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CHAPTER ONE

[.  Introduction
1.1. Background of the Study

Public Relations help our complex, pluralistic bgito reach decisions and function more
effectively by contributing to mutual understandiagiong groups and institutions. It

serves to bring private and public policies intonhany (Cutlip, 2000: 6).

Public relation is referred to as building goodatieins with the company's various publics
by obtaining favorable publicity, building up a gbcorporate image, and handling or
heading off unfavorable rumors, stories, and evéKistler, 2006:476).

From the above definition and explanation, one @arclude that effective public relation

activity has a vital role and impact to achieve¢henpany's objective.

Awash insurance company is named after the lormgestwithin the bounds of Ethiopia.
The company was licensed on October 1, 1994 amtbdtaperation on January 2, 1995.
Awash is the first broad based privately owned riasoe company which is fully owned
by Ethiopian investors. The company is called brbasked one, because there are about
544 shareholders. These shareholders include wpmfessionals who are living in the
country and abroad. The company started its operatith a paid up capital of 35 million
birr. The mission of the company is to provide ds¥ed general and long term insurance
services to a continuously growing number of clgrgfficiently, competitively and
profitably supported by modern technology as welbg well trained, professionally and

socially responsible team of management and emetoye

The marketing department is the main functionahawé the company. Under this unit
there are two divisions, which are the public ielatand sales coordination unit. The
public relation division is responsible for gatimeyi information, which allows the

company to make close contact with the customellsnaake immediate response to what

being said.



Insurance is mechanism of providing loss by redycisks. By reducing uncertainty in the
environment, it will create peace of mind that deslpersons focus on their primary
activities instead of worrying about the existent@ossibility of loss so that societies can
grow more. AIC give different insurance servicesclsas motor, fire, life, burglary, health

and etc.

Motor insurance covers loss of or damage to ther@tsvehicles as a result of accidental

collision and/or overturning or fire or theft.

Fire insurance covers the insured property agésstor damage by fire and/or lightning.
Life insurance is a contract whereby the insurerdertain sum of money or premium
proportionate to the age, profession, health ahératircumstances of the person whose
life is insured engage that if such person dies witthe period specified in the policy the
insurer will pay the amount specified by the polagcording to the term there of to the

person in whose favor the policy was entered to.

Awash Insurance Company needs to develop and nmairftvorable image and
relationship with its internal and external custosn® achieve its stated objectives. Public
relations are the best tool for a company to crbateer image in customers mind and to
maintain better relationship among different statéérs of the company. Thus, the
student researcher gave special attention to prddations because it has become the most
acceptable and effective way of communication rdgenro this end, the student
researcher tried to assess the public relatiordipeaof Awash Insurance Company in this

study.

1.2 Statement of the Problem

Public relations prepare written materials to react influence their target markets. These
materials include annual reports, brochure, adjcland company newsletters and
magazines. Audiovisual materials, such as filmdeshnd sound programs, and video and
audio CDs, are being used increasingly as commtioictools. A company's website can

also be a good public relations vehicle. Consurartsmembers of other publics can visit

the site for information and entertainment. Sutbsstan be extremely popular.



Based on this, the student researcher has triadgess the public relations activity done
by Awash Insurance S.C. and has come up with th@nfimg observation. The insurance
company uses as public relation tools Awash Insigadena Metsehate, which is
distributed for the employees and the external arnets, but it is not printed in a
modernized fashion. The insurance company alsavkasites for information availability,
but the programmer doesn't visit the web page #&etiy and transmit up-to-date
information for customers. The insurance compango gharticipates in sponsorship
especially in traffic program for creating awarenabout car accident in publics, but the

company doesn't have enough participation in atberal activities and events.

Therefore, this study attempted to investigate esxdew Awash Insurance Company
public relation practices. Due emphasis was giverpoblic relations activities because
they are vital for helping the company achieveoltgective. Thus, this study tried to seek

answer to the following research question.
1.3 Research Questions

1. What public relation activities does the companyfgen for creating and
maintaining good image in public's mind?

2. To what extent does the company participate in asoarctivities, customer
information programs, and etc?

3. Among the public relation activities of the compamsich ones are effective and
highly appreciated by customers?

4. What are the main challenges of the company inyragrout effective public

relations?

1.4 Objectives of the study

The general objective of the study is to assestiqrddation practice of Awash Insurance

Company. In addition to this, the study has theofing specific objectives.

* To identify the problem of communication with pusliby using public relations
tools.

* To support the company through ideas.
3



* To enhance company's participation in social atiisi
» To help the company develop favorable image imtived of publics as a result of

the recommendation to be given based on data amalyd interpretation.

1.5 Significance of the Study

The study is important in a sense that it highbgtite public relations problems of the
company and is expected to bring significant chaimgéhe prevailing situation of the

company. Based on this, the study assessed the fradilems of the company's public
relations program; so that, the company would be @bbetter address the complaints of
internal and external customers effectively. In iaoid other researchers may use the

findings of this study as base to conduct relatedepth researches.

1.6 Delimitation of the Study

Public relations, as one of the promotional adg#sit are carried out at many business
organizations including Awash Insurance Companycé&ithis company is doing its

business in 24 branches, it would have been muttbriie consider all branches to make
the research more comprehensive. But it is diffibed the student researcher to cover the
whole branches because it timely return of the tpmsaires and needs huge amount of
money. Thus, to collect data from customers, thdystvas restricted only at Bole branch.
The reason is that this branch has the largest eumbcustomers, which enables the
student researcher to get sufficient and relevafarmation about public relation of the

company.

Besides, only employees who have a direct respiihsitand contact with Public
Relations were considered for this study becaueg ¢tlan respond to the questions more

objectively.

1.7 Definition of Terms
Internal customers - are important assets for any organization on comyecause they
are the major participants of operation, producéad formulation of ideas which leads an

organization to success. Such that employees, lsbldezs etc.
4



External customers— every public and private sector organization hasown set of

publics to whom it sells products, service or ideas

1.8 Research Design and Methodology
1.8.1 Research design

To determine and access the public relation praaicAwash insurance company, the
study used descriptive research method becaused#iieod enables the student researcher
to describe existing situations effectively and geek answer to indicated research

guestions by using both quantitative and qualigatheasurement methods.

1.8.2 Study Population

In order to understand public relations activitiEme in Awash Insurance Company, the

target populations were the internal and externsiamners of the company.

1.8.3 Sampling Technique and Sample size

150 customers of Awash Insurance Company were tedlefrom Bole branch as
respondents using convenience sampling techniqueeasthe suggestion given by
(Malhotera 2007:200). Besides, employees at thelipubklation department of the
company's Head Office and the Department Manag#cipated in the study.

