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CHAPTER ONE
INTRODUCTION

1.1. Background of the Study

Public relation is a major mass promotion tool dhd best way to create effective
communication between the company and publics. Alieg to kotler (2003; 564)
public relation is the management function whichleates public attitudes, identifies the
public and procedures of an individual or organoratof action to learn public

understanding and acceptance.

Public relation plays a great role in facilitatitihge marketing activities of a business organization
(Cutlip, 2003: 603). Now a day public relation ceptchanges in top communication between
an organization and its publics and gathering mftion about the present situation of an

organization in the dynamic market that helps gating favorable image.

Public relation is creating belongingness and vgremployee’s cooperation, building good will
furthering mutual interest over coming public misception (Center, 2004; 403).According to
puri (2001, 405) public relation in public sectotterprises as they always remaining the public
eyes. The good things of enterprises are thus artablin the public admiration, whereas its
weaknesses always invite a lot of public criticisRublic relation can enlighten the people
regarding the many problems faced by the publitosemnd its contribution towards the national

economy.

Creating proper public relation is one of the vitéhctors that determine the
competitiveness of a specific organization and terem better image in the mind of both
internal and external customer. The importancehefrble of public relation in the service
sector is to develop commitment, motivation, andrat® among people to enable them to
function under different circumstances (Banik, 2388j. The bottom line of public relation
practice is in the results that come from puttihgdries and principles to work in a way
that benefits the organization issuing the paycheeid the society of which that

organization is apart (Allen, 2002:1).
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Public relation can be defined as the development maintenance of positive relationship

between organization and its publics. The developgmkaces the responsibility on the shoulder
of the organization and the word maintenance ifleatPR as ongoing and continues process
(Milner, 1995: 184).

The study was focused on the public relation aotiwiof AL-SAM plc which was established in
1999 E.C with a paid up capital of birr 20 millikemown as AL-SAM international private
limited company that was mainly engaged in impaowd distribution of consumer goods. AL-
SAM was established with much broader objectivesngbort-export domestic’s trade and
investment. This company has the major competgoch as Get As trades and Pet ram trading.
However AL-SAM is a leading company over its conifoes. AL-SAM is known with its major
brands, kiwi, eveready and energizer bad dry catlebies, S-26 infant formula, Colgate plan

olive, Bic pen, kanny full cream instant milk, aBe29 soap.

AL-SAM plc has uses some public relation toolshds the following public relation activities
such as website, employee relation program, predax@achers and press release practice. But,

the company has no well organized public relatiepatttments.

1.2. Statement of the Problem

According to Bahil (1994; 28) publielation solves systematic approach to solve problé IS

creating and understanding between the organizationthe target audience, with the objective

of building goodwill and good image.

Public relation practice is the planned and susthgeffort to establish and maintain goodwill and

mutual understanding between an organization anpliblics (Kumar and Mittal, 2002: 338).

A company has to understand the importance of Btdéters. A company’s very existence as a
business entity will be in jeopardy if these stakdhrs do not have positive perception of the
company (Kumar; 2006: 429)
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According to the interview made with AL-SAM PLC gdidorelation officer on how the company
uses public relation tools, the company has thewiahg public relation activities such as
website, employee relation programs, prepares hsvacand press release practices. But,
building good image and taking share from compegitequire effective public relation activities

and programs like attending public seminars, cdimggecommunity services, and social events.

The best public relation department spends timengeling to management to adopt positive
programs and to eliminate questionable practicethesmegative publicity does not arise in the
first place (Kotler; 2002: 605).

Therefore, the student researcher observe thaiotimpany has no well organized public relation
departments and also the company did not propgnyyamajor public relation tools such as
lobbying, sponsorship, attending public seminamjnseling, community service and social

events.
1.3. Basic Research Questions

1. What are the major public relation tools that tbenpany uses?
2. To what extent does the company participate inousrisocial activities to maintain a
favorable image?

3. How does the company evaluate the effectiveneis ptiblic relation practice?

1.4. Objective of the Study

1.4.1.General Objective
The general objective of this study is to assesgtiblic relation practice of AL-SAM PLC and

suggest ways to improve its public relation pratic

1.4.2.Specific Objective
The specific objectives of this study are the foilog

* To identify the major public relation practice thlé company uses.

* To investigate the participation and involvementh& company in social activities.
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* To identify methods of evaluation on the compamsblic relation practice.
1.5. Significance of the Study

The research result will serve the company to ifleiits problems that will trigger practical

actions that should be taken on the basis of teendtive solutions to be forwarded.

It will also serve as a source for other researthaswill undertake research on public relation

activities and related areas.

Apart from this, it will help the student reseanchéo link the theoretical knowledge with the

real life world.
1.6. Delimitation of the Study

The study is delimited to public relation of AL-SAMIc with its external audience. The
company has many selling centers but the subjéctad by this study was deeply investigated
on the head office. This is because the studeaareler believed that it can be the main place to
get original information. Also the study is deliedlt to the public relation practice of AL-SAM
plc which covers the year 2008 up to 2012.

1.7. Research Design and Methodology
1.7.1.Research Design

In order to answer the basic research questiosedaabove the student researcher has used
descriptive type of research method. According talhdtra (2007), descriptive research
primarily aims at gathering knowledge about desgimipand explanation of the objectives of the
study. The student researcher simply describeghings, events, and data that are collected

through questionnaires and interviews.
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1.7.2.Population and Sampling Techniques

The target populations of the study were publiatieh officer of AL-SAM plc and customers of

the company. Since it is difficult to know the eammber of customers, non probability
sampling approach specifically convenient (accidignsampling technique was used. In
reference to Malhotra’s (2007: 239) a sample sizel®0 respondents were taken as a

representative for customers of the company.
1.7.3. Types of Data to be collected

The student researcher used both primary and secpndiata. The primary data was
collected from customers and head of the compamublic relation officers. The
secondary data was gathered from reference boaltsrnet, previous researches, and

published or unpublished materials of the compasigted with the subject matter.
1.7.4. Methods of Data Collection

The student researcher used both open and closdandstions, and interview to collect
primary data. Questionnaires were distributed tet@oners while they are coming to the
company for service. Interview was conducted peafignwith the head of the public
relation officer. The secondary data was gathefedugh referring different text books,
internet, and published and unpublished data of dbmpany; related with the subject

matter.
1.7.5. Method of data Analysis

The data collected from respondents was analyzedubyg both qualitative and
guantitative techniques. The data obtained frorariiew with the public relation officer is
analyzed by using qualitative analysis method angresented in the form of paragraph.
The data collected from questionnaire is analyzgdifing quantitative techniques and is

presented using tabulation and percentage.
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1.8. Limitation of the Study

While conducting the study, the student researdiet experienced certain limitations.
Among others, the following are the major limitatg®o encountered by the student

researcher.

