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Abstract

This paper attempt to assess public relation in TAMPLC. The paper attempt is to address
research question raised in statement of the probted objectives of the study. Thus general
objectives of the paper are to describe achievergeat and to assess Public Relation
practice of the company. In conducting the study $tudent research used primary and
secondary source of data. The collection data maéyzed and interpreted using qualitative

and quantitative method to present the findings.

Based on the study summary of findings here wrjttmnclusion here drawn and finally
recommendation here made that supposed to be iampadot solve the existing problem of the

company in public relation practice.



CHAPTER ONE

INTRODUCTION
1.1. Background of the Study

Public relation is the management of relationsimg aommunication to establish goodwill
and mutual understanding between an organizatidntapublic (Kumar 2006: 416 - 419).

Public relations have a variety of meaning basedt®ruse and application in different
organization and institution. Among that organiaatiand the British institution of public
relation defined public relation as deliberate,npked and sustained effort to establish and
maintain mutual understanding between an orgaoizatnd its public (Banik, 2002: 2 - 5).
The ultimate goal of public relation must be maimtsg between an organization and its
publics, this enables to create a better link betwgvo parties.

As (Cultp 2003: 603) mention that public relatiolays a great role in facilitating the
marketing activity of a business organization. Nawday, public relation concept has
changed the communication between an organizatidrita public and the way information
is gathered about the present situation of an dgaon in a dynamic marketing

environment.

Based on the broachers gathered from the compailg thle student researcher was doing a
preliminary research the following data were gagderThis study focuses on the public
relation activity made by TAMCO PLC so as to buidrong relationship with its
stakeholders. As per the information obtained fitbim enterprise, TAMCO PLC started its
career in 1980 with a paid up capital of birr 23liom and built its empire into the future.
The company is mainly engaged in the production madketing of detergents, coffee and
also selling imported furniture. Even if the compas expanding and making its products
readily available to it's customers, it's also fdogith fierce from the major competitors in
the market including but not limited to AI-SAMPLGmdehun Trading and Mis-Tad
Trading PLC.

TAMCO PLC strives to better serve its customerdrhglementing backward and forward
integration mechanisms such as chemical to detexglmming to coffee, and strengthening

its research and development activities.



The researcher believes that an effective publatiom practice can enable the company to
display the desired goal of providing quality prottuat an affordable price with short

delivery time.

1.2. Statement of the Problem

Public relation is all about keeping a company'sg® the way it has to be perceived by the

public. It involves representing an organizatiornhe public (McPheat, 2010: 9).

According to Kumar (2006:419-419), public relatisnthe management of relationships and
communication to establish goodwill and mutual ustdnding between an organization and

its public.

Public relation serves systematic approach; itesola problem, creating and understanding
between the organization and the target audienttetive objective of building goodwill and
image (Bahili, 1994: 28).

(Hiebing and cooper, 2000: 364) explained theiragd®n public relation as an act of
evaluating public opinion and identifying organimatl policy practice with the interest of
the audiences followed by the development and dxecwf plans that can participate in

social activity like, events customer service aockptance.

According to Cutlip (2002: 7) public relation altakes as part of marketing management mix
through promotion as a tool establishing and maimg both side relationship with the
company and its public for an organization who hplaned and frequent public relation
activities can help in building favorable imagetine mind of all public of an organization,
from this prospective any company especially thosest have a well-organized and frequent
public relation program in order to create favoeabhage in the customer mind as well as the

public at large.

The student researcher observed and inspired bym@ger problems of public relation
activities in TAMCO PLC and come up with the follmg preliminary observation:
= The company uses major public relation tools taheaut to its customers and
employees. These include publication, public sendctivities and events in
marketing practices. But, limited number and cdspublications has hampered

the company from sufficiently distributing them. Asresult, employees are not
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well informed and updated with the company’s staissides, the company’s
website does not provide updated information.

= The small public relations department that has lierited facility and manpower
given the size of TAMCO PLC and standard has ats® @ problem for efficient

and effective public relation service such as nepsgches and seminars.

1.3. Research Question

This study has answered the questions

1. Which major public relation tools are practicedidMCO PLC?

2. How effective is TAMCO PLC in meeting public relai objectives?

3. To what extent the company participates in varigosial activities to maintain
favorable image?

4, What evaluation mechanism is used by the compamyeasure the effectiveness of

public relation?

1.4. Objectives of the Company

1.4.1.General Objective
The General Objective of this study is to asses$tiblic relation practices of TAMCO PLC.

1.4.2.Specific Objectives
= To determine factors that affect public relatioagiices
= To analyze whether the company has well organizddig relation center and
management
= To determine the type of public relation tools tizatnostly practiced by TAMCO
PLC.

= To come up with the necessary public relation smtufior the company.

1.5. Significant of the Study

The research paper is expected to have significliooedifferent perspectives

* To the Organization

The researcher believes that this paper will cbateé a lot to the company as a source of
input to solve public relation shortcomings of twenpany.



* To the Researcher

This study will create a conducive learning platiofor the researcher to do an in depth
analysis on public relation processes taking TAMRIQT as a case.

= To Other

Furthermore, this study can be used as a secoddgayfor other researchers who would like

to conduct similar surveys on the area of publiatien.

1.6. Scope of the Study
The researcher tried to assess the public relatiactices on TAMCO PLC through in depth

investigation on customers, and marketing manadeth®@ company. The investigation
particularly focused on Merkato sales office aseault of its sales volume and high
interaction with its customers. Moreover, the stideesearcher has analyzed the public

relation practices of the company covering the Y40 to 2012.

1.7. Research Design and Methodology
1.7.1.Research Design

The student researcher used descriptive researchodhes this method facilitates the
research setting and allows the use of both qadingtand qualitative measurement methods.
This method can help define the real problems amskribe factors and challenges of

practicing public relation activities in the comgan

1.7.2.Population, Sampling Size and Sampling Technique
1.7.2.1. Population
The population of the study is comprised of 15G@uers and Marketing Manager of

public relations department of the company.

