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CHAPTER ONE
INTRODUCTION
1.1 Background of the study

Public relation is an effort to identify and integppolicies and programs of an organization with
the objective to establish abridge of understandimdygood will between an organization and its
publics (Banik 2002:39). Moreover Public relatigursictice is the planned and sustained effort
to establish and maintain good will and mutual ustémding between an organization and its
publics. It is planned and sustained effort witheobves of establishing and maintaining good
will and understanding also an aspiration for twaywcommunications (noble and Watson,
2005:6).

Public relation defined as an applied social artteb®ral science which measures evaluates and
interprets the attitudes of the various relevartilipg (Kaul 1988:14). The scale of activity to
promote good public relation may vary considerabbicording to the size and nature of
interested parties but the philosophy the strategy method will be very similar weather the
public relation program is designed on relevancentdrnational understanding or to improve

relation between a company and its customer agehémployee (black 2004:3).

Bank of Abyssinia was officially established by Eengr Menelik, the new bank of Abyssinia
(BOA), which shares nothing with the former one isihame, was established. the new bank of
Abyssinia had of course, a humble beginning, int tts&ashareholders numbered only 131, its
work for 32 and had only one branch. Furtherma@eitbscribed capital was only birr 25million
and its authorized capital birr 50 million, wheréspaid-up capital was just birr 18 million. It
gives bank of Abyssinia’s management great pleasusay that the bank has since made great
strides for it. Bank of Abyssinia has different #of services and large number of customers
among the services provided by the bank are pnogidtbans and advance to its customers,
providing domestic and international money transfervices, providing international banking
services for importers and exporters, providingadépservices in foreign currency for Ethiopian

nationals and foreign nationals of Ethiopian origandling money transfer sent through money



gram, express money transfer service and intemedtibusiness group and finally providing
advice on banking, finance and investment to itta@uers. As a first bank in Ethiopia it must
develop a better image in the mind of customerspardics, public relation is considered to be
an important tool. Therefore this research triesassess the public relations practices and

activities of bank of Abyssinia
1.2. Statement of the problem

Cutlip (2002: 6) highlighted that public relatioptay a great role in facilitating the marketing
activities of a business organization. Now a dayblip relations concept changes in to
communication when an organization and its pubbthgring information about the present
situation of an organization. In the dynamic matket helps in creating favorable image. Public
relations also promote flows on both internal axigmnal relations internally there must be good

relation with its members of an organization.

According to scott (2004:4) explained that theibaause for firms poor image in the mind of
its public is the gap that lies between its of camioation, understanding and cooperation as

between the organization and the society at large.

There is a great need of public relation in pubkctor enterprises as they always remain in the
public eyes. The good thing of enterprises are tmable to win the public relation, where as its
weakness always invite a lot of public criticismbpa relation can enlighten the people
regarding the many problems faced by the publitosemnd its contribution towards the national

economy (puri 1986:7).

Bank of Abyssinia has different kinds of servicewl darge number of customers among the
services provided by the bank are providing loand advance to its customers, providing
domestic and international money transfer servipesyiding international banking services for

importers and exporters, providing deposit service®reign currency for Ethiopian nationals

and foreign nationals of Ethiopian origin handlimgpney transfer sent through money gram,
express money transfer service and internationsihbas group and finally providing advice on
banking, finance and investment to its customessaAirst bank in Ethiopia it must develop a

better image in the mind of customers and publpmslic relation is considered to be an



important tool. The student researcher observedmpapblems of public relation practice of the

bank. To mention some of the problem,

The customer raised a question by different wag,phblic relation program to support product
or service marketing ignored, public relation piteanter job is simply communicating and it is
not strong in terms of working with mass mediaHtart it is not participated in different social
events which definitely give or upgrade and putnimds of the society based on these facts the
student researcher will try to asses and evaluttespublic relation practice of bank of

Abyssinia.
1.3. Research Question
The research will try to answer the following cies.

What are the public relation tools which are p@ediin bank of Abyssinia?
What are the major factors that affect the pul@lation practice in bank of Abyssinia?

How does the bank collect feedback from its cust@me

w0 DN PF

What does the public relation practice of the blaoks like?

1.4. Objective of the Study

This part of the student research paper is to seergl and specific objectives of the study

1.4.1. General Objective

The general objective of this study is to asses®tlblic relation practice of bank of Abyssinia

1.4.2. Specific Objective
* To indicate bank collect and handle feedback frisncustomer
» To find out factors that affect the practice of libelation in bank of Abyssinia
» To identify the public relation practice of the lBan

* To identify the type of public relation tools tree mostly practiced in bank of Abyssinia



1.5. Significance of the Study

As this paper is mainly focus on the public relatipractice in bank of Abyssinia. The
importance of this study includes;

To the organization

The importance of the study is to indicate the canypwhat problems it has carry and what
actions the company should take in order to impraealic relation practice and forward better

suggestion with regard to the practice of the bank
To the student

It creates good opportunity to the student resegirtdh learn the practical research process and
technique

To other
The study will help for others as reference who wwarstudy about the public relation practice.
1.6. Delimitation of the Study

The study is delimited to public relation practicethe case of bank of Abyssinia. Due to the
branch of the bank are scattered throughout thatopthe research gives emphasis on Addis
Ababa head office current status only. Becauséntd,tplace cost and other factors the student
researcher used the data available from 2010-2012.



1.7. Research Design and Methodology
1.7.1. Research Design

In order to answer the above research questionsttitkent researcher used descriptive type of
research method. Descriptive research method heldgscribe the research place as it is and

also allow the use of both quantitative and qui@isapproach
1.7.2. Population, Sample Size and Sampling Technigs

The student researcher used non-probability sagploproach particularly convenient sampling
technique Due to the difficulty nature of determgpisample size of the customers of bank of
Abyssinia. The student researcher used malhotr@86(2329) suggestion of 150 respondent

customers as representative sample in order to $w#fieient and reliable data.
1.7.3. Type of Data to be Collected

The student researcher used both primary and sappuwicta for the study. The primary data
gathered from primary source like customers, arel ghblic relation manager. In addition
secondary data collected from many other referen8egh as internet, books broachers,

magazines and previous researches.
1.7.4. Method of data Collection

The student researcher used both open and closked €uestionnaire, and interview to collect
primary data. Questionnaires will be distributecctstomers while they are coming to the bank
for service. Interview will be taken personally withe head of the bank of Abyssinia. The
secondary data will be gathered through referriffgrént text books, internet and published and

unpublished data of the corporation; related withgubject matter.
1.7.5. Methods of Data Analysis

The study used both qualitative and quantitativa daalysis techniques. The responses that will
be collected from questionnaires will be analyzed dmantitative approach; tabulation and
percentage will be used. Responses that will baidd through interview will be narrated

gualitatively



1.8 Limitation of the Study

While conducting the study, the student researblagrexperienced certain limitations.
Among others, the following are the major limitat®oencountered by the student

researcher.
* Some respondents were not able to complete theiiqnaaire.