R/
°

Some respondents were not able to complete theiquesire.

3

*

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

respondents.

3

*

Monetary constraint.

°

Availability of information from the corporation’side.
1.9. Organization of the Study

The study is organized in four chapters; the fokapter is introduction which includes
background of the study, statement of the problleasjc research question, objective of the
study, significance of the study, delimitation (pep of the study, research design and
methodology and organization of the study. The sdcchapter deals with review of
related literature. The third chapter incorporatdata presentation, analysis, and
interpretation. Finally, the summary, conclusionadapossible recommendations is

presented on the fourth chapter.
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CHAPTER TWO
REVIEW OF RELATED LITRATURES

2.1. Overview of Public Relation

This portion of literature review gives emphasispaiblic relation historical background and will

try to vivid its functions.
2.1.1. Meaning and Definition of Public Relation

According to Banik, (2004: 5) public relation isetbstablishment of two way communication to
resolve conflict of interest and establishment oflerstanding bases on truth, knowledge, and
full information. From this perspective PR requiresecution of communication program
designed to bring public acceptance and commonrstasteling. Further, Banik stated that PR is
the skilled communication of ideas t o identifyterpret policies and programs of organization
with the objective to establish a bridge of undmrding and good will between the organization
and the public’s. It aims at winning the good wailvarious constituents of the public. in doing
so it promotes a better climate for industrial ggddgher productivity and corporate discipline
and also at coving the credibility, performance aotkntial of the company’s image as well as
the image of its product or service.

Public relation can be defined as the development maintenance of positive relationship

between organization and its publics. The developmkaces the responsibility on the shoulder
of the organization and the word maintenance ifleatPR as ongoing and continues process
(Milner, 1995: 184).

In 1948 the council of the institute of public @ (IPR) considered it was necessary to agree
on a suitable definition of PR as i was understand practiced in the United Kingdom. The
result did not satisfy everyone but the IPR dafmnithas provided a basis for the development of
the profession in Britain. The institute definitisgthat PR practice is the deliberate, planned,
and sustained effort to establish and maintain atlutaderstanding between an organization and
its publics. (Black, 2004: 3)
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Black further described part of this definition whirequires most emphasis, the need for a
public relations program to be deliberately planrett sustained. Relationships between
individuals and between groups of people are furesdat and exist without any assistance from
PR practitioners. The function of PR practitioneyso develop and encourage attitudes and
behavior which will nurture the delicate plans afitoal understanding which assist their strong

and healthy growth.

Public relations are taken as one mix of promotonong five including advertising, sales
promotion, personal selling, and direct marketinglso taken as a tool to facilitate marketing
activities of an organization. Public relation isfided as the management function which
evaluates public attitudes, identifies the poli@esl procedures of an individual or organization
with the public interests, and executes a progréaraction to earn public understanding and
acceptance (Belch, 2005: 477).

Public relation is abroad set of communication $faised to create and maintain favorable
relationships between an organization and its pubdn organization communicate with

different stake holders, both internal, and exteraad public relation efforts can be directed
towards any and all of those, firm stake holdehg® media, educators, potential investors,

government officials and society in general, (p20©5:477).
2.1.2. History of Public Relation

According to Banik, (2004: 10) public relation imetpast has been practiced as an information
and publicity tool of the government, he also diearategorized the phases of history; he
explained that public relation in the past has bamicticed as an information and publicity tool
of government. Further, he clearly categorizedpghases based on Indian history as the era of

propaganda, the era of publicity and the moderdipudation.

These three phases have their definite common tigethe phases of propaganda techniques
was used to preserve the government rule and keegeaon their enemies, the era of publicity
relation facilitates the availability of informatioto the public at large, the modern public
relation on the other hand is becoming an integaat of management process in the business

activity. It establishes credibility, become a wac resource to the management unlike any
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other profession, modern public relation demandgh klegree of ethical conduct, credibility,

knowledge and creativity.
2.1.3. Advantages of Public Relation
According to Belch, (2006: 577) some of the advgataf public relation are;

v" Credibility: because of public relations communication are ®eoteived in the same
light as advertising. That is, the public does meatlize the organization either directly or
indirectly paid for them-they tend to have moreddodity .the fact that the media are not
being compensated for providing the information mead receivers to consider the news
more truthful and credible.

v' Cost: in both absolute and relative terms, the cost wflip relations is very low.
Especially when the possible effects are considevédile a firm can employ public
relation agencies and spend millions of dollargahlic relation, for smaller companies
this form of communication may be most available.

v Avoidance of Culture: because of being perceived as news items. Puiltion
messages are not subject to the culture of adesréint. A story regarding a new product
introduction or break through is treated as a niéavs and is likely to receive attention.

v Lead Generation: information about technological innovations, maetlic
breakthrough, and the like results almost immetjiatea multitude of inquiries. These
inquiries may give the firm some quality sales kad

v Ability to Reach Specific Groups:because some products appeal to only small
market segments, it is not feasible to engage weréiding and /or promotions to reach
them. if the firm does not have the financial caliiss to engage in promotional
expenditures, the best way to communicate to thesgps is through public relation

v Image Building: effective public relation helps to develop a pesitimage for the

organization. A strong image in on insurance agdatsr misfortunes.
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2.1.4. Aims and Objective of Public Relation

The man objectives of PR is creating and maintgiminfavorable image as well as good
communication with the public. According to bla&004: 18) the practical application of public

relation can be summarized under three main hesding

> Positive steps to achieve good will: this consists in arousing and maintaining
good will and public interest in the activities afi organization in order to facilitate the
successful operation and expansion of those aesvit

> Action to safeguard reputation: -it is equally important to look inward are the
organizations and to eliminate customers and megtiwvhich, though legitimate, are
likely to offend public opinion or to interfere wimutual understanding.

» Internal relationships: - using public relation techniques internally in@uer that

the staff and employees of the organization shallebcouraged to identify their own

interest with those of the management.

