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ABSTRACT
This study explores the role and significance of social media in the practice of public relations within higher institutions in Nigeria. With the increasing integration of digital technologies in communication strategies, social media has become a vital tool for enhancing institutional image, engaging stakeholders, and disseminating information promptly. The research investigates how public relations units in higher education institutions utilize platforms such as Facebook, Twitter (X), Instagram, and LinkedIn to manage communication, promote institutional events, and respond to crises. Using a mixed-method approach involving surveys and interviews with PR officers and students across selected institutions, the study reveals that social media has significantly improved interaction between the institutions and their internal and external publics. However, the study also identifies challenges such as misinformation, lack of policy guidelines, and inadequate training of PR personnel. The research concludes that while social media presents vast opportunities for effective public relations practice, there is a need for institutional policies, professional training, and strategic planning to maximize its benefits. Recommendations include the development of a comprehensive social media policy, regular capacity-building programs for PR staff, and the adoption of analytics tools to measure engagement and impact.
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CHAPTER ONE
1.0	Introduction
1.1 	Background of the Study
The increase in competition among organizations with similar product and service and the free market environment prompted the need for public relation activities to engage members of the public who could be prospective customers or exiting customers in a mutual relationship devoid of cheat and undue advantage. According to Igben (1997),The rapid development of social media platforms has fundamentally transformed various sectors, including public relations (PR). Public relations, traditionally focused on fostering communication between organizations and their stakeholders, has found new avenues and strategies through social media. In higher institutions, such as Kwara State University Malete, social media plays a pivotal role in shaping the institution's image, engaging students, staff, alumni, and the general public, and enhancing communication efficiency.
In recent years, universities have increasingly embraced social media to enhance their PR efforts. Institutions like Kwara State University utilize platforms like Facebook, Twitter, Instagram, LinkedIn, and YouTube to communicate news, share achievements, promote events, and respond to issues or concerns raised by their community. These platforms allow universities to engage their audience in real-time, fostering a sense of transparency, community involvement, and brand loyalty among students and prospective applicants (Agyemang & King, 2017). This evolution has necessitated an exploration of how effectively social media is integrated into public relations practices within higher education institutions, particularly in the Nigerian context.
Social media’s prominence in higher education institutions comes from its ability to break down geographical barriers and create instantaneous connections. This is particularly critical for universities that aim to maintain dynamic relationships with diverse groups, including current students, alumni, prospective students, parents, faculty, and the general public. Kwara State University, located in Malete, Nigeria, provides an insightful case study of how social media platforms are used in practice to enhance the university's public relations.
Communication is a basic human need and for that reason, man has always found of satisfying this need. It is believed that society can function effectively if is no exchange of ideas, experiences, etc between and among the people within the community since no man can live in isolation of others. Community can be a big city, village or an organization. The earliest form of trade-media, interpersonal and group forms of communication had the benefit of being easy to use and did not necessarily need complex technologies, these were used by the public relations practitioners at one time of development or the other. The weaknesses of not being able to communicate to large audience led to the development of mass media such as: telegraph, newspapers, magazines, radio and television and to the recent Internet/ICT/social media or better called new media which has helped in broadening the scope of public relations communication and interaction than even before(Olayinka,2016, p.12).
Public relations is described as a deliberate planned and sustained efforts to establish and maintain mutual understanding between an organisation and it publics (Arowosegbe, 2005, p. 6). This implies that an organization, individual or institution has so many publics that it deals with at one time or the other and this publics can be reached through different platforms depend on the issue, problem or condition necessitate the communication or interaction. However, one of the emerging media or channels of communication in public relations is the use of the internet particularly the new media (social media, podcast, streaming, video conferencing, e-releases etc) 
The practice of public relations which is on image projection uses effective channels of communication to engage the publics in a cordial relations officer having huge task to maintain good image of the organization ensures that since there are several media outlets, transforming clearly, with increased advancement in technology, he is left with task of maintaining credibility and mutual relationship with the appropriate media so as to reach their public not just effectively but also positively. This is the aspect of media relations. According to Igben (1997), media relations is a persistent interaction with media communication in order to maintain exchange of news worthy confidences and sustained public information Baran (2004) observes that media relation requires that the public relations professional maintains good relationship with professional on the media by simply responding to media request for information or spokesperson.
1.2	Objectives of the Study
The primary objectives of this study are:
1. To examine the role of social media in the public relations practices of Kwara State University Malete.
2. To explore the strategies and platforms used by the institution to engage with its stakeholders through social media.
3. To identify the challenges faced by the university in using social media for public relations purposes.
4. To assess the impact of social media on the relationship between Kwara State University and its stakeholders.
1.3	Significance of the Study
This study is significant as it will contribute to the understanding of how social media is used as a tool in the practice of public relations within higher education institutions, especially in a developing country like Nigeria. The findings will be valuable to PR practitioners in universities, providing insights into effective social media strategies for enhancing institutional communication and engagement. Additionally, the research will contribute to the academic literature on public relations and social media in the context of Nigerian universities, offering recommendations that may be applicable to other institutions facing similar challenges.	
1.4	Problem Statement
The increasing reliance on social media by higher education institutions presents both opportunities and challenges in the practice of public relations. While social media offers numerous advantages, such as cost-effectiveness, broad reach, and the ability to engage with audiences in real time, its integration into the PR strategy of universities has not been fully explored or optimized. In particular, the effectiveness of these platforms in promoting a positive institutional image and improving communication strategies remains under-researched in the context of Nigerian universities, including Kwara State University. This study seeks to explore how social media is utilized in the public relations practices of Kwara State University, identify the challenges faced, and assess the impact it has on the university’s relationship with its stakeholders. Specifically, it will examine the methods employed, the platforms used, and the extent to which social media has enhanced or hindered effective communication and engagement between the university and its diverse audiences.
1.5	Scope of the Study
The scope of this study is limited to Kwara State University Malete, Nigeria. The focus is on the use of social media platforms for public relations within the institution, examining the perspectives of the university's public relations staff, students, faculty, and other stakeholders. The study will cover both the benefits and challenges of social media integration into the university's PR practices.	
1.6	Research Questions
To achieve the objectives of this study, the following research questions will guide the investigation:
1. What role does social media play in the public relations efforts of Kwara State University?
2. Which social media platforms are used by Kwara State University for public relations activities?
3. What are the challenges faced by the university in using social media for public relations?
4. How does social media affect the communication between Kwara State University and its stakeholders (students, faculty, alumni, and the public)?
1.7 	Definition of Terms
1. Public Relations (PR): A strategic communication process that builds relationships between an organization and its stakeholders.
2. Social Media: Digital platforms that allow users to create, share, and interact with content, including Facebook, Twitter, Instagram, LinkedIn, and others.
3. Higher Education Institutions: Academic institutions such as universities and colleges that offer undergraduate and postgraduate education.
4. Stakeholders: Individuals or groups who have an interest in the activities and success of an organization, including students, faculty, staff, alumni, and the general public.