1.8.4 Type of data Collected

To achieve the above objectives of the study arattress the problems, the study relied
on both primary and secondary data relating to Awksurance Company. To gather
primary data, questionnaires and interview chetkliwere used and to collect the

secondary data, the sources included company @rbfioks in library and the internet.

1.8.5 Methods of data collection

The primary data will be collected through quest@re and interview. The questionnaire

was self administered to the representative sangblbsth internal and external customers



and returned to the student researcher and awimtechecklist were conducted with the

company's public relation manager.

1.8.6 Data analysis technique

The student researcher will use quantitative analitative data analysis technique. To
analyze the quantitative data, percentage andstatdee computed to get the total picture
of the data that were collected from sample reseotsd The Qualitative data which was

collected through interview checklists were anatiyaad interpreted in words.

1.9 Organization of the study

This study would be present in to four chaptersaiér one deals with background of the
study, statement of the problem, objective of tluelys delimitation of the study, research
design and methodology and organization of theyst@thapter two deals with literature
review concerning public relations. In additiong tkhird chapter deals with the data
presentation, data analysis and data interpretat@mpter four includes summary,
conclusions and recommendations. Finally, Biblipsaand sample questioners would be

attached to the research work.



CHAPTER TWO
REVIEW OF RELATED LITERATURE

2.1 Meaning and Definition of Public Relation

PRS defined as, planned and sustained effort tabkstt and maintain mutual
understanding between an organization and its p@Bhanik, 2002:5). The ultimate goal of
PRS must be maintaining sustainable mutual undetistg between an organization and
its publics; this enables to create a better liekeen two parties.

Further, Blech and Blech (2003:564) try to streegthhe idea by defining PRS as “the
management function which evaluates public attgudelentifies the policies and
procedures of an organization with public interasil executes, a program of action (and
communication) to earn public understanding anepiance”. From this perspective PRS
process doesn’t occur at the one time that is whysay it needs long period of time.
Effective PRS continues over months and even ybgriis definition PRS involves more
than selling product or services. The PRS prograrag use under the execution of the
program, press release used to send to announcepnetucts or changes in the
organization, special events may be organized ¢atergood will in the community and
the like. Based on Blech’s definition of PRS we caderstand that PRS is a very difficult
but effective way of communication in order to better attention to create better image in
the mind of the publics that results good will & organization.

PRS are taken as one mix of promotion among fickiding advertising, sales promotion,
personal selling and direct marketing. From thisspective the Dutch association defined
PRS as “the systematic promotion of mutual undedstey between and organization and
its public” (Banik, 2002:5). These systematic proimmal activities done through PRS
must address all the publics, which are internall @axternal in order to achieve
organizational goal. Jefkins (1983:9) strengthdns ithea through PRS can be defined as
“PRS consists of all forms of planned communicgtiomwards and inwards, between an

organization and it's public for the purpose of iaelng specific objectives concerning
7



mutual understanding.” The better ideas can to kem Jefkins PRS done by an
organization must be inward and outward which meawsrd with the internal members
of an organization whereas outward with the pultitarge. The other major idea we can
get from the above definition is that PRS’ purpasast be achieving specific objective,
this objective might include informing the publideveloping and maintaining better
relationship with the public by creating mutual erstanding. This specific objective may
use as a measurement of evaluation for the rektiied®RS.

Generally, all the above definition helps us toemstand what PRS mean. PRS has given
different meaning by different scholars, but theameg given by the scholar’s centers at
one point “PRS-relations with the public”. In adalit, these relations must be planned,
forwards both outward and inward should have its @valuation standards and specific
objectives aimed at creating mutual understandiatyvéen two parties and creating

favorable image in the minds of the publics.

2.2 The Extent of Public Relations and its Functios

This part of the literature review will focus oretigeneral over view of PRS aimed at to
clarify PRS to the readers and to brief its funt$io

2.2.1 Nature of PRS
The specific nature of community, employees govammthe financial community,
distributors, consumers and opinion leaders willyveith the nature of PRS practice
according to circumstance. For example PRS actigitgone to consumers the purpose
will focus on why consumer our product or servisly they buy form us and the like. But
PRS is done to the financial community the focud i to persuade why they are
working with us, why they give their money to usyhwe will repay their money and like.
That is why the nature of PRS varies accordinglyhuhe target group. The word publics
indicate that now PRS addresses a number of aweliembereas a specific objective
indicates in each and every activity.

2.2.2 Functions of PRS
According to Sahu and Raut (2003:147) PRS is usedrder to create a better
environment for the organization and its activiti®eme of the objectives may be to attract

sales inquiries, reinforce customer loyalty, attiagestors, attract better employees, block
8



union problems, open new market, launch a new mtodand reward key people with
recognition. In order to achieve such objectiveRSHs viewed as a part of the total
marketing communication strategy. The objectiveasically based on the new character
of PRS, that is a two way communication, understanavhat the public need. These
publics represent both internal and external, métion gathered from these publics can
be used as an input for an organization in ordeactdeve organizational goal. A public

can facilitate a company’s ability to achieve ibjextives.

Kotler (2000:605) suggests that the PRS departrmeonitors the attitudes of the
organizations publics and distributes informationd @ommunications to build good will.
To implement this effectively the PRS departmenti werform the following major
functions.

1. Press Relations:presenting news and information about the orgénizan the

most positive light,
2. Product Publicity: sponsoring efforts to publicizing specific product

3. Corporate Communication: promoting understanding of the organization thtoug

internal and external communications,

4. Counseling: advising management about public issues and coynpasitions and

image.

According to Kyambalesa, (2003:43) business orgaioa should engage in customer
relations for the following reasons: among others:

a. To gain reputation and protracted good will,
b. To ensure against loss of customers to existing@nplotential competitors,

c. To encourage the flow of information from customesich can be useful in

improving the organization’s marketing mix, and
d. To prevent any possibility of dissatisfied custosneeeking costly legal actions.

Jefkins (1983:101) suggests that the following gamn used as majors in order to build

better relations with customers.



. Complaints: are a form of feedback, and they can be welconmdbrAccording to
Jefkins (1986:102) invitation of criticism can lead perfected products and
services, greater customers satisfaction and isecegood will. The company can

use complaints as a major input in strategy fortmaf customer information.

. Guarantees and warranties:the companies can build better relations with its
customers through giving guarantees and warrawofiggroducts on services for
specific period of time aimed at getting custom#tsst on their products or

services.

. Customer service and Educationthe PRS department must work effectively in
customer service and educating them continuouslyalse customers have
deferent options in the market place and they bsuelly on the product or services

that they have understood.

