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Abstract

The purpose of the study was to gain better underahding
into how Donation can be used as a Marketing
communication tool in the financial sector. This isdue to this
fact, most financial institutions in the Ghana, areusing the
other traditional communication tools with sales pomotion
and Advertising dominating. Atwima Kwanwoma Rural
Bank is used as a case study. Questionnaires, Intégaws and
documentations are the instruments used to gatherata for
this study. From
the result of the study, it was discovered that Dation is a
strong communication tool apart from the traditional
communication mix. Donation also provides a cost ffctive
means of communication to all stakeholders involvedoth in
the long and short run. This was realized from theesponse
gathered from the Questionnaires and interview. Aga,
Donation has a quick influence as it communicatesuickly to
recipients through the kind gesture done by the Ban
Donation increases sales as it urges most benefités to
open accounts with the Bank.

It is therefore suggested that in event of furtherstudies,
information regarding the internal operation of the Bank
must be made available so as to provide balance dysis of
the study. In the study, Donation was found to infae all the
other communication tools at a time, because in one
Donation activity, the Bank is able to directly pranote its
services through Direct Marketing, personal selling
advertising, sales promotion and public relations.

Keywords: Donation, Marketing, Communication,
Globalization, Atwima Kwanwoma Rural Bank

Type: Research Paper

September 2015, Vol. 1 Iss. 1

Introduction

The Paper begins by briefly explaining the maimmtion of the
Authors for this research. Afterward, appropriaterature in
line with the purpose of the study is reviewed beforesenting
the chosen methodology for the study. Subsequerdly,
discussion of the findings of the study is presgnbefore
digging out and concluding with the major findirafshe study.

Problem Statement

Business experts talk of the need to assess thefitserof

donation to the organization and for that matteriitpact as a
marketing communication tool for financial instituts. Most

people are of the opinion that donation is a wasiastitution’s

resources and does not have any significant impaaustomer
perception about an organization. It is againsg tiackground
that it has become prudent that this study be octeduto

ascertain the need for the use of donation to comcate to

actual and potential customers

Literature Review

Corporate Donation

Corporate donation is all about building custontast; improving
employee morale, and enhancing public image. Coimapaaiso like
to forge partnerships with organizations that camnt their core
business and philanthropic goals. This has ledaratipns to assist
humanitarian organizations like Children Interna#ib in
community projects, sponsorships, matching gifigpams, product
donations and in many other ways (BMO 2010).

As stated by Varadarajan and Menon (1988), Thexdvew motives
of corporate donation namely, Cause-related marggCRM) and
Unconditional donation. CRM is the linkage of a nfis
contributions to a charitable cause to revenueyming
transactions with the firm.
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For example, in 1982, American Express launchedmapaign to
raise money to renovate the statue of Liberty. ddrapaign (widely
regarded as the birth of CRM) was very succes€foimpared with
the same period in 1983, America experienced a B&¥ease in

vi) Winning over skeptical public official
lobbing), and
Vii) Increased revenue and profits (Ibid).

(an aid in

credit card usage and a sizeable increase in tmbeuof new card

used (Wall 1984)

Many corporations now engage in CRM. Spending cgsdh
activities has increased 300% million by the endhef decade.
Meyer (1999) Unconditional donation is to a causat tis not
linked to revenue producing transactions with mfiThis means
that not all corporate donations to charitable eausre tied to
revenue-producing transaction with the firm (Baroetk al.
2000),

In addition to this example, Pearl Vision Centen@mced a
$45,000 donation to the Children’s Miracle Netwowkdthout
indicating whether or how this support was tiedctwporate
sales lbid.

The distinction drawn between the two types of diomas that,
CRM results in a donation to a cause that is cait upon the
corporation benefiting first, whereas an uncondiiodonation
has no strings attached, except that the causeaftastagree to
the use of its name and Logo by the firm is annmgthe
donation to the public (Barone et al. 2000).