CHAPTER TWO
2.1	Literature Review
The place of social media in the practice of public relations (PR), particularly within higher institutions, using Kwara State University (KWASU) in Malete as a case study. The review focuses on the role of social media in PR, its impact on communication within universities, and how higher institutions can leverage social media to improve their PR strategies.
2.1.1	 Overview of Public Relations in Higher Institutions
Public relations (PR) in higher institutions involves managing the relationship between a university and its stakeholders, including students, faculty, staff, parents, alumni, the media, government agencies, and the public. It is an essential tool for universities to shape their public image, enhance communication, and maintain positive relations with the community. In the context of higher institutions, PR strategies often involve media relations, event management, crisis communication, branding, and community outreach.In many universities, PR is seen as a function that helps to promote the university’s image, attract prospective students, ensure effective communication with internal stakeholders, and handle any crises that may arise. Traditionally, PR in universities was managed through printed materials, such as brochures, newsletters, and press releases, and broadcast methods like radio and TV

2.1.2	The Role of Social Media in Public Relations
Social media has dramatically transformed the practice of PR, offering new channels for engagement and communication. Platforms such as Facebook, Twitter, Instagram, LinkedIn, YouTube, and TikTok have allowed universities to communicate directly with their audience in real-time, bypassing traditional media channels. Social media platforms provide an interactive space where universities can engage with students, faculty, and the wider community, enhancing transparency and building trust.
According to Smith (2018), social media has created a paradigm shift in PR by allowing for two-way communication, where feedback from the public is not only encouraged but can also be immediately addressed. This is a stark contrast to traditional one-way communication strategies where universities controlled the narrative through press releases and speeches. The interactivity of social media allows universities to better understand and respond to the needs and concerns of their stakeholders.
CONTENT OF HIGHER INSTITUTIONS IN SOCIAL MEDIA ROLES
Branding and Reputation Management: Universities use social media to shape their image and communicate their values, mission, and academic achievements to a global audience. This helps build a reputation that attracts prospective students, faculty, and donors.
Crisis Communication: During times of crisis (e.g., natural disasters, security concerns, or controversies), social media platforms allow universities to issue immediate updates and manage the flow of information, helping to mitigate any negative effects on their reputation.
Engagement and Interaction: Social media platforms enable universities to engage with their students, alumni, and the wider community. Through polls, interactive posts, and live streams, institutions can create a dialogue with their stakeholders and foster a sense of community.
2.1.3	 Social Media Platforms in Public Relations
Different social media platforms serve distinct purposes in PR practices. For example, Twitter is often used for timely updates, announcements, and real-time engagement during events, while Facebook is used for community-building activities, including groups and event management. Instagram, with its visual nature, is a popular platform for showcasing university life, campus facilities, and academic events through images and videos.
In the case of universities, platforms like LinkedIn serve to connect with alumni and professionals, while YouTube provides an ideal space for publishing longer video content, such as university tours, interviews, and research highlights. The use of these platforms varies based on the university's target audience and communication goals.