« The time schedule outlined to collect the questare was not mate because of

respondents.
* Monetary constraint.
* Availability of information from the corporation’side.

1.9. Organization of the study

The researcher tries to classify this study intor fohapters. The first chapter consists of the
background of the study, statement of the problanective of the study, significance of study,
delimitation of the study, research design and oulogy and organization of the study. The
second chapter consists of literature review. Tl tchapter deals with the data presentation
analysis and interpretation of the research stéhyally The forth chapter includes summary,

conclusions and recommendation.



CHAPTER TWO
REVIEW OF RELATED LITRATURE
2.1 Definition and Meaning of Public Relation

Public relation can be defined as the development maintenance of positive relationship
between an organization and its publics. The deweénmt place the responsibility on the
organization and the world maintenance identifieBlig relation as an on-going and continuous
process (Milner, 1995: 184).

Public relation is one of the major promotionalltand it build good relation with the companies
various publics by obtaining favorable publicityilding up good corporate image and handling

or heading of unfavorable rumor, stories and ev@tasier, 2006: 477-478).

Create proper public relation is one of the viitbrs that determine the competitiveness of
specific organization and create a better imageha mind of both internal and external
customers and public relation is used to promotedyrct, people, place, idea, activities,
organization and even nation. Public relation isnanagement tool designed to favorably
influence attitudes towards an organizations thignmtional tool is typically a step child
relegated for behind personal selling, advertisang sales promotion (Etzel and other, 2001:
561).

The practical public relation (Banik, 2004: 5) defil as the establishments of two ways
communications to resolve conflict interests anel éstablishment of understanding based on
truth, knowledge and full information from this ppective pubic relation requires execution of

communication program designed to bring public ptarece and common understanding.

Many companies do not take the task of public i@tgt seriously for various reasons; firstly the
term public relations have not been defined propé®ifferent firms draw different mining out
of it and make use of it in several ways, when tAeyunable to draw desirable results out of it
they start neglecting it. Secondary most firms havw®mpact organizational structural in which
there small public relations department whereastdsk should be undertaken by the marketing

department that is versify enough to make publalidgs. Thirdly till recently many firms didn’t



realize the value of public relation. For them @saa wasteful activity after the economy become

open, they felt the need for it and started takirsgriously (Monga, 2003: 491).

Cooper and (heinbig 2000: 364) forwarding theiraide public relation; the act of evaluating

public opinion and identifying organizational padis and practice with interest of the audience,
followed by the development and execution of pldre earn public awareness, understanding
acceptance, support and action, in addition to #iey suggest that; in practice public relation is
a multi-strategy, multi tactical means of reachuagious external and internal target audiences
called “ publics” by practitioners, public relati@mables peoples to deliver message that inform,

educate and create or change opinions, attitudiactions that have an impact on objectives.

Relationships may be between an organization andstake holders. An organization

communicates with various stake holders, both mateand external public relations efforts can
be directed toward any and all of this firm stak@ders can include customers, suppliers,
employees, stake holders, the media, educatorentt investors, government officials and
society in general public relations can be useg@rtomote people, place, ideas, activities and

even countries. It focuses on enhancing the imégeedotal organization (Pride, 2005: 477).

Public relation is the use of publicity and othe@nspaid forms or communication designed to

present firm and its products positively they asamgest that public relation can be used to
establish the social responsibility of a good coap® citizen. Because of the typical content and
source or messages it is possible to reach upspai®n leaders who in turn spread the massage
(frazier and Harrell, 1995:455)

On the above definitions we can understand thatliputelations is effective way of
communication in order to get better solution amareate better image in the mind of publics

that results good will for an organization.
2.2 Overview of Public Relation

This portion of literature review gives emphasistios public relations historical background and

will try to vivid its functions



2.2.1 History of Public Relation

Public relation have a relatively short history andery long way to go (banik 2004:10) further
banik elaborates that public relations in the pest been practiced as an information and
publicity tool of the government he also clearlyegmrized the phase of history banik explained
that public relations in the past has been pradta® an information and publicity tool of the
government he also clearly categorized the phaassdbon the Indian history as the era of
propaganda the era of publicity and the modernipublations. All of the above three phases
have their definite communication objectives theag#h of propaganda techniques used to
preserve the government rule and keep an eye ornnthgues of their enemies the era of
publicity of public relations facilitate informatioavailability to the public the modern public
relations becoming an integral part of managementgss in the business activity. It establish
credibility become a strategic resource to the mgameent unlike any other profession modern
public relations demand a high degree of ethicaldaot credibility knowledge and creativity
(banik 2004:10)

2.2.2 Public Relation and Social Responsibility

In today rapidly changing business markets thenmssi is expected to build the management
structure and the operations of the company whieletnthe competitive environment (banik,
2004:20)

Further banik strengthen this idea by saying trer®ss should clearly indicate that the business
and the community have a profound effect on eadteroperhaps the concept of social

responsibility is developing in the minds of themagement the general public etc.

According to bank the business should realize ithaas the responsibility towards customer’s

community media action groups and the general publi



2.2.3 Function of Public Relations

Public relation has general objectives to estaldisth maintain appositive image of the company
among its various publics (blech, 2004:23) theweftiie public relation target to create a
conductive work environment for the company andoltgective public relations develops and
implements program to meet organizations objectiyesaintaining sustainable image bridging
customer loyalty and other relevant publics inahgdiemployees, suppliers, stockholders,

government labor groups citizens action groupsthadyeneral public(belch; 2004:95)

According to kotler (2006:475) public relation depaent may perform any or all the following

functions

. Press relations /press agency — creating anthglaews worthy information in the news

media to attract attention to person, person, produservice
. Product or service publicity- publicizing specifiroducts

. Public affairs building and maintaining relatiaith legislators and government officials

to influence legislation and regulation

. Counseling- spends time counseling top managetoeatiopt positive program and to

eliminate questionable practice so that negativ@igity doesn’t arise in the first place

. Investor relations- maintaining relationshipshwshareholders and others in the financial
community
. Development- public relation with donors or memsbef not for profit organization s to

gain financial or volunteer support
Objectives and aims of public relation
The main objective of public relations departmenbienhance a company’s reputation

According to Black(2004:18) the practical applioag of public relation practice can be
summarized under three main heading of publicicelgiractice can be summarized under three

main headings
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. Positive steps to achieve good will:- these csirisi arousing and maintain good will and
public interest in the activities of an organization order to facilitate the successful operation

and expansion of those activities

. Action to safe guard reputation:- it is equaltyportant to look inward at the organization
and to eliminate customs and practices which throlegitimate, are likely to offend public

opinion or interfere with mutual understanding

. Internal relationship:- using public relation h@tues internally in order to that the staff
and employees of the organization shall be encedrég identify their own interests with those

of the management

2.3 Elements of Public Relation

1) The message to be transmitted

2) An independent third party endorser to transmit

3) A target audience to motivate

4) Medium (television, radio, etc.) to transmit thessage
2.4 Public Relations for Internal and External Pubic

