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ABSTRACT

The purpose of this study is to investigate theatim@hship between Public Relations and
customer satisfaction .The main objective of tlesearch is to test if there is a correlation
between Public Relations and customer satisfacfldns study hopes to offer Nairobi City
County Government useful tips on how to use PuRétations to improve on service delivery. A
case study of The Nairobi City County Governmerd &8 relationship with publics will be
studied. This study will measure the impact PuBRlktations could have on the satisfaction of the
County government’s customers. The population «f gtudy comprised of Nairobi residents
who are diverse in tribe, education level, econostatus and social class. A sample of 400
residents will be drawn from the Nairobi County plaion of 3,138,369 (2009 Census). This
paper will use qualitative and quantitative methotisesearch. Different sampling methods will
be used to explore how the County Government ielatés publics and the impact it has on this
relationship. Data for this study will be obtainfdm the Nairobi City County offices and
different areas within the County. Questionnaiiaggrviews and focus group discussions are
some of the data collecting methods to be usededas the study objective, the study
concludes that communication efforts of the Nair@ity County Government is wanting as
communication is usually done through friends, fomedia, TV, social media and bloggers. The
study recommends that more proactive communicatisechanisms should be engaged.
Adequate sensitization and mobilization of residetitrough mass media and consultative
meetings, with different level reporting of resaduis should be employed at the start of any
programme development and implementation. Further dtudy indicates that creation and
maintenance of good attitude and favorable opinétrout organization enhance services
appreciation and customer’s satisfaction. Findily $tudy concludes that PR department of any
organization contributes to its development andaaohs customer’s satisfaction.
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CHAPTER ONE: INTRODUCTION

1.0 Background

For too long, Nairobi City County Government (NCCfsymerly known as City Council of
Nairobi has been associated with the full extemexgatives characteristic of local authorities —
corruption, skills flight, poor services, and dedag paying employees. As a result, the image of
the council was negatively perceived by the publith the introduction of the 2010

constitution in Kenya, County governments were horder devolution.

In the public sector much of the PR related aitisiis concerned with the satisfaction of
customers. In the case of the public sector a mpustomer image does not enhance the
organisation’s image in the eyes of its other dtalders. Indeed, in the context of such
organisations, PR may have a broader role to pjdyalving to satisfy the needs of different and

sometimes conflicting interests.

Any organization, whatever its nature has Publi@fens simply by virtue of its existence, the
point of Public Relations is to lessen the gap kbetwhow an organization sees itself and how
others outside the organization perceive it anantke the public think favorably about the
company offerings. It requires listening to theentele the organization serves as well as
analyzing and understanding the attitude and beha¥ithat audience. Its main aim is to create,
maintain and protect the organization’s reputatiemhance the prestige, and present favorable

image.



Levary and Mathieu (2000) suggests that orgamimati public rating is determined by an
organization’s ability to attract new customers amthin existing customers; customer total
satisfaction with the service provision experiefects organization’s ability to attract new
customers and retain existing customers. Krampd3P8tates that customer satisfaction is a key
to a firm’s survival in today’s marketplace. It hasen embraced by practitioners and academics

alike as “the highest order goal of a company” éP=in & Wilson, 1992).

There is growing agreement that service qualitansprecursor of satisfaction with services
(Birgelen, Ruyter, Jong, & Wetzels, 2002). Priardsés have suggested that service quality and
information quality can predict customer satisfact{(\WWang, 2008; Schaupp, Belanger, & Fan,
2009), and Public Relations can predict servicdiguand information quality. Public Relations
helps organizations in understanding, measuringnaadaging service quality, all of which are
functions of customer satisfaction. Buckley (206Bygested that understanding, measuring and

managing service quality has become a topical iksuensuring customer satisfaction.

There exists major distinctions between the corsrakand non-commercial sectors as regard
the relationship between the service provider &edctistomer is concerned (Humphreys, 1998).
These differences can be summarized in the follgwimy. ‘In the private sector, there is a

direct relationship between commercial success measured by profitability and market share
— and the standard of customer service. The pudaator is more complicated and in many
instances distinctly different. In general, thes@as for providing a service in the first places th

nature of that service and the manner in whicls idlelivered, are not dictated by markets. In

these circumstances, the balance between publieceatpns and the level of service to be



provided is decided on the basis of political juégs about economic and social priorities. All
that said, those who execute public service funstivave a professional responsibility to do so
to the highest standards of service possible, withé given level of resources, and this is what
Nairobi County Government staff want to achieve.tlis era of diverse organization for
production, service or distribution and its subssquwater — tight competition among the
concerns, it has become appropriate for an orgamizavhether profit — oriented or public
service type to continually adjust themselves ®rnbeds of the environment for their survival.
This survival is informed by the satisfaction o thublic which constitutes the environment and
forms the nucleus of any society that the orgamnabas its interests at heart. The central idea
for survival is that the public must be pleasedsT$ so because every organization is dependent
on its public for continued existence. And publigpport can only be gained if the public is

satisfied.

The public will feel satisfied and pleased by agamization only when its complaints are treated
seriously so that they do not feel cheated or dedeiThis is made possible through Public
Relations. Subsequently business organizationddinot keep away from the public, but should

maintain a progressive cordial relationship witarth

Public Relations is the key communication tool e€écessful organizations and individuals and
crucial to effective leadership. It integrates aodnplements the full range of communications
disciplines including marketing and advertisingngsithe best from all the disciplines but

ultimately relying on the written and verbal skid$ the well briefed ambassador — face to face



or online. The Public Relations role includes hoellvan organization has been able to elicit the

understanding of its customers, which it needsitaige and grow in business.

The customer today has the option to buy what imk$the should and from whom, being in his
best interest. Product development, technologioglrovement, cost optimization and excellent
service facility are very important for any orgaien but their importance is only if the
customer appreciates it. For example, both diameomdi coal are carbon but they are priced
differently due to different valuations by the auser. Therefore, any business begins and ends
with the customer (Sugandhi, 2002). Thus, servigamzations are shifting their focus from
“transactional exchange” to “relational exchangedr fdeveloping mutually satisfying
relationship with customers. Extended relationshiggsreported to have a significant impact on
transaction cost and profitability, and customéestiine value. Serving the customers, in true
sense, is the need of the hour as the customerisvasd will remain the central focus of all

organizational activities.

The idea is to establish a solid base and gaim®ettive advantage over its competitions. This
has given rise to a new business philosophy in hwtfie orientation is to evolve a cluster and
value satisfactions such that the targeted pubtioldvwant to deal with an organization rather
than its competitors. This marketing innovationattgy aids to form the pillar of Public

Relations.

For there to be cordial relationship and understapdthere must be communication which

forms the main tools of Public Relations practieablic Relations may include an organization



or individual gaining exposure to their audiencemg topics of public interest and news items
that do not require direct payment (Seitel, 200V). achieve customer satisfaction, an
organization should endeavor to integrate the @steof its customers in its policy; to give them
a sense of belonging through interpreting the divjes and activities of the organization to
them. Most people are interested in what an org#oiz is doing to meet their concerns and
interest. It is the function of the Public RelaBoprogression to explain the organization’s

actions to various publics involved with the orgaation.

The basic philosophy underlying Public Relationacgice is that people matter and that opinion
is of prime importance in all spheres of actives.puit by Dominick (1996) in the dynamics of
mass communication; “Public Relations is a managenfanction that helps to define
organization objectives and facilitate organizationange”. Public Relations practitioners
communicate with all relevant internal and exterpablics in the effort to create consistency
between organizational goals and social organizgsimgrammes that promote the exchange of

influences and understanding among organizatiamstituent parts and publics.

Today’s Public Relations has become part of theagament decision that influences the policy
making of any business organization. Organizatioow realize that the establishment of PR
department is very important for the effective rnmgnof the organization. This study attempts to
advance the understanding of the roles of Publitat®as in enhancing external customer

satisfaction in Nairobi City County Government.



