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ABSTRACT 

Most MSBs owners and managers seem not to have come to terms with the significance of 

public relations. These MSBs owners and managers appear ignorant of the significance of 

public relations to business growth and development and this situation may have led to 

many of them recording insignificant competitive edge, low market share, low patronage; 

few loyal publics; weak financial impact; customers‘ dissatisfaction; low profit margin; 

decreased revenue; and limited assets. The main objective of the study is to determine the 

influence of public relations strategies on growth of Micro and Small Businesses in Enugu 

Metropolis. The population of the study was 812 made up of owners of registered micro 

and small businesses in Enugu Metropolis. A sample size of 261 respondents made up of 

owners of MSBs in Enugu Metropolis was determined using Stat Trek‘s sampling size 

formula. The data collected was by questionnaire. Data were analyzed using Regression 

analysis and Pearson Moment Correlation at 0.05 level of significance. Findings from the 

study show that: There is a significant positive relationship between mass media usage and 

growth of Micro and Small Businesses in Enugu Metropolis (r = 0.66 at p< 0.05). Event 

sponsorship positively influences growth of Micro and Small Businesses in Enugu 

Metropolis (R** calc = .0939 > at p< 0.05).Social media has a significant positive effect on 

growth of Micro and Small Businesses in Enugu Metropolis (R
2

 calc = .516, F = 6.103 > at p< 

0.05). The study concluded that, equate and effective implementation of public relations 

strategies through mass media usage, event sponsorship, social media usage, effective 

customer service, ensures growth in organizations, especially in Micro and Small 

Businesses. The study therefore recommended that: MSB owners and managers should 

constantly communicate public relations values and norms to their employees, and to build 

a public relations mindset throughout the organisations, observing that for such culture to 

be effective, it must be incorporated into the organisation‘s strategy, structure, and 

actions. 
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INTRODUCTION 

Micro and small businesses (MSBs) are 

privately owned corporations, 

partnerships, or sole proprietorships that 

have fewer employees and/or less annual 

revenue than a regular-sized business or 

corporation. MSBs are vital components of 

any country economy. To ensure growth 

and sustainability of any business, 

effective public relations are inevitable. 

Gone are the days when some businesses 

thrived because the customers had no 

choice. The situation today is that 

organizations must convince the 

customers to attract their patronage. 

Public relations are most needed in MSBs 

to boost customer relations, employee 
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relations, financial relations and 

shareholder relations which in turn helps 

to build a sustainable corporate image. 

Public relation is any form of 

communication which is aimed at 

bringing about goodwill and mutual 

understanding between an organization 

and its publics [1].  

 

A key objective of most business 

enterprise is to increase and attract as 

many customers as possible in a 

competitive environment [2], With the 

intensification of marketing competition 

among firms especially those in the micro 

business sector struggling to increase 

their customers, they adopt different 

public relations strategies and techniques 

to gain competitive advantage; and to 

achieve these objectives, public relations 

is adopted to help attract and retain 

customers [3]. To survive in business, 

effective public relations is inevitable. 

Gone are the days when some businesses 

thrived because the customers had no 

choice. Micro and small businesses (MSBs) 

are privately owned corporations, 

partnerships, or sole proprietorships that 

have fewer employees and/or less annual 

revenue than a regular-sized business or 

corporation [4]. Some professionals 

operate as MSBs, such as lawyers, 

accountants, dentists and medical doctors 

(although these professionals can also 

work for large organizations or 

companies).  

In Africa, especially in Kenya, MSBs sector 

is mixture of self-employment outlets and 

dynamic enterprises involved in an array 

of activities that are concentrated in 

urban areas but are also evident in rural 

Kenya. Due to their ownership structure 

as well as their limited capital, the Kenyan 

MSBs had faced a number of challenges 

including the marketing of their products 

and services. In Nigeria, MSBs are major 

sources of livelihood, means of being 

employed and actively engaged in 

economically worthwhile ventures [5].  

There are different MSBs in Nigeria which 

include; wielding, auto- mechanics, auto-

electricians, tailoring, generator repairing, 

mobile phone repairing, carpentry, 

furniture making, catering, 

manicure/pedicure, plumbing, and others 

[6]. Despite the numerous exploits of 

MSBs in their operations, there seem to be 

challenges in realizing their performance 

objectives. Some other problems 

encountered by the MSBs are inadequate 

skill acquisition to ensure proficiency in 

the quality of goods and services. Other 

challenges include: lack of competency 

which leads to inability of owners to 

employ the services of public relations 

experts; inability to assess funds; low 

capacity utilisation; lack of management 

strategies; poor educational background 

of operators; inadequate infrastructural 

facilities among others [7]. These have 

negative impact on employment and 

economic development of the country.  

Statement of the Problem 

The importance of public relations in an 

organization especially MSBs cannot be 

overemphasized. Effective/efficient 

application of public relations by 

organization enhances their performance, 

particularly in the area of patronage, 

growth, development, sustainability, 

productivity, efficiency, service quality 

etc. [8]. However, most MSBs owners and 

managers seem not to have come to terms 

with the significance of public relations. 

These MSBs owners and managers appear 

ignorant of the significance of public 

relations to business growth and 

development and this situation may have 

led to many of them recording 

insignificant competitive edge, low 

market share, low patronage; few loyal 

publics; weak financial impact; 

customers‘ dissatisfaction; low profit 

margin; decreased revenue; and limited 

assets. It is therefore in the light of the 

foregoing that the researcher seeks to 

determine the influence of public 

relations strategies on growth of Micro 

and Small Businesses in Enugu Metropolis. 

Objectives of the Study 

The major objective of this study is to 

determine the influence of public 

relations strategies on growth of Micro 

and Small Businesses in Enugu Metropolis. 

The following are the specific objectives: 
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1. To establish the nature of 

relationship between mass media 

usage and growth of Micro and Small 

Businesses in Enugu Metropolis. 

2. To ascertain the influence of event 

sponsorship on growth of Micro and 

Small Businesses in Enugu 

Metropolis. 