From the point of view of management there are &spects of public relations internal and
external. As banik explained in his book of effeetpublic relation in public and private sector
(banik, 2002:40-46) the modern management of argynbkas has to enlist objectives winning
confidence and trust of its shareholders, clieats] suppliers and public at large there by

fulfilling its internal and external obligations
2.4.1 Internal public of public relation

The modern management of a business has to emiggrticipation and support of it's workers
to realize its objectives winning confidence angstrof its shareholders clients and suppliers and

the public at large there by fulfilling its soctbligations
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The employees are the internal public of both mubliboth public and private sector companies
they are important because they participate irojisration, production and formulation of its

ideas effective communication between managemehéeaiployees is of great importance

The objective of an internal communications proggahould be the creation of an atmosphere
of understanding and merited support of co-ordinater change of high morale and high
efficiency communications as a practicing art ltabe developed as a culture and philosophy so
that every employee function as an effective compoatar or as a change agent employees these
days expect more information on what's happeninthéocompany and how it will affect them.
The internal communication program must be tailol@dcommunicate with the employee’s

facts, figures and beliefs taken from the corpopatiecies, objectives and achievements

An organizations internal image and the moral efwork force depend a great deal on the flow
of communication the organizations which refusedmmunicate with their internal constituents
and take them for granted fails to effectively Hantie flow of internal communication and on

many occasions are compelled to face undesiralbigecuences (banik, 2004:40-41)
2.4.2 External Public of Public Relation

External public relation as the name suggestspnserned with people outside the organization
since it is necessary to communicate with diffeignoups of people in public relation the target
population has to be defined it is very importamcarefully identify the people to reach them
effectively otherwise it may be difficult to achewvthe desired objectives and result in
undesirable consequences

The private sector companies are owned by indivgdaa shareholders and the external public

for these organizations are:-
» Customers
* Shareholders
* Opinion leaders

 Mass media

12



e Community at large

» Civic and government bodies

* Financial institutions

» Citizens action groups and

* Public at large (banik, 2004:41-42)
2.5 The Role and Impact of Public Relations

According to kotler (2006:467) public relations daawve a strong impact on public awareness at
much lower cost than advertising can the compargs dwt pay for the space or time in the
media rather; it pays for a staff to develop andutate information and to manage events if the
company develops an interesting story. It woulglmked up several different media having the

same effects as an advertising that would have credibility than advertising

Public relations activities are needed to deal Woital government, media, trade associations
and the general public. The role played by puldlation is not just to help the company sell its
product or service but also to present the firma g®od corporate citizen concerned about the
future of the country often public relations areded to deal with specific problems accompany
faces it takes responsibility to maintain mutualbeneficial relationships between the

organization and its public (belchand belch;20@®3t)6

In addition (shri and shri, 2004:12) public relasoplay an important vital role in enhancing
image of organization in the eyes of the publiatiehs is not projecting the negative as positive

public relations in the organization existing anthwwhom the organization functions
2.6 Major tools of public relations

To communicate with internal and external custonaerd also the public a company’s public
relation department must use appropriate tools ri#ipg up on the nature of activities public

relation tools as majors:-

13



. Publications — companies rely extensively on @igld materials to reach and influence
their target markets these include annual repamchures, articles company news, letter

magazines and audiovisual material (kotler, 2002;60

. Events — companies can draw attention to newymtsdor other company activities by
arranging special events like news conferences,inegmoutings exhibits contests and
competitions anniversaries sport and cultural spisps that will reach the target publics
(kotler, 2002:608)

. News — one of the major tasks of public relatmofessionals is to find or creates
favorable news about the company. Its productsisnpleople news generation requires skill in
developing story concept, researching it and wgitipres release but the public relation persons
skill must go beyond preparing news, stories, ggtto media to accept press releases and attend

press conferences call for marketing and interpetsskills (kotler, 2002:608)

. Speeches — can also create product and compablcipu increasingly company
executives must field questions from the media ioe dasks at trade associations or sales

meeting and these events can either build or hartbmpany’s images (kotler, 2002:608)

* public services activities — companies can bgibdd will by distributing money and time to
good causes. Large companies typically ask exexutio support community affairs. In other
instances, companies will donate an amount of mdoespecified cause. Such cause related
marketing is growing number companies to build hlipigood will (kotler, 2002:608)

Corporate identity — can help create a corporagatity that the public immediately recognize
logos, stationary, brochures, signs, business fotmsiness card, buildings, uniforms and
company cars and trucks all become marketing tawlsn they are attractive distinctive and
memorable. Finally, companies can improve publicdywill by contributing money and time to

public services activities (kotler, 2002:608)
2.7 Advantage of public relation

Public relations have both advantage and disadgan{®elch, 2006:576) specified these
elements as follows

14



Advantage

» Credibility — because public relations communicagi@are not perceived in the same light
as advertising that is the public does not directlyndirectly paid for them they tend to

have more credibility.

* Avoidance of clutter — they are typically perceivedew items public relation messages

are not subject to the clutter of advertisement

* Image buildings — effectives public relation hetp develop appositive image for the

organization a strong image is insurance agaimst misfortunes
» Cost - in both absolute and relative terms, thé¢ @ogublic relations is very low

* Leading generation — information about technoldgioaovations and the like may

results the firm some quality sales leads

» Ability to reach specific groups — if the compathges not have the financial capability
to engage in promotional expenditures, the best twagommunicate to these groups is

though public relations
2.8 Factors Affecting the Effectiveness of Public &ation

There might be many factors which have an influemtehe practical public relations activities
of any organization. Hiebing and cooper (2003:3&8pmmend the following factors should be
considered prior to any public relations activitiegplemented these activities are setting public
relation objectives identifying the company targgbup identifying the appropriate public
relation tools activities shall be specific settistandards selection of personnel of public

relations department and availability of technology
2.9 Practice of PR in Banks

Public perception is the key to the success ofl@amk. In the liberated market economy and a
more competitive environment with more players ammbvative products in banking industry, a
guestion arises how we build public relations onksalt is through customer- friendly approach

based on two-pronged strategy:-

15



» Customer friendly products and honest services.
* A public relations communication strategy (redi@1@:228)

Some public relations are determent factors in avioig the reputation of individual bank or
financial institutions to build up enduring relatghips with the people inside and outside the
bank. Banks deal with the public money, are thesapries of peoples savings, serve people
with financial services, have to maintain good tietss with stakeholders, have to liaise with
other financial institutions and government and-gosernment bodies, have to deal with media
for effective communication, have to provide infation under the right to information act, etc.
are few to quote functions that justify the need pablic relations in the banking industry
(redid,2010: 229)

2.10 Dimensions for Public Relations in Banks
* Employees relations

Employees are one of the public that have to bedcéor by public relations as they provide
services to customers. Though employees of the hemnihe constituencies for public relations
department, the management expects that publitiaetamust be directed towards external
publics. A research in the area of customer sesvat®ws that customers can be satisfied if and
only if employees are themselves satisfied. Thenrhasiness of the bank is to satisfy customers
and only asatisfied employee is capable of delngethe quality service expected by customers.
House journals are the key tools of employeesioglat(redid, 2010:232)

* Relation with customers

A bank customer is broadly defined as apotenti@rauof banks service. Ensuring his/her
satisfaction is of paramount importance to a banKére concept of customer satisfaction,
therefore, has gained renewed emphasis in thergrdag context.

