers’ input in the formulation of policies and strategies of operations?
· What is the image of First Bank plc among customers? 
1.5	Research Hypotheses
This study seeks to test the following hypotheses; 
H1:	Public Relations is fully regarded as a managerial or management tool in First Bank of Nigeria.
H2:	Public Relations contributes to the achievement of First bank’s 
objectives.
H3:	First Bank seeks customers’ inputs in the formulation of policies and strategies for its operations.
H4:	Customers have very high regard for First Bank.
1.6	Significance of the study
The findings from this research study would be in relevance to its goal; namely, to access the public relations practice in ensuring survival.  Specifically, the study was undertaken to find out the SWOT analysis of the Public Relations practice in organizations especially banks.  The significance of this study will therefore be of immense value to business organizations.
Finally, this study will be able to point out the necessity of Public Relations at the management level of any organization.  Banks or any form of organization works directly with various publics in the society.  Consequently, this requires that First Bank must be in constant touch with their various publics so that their actions and publics are explained to them promptly.
1.7	Scope of study
The research is concentrated on public relation as a managerial tool to business organization with empirical evidence of FIRST BANK PLC, Ilorin branch, measuring how the public rates the performance of the bank services and its effect on the management.

1.8	Definition of terms
PUBLIC RELATION: The deliberately planned and sustained effort to establish and maintain mutual understanding between an organization and its public.
COMMUNICATION: It is described as the process of sending information from a sender to a receiver which passes a complete meaning.
GOODWILL:  It is referred to as established reputation of an organization regarded as a quantifiable asset and calculated as part of its value.  
LOYALTY: the state or quality of being loyal; faithfulness to commitments or obligations. 
MANAGERIAL TOOL: They are systems, applications, controls, calculating solutions, and methodologies used by organizations to be able to cope with change in its environment.
ORGANISATION:  This is an entity comprising set of people such institution or association who have same particular purpose.
STRATEGIC PLANNING: Strategic planning is an organization's process of defining its strategy, or direction, and making decisions on allocating its resources to pursue this strategy. It is here that priorities are set. 
ATTITUDE: Attitude refers to manner, disposition, feeling, position, etc., with regard to a person or thing; tendency or orientation, especially of the mind
CHAPTER TWO
LITERATURE REVIEW
2.0 Introduction
In this chapter, an attainment to review previous research study on public relation, the conceptual framework, historical view, theoretical framework, related authors as it related to the business management, role of public relation in management, communication management. The evaluation of empirical observation to ensure achievement of research objectives and gaps for further contributions.
2.1	Conceptual Review
2.1.1	Public Relation
Public relations help organizations and its publics adapt mutually to each other. Public Relations broadly applies to organizations as a collective group, not just a business; and publics encompass the variety of different stakeholders.  PRSA (Public Relations Society Of America). 
The deliberately planned and sustained effort to establish and maintain mutual understanding between an organization and its public”, practitioners in the field worldwide have generally accepted this particular definition.
For every organization to attain steady delivery of services or products, it must maintain  cordial relationships with its publics( internal and external). Public relations is based on mutual understanding between an organization and its publics such as the shareholders, supplier, government, etc. 
In the banking sector, the need for public relations is very essential to the success or failure of the bank operations. All organizations cannot exist in isolation therefore there is a need to communicate with other people within or outside the organization, these people are termed as publics. Public relation focuses on building good relationship with the organization's various publics by obtaining a good corporate image, and handling crisis management issues. Today,  a good  PR organization must be expert in use of social media (Mark Burgess 2014). 
Professor Edward J. Robinson (1977:1) of Boston University explains P.R. as those functions that:
· Measure, evaluate and interpret the attitudes of relevant publics;
· Assist management in defining objectives for measuring public understanding and acceptance of the organization’s products plans, policies and personnel,
· Equate these objectives with the interest and goals of the various relevant publics;
· Develop, execute and evaluate a program t earn public understanding and acceptance.