The Nairobi City County Government

The CCN Hand book (2007) indicates that Nairobi waesde a Municipality in 1935 by a

Charter given by the Queen of England before tliependence of Kenya in 1963. The City
Council of Nairobi (CCN) was set up in 1952 andfitaction was to deliver services to the
residents of Nairobi and maintain the City statlislairobi. CCN derived its legal mandate from
the Local Government Act (Cap 265) of the Laws eini{a amongst other Acts of Parliament

that augment its diverse core functions and préewit

The priorities are contained in various policiesl planning documents such as the National
Development plans, Poverty Reduction Strategy PapdrEconomic Recovery Strategy (ERS)
for Wealth and Employment Creation in the mediummteof Kenya’s vision 2030 & the
Millennium Development Goals (MDG’s) in the longrte (CCN Handbook, 2007). The council
was mandated to provide and manage basic sociaphysical infrastructure services to the
residents of Nairobi. These services include basdacation, housing, health, water and
sewerage, refuse and garbage collection, plannimy gevelopment control, urban public
transport and firefighting services among othetsdjlFollowing the adoption of the New

Constitution in 2010 in Kenya, the council was sfanmed into a County government.

1.1 Problem statement

Good image for the NCCG is informed by the levekafisfaction its publics receive from the

services it offers. The PR department at NCCG e lwormant and the public has not been
able to know the activities of NCCG (CCN Handbo2R07). NCCG has been associated with

negative reports like scandals of mismanagemeptbfic funds, nepotism in employment and



harassment of the City’s residents by the Countskers. It is against this understanding that the
County Government established a PR department ljp iheegain its tainted image. The PR
department of NCCG is charged with the duty of reamng mutual understanding between

NCCG and its publics.

1.2 Objectives of the study

The general objective of this study to determine the role of Public Relations in amting

service appreciation among the customers of NCGB.specific objectives are

a) To find out how the external publics of GIG perceive its image

b)  To find out the effectiveness of the PRdglaused by NCCG in influencing customer
satisfaction.

c) To examine the Public Relations tools addity NCCG in communicating with its
external publics.

d) To determine the communication challengestathe County’s PR department when

communicating with its external publics

1.3 Research questions

This study seeks to outline the role of PR in ewchapn external customer satisfaction by
answering the following questions:

a.) What are the perceptions of external publiagegard to the image of NCCG?

b.) How effective is the PR model used by NCCGsfenvice appreciation?

c.) Which PR tools does NCCG use in communicatiitg external publics?

d.) What communication challenges face the NCCGI@partment when communicating with

external publics?



1.4 Justification of the study

It is hoped that the findings of this study will bé great importance as it will necessitate the
application of Public Relations in enhancing thisaction of Nairobi County residents. NCCG

is involved with various publics and this demartus the county government endeavors to be in
continuous communication and contact with its wasi@ublics so as to quickly communicate
and explain the policies and activities of the dgugovernment to its publics. It is also hoped
that the findings of this study will help the PubRelations Department at NCCG adopt a better
strategy that will enhance mutual understandingvéeh the organization and its publics.
Finally, the findings will be of interest to othessearchers who may want to conduct research on

the issue and also add to the existing literataréhes issue.

1.5 Limitations of the study

The study will focus on residents of Nairobi Countyairobi County has an approximate
population of 4 million people out of who only 48$sidents will participate in this study. This is
deemed to be representative and cost effectiveenimat of time, and will make the job of
collecting, collating and analysing data easiertaDaill be collected between July 25 and
August 15.

Another limitation anticipated by the study is ulwgness of many respondents to accept to
answer to the questionnaire. Difficulties in songcrelevant materials for the study, especially

relevant literature to enrich the literature revieill be a limitation to this study.



CHAPTER TWO: LITERATURE REVIEW

2.0 Introduction

This section will address the concepts of custosagisfaction, Public Relations and Two-way
communication. The section further addresses P&Rraanagement tool and the role it plays on
organization success. Also covered in this sedidheoretical review of Two-way symmetrical

model and Agenda setting theory. In addressingetliesues, the study will be guided by the
following research questions: a) what are the pgeimes of external publics in regard to the
image of NCCG? b.) how effective is the PR madstd by NCCG for service appreciation?
c.) which PR tools does NCCG use in communicatintp wxternal publics? and d.) What

communication challenges face the NCCG PR depattmleen communicating with its external

publics?

2.1 Customer Satisfaction

Customer satisfaction has been defined in two wayker as an outcome or as a process. The
outcome definitions characterize satisfaction as eéhd-state resulting from the consumption
experience (Churchill and Surprenant, 1982). Chlirahd Surprenant (1982) defined customer
satisfaction as "an outcome of purchase and ussdtings from the buyer's comparison of the
rewords and the costs of the purchase in relabicdhé anticipated consequences”. On the other
hand, satisfaction can be considered as a proeeg#hasizing the perceptual, evaluative and
psychological processes that contribute to satisiaqTse and Wilton, 1988). Hunt (1977)
defined customer satisfaction as "an evaluatiodeeed that the experience was at least as good

as it was supposed to be".



In Tse and Wilton's (1983) definition, three antkm@s of satisfaction can be identified:-.
Customer expectations, or expected performanceakperformance or perceived performance;
the discrepancy or confirmation/disconfirmationthe gap between the expected performance

and perceived performance.

Customer satisfaction has emerged as one of thepowagrful tools for sustaining a competitive
advantage for business success and survival nowadbsough excellence service quality.
Parasuraman et al. (1987) stated that "excellemtcseis a profit strategy because it results in
more new customers, more business with existingomexs, fewer lost customers, more
insulation from price competition, and fewer migtiakequiring the re-performance of services".
Mentzer et al., (1995) stated that "maximizing oostr satisfaction will maximize profitability

and market share".

Whether a customer's positive expectations aboprtoduct or service are met, or whether a
customer's negative expectations about a produstreice are not met; in both cases, the result
is moderate satisfaction. The former is derivednfrpositive confirmation, and the latter is
resulted from negative confirmation, or disconfitima. The term disconfirmation in this context
relates to the fulfilment of expectations, and mag positive (where product performance
exceeds expectations), negative (where producbimeaince falls below expectations) or zero

(where performance equals expectations).

Kogan, (1965) contend that in the application oblRuRelations, customers are considered as

first among equals in the organization services, @ highly motivated and influenced to sway

10



their behavior in favor of organizations’ producidaservices. In spite of other crucial roles that
PR plays in support of awareness, its inputs agélfineeded in the conceptualization of the
image. Ehikwe (2005) echoes this fact as he bdidivat Public Relations usually prepares the
minds of customers before they get the servicetlisdnay happen before, during and after the
actual service delivery. In the pre-service delveeriods, Public Relations focuses on the

organization while preparing their minds for futyr@ronage.

When Public Relations are used during period ofiserdelivery, it reinforces selling activities
by motivating the customers, using items of giialendars, dealership forum, customer factory
visits, luncheon parties for customers and media, hesting meetings of major manufacturers

and customers association among others.

Public Relations when used as an after serviceeatsiiits activities will be to reinforce loyalty

and continuous patronage by customers. Public ieetatas a tool in corporate and product
promotions specialize in polishing the image of amigation and their services, improve
customer’s confidence through relationship managensnd provide sufficient and reasonable

information including a feedback process for carex@luation results.

2.2 The concept of Public Relations

Public Relations is defined variously by differgrgople, it means different things to different
people. It is therefore difficult to define it imgrise terms. It can be said that Public Relatisns

a planned cyclic and interactive process which Ive® action, inaction and reaction from either

the organization or the publics and their effect.

11



IPRA defines PR as ‘The art and social scienceaoélyzing trends, predicting their
consequences, counseling organization’s leaderahig,implementing planned programmes of

action which will serve both the organization’s dhd public’s interest.