Today, customer awareness grown and therefore atgegnore demanding. The mass media, the
consumerism and media exposure have raised thés lefeexpectations and this trend will
continue. In the current scenario when banks have httle difference in interest rate, the only

differentiation and most powerful weapon they h&seustomer service. A customer evaluates
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the bank on the basis of his/her past experiengaremess and above all his/her perception of
the banks service quality (reddi, 2010:233)

* Service survey

Customer service is an important arm in the pubdilations exercise of any bank. public
relations in terms of customer service is perforogarollowed by recognition. If the bank staff
and authorities do not perform, then its negatimage will be built rather than a positive image
(Reddi, 2010: 2010:235)

* Media relations

Since media is the conduit of reaching publicshef bank, public relations is expected to create
and maintain good media relations for getting taverage in both print and electronic media.
Tactics, such as press kit, press conference, paat®graph, press discussions are utilized for
getting good coverage of banks activities, and aksaching the target audience (Reddi,
(2010:235)

2.11 Challenges of Public Relations

As Weiner, (2006:21-29) discussed; public relatitates numerous challenges on a number of
different levels. From within the organization, pakrelation budgets have always been given
great scrutiny-meaning, kept as small as feasibtesametimes smaller and yet the expectation
is that public relation will provide areturn on estment for every dollar spent. Public relation is
under pressure to deal effectively with the proéifeon of new media and new media categories
and globalization. Finally, from within the publielations profession places obstacles in its own
path, such as loosely defined professional stasdgeherally inadequate levels of professional

education and talent development.
Internal Challenges

The internal challenges include conventional mankigetvisdom that often boxes public relation
efforts into old formulas, constrictions of fundirend resource, and uncontrollability of

information.
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» Conventional Marketing Wisdom

Conventional marketing wisdom often keeps publiatien on periphery (side-line). Within

most organizations, public relation is regardedyiat for interacting with the media, writing

and distributing press releases, and helping va#tisl events, but not much else. However, the
sphere and potential of public relations is muchatgr than top management often perceives.
Whether it is raising awareness among prospecines labout a company’s being a desirable
place to work or Wall Street as being a worthwimlestment, or creating marketing momentum
to accelerate the scale of goods and servicesjcprédation is capable of some very heavy

lifting.
* Resource and Funding

Generally speaking, one of public relations keydfigs is that it is intrinsically less costly than
advertising. Public relation requires no money-baffkrs and no media buys, so even its most
ardent practitioners want it to have a smaller leadghat being the case, it would be unrealistic
to expect that public relation would ever have shene budget as advertising. But still, even as
marketers being to recognize public relations ] public relations is grossly under funded
when compared to other marketing forms. to propddliver consistent and effective public

relations results, public relation programs musptmperly funded.
External Challenges

Public relations practitioners also face greatdemal challenges than ever before, including
back of control of the media, greater media attentd corporate behavior, and the risk of new

forms of media, especially on the internet.
2.12 Measuring the Effectiveness of Public Relation

According to (belch, 2004:577), to determine if ghéblic relations program is working the firm
must measure the effectiveness of the public oxagifort as with the other promotional relation
elements. It is important to evaluate the effectess of the public relation effort. In addition to
determine the contribution of this program elemenattaining communications objectives, the

evaluation offers other merits.

18



» It tells management what has been achieved thoullicactivities.

e It provides management with a way to measure pubdlations achievement

quantitatively

* It gives management away to judge the quality dflipurelations achievements and
activities Simon in (belch;2004:578) suggests aolail means for accomplishing this

evaluation process, including the following:

» Personal observation and reaction- personal obsenand evaluation by ones superiors

should occur at all levels of the organizations.

» Matching objectives and results- specific objedivdesigned to attain the overall

communications objectives should be related taastiactivites or media coverage.

* The team approach- one way of evaluating publiatiat activities especially in internal
public is the degree that results from public iel& in creating term approach to meet

the overall objective of an organization.
Therefore by doing the above others the companyree effective public relation activities.
2.13 Evaluating Public Relation Effectiveness

One approach to measuring the effectiveness oigitybased on public relation is to count the
number of exposures in the media to determine wietdases are published in print media and
how often, an organization can hire a clipping gerva firm that clip and sends news releases to
client companies. To measure the effectivenessle¥ision coverage , affirm can enclose a card
with its publicity releases, requesting that tHewusion station record it is name and dates when
the news items is broad cat (pride, 2005:480).

The evaluation step in public relation programgsemtial. It permits the practitioner to assess
the effectiveness of the effort, demonstrate tfffacBveness to management and plan for future
efforts. It also gives an opportunity to adjustitscwhile the campaign is progress all this means

that competent evaluation demonstrates the valpeilafc relations to management.
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Evaluation techniqgues may include impact analysisjience coverage, audience response,

campaign impact, and environmental assessment.
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CHAPTER THREE

DATA ANALYSIS, INTERPRETATION, AND PRESENTATION

This chapter of the study deals with presentat@oalysis, and interpretation of data’s obtained
from sample respondents of bank of Abyssinia custsrby the means of questionnaire. A total
of 150 questionnaires were distributed to customieosvever, out of the 150 customers Only
130(86%) of them cooperated in filling and retugnihe questionnaire the rest 20(10%) were

not able to give their response
3.1. General characteristics of the respondent

Table 1 respondents Background of information

No Item No of respondents Percentage %
1 | Gender
Male 80 62
Female 50 38
Total 130 100
2 | Age
18-25 22 17
26-33 45 35
34-41 36 28
42-49 27 20
Above 50 - -
Total 130 100
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3 Educational level

12" complete 19 15
Certificate 24 18
Diploma 30 23
First degreed 42 32
Master and above 15 12
Total 130 100

4 | Occupation

Student 13 10
Government employees 45 35
Retired 20 15
Merchant 52 40
Total 130 100

The data shown in the above table shows backgrotimdspondents, 80(62%) of respondents
are male, 50(38%) of respondents are female. Haows that most of the company’s customers
are male. In terms of age indicated in item 2 ef $hme table the majority of the respondents,
45(35%) are in the range 26-33, 22(16%) are irrdhge 18-25, 36(28%) are in the range 34-41,
the rest 27(20%) are above the age of 42-49. Tosvs most of the company’s customers are

adults.