David.,Guth (2012), in his book Public relations : a values-driven approach wrote that The public is any group whose members have a common interest or common values in a particular subject, such as political party. Those members would then be considered stakeholders, which are people who have a stake or an interest in an organization or issue that potentially involves the organization or group they're interested in. The Publics in Public Relations are:
Traditional Publics: Groups with which the individual has an ongoing and long-term relationship with, this may include; Employees, Media, Governments, Investors, and Customers ( David, Guth 2012 p 41)
Non-Traditional Publics: Groups that are typically unfamiliar with the organization and the individual has not had a relationship with but may become traditional publics due to changes in the organization, in society or if a group changing event occurs ( David, Guth 2012 p 41). 
Latent Publics: A group whose values have come into contact with the values of the organization but whose members haven't yet realized it; the members of that public are not yet aware of the relationship ( David, Guth 2012 p 41). 
This is attest that there various kind of publics in public relations that is, the organization keeps relationship with different people with different interest, cultural values, belief, etc. For banks to operate or thrive well in keeping its customers, there is need for excessive input into public relations management. 
NEED FOR PUBLIC RELATIONS IN BANKS: Banks, financial Institutions in general and in a wider perspective, all business organizations owe their existence to the public.  Their continuous stay in business and their level of degree of success depend to a large extent on the patronage enjoyed from the public but should maintain a cordial and continuous relationship with them.
It is common nowadays to hear customers say they want to close their accounts, indicating that they are dissatisfied with the bank’s services.
However, analysis of the customers’ problems can be traced to factors beyond the bank’s control, but the customers cannot know this if the banks keep quiet.  They must make their problems known at the right time and to the appropriate people. Banks need to engage in P.R. to supply information to the public.  They are not only to supply information but also must be seen and heard doing it.  The information could be about the opening of new branches or the type of services provided.  These pieces of information are needed because they would widen the scope of the bank’s opportunity to raise financial support when needed.
Public relations is also needed because of the ever increasing competition in the banking sector.  Over forty commercial banks and fourteen merchant banks exist in Nigeria and the competition among them is very high.  They are not only competing for customers but also customers of good repute.  Because of this, banks have increased interest rates on deposits. 
2.1.2	Loyalty
Thakur (2016) defined loyalty as a customers’ intention to remain committed to specific provider in the marketplace by repeating their purchasing experiences. Loyalty factors are an organization's most reliable success indicators (Zeithaml et al., 1996). Many scholars have agreed on the fact that an organization will attain customer loyalty when it indulges in cordial relationships with its public hence it enhances the customers' to purchase the product or services. In fact, customer’s loyalty is regarded as a long-term asset (Kandampully et al., 2015), and a key business outcome. An organization enjoys low cost operation when it successfully get loyalty from its public. Customer acquisition is a costly affair. Firms spend more than five times as much to obtain a new customer than to retaining an existing one (Kotier& Keller, 2006). 
Loyalty is thoroughgoing in that it is not merely a casual interest but a wholehearted commitment to a cause Mullin, Richard P. (2005). Businesses seek to become the objects of loyalty in order to retain customers. Brand loyalty is a consumer's preference for a particular brand and a commitment to repeatedly purchase that brand,  Dick Alan S.; BasuKunal (1994).  The interaction between the organization and its publics and how it has been managed will show the customers Loyalty towards such organization. PR has helped to identify the loyalty an organization is getting from its customers. 
Loyalty as public relations.
Every individual wants to remain committed to a particular brand or services as long it is trustworthy. However, this depends on how well an individual is familiar with the product or services and this familiarity is derived from the relationship between the organization and its publics. The sent and received messages between the organization and its publics will propel the customers loyalty. 
2.1.3	Attitude
Frank Freeman said, “An attitude is a dispositional readiness to respond to certain institutions, persons or objects in a consistent manner which has been learned and has become one’s typical mode of response.”
An attitude could be generally defined as the way a person responds to his or her environment, either positively or negatively. The definition of attitude is nonetheless a source of some discussion and debate.
When defining attitude, it is helpful to bear two useful conflicts in mind. The first is the existence of ambivalence or differences of attitude towards a given person, object, situation etc. from the same person, sometimes at the same time. This ambivalence indicates that attitude is inherently more complex than a simple sliding scale of positive and negative, and defining these axes in different ways is integral to identifying the essence of attitude. Since people come from different countries and different tribes so as there are differences in the customer attitudes. 
a chain of cause-and-effect that forms a circuit or loop. In breakdown of this definition, outputs could be regarded as the services rendered by First Bank and input seen as the publics who received the services. The inverse occurs when the inputs becomes outputs which means showing the extent 
2.1.4	Feedback
Andrew Ford (2010) Feedback occurs when outputs of a system are routed back as inputs as part of at which the publics have enjoyed the services or not, this is what feedback is about. While practicing PR, the main objective is to evaluate the public through its response (feedback). In fact, for every successful information, there must be a feedback whether by oral, written or signs by the receiver. Simple causal reasoning about a feedback system is difficult because the first system influences the second and second system influences the first, leading to a circular argument. This makes reasoning based upon cause and effect tricky, and it is necessary to analyze the system as a whole (Karl Johan Åström; Richard M. Murray (2008). The performance of First Bank would be determined through the feedback from its customers, so there is need for intensive PR in order to know the extent at which the bank has been able to fulfil the publics desire. 
In management, the feedback can be seen as performance appraisal which denotes that the organization uses the response of its publics to evaluate how it has performed. First Bank threats its customers dearly in order to maintain smooth and cordial relationship so as to get a feedback of their performances. Feedback is useful for understanding public perception as well as how each campaign affects your progress and reputation as an organization. 
In an interview with a staff of First Bank, Ilorin, I asked how the management has been able to get feedback from its customers. He mentioned some key points such as;
'We ask them'
I actually like the concept of asking customers, “How are we doing?” Given the opportunity to do so, take the time to ask individual customers if they are happy. Ask them what you can do to improve. One of my favorite questions is what I call the “One Thing Question,” and it goes like this: “Is there one thing you can think of that would make doing business with us better?” I especially love it when a happy customer answers. They already love us and think we’re great, so in effect, they are suggesting to us how to improve on greatness (FBN Management Staff, 2019)
'Through the toll free number'
We have used this platform at lot to know how the customers feel about our services especially when they have complaint. In fact, it is the major way at which we get feedback from the customers and it has helped us to improve in certain parts of rendering services (FBN Management Staff, 2019)
'Social media'
The likes of Facebook, Twitter, and other internet platforms is playing key role in PR. We get feedback easily and they well attended to (FBN Management Staff, 2019)


