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ABSTRACT

Corporate communication is a very important aspect of public relations practice. Therefore,
this study was conducted to investigate the practice of corporate communications at the Public
Procurement Authority, with emphasis on internal communication within the organization. The
study sought to identify the communication channels that are employed in the organization as
well as the frequency of information flow. The four public relations models proposed by Grunig
(1984) formed the theoretical basis of this study.

The survey method, through questionnaires, was used to gather data from 50 employees at the
organization. The émployees were selected from all the Units, Directorates and Departments
at the Public Procurement Authority. The findings suggested that memos are the most popular
and commonly used communication channel by the organization. However, in spite of the high
usage of memos, the employees who were surveyed preferred electronic means of
communicaﬁoﬁ such as e-mail and social media. The study also revealed that issues, such as
staff promotion, sanctions on employees, recruitment and funeral, wedding and death
announcement, are often circulated to the employees. The study further found out that most of
employees are aware of the full functions of the PR department and generally expr essed
satisfaction with the department's performance of these functions.
Based on the findings, the study suggestgd that management of ﬂ;e .dxi;g;nization must involve
employees in major decisions, since most of the decisions by management concern the welfare,
roles and activities of the workers. The study further called for frequent flow of information in
order to avoid rumours and reliance on grapevines. There should be a comprehensive client

service charter and a creation of a Client Service Unit to address stakeholder’s complaints.



CHAPTER ONE
INTRODUCTION

1.1 BACKGROUND STATEMENT

Corporate communication is a relatively new concept that embraces various sub-disciplines of
communication within ofganisations, such as managerial communication, organisational
communication, public relations and marketing communication (Van der Waldt, 2004).
According to Van Riel (1995), corporate communication evolved from public relations. There
exist various deﬁnitioné -';Sf corporate communication. Some emphasise the aéﬁeCt of
integration, some focus én the enhancement of the corporate image and identity, and others
stress the “wholeness” or.totality of all communication in the organisation. The divgrsity does
not necessarily restrict the -SCope of corporate communication, but rather emphasizes the
diversity of variables that describe corporate communication (van der Wadt, 2004). It can

simply be said to be the communication that is issued by a corporate organisation to all its

publics.

Comelissen (2011) defines Corporate Communication as “a management function that offers
a framework for the effective coordination of all internal and external communication with the
overall purpose of establishing and maintaining favourable reputations with stakeholder groups
upon which the organization is dependent” (p.23). Another explanation of corporate
communication is that, “it is the strategic organisation process and management function by
which an organisation communicates with its various audiences to the mutual benefits of both
[sic] and to its improved competitive advantage” (Dolphin and Fan, 2000, p.1). These functions

include communication strategy, media relations, crisis management, internal communications,



reputation management, corporate social responsibility, investor relations, government affairs

and sometimes marketing communications.

Van Reil (1995) also defines corporate communication as the “orchestration of all instruments
of the organisation's identity (communication, symbols, participants' behaviour) to build and
improve the reputation of the organisation from the perspective of those groups, on whom its
activity depends” (p.12). According to Van Reil, the concept 'corporate communication'
involves a coordinated approach to developing the organisation's communication. It should be
such that communication specialists can use it for rationalising their communication activities

within a centralised, coordinated framework.

Considering the various deﬁnitions;this research will adopt the definition that sees corporéte. ’
communication as communication between an organization and its internal publics including
external. This is so because it is an effective strategy to communicate the brand value and
reputation to its customers, stakeholders and the target audience. Hence corporate
communications will be operationally defined as the sum total of all communication within an
organisation that is generated to achieve company objectives. This means corporate
communication, in this study, will lend itself to internal communication; “internal
communication is operationally defined+as-the exchange of information both informal and
formal between management and employees within the organization” (Hayase, 2009, p.2). This
is because emphasis in corporate communication in recent years has been placed on co-

ordination and integration of all the organisation’s communication activities.

According to Hayase (2009), internal communication channels may include: newsletters,
circulation materials, surveys, meetings, in-house television, face-to-face interactions, email,
hotlines, suggestion boxes, Intranet, Intemet, telephone calls, videoconferences, memos,

letters, notice boards, formal presentations, reports, open forums, blogs, and wikis (Argenti,



1998; Asif & Sargeant, 2000; Baumruk et al., 2006; Debussy et al., 2003; Goodman & Truss,

2004; Hunt & Ebeling, 1983 cited in Hayase, 2009, p.2).

The role of corporate communication is divided into two distinct functions: the window and
mirror functions. Van Riel (1995, p. 2) says that the window function refers to the preparation
and execution of a communication policy, resulting in messages that portray all facets of the
organisation in a lucid and appealing way. The corporate communication practitioner interprets
the philosophies, policies, programmes and practices of top management to its stakeholders. In
this facilitating role, according to Lubbe and Puth (2000, p. 19), he helps to accomplish an
outward orientation for the organisation, establishing a firm base for mutual understanding and
cooperation with strategic stakeholders. The mirror function refers to the monitoring of relevant
environmental developments and the anticipation of their consequences with regard to the

organisation’s strategies and policies. The window function will be the main focus of this study.

For this study, corporate communications will be confined to communication activities that
take place between organizations and :their internal stakeholders. Individuals or groups are
stakeholders when they are affected by the decisions of an organisation or if their decisions
affect an organisation (Freeman 1984), and are normally seen to be passive. When they become
aware of poten.tial problems in the relationship with-an organisation, they can be described as
aware publics. If they actively start communicating about the problem they are seen to be active

publics (Grunig & Repper, in Grunig 1992, p.125).

However, effective corporate communication will not happened, unless organization and
corpor ationg practice concrete corporate communications. Though research have been carried
out on the practice of corporate communication, to the best knowledge of the researcher, there
is not a single study on the dynamics of corporate communication practice especially in Ghana

and much more research is needed to fill this vacuum.



It is against this background that this research seeks to examine the internal communication
approach for the Public Procurement Authority and how it translates into the overall dynamics
of corporate communication practice. The research is expected to make suggestion to the heads
of Corporate and Public Affairs Department of the Public Procurement Authority based on the
data that would be collected and analysed. This suggestions will be very practical in terms of

internal communication practice at the Public Procurement Authority.

Upon the suggestions, it is expected that the Public Affairs Department will periodically
conduct an opinion poll or surveys to assess the performance of internal communication
messages and the channels and as such change or adjust to new trends based on the result of

the poll or survey and also inject some innovations into the practice.



1.1.1 PROFILE OF PUBLIC PROCUREMENT AUTHORITY

Government embarked upon an exercise to reform the Public Procurement System in 1996 as
an integral part of a wider Public Financial Management Reform Programme (PUFMARP).The

exercise was to improve the overall public financial management in the country.

The reform exercise identified shortcoming and organizational weaknesses inherent in the
country’s procurement system. These include the absence of a comprehensive public
procurement policy and the lack of a comprehensive legal regime to safeguard the integrity of
the public procurement system. Others are the absence of a central body with the requisite
capability, technical expertise and competence to dévelop a coherent public procurement

policy.

Rules and regulations are required to guide, direct, train as well as adequately monitor public
procurement. Furthermore, the absence of clearly defined roles and responsibilities of
individual procurement entities is a problem. There is no independent appeals process with
power to address complaints from aggrieved bidders and provide corrective remedies. The lack
of a clearly defined authority to allow procurement entities to undertake the procurement of

goods, works and services with funds appropriated to them weakened the system and also needs

to be addressed.

The absence of authority to dispose of public assets and the fact that there is no procurement
auditing function by independent govemment officials or their appointed agents o ensure

efficient accountability is also an omission in the present set up.

In order to eliminate the various shortcomings and organizational weaknesses in the public
procurement process, it is considered desirable to enact a comprehensive procurement law.
This is to be supported with standard tender documents. Appropriate administrative and
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institutional arrangements are to be made with an oversight body to superintend the public

procurement system.

The new structure will promote the use public procurement as a tool for national development.
It will harmonize the application of procmément related rules with International conventions
and treaties. It is expected to foster competition, efficiency, transparency and accountability in

the public procurement process. There will be equal access for any citizen to participate in the

public procurement process.

. The Public Procurement Board was established by an act of Parliament known as The Public
Procurement Act 2003. It was established initially as a board, but in 2012 through an Executive
Instrument, the board became known as an Authority, hence its current name Public
Procurement Authority (PPA). The authority is charged with the mandate of overseeing the
formulation and execution of procurement policies (Act 663). In addition, PPA is tasked to

draft rules, regulations and documentations for effective public procurement activities.

The authority is headed by a chief executive officer appointed by government. The activities
of PPA is supervised by a board to whom the CEO reports. The Authority is present in three
out of the ten regions in Ghana. The regions are the Greater Accra, Ashanti and Western
regions. It is headquartered in the capital Accra. The Authority is composed of nine divisions,

+ directorates, units and departments, They are listed below:

Benchmarking, Monitoring and Evaluation Directorate, Policy and Strategy Directorate, Legal
Directorate, MIS Directorate, Human Resource/Administration Department, Finance

Department, Public Affairs Department, Audit Unit, Procurement Unit



Directorate of Benchmarking, Monitoring and Evaluation

Mission:

To develop effective monitoring& evaluation systems and programmes for auditing all public
sector institutions on procurement issues. And to set benchmarks for performance

measurement and procurement audit.

Functions:

J Dajly.examination of advertisements for procurement of goods, services or works that
appear in the newspapers to check that they contain information that will encourage the
suppliers to respond favourably to provide what is required. Where problems are
identified with the adverts, the entities are assisted to institute the corrective measures.

¢ All approvals granted by the board for the use of the single source and restricted tender
methods are tracked to ensure that they have been implemented properly.

~*  When alleged violations of the provisions of act 663 are brought to the attention of the
authority, the Directorate carries out very thorough investigations and reports, with
recommendations, to the boa'rd for the necessary corrective measures to be instituted.

* Conduct annual procurement assessment for all government entities to ensure

compliance with the Public Procurement Act, 2003(Act 663).