Item 3 of table 1 shows educational level of resigons. From the total respondents 42(32%) are
first degree holders, 30(23%) are diploma hold24$18%) are certificate holders, 19(15%) are
12" complete, the rest 15(12%) are master and abdvs.Shows that most of the company’s

customers have completed tertiary level of edunatio
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Item 4 of the same table shows occupation of redgais, 13(10%) of respondents are students
45(35%) of respondents are government employe€$52€) are retired; the majority 52(40%)
of respondents are merchants. This shows that ohtisé company users are merchants.

3.2. Analysis of questions directly related with tk study

Table 2 Company’s image

No Item No of Percentage
respondents | %

1 | How do you rate the level of the company’s imagehe
minds of customers?

Very high 27 21
High 52 40
Average 44 34
Low 7 5
Very low - -
Total 130 100

2 | How strong do you think the company works to creatd
maintain a favorable image in the minds of custa@mer

Very strong 16 12
Strong 44 34
Medium 64 49
Weak 6 5
Very weak - -
Total 130 100
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As it is shown in the above table, 52(40%) of resjsmts chose high, 44(34%) chose average,
27(21%) chose very high, and the rest 7(5%) choge legarding the company’s image in the
minds of customers. The majority of respondentsehagh only 5 respondents chose low, this

indicates the company’s strategy in positioningédl implemented.

In item 2 of the same table respondents were agkedte the strength of the company’s in
working to create and maintain a favorable imagéha minds of customers. The majority of
respondents, i.e. 44(34%) rated it as strong, B6jlrated it as very strong, 64(49%) rated it as
medium, and the rest 6(5%)chose low None of tepardents chose very low, which indicates
the company works to create and maintain a goodeénia the minds of its customers however
the effort exerted by the company’s public relatitmpartment is not up to the expectation of the

majority of its customers which have rated the ks medium.

In contrast to this the public relation departmerdnager of the company in the interview
session stated that the company strives to haveoa gelation with its customers and is

successful in doing so.
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Table 3 company’s public relation practice

No Item No of Percentage

respondents | %

1 How do you rate the company’s public relation gracin

comparison with competitors?

Very high 24 18
High 38 29
Average 58 45
Low 10 8
Very low - -
Total 130 100

2 How is the acceptance of the company’'s public imta

practice?

Very high 33 27
High 45 43
Average 35 26
Low 12 9
Very low - -
Total 130 100

As it is indicated in item 1 of the above table 8%] rated the company’s public relation

practice in comparison to competitors as low, 2%1&s very high, 38(29%) as high, the
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majority of respondents (58 in number, 45 in perceated the company’s public relation

practice as average. Not only the majority respotelehose average but also most of the
respondents chose average and above, only 10(886g ¢w. This indicates that the company
has a competitive advantage over its competitod ianbeing noticed and appreciated by

customers.

Item 2 of the same table shows how customers rtedcceptance of the company’s public
relation practice, out of the total respondent233¢) rated it as very high, 45(43%) rated it as
high 35(26%) rated it as average, 12(9%) rated lbw. The majority of respondents chose high

indicating the company’s public relation departmisreffectively carrying out its duties.

The public relation manager was asked to expresscémpany’s public relation practice in
comparison to competitors; he indicated the pubiitation department uses different

mechanisms that allow the company to be upfrotiténindustry and is successful in doing so.

Table 4 Communication strategy

No Item No of Percentage

respondents | %

1 How do you rate the company's effort in maki

information available for customers?

Very high 22 17
High 30 23
Average 56 43
Low 14 11
Very low 8 6
Total 130 100
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2 The company works to create a common understandihg

the public.

Strongly agree 22 17
Agree 36 28
Neutral 27 21
Disagree 31 24
Strongly disagree 14 10
Total 130 100

As it is indicated in item 1 of table 3, 56(43%3pendents rated the company’s effort in making
information available for customers as average23%) rated it as high, 22(17%) as very high,
and the rest 14(11%) and 8(6%) rated the effolbwsand very low respectively. This indicates
the company’s effort in availing information forstamers is at an average level; however, there

are also those respondents who chose low and e@ryhich indicates there is communication

gap between the company and its customer.

Item 2 of the same table shows that from the tmapondents, 31(24%) disagreed, 36(28%)
agreed, 27(21%) chose to be neutral, 22(17%) ag®edgly, and the rest 14(10%) disagrees
strongly to the statement “the company works toaterea common understanding with the

public.” The majority of respondents disagreedhi statement. This implies the company usage

of different public relation tools is not up to tesired level.

In contrast in the interview conducted with the lpuibelation manager he stated the company

uses different public relation tools to create emown understanding with the public. This shows

the company is not aware of the gap that exists thi¢ public.

Table 5 handling comment
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No ltem No of Percentage
respondents | %
1 What is the extent of the company’s effort to add
customers comment and grievance and correctivergtti
Very high 23 18
High 34 26
Average 56 43
Low 12 9
Very low 5 4
Total 130 100
2 How do you see the company’s effort in working tet
feedback about its public relation practice frorstomers?
Very good 31 24
Good 51 39
Medium 34 26
Bad 11 9
Very bad 3 2
Total 130 100
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As it is shown in item 1 of table 5, the compangf®ort in addressing customers comment and
grievance and taking corrective action was ratedvexy high by 23(18%) of respondents,
34(26%) rated it as high, 12(9%) rated it as loy4%) rated it to be very low, whereas the
majority respondents (56 in number 43 in percestfd the effort as average. This indicates that
the company’s effort in addressing comment andvgriee and take corrective action is well
established since most of the respondents ratedaterage and above.

Item 2 of the same table shows customers respamskeocompany’s effort in working to get
feedback about its public relation practice fronstomers. Out of the total respondents only
11(9%) and 3(2%) chose bad and very bad, 34(26%9ecimedium, 31(24%) chose very good,
and the majority that is 51(39%) chose good ingicgthe company highly engages in gathering
feedback from customers which is an indicationaddypublic relation practice.

In the interview session held with the public nelatmanager of the company the manager
replied the company has a department called contpl@nagement which specifically operates

to collect and handle any comment or grievancestoater has about the company.

Table 6 Public relation tools

No ltem No of Percentage

respondents | %

1 | The company uses published materials as a meaisohg

information with customers?

Strongly agree 32 25
Agree 46 35
Neutral 39 30
Disagree 8 6
Strongly disagree 5 4

29



Total 130 100

2 | How do you rate the company’s level of participatio fund

raising?

Very high 26 20
High 37 28
Average 41 32
Low 15 12
Very low 11 8
Total 130 100

3 How do you rate the company’s effort to participate

sponsoring different events?