3. To determine the effectiveness of 

social media usage on growth of 

Micro and Small Businesses in Enugu 

Metropolis.  

Research Hypotheses 

The following hypotheses are represented 

in both Null and Alternate form: 

1. H
0

: There is no significant 

relationship between mass media 

usage and growth of Micro and Small 

Businesses in Enugu Metropolis. 

H
1

: There is a significant relationship 

between mass media usage and 

growth of Micro and Small 

Businesses in Enugu Metropolis. 

2. H
0: 

Event sponsorship does not 

influence growth of Micro and Small 

Businesses in Enugu Metropolis. 

H
1

: Event sponsorship influences 

growth of Micro and Small 

Businesses in Enugu Metropolis. 

3. H
0

: Social media has no significant 

effect on growth of Micro and Small 

Businesses in Enugu Metropolis. 

H
1

: Social media has a significant 

effect on growth of Micro and Small 

Businesses in Enugu Metropolis 

              Conceptual Framework 

Public Relations 

Public relations have varied definitions. 

But it is agreed that public relations is a 

profession that uses communication to 

create and sustain favourable image and 

reputation among its strategic 

stakeholders called the publics. In other 

words, it establishes cordial and fruitful 

relationship between an organisation and 

its publics; including directors, 

customers, suppliers, bankers, creditors, 

shareholders, community leaders, media, 

top management officials and agencies. 

Public relations describe any form of 

communication which is aimed at 

bringing about goodwill and mutual 

understanding between an organisation 

and its publics [9]. [10] quoting the 

Mexican Statement defined public 

relations as the art and social science of 

analysing trends, predicting their 

consequences, counseling organisations 

leaders and implementing planned 

programmes of actions, which will serve 

both the organisation and the public 

interest. The recognition and acceptance 

of public relations as a vital 

communication tool in the hands of all 

organisations in all modern societies 

cannot be overemphasised. Public 

relations are a management function 

which helps in establishing a favourable 

relationship between an organization and 

its publics.  The various activities handled 

by the public relations department 

include: conflict resolution or crisis 

management, internal or employee 

relations, community relations, 

promotions, media relations, 

environmental scanning and sponsorship 

programmes [11]. Public relations are 

acknowledged to be very vital to the 

survival of organisations, institutions and 

individuals.  

[12] opines that since public relations is 

all about creating mutual understanding 

through action, information and 

communication, as well as, knowledge 

management, monitoring and responding 

to changes in the external environment, 

including issues, expectations, 

relationships, and reputation, and at the 

same time, also contribute to maintaining 

effective working environments within 

the organisation through employee 

communication, the imperative of every 

organisation seeking to maintain mutual 

understanding with its teeming publics 

for harmonious coexistence can no longer 

be overemphasized. Public relations is 

uniquely placed to identify and 

understand the needs and expectations of 

the organisation‘s environment such as 

those related to climate change and filter 

these through decision-making processes 

to generate a response or action that 

meets the combined needs of the 

organisation and its environment [13]. In 

the past, it might have been acceptable 

for public relations to simply create a 
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favourable image of an environmentally 

aware organisation, but today, publics 

and audiences are not satisfied with 

anything less than real action and real 

outcomes [14].  

The Public Relations Functions 

Although, a lot of functions may have 

been directly or indirectly monitored or 

alluded to above discussions, the essence 

of this section is to discuss the functions 

more pointedly, and for greater 

understanding. [15], after examining the 

specialized areas of public relations 

(Media relations, corporate relations, 

government/political relations, employee 

relations, community relations, issue 

management, financial public relations 

(etc), listed public relations functions to 

include – writing, placement, promotion, 

advertising, public speaking, 

miscellaneous etc. Perhaps, more 

elaborate functions as enunciated by 

Cutlip, Center and Broom [16] include: 

1. Is a planned and sustained 

programme conducted by an 

organization; 

2. Deals with the relationship between 

an organization and it various 

publics; 

3. Monitors awareness, opinions, 

attitudes and behaviour inside the 

organization. 

4. Analyses the impact of 

organizational policies, procedures 

and actions found to be in conflict 

with the public interest and 

organizational survival; 

5. Establishes and maintains two-way 

communication between the 

organization and its various publics; 

6. Produces specific changes in 

awareness, opinions and behaviours 

inside and outside the organization; 

and 

7. Results in a new and or maintained 

relationship between an 

organization and it publics. 

Public Relations Functional Areas 

As part of the larger public relations 

function, the goals of employee relations 

are to identify, establish and maintain 

mutually beneficial relationships between 

the organization and the employees on 

whom its success or failure depends. 

These public relations functional areas 

include [17]:  

1. Employee Relations 

It is aimed at creating mutual 

understanding and support between 

management and employees.  

Communication between management 

and employees can be difficult and 

complicated due to the heterogeneous 

nature of the employees.  The employees 

are varied and many groups exist due to 

differences in attitudes, beliefs, 

perceptions and expectations. Employee 

relations make for running the 

organization effectively.  It is all about 

making sure that people know what needs 

to be done, understanding why it is 

necessary, feel committed to achieving it 

and has a chance to use their own 

knowledge and skills to do it better if 

possible. 

The objective of maintaining mutual 

understanding between an organization 

and its employees may include the 

following amongst others: 

1. To create among all hands, an 

awareness of the organization‘s 

best operations, problems, goals. 

2. To keep all hands informed on 

significant developments that 

affect the organization and the 

employees. 

3. To increase effectiveness of all 

hands as ambassadors on and off 

the job. 

4. To solicit and encourage employee 

input for improving operations. 

5. To satisfy employees‘ desires to be 

kept informed and to participate in 

the organization. 

2. Media Relations 

A good deal of media relations work is 

done attempting to gain favourable 

publicity and news coverage for the 

organization. Organizations depend most 

on the media to reach their desired 

audience. Cordial media – relations is an 

asset after a crisis. Understanding 

journalistic rules and practices and being 

able to exploit them to achieve positive 

coverage is an important condition for 

successful public relations. The way to 
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gain the co-operation of media men and 

women is to provide them with 

interesting, timely stories and pictures 

that they want, when they want them, and 

in the form in which they can readily use 

them.  The media person wants news that 

is timely, that is interesting and 

significant to readers with respect to their 

personal affairs or their relations to 

society. 