2.1.5. Role and Benefits of Public Relation

2.1.5.1. Role of Public Relation

With the privatization of public sector, the respiility of communicators and public relation
practitioners become much more challenging. Thesetia now satisfy diverse sections of the
public to achieve the desired objectives; as theesef monopoly and government legacy slowly
vanishes public relation and communicators shoakk tcare of this changing trend both
internally as well as externally the confidence abhpeople response in a government owned
organization is quite different from what they fdel a private organization. To engineer
confidence; a company’s affaires have to be peopknted. The professional communicators
have to deal with this changed situation not jughwhe outside world but also within the
organization, there will be resistance to this expe change and the public relation and
communicators have to help their management tocomee such resistance to change. The

changes in the process are:
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v People at Large: Creating a favorable image all the time under thanged

situation is the new job of public relation practiters and communicators as the
company may have to raise new capital from the starkhe image of the company is
vital for the people at large and creating this gmathus becomes the communicator’s
job.

v' Employees:With government control being reduced from 100%, tcompany will no
longer be treated as an extended arm. Its empldgess the avenue of unit petition in a
high court. They will have to resort to just théda courts. Communicators will have to
create a favorable opinion to this change.

v Shareholders: When the companies are quoted on the stock exchamge more
parameter to assess their performance is avaidiaie=holders who are large in number
will question any action of the management affertime performance of the company on
the stock exchange. Communicators will have to déxy careful about press statements

and will also have to be well prepared to deal witheral public opinion.
2.1.5.2. Benefit of Public Relation

The modern management of any business has to dnésparticipation and support of its
workers to realize its objectives, winning confiderand trust of its shareholders, clients and the
public at large, thereby fulfilling its social obgétions. Therefore, in the modern management
public relation is the total communication activity the organization to achieve its planned
objectives. It is today accepted as a managemenrttifun in the formulation of policy and
decision making. It is the way in which an orgatima makes and keeps contact with those who
affect its life and growth. The skilful managemetpublic relation reinforces the growth and
developmental process of an organization. It ihia context that more and more attention is

being given to effective use and application oflgutelation for the growth of an organization.

Public relation is an indispensable tool in todayianagement of both public and private sector
organizations. With the tremendous growth of bussnand commerce, the need for public
relation has assumed a new meaning. In every fwgbther it is a public, or a private sector

organization, an educational institution or a gaweent department there is a need for public
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relations. Indeed it is an essential service taybaly that has ideas, products, services, or a
cause to promote. (Banik, 2004: 158).

2.1.6. Functions of Public Relation

Public relation target; is to create a conductiverkwenvironment for the company, and
implementing programs to meet organizations ohjestiby maintaining sustainable image,
bringing the gap between customers, employees,listppstockholders, government labor

groups, presses, citizens, action group and thergegroup (Blech, 2004:95)

According to kotler (2006:425) Public relation depzent may perform any or all of the

following functions.

« Press Relation /press agencyreating and placing the news worthy information in
the media to attract attention of the audience.

« Investor Relation: maintaining relationship with shareholders and wthi the
financial community.

« Development:Public relation with donors or members of not-foofit organizations
to gain financial or voluntary support.

« Counseling: spends time counseling top management to adopiy@program and to
eliminate questionable practices so that negatiNdigity doesn’t rises in the first place.

« Lobbing: building and maintaining selection with legislatord government officials
to influence legislation and regulation.

« Product or Service Publicity: publicizing specific products.

2.2. Major Tools of Public Relation

For the sake of communicating with customers ofdgémeeral public there are different tools a

company's public relation department uses.

The following are some of the major tools (Miln2§04: 149).

19|Page



Publications: companies rely extensively on published materi@sreach and
influence their target markets these include anmebrt, broachers, articles, company
newsletters and magazines and audio visual material

Events: companies can draw attention to new products leeroatompany activities by
arranging special events and competitions and @llgponsorships that will reach the
target public.

News: one of the major tasks of public relation professls is to find or create
favorable news generation requires skill in devielgpstory concept, researching and
writing it and writing a press release but the pubtlation person skill must go beyond
from preparing news stories to getting medial toeat press releases and attend press
conferences, which call for marketing and interpeas skill.

Speeches:are also tools that can create product and compaijicity. Company
executives must give speeches from time to timgiwa tasks at the trade associations or
sales meeting but these events can either bulbdidithe company’s image.

Corporate Identity: immediately recognizable logos, stationary, breashsigns,
business forms, business card, buildings, unifoand,company vehicles can help create
a corporate identity.

House Journal: House journal is an office publication of an orgaation; it serves as

a vehicle of communication among the various mesiwércompany. The journal is
published at a regular interval, that is, weeklfestnightlies, monthlies, bio-monthlies,

and quarterlies.

Radio and Television: There are two main categories of electronic media,

Television, and radio. Television is the most ipfitial media in terms creating an impact
on a larger audience because it caches both tharelyear appeal. Radio as a medium of
mass communication is one which carries the mesasagend the world in the shortest
possible time.

Sponsorship: the public relations aspects of sponsorship arewit®. There are
different ways of sponsorship. The public relatidepartment evaluates the sponsor ship
costs with its result. The result must focus ordmg favorable relation with customers

and to build customer base for the products oriees\wof organization.
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* Press releaseone of the most important public is press to bedusg the press,
information must be factual, true and of interesthite medium as well as to its audience.
The source of the press release can do certaigsthmnimprove the likely hood that the

news will be disseminated.

e Customer service and educationhelping and teaching the customers are public
relation tools which lubricate sales people wilylihings they understand appreciate and
can associate with. The public relation departmmeuast work effectively in customer
service and educating them continuously becauderoess have different options in the

market place and they usually relay on the produservice that have understand.
2.3. Social Responsibility and Public Relation

The emergence of public relation as a disciplinenahagement gathered momentum every since
there was awareness in business about its socspomsibility. The importance of
communication in establishing rapport with vari@estions of the people within and outside the
organization has been long acknowledged befordulseess organizations came into existence.
Today business cannot be viewed as an activitysahation. It is part and parcel of our life
irrespective of what the profession, vocation, amdcation may be. It is the sub -system of the
state, nation, and the global activity. Therefaréas to interact constantly with various organs
of our society in order to fulfill its business ebjives. It is equally important for business to be

concerned about what is happening around it iraggoolitical, and technological fronts.

In rapidly changing business markets, the most @titiyee business are increasingly proving to
be those which are responsive to the rising expientaf the stake holders in the communities in
which they do business. In this environment itgglass for a company to claim being a "good
corporate citizen" unless it is prepared to acdbet needs of the total corporate social
responsibility. Social responsibility must be builtto the management structure and operation
of the company. to adopt an approach towards catpa@ocial responsibility requires a major
effort especially on the part of top managers wbb anly have to take in inculcating social
responsibility into daily work routines, but alsmrhake sure they are seen doing so. A business
reputation as a good corporate citizen has to berébponsibility of every employee. (Banik,
2004: 20).
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According to Banik, (2004: 21-23) the following atee major social responsibilities a business

entity should take in to consideration.