Very good 26 20
Good 39 30
Medium 54 42
Bad 11 8
Very bad - -
Total 130 100

As it is shown in item 1 of table 6, 32(25%) of tte¢al respondents strongly agrees, 46(35%)
respondents agrees, 39(30%) respondents chose toeltteal, 8(6%) respondents, 5(4%)
disagrees to the statement “the company uses padlisnaterials as a means of sharing

information with customers.” the majority of respemts specifically 49(36%) agreed to the
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statement indicating the company does indeed mag&eot published materials as a means of

sharing information.

Item 2 of the above table shows how respondents ridte company’s level of participation in
fund raising, out of the total respondents 26(208t2d it as very high, 37(28%) rated it as high,
41(32%) rated it as average, 15(12%) rated as 14\{8%) rated it as very low. The majority of
respondents rated it as average; in comparing tihear of respondents that chose below and
above average, respondents that above average ttakd®n share indicating the company

usually participates in fund raising.

Iltem 3 of the same table shows how customers hategl the company’s past experience in
sponsoring different events. The majority of respents (39 in number and 30 in percent) rated
it as good, the rest 26(20%) and 54(42%) rated weaxy good and medium respectively. This
indicates that the company highly uses sponsoeshgpmeans of reaching its target customers.

In addition to this the public relation departmergnager has emphasized that the company uses
different public relation tools such as fund ragsirpublication, press release, speeches,
sponsorship, and the likes. He further underlinbdt tthe company mostly engages in

sponsorship.

Table 7 Company relation with society

No Item Number of | Percentage

respondents | %

1 The company has good relationship with the society.

Strongly agree 27 21
Agree 34 26
Neutral 56 43
Disagree 13 10

Strongly disagree - -
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Total 130 100

2 What is the level of the company’s effort in bemgart of

social activities?

Very high 24 18
High 37 28
Average 51 40
Low 18 14
Very low - -
Total 130 100

As it is shown in item 1 of the above table, 27(2E4grees strongly, 34(26%) agrees, 56(43%)
Chose to be neutral, 13(10%) disagrees to thens¢mte“the company has a good relationship
with the society.” Even though the majority chosdé neutral respondents that agreed indicates
that the company is effective in creating a goddti@nship with the society.

Item 2 of the same table shows how customers tatedompany level of effort in being a part
of different social activities. Out of 130 respontie 24(18%) rated it as very high, 37(28%)
rated it as high, 51(40%) as average the rest ¥8)tdspondents rated it as low. The majority of
respondents rated the company’'s effort as averadbe shows that customers expect the

corporation to enhance its participation in soa@lvities.
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Table 8 handling problem

No ltem No of Percentage
respondents | %
1 Have you ever faced a problem regarding the conipe
public relation practice?
Yes 71 55
No 59 45
Total 130 100
2 If your response to the above question is “yes” il
inform the company?
Yes 49 69
No 22 31
Total 71 100
3 If you answered “yes” for the above question host f#id
the corporation gave you solution?
Very fast - -
Fast 16 33
Average 29 59
Slow 4 8
Very slow - -
Total 49 100
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As it is shown in item 1 of the above table, 71(958h respondents have faced a problem
regarding the company’s public relation practite, rest 59(45%) of respondents have faced a
problem. The majority of respondents have facedoalpm. This implies the company’s public

relation practice and customers’ expectation ismtite same page.

In item 2 of the same table respondents who hadeaharoblem were asked whether they have
informed the company or not. Out of 71 respondd®$9%) choose “yes”,22(31%) choose
“no”. the majority of respondents choose yes whiahicates the company welcomes customers

comment,

In item 3 of the same table, those respondents kdwe informed the company about the
problem they faced were further asked how fast teempany gave them

solution.accordingly,16(33%) of respondents reatisolution fast, ware as the majority
29(59%) received solution at an average speed landest 4(8%) received slow solution. This

indicates the corporation speed in giving solut®at an average level
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CHAPTER 4

SUMMARY CONCLUSION AND RECOMMENDATION

This chapter of the study deals with summary, amioh, and recommendation. The findings
stated in chapter 3 are summarized and based suthenary made conclusion is driven; last but

not least possible recommendation is given.

4.1. Summary

In this section of the chapter major implicationiscdssed in previous chapter about the public

relation practice of bank Of Abyssinia is summadize

* In relation to background of respondents, the nitgjof them may covering (62%)of the
total respondents based on age, the majority(35%egondents are in age range of 26-
33. regarding educational background the majod® ih number 32 in percent) first

degree holders. 40% of the respondents are meschan

* Image the company has in the minds of customehgyls as rated by (40%) of the total
respondents. however the company’s efforts to raginthis favorable image is at a

medium level rated by (49%) of the respondents.

» The company’s public relation practice was evaldatmsed on two questioners.
according to (45%) of respondents the company'dipudlations practice in comparison
with compotators is at an average level. as foatteeptance of the company’s practice it

is at a high level rated by(43%) of the respondents

 The company's effort in making information avaikbls at an average level rated
by(43%) of the respondents. Similarly the compareéiert in addressing customers

comment and grievance is as a same level rate@%)(df respondents.

* The research finding also shows the company’s uségelblic relation tools like trade
fairs, sponsorship is rated at a medium and higél leespectively. The company relation
with the society was related based on being agfatcial activates is at an average level

as rated by(38%) of the social respondents.

Generally the overall public relation practice loé tcompany is at an average level rated

by most of the respondents in different questiomsaiith different approach.
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4.2. Conclusion
In this Particular section of the study concludioe overall study is presented below.

 From the findings of the research it can be corefuthat most of the company’s

customers are well educated and run their own kasifmerchants).

* Image the company in the mind of customers is highwever the company’s effort is to

maintain this image is not as fruitful as it shobtd
* The company’s public relation acceptance is high.

* Another conclusion that can be drawn from the stigdyhat the company’s public

relation practice is medium compare to other coitipetcompany’s.

 The company’s is not using sufficient tools in nmekinformation available as well as

create ongoing relationship with the public.

 The company’s public relation department partiégpatin social activity was rated by
most of the respondents as having an average [Eelconclusion is that the company

does not participate in social activates up todiegred level.

» The research also shows there is a gap betweetothpany’s actual performance and

customer’s expectation of the public relation prect
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4.3. Recommendations

» The company should strive to maintain the favorabilage it has by making a detalil
analysis of its public relation practices actuatf@enance and the expectation of its

customers and keep up with their expectation.

» The company should make enhancement in its oveudlic relation practice because in
a growing competitive industry change inevitableigoorder to stay in business the
company should make use of different techniques aadte a competitive advantage

over its competitions.

» As indicated by different authors participationsiocial activity is a vital public relation
tool that could allow a company to have a goodtieiahip as well as create a favorable
image. In the case of bank of Abyssinia, particgratn social activities is not up to the

desired level. The company should engage in manelsactivities that it currently does.

