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ABSTRACT
The research  provides a theoretical and conceptual assessment  of public relations strategy as a tool to promote government policies to the citizenry; it appraises as a case study the  practice of the Anambra State Government. The research elucidate the concept of public relations, its functions, significance and strategies as it can be applied to implement and accelerate government policies to the benefit of the citizenry.

CHAPTER ONE

INTRODUCTION
1.0
INTRODUCTION

The government as an institution is an organization and can only succeed when it maintains mutual lines of communication between itself and its citizenry. Public relations in government in brief, is the concerted efforts of the government officials to establish appropriate and effective communication system that enables
them to produce, project and sustain government’s goals, aspirations, programmes, activities and policies to reach the ultimate beneficiaries of the programmes, in most cases, the community. Public relations is employed in various ways to help the government to establish mutual lines of communication for faithful exchange of ideas and perspectives between it and the governed and also, to create image for the government, both locally and internationally . p.1). Nwosu (1996,p.204) says that:
Whether military or civilian, government must have the support and acceptance of the citizenry to be effective and to even survive for a reasonable period. In theory and in practice, every government derives its legitimacy or rights to govern from the people or citizens. In a true democracy, government is voted in by the people to hold  power, influence and control on behalf of the collectivity, of the masses or citizenry
1.1        BACKGROUND OF THE STUDY
Johnson and Zawawi (2004,p.404) observes that public relations sector in modern democratic governance implements its policies by using various mass media. Government management takes two forms; dissemination of political information and dissemination of public information. Nwosu (1996,p.204) however opines that very often, many people in government, especially those in developing countries, seem to forget the relevance of public relations in the government circle and as a result, they operate as if they can do without the support and the acceptance of the citizenry. They run state affairs as rulers or feudal lords, instead of leaders or servants of the people, for whom they hold political power and trust. But the theory and practice of modern governance teaches that government, like any other social institution, must be accountable to the people and operate in the people’s interest. Black (1976,p.140) says that public relations is an essential part of management and this is true in central government as in industry. The function of public relations in government is essentially non-political. It is the province of the political parties to organize such public relations activity, as they may consider necessary to publicize or promote their party’s policy. Public relations in a government department has two main tasks; to give regular information on policy, plans and achievements of the departments and to inform and educate the public on legislation, regulations and all matters that affect the daily life of citizens. It must also advise ministers and senior officials of reaction and potential reaction to actual or proposed policies. In their work on public relations and the information role of the government to the people, Wilcox, Ault and Agee (1998,p.333) declare that: There has always been a need for Government communication if for no other reason, than to inform citizens of the services available and the manner in which they may be used. In a democracy, public information is crucial if citizens are to make intelligent judgment about the policies and activities of their elected representative. The research intends to provide an assessment of public relations strategy as a tool to promote government policies to the citizenry with a case appraisal of the practice of Anambra State Government.
1.2    STATEMENT OF THE PROBLEM
The efficient running and management of government affairs and activities lies with promoting and implementing programmes and policies that impact on the citizenry. In this regard the citizenry fully understand and appreciate the activities of government thereby enhancing harmony and mutual benefit between government and the people. However this goal  often  is far from being attained as the government implement its policies without  the  impact and understanding of the citizenry.
Therefore the problem confronting this research is to provide an assessment of public relation strategy as a tool to promote government policies to the citizenry with a case appraisal of the practice of Anambra State Government 
1.3   RESEARCH   QUESTION
What is public relation, functions and significance?
What is the nature of public relation strategy as a tool to promote government policies to the people?
What is the nature of public relation practice  of Anambra State Government?
1.4    OBJECTIVE OF THE STUDY
1  To appraise the nature of public relation, functions and significance
2 To determine the nature of public relation strategy as a tool to promote government policies to the citizenry
3  To determine the  public relation  practice of anambra state government.
1.5    SIGNIFICANCE OF THE STUDY
The significance of the study is to project the importance of creating synergy, understanding and mutual benefit and impact between the government and the citizenry
1.6    STATEMENT OF THE HYPOTHESIS

H0    The level of public relation practice in Anambra State is   low.
H1 The level of public relation practice in Anambra State is  high.

H0    The  challenges of public relation practice in Anambra   State is high.
H1    The challenges of public relation practice in Anambra   State is low.

H0    The  impact of public relation strategy as a tool in promoting government policies  in Anambra State is low.

H1    The impact of public relation strategy as a tool in promoting government policies in Anambra State is high.
1.7    SCOPE OF THE STUDY
The research focuses on the assessment of public relations strategy as a tool to promote government policies to the citizenry with a case appraisal of public relations practice in Anambra State.
1.8     DEFINITION   OF TERMS
PUBLIC RELATION PRACTICE: A PR Practitioner is a liaison between his institution and the public. He is responsible for setting public relations policy to represent the corporation or agency to the public and for conducting research to provide adequate feedback from the public to the institution. Usually, a PR practitioner works closely with top level management and is instrumental in influencing management’s policy changes. The PR person can be described as a strategist who plans and executes large scale public relations efforts. It is the duty of the public relations practitioners of an organization to communicate the policies of its organization to the internal and external publics, so as to make them know such policies.
PUBLIC RELATION PRACTICE IN GOVERNMENT
Public relations in government in brief, is the concerted efforts of the government officials to establish appropriate and effective communication system that enables them to produce, project and sustain government’s goals, aspirations, programmes, activities and policies to reach the ultimate beneficiaries of the programmes, in most cases, the community. Public relations is employed in various ways to help the government to establish mutual lines of communication for faithful exchange of ideas and perspectives between it and the governed and also, to create image for the government, both locally and internationally . p.1). Nwosu (1996,p.204) says that: Whether military or civilian, government must have the support and acceptance of the citizenry to be effective and to even survive for a reasonable period. In theory and in practice, every government derives its legitimacy or rights to govern from the people or citizens. In a true democracy, government is voted in by the people to hold power, influence and control on behalf of the collectivity, of the masses or citizenry.

CHAPTER TWO

REVIEW OF LITERATURE

INTRODUCTION

Our focus in this chapter is to critically examine relevant literatures that would assist in explaining the research problem and furthermore recognize the efforts of scholars who had previously contributed immensely to similar research. The chapter intends to deepen the understanding of the study and close the perceived gaps.

Precisely, the chapter will be considered in three sub-headings:

Conceptual Framework

Theoretical Framework

Empirical Review and

Chapter Summary

2.1
CONCEPTUAL FRAMEWORK

Public Relations

Public Relations is defined variously by different people, it means different things to different people. It is therefore difficult to define it in precise terms. It can be said that Public Relations is a planned cyclic and interactive process which involves action, inaction and reaction from either the organization or the publics and their effect. IPRA defines PR as ‘The art and social science of analyzing trends, predicting their consequences, counseling organization’s leadership, and implementing planned programmes of action which will serve both the organization’s and the public’s interest (Akuku, 2012). According Cutlip, Center and Broom (2002) Public Relations is a planned and sustained programme conducted by organization’s management dealing with the relationship between the organization and its various constituent publics. The British Institute of Public Relations, cited in Yaroson and Asemah (2007) defines public relations practice as the deliberate, planned and sustained effort to establish mutual understanding between an organization and its publics. In the Mexican statement as quoted by Nkwocha (2004). It says that public relations is the art and social science of analyzing trends, predicting their consequences, counselling organizations leaders and implementing planned programmes of actions, which will serve both the organization and the public interest. Analyzing in the Mexican statement simply implies critically studying developments in the society that is, within and outside the organization (Nkwocha, 2004). The public relations officer of an organization needs to critically identify their threats and opportunities. As a result of the analysis, a public relations practitioner should be able to predict what may happen in the nearest future, this now prompts him or her to begin to council or advise the management of an organization in such a constructive manner so that problems can be averted (Nkwocha, 2004).

