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Abstract

Creating proper public relation is one of the viffalctors that determine
the competitiveness of a specific organizationthis regard, the study
assesses the Public Relation of Buna Internatiopahk. The study
collected data using open and closed ended quesdio® and interview
from sample respondents which were selected usingvenient
sampling technique and the collected data were yaed using
descriptive data analysis method. According to egearch finding the
image that the company has in the mind of customédrgh and its effort in
maintaining this image is effective, its publicatgn practice in comparison
with competitors is high and also the public redatiacceptance. Whereas
compliant handling mechanism of the company is Imereover its
participation in social activity insufficient. Sbhé company has to work hard
in creating common understanding with the public taking comment,
grievance and corrective action and engage in nsweal activities that it

currently does.

Introduction

Creating proper public relation is one of the vitadtors that determine the
competitiveness of a specific organization and tereabetter image in the
mind of both internal and external customers. Timpartance of public
relation in the service sector is to develop commaiit, motivation and
morale among people to enable them to function wunddferent

circumstances (Banik, 2004). The bottom line ofljputelation practice is in
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the results that come from putting theories andgppies to work in a way
that benefits the organization issuing the payclauk the society of which

that organization is apart (Allen, 2002).

According to Banik (2004) public relation is a delrate, planned and
sustained effort to establish and maintain mutadleustanding and goodwill
between an organization and its publics. Publiati@h is an effort to
identify and interpret policies and programs of @ganization with the
objective to establish a bridge of understanding goodwill between an
organization and its publics (Ibid). Public relaisoprovide a service for a
company by helping the public and the media to reabetter understanding
of how the company works. Public relations alsgplelkcompany to achieve
its full potential. Buna International Bank S.C.shpined the Banking
industry of Ethiopia following the favorable econemdevelopments
witnessed in the country during the last decadethadncessantly growing

needs for financial services.

The Bank has obtained its license from the Nati®@=zalk of Ethiopia (NBE)

on June 25, 2009 in accordance with Licensing amuefvision of Banking
Business Proclamation No. 592/2008 and the 1960sr@ercial Code of
Ethiopia. The Bank officially commenced its opevaton October 10, 2009
with subscribed and paid up capital of Birr 308limil and Birr 156 million,

respectively. Moreover, the Bank has more than@QL shareholders, which
makes it one of the strong and public based pritaateks in Ethiopia that
provide full-fledged, fast and efficient bankingngee through its head

office and branches.
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Statement of the Problem

Public relations require a long term responsibiéityd seek to persuade and
achieve mutual understanding by securing the willwceptance of attitude
and ideas. The main reason for the company’s poage in the mind of the
society is the gap of mutual lines of communicatjoservice and social
events understanding, acceptance and cooperattaredr® an organization
and its publics. Some of the problems related whi public relations are
limitation of decision making due to unclear stwrat setup of the
organization and not having clear distinguishinglgdetween departments
and limited public relation services offered by tdepartment due to
shortage of manpower and facility, and budget htioh. The best public
relation department spends time counseling to memagt to adopt positive
programs and to eliminate questionable practicethabnegative publicity

does not arise in the first place (Kotler, 2002).

Based on the preliminary inquiries, the researchas made to the
company’s public relation; on how the company yseslic relations tools
such as, lobbying, sponsorship, press release, coityrservice and social
events, building good image and taking share andrpms like attending
public seminars, counseling and the likes. Suchrapfate tools are not
appropriately applied by the company. Based onetHasts, the student
researcher will try to assess the public relaticaciice in Buna International
Bank (BIB) which is useful for creating and maimniag favorable image in

the mind of customers.

Research Questions
* What does the public relation practice of the compl@oks like?

* What factors affect public relation practice of twmpany?
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*  How much the company is concerned on its socialidiets?

» How does the company evaluate the effectivenesssopublic

relation practice?

Objectives of the Study
General Objective
The general objective of the study is to assess phklic relation

practice of Buna International Bank.