2.1.4 	The Impact of Social Media on PR in Higher Institutions
Social media's influence on PR in higher institutions can be observed in several key areas:
i. Increased Visibility and Global Reach:Social media breaks geographical barriers, allowing universities to reach prospective students and stakeholders worldwide. Institutions can participate in global conversations, showcase research findings, and collaborate with international partners.
ii. Cost-Effective Communication: Social media provides a relatively low-cost alternative to traditional PR methods. Universities can reach large audiences without the high costs associated with advertising and print media. This is especially important for institutions with limited PR budgets.
iii. Real-Time Communication: Social media allows for real-time communication with stakeholders. In emergency situations or during crisis management, universities can quickly disseminate important information to their audience and address concerns promptly.
iv. Improved Engagement and Feedback: Through social media, universities can receive immediate feedback from their stakeholders. This direct interaction can help institutions understand the concerns and interests of their students, staff, and the public. It also enhances transparency, as universities can directly respond to inquiries or issues raised by their community.
v. Enhanced Student Recruitment:Social media is a powerful tool for student recruitment. Prospective students often use social media to gather information about universities, explore campus life, and connect with current students and alumni. Universities can use targeted ads and engaging content to attract and retain students.
2.1.5 	Challenges of Using Social Media in Public Relations
Social media offers numerous benefits, it also presents challenges for universities in their PR efforts:
Managing Negative Feedback: Social media allows for instant feedback, which can sometimes be negative. Universities must be prepared to handle complaints, criticisms, and negative publicity in a professional manner. Failure to address issues promptly can lead to damage to their reputation.
Security and Privacy Concerns: Universities must ensure the security of their social media platforms and the privacy of their students and staff. With the increasing use of social media, universities are at risk of data breaches, hacking, and other security threats.
Content Management and Consistency: Maintaining a consistent and engaging social media presence requires dedicated resources and content planning. Universities must ensure that their messaging aligns with their brand and that content is updated regularly to keep their audience engaged.
Social Media Fatigue: Some students and staff may experience social media fatigue due to the constant flow of information and notifications. Universities need to balance their social media presence to avoid overwhelming their audience with too much content.
2.1.6 	Social Media in the Context of Kwara State University
Kwara State University (KWASU), located in Malete, Nigeria, serves as a relevant case study for examining the role of social media in PR practices in higher institutions. As a relatively young institution, KWASU has embraced social media as a key tool for communication and outreach. The university actively uses platforms like Facebook, Twitter, Instagram, and LinkedIn to connect with students, faculty, prospective students, and the wider community.
KWASU has utilized social media to enhance its branding efforts, promote academic achievements, and communicate with both internal and external stakeholders. The university’s PR team is also engaged in real-time communication with students, especially regarding academic events, admissions, and campus activities. However, challenges such as limited resources for social media management and negative feedback on social platforms have been noted.
2.2	Conceptual Review
	The place of social media in the practice of public relations (PR) within higher institutions, specifically focusing on Kwara State University (KWASU) in Malete, Nigeria. The conceptual review highlights the essential elements of public relations, social media, and their intersection in the context of higher education.
1. 	Public Relations (PR) in Higher Institutions
Public relations (PR) is the strategic communication process that builds and manages relationships between an organization and its stakeholders. In the context of higher institutions, PR involves managing the university's image, reputation, and communication with various internal and external stakeholders, such as students, faculty, staff, prospective students, parents, alumni, the media, government agencies, and the general public.
PR in universities has traditionally focused on maintaining positive relationships with these groups through various channels, such as press releases, newsletters, brochures, and institutional websites. The ultimate goal of PR in higher institutions is to promote the institution’s brand, support recruitment efforts, manage crises, foster engagement, and build a positive public perception of the institution.
PUBLIC RELATIONS ACTIVITIES IN HIGHER INSTITUTIONS TYPICALLY INCLUDE
i. Crisis Management: Handling negative events or issues that could affect the institution’s reputation.
ii. Media Relations: Interacting with the media to disseminate news and information about the university’s activities, achievements, and events.
iii. Internal Communications: Engaging students, staff, and faculty through internal bulletins, newsletters, or campus events.
iv. Branding and Identity: Crafting a consistent message about the university’s mission, values, and goals to create a strong brand image.
2. 	Social Media and Its Role in Public Relations
Social media refers to digital platforms that allow users to create, share, and exchange content, as well as engage in two-way communication. Major platforms such as Facebook, Twitter, Instagram, LinkedIn, YouTube, and TikTok have become essential tools for public relations. These platforms provide universities with direct access to a broad audience and an opportunity to engage in real-time communication with stakeholders.
SOCIAL MEDIA IN PR PLAYS SEVERAL CRUCIAL ROLES:
i. Two-Way Communication: Unlike traditional media, social media allows for interactive, real-time communication between the university and its audience. Universities can not only disseminate information but also respond to feedback, queries, and concerns from students, staff, and the general public.
ii. Branding and Reputation Management: Social media enables universities to craft and promote their image, highlight successes, showcase student life, and engage in meaningful conversations with their target audience. It provides an avenue for promoting academic achievements, research developments, events, and services.
iii. Engagement and Interaction: Social media facilitates closer engagement between universities and their stakeholders. It provides an interactive space where students, faculty, alumni, and prospective students can engage with the institution, share their experiences, and stay updated on university activities.
iv. Cost-Effective Communication: Social media platforms provide a low-cost, efficient means of reaching a large and diverse audience. Universities can communicate their messages without relying heavily on traditional, expensive forms of media such as television or print advertising.
v. Real-Time Information Dissemination: Social media allows universities to send out immediate updates, especially during emergencies, important announcements, or special events, ensuring timely and accurate communication.
3. 	The Intersection of Public Relations and Social Media in Higher Institutions
The integration of social media into the practice of public relations has created new dynamics in higher institutions. While PR traditionally involved one-way communication from the institution to its audience, social media has shifted this dynamic to a more interactive, two-way communication model.
In higher institutions, social media has become an essential part of PR strategies. Universities can now build an online presence that directly connects them with students, faculty, alumni, and prospective students. By utilizing social media, universities can:
i. Promote Campus Life: Through social media, universities can provide an authentic view of campus life, including academic programs, student events, and extracurricular activities, which help attract prospective students.
ii. Handle Crisis Communication: In times of crisis (e.g., a security issue, natural disaster, or controversial incident), social media offers a platform for rapid, transparent communication to manage the situation and prevent misinformation from spreading.
iii. Engage Alumni and Stakeholders: Universities can use social media platforms like LinkedIn and Facebook to maintain strong connections with alumni, fostering ongoing engagement and support for the institution.
iv. Support Recruitment: Social media platforms serve as valuable tools for recruitment efforts, where universities can target specific demographics of prospective students through tailored content, live events, and digital marketing strategies.
4.	 Challenges of Social Media in Public Relations for Higher Institutions
The integration of social media into public relations brings several advantages, it also poses challenges for higher institutions:
i. Managing Negative Feedback: Social media allows for unfiltered feedback, which can include negative comments and complaints. Universities need to have effective strategies for handling criticism, ensuring that concerns are addressed professionally to maintain a positive public image.
ii. Content Management: Producing engaging and relevant content consistently can be resource-intensive. Universities must ensure that their social media content aligns with the institution’s values, mission, and goals, and is updated regularly to keep stakeholders engaged.
iii. Security and Privacy Concerns: As universities use social media to engage with students and alumni, the security and privacy of their stakeholders must be a priority. Universities need to implement robust cybersecurity measures to protect personal data and avoid security breaches.
iv. Social Media Fatigue: Constant engagement on multiple social media platforms can lead to audience fatigue. Universities need to balance the frequency and type of content shared to avoid overwhelming their stakeholders.
5. 	The Role of Social Media in Public Relations at Kwara State University
Kwara State University (KWASU) in Malete represents a case study in understanding how social media is used for PR in Nigerian higher institutions. The university, like many other institutions, has embraced social media to promote its academic and administrative activities, enhance communication with students, faculty, and the public, and create a vibrant online community.
KWASU’s social media strategy involves using platforms such as Facebook, Twitter, Instagram, and LinkedIn to interact with students and other stakeholders, share information about university events, and promote its programs. By leveraging these platforms, the university can reach a wider audience, showcase its achievements, and engage in direct communication with its community.
The university’s PR efforts are particularly important in terms of student recruitment, community engagement, and crisis communication. However, KWASU also faces challenges common in Nigerian higher institutions, such as limited resources for effective social media management, inconsistent content production, and managing negative feedback or complaints on social platforms.
2.3	Theoretical Review
The theoretical review of this study examines the key theories that explain the relationship between social media and public relations (PR) in higher institutions. It draws on relevant communication, PR, and social media theories to understand how universities, specifically Kwara State University (KWASU) in Malete, leverage social media for effective public relations practices. This section explores foundational theories and models that can frame the role of social media in PR and its application within the higher education sector.
1. 	The Excellence Theory of Public Relations (Grunig et al., 2002)
The Excellence Theory is one of the most widely recognized frameworks in the study of public relations. Developed by James Grunig and his colleagues, this theory emphasizes the importance of two-way symmetrical communication in achieving effective public relations. The theory asserts that organizations, including universities, should engage in mutually beneficial communication with their stakeholders to build trust and foster positive relationships.
The Excellence Theory suggests that universities should move beyond one-way communication (traditional media) and embrace two-way communication, which allows for feedback and dialogue. Social media platforms are key tools in this process, as they provide universities with the opportunity to engage directly with students, faculty, alumni, and the wider community. This two-way communication enables universities to listen to their stakeholders’ concerns, respond promptly to questions, and build long-term relationships based on transparency and mutual understanding.
For Kwara State University (KWASU), adopting the Excellence Theory through social media means that the university can use these platforms to foster an interactive dialogue with its stakeholders, ensuring that their voices are heard and concerns addressed, which ultimately enhances the university's image and reputation.
2. 	Two-Way Symmetrical Model of Public Relations (Grunig& Hunt, 1984)
Closely related to the Excellence Theory, the Two-Way Symmetrical Model of PR developed by Grunig and Hunt is another key framework. This model stresses that the ideal form of communication in PR is a balanced exchange where both the organization (in this case, the university) and its audience (students, alumni, staff, and the public) have an equal opportunity to influence each other.
The use of social media in higher institutions embodies this model, as it facilitates a balanced conversation between the university and its various stakeholders. Through social media, universities can respond to student queries, address concerns, and provide updates, while also gaining valuable feedback that helps shape future actions and policies. This model fosters a culture of engagement and responsiveness, which is especially crucial for institutions like KWASU that aim to improve their relationship with students, prospective students, faculty, and other key stakeholders.
3. 	Situational Crisis Communication Theory (SCCT) (Coombs, 2007)
The Situational Crisis Communication Theory (SCCT) developed by W. Timothy Coombs is particularly relevant when discussing how universities use social media for crisis management. According to SCCT, the way an organization responds to a crisis can significantly impact its reputation, and the communication strategies employed should be tailored to the type of crisis the institution faces.
The case of KWASU, social media plays a vital role in crisis communication. Whether the crisis involves a security issue, a campus-related controversy, or a natural disaster, social media allows the university to provide real-time updates, clarify misinformation, and manage public perceptions. SCCT suggests that different types of crises require different responses, and social media enables universities to implement these strategies swiftly. For instance, in a crisis where the university is perceived to be at fault, a more accommodative approach might be needed to rebuild trust, whereas in a crisis where the university is a victim (e.g., a natural disaster), a more instructive and reassuring message might be appropriate.
By using social media effectively, KWASU can manage crises by issuing timely and accurate information, addressing stakeholders’ concerns directly, and minimizing the potential damage to its reputation.
4. 	Uses and Gratifications Theory (Katz, Blumler&Gurevitch, 1974)
The Uses and Gratifications Theory (UGT) is a communication theory that explains why and how people actively seek out media to fulfill specific needs. In the context of social media and public relations, UGT suggests that users actively engage with social media to satisfy a variety of informational, social, and entertainment needs. This theory is particularly relevant when considering how students and other stakeholders interact with universities through social media platforms.
For KWASU, social media serves as a platform to fulfill the needs of students, prospective students, alumni, and staff. These individuals engage with the university’s social media accounts to receive updates on academic programs, campus events, admissions information, and other relevant content. By understanding the needs of these users, KWASU can create targeted and engaging content that meets their informational needs and encourages ongoing interaction.UGT also highlights the importance of user agency, suggesting that people are not passive recipients of media messages but actively choose the content they consume. This insight can guide KWASU in curating content that resonates with different segments of their audience, enhancing engagement and strengthening relationships with their stakeholders.
5. 	Network Theory (Castells, 2009)
The Network Theory, as articulated by Manuel Castells, focuses on how communication networks (including social media) form the foundation of contemporary society. Castells argues that networks are the most efficient and effective way of communication, offering decentralized communication that is open and accessible to all. Social media, as a networked form of communication, plays a central role in connecting individuals and groups across geographical boundaries.
The context of KWASU, Network Theory highlights the role of social media as a tool that connects the university with a broader, global network. Social media allows KWASU to engage not only with local stakeholders in Malete and Nigeria but also with a global audience, including prospective international students, global academic partners, and other universities. This interconnectedness enables KWASU to build its reputation, exchange knowledge, and enhance its academic and social networks.