Directorate of Policy and Strategy
Mission: To develop best practice procurement policies and strategies to ensure that
government procurement achieves transparency, accountability and value for money
Functions:
* Leading discussions to enable the Board introduce various procurement policies to
support its work.
* Developing efficient strategies for disseminating the policies across all MDAs and
MMDAEs.
* Ensuring that government policies including private sector initiatives, public sector
reforms, and anti — corruption measures extend to public procurement.
e Working with other Directorates to review annual reports submitted by all Procurement
Entities and organizing annual procurement forums.

o Developing the relevant policies and strategies in procurement in the public sector.



Directorate of Legal
Mission:

To provide legal advice to the Board on all matters pertaining to the discharge of its functions
under the Public Procurement Act, 2003 (Act 663) as arne_é_n‘ded. And to act as a Secretary to

the Board and maintain records of proceedings.

Specific Functions:

Assisting the Board to adjudicate on cases of complaints, reviews arbitration and
appeals, and éstablishing detailed administrative and mechanisms.

* Assisting the Board to draft proposals and regulations as prescribed in the Procurement

Act.
e Representing the Board in Litigation and external administrative hearings.

e Working with other Directors to review and update standard tender documents, and

guidance notes.
Directorate of Management Information Systems

Mission: To develop a computerized system for monitoring and evaluating public procurement

performance.

Functions:

* Establishing Management Information Systems for Board’s, MDAs, and MMDAs

operations and ensuring the establishment of Databases for standards and prices

available in Ghana and elsewhere;
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¢ Establishing of suppliers’, consultants’, contractors’ database in Ghana and

elsewhere;

e Developing and updating list of procurement entities, members and secretaries of

tender committees and tender review boards;
* Developing and providing IT and e-procurement support services; -

* Developing and maintaining the Board’s website.

Finance Department
" Mission:
To manage a support team of Finance and Procurement Officers and to develop financial

management systems consistent with relevant laws to support the day to day operation of the

Authority.
Functions:
* Ensuring timely and accurate preparation of the Authority’s annual accounts.

* Developing and maintaining efficient transparent financial management and accounting

systems.

* Setting up and managing banking arrangements for the Authority in line with Financial

Administration Act, 2003.

Developing clear internal financial management procedures for managing day-to day

finances.

Advising senior management on financial implications for Policies and Change

Management.

11



Internal Audit Department
Mission:

The mission of Internal Audit is to assist the Governing Board and management of PPA in the
diécharge of their oversight, management and operating respbnsibili_ties through independent
audits and consultations designed to evaluate and promote the system of internal controls,

including effective and efficient operations.

Functions: -

e Maintaining the results of audits and evaluations in the strictest confidence, subject to
any legal or ethical requirements for disclosure to outside authorities;

e Providing a written summary of internal auditing activities to the Chief Executive and
the Audit Committee within 15 days of the end of each calendar month;

e Providing a detailed report of all internal auditing activities, including a comparison of
actual work performed to planned, to the Chief Executive and the Audit Committee
within 30 days of the end of feach quarter - | |

e Coordinating the total auditing effort, both internal and extemal, in the interest of
minimizing duplicate efforts and in contributing, as far as professionally permissible,
to the‘ work of the external auditor(s) bearing in mind that final determination of the
extent of such contribution rests with the external auditor(s); and

e Communicating with the extemal auditor(s) on all significant matters which will be

brought to the Audit Committee’s attention
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Procurement Unit

What plays out in our minds when procurement is mentioned is the purchasing of goods and

services. However, the role of the Procurement Unit goes beyond that.

The Procurement Unit is not only limited to procuring of* goods and services but also
administration of stores and ensuring maximum value for money from all procurement. This

does not mean buying the cheapest option but rather fitness for the purpose.

The Head of the Unit as mandated by the Act 663, 2003 to report directly to the Head of the

Entity (CEO). Currently the staff strength of the Unit is three (3).
Functions:

* Management of all procurement and disposal by tender activities

e Support the function and implementation of Entity Tender Committee decisions
. Prepare tender documents for approval

e Maintain a list or register of all contract awards.

* Maintenance and Updating ‘of inventory and records of goods and Assets for the

Authority

13



Public Affairs Department

The Public Affairs Department publicizes the Authority’s programmes and activities through
publications and varied Public Relations Strategies. These include the organizing workshops,
media encounters and consultative meetings to educate the public and empower participants in

public procurement.
Achievements:

¢ Development of PPA’s Communications Strategy, Public Affairs Hand Book and
Brand Guide.

¢ Commissioning of research on the impact of PPA’s Communication and Training
programmes

e Produced audio and video documentaries for the Authority

e Frequent publication of promotional items such as the Procurement Digest, Annual
reports, Corporate Brochures, Leaflets on Appeals and Complaints, Low and Minor
value procurement, Sustainable Public Procurement(SPP)

* Successfully organized corporate programmeé for the Authority over the years such as
the Annual Public Forum, Sensitization workshops and Conferences.

* Successful execution of Protocol Services and Study Tours

14



1.1 PROBLEM STATEMENT

The Public Procurement Authority, as a government agency, must keep in constant touch with
its internal stakeholders in order to successfully undergo its daily activities. As an institution
that does not deal directly with clearly idenﬁﬁable external customers or publics, it is expected
of it to take communication with intefnal stakeholdérs sefi'ou'sly.' ACo‘rporate communication
comes in handy as the right tool to 1;83 to achieve this goal because it plays a foremost role in
forming and maintaining organizational communications activities. Excellent corporate
Communicati;)n lies at the heart of industry, commerce and governments’ abilities to build a
‘ democratic society. Winner (1993 cited in Dolphin and Fan, 2000) asserts that corporate

communications has a crucial role to play in what he calls the total business system.

According to Giglio, Diamante & Julie (1998) organisational transformation, where
organisations undergo metamorphoses, is the order of the day, is popular in today's changing
world system, There is a complex network of tranSfonnatioh-taking place, and so agencies and
companies must take their communications to .stay relevant. These changes are equally
affecting the Public Procurement Authority (PPA), hence they must move to apply strategies,
through communications. When organisations neglect certain elements of corporate

communication due to various reasons, which ultimately lead to poor communication, many

" challenges are bound to happen.

Therefore, this study is being done to identify how the Authority is handling its corporate

communications activities. It hopes to come out with recommendations on how the image and
reputation of Public Procurement Authority (PPA) can be managed and sustained through

15



effective communication. This study becomes more important because among the functions of

the Public Affairs Department of PPA is to ensure the effective publication of press releases,

in-house newsletters, brochures, maintaining communication internally among others. All

these functions relate to corporate communications, and this study seeks to purposefully assess

the performance of their functions from the perspective of the employees of PPA.

1.2 RESEARCH OBJECTIVES OF THE STUDY

L.

To investigate the channels of communication that is used at the Public Procurement

Authority

To examine the frequency and employees’ satisfaction with the rate at which

information is delivered to the stakeholders of the Public Procurement Authority

To identify the corporate communication functions that is played at the Public
Procurement Authority

To examine how employees respond to feedback from their stakeholders

1.3 RESEARCH QUESTIONS OF THE STUDY

What channels of communications are employed by the Public Procurement Authority

to communicate with its stakeholders?

How often does the Public Procurement Authority make information available to its
stakeholders?

What is the staff perception of stakeholders’ view about the corporate communication

roles of the Public Affairs Department at the Public Procurement Authority?

16



1.4 SIGNIFICANCE OF STUDY

Every study has some relevance or implications for academia, policy formulation and
professional practice. In terms of academia, this study will add to already existing literature on
the subject. In Ghana, very few studies have been done in this area, so the current research will
add more knowledge and shed light on this 1mportant toplc From the policy standpoint, this
research will help orgamzatlons like the Instltute of Pubhc Relatlon Ghana and other
communications stakeholders to contribute to the formulation of policy framework for
governmental agencies. Finally, this study is important to practicing corporate communications
practitioners and other PR professionals. The findings will help them understand the latest

findings in the field and lead them into becoming more effective on the job.

1.5 SCOPE AND LIMITATION OF THE STUDY

The scope of the study would be limited to the Public Procurement Authority. The reason for

this limitation is to make sure that the focus for this research is maintained.

The first difficulty would be associated with the collection of data. Some employees may be
apprehensive in completing the questionnaires for fear of disclosure for their identities. The

researcher however will assure them of the confidentiality of their identity and the study is
solely for academic purpose

Finally, the sample size of the staff population may be too small to make generalization that

encompasses the employee base of the Public Procurement Authority.
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- 1.6 CHAPTER ORGANIZATION OF STUDY

This research is organized into five chapters. They are as follows:

Chapter one would contain general introduction, background statement, problem statement,

research objective, research questions, significance of the study and scope of work.
Chapter two will comprise of the literature review and detailed study of theoretical framework.

Chapter three will look at the methodology which c0mpri§es of introduction of the methods,
research design, source of data used, and population, sampling techniques and data collection

technique and instruments.

Chapter four would cover the data analysis, discussions and findings that will come up at the

- end of the data collection discussions and conclusions.

Chapter five would be made of conclusions, summary, limitations, and recommendations for

the study, reference and questionnaire.
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CHAPTER TWO
LITERATURE REVIEW

2.1 INTRODUCTION

This chapter is in two broad parts. First, it dlscusses the theones that undermine the study in
order to explain the logic that informed the methodologlcal approach and expectation of the
study. Second, it appraises previous research by accredited scholars and researchers. A
literature review is a body of text that aims to review the critical points of current knowledge
on a particular topic. Its ultimate goal is to bring the reader up to date with current literature on

the topic and forms the basis for another goal, such as the justification for future research in

the area.