A.

Social Responsibility towards Customers

* To provide quality goods in adequate quantity @ tiight place at the right time and
reasonable price.

» Develop and design new products, product line adyct range keeping in mind
customers need, preference taste, color, choice etc

* To promptly attend to customer’'s suggestions angvgnces and explaining
company's point of view giving due respect to comrs suggestions and grievances.

* Customer should be educated through various mekia ddvertising, publicity,
personal selling, demonstration in exhibition diow the product qualities, quantity,
its usage, after sales service, warranty, pricdridution channels etc.

* The customer interest has to be always paramouwtgaren preference over the
interest of other publics while formulating compapolicy and procedures.

* The company should manage its affair efficientld affectively so as not to pass on
the burden of its inefficiency and wasteful expémai to the customers so that
customers could be given value worth for their nyone

* The proportionate benefit of any cost reductiomtegues such as value engineering,
technological development and chapter source ofmaterial, reduction in taxation

etc., should also be passed on to the customers.

. Social Responsibility towards Community

* The local community in the close vicinity of plamifice, factory etc. of company
should be treated as business associates.

» The company should carry on its business and comahexctivities in such a way so
as to cause least inconvenience to the community.

* The environment of the community should not onlypbetected but it should also be
developed for common benefit of company as wetiasmunity.

* The company should make its humble contributiommproving the quality of life

22| Page



of the community by providing medical, educationaiyic, social, and cultural
facilities.

e Community should be provided with opportunitiesstare the fruits of the business
of the company by getting employment, making sugspliof raw materials,
distribution of its finished products, and doingiwas contractual and allied jobs for
the company.

* The company should make optimum and discreet uskeohatural resource so that
the valuable resources could be conserved for lomge and ecology of the area is
also not distributed.

* The company should regularly interact with commyrand give them feedback
about their suggestions and grievances to estahtistdial and everlasting

relationship.
C. Social Responsibility towards Media

* The relationship should be built up on professiomdkeraction goodwill and
understanding, not by corrupting the media.

* Media has an inherent and moral right to informati®hey should be provided
information with the at most willingness, in detait the subject as and when they
approach.

* The company should regularly scan what is repaateslit it in the media and interact
with them by giving its version.

* The relationship with media is to be nurtured cwv@eriod of time forever and not for

a short while for any specific purpose.
D. Social Responsibility towards Action Groups

* To immediately respond to their communications irfrank and fair manner to
remove the causes of complaints.

» To take suggestion, views and advice from them ftone to time on the possible
changes likely to take place in to ascertain theiactions and to incorporate

appropriate changes if required.
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To give information to them on any subject relatitagcompany so as to build
confidence and trust between the two and avoightissibility of misunderstanding.
The company should adopt a democratic approachewtdaling with them as
representatives of the general public. The feedlgiodn by them is very precious
and should be immediately acted upon by the compantyis genuine and honest.

To maintain regular contact and dialogue with eftizaction groups so as to avoid any
cause of complaint/grievance.

Although they may be critical of the company orfuactioning, they should also be
treated as business associated of the companyephdve their genuine interest in
the company and its good name. They normally agdimt of view which is missed
out by the company inadvertently therefore; theews and suggestion should be

considered seriously and implemented as far aslpess
Social Responsibility towards the Generdbroup

Whatever is applicable to each of the above meeatigoublics is also collectively
applicable to the general public as a whole. howete following responsibilities
can be broadly mentioned:

The company should maintain regular channels ofneomcation with the public so
as to inform them about the latest position of dwmpany's functioning, its
performance, its growth and development plants etc.

The company should participate in various socialtucal, and sporting activities of
the public to be part of them and to develop betteferstanding and interaction with
them.

The company should educate the public about tights, duties and the kind of co-
operation the company expect from them to servesthreituality of purpose.

The company should always respect and immediatdly@a on the opinion and the
feedback given by the general public relating $pitoducts and services, functioning,
and performance, etc.

It should educate the public about their rightsgtdiand the kind of cooperation the
company expect from them to serve their mutualitgurpose.
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2.3.1. The Role of Participating on Social Event®f Public Relation Practice

According to knnete E. clow and Donald black (2@03) the company should determine the
key marketing objective to accomplish before becamnvolved in a particular events, when the
objective is to reward customers would be inteckste attending, objectives that are more
internally oriented, especially those designedabagnployees involved and boost morale, would

be met by findings events external members enj@anyntimes.

According to peter doyel (2002:272) achieving pesitcoverage the major role of in social

events are as follows:

= Achieving positive coverage in the Medias: helpsget news papers journals and
television to carry positive and persuasive staaigsut the company, it's product.
= Creating and rein forcing the corporate imagedesigns to communicate a visual
identity that the public immediately recognizes &els good about.
» Influencing specific target market segments: it banhighly community or to minority
groups, and:
0 Help the firms maintain its market share
o0 Build strong brand presence in the market share

o Creating product awareness and interests are afsbecthe major role
2.3.2. Public Relation Relevant Target Audiences

According to Belch, (2004: 569) the targets of pubélation efforts may vary with different
objectives for each. Some may be directly involiredelling a product; while others may affect

the firm in a different way for instance they migltn at stockholders.

According to Banik, (2004: 39) the need for pulktation was felt for winning goodwill of the
various constituents of the public due to of thewdang complexity of the modern industry.
Modern business too, with this social perspectistarted thinking in terms of its social
obligations and social sanctions - a sense of ttusociety in which it operates. Public relation,
therefore, is an effort to identify and interprelipies and programs of an organization with the

objective to establish a bridge of understanding goodwill between the organization and its
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publics.Banik further stated that an organization’s pubhla be classified in to two, internal and

external publics.

2.3.2.1 Internal Publics

The employees are the internal public of both mubhd private sector companies. They are
important because they participate in its operagaduction, and formulation of its ideas. For

creativity and productivity in an organization, @efequisite is harmony between the employees
and the management. Hence effective communicagbnden management and employees is of
great importance. The objective an internal comcation program should be the creation of an
atmosphere of understanding and merited suppaso-a@rdinate interchange of high moral and

efficiency (Banik, 2004: 39).