1.7.2.2. Customer

Due to time and other resource limitations of thenpany, it is found to be difficult
to include all customers in this research studyaAssult, the student researcher used
non-probability sampling approach that is spedifyfcaonvenient sampling technique
for this type of study. Non-probability samplingpapach well suited when there is no
assurance that every member of the populationdras shance of being included in a
sample or the student research may not have atoeg®ir entire group for this

research study. Moreover, this sampling technigumnvenient as a result of the unit
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of the sample that is available in a certain spetifne and place. Finally the student
researcher was able to use judgmental samplingléatscustomers on an individual
bases. Since the study focused on public relatatisn the past two years (2010-
2012), the researcher focused on those custom#éis3years and above relationship
with the company. Based on the recommendation dhdliea, (2006; 383) a total

number 150 customer were taken as a reliable sasigae

1.7.3. Types of Data to be Collected

The student researcher used both primary and sagpddta for the study. The primary data
is collected through closed ended and open endegstiQnnaire from customers and
marketing manager. In addition, secondary datalileaed from company’s sales records,

publications, reference books, and the Internet.

1.7.4. Method of Data Collection

There are two methods which the student researaked to collect data. These are
guestionnaire and interview. To get first-hand nfation that is essential for the study,
guestionnaires were prepared and distributed antbegcompany’s customers whereas

interviews were conducted with employees and publation manager.

1.7.5. Data Analysis Method

Both quantitative and qualitative analysis methadse used to analyze data. The row data is
organized and analyzed using tables and percentégeover, qualitative analysis was used
to analyze the data gathered through interviewsldis¢ and discussion with the marketing

manager of the company and other employees.

1.8. Limitation of the Study

There were some factors that affected the studesgarcher not carry out the study as
expected. Among these, the following are the migjatations encountered:
= Some respondents were not willing to complete thestionnaire
= Questionnaires were not returned on time. A lotaspondents took more than
three weeks time to complete and return the quasdioes
= Most of the open ended questions were not suffilgiesnswered and did not
correlate with the study.



1.9. Organization of the Study

This study is organized into four chapters, thstfahapter deals with the background of the
study, statement of the problem, objectives ofgtly, significance of the study, scope of

the study, research design, methodology, and lifoita of the study of the study.

In second chapter, similar researches are reviewmddr literature review and analyzed based

on the perspectives of different experts and scisola

The third chapter deals with presenting the analysel interpretation of data whereas the
last and the fourth chapter, provides summary, losian and recommendation of the study.

Moreover, bibliography and appendix are attachatleaend with this research paper.



CHAPTER TWO
REVIEW OF RELATED LITERATURE

2.1. Overview of Public Relation

Public relation is an activity which creates favmeaimage towards an organization
for its product or service. Its can often overlofdem of promotion. Many
organizations do not give a big value or spacettic@ promotion mix. Rather, they

often put it behind advertising, sales promotiod parsonal selling (Etzel 2001:561).

(Banik, 2004:7) public relation is the skilled commication of idea to identify and
interpret policies and programs of organizatiorhviite objective to establish abridge
of understanding and good image between the orgémizand its public. In doing so,
the company promotes a better climate for induspegce, higher productivity and
corporate discipline and also at convening theibiidg, performance and potential

of the company’s image as well as the image girtslucts/service (Banik, 2002: 1)

(Hiebing and cooper, 2001:561) explain their idea mublic relation as act of

evaluating public opinion and identifying organipatl police and practice with the
interest of the audience, followed by the developnaad execution of plans that can
public awareness, acceptance, support and action.

In addition, public relation is distinct managemémiction which help establish and
maintain mutual lines of communication, understagdiacceptance and cooperation
between an organization and its public which ineslthe management of problem or
issues that help management to keep informed onresmbnse to public opinion;

define and emphasize the responsibility of managernee save the public interest;

help management keep abreast of and effectivelizaitthange serving as an early
warning system to help anticipate trend and usesareh and sound also ethical

communication as its principle tools (Shri and sk@i04: 2)

In short public relation is one of the major promnt mixes which creates good
relationship with the public by obtaining favorabpblic and maintain good
company image and handling of unfavorable stoaesnts and Rumor (Kotler, 2002:
477 - 478)



However, it's important to make a distinction bedwepublic relation and publicity.

In short term publicity may be any form of infornmat from an outside source used
by the news media that’s largely uncontrollablagsithe source of the news item will
have little control over how and when the storyl wé used and most importantly on
how it will be interpreted. The responsibility olildic relation is to create and
influence publicity in such a way it has positivepact on the company for which the

activity is undertaken.

2.2. Definition of Public Relation

Public relation is defined as an activity which armmpany tries to create a good
image in the mind of the public and execute a ogrf action to get public
understanding and acceptance. It is also the skikommunication for idea, to
elaborate and interpret the program of organizatiih the objective of making good
understanding and image between the organizatidrntte public. Any organization
must develop sustainable and frequent public madictivity with both internal and

external public of organization.

2.3. Internal Public of Public Relation

An organization is nothing without its employeesgdaemployees are the internal
public of companies. They are important becausg plaeticipate in all the company’s

operations including production and interactionwdtistomers.

An employee of a certain organization has to bd indrmed about the activities of
the company like management initiative, new waypadduction and development,
facilities, and also about his/her responsibilidence, internal communication can
have an advantage on the flow of information inhsagstematic way on real time
basis (Banik, 2004: 40 - 41).

2.4. External Public of Public Relation

As the name implies, it focuses on the people datsf the organization as it is very
essential to communicate with different groups ebpe to the external target
population. Some of the groups of external publaude:

Customer: any organization has its own customers which aeg#ople to whom the

company sells its products, services or idea.



In today’s, competitive market customers look fooquct or service that are known
and have an image and are backed by quality and gfiber sales service. Customers’
opinion could play pivotal role and cannot be igrtbr

Media Relation: media relation is a vital tool in public relatidReasonable amount
of communication and public relation activities acenducted through media;
especially through print media.

Community: an organization should regularly keep its relatimpswith the
community and provide them feedback about theiniopi suggestion and compliant
if any; this could eventually help establish goethtionship with them as they are one
of the prime target groups.

Government: There are two aspects to address here. The fisti®rihe public
relation for the government (as an organizatior) e second public relation for the
government which is seen as target group. Thismportant to build a good
relationship with the government and also helpcthramunity.