In this study, Public Relations is conceptually defined as the “management of communication between an organization and its publics,” and public relations practitioners are those who “manage, plan, and execute communication for the organization as a whole” (Grunig & Hunt, 1984). 

Grunig, Grunig, and Dozier (2002) cite that Public Relations programs are important because they help organizations achieve their goals by creating relationships with strategic publics: “Individual communication programs such as media relations, community relations, or customer relations are successful when they affect the cognitions, attitudes, and behaviors of both publics and members of the organization that is, the cognitive, attitudinal, and behavioral relationships among organizations and their publics” (Grunig, Grunig & Dozier, 2002). Thus, effective public relations programs are valuable to organizations because of their contribution to the organization’s mission, goals, and bottom line.

Public Relations is the heart of modern management function aimed at making friends for the organization, retaining these friends and building internal and external goodwill on the reasonable assumption that these are strongly needed for an organization to remain in whatever business it is engaged in, as well as to grow and prosper in it (Nwosu 1990). The aim of PR practices is generally to achieve good character and responsibility. It means that the job of the Public Relations Officer is to get the management to behave in such a way that they would be seen to have good character and be responsible citizens. For institutions to achieve their goals, they must develop effective relationship with their publics such as employees, customers, shareholders and other institutions and with the society at large (Akuku, 2012).

The management of institutions needs to understand the attitude and values of their publics in order to achieve institutional goals. The goals themselves are shaped by the external environment. The Public Relations practitioner acts as a counselor to management, and as a mediator, helping to translate private aims into reasonable, publicly acceptable policy and actions (Akuku, 2012).

Cutlip, Centre and Broom, in their classical book, Effective Public Relations, (1994) defines public relations as “the management function that establishes and maintains mutually beneficial relationships between an organization and the publics on whom its success or failure depends”. This definition clearly underlines the fact that public relations is a two-way process between an organization and its identified publics that is meant to benefit both parties. In other words, mutual understanding requires by definition, two-way communication. We shall explain the term publics in another unit. The British Institute of Public Relations (BIPR) defines public relations as “the deliberate, planned and sustained effort to establish and maintain mutual understanding between an organization and its publics”. This definition suggests that public relations is not a haphazard endeavour. It is a process that is deliberately planned to achieve a given goal or objective, which is mutual understanding between an organization and its publics and must be planned. “Sustained effort” means that a process does not end until it has achieved its objectives. This means that as a public relations officer, you must always endeavour to carry our plans to a logical end, despite any difficulties you may encounter in the process. Another definition of public relations is given by a Frank Jefkins British author: who says that “public relations consist of all forms of planned communication both inward and outward between an organization and its publics for the purpose of achieving objectives concerning mutual understanding”. In this definition “inward and outward communication” consists of a two-way communication that involves the organization and its internal and external publics. The Mexican statement defines public relations as the art and social science of analyzing trends, predicting their consequences counselling organization’s leaders as well as implementing a planned programme of action which serves both the organization and the public interest. This definition was adopted at the First World Congress of National Public Relations Associations held in Mexico in 1978. This definition is accepted to be broad, all-embracing and multidisciplinary. It suggest that public relations takes expertise and knowledge from the social sciences and arts. For instance, the survey method has become very useful in public relations to find out peoples’ opinions, attitudes and beliefs in order predict human behaviour. 19 Public relations monitors and researchers issues in the environment and tries to align the policies and programmes of the organization in such a way that it will favour both the organization and the publics so that there will be a mutual outcome. Rex F. Harlow a renowned American public relations expert provides us an excellent and exhaustive definition of public relations as “a distinctive management function which helps establish and maintain mutual lines of communication, understanding, acceptance and cooperation between an organization and its publics, involves the management of problems or issues, helps management to keep informed on and responsive to public, defines and emphasizes the responsibility of management to serve the public interest, helps the management keep abreast of and effectively utilize change, serving as an early warning system to help anticipate trends, and uses research and sound and ethical communication as its principal tools. In acknowledgement of this definition, some authors have referred to public relations as “Corporate Meguard” in Nigerian parlance. Canfield in his book, “Public Relations: Principles, Cases and Problems, sees public relations as a social philosophy of management expressed in policies and practices which are communicated to the public to secure its understanding and Goodwill. Finally, the definition we offer you is given by Public Relations News of New York, the industry Newsletter. It defines public relations as the management function which evaluates public attitudes, identifies the policies and procedures of an individual or an organization with the public interest, and plans and executes a programme of action to earn public understanding and acceptance. This definition implies that both individuals and organization need public relations in their interactions with various segments of society. A notable public relations practitioner referred to in one of our earlier definitions summarized most of the public relations definitions as “Good Performance that is publicly appreciated”. In other words, public relations can be seen as doing good and then getting credit for it. He observes that public relations could succinctly be expressed as; P = Performance R = Recognition That is good performance that is publicly appreciated: That is public relations consists of all actions taken to promote a favourable relationship with the publics of an organization. 

TERMS FOR FORMULATING A GOOD PUBLIC RELATIONS

Deliberate
a public relations event or action is intentional. It is designed to influence or gain, understanding as well as providing information so as to gain feedback or reaction from the people or groups affected by the activity. The public needs information to be carried long in what the organization is doing, particularly as it concerns their interest. For instance a major market leader must create good image and reputation which public relation information provides. 

Planned 
Public relations activities are organized in a systematic sequence, which is expected to culminate in solutions to identified problems. The problem must be analyzed by systematic research. You should note that effective public relations is planned in advance it is proactive and not reactive. 

Process 
Public relations is a process. Effective public relations must be viewed as continuing process of a series of organized actions, activities, changes or functions expected to bring about a successful end result. On the other hand, public relations is not a one-time affair, engaged only occasionally as a fire brigade method or remedial action. You should note that preventive public relations is a continuous process of discovering problems or opportunities, solving the problems when they are small instead of when they are full blown. Effective public relations is not communicating promises alone. It is based on the practices, performances, good deeds and past record of the organization. No amount of good public relations will generate acceptance or patronage for an organization with bad image or that is not responsive to public interest. According to Chester Burger (1998) “the best public relations campaign in the world can’t build trust while reality is destroying it. In other words, reality limits what public relations can accomplish. 

Mutual interest 

Public relations should be mutually beneficial to the organization as well as the publics. The primary reason for establishing any public relations activity should be to serve the public interest and not benefit the organization. Good public relations aligns the interests of the organization with the desires and interests of the public.

COMPONENTS OF PUBLIC RELATIONS

Public relations is a very complex activity, with different areas of specialization. Daramola (2003) has identified such areas to include: 

Employees Relations:

Building better relationships between employees and management, especially in complex organizations where the lines of communication between management and workers become stressful as the workforce of a company expands. 