Specific Objectives
The specific objectives of the study are:
* To describe the extent of effectiveness of the emapon's public
relation practice
 To identify methods of evaluation on the effectigea of the
corporation’s public relation practice.
 To identify the corporation’s level of participatioin social
activities.
 To identify factors that affect public relation ptece of the
company.
Delimitation of the Study

This study was delimited to public relation praeticof Buna
International Bank. Despite the corporation hasfedént branches
across the country; the study was delimited on hbkad office which
found in Addis Ababa aroundratkilo. And the time was delimited from
2011-2014 because the problem is noticed at thdicpéar time.

Significance of the Study
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First and foremost this study will be importanttbe student researcher
in doing the cross match of the theoretical aspatit the real marketing
practices. It will also be useful for other resdemis who may be
interested to conduct research in similar topicsatldition to this the
study will have an importance to BIB as an input decision making in

the area of public relation.
Limitation of the Study

While conducting the study, the researcher had e&peed certain
limitations. Among others, the following are the joralimitations
encountered by the researcher. Some respondents m@r able to
complete the questionnaire the time schedule cedlito collect the
guestionnaire was not met because of respondents manetary

constraint and unavailability of information frornet corporation’s side.

Research Design and Methodology

Research Design

In order to answer the above basic research questithe student
researcher has used descriptive research methogtripgve research
method helps to describe the research setting igsaimd it also enables
the researcher to describe the characteristics paréicular group of

respondents.

Population and Sampling Techniques

The research has included customers and marketiagager of the
company as a target population of the study. Trseaecher used non-
probability sampling, particularly convenient samgl technique, and

used Malhotra’s (2006, 329) suggestion of 150 radpots customers as
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representative sample in order to have sufficiemd eeliable data and it

enable the researcher to meet the respondentsanatiailability.

Types of Data and Methods of Data Collection

The researcher has collected both primary and skogndata. The
primary data is collected from customers and hefath® Banks’ public

relation department using open and closed endedtiqumaire, and

interview. Questionnaires were distributed to costos while they were
coming to the bank for service. Interview was coctéd personally with

the head of the BIB’'S public relation departmenheTsecondary data

gathered from company’s records.

Methods of Data Analysis

The study used both qualitative and quantitativetadanalysis
techniques. The responses collected from close cendeestions
analyzed by quantitative and presented in the fayftable and
percentage. Responses obtained through intervied @men ended

guestions have been narrated qualitatively.
Data Presentation, Analysis and Interpretation

A total of 150 questionnaires were distribute@ustomers, however, out of
the 150 customers only 135(90%) of them coopernatéting and returning
the questionnaire the rest 15(10%) were not abletion the questionnaire

due to unknown inconveniences.
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Analysis of respondent’s characteristics

Table 1: Background Information of Respondents

No Item Description No of Percentage
respondents

1 Sex Male 78 58
Female 57 42
Total 135 100

2 Age 18-30 22 16
31-43 46 34
44-56 39 29
Above 57 28 21
Total 135 100

3 Educational level complete 20 15
Certificate 24 18
Diploma 30 22
First degree 42 31
Above first degree | 19 14
Total 135 100

4 Occupation Government 36 27
employee 39 29
Private employee 60 44
Run own business 135 100
Total

The data shown in tablel shows background of refgrus, 78(58%) of
respondents are male, 57(42%) of respondents aralde This shows that
most of the company’s customers are male. In tefage indicated in item
2 of the same table the majority of the responqe@&4%) are in the range
31-43, 22(16%) are in the range 18-30, 39(29%)ratbe range 44-56, the
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rest 28(21%) are above the age of 56. This showst wiothe company’s

customers are adults.

