THE USE OF INFORMATION COMMUNICATION TECHNOLOGIES IN PUBLIC RELATIONS PRACTICE 

ABSTRACT

Public Relations(PR) practitioners must demonstrate the capacity to provide analytical insight and professional direction on the choices and consequences of corporate decisions on potential audiences. This imperative of PR as a management function has been widely theorized and researched. However, it can be facilitated by the use of Information and communication Technologies. The study was undertaken to examine the use of information and communication Technology in Public Relations practice in Stanbic IBTC bank, Lagos state. The study adopted the descriptive method of research. A total of 274 respondents drawn from the staff members and the customers of the bank constitute the study sample. The findings from the study reveals that he level of usage of ICT in PR practice in Nigeria is low; ICT has improved organizations’ relationship with their public, as there are more platforms for interaction and socialization; and that knowledge gap on new information and communication technology tends to be the greatest challenge in the use of ICT in PR practice. Identification of the right ICT platforms was an effective way to utilize ICT in order to achieve set PR goals. Training and retraining of PR practitioners was, therefore, recommended for the adoption of ICT in PR practice in Nigeria.
CHAPTER ONE

INTRODUCTION

1.1
BACKGROUND OF THE STUDY

In the contemporary competitive world of business/brand competition the ability to create maintain a positive corporate reputation has become an invaluable asset. It is this truism which inspired Macnamara (1999) to assert that the days of public relations practitioners performing solely press agentry roles are over. An organisation thrives on the goodwill of its multiple stakeholders to remain competitive (Blair, Blair, Fottler, Nix, Payne, Savage, 2002). This makes the management of stakeholder relationships an essential factor in organisational success; this management is done by PR (Ni, 2006). 

At the same time public relations practitioners need to prove themselves valuable by making strategic contributions towards the realization of an organisation’s goals and objectives. To do this effectively, PR practitioners must demonstrate the capacity to provide analytical insight and professional direction on the choices and consequences of corporate decisions on potential audiences. This imperative of PR as a management function has been widely theorised and researched. Rawjee, Veerasamy and Gqamane (2012) stressing this contention note that “Organisations need to recognize the value of placing public relations at the boardroom table as strategic business partner and critical part of business planning and operations” (p. 7745). The questions that these arguments provoke for the present study are whether corporate entities in Nigeria recognize PR as a management function; and whether the publicly acknowledged positive corporate image of an organization can be (at least implicitly) accredited (at least in part) to the professional role and function of an effective PR unit. 
PR facilitates the monitoring and interaction between the organisation and all of these stakeholders. It is therefore essentially bound to the survival and growth of the organisation (Steyn, 1999) and should play an integral role in the organisation. 

These definitions all seem to agree on PR building and maintaining relationships with an organisation’s stakeholders through communication. According to Grunig (2001) the focus of PR has moved from communication to relationship building. PR has thus evolved from performing solely the technician role which has to do with the creation and dissemination of information to a managerial role, with building and maintaining relationships with key stakeholders as its main focus (Macnamara, 1999). 

It is essential that communication between an organisation and its publics is managed so that each side appreciates what is expected of the other side. When communication is two-way, where information is sent and feedback received, it creates better understanding and leads to a good relationship between the organization and its stakeholders. 

1.2
STATEMENT OF THE PROBLEM

According to Esler (1996) top management is of the opinion that PR should be more focused on key organisational issues and outcomes and less obsessed with their technical activities and media. CEOs described the role of PR in terms of results or solutions to critical issues whiles communication executives in speaking of their role referred to products, programs and activities. 

This lack of understanding affects the practice of PR and its contribution in the organisation. Even though PR performs important communication functions in the organisation there is still doubt that PR contributes to realizing organisational goals (Yeo & Sriramesh 2009). 

According to the excellence study (a study conducted to test the excellence theory) for an organisation to achieve excellent communication there should be a shared agreement in expectations between the dominant coalition and the PR executive. Excellent communication demands that PR is part of strategic management (Ni, 2006). The strategic role of identifying and managing relationships, reducing conflict and uncertainty is only possible when PR is part of top management (Grunig, 1992). 

As organisations become complex and try to survive in an increasingly complex, interdependent and turbulent world (Yeo & Sriramesh, 2009), PR becomes more and more essential because relationships with stakeholder publics become even more important. According to Wu and Baah-Boakye (2008b) PR as a strategic management function has become increasingly essential to help African corporations respond to economic, social and political changes, changes in information, technology and social institutions. 

"There is added pressure on organisations to turn to public relations practitioners for advice on how to make sense of the increasingly complex environment" (Yeo & Sriramesh 2009, p. 425). 

1.3
THE OBJECTIVES

This study was carried out to empirically assess the the use of information communication technologies in public relations practice by Stanbic IBTC . Specifically, it sought to:

Find out the level of usage of ICT in public relations practice in Stanbic IBTC.

Determine the effect of ICT on public relations practice in Stanbic IBTC.

Investigate the challenges of using ICT by PR officers in organizations in Stanbic IBTC.
Find out how ICT can be effectively utilized to achieve set PR goals.

Proffer ways by which ICT can be effectively adopted in PR practice in Stanbic IBTC.