Industrial Relations 

Providing advice to management to improve mutually beneficial relations between a company and other businesses within the same industry and related ones and in the areas of suppliers, distributors, competitors and labour unions. 

Community Relations:

Planned activity to create a relationship of good neighbourliness between an organization and other companies as well as groups within the community in which it is located. Customer Relations: Involves developing better relations with the massive consuming public and sustaining the goodwill of customers in particular and consumes in general. 

Financial Relations:

This involves improving understanding through better communication with shareholders stockbrokers, stock exchange market, fund managers, investors, banks and insurance agencies. 

Press Relations: This involves working with the members of the press to maximize the free publicity that can be obtained for a newsworthy corporate event so as to create public knowledge and understanding and respond to press enquiries as it relates to their organization. 

Government Relations:

 Lobbying government agencies such as the legislature and regulatory agency on behalf of the organization. 

Special Events:

This is used to stimulate interest in a product, person or organization through activities designed to interact with public through staged events. Counselling: Advising organizations about how to understand and mobilize the public as well as interprete themselves. This will reduce criticisms and hostility from the press and pressure groups in society.

QUALITIES OF A PUBLIC RELATIONS PRACTITIONER AND DEPARTMENT

Public Relations involve the projection and management of image of an entity. It therefore follows that to be effective a PR practitioner should posses certain knowledge and qualities.

understanding of communication 

First and foremost the PR practitioner should have a theoretical as well as practical understanding of communication. As a foremost communicator, he must plan and execute communications that reveal, explain, defend and promote his organization’s, policies.

The PR practitioner must know how to write well, where to place what he has written and in what appropriate form i.e. newspaper articles, news story, letter, brochure, etc. Apart from written communication, the PR practitioner must be prepared to operate in whatever media appropriate to his communication objective in a professional manner.

A PR practitioner must have a strong, active, ethical and moral code to guide him in his every day work.

A PR practitioner must have good knowledge of attitude and behaviour change. He or she must have a good grounding in the methods of understanding and predicting human behaviour. He or she must have enough knowledge of such disciplines as psychology and sociology.

Reputation 
A PR practitioner should be irreproachable and maintain high reputation in matter relating to moral and material integrity.

He must possess leadership qualities and radiate confidence even when he himself is not too certain of the outcome.

A PR practitioner must display unalloyed loyalty in all situations and at all times to his organization. Habit of cleanliness.

Good education –

 the PR practitioner must be an all-rounder. A basic knowledge in business administration is necessary for effective public relations programming.

CORPORATE IMAGE

Image is a notion which an individual holds with regards to another individual, group or organization. In other words, image is an impression which an individual or a group seeks to create or strike upon others regarding himself/herself/itself (Marteson, 2007). On the basis of these explanations, corporate image, shortly, can be explained as all kinds of impressions that the community makes about a corporation. Corporate image is a valuable, tangible entity which is hard to imitate and it can help to obtain superior, sustainable financial performance (Marteson, 2007).

The perception of the company held by the public based on how they portrayed through branding, Public Relations exertions, media, stakeholders, employees and trade unions and consumer advocacy organizations. Companies invest a large part of the marketing and advertising dollars to build and maintain a positive corporate image, which is vital to the competitive status (Brady, 2005).

The purpose of the corporate image is to enable the clear, accurate understanding of the firm. Corporate image is about emotions and therefore, the image about the corporation differs from person to person. The important thing for the image is to ensure that a clear and a good will are created regarding the corporation. It is possible for partial or inaccurate information to affect the corporate image in a negative way. Having a good reputation for the community that the corporation operates in elicits the creation of positive image in the eyes of target audience and therefore enabling the firm to increase its operations and its profits (Marteson, 2007).

Corporate image is comprised of four key elements in which the corporate image has influence on employees, target groups (customers, partners) and community. These are thoughts about the corporation, recognition of the corporation, reputation of the corporation and the comparability of the firm with its competitors. In this context, corporate image is established as a result of creating corporate image efforts. On that note, the corporate image notion in today's world needs to include details that concern all vital processes of the corporation, starting from the corporations’ reason of being to realizing its main purposes and its interaction with external environment (Yalcın, 2010). In order to create a positive and desirable corporate image, establishment of an infrastructure and accordingly creation of external and inner image is needed. The factors that create aforementioned infrastructure are mission and vision definitions of the corporation. Secondly, in order to establish a strong corporate image, one needs to create an external image for the corporation. Creation of external image consists of seven (7) main factors. These are: customer satisfaction, product quality, tangible image, advertisement, sponsorship, media relations and social responsibility. The third aspect of corporate image creation is establishing a corporate image targeted at inner audience. The main function of a positive corporate image creation is to attract the customer. However, this too will not be adequate. Attracted by the external image the customer who is visiting the corporation is being influenced by the employees who he/she contacts with and determines whether the employee behaviors harmonize with the external image of the corporation (Bolat, 2006). Therefore there are circumstances where the employees affect the corporate image or cases in which the employees are directly affected by the corporate image (Bal, 2012).

According to Keller, on the other hand, the arbiters of the corporation’s image are combined in ten groups. These are; the corporation itself, its social circle, its employees, reliefs that the corporate contribute to, the products of the corporation, its distribution channels, after sales services and its communications (Tıglı, 2003). The most important association which the consumers perceive in connection with a particular corporation should be analyzed in four aspects: product image (common product features, benefits or attitude), service image (individuals and relations), nationality image (values and programs relating to social wellness) and credibility image (credibleness and experience) (Keller, 2000). If we think of these applicant individuals as potential consumers in business market, these images might have influence on the applicants. For this very reason, it is possible to speak of these four corporate image aspects (corporate product image, corporate service image, corporate nationality image and corporate credibility image) (Tsai & Yang, 2010).

The corporate image answers the question of ‘what do these people think of corporations?’ It is possible for the image to involuntarily arise after deliberative efforts of the corporation or as a result of its actions (Dowling, 2004). They emphasize that the corporate image can appear in an instant, but corporate reputation builds on through time. In other words, the corporate image is the last thought of the stakeholders, regarding the corporation. However, reputation relies on a behavior cluster, comprised of previous, current and future potential actions of the corporation (Eryılmaz, 2008, p. 159). Further, when compared to image, which can be briefer, reputation can be stated as a prestige in the long term perspective of the corporation, due to its nature (Fombrun & Martenson, 2007).

Even though it is alternately utilized by many authors, there are two other different notions that share similarity with corporate image. One of these is corporate reputation and the other one is corporate product. (Herrbach, Mignonac, Gatignon, Oz, & Bulutlar, 2009). Corporate image is further imposed by the administration and it is implicit in its messages where the aim is to influence external world. Therefore, the corporate image moves from the administrators to the outer world. The repute of the corporation is, in a sense, the feedback of these messages. Put it differently, the fame of the corporation is made of feedback messages regarding the distinctive, consistent features, given by all relevant external stakeholders, customer, competitors, suppliers, etc. (Oz & Bulutlar, 2009).

Corporate reputation

is the perceiving method of customers, competitors, creditors, industry analysts and other individuals. A more clear definition is that the corporate reputation determines how the corporation is perceived by other people, in terms of the corporate management capacity, strategies, financial status, social and communal responsibilities, the value of long term investments, its activity in the competition, development level, the quality of its personnel and attraction of qualified employees and the corporate reputations is gauged by these factors. Corporate reputation is the recognition method of the corporations by customer, supplier or competitive environment. At this point, the difference between corporate image and corporate reputation comes into play (Karakılıc, 2005).