2.4	Empirical Review
The empirical review examines existing studies and research related to the use of social media in the practice of public relations (PR) in higher institutions, with a specific focus on its role and impact. This review draws on global, regional, and local studies that explore the integration of social media in PR activities in universities. By examining empirical findings, this section aims to provide insights into how social media has been used in PR practices in higher education, with a case study focus on Kwara State University (KWASU) in Malete, Nigeria.
1. 	Social Media in Public Relations in Higher Institutions
Several studies have explored the role of social media in the practice of public relations in higher education institutions. Research shows that social media has become a vital communication tool for universities, facilitating engagement, enhancing institutional branding, and managing relationships with various stakeholders, including students, faculty, alumni, and prospective students.For instance, a study by M. A. Olayanju (2016) on Nigerian universities found that social media has increasingly been used for public relations in Nigerian higher institutions. The study highlighted how universities in Nigeria are adopting platforms like Facebook, Twitter, and Instagram to communicate with students, promote academic programs, and manage their public image. The research noted that these platforms allow universities to reach wider audiences and provide real-time communication, which is crucial in a digital age.Similarly, a study by Fitzpatrick and Bronstein (2019) on U.S. universities examined how social media tools are utilized for public relations. The study found that social media has transformed PR practices in higher education by enabling direct and transparent communication with the public. Universities were found to use social media not only for marketing and branding but also for crisis communication, alumni relations, and community engagement.
2. 	Impact of Social Media on University Branding
Branding has become one of the most important aspects of PR in higher institutions, and social media plays a crucial role in shaping a university’s public image. Research has shown that social media is an effective tool for branding and marketing universities, especially when it comes to attracting prospective students.A study by Chapleo (2015) explored the role of social media in university branding and found that higher education institutions increasingly rely on social media to project a positive image and engage with prospective students. The study identified that content shared on social media platforms, such as student experiences, academic achievements, and campus life, significantly contributes to the university's brand identity. This aligns with Graham's (2018) findings that social media is essential for improving university visibility, especially when universities compete for students in a global market. In this context of Kwara State University (KWASU), social media can help the institution strengthen its branding efforts by highlighting academic programs, showcasing student success stories, and fostering a sense of community among current and prospective students. The visibility of the university on platforms like Facebook and Instagram plays a significant role in shaping how the university is perceived by both local and international audiences.
3. 	Social Media in Crisis Communication
The importance of social media in crisis communication has been widely recognized in higher education. Social media platforms allow universities to disseminate information quickly, manage crises, and protect their reputations during times of uncertainty.
Pang (2020) conducted a study on crisis communication strategies in universities and found that social media plays a critical role in managing reputational risk. The study noted that universities use platforms like Twitter and Facebook to issue updates, clarify misunderstandings, and engage with concerned stakeholders in real time. Effective use of social media in crisis communication can reduce the impact of negative events on a university's reputation.For KWASU, social media can serve as an essential tool for communicating during crises, such as incidents involving student safety, security issues, or campus-related emergencies. The ability to communicate instantly and directly with students, parents, and the wider community can help mitigate potential damage to the university's reputation and provide accurate information to the public.