Banik further stated, any employee of an orgaroralikes to know about the achievements, new
developments, new facilities, and new managemetitimes and also about the opportunities
for him or herself for growth within the organizati Internal communication can help

information flow on such matters to happen systerally on a real time basis.

An organization’s internal image and the moralte tork force greatly depend on the flow of
communication. Organization which has successfidiynched a program for the flow of
information through internal communication has beesnded as modern and sympathetic. On
the other hand organizations which refuse to comacat with their internal constituents and
take them granted, fail to effectively handle thawfof internal communication, and on many
occasions are forced to face undesirable consega€Btack, 2002: 27).

2.3.2.2. External Publics

As the name indicates external public relationoisaerned with people outside the organization.
Since it is necessary to communicate with diffeigmoups of people in public relation, the target
population has to be defined by analyzing the Bduarelated to the program or problem it is
necessary to identify those groups of people torsomcate with them. It is very important to
carefully identify the people to reach them effeely otherwise it may be difficult to achieve the

desired objectives and results in undesirable apresees. For any target group be it
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government, business, industry, institution or eaemligious group there is no such thing as a
single population group (Banik, 2004: 40) further dtated the following examples of external

publics:
» Customers

Every public and private sector organization hasoivn set of publics to whom it sells its
product or service it is the endeavor of any orgation to draw the attention of its public
towards its ideas, products and services. In tesdeympetitive market customers option for
products or services that are known and have agemad are backed by quality and good after
sales service. Public opinion on such aspects tdmmagnored. In the long run unfavorable
opinions certainly affect sales. Public relatiom deelp in controlling and setting right some of
these opinions and help to solve problems genenatbtecting the company's reputation
concerning the company’s products or services ancongumers or users. No one can afford to
be unmindful of the opinion and attitudes of theogle concerning the organization. Public

relation therefore is used to build an image.
» Share Holders

The shareholders are very important public of theape sector companies. They are the real
owners of the company. Therefore a private seatgarozation cannot afford to be unmindful of

the interest of its shareholders.
» Opinion Leaders

This is altogether a new type of public in PR. Tiaglitional role of the opinion leaders is to be
the inspirer of the masses and also their teadhes.opinion leaders for example, not merely
inform and educate but also influence the publimiop. They play the role of the inspector of
public affairs and try to feed the man the inforimathe need to formulate his ideas. They are the
influence of the democratic right to freedom of eegsion and try to disclose as well as comment
on the matter of public interest. Ideally the fuostof the opinion leaders is to create public
opinion on matters of public interest and build ppblic confidence. They try to provide

information and create the climate and therebyuarite attitude. They help community
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decision-making by providing the facts that help thublic to arrive at their own decisions. In
this way opinion leaders mould public opinion. Thiyto do objective conclusion for the public
and thereby succeed in influencing public opiniBR must be very careful of the opinion and

attitudes of the opinion leaders concerning thegaaization.

» Media Relations

The media as we know it today is a modern institutA number of factors led to the emergence
of the media as a predominant feather of modeen Tiechnical invention facilitating mechanical
reproduction, the spread of literary the increasump of regional language affecting a
transformation in outlook grew in time to communé&and create public opinion. No matter
what the character of the government or the orgdioiz is, it cannot ignore the people. Every

government or organization is accountable to tHeipu

Media relation is a vital tool in public relatioA large amount of communication and public
relation are conducted through the media specthkypress. Business is always vulnerable to
attacks by the media. Media can often aggravatblgmts specially crisis. media must be kept
favorable. All efforts must be made to insure thiisategically. It takes years to build a good

image, but destroyed an image; it needs just évreports in the media.

Organizations cannot afford necessary reactionsdatdrtions. selective and in depth coverage
in what the organization must in at, produces tbgirdd results. The organization must be able
to live up to its clams and promises in media, otiee it can be in for further problems. Efforts

must be to build an image as well as to counteatinegpublicity.

Public relation people are the link between theanization and the media. Their success and
effectiveness depends own their ability to repretiem company in the media to its satisfaction.
Public relation is the catalyst that helps to brafput a change in the corporate image through
communication of appropriate information and thedrmeare channels or vices to communicate

with the target audience.

28| Page



» Public at Large

The term PR for public at large has three majorifiaations:-information given to the public,
attempts to modify attitudes and actions of an wigdion to response to the public and
ascertain and convey the relation of the publithtomanagement. Creating favorable image all
the time under the changed situation is the newgblPublic relation practitioners as the
company may have to raise new capital from the gtaikhe image of the company is vital for
the people at large and creating this image, tlegsine the communicator's job. Public relation
is an indispensable tool in today’s managementott Ipublic and private sector organizations.
with tremendous growth of business and commeraauincountry the need for external public
relation has assumed a new meaning.

» Community at large

An organization should regularly interact with tbemmunity and give them feedback about
their suggestions and grievance to establish doatd everlasting relationship. Today, the
relationship between corporations and the commusityvital issue in management of business
organizations. A company functions within a comntynits responsibility extends to giving
back something to the community, which can varynfiecal community well fare activity, to
large scale sustainable development programs fer kibtterment of lives of the people.
Companies have to consider the community as oris pfime target groups. The environment
of the community should not only be protected bwhiould be developed also for the common

benefit of company as well as community.

Community should be provided with opportunitiesstoare the fruits of the business of the
company by getting employment, making suppliesas¥ material, distribution of its finished
product and doing various contractual and allidasjéor the company. The company should
make its humble contribution in improving the gtalof life of the community by providing
medical, educational, civic, social, and culturatiities. The objective of public relation is to
help build the image of the company, as a goodaratp citizen, a good company to do business
with and a good company to work for.
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» Financial relations

The main target groups of a company in financiabligurelation are its shareholders and
investors. They have to be given information they entitled to have, and they have to be kept
interested in the company. Public relation musatdsth, maintain, and improve the company’s
image and reputation so that it can insure findrzgeking from the public and the financial

institutions.

With the growth of the economy and the businessjagament of financial promotions and
public relation have taken on a new dimension. @mgdions are making special efforts to
insure good will of their investors, financial itgtions and the rest of the financial community.
This is being done in the media ranging from anmeglorts to special brochures to audio-

visuals, video-films and even corporate advertisimthe press and television.
» Government

The owner ship of the public sector is vested whil government, which represents the people.
Public relation for the government involves molilg public support for government activities
to build relation with the government and also éfphfor the good of the community or society.
Public relation with the government involves kegpihe government politicians and bureaucrats

on company'’s favor.
2.4. Measuring Effectiveness of Public Relation

According to Belch, (2004: 592), it is important éwvaluate the effectiveness of the public
relation efforts. In addition to determining thentdbution of this program element to attaining

communication objective the evaluation offers othdvantages:

A. It tells management what has been achieved thrpufglc relation activities

B. It provides management with a way to measure pubétation achievements
guantitatively

C. It gives management a way to Judge the quality uflip relation achievements and

activities.
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Belch, further suggests the following additionalame for accomplishing this evaluation process.