USE OF PUBLIC RELATIONS FOR CORPORATE IMAGE

The corporate image consists of the totality of all the impressions that a company makes on all its audience. The corporate images helps to determine how a person will behave towards an organisation. Frank Jefkin’s explains further that the corporate image is the way the organization itself is perceived by the various publics. The company may not actually live up to expectations, for example an organisation may occupy a posh office complex in Victoria Island or Broad Street or acquire flashy cars for its executives yet engage in questionable activities. The impressions are how the public see the organization and these may not be the real image of the organization. An organization should plan to create the head of pictures in its publics on how they want to be held in the eyes of such publics. These images may be communicated through the product or services, the attitude of the company’s employees (Receptionists, salesmen, drivers, etc) as well as the activities of the industry in which the company operates. Public opinions plays an important role in forming the individual’s image of an organization. This underlines the importance of communication between an organization and its publics. Good vision, creativity, sustained research and considerable funding are essential in the development of a corporate identity. Olin’s (1989) argues that the global success of Coca-Cola, which is probably the world’s famous and ubiquitous brand name, is a tribute to the ingenuity, financial dedication and immense sums of money devoted to communicating this identity worldwide. To embark on corporate image systems, the organization needs to carry out some corporate research; such would cover the following areas.

• Analysis of the organisation’s present communication practice. 

• Analysis of the opinion of members of staff in relation to the organisation’s image. 

• Analysis of public opinion about the organisation and its activities.

Based on these findings, the organisation would be able to identify the areas as well as the means of developing the corporate image; 

The product or services image
this involves the packaging, the name, the graphics, as well as the outlets used by the organisation. In addition to these physical attributes of the organisation’s product or service, product positioning strategy is also important. Positioning refers to a deliberate attempt by the organisation to build a ‘personality’ for itself and its products. In other words, this is an attempt to create a particular picture desired by the organisation in the minds of members of the publics. 

Employees impression

This involves the development of employees loyalty to the organisation as well as the training of employees on how to deal with the public (their appearance-their total personality especially for those who have regular contacts with the public). 

The organization locating and building; 

this includes the locations (area) of the organization (company), the building both interior and exterior and also the organization’s ‘Voice” in relation to pertinent public issues. 

Corporate advertising 

these are advertisements sponsored by the organisation with the objectives of enhancing its corporate image or developing and sustaining goodwill (i.e. placing the photograph of the employees as a teams in the advertisement). 

Corporate identification media

this includes the organisation name, logo, house colours vehicles, uniforms, etc. (These are used to create a distinct identity for the organisation so that it stands out in the crowd.

Concept  OF POLICY 
Policy is normally described as a theory or rule to guide decisions and achieve rational outcomes. The word is not generally used to denote what is actually done; this is referred to as either procedure or protocol (Saidi, 2012). 
Policy or policy study may also refer to the process of making important organizational decisions, including the identification of different alternatives such as programs or spending priorities, and choosing among them on the basis of the impact they will have. Politics is the basic principles by which a government is guided, The declared objectives that a government or party seeks to achieve and preserve in the interest of national community. See also public policy (Business Dictionary). Policy is defined as the value or perspective that underlies action. Board policies express the 
board's soul, embody the board's beliefs, commitments, values, and visions, and express its wisdom “A public policy is an action which employs governmental authority to commit resources in support of a preferred value”Considine, 1994). 
TYPES OF POLICY 
a) Domestic policy 
b) Foreign Policy 
Domestic policy 
Domestic policy is an area of public policy which concerns, laws, government programs, and administrative decisions which are directly related to all issues and activity within a nation's borders. It differs from foreign policy, which refers to the ways a government advances its interests in world politics. 
Foreign policy 
A country's foreign policy, also called the foreign relations policy, consists of self-interest strategies chosen by the state to safeguard its national interests and to achieve its goals within international relations milieu. The approaches are strategically employed to interact with other countries (Saidi, Public policy & Management, 2012) .

COMPONENTS OF POLICY 
Policy is very important to any organization, and of course with policy everything seems mess, 
however the following are the essential components of a policy. 
Guidelines 
Rules, and 
Procedures 
ORGANIZATION'S POLICIES AND STRATEGIES 
Changes in a firm’s strategic direction do not occur automatically. On a day-to-day basis, policies are needed to make a strategy work. Policies facilitate solving recurring problems and guide the implementation of strategy. Broadly defined, policy refers to specific guidelines, methods, procedures, rules, forms, and administrative practices established to support and encourage work toward stated goals. Policies are instruments for strategy implementation. Policies set boundaries, constraints, and limits on the kinds of administrative actions that can be taken to reward and sanction behavior (David, Strategic management: concepts and cases, 2011). 
IMPORTANCE OF POLICIES 
Policies are very important because: 
1) Policies could set clear priorities 
Adding a clear focus on equity as a district or school goal is one way to increase awareness and communicate that equitable discipline should be a pressing direction for all administrators and staff. 
2) Policies could reduce the effects of explicit bias. In situations of explicit (i.e., conscious) bias, effective policy is the most promising approach for reducing discrimination. 
3) Policies could enable implementation of specific interventions. By promoting and creating the structures to implement specific practices 
4) Policies could reduce discriminatory practices. By removing or restricting use of practices that result in disparate outcomes policymakers may make outcomes more equitable (Ambra Green, 2015). 
TYPES OF SPECIFIC POLICIES 
Human resource policies 
Privacy policy 
Public policy 
Defense policy 
Domestic policy 
Economic policy 
Education policy 
Energy policy 
Environmental Policy and National Environmental Policy Act 
Foreign policy 
Forest policy 
Health policy 
ELEMENTS OF POLICY 
There are some essential elements of policy and these are as follows: 
Policy objectives 
Policy instruments 
Policy objectives: These are the "ends" of a policy and reflect the overall purpose or long-term aim(s). 

Policy instruments: Policy instruments. These are the "means" of a policy, the actions used to carry it out and the methods by which its objectives are achieved. 
OTHER ESSENTIAL ELEMENTS OF POLICY 
Policy creates a framework for action 
Policy is a decision 
Policy is grounded in legitimate authority 
Policy is a written product 
Policy is in the hearts and minds of people (it needs to be known to be acted on). 
Policy creation is an ongoing process 
Policy is a wider framework within which your organization operates. 
CRITERIA FOR GOOD POLICY 
There are some criteria for good policy and these criteria include: 
a) Is it client focused?
b) Will it be useful for the intended users, eg, service users, staff and Management/committee members? 
c) Does it include policies on all areas relevant for accreditation and legislative requirements? 
d) Will it improve the likelihood the service is a quality service? 
e) Is it easy to find and access? 
f) Does it inspire the reader? 
POLICY FORMULATION PROCESSES 
Policy formulation processes contains several steps, these are as follows: 
a) Selecting the desired objective 
b) Identifying the target of the objective 
c) Determining the pathway to reach that objective 
d) Designing the specific program or measure in respect of that goal or Cost and Financing 
e) Implementing the measure 
f) Assessing its impact (Kisembo, 2010) 
DIFFERENCES BETWEEN POLICIES AND PROCEDURES 
The differences between policies and procedures can be summarized as follows: 1. Policies guide decision making, while procedures drive actions. 2. Policies leave some room for managerial discretion, while procedures are detailed and rigid 3. Policies are an integral part of organizational strategies, while procedures are tactical tools. 4. Policies are generally formulated by top management, while procedures are laid down at lower organizational levels in line with policies (Sarkissian) 
CHARACTERISTICS OF POLICY 
Good policies and procedures should 
a) Provide insight on what the management believes is important 
b) Clarify obligations of the employees, purpose of the obligations and consequences of failure to abide by them 
c) Be consistent and last beyond the term of a particular executive 
An eight step policy cycle is developed in detail in The Australian Policy Handbook by Peter Bridgman and Glyn Davis: (now with Catherine Althaus in its 4th edition - 5th editions in press) Issue identification 
Policy analysis