3. Community Relations 

[18] says that ―community relations 

involve orchestrating interaction with the 

community.‖  Every organization finds its 

equilibrium within the environment in 

which it resides in the same way that an 

individual can exist within a family unit.  

Abraham Lincoln once said that ―with 

public sentiment, nothing can fail, 

without it, nothing can succeed‖.  A 

community is a miniature of the national 

public. This is where national opinions 

are born.  Judgments expressed on the 

voice of the community predict the views 

and interest of the national publics. 

4.  Financial Relations 

This involves managing relations with the 

investment community.  In the case of 

non-commercial organization, it is 

showing a transparent account correctly 

as how the money was spent to those who 

sponsored or gave you grant with which 

you carry out your work.  It involves an 

understanding of the means of 

communicating with the key targets of 

financial public relations. 

5. Corporate Public Relations 

Corporate public relations mean the 

management of reputation.  Company‘s 

reputation is reflected in corporate 

identity and image.  Every item of 

information, every opinion aired, every 

article published about an organization 

contributes to reputation.  Good 

reputation is difficult to establish, taking 

many years to build, once built, the task 

of the public relations practitioner is to 

enhance and protect it. Enhancing and 

protecting the organizational reputation 

involves issues management as the 

process of identifying issues, analyzing 

those issues, setting priorities, selecting 

programme of action and communicating 

and evaluating the effectiveness. It is a 

corporate response to change in 

rotational environments. 

6. Political/Government Public Relations 

Practitioners in government have the 

responsibility of maintaining 

communication lines between government 

and the citizenry.  Practitioners who serve 

government agencies, legislative bodies 

and government parastatals have the 

responsibilities of making their views 

known and heard. 

7. Consumer Relations 

The goal of consumer relations is to help 

the sale of products and services with 

novel and news-making projects, but with 

more attention to trust and accuracy of 

claims and setting out forms of easy 

redress for settlement of grievances by 

private arbitration. 

Public Relations Strategies 

There is no one strategy to influence 

growth in an organization; different 

approaches will be effective for achieving 

all round level of growth. Different 

methods can be used solely or together as 

strategies for enhancing performance and 

ultimately ensuring growth in MSBs. 

However, combining strategies may have 

a bigger impact on change (National 

Institute of Clinical Excellence, 2007). The 

following public relations strategies 

which are in line with the objective of the 

study and in relationship with the 

position of other researchers shall be 

discussed. 

a. Mass Media 

The mass media are diversified media 

technologies that are intended to reach a 

large audience by mass communication 

[19]. The technology through which this 

communication takes place varies. 

Broadcast media such as radio, recorded 

music, film and television transmit their 

information electronically [20]. Print 

media use a physical object such as a 

newspaper, book, pamphlet or comics, to 

distribute their information [21]. Outdoor 

media are a form of mass media that 

comprises billboards, signs, or placards 

placed inside and outside of commercial 

buildings, sports stadiums, shops, and 

buses [22]. Other outdoor media include 
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flying billboards (signs in tow of 

airplanes), blimps, skywriting, and AR 

Advertising [23]. Public speaking and 

event organizing can also be considered 

forms of mass media. The digital media or 

social media comprises both Internet and 

mobile mass communication. Internet 

media provide many mass media services, 

such as email, websites, blogs, facebook, 

twitter, instagram, 2go, Baddo, and 

Internet-based radio and television [24].  

Many other mass media outlets have a 

presence on the web, by such things as 

having TV ads that link to a website, or 

distributing a QR Code in print or outdoor 

media to direct a mobile user to a 

website. In this way, they can utilize the 

easy accessibility that the Internet has, 

and the outreach that Internet affords, as 

information can easily be broadcast to 

many different regions of the world 

simultaneously and cost-efficiently [25]. 

[26] identifies 3 main effects or functions 

of mass media: 

 The Knowledge Gap: The mass 

media influences knowledge gaps 

due to factors including "the extent 

to which the content is appealing, 

the degree to which information 

channels are accessible and 

desirable, and the amount of social 

conflict and diversity there is in a 

community". 

 Agenda Setting: People are 

influenced in how they think about 

issues due to the selective nature of 

what media they choose for public 

consumption.  

 Cultivation of Perceptions: The 

extent to which media exposure 

shapes audience perceptions over 

time is known as cultivation. 

Television is a common experience, 

especially in places like the United 

States, to the point where it can be 

described as a "homogenizing 

agent". Since the 1950s, when 

cinema, radio and TV began to be 

the primary or the only source of 

information for a larger percentage 

of the population, these media 

began to be considered as central 

instruments of mass control, up to 

the point that it emerged the idea 

that when a country has reached a 

high level of industrialization, the 

country itself belongs to the person 

who controls communications [27].
 

In a study to determine the role of 

mass media on society development, 

[28] reports that the mass media: 

shapes public perception on a 

variety of important issues, both 

through the information that is 

dispensed through them, and 

through the interpretations they 

play upon these information; shapes 

modern culture, by selecting and 

portraying a particular set of beliefs, 

values, and traditions (an entire way 

of life), as reality; spreads civil 

unrest activities such as anti-

government demonstrations, riots, 

and general strikes, that is, the use 

of radio and television receivers has 

made the unrest influence among 

cities not only by the geographic 

location of cities, but also by 

proximity within the mass media 

distribution networks.  