« Personal Observation and Reactionpersonal observation and evaluation by

one's superiors should occur at all levels of tiyawization.

« Public Opinion and Survey: Research in the form of public opinions surveysy ma
be used to gather data to evaluate program g@ah@ient.

« Audits: Both internal and external audits may be used.riateaudits involve
evaluation by superiors or peers within the firmdetermine the performance of the
employee (or his or her programs). External audits conducted by consultants, the
client (in the case of a public relation agency)ofer parties outside the organization.

« Management by Objective: executives and their managers act to together to

identify goals to be attained and the responsybditthe managers. These goals are then
used as a standard to measure accomplishments.

« Matching Objectives and Results:specific objectives designed to attain the
overall communication objectives should be relatedactions, activities, or media
coverage.

« The Team Approach: In this approach evaluators are actually invohedthe
campaign. By using research principles and workoggther, the team develops and
accomplishes a system for measuring the effectasenéthe public relation program has

been developed by Lotus Hall. The criteria usetth@evaluation process follow:

Total number of impression over time.

Total number of impression on the target audience.
Total number of impression on specific target ancie
Percentage of positive articles over time.

Ratio of positive to negative articles.

Percentage of positive to negative articles byestbj

Percentage of positive to negative articles byipabbn or reporter.

YV V.V V V V V VY

Percentage of positive to negative articles byetaagidience.
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CHAPTER THREE

DATA ANALYSIS, INTERPRETATION, AND PRESENTATION

This chapter of the study deals with presentation, amland interpretation of data’s obtained
from sample respondents of AL-SAM PLCs customershiegymeans of questionnaire. A total of

150 questionnaires were distributed to customeosyeler, out of the 150 customers Only

135(90%) of theme cooperated in filling and retaghthe questionnaire the rest 15(10%) were
not able to return the questionnaire due to unknamgonveniences. Interview was also

conducted with Ato Daniel marketing manager of AANSPLC.

As per the interview held with Ato Daniel the comgahas a marketing department but it
doesn’'t have a separate section that is fully irgé of public relation activities of a firm. The
main competitors of AL-SAM PLC are GETAS tradingTHAM, kemels trading and etc. but
AL-SAM is the leader regarding with a good markedre. In order to create a good relation with

its publics the companies usually have some pueblation activities.
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3.1. Characteristics of the Study Population

Table 1 Background Information of Respondents

No ltem No of respondents Percentage %
1 Gender
Male 78 58
Female 57 42
Total 135 100
2 Age
18-30 22 16
31-43 46 34
44-56 39 29
Above 56 28 21
Total 135 100
3 Educational level
12" complete 20 15
Certificate 24 18
Diploma 30 22
First degree 42 31
Above first degree 19 14
Total 135 100
4 Occupation
Government employee 36 27
Private employee 39 29
Run own business 60 44
Total 135 100

The data shown in the above table shows backgrofimdspondents, 78(58%) of respondents
are male, 57(42%) 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,
46(34%) are in the range 31-43, 22(16%) are irrdhge 18-30, 39(29%) are in the range 44-56,
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the rest 28(21%) are above the age of 56. This shoast of the company’s customers are
adults.

Item 3 of table 1 shows educational level of resigons. From the total respondents 42(31%) are
first degree holders, 30(22%) are diploma hold2P$18%) are certificate holders, 20(15%) are
12" complete, the rest 19(14%) are above first dedpalders. This shows that most of the
company'’s customers have completed tertiary lezetacation.

Item 4 of the same table shows occupation of redgas, 36(22%) of respondents are
government employees, 39(29%) are private employeesmajority (60 in number and 44 in
percent) of respondents run their own business 3iows that the business the company runs is

more suitable for individuals that run their owrsmess.
3.2. Analysis of the Findings of the Study

Table 2 Company’s Image

No Item Number of| Percentage
respondents %
1 How do you rate the level of the company’s imegee
minds of customers?
Very high 29 21
High 56 42
Average 45 33
Low 5 4
Very low - -
Total 135 100
2 How strong do you think the company works to &eeand
maintain a favorable image in the minds of cust@®er
Very strong 18 13
Strong 54 40
Moderate 63 47
Weak - -
Very weak - -
Total 135 100

As it is shown in the above table, 56(42%) of resjsmts chose high, 45(33%) chose average,
29(21%) chose very high, and the rest 5(4%) choge legarding the company’s image in the
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minds of customers. The majority of respondentsehugh only 5 respondents chose low, this

indicates the company’s strategy in positioningi&ll implemented.

In item 2 of the same table respondents were atkedte the strength of the company’s in
working to create and maintain a favorable imagéha minds of customers. The majority of
respondents, i.e. 54(40%) and 18(13%) rated itra®@ and very strong respectively, the rest
63(47%) rated it as medium. None of the respondamise low or very low. This indicates the

company works to create and maintain a good images minds of its customers.

Similar to this the public relation department nmgaraof the company in the interview session
stated that the company strives to have a goodiaelavith its customers and is successful in

doing so.

Table 3 Company’s Public Relation Practice

No ltem No of Percentage
respondents %
1 How do you rate the company’s public relationcfice in
comparison with competitors?
Very high 29 21
High 38 28
Average 58 44
Low 10 7
Very low - -
Total 135 100
2 How is the acceptance of the company’s publiaticah
practice?
Very high 36 27
High 58 43
Average 35 26
Low 6 9
Very low - -
Total 135 100
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As it is indicated in item 1 of table 3, 10(7%)ea@tthe company’s public relation practice in
comparison to competitors as low, 29(21%) as vegh,h38(28%) as high, the majority of
respondents (58 in number, 44 in percent) ratedcthrepany’s public relation practice as
average. Not only the majority respondents choses@e but also most of the respondents chose
average and above, only 10(7%) chose low. Thisatds that the company has a competitive

advantage over its competitors and is being notceblappreciated by customers.