Public at large: - The term public relation, public at large has ¢hreajor things;
Give information to the public, attempt to modifittitade and action of an
organization, and respond to the public and by egimg the reaction of the public to
the management. In General any organization mugt Haveloped sustainable and
frequent public relation activity with both intetnand external publics of an
organization.

Shareholders:shareholders are very important public relatiorirgas of companies.
They include company owners and, hence, a compamyot afford to be unmindful

of the interests of its shareholders.

2.5. Major Media Type

= Television: It has often been said that television is ideal eaiilsing
medium. Its ability to combine visual image, soumdtion and color
presents the advertiser with the opportunity toettgy the most creative
and imaginative appeal of any medium. A televidiais a wide audience
and continues to hold great appeal for companiexliug goods and
services with more general target market (BlechQ420304 - 305).
Moreover, Clow (2004: 277) states that televisi®rexcellent medium to
reach members or the buying center when they ar@nmeoccupied with

other business concern.



Radio: is a personal medium that take advantage of itsyrstations and
format to direct advertising to extremely well ahefl audience segment.
The medium can be heard in home, at work, in thed on anywhere at
free time. More importantly, radio is listened tothe market place where
perspective buyers often go. Radio has the advarédigh degree of
audience that is selectivity available through masi program formats and
geographical coverage. (Blake, 2004:377) mentioat thadio lets
companies focus their advertising on specializetdiesnce such as certain
demographic and lifestyle group.

Newspaper:it's the one method of print media and also thgdat of all
advertising media. A newspaper is massing mediwimnibst read by most
people, it offers great flexibility which assisteeativity and its printed
message lasts long with greater market coveragaereptance (Lee and
Johnson, 2003: 193).

Internet: it's not the most effective method, but very fewnganies have
been able to successful adapt the technology tbtalste sales tool. Its
inexpensive and easily available type of mediumreduer, it's the most
flexible media with the ability to immediately copéth change and reach

to market and competitive environments (Chunawaaild Sethia, 2005: 3).

2.6. Objective and Aims of Public Relation

The main objective of the public relation departin@hTAMCO PLC is to enhance

company’s reputation and create a good image ofctimpany among the public.

According to Jobber, (2001: 500) public relatiom cccomplish many objectives

some of them are:

Prestige and reputation it can foster prestige and reputation which can
help companies sell products and keep employeelvated and promotes
community and government relationships

Promotion of product: the desire to buy a product can be assisted dy th
unobtrusive thing that people read and see in thespradio and television

create awareness and interest in product and coagpesn be generated.

Goodwill of customers Ensuring those customers are presented with

useful information are treated well and have tlegimpliant deal with

fairly and speedily.
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Goodwill of suppliers and distribution: building a reputation with

customer (for suppliers) and reliable suppliers (fistributor)

Goodwill of government influencing the opinion of public officials and
politicians so that they understand that companpesate in the interest of
the public

Attracting and keeping good employees creating and maintaining
respectability in the eyes of the public so that thest personnel are

attracted to work for that particular company.

2.7. Major Tools of Public Relation

To communicate with internal and external customarnsl also the public, a

company’s public relation department must use gppate tools. These may include:

Publication: - It may include reports for the purpose of influegcand/or
informing readers. It can also be a brochure atidompany news,
magazines and audiovisual materials. These puigigatcan provide
general background information and details of tbengany’s activities
including goals, plans, and success stories tcersad

News Announce any news about the company, its prodac its
employees. Its inexpensive way of communicatinghwite public. It's
taken as one of main duties of public relation d@&pent of the
organization since it is used as input to outsiaip.

Events this is one of the public relation activitiesdommunicate with the
public by arranging special events like exhibitiseminars, contests and
competition, news conference, sponsoring sportcatidiral festivals that
can reach the target public.

Public service activity Companies can build good will by contributing
money and time to a good cause. Seizing such &es\as opportunity to
keep the public informed and build good image ofc@mpany is
invaluable.

SpeechesFace to Face communication has better result thHar onodes
of public relation. The important point here isd@ate contact with the
public. One example could be to conduct Q&A with thedia or making a
public speech at trade associations or sales ngsetirhese appearances

can play pivotal roles in building the company’'sage. Jefkins (1983: 10)
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recommend that the following tools can serve asidgb to have strong
relationship with customer.

Customer Service and EducationCreate awareness, teach and help
them to buy things they understand, having intemastcan associate with
it, so it's important to educate them and make awess that can
eventually help them make proper choices and relayhe product or
service they familiar the most.

Guarantee and Warranty: These are the methods that try to attract the
customer by giving additional period of time to wcg customer trust on
the product or service.

Work Visit Open Day: Taking people behind the scenes and letting them
see how things are made. This is important becdalesds the customer to

believe that they are part of an organization.

2.8. Practice of public relation

The practical application of public relation can ®#&mmarized under three main

headings:

Positive step to achieve goodwill these consist in arousing and
maintaining goodwill and public relation interesis the activity of an
organization in order to facilitate the successfutration and expansion of
those activities.

Action to safeguard reputation it's equally important to look inward at
the organization and to eliminate customer and teavhich through
legitimate are likely to offered public opinion tw interfere with mutual
understanding.

Internal relationship: using public relation technique internally in order
that the staff and employees of the organizaticall dbe encouraged to
identify their own interest with those of the maeaggnt.

2.9. Function of the Public Relation

Public relation has often been treated as a mitement in the promotion mix

(Kotler, 2002: 616) but a strong company has aa tdemanage successful relation

with its key stakeholders, these type of compahase a public relation department
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that monitor the attitude of the organization andhmunication to build good will.
They most often perform the following four actie
= Press relation: Developing news and information about the compamny i
most positive manner
= Product publicity: sponsoring efforts to publicize specific product
= Lobbying: create positive connection with legislative and goweent
officer to promote or defeat legislation and retjola
= Counseling: sharing ideas and advising management regardindjcpub
relation issue in the good or worst time of the pamy’s position
= Development:public relation with donors or member of not-foofir
organization to gain financial or volunteer support
= Public affair: building and maintaining national or local comrmiyn

relation.