2.2 THEORETICAL FRAMEWORK

2.2.1 Four Models of Public Relations

The field of public relatlons has progressed far frono the research tradition which primarily
focused on production of messages, campaigns, and mass media effects on audiences (Bruning
& Ledingham, 2000; Ledingham & Bruning, 1998). In 1984, James Grunig and Todd Hunt
published the Four Models of Public Relations as part of their book Managing Public Relations,
which provided grounds for the re-conceptualization of public relations. The model describes
" the different forms of communication between an organisation and its stakeholders. These
theories are taught as normative models and they form the basis of much academic research,
hence they are believed to be the comnerstone of public relations. Since that time Grunig and a
team of scholars have proposed new models that have enriched our understanding of how

public relations is practiced. The first model is publicity or press agentry, the second is public
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_ relations information model, the third asymmetric persuasion, and the final one — the two-way
symmetrical model' — has become accepted as a formal definition of best practice for
communication in Western markets between an organisation and its audiences. The first three
models reflect a practice of public relations that attempts through persuasion to achieve the
organization’s goals. The fourth focuses on balancing self-interests and the interests of the

other group or public. The four models are fully explained below:

2.2.1.1 Press Agentry

Press agentry is the model where information moves one way—from the organization to its
publics. It is berhaps the oldest form of public relations and is synonymous with promotions
and publicity. Public relations practitioners operating under this model are always looking for
opportunities to get their organization’s name favourably mentioned in the media. They do not
conduct much research about their publics beyond “counting the house.” This model includes
propaganda tactics such as use of celebrity names and attention-gaining devices such as
giveaways, parades, and grand openings. Although press agents are not unethical, they don’t

desire to be ethical either. The louder the noise, the more attention-getting the story, whether

true or false, the better they are doing their jobs.

2.2.1.2 Public Information

Public information differs from press agentry because the intent is to inform rather than to press
for promotion and publicity, but the communication is still essentially one-way. Today this
| model represents public relations practices in government, educational institutions, non-profit
organizations, and even in some corporations. Practitioners operating under this model do very

little research about their audiences beyond testing the clarity of their messages. They are
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“journalists-in-residence,” who value accuracy but decide what information is best to

communicate to their publics.

2.2.1.3 Two-Way Asymmetrical Model

The two-way asymmetrical model considers public relations to be scientific persuasion. This
model employs social science research methods. to increa.s'e:the persuasiveness of messages.
Public relations practitioners use silrveys, interviews, and focus groups to measure public
relationships so the organization can design public relations programs that will gain the support
of key publics. Although feedback is built into the process, the organization is much more

interested in having the publics adjust to the organization than the reverse.

2.2.1.4 Two-Way Symmetrical Model

The two-way symmetrical model depicts a public relations orientation in which organizations
and their publics adjust to each other. It focuses on the use of social science research methods
to achieve mutual understanding and two—vwayvcommunication‘ rather than one-way persuasion.
In 2001 James E. Grunig created other names for the syinmétrical model: mixed motives,
collaborative advocacy, and cooperative antagonism. His intent was to present a model that
“balanced self-interests with the interest of others in a give-and-take process that can waver

between advocacy and collaboration.” Grunig argued that this model was the most ethical

because all groups were part of the resolution of problems.

This means that organizations that desire to establish an effective corporate communication

must adapt to its fullest terms the tenets of the Two-way symmetric model, since it is the only
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model that entreats efficient and mutual transfer of information both in and out of the

organization. This is the surest way of building employee confidence for the organization.

These four models help understand how public relations or corporate communications works
between and organization and its publics. For this study, the models will help determine which
of the models is being practiced at the Public Procurement Authority. By situating the practice
of corporate communications to anyk of "‘the ﬂmbdgls, oné -can - easily assess whether the

organization is on the right track or not.

Systems Theory

First identified in the 1940s, systems theory achieves insights into communication (Heath &
- Bryant, 2000). Especially influential on organizational communication, systems theory
explains how and wﬁy people form groups, each of which is a system as well as part of a larger
system. Its focus is on the whole system rather than on its parts, and how these parts interact to
affect the whole system. Infante, Rancer and Womack (1997) define a system as hierarchical
— aset of interdependent units working together to adapt to a changing environment. It can be
divided into smaller subsystems or incorporated with other ksyStems to create larger systems,
referred to as suprasystems or envirpnnients (Heath‘ & Bryént, 2060). A systems approach to
organizational communication expands the basic model of sender-receiver to feature
communication networks; this explains how systems adapt to their environments (Heath &

Bryant, 2000).

" As previously stated, PA is composed of three basic subsystems: internal information, media
and community relations. Although the military mainly uses each subsystem interdependently,
the entire system is much more than the sum of the contributions of each individual part. As

Infante, Rancer and Womack explain it, “every system is like a cake in the sense that if you
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take away or change one individual part, the entire system is affected” (1997, p. 91). The focus
* of organizational co_inmunication is on the whole system, rather than on parts of the system

(Katz & Kahn, 1996).

Communication systems, such as public affairs, are “open” systems — they interact with their
environments. Open systems “continually take in new information, transform that information
and give information back to the environment”. (Shockley-Zalabak, 1999, p. 43). By contrast,
“closed” systems are characterized by a la{ck of i(npu’t communication, making it difficult to
make good decisions and stay current with the needs of the environment (Shockley-Zalabak,
1999). Closed systems lean toward entropy, chaos or total disorganization (Infante, Rancer &
Womack, 1997). Applying the open systems approach to military PA requires a purposeful
sensing of the environment to anticipate and detect changes that affect the organization’s
| relationships with its publics (Cutlip, Center & Broom, 1985). Ultimately, the systems
approach should serve as the foundation for a more effective management practice. This

becomes the basis upon which our ideal model for PA interaction was created (Figure 1).

Development of Organizational Communication

“Communication serves as the basis for control and coordination in organizations; it also
provides information essential to effective completion of the organizational mission” (Poole,
1978, p. 493). But, what “exactly” is communication? In layman’s terms, communication is
the interchange of information between two or more persons. Farace, Monge and Russell
| (1977) define communication as the exchange of symbols that are commonly shared by the
individuals involved, and which evoke quite similar symbol-referent relationships in each
individual. Organizational communication goes a bit further. Organizational communication is

“both similar to and distinct from other types of communication” (Shockley-Zalabak, 1999, p.
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28). It is more than the daily interactions of individuals within organizations, it is the process

* through which organizations create and shape events (Shockley-Zalabak, 1999).

The study of organizational communication centers on processes of interaction means by which
people obtain information, form opinions, make decisions, merge into the organization, leave
the organization and create rapport with one another (Shockley-Zalabak, 1999). Through
communication, people coordinate their actions to achieve individual and organizational goals
(Shockley-Zalabak, 1999). Effective orgér:xizatidnall Comﬁimicatioh within the PA arena is
critical. The public’s perception of credibility and validity of any PA office depends largely on
the successful transmission of verbal and nonverbal messages and the sharing of information

at all links (subsystems) through the organization’s channels.

~ According to Huse and Bowditch (1973), an organization is effective and efficient when it has
the ability to be integrated and to consider three different perspectives simultaneously:
structural design, flow and human factors. Looking into this further, a literature review by
Campbell (1977) found that more than 30 different criteria were used for the measurement of
organizational effectiveness (Praeger, 1986). These measurement criteria ranged from specific
aspects of organizational effectiveness to.a global view. Campbell’s (1977) review also finds
some of the measurement criteria to bé i-ncons.is,tent, in that few étudies used multivariate

measures of effectiveness and the same criteria were rarely used across studies (Praeger, 1986).

Herein lies the basic theme of this paper, suggesting that public service organizations, in an
effort to gain greater efficiency, should attempt to both integrate and simultaneously consider
. its three subsystems (internal information, media and community relations) as well as best

practices in the civilian corporate PR arena, when approaching organizational issues.
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Cross-functionality

' Cross-functionality .‘is the idea that members from different departments of a unit or
organization form teams, bringing a variety of talents and resources to bear on the
accomplishment of the overall mission of the unit or organization (Proehl, 1997). This method
has proven positive results within AT&T and Hewlett Packard (Jayaram & Ahire, 1998). It
also has application to PA in two ways: 1) Cross-funcﬁonajity can be applied to the relationship
between PA and other organizatiohs withinf‘a éorﬁ‘r'nalnd; and 2)iit. can be applied within the PA

organization itself — this is the idea-behind the three-pronged approach.

Cross-functional teams consist of people who serve in different departments or perform
different functions within the organization (Wellins, et al., 1994). Some companies establish
permanent and temporary cross-functional teams. The permanent teams work on issues
companies face on aroutine basis, while temporary teams are formed to handle special projects
such as implementing new procedures, reorganizing procedures and processes, or solving

unexpected problems.

By their nature, cross-functional teams offer members opportunities to receive training and
experience outside their areas of expertise in order to meet the goals of th¢ team (Wellins, et
al., 1994). This has several benefits ‘incl'uding team ﬂex‘ibil'ity,' ‘understanding among the
functional areas of how the others work, and an increased sense of ownership and pride among

team members,
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" Applications for Public Affairs

Previous studies suggest the idea that marketing is here to stay and that successful companies
must integrate marketing departments into their strategic planning or suffer for it in their profit
margins (Shipley, 1994). The difficulty is successfully integrating marketing, or in the public
service’s case public affairs, into a strategic operational role after having been a support
function for so long. Many peéplé within 6rganizaﬁons hé:vé preconceived notions about the
value of marketing or PA, and based on outdated ideas that do not consider the important role
they play in the overa]i mission accomplishment; resist their inclusion into the upper echelons.
Shipley (Al 994) suggests a number of ways to combat this: 1) It is essential that the role of PA
be thoroughly understood and communicated to all levels by the commander. 2) CEO’s should
. ensure their PA officers are “politically shrewd, experienced, tough and able” (Shipley, 1994,
P- 20). 3) Training should be offered to all department heads and essential personnel with the
goal of altering false perceptions. 4) CEQ’s should build internal motivation within their outfit.
PA practitioners need to understand that achieving a shift in mindset like this is extremely
difficult. With that in mind, practitioners need to do all fhey‘can to fit in. Some suggestions
include “building a professional irhage for [public éffairs]; ensure frequent communication and
personal interaction with other departments; do not laud the importance of [public affairs];
Tecognize the equal importance of other [departments]; acknowledge their viewpoints,
strengths and constraints; build allies and tight relationships; be tactful, amicable and
harmonious; go to “war” as a last resort; involve top management in disputes as a last option;
* be unselfish about the ‘ownership’ of good ideas; use finance and other resources wisely; and

always stress the commonsense view” (Shipley, 1994, p. 20).
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Cross-Functionality Applications for Public Affairs at the Office Level

- Many of the theories used in developing cross-functional teams find their origins in small group
organizational coMmicaﬁon theories. A model that has utility for cross-functional
application in PA, both at the organizational and departmental levels, is discussed by Tjosvold
(1991). He discusses D.L. Gladstein’s 1984 model (Figure 3) for group behaviour within an

organization (Tjosvold, 1991, p. 61).