* The company should make use of sufficient commtioicaools to keep the external
public up to date in new information’s about thenpany like media relation, which can
be used by public relation department to createraathtain a two way communication
with the public.

» The company should give more attention in creatirgpmmon understanding with the

external public and make sure an ongoing relatipnisas been established
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ST, MARYS UNIVERSTY
FACULTY OF BUSINESS
DEPARTMENT OF MARKETING MANAGEMENT
APPENDEIX |
Questionnaire to be filled by customers

This questionnaire is prepared by a prospect gtadstadent of St, Mary’s university in the field
of marketing management for the partial fulfilmerta senior essay in order to assess the public
relation practice and its challenges of BANK OF Yaunswer will be concrete base for this
student’s research paper. Please fill all answdicd&edly and honestly just by talking a few
minutes of out of your precious time. All informati you provide to this study will be kept

strictly confidential thank you in advance forifig this questionnaire
General direction
* No need to write your name
« Please put 4 “mark on the boxes that mostly explains youmaers
» Please write short and precise answer or additiopiaions if any, in the space provided
» General questions
» Personal information
+  Sex A) Male[ ] B) Fale] ]
* Age A)18-25 ] B)-38 [ ] C) 34-41 ]

D) 42-40 ] E) Above 50[ ]

* Educational back ground

38



« 12" complete[ ] B) certifical’_|  C)diploma [_] Df'tegree[ |
D) master and aboy[ ]

» Occupation
« Student [ ] B)Government Employ{ | C)retired [ ] D)merchar ]
If it is other than this please specCify...........cccooiiiiimee i,

Questions Directly Related to the Study

VH- Very High H- High A- Average L- Low VL- Very Lo w

Company’s Image

Item No Description VH H A L VL

1 How do you rate the level ¢

the company’s image in th

minds of customers?
VS- Very Strong S- Strong M- Medium W- Weak VW- Very Weak

Item No Description VS S M W VW
2 How strong do you think th

company works to create ar
maintain a favorable imag

in the minds of customers?

Company’s Public Relation Practice

VH- Very High H- High A- Average L- Low VL- Very Lo w

Item No Description VH H A L VL

3 How do you rate the

company’s public relatior
practice in comparison wit

competitors?
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How is the acceptance of tl
company’s public relatior

practice?

Communication Strategy

Item No Description VH VL
5 How do you rate the
company’s effort in making
information available fo
customers?
Item No Description SA SD
6 The company works to crea
a common understandir
with the public.
Handling Comment
Item No Description VH VL
7 What is the extent of th

company’s effort to addres
customers comment ar
grievance and correctiv

action?

VG- Very Good G- Good M- Medium B- Bad VB- Very Bad
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Item No

Description

VG

VB

8

How do you see th
company’s effort in working
to get feedback about i
public relation practice fron

customers?

Public Relation Tools

Item No Description SA SD
9 The company uses publish

materials as a means

sharing information  with

customers?
Item No Description VH VL
10 How do you rate the

company’s level of

participation in fund raising?
Item No Description VG VB
11 How do you rate the

company’s effort ta
participate in  sponsorin

different events?
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Company Relation with Society

Item No Description SA A N D SD
12 The company has goc
relationship with the society
Handling Problem
Item No Description Yes No
13 Have you ever faced
problem  regarding th
company’s public relatior
practice?
14 If your response to the abo
question is “yes” did yol
inform the company?
VF- Very Fast F- Fast A- Average S- Slow VS- Veryl8w
Item No Description VF F A S VS
15 If you answered “yes” for th
above question how fast d
the corporation gave Yo
solution?
Item No Description VH H N L VL
16 How do you rate the
compliant handling
mechanism of the company
17, other suggestions on the public relation pecactiof the bank (if any)

42




PLOAT ICe,PRLAOC A
LHr a $hat
MCht? N M ForF FPVCT hEA

NMALTFORPA AAC AT AOTS LTQAFT ¢ 7PA oo ¢

ey ameP C+HOPE® NPLO+t TICLI LOCAT DAY ?9ChLT 99 6 av?+
Favg. g 4G @ avavl P TG al B AaA NN ALPT h? eemed AN PCALT D AP
A9C A7 %0T¢ 2PCT 90 LYL avdhFd: @ PG+ avy Qoo TPVC TP T @ :

PACAY® 9ANT €21+ A TPS+k h&+F Ga+Péh A78A® Na»] T HAN oome &7
Ntaaat A79P Pk N FV+S AmePAv: : 990 mt 28 A T7 % eml PA: @ O
LHPT A+ LYTT oML P AavavA + € PLE AAPF NP L9P NAN haa G A uv: :

T4 a (Lf

e Y77 ool NYIPANTF LHh APPTT AG AR AP PTFT apd(
ALmNP NP+ I°: ¢

e @AQ NNl LHE YT @O T Y PAhT £ aPPme

* Ft¥é AQNTLPe T NALT QOT omid AL QT hAOTELPF avh ey
NFPTF PAGG: :

hea lmbaa o2 s

1.1 f2 v.07® AL oF
12 A g9 v.h18-25 A . h26-33 h.h 34-41
ao, n 42-49 w.h5004e
13 ¢+PvCt LeH v.10/12¢ mG + ¢ A.acteht
h. 8T 9] av, @ avf avs P £ ¢

43



w. T FCh AT g NAg

14 eacuvid 0.1+ A.RaTAAT A &TT h.md F
¢ oM/ av. 1 D&,

heédA 2h PG+ 2C T2+ PAFO- PP 2 PTF

Ah-aqPh & +F h-hetd a-aoy N A § H-HP+T AH-0OPHP+T

PECERIXS

+ ¢ T E q mge het+d awhhAad | He+ | Q@
h& g HP+F
+ &
1 PLCEERTRT
NeT0N%TF hes
7T LUVANT O
Am-0M®m?é m-m?haeé ao -avn A § L -2hao ne -qmgv
Lo
+ & T E n mge m7h e awhhAd | Lhel [ Amg Lo
m7 ¢
2 LCEENLTNTE
Ag P18
A e mC 9