2) Policy instrument development 
3) Consultation (which permeates the entire process) 
4) Coordination 
5) Decision 
6) Implementation 
7) Evaluation 
PROCEDURES 
Procedures describe how each policy will be put into action in your organization. Each procedure should outline: 
Who will do 
What steps they need to take 
Which forms or documents to use
THE STAGES OF POLICY PROCESS 
A policy established and carried out by the government goes through several stages from inception to conclusion. These are the following 
Agenda building 
Formulation, 
Adoption, 
Implementation, 
Evaluation and 
Termination. 
Formulation and adoption 
Policy formulation 

means coming up with an approach to solving a problem. Congress, the 
executive branch, the courts, and interest groups may be involved. Contradictory proposals are often made. The president may have one approach to immigration reform, and the oppositionparty members of Congress may have another. Implementation The implementation or carrying out of policy is most often accomplished by institutions other than those that formulated and adopted it. A statute usually provides just a broad outline of a policy. 
Evaluation and termination
Evaluation means determining how well a policy is working, and it is not an easy task. People inside and outside of government typically use cost-benefit analysis to try to find the answer (CliffsNotes). 
STAGES/ MODEL OF POLICY PROCESS 
According to Peters (2009) the Stages Model of Policy Process consists of the following stages: 
Issue emergence 
Agenda setting 
Alternative selection 
Enactment 
Implementation and 
Evaluation 
All of these stages can be analyzed in an individual manner in relation to the packaging policy of Tesco

POLICY ANALYSIS MODELS 
Patton and Sawicki (1986) put forward a six-step model, and although, as they say, there is no single agreed-upon way of carrying out policy analysis, theirs remains one of the more helpful frameworks for looking at a particular policy problem. The basic aim of their approach is to assist someone who is required to analyze a given situation and to derive a policy to deal with it. 
FORMULATED POLICY PROCESS MODELS 
Patton & Sawicki presented six step models for policy 
Define the problem 
Establish evaluation criteria 
Identify alternative policies 
Select among the alternatives 
Monitor policy outcomes 
There are problems in using any model, not the least of which would be the temptation to simply follow a menu, rather than to really analyse what is happening. Stokey and Zeckhauser(1978) also set a similar model of five steps.  Quade (1982) also sees five elements: Problem formulation, searching for alternatives, forecasting the future environment, modelling the impacts of alternatives and evaluating the alternatives. Anderson’s model of the policy process has five stages: 
Problem identification

and Agenda formation

Formulation Adoption 
implementation & evaluation

GOVERNMENT

Government is a system governing an organized community and government usually consists of legislature, executive and judiciary. Government policy is a declaration of government political activities, plans and intentions relating to a particular cause
GOVERNMENT POLICY

Government policies contain the reasons things that are to be done in a certain way and the reason for doing in that direction. Public problems can originate in endless ways, and they require different policy responses. Governments establish many policies that guide businesses. The government can make changes in fiscal policy which leads to changes in taxes, trade, subsidies, regulations, interest rates, licencing and more. Businesses should be flexible enough to respond to changing rules and policies. The government policies are applicable at all the levels from the national level to local levels such as states and municipalities, and these local authorities have their own sets of rules. There are few international treaties which can influence the way companies to do business. Governments get revenue to spend from taxation Increased spending requires increases in taxes or borrowing. Any tax increase will discourage investment, especially among entrepreneurs, who take the risks of starting and managing businesses. Increased spending also eats into the limited pool of savings, leaving less money for private investment.
2.2
THEORETICAL FRAMEWORK

The theoretical perspective in a research reflects the researcher’s theoretical orientation, which is crucial to interpreting the data in a qualitative study, irrespective of whether it is explicitly or implicitly stated. In other words, theoretical perspectives play a role as the filter for focusing and bounding the data to be collected. This study is anchored on Agenda Setting Theory.

Agenda Setting Theory

As cited in Anaeto, Onabajo and Osifeso (2008), the theory was propounded by Maxwell McCombs and Donald L. Shaw in 1972/1973 with following assumptions:
The mass media, such as the press, do not reflect social reality because news is filtered, chosen and shaped by newsroom staff broadcasters.

People get their news from limited source because people do not pay attention to all outlets; thus they rest on the mass media.

Few media agenda which were chosen by the professional gatekeepers, lead people to perceive given issues as important.

The agenda setting theory explains that the media has the ability to transfer salience issues through their news agenda so the public agenda can form their understanding of salience issues. The agenda setting theory proposes that the fact which people know about public issue tend to be those which the mass media present to them. Also, significance which they ascribe to the same issues tends to be proportionate to the amount of attention given to the same issues in the media.

Comment on the theory

Agenda-setting studies typically show variability in the correlation between media and public agenda. To explain differences in the correlation, McCombs and colleagues created the concept of need for orientation, which describes individual differences in the desire for orienting cues and background information (McCombs, 2005). Two concepts: relevance and uncertainty, define an individual's need for orientation. Relevance suggests that an individual will not seek news media information if an issue is not personally relevant. Hence, if relevance is low, people will feel the need for less orientation (Weaver, 1977). 

There are many issues in our country that are just not relevant to people, because they do not affect us. Many news organizations attempt to frame issues in a way that attempts to make them relevant to its audiences. This is their way of keeping their viewership/readership high. "Level of uncertainty is the second defining condition of need for orientation. Frequently, individuals already have all the information that they desire about a topic (McCombs, 2005). Their degree of uncertainty is low. When issues are of high personal relevance and uncertainty low, the need to monitor any changes in those issues will be present and there will be a moderate the need for orientation. If at any point in time viewers/readers have high relevance and high uncertainty about any type of issue/event/election campaign there was a high need for orientation (Perloff, 1985).

Weaver David (1977) adapted the concept of individual’s need for orientation defined regarding relevance and uncertainty. Research done by Weaver in 1977 suggested that individuals vary on their need for orientation. Need for orientation is a combination of the individual’s interest in the topic and uncertainty about the issue. The higher levels of interest and uncertainty produce higher levels of need for orientation. So the individual would be considerably likely to be influenced by the media stories (psychological aspect of theory). Schonbach and Weaver (1985) focused on need for orientation showed the strongest agenda-setting effects at a moderate need for orientation (under conditions of low interest and high uncertainty). 