In this model there are two inputs: The éompositibﬁ a_n'd structure of the group and the resources
and structure of the organization. The inputs wofk together forming the group process. The
process interacts with the task to determine the group’s effectiveness. Using those inputs, the
group develops a process to work together, and then applies that process to whatever tasking

comes down the road. The nature of the tasking and its interaction with the group’s processes

Figure3 determines- the effectiveness of the group’s output. Gladstein’s Model of Group
Behavior explains how the PA three-pronged approach can be more effective. Figure 1, The
Walton, et al. Planning Model, draws upon Gladstein’s model to illustrate how PA and cross-

functionality work together.
Public Relations Theory

Public relations is the attempt by information, pérsuasion and adjustment to engineer public
Support for an activity, cause, movement or institution (Bernays, 1955). The field borrows
theories of communication from the social science disciplines; however, there is no one theory
that is PR The field also lacks a sense of identity, failing to define its purpose, scope and
" dimension (Leeper & Leeper, 2001). There appears to be a widely held definition that PR is
“the manipulation of public behavior for the benefit of the manipulated publics as well as the

sponsoring organizations” (Grunig, 1989, p. 18 - 19). Grunig’s (1989) research explains PR
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using four models. Grunig calls them “press agentry/publicity,” “public information,” “two-
way asymmetrical” and “two-way symmetrical” (Grunig, 1989, p. 29). According to Grunig
(1989), the four models are representative of the goals, values and behaviors held or used by

an organization when practicing PR.

Grunig’s (1989) press agentry/publicity model is descriptive of the propaganda feel of PR,
seeking media attention inb almost any way possible. The basis of this approach is the amount
of ‘mass media coverage determines the reflative_,importance of the topics (Cutlip, Center &
Broom, 1994). Grunig suggeéts those who practice the préés agénfry modél fully intend to
persuade or manipulate publics (Grl;nig, 1989). Grunig’s public information model is similar
to the press agentry/publicity model. Practitioners of this model provide generally accurate
information, | but usually do not volunteer negative information. Both the press
_ agentry/publicity and public information models are one-way they give information about the
organization to the identified publics but do not actively seek information in return from the

publics through research or informal means (Grunig, 1989).

Grunig’s twd-way asymmetrical and two-way symmetrical models are more sophisticated, they
include the element of research; however, only one of these models holds real promise toward
attitudinal change. The two—way asymmetrical model uses research to identify messages most
likely to produce support of the publics‘ without having~ | to change the behaviors of the
Organization. Practitioners of the public information model change public behaviors and

opinions, even though that may not be their intent (Grunig, 1989).

The fourth model defined by Grunig is the two-way symmetrical model. This model has effects
 that benefit both thg organization and the public. Organizations practicing this model employ
bargaining, negotiating and strategies of conflict resolution to bring changes in both the

organization and the public (Grunig, 1989). This model has one presupposition;
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communication leads to understanding among people and organizations (Grunig, 1989).
Grunig’s research and formulation of these four models serve as a map of the major stages of
- development in the PR field, providing clarification and serving as a basis for a classification
system (Neff, 1989). Organizations practice several of the models together, with the press
agentry model being the most popular (Grunig, 1989). Grunig’s (1989) research suggests the

two-way asymmetrical model is most popular in corporations.

The function of PR practitioners is to help an organi;ation adjust and adapt to their
environments by monitoring public opinioﬁ, social chang‘e"é.nd culﬁual sﬁifts (Cutlip, et. al,,
1994). How an organization accom.plishes these tasks in an effective manner is subjective.
Bernays, (1955) suggests that to carry out PR effectively, one must follow this process: 1)
define your objectives, 2) research your publics, 3) modify the objectives, 4) decide upon a
| strategy, 5) set up a theme, 6) establish an effective organization, 7) chart a tactical plan and 8)
carry out the tactics. PR is a part of any organization’s problem-solving function, practitioners
with this view use social scientific theory and the best available evidence in a four-step problem
solving process (Cutlip, et. al., 1994). This process is similar to Bernays’ work with the obvious
difference being some of Bernays® steps are integrated to shorten the process. The four-step
process involves: 1). Situational analysis — what is happening now? 2) Strategy — what
should we do, say and why? 3) hnﬁlemeﬁtéﬁon —— how an‘djWhen do we say it? 4) Assessment
— how did we do (Cutlip, et. al., 1994)? Each step of the model is as important as the other
steps, with the process being continuous, overlapping and cyclical (Cutlip, et. al., 1994). To
get the most out of any PR effort it is necessary to have a master plan. Just having a plan doesn’t
necessarily guarantee success, but it allows the practitioner to focus and determine the ultimate
success or failure of the communication effort (Ginsburg, 1955). The ramifications to military
PA is twofold, first; Grunig’s models provide an assessment for military practitioners to

determine how their respective programs currently fit in the arena of strategic planning within
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their military services. As Grunig suggests, most organizations combine all four models

making it difficult to determine PA effectiveness.

Second, research introduced by Bernays advances elements from the social sciences into the
practice of public relations. Bernays’ contributions are significant in that the element of
identifying and measuring public opinion is a critical first step before embarking on an effort
to change or modify those opinions. This idea continues today through the use of Cutlip, et al’s

four-step public relations planning tool.

Rationale and Hypotheses

The bottom line in the great proactive vs. reactive debate is that to a certain degree, PA will
always be reactive. “While PA must continue to react to the requests and situations that pop up
unexpectédly, it also must take the initiative to create strategic and tactical plans that allow it
 to put the right information in the hands of the right audiences at the right time” (AFI 35-101,
p.49). There is simpiy no way of anticipating the who, what, when, where and whys of the next
crisis. But, rather than not planning at all and waiting for the next situation, there are areas
where PA practitioners can benefit from thorough prior planning. This rationale — prior
planning will assist PA in effectively solving issues — and the use of theoretical perspectives
offered by systems theory, organizational cohrnnuni'cation,i cféfss{unctionality and identified
PR “best practices,” is what led the research team on the qﬁest to develop a unified model for

strategic and tactical planning.

For this study, the models and theories will help determine which of the models is being
practiced at the Public Procurement Authority. By situating the practice of corporate

communications to any of the models, one can easily assess whether the organization is on the

right track or not.
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2.3 LITERATURE REVIEW

Corporate communication "offers a framework for the effective coordination of all internal and
- external communication with the overall purpose of establishing and maintaining favourable
reputations with stal;eholder groups upon which the organization is dependent” (Cornelissen,
2008, p. 5). As such, corporate communication is both a means to securing reputation and an
organizationél function. Several researches have been conducted due to its importance to the

growth of organizations on corporate communication.

Sewestianiuk (2013) conducted a study on‘organiZationaJ iﬁterna] coﬁmmicaﬁon at Ericsson
Goteborg with the ultimate goal of exploring how communication strategies were managed in
the organization under study. According to the researcher, internal communication in a global
company can be seen as a challenge in the organizational environment. Therefore,
. communicational objectives such as message efficiency, creating learning networks and
sharing knowledge represent guidelines for any strategy that looks at developing a modem

distribution of information.

This research investigated the richness of different internal communication channels in
relationship with the processing of an efficient communication strategy at Ericsson Goteborg,
The theoretical approach tried to define concepts such as: internal communication, strategic
communication, internal communi‘cation channels and the use of social media in an
organizational environment. The main findings supported the choice of a rich communication
medium, whi.ch validated the media richness theory and the hypothesis that employees have a
. natural affinity for face-to-face-communication. The social aspect of communication was also
taken into account with the introduction of social media as a possible internal communication

channel.
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Also, Holm (2012) conducted a study on the role of internal and external communication, with
. Bank Citadele as the organization of study. The study was conceived with the notion that in
order to be perceivéd as good company it is not just enough to have a good reputation and
results. It is also very important to create a good working environment for employees and
possess knoWledge In attracting new customers. It is very important that company knows its
internal and external environment. These two things are crucial for company's long---term
success and much related to each other. The study aimed at finding out how could
communication processes be organizéd making thelﬁ morie.z“eﬁ'ec'tive. In order to be able to
answer this question a sample of three branch managers with different working experience in

Bank Citadele were selected for taking part in a qualitative study.

~ There were conducted focused interviews which revealed that all branch managers considered
communication being a very important issue internally, as well as exterally for the company.
All the interviewees admitted that the bank is engaging in the communication processes very
actively, although the ones, who have been working at the bank for a longer period of time,

could identify some problems such as excess of information and lack of information passed to

employees in branches,

Hayase (2009) undertook a reseai'ch into internal communication in organizations and
employee engagement. The researcher argued that employee engagement is a fairly new
phenomenon that continues to gather the attention of and implementation into organizations.
| Taking this into account this study sought to find whether there is a relationship between
internal communication and employee engagement. Results indicated that there is a positive

relationship between factors of internal communication and factors of employee engagement.
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The current research found that internal communication is linked to commitment, discretionary
effort, and meaningful work; all factors of engagement. In addition, results also indicated that
- communication channel satisfaction and channel combinations were linked to employee

engagement.

Sapho (2011) also recognized the importance of corporate communications on intemnal
communication and employee relations. The aim of the study was to investigate the role of
communication in organizational success. The study sampled managers from some identifiable
organizations and sampled their opinibné én corporéte cOiﬁfnﬁriiCéﬁdns and its relevance to

organizations.

The ﬁndings', shows that the Managers spend the majority of their time communicating in

several forms: meeting, face-to—face discussion, letters, emails etc. Also more and more
employees realize that communication is a very important part of their work because a lot of
work activities are based on teamwork among workers in different functional groups. Also, the
study findings also suggested that among the various roles comm8unication play, the sampled
managers said the most important role of organizational communications in companies is
relationship building. They explained that relationship building provides strong basis in case
of crisis management and help in facing thé char'lbges, n ﬂ1éjorganizaﬁon. This raised moral of
employees and make contribution to strategic goals of the organization. The author concluded

that effective communication is very important for the creation of a successful company.