According to Mohr, Webb, and Harris (2001), firmgsyrdonate
either as a Social Responsibility (i.e. as an alidn) or as an
Investment. The use of donation as a corporateorsdpility is

?Nhy Get Involved in Corporate Philanthropy

According to BMO Financial Group (2010), corpordtnation is
all about building customer trust, improving emmeymorale, and
enhancing public image. Companies also like todqrgrtnerships
with organizations that complement their core bessn and
philanthropic goals.

This has led corporations to assist humanitarigiamizations like
Children International in community projects, spanships,
matching gift programs, product donations and innynavays
(BMO 2010).

Varadarajan and Menon (1988) said that Because QR
strategy for marketing rather than philanthropyisitsubject to
criticism that is exploitative of the cause. An exde of
possible exploitation, American express spent $8liém
promoting the statue of Liberty-Ellis Island cangraiyet only
$1.7million was actually donated.

The differences between the promotion budget alkatéor the
campaign (which stimulated demand for the firm'edarcts)
and the final donation may suggest a lack of smasterest on
the part of corporation in the cause. Even among-profit
organizations CRM is controversial because of ritpleasis on

defined as a company’s commitment to minimizing orself interest and because it threatens to comnieeia

eliminating any harmful effects on society and maxing its
long-term beneficial impart.

nonprofits (File & Prince 1998).
Yeshin (1998, p. 3) describes Marketing communicatis a

Companies also make donations to charities ordastitiety just t°T0Ce€SS the marketer develops and presents anpajaeoset
reward its customers. This form of donation is kncas corporat@ommunication stimulus to a defined target audienitk the
Donation Ibid. It must also be noted however thatintries orintention of eliciting a desired set of response uestion
communities within which companies operate makendndatorytherefore is whether consumers will perceive domads self-
for businesses to give back to their communitiespsamers intérest rather than altruism.

environment and employees in the form of finaneiatl human . L )

resources, derived from operations to improve thality of life in 1€ Marketing Communications Mix o

the community. The author also outlined that, firmaving beenThis can be explained as the specific mix of adsied,
granted the right by society to operate within amownity, Personal selling, sales promotion, public relatjoasd direct
corporations have an implied social responsibilipward themarketing a company uses to pursue its advertising
community and so their good gesture might not céram their marketing objectives. Philip Kotler, et al (200However, in
free will (Caroll 1991). line with the purpose of this study, emphasis Wwél placed on
Companies may donate as a corporate responsibiitymay ~ Only . ~ public . . relation.
also serve corporate self interest such as; Creatiggoodwill ~ Public relations- Building good relationships witte company’s
with the community, various publics by obtaining favorable publicityilding up a

i) Differentiation of corporate image and its brandnfr 9ood “corporate image”, and handling or heading off
competitors, unfavorable rumors, stories and events (Philip &wotlet al.

i) Greater customer acceptance of price increases, 2001) Public relations (PR),

iii) Increase in employee and channel member morale, ~ although considered by some to be a relatively gqumofession,
iv) Recruitment of new employees, can like other marketing communications tools laegd back to

v) Use of a shield against public criticism in times o the earliest times. Edward Bernays, regarded as afnthe
crises, fathers of modern public relations, has argued timatrulers of
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ancient Egypt, Sumeria, Babylonia, Assyra and Bea#li used
techniques that would today be described as publitions.
The earliest formal public relations activities wanndertaken
largely to promote something to ‘spread the faitlthe original
definition of propaganda (Grunig and Hunt
Political leaders in particular have always needén
communicate with different publics throughout higto
Machiavelli, for example, was not only a consumnyaitician
but a public relations practitioner of the highestler. British
politician Lloyd George, as Chancellor of the Exgher, used
public relations to promote the old-age pensiod942 and Sir
Steven Tallents (the first President of the Ingtitof Public
Relations) used public relations to promote the iEenp
Marketing Board between 1926 and 1933 (Baines.e2G4).
Public relations’ rise to prominence in the comnersector
also began earlier than is often realized. Indaisgniowth during
the nineteenth century mean that by 1900 powerfidiness
interests in the USA were employing public relasion
professionals to ‘defend their special interestsairesi
muckraking journalism and government regulati@@utlip et al.
1994, p. 2).