Item 3 of table 1 shows educational level of resigmits. From the total
respondents 42(31%) are first degree holders, 308)2&2e diploma holders,
22(18%) are certificate holders, 20(15%) ar& t@8mplete, the rest 19(14%)
are above first degree holders. This shows thatt mbghe company’s
customers have completed tertiary level of edunatitem 4 of the same
table shows occupation of respondents, 36(22%) esfpandents are
government employees, 39(29%) are private employaesnajority (60 in
number and 44 in percent) of respondents run tveir business. This shows
that the business the company runs is more suitabledividuals that run

their own business.
Analysis of questions directly related with the stdy

Table 2: Company’s Image

No ltem Scale No of Percentage
respondents
1 How do you rate the Very high 29 21
!evel of the company’s High 56 42
image in the minds of
customers? Average 45 33
Low 5 4
Very low - -
Total 135 100
2 How strong do you think Very strong 18 13
the company works to
create and maintain aStrong 54 40
favorable image in the Medium 63 47
minds of customers?
Weak - -
Very weak - -
Total 135 100
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As it is shown in table 2, 56(42%) of the resporidarhose high, 45(33%)
chose average, 29(21%) chose very high, and the5(d%0) chose low,
regarding the company’s image in the minds of custs. The majority of
respondents chose high only 5 respondents chosg thosv indicates the

company’s strategy in positioning is well implemeasht

In item 2 of the same table respondents were askeate the strength of the
company’s in working to create and maintain a fabte image in the minds
of customers. The majority of respondents, i.e48%) rated it as strong,
18(13%) rated it as very strong, the rest 63(47&@d it as medium. None of
the respondents chose low or very low, which indisahe company works
to create and maintain a good image in the mindstsoftustomers. In

contrast to this the public relation department aggm of the company in the
interview session stated that the company strivdgte a good relation with

its customers and is successful in doing so.

Table 3: Company’s Public Relation Practice

No Item Scale No of Percentage
respondents (%)
1 How do you rate the Very high 29 21
company'’s _ publ!c High 38 o8
relation practice in
comparison with| Average 58 44
itors?
competitors? Low 10 7
Very low - -
Total 135 100
2 How is the acceptandeVery high 36 27
of the company’s publi¢ | ,.
relation practice? High 58 43
Average 35 26
Low 6 4
Very low - -
Total 135 100
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As it is indicated in item 1 of table 3, 10(7%)eawtthe company’s public
relation practice in comparison to competitorsaag, 129(21%) as very high,
38(28%) as high, the majority of respondents (58umber, 44 in percent)
rated the company’s public relation practice agaye This indicates that
the company has a competitive advantage over itgpettors and is being

noticed and appreciated by customers.

Table 4: Communication Strategy

No Item Scale No of Percentage
respondents | (%)

1 How do you rate the Very high 22 16
company's _effort _in High 20 30
making information
available for customers? | Average 56 41

Low 12 9

Very low 5 4

Total 135 100
2 The company works tpStrongly agree | 14 10

create a common

understanding with the Agree 32 24

public. Neutral 28 21
Disagree 38 28
Strongly 23 17
disagree 135 100
Total

Item 2 of the same table shows how customers ithdcceptance of the
company’s public relation practice, out of the kataspondents 36(27%)
rated it as very high, 58(43%) rated it as high283¢) rated it as average,
6(4%) rated it as low. The majority of respondestisse high indicating the
company’s public relation department is effectivebrrying out its duties.

The public relation manager was asked to expressctimpany’s public
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relation practice in comparison to competitors; ihdicated the public
relation department uses different mechanismsathat the company to be

upfront in the industry and is successful in dasing

As it is indicated in item 1 of table 3, 56(41%)spendents rated the
company’s effort in making information available fmistomers as average,
40(30%) rated it as high, 22(16%) as very high, #re rest 12(9%) and
5(4%) rated the effort as low and very low respetyi. This indicates the
company’s effort in availing information for custerns is at a high level.
Item 2 of the same table shows that from the togapondents, 38(28%)
disagreed, 32(24%) agreed, 28(21%) chose to beahe?8(17%) disagreed
strongly, and the rest 14(10%) agrees stronglpéocstatement “the company
works to create a common understanding with thelipitMost of the
respondents disagreed to the statement. This isnfiie company usage of
different public relation tools is not up to thesated level. In contrast in the
interview conducted with the public relation manalge stated the company
uses different public relation tools to create amown understanding with
the public. This shows the company is not awarthefgap that exists with

the public.

