






































































































Ethiopian broadcasting corporation (EBC) 

From research conducted by EBC professionals EBc covers about 47 percent of the country. It 

h'ansmits program in different languages. Gebi Lelimat T.V.program disseminated in prime 

hour time every Sunday from 1:30 - 8:00 afternoon 

As above mentioned ERCA had different communica tion tools or devices to reach the target 

audiences by electronic and print media. 

Print media 

It has also prepared a number of magazines and brochures on various topics and distributing 

them in the public is the other media that the department is using. The organization 

publication magazine also called "Gebi Lelimat "it is published twice a year. And the 

Newspaper also entitled "Gebi Lelimat "published every month, because of Customs is an 

international organization. The magazine is published by using two languages (It is 

bilingual): it is written in Amharic and English languages and it contains news and articles 

that elaborate the authority's activity and some slogans of the organization. 

• Tax for na tional development 

• Tax is a key for development 

• Timely and proper declaration of tax is a sign of civility 

• Pay your taxes today for a better tomorrow. 

In addition, the publications offer an opportunity as the source of information to tl1e top 

management and its consultants to promulgate new tax laws such as, income tax, value 

added tax, excise tax, and turn over tax in detail and for further elaborations of policies and 

explanations why they were adopted. The brochures are also used for placement of mission 

statements, objectives and duties of the organiza tion respectively. 
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4.4. THE CONTENT ANALYSIS OF "GEBI LELIMAT "NEWSPAPER'S NEWS 

Among the tools of media to reach the target audiences of Ethiopian Revenues and Customs 

Authority, Newspaper is the one it plays significant role. The researcher tried to analyze the 

messages of ERCA's one year "Gebi Lelimat" Newspapers' news from July 2015 - June 2016 

to show the nature of the messages that reach to the target audiences. 

Among more than 34 stories collected for this study, samples believed to be adequate enough 

to serve the purpose of the study were selected and interpreted, so as to maintain readability 

of the report. Representative stories were selected for each category according to their ra tio 

and relevance to the issues raised . 

4.4.1. Presentation and interpretation of Sourced messages 

The presentation and interpretation of "Gebi Lelimat Newspapers News may be of 

paramount importance for the organization. The organizations messages that circula ted to 

the head office, the regions and branch offices playa pivotal role to educate the taxpayers. 

However, it is difficult to incorporate all duties/ tax messages conveyed in these media in a 

study of limited space, making selection and analysis of representative samples may be 

inevitable. For the purpose of this study, therefore, only sample texts of taxes, contraband 

and other messages that are performed in Amharic were selected and analyzed. 

The examina tion focuses on the major tax issues raised in the print media and on how people 

communicate them. For ease of understanding, messages contained in the source media are 

ca tegorized into different themes. Moreover, the types of news items covered, purpose of the 

the messages, sources of the messages, of the communication are evaluated under each 

subsection of the study. 

This section contains presentation and analysis (discussions) of the findings of qualitative 

data, based on the objective of the study. Then, the results of the study were discussed, 

analyzed and interpreted. 
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4.4.2. Types of news items covered 

As indicated the types of news items which were covered during the given sample period. As 

these finding shows, from the total of 34 on printed news items, 3 service delivery, 2 Revenue 

collection, 4 customs issues, 12 domestic taxes/duties, 6 conh'aband, 3 good governance,l 

corruption issues were covered . 

As this finding also indicates, the news covered concerning domestic taxes/ duties is high 

and it is out of the whole printed in "Gebi Lelimat" newspaper in the mentioned sample. It 

indicates that the corruption issues were covered in a minimal rate. 

Interviewed team leader 1 and communication officer 3 didn' t deny the significance of the 

taxes. All of them gave similar responses with this regard. They argued that taxes and duties 

are crucial to the development of the counh-y and its coverage given to it was good. 

As the two respondents (communication officer 1 and 2) also said, as the media is the 

institutional media giving emphasis to every policy of the institution is unquestionable. Thus, 

the media have a responsibility to cover and disseminate to the public following every 

activity which is done by the institution. 

However, as one of interviewee (communication officer 5) stated, there were the public 

relation officer performs his or her professional duty determines to a significant extent the 

quality of the information the public gets from the press. 