The twentieth century saw public relations somewinathe
shadow of advertising and sales promotion. As aaetjioner
noted ‘PR has long railed against the view thas ithe poor
relation of marketing communications but, as itactitioners
have especially discovered in recent years, thaumedeems to
be the first on the list for budget cuts’; (Barré2@D4, p. 43).
Despite this, public relations have seen enormaos/tl. UK
public relations’ expenditure has grown from arineated £50
million in the early 1960's to £1 billion in the % 1990’s and
an estimated £6.5 billion by 2005 and the numbédrpemple
employed in the business from 4000 to 48000 oversame
period. According to the world’s richest man, Blhtes ‘if was
down to my last dollar | would spend it on PR’ (Moky 2006,
p. 9)

Others see public relations’ importance continuiogise, ‘as
members of the public become increasingly marketagvy,
anecdotal evidence suggests that a more subtleoagprto
engaging emotions has become the key to succesafypains’
(Siegle 2005, p. 41).

Public Relations can be viewed at a number of Eevéhe
Institute of Public Relations (IPR) defined for iparears as ‘the
planned and sustained effort to establish and @iairgoodwill
and understanding between an organization and utdigs’
(Jefkins 1994, p. 7)

One American academic, Martha Lauzen, has arguad ki
aligning public relations with marketing the latisrattempting
to subsume the former through what she calls ‘marge
imperialism’ (Briggs & Tuscon 1993). Certainly bplume of
production there is more marketing public relatidhan any
other type of public relations (Monday 2006).
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Around the world hundreds of thousands of peoplekwia
public relations departments agencies although maould
describe it by other names such as public affamsblic
information, communication, community relationspsomotion

1984).(Grunig & Hunt 1984) or many contemporary titles &xample

corporate affairs, corporate communication or puldffairs

(Dolphin & Fan 2000).

Despite the difficulties in accurately describingppc relations,
Public Relations Officer's managers or directorg (thatever
title), misunderstanding can be resolved throughroonication
and it is the responsibility of the Public Relaso®fficer to

implement this. This has been called the publiatiehs transfer
process (Jefkins 1994).

The knowledge generated by social science to utaetpublic
opinion, public motivation, public relations techoes, and
methods for modifying group points of view. The edijve of

the public relations counsel was to interpret thganization to
the public and the public to the organizati@urunig & Hung

1982, p. 3).

Research Approach

There are two types of research approach namelgu®iee
approach and Inductive approach. Deductive appraztdrs
researchers a relatively easy and systematic wayesting
established ideas on a range of people while, ndiepproach
arrives at fresh way of looking at the subject.sTharticular
study used the combination of both approaches.

Scope of Study

The research is conducted on the branch premisgeshanhead
office of Atwima Kwanwoma Rural Bank

Data Collection

Data for the whole research was from both primand a
secondary sources. A questionnaire and semi stedface-to-
face interview were the instruments used to coltketprimary
data. Whist already published literature relatedht study are
the secondary data. The use of opinions of thevilewer makes
this study Qualitative; this would give a systematkamination
of the situation.

Population and Sampling

The population comprised of all the Heads of Coapmiaffairs
divisions and departments of Atwima Kwanwoma RuBahk
Limited. The respondents were the main sourceshef data
gathering efforts along with other secondary matsri
Convenience sampling a type of non-probability samgp
technique was used. Non-probability sampling fosusm
sampling techniques that are based on the judgrofrhe
researcher(s).
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Limitation

Some information such as changes in the Bank'snueethe
customer size and the customer’s update with résjpethe
Bank’s Donation was not given as
confidential.

Time stipulated to complete this project was neddjayed due
to the fact that, only one questionnaire was desidgor only the
key manager concerned (Head of corporate affains) & a
result, the research team could not put pressut@rorto speed
up the process because of his position.