As it is shown in item 1 of table 5, the compangfort in addressing

customers comment and grievance and taking coresatition was rated as
very high by 3(2%) of respondents, 10(15%) rateasihigh, 34(25%) rated
it as low, 21(16%) rated it to be very low, wheréas majority respondents
(57 in number 42 in percent) rated the effort asrage. This indicates that

the company’s effort in addressing comment andvgriee and take
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corrective action is not well established since nodshe respondents rated it

as average and below average.

Table 5: Handling Comment

No Item Scale No of Percentage
respondents (%)
1 What is the extent of theVery high 3 2

company’s effort to addregs

customers comment an dHIgh 10 15

grievance and correctiveAverage 57 42

action? Low 10 25

Very low 21 16

Total 135 100

2 How do you see t_haVerygood 2 1
working o get feedback®%d |11 8

about its public relation Medium 39 29
practice from customers? Bad 50 39

Very bad 31 23

Total 135 100

Item 2 of the same table shows customers respansieeccompany’s effort
in working to get feedback about its public relatjractice from customers.
Out of the total respondents 52(39%) and 31(23%¥etbad and very bad,
39(29%) chose medium, 2(1%) chose very good, arfd%) chose good
this indicates that the company is not highly geghin gathering feedback
from customers. In the interview session held witle public relation
manager of the company the manager replied the aoynpas a department
called complaint management which specifically epes to collect and

handle any comment or grievance a customer hag gimaompany.
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Table 6:

Public Relation Tools

No ltem Scale No of respondents Percentage
(%)
1 The company usesStrongly agree 32 24
published materials als
a means of sharingAgree 49 36
information with | Neutral 40 29
?
customers? Disagree 9 7
Strongly disagree| 5 4
Total 135 100
2 How do you rate the Very high 11 8
company’s level of .
participation in High 17 13
fundraising? Average 42 31
Low 38 28
Very low 27 20
Total 135 100
3 How do you rate the Very good 42 31
company’s effort to
participate in Good 68 50
sponsoring  differenf Medium 25 19
?
events? Bad i )
Very bad - -
Total 135 100

As it is shown in item 1 of table 6, 32(24%) of tkéal respondents strongly
agrees, 49(36%) respondents agrees, 40(29%) remmsndhose to be

neutral, 9(7%) respondents, 5(4%) disagrees tstitement “the company

uses published materials as a means of sharingnaf@mn with customers.”

the majority of respondents specifically 49(36%)emgl to the statement

indicating the company does indeed make use ofighdd materials as a

means of sharing information.
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Item 2 of the above table shows how respondengsl thie company’s level
of participation in fundraising, out of the totalspondents 11(8%) rated it as
very high, 17(13%) rated it as high, 42(31%) raiteds average, 38(28%)
rated as low, 27(20%) rated it as very low. Theangj of respondents rated
it as average; in comparing the number of respaisddat chose below and
above average, respondents that below average tdieeslion share

indicating the company does not usually participatefund raising.

Item 3 of the same table shows how customers hatesl the company’s

past experience in sponsoring different events. magrity of respondents

(68 in number and 50 in percent) rated it as gdbd,rest 42(31%) and
25(19%) rated it as very good and medium respdgtivédis indicates that

the company highly uses sponsorship as a meangaghing its target

customers. In addition to this the public relatidepartment manager has
emphasized that the company uses different publation tools such as
trade fairs, publication, press release, speedpEssorship, and the likes.
He further underlined that the company mostly eegag sponsorship.

Table 7: Company Relation with Society

No ltem Scale No of respondents Percentage
(%)
1 The company has [aStrongly agree | 5 4
strong relationship with
the society. Agree 13 10
Neutral 78 57
Disagree 39 29
Strongly
disagree 135 100
Total
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As it is shown in table 7, 5(4%) agrees strongl3(10%) agrees, 78(57%)
chose to be neutral, 39(29%) disagrees to thenséaiie“the company has no

strong relationship with the society or the custmrae not aware of it so

this might lead the customers to shift to compogato

Table 8: Handling Problem

(%)