Moreover, Lan-Ni (2006) undertook a study on the value of public relations in employee
relations in the organization. The purpose of this study was to explore the value of public

relations in strategy implementation as demonstrated through the cultivation of employee-
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organization relationships in the context of globalization strategies and cultural influences. The
key theoretical constructs included organization-public relationships, organizational strategies,

resources, and strategy implementation.

The researcher conducted 69 qualitative interviews with managers and employees in companies
in China. Among them, 60 participants came from 14 case organizations (11 multinational
companies, 2 mainland companies, and 1 Taiwanese company) and included 17 public relations
managers, 10 strategy managers, and 33 employees. The 11 mulﬁnaﬁonal companies followed
different globalization strategies, 3 with hiéh gldbal ihtégféﬁon and low local responsiveness,
5 with high global integration and mgh local responsiveness, and 3 with low global integration

and high local responsiveness. Another 9 interviewees from separate organizations provided

supplemental information.

The findings suggested that relationships were recognized as a resource that could contribute
to competitive advantage. Both public relations managers and strategy managers recognized
that characteristics of relationships overlapped with those of organizational resources. They
also acknowledged the contribution of relationships to the implementation of strategies.
Consistent with the concept of fit in the literature, participants pointed out the strategic use of

relationships that corresponded to organiza»ﬁonall strategieé._-,

Lee (2010) undertook a research to determine between face-to-face and computer-mediated
communication the one employees preferred. The study found that although the computer-
mediated communication channels such as e-mails and social media were mostly used in the

organization he studied, the respondents preferred face-to-face communication.
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Johan and Noor (2013) conducted a study to explore the role of Corporate Communication in
building Qrgainization’s corporate reputation. According to the author, the motivation for the
study stems from the fact that corporate reputation is one of the essential intangible assets for
| many companies. Citing Weiwei (2007), Johan and Noor (2013) argued that businesses that
lack of this important asset may face the difficulties where operational income is less than
operational cost; business losing customers may confront the problem of a profit decline. This
research aims to describe the relationship between corporate communication and corporate

reputation, and their impact on the companies™ success.

A self-structured survey questionnaire, which contained a series of questions on demographic
questions, advertising, public relation, corporate social responsibility and the corporate
reputation, was used in the study. The study found out that most of the respondents believe
there is a positive correlation between corporate communications and corporate reputation.
* This finding is linkgd with several other studies that have shown that improving corporate

reputation results in better corporate communication for companies.

Horomia (2007) conducted a study to investigate the internal communication of financial
insﬁtutions in New Zealand. The study sought to gain understanding into how management of
the organizations that were studies 'manag'ed in’temai cotn_mnnication, the channels utilised
within organizations for internal communication and whether measurement of the internal
Communication was evident. Semi-structured interview guide was constructed top gather data
from management members and representatives of the organizations. Horomia (2007) found

intranet and emails as the most predominant channels, while face-to-face communication was

" an often underutilised channel.
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Asif and Sargeant (2000) found in their study that horizontal model of communication is the
preferred mode of communication by employees, instead of the top-down flow. The study was
undertakén in The United Kingdom, with two major banks as the cases of study. The findings
* suggested that majérity of participants viewed internal communication as an information
sharing tool and did not consider it as part of a relationship building endeavour. Asif and
Sargeant (2000) consider the latter an area of potential focus, as stronger relationships
throughout the organisation could enhance team spirit and organisational identity. The results
of Asif and Sargeant (2000) emphasized the need for mofe horizontal communication as well
as the creation of a stronger organisational ideﬁtity and teamspmt (cited in Horomia, 2007,

p.25).

Cutlip, Center and Broom (2000) also make the point that effective deployment of
communication internally can lead to the development and sustenance of good relationship and
" proper employee bonding. According to them, this is crucial to the success of the organization,
hence organizationsl must constantly keep their employees informed. “The goal of employee
communication is to establish and maintain mutually beneficial relationships between an
organisation and the employees on whom its success or failure depends” (Cutlip, Center &
Broom p.289).

Fihally, Hargie, Tourish and Wilson (2002), through a survey of PR practitioners in the United
States, found out that employees with higher levels of traiﬁing in communication skills and
education generally were more satisfied with the level of information flow than the less

educated ones.
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CHAPTER THREE
METHODOLOGY

3.0 INTRODUCTION

The main purpose of this chapter is to explain the research methodology and procedure used in
collecting data for the study. The chapter begins with the philosophical foundation of the
reéearch, evaluating the research methbds seiected,: and cdptihues by .idenﬁfying the reasons
for adopting the selected methods. The chapter then presénts ﬁe research procedure and the

overall research design.

3.1 RESEARCH APPROACH

There are three major designs for conducting research or gathering data-quantitative,
qualitative and mixed methods designs. Quantitative design is one in which the investigator
primarily uses positivist claims for developing knowledge (i.e., cause and effect thinking,
reduction to specific variables and hypotheses and 4questions, use of instrument and
observation, and the test of theories), employihg 'strategiesv of inquiry such as experiments and
Surveys and collecting data on predetermined insﬁmhents that yield statistical data (Creswell,
2003). Qualitative research on the other hand is multi method in focus, involving an
interpretive, naturalistic approach to its subject matter. This means that qualitative researchers
study things in their natural settings, and attempt to make sense of, or interpret, phenomena in

+ terms of the meanings people bring to them (Newman & Benz, 1998).
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This research employed the quantitative method to examine corporate communications in

Ghana, with the Public Procurement Authority as case study. The type of research method used

was survey. A survey is any activity that collects information in an organized and methodical

. manner about characteristics of interest from some or all units of a population using well-

defined concepts, methods and procedures, and compiles such information into a useful

summary form (Wimmer & Dominick, 2011).

Surveys have numerous advantages and they influenced the selection of this method. Wimmer

and Dominick (2011) outlined the advantages as: -

L.

2.

Surveys can be used to investigate problems in revalvi}stic Seﬁingé.

The cost of surveys is reasonable when one considers the amount of information
gathered. Researchers also can control expenses by selecting from five major types of
survegrs: mail, telephone, personal interview, group administration, and the Internet.

A large amount of data can be collected with relative ease from a variety of people.
Surveys allow researchers to examine many variables (demographic and lifestyle
information, attitudes, motives, intentions, and so on) and to use a variety of statistics
to analyze the data.

Surveys are not constrained by geographic boundaries; they can be conducted almost
anywhere.

Data helpful to survey research alreédy exist. Data"archives, government documents,
census materials, radio and t.elevision rating books, and voter registration lists can be
used as primary sources (main sources of data) or as secondary sources (supportive

data) of information (Wimmer and Dominick, 2011, p. 185-186).
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3.2 POPULATION

Polit andeung]er (1999:37) refer to the population as an aggregate or totality of all the objects,
- subjects or members that conform to a set of specifications. The population for this study is all
internal stakeholders. of the Public Procurement Authority in Accra, Kumasi and Takoradi shall
constitute the target population for the researcher. They are 200 in all. The reason for selecting
the internal publics is trigged by my association with PPA employees and their accessibility in

terms of their geographical location for the researcher to conveniently reach out to them to

elicit response from them.

3.3 SAMPLE

Since the researcher cannot study the entire population, it is imperative to select an aspect of
* the population to study. A sample is derived from the population. In other words, the sample is
a subset of the popt;lation and it involves the actual participants or respondents in the study.
For the purposes of this study, the sample is made up of employees from all departments in the
organization and each sample would be chosen depending on the size or number of staff within

each directorate, department or unit so that it will be représentative enough.

3.4 SAMPLING TECHNIQUE

There are two general approaches to sampling; probability and non-probability sampling.
Under probability sampling all elements in the population have a chance (greater than zero) of
being included in the sample, and the mathematical probability that any one of them will be

_ selected can be calculated (Wimmer and Dominick, 2011). Non-probability sampling on the
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other hand refers to any sampling method where some elements of the population have no

chance of selection or where the probability of selection cannot be accurately determined.

Since the researcher cannot study the entire population, it is imperative to select an aspect of
. the population to study. A sample is derived from the population. In other words, the sample is
a subset of the popﬁlation and it involves the actual participants or respondents in the study.
For the purposes of this study, the sample of the study was 50, made up of employees from all

directorates, departments and units in the organization.

For this study, probability sampling was used and undef this the stratified sampling method
wﬁs used. Under this téchniqu_e, all the res‘poh.c.ie‘rifs».a.r:é put i‘p’to. strata apd a-specific number of
participants are subsequently drawn. from each stfatﬁm. In the case of this study, the stratum
represents each department in the authority. This means out of every department, a specific
number of respondents was selected to partake in the study. This is because it gave all subsets
of the sarhplé frame equal probabilities of selection. Questionnaires were distributed for them

* to fill in with responses. The Directorates, Departments and Units considered were:

i.  Benchmarking Monitoring and Evaluation Directorate (13)
ii.  Policy & Strategy Directorate (5)
lii.  Legal Directorate(3)
Iv.  Management Information Systems Directorate (5)
v.  Capacity Development Difectorate (6) |
vi.  Finance Department (4)
vii.  Audit Unit (2)

viii.  Public Affairs (4)

ix.  Human Resource , Administration Department and Procurement Unit (8)
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3.5 Types and Source of Data

This study shall make use of primary and secondary data. The primary data shall compose of
data collected from the respondents in the field with the use of a self- developed structured
. questionnaires. The secondary data will come from other publications such as books, journals,
magazines, newspapers, annual reports, audio and visual materials etc. This will give the

researcher an over view of what already existed and what is expected based on the research

objective of the study.

3.6 Data Capture Instruments

A well-defined questionnaire that ’is ﬁée’d éffe’ctively"caﬁ ‘gather ihfbﬂnatibri on both overall
performance of the test system as vs;ell as information on specific components of the system.
Close-ended and open-ended questions (are) were carefully prepared and specially numbered.

The questions (are) were arranged in proper order, in accordance with the relevance of this was
to make interpretation a lot easier.