Research Design

Research can be classified according to four cagavhich
are purpose of the research, process of the résdagic of the
research and the outcome of the research. Undér aacthe
various types, when classifying research accordiagits
purpose, it can be described as being exploratiegcriptive,
analytical and predictive (Creswell et al. 2002).

i. Explanatory research is undertaken into an issuenwh
few or no previous studies to which one can refe

for information about an issue exist.

ii. Descriptive research, describes phenomena as th
it is used to identify and obtain
information on characteristics of a particular

exist. i.e.

problem.

it was considered

r

The last category being the Logic of research splito two
Deductive research and Inductive research.

i) Inductive research is a study in which theory is
developed from the observation of empirical
reality.

ii) Deductive research is a study in which a conceptndl
theoretical structure is developed and then tested
by empirical observation Ibid.

The use of Donation as a marketing communicatiah waich
is the focus of the research is Descriptive as iteimdo give
insight into the use of Donation as a marketing iwemication
tool. The study mainly used qualitative methods dath was
generated through in-depth, interview and documestgived
from primary and secondary sources.

Analysis of Results

Introduction

This session looks at the data collected from thestionnaires
and the interview. These are presented as thenfisdof the
research work and then interpreted as follows basedhe

%sponse of the respondent.

How would you describe Atwima Kwanwoma

iii. Analytical or explanatory research often extends th rural bank’s motive for Donation? '
Descriptive approach to suggest why or howAccording to the respondent, the motive for Atwiknaanwoma

something is happening.

Rural Bank’s donation is to assist either individuaor

iv. Predictive being the last under this category is tdorganizations to meet certain needs, to fulfill tBank’s

speculate intelligently on future possibilities sbe

corporate social responsibilities in communitieshia which it

on closed analysis of available evidence of caus@perates. Additionally, it hopes to send a sigmalits target

and effect. lbid

Qualitative research is the major category undecgss of the

research.

i) Qualitative research is subjective and thus inwwlve
examining less tangible aspects of a research e.
values, attitudes and perceptions (Creswell et all

2002).

i) Quantitative research emphasizes on collecting an
analyzing numerical data by concentrating on.

measuring the scale,
phenomenon.

Outcome or findings of applied research are usedfudher
studies or project and Basic research is used tmiynprove
knowledge generally.

September 2015, Vol. 1 Iss. 1

market that there are not only for profit but tlaeg also socially
responsible.

How would Atwima Kwanwoma rural bank

evaluate the importance of Donation?

According to the respondent, donation is importaetause of
the image it creates for the company. It is alst githe bank’s
social responsibility and as part of its corporatéure. To the
eneficiary community, Donation of classroom blobklps
duce illiteracy rate in the community and alsduee mortality
in communities which benefit from the Bank’s hea#sistance.

range and frequency of Bonation can be used as a Defensive technique @eates a

positive image in the eyes of the public and aksholders. It
reduces negative reportage about the organizatientd the
positive image already created. By donation, thekBa able to
differentiate itself as being socially responsiiiée company’s
image is thus enhanced through its donations wieeefitiaries
serve as ambassadors of the Bank and by so dosuriate
themselves with the Bank than competitor.
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How does Atwima Kwanwoma rural bank use
Donation as a communication tool to Target its

Market?

According to the Respondent, through donation thenkB
products and services are made known to the contynuio
also serve as potential customers of the bank.BEm’s vision
and mission are made aware to the people, who stimatghe
Bank exist to provide them with quality productsiaservices.
The Bank communicates social issues to the commthmiough
Donation, such as by donating mosquito nets.

Describe Which Donation Made Atwima

Kwanwoma rural bank Socially Responsible?
According to the Respondent, the following made Benk
socially responsible;
i) The bank granted scholarship to 73 pupil by payaorg
their school fees in 2000

communicate to customers and potential customeralba as a
good programme to help create a good corporatgatpn for
firms thereby helping firms to increase their mateare.
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