. Works Visits, Open Days:Taking people behind the scenes and letting thesn s
how things are made. This action leads people stomers think themselves as a
part of an organization and they kept themselveh wie organization for long

period of time.

. Sponsorship: There are different ways of sponsorship. The P&&dment should
evaluate the sponsorship costs with its result. f#seilt must focus on building
favorable relation with customers and to build oosr base for the products or

services of an organization.

2.3 PRS for Internal and External Publics

From the management point of view there are tweeaspof PRS, internal and external

PRS the participation and support of its workerdalize its objectives, wining confidence

(internally) and trust of its shareholders, clieaisd supplies and the public at large

(externally), an organization should develop betationship between both publics

2.3.1 Public Relations for Internal Publics

The employees are the internal public of both mulsind private sector companies.

Employees are important assets for any organizaiiorcompany because they are the

major participants of operation, production andnfolation of ideas which leads an

organization to success. From this perspectivectimpany’s success basically based on

10



those employees. For creativity and productivityaim organization, a prerequisite is
harmony between the employees and the managememtik(B2002:40). Effective
communication between the management and empldgesnes great importance aimed
at creation of favorable atmosphere and better stateling between two vital bodies of
an organization. Employees are much nearer to mes®in service delivery organization,
the information comes from those employees canntalesan input in corrective action,
improving the system and even in formulating styEtéssues.
An employee of organization likes to know aboutdlchievement, new developments new
facilities and its advantages, new managemenatiids and also about the opportunities
for him self of her self for growth within the omgaation (Banik, 2002:41). A well
informed employee about his or her organization @ewelop a culture and philosophy of
being a communicator and agent of an organizafiororganization who wants to develop
effective PRS with its internal public to assuretuwali understanding; must implement
effective, frequent, planed and targeted PRS.
The other internal PRS are share holder

1. They are the real owner of the co for private sector. The company’s PR department

should have mutual understanding with them in order to achieve the overall strategic

objective of the organization (Banik, 2002:42)

2.3.2 Public Relations for External Publics

According to Banik (2002:42) external PRS, as the@ suggests is concerned with

people outside the organization. The major extgooalics are customers, government

and public at large, opinion leaders, media refetiand financial relations.

1. Customers: Every public and private sector organization ta®wn set of publics
to whom it selling products, services or ideas. Aorganization must develop
deliberate products program in order to catch thterést of customers to be
successful in the market (Banik, 2002:42)

2. Government. PRS for the government involve mobilizing publiapport for
government activities, to build relation with thevernment and also to help for the
good of the community or society. Additionally PR&h the government involve
keeping the government on company’'s side or faney tan be done through
lobbying (Banik, 2002:43).

11



3. Public At Large: The term PR for public at large has three majarifiaations:
information given to the public, attempts to moddititudes and actions of an
organization to respond to the public and ascedathconvey the reactions of the
public to the management. Creating favorable inallgtne time under the changed
situation is the new job of PR practitioner as tbenpany may have to raise new
capital from the market. The image of the companyital for the people at large

and creating this image, this becomes the commtarisgob.

PR is an indispensable tool in today's managemérttoth public and private

sector organizations. With the tremendous growthusiness and commerce in our
country, the need for external PR has assumed ameaming. India has opted for
the concept of mixed economy in which public andaie sectors have important

roles to play.

4. Opinion Leaders This is altogether a new type of public in PReTthaditional
role of the opinion leaders is to be the inspifethe masses and also their teacher.
The opinion leaders, for example, not merely inferend educates but also
influence the public opinion. They play the roletbé inspector of public affairs
and try to feed the man the information he needermulate his ideas. They are
the influencers of the democratic right to freedoin@xpression and try to disclose
as well as comment on the matters of public interggally the function of the
opinion leaders is to create public opinion on eratof public interest and build up
public confidence. They try to provide informatiamd create the climate and
thereby influence attitudes. They help communitgislen-making by providing
the facts that help the public to arrive at theimodecisions. In this way, opinion
leaders mould public opinion. They try to do ohijeetconclusion for the public
and there by succeed in influencing public opiniR. must be very careful of the

opinion and attitudes of the opinion leaders comogrtheir organization.

5. Media Relations: The media, as we know it today, is a modern usdih. A
number of factors led to the emergence of the madia predominant future of
modern life. Technical inventions facilitating mediical reproduction, the spread
of literary, the increasing use of regional lang@s@ffecting a transformation in

outlook grew in time to communicate and create igutppinion. No matter what
12



the character of the government or the organizasipit cannot ignore the people.

Every government or organization is accountabkaegoublic.

6. Media Relations: is a vital tool in PR. A large amount of communica and PR
are conducted through the media-especially the spr&isiness is always
vulnerable to attracts by the media. Media cannofiggravate problems especially
crisis. Media must be kept favorable. All effortaish be made to ensure this
strategically. It takes years to build a good imdne to destroy an image, it needs
just a few bad reports in the media. Organizatioasnot afford unnecessary
reactions and distortions. Selective and in-deptrerage in what the organizations
must aim at produces the desired results. The m@#on must be able to live up
to its claims and promises in media, otherwiseait be in for further problems.
Efforts must be to build an image as well as tonteu negative publicity. PR
people are the link between the organization amdniedia. Their success and
effectiveness depends on their ability to represiemtcompany in the media to its
satisfaction. PR is a catalyst that helps to babgut a change in the corporate
image through communication of appropriate infoforatand the media are

channels or vehicles to communicate with the taageience.

7. Financial Relations: The main target group of a company in financial IBRts
shareholders and potential investors. They haveetgiven information they are
entitled to have, and they have to be kept intecest the company. PR must
establish, maintain and improve the company’s imawek reputation so that it can
ensure financial backing from the public and thmafiicial institutions. With the
growth of the economy and the business, manageofidmancial promotions and
PR have taken on a new dimension. Organizationsrai@ng special efforts to
ensure goodwill of their investors, financial itstions and the rest of the financial
community. This is being done in the media randgmg annual reports to special
brochures to audio-visuals, video films and everparate advertising in the press

and television.

2.4 Marketing Public Relations (MPRS)
Many companies are turning to marketing publictretes (MRPS) to directly support

corporate on product, Promotion and image makingrkigting managers are turning
13



more to MPRS; they found it effective in buildinggareness and brand knowledge, for

both new and establish products. In consideringnwhad how to use MPRS,

management must establish the marketing objectslespse the PRS messages and

vehicles, implement the plan carefully and evaltlageresults.
Further, Kotler (2000:607) clarifies the contrilmurtiof MPRS as follows:

Build awareness to bring attention to product or service of agamization,

Build credibility : can add credibility by communicating the messaga editorial

context,

Stimulate the sales force and dealersstories about a new product service before

it is lunched will help the sales force sell itiggs
Hold down promotion cost in most cases PRS doesn’t cost as markets asingrti

Blech and Blech (2003:566) further explain markgtiRR adds value to the

integrated marketing program in a number of ways:
Building market place Excitement

Before media advertising the analysis of new prodsican opportunity for the
marketer to obtain publicity, there by increasing effectiveness of advertising.