2.1.5 Satisfaction
Satisfaction is a complex concept with multiple meanings and application. It finds expression and widespread application in disciplines such as sociology, economics, religion, law, psychology, urban and regional planning, marketing, music, and entertainment among others. Satisfaction in its conceptualization is generally subjective and value-laden (Sirgy, 2012), because it is based on set standard, which can be expectations, cherished values and beliefs among others as can be gleaned from literature on satisfaction. Satisfaction as Webster defines it is anything that brings gratification, pleasure or contentment. The publics of an organization must enjoy a maximum satisfaction from its product or services which can only be measured by the level of interaction between the organization and the publics. 
Arnorld, Price and Zinkha (2004) still on the concept of satisfaction though biased toward consumer satisfaction, opine that “satisfaction is a judgment of pleasurable level of consumption related fulfilment including levels of under-fulfilment or over-fulfilment‟‟. This definition highlights the making of satisfaction judgment focusing on fulfilment which can vary from one person to another
2.1.6 Management/ Managerial Tool 
According to Business Dictionary, Business management tools are all the systems, applications, controls, calculating solutions, methodologies, etc. used by organizations to be able to cope with changing markets, ensure a competitive position in them and improve business performance. In order to perform all functions of management such as planning, organizing, staffing,  coordinating, remunerating, and directing, there must be certain tools to address these issue. Making management decisions does not rely only on the top management tier but sometimes, it considers the public in decision making. Public Relations management process is the planning, execution, and control system that enables the organization to establish a continuous flow of well-planned, interdependent strategic decisions that results in an optimal and timely match between marketing programme characteristics and the real important needs of customers comprising the company’s chosen market segments.  Thus the task of public relations management is that of evolving a general plan for reaching the positively effecting selected target, group of customers, directing the execution of plan, controlling and evaluating impacts and relative effectiveness of ensuring market reactions.  The trust of public relations should be that of sustained involvement and commitment to societal problems with the industry. “Domestic and International Banking Services, (1981:79).
2.1.7	Communication Management 
The main objective of communication management is to ensure smooth flow of information from either between two people or a group. According to John Durham Peters (1999), the Latin word communication, rooted in communicare meaning “to impart, share or make common” as well as in munus meaning “gifts or duties offered publicly,” “did not signify the general arts of human connection via symbols, nor did it suggest the hope for some kind of mutual recognition,” but “generally involved tangibles,” stylistic devices employed by an orator to assume “the hypothetical voice of the adversary or audience” (p.7). Hence, organization must have a sustainable connection with its publics (internal and external). First Bank has shown enthusiasm in keeping good communication with the customers and to know how they feel about there services. Communication in management is very essential for carrying out all the management functions. 
2.1.8 Crisis  Management
Crisis management is the process by which an organization deals with a disruptive and unexpected event that threatens to harm the organization or its stakeholders Bundy, Jonathan; Pfarrer, Michael D.; Short, Cole E.; Coombs, W. Timothy (2017). The concept of crisis management is very critical because it is an unexpected event which may tarnish the reputation of the organization. The publics sometimes go angry towards the service of First Bank and becomes a treat to the management which must be managed diligently in order not to keep losing existing customers. It is considered to be the most important process in public relations because it is related to the relationship between the publics and the organization. 
Crisis management goals
Crisis management seeks to minimize the damage a crisis causes. However, this does not mean crisis management is the same thing as crisis response. Instead, crisis management is a comprehensive process that is put into practice before a crisis even happens. Crisis management practices are engaged before, during and after a crisis.
2.1.9	 Strategic Planning 
Strategic management is the management of an organization’s resources to achieve its goals and objectives. Strategic management involves setting objectives, analyzing the competitive environment, analyzing the internal organization, evaluating strategies, and ensuring that management rolls out the strategies across the organization. Strategic management is a continuous process that involves attempts to match or fit the organization with its changing environment in the most advantageous way possible (Lester A. Digman, 1990). This argues that an organization should consider its environment (publics)  while take strategic plans or decision. 
Stages in Strategic Planning 
· Environmental Scanning- When stating the mission and vision statement, First Bank highly regard the public in this stage because PR will determine if this mission and vision will be accomplished. 
· Strategy Formulation-  After stating the mission and vision, the measures or ways at which it will be carried out is the Strategic Formulation. PR helps in making crucial decision in this stage and First Bank considers the publics as factor that enhance the best decision in strategic formulation. Research shows that most decision are taken under the caution of not frustrating the customers. First Bank engages in PR before taking strategic decisions. 
· Strategy Implementation- The stage of doing what has been planned is very essential to the organization and its publics because it is the stage that defines the performance of the organization. Through personal interview with the staff of First Bank, PR serve as constraint when implement decision. 
· Strategy Evaluation- The bank uses PR as a measure to correct errors or check performance. This is simply through the feedback from its customers. 
The strategic decision makers does not operate in vacuum, hence there is need for PR while making organizational decision such as setting the mission, vision, goals and objectives and how to meet up. PR has provide vital information to the organization especially during the SWOT analysis. It is designed for use in the preliminary stages of decision-making processes and can be used as a tool for evaluation of the strategic position of a city or organization (Caves, R. W. (2004). 
SWOT Analysis
According to Oxford dictionary, it defined SWOT Analysis as a study undertaken by an organization to identify its internal strengths and weaknesses, as well as its external opportunities and threats. SWOT analysis entails a distillation of the findings of an internal and external audit that draws attention, from a strategic perspective, to the critical organizational strengths and weaknesses and the opportunities and threats facing the organization (Kotler and Armstrong, 2011).


SWOT
Where;
S - Strengths
W - Weaknesses
O - Opportunities
T - Treats
Effect of public relations in SWOT Analysis 
Although, the strengths and weaknesses are internal factors but PR helps banks to evaluate this through their response or feedback to services. Opportunities and treats revolves in the publics' demand, First Bank regard PR in identifying the opportunity and treats that await the organization. 