No | Item Scale No of respondents  Percentage
1 Have you ever faced [aYes 73 54
problem regarding the
company’s public relatio Neutral 20 15
practice? No 42 31
Total 135 100
2 If your response to thpYes 49 67
above question is “yes” did
you inform the company? No 24 33
Total 73 100
3 If you answered “yes” for Very fast - -
the above question how
fast did the corporatim':aSt 6 12
gave you solution? Average 29 59
Slow 4 8
Very slow 10 20
Total 49 100
4 How do you rate the Very High 12 9
compliant handling High 16 12
mechanism of the Neutral 34 25
company? Low 48 35
Very Low 25 19
Total 135 100

As it is shown in item 1 of table 8, 73(54%) of pesdents have faced a

problem regarding the company’s public relation cpca, 20(14%) of

respondents replied neutral and the rest 42(31%gsgondents have never

faced a problem. The majority of respondents haoed a problem. This
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implies the company’s public relation practice audtomers’ expectation is

not in the same page.

In item 2 of the same table respondents who hadeahf@oblem were asked
whether they have informed the company or not. Qu?3 respondents
49(67%) choose “yes”, 24(33%) choose “no”. The mgjoof respondents

choose yes which indicates the company welcomdsmess comment.

In item 3 of the same table, those respondents hdne informed the
company about the problem they faced was furth&edahow fast the
company gave them solution. Accordingly, 6(12%Yedpondents received
solution fast, ware as the majority 33(67%) receigelution at an average
speed, 14(28%) of respondents received solutiavwg ahd very slow. This
indicates that the corporation speed in giving sotuis at an average level

or slow.

In item 4 of the same table shows how the respdedeave rated the
compliant handling mechanism of the company. Thgonta of the

respondents 54% replied low and very low, 21% egphigh and very high
and the rest 25% replied neutral. This shows thatcompany’s compliant
handling mechanism is low this might result shdtiof customers to

competitors.
Conclusion and Recommendation

Conclusion
In this Particular section the overall conclusidntlee study is presented

bellow.

» According to the research finding the image thatdtbmpany has in
the mind of customers is high. And also the comfzaeffort to

maintain this image is effective as it should be.
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e As per the research findings the company’s puldiation practice
in comparison with competitors is high and also pheélic relation
acceptance is at a high level.

« From the research findings the company's effort nraking
information available is high but in creating cormmanderstanding
with the public is low.

» According to the data the company’s effort in addineg customers
comment, grievance and taking corrective actiomis medium
level. However the company’s effort in gating feadb about its
public relation practice is low.

* As per the research finding the company’s efforusmg different
public relation tools like published material aqmbssoring different
events is good but when we come to the companysteh fund
raising is not sufficient.

* Regarding the research finding that the compangisigapation in
social activity is insufficient.

 From the research finding there is a problem in ¢benpany’'s
public relation practice and most of the customafermed this
problem but the company doesn’t gave fast respdnselation to

this the compliant handling mechanism of the comgpautow.
Recommendations
Based on the major research findings that have besmussed so far the

following points are recommended by the researcher.

» The company should undertake further investigation using
different professionals to maintain its favoralsteage.

* The company should make enhancement in its oveualic relation
practice because in a growing competitive indushgnge inevitable
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so in order to stay in business the company shaskl different
techniques and create a competitive advantageitsvesmpetitors.
The company should maintain its effort in makingormation
available to the customer but the company shouldkwaard in
creating common understanding with the public.

The company has to work more in taking commengwvgmce and
corrective action. And also the company needs faranve its way of
getting feedback from its customer about its pukdlation practice.
The company should maintain its public relationcpice that the
company currently involved such as using publisheaterials and
sponsoring different events but the company hasmtprove its
fundraising program which is one of public relatiool.

As indicated by different authors participationsiocial activity is a
vital public relation tool that could allow a compato have a good
relationship as well as create a favorable imagéhé case of Bunna
Bank, participation in social activities is not tgpthe desired level.
The company should engage in more social activitiasit currently

does.

The company should use sufficient communicatioristéom keep the
external public up to date in new information’s abthe company
like media relation, which can be used by publiatren department
to create and maintain a two way communication wighpublic.

The company should improve its compliant handlirgchanism and
try to give fast response to the customer compksnmuch as

possible.
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