Introducing a product with little or no advertising .

This strategy has been implemented by launching new product or service to test the

market.

2.5 Public Relation Tools

Depending up on the nature of activities and déffiertarget groups, different tools can

be used. Banik (2002:76) suggests the following RR& of majors:

1.

Issue of day-to-day News-item:these tools specifically focus on the latest
development of the day. It is considered one ofndaity of PRS department close
with the management and internal public to know dlady development of an

organization in order to use as an input for ote $#RS. Writing and issuing of day

to day news- item is one of the easy and inexpernsigls of PRS communication.

14



They are quick and effective, may include annoure#machievements, notices
etc (Banik 2002:76).

. Face-to-face communicationit has better result than written communicatioas c

do for inter-personal communication on purposéelps to understand the feeling
of every individual when they are taking, reactmith the communicator.

. Publication: written and printed communication produces highevels of
comprehension. These literatures consist of boskbebchures and pamphlets, etc.
These publication can give general background im&tion to the readers about the
general condition of the organization publicatiorayminclude interim report,
annual report, reports of the company meetingghiferpurpose if influencing the
readers to achieve their organizational goals. B&002:77).

. Relation with press: A very important tool of PRS is press relatione3@ are four
common methods of communication to conduct prdssioa, press releases, press
conferences, facility visits and Letters to thet&idi (Banik, 2002:78).

Information center: According to Banik (2002:78) the information cestare
multi-purpose in nature and provide in several ises/to the organization as well
as to its employees and also the members of thikcpaltside. Among different

purposes of the information center the followingethare majors

A. To have an enquiry desk:the purpose of enquiry desk of counter serves is
guiding the public through information. According Banik (2002:78) in
selecting the personnel for information center tdk following qualities
into consideration for persons to be deployed: kEhba well educated, must
be polite, must have good knowledge about the dagaon, and should

have a pleasant personality.

B. To maintain a reference library: Should maintain for both internal and
external publics of an organization by providingcessary reference

documents about the important events of an orgaoiza
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C. To run reading room: A reading or a study room is another place pravide
current books, magazines, news paper periodicalspgls, etc for the use of

employees.

6. Sponsorship:means the company pays money to Sponsor Some @& group
that is participating in activity (Clow and Baa@Q04:422). Through sponsorship
marketing an organization can achieve enhancingnapany’s image, increase a

firm’s visibility, helps to differentiate a comparfipm its competitors.

2.6 Effective PRS
According to Bohiman and Ellis in Sahu and RautO@@48), a PRS program is to be
effective its objective should be defined to deieenthe progress success and to be

reviewed

Effective PRS depend on:
- Setting specific objectives that are capable ofuateon,

- Fully integrating the PRS function into the orgaian, and
- Selecting the right personnel to carry out the RiRStion

2.6.1 Measuring the effectiveness of PRS
Effective PRS helps to maintain and build favorabiage in the minds of the publics.
It is important to evaluate the effectiveness @f plublic relations effort. According to
Blech and Blech (2003:566) in addition to determgnithe contribution of public
relations program to attaining communication ohyed, the evaluation offers other
advantages: It tells management what has beenvachithrough public relations
activities, it provides management with a way to amee public relations
achievements quantitatively, it gives managemenay to judge the quality of public
relations achievements and activities.
Simon in Blech and Blech (2003:567) suggests aatditimeans for accomplishing this
evaluation process including the following:
- Personal observation and reaction—observation dhialen one’s superior at all

level of the organization what is done in the pubdilations activities.
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Matching objectives and results—before implemenéing communication activities
through the public relations certain objective didae predetermined it helps as a

standard to evaluate the result accordingly wighdhjective.

The team approach — one way of evaluating publatioms activities especially in
internal public is the degree that results from ljpukelations in creating team

approach to meet the overall objective of an omgtion.
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CHAPTER THREE
DATA PRESENTATION, ANALYSIS AND INTERPRETATION

This part of the research paper is devoted to ptagen, analysis and interpretation of

data gathered from participant of this study.
3.1 General Characteristics of the Customer Respoedts

Table 1 Gender, Age, Educational Background, Occupinal type & Duration of Time

S/IN Item Customer Respondent
1 | Gender No. Percent
Male 95 66
Female 49 34
Total 144 100
2 | Age
18-27 Years 7 5
28-37 Years 25 17
38-47 years 46 32
48 and above 66 46
Total 144 100
3 | Educational background
Below 14" 27 19
10" Complete 1 1
Diploma 32 22
Certificate 4 2
1% degree 56 39
above 1 degree 24 17
Total 144 100
4 | Occupational type
Governmental 2 1.3%
Non-governmental 22 15.3%
Self-employee 120 83.3
Total 144 100

5 | How long have you been the
customer of Awash Insuranc¢e

Company
From 2-3 years 14 10
From 3-5 years 62 43
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From 5-6 years 46 32

From 6-7 years 22 15

Total 144 100

The T' section of Table 1 summarizes the gender of tisparedents. From the total
customers respondents 95 (66%) are male, whilerdbe 49 (34%) are females. This
indicates most of the users (respondents) are nibhes?® section of table 1 summarizes
different age groups of the total number of customespondents. About 7 (5%) of
customer respondents are in the age of 18-27 y2ard,7%) of them are in the age of 28-
37 years, 46(32%) of the respondents lies on tleechd8-47 years and the rest which
covers 66 (46%) of the respondents are 48 and alicsl@ws that this research participate
the respondents from all ages group who attainedrita The 3¢ section of table shows
educational background of the costumer respondErds the total customers respondents
27 (19%) are below 1) 1 (1%) of respondents is at the level of' T@mplete, then 32
(22%) and 4 (2%) of the respondents have diplonh @ertificate respectively. The
remaining 56 (39%) and 24 (17%) customer resposdar at the level of*degree and
above ' degree respectively. This implies that most of tpondents have completed

tertiary level education.