2.2 Theoretical Review
2.2.1 Effectiveness of Public Relations
As stated somewhere in this discourse, this study is carried out to assess the extent of P.R. use as a management tool in business organization, see if effective application of P.R. will prevent the enormous social problems that presently bedevil the banking sector and make recommendations.
In order to delve effectively to the set objectives in this study, let us now examine the theoretical framework upon, which the study was linked.  However, it is pertinent to state here that the purpose of any theory in a given discipline is to explain and predict phenomena that occur in that particular discipline. Hypodermic needle, theory presupposes that people are bound to respond in a particular way to a media message.  The theory acts on the basis that provided you package media massages well; in a systematic manner the audience must bow.
In relative to this discourse, we are presupposing that the messages that are well designed and packaged by the public relations department will influence the banks public to respond in the desired way of the package message.


CHAPTER THREE
METHODOLOGY
3.0	Introduction
	This research work is set out to discover public relation as a managerial tool to business organizations in First Bank PLC, Ilorin. This chapter comprises research method, research design, population of study, sample size, sample techniques, collection of data, research instrument, validity of research instrument, reliability research instrument, and ethical consideration.
3.1	Research Design
For the purpose of this study, the case study design will be used. The use of case study is as a result that it has undergone testing to ascertain broad experience about the construct and the research topic strengthening what is known and addition of depth information to the research based on the population study and ease collection of data. The selection of this design was    mainly due to the aforementioned virtues associated with case study (First Bank, Ilorin Branch) and need assessment of public relation as managerial tool in business organization.
3.2	Population of Study
The population of this study is made up of the entire external customers/consumers of the services of First Bank PLC, Ilorin branch and the internal public relations staff of First Bank PLC, Ilorin branch. Population or universe is referred to as the aggregate of all cases, persons, objects, etc.  that possess certain attribute or confirm to a set of designated specifications.  It refers to the totality of items of thins under consideration.
3.3	Sample Size
Sample is referred to as a segment selected from a population, which is used for a study.  samples will be drawn from the entire population of FBN, as it would not be easy to administer questionnaires on everybody concerned so with this effect, a sample size of 126 respondents will be randomly selected.  The population will be divided into three groups.  Each has a sample drawn out for it so that each could be well represented.
Looking at this, the preferred sampling method to use would be random sampling method.  This method is used because it would afford everybody in the three groups to be well represented or have equal opportunities to be chosen.
The three group into which the population was divided as a sub-group of the entire population is as follows:
· The customer, which will be total of 80 persons, both males and females respectively.
· The entire working staff, which will be total of 30 persons.  Both males and females.
· The management staff, which will be total of 16 persons both males and females.
3.4  Sample Size Determination
The sample size for research study is determined using Taro Yamane (1962) Yard formula of finite population. A sample size is a subset of the population drawn through a procedure from selecting scientifically valid samples as well as generalizing from such samples to the total population.
Formula 		n= 	N
1+a2N

Where:	n= Sample size
N= Total population under study
a= level of significance /error = 0.05 or 5%
1= constant
Therefore, substituting the number below;
N=126, a=0.05
n=  126		=    126	= 96 respondents
    1+0.052(126)	       1.315
This formula reveals an application of normal approximation with 95% confidence level of positive result and 5% tolerance for error, which means for every 100% there is 95% of positive outcomes and 5% negative outcomes.

3.5	Sampling Technique
Sample techniques comprises systematic sampling, stratified sampling, convenience sampling, quota sampling, judgmental sampling, simple random sampling and snowball sampling. For the purpose of this study, simple random sampling will be used in order to give equal opportunity to each member of the population selected randomly.
3.6	Method of Data Collection
Questionnaire will be used in this particular research work, as a method of gathering data needed for the study.  This method is used because it would help in reaching the target audience especially as quick results are expected.
A questionnaire is not the same as an interview.  According to Eric Ebo, “a questionnaire is referred to as a means for securing answers to questions by using a form which the user fills himself.  While on the other hand, an interview schedule is a form containing a set of questions which are asked and filled in by interviewer in a face to face situation with the respondent”.
Both can be said to be formal but the questionnaire is in written form while the interview has to do with interviewer (researcher) and the interview (respondent) in a face-to-face setting.  Since the target audience are mostly literate, the most appropriate method is by the use of questionnaires, which make it easier for the collection of data from various publics.  The oral interview will actually be used for those who cannot read or write and very few public relations staff or FBN if need be.
3.7	Research Instrument
Questionnaires as mentioned earlier will be used to carry out this study.  The questionnaire is designed so as to suit relevant publics of FBN.
The first part of the questionnaire which is both open and close ended, contained questions directed to customers of FBN and this is to reveal how customers perceive the bank and impression the bank has created on minds of their external publics.
The second part is directed to the working staff (internal publics).  The questionnaire also contains both open and close-ended questions.  This part tries to find out how knowledgeable the staffs are about the existence of the public relations department and of what help it has been to them.
The third and last part is directed to the management staff of FBN.  These questions are aimed at finding out how important public relations are at the management level.
3.8	Validity of Research Instrument
The validity of an instrument is the degree to which an instrument measures what is intended to measure ( Polit&Hungler 1993:448). Content validity refers to the extent to which an instrument represents the factors under study. To achieve content validity, questionnaires included a variety of questions on the knowledge of the public about First Bank, Ilorin branch and how it has effect on the management.
Questions were based on information gathered during the literature review to ensure that they were representative of what public know about First Bank PLC in Ilorin. Content validity was further ensured by consistency in administering the questionnaires. All questionnaires were distributed to subjects by the researcher personally. The questions were formulated in simple language for clarity and ease of understanding. Clear instructions were given to the subjects and the researcher completed the questionnaires for those subjects who could not read.
All the subjects completed the questionnaires in the presence of the researcher. This was done to prevent subjects from giving questionnaires to other people to complete on their behalf. For validation, the questionnaires were submitted to a researcher and statistician at Ilorin. As a result, more questions were added to ensure higher representativeness. Rephrasing of some questions was done to clarify the questions and more appropriate alternative response choices were added to the closed-ended questions to provide for meaningful data analysis (Burns & Grove 1993:373).
3.9	Reliability of Research Instrument
Polit and Hungler (1993:445) refer to reliability as the degree of consistency with which an instrument measures the attribute it is designed to measure. The questionnaires which were answered by public and staff management revealed consistency in responses.