b. Effective Customer Service 

Customer service is the provision of 

service to customers before, during and 

after a purchase. Accordingly, it may vary 

by product, service, industry and 

individual customer. The perception of 

success of such interactions is dependent 

on employees "who can adjust themselves 

to the personality of the guest. It 

concerns the priority an organization 

assigns to customer service relative to 

components such as product innovation 

and pricing. In this sense, an organization 

that values good customer service may 

spend more money in training employees 

than the average organization, or may 

proactively interview customers for 

feedback [29]. From the point of view of 

an overall sales process engineering 

effort, customer service plays an 

important role in an organization's ability 

to generate income and revenue. From 

that perspective, customer service should 

be included as part of an overall approach 

to systematic improvement. One good 

customer service experience can change 
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the entire perception a customer holds 

towards the organization. Regarding 

technology products such as mobile 

phones, televisions, computers, software 

products or other electronic or 

mechanical goods, it is termed technical 

support [30]. However, in the Internet era, 

a challenge has been to maintain and/or 

enhance the personal experience while 

making use of the efficiencies of online 

commerce. "Online customers are literally 

invisible, so it's easy to shortchange them 

emotionally. But this lack of visual and 

tactile presence makes it even more 

crucial to create a sense of personal, 

human-to-human connection in the online 

arena [31]. Recently, many organizations 

have implemented feedback loops that 

allow them to capture feedback at the 

point of experience. For example, Peace 

Mass Transit has invited passengers to 

send text messages whilst riding the bus. 

This has been shown to be useful, as it 

allows companies to improve their 

customer service before the customer 

defects, thus making it far more likely 

that the customer will return next time. 

Technology has made it increasingly 

easier for companies to obtain feedback 

from their customers. Community blogs 

and forums give customers the ability to 

give detailed explanations of both 

negative as well as positive experiences 

with a company/organization [32]. 

c. Social Media 

Customer relationship management is 

very important tool for the progress of 

any business as it is considered as back 

bone of the business. Earlier customers 

were given privileged their choices by 

their liking and disliking of products, but 

now social media has made everything 

easy for taking decisions and making 

better products for their existing and 

potential customers [33]. Social media has 

made life very convenient that existing 

and potential customers can give opinions 

and their customized wishes to help 

company mangers to make their product 

and services better [34]. Now trend is 

changing a lot as companies are more 

focusing on hiring of those employees 

who can understand of using social media 

for the betterment of the products and 

services to make strong relationship with 

their products. The need of the hour is to 

provide latest technology, Internet to 

their employees that they can help their 

customers to meet their utility level at 

optimum [35].  Social media has made life 

easier as employees can improved their 

products with help of comments of 

people but at the same time people can 

destroy the good will of the company‘s 

products and services to boost their 

rival‘s products and services through bad 

wording [36]. Social media plays another 

important role by brining innovation in 

their business and products. The use of 

social media gives new thoughts and 

ideas to discover new horizons of their 

product through new technologies and 

other experiments according to their 

customers demand [37].  

How to Achieve and Manage Good Public 

Relations 

[38] said that ―corporate managers at all 

levels must continue to improve and 

refine their technology in order to ensure 

higher levels of consumptions and 

satisfaction for the society. This should 

also include recognition of the society‘s 

impact on all corporate activities. Such 

recognition must look ahead and think 

through which all of its activities are 

likely to become social problems. It is the 

duty of managers to try to prevent the 

undesirable results of failure to anticipate 

society‘s needs and desires and satisfy 

them profitably.‖ In his contribution, [39] 

outlined three requirements that are 

essential for securing any lasting and 

substantial success to this effort. The 

first of these is integrity and truth. Unless 

integrity is established, nothing else can 

be made credible. The second is the 

soundness of policies decisions and act, 

viewed in the light of public interest. The 

third requirement is the use of facts that 

are understandable, believable, presented 

to the public with imagination. He further 

added that the end product of effective 

public relations is not just the publicity 

that it creates but also the public 

attitudes resulting from the 

communication of information, facts and 
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management‘s point of view. [40] in 

recognition of this wrote that good 

employee-relations policy is expressed by 

providing regular employment. Good 

consumer relation policy involves 

producing good product at reasonable 

prices with adequate services for 

consumers, and contributing to the social, 

cultural, economic welfare of the 

community in which the organization 

operates. Good community relations are 

achieved not simply by helping support 

good causes, but by securing the support 

of other citizens for worthy causes.  He 

went further to say that good public 

relations cannot be achieved by the 

delegation of action to a public relations 

manager and his staff of specialists.   

Evaluating Public Relations 

Evaluating public relations activities is a 

necessity because it will help to 

determine whether the activities are 

achieving their purpose, and to justify the 

time and money invested in these 

activities [41]. There are a number of 

measurements, which can lead to a 

meaningful evaluation of Public Relations 

activities. Properly done and properly 

appraised, they can produce facts and 

figures, which will satisfy management 

that its public relations budget is a 

worthwhile investment. [42] outlines that 

public relations deals with intangibles, it 

is not easy to measure its 

accomplishment.  A production manager 

can count the number of items he 

produces.  A sales manager can record 

sales in precise figures.  The public 

relations director or counselor does not 

have this advantage.  Nevertheless, he 

must come up with specific statements 

regarding results and this can lead to 

error. He further added that the principal 

things, which can be measured, are 

production, distribution, interest, reach, 

understanding, and opinion. Of these, 

only the last is a real measurement of 

accomplishment. The other five are 

merely steps leading toward the ultimate 

appraisal.  Public relations activities are 

carried on for one reason only, to effect 

public opinion. He concluded by saying 

that when a public is favourably affected 

in a measurable way there is definite 

evidence of success. The other items 

cannot prove success but they can aid in 

determining how much effort was made, 

how much it cost, where the time was 

spent, and sometimes why things 

happened. In agreement with the above, 

[43] says that because it deals with 

changeable attitudes and opinions, public 

relations is exceedingly difficult to 

evaluate. He states that measuring public 

relations effectiveness is only slightly 

easier than measuring a gaseous body 

with a rubber band. He also says that 

public relations results can be measured 

broadly and generally, but for the most 

part, not precisely. 

Problems and Weaknesses of Public 

Relations 

In spite of its rapid development, public 

relations are confronted with serious 

problems and weaknesses. In the light of 

this, [4] acknowledged that practitioners 

and management frequently disagree as 

to its functions and objectives. In many 

corporations, public relations are largely 

product publicity and communications. In 

others, it covers a multitude of 

miscellaneous activities, such as 

entertaining visitors, contributing to 

charity, running employee social events 

and staging anniversary celebrations. 