The 4" section of table 1 summarizes different types otupation of customer
respondents. 2 (1.3%) of customer respondentsiggevernmental occupational types, 22
(15.3%) respondents are in non-governmental job thedrest 120 (83.3%) are self-
employed. This shows from the total customer redpots most of the insurance users are
self-employed. The"™section of Table 1 indicates the duration of timspondents have
been customer of Awash Insurance Company. Frontdta customer respondents 14
(10%) have been customer for 2-3 years in Awashrémce Company, 62 (43%) of them
are customers for 3-5 years, the remaining 46 (32#td 22 (15%) of customer
respondents have stayed with Awash Insurance Compan 5-6 and 6-7 years
respectively.
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3.2 Analysis of the Major Findings

Table 2 shows different types of insurance servicesd by customer respondents. About
57 (40%) of customer respondents are users of miesorances, 39 (27%) of customer
respondents are also users of fire insurancegeste36 (25%) and 12 (8%) of customer

respondents are users of life and burglary ins@rdgppes. This shows the image of the

Table 2 Types of Services used by SSomers

Customer respondents
Types of Services No. Percent
Motor Insurance 57 40
Fire Insurance 39 27
Life Insurance 36 25
Burglary 12 8
Total 144 100

customers about car accident is very high.

Table 3 AIC'S Effort in using "PR tools"

Customer respondents

S.N | Questions No. %
1 How do you rate the company's improved PR tpols
such as newsletter or magazine?
a) Very high 37 26
b) High 13 9
¢) Medium 56 39
d) Low 24 17
e) Very Low 14 9
Total 144 100
2 How do you rate the company improved Public
Relation tools such as information posted on |the
website?
a) Very high 34 24
b) High 1 1
c) Medium 27 19
d) Low 40 28
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| e) Very Low | 42 | 28 |

The F'section of table 3 summarizes the response obowss related with public relation
tools of the company. Out of the total customers(36%) of respondents rated the
improvement of public relation tools a very highméng the respondents of customers
13(9%) of them rated high, 56(39%) rated mediune f@maining 24 (17%) and 14 (9%)
of customer respondents rated low and very low eesgely. This implies that the
improvement the news letters or magazines of thepemy is at medium levels need to be
improved. In the other hand the manager of Bolenddrasaid the company inform to
publics about achievement of the company by usomgpany newsletter.

The 2" section of Table 3 shows the response of custoregirding posted information
on the website. From the total customer respond@ht®4%) rated very high, 1(1%) of
customer respondents rated high, then 27(19%) stomer respondents rated medium,
and the rest 40(28%) and 42(28) of them rated lod @ery low respectively. This
indicates the website of the company is very wealkkansmitting important information.
Thus, the company needs to improve the system bfpage.

Table 4 Respondents Perceptions about "AIC'S IMAGE

Customer
S.N | Questions respondents
No. %
1 | How do you rate the extent of relation ship betwdencompan
and its customers?
a) Very higt 91 63.2
b) High 53 36.¢
c) Mediun - -
d) Low -- -
e) Very Low - -
Total 144 10C
2 | What is the extent of the company in creating fatbte image ir
its customers mind?
a) Very higt 94 65.2
b) High 45 31.:
c) Mediun 5 3.4
d) Low - -
e) Very Low -- -
Total 144 100

21



The F' section of Table 4 implies relationship betweea tompany and the respondent
customers. From the total customer respondent$32%) rated at very high level, and
53(36.8%) respondents rated at high. This showsdhgany have good relation ship with
customers. Moreover the manager of Bole branchHeatl office are said the company
have good relationship with employees and custorbgrasing different public relation

tools the company applying to a communication saghewsletter of the company and by

preparation of vacation, etc

The 2 section of table 4 also implies the success ofctirapany in creating favorable

image in customers mind. Out of the total custonespondents 94 (65.3%) rated very
high, 45 (31.2%) of customer respondents rated, lilgh remaining 5(3.5%) of customer
respondents rated medium. This indicates the coynpeeates favorable image in most of
customer respondents.

Table 5 AIC'S Effort in using "FEEDback"

Customer
S.N | Item Respondent
No. %
1 | What is the extent of the company in taking coam)
suggestion and opinion from customers as an irgutake
corrective actions?
a) Very high 84 58.3
b) High 35 24.3
¢) medium 22 15.3
d) Low 3 2.1
e) Very low - -
Total 144 100
2 | AIC is quick in giving response to customer’s @bamts?
a) Strongly agree 102 70.8
b) Agree 42 29.2
c) Neutral - -
d) Disagree - -
e) Agree - -
Total 144 100

Item 1 of Table 5 summarizes the extent of the @mgpn taking complaints, suggestion
& opinion of customer respondents. Out of theltotstomer respondents 84 (58.3%) of
respondents rated very high, 35(24.3%) of custoraspondent also rated high & the
remaining 22(15.3%) & 3(2.1%) of customer respomslerated low & very low

respectively. This shows that the company takdi€ieftly customers opinions and
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suggestions. Table 5 Iltem 2 shows the respongeafompany with regards to customer
complaints. 102(70.8%) of customer respondentdratrongly agree and 42(29.2%) of
customer respondents rated agree. This indickeesdmpany gives quick response for
customer complaints on time.

In the open ended questions most of customersbyaidcreasing of premium charge and
decreasing of compensation, and delay in payingoohpensation shift from different

insurance company to Awash Insurance Company.

Moreover the customer said the company has probfenebsites, lack of sponsorships in
transmitting of sport program and lack of faciimat meeting with customers. Finally,
respondents suggest the company to design the agghand participate in different social
events detail.

Table 6 Gender, Age, and Educational Background & ime of Duration of Employee

Respondents
S/N | Item Employee respondent

1 Gende No. %
A-Male 5 63
B-Femal 3 37
Total 8 100

2 Age
a) 1¢-27 year - -
b) 2¢-37 year: 4 50
c) 3&-47 year 4 50

d) 4¢-57 year - -

e) 58 years and abc - -

Total 8 100

3 Educational Backgrout

a) 1(" complet

b) Certificate - -

c) Diplome - -
d) ¥ degre: 8 10C
e) above *'degre - -
Total 8 100

4 Time cf duration in the compai
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a) from -3 year: 4 50
b) from -5 year: 3 37.5
c) from £-6 year: 1 12.5
d) from €-7 year. - -
Total 8 100

Table 6, Item 1 summarizes the gender of emplogspandents. About 5 (63%) of
employee respondents are males, while the remaBi(87%) covers female's employee
respondents. This shows the research participatisgender and all employees of the PR

department.

The 2% Item of table 6 summarizes different age groupsmployee respondents. 4 (50%)
of employee respondents are in the age of 28-3ik @&l the rest 4 (50%) of employee
respondents were found to be in the age range-df73g&ars. This shows th& 3ection of
table 6 shows educational background of employesporaents. All of employee
respondents have'Hegree. This indicates the public relation depantis have educated

man power.