Team leader 5 and communication officer 4 additionally described that, there was no deep 

attention given to the taxes issues comparing to others issues before. These issues were used 

to be reported as any simple issues rather than as a major national agenda. But as they 

added, currently this issue has been given due attention by the media than other issues. 

4.4.3, Purpose of the messages 

Basically, in reporting news, media have their own goals to select different issues. Therefore, 

what were the major ideas behind the reported news? Was it to inform? To educate? Or to 

,,,' tertain? The purpose or cenh'al message of media can be massive by nature. Media can 

inform and raise awareness in the society. It is aimed to increase people's participation and 
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corrununity mobilization. Media also support the public exposing the wrong doings in the 

corrununity through investigation. 

Besides, media can entertain the audiences and through this it can motivate and encourage 

the corrununity to decision making and action. All of these are among the aim or central goal 

of media while reporting several issues. 

From the total collected taxes / duties, and customs stories, nearly half of the taken sample 

were emphasized on providing informa tion i.e. ou t of 34 news items, 28 of them had 

informational goal. Following to informational purpose, 5 news items had educational aim. 

There is no entertaining news item. From the whole printed news of the sample, all of them 

didn't show the feature of creating motivation or mobilization and no investigative reporting. 

4.4.4. Sources of the messages 

Sources are an integral part of news reporting (Stephen and David, 2000p.12).lt is a backbone 

of media organization. From sources that media can get information to cover different 

stories. Different sources provide media with different opinions, facts and attitudes. 

In gathering information media can get information from various sources and use these 

sources to maintain the balance and credibility of the information. 

At the first level, a large number of stories on taxes/duties issues were accessed from 

ERCA's higher officials, another source of the organization was experts. Experts became the 

sources in the level of organizational sources on taxes/ duties issues. Different documents 

like laws, regulations, proclamation, and directives were used as sources in a few numbers. 

Another sources also obtained from organizations during various workshops, meetings, 

conferences and while higher officials delivered speeches. 

4.5. Activities of communication officers of Ethiopian Revenues and Customs Authority 

Communication should be syrrunetrical. There must be sender and receiver as well. And 

syrruneh'ical system allows the feedback. Communication shouldn't be one way. Therefore, 

ERCA find out the feedback of its customer by doing the survey study. Totally Public 

relation department of ERCA needs a two way communication channel and corrununication 

officers must be a professional officer. 
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In the basis of personal observation the public relation department performs giving press 

releases of the Authority sending to the media organiza tion, produces T.V and radio 

programs, organize with different departments whenever meetings, conferences are held. 

And also the public relation officers make a contact with concerned body as well as that have 

a direct relationship with Ethiopian Revenues and Customs Authority. 

In addition, the public relation officer serves as a bridge between the internal and external 

public of the organizations. Public relations employee should be honesty, for the purpose of 

getting rid of conflict, antagonism, misconception, lack of comprehension between the 

organiza tion and the public. This resulted totally removing of the wrong picture of the 

organization by the public. The employees of public relation of ERCA should solve the 

problems form an appropriate communica tion that helps to achieve the objectives of the 

organiza tion. 

The public relation profession in ERCA 

H,l said that:-

The public relation profession needs skill and education. The public relations officers / 

communication experts, lacks professionalism. He said most of the working 

communication experts have no formal journalism education. 

H,l head of public relation added that 

ERCA understands this difficulty and that the organization tries to Address Public 

relation officers face and his organization try to address the problem by sending its 

experts for training. "We give short-term in service h·ainings for our communication 

experts / public relation officers." 

Target Audiences of the organization 

PRO, 3: sta tes that 

The community of an organization widely depends on the size and nature of the 

business. The customers of the organiza tions are, importers, exporters, private 
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limited companies (PLC), individual traders, (business men), employees, 

investors, transistors, government etc. 

The publics of Ethiopian Revenues and Customs Authority are society at large who 

are supposed to pay taxes. 

As the Authority runs complex activities and supervises the revenue collecting 

offices, it has contacts with many publics with various interests. As it could be 

observed in the five year strategic plan of the Authority, the public of the organization 

are divided in to two groups i.e. internal and external. 

The internal publics include members of top management, Employees of the Authority 

and revenue collecting sectors. 