As agenda-setting theory has been developed, scholars pointed out attributes that describe the object. Each of the objects on an agenda has a lot of attributes containing cognitive components such as information that describes characteristics of the object, and an affective component including tones (positive, negative, neutral) of the characteristics on agenda. The agenda setting theory and the second level of agenda setting, framing, are both relevant and similar in demonstrating how society is influenced by media, but they describe a different process of influence (Balmas & Sheafer, 2010).

According to Balmas & Sheafer (2010), the theory can also be applied to commercial advertising, business news and corporate reputation, business influence on federal policy, legal systems, trials, roles of social groups, audience control, public opinion, and public relations.

Agenda-setting in business communication. The central theoretical idea of agenda-setting theory fits well in the world of business communication as well as political communication setting. 

Agenda-setting in advertising. Ghorpade demonstrated media’s agenda-setting can go beyond the transfer of silence to the effect of intended behavior and is thus relevant to advertising. 

Agenda-setting in interpersonal communication. Although agenda-setting theory is related to mass communication theory, it can be applied to interpersonal communication as well. 

Agenda-setting in crime. Agenda-setting can be connected to cultivation theory. Lowry et al. conducted a longitudinal study and revealed that network TV news covering crimes often made the public not only concentrate on criminal cases but also tremble with fear. 

Agenda-setting in health communication. Ogata Jones, Denham and Springston (2006) studied the mass and interpersonal communication on breast cancer screening practice and found that mass media is essential in setting an agenda for proactive health behaviors.

Relevance of the theory to the study

This theory is used extensively to evaluate the effectiveness of culture on the people. Agenda setting describes a very powerful influence of the media the ability to tell us what issues are important. Agenda setting theory is relevant in this study since its core role is creation of public awareness and concern of salient issues by the news media which targets the public. The press and the media do not reflect reality; they filter and shape it; and media concentration on a few issues and subjects leads the public to perceive those issues as more important than other issues. Agenda setting theory therefore when applied will help the public view the image and customers’ satisfaction of organization positively. 

2.3
EMPIRICAL STUDIES

A study carried out by Amponsah, Asamoah & Isaac in year 2015, titled; the role of public relations in enhancing customer satisfaction: the case of National Health Insurance Programme in Mankranso. This study sought to provide evidence - supported information on public relations role in enhancing customer satisfaction of the Ghanaian National Health Insurance Scheme (NHIS) implemented in the Mankranso district of the Ashanti Region. The researchers used qualitative method to gather information from National Health Insurance Scheme (NHIS) subscribers, National Health Insurance Scheme (NHIS) Officers and National Health Insurance Scheme (NHIS) Service providers all in the Mankranso district and a Public relations expert. These selected group of people were the participants for the study.

The researchers used Focus Group Discussions and one-one-one interviews to gather the required information from these participants. The study established that the subscribers in the Mankranso district are not satisfied with the public relations services rendered by Mankranso National Health Insurance Scheme public relations office. The study recommends that the Mankranso National Health Insurance Scheme develops a well thought out education plan which will be strictly followed to educate their subscribers fully on their services.

In a study by Saeed et al., (2012), the study aimed to find out how e-marketing and social networking sites impact on the performance of business organizations, the study relied on the analytical descriptive approach to reach the objectives of the study and study sample consisted of 73 as Director of Behnoh company in Iran, which produces multiple types of cold drinks, the researchers identified the e-marketing dimensions to include customer relations, marketing research, distribution channels, and the researchers used several statistical methods of analysis, which showed that the level of importance of the variables was satisfactory, researchers also found that the variables of greatest importance are: knowledge about competitors, and get new ideas and recommendations of the special products, receive electronic applications in the performance of organizations.

A study carried out by Oremc Ramesh et al. (2010) aimed to identify the impact of each of the product in e-marketing and social networking sites, which include the value of the quality of electronic services, the effectiveness of pricing, customer service, the study relied on the analytical descriptive approach to reach the objectives of the study and the ability to Product allocation. Customization, websites and effectiveness of use at the level of customer satisfaction and loyalty design, and the researchers collect information from a sample of 104 of the electronically intellectuals in Malaysia and who have the ability to read and write and Internet use, the results shows that there are significant relationship differences between the product and the value of mail contained the elements mentioned above and customer satisfaction, as the results showed, there was a statistically noteworthy relation among customer loyalty in e-marketing and the level of customer satisfaction. 

Also a study by Opera et al. (2002) the study aimed to investigate the effect of utilizing the Internet and Social Media sites in the competitive advantage of industries that are not considered part of the world of technology in Spain, the study relied on descriptive analytical method for access to the objectives of the study were competitive advantage measure based on the two dimensions: market share and assess customers, has a sample of 231 studies single from customers has been the collection of information, including through a questionnaire was sent by e-mail, and the results of the study showed that 56% of companies that have been studied using e-mail, Instant via the Internet, a website of its own, as the study showed that those companies were not using electronic any form of trade of shapes. 

The study showed a positive effect of Internet use on the competitive advantage but this weak effect of the presence of other factors may affect such as size of the organization as the study showed that the failure to consider the adoption of e-commerce of determinants that did not allow the researchers to measure the impact of e-commerce on the competitive advantage and customers. 

Another study carried out by Black & Hartel (2002) titled ‘Public Relations Orientation: Development, Empirical Testing and Implications for Managers.’ The study offers a new concept and a level of understanding toward the stability of Public Relations’ capability at an organizational level. It emphasized how the concept of PRO was advanced and verified with a sample of 205 Australian public affairs and Public Relations consultants from a variety of organization types. The results indicated support for a multi-dimensional concept involving four aspects. The quota of PRO evaluates the degree at which organizations Pursue behavioural and representative relations with the public, Set Public Relations aims to maintain organizational aims and accelerate the effective use of Public Relations data in the organization. Provide sufficient resources for Public Relations. in addition to Interact with the public, on whom its success or failure rely, where Public Relations Orientation (PRO) can be employed and analytical and referencing utility within organizations.

Summary
in this review the researcher has sampled the opinions and views of several authors and scholars on public relations strategy as a tool to promote government policies to the citizens. the works of scholars who conducted empirical studies have been reviewed also. the chapter has made clear the relevant literature.

CHAPTER THREE

RESEARCH METHODOLOGY

3.1
AREA OF STUDY

Anambra State is one of the 36 States of Nigeria, located in the southeastern region of the country. Formed in 1976 from the former East Central State, the state is named after the Anambra River. The state capital is Awka, a rapidly growing city that increased in population from approximately 300,000 to 2.5 million between 2006 and 2018. The city of Onitsha, a historic port city from the pre-colonial era, remains an important center of commerce within the state

.3.2
RESEARCH DESIGN

Research designs are perceived to be an overall strategy adopted by the researcher whereby different components of the study are integrated in a logical manner to effectively address a research problem. In this study, the researcher employed the survey research design. This is due to the nature of the study whereby the opinion and views of people are sampled.

3.3
POPULATION OF THE STUDY

According to Udoyen (2019), a study population is a group of elements or individuals as the case may be, who share similar characteristics. These similar features can include location, gender, age, sex or specific interest. The emphasis on study population is that it constitute of individuals or elements that are homogeneous in description. 

This study was carried out to  assess public relations strategy as a tool to promote government policies to the citizenry  using ministry of communication  Anambra state as a case study. Hence, the entire civil servant and government officials in the ministry of communication  Anambra state  form the population of the study.