Onah (1995) posits that PR is concerned with hogv\vanat people think about you either as a
person or an organization. These images or viewgidner favorable or unfavorable. Hence, the
effort of Public Relations is to change negativ@iiession to positive impression or image.
According to Harlow (1976,) Public Relations arediatinctive management function which
helps to establish and maintain mutual line of camitation, understanding, acceptance and
cooperation between an organization and its varmudics. It involves the management of
problems or issues, help management keep abreastiaffectively utilize change serving as an
early warning system to help anticipate trend asel nesearch and sound ethical communication

and its principal tools.

The British Institute of Public Relations as con&a in Utomi (1993) defines Public Relations as
“deliberate, planned, and sustained effort to distaband maintain mutual understanding
between organization and its publics. This defanitagrees with the present day perception of
the role of Public Relations which emphasizes mamant function aimed at understanding and
using Public Relations as a management tool faciffe management of men and resources.
The reviewed literature suggests that the mandgemabilities associated with public functions
are both general and specific. According Cutlippnt&eand Broom, (2002). Public Relations is a
planned and sustained programme conducted by aajam’s management dealing with the

relationship between the organization and its wariconstituent publics.
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In this study, Public Relations is conceptuallyimkd as the “management of communication
between an organization and its publics,” and pubdlations practitioners are those who
“manage, plan, and execute communication for tlgamrzation as a whole” (Grunig& Hunt,

1984). Grunig, Grunig, and Dozier (2002) cite tRatblic Relations programs are important
because they help organizations achieve their goglgreating relationships with strategic
publics: “Individual communication programs suchnasdia relations, community relations, or
customer relations are successful when they affeetcognitions, attitudes, and behaviors of
both publics and members of the organization—thathie cognitive, attitudinal, and behavioral
relationships among organizations and their publ{ps 91). Thus, effective public relations

programs are valuable to organizations becausehaf tontribution to the organization’s

mission, goals, and bottom line.

Repper and Grunig (1992) stated that “Public Ratat makes organizations more effective by
building long-term relationships with strategic sttuencies,” and more specifically, by
“developing relations with stakeholders in the int# or external environment that constrain or
enhance the ability of an organization to accorhpits mission” (p. 117-118). Based on the
importance of this relationship building functiom achieving organizational goals, it is only
logical to deduce that building relationships witnategic publics is the primary objective of

most Public Relations programs.

Marketing has also typically focused primarily gglling a product or service by using brands,
logos, and other images to act as symbols of tiganation and/or its product. However,

because the primary goal of Public Relations isutibd relationships between organizations and
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publics, it does not rely on symbols alone to aghigrogram goals; rather, symbols are a means
as opposed to an end. In Public Relations, symini@sused as a tool to support and facilitate

relationship building.

2.3 Public Relations as a Management Tool

Public Relations is the heart of modern managerhemdtion aimed at making friends for the
organization, retaining these friends and buildim¢ernal and external goodwill on the
reasonable assumption that these are strongly dded@n organization to remain in whatever

business it is engaged in, as well as to grow aosiger in it (Nwosu 1990).

The aim of PR practices is generally to achievedgtharacter and responsibility. It means that
the job of the Public Relations Officer is to gk tmanagement to behave in such a way that
they would be seen to have good character andspemsible citizens. For institutions to achieve
their goals, they must develop effective relatiopstith their publics such as employees,

customers, shareholders and other institutionsaatidthe society at large.

The management of institutions needs to underdtiaadttitude and values of their publics in
order to achieve institutional goals. The goalsntbelves are shaped by the external
environment. The Public Relations practitioner a$¢sa counselor to management, and as a
mediator, helping to translate private aims intasmable, publicly acceptable policy and

actions.
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The Public Relations executive in an organizatibousdd perform management function of
directing management and coordinating all actigitesmed at creating favorable image to
effective management of man and resources of thanaration. In essence, Public Relations
activities or programmes whether as a managemésttation or social act, are developed in
such a way that they will have multiple effectstba company, the staff and the external policy.
Public Relations programmes or actions are recgracd have mutually-manifest effects on the

parties involved.

The strategies used by the PR personnel includerftten material: In order to build a corporate

image / reputation, Public Relations practitiortasidd also prepare written material to reach and
influence their target markets. The materials sthantlude annual report, brochures, articles and
organization’s newsletter and magazines: (2) Cagodentity materials: These can also help to
create a co-operate identity that the publics imatety recognizes like logo, stationary,

brochures, signs, business forms, business carlisbe@ome PR strategies when they are
attractive, distinctive and memorable: (3) Newse@major strategy is news. It is the duty of PR
Practitioner to do everything possible to facibtéhe flow of news from the organization and its

activities to the notice of the wide publics: (4)eSial Events: Another common PR strategies
for corporate image / reputation is special evergsging from news conference, press tours,
grand opening or educational programmes designeshtth and interest target publics: (5) Press
conference: These take the form of a meeting orreviaemajor announcement is made and
guests are invited to ask questions. A press ceméer may be given in preference to a press
release, the matter under review merits some eaptam which may not be covered adequately

in the press itself: and (6) Speeches: This can alsate product and organization publicity.
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Organization executives would field questions t® mhedia or give talks at trade associations or

sales meeting.

2.4 Image and organization’s success

David M. Furman’s 2010 monogranDevelopment of Corporate Image: A Historiographic
Approach to a Marketing Conceptovides a useful history of the origins of sonié®aspects.
How the public perceives an organization is esakfdr any organization’s success. Corporate
reputation has to be earned. The company can @edteage, but whether that image will lead
to a reputation which is the same as the image, gwsitive reputation, will depend on what the

organization does.

“Reputations are overall assessments of organizaty their stakeholders. They are aggregate
perceptions by stakeholders of an organizationisityaio fulfill their expectations, whether
these stakeholders are interested in buying theaawgis products, working for the company, or

investing in the company’s shares.” (David M. Fun's&2010)

Customer-based organizational brand is evaluatiegcbnsumer’s response to a brand name
(Keller 1993, Shocker et al. 1994). The set of eissimns and behaviors on the part of the
brand’s consumers, channel members, and parentofaign that permits the brand to earn
greater volume or greater margins than it wouldhaut the brand name and that gives the brand

a strong, sustainable, and differentiated advanage competitors (Leuthesser 1988).
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Organization brand is defined as the value thatozners associate with the organization (Aaker
1991). It is the Customers perception of the oVvexagberiority of an organization carrying that
brand name when compared to other organizatiomsfdts to consumers’ perception rather than

any objective indicators (Lassar et al.1995).

Organizational associations include corporate tgb#issociations, which are those associations
related to the company’s expertise in producing d@lizering its outputs and corporate social
responsibility associations, which include orgatiards activities with respect to its perceived

societal obligations (Chen 2001).

According to Aaker (1996), consumers consider tlgamization that is the people, values, and
programs that lies behind the brand. Brand-as-azgdaon can be particularly helpful when
brands are similar with respect to attributes, wtten organization is visible (as in a durable

goods or service business), or when a corporatedbsanvolved.

Corporate social responsibility (CSR) must be noseid as another concept that is influencing
the development of brands nowadays, especiallyocatp brands as the public wants to know
what, where, and how much brands are giving backotoety. Both branding and CSR have
become crucially important now that the organizaibave recognized how these strategies can
add or detract from their value (Blumenthal andg8&om 2003). CSR can be defined in terms
of legitimate ethics or from an instrumentalist gpaEctive where corporate image is the prime

concern (McAdam and Leonard 2003).
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2.5 Structure and role of PR department at NCCG
Staff structure of the Public Relations DepartmanNCCG is composed of Director of Public
Relations, Assistant Director of Public RelatioRaplic Relations Specialists, and Advertising &

Marketing Manager.