The 4" section of Table 6 indicates the duration of sEnGf employees in the company.
From total employee respondents 4 (50%) have sthgbtieen 2 to 3 years, 3 (37.5%) of
employee respondents have stayed between 3-5 yiarslast 1 (12.5%) employee

respondent have given service from 5-6. This shioaVs of employees respondents have
stayed in the company for few years.

Table 7 Employees Participation in Preparation of @. Newsletter

Employee respondents

S.N | Item No. %

1 | What is the extent of the company |in

participating employees in preparation |of

the company new letter (Zena Metsehate

a) Very high 6 75
b) High 2 25
c) Medium - -
d) Low - -
e) Very low - -
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Total 8 100
To what extent is Zena Metsehate |an
effective public relation communication tool
a) Very high 3 37.5
b) High 1 12.5
c) Medium 4 50
d) Low - -
e) Very low - -
Total 8 100

Table 7, Item 1, indicates, participate of empley@e the preparation of the company
newsletter. From the total number of employee redpots 6 (75%) said very high . The
remaining 2 (25%) rated high. This result approkat tthe company participates the

employees in preparation of Zena Metsehate effelgtiv

Item 2 of Table 7, shows the effectiveness of Zkledsehate. As a result, 3 (37.5%) of
respondents rated very high, 1 (12.5%) of the eygdaespondents also rated high and
the rest 4 (50%) of respondents rated medium. Téssilt shows the company Zena

Metsehate has a medium preparation styles. Sootih@any needs to improve the problem

of public relation tools.

Table 8 Employees Knowledge about the Company

S.N

Iltem

Employee respondents

No.

%

How do you rate the availability of sufficie

knowledge about the company?

a) Very high

100

b) High

c) Medium

d) Low

e) Very low
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Total 8 100

Table 8 summarizes total number of employee regmusdwho rated the availability of
sufficient knowledge about the company. Accordingiyl of the employee sufficient
respondents rated it as very high. This indicabted the major tasks of the PRS department
is making information available & building bett@nage of the corporation. In other hands
the result implies that the ability of giving infoation about the company is reliable &
high.

Table 9 Employees Perspectives in Social Issues

Employee respondel
S/IN | Item No. %

1 | How do you rate the company in supporting empl®)
events? Such as organizing get together?

a) Very higl

b) Higr 375

c) Mediurr 62.5

O

d) Low

e) Very low - -

Total 8 100

2 | To what degree does the company apply the folloy
activities to build two way communications?
A. Providing sponsorship for scholars.

a) Very higt 6 75

b) High 2 25

¢) Mediurr - -

d) Low - -

e) Very low - -

Total 8 10C

B. Organizing welcome event for new staff member

a) Very higl N -

b) High - -

¢) Mediurr

d) Low

5
e) Very low 3 37.t
Total 8 10C

C. Giving gifts for staff members in wedding, gradation, etc.

a) Very higl 6 75

b) High 2 25

¢) Mediurr - -

d) Low - -

e) Very low - -

Total 8 10C
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D. Awarding staff members who have worked for AlCfor

long years
a) Very higt - -
b) High - -
c) Mediurr - -
d) Low 1 12.5
e) Very low 7 87.t
Total 8 10C
E. Sponsors TV programs related to traffic accidet?
a) Strongly agre 6 75
b) Agree 2 25
c) Strongly disagre - -
d) Disagre - -
Total 8 10C

Table 9 Item 1 summarizes, about the company'siektesupporting of employee events
like get together. From the total no. of employegpondents 3(37.5%) of the respondents
as high, and 5 (62.5%) of the respondents ratedumed his result shows the company is
very poor in organizing get together. This couldphthe company improve its weakness
and develop communications with employees. Sec#ioof table 9, summarizes the
company's ability to build up two way communicati@{75%) of the total respondents
rated very high in sponsorship for scholars an@%24) of respondents rated high. This

indicates the company performs effectively in sposisip for scholars.

Section B, summarizes 5 (62.5%) and 3 (37.5%) gbleyee respondents rated low and
very low respectively. This result shows the compaffort on the welcome events for

new staff members wasn't efficient and poor, sudividies need series of stages their
implementation. But the result approves that suntof activities were not implemented

well by the PRS department of the company. Jefikir&ahu and raut (2003:145) that, PRS
help to build mutual understanding between twoigsrand it also helps the company to
earn public understanding and acceptance. Se€ijahows, here is that, AIC effort in

giving qifts for staff members in wedding, gradoatiis at very well level, the PRS

practices in such activities also very well antietp to improve relation ship between the
company and employees. Etzel and others (2004:5&i#) that, supporting events of

publics of an organization helps to maintain betéationship, to build strong image and
can get much more.
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Section D, Shows, from the total number of respatsl#(12.5%) and 7 (87.5%) rated low
and very low respectively. This indicates AIC effon Awarding staff members are very
poor. But encourage of employee needs for the cognpa maintain better relation ship

between the company & employees.

Section E, shows, 6 (75%) and 2 (25%) out of thal teespondents rated strongly agree
and agree respectively. This implies that the caompa in sponsors of TV for traffic
program are very good. The implication is that Awassurance Company's experiance in
participating events of its public had better pEctAuthors suggests in the issue, it is one
of the major tasks of the PRS department throughlae participation of specific events of
the general publics. Additionally the manager saidst of the time particiaptes in
sponsorship specially in transmitting of trafficogram related with jobs but the company
provides and participates in different social issuénally the manager said the company
has some problems in public relation activities foutmprove this weakness and continue

by other strong activities.

Table 10 Employees Perspectives in Different isssie

Employee
SIN Item respondents
No. %
1 How do you rate your job satisfaction as a restilthe
activities carried out by the public relation depzent?
a) Very high 2 25
b) High 1 12.5
¢) Medium 5 62.5
d) Low - -
e) Very low - -
Total 8 100
2 Do you believe that the public relation departtragdithe
company has sufficient staff members?
a) Strongly agree - -
b) Agree
¢) Strongly disagree 1 12.5
d) Disagree 7 87.5
Total 8 100
3 To what extent do you agree that the public imtat
department of the company have sufficient budget?
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a) Strongly agree - -
b) Agree

c¢) Strongly disagree 7 87.5
d) Disagree 1 12.5
Total 8 100

Table 10, section 1, shows 2 (25%) of employeeamdents rated very high, 1(12.5%)
and 5(62.5%) rated high and medium respectivelyolm satisfaction. As a result of

activities carried out by public relation departmérhis result implies that the employees
have not enough satisfaction by the activities oblic relation department. Section 2,
indicates 1 (12.5%) and 7 (87.5%) of respondentisdratrongly disagree and disagree
respectively. This result shows the company dogamform the duty of the PR activities

effectively by the shortage of staff members. Ruldiation department has not sufficient

staff members.