2.10.Social Responsibility and Public Relation

The emergency of public relation as a disciplinen@nagement gathers momentum

ever since there was awareness in business sdie$ sponsible (Banik, 2004: 20).

It's equally important for businesses to be conedrabout what is happing around
it's in social, political and technological fronfBhe role of public relation, therefore,
has gone beyond crisis management and public aelairograms. Today, public
relation include media communication, image butgdinattitude research and
counseling on strategies and issues. It's thendistble of public relation to deal with

human climate to sense its turns to analyze agdjast to it, to help direct it.

The main issue in fulfilling its social responsity] however, it's not the quantum of
funds but the business. The business should redfiae it has the following

responsible toward the external public (Banik, 203).

2.10.1. Social Responsible Toward Customer
= Develop and design new product, product line, aedyrcts range keeping
in mind the customer needs, preference, taster,aioice etc...
= To provide quality good in adequate quantity ahtiglace, at the right

time and at responsive price.
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Customer interest has to be always paramount aredpgeference over the
interest of other public while formulating compasiiepolicies and
procedure etc...

To attend customers suggestion, grievance andiaxgiacompanies point
of view giving due respect to customer suggestimhgrievance.
Customer should be educated through various mekia ddvertising,
publicity, personal selling, and demonstration ixhibition about the
product quality, quantity and usage.

The customer should be given a good worth for timeaney (Banik,
2004:22).

2.10.2. Social Responsible Toward Media

Media has an inherent and moral right to infornratio

The relationship with media is to be nurtured cagreriod of time forever
and not for a short while for any specific purpose.

The company should regularly scan what is repaatsalit it in the media

and interest with them giving its version.

2.10.3. Social Responsible Toward Community

The Company should make it humble contribution mmprioving the
quality of life to the community by providing eddicaal social, medical
and cultural relationship

Community should be provided with opportunity toash fruits of the
business of the company through employment chantalsng supplies of
raw material, distribution of finished products ardbing various
contractual jobs

The Company should always respect and immediatetyup on the
opinion and provide feedback to the general putdgarding its products
and services

The company should carry on its business and cortynaativities in
such away that can cause least inconvenient todimenunity

The company should make optimum and discreet uséhefnatural
resource, so that the valuable resource could bseceed for longer time
and the ecology of the area is also not distrilgBgnik, 2004: 23).
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2.10.4. Social Responsible Toward Action Group

= To provide information to them on any subject riaelg@tto company so as
build confidence and trust between the two anddatoé possibilities of
misunderstanding

= To take suggestion views and advices from them timéime on the
possible change likely to take place in the comptamya certain their
reaction and to incorporate appropriate changeqiire.

= Although they may be critical of the company orfitaction, they should
also be treated as business association of theaomgs they have their
genuine interest in the company its good name. Hoesnally add a doing
of view which is missed out by the company inadwetty, there for their
view and suggestion should be consider seriouslyimplement as far as
possible (Banik, 2006: 24 - 25).

2.11.Advantage of public relation
Blechi (2006: 576) states the following to be adage of public relation.

= Cost: public relation is inexpensive way of promotion esplly when the
possible effects are considered

»= Image building: effective public relations make an organizatiorcteate
a positive image

= Ability to reach specific group: all organization does not use all
promotion mix, the reason behind this is, it's hema of financial
incapability, so the best way to communicate theiedp is grouping
through public relation

= Avoidance of Clutter: public Relation message are not subject to clutter

of advertisement they are typically perceive as item.

2.12.Developing public relation approach

Public relation is a scientifically managed partaof organization which is part of
problem solving and change process. Four stepswygested by Scott, m Cutilp
(2006: 340) for developing public relation plan,

|. Define the problem:define what is the problem and must be concernigd w

and affected by the polices of an organization
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[l. Planning and program: gather information about the program public objexti
action and communication for used to make decision
I1l. Take action and communication: implement the program to achieve the
specific objective for reach the publics to accasipthe program
IV. Evaluating the program: assessing the preparation implantation and result o

the program.

2.13.Factor affecting the effectiveness of public relatin

There might be many factors which have an influesrtéhe practical implementation

of public relation at any organization.

Setting public relation objectives, identifying thempany target group, identifying
appropriate public relation tools activity shall §ygecific setting standard selection for

personnel of public relation department.

Hiebing and Cooper (2003: 383) suggest the follgwactors to be considered before
any public relation activity performed.

= Setting public relation objective

= |dentify the target group

= |dentify the tools

= Activity should be specific

= Setting standard

= Selection of personal public relation departmemtd A

= Availability of technology.

2.14.Implementing the Public Relation Program

Once the target audience is identified, the pulgiation program must be developed
and delivered to recipients. A number of publiaten tools are available for this
purpose including press release, press confererckisive interview and community
involvement (Blech, 2004: 573).
= The press releaseOne of the most important public relation toolghs
press. To be useful, the press information mudtabtial and interest to

the medium as well as to its audience
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= Conference:though it is less often used by organization armgpaation,
it can deliver message very effectively

= Interview: mostly someone will raise specific question andkepperson
of the firm will reply them

=  Community Involvement: many companies enhance their public image in
local community they working in. This involvemenayntake many forms
including membership in local organization, conitibn to or
participating in community events, etc.

= Exclusive: although most public relation effort seeks a \gred channels
for distribution, an alternative strategy is toesfbne particular medium.
As exclusive right to the story of that particutaedium. An exclusive
right to the story of that particular medium reacla¢ number of people.
An exclusive right to the story of the particularedium reaches at
substantial number of people in the target audieifexing an exclusive

may enhance the likelihood of acceptance.

2.15 Effective Public Relations

A public relation program to be effective has todn¢he objective of determining the
progress and successes to be reviewed (Sahu argd R&3: 148). Even if it's
difficult to decide the objective of public relatip the major objective lies on
information the public what is new persuading theyngiving all the information
about the current situation and integration witk Whole public by developing a two
way communication in order to meet the desire diyecBelch and Belch (2004:
577) says that effective public relation helps ®valop a positive image for the
organization. The key to effective public relatisno establish good program that is
worthy of public interest and manage it properlyiniplement effective public
relation practices. The following three factors @wkdobe done correctly as much as
possible

= Selecting the right personnel to carry out the jpufglation

= Setting specific objective that are capable of etroh; and

= Fully integrate the public relation function inttte organization
The selection of the right personnel is especiaiyportant for potential public

relation practitioners. The selected personnel Ishdwave skills and attribute
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necessary to be successful including sound judgmemrsonal integrity,

communication skills, organization ability, stropgrsonality and team player.