1.4
RESEARCH QUESTIONS

The following questions were raised to guide the study:

What is the level of usage of ICT in PR practice in Stanbic IBTC?

What is the effect of ICT on public relations practice in Stanbic IBTC?

What are the challenges of using ICT by PR officers in STANBIC IBTC?

How can ICT be effectively utilized to achieve set PR goals in Stanbic IBTC?

In what ways can ICT be effectively adopted in PR practice in Stanbic IBTC?

1.5 Significance of study 

Public relations is gradually becoming an integral part of the organisation in developing countries. Modern Organizations are realising the importance of PR in the organisation. This research will serve as literature for subsequent studies on PR practice in a Nigeria modern organization. It will provide an overview of the roles and functions played by the PR department 

CHAPTER TWO

LITERATURE REVIEW

Public relations 2.0

Public Relations 2.0 is a term being used to denote use of Web 2.0 media and communication in public relations. For instance, in PR 2.0: New Media, New Tools, New Audiences, Deidre Breakenridge (2008) discusses "how the Web has evolved into thousands of information-sharing communities and how social networking and other Web 2.0 technologies give you powerful new ways to reach them".

Contemporary public relations theories strongly support and call for

an interactive, dialogic, collaborative approach. These are discussed in detail elsewhere and do not need to be outlined here other than in summary form to contextualise contemporary practices. While the widely-referenced Four Models of Public Relations (Grunig & Hunt, 1984) identify the origin of public relations in propaganda and press agentry, it is a "gross over-simplification" to define the modem practice of public relations in terms of these approaches, according to Glen Broom (2009, p. 89). Grunig's and Hunt's (1984) four models place emphasis on interactive approaches that involve two-way asymmetric and two way symmetric communication. Some have criticised the two-way symmetric model of public relations  hich denotes 50150 co-orientation between organisations and their publics, seeing it as normative and idealised. In a widely cited

paper titled 'Limits of Symmetry', Priscilla Murphy argues that most of those who advocate two-way symmetric approaches admit that it is extremely rare in practice and Murphy proposes a middle ground involving "a sliding scale of co-operation and competition in which organisational needs must of necessity be balanced against constitnents' needs, but never lose their primacy" (1991, pp.120, 127). This thinking has led to a mixed model approach to public relations which involves a combination of information dissemination and persuasion matched by listening and responding to public opinion. Grunig, Grunig and Dozier (2002) revised the two-way asymmetric and two-way symmetric models to an integrated contingency model which proposes that "contingent decisions must be made ... with both the organisation and the public in mind".

Debate continues over public relations as a management function

versus 'boundary spanner' models (eg. Coombs & Holladay, 2007, p. 35) and the implications of strategic communication (eg. Hallahan et a!., 2007).

However, in all contemporary public relations theory, some level of two-way interaction is identified as an essential element. Kent and Taylor (2002) propose a dialogic model of public relations, argoing that dialogue is central to building relationships which prominent scholars including Jim Grunig cite as the key outcome of effective public relations (Grunig & Han, 1999; Ledingham & Bruning, 2001). Dialogic theory draws on Martin Buber's (1958, 2002) "I/Thou" concept of dialogue which considers the other and orientates towards the other and not only the self, in contrast with what he calls the 'I/it' approach which sees others as a thing to be influenced, manipulated or exploited. Buber contrasts dialogue with monologue and 'monologue disguised as dialogue' and argues for the importance of the former.

An interactive dialogic and co-orientation approach to public relations is dynamic and uncontrolled, unlike one-way information dissemination which seeks to control messages and meaning making. Within the specific practice of media relations and publicity this has been long identified, with practitioners negotiating with journalists but unable to control what editors and journalists

publish and broadcast. In this regard, public relations has been a distinctly different practice to advertising which in most iterations employs a one-way transmissional model involving controlled content and controlled placement.

The importance of this two-way uncontrolled interactive concept of

public relations was highlighted by Group Chief Executive of the WPP Group, Martin Sorrell in a speech in New York in November 2008 on the futnre ofPR in the era of Web 2.0 in which he said: "There are risks and opportunities inherent in the more complex uncontrolled communication environment of social media.

But public relations is used to working in an uncontrolled environment. It is its natural territory" (2008, p. 4).

However, the following analysis of media relations and publicity practices suggests that there is a substantial misalignment between applied public relations practices and what has been identified as 'Excellence' in contemporary public relations theory. Furthermore, of most focus here, analysis shows that media relations and publicity practices are not adapting to the philosophy, culture, principles and practices that characterise Web 2.0 and that a sigoificant shift is required for public relations to communicate effectively in the fast-growing interactive online environment.
History of public relations 

In order to put the contemporary practice and relevance of PR in proper perspective, it is important to provide a brief overview of its heritage as a profession. The historical account brings into sharp relief the fact that PR has long moved beyond being a mere appendage of the corporate governance structure and has become, increasingly, the fulcrum around which organisational image building and public goodwill revolves. Lattimore, Baskin, Heiman and Toth (2004) trace the rudimentary beginnings of PR to the persuasive skills of ancient Greek rhetoricians and to ancient Egypt, where achievements were shown through picture stories on monuments and during festival parades. 