Al m0P AP A
PADT & AT &T

2 avl ' F i

PeECEEPCUYUHNAT R+ A

Ah-aqPh&+F h-hetd a-aoy N A § H-HP+T AH-0OPHP+T

44



+ .t

T

a age
h&
+ 5

h&+7

ahh g

He+T

n mge
He+7

P &CEET CUNN
Q7% QG
htehhg &C T
A7%C h7&T

£ avt 'k J i

PeCEEPUNAN
7Rt A P
PUA tPORY
At o

PLCEEeATFI T ANT

+ ¢

TLeE

a mge
he+s

het+s

ahh g

HP+G

n mg
e+ 5

LCFEANLTNDE
al E A TP LN
e RCT @Y Tt
A7 &T & FA

+ ¢

T

n mge
A 0 990 U

h 0 7770

TA0MTT

hoh
g go

n mge
A A QTP

LCEENVNL AN
ahhd ¢ P

a9 00+ A7 %4 mC
eLCOA

PLCEEAONTLe T APANA

+ ¢

TLeE

n mge
het+s

het+s

Ay

HP+G

n mge
HP+G

LCPEALTONTT
P> hq

45




AQ+ge Tt 97
PUA AT &0 MA

ar-am

A A T-T¢

am-ahha g

v - aop ¢

nav-(Q

Mmge avp

+ ¢

TLeE

P eCcRET
NAAco e UNHN
A7 O &
he7n%®F At
A 9997+

¢ TN @7 0 &
hA7&T £ A

n P 74

¢

ahhAg

He+E | Q@9

HP+G

PeLCEERPUHNATTIF O hQY AT

+ ¢

Te ¢

n mge
A 0 T4 U

A 0 7970

1T00TT

ANONTT | Q0 mP

aqgo hah aqagge

&C Pk P Y tavt
0 ePET
he70%E 2C
avl &7 A av) ¢t
2 me 0 >4

+ ¢

T

n mge
h&+s

het+s

ahh A g

He+5 | QP

He+T

10

LCPENTTHA
Ta a0
TCALPTF AL
PA@tatE Y
SUA T O

46




+ & Te® 0 M 74 T4 amnhag PR n mye
ap
11 P &CEERCTALS
TP
AZ7T0C ¢TI
tate 7 PUA
1 @
LCEENUANLFTAMPC LADNT T F
+ .k TeE n mye AONTI9A |1 AATE  AAOTT | Q@
AOMT9N U | v aqygo A & O T999P
12 &C Pk
hvastanpc
T¢I AR T
A G o
P &CEERTIACTT ¢ a9 NP+
+ .k TP RPT h® hg
13 hecEEeviQ
q97TFT R 0 DG
AN+ePeH TaC
ADTPFA
14 ANART D TPE
@ANP AP WP
A £&C Bk
AOOPPA
Nd -Q@MP g My 4 -4M7 o-oohh AT H-PH1TEP (OH -Q@P ¢ H1P
.k TeE n mge 4. M7 amnnA g PHTE n mge
4. M7 PHT¢
15 AA LT o

T

47




apn AP
h i
LCEE
n 9%
LU
&7 T
avf\ (|
arftra

+ ¢

TLeE

n mg
he+g

he+s

ah h A g

HP+G

n mg
e+ 5

16

P &CPt
S AT

¢ aod 1
aat

h7 &t

2 al ' F i

170070 VHN 77T F 0 e AL T8 AO+E P+ haek

APPENDEIX I

ST, MARYS UNIVERSITY

DEPARTMENT OF MARKETING MANAGEMENT

INTERVIEW CHECK LIST TO BE FILLED BY PR MANAGER

48




Did the company strive to have a good relation wigltustomers?

How do you express the company’'s public relatioracpce in comparison to

competitors?
Did the company use different public relation tGols

1 Is there the any measurement that the company itakerder to listen customer

complaints?

* Which kind of public relation tools did the compaimse?
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ST, MARYS UNIVERSTY
FACULTY OF BUSINESS
DEPARTMENT OF MARKETING MANAGEMENT
APPENDEIX A

Questionnaire to be filled by customers

This questionnaire is prepared by a prospect gtaditadent of St, Mary’s university in the field

of marketing management for the partial fulfillmerta senior essay in order to assess the public

relation practice and its challenges of Bank of #digia. Your answer will be concrete base for

this student’s research paper. Please fill all @nsiedicatedly and honestly just by talking a few

minutes of out of your precious time. All informati you provide to this study will be kept

strictly confidential thank you in advance forifig this questionnaire

General direction

C.

No need to write your name
Please put 4 “mark on the boxes that mostly explains youmars
Please write short and precise answer or additigmiaions if any, in the space provided
General questions
Personal information
Sex A) Mald__] B) Fele [_]
Age A)18-20] B)-28 [ C) 34-41]
D) 42-4{ ] E) Above 50 ]

Educational back ground
A) 12" complete[ ] B) certificd__]  C)diplom{__] Df' tlegre{”_]
D) master and above__]

Occupation

A) Studentl_] B)Government Employd___]C)retired  [_] D)mercha_]

If it is other than this please specCify..........cccooiiiiiee i,



Questions Directly Related to the Study

VH- Very High H- High A- Average L- Low VL- Very Lo w

Company’s Image

Item No Description VH H A VL
1 How do you rate the level of
the company’s image in the
minds of customers?
VS- Very Strong S- Strong M- Medium W- Weak VW- Very Weak
Item No Description VS S M VW
2 How strong do you think the
company works to create and
maintain a favorable image
in the minds of customers?
Company’s Public Relation Practice
VH- Very High H- High A- Average L- Low VL- Very Lo w
Item No Description VH H A VL
3 How do vyou rate the
company’s public relation
practice in comparison with
competitors?
4 How is the acceptance of the

company’s public relatior

practice?

N




Communication Strategy

Item No Description VH H VL
5 How do vyou rate the

company’s effort in making

information available for

customers?
Iltem No Description SA A SD
6 The company works to credte

a common understanding

with the public.
Handling Comment
Item No Description VH H VL
7 What is the extent of the

company’s effort to address

customers comment and

grievance and corrective

action?
VG- Very Good G- Good M- Medium B- Bad VB- Very Bad
Item No Description VG G VB
8 How do you see the

company’s effort in working

to get feedback about its

public relation practice fron

customers?

—




Public Relation Tools

Item No Description SA SD
9 The company uses published

materials as a means [of

sharing information  with

customers?
ltem No Description VH VL
10 How do you rate the

company’s level of

participation in fund raising?
Item No Description VG VB
11 How do vyou rate the

company’s effort tQ

participate in  sponsoring

different events?
Company Relation with Society
Item No Description SA SD
12 The company has good

relationship with the society




Handling Problem

Item No Description Yes No
13 Have you ever faced |a
problem  regarding the
company’s public relation
practice?
14 If your response to the aboye
guestion is “yes” did you
inform the company?
VF- Very Fast F- Fast A- Average S- Slow VS- Veryl8w
Item No Description VF F A S VS
15 If you answered “yes” for the
above question how fast djd
the corporation gave you
solution?
Item No Description VH H N L VL
16 How do vyou rate the
compliant handling
mechanism of the companyp
17, other suggestions on the public relation pecactiof the bank (if any)
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APPENDEIX B
ST, MARYS UNIVERSITY
DEPARTMENT OF MARKETING MANAGEMENT

INTERVIEW CHECK LIST TO BE FILLED BY PR MANAGER

1. Did the company strive to have a good relation wgltustomers?

2. How do you express the company’'s public relatioracpce in comparison to

competitors?



. Did the company use different public relation tGols

. Is there the any measurement that the company itakerder to listen customer

complaints?

. Which kind of public relation tools did the compaumge?
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