4. 	Challenges of Social Media in Public Relations
Social media offers numerous benefits for PR in higher education, it also presents challenges that institutions must address. One of the main challenges is managing negative feedback and online criticism, which can harm the university’s image if not handled properly.
In a study on social media challenges in university PR, Abubakar and Idris (2017) noted that while social media offers an opportunity for engagement, it also exposes institutions to risks such as miscommunication, backlash from dissatisfied students, and reputation damage from negative comments. The study emphasized that universities must develop clear social media policies and have dedicated staff to monitor and respond to online discussions.Ahmad et al. (2019) also highlighted challenges related to content management and the resource constraints that universities face in maintaining a consistent and engaging social media presence. Many institutions struggle with producing quality content that resonates with diverse audiences, and managing multiple social media accounts can be time-consuming and requires skilled personnel. These challenges are particularly relevant for KWASU, which may face resource limitations in managing its social media presence effectively.
5. 	Social Media as a Tool for Student Engagement and Recruitment
Social media has proven to be an effective tool for student engagement and recruitment. Several studies have shown that universities use social media to interact with current and prospective students, providing them with information about admissions, events, scholarships, and campus activities.A study by Deloitte (2018) on digital engagement in higher education found that prospective students increasingly rely on social media platforms to gather information about universities. The study revealed that 40% of prospective students consult social media when choosing an institution. Social media not only helps universities recruit students but also supports retention by keeping students engaged through regular updates on academic and extracurricular activities.At KWASU, the use of social media can be particularly valuable in attracting prospective students. By showcasing student life, academic programs, and campus facilities, KWASU can create a positive digital presence that appeals to students both within Nigeria and internationally. Social media platforms like Instagram and YouTube can be used to provide virtual campus tours, interviews with students and faculty, and live events that connect with potential applicants.
6. 	Local Studies on Social Media in Nigerian Universities
Studies have explored how universities are using social media to engage with their communities. A study by Bada and Olayanju (2019) on Nigerian universities showed that social media platforms have become integral to communication strategies, particularly for student outreach and recruitment. However, the study also noted that many universities are still grappling with challenges such as underutilization of social media tools, lack of training for staff, and inconsistent messaging.
CHAPTER THREE
3.0	Research Methodology
The research methodology employed in the study of the place of social media in the practice of public relations in higher institutions, with a specific focus on Kwara State University (KWASU), Malete. It describes the research design, population, sampling techniques, data collection methods, and data analysis procedures that were used to investigate how social media is utilized in the public relations activities at KWASU and its impact on communication with stakeholders.
3.1 	Research Design
The research design refers to the overall strategy that is used to integrate the different components of the study in a coherent and logical way. This study adopts a descriptive research de sign. Descriptive research is used to describe the characteristics of the phenomenon being studied, which, in this case, is the role of social media in public relations practices at Kwara State University. The aim is to provide a detailed account of how social media tools are integrated into the university’s PR strategies and how they are perceived by both the institution and its stakeholders.
The research design allows for the gathering of both qualitative and quantitative data, which is essential in understanding the diverse perspectives of the university’s stakeholders (such as students, faculty, PR practitioners) and how they interact with social media for public relations purposes.According to Singleton & Straits, (2009), Survey research can use quantitative research strategies (e.g., using questionnaires with numerically rated items), qualitative research strategies
3.2 	Population of the Study
The population for this study consists of students, faculty members, and public relations staff at Kwara State University (KWASU). These groups are chosen because they represent the key stakeholders who interact with the university’s PR activities through social media platforms.
Students: They are the primary audience for the university’s public relations efforts, and their engagement with KWASU’s social media platforms can provide insight into the effectiveness of these tools in communicating messages and fostering engagement.
Faculty Members: Faculty members represent another important stakeholder group, as they may be involved in the communication and dissemination of academic-related content on social media or may benefit from the university’s branding and reputation management efforts.
Public Relations Staff: The PR staff is responsible for managing the university’s social media accounts and public relations strategies. Their views are crucial in understanding how social media is employed as a tool in the institution’s overall PR strategy.