Director of Public Relations is the head of PR atépent and performs administrative and
representative functions. The basic duties areodsw’s: Planning of overall PR operations,
overall institutional marketing, spokesperson agpresentative of NCCG, controlling material
for publications and promotions, and controllingipeicals and news. The Assistant Director of
Public Relationgakes control over management of the departmentogiegs. The main duties

of Assistant are as follows: Establishing and margagnedia relations, controlling general
advertising, general revising and confirming of seWr the target magazine and journal,
performing office duties and participation in sié@rojects. The Public Relations Specialists
are employees such as Art Specialists, Copywritengtographers and Marketing Specialists.
They perform orders and instructions of the depantnmanagement. The principal duties of the
Public Relations Specialists are: Writing and praganews releases, Web publications and
newsletters updating, making photos and drawingups, collecting information for annual

reports and bulletins and participation in confeemnand exhibitions.

2.6 Communication Models
2.6.1 Two-way symmetrical model
Grunig (1989) recognized the two-way symmetricaldeloas a way of practicing Public

Relations through “using bargaining, negotiatingd strategies of conflict resolution to bring
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about symbiotic changes in the ideas, attituded,bmhaviors between the organization and its
publics”. The two-way symmetrical model is charaezed as most ethical and effective in
practice, which provides a normative theory for iaeimg excellent communication

management.

From a directional perspective, two-way commumacgtallows for the exchange of information
— information flows freely between systems, suclo@mnizations, publics, managements, and
employees. From a purposive perspective, symmetramanmunication, seeks moving
equilibrium through cooperation and mutual adjustméGrunig, 1992). Organizations will
become much more effective through two-way symrmaitiPublic Relations than through one-
way communication or asymmetrical positions. Grypmigsents several reasons why a two-way
symmetrical relationship is best including (1) #eare no clear boundaries between
organizations and other systems due to free flownfmirmation; (2) conflicts will be resolved
through negotiation and communication due to théaighcooperation and mutual benefits; and

(3) the input of all people, including employeesyalued.

The success of PR campaign lies in two way comeation. It is imperative to the sender of
any message to get the reactions of the receiveugh the feedback mechanism. Through the
feedback, an organization fine-tunes its productservices before they are sold to the
(consuming publics). The International Public Reled (IPRA) in the Mexican statement signed

by representative of more than 30 nations and negjiBublic Relations association.
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Lindeborg (1994) opines that two-way symmetricablRuRelations “serve as a mechanism by
which organizations and publics interact to managgrdependence and conflict for the benefit
of all”. It infers that everyone involved is equahd that everything can be solved through
dialogue, discussion and negotiation. Grunig & Hih984) suggests that by promoting bonds
of mutual trust between the organization and itblips by empowering them to shape and
collaborate on organizational goals through feeklp#ite organization-Public Relationship is

strengthened.

A prominent theme in Public Relations research aochmentary since the articulation of
Grunig’'s model has focused on “either supportingtallenging Grunig’s symmetrical model of
Public Relations as most ethical way to conductiPielations” (Taylor, Kent & White, 2001).
The significance of the two-way symmetrical modah e found from the following aspects.
First, the two-way symmetrical model makes orgations more effectivd=rom a directional
perspective, two-way communication, such as two-wggnmetrical model, allows for the
exchange of information — information flows freddgtween systems, such as organizations,
publics, managements, and employees. From a pwgogerspective, symmetrical
communication, seeks moving equilibrium through pmration and mutual adjustment. In
contrast, asymmetrical communication “leaves thgaoization as is and tries to change the
public” (Grunig, 1992). It can be generalized tlaganizations will become much more
effective through two-way symmetrical public retets than through one-way communication or

asymmetrical positions.
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Grunig presents several reasons why a two-way syrmalerelationship is best including (1)
there are no clear boundaries between organizatodsother systems due to free flow of
information; (2) conflicts will be resolved throughegotiation and communication due to
thoughts of cooperation and mutual benefits; anyd tf@ input of all people, including

employees, is valued.

Second, the two-way symmetrical model makes argaonal public relations more ethicas
Lindeborg (1994) argues, two-way symmetrical puldiations “serve asmechanism by which
organizations and publics interact to manage ief@eddence ancbnflict for the benefit of all”
(p-9). It implies that everyone involved is equialerythingcan be solved through dialogue,
discussion and negotiation. By promoting bondmafual trust between the organization and its
publics by empowering them to shape aotaborate on organizational goals through feeklpac
the organization-publicelationship is strengthened (Grunig & Hunt, 19&2i. the contrary, the
other threemodels, press agentry / publicity, public inforroati two-way asymmetrical, tend to
be less ethical. As Grunig and Hunt (1984) proposéd, fgress agentry / publicity model is
dominated by one-way, persuasive communication diatenanipulating audien@gtitudes and
behaviors, while the public information practitiorprovides accurataformation about her or
his organization to the public but does not volenteegativeinformation. These two models
established communication as one-directional, frorganization to public. Although the
emergence of the two-way asymmetrical moslgfted communication from one-way to two-
way, which significantly alteredommunication relationship; the primary goal foedback
under this model is to refin@ersuasive message strategies toward specificéargeblics in an

effort to predictehavior.
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2.6.2 Personal Influence Model

The personal influence model, known as the fifthdeloof Public Relations, coined by
Sriramesh (1992), has been shown as prevalentrife&stern countries (Sriramesh, 1992). In
this model, interpersonal communication is argueglay a large persuasive role in attitude.
According to Sriramesh (1992), in many nationshe tleveloping world, organizations tend to
ignore the attitudes of mass publics and insteadsS@pecifically on the attitudes of journalists
and government officials. Thus, the personal infbee is a “pervasive Public Relations
technique” (Sriramesh, 1996, p.186). Furthermorayldr (2001) suggested “practitioners
traveling to countries with hierarchical culturémsld keep this in mind when developing Public

Relations strategies” (p.631).

Taylor and Kent (1999) found that “multiple pulsliecnay be an important part of Public
Relations communication in the developed world, ibuthe developing world, specific publics
such as journalists and government officials mayally be more important publics” (p.134).
Specifically, “the offices of government are theykmublics” (p.131). Therefore, “government

becomes the target of most Public Relations effoatber than the source of them” (p.140).

2.7 Theoretical framework

2.7.1 Agenda Setting Theory

Agenda-setting theory describes the "ability [oé thews media] to influence the salience of
topics on the public agenddMcCombs, 2002) That is, if a news item is covdreduently and
prominently the audience will regard the issue asemmportant. Agenda-setting theory was

formally developed by Dr. Max McCombs and Dr. Dah&haw in a study on the 1968
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presidential election. In the 1968 "Chapel Hill gt McCombs and Shaw demonstrated a
strong correlation (r > .9) between what 100 rasislef Chapel Hill, North Carolina thought
was the most important election issue and whatat& and national news media reported was

the most important issue (McCombs,1972).

According to Sparks (2009), an agenda is a grousafes that are communicated in order of
importance depending on time. Sparks adds thatdagsetting refers to the idea that the media
defines for the public what they should be thinkadgput on a given day, based on their coverage
of news stories; for instance, when NCCG activitesl services are covered positively in the
media the public tend to view the organizationigpedy (Sayre & King, 2009). The thinking
results from the pictures which the media createsudience members’ mind eye by setting an
agenda for what people should think about and theortance of the order of these

thoughts(Reese et al, 2003).

This theory was fully developed by Prof. Maxwell ®ambs and Prof. Donald Shaw in their
Chapel Hill study (1968), who affirmed that massdm set the agenda for public opinion by
emphasizing certain issues (McCombs & Shaw, 19h2)theory makes two assumptions:(1) the
press and the media do not reflect reality, rattiney filter information and shape reality as well;
(2) media emphasis on a few issues and subjeatis likee public to perceive those issues as

bearing more weight than other issues.

There are two levels of agenda-setting (Balmas &a$#r, 2010). The first level agenda setting

focuses on the media’s influence on “what the muthlinks about”, whereas the second level of
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agenda-setting deals with “how the public think¥he second level is often incorporated to the
theory “framing” which argues that the importartbat people attach to potential items on the

public agenda are strongly influenced by how theimpresent news stories.