Some corporate management assumes 

that public relations are vaguely 

concerned with creating a corporate 

image. He asserts further that public 

relations practitioners complain that 

managements do not keep them informed 

on important matters or consult them on 

plans, policies and decisions with 

significant public aspect. Management on 

the other hand, contends that many 

public relations practitioners know little 

about corporate operations or problems 

and have an exaggerated opinion of the 

importance of public relations. It is 

therefore, worthy of note, that there is a 

need for improvement in the ethical 

standards and practices of some members 

of the profession. In furtherance of his 

point, Canfield asserts that the rapid 

growth of public relations has attracted 

many inexperienced, unethical 
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practitioners who have created a false 

image of the activity and detracted from 

the honest efforts of the great majority of 

competent, ethical public relations 

people, spurious publicity stunts, false 

organization fronts, suppression of 

negative fact, influence peddling, 

deceptive publicity, and similar unethical 

practices have aroused criticism.  

An Overview of Growth 

Growth has been described as ‗a positive 

change in a firm‘s/organisation‘s size, 

structure, asset, finances, market share, 

sales, revenue, etc. often over a time 

frame‘ [7].  [12] views growth as an 

investing approach or concept where a 

‗firm will appreciate in value for a 

relatively long period of time‘, whether or 

not the growth is initiated immediately or 

later on. Growth denotes physical 

expansion, which can be either quantified 

in size or portfolio and asset base for 

which most companies, large or small, 

strive to attain; that is small firms want to 

get big, big firms want to get bigger [6]. 

[23] observes that companies have to 

grow if for no other reason than to 

accommodate the increased expenses that 

develop over the years. When inflation 

occurs it increases the cost of most things 

and subsequent increase in prices are 

almost not feasible always possible [34]. 

As employees gain seniority or are 

promoted there is a subsequent rise of 

salaries [40]. There is increase in the costs 

of benefits as a result of their very 

structure, and it is difficult to take any 

back, especially if the enterprise is 

profitable [5]. Therefore, eliminations of 

cost and profit improvement must be 

conducted consistently, and the revenues 

of the organisation must continue to 

increase in order to broaden the base [11]. 

Most firms, of course, desire growth in 

order to prosper, not just to survive [23]. 

Different organisations have their 

different definitions of organisational 

growth. Indeed, there are many variables 

an organisation can adopt to measure its 

growth. The most meaningful standard is 

one that depicts progress as regards an 

organisation's stated goals [7]. What is 

paramount to most companies is profit, 

therefore, net profit, revenue, and other 

financial data are often utilized as 

"bottom-line" indications of growth [21]. 

Organisational growth measures used by 

some companies include: sales figures, 

number of employees, physical 

expansion, etc. [9].  Many academic 

models have been created that depict 

possible growth stages/directions of a 

company, but [43] suggests that there are 

several "real-world" ways in which both 

large and small companies may pursue a 

course of organisational growth, and 

these include: 

1. Joint Venture/Alliance—this strategy 

is especially used by smaller firms 

with inadequate resources. Such 

allies can aid small business owners 

secure adequate resources needed to 

grapple with rapid changes in 

demand, supply, competition, and 

other factors. Companies involved in 

joint ventures or partnerships 

acquire the resilience to carryout 

different projects upon completion 

of the first, or restructure 

agreements to continue working 

together. Subcontracting, which 

enables firms to concentrate on 

those aspects of their business that 

they do best, is sometimes defined 

as a type of alliance arrangement 

(albeit one in which the parties 

involved generally wield differing 

levels of power). Joint ventures and 

other business alliances are capable 

of injecting their partners with new 

ideas, enable them access to new 

approaches, technologies, and new 

markets, which can enable 

businesses growth and overall 

performance. Establishing joint 

ventures with companies abroad has 

been acknowledged as one of the 

most viable rewarding ways for 

companies to experience expansion 

and growth in their operations. 

Finally, most companies actualize 

their growth objective by buying-up 

other companies [25].  

2. Licensing—"License your most 

advanced technology," advised 

http://www.referenceforbusiness.com/knowledge/Inflation.html
http://www.referenceforbusiness.com/knowledge/Joint_venture.html
file:\\knowledge\Small_business.html
file:\\knowledge\Joint_ventures.html
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Peters, who insisted that truly 

proprietary technologies are fast 

going into extinction. Peters 

alongside other consultants aver 

that competitors will soon form the 

habit of replicating what another 

company develops in the realm of 

technology (and other areas), so, 

they advised that companies should 

consider licensing. This enables cash 

flow for the firm to fund future 

research and development [19].  

3. Sell off Old Winners— ―some 

companies engaged in a concerted 

effort to grow divest themselves of 

mature "cash cow" operations to 

focus on new and innovative 

product or service lines‖ [10]. [26] 

further added that the option may 

sound contradictory, but businesses 

can command top prices for such 

tried and true assets. An addendum 

to this line of thinking is the 

divestment of older technology or 

products. When products no longer 

attract high levels of interest 

especially in the developed 

countries like the UK, USA, Germany 

etc., emerging markets in Latin 

America and Eastern Europe, have 

been found to be favourite places to 

sell such products or technology. 

The emerging markets even though 

are not yet capable of acquiring 

large quantities of state-of-the-art 

goods, but they can still benefit 

from older models [34].  

4. New Markets—some organisations 

have experienced significant growth 

by tapping into new markets. To 

spur notable growth in small firms, 

management of organisations should 

create extra demand for their 

product (goods or service), 

particularly in a market where 

competition has yet to fully develop, 

even though the competitive gap is 

likely to close very fast in these 

cases [16].  

5. New Product Development— one of 

the primary methods used to grow 

organisations is to create new 

products (goods or services). The 

development of new products has 

been acknowledged as been strategic 

in achieving organisational growth 

[5].  