The questionnaire was self-administered. It helped to explain to respondents the essence of
the research and to assure them that it was purely for academic purpose. Respondents were

assured that all information provided by them would be confidential and not used for any

other purpose except that which was stated and also assured the respondents of anonymity.
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Questionnaires were mainly adopted for this study because:

1. It enables the respondents fill them at their own convenience and in a relaxed manner
wheré relevant information could be checked before data was provided. Hence, giving
more accurate answers to questions.

2. The respondéents might be confident due to anonymity assured them and thus, feel free
to express views they fear may be disapproved of.

3. TItis an efficient way to collect statistically quantifiable information.

3.7 Data Presentation and An,alys’isb ) o

Analysis for the study based is on the data | gatherea ﬁotﬁ | resbondents and official
documentation collected from the organization under study. The mode of analysis is tabulated
to make it simple for anyone to analyse and converted into percentages to make it more
meaningful for interpretation and then presented through diagrams and tables. The data
. tabulated according to the response from the questionnaire administered. This enhanced the
understanding of the findings and makes it more relevant. Moreover, Analysis of the data is

done by the use of SPSS and other editing software such as ‘Grammly” to avoid mistakes and

errors from the findings.
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.CHAPTER FOUR

FINDINGS AND ANALYSIS

4.0 Introduction

. In this chapter, the raw data collected from the responses of the sample size is collated and
analyzed. The data‘collation software ‘SPSS’ was used to analyze the data obtained from
respondents and the findings have been depicted using frequency tables, pie charts and bar
graphs to make them very easy to understand. These findings were obtained after an analysis
of the 50 questionnaires which were distributed and retrieved. It captures respondents’ views

on issues pertaining to the research objectives and the research questions.

4.1 Age of Respondents
Frequency Percent
18-30 ‘ 26 52.0
31-40 17 34.0
41-50 | 3 6.0
ABOVE 50 4 8.0
Totl 50 100.0

Table 1: Age Distribution of Respondents

Table 1 shows the ages of the respoqdents who partook in the study. More than half (52%) are
within the youthful age bracket of 18 years to 30 years. A little above one-third (34%) of the

respondents are between 30 years and 40 years of age while the remaining 14% are above 40

years.
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4.2 Sex of Respondents

Frequency Percent
MALE 21 42.0
FEMALE 29 58.0
Total | 50 100.0

Table 2: Sex of Respondents

Almost three-fifth of the respondents are female while the remaining 42% of them are male.

4.3 Educational Level of Respondents

Frequency Percent
DIPLOMA 4 8.0
HND 11 22.0
FIRST DEGREE 20 40.0
MASTER'S DEGREE 15 30.0
Total 50 100.0

Table 3: Education of Respondents

From table 3, majority (40%) of the sampled employees hold first degree or bachelor’s degree,

followed by master’s degree (30%). 30% of the respondents hold Diploma (8%) and HND

certificates (22%).
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4.4 Departments of Respondents

The respondents came from the Directorates, Departments and Units within the headquarters

as well as the zonal offices in Kumasi and Takoradi of the Public Procurement Authority.

. Respondents were sampled from all the Ten Directorates, Units and Departments at PPA. They

are Finance Department, Audit Unit, Public Affairs, Procurement Unit, MIS Directorate,

Benchmarking, Monitoring and Evaluation, Policy and Strategy Directorate, Legal Directorate,

CEOQ’s Secretariat and Human Resource and Administration Department.

4.5 Communication Channe_ls‘inSed atPPA

Responses Percent of
Channels N Percent Cases
[CHANNELS TEXT
171 15.2% 34.0%}
. J[USED MESSAGING
.MEMO 36| 32.1% 72.0%]
INTRANET 26 232% 52.0%
E-MAIL 200 17.9% 40.0%]
SOCIAL MEDLA .8 7 1% 16.0%
OTHER s asd 1009
Total 112] 100.0%, 224.0%|

Table 4: Channels of Communication used at PPA
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Fig 1: Communication Channels Employed at PPA

OTHER
5%

SOCIAL MEDIA
7% ;

From table 4 and figure 1, memo is the most popular form or channel of communication
with almost one-third of the respondents selecting it. 23%, 18% and 15% of the respondents
choose intranet, e-mail and text messaging respectively. Social media was made up of less
than 10% of the respondents while other channels such as notice board and interpersonal

communication were picked by 5% of the respondents.
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4.6 Most Frequently used Communication Channel

Responses Percent of

Channels N Percent Cases

MOST FREQUENTLY TEXT
A 7.0% 8.2%

USED CHANNEL MESSAGING

MEMO 40| 70.2% 81.6%

INTRANET 9 15.8% 18.4%

E-MAIL 3 5.3% 6.1%

OTHER 1 1.8% 2.0%]|
Total 57 100.0% 116.3%

Table 5: Frequently Used Channel of Communication at PPA

Fig 2: Frequently used communication channel
OTHERJEXT MESSAGING
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An overwhelming .majority': (70%) of fthe respondents flsai‘cvi 'mémo is the most popular
communication channel while intranet is the second most frequently-used channel, with a
little above 15% of the respondents. The rest of the respondents chose text messaging (7%),
e-mail (5%) and other form of communication channels (2%) as the most frequently used

communication channels.

4,7 Preferred Communication Channel

Responses Percent of
. N - Percen_t‘v Cases
PREFERRED = —r—
. 14 17.5% 28.0%
|[COMMUNICATION MESSAGING
CHANNEL MEMO 21| 262% 42.0%)
INTRANET 16| 20.0% 32.0%
E-MAIL 201 25.0% 40.0%|
SOCIAL MEDIA 9 11.2% 18.0%r
Total v 80| 100.0% 160.0%

Table 6: Preferred Communication Channel of Respondents
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From the graph and the table above, memo was picked by 26% of the respondents chose

memo. E-mail followed closely with approximately a quarter of the respondents. Intranet

is the third most preferred communication channel with one-fifth of the respondents

choosing. Text messaging and social media were also among the least preferred

communication channel.

4.8 Form of Communication

Form Frequency Percent
WRITTEN COMMUNICATION (MEMO, LETTER, |24 48
CIRCULAR)

INTERPERSONAL COMMUNICATION (FACE TO FACE) | 5 10
GROUP COMMUNICATION (STAFF DURBARS, |7 14
DEPARTMENTAL MEETING)

ELECTRONIC COMMUNICATION (E-MAIL, SOCIAL | 14 28
MEDIA, SMS, INTRANET)

Total 50 100
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Table 7: The form of communicaﬁon yth‘at is mbsﬂy praéticed Aa.t PPA

Almost half of the respondents noted that the written form of communication, which is
made up of memo, letters and circulars, are the most common form of communication at
the organization. Almost 30% of the respondents chose the electronic means of
communication while group communication such as durbars and departmental meetings is
mostly used wh.ereas interpersonal communication was seen as the least used form of

communication.

4.9 Frequency of Information Flow

Days ' FfeQuénCQ‘ T Péréent ]
DAILY T 48.0
TWICE A WEEK 8 16.0
WEEKLY g 16.0
MONTHLY 1 2.0
OCCASIONALLY 9 18.0
Total 50 100.0

Table 7: Frequency at which Information was delivered

Néarly half of the respondents (48%) of the:reépon'det_itS- said _théyre(;‘eive information from the
organization everyday. 16% of the }'espbndents a]éd ksaid they gef infbrmation twice a week
while another 16% of the respondents also mentioned that they get their information weekly.
Only 2% of the respondents said information is flowed once a month while nearly one-fifth of

the respondents indicated that they get information from PPA occasionally.

50



4.9 Respondents’ Satisfaction with the frequency of Information Flow

Frequency Percent
YES 21 42.0
NO 11 22.0
CAN BE BETTER 18 36.0
Total 50 100.0

Table 8: Respondents’ Satisfaction with the flow of information at PPA

ARE YOU SATISIFIED WITH THE FREQUENCY OF INFORMATION FLOW?

25+

207

Frequency
3

-
(=}
1

I
YES

1
NO

1
CAN BE BETTER

ARE YOU SATISIFIED WITH THE FREQUENCY OF INFORMATION FLOW?

Fig 4: Respondents’ Satisfaction with the Frequency of Information Flow
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Table 8 and figure 4 show that more th_an two out of five respondents expressed that they are

satisfied with the frequency at which information flows in"tﬁe‘Organiz'ation. However, nearly

three out five respondents were either unsatisfied (22%) or believes the situation can better or

there is more room for improvement (36%).

4.10 Kind of Information Churned out by the PR Unit

Responses Percent of
N | Percent Cases
KIND OF " STAFFPROMOTION | - 37 294%|  74.0%)
INFORMATION ~ RESIGNATION 16| 12.7% 32.0%)
SANCTION ON
15 11.9% 3 0.0%F
EMPLOYEES
STAFF ANNUAL
19 15.1% 38.0%
LEAVE
NEW
20 15.9% 40.0%]
RECRUITMENTS
STAFF MEMBER'S
DEATH, FUNERAL, ; 13]  10.3% 26.0%}
WEDDING
OTHER 6 4.8% 12.0%l]
Total 126] 100.0% 252.0%)]

Table 9: The Kind of information Circulated at PPA
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Fig 5: The kind of information that is circulated to Employees
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From table 9 and figure 5, information concerning staff promotion and recognition is the most

widely circulated, with a little below 30% of the respondents choosing it. Nearly 16% of the

respondents identified information on new recruitments and new employees as one of the issues

that is circulated by the organization to its employees. Staff annual leave was also chosen by

15% of the respondents while information on employee resignation was a little above 10%

(12.7%). News of the death, funeral, wedding and naming ceremonies of staff member and/or

their family members m

management, were chosen by only less than 5% of the respondents.

ade up 10.3% of the responses. Other issues, mainly decisions by
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4.11 Respondents’ Knowledge about the Department That Handles Communication at

PPA
Frequency Percent

HR/ADMINISTRATION 4 8.0
MIS UNIT AND PUBLIC AFFAIRS 3 6.0
PUBLIC AFFAIRS 33 66.0
PUBLIC AFFAIRS AND 10 20.0
HR/ADMINISTRATION