Furthermore,Schmid (2010) demonstrates that thexettaee components of agenda-setting,
namely: the media agendawhich focuses on issuesusdied in the media; the public
agendawhere issues discussed are of concern aqebr@@nally relevant to the general public;

and policy agenda which relates to government @gliand politics as a whole.

2.7.2 Systems theory

The major proponents of this theory are Grunig,n@ywand Dozier who contends that Systems
theory is useful in Public Relations because itegiva way to think about relationships.

Generally, systems theory looks at organizationmiade up of interrelated parts, adapting and
adjusting to changes in the political, economia] aacial environments in which they operate.
Institutions have recognizable boundaries, withimicl there must be a communication structure
that guides the parts of the organization to achimstitutional goals. The leaders of the

organization create and maintain these internatsires.

Grunig, Grunig, and Dozier state that the systeenspective emphasizes the interdependence of
organizations with their environments, both intérmoad external to the organization. According

to the systems perspective, organizations depengswurces from their environments, such as
raw materials, a source of employees, and clientistomers for the services or products they

produce. The environment needs the organizatioid@roducts and services.
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Organizations with open systems use public relatipeople to bring back information on how
productive their relationships are with clientsstoumers, and other stakeholders. Organizations
with closed systems do not seek new informatione Decision makers operate on what
happened in the past or on their personal prefeseen©rganizations are part of a greater

environment made up of many systems.

The environment imposes constraints on organizatibor example, customers can boycott an
organization’s products. The courts can make anlesgsi pay damages to people who are injured
by its products. Banks can choose not to lend mémey organization. When system theory is
used, it's possible to identify organizations staMders and by spanning organizational

boundaries it can identify each side’s relationgi@eds. If decision makers keep their systems
open, they allow for the two-way flow of resourcaesd information between the organization

and its environment. They use that informationgdapting to the environment, or they may use

the incoming information to try to control the emnment.

2.7.3 Relevance of the theories to the study

Agenda setting describes a very powerful influeatéhe media — the ability to tell us what
issues are important. Agenda setting theory isvaglein this study since its core role is creation
of public awareness and concern of salient issuegshb news media which targets the
public. The press and the media do not refleclityeahey filter and shape it; and media
concentration on a few issues and subjects leaglpublic to perceive those issues as more
important than other issues. Agenda setting théoeyefore when applied will help the public

view the image of NCCG positively.
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Customers can be dissatisfied, satisfied and deligiwvhen the performance of service which
they receive falls, matches or exceed their expeas respectively. Systems theory not
surprisingly, has a close relationship with custorsatisfaction which is an indispensible

concern for public institution. By providing excsatit services, NCCG will satisfy their publics.

Conclusion

The forgoing literature demonstrates that effecfueblic Relations department will help the
publics to appreciate and sympathize with the degaion. Public Relations must also be a two
way activity, listening to what the publics while projecting the organizations message. The
reviewed literature shows that public relationsogffcan only be effective with aims of the
publics. Good public relations is therefore all abavhat people like about you and your
organization and doing more of it and then findinbat people dislike about you or your
organization and doing less of it” (Management @edhnmunication Review, February 1998). In
essence, for any organization to survive, publiatiens have to come into play. For it to be
effective, public relations has to come into mamaget level of any organization. The review
has not only widened the researcher’s idea of tiq@ortance of public relations necessity in

business organization but has demonstrated thaaRRhfluence customer satisfaction.
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CHAPTER THREE: METHODOLOGY

3.0 Introduction

This chapter discusses the research methodologydesign that will be used to collect and
analyze data. It gives a description of the sitenstthe study will be carried out, data services
and data gathering. Further it explains the re$ea®sign, the study population, sampling

method and procedures, and ethical issues.

3.1 Site Description
The research will be carried out in Nairobi Coubitween July and August 2014. Nairobi
County is one of the 47 Counties of Kenya. It is tilapital city of Kenya and the largest county.

The county is composed of 17 Parliamentary coresiities:

3.2 Research Design

The research design will be analytical survey. Al surveys attempt to describe and explain
why certain situations exist. In this approach twanore variables are usually examined to test
research hypotheses. The results allow researt¢beexamine the inter-relationships among
variables and to draw explanatory inferences. A@9Z) opines that research design implies
outlining the names of the equipment and other nadsethe researcher intends to use and
applying same to successfully execute the practispéct of the research study. The design for
the study therefore entails the various steps, guaes and techniques employed by the
researcher in collecting and analyzing data fordtuely. In this study, the researcher seeks to

establish the role of Public Relations in enhan@grigrnal customer satisfaction.
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Survey research method will be adopted in thisare$ework for effective data gathering and
processing. According to Keyton (2001), a surveseagch is one in which a group of people or
items is studied by collecting and analyzing datenfonly a few people or items considered to
be representatives of the entire group. Questioanaill be applied. This will help the target

audience as well as generate quick response/resdied in this research work.

3.3 Population of the study

Population is the totality of any group of persamsobjects, which is defined by some unique
characteristics (Silverstone 1980). Therefore,gbpulation of this study includes the residents
of Nairobi County, who happen to be the consumérseovices from NCCG. According to the

2009 census Nairobi has a population of 3,138,369.

3.4 Sample Size

A sample is a part of a population observed forghgose of making scientific statement about
the population. A sample is usually chosen fromgbpulation of the study when the population
is too big to be studied as a whole. In view oftBubmission, the researcher will adopt a
statistical model initiated by Yamani in Keyton (@). To determine the sample size of this
study:

The formula

= n/1 + N (€)

When n = Sample size

N = Population size

E = degree of tolerable error
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| = Constant
Therefore, applying the formula and allowing 5%oemargin, we have:
N = 3,138,369/1 + 3,138,369 (0.65)
n= 3,138,369 /1 + 3,138,369 (0.0025)
n = 3,138,369 /1 + 7845.9225
n = 3,138,369/7846.9225
n =399.95

n =400

3.5 Data sources and data Collection methods

The study will focus on the PR initiatives usedNi§CG in interacting with its publics. A survey

will be carried out using questionnaires. A totB#i00 questionnaires will be distributed for self-
administration by the respondents. Data obtaindtbei coded and analyzed using statistical
procedures. The respondents are free to note doewnreferences without being observed. This

will ensure confidentiality.

The items in the questionnaire will be structureldged ended) and unstructured (open ended).
The structured questions will measure the subjeatgponses to clarify the objective responses
and at the same time, enhance formulation of recemdiations of the study. The researcher will

use trained research assistants to collect data.
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Literature review has been conducted to define nsodE PR that are effective in enhancing
customer satisfaction. The principles defined ie therature will be used as the basis for

benchmarking the adherence by the NCCG when rglatith its publics.

3.6 Reliability

According to Devellis (1991), as cited by Mugend2008) reliability is the proportion of
variance attributable to the time measurementw&reable and estimates the consistency of such
measurement over time from a research instrumirns a measure of the degree to which a
research instrument would yield the same resultatat after repeated trials. In order to ensure
reliability the researcher will issue the questiaings to the respondents, collect them and check
on the responses. After two weeks the questiomaui# be re-tested by administering it at
again to the same respondents. This will ensuernat consistency of the questionnaire and

affirms the responses from the selected sample.

3.7 Validity

Validity establishes the relationship between taednd the variable or construct of interest. It
estimates how accurately the data obtained indystpresents a given variable or construct in
the study Mugenda, (2008). To ensure accuracy efd#ta the researcher will pre-test the
guestionnaires and analyse the results and makections on the questions that will not be

clear.
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The questionnaire will provide accurate data duéhto process of pre-testing in the selected
sample to maintain validity. The researcher wilivithe sampled respondents to make them

aware of the need of the study. This will ensuiélitg of the data collected.

3.8 Sample Design and Sampling procedure

The respondents will be divided into two groups irgernal publics (NCCG employees) and

external publics (city residents).Purposive randsampling will be used to ensure that the
respondents are selected from different socio-enanclasses of the population. Respondents
will also reflect the various administrative undé NCCG and external publics. The internal

publics will be a representative of all departmentslCCG, different age groups and of different

educational levels.