According to Cutlip, Center and Broom (2000) the term propaganda was coined in the 17th century when the Catholic Church set up its congregation de Propaganda Fides (Congregation for Propagating the Faith). Persuasion has been an element of PR, used to direct and influence the public and public opinion for centuries (Lattimore et al., 2004). 

Although it might be argued that public relations has been practised for thousands of years, PR as we know it today has only existed for a relatively short length of time (Bernays, 1952). 

According to Grunig and Hunt (1984), the history of modern PR and its evolution can be grouped into four stages which eventually became the four models of PR. These are the eras of press agentry, publicity, public information, two-way asymmetrical and the two-symmetrical models. 

The early and mid-19th century was the era of press agentry/publicity. This era of PR is marked by boastful claims and winning support irrespective of the means. Techniques of press agentry were predominant during the American Revolution and subsequent conflict or situations when it became necessary to garner public support or power was threatened (Lattimore et al., 2004). During this period PR was basically propaganda. Phineas Taylor Barnum (an American businessman, showman and entertainer) was associated with this era. 

The late 19th century was the journalistic/public information era. According to Lattimore et al., (2004), this was as a result of societal conditions such as the American industrial revolution and the growth of newspapers which was to serve a rising American middle-class market. Industrialization introduced changes such as government regulations, expanding suffrage, trade unions, corporate social responsibility (CSR), workers’ rights and in the structure of society which required public relations expertise (Lattimore et al., 2004). It became necessary to pay attention to how one’s story was told. PR was therefore meant to secure favourable media coverage by providing information that was generally true and accurate. The works of Ivy Ledbetter Lee (considered the founder of modern public relations) symbolize this era of public information. 

The era of scientific persuasion was during the First World War and the period immediately after the war. This was due to the success of behavioural science persuasion during the war in mobilizing support for the war (Lattimore et al., 2004). 

According to Grunig (1992), this era marked the beginning of the scientific approach to PR which is conducting of research. Although communication was two-way unlike press agentry and public information, feedback from research was to help the organisation change the perception of the public whiles the organisation continued to behave the same way. Grunig and Hunt named this practice the two-way asymmetrical. Edward L. Bernays, a pioneer American publicist, was one notable practitioner who employed the scientific persuasion in his works. 

The fourth and last era, the two-way symmetrical model was derived from the writings of Ivy Lee, Edward Bernays and John Hill (Grunig and Hunt, 1984). This era was marked by the principle of truth-telling, understanding between client and publics facilitated through research and a mutually beneficial relationship between the organisation and its publics (Grunig, 1992). 

Today, these four models of PR which mark the various stages of development are all practiced, at least in the European and North American literature. 
Information Technology and Public Relations

Public relations professionals in the past had relied almost exclusively on the mass media to distribute the organization’s messages to the public. The internet has opened up new opportunities for direct two-way communication between organizations and public. The field of online public relations involves the application of internet technologies by organizations to communicate and build relationship with key publics, customers and consumers, employees, investors and donors, community members, government and the news media ([8]: 403).

Internet has led the PR practitioners to utilize this medium. Moreover, if the existence of a company has been exposed through an online site, PR should use internet services in each activity. Each side can know public companies easily. Audiences will be able to understand the company profile and its product and services.

In its activities on the internet, PR use some existing infrastructure such as email, mailing lists, Yahoo messenger, web sites, news groups and social networking. Even social networking becomes popular means and effectiveness taken into account currently.

Facebook users in Indonesia reached the point that quite a lot of users, when compared with the other countries in Southeast Asia.

Internet-based PR activities will support the offline PR activity to produce the ”3R”:

Relations, Reputation and Relevance. These three things are intimately associated with PR. Marketing strategies of online PR become very important to know. PR activities can be more flexible than those in the real world. When conventional PR program is

expensive, using the internet will be cheaper.

In the journal, Public Relations in Health Services, ([12]: 98) introduced three models:

The first model is called ”Identification of Strategic Communication Elements”. The second model is called: ”The Business Communication Model”. The third model is called ”Communications Management Process”.

These models, PR should be able to determine the most appropriate model to be applied in the institution, so that objectives can be achieved. To select the appropriate information technology, the environmental PR capabilities should also be taken into account. Thus, the right model will be applied.

Excellence Theory

Grunig (1992) stipulates that the “excellence theory of public relations explains the value of public relations in the organization”. This theory also consists of strategic management of communication that can be used within ethical standards.

However, Crag (2006) suggests that becoming an excellent communicator means more than just learning how to get results. To clarify, it is crucial for public relations to implement and use ICTs excellently and there must be objectives to be achieved so that proper ICTs can be used more effectively. Grunig (2008) suggest that excellence theory has developed into a common theory of public relations as a strategic management and ongoing research and now is adding perceptions and tools that public relations specialists who serve in strategic role can utilize.

To understand the theory of excellence, Grunig (1992: 6) suggests that the excellent programs of organizational communication are

based on what is called symmetrical more often than asymmetrical assumptions. Therefore, by whereby the receiver of information is given chance to give feedback. On the micro level, ICTs such as Internet and intranet have become the most vital media to reach all organizational publics. In the standpoint of this project, ICTs contribute to all three levels of corporate communication and help public relations execute work more excellently.