Section 3, shows from the total no. of employe@aadents 7 (87.5%) and 1 (12.5%)
rated strongly disagree and disagree respectivethe company have sufficient budget.
This shows the PR department hasn't enough buttp&silitate the activities effectively.
On the open ended questions most of customer rdspts1said by increasing of premium
charge, decreasing of compensation and delay imngayf compensation shift from
different insurance company to Awash Insurance Gomp

On the other hand the customer respondents lisivdekness of the co. and suggest the
solution. Lack of facilitating meeting, lack of wate and lack of sponsorship in sport
program. And suggest to design the webpage anartaipate in different social events.
In the side of employee respondent's 5 reply sgertd newsletter distribution and lack of
update information about the company by the cafisailare of website. The remaining 3

respondents also said lack of budgets in the depait
Finally, the employee suggest the company to pangle amount of newsletter and rich for

all employees and customers, to update the web @adj¢ransmit up to date information

for publics and the company give enough budgethferdepartment.
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CHAPTER FOUR
SUMMARY, CONCLUSION AND RECOMMENDATION

This chapter is the last part of the study whichlslevith summary of the major findings,

conclusion and recommendations.

4.1 Summary of the major findings

This part of the research paper is devoted to susofahe major findings of the study.

«+ To generalize the characteristics of the resporsdehboth groups the majority of

the respondents were male. In the case of theirtlagemnajority of customers
groups, which cover 66 (46%) of total respondergsevbetween the age range of
48 and above years, where as in employee groupsai@ity were concentrated
equally between 28-37 years and 38-47 years of Hye.summary of educational
background shows that, 56 (39%) of customer resputsdvere % degree holders
and the majority from the remaining employee resienits group, all of them had
1% degree. The summary of occupational types showrityaof customers
respondent were self-employed.

Regarding their relationship as a customehn Witvash Insurance Company, the
majority of the respondents had 3-5 years of eepeg with the company. Finally,
from the side of the employees most of them wetevden 2-3 years experience

and 57(40%) of customer’s respondents was motarange users.

According to the Public Relation tools used by tdmnpany such as newsletter
improvements, the customer respondents said thist @ medium level. From
employee’s side, the effectiveness of the Compangissletter focus at medium
level. In preparation of Company news letter thetig@ation of employee
indicated a very high level.

Regarding improvement Public Relation tools suchirdermation posted on

website 42 (29%) of customer respondents had wevyinformation posted on the
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website. The Company wasn't facilitating websitsteyn effectively. Generally,
regarding the activities Public Relation tools lo¢ Company were at medium and
very low level.

+ According to relationship of the Company and itstomers, respondents replied
very high. The creation of favorable image in itstomer mind concentrated at
very high level. Similarly the image of the Companycustomers mind was also
very high.

« The use of feedback such as compliant, suggestioh apinion taking from
customers helps to meet needs and wants of thécpublother words achieving
organizational goals. It was found out that Awasisutance Company takes
feedback at very high level.

« Participation and supporting social activities, geand public programs was also
the major concern of the student researcher, simads lof activities will help an
organization to build better relationship with ggblics and to gain reputation in
the minds of the entire publics. In order to assksspractice of Awash Insurance
Company in such issues, some questions were ram®demployee and customer
respondents, like sponsorship in celebration oflipudind government holidays
awarding employees who have worked in the Compamnyldng years and the
result has rated poor. But the manager of the cagnpegue that Awash Insurance
Company had a better experience in supporting participating public events
regularly, even if the result gathered from resmmtdvasn’t in agreement with this
opinion.

+ According to the weaknesses of the company moshefemployee respondents
indicated the shortage of budget and shortage pfame. In the side of customer
respondents, they concentrated on the problem bpage and lack of sponsorship
of different issues.

4.2 Conclusions

After the completion of analysis of customer andpkayee responses, the student

researcher had reached at the following conclusions
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+ The effort of Public Relation programs in improvitlge Company’'s newsletter
were at medium level. On the other hand, the CoripdPublic Relation tools like
a webpage was low to make the flow of informatiomoth respondents.

+ The Company'’s effort in creating favorable imagé\efash Insurance Company in
minds of the publics was at moderate level. In w@alli the extent of the
relationship between the company and its customvere moderate. Generally the
performances of Public Relation department in i@hship side were at moderate
level.

4+ Supporting and participating in social activitiesdgs to get better reputation in the
minds of publics and to build better relationshipthwthem. The Company’s
practices regarding the issue weren’t efficiente Tiesult concluded that, the
Company’s effort in supporting events like sponbgrson traffic program,
sponsorship for scholars and giving gifts at oaragime were at moderate level.
On the other hand, supporting of public and govemmholiday, sport programs
and organizing welcome events were other aspeatsihle practices of Awash
Insurance Company were low and very low respectivéhe Public Relation
practices regarding these issues weren’t impressiverefore, the Public Relation
department performance regarding participation wfagh Insurance Company in
events of its public wasn’t impressive.

4+ The other major issue raised by the student relseaias the shortage of budget
and shortage of staff members. Concerning thessgesssthe Public Relation
department faces high problem to facilitate and enefikective activities to the firm

due to shortages in budget and man power resources.

4.2 Recommendations

The Public Relation practices and activities of Atvalnsurance Company were
interpreted, summarized and concluded. Based onctimelusions drawn the student
researcher have forwarded the following recommeonst
» The Public Relation department should focus on tkeommended issue
improvement of newsletter and webpage, to imprévedtyle and the content of
the newsletter with attractive designs aimed amaltely improving the good will
of the Company.
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» The Company Public Relation practices in creatifigfavorable image in the
customer mind were at moderate level, the acts/gied programs that aimed to get
the attention of target customer must be well im@eted. In job satisfaction, the
employee were at medium level, the Public Relatdepartment must focus on
employee of the Company because dissatisfacti@mpioyee was worst than that
of external customers. In order of provide thisuadion, the Public Relation
department should facilitate different meetingsaaein the two parties to improve
their understandings.

» The other major issue raised by the student relseasnd need recommendation to
improve the situation is that, most of the Compaffprts in participating and
supporting social events was at low level. In orteeimprove the situation, the
company should implement facilitating meetings, aivey staff members who
have worked for long years in the Company and atiblated activities. In addition
the Public Relation departments also focus on phgnof budget and appointed

enough staff members.
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Appendix 1
| Questionnairefilled by customers
This questionnaire is prepared by St. Mary's ursitgrcollege undergraduate degree
student in order to assess the Public Relatiortipeaof Awash Insurance Company. Your
answer will be concrete base for this student rekepaper. Please, give your answers
dedicatedly and honestly. All information you prdeito this study will kept strictly

confidential. Thank you in advance for your coopierato fill this questionnaire.