2.16.Measuring of the Effectiveness of Public Relation

Measuring the effectiveness of public relationngportant according to Blech. Blech
(2003: 566) in addition states that determining toatribution of public relation
program to attaining communication offers advansegjech as:
= |t tells management what has been achieved thrqughlic relation
activity
= |t gives management a way to judge the quality ablic relation
achievement and activity
= |t provides management with a way to measure pulbeation

achievement quantitatively
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CHAPTER THREE
DATA PRESENTATION, ANALYSIS AND
PRESENTATION

This chapter deals with the presentation analysid mterpretation of the data
gathered from customer and was distribute mandder.data were obtained through
a questionnaire and interview. the questionnairas distribute to customer and an
interview was held with the manager, One Hundrdte&n copies of question are
continuing both open and close ended question distebuted to customer.

The rate of return for the questions are was 73.3386 means out of the total 150
guestionnaires 110 was filed out and released.
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3.1. Analysis of Respondent General Characteristc

Table 1: General Characteristics of Respondent

No Item Description No of Percentage
Respondents
1 Gender Male 30 27.7%
Female 80 22.73%
Total 110 100
2 Age 18-27 24 21.31%
28-37 40 36.36%
38-47 22 20%
48-58 14 12.73%
>58 10 9.10%
Total 110 100
3 Educational Leve] 12" grade 40 36.36%
Certificate 24 21.81%
Diploma 22 20%
1°*' Degree 14 12.73%
1% Degree 10 9.10%
Total 110 100
4. Occupation Government Employee 10 9.10
Self Employee 20 18.18%
Private Employee 50 45.45
NGO 10 9.10
Others 20 18.18
Total 110 100

In table 1, item is about the gender category of respondersngnthe total
respondents 30(27.275) are male were as 80(72.@8%demale. This indicates that
female respondents took lion share.

The 29 item of table on the pervious page duplicate tistamer respondent’s age

item under four age group. th€' lage group of respondents between 18 - 27

accounted for 24(21.81%) th8%2age group of the respondent range between 28 - 37
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accounts for 40(36.36) thé’&ge group of the respondents range 38.47 accoftorted
22(20%) the % age group of the respondents range 48-58 accotmtedi(12.73%)
the remaining 10(9.10%) are included in the respahdge growth are in the age of
young , so they could answer those question horestyesponsibility.

Regarding the educational background on item 3 gmthe total respondents
40(36.36) of them 12 grade complete, 24(21.81%) of them are in cedtiéicholder,
22(20%) of them are in Diploma holder, 14(12.73%)tlee responded are in®'1
degree holder and 10(9.10) of the respondentsatesilevel of 1 degree holder and
above. This show that most of the TAMCO PLC custohmve at least in the 12
grade complete and certificate holders. This emalhe PR Department of the

company easily to communication.

Regarding the occupation on item 4 show that 10)0 replied Government
Employee, 20(18.13%) of them replied self employ&®45.45%) of them private
employee the rest 10(9.01%) and 20(18.13%) of trephed NGO and other. This
analysis shows that most of the respondents incatpdn this study are private
employees.

Table 2: Relationship with the Company

No Item Description No of Percentage
Respondents

1 For how long is have beer< 4 16 14.55%
customer 5-9 40 36.36%
10- 15 30 27.27%
16 - 20 20 18.13%

> 20 4 3.64%

Total 110 100

As it is show in thel table item 5 show that 16(14.55%) of customespaoadents
are doing business with TAMCO plc less than 4 yedf}36.36%) have doing
business with the company for 5 - 9 years and 3Q¢2%) of them doing business for
10 - 15, the rest 20(18.13%) and 4(3.64%) are dubimsiness for 16 - 20 years and
above 20 years .This shows that majority of theéaaer respondents have between

4-9 years working experiences relationship withdbmpany.
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Table 3: Issues Related with the Company’s Informabn Provision

No ltem Scale No of Percentage
Respondents
1 How do you rate theVery High 14 12.73
willingness of the High 10 9.10
employees at theNeutral 22 20
information desk to providel ow 40 36.36
information? Very Low 24 21.81
Total 110 100
2 The company’s Very high 4 3.69
preparedness to customerdigh 20 18.18
and suggestion? Neutral 30 27.27
Low 40 36.36
Very low 6 14.55
Total 110 100
3 The Company informationStrongly agree 20 18.18%
desk is well equipped? Agree 10 9.09%
Average 10 9.09%
Disagree 60 54.55%
Strongly Disagree 10 9.09%
Total 110 100

As It us depicted in the table 2 on item 1 out d® Xespondent 14(12.73%) replied

very high, 10(9.10%) high 22(20%) Neutral, 40(3§.Bév and the rest 24(21.81%)

of them responded very low. This implies that abd@% of the customer

respondents regard the TAMCO PLC employees of mgiliess in providing

information under the category of low and very loWhis create group between

customer and company.

In item 2 of table 2, Out of 110 respondents 4(@pb%eplied very high, 20(18.18)

high 30 (27.27%) replied Neutral, 40(36.36) low dhd rest 16(14.55%) responded

very low. This shows that TAMCO has not a good prapon in taking complaints

and suggestion.
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Whereas during the interview with the PR managerelpéied that “we have a good
preparation in taking customers complain and suggasd also our employees well
prepared for this” This show that there is mismsthnding between the company
assumption and customers views.

Item 3 of table 2, on the previous page preserttedlFAMCO information desk is
well equipped. Out of 110 responded 20(18.18%ngisoagree, 10 (9.01%) replied
Agree, 10(9.01) Average, (54.55%) replied disagrnee the rest 10(9.01%) of them
replied strongly disagree this implies that to TAM®LC has low information desk.

this create a bad relationship with the customer.
Table 4: Issue Related With Creating and MaintainsA Favorable
Image in the Mind of the Customer.