Item 2 of the same table shows how customers rtedicceptance of the company’s public
relation practice, out of the total respondent23%{) rated it as very high, 58(43%) rated it as
high 35(26%) rated it as average, 6(9%) rated lbas The majority of respondents chose high

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

The public relation manager was asked to expresscétimpany’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.
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Table 4 Communication Strategy

No Item No of Percentage
respondents %
1 How do you rate the company’s effort in makinfprmation
available for customers?
Very high 22 16
High 40 30
Average 56 a1
Low 12 9
Very low 5 4
Total 135 100
2 The company works to create a common understgvdih
the public.
Strongly agree 23 17
Agree 38 28
Neutral 28 21
Disagree 32 o
Strongly disagree 14 10
Total 135 100

As it is indicated in item 1 of table 3, 56(41%3%pendents rated the company’s effort in making
information available for customers as average3@%) rated it as high, 22(16%) as very high,
and the rest 12(9%) and 5(4%) rated the efforbasdnd 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, 38(28%) disagreed, 32(24%)
agreed, 28(21%) chose to be neutral, 23(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.
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In contrast in the interview conducted with the ljpubelation manager he stated the company
uses different public relation tools to create mmown understanding with the public. This shows

the company is not aware of the gap that exists thig public.

Table 5 Handling Comment

No Item No of Percentage
respondents %
1 What is the extent of the company’s effort toradd
customers comment and grievance and correctiveratti
Very high 21 16
High 34 25
Average 57 42
Low 10 15
Very low 3 2
Total 135 100
2 How do you see the company’s effort in workingyéd
feedback about its public relation practice frorstomers?
Very good 31 23
Good 52 39
Medium 39 29
Bad 11 8
Very bad 2 1
Total 135 100

As it is shown in item 1 of table 5, the compangffort in addressing customers comment and
grievance and taking corrective action was ratedvexy high by 21(16%) of respondents,
34(25%) rated it as high, 20(15%) rated it as 18(2%) rated it to be very low, whereas the
majority respondents (57 in number 42 in perceatd 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 rateddtverage 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(8%) and 2(1%) chose bad and very bad, 39(29%9ecimedium, 31(23%) chose very good,
and the majority that is 52(39%) chose good indgicgthe company highly engages in gathering
feedback from customers which is an indicationaddypublic relation practice.
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In the interview session held with the public rielatmanager of the company the manager
replied the company has a department called contptanagement which specifically operates

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

Table 6 Public Relation Tools

No Item No of Percentage
respondents %

1 The company uses published materials as a méahsiing
information with customers?

Strongly agree 32 24
Agree 49 36
Neutral 40 29
Disagree 9 7
Strongly disagree 5 4
Total 135 100
2 How do you rate the company’s level of partidipain trade
fairs?
Very high 27 20
High 38 28
Average 42 31
Low 17 13
Very low 11 8
Total 135 100

3 How do you rate the company’s effort to partitgia
sponsoring different events?

Very good 42 31
Good 68 50
Medium 25 19
Bad - -
Very bad - -
Total 135 100

As it is shown in item 1 of table 6, 32(24%) of tte¢al respondents strongly agrees, 49(36%)
respondents agrees, 40(29%) respondents chose toelteal, 9(7%) respondents, 5(4%)
disagrees to the statement “the company uses pedlisnaterials as a means of sharing
information with customers.” the majority of respemts specifically 49(36%) agreed to the
statement indicating the company does indeed mag&eot published materials as a means of

sharing information.
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Item 2 of the table 6 shows how respondents rdtecompany’s level of participation in trade
fairs, out of the total respondents 27(20%) ratedsi very high, 38(28%) rated it as high,
42(31%) rated it as average, 17(13%) 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 trade fairs.

Item 3 of the same table shows how customers hatesl the company’s past experience in
sponsoring different events. The majority of respents (68 in number and 50 in percent) rated
it as good, the rest 42(31%) and 25(19%) rated wexy good and medium respectively. This
indicates that the company highly uses sponsoehgpmeans of reaching its target customers.

In addition to this the public relation departmer@nager has emphasized that the company uses
different public relation tools such as trade faipublication, press release, speeches,
sponsorship, and the likes. He further underlinbdt tthe company mostly engages in

sponsorship.

Table 7 Company Relation with Society

No ltem Number of | Percentage
respondents %
1 The company has good relationship with the spciet
Strongly agree 27 20
Agree 39 29
Neutral 56 41
Disagree 13 10

Strongly disagree - -
Total 135 100

2 What is the level of the company’s effort in lgempart of
social activities?

Very high 28 21
High 38 28
Average 51 38
Low 18 13

Very low - -
Total 135 100

40| Page



As it is shown in item 1 of the above table, 27(2@grees strongly, 39(29%) agrees, 56(41%)
Chose to be neutral, 13(10%) disagrees to thensgmie“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@ship with the society.

Item 2 of the same table shows how customers tahtedompany level of effort in being a part
of different social activities. Out of 135 respontie 28(21%) rated it as very high, 38(28%)
rated it as high, 51(38%) as average the rest ¥8)18spondents 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.

Table 8 Handling Problem

No Item No of Percentage
respondents %
1 Have you ever faced a problem regarding the cogipa
public relation practice?
Yes 73 54
No 62 46
Total 135 100
2 If your response to the above question is “yéd’ydu inform
the company?
Yes 49 67
No 24 33
Total 73 100
3 If you answered “yes” for the above question last did the
corporation gave you solution?
Very fast -
Fast 16 33
Average 29 59
Slow 4 8
Very slow - -
Total 49 100

As it is shown in item 1 of the above table, 73(546b respondents have faced a problem

regarding the company’s public relation practite, rest 62(46%) of respondents have faced a
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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 73 respondd®(&7%) choose “yes”, 24(33%) choose
“no”. Further in item 3 of the same table, thosgpmndents who have informed the company
about the problem they faced were asked how fast dbmpany gave them solution.
Accordingly, 16(33%) of respondents received solutfast, were as the majority 33(67%)
received solution at an average speed. This ireBdite company’s speed in giving solution has

a room for improvement.
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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 implicationscdssed in previous chapter about the public

relation practice of AL-SAM plc are summarized.

* Inrelation to background of respondents, the nitgjoif them may covering (58%)of the
total respondents based on age the majority(34%sgondents are in age range of 31-
43.regarding educational background the majorityi@d2humber 31 in percent) first
degree holders.44% of the respondents are custahwdrrun their own business.

* Image the company has in the minds of customehngyls as rated by (42%) of the total
respondents .however the company’s efforts to raginthis favorable image is at a
medium level rated by (47%) of the respondents.