Please N put mark in the box of yowicé given below

General characteristics of therespondents
1. Gender

Femal{ ] Male [ ]

2. Age

A) 18-27 years ] C) 38y&ars ]

B) 28-37 year's [] )®Byearsandabov( ]

3. Educational Background

A. Below 10" ] D. Certificate [

[ ]

B. 10" complete [ ]

C. Diploma ]
4. Occupational types

A) Governmental

C) Self — employed [ ]

E. First Degree
F. Above first degree

B)NGovernmental [ ]
D) Others [ ]

5. How long have you been the customer of Awash Imsig&ompany?

A) From2-3years [ ]
C) From5-6 years [ ]

B)From 3eans [ ]
D) Fro+i gears ]

6. As a customer of AIC, which service do you use eshgely (For which service are

you the customer?)

- Motor insurance

- Fire insurance

- Life insurance

[ ]

[ ]
[ ]



- Burglary [ 1]
- Others

7. How do you rate the company improved PR tools stschewsletter or magazine?
A) Very high [ ] B) High ] C) Medium ]

D) Low ] Epky low [ ]

8.How do you rate the company improved PR tool$ siscinformation posted on the
website?

A) Very high[ ] B). High [ ] C) Medium [ ]
D) Low - E) Very Low__]

9. How do you rate the extent of relationship b/n¢bmpany and its customers?
A)Veryhigh [1  B)High [ C) Medium —

D) Low [ ] E) Very Low[ ]

10. What is the extent of the company in creating fatte image in its customer’s
mind?

A) Very high [ ]
B) High ]
C) Medium
D) Low [ ]
E) Verylow [ ]

11.How do you rate the image of AIC in the minds efdustomers?

A) Very high [ ] B) Higl_] C) Mediunl_]
D) Low ] E) Very Low ]
12.What is the extent of the company in taking commtliguggestion and opinion

from customers as an input to make corrective asflo
A) Very high ]

B) High ]
C) Medium ]



D) Low ]
E) Very low [ ]
13.What is the extent of the company in participatimgl supporting

Social events?

Very high High Medium Low Very Low

> Supporting sport programs on TV N o AN N I N o

> Supporting celebration of Public and I o I O e O

government Holidays.

» Preparation of New Year gifts &

Calendars.

» For transmitting of traffic program.

14.Does the company facilitate meeting /get togeth#r its customers?
a. Yes [ ] b. No ]
15. If your answer for the number 14 questiones, what is the interval of

the company facilitating meetings & better relasbip?

a. Once amonth [_]
b. Once a year ]
c. When ever need aris¢——I
d. Others 1]
16. AIC is quick in giving response to customexdsnplaints?
a. strongly Agree
b. Agree
c. Disagree

d. Strongly disagree

JU 000

e. Neutral



17.

18.

19.

20.

21.

AIC is better for other insurance companieBRhactivities?
a. strongly Agree
b. Agree
c. Disagree

d. Strongly disagree

Jooin

e. Neutral
AIC is updates the PR activities of the confrtime to time?
a. strongly Agree
b. Agree
c. Disagree

d. Strongly disagree

INiRininl

e. Neutral

Have you ever been a customer of other inseraompany?
a.Yes [ ] b. No ]

Are you users of other Insurance co. beforeare the customer of AIC?
a.Yes [ b. No[]

If your answer for the above question2is yes what is your reason for leaving?

21.

What are the weaknesses of the company in B\Rtias?

22.

What is suggesting improving this weakness?




Appendix 2
Questionnaireto befilled by employees
This questionnaire is prepared by St. Mary's ursitgrcollage undergraduate degree
student in order to assess the public relationgincaof Awash insurance Company. Your
answer will be concrete base for this student rekepaper. Please, fill all answer
dedicatedly and honestly. All information you prd@vto this study will be kept strictly
confidential. Thank you in advance for your coopierato fill this questioner ire.
Please put/ mark in the box of your choice given below
You do not need to write your name

l. General characteristics of therespondents

1. Gender
Male ] Female ]
2. Age  a. 18-27yrs [ b. 28-37 yrs— c. 38-4-
d.48-57yrs [] e. 58yrs and abov{ ]
3. Educational backgrounds
a. 10"complete [ b. certificatl c. diploma [
d. ' degree [ e. abovedkgree [
4. For how many years have you worked in AIC?
a. From 2-3 years[] b. From 3-5yeq ]
c. From 5-6 years [ d. Fromyears [ ]

5. What is the extent of the company in participagngployees in preparation of the

company’s newsletter (Zena Metsehate)?

a. Very high [] b. high— c. Mediur—]
d.low [] e. veon ]
6. How do you rate the availability of sufficienidwledge about the
Company?
a. Very high [ b. high [ c. Medium_]

d. low [ e. very lod]



7. To what extent is Zena Metsehate an effectiv@i®&elation communication tool?
a. Very high ] b. high 1 c. MediunT_]
d. low [ e. very low ]
8. How do you rate the company in supporting emgéddg/events? Such as  organizing
get-together?
9. To what degree does the company apply the fatipwactivities to build two way

communications?
Very High High Medium Low VeryLow

- Providing sponsorship for scholars I Y Y I Y Y

- Organizing Welcome event for new

staff members

- giving gifts for staff members in

wedding, graduation, etc

- Awarding staff members who have

worked for AIC for long years

10. To what extent do you agree that the co. spernBé programs related to  Traffic
accident?

a. Strongly agree [

b. Agree [
c. Strongly disagree[ ]
d. Disagree ]
11. How do you rate your job satisfaction as alteduhe activities carried out by the PR
department?
A.Very high [ B. high ] C. MediunT
D. low ] E. ydrow ]

12. Do you believe that the PR department of thepamy has sufficient staff

members?
a. Strongly agreq ]
b. Agree ]

c. Strongly disagre(—]
d. Disagree [ ]



13. To what extent do you agree that the PR degattof the company have
sufficient budget?
a. Strongly agree [ ]

b. Agree ]
c. Strongly disagree []
d. Disagree ]

14. What are the weaknesses of the PR department?

15.What is suggest to improve these weakness?




Appendix 3

I nterview checklist

This interview prepared to ask AIC division manaigeorder to get input for the student

research paper that aimed at to assess the PiRepracAIC

1.

a ~ N

Do you believe that the company does have beti&ior with its employees and
customers?

What is the company effort in applying two-way coomeation with its public?
Does the company inform to its public about itsi@céments?

What is the effort of the company in supporting caumity activities and events?
What do you say about the PRs effort of the companthe public?
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