No Item Scale Noof Percentage
respondents
1 Do you agree TAMCQ Strongly Agree 4 3.64%
work to enhance aAgree 24 21.81%
company reputation? Average 14 12.73%
Disagree 56 50.91%
[S)Z;f'eye 12 10.91%
Total 110 100
2 What is the level of theVery high 18 16.36%
company image in theHigh 14 12.73%
mind of customer? Medium 10 9.09%
Low 50 45.45%
Very low 18 16.36%
Total 110 100
3 | tell about the companyStrongly Agree 12 10.91%
good image to others Agree 18 16.36%
Neutral 54 49.09%
Disagree 16 14.54%
Strongly disagree 10 9.01%
Total 110 100
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As it is shown in the above table for item 4(3.648aye responded strongly agree
24(21.81%) Agree, 14(12.73%) Average, 56(50.91éflied Disagree and the rest
12(10.91%) of them have responded very low. Thiglies that the company faced a

problem in creating a good reputation.

In table 4 item 2 the overall effort of TAMCO PL@ creating a good image in the
mind of the customer 18(16.36%) replied very hig2(10.91) high, 10(9.09%)
medium, 50(45.45%%) low and the rest 18(16.36%)iedpsery low respectively.

This implies that regarding to create good imag&éémind of the customer TAMCO
PLC does not work to enhance a good image in timel rof the customer, so it make

the company to decreases its sales volume.

In table 4 item 3 presented that the level of thet@mer in telling the good image to
others, 12(10.91%) of them replied strongly ag{16.36%) Agree, 54(40.09%)
Neutral, 16(14.54%) Disagree and the rest 10(9.0t¥0them have responded
strongly disagree based on the above result, therityaof the customer doesn't tell

good image about the company to other.

Table 5: Public Relation Activities which is Implenented Mostly By
TAMCO PLC

Frequency of Response in Nber and Percentage

Strongly _ Strongly
Agree Average Disagree .
No Item Agree disagree
NR % NR % NR % NR % NR %

1 Donation activity 10 909 12 1091 14 12/73 5%60.9%| 18| 16.36
2 Sponsorship 4 364 12 1091 24 21181 bH6 50.91 | 12.73
3 Press release 8 7.27 10 9.09 20 18.18 |58 5H52.72 | 12.73
4 Public seminar 12 109 10 9.09 14 12|73 50 4548 | 16.36

In table 5 item 1 public relation activity whicheamostly implemented by TAMCO
are analyzed presently, among them charitable tona0(9.09%) replied strongly
agree, 12(10.91%) agree, 14(12.73%) average 5@(b0plied disagree, the rest
18(16.36%) of them replied strongly agree. This liegpthat most of respondents
believe that TAMCO PLC is not involved responsitoleharitable donation.
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In table 5 item 2, shows that 4(3.64%) repliedrsgip agree, 12(10.91%) agree with
TAMCO implemented sponsorship as its public relatastivities on the other hand
24(21.81%) average, 56(50.91%) disagree and 148%).7responded strongly
disagree. This shows that the company doesn’t psessrship as a public relation

tools.

In table 5 item 3 8(7.27%) strongly agree, 10(9.p%9&&ponded agree, 20(18.18%)
average, 58(52.52%) disagree and 14(12.73%) resposttongly disagree. This
implies that press release is not a main activitydeicted in the company and the
customer can’'t know what is going in the companlyede create ambiguity in the

customer mind.

In table 5 item 4 12(10.9%) of the respondent giipmagree, that TAMCO mainly
use public seminar as a tool, 10(9.09%) agree, 2148%) average, 50(45.45%)
replied disagree and the rest 18(16.36%) resposttedgly disagree from this we
can understand that TAMCO PLC is poor in implanthglic Relation tools.

On the other hand during interview session theestuicesearcher asked and found out

that the company’s think that they use approp@a#itBublic Relation activities.

Table 6: The Impact of External Factor in Public Rdation Activity of

TAMCO PLC
No of
No Item Scale Percentage
respondents

1 How do you rate theVery High 12 10.09
company’s public relationHigh 16 14.54

tools method compared taMedium 10 9.09
its competitors? Low 52 47.27
Very Low 20 18.18

Total 110 100
2 How do you Evaluable theVery High 18 16.36
TAMCO PLC public| High 12 10.10
relation program? Medium 45 40.9

Low 24 21.51

Very Low 11 10

Total 110 100
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Item 1 .12(10.09%) responded very high, 16(14.54%h, 10(9.09%) medium, the
rest 52(47.27%) and 20(18.18%) replied law and \@mrespectively.

This implies that the TAMCO PLC is not operate tRablic Relation tools as

compare its competitors.

Whereas during the interview with the Public Relatmanage the replied that “the
company is going neck to neck with its competitobsit they are working

aggressively hard, however, we can compete witim theyways”.

Item 2 18(16.36%) responded very high, 12(10.10%hH45(40.9%) of customer
responded medium, 24(21.51%) low and the rest relpus replies 11(10%) very
low. This implies that the PR Program of TAMCO PisGn moderate.

Table 7. The TAMCO PLC Communication System and

Implementation

No ltem Scale No of Percentage
Respondents
1 Do You think the TAMCQ Strongly Agree 12 10.90
PLC meet its Publi¢c Agree 10 9.09
Relation tools efficiently Neutral 22 20
and effectively? Disagree 56 50.90%
Strongly Disagree 10 9.10
Total 110 100
2 How do you see theVery High 10 9.10
company’s communicationHigh 20 18.18
system? Medium 10 9.10
Low 50 45.45
Very Low 20 18.18
Total 110 100

In table 7 item 1 above presented the TAMCO PuB&ation tools whether
effectives and efficiently uses or not, 12(10.96plies strongly Agree, 10(9.09)
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Agree, 22(20%) Neutral, 56(50.90%) Disagree an®.1006) replied that strongly
Disagree, This implies that the company is notRRe&ools effectively and efficiently

and by the PR department it's have its own impathé organization.