3.10	Ethical Consideration
The conducting of research requires not only expertise and diligence, but also honesty and integrity. This is done to recognize and protect the rights of human subjects. To render the study ethical, the rights to self-determination, anonymity, confidentiality and informed consent were observed.
Subjects’ consent was obtained before they completed the questionnaires. Burns and Grove (1993:776) define informed consent as the prospective subject's agreement to participate voluntarily in a study, which is reached after assimilation of essential information about the study. The subjects were informed of their rights to voluntarily consent or decline to participate, and to withdraw participation at any time without
penalty. Subjects were informed about the purpose of the study, the procedures that would be used to collect the data, and assured that there were no potential risks or costs involved.
Anonymity and confidentiality were maintained throughout the study. Burns and Grove (1993:762) define anonymity as when subjects cannot be linked, even by the researcher, with his or her individual responses. In this study anonymity was ensured by not disclosing the patient's name on the questionnaire and research reports and detaching the written consent from the questionnaire. When subjects are promised confidentiality it means that the information they provide will not be publicly reported in a way which identifies them (Polit&Hungler 1995:139). In this study, confidentiality was maintained by keeping the collected data confidential and not revealing the subjects’ identities when reporting or publishing the study (Burns & Grove 1993:99). No identifying information was entered onto the questionnaires, and questionnaires were only numbered after data was collected (Polit&Hungler 1995:139).
The ethical principle of self-determination was also maintained. Subjects were treated as autonomous agents by informing them about the study and allowing them to voluntarily choose to participate or not.
3.11	Data Analysis
Data analysis, simply put, means making sense out of the responses the various respondents after issuing the questionnaire confirmations.  The approximation of figures will be carried out with chi-square percentage, and tables, which are to be used in the presentation of the collected data. 









CHAPTER FOUR
DATA PRESENTATION, ANALYSIS AND INTERPRETATION OF RESULTS
4. 1 Introduction 
This chapter includes the data presentation from the questionnaire response, analysis and interpretation of the results, testing of hypothesis, decision rule for testing of hypothesis and also this chapter will discuss the major findings of this research
4.2 Questionnaire's Response 
For this chapter, the data collected are presented and analyzed here.  As said earlier in chapter three, a total of 126 questionnaires were distributed to respondents to test the validity of the research, questions while presenting the data, the research questions will be treated one after the other to make interpretation of the data possible.
The data gotten from this study will be analyzed using some statistical tools known as chi-square distribution test and percentage table.  A total of 126 questionnaires as mentioned earlier were distributed and 119 were completed and returned giving a response rate of 94.44%.
The questionnaires were distributed in this manner.  The management of FBN received a total of 16 and only 8 were returned.  The working staff of FBN were given 30 and 27 were returned.  As for the customers 80 were given out and 76 were returned.  A total of 15 questionnaires were not returned.
4.3  Results
The results presented here are ones based on frequency counts and percentages.  The statistical test of hypothesis will be presented after analyzing the generated data from the respondents as follows:
TABLE I: SEX DISTRIBUTION OF RESPONDENTS
	Sex
	Frequency
	Percentages (%)

	Male
	84
	66.67

	Female
	42
	33.33

	Total
	126
	100


Source: Field Survey, 2022
This shows therefore that 66.67% of the respondents were males while their female counterparts were 33.33%.


TABLE II: AGE DISTRIBUTION OF RESPONDENTS
	Age
	Frequency
	Percentages (%)

	15 - 25
	30
	23.80

	26 - 35
	50
	39.68

	36 - 45
	30
	23.80

	45 and above
	16
	12.69

	Total
	126
	100


Source: Field Survey, 2022
Table II above shows that 23.80% of the respondents were between the ages of 15 - 25 years, 39.68% were of the respondents were between 26 - 35 years of age, 23.80% of the respondents were between the ages of 36 - 45 years while 12.69% of the respondents were 45 years and above.
	Existence of P.R. department
	Frequency
	Percentage (%)

	Yes
	106
	84.12

	No
	20
	15.87

	Total
	126
	100


TABLE III: Existence of P.R. Department in FBN; Question 10 of  appendix I, question 2 of appendix II, and question 1 of appendix III





Source: Field Survey, 2022

From the above table, 84.12% of the respondents acknowledged the existence of P.R. department in FBN while 15.87% said they have no knowledge about the existence of P.R. department in FBN.
TABLE IV: Customer treatment at FBN; Question No. 4 of Appendix I (meant for FBN customers only)
	Customers' treatment
	Frequency
	Percentage (%)

	Yes
	50
	65.78

	No
	26
	34.66

	Total
	76
	100


Source: Field Survey, 2022
In the above table, 65.78% of the respondents admitted that they are well treated while 34.66% stated that they are not well treated.
TABLE V: Seeking customers approval on decisions by FBN; Question, No. 1 of Appendix II (meant for staff of FBN only).
	Seeking customers approval 
	Frequency
	Percentage (%)

	Yes
	20
	74.07

	No
	7
	25.92

	Total
	27
	100


Source: Field Survey, 2022

The above table shows that 74.07% of the respondents admitted that FBN seeks customers’ approval on decision while 25.92% said ‘No” to the question.
	Relationship
	Frequency
	Percentage (%)

	Excellent
	20
	74.07

	Good
	7
	25.92

	Fairly Good
	0
	0

	Poor
	27
	100

	Total
	27
	100


TABLE VI: Management-staff relationship in FBN: Question No. 5 of Appendix II (Part II)  (meant for staff of FBN only).