3.9 Data Analysis and Reporting

According to Miles and Huberman (1994) data analysian interactive process. Data analysis
consists of three activities: Data reduction, DAsplay, and Conclusion drawing/verification.
Data reduction, this process is applied to quamadata and focus remains on selection,
simplification and transformation of data. In theentinuous process the data is organized
throughout the research to draw and finalize a lesian (Miles and Huberman, 1994). Data
collected through questionnaires will be coded amalyzed using the SPSS programme.

Ethical Issues

Confidentiality: The participants will be guaranteed that the ctdlé information will not be
made available to anyone who is not involved ingtuely and it will remain confidential for the

purposes it is intended for.
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Permission: The researcher will seek permission to carry betresearch from the SACCOs
Informed consent The prospective research participants will bdyfuhformed about the
procedures involved in the research and will beds& give their consent to participate.
Anonymity: The participant will remain anonymous througho¢ tstudy and even to the

researchers themselves to guarantee privacy.
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CHAPTER FOUR

DATA ANALYSIS AND INTERPRETATIONS

4.1 Introduction

This chapter presents the analysis and interpoaatof the data collected. The research was
conducted on a sample of 400 respondents from bliail@munty, who happens to be the
consumers of services from NCCG to which questioseeavere administered. However, out of
the issued questionnaires, 320 were returned dldg in making a response rate of 80% which

was sufficient for statistical reporting.

4.1.1 Distribution of Respondents by Age
In order to understand the respondents’ age digiob, the respondents were asked to indicate
their age category. Table 4.3 indicates an anabfsage distribution.

Table 4.1: Age of the respondent

Frequency Percentagt %
20 — 25 years 39 12%
26 — 30years 102 32%
31 and above 179 56%
Total 320 100

Source: Author 2014
From the findings, majority of the respondents 58éte between 31 years and above, 32% were
between 26 — 30years old, and 12% were aged bet®@er?5 years. The findings indicate that

majority of respondents are aged 31 and above.
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4.1.2 Distribution of Respondents by Gender
The study sought to ascertain the information an respondents involved in the study with
regards to the gender. Figure 4.3 indicates arysisadf respondent’s gender distribution.

Figure 4.1: Gender of the respondent

H 40%

W male

m female

Source: Author 2014

From the findings, 60 % of the respondents wereeraald 40% were female. This implied that

majority respondents, who are the consumers ofcErirom NCCG, are males.

4.1.3 Respondents’ level of education

In order to understand the respondents’ level afcation, the respondents were asked to

indicate their level of education.
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Figure 4.2: Respondents’ level of education

Masters
10%

Source: Author 2014

From the findings above, 36% of respondents, hadbulia, 30% of the respondents had a
degree, 24% indicated their highest level of edaonaas a secondary certificate while of 10%
respondents, had masters. This indicates that aidbe respondents have attained a diploma,
thus had rich information and knowledge on rolePabblic Relations in enhancing external

customer satisfaction.

4.1.4 Working duration

In order to find out the period in which the resgents had worked for NCCG the respondents

were asked to indicate the duration in which thayehworked at the organization.
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Figure 4.3: Duration of Working Life

60
50 48%
40
32.%
30
20%
20
10
O }
less than 5 years more than 10 years hetween 5 to 10 years

Source: Author 2014

From the findings, 48% of the respondents had wibdtethe NCCG for less than 5 years, 32%
had worked for NCCG for more than 10 years and 2@% worked for NCCG for less than 10

years. This indicates that most of the staffs al&ively new at NCCG.

4.2 Public Relations tools adopted by NCCG in commmicating with its external publics
4.2.1 Knowledge of Public Relations
In order to find out on whether respondents arerawé what Public Relations is, respondents

were asked to indicate their knowledge of PublitaRens.
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Figure 4.4: Knowledge of Public Relations

no

Source: Author 2014

From the findings, majority of the respondents (898greed that they knew what Public

Relations is all about.

4.2.2 Public Relations unit and organization devefament
In order to find out on whether Public Relationst wontributes to organization development,
respondents were asked to state whether PR depardimdCCG achieves this.

Figure 4.5 Public Relations unit and organization dvelopment

Source: Author 2014
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From the findings, majority of the respondents (§48reed that PR department contributes to

organizational development.

4.2.3 Public Relations department of NCCG has helgein building appreciation in NCCG
The study also sought to find out whether pubdiations department of NCCG has helped in

building appreciation in NCCG.

Figure 4.6: Public Relations department of NCCG haselped in building appreciation in

NCCG

16%

HYes

H No

84%

Source: Author 2014

From the findings, majority of the respondents ¥8dagreed that Public Relations department of
NCCG has helped in building appreciation in NCCGlevi6% were of the contrary opinion.
This indicates that Public Relations departmemiGCG has helped in building appreciation in

NCCG
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4.2.4 Creation and maintenance of good attitude ancustomer’s satisfaction
The study also sought to find out whether creationd maintenance of good attitude and
favorable opinion about organization enhance sesvappreciation and customer satisfaction

Figure 4.7: Creation and maintenance of good attitde and customer satisfaction

16.50%

HYes

HNo

83.50%

Source: Author 2014

From the findings, majority of the respondents %8@) agreed that creation and maintenance of
good attitude and favorable opinion about orgarmatnhance services appreciation and

customer satisfaction.

4.2.5 Customers’ approval on certain issues conceng them

The study also sought to establish whether thexeaay deliberate attempts by the organization

to seek customers’ approval on certain issues comgethem before taking a decision
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Table 4. 2: Customers’ approval on certain issuesoacerning them

Frequency Percentage
Yes 64 20
No 256 80%
Total 320 100

Source: Author 2014

From the findings, majority of the respondents (3@isagreed that there are deliberate attempts
by the organization to seek customers’ approvatatain issues concerning them before taking

a decision about organization.

4.2.6 Public Relations and organization
The study also sought to establish whether PR hdtslaole to play in creating a favorable and
smooth running of organizations

Figure 4.8: Public Relations and organization

Source: Author 2014
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From the findings, majority of the respondents (3Gigreed that PR has a vital role to play in

creating a favorable and smooth running of youanization.

4.2.7 Attempt by NCCG to educate and enlighten itpublics

The study sought to establish if there are anyrgiteoy NCCG to educate and enlighten its
publics on their services, fears and challengeg émeounter and how to help them overcome.
Findings are represented in Figure 4.9

Figure 4.9: Attempt by NCCG to educate and enlighte its publics

53.00% -

52.00%

52.00% -

51.00% -

50.00% -

49.00% -

48.00%

48.00% -

47.00% -

46.00% -

yes no

Source: Author 2014

Figure 4.9 above shows that; majority (52%) of tbgpondents indicated that there are no any
attempts by NCCG to educate and enlighten its psiliin their services, fears and challenges
encountered and how to help them overcome, whilé dB8respondents indicated that there are

attempts by NCCG to educate and enlighten its psilgh their services fears and problems they
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encounter. This implies that there is average gitdmy NCCG to educate and enlighten its

publics on their services, fears and problem theypenter and how to help them overcome it.

4.3 Communication challenges facing NCCG PR departent when communicating with its
external publics

4.3.1 Communication effort of the organization

The study also sought to establish how respondeatts the communication effort of the
organization

Table 4.3: Communication effort of your organization

Rate Frequency Percentage
Good 128 40%

Poor 137 43%

Very poor 54 17%

Total 320 100%

Source: Author 2014

From the findings, majority of the respondents 48%ed the communication effort of the
organization to be poor, 40% of the respondentdrdtto be good while 17% said it was very
poor. The findings indicate that respondents r#tedcommunication effort of the organization

to be poor.
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4.3.2 Media to be adopted by PR department of NCCG
The study sought to find out the media to be adbpte PR unit organization in reaching the
external audience. Findings are as below

Figure 4.10: Media to be adopted by Public Relatiws of organization

40% 21% 29% 10%
100% -
90% -
80% -
70% -
60% -
50% -
40% - M Seriesl
30% -
20% -
10% -
0% T T . .
Print media  Electronic  Visitation All of the
Media Rallies above
Personal campaign

Source: Author 2014

Majority of the respondents (40%) were of the vidvat print media should be used, 29%
favored visitation rallies campaign, while 21% weémnefavor of electronic media. The study

indicated that print media should be used reacthiagxternal audience.