6. Outside Financing—to cause 

business expansion, many small 

companies go to source finances 

outside. Smaller private firms seek 

to acquire capital from financial 

institutions such as banks, private 

investors, government agencies, or 

venture capital firms [37].  

Theoretical Framework 

The following theories were reviewed for 

this study: 

Media Richness Theory 

Media Richness Theory sometimes 

referred to as Information Richness 

Theory was developed by [27]. It is used 

to rank and evaluate the richness of 

certain communication mediums such as 

phone calls, video conferencing and e-

mail. For example, a phone call cannot 

reproduce visual cues such as gestures; it 

is a less rich communication medium 

than video conferencing which is able to 

communicate gestures to some extent. 

Media Richness Theory states that the 

more ambiguous and uncertain a task is, 

the richer the format of media that suits 

it. It further explains that richer, personal 

communication means are generally more 

effective for communication of equivocal 

issues than leaner, less rich media. This 

theory is used primarily to 

describe/evaluate communication 

medium within the organization. The goal 

is to cope with communication challenges 

facing organization, such as unclear or 

confusing messages. The empirical 

studies of the theory have often studied 

what medium a manager would choose to 

communicate, over, and not the effect of 

media use. The most immediate and 

profound media richness theory is for 

senders choosing a communication 

medium. Senders that use less rich 

communication Media should understand 

the limitations of that medium in the 

dimension of feedback, multiple cues, 

message tailoring and emotions. 

Organizations may find that since e-mail 

http://www.referenceforbusiness.com/knowledge/Addendum.html
http://www.referenceforbusiness.com/knowledge/Emerging_markets.html
http://www.referenceforbusiness.com/knowledge/Latin_America.html
http://www.referenceforbusiness.com/knowledge/Latin_America.html
http://www.referenceforbusiness.com/knowledge/Latin_America.html
http://www.referenceforbusiness.com/knowledge/Tapping.html


 
 
http://www.inosr.net/inosr-arts-and-humanities/  
Ekwochi et al  

INOSR ARTS AND HUMANITIES 6(1):138-157, 2020 

148 
 

is a less rich medium, they need to have 

face to face interaction with their workers 

to make important decisions. The theory 

states, the more important a message is to 

a receiver, the more rich a medium 

needed to communicate it. Different 

media, have varying benefits and 

drawbacks, some are more immediate 

than others and some mediums 

communicate vocal cues more accurate 

than others. 

RESEARCH METHODOLOGY 

The researcher used the random sampling 

method. To determine the required 

sample size for this study, the Stat Trek‘s 

Sample Planning Wizard tool was adopted 

[2]; [3].  To determine the required sample 

size from the population of 812 

registered micro and small businesses in 

Enugu Metropolis, Stat Trek‘s Sample 

Planning Wizard tool [7]; [8] was used. 

The formula states as thus; 

 

 

Where  n = sample size  

z= standard error of the mean (usually 95%, corresponding to1.96 in the z- 

distribution table. 

p= estimated proportion of an attribute that is present in the population.  

q=estimated proportion of an attribute that is not present in the population. 

e = tolerable error margin (5% or 0.05) 

N = population size (which is 812) 

To apply this formula,  

 

 

≈261 

Method of Data Collection 

The research instrument was 

administered to the sampled MSBs using 

five (5) trained research assistants, who 

strategically covered the population of 

MSBs in Enugu Metropolis. The researcher 

had some hours of consultative meeting 

with them to train them for the work. 

These research assistants helped to 

ensure that the actual respondents for 

whom the instrument was meant were 

indeed those who completed them. They 

also clarified the items in the 

questionnaire to the correspondents as 

the need arose. This reduced the mistakes 

made by the respondents in filling the 

responses. It also ensured that the 

percentage returned of the instrument 

was high.  The retrieved instrument was 

scored and used for data analysis. 

 

Method of Data Presentation and 

Analysis 

For data presentation and analysis, 

inferential statistics was used. The 

inferential statistical tools employed were 

regression analysis and correlation 

analysis.  

Reliability of the Research Instrument 

In testing for the reliability of the 

instrument, a test re-test method was 

applied in which 10 copies of the 

questionnaire were distributed to the 

selected MSBs in Enugu metropolis. After 

some days, the instrument was collected, 

re-administered for a second time, using 

the Spearman‘s Rank Correlation 

Coefficient of reliability to show the 

degree of consistency in the items of the 

survey. 
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The Spearman’s Rank Correlation: 

                  Formula  

          r = 6∑d
2 

 

              n
3

-n 

Validity of the Research Instrument  

Validity is the extent to which a 

measuring instrument on application 

performs the function for which it is 

designed [38]. The study adopted the 

Face-to Face validity and content validity 

and the instrument was given to the 

supervisor and two (2) experts in the field 

of Entrepreneurship and Business 

Management Department, NOUN, who 

modified and corrected the instrument 

for the study. 

Data Analysis 

This chapter focuses on data analysis, 

presentation of findings and discussion, 

using tables, simple averages and 

statistical method highlighted in chapter 

three. The analysis is based on the 

responses obtained from administered 

questionnaire distributed to MSBs Owners 

in Enugu Metropolis. Tables are used to 

present the variable followed by brief 

analysis of the results and sample 

proportion test regression and correlation 

were employed in testing the hypotheses. 

The statistical tail test is used to validate 

the acceptance or rejection of the Null 

and Alternate hypotheses. 

The researcher distributed a total of 261 

two hundred and sixty-one questionnaires 

which covered the entire sample size 

being the MSBs Owners.

 

Table 1: Questionnaire Distribution and Responses 

Responses Questionnaire 

distributed 

Percentage 

distributed 

No of 

returned 

Percentage 

returned 

Number 

no retuned 

Percentage 

no returned 

Staff 261 100 255 98% 6 2% 

Source: Field Survey, 2020 

The table above shows that 255 (98%) of the administered questionnaire were properly 

completed and returned. This makes (98%) response rate upon which the analysis of this 

study is based. 