Source: Field Survey, 2022
The above table shows that 74.07% of the respondents accepted that there is cordial relationship between the staff and management while 25.92% say that the relationship between staff and management is good.





TABLE VII: Management constraints to public relations principle.  Question No. 3 of Appendix III (meant for  management of FBN only).
	Management constraints
	Frequency
	Percentage (%)

	Yes
	8
	100

	No
	0
	0

	Total
	8
	100


Source: Field Survey, 2022
The above table shows that 100% of the respondents accepted that there is management constraints to public relations principles while no one is against it.
	Fund allocation
	Frequency
	Percentage (%)

	Yes
	25
	92.59

	No
	2
	7.40

	Total
	27
	100


TABLE VIII: FBN allocation of fund to P.R. department.  Question No. 4 of Appendix II (meant for staff of FBN only)





Source: Field Survey, 2022
The above table shows that 92.59% of the respondents admitted that the bank provides adequate fund for P.R. department while 7.40% said ‘No’ to the question.
4.4  Testing of Hypotheses
In this study, four hypotheses were tested.  The results of the tests were presented below using appropriate statistical measures.When the probability level is set at 0.05 and the degree of freedom calculated.  The test of significance of the hypothesis will be based on the decision rule.
Decision Rule
Reject the null hypothesis and accept the research hypothesis if the calculated chi-square is greater than the table value.  But if the calculated chi-square is lesser than the table value, the research hypothesis is rejected and the null hypothesis is accepted.

Formula: X2	=	 (0 - E2)
Where 		=	summation of
		0	=	observed frequency
		F	=	expected frequency
Hypothesis I
HI: 	Public Relation is fully regarded as a managerial tool in First Bank of Nigeria.
H0:	Public Relations is not fully regarded as a managerial tool in First Bank of Nigeria.
TABLE IX: FBN regard Public Relation as a managerial tool.  Question No. 5 of Appendix III (meant for Bank management only).
ANOVA
	Bank regard
	0
	E
	(0 - E)
	(0 - E)2
4

	Yes
	8
	4
	4
	4

	No
	0
	4
	- 4
	4

	Total
	8
	
	
	X2 = 8


X2	=	8	d.f.	=	1	p	=	0.05
X2u	=	3.841
Since the calculated chi-square is greater than the table value, the research hypothesis will be accepted while null hypothesis will be dropped.  This simply implies that FBN regard P.R. as a managerial tool.
HYPOTHESIS II
HI:	Public Relations contributed to the achievement of FBN objectives.
H0:	Public Relations do not contribute to the achievements of FBN objectives.


TABLE X: Has Public Relation contributed to the growth of FBN?  Question No. 3 of Appendix II (meant for the staff of FBN only).
ANOVA
	P.R. contribution
	0
	E
	(0 -E)
	(0 - E)2
E

	Yes
	25
	13.5
	11.5
	9.79

	No
	2
	13.5
	- 11.5
	9.79

	Total
	27
	
	
	X2 19.58



Since the calculated chi-square is greater than the table value the research hypothesis will be accepted while the null hypothesis will be dropped.  The simply implies that P.R. has contributed to the growth of FBN.
HYPOTHESIS III
HI:	FBN seeks customers input in formulation of its policies and strategies for its operations.
H0:	FBN does not seek customers input in the formulation of its policies and strategies for its operations.




TABLE XI: FBN customers' inputs in formulation of its policies and strategies.  Question No. 1 of Appendix II (meant for staff of FBN only).
ANOVA
	Customers’ input
	0
	E
	(0 - E)
	(0 - E)2
E

	Yes
	24
	13.5
	10.5
	8.16

	No
	3
	13.5
	- 10.5
	8.16

	Total
	27
	
	
	X2 16.32


X2	=	16.32, d.f.	=	1,	p	=	0.05,
X2u	=	3.841
Since the calculated chi-square in greater than the table value, the research hypothesis will be accepted while the null hypothesis will be dropped.  This simply implies that FBN seeks customer’s input in the formulation of its policies and strategies for its operations.
HYPOTHESIS IV
HI:	Customers have a very high regard for First Bank of Nigeria plc.
H0:	Customers do not have very high regard for First Bank of Nigeria plc.



TABLE XII: Customer have high regard for FBN. Question No. 5 of Appendix I (meant for FBN customers only).
ANOVA
	Customers high regard
	0
	E
	0 - E
	(0 - E)2

	Yes
	56
	38
	18
	8.57

	No
	20
	38
	- 18
	8.57

	Total
	76
	
	
	17.14


X2	=	17.14, d.f.	=	1,	p	=	0.05
X2u	=	3.841
Since the calculated chi-square is greater than the table value, the research hypothesis is accepted while the null hypothesis is rejected.  This simply implies that customers have very high regard for FBN.
4.5   Major Findings
· The management of FBN considers Public Relations as a management tool or function, this reflects on what NWOSU (1992:152), said that, Public Relations is at the heart of the modern management. 
· Public Relation is responsible for management and contributes to the achievement of FBN	 objectives and policies.  This goes in line with what Robinson (1977:1) said that P.R. assists management in defining objectives for measuring public understanding and acceptance of the organization’s products, plans, services, etc.
· The internal public of the Bank has positive perception of FBN.
Also, the external public, which is made up of the customers and consumers of the services of FBN, has a positive attitude towards the bank.
· Both findings of 3 and 4 have been the good effort of the P.R. unit of FBN.  This goes in line with what Cutlip and Center (1978:19) said that Public Relationis the planned effort to influence opinion through good character and responsible performance based upon a mutual two-way communication.