» The company’s public relation practice was evaldlatmsed on two questioners.
According to (44%) of respondents the company’s lipubelations practice in
comparison with competators is at an average level.

» As for the acceptance of the company’s practice at a high level rated by (43%) of the
respondents.

* The company’s effort in making information avaikabt at an average level rated by
(41%) of the respondents. Similarly the companiffertein addressing customers
comment and grievance is as a same level rated29g)(of 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.
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Generally the overall public relation practice loé tcompany is at an average level rated

by most of the respondents in different questiomsanith different approach.

4.2. Conclusion

In this Particular section of the study conclusibithe overall study is presented bellow.

e From the findings of the research it can be coreduthat most of the company’s
customers are well educated and run their own kasin

* Image the company in the mind of customers is Higghwever the company’s effort is
to maintain this image is not as fruitful as it gltbbe.

* 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 comipetcompany’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 partiégrain social activity was rated by
most of the respondents as having an average l@Ved. conclusion is that the
company'’s participation in social activities is ngi to the expectation of the external
public.

e The research also shows there is a gap betweerothpany’s actual performance and

customer’s expectation of the public relation pract

4.3. Recommendations

This section of the chapter presents recommendatioven by the student researcher based on

the overall research undertaken.

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

customers and keep up with their expectation.
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» The company should make enhancement in its oveudlic relation practice because in
a growing competitive industry change is inevitabtein order to stay in business the
company should make use of different public refatiools like, customer service and
education, press release, arrange special even@ndtcreate a competitive advantage
over its competitors.

» As indicated by different authors participationsiocial activity is a vital public relation
tool that could allow a company to have a goodtieahip as well as create a favorable
image. In the case of AL-SAM, participation in sacactivities is not up to the. The
company should engage in more social activities, liiommunity service, charitable
donations, customers get together and other rekattdties helps the company to build
better image and reputation in the mind of custemer

» The company should make use of sufficient commuioicatools 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 and maintain consistency on infotioma it provides through different
source no matter how good the company may be dbéds not communicate with its
publics, it will not put its message across. Assuit it will lose out to its competitors
who are using public relation more aggressivelgrisure effective communication.

» The company should give more attention in creaingpmmon understanding with the
external public by clarifying the benefits they gkt from the existence of the company
and make sure an ongoing relationship has beerblisbied through continuous

communication.
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Appendix |
St. Mary’s University College
Faculty of Business
Department of Marketing Management

Questionnaire to be filled by customers

This is a questionnaire prepared by a student relsexain the field of marketing management in

St. Mary’s University College for a partial fuliiient of a senior essay on the public relation
practice of AL-SAM PLC.

Please fill the questionnaire with honesty becahseaccuracy of the data to be collected and
findings of this research paper is important fog tompany in adjusting its performance to
satisfy and give value to customers. Your respavide kept strictly confidential.

Remarks

A. Writing your name is not necessary.

B. Give your response by ticking in the box providegdides each choice.

1. Background of respondents

1) Gender A. Femals[j B.e/[m_—]
2) Age A. 18-30@ :ﬂ-43C] C. 44-5@ . Above SGC]

3) Educational level

A. 1% completeC] B. Certifica{:] C. DiplomaC]

D. Above % degree C] E. Abové' tlegree C]

4) Occupation

A. Employec{:] Bnémployed C] C. Run own busineC]
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2. Questions related with the study

5. How do you rate the company’s public relatioagbice in comparison with competitors?

A. Very highC] B. HigD C. Averag{:]
D. Low D E. VeryWoD

6. How is the acceptance of the company’s publaticn practice?

7. The company works to create a common understgivdih the public.

A. Strongly agreeD B. Agre[:] C. NeutralD
D. DisagreeD E. StrongiyagreeD

8. What is the extent of the company’s effort talr@ds customer’'s comment or grievance,
and take corrective action?

9. How do you see the company’s effort in workingget feedback about its public relation
practice from customers?

A. Very good D B. GOOD C. MediumD
D.Bad | E.Vérgd ||

10. The company has good relationship with theetgci

A. Strongly agreeD B. AgrD C. NeutrD
D. DisagreeD E. SgtyrdisagreeD

11. How do you rate the company’s effort in makimfgrmation available for customers?

A. Very high D B. Hig{:] C. AveragD
D.Low [ | E. veow | |
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12. How do you rate the company’s level of paradipn in trade fairs?

A. Very high D B. HigD C. AveragD
D. Low D E. \ydow D

13. The company uses published materials as a maasbkaring information with its
customers.

A. Strongly agreeD B. AgrD C. NeutralD
D. DisagreeD E.oBly disagreeD

14. What is the level of the company’s effort irigeg the society?

A. Very high D B. HiD C. AveragE]
D. Low [ | Eely low[ |

15. How do you rate the company’s past experiemcarmanging special events like cultural
sponsorship, in order to reach a target public?

A. Very good D B. GOD C. Mediuer
D. Bad D \Eery bad D

16. What do you think is the level of the companyis|ge in the minds of the general
public?

17. How strong do you think the company works @ate and maintain a favorable image in
the minds of the external public?

A. Very strong D B. @ty D C. MediuD
D. Weak D \Fery weak D

18. Have you ever faced a problem regarding thepemryis public relation practice?

A. Yes E] B. ND

19. If your response to the above question is “yid’you inform the company?

A Yes[ ] B.N ]
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20. If you answered “yes” for the question abovevhast did the company gave you
solution to your problem?

21. Share your opinion about the public relaticacgice of the company.

22. If there is anything you would like tddaregarding the company’s strength and

Weakness in its public relation preeti

Thank you for your cooperation!
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Interview Check List

This interview is organized to assess the publiatioln practice of AL-SAM plc by a
prospective graduate student researcher at St. '$Mddniversity College; department of

marketing management, for a partial fulfilmentao$enior essay.
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Thank you for your cooperation.

o gk whPE

How do you express the company’s participatioroicia activities and events?

Which public relation tools are practiced in yoompany?

What is the effort of your company to interact witie public?

How do you interact with the public media?

How do you interact with your customers and dedhwheir concerns?

How do you evaluate the company’s public relatiattiv@gies in comparison with

competitors?

7. How do you express the company’s relationship witstomers?

8. How do you rate the company’s work towards creatojmmon understanding with its

9.

publics?

What methods does your company use to collect mestocomplaint and grievances?

10.Does the company use customers’ complaint and @@y as an input for evaluating its

public relation practice?

11.What measures does your company use to evaluatffdativeness of its public relation

practice?

12.How often does your company engage in social dietsi
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