Empowering the PR function 

According to the excellence theory for PR to contribute to organisational effectiveness it must be empowered as a strategic management function (Grunig & Grunig, 2011). This requires that the head of the communication department be involved in strategic management processes. The participation of public relations in strategic management is essential. An organization that practices public relations strategically develops programs to communicate with both external and internal strategic publics who can, at any point in time, be the greatest threats to, and opportunities for, the organization (Vercic, Grunig, & Grunig, 1996). Strategic publics are identified by scanning the environment. Communication programs for these strategic publics should also be managed strategically. 

In empowering PR the senior PR executive must be a member of the dominant coalition in the organisation or must have a direct reporting relationship to senior management who are part of the dominant coalition. In effective organizations, the senior public relations person is part of or has access to the group of senior managers with greatest power in the organization. Both men and women should be empowered in all roles. Practitioners of diverse racial, ethnic and cultural backgrounds should be empowered. The PR roles should simply embody diversity. This aids in interacting successfully with all strategic elements of their environment (Grunig & Grunig, 2011). 

The head of the PR function or other practitioners in the department must have the requisite knowledge for a strategic role, acquired through education. Practitioners should have knowledge of the managerial role and symmetrical public relations. Excellent PR programs are staffed by professionals; people who have a formal education in the body of knowledge and are active in professional associations and read professional literature (Vercic, Ruler, Butschi and Flodin, 2000). 

Roles 

The second category is communicator roles. There are basically two major roles in PR: the communication manager and technician. Communication technicians carry out most of the everyday communication functions. Many practitioners play both the technician and managerial roles. However in less than excellent PR departments all communication practitioners, not excluding the manager, are technicians. The public relations unit should be headed by a manager rather than a technician. Communication technicians are essential to carry out day-to-day communication activities. However, excellent public relations units must have at least one senior communication manager who would conceptualize and direct public relations programs (Vercic et al., 1996). 

It will be impossible for PR to be empowered as a management function if the senior communicator is not a manager. The communication unit must be headed by a strategic manager who conceptualizes and directs the communication program, not an administrative manager or a technician. The excellence study also differentiated between a strategic manager and an administrative manager who manages day-to-day operations in the PR department; essentially a supervisor to the communication technician. Strategic managers however are those who come up with communication strategies that support the organisational goals. 

Diversity should be embodied in all roles. Excellent public relations includes both men and women in all roles, as well as practitioners of different racial, ethnic, and cultural backgrounds. In an excellent PR department both men and women have equal opportunity of being in a managerial role. Women are valued just as much for the strategic role. This therefore prevents filling in that position with a male head from another department who does not have the requisite knowledge in PR (Grunig & Grunig, 2011). 

Organisation of the communication function and its relationship with other management functions 

The mainstream literature suggests that an excellent PR function should have all communication programs integrated into a single function or have a mechanism to coordinate the departments (Vercic et al., 1996). Programs targeted at different stakeholders are all gathered into a single department or coordinated through a senior practitioner; usually the second in command (Heath, 2005). 

An integrated system allows PR to develop new communication programs for dynamic strategic publics and cater to changing strategic publics appropriately (Grunig & Grunig, 2011; Heath, 2005; Vercic et al., 1996). 

Secondly PR should not be placed under any other management function. PR should be separate from other functions. Public relations is a management function and so should be separated from other functions. When PR is put under another management function it loses its unique role in strategic management (Grunig, 1992). According to Vercic et al., (1996) when the public relations function is merged with other functions, it does not allow the transfer of communication resources from one strategic public to another as an integrated public relations function can. 

Models of public relations 

Extensive research has been done on the four models of PR and the extent to which they are practised in organisations and to find out the most effective and ethical (Grunig & Grunig, 2011). According to the authors these four models provide four typical means for conceptualizing and conducting the PR function. The four models are the two-way symmetrical model which entails dialogue, participation and cooperation; press agentry which is essentially favourable publicity; public information model which is the dissemination of accurate but mostly favourable information and the two-way asymmetrical model which is essentially scientific persuasion (Grunig, 2002). 

An excellent communication function therefore has the dominant coalition and the PR practitioners in the organisation believing in the two-way symmetrical model as being the basis of all communication activities. Also, two-way symmetrical strategies are actually used in developing communication programs. The two-way symmetrical public relations utilizes research and employs communication in managing conflict and in creating understanding with strategic publics. Excellent public relations departments model most of their communication programs along this model than on the press agentry, public information, or two-way asymmetrical models. However, elements of the two-way symmetrical and asymmetrical models are often combined in a “mixed-motive” model (Vercic et al. 1996).

According to Grunig (2001, p. 12), “With the two-way symmetrical model, practitioners use research and dialogue to bring about symbiotic changes in the ideas, attitudes, and behaviours of both their organisation and publics.” 

PR practitioners must have professional knowledge of the two-way symmetrical model and communication in the organisation should be symmetrical. According to Grunig and Hunt (1984) the two-way symmetrical communication is characterised by consensus, mutual understanding, mutual benefits and feedback. A symmetrical system of internal communication empowers employees and encourages participation in decision making. Internal communication promotes participative rather than authoritarian cultures as well as builds good relations with and amongst employees. They have decentralized management structures which give autonomy to employees and allow participation in decision making (Vercic et al., 1996). Management structures are organic rather than mechanical. According to Grunig and Grunig (2011) organisations have to be decentralized and organic in structure to practise symmetrical internal communication. Since these norms and ethos of effective organisational communication were established based on organizational cultures and practices other than the typical Ghanaian business setting, this study was interested in finding out whether the factors of effective communication within a typical Ghanaian organization resonate with the Grunig and Grunig (2011) typology. 