	


CHAPTER FIVE
SUMMARY OF FINDINGS, CONCLUSIONS AND RECOMMENDATIONS
5.1 Introduction
This chapter is the final part of this study and it is divided into summary of findings, conclusions made in the course of this study, recommendations made to the case study, sector, regulating body and other interested bodies. In addition, this chapter addresses the areas in which further studies can be conducted.
5.2	Summary of findings
This section presents the summary of the study as related to the set hypotheses; hence, the following are the summary of the findings.
Hypothesis one being the main objective of this research work states that public Relations is fully regarded as a managerial or management tool in First Bank of Nigeria,  the null hypothesis was rejected and alternate accepted. From the results of this study,  it can be deduced that P.R. is highly rated and is been used as a management tool in First Bank of Nigeria, Ilorin Branch. This was gathered through the high positive response of the staff of FBN and the management in providing verdict on how P.R is regarded as a managerial tool in the organization. 
Hypothesis two states that Public Relations contributes to the achievement of First bank’s objectives. However, the study rejected the null hypothesis and accepts the alternate hypothesis which states that Public Relations does not contributes to the achievement of First bank’s objectives. The study revealed that public relations contributes greatly in achieving goals and objectives in FBN and also serve as guide to the set goals. 
Hypothesis three states that First Bank seeks customers’ inputs in the formulation of policies and strategies for its operations. However, the study rejected the null and accepts the alternate hypothesis which states that FBN does not seek customers’ input in the formulation of its policies and strategies for its operations. The study also revealed that FBN make use of customers' suggestion when making decisions.
Hypothesis four states that Customers have a very high regard for First Bank of Nigeria plc. The study accepts the hypothesis and rejected the null hypothesis which states that customers do not have high regards for First Bank of Nigeria. As discussed in the data analysis results of hypothesis four, customers responded very positive which means they have high regards for the bank and sees it as the leading bank among others. 
5.3	Conclusions
For the purpose of this research, the study concludes that;	
1. FBN regards P.R as a managerial tool in their activities. 
1. Also they accept customers' suggestion or approval while making decisions. 
1. Customers have regards for FBN and seen as the leading bank in the country. 

5.4	Recommendations
In relations to the above findings and conclusion, the study recommends that;
1. For the bank to maintain its reputation or probably improve on it, it must try as much as it can to follow up findings from the Public Relations department and in other business organization. 
1. This research also recommends the commitment of the management. The management and staffs of First Bank of Nigeria must do in all their powers to cultivate the spirit of friendliness and be able to see themselves as P.R tools at any position in which they find themselves. This will propel or boost the reputation of the bank in the sight of the customers. 
1. Room for regular or constant research should be created. This bank should try as much to conduct its own research often which will help in readjusting things and updating objectives of FBN. 
5.5	Suggestions for further studies
The study will contribute to knowledge by explaining what Public relations  is all about, how it is being used in the management level to obtain the organizational goals and objectives  and also will suggests further studies be expressed towards improving this study by looking at other industry of their choice as this will assist the field of study in getting more empirical findings. This study has examined as industry which indulge in rendering service hence other researcher can look industries which render products. 

5.6 Contribution to Knowledge
The study will contribute to knowledge by explaining what public relations is all about and how organization sees it as managerial tool. Many other researchers focused on public relations and how it affect sales only. In this study, it will enhance further studies to know that public relations is not limited to improve sales but promote the reputation of the organization and create a open relationship with its customers. 
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This questionnaire comprises  of two sections. SECTION A: Demographic data and SECTION B: Research question. 
SECTION A: RESPONDENT BIO DATA
DEMOGRAPHIC DATA (CUSTOMERS OF FBN) 
Instruction: Please tick [√ ] and fill in as appropriate
Sex:           (a) Male (  )              (b)  Female (  ) 
Age:15  - 25 (  )           26 - 35 (  )        36 - 45 (  )      46 and above (  ) 
Martial status:	Single (  )    Married (  )      Divorced (   )      Separated (   )       Others (  ) 
Highest educational  qualification: O'level (  )     NCE/OND (  )    HND/BSC (  )     					POSTGRADUATE (  )     Others (  ) 










	S/N
	SATISFACTION
	Yes
	No

	1
	FBN has provided lot of measures to ensure maximum satisfaction of customers. 
	
	

	2
	As a customer, you are the priority. 
	
	

	3
	The bank have proven and ensured that the customers are not always disappointed. 
	
	

	
	TREATEMENT
	Yes
	No

	4
	The FBN gives customers the best attitude towards their needed services. 
	
	

	5
	You enjoy every services rendered by the bank
	
	

	6
	Most customers leave the bank in frustration 
	
	

	7
	FBN has shown great gesture towards your attitude 
	
	

	
	PERCEPTION 
	Yes
	No

	8
	FBN renders the best banking services among others
	
	

	9
	They have failed customers on regular basis. 
	
	

	10
	Exisitence of public relations department
	
	

	
	EXPECTATION
	Yes
	No

	11
	FBN has done more than you ever thought of. 
	
	

	12
	They need to improve services even more
	
	


	APPENDIX II	
KWARA STATE UNIVERSITY, MALETE.
DEPARTMENT OF BUSINESS ADMINISTRATION AND ENTREPRENUERSHIP STUDIES.
SCHOOL OF BUSINESS AND GOVERNANCE
COLLEGE OF HUMANITIES MANAGEMENT AND SOCIAL SCIENCE

PUBLIC RELATIONS AS A MANAGERIAL TOOL IN BUSINESS ORGANIZATION

LETTER  OFINTRODUCTION
Dear Respondent,
	I AKINTUNDE ELIJAH DAYO with the matriculation number 16/27BA/655 is a final year student of the department of Business and Entrepreneurship, of business and governance, Kwara State university malete.in partial fulfilment of the requirement for the award of the bachelor in science [B.Sc.] Degree in business administration’ I am undertaking a research titled 'Public relation as a managerial tool to business organizations’. This questionnaire is issued for the sole purpose of this research to enhance data collection and as such  data given will be treated with utmost confidentiality.
Your cooperation in completing the questions will be highly appreciated.
THANK YOU.