In table 7 item 2, 10(9.10%) responded very higk0(18.18%) high, 10(9.10%)
medium and 50(45.45%) and 20(18.18%) replied lod/ aery low respectively this
implies that he TAMCO PLC PR communication systemat a good position.

On the other hand during the interview sessionestidesearcher asked that in what
way the company Evaluate to effectiveness of theralvPR activity he replied that
“the company overall aim is implemented and cremted image in the mind of the
customer and public at large. Our company takeed Back or use an implementation
live communication with the customer face to fegeggestion box etc, In order to get
feedback about the company PR implementation frestotner.

Table 8: The TAMCO PLC Participation in Responsibility Activities

No Item Scale No of Percentage
Respondents
1 How do you assessvery High 10 9.09
TAMCO PLCs system of High 14 12.73
recognition and awardingMedium 22 20
customer? Low 24 21.81
Very Low 40 36.36
Total 110 100

In table 8 item 1 10(9.10%) have responded veryn.higl(12.73%) high, 22(20%)
medium, 24(21.81%) low the rest 40 (36.36%) of thewe responded very low. This
implies that the company doesn’t recognized or dvwihe customer, this create the

gap between the customer relationship with the @mp

27



Table 9: Customers Complaints Regarding to the Comgny’'s PR

Achieves
No Item Scale Noof Percentage
Respondents
1 Have you ever had any kindh. Yes 60 54.54
of Complaint regarding theB. No 50 45.45
Company’s PR activities?
Total 110 100
2. If your answer is “yes” t0A. Yes 80 72.72
guestion 1, have you tried [B. No 30 27.27
inform the company?
Total 110 100

Regarding Customer Complain about the company @utdlation activities 60
(54.54%) respondents replied yes and the remaid55€%%) of the responders
replied No.

Out of the total customer respondents which repled to item 2 of table 8,
80(72.72%) of them replied yes with regarding timiming compliant to Company
and the remaining 30(27.27%) of the respondedeéplo it can be informed from
the above finding that even though the customeismn the company about the
complaints they have the company doesn’t makingiefft use of feedback because
as we have seen in table 2 of item 2 the compamgstice and experience in taking

complain and Suggestion is law.
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CHAPTER FOUR
SUMMARY, CONCLUSIONS AND
RECOMMENDATIONS

The proposal was designed to assess the PublidcidRelaractice it's challenges of
TAMCO descriptive method was employed to the refulind from questionnaires

and interview from the company.

In view of this researcher found on the Public Refatools being used by the
company, if this tools are at sufficient amoung #irey timely distributed, are they at
a standard level or do they passes the right comethem, from the analysis and
interpretation made in the previous chapter theofohg summary, conclusions and

recommendations are drown up.

4.1. Summary of the Major Findings

The major finding of the student research is listedollows:

* Among the total respondent 30(27.27%) of the redpots are male were
as 80(72.73%) the respondents are females. Thikesnihat the female
respondents greater than male respondents.

» Concerning the age of the respondent majority efrtare in the range of
28 - 37 years.

« With regarding the education 36.36% wer& gade complete, 21.81% in
certificate level and 20% of the respondent inahph level and 12.73% of
the respondent in first degree holder the rest%.a6e in 2° degree and
above. This shows that the TAMCO customers areastlin 12 grade
and certificate level.

* The Majority of customer respondents 45.45% worgrinate employees.

* The majority of the customer respondents 36.36% fzakelation with the
company from 5 — 9 years.

* With regard to company preparation to customer dams and

suggestion 36.36% replied low
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Concerning the willingness of the employees atitfi@mation desk, the
majority are 36.36% of the customer said low.

Majority of 54.55% of the customer replied low abdhe company
information well equipped.

Concerning the effort of the company work to enlgatitce company
reputation is poor in 50.91%.

With regarding the effort of the company imagehe tmind of customers
45.45% replied low the information about the compgood image to
other is medium level in 49.09%.

Regarding the company’s preparation, in donatidiviag public seminar,
press release and sponsorship, regarding the fieguPAMCO PLC in
supporting participating and coordination such \atotis, all of the
respondents put in low level.

Concerning the company’s Public Relation tools mmdthompared to its
competitor most of or 50.90% of customers replaa. |

Majority 40.9% of the respondents replied mediuntt@company public
relation program.

Concerning the TAMCO PLC meets its Public Relatioals efficiently
and effectively 50.90% of the customers disagreed.

Majority 45.45% of the customer replied low abolie tcompany’s
communication system.

Regarding the company’s system of recognition amdrding customer
36.36% replied very low.

Concerning the company’s public relation tools pcacin the company
the marketing manager of the company as her tlatcdmpany’s think
that they use appropriate all Public Relation aiiéis.

With regarding the company’s measuring in effecte®s of Public
Relation the Marketing Manager of the company amswiBe company
overall aim is implemented and create good imag¢éher mind of the
customer and public at large.

Concerning the objective that the company wishctueve, the Marketing
manager say’s we are not fully achieve what we neettcomplished out

we are trying our best”
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4.2. Conclusions

The student researcher conclude, the following tsdimough examines the analysis
of the respondents:

« The company preparation in taking complain and estign from
customers is low. So, the student researcher cda¢chat TAMCO PLC is
not addressing its customer need and expectatido the designed level.

* On the other basis of finding of this research pap&an be inferred that
the information center have create information bajween the company
and its customer, also, consequently has ressibnme lack of information
from the explanation given by the marketing manatyging the interview
session, the student researcher conclude that pitmblem is mainly
associated with lack of due attention at the mamagx an in separation of
its public relation office.

» Supporting and participation in donation activipyblic seminar, press
release and sponsorship help the company to getr lietage in the mind
of the customer regarding the issue the companyuset efficiently as
expected, the student researcher conclude thatotin@any effort in such
events of publics were at low level.

» The other major issue raised by the student relsearavas the
effectiveness of the company in meeting its orgational objectives
regarding this issue the marketing manager saysdweenot fully active
what we need to accomplished but we are tryingbest”

* The company Public Relation tools method compaoeitstcompetitors is
at low level, the student researcher concluded tthiat problem move a
customers to switch to competing companies.