Total 50 100.0

Table 10: Respondents' Knowledge about who is in charge of communication

Two-third of the respondents chose the Public Affairs Department as the Department that

handles communication, both interally and externally. One out of five respondents believes

communication is handled by both the Public Affairs Department and the Human Resource and

Administration Unit of PPA. Below 10% (8%) indicated that only the Human Resource and

. Administration Directorate is in charge of communication and its related activities, while 6%

revealed that the Management Information System Unit and The Public Affairs Department

combine to play the communication functions of the organization.
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4.12 Respondents’ Impression about the roles and Functions of the PR Department

DR o ':..' 3 ‘: - Frequency Percent

CREATING AND MAINTAINING ORGANIZATIONAL 9 18.0
IMAGE

EMPLOYEE RELATIONS 2 40
PROTOCOL AND EVENT MANAGEMENT 71 14.0
EXTERNAL RELATIONS 10 20.0
INTERNAL COMMUNICATION 9 18.0
MEDIA RELATIONS g 16.0
OTHER 5 10.0
Total 50 100.0

Table 11: Impression of Respondents on the role of the PR department at PPA

One-fifth of the respondents said that they know the Public Affairs Department at PPA to be

~ playing the role of serving as the link between the organization and the general public. This

. role is known as external relations. Nearly one-fifth (18%) also indicated that they know the

Public Affairs Depértment to be playing the function of ensuring there is effective internal

communication in the organization, whereas 16% of the respondents believe that the PR

Department serve as the interface between the organization and the media. Additionally, nearly
20% of the respondents noted that the Public Affairs Department plays the function of creating
and maintaining the image of the public procurement authority. 14% also indicated that they

know the PR department to be playing protocol and event management functions. 10% of the

respondents said the PR Department plays other functions.
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4.13 Respondents’ Satisfaction with the Performance of the PR functions by the Public

Affairs Department
Frequency Percent
VERY SATISFIED 13 26.0
SATISFIED 25 50.0
NOT SATISFIED 12 240
Total ' 50 100.0

Table 12: Level of Employee Satisfaction with the Performance of PR Functions

This question sought to establish the degree of _empleee satis_faction with the performance of

the Public Affairs Department in terms of delivering its mandate. From table 12, half of the

respondents (50%) said they are satisfied with the roles and functions being undertaken by the

public affairs department of PPA while more than a quarter (26%) of the respondents said they

are very satisfied with the performance of the Public Affairs Department. A little below a

quarter (24%) of the respondents said they were not satisfied with performance of the Public

* Affairs Department.
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4.14 Corporate Communication Functions by the Public Affairs

Responses Percent of
N Percent Cases
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4.14 Corporate CommunicationFul_lcﬁbns by the Public Affairs‘ .

~ Responses

| Percent of
N Percent Cases
PR POLICY
FUNCTIONS DEVELOPMENT
AND BUILDING 200 17.4% 40.0%
COMPANY
CULTURE
EMPLOYEE
21 18.3% 42.0%
RELATIONS
. 19] 16.5% 38.0%|
COMMUNICATION
CREATING AND
MAINTAINING
22 19.1% 44.0%)|
ORGANIZATIONAL
IMAGE
COUNSELLING 8 7.0% 16.0%
MEDIA RELATIONS 18] 15.7% 36.0%
CUSTOMER
7 6.1% 14.0%L
RELATIONS ' '
Total 115] 100.0% 230.0%F
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Table 13: Corporate Comhzunication Functions Performed by the Public Affairs Department

Almost two out of five (19.1%) respondents chose creafion and maintenance of corporate

image as the major function that the Public Affairs Department performs in the organization.

A little more than one-third of the respondents said the department plays employee relations

(18.3%) and internal communication (16.5%) roles as part of their corporate communication

functions. Policy development and building culture was also identified by 17.4% of the

respondents as one of the functions played by the public affairs department. Also, media

relations and customer relations functions were identified by more than 20% of the

respondents.

4.15 Employees’ Involvement in Decision Making

Frequency Percent
YES 24 48.0
NO 13 26.0
DON'T KNOW 13 26.0
Total 50 100.0

Table 14: Involvement of Employees in Decision Making
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fig 6: Involvement of Employees in Decision Making

Almost half of the respondents said their inputs are sought when decisions are being taken in
the organization while more than a quarter said their opinions are not considered. However,
same percentage of respondents that said they were not engaged during decision making also

expressed that they do not know whether employees are contacted or not.

4.16 Employees’ Satisfaction with the Flow of Information

Frequency Percent
YES 30 60.0
NO 20 40.0
Total 50 100.0

Table 15: Employees’ level of satisfaction with the flow of information

While 60% of the respondents are comfortable with the flow of information in the organization,

40% said they are not.
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4.17 Explanation for Employees’ Satisfaction with Information Flow

_ S Frequency Percent

CANDO BETTER IN TERMS OF INFORMATION |~ 4| 8.0
DELIVERY

FREQUENT AND PROMPT DELIVERY OF 15 30.0
INFORMATION

FREQUENT EMPLOYEE INTERACTION 3 6.0
INFORMATION IS SCANTY 5 10.0
OTHER 11 220
POOR, UNTIMELY DELIVERY OF 12 24.0
INFORMATION

Total - 50 100.0

Table 16: Explanation for Ethployees ' Sati.@‘action wﬁh the‘ﬂow of information

30% of the employees explained that information is delivered on time to the respondents while

a little below a quarter of the respondents (24%) said information delivery is untimely and

poor. 10% of the respondents indicated that information scanty while 8% of the respondents

 believe there is more room for improvement.
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4.18. Suggestions for Improving Effective Internal Communication

o | | i Frequency | Percent

EFFECTIVE COLLABORATION BETV(IEEN'PR.UNTP; - 12.0
AND HR UNIT '

FREQUENT FLOW OF INFORMATION 7 8.0
INTERNALLY

FREQUENT INTERACTION WITH STAFF 5 10.0
INVOLVE EMPLOYEES IN DECISION MAKING 16 32.0
OTHER 11 22.0
USE APPROPRIATE COMMUNICATION CHANNELS 8 16.0
Total 50 100.0

Table 17: Explanation for Employees’ Sati&ﬁzctioh with théﬂow of information

Almost one-third (32%) of the respondents suggested that should be involvement of employees

in decision making as one of the main strategies of improving effective communication in the

organization. 16% called for the use of appropriate communication channels while 18%

. suggested frequent interaction and flow of information as the main idea for improving

communication. more than 10% of the respondents called for effective collaboration between

the Human Resource Department and the Public Affairs Department to improve

communication. More than one-fifth (22%) of the respondents said other suggestions such as

awards, promotion and recognition, provision of communication channels and constant

monitoring of communication activities. -
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4.19. Age of Respondents versus their Preferred Communication Channel

 AGE
| T aBovE
18-30 | 31-40 | 4150 | 50 Total
PREFERRED TEXT
: 10 4 0 14
|COMMUNICATION MESSAGING
. [CHANNEL MEMO 9 8 1 21
INTRANET 6 7 2 16
E-MAIL 10 5 4 20|
SOCIAL MEDIA 1 2 0 9|
Total , o | .26 B -’1‘7 3’ 50]

Table 18 Cross-tab of preferred communication channel versus the age of respondents

Table 18 shows that majority of the respondents within the youthful ages (18-30 years)

generally prefer electronic and new media channels of communication. For instance, all the

nine respondents who prefer social media channels such as Facebook and Twitter are below 40

years. On the other hand, only nine respondents out of the 26 respondents aged between 18 and

30 years prefer memos, as against 75% of the respondents above 50 years who chose memos.

Similarly, all the respondents who preferred text messages are 40 years old and below.
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4.20 Education of Respondents versus Knowledge about the Department that Handles

Communication
EDUCATIONAL LEVEL
FIRST | MASTER'S
DIPLOMA | HND | DEGREE | DEGREE | Total
DEPARTMENT HR/ADMINIST
2 2 0 o 4
. [RESPONSIBLE RATION
FOR MIS/PUBLIC
1 2 0 0 3
rCOMMUNICAT AFFAIRS
[ON
PUBLIC
0 7 16 0] 33
AFFAIRS
PUBLIC
AFFAIRS AND |
1 0 4 sl 10
HR/ADMINIST
RATION
 |Total 4 11 20 15 50

Table 19: Cross-tab of education of respondents and the department which is responsible for

communication

Table 19 shows that the highly educated respondents (first degree and master’s degree holders)

are aware that communication in their organization is handled by only the Public Affairs

Department while the less educated ones (Diploma and HND) relatively think the role is shared

by Public Affairs Department together with the Human Resource and Administration

Directorate and the MIS Directorate.
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4.21 Stakeholders Most Effective Channel for Receiving Information

60% -
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30%
20% .
® Series1
10%

0%

The media appears to be the most effective means through which respondents agreed that
stakeholders received information on activities of PPA representing 56%. The proliferation of
the media however means that the Authority will have to determine the appropriate media
through which it can effectively disseminate information to its stakeholders. Annual reports,
meetings, newsletters, website etc. were mentioned as some of the channel for receiving

information.
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4.22 Stakeholders Preferred Source of Information on PPA’s Activities by Stakeholders
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Interesting, respondents (50) indicated that stakeholder’s preference for the media as the
channel through which they would want to receive information from the Authority. PPA’s

website, as well as annual reports and meetings were also mentioned by stakeholders as their

most preferred sources of information about PPA’s activities.

4.23 How does the PR Department react to/ deal with complaints relating to public

procurement with their stakeholders?

The Public Affairs Department was seen as reactive instead of being proactive in educating
and responding to complaints raised by the Authority’s varied stakeholders. These findings

comes at the backdrop when the Authority has channels of resolving issues. Some of the
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existing channels includes a toll free-line dedicated to receiving complaints and addressing
issues bordering on public procurement. There is also an interactive website where stakeholders
can lodge their complaints and have they responded to wuhln the shortest possible time. Other
channels used by the Public Affairs Department to educate and address complaints is through
the annual public forum where all stakeholders gather to deliberate on issues pertaining to the
implementation of the Public Procurement law in Ghana.