The excellence study identified four dimensions underlying the four models. According to the IABC research team a model may be symmetrical or asymmetrical; two-way or one-way; mediated or interpersonal; and ethical or unethical. Of all the four only the two-way symmetrical model is seen as embodying the more desirable characteristic. It is symmetrical, two-way, ethical and both mediated and interpersonal. In an ICT-based organization such as Stanbic IBTC, it would seem that the opportunities for public interactivity (through such platforms as SMS, twitter and Facebook) would be even more effectively exploited. This study sought to verify this expectation. 

According to Grunig and Grunig, the characteristics proposed of an excellent PR function are generic principles which are the same everywhere yet have specific application. This meant that application may however be affected by cultural and other contextual principles. Vercic, et. al., (1996) suggested some contextual variables which could potentially affect implementing the generic principles: political system, economic system, culture, extent of activism, level of development, and media system. 

This theory falls between a theory that suggests an organization should practice public relations in exactly the same way in every country usually the way it is practiced in the country where the headquarters of the multinational organization is located and a theory suggesting that public relations must be practiced differently in every country because of cultural and other contextual conditions (Grunig & Grunig, 2011: 9). 

Excellence theory provides a normative guide for how public relations should be conducted, structured, and implemented, and it outlines the elements that help it contribute to overall organizational excellence. The Excellence models are helpful in this study because in ascertaining the impact of public relations activities, it would be imperative to establish the purpose and direction of the model being practised. The two-way symmetrical model is labelled the ideal model as it establishes and sustains long term relationships between the organisation and the stakeholders. It therefore benefits the organisation more and as a result contributes more to it. 

Empirical Review

In their study on the impact of ICTs on users in Africa, Adam and Wood (1999) discovered that many scholars in the developed world use simple qualitative tools to measure impact, in state of a comprehensive and prolonged conduct of both qualitative and quantitative techniques. These authors used a purely qualitative

approach to examine the interpretative understanding of users of ICTs. Specifically for this paper, the researchers decided to combine both qualitative and quantitative approaches in gathering and interpreting data. This will allow the researcher to identify weaknesses of each approach and how they complement each other. 

Steyn et al. (2005) conducted a study, which looked at the theoretical framework concerning the concept of Internet strategy. The results pointed out that, in relation to the corporate communication process, the Internet is considered to be a medium of communication and, as such, can influence all managerial levels. However, with regard the use of the Internet at the functional level managers must ensure that, its use is not decided upon in isolation but forms part of corporate communication goal achievement. According to Steyn et al. (2005), the Internet cannot be utilized on its own but in the perspective of the accomplishment of organizational goals. It can also be utilized as a channel for attaining

various efficient objectives, ranging from organizational communication, marketing or any other goal. Further analysis revealed that the Internet as one of the ICTs, which public relations use to execute their work as a censored medium for communication, is sifted by gatekeepers. Research also found that the Internet can proactively allow shareholders to partake in discourse, thus creating collaborative effective relations.

On the other study conducted by Sallot et al. (2004) on the practitioners’ web use and observations of their own roles and power, it was found that:

The Internet has been utterly incorporated into every role proficient in public relations.

The web has developed into a universal too when practitioners plan their campaigns.

Public relations personnel’s rigorous use of the Internet for research purposes structurally empowers them.

The web empowers practitioners by providing a means for them to communicate directly with their publics, bypassing traditional “filters” and gate keeping”, such as editors in the news media.

Practitioners use the web to pass along carefully packaged information online directly to opinion leaders in an easily digestive form. Practitioner’s use of the web empowers them to improve productivity and efficiency when conducting media relations. Practitioners are also taking advantage of the web’s capabilities to empower themselves to evaluate their programs and campaigns better. Practitioners use the web to conduct surveillance

of activist groups, enabling practitioners to play roles of the strategic management of organizations, increasing their own structural power.
assessing the effectiveness of ICTs as public relations tools at UFH will also help in determining how excellent ICTs are used by public relations practitioner through the office of DMC.

Grunig (1992) further stipulates that the excellence theory can be used not only to present what makes great public relations, but also to identify the critical realities and ruptures within public relations practice. On the other hand, Steyn et al. (2005) suggests that excellence study wanted to ascertain a convention of common features of excellent management that contribute to organizational efficiency, and to ascertain the repercussions for the management of organizational communication.

One of the suppositions of the excellence theory as suggested by Steyn et al. (2005: 25) is that organizational communication augments organizational excellence once practiced on macro,

meso and micro organizational levels. At the micro organizational level, the preparation, implementation and assessment of organizational communication platforms take place. In this level,

resolutions are taken on how to converse with publics by choosing suitable channels to convey the organization’s message effectively

to the selected target publics. 

CHAPTER THREE

RESEARCH METHODOLOGY

3.1
Introduction

In this chapter, we would describe how the study was carried out.