External publics, on the other hand comprises taxpayers, chamber of commerce's, the 

public sector donors and AID organizations, public sector organizations and 

development enterprises, regional parliaments and prime minister office. The 

organization has also international public who go in and out through the Ethiopian 

Cus toms Authority, which is part of the organization and the Ethiopians Diaspora. 

Therefore, the public relation department of the Ethiopian Revenue and Customs 

Authority tries to communicate with all its numerous internal and external publics. 

The main communication tools that the department has used to reach its publics are 

"Gebi lelimat "Radio and Television programs. It was collected public opinion on the 

programs, h·ansmitted through these media with selected tax payers. 

4.6. The communication activities of Ethiopian Revenues and Customs Authority 

The communication activities of ERCA 

H, 1, emphasized that 

The major key works of communication practices of Ethiopian Revenues and 

Customs Authority is to implement awareness creation programs to promote a 

culture of voluntary compliance of taxpayers in the discharge of their tax 

obligations; and to prevent illegal h·ade and conh·a band. 
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To achieve this major activity of the public relation department of ERCA, are planned to 

be performed in 2000 E.C. time. The communication activities each year are: 

.. Producing and editing script for "Gebi Lelimat "radio and T.V. program to educate 

and to inform the public. 

.. Publishing magazines, brochures, Newspaper and other publications. 

.. Organizing meetings, conferences and taking minutes on each spot. 

.. To make aware of students about tax, conh'aband or illegal trade and related issue 

in different high schools in Addis Ababa by establishing question and answer. 

.. Producing press release and advertising and sending them to the concerned media 

organizations. 

.. Translating different materials that are used for web page loaded guide books, 

directives, related activities concerning the institution. 

.. Celebrating about duty/tax day . 

... Over all the Ethiopian Revenues and Customs Authority Education and 

communication department familiarize the organizations activity by using 

electronic, print, and internet. 

Therefore, the principles of public rela tion activity would require more work to be done. The 

mere reason is that the efficient and full public relation work makes control of public easy 

and major and public relation work is essential in order to bring attitudinal change being 

aware of the advantage of paying taxes. 

Developing credibility 

H,l said that: 

We also work to make tax payers reach common understanding with the 

organization. We Calmot work these common things separately. At least we need 

information to achieve them. If there is an information gap, we cannot build the 

image of the institution and make people reach in one point on major institutional 

issues. This would be done if we inform what is done in the institution. We have to 

inform failure stories as we do success ones to be credible. 
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The media to reach the target audiences 

H, 2 states that:-

From mass media, radio is a priority medium in the country. This is because, the 

availability of the infrash'ucture including radio receivers and its coverage to grass 

root population is relatively better than television and print media. Therefore, it is 

appropriate to use intensively the radio networks for educating taxpayers. It is also 

important to utilize the upcoming radio program in different regions. 

TL, 2: added tha t 

Radio and Television and print are very crucial for the successful implementation 

of taxpayer education strategy because of their reach. The media influence 

different target audiences particularly in urban areas Taxpayer strategy has to be 

supported widely by the mass media available to 'facilitate and speed up the 

implementation of the tax program in the country. 

Audio visual and print materials, including audio and video cassettes, flip charts, posters 

and leaflets are important educational tools. The impact of print and audio visual materials 

depends on their quality, quantity and effective distribution. 

Therefore, in order to benefit from the advantage of multimedia approach, the strategy 

focuses on the above mentioned channels to be used selectively in support of mass media, 

group media and interpersonal communication. To this effect, taxes Authorities at different 

level of the region are encouraged to use publications and audio visual materials of their 

institutions for disseminating relevant messages. 

The major challenging problems in communicating the target audience 

TL,l: 

One of the external difficulties mentioned by a Customer support team leader what he 

said is that it is quite different from Addis Ababa situation the distance and poor 

infrastructure in regional branch office. 
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PRO, 1:- said, 

The regional branch offices provided with different information about regional branch's 

activities. In order to get the information from their sources, the poor infrastructure and 

the long distance makes it difficult, he said: 

PRO, 2: added that 

"Transportation, inaccessibility, far distance and low infrastructure are the major 

impediments to get regional ERCA's branch activities information." 

TL,3 point out that 

The other methods of communication used in the organization to reach the mind of the 

tax payers is that Conducting meetings / forum for the tax payers on the tax issues and 

the benefits of respecting tax laws will have tremendous impact particularly in the 

major cities of the region. This will give the opportunity to discuss the taxpayers' 

problem and thus increase their compliance rate. 