3.3 	Sampling Technique
Given the large population of KWASU, it is not feasible to involve every student, faculty member, and PR staff in the study. Therefore, a stratified random sampling techniqueswill be used to select participants from these distinct groups. This ensures that each group is represented appropriately in the study.
Students: A sample of 100 students will be selected from different faculties to ensure diverse representation. Students are selected randomly from both undergraduate and postgraduate levels to account for the varied perceptions across academic levels.
Faculty Members: A sample of 50 faculty members will be selected from different departments within the university. Faculty members were chosen to represent a variety of academic disciplineswhich may provide differing perspectives on the role of social media in public relations.
Public Relations Staff: Since the PR department at KWASU consists of a limited number of personnel, all public relations staff members (approximately 10) will be included in the study.
This sampling approach ensures that a cross-section of stakeholders is included, and each group is adequately represented in the findings.


3.4 	Data Collection Methods
This study employs both primary and secondary data collection methods to gather relevant information.
3.4.1 	Primary Data
The primary data for this study will be collected using two main methods:
Survey: A structured questionnaire will be administered to students, faculty members, and PR staff. The questionnaire was designed to capture both quantitative and qualitative data regarding the use of social media in public relations at KWASU. The questions will be aimed at understanding how often social media is used, the platforms utilized, and the perceptions of the effectiveness of social media for public relations activities.
Interviews: In-depth interviews will be conducted with the public relations staff at KWASU. These interviews provided qualitative data on the strategic use of social media for university branding, crisis communication, and student engagement. The interviews also allowed for a deeper understanding of how PR staff manage the institution’s social media platforms and the challenges they face in using these tools effectively.
3.4.2 	Secondary Data
Secondary data will also be gathered from existing literature, including academic journals, books, and reports on the use of social media in public relations. These sources helps to provide a theoretical and empirical foundation for the study and assisted in understanding the broader context of social media use in higher education PR.
Additionally, social media pages of Kwara State University (Facebook, Twitter, Instagram) will also be analyzed to observe the content shared, engagement levels, and the university’s overall social media strategy. This provides a real-world insight into how KWASU utilizes social media for public relations purposes.
3.5 	Data Analysis Techniques
The data collected from the survey and interviews will be analyzed using both quantitative and qualitative analysis techniques.
3.5.1 	Quantitative Data Analysis
The quantitative data obtained from the survey will be analyzed using descriptive statistics such as frequencies, percentages, and mean scores. These statistical tools helped in summarizing the respondents' views on various aspects of social media use in public relations at KWASU. Data analysis are done using statistical software, such as SPSS (Statistical Package for the Social Sciences), to produce tables, graphs, and charts that visually represent the findings.
3.5.2 	Qualitative Data Analysis
The qualitative data obtained from open-ended survey questions and in-depth interviews were analyzed using thematic analysis. This process involved identifying common themes and patterns in the responses to gain insights into how social media is perceived and utilized for PR purposes. Thematic analysis helped in organizing and interpreting the textual data from respondents, enabling the researcher to draw conclusions about the role of social media in PR practices at KWASU.
3.6 	Ethical Considerations
Ethical considerations were taken into account throughout the research process. Informed consent will be obtained from all participants, ensuring that they understood the purpose of the study and their role in it. Participants will also be assured that their responses would remain confidential and used solely for academic purposes. Additionally, the research adhered to the ethical guidelines of the institution to ensure that the study was conducted with integrity and respect for the participants’ privacy.
3.7 	Limitations of the Study
This study provides valuable insights into the role of social media in public relations at KWASU, there are certain limitations to be considered:
Resource Constraints: Limited resources in terms of time and finances constrained the sample size and the extent of data collection, which might impact the comprehensiveness of the findings.