3.2
Research design

The study employs quantitative descriptive research design to examine the use of information communication technologies in public relations practice by Stanbic IBTC.

3.3
Research settings

This study was carried out in Stanbic IBTC bank Lagos state. Stanbic IBTC Holdings, commonly referred to as Stanbic IBTC, is a financial service holding company in Nigeria with subsidiaries in banking, stock brokerage, investment advisory, pension and trustee businesses. Stanbic IBTC Holdings is a member of the Standard Bank Group, a financial services giant based in South Africa. Standard Bank is Africa's largest banking group ranked by assets and earnings operations in 20 African countries and 13 countries outside Africa.Stanbic IBTC offers current, savings, and domiciliary accounts; personal loans, vehicle and asset finance; MasterCard debit cards, Visa credit cards; home loans; internet banking; small and medium scale enterprise (SME) loans and the award-winning *909# MobileMoney. Stanbic IBTC cater for both individuals and businesses through carefully designed retail and business banking products. Stanbic IBTC also offer self-service channels powered by sophisticated technology to bring convenient banking to customers.

Clients can also get custodial services through Stanbic Nominees Nigeria Limited, our custody arm and non-pension asset custodian, acting in a nominee capacity for clients’ transactions in securities and other investments.

Stanbic IBTC are a key player in financial inclusion and are poised to take banking to the doorsteps of our customers; taking care of the banking needs of different categories of persons and businesses.

3.4
Sources of Data

The data for this study were generated from two main sources; Primary sources and secondary sources. The primary sources include questionnaire, interviews and observation. The secondary sources include journals, bulletins, textbooks and the internet.

3.5
Population and sample of the study

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 (Prince Udoyen: 2019). In this study the study population constitute of staff members of Stanbic IBTC and some bank customers who understands the concept of Public Relations. Obviously, the exact number cannot be predicted, hence the sample size were drawn from respondents who consented to be a participant. A total of 300 hundred respondents constituting of staff membrs of Stanbic IBTC from five branches and customers from these branches. A total of 274 questionnaire were duly filled and returned by the respondents in a usable form. This figure, therefore formed the sample size that was used in the data analysis.

3.6
Instrumentation 

This is a tool or method used in getting data from respondents. In this study, questionnaires and interview are research instruments used. Questionnaire is the main research instrument used for the study to gather necessary data from the sample respondents. The questionnaire is structured type and provides answers to the research questions and hypotheses therein.

This instrument is divided and limited into two sections; Section A and B. Section A deals with the personal data of the respondents while Section B contains research statement postulated in line with the research question and hypothesis in chapter one. Options or alternatives are provided for each respondent to pick or tick one of the options.

3.7
Reliability

The researcher initially used peers to check for consistence of results. The researcher also approached senior researchers in the field. The research supervisor played a pivotal role in ensuring that consistency of the results was enhanced. The instrument was also pilot tested.

3.8
Validity

Validity here refers to the degree of measurement to which an adopted research instrument or method represents in a reasonable and logical manner the reality of the study (Prince Udoyen: 2019). Questionnaire items were developed from the reviewed literature. The researcher designed a questionnaire with items that were clear and used the language that was understood by all the participants. The questionnaires were given to the supervisor to check for errors and vagueness.

3.9
Method of Data Collection 

The data for this study was obtained through the use of questionnaires administered to the study participants. Observation was another method through which data was also collected as well as interview. Oral questioning and clarification was made.

3.10
Method of Data Analysis

The study employed the simple percentage model in analyzing and interpreting the responses from the study participants. 

3.11
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

Table 1: Assessing the Level of Usage of ICT in PR Practice in STANBIC IBTC
	Level of usage
	Frequency
	Percentage

	Very high
	29
	10.58

	High
	51
	18.61

	Very low
	40
	14.60

	Low
	140
	51.09

	Undecided
	14
	5.11

	Total
	274
	100


Table 1 above is highly revealing. A majority of the respondents (140 or 51.09%) felt that the usage of ICT in PR practice in Nigeria is low. Fifty-one (18.61%) respondents argued that it is high. Forty (14.60%) respondents believed that ICT usage in PR practice is very low in Nigeria. While 29 (10.58%) respondents felt ICT usage is very high in PR practice, 14 (5.11%) were undecided.

Table 2: Effect of ICT on PR Practice in STANBIC IBTC
	Effect
	Frequency
	Percentage

	Advanced pace of reaching the publics
	70
	25.55

	Improved relationship with the publics
	100
	36.50

	Ease in circulation of information to broader audience
	65
	23.72

	Guarantees leading position in the PR industry
	35
	12.77

	Undecided
	4
	1.50

	Total
	274
	100


As   table 2 shows,   a simple majority of  the  respondents
(100 or 36.50%) view the effect of ICT on PR practice as improved relationship with publics; 70 (25.55%) respondents saw

advanced pace of reaching the organization’s publics as the effect of ICT, while 65 (23.72%) said its effect is in the form of information circulation to broader audiences. Yet, 35 (12.77%) believed that the use of ICT tends to guarantee a leading position in the PR industry. Only 4 (1.50%) respondents were undecided.