4.4 Image of NCCG by external publics

4.4.1 Trust: Integrity/ Dependability /Competence

In order to further assess trust: integrity/ depduidy /competence the respondents were
requested to indicate their level of agreementhenfollowing statements on thiele of PR in

enhancing external customer satisfaction. The mesggowere rated on a five point Likert scale
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where: 1 - Strongly Disagree 2 — Disagree 3 - Neutr Agree and 5- Strongly Agree. The
findings are as shown in table 4.4

Table 4.4: Trust: Integrity/ Dependability /Competence

Mean Std. Deviation
NCCG treats people fairly and jus 3.80 1.207
Sound principles seem to guide NCCG's behaw.00 .926
I'm pleased with relationship NCCG [3.53 1.302
established with people like me.
NCCG can be relied on to keep its prom 3.53 1.356
NCCG has the ability to accomplish what it sa2.20 1.082
will do.
I'm very confident about NCCG's skills 3.47 1.060

Source: Author 2014

From the findings, respondents strongly agreed tBatind principles seem to guide NCCG's
behavior (mean= 4.00) and that NCCG treats pe@pthy fand justly (mean= 3.80). In addition,
the respondents agreed that; I'm pleased withiaakttip NCCG has established with people like
myself and NCCG can be relied on to keep its premignean= 3.500). Also, the respondents
agreed that they are very confident about NCCGilts sfmean= 3.47). On the other hand,
respondents disagreed that NCCG has the abiliagctomplish what it says it will do. (Mean=
2.20). This implies that sound principles seem tiadg NCCG's behavior and NCCG treats

people fairly and justly.
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4.4.2 Control Mutuality

In order to further assess control mutuality thegpomdents were requested to indicate their level
of agreement on the following statements on rible of PR in enhancing external customer
satisfaction. The responses were rated on a fiirg pikert scale where: 1 - Strongly Disagree 2
— Disagree 3 - Neutral 4- Agree and 5- Stronglye®giThe findings are as shown in table 4.5

Table 4.5: Control Mutuality

Mean |Std. Deviation

NCCG really listens to what people lij2.47 .834

myself have to say

NCCG and people likenyself are attentive 12.40 [1.121

what each other say

NCCG believes the opinions of people [[2.20 |1.082

myself are legitimate

| believe people like myself have influence|2.13 915

the NCCG decision-making

Source: Author 2014

From the findings, respondents disagreed that: N@&By listens to what people like me have

to say (mean= 2.47), NCCG and people like myselfadtentive to what each other say (mean=
2.40); NCCG believes the opinions of people likeselly are legitimate (mean= 2.20); and |

believe people like me have influence on the NC@@Ggion-making mean= 2.13). This implies

that NCCG does not listen to what people haveyo sa
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4.4.3 Commitment

In order to further assess commitment the respdedeere requested to indicate their level of
agreement on the following statements on thke of PR in enhancing external customer
satisfaction. The responses were rated on a fiirg pikert scale where: 1 - Strongly Disagree 2
— Disagree 3 - Neutral 4- Agree and 5- Stronglye®giThe findings are as shown in table 4.6.

Table 4.6: Commitment

Mean Std. Deviation
| value my relationship with NCCG 1.73 .704
| feel that NCCG is trying to maintain a lor 2.87 915
term commitment with people like myself.
| feel sense of loyalty to NCCG. 2.20 941
| would rather work together with NCCG th| 1.47 .640
not.

Source: Author 2014

From the findings, respondents disagreed that fibelythat NCCG is trying to maintain a long-
term commitment with people like myself (mean= 2.8Ad that they feel sense of loyalty to
NCCG (mean= 2.20). Respondents strongly disagresdl tvalue my relationship with NCCG

(mean= 1.73); and | would rather work together iiBCG than not (mean= 1.47). The study

revealed that NCCG is not trying to maintain a ld@gn commitment with people.
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4..4.4 Satisfaction

In order to further assess satisfaction the respaisdwere requested to indicate their level of
agreement on the following statements on rble of public relations in enhancing external

customer satisfaction. The responses were ratedfve point Likert scale where: 1 - Strongly

Disagree 2 — Disagree 3 - Neutral 4- Agree andt®ngly Agree. The findings are as shown in

table 4.7.

Table 4.7: Satisfaction

Mean Std. Deviation
| feel people like myself are important |2.13 1.187
NCCG.
Both NCCG and people like myself ben¢1.67 724
from the relationship.
Most people like myself are happy in th2.07 704
interactions with NCCG.
I'm pleased with relationship NCCG h1.93 .799
established with people like me.

Source: Author 2014

From the findings, respondents disagreed thatdstatements that; | feel people like myself are
important to NCCG (mean= 2.13) and that I'm pleas#h relationship NCCG has established

with people like myself (mean= 2.07). Respondemtsngly disagreed that I'm pleased with

relationship NCCG has established with people hkgself (mean= 1.93); Both NCCG and

people like myself benefit from the relationshipgah= 1.67).
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4.4.5 Services of NCCG
In order to examine services of NCCG, respondeetg kindly requested how they would grade
the services of NCCG. Findings are as in Figuré 4.1

Figure 4.11: Services of NCCG

Very Poor
10%

Source: Author 2014
From figure 4.11 majority of the respondent’s #8% said that the services were poor, 35% said
they were fair, 12% said they were very poor whid&s were very poor. The study revealed that

respondents said that the services were poor.

4.4.6 Public Relations department enhances customeisatisfaction
The study also sought to establish whether Pubétati®ns department of any organization
contributes to its development and enhances cus®setisfaction. Findings are as figure 4.12

below
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Figure 4.12: Public Relations department enhancesistomer’s satisfaction
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Source: Author 2014
Majority of the respondents 83.3% said that PR depnt of the organization contributes to its

development and enhances customer’s satisfaction.

4.4.7 Enlightenment programme organized by NCCG
The study sought to establish whether there alghgahment programme organized by NCCG
to educate its publics on new changes, problemsiaaidion.

Figure 4.13: Enlightenment programme organized by KCG

M yes

®no

Source: Author 2014
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Majority of the respondents (85%) said that enkgimhent was a programme organized by

NCCG to educate its publics on new changes, prabbemd decision.

4.4.8 Communication in case of changes in the orgaation
The study sought to establish whether the publiescammunicated to by NCCG in case of
changes in the organization

Figure 4.14: Communication in case of changes in¢horganization

A79
50% - 43%
45% -
40% -
35% -
30% -
25% - M Series1
20% -
15% - 107
10% -
5% -
0% T .
Regular No Self discovery
communication

Source: Author 2014
From the findings, majority of the respondents 43&id that they use self-discovery, 43% said
there are communication, while 10% said NCCG’s latys communicated to the respondents.

The study revealed that respondents used selfadisgdo explore NCCG'’s information.
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4.5 Communication link with publics

In order to understand if NCCG should have a comaation link with its publics respondents
were asked whether NCCG should have a communichibrwvith its publics. The findings are
as in Figure 4.15.