CHAPTER FOUR
DATA  ANALYSIS, ANALYSIS OF RESEARCH INSTRUMENT AND DISCUSION
4.1	DATA ANALYSIS
	Data analysis is the most crucial part of any research. It summarizes collected data. Data analysis is the process of inspecting, cleansing, transforming and modeling data with goal of discovering useful information, informing conclusions and supporting decision making. In this chapter, data are organized into table so that statistics and logical conclusion can be gotten from the collected data. In this research work, Chi square in the SPSS Statistical Package 8.0 was used to analyzed the result. 
4.2 	ANALYSIS OF RESEARCH INSTRUMENT 
	Data presentation is defined as the process of using various graphical formats to visually represent the relationship between two or more data sets so that an informed decision can be made based on them. It also refers to the organization and presentation of data into tables, graph, charts etc. However, the organization and presentation of data shall be according to questionnaire items and responses in the one hundred questionnaire items developed from the framed research question, the researcher aimed at using them to provide and answer to his topic problems. A total of 100 copies of the questionnaire were produced and distributed to the respondents and all were restricted. All presentations are done in simple percentage and chi square in the SPSS Statistical Package was used.
4.3 	DISCUSION
Table 4.1:	Gender
	Gender
	Frequency
	Percentage 

	Male
	51
	51%

	Female
	49
	49%

	Total
	100
	100%


Source: Research survey, 2025
Table 4.1: shows the  male has (51%) while female (49%) participants in the study provides a strong foundation for balanced and comprehensive insights into the use of social media in higher education PR. It supports the reliability of the data and affirms that gender does not significantly skew the study’s outcomes or interpretations.
Table 4.2:	Age
	Age Group
	Frequency
	Percentage (%)

	8–25 years
	53.9
	53.9%

	26–35 years
	34.3
	34.3%

	36–45 years
	8.8
	8.8%

	46–60 years
	2.0
	2.0%

	60 and above
	0
	0%

	Total
	100
	100%


Source: Research survey, 2025
Table 4.2 shows that the respondents falls within the 8–25 years age group (53.9%). This age group primarily includes students and recent graduates individuals who are highly active on social media platforms. Their significant representation suggests that younger individuals are more engaged in digital communication and are more likely to interact with institutional social media content. The second-largest group (34.3%) includes young professionals, possibly staff members or graduate students. This age group is also digitally literate and may be involved in PR, communications, or administrative roles within the institution. Their use of social media is often professional and strategic, especially for institutional promotion and stakeholder communication. Representing 8.8% of the population, this group is less represented, which might suggest that fewer middle-aged personnel or faculty members participated in the study. However, they are likely to hold managerial or decision-making roles in PR units and may influence institutional social media policy. The age group 46–60 is minimally represented (2%), and there is no recorded participation from the 60 and above category. This aligns with general trends showing that older demographics tend to have lower social media engagement. Their limited presence in this study might indicate a lower level of involvement in digital PR activities within higher institutions.
	Education
	Frequency
	Percentage (%)

	Primary
	53.9
	53.9%

	Secondary
	1
	1%

	Tertiary
	55.9
	55.9%

	Others
	35.3
	35.3%

	Total
	100
	100%


Table 4.3: Education
Source: Research survey, 2025
Table 4.3 shows that the Tertiary has  55.9%  which is the largest segment, indicating that the majority of whatever is being measured falls into the "Tertiary" category. If this chart represents educational attainment, it would suggest a high level of tertiary education in the population or group being studied. 35.3% also holds the second-largest share. The nature of "Others" isn't specified, but its substantial size means it significantly contributes to the overall distribution. This could include vocational training, non-formal education, or other unclassified categories, depending on the context of the data. Secondary has 7.8%  of segment is considerably smaller than Tertiary and Others. In an educational context, this would imply a relatively low proportion of individuals whose highest level of education is secondary. while Primary is very small.
Table 4.4: Occupation
	Option
	Frequency
	Percentage (%)

	Student
	40.2
	40.2%

	Employed
	17.6
	17.6%

	Unemployed
	13.8
	13.8%

	Self employed
	28.4
	28.4%

	Others
	0
	0%

	Total
	100
	100%


Source: Research survey, 2025
Table 4.4 shows that the  Students  has (40.2%) represent the largest group among respondents. This suggests that a significant portion of the audience for radio music programs is still in academic institutions. Given that students are typically within the youth age bracket, this aligns well with the study’s focus on youth lifestyle. Students are often more exposed to media content, including music, and may have more leisure time to engage with radio programs, thus potentially being more influenced by them. Self-employed individuals (28.4%) form the second-largest category. This group likely includes young entrepreneurs or individuals running small-scale businesses. Their substantial representation may indicate a segment of the youth who are economically active but still retain interest in entertainment and media, such as radio music programs. Employed respondents (17.6%) are those who work in either public or private sectors. Although not as dominant as students or the self-employed, this group still reflects a relevant portion of the youth population. Their engagement with radio music may be influenced by workplace culture, commuting habits, or personal interests. Unemployed respondents (13.8%) also form a notable portion of the sample. This group's consumption of radio content might be higher due to more available free time, making them potentially more susceptible to the lifestyle trends and messages conveyed through radio music programs. Others (0%) implies that there were no respondents whose occupations did not fit into the listed categories, indicating comprehensive categorization in the survey design.