Table 3: Challenges of using ICT in PR Practice in STANBIC IBTC
	Challenge
	Frequency
	Percentage

	Knowledge gap on NICT
	98
	35.77

	Low
penetration
of
new
information
and communication technologies
	79
	28.83

	Poor funding
	31
	11.31

	Epileptic power supply
	60
	21.90

	Undecided
	6
	2.19

	Total
	274
	100


From table 3 above, knowledge gap on new information and communication technologies posed a major challenge to its use in PR practice in Stanbic IBTC. This was the position of a simple majority of the respondents (98 or 35.77%). While 79 (28.83%) respondents saw low penetration of new information and communication technologies as a challenge, poor funding posed a concern as well for 31 (11.31%). Sixty (21.90%) saw epileptic power supply as a challenge in the use of ICT, and 6 (2.19%) were undecided.

Table 4: Effective Utilization of ICT in PR Practice

	Utilization
	Frequency
	Percentage

	Create socialization
	88
	32.12

	Identifying right ICT platforms
	102
	37.23

	Improved two-way symmetrical communication
	30
	10.95

	Acquisition of technical know-how
	52
	18.98

	Undecided
	2
	0.73

	Total
	274
	100


Table 4 above reveals that the effective utilization of ICT in PR can be achieved through identifying with the right ICT platforms. This was the view of 102 (37.23%) respondents. Creating socialization through ICT was seen by 88 (32.12%) respondents as a way to effectively utilize it. Thirty (10.95%) believed that it is through an improved two way symmetrical communication. That ICT would be effectively utilized through acquisition of technical know-how was the view of 52(18.98%). Only 2(0.73%) were undecided.

Table 5: Recommendations for effective adoption of ICT in PR Practice

	Recommendation
	Frequency
	Percentage

	Review of PR curricula
	60
	21.90

	Training and retraining of PR practitioners
	128
	46.72

	Improved funding for PR department
	55
	20.07

	Synergy with other departments
	25
	9.12

	Undecided
	6
	2.19

	Total
	274
	100


From table 9 above, 128 respondents, representing 46.72% recommended the training and retraining of PR practitioners while 60(21.90%) opted for the review of PR teaching curricula. Fifty (20.07%) respondents recommended improved funding for PR departments while 25(9.12%) opted for synergy with other departments. Only 6(2.19%) respondents were undecided.

RESULTS AND DISCUSSION OF FINDINGS

Research Question 1

What is the level of usage of ICT in PR practice in STANBIC IBTC?

Table 1 showed that the level of usage of ICT in PR practice in Nigeria it is low. It  exposes not so good status when it comes to embracing new media in the practice of public relations. One wonders why there is this reluctance to maximize the sterling prospects of ICT in PR practice in STANBIC IBTC.

However, the result confirms Galloway (2005) who observes that many public relations practitioners are struggling with the impact of new media, especially the Internet. It further confirms Alfonso & de Valbuena Miguel’s (2006) view that practitioners are not fully embracing new media, are ill-equipped to do so and have fear of the technology.

Research Question 2

What is the effect of ICT on public relations practice in STANBIC IBTC?

With the assumption that Nigerian public relations practitioners now use ICT in the practice, this question sought to determine the effect of new technologies on the profession.

The finding from this research question on the effect of ICT on public relations practice in Stanbic IBTC was that a great effect of ICT on PR was improved relationship between organizations and their publics. This was the view of the majority of respondents (100 or 36.50%). This result therefore, corroborates Ikpe and Olise (2010) who argue that people and media organizations would tend to associate more with companies recognized in a positive light globally. The mere fact that an organization has a website can boost its image. 

Again, 70(25.55%) of the respondents seeing its effect on PR practice as advanced pace of reaching the publics, further reechoes James (2008). According to James, what is striking is the fact that new media potentially make people technically more accessible: in the car, out shopping, in the office, at work, at home and when socializing. So PR practitioners are reaching more persons now than before through the ICT.

Research Question 3

What are the challenges of using ICT by PR officers in Stanbic IBTC?

This question set out to consider the possible challenges in the use of ICT by  practitioners in Stanbic IBTC.

Furthermore, the finding from research question 3, which bordered on the challenges of using ICT in PR practice in Nigeria, was that the knowledge gap on the new information and communication technologies poses a threat to its usage in the profession. This result (obtained from 98 or 37.77% of the respondents) strengthens Ikpe and Olise (2010) who argue that the required expertise is lacking in most developing countries. Okafor (2002) attributes this situation to the fact that early practitioners included people who rose through the ranks and graduates from other disciplines like marketing, psychology, journalism, linguistics, etc who did not receive any formal training in public relations.

If new media are to be embraced, public relations practitioners will need more technical skills in areas such as web publishing, new software operation, online security, search engine optimization, web analytics and web trend analysis software operation. “They will need enhanced online information architecture skills and skills related to managing an increasing amount of complex information digitally” (James, 2008, p.142).

Research Question 4

How can ICT be effectively utilized to achieve set PR goals in Stanbic IBTC?

The question sought to find out how to effectively use ICT in PR practice to get results and it revealed that the identification of the right ICT platforms could enhance its effectiveness. This was the view of 102(37.23%) respondents. This result corroborates McLuhan’s “the medium is the message” concept. The choice of a medium determines to a large extent, its success or otherwise. There is also the need to consider whether target public have access to new media technologies such as the Internet which becomes an issue when communication strategies target publics without such access due to geographic or socioeconomic factors (Badaracco, 2007).