4.7. Public relations campaign in Ethiopian Revenues and Customs Authority 

A critical issue in evaluation research is determining what to measure. Stacks (2002, p.28) 

identified three possible objectives of a public relations campaign: informational, 

motivational, and behavioral. Informational objectives identify what the target audience 

should know or learn as the result of a campaign. Motivational objectives are those that 

inspire " a predisposition to act". Most important to organizations are behavioral objectives, 

where members of the target audience change their behavior or opinion in a way that is 

aligned with the organization's objectives. 

There is a sh·ong relationship among the objectives, (Stacks, 2002, p.29) states that 

Informational objectives establish what knowledge should be known or is needed by 

the publics the campaign or program is intended for ... Motivational objectives test 

whether or not the information is having an effect and whether tactical strategies are 

having an impact on future behavior. Furthermore, the relationship between 

informational and motivational objectives is i.nteractive; that is, if motivational 
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objectives are not being met, informational objectives can be changed to overcome 

identified blockages. The behavioral objectives are often what' count,' and they in the 

end define the success or failure of a campaign. 

Measuring intended outcomes of a public relations campaign is more difficult than 

measuring what (Broom and Dozier, 1990, p.53) call the "many countable and measurable 

aspects of the communica tion process". Too often practitioners focus on measuring process 

rather than outcomes. They count the number of publications produced or press releases 

issued, rather than whether the publications or press releases contributed to the desired 

behavioral change in the target publics. 

Public relation campaign has great impact on shaping public perceptions. A collection of 

activities at a time leads the public to share ample knowledge in the area and to improve its 

relationship with the organization.as a result, the public may change the perception it had for 

years. 

Conh'ary to this fact, the public relations deparhnent of Ethiopian Revenues and Customs 

Authority has never conducted any kind of public relation campaign in an organized manner 

to achieve research based goal. The 'deparhnent attempts to create public awareness on the 

issue through its regular program. Besides the Authority buys time from National radio and 

radio Fana and lets the public participate directly on radio talks and other related programs 

on Ethiopian Broadcasting Corporation. 

4.8. The publics and their opinion in Ethiopian Revenues and Customs Authority 

"Gebi Lelimat "radio and Television program" 

TP,2 

The customer of Western Addis Ababa medium taxpayers' office, He said that 

"Gebi lelimat "radio and television program is so awkward and monotonous. The 

major reasons are long articles explaining the policies and procedures of the 

organizations have dominated the whole program. Moreover, these articles are 

accompanied with in appropriate pictures and absence of voice variations. 
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TP,l 

TI,e customer at Addis Ababa taxpayers' medium branch office 1 added that:-

The program doesn' t target all age groups. Moreover the language that is used to 

express about the revenue sector and taxes is so complex and full of jargons. Also the 

program inclines to present complaints and blame some groups. 

In addition to that the tax payer I interviewed a t Eastern branch medium tax payers office is 

added that:-

TP,S 

TP,4 

The other problem relevant to the programs is the fact that the same issue is 

presented repeatedly for a week. Although the air time is short, it couldn't present 

varieties of issues. 

From western Addis Ababa medium tax payers branch office in his side said that:-

Meeting and interviewing get full coverage in the program. In most cases the 

interviewer and interviewee are similar even the topic that is held under 

discussion also revolved around the same topic. These make the program less 

interesting. 

According to the respondents, taxpayer' s sides the majority of the business communities are 

aware of the responsibilities and obligation of paying taxes. However, they are not familiar 

with the operational tax laws and regulations. Therefore, educational program should 

continue in a consolidated maImer. Since the survival of most organization depends up on 

the existence of its publics . 
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CHAPTER FIVE 

CONCLUSIONS AND RECOMMENDATIONS 

In this study an attempt was made to study on the practices and strategies of communication 

in Ethiopian Revenues and Customs Authority. To explore the communication practices that 

the study entirely employed qualitative approach method. 

To present a brief theoretica l framework and models in relation to the study. I.e. Persuasion 

theory, theory of public relation, and The Grunig and Todd Hunt models of public relations. 

Accordingly, in-depth interview were designed and administered for heads of public 

relations, public relation officers/ communication experts and selected tax payers. The data 

were analyzed and interpreted based on the findings. Interviews were also conducted with 

some of the respondents on issues that require more clarifications and presented and 

analyzed together with interviews. 