DR YUSUFISMAIL. 
PROJECT SUPERVISOR.

This questionnaire comprises  of two sections. SECTION A: Demographic data and SECTION B: Research question. 
SECTION A: RESPONDENT BIO DATA
DEMOGRAPHIC DATA (STAFF OF FBN) 
Instruction: Please tick [√ ] and fill in as appropriate
Sex: 	 (a) Male (  ) (b)  Female (  )
Age: 	15 - 25(  )           26 - 35 (  )        36 - 45 (  )      46 and above (  ) 
Marital Status:  Single (  )   Married (  )      Divorced (   )      Separated (   )       Others (  ) 
Highest  educational qualification : O'level (  )     NCE/OND (  )    HND/BSC (  )     POSTGRADUATE (  ) Others (  ) 
How long have you been a staff of FBN? Less than 1 year (  )   1-3 years (  )  
					4 - 6 years (  )   7 years and above (  ) 


SECTION B
Instruction: Please kindly indicate the extent of your agreement with the statement below by ticking [√ ] one of the spaces provided below. The options are
Yes or No.
	S/N
	
	Yes
	No

	1
	Is there a deliberate attempt by FBN to seek customers� approval on decisions?
	
	

	2
	Do you have knowledge of the existence of Public Relations department in FBN?
	
	

	3
	Have the above questions (1 and 2) affected performance in FBN?
	
	

	4
	Does your Bank allocate adequate fund for P.R. department? 
	
	






PART II
Instruction: Please kindly indicate the extent of your agreement with the statement below by ticking [√ ] one of the spaces provided below. The options are
Poor - P = 4, Fairly Good - FG = 3, Good = G, Excellent - E = 4.
	S/N
	
	P
	FG
	G
	E

	1
	How is customer-staff relationship?
	
	
	
	

	2
	To what extent has customer-staff relationship affected FBN operation?
	
	
	
	

	3
	How cordial is management staff relationship?
	
	
	
	

	4
	How has the efforts of P.R. unit affected your working attitude towards the bank?
	
	
	
	






APPENDIX III
KWARA STATE POLYTECHNIC DEPARTMENT OF BUSINESS ADMINITRATION STUDIES.
SCHOOL OF BUSINESS AND GOVERNANCECOLLEGE OF HUMANITIES MANAGEMENT AND SOCIAL SCIENCE

PUBLIC RELATIONS AS A MANAGERIAL TOOL IN BUSINESS ORGANIZATION
LETTER INTRODUCTION
Dear Respondent,
I YAKUBU ZAINAB MOTUNRAYO with the matriculation number HND/19/BAM/022 is a final year student of the department of Business and Entrepreneurship, of business and governance, Kwara State university malete.in partial fulfilment of the requirement for the award of the bachelor in science [B.sc] Degree in business administration’ I am undertaking a research titled 'Public relation as a managerial tool to business organizations’. This questionnaire is issued for the sole purpose of this research to enhance data collection and as such  data given will be treated with utmost confidentiality.
Your cooperation in completing the questions will be highly appreciated.
Thank You.

Dr Baker S.A. 
Project Supervisor.

This questionnaire comprises  of two sections. SECTION A: Demographic data and SECTION B: Research question. 
SECTION A: RESPONDENT BIO DATA
DEMOGRAPHIC DATA (MANAGEMENT STAFF OF FBN) 
Instruction: Please tick [√ ] and fill in as appropriate. 
Sex:  (a) Male (  )              (b)  Female (  )
Age: 15  - 25 (  )           26 - 35 (  )        36 - 45 (  )      46 and above (  ) 
Marital status:  Single (  )        Married (  )      Divorced (   )      Separated (   )Others (  ) 
Highest educational qualification: O'level (  )     NCE/OND (  )    HND/BSC (  )     					POSTGRADUATE (  )     Others (  ) 
How long have you been a staff to FBN? Less than 1 year (  )1-3 years (  ) 4 - 6 years (  )         					7 years and above (  ) 
Current level: Top level management (  ) Middle level (  ) Lower level (  )  Others (  ) 







SECTION B
INSTRUCTION: PLEASE KINDLY INDICATE THE EXTENT OF YOUR AGREEMENT WITH THE STATEMENT BELOW BY TICKING [√ ] ONE OF THE SPACES PROVIDED BELOW. THE OPTIONS ARE
Yes or No.
	S/N
	
	Yes
	No

	1
	Do you have Public Relations department in FBN?
	
	

	2
	Does your Bank effectively use the services of the Public Relations department?
	
	

	3
	Does your bank management constitute constraint to Public – Relations principles especially by being partial to some customers like granting of loans even when the customer does not merit such?
	
	

	4
	Does the Public Relation department attend seminars organized by other banks with a view of enhancing themselves with latest innovations in banking services?
	
	

	5
	Does your bank regard Public Relations as a managerial tool?
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