3.4
SAMPLE SIZE DETERMINATION

A study sample is simply a systematic selected part of a population that infers its result on the population. In essence, it is that part of a whole that represents the whole and its members share characteristics in like similitude (Udoyen, 2019). In this study, the researcher adopted the simple random sampling (srs.) method to determine the sample size. 

3.5
SAMPLE SIZE SELECTION TECHNIQUE AND PROCEDURE

According to Nwana (2005), sampling techniques are procedures adopted to systematically select the chosen sample in a specified away under controls. This research work adopted the convenience sampling technique in selecting the respondents from the total population.

A total sample size of 400 respondents was selected from the research population comprising of 300 junior civil servant, and 100 senior civil servant using the convenient sampling method. According to Torty (2021), a sample of convenience is the terminology used to describe a sample in which elements have been selected from the target population on the basis of their accessibility or convenience to the researcher.
3.6
SOURCES OF DATA COLLECTION

The research instrument used in this study is the questionnaire. A 10 minutes survey containing 6 questions were administered to the enrolled participants. The questionnaire was divided into two sections, the first section enquired about the responses demographic or personal data while the second sections were in line with the study objectives, aimed at providing answers to the research questions.

3.7
METHOD OF DATA ANALYSIS

The responses were analysed using the frequency tables, which provided answers to the research questions. The hypothesis test was conducted using the Chi-Square statistical tool, SPSS v.23.
3.8
VALIDITY AND RELIABILITY OF THE STUDY

The reliability and validity of the research instrument was determined. The Pearson Correlation Coefficient was used to determine the reliability of the instrument. A co-efficient value of 0.68 indicated that the research instrument was relatively reliable. According to (Taber, 2017) the range of a reasonable reliability is between 0.67 and 0.87.

3.9
ETHICAL CONSIDERATION

The study was approved by the Project Committee of the Department.  Informed consent was obtained from all study participants before they were enrolled in the study. Permission was sought from the relevant authorities to carry out the study. Date to visit the place of study for questionnaire distribution was put in place in advance.

CHAPTER FOUR

DATA PRESENTATION AND ANALYSIS

INTRODUCTION

This chapter presents the analysis of data derived through the questionnaire and key informant interview administered on the respondents in the study area. The analysis and interpretation were derived from the findings of the study. The data analysis depicts the simple frequency and percentage of the respondents as well as interpretation of the information gathered. A total of four hundred (400) questionnaires were administered to respondents of which only three  hundred and fifty four (354) were returned and validated. This was due to irregular, incomplete and inappropriate responses to some questionnaire. For this study a total of 354 was validated for the analysis.
4.1
DATA PRESENTATION

Table 4.1: Demographic data of respondents

	Demographic information
	Frequency
	percent

	Gender

Male
	
	

	
	177
	50%

	Female
	177
	50%

	Religion
	
	

	Christian
	354
	100%

	Muslim
	00
	00%

	Age
	
	

	20-25
	50
	42%

	25-30
	104
	30%

	30+
	200
	28%


Source: Field Survey, 2021

4.2
ANSWERING RESEARCH QUESTIONS

Question 1: What is public relations?
Table 4.3:  Respondent on question 1

	Options
	Yes
	No
	Total %

	Public relations is the practice of deliberately managing the release and spread of information between an individual or an organization
	354

(100%)
	00
	100

(100%)

	the professional maintenance of a favourable public image by a company or other organization or a famous person.
	354

(100%)
	00
	100

(100%)

	the practice of understanding the purpose of an organization and its relationships within society.
	354

(100%)
	00
	100

(100%)


Field Survey, 2021

From the responses obtained as expressed in the table above, all the respondents constituting 100% said yes in all the options provided. There was no record of no.

Question 2: what are the functions of public relations ?
Table 4.4:  Respondent on question 2

	Options
	Yes
	No
	Total %

	Prpreparing position papers on issues of importance to the organization.

	354

(100%)
	00
	100

(100%)

	Issuing news of activities to external audiences
	354

(100%)
	00
	100

(100%)

	Coordinating media conferences and tours.

	354

(100%)
	00
	100

(100%)


Field Survey, 2021

From the responses obtained as expressed in the table above, all the respondents constituting 100% said yes in all the options provided. There was no record of no.

Question 3: what is the significance of public relations?
Table 4.5:  Respondent on question 3

	Options
	Yes
	No
	Total %

	To bridge that trust-gap between a business and its would-be clients or customers,
	354

(100%)
	00
	100

(100%)

	The expert works on increasing their credibility within their given industry and increasing their overall reputation.
	354

(100%)
	00
	100

(100%)

	Increases Brand Credibility
	354

(100%)
	00
	100

(100%)


Field Survey, 2021

From the responses obtained as expressed in the table above, all the respondents constituting 100% said yes in all the options provided. There was no record of no.

Question 4: what is the nature of public relation strategy as a tool to promote government policies to the people ?
Table 4.6:  Respondent on question 4

	Options
	Yes
	No
	Total %

	 it is essentially a task promoting rapport and goodwill between a person, firm or institution 
	354

(100%)
	00
	100

(100%)

	 It uses a two-way communication in dealing with public opinion.
	354

(100%)
	00
	100

(100%)

	Executes communication programmes to gain public understanding and acceptance of the management’s point of view.
	354

(100%)
	00
	100

(100%)


Field Survey, 2021

From the responses obtained as expressed in the table above, all the respondents constituting 100% said yes in all the options provided. There was no record of no.

Question 5: What is  the public relations practice of Anambra state government?
Table 4.7:  Respondent on question 5

	Options
	Yes
	No
	Total %

	 identify their citizens and to tailor every message to appeals to them.
	354

(100%)
	00
	100

(100%)

	 there are usually stakeholders, people who have a stake in a given issue.
	354

(100%)
	00
	100

(100%)

	There is also psychographic grouping based on fitness level, eating preferences, adrenaline junkies
	354

(100%)
	00
	100

(100%)


Field Survey, 2021

From the responses obtained as expressed in the table above, all the respondents constituting 100% said yes in all the options provided. There was no record of no.

Question 6: Do you  think the level of public relations practices in Anambra state is low ?
Table 4.8:  Respondent on question 6

	Options
	Frequency
	Percentage

	Yes
	100
	33

	No
	198
	51

	Undecided
	56
	16

	Total
	354
	100


Field Survey, 2021

From the responses obtained as expressed in the table above, 118% of the respondents said yes, 51 % said no while 16% were undecided
Question 7: Do you think the challenges of public relations in Anambra state is low?
Table 4.9:  Respondent on question 7

	Options
	Frequency
	Percentage

	Yes
	115
	33

	No
	139
	34

	Undecided
	100
	33

	Total
	354
	100


Field Survey, 2021

From the responses obtained as expressed in the table above, All the respondents constituting 115% said yes , 119% said no, while 120% were undecided

Question 8: Do you think the public relations strategy as a tool in promoting government policies in Anambra state is low?
Table 4.10:  Respondent on question 8

	Options
	Frequency
	Percentage

	Yes
	112
	32

	No
	164
	46

	Undecided
	78
	22

	Total
	354
	100


Field Survey, 2021

From the responses obtained as expressed in the table above, all the respondents constituting 32% said yes, 46% said no , while 78% were undecided.
4.3
TEST OF HYPOTHESES

 H0   The level of public relation practice in Anambra State is   low
H1 The level of public relation practice in Anambra State is high H0    The  challenges of public relation practice in Anambra   State is high
H1 The challenges of public relation practice in Anambra   State is low H0   The  impact of public relation strategy as a tool in promoting government policies  in Anambra State is low

H1    The impact of public relation strategy as a tool in promoting government policies in Anambra State is high
Hypothesis One

The level of public relation practice in Anambra State is   low
	Response 
	Observed frequencies
	Expected frequencies (E) 
	O-E
	(O-E)2
	(O-E)

  E

	Yes

No

Undecided


	100

198

56


	118

118

118


	-18

80

-62


	-324

6,400

3,844
	2.74

54.3

-32.5

19.06




Degree of freedom =
(row-1) (column-1) 

= (3-1) (2-1)

= 3*1

=2

At 0.05 level of significance, given the above degree of freedom, table value of X2 (ie X2t) = 5.991.