Therefore, the conclusions drawn and recommendations made based on the findings 

obtained from the qualitative analysis of in depth interviews. 

5.1. CONCLUSIONS 

In this study, an attempt has been made to discuss the communication practices and 

strategies to public relation of Ethiopian Revenues and Customs Authority. The need to have 

public relation practice in a country is unquestionable. As the interaction of groups of people 

become more important, and so that it is very essential for the need of harmonious relations. 

In order to minimize misunderstanding people need to be informed of what is taking place in 

the organiza tions. To do this, the purpose of public relation must always be set before hand 

in a clear way. Its practice has to be realized by the public and the concerned stakeholders. In 

doing so the areas of misunderstanding may be minimized or eliminated. 

The world is changing every time. New technological advancement appears from time to 

time. The ultimate objective of public rela tion is to provide or help public opinion reach 

conclusion by providing them with facts and ideas. Only with the understanding and help of 

the public that development can be enhanced in the country. 
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The citizens of Ethiopia need to be informed of the things that are going on in their country 

or in the world, therefore public relation is an essential element in the communication 

system. 

It is believed that public rela tion campaign has grea t impact on shaping public perceptions; 

lack of awareness will harm the revenue severely by increasing tax evasion and contraband 

activity. 

The study also revealed that though informing, educa ting and entertaining are the major 

aims of the media, most of the taxes issues h·ansmitted in the study were purely informative. 

Mostly, tl1e news was just reported from positive tone which is something favored toward 

government policies directly or indirectly. 

5.2. RECOMMENDATIONS 

To have a common understanding between the public and organizations, symmetrical 

communica tion is very important. This helps to minimize misunderstanding between people 

and the organiza tion. Because development is unthinkable without the support and the 

participation of public at large. 

In view of the above and other points are suggestive as helpful to facilitate the activities 

of the public relation of ERCA. Public relation work is limited only at head office level. 

It is recommended that public relation officers employ a variety of public 

information insh·uments to improve public access to information. These include fue 

production and distribution of regular press releases and publications, organizing press 

conferences, fue use of regularly updated websites as well as managing leased radio lTV air 

time to provide direct information to tl1e target audience. 

Even if publica tions are the most common means of communication, the department 

publishes brochures. Which are inadequate for fue biggest organization like Efuiopian 

Revenues and Customs Autl10rity? The absence of leaflets, pamphlets, newsletters and ofuer 

print media affects effectiveness of fueir communication. The public relation department 

must enforce fue publications of its own in large. Because the institution is the only organ in 

fue cow1hy that collects tl1e potential economy of fue cow1try. 
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The communication experts of the institution should exchange experiences with other 

governmental institution. 

The public relation deparhnent should conduct PR campaign in addition to its regular PR 

activity, which will help to attain the desired objectives. In the area, at least audience 

assessments should be embarked to see the result. So that the communication strategy should 

be revisited. 

The top level management should conduct evaluation periodically and own the program. 

As international best practices show the communication should be run by professionals not 

by party cadres. 

Constant on the job training should be given to the employees. 

The incentive mechanisms for contributing professionals should be upgraded. 

Without good communication public relation never serve as a bridge between institution 

and the public at large and also it cannot come to the point of understanding between them. 

First, creating a good mood among communication experts is very essential. Some what it 

ha, influenced internal and external customers. 
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Appendix I 

In depth interview with Public relation directors. 

2. What is your responsibility in your organization? 

3. How do you explain the Ethiopian Revenues and Customs Authority public relations 

department activity? 

4. Which media is more reachable to your target audience? 

5. Do you think people in your department have been provided with adequate knowledge 

in communication? 

6. How far ERCA's Communication strategies go with your understanding and practices 

of communication in your department? 

7. Did your communication officers involve in the identification of major challenges of 

communication and seeking their solutions with communication directora te? 

8. What recommendations can you give to improve the Communication practices of 

Ethiopian Revenues and Customs Authority? 
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Appendix II 

In-Depth Interview Questions for Expert Ca tegory 

1. Your current responsibility 

2. How long have you worked on communica tion department? 

3. How do you describe the public relation department of Ethiopian Revenues and 

Customs Authority? 