 

Table 2:  There is a Significant Relationship between usage of Mass Media as Public 

Relations Strategy and Growth of Micro and Small Businesses in Enugu Metropolis 

  Frequency Percent Valid Percent 

Valid Strongly Agree 111 44 44 

Agree 84 34 34 

Undecided 6 2 2 

Disagree 48 18 18 

Strongly Disagree 6 2 2 

Total 255 100.0 100.0 

Source: Field Survey, 2020 

The above table reveals that 44% of the respondents strongly agreed that there is a 

significant relationship between usage of mass media as public relations strategy and 

growth of Micro and Small Businesses in Enugu Metropolis, another 34% respondents 

agreed with them. 2% were undecided while 18% disagreed and others 2% strongly 

disagreed. 
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Table 3:  There is no Significant Relationship between usage of Mass Media as Public 

Relations Strategy and Growth of Micro and Small Businesses in Enugu Metropolis 

  Frequency Percent Valid Percent 

Valid Strongly Agree 171 67 67 

Agree 12 5 5 

Undecided 6 2 2 

Disagree 27 11 11 

Strongly Disagree 39 15 15 

Total 255 100.0 100.0 

Source: Field Survey, 2020 

It reveals that 67% of the respondents strongly agreed that there is no significant 

relationship between usage of mass media as public relations strategy and growth of Micro 

and Small Businesses in Enugu Metropolis, other 5% respondents agreed with them. 2% were 

undecided while 11% disagreed and others 15% strongly disagreed. 

Table 4:  Event Sponsorship has Influence on Growth of Micro and Small Businesses in 

Enugu Metropolis 

  Frequency Percent Valid Percent 

Valid Strongly Agree 72 31 31 

Agree 93 36 36 

Undecided 0 0 00 

Disagree 45 18 18 

Strongly Disagree 45 15 15 

Total 255 100.0 100.0 

Source: Field Survey, 2020 

The chart shows that 31% of the respondents strongly agreed that event sponsorship has 

influence on growth of Micro and Small Businesses in Enugu Metropolis, 36% respondents 

agreed with them. 0% was neutral while 18% disagreed and other 15% strongly disagree. 

 

Table 5:   Event sponsorship fairly influences growth of Micro and Small Businesses in 

Enugu Metropolis 

  Frequency Percent Valid Percent 

Valid Strongly Agree 18 7 7 

Agree 9 3 3 

Undecided 3 2 2 

Disagree 141 55 55 

Strongly Disagree 84 28 28 

Total 255 100.0 100.0 

Source: Field Survey, 2020 

The above reveals that 7% of the respondents strongly agreed that event sponsorship fairly 

influences growth of Micro and Small Businesses in Enugu Metropolis, 3% respondents 

agreed with them. 2% were neutral while 55% disagreed and others 28% strongly disagreed. 
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Table 6:   Event Sponsorship has no Influence on Growth of Micro and Small Businesses 

in Enugu Metropolis 

  Frequency Percent Valid Percent 

Valid Strongly Agree 72 28 28 

Agree 66 27 27 

Undecided 6 2 2 

Disagree 57 23 23 

Strongly Disagree 54 10 10 

Total 255 100.0 100.0 

Source: Field Survey, 2020 

The above table signifies that 28% of the respondents strongly agreed that event 

sponsorship has no influence on growth of Micro and Small Businesses in Enugu 

Metropolis, 27% respondents agreed with them. 2% was neutral while 23% disagreed and 

other 10% strongly disagreed. 

 

Table 7:   Social Media has Significant Effect on Growth of Micro and Small Businesses 

in Enugu Metropolis 

  Frequency Percent Valid Percent 

Valid Strongly Agree 87 34 34 

Agree 114 45 45 

Undecided 9 3 3 

Disagree 36 14 14 

Strongly Disagree 9 4 4 

Total 255 100.0 100.0 

Source: Field Survey, 2020 

The above chart shows that 79% of the respondents agreed that social media has significant 

effect on growth of Micro and Small Businesses in Enugu Metropolis, 3% were undecided 

while 18% disagreed. 

 

Table 8:  Social Media has no Significant Effect on Growth of Micro and Small 

Businesses in Enugu Metropolis 

  Frequency Percent Valid Percent 

Valid Strongly Agree 12 5 5 

Agree 24 9 9 

Undecided 3 1 1 

Disagree 87 34 34 

Strongly Disagree 129 51 51 

Total 255 100.0 100.0 

Source: Field Survey, 2020 

The above table signifies that 5% of the respondents strongly agreed that social media has 

no significant effect on growth of Micro and Small Businesses in Enugu Metropolis, 9% 

respondents agreed with them. 1% was neutral while 34% disagreed and other 51% strongly 

disagreed. 

Testing of Hypothesis 

Four hypotheses are formulated and tested as follows using correlation and regression 

methods.  
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Hypothesis 1 

H
0

: There is no significant relationship between mass media usage and growth of Micro and 

Small Businesses in Enugu Metropolis. 

H
1

: There is a significant relationship between mass media usage and growth of Micro and 

Small Businesses in Enugu Metropolis 

Table 9:   Correlations 

   Mass media 

usage 

Growth of   

Small 

Businesses 

Correlation Mass media 

usage  

Correlation Coefficient 1.000 .66 

Sig. (2-tailed) . .041 

N 255 255 

Growth of   

Small 

Businesses  

Correlation Coefficient .66 1.000 

Sig. (2-tailed) .041 . 

N 255 255 

 

Interpretation of Result 

Data for the test of this hypothesis two 

were obtained from responses from the 

questionnaire. Correlation analysis was 

used to test the significant relationship 

between relationship between mass media 

usage and growth of Micro and Small 

Businesses in Enugu Metropolis. Table 9 

reveals that while the r calculated result 

shows the existence of significant result 

on the variables (r = 0.66 at p< 0.05). The 

significant level is 0.041, and due to this 

we reject the null hypothesis and accept 

the alternate one which states that there 

is a significant relationship between mass 

media usage and growth of Micro and 

Small Businesses in Enugu Metropolis 

 

 

 

Hypothesis 2 

H
0: 

Event sponsorship does not influence 

growth of Micro and Small Businesses in 

Enugu Metropolis. 