It is in this vain that a comprehensive client service charter outlining the modes of receiving
. complaints and with timelines as to the duration within which ones concemns wild be addressed
is been recommended. This will serve as the basis creation of a Client Service Unit, where the
Client Service Executives will receive enquiries and complaints and try to addresses them.
Where there 'is the need for a technical advice, it is referred to the appropriate Directorate for
redress.

Overall, the relationship between PPA and its stakeholders both internal and external appears
to be good, as shown by ﬁndmgs ThlS result will ensure that an element of trust and credibility
is developed between the two groups. When the relationship between the stakeholders is good,

dealing with them (stakeholders) becomes easier.
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CHAPTER FIVE
DISUCSSION AND CONCLUSION

5.0 Introduction

This chapter is made up of the discussion of the research findings, which involves relating the
findings to the research objectives, related literature and the theories used. In additioh, the
chapter is composed of the recommendations of the study, limitations as well as

recommendations and suggestions for further studies.

5.1 Discussion of Findings

This study was conducted to assess how the corporate communication function of Public
Relations is practiced at Public Procurement_ Authority. This section discusses the findings
identified in chapter four of this study and A'relate's‘ them to’fche literature and the theories used

in chapter two of this study.

3.1.1 To investigate the channels of communication that are used at the Public

Procﬁrement Authority

Memos, text messages, intranet and e-mails were identified as the main channels of

communication at PPA. Departmental meetings were also found to be very paramount in the
organization. This finding is consistent with Sapho (2011) whose findings show that managers
spend the majority of their time communicating in several forms: meeting, memo, letters, and
emails. In terms of the model of public relations, this finding demonstrates the public
information and the two-way asymmetrical models, where the channels of communication are

deployed mainly to inform stakeholders, without enough room for mutual‘understanding and

sharing,
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Also, the findings of this study indicated that employees prefer electronic means of
cofnmunication like intranet, .s'oc'ial ‘me‘diva-anid é;iﬁéil." This ébhtradths Sewestianiuk (2013)
whose study revealed that face to face fo”rm‘ of éofnmm{cation is pfeferred by employees.
Additionally, the finding differs from Lee (2010) who conducted a study to determine between
face-to-face and computer-mediated communication the one employees preferred, and found

that although the computer-mediated communication channels such as e-mails and social media

- were mostly used in the organization he studied, the respondents’ preferred face-to-face

communication.

5.1.2 To examine the frequency and employees’ satisfaction with the rate at which

information is delivered to the stakeholders of the Public Procurement Authority
Majority of the respondents noted that information is diséeminated regularly, with more than
half of them saying théy are sétisﬁed wnh the level of infﬁ;nﬂaﬁon flow in the organization.
The satisfaction with information flow is consisten;t thh Hayase (2009) whose results indicated
that there is a positive relationship between constant flow of internal communication and
employee engagement. It demonstrates the two-way symmetrical model by Grunig (1984) that

constant communication is the most effective way of practising public relations.

A cross tabulation analysis showed that the employees with higher education certificates have
adequate understanding of the communication activities of their organization than the less
educated ones. This support Hargie and Tourish (2002), who, through a survey of PR
practitioners in the United States, found out that employees with higher levels of training in
communication skills and education generally were more satisfied with the level of information

flow than the less educated ones.
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5.1.3 To identify the corporate communication functions that are played at the Public
Procurement Authority

The respondents indicated that thg PR department at PPA performs such functions as media

relations, image management and inferha;l corﬁmﬁﬁiéaﬁ;jﬁ' aswell as pr(;tocol and event

management. The study findings show that most of the employees perceive the public affairs

department as playing their corporate communication functions well. This is supportive of

Johan and Noor (2013) whose study revealed that employees believe there is a positive

correlation between corporate communications and corporate reputation.

3.2 Limitations of Study

1. The scope of the study was limited to just fifty (50) workers of the Public Procurement
Authority, which constituted the sample size. The number was small and it has the
possibility of affecting th¢ .general-izAation.of the .ﬁn‘dings_.

2. The study relied on S@eys to elicit information from tAhev WOrkeré. This provided
adequate information but tﬁey were not in-depth to unravel and probe for further
information.

3. Data for the study was not readily available, since very few of this kind of study have
been conducted in Ghana. This affected the study since it had to rely on foreign studies

that do not really reflect the Ghanaian and to an extent the African reality.

69



5.3 Recommendations for Public Procurement Authority

Based on the findings of this study, the following recommendations are hereby made:

1. Organizations must equip their PR departments with the necessary human and logistical

resources to enable them wofk effectively and taék]e’weli issues rélated to internal
communication .

Communication with employees must be constant and consistent to ensure that workers'
grievénces and problems are sorted. It will also help the organization pick up early

warning signs about impending agitations and address them before they escalate.

. Management members and those in authority must pay heed to the grievances and

concerns of their employees and have time for discussions with them. This tend to
motivate workers and urge them on to work harder

General staff and departmental meetings must be held at periodic intervals to ensure
the formulation of policies and implementation of dgcisions that reflect the sum total of

the contributions of majority of the workers

. Management members must not just listen to the contributions of their workers, but

also make sure they factor them into their decisions during meetings. However, this

must be done only when the suggestions are worthy of consideration and feasible.

. To be proactive in dealing stakeholders complaints, the Authority should put in place a

client service charter outlining activities and times which will culminate establish a

Client Service Executive
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5.4 RECOMMENDATIONS FOR FURTHER STUDIES AND RESEARCH

1. Corporate communication is a major aspect of Public Relations and also plays a
major role in terms of enhancing the realization of the organizational goals and vision.
To this end, more 'studi'éé must be coﬁdﬁcféd' mt01tto ensure there are adequate
materials that will help influence decision fne;king.

2. Further studies must conduct focus group with staff members in addition to surveys
and interviews in order to unearth more information on issues. Focus Group Discussion
isl noted for bringing out issues in their depth.

3. Further studies must expand the focus of their study and include studies on internal

communication audit, external relations and other employee relations-related issues.

5.5 CONCLUSION OF THE STUDY

The study sought to investigate the practice of corporate communications at the Public
Procurement Authority. Through the review of related’ literature, theories and use of surveys
and interviews, the study identified i'ndeéd public 'rel‘a’tiohsvt;as ka maj of .role to play in terms of
enhancing the internal communication mechanism of the organization especially as it find its
self as part of the dominant coalition.

The study findings confirmed the theories that were used in the study and also identified

. similar findings with the previous studies related studies that have been conducted by other

scholars on the subject. In all, this study, just as the other related researches, revealed that
corporate communication is crucial to the success of organizations and advocate for a better

and a resourceful PR department that will handle the various functions associated with the task.
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APPENDIX

QUESTIONNAIRE

Dear Respondent,

My name is David Sebastian Damoah, an MA in Publi¢ Relationis Student at the Ghana Institute
of Journalism. I am undertaking a research on “The dynamics of corporate communication
practice. A study of the Public Procurement Authority”, as part of requirements for the award

ofa master’s.degree in Public Relations. I will be very grateful if you would provide answers

to the questionnaire. Your personal details will be treated with utmost confidentiality.

1. Which department is responsible for communication in your organization?

.................................................................................

2. Which channels of communication does the organization employ to communicate with
you? | N |
Text Messaging[ ] Memo [ ] Inﬁaﬁet [ 1 E-mail[ ] Social Media
(Whatsapp/Facebook/Twitteretc) [ ] Other[ ]

3. Please choose the channel you are most comfortable and suits you most
Téxt Messaging[ ] Memo [ ] Intranet [ ] E-mail [ ] Social Media
(Whatsapp/Facebook/Twitter etc) [ ] Other[ ]

4. How often do you receive information regarding your work from the organization?
Daily[ ] Twiceaweek[ ] Weekly[ ] Monthly|[ ]occasionally[ ]

5. Are you satisfied with the frequency of information flow in this organization?
Yes[ | No[ ] Canbebetter[ ]

6. What kind of information do they make available to y‘oﬁ?
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Staff Promotion [ ] Resignation [ ] Sanctions on employees [ ] Staff Annual Leave
[ ]NewRecruitments [ ]  staff member’s death, funeral, wedding [ ]
Specify, if any othernews ................cooiiiiiiii i

7. Which of the following corporate communlcatlon funcnons are performed by the Public
Relations department in your orgamzatlon? Please tlck the most suitable functions
Policy development and building company culture [ ]
Employee relations [ ]
Internal communication [ ]
Cteating and maintaining organizational image [ ]
Counseling [' ]
Media relations [ ]
Customer relations [ ]

8. Please indicate how well you think the PR department is playing the PR functions
outlined in question 7
Very satisfied [ ]  Satisfied '[v ] “Not ‘éatisﬁfod“[‘ ] completely dissatisfied [
| - :

9. Does management involve employees in decision making?
Yes[ ] No[ ] Don’tknow|[ ]

10. Are you comfortable with the flow of information within your organization?
Yes|[ ] No|[ ]

11. Explain your response in question 10 above

..................................................................

12. Suggest ways your company can adopt to achieve optimum results through effective

communication
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......................................................................................................
......................................................................................................

- 13. What is the most effective 4chan.ne1. of receiyin_g _infpnnggion from your stakeholders
Media[ ] Annual Report [ | ] Wé!agifé'[ : ] Meeﬁﬁgs [ ]Workshop [ 1] ﬁewsletter [ 1]
14. What is your stakeholders preferred source of information on PPA activities?

Media[ ] Annual Report[ ]Website|[ ]Meetings|[ ] Workshop [ ] Newsletter [' 1

15. How does the PR Department react to/ deal with complaints relating to public

procurement. with their stakeholders?

BIO-DATA

16. Age: 18-30[ ] 31-40[ ] 41-50[ ] above 50 [ ]

17. Sex: Male[ ] 1Femal_ev[.'”] o _ .

18. Educational level: Diploma[ ] PIighér Nationél Dipléma[ ] First Degree[ ]
Masters Degree [ ]

19. Religion: Christianity [ ] Muslim[ ] Traditional Religion[ ] None
of the above [ ]

20. Please State the Department you work with

................................................
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