4. What is the most difficult communication practices Of Ethiopian Revenues and Customs 

Authority? 

5. What channels do you use to disseminate information to your target audiences? 

6. How far your communication approaches were appropriate? 

7. Do you think communication is entirely the problem of knowledge? 

8. Who are your target audiences on your messages? 

9. What were the key messages you used to promote your inslilullon? 

10. Who were responsible for designing the messages that was disseminated? 

11. What were the major challenging problems in communicating the target audience? 

12. How do you get feedbacks from the audience on your performance? 

13. What do you recommend to improve communication practices of the organization? 
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Appendix III 

Interview with tax payers 

1. What do you know about conununica tion department of ERCA? 

2. What can you say about the appropriateness of the conununication practices and 

consideration of your interest? Or do you think the program is appropriate for you? 

3. How informative and educative do you think the program is to the taxpayers? 

4. Do you think the conununication practices improve your relationship with the 

organization? 

5. What is your outlook about the conununication practices of ERCA? 

6. Have you ever made discussion with the top management of the institution? 

7. What do you suggest to improve the quality of conununication? 
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Appendix IV 

l'I"1llC h4-1( ~<f>c:rr 'I' .I'</I$":F 

1) M h.'H'P"P 1(L$":F<;, 'r9"~.h 'lMit.lfIJ,) 'l'9"IJC'r<;' t>"'I.~'l.h.7j') rlit- hlj:t.I 9"').rut.l .I'm.ft>I'I' 

2. .~*UD' Ml'lt-O'r .I'1'Im. r"n,.· )~, h"l'l'O 9"') .I'lJt.I ~'hhl'l<;' h<;' h"l'l·m·r .I'1'Im. )m. I hr'~H;J'f: 

r"'l.<f>Com. 'l'9"IJC;J-'e ·WI:R'·y.:r. I'ICIi$" 'rhhl'l<;' h<;' h"l'l,m'l' .I'1'Im. ',m. MI'I'? 

3. M'~H;J'f: ~"'I.<f>com. 'r9"IJC;J-'e 11"1'f:+ 9"').rut.l hfW"It h<;' OD<:Jl' I'IIXl. )m. ? 

4. r"ll"i·)'I' h"I'lfl- ~hC(I')<;' ~OD!Jt.l'n..',') "117'-)-)' .I'7fIi~t.I ·Ol'lm. .I'MI'I·? 

5. Moolit.l' o,,~ 'l'9"lJc,)'<;' "n7'-)'r lit- .I't.I$"~' M"'~I'I'O 9",).l~')m.? 

6. hODlit.l'O .. ~ m~.e ?~,(.$":F ;JC ·,·m.PM·m. .I'm.ft>I'I' ? 

7. ~"n",)·)- lit-m. ') O'l't-·)· hVl.(It- h<;' MfIJ.e 1'I"'Ii'itit.l 9"') (fD.~<:"1 MM· Mt'r ? 
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Appendix VI 

List of informants 

No. Name sex age code organization position 

1 Ato Ephrem Mekonnen M 55 H,1 ERCA Head of Public 

relation 

2 Ato Fasika Belay M 46 H,2 ERCA Deputy Head of 

Public relation 

3 Ato Party Nigussie M 37 TL,1 ERCA Tax payers 

education team 

leader 

4 Ato Getachew Shiferaw M 57 TL,2 ERCA Communication 

team leader 

5 Ato Ayifokiru Hailu M 48 TL,3 ERCA Library and 

documen ta tion 

team leader 

6 Ato Niku shewa M 36 PRO,1 ERCA Senior 

communication 

officer 

7 Ato Adane G/ egziabher M 34 PRO,2 ERCA Senior 
-, 

communication 

officer 
"-

8 w / t Genet tesfaye F 30 PRO,3 ERCA Senior i~ 
communi , ation 

\ 

officer 

9 w / ro Momina Adem F 28 TP,1 Taxpayer Addis Ababa 1 

10 Ato Asefa Temesgen M 44 TP,2 Taxpayer Addis Ababa 2 

11 Ato Sintayehu Jima M 38 TP,3 Taxpayer Western branch 

12 Ato G/egzabiher Araya M 34 TP,4 Taxpayer Eas tern branch 

13 w / ro Masresh kifle F 35 TP,5 Taxpayer Western branch 
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