 The company Public Relation practice in creatingl anaintaining a
favorable image in the mind of customer were at lewel, the student
researcher conclude that the company give lessitiatteto aware its
customers by using different Public Relation tawflthe company.
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4.3. Recommendations

Based on the major research finding that have besissed so far the following are

recommended by the student researcher:

One of the major role of Public Relation departmtmiction is providing
information and the information should provide aght time. Therefore
TAMCO PLC should invest resource to the informatemter.

The other major rule of Public Relation departmenhandle the complain
and suggestion of the customer provided as inplavirthis regard the Public
Relation department of TAMACO PLC has a low progrsm in order to in
prove this a better way of communication the PuBR&ation department
should focus on facilitating meeting, seminar awneing¢ with is customer.

The TAMCO PLC effect in creating and maintaininfpaorable image in the
mind of the customer, were low so the company shewdrk hard on the
participation of sponsorship, donation activity aathers to maintain a
favorable image moreover the company should updat@ublic Relation
tools especially its website and the company shaibli@ to use all social
medias, TV, Radio and all kind of medias which'#ahle for the company
communication to its public.

The other issue raised by the student researclieneed recommendation is
using Public Relation tools effectively and effiily. In this regard honest of
the responded replied low, so the organizatiorr@eioto implement effective
communication with in and out of the organizatidre tcompany should
always check whether the company Public Relatiofstare implemented in
effective and efficiently way by using different thed.

The Public Relation practice of the company is weakmpute with its
competitor so the company should strength its BuBRelation practice
through researching development to enhance custerperctation and coup

up with competitors.
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Appendix
Questionnaire Prepared on the Public Relation and Ractice of TAMCO P.L.C.

Objectives of the Questionnaire

The questionnaire is prepared to conduct studyhenRublic Relation practice of
TAMCO aiming mainly at identifying the problem amiving or recommending
possible solution, so the student researcher kiretjyests you to fill out this order to

ensure that the study is heading to the right doec

General Instruction
* Itis not recommend to writing your name.
e Please put ¥"” mark for alternative type question and write yauew for

subjective question.

l. General Characteristics of the Respondent

1. Gender a) Male) b) Female)
2. Age
a) 18 — 27 yr§ ) c) 37 — 47 yrs[) e) 58 yrs and aboue
b) 28 — 37 yrs_ ) d) 48 — 58 yrs]
3. Educational level
a) 12 Graded) c) Diploma ) e) 29 degree and aboté
b) Certificaté) d) ' Degreé?)
4, Occupation
a) Government employee c) Private employee) e) other specify)
b) Self employed) d) NGO_J
5. For how long you have been customer
a) Less than 4 yis) c) 10 — 15 yris) e) 20 yrs and aboue

b) 4 — 9 yr§) d) 16 — 20 yrs)



Il. Question Directly Related to the Study

1. How do you rate the company Public Relation tookthd compared to its
competitive?
a) Very high_J ¢) Mediuni_J e) Very low_)
b) High() d) low )
2. How do you evaluate the TAMCO PLC Public Relatisogram?
a) Very good() c) Good_J e) Moderate
b) Low() d) Very low ]
3. How do you rate the willingness of the employeethatinformation desk to

provide information?
a) Very high (J ¢) Mediuni_J e) Low )
b) High() d) Very low ]
4, Do you think TAMCO PLC participation in sponsorshgpcial activity and

charities effectively and efficiently?

a) Strongly agree) c) Average ) e) Disagree)
b) Agree_) d) Strongly agree)
5. The company is well prepared to give feedback giauer’'s complaints and

suggestions?

a) Strongly agree) c) Average ) e) Strongly
Disagreé )
b) Agred ) d) disagree)
6. Do you agree, TAMCO PLC works to enhance the compaputation?
a) Strongly agree) c) Average ) e) Strongly
Disagreé )
b) Agred ) d) disagree)

7. How do you see the TAMCO PLC Public Relation deparit to adopt
positive program and to eliminate questionable tprae

a) Very highJ ¢) Mediuni_J e) Very low_)
b) High() d) Low

8. The company information desk is well equipped?
a) Strongly agree) c) Average ) e) Strongly Disagree)

b) Agree ) d) disagree)



10.

11.

12.

13.

14.

15.

How do you rate the company method to respond tgptaints?

a) Very high ) c) Mediunt_) e) Low )

b) High() d) Very low )

| tell about the company good image to others?

a) Strongly agree’ c) Average ) e) Strongly
Disagreé )

b) Agree ) d) disagree)

What is the level of the company image in the nohthe customers?

a) Very high ) ¢) Mediunt_) e) Very
low( ]

b) High() d) Low )

Please identify if any of the following Public Retan achieves are implanted

by the company?

Strongly Strongly _
Agree | Neutral | Disagree
Agree Disagree
Community ) O ) O O
service
Sponsorship O O O O O
Press release | [ O ) ) O
Public seminar | (J ) O O O

Do you think TAMCO PLC meet its Public Relation ®cefficiently and

effectively?

a) Strongly agree) c) Neutral ) e) Strongly

Disagreé )

b) Agree_) d) disagree)

How do you see the company’s Communication system?

a) Very high ) c) Mediunt_) e) Very
low( )

b) High() d) Low )

Have you ever had any kind of complaint regardihg tompany Public
Relation activities?
a) Yes() b) No( J



16. If your answer is “yes” have you tried to infornetbompany?
a) Yes() b) No(J

17. How do you rate TAMCO PLC system of recognizing ameéarding customer
to reinforce their loyalty?
a) Very good( ) c) Moderaté e) Very low )
b) Good ) d) Low(]

18. If you have any idea comment or suggestion relat¢he Public Relation
practicing in the company. Please specify in short?
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12.

13.

14.

15.

16.

17.




Interview Checklist you are an interview session wh Public Relation
Manager of the TAMCO P.L.C.

The following interview questions are aimed to eclldata from Public Relation and

related issues to Public Relations Practice irctmapany.

Interview Questions

Which Public Relation tools are practiced in yoampany?
How does the TAMCO measure the effectiveness ofi®Relations?
What is the ultimate objective you wish to achiedeough your Public
Relation campaign?
4, What measure are taken by the company to mininniggtoblem and related

to policy practice.
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