To test our hypothesis, the decision rule is

Accept Ho if X2t>X2cal, and

Reject Ho if X2t<X2cal

Thus, since the X2t (5.991) < X2cal (19.06), we reject Ho and accordingly accept Ha. We conclude by accepting the alternate hypothesis. This implies that The level of public relation practice in Anambra State is  high
Hypothesis Two

  The  challenges of public relation practice in Anambra   State is low
	Response 
	Observed frequencies
	Expected frequencies (E) 
	O-E
	(O-E)2
	(O-E)

  E

	Yes

No

Undecided


	115

139

100


	118

118

118


	-3

21

-18


	-9

441

-324


	-0.07

3.73

-2.74

0.92


Degree of freedom =
(row-1) (column-1) 

= (3-1) (2-1)

= 3*1

=2

At 0.05 level of significance, given the above degree of freedom, table value of X2 (ie X2t) = 5.991

To test our hypothesis, the decision rule is

Accept Ho if X2t>X2cal, and

Reject Ho if X2t<X2cal

Thus, since the X2t (5.991) < X2cal (0.92), we reject Ha and accordingly accept H0. We conclude by accepting the null hypothesis. This implies thatThe  challenges of public relation practice in Anambra   State is low

Hypothesis three

The  impact of public relation strategy as a tool in promoting government policies  in Anambra State is low
	Response 
	Observed frequencies
	Expected frequencies (E) 
	O-E
	(O-E)2
	(O-E)

  E

	Yes

No

Undecided


	112

164

78


	118

118

118


	-6

46

-40


	-36

2,116

-1,600


	-0.31

17.92

-13.55

4.06




Degree of freedom =
(row-1) (column-1) 

= (3-1) (2-1)

= 3*1

=2

At 0.05 level of significance, given the above degree of freedom, table value of X2 (ie X2t) = 5.991

To test our hypothesis, the decision rule is

Accept Ho if X2t>X2cal, and

Reject Ho if X2t<X2cal

Thus, since the X2t (5.991) < X2cal (4.06), we reject Ha and accordingly accept Ho. We conclude by accepting the null  hypothesis. This implies that The  impact of public relation strategy as a tool in promoting government policies  in Anambra State is low

CHAPTER FIVE

SUMMARY, CONCLUSION AND RECOMMENDATION

5.1
SUMMARY

In this study, our focus was to assess the public relations strategy as a tool to promote government policies to the citizenry using civil servant and government officials from ministry of communications Anambra state  as a case study. The study specifically was aimed at highlighting, appraisal of  the nature of public relation, functions and significance, determine the nature of public relation strategy as a tool to promote government policies to the citizenry, determine the  public relation  practice of anambra state government.
The study adopted the survey research design and randomly enrolled participants in the study. A total of 354 responses were validated from the enrolled participants where all respondent are drawn from junior, senior civil servant and government officials of Anambra state.

5.2
CONCLUSION

Based on the finding of this study, the following conclusions were made:

 The nature of public relation, functions and significance, determines how citizens receives and accept policies made by the government.

The nature of public relation strategy as a tool to promote government policies to the citizenry. 

The  public relation  practice of Anambra state government is not really high or low ,it only needs to be worked and improved upon.
5.3
RECOMMENDATION

Based on the responses obtained, the researcher proffers the following recommendations:

Every organisation must understanding that public relations has impact customer expectations (customers’ satisfaction) and the organization service delivery (corporate image) were matched, this would lead to an even closer relationship between them.

Ministry of communications in Anambra state should continue to strive higher in implementing more public relation strategy to promote their organisation set goal.

For Public Relations to contribute to the better quality of governments policy. Communication change the  attitude with which citizens accept policies.
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QUESTIONNAIRE

PLEASE TICK [√] YOUR MOST PREFERRED CHOICE AND AVOID TICKING TWICE ON A QUESTION

SECTION A

PERSONAL INFORMATION

Gender

Male [  ]


Female [  ]

Religion

Christian ( )

Muslim ( )

Age 

18-25
[  ]

20-30
[  ]

31-40
[  ]

41 and above [  ]

Section B

PLEASE TICK [√] YOUR MOST PREFERRED CHOICE AND AVOID TICKING TWICE ON A QUESTION 
Question 1: What is public relations?
	Options
	Yes
	No

	Public relations is the practice of deliberately managing the release and spread of information between an individual or an organization
	
	

	the professional maintenance of a favourable public image by a company or other organization or a famous person.
	
	

	the practice of understanding the purpose of an organization and its relationships within society.
	
	


Question 2:what are the functions of public relations ?
	Options
	Yes
	No

	Prpreparing position papers on issues of importance to the organization.

	
	

	Issuing news of activities to external audiences
	
	

	Coordinating media conferences and tours.

	
	


Question 3: what is the significance of public relations?
	Options
	Yes
	No

	To bridge that trust-gap between a business and its would-be clients or customers,
	
	

	The expert works on increasing their credibility within their given industry and increasing their overall reputation.
	
	

	Increases Brand Credibility
	
	


Field Survey, 2021

From the responses obtained as expressed in the table above, all the respondents constituting 100% said yes in all the options provided. There was no record of no.

Question 4:what is the nature of public relation strategy as a tool to promote government policies to the people ?
Table 4.5:  Respondent on question 4

	Options
	Yes
	No

	 it is essentially a task promoting rapport and goodwill between a person, firm or institution 
	
	

	 It uses a two-way communication in dealing with public opinion.
	
	

	Executes communication programmes to gain public understanding and acceptance of the management’s point of view.
	
	


Question 5: What is  the public relations practice of Anambra state government?
	Options
	Yes
	No

	 identify their citizens and to tailor every message to appeals to them.
	
	

	 there are usually stakeholders, people who have a stake in a given issue.
	
	

	There is also psychographic grouping based on fitness level, eating preferences, adrenaline junkies
	
	


Question 6: Do you  think the level of public relations practices in Anambra state is low ?
	Options
	Please tick

	Yes
	

	No
	

	Undecided
	


Question 7: Do you think the challenges of public relations in Anambra state is low
	Options
	Please tick

	Yes
	

	No
	

	Undecided
	


Question 8: do you think the public relations strategy as a tool in promoting government policies in Anambra state is low?
	Options
	Please tick

	Yes
	

	No
	

	Undecided
	