Figure 4.15: Communication link with publics
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Source: Author 2014
As indicated in the figure 4.8 above, majority bktrespondents (92%) agreed that NCCG
should have a communication link with its publidis implies that NCCG should have a

communication link with its publics

4.6 Improving NCCG's efficiency in the county

In order to understand ways of improving NCCG’saaéhcy respondents were asked what they

think should be done to improve NCCG'’s efficiengythe county. The findings are as in table.
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Table 4.8: Improving NCCG's efficiency in the couny

Frequency Percentage
Management restructures 137 43%
Government intervention137128 40%
Personnel
All of the above 54 17%
Total 320 100%

Source: Author 2014

From the findings, majority of the respondents 42%4a that Management restructures should be
used as a way of improving NCCG'’s efficiency, 40%v&nment intervention Personnel, while
17% said all of the above. The findings indicétat tmanagement restructures should be used as

a way of improving NCCG'’s efficiency

4.7 Whether respondents encountered any problem witthe organization

The study sought to determine whether respondevis éver encountered any problem with the

organization. The findings are as seen in Figuté 4.
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Figure 4.16: Whether respondents encountered any pblem with the organization

No

Yes 88%
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Source: Author 2014

From the findings, majority of the respondents (3&3dicated that they have ever encountered a

problem with the organization.

4.8 Major contribution of PR unit in NCCG

In order to understand major contribution of PRt umiNCCG, the respondents were asked to

indicate major contribution of PR unit in NCCG.
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Figure 4.17: Major contribution of PR unitin NCCG

To achieve
NCCG
objectives
11%

Source: Author 2014

From the findings, majority of the respondents 588 that major contribution of PR unit in
NCCG was service appreciation, 34% of the respasdenid it was to improve NCCG
efficiency while 11% said it was to achieve NCCQealives. This implies that contribution of

PR unit in NCCG was service appreciation.
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CHAPTER FIVE

SUMMARY OF THE FINDINGS, CONCLUSIONS AND RECOMMENDA TIONS

5.1 Introduction

This chapter presents the summary of the datanfgsdion the role of Public Relations in
enhancing service appreciation among the custonuérsNCCG, the conclusions and
recommendations drawn there to. The chapter isensheictured into summary of findings,

conclusions, recommendations and area for furésarch.

5.2 Summary of the Findings

From the study, it was evident that that majorityrespondents from Nairobi County, who
happens to be the consumers of services from NO€&ged 26 — 30 years and majority of
them are males. The study also found out that i@t of the respondents have attained a
diploma, thus had rich information and knowledger@e of PR in enhancing external customer

satisfaction.

The study also found out that that majority of tegpondents knew what PR is all about and that
Public Relations department of NCCG has helpediifdimg appreciation in NCCG. Further the
study indicates that creation and maintenance ofdgattitude and favorable opinion about
organization enhance services appreciation andomests satisfaction. Also respondents
disagreed that there are deliberate attempts byrimnization to seek customers’ approval on
certain issues concerning them before taking asaeti In addition, the study established that

PR has a vital role to play in creating a favoraisld smooth running of any organization.
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The findings show that there is average attemgpti®ZG to educate and enlighten its publics on
their services fears and problem they encounterhand to help them overcome it. The study
revealed that communication effort of the organaratis poor. The study also indicated that

print media should be used reaching the exterrdikaae.

The study established that sound principles seeguite NCCG's behavior and NCCG treats
people fairly and justly. However, NCCG does nstdn to what people like to say. The study
also revealed that NCCG is not trying to maintaitoag-term commitment with people. In

addition, the public don't feel they are importaatNCCG. Further, the study revealed that

respondents said that the services were poor.

From the study, PR department of any organizatariributes to its development and enhances
customer’s satisfaction. Enlightenment was a progna organized by NCCG to educate its
publics on new changes, problems and decisionssidy also revealed that respondents used
self-discovery to explore NCCG's information. Theady found out that NCCG should have a
communication link with its publicsAlso the findings indicate that management resines

should be used as a way of improving NCCG's efficie

5.3 Conclusion
Based on the study objective, the study concludas tnajority of the respondents knew what
PR is all about and that that Public Relations depent of NCCG has helped in building

appreciation in NCCG. Further the study concludest treation and maintenance of good
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attitude and favorable opinion about organizatiohasce services appreciation thus customer

satisfaction.

Also the study concludes that communication eftdrthe organization is poor. The study also
indicated that print media should be used reacliivgg external audience. The study also
concluded that NCCG is not trying to maintain aggarm commitment with people. In addition,
people don't feel they are important to NCCG. Fertlthe study concludes that respondents said
that the services were poor. Finally the study tates that PR department of any organization

contributes to its development and enhances cust®saisfaction.

5.4 Recommendations for Improvement

Communication effort of the NCCG'’s is poor. In teda to this, the study recommends that
stronger communication mechanisms should be iestahd well integrated in the system to
ensure easier and convenience in disseminationnfoirnnation to the public. The study
established PR department of any organization ibwtés to its development and enhances
customer’s satisfaction. In this line, the studgommends that strong and well integrated PR
department should be installed in an organizatiwh therefore should be sufficiently funded to
ensure its success. Further, the study recommdradsotganizations should devise ways and

means to maintain a long-term commitment with ¢en

5.5 Suggestion for Further Research
Further research is necessary as the findings liveited on Nairobi City County Government

(NCCG) based on a relatively small sample that maye influenced the nature of results that
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were obtained. There is need to expand on the sasig# and carry out similar research in other
organizations. The analysis that was used isufitent to draw conclusions on the role of PR
in enhancing external customer satisfaction, ang@ravide adequate information that can be
used for policy development. Further research fiogusn inferential analysis is necessary to

study the role of PR in enhancing external custosaéisfaction in organizations in Kenya.
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Appendix I: Questionnaire
Internal Publics
Demographic information
Kindly select your age group from the following
Age: 20 - 25
26 — 30
31 and above
Gender:
Male
Female
Marital Status:
Single
Married
Highest Academic Qualification:
Secondary
Diploma
Degree
Masters
1. How long have you worked in this organization?
1 -4 years
5—-10 years
10 years and above

2. Do you know what public relations is all about?

63



Yes No

3. Public relations unit of an organization cdmites to its development?

Yes No

4. Do you think that the public relations depamin®f NCCG has helped in building
appreciation in NCCG?

Yes No

5. In your opinion will creation and maintenancegobd attitude and favorable opinion about
your organization will enhance services appreaméiod customer’s satisfaction?

Yes No

6. Is there any deliberate attempt by the orgaiozaio seek customers’ approval on certain
issues concerning them before taking a decision?

Yes No

7. In your opinion, does public relations has alvible to play in creating a favorable and
smooth running of your organization?

Yes No

8. Is there any attempt by NCCG to educate andleeh its publics on their services fears and
problem they encounter and how to help them oveecibPn

Yes No

9. How will you rate the communication effort adyr organization?

Good

Poor

Very poor
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10. Which media do you think should be adopted ldylip relations unit of your organization in
reaching the external audience?
Print media
Electronic Media Personal
Visitation Rallies campaign
All of the above
None of the above
External publics
Section A: Demographic information
Sex:
Male
Female
Age:
20-25
30-3535-40
41 and above
Marital Status:
Single
Married
Occupation:
Farmer
Student

Civil Servant
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Business

Section B

1. How would you grade the services of NCCG?
Good

Fair

Poor

Very Poor

2. What do you think is NCCG greatest challenge téenms of service appreciation?

3. Are you aware that public relations departmehtany organization contributes to its
development and enhances customer’s satisfaction?

Yes

No

4. If yes do you think that public relations unitaoNCCG has a vital role of creating a favorable
image? Yes

No

5. Are you aware of any enlightenment programnganized by NCCG to educate its publics

on new changes, problems and decision?
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Yes

No

6. If yes, how often are you communicated in cdsghanges in the organization?
Regular

No communication

Self-discovery

7. Do you feel that NCCG should have a communiadiitk with its publics?
Yes

No

Uncertain

8. What do you think should be done to improve KBXCefficiency in the county?
Management restructures

Government intervention Personnel

None of the above

All of the above

9. Have you ever encountered any problem with tgarozation?

Yes

No

10. What is the major contribution of public retats unit in NCCG?

(a) Service appreciation

(b) Improve NCCG efficiency

(c) To achieve NCCG objectives
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