H
1

: Event sponsorship influences growth 

of Micro and Small Businesses in Enugu 

Metropolis 

Regression model:  Y= α = β X+ µ…. (For all 

observations i, = 1, 2 …n) 

Where Y = growth of micro and small 

businesses 

            X = event sponsorship 

            µ = error term of random variable 

            α = a constant amount 

            β = effect of X hypothesized to be 

positive  

Hence, the regression (predict) equation 

will be Y = 116.031+1.964X 
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Table 10a:    Model Summary 

Mode

l 

R R Square Adjusted R 

Square 

Std. Error of 

the Estimate 

1 .939
a

 .881 .842 30.46883 

a. Predictors: (Constant), event sponsorship 

Table  b:    ANOVA
b

 

Model Sum of 

Squares 

Df Mean Square F Sig. 

1 Regression 20670.151 1 20670.151 22.265 .002
a

 

Residual 2785.049 254 928.350   

Total 23455.200 255    

a. Predictors: (Constant), event sponsorship 

b. Dependent Variable: growth of micro and small businesses 

Table c:   Coefficients
a

 

Model Unstandardized Coefficients Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 (Constant) 116.031 47.849  2.425 .074 

    event 

sponsorshi

p 

1.964 .416 .939 4.719 .008 

a. Dependent Variable: growth of micro and small businesses 

 

Interpretation of Result 

Having analyzed the data from the 

questionnaire using regression analysis to 

examine if event sponsorship influences 

growth of Micro and Small Businesses in 

Enugu Metropolis, the Tables 10a, b & c 

revealed that the regression result shows 

the existence of significant result on the 

variables (R** calc = .0939 > at p< 0.05). 

The significant level was found to be 

0.02, and due to this we reject the null 

hypothesis and accept the alternate one 

which states that event sponsorship 

influences growth of Micro and Small 

Businesses in Enugu Metropolis. 

 

 

 

 

 

 

 

 

 

 

 

Hypothesis 3 

H
0

: Social media has no significant effect 

on growth of Micro and Small Businesses 

in Enugu Metropolis. 

H
1

: Social media has a significant effect 

on growth of Micro and Small Businesses 

in Enugu Metropolis 

Regression model:  Y= α = β X+ µ…. (For all 

observations i, = 1, 2 …n) 

Where Y = growth of Micro and Small 

businesses 

            X = social media 

            µ = error term of random variable 

            α = a constant amount 

            β = effect of X hypothesized to be 

positive 

Hence, the regression (predict) equation 

will be Y = 14.112+0.667X 
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Table 11a:    Model Summary 

Mode

l 

R R Square Adjusted R 

Square 

Std. Error of 

the Estimate 

1 .539
a

 .516 .519 57.91131 

a. Predictors: (Constant), social media 

Table b:      ANOVA
b

 

Model Sum of 

Squares 

Df Mean Square F Sig. 

1 Regression 16221.117 1 19110.019 6.103 .003
a

 

Residual 7711.221 254 3131.060   

Total 23932.338 255    

a. Predictors: (Constant), social media 

b. Dependent Variable: growth of Micro and Small businesses 

Table c:     Coefficients
a

 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

     t Sig. 

B Std. Error Beta 

1 (Constant) 14.112 42.533  1.117 .011 

social 

media 

.667 .312 .819 3.710 .016 

a. Dependent Variable: growth of Micro and Small businesses 

 

Interpretation of Result 

Having analyzed the data from the 

questionnaire using regression analysis to 

if social media has a significant effect on 

growth of Micro and Small Businesses in 

Enugu Metropolis the Tables 11a, b & c 

revealed that the regression result shows 

the existence of significant result on the 

variables (R
2

 calc = .516, F = 6.103 > at p< 

0.05). The significant level was found to 

be 0.03, and due to this we reject the null 

hypothesis and accept the alternate one 

which states social media has a significant 

effect on growth of Micro and Small 

Businesses in Enugu Metropolis. 

SUMMARY OF FINDINGS 

The findings at the end of this study 

include the following: 

1. There is a significant positive 

relationship between mass media 

usage and growth of Micro and Small 

Businesses in Enugu Metropolis (r = 

0.66 at p< 0.05). 

2. Event sponsorship positively 

influences growth of Micro and 

Small Businesses in Enugu 

Metropolis (R** calc = .0939 > at p< 

0.05). 

3. Social media has a significant 

positive effect on growth of Micro 

and Small Businesses in Enugu 

Metropolis (R
2

 calc = .516, F = 6.103 

> at p< 0.05). 

CONCLUSION 

The study concludes that; effective public 

relations strategies are a key success 

factor of an organization in a competitive 

business environment. Adequate and 

effective implementation of public 

relations strategies through mass media 

usage, event sponsorship, social media 

usage, effective customer service, ensures 

growth in organizations, especially in 

Micro and Small Businesses. 

RECOMMENDATIONS

 

Based on the findings, the following 

recommendations were made: 

1. MSB owners and managers should 

constantly communicate public 

relations values and norms to their 
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employees, and to build a public 

relations mindset throughout the 

organisations, observing that for 

such culture to be effective, it must 

be incorporated into the 

organisation‘s strategy, structure, 

and actions. 

2. Organizations should see marketing 

communication as an 

effective/efficient function that 

enhances organizational 

performance, and therefore, accord 

it every necessary support and 

encouragement it deserves, so as to 

help in actualizing the desired 

goals/objectives. 

3. Organizations, especially MSBs 

should take serious their public 

relations strategies and functions, 

and allocate all relevant resources 

needed for the organizational 

growth and performance. 

4. Management of organizations should 

constantly improve on its public 

relations strategies, as doing so will 

help it in achieving customer loyalty 

and sustained patronage, resulting 

from adequate and efficient 

satisfaction of customers‘ needs 

both in quantity and quality. 

5. MSB owners and managers should 

not lag behind in joining social 

networks that will help them to get 

current and relevant information 

from far and wide, to run their 

businesses. 
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