Research Question 5

What are the recommendations for effective adoption of ICT in PR practice in Stanbic IBTC? 

Research question 5 sought to determine ways through which ICT could be effectively utilized in PR practice in our country. In response, a whooping 128 (46.72%) respondents recommended the training and retraining of PR practitioners. Ikpe and Olise (2010) echoe the imperativeness of regular training of PR practitioners to meet their demands, noting that regular training is the key.

However, James (2008) notes that support for upgrading skills and engaging in professional development experiences may continue to be challenging. This result is further strengthened by Breakenridge (2012) who argues that “the future of PR and communication is how you adapt and learn the new practices and how you help your peers to adapt” (p.6).

CHAPTER FIVE

SUMMARY, CONCLUSION AND RECOMMENDATIONS

SUMMARY AND CONCLUSION

This study was conducted to assess the use of information communication technologies in public relations practice by Stanbic IBTC. The survey method of research was adopted for the study. The findings reached showed that, the level of usage of ICT in PR practice in Nigeria is low; ICT has improved organizations’ relationship with their publics, as there are more platforms for interaction and socialization; and that knowledge gap on new information and communication technology tends to be the greatest challenge in the use of ICT in PR practice. Identification of the right ICT platforms was an effective way to utilize ICT in order to achieve set PR goals. Training and retraining of PR practitioners was, therefore, recommended for the adoption of ICT in PR practice in Nigeria.

In view of the findings, the following conclusions are hereby reached.

Despite the huge potentials of ICT in reaching out to organization’s publics, a number of public relations practitioners are still reluctant to opt for the new order. This is disturbing, especially against the backdrop of the fact that the terrain of public relations practice is also shifting with new media bringing about substantial increases in stakeholders strength through facilitating communication within stakeholders and between different stakeholder groups (Van der Merwe, Pitt and Abratt, 2005).

Similarly, ICT is taking a positive toll on organizations’ quest to meet the needs of ever  demanding publics. In the wake of democratized content and businesses satisfying the needs of the digitally connected consumer, PR had to evolve with a new approach (Breakenridge, 2002).

Again, the issue of knowledge gap on ICT tends to place most PR practitioners way below par compared to their counterparts elsewhere. The imperativeness of adjusting and acquiring the needed skills in this ever competitive terrain, cannot be underestimated.

Beyond, the medium absolute, dexterity and finesse is required by the PR practitioner to be able to identify the right ICT platforms to reach out to target publics. The world is getting digitalized but generally less developed countries (LDCs) like Nigeria have low level of technology of penetration. Looking out for the right medium would make the use of ICT effective in Nigeria.

Most PR practitioners are reluctant to change their mindset to accommodate new trends in the practice. To be on top of the game in the PR industry, training and retraining of practitioners is necessary.

RECOMMENDATIONS

In view of the conclusions reached, the following recommendations are here put forward.

Frantic efforts must be made by organizations to maximize the latent potentials of ICT, especially in their quest to create goodwill.

As public relations practice in the twenty-first century is evolving, practitioners cannot afford to be eclipsed, hence they need to blend with the times. This therefore requires training on ICT and other technical skills to meet the demands.

The need for funding of the PR department must be a top priority for organizations. Beyond the traditional press agentry is the urgency for PR practitioners to not only socialize with their publics but also provide timely information to check against misinformation and speculation.

Since there are concerns on penetration of new information and communication technologies (NICTs), PR officers must continue to harness relevant ICT platforms to reach out to the publics. Creation of websites, facebook, twitter accounts etc could help them reach a vast majority of target publics.

Proper funding of the public relations department is key, since money is required to carry out most PR activities. In fact, an organization’s continued presence on the Internet requires money, even designing and maintaining a website does. Regular funding must be made available to make the PR officer’s job easier and result-oriented.
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QUESTIONNAIRE

PLEASE TICK APPROPRIATELY

Assessing the Level of Usage of ICT in PR Practice in STANBIC IBTC
	Level of usage
	Please tick

	Very high
	

	High
	

	Very low
	

	Low
	

	Undecided
	


Effect of ICT on PR Practice in STANBIC IBTC
	Effect
	Please tick

	Advanced pace of reaching the publics
	

	Improved relationship with the publics
	

	Ease in circulation of information to broader audience
	

	Guarantees leading position in the PR industry
	

	Undecided
	


 Challenges of using ICT in PR Practice in STANBIC IBTC
	Challenge
	Please tick

	Knowledge gap on NICT
	

	Low
penetration
of
new
information
and communication technologies
	

	Poor funding
	

	Epileptic power supply
	

	Undecided
	


Effective Utilization of ICT in PR Practice

	Utilization
	Please tick

	Create socialization
	

	Identifying right ICT platforms
	

	Improved two-way symmetrical communication
	

	Acquisition of technical know-how
	

	Undecided
	


Recommendations for effective adoption of ICT in PR Practice

	Recommendation
	Please tick

	Review of PR curricula
	

	Training and retraining of PR practitioners
	

	Improved funding for PR department
	

	Synergy with other departments
	

	Undecided
	