Table 4.5 : How often do you use social media platforms	
	Option
	Frequency
	Percentage (%)

	Daily
	86.3
	86.3%

	Weekly
	5.0
	5,0%

	Occasionally
	4.1
	4,1%

	Rarely
	4,6
	4,6%

	Never
	0
	0%

	Total
	100
	100%


Source: Research survey, 2025
Table 4.5 shows that Daily listeners (86.3%) make up the overwhelming majority. This high percentage indicates that radio music programs are a regular and consistent part of daily life for most youths in Kwara State. Such frequent exposure suggests that radio music plays a significant role in shaping listeners’ lifestyles, habits, preferences, and possibly even values. Daily interaction with music content can influence language use, fashion choices, social behavior, and general attitudes. Weekly listeners (5.0%) represent a much smaller segment. These individuals may have limited time or specific preferences that lead them to tune in only on certain days. While not as frequent, their exposure is still enough to have a periodic influence, though not as strong as daily listeners. Occasional listeners (4.1%) While  rarely listening individuals (4.6%) combined account for 8.7% of the sample. These groups are less likely to be strongly influenced by radio music content, as their interaction with it is minimal or inconsistent. Their low engagement may be due to alternative media preferences (e.g., streaming platforms, podcasts), lack of interest, or time constraints,  Respondents who never listen (0%) suggest that virtually all respondents in the study have some level of interaction with radio music programs. This is significant, as it implies the medium still holds relevance and reach among youth in Kwara State, even in an era of digital media alternatives.
Table 4.6:	Why is social media important in the practice of public relations in higher institutions

	Option
	Frequency
	Percentage (%)

	To enhance communication with students and staff
	31.4
	31.4%

	To promote institutional events and activities
	14.7
	14.7%

	To build a positive image of the institution
	12.7
	12.7%

	All of the above
	41.2
	41.2%

	Total
	100
	100%


Source: Research survey, 2025
	Option
	Frequency
	Percentage (%)

	To enhance communication with students and staff
	30.4
	30.4%

	To enhance communication with students and staff
	14.7
	14.7%

	To promote institutional events and activities
	17.6
	17.6%

	To build a positive image of the institution
	37.3
	37.3%

	All of the above
	0
	0%

	Total
	100
	100%


 Table 4.6 shows that "All of the above" received the highest percentage, 41.2%, indicating that a significant portion of respondents believe the initiative serves multiple purposes simultaneously namely enhancing communication, promoting events, and building a positive image. This suggests that the audience perceives the initiative as a comprehensive tool for institutional development and engagement. The second most selected option, "To enhance communication with students and staff" at 31.4%, emphasizes the primary importance of effective communication within the institution. This shows that stakeholders value clear and accessible channels for sharing information among internal members, possibly to improve coordination, awareness, and responsiveness. "To promote institutional events and activities" received 14.7%, showing a moderate level of importance attached to publicity and engagement efforts, such as announcements of seminars, cultural programs, or sports events. While not the most critical need, this still reflects a recognition of the initiative's role in fostering community participation. Lastly, "To build a positive image of the institution" was chosen by 12.7% of respondents, indicating that reputation management is seen as a lesser, but still relevant, goal of the initiative.
Table 4.7: How does social media help public relations departments in higher institutions
Source: Research survey, 2025
Table 4.7 shows that option appears twice with two different percentages: 30.4% and 14.7% This might be a typographical or data entry error. It should be investigated and clarified to maintain the integrity of the analysis. If we consider both entries valid and sum them up, the total support for this purpose would be 45.1%, suggesting that communication is a high priority for many respondents. To build a positive image of the institution" (37.3%) This option received the highest single percentage. It indicates that respondents see media or institutional messaging primarily as a tool for reputation management and public perception. This suggests a strong institutional focus on branding, trust-building, and attracting stakeholders (students, partners, etc.). To promote institutional events and activities" (17.6%) This result reflects the view that communication efforts also serve to inform and engage the community about institutional happenings. While not the top priority, it remains a relevant function of institutional communication. No Support for "All of the above" (0%).
Table 4.8	What impact do you think social media has on the reputation of higher institutions?
	Option
	Frequency
	Percentage (%)

	It positively influences public perception
	16.7
	16.7%

	It allows for immediate responses to public concerns
	29.4
	29.4%

	It helps in crisis communication and management
	14.7
	14.7%

	All of the above
	39.2
	39.2%

	Total
	100
	100%


Source: Research survey, 2025
All of the above" (39.2%) This indicates that a significant portion of respondents recognize the comprehensive value of the communication strategy in question. They believe it is not just effective in one area but contributes simultaneously to public image, real-time responsiveness, and crisis management. This result supports the idea that a multifaceted approach to communication is both necessary and appreciated. Immediate response to public concerns (29.4%) – Strong Individual Support This option received the highest percentage among the individual benefits. It highlights the importance of responsiveness in modern communication, likely reflecting the expectation for real-time engagement in today’s fast-paced media environment. It also suggests that stakeholders value platforms or strategies that facilitate two-way communication and accountability. Positively influences public perception" (16.7%) and "Helps in crisis communication and management" (14.7%) – Moderate Support While these options received less support individually, they are still acknowledged by a segment of respondents. Public perception management remains a core function of strategic communication, even if it isn’t seen as the primary one in this case. Crisis communication is essential, but its lower percentage may indicate fewer recent crises or a lack of awareness of how communication strategies contribute during emergencies.
	Option
	Frequency
	Percentage (%)

	It positively influences public perception
	36.5
	36.5%

	It allows for immediate responses to public concerns
	25
	25%

	It helps in crisis communication and management
	21.2
	21.2%

	All of the above
	17.3
	17.3%

	Total
	100
	100%


Table 4.9: How does the use of social media improve the relationship between the institution and the public?
Source: Research survey, 2025
Table 4.9 shows that Positive Influence on Public Perception (36.5%) This option received the highest percentage, indicating that the majority of respondents believe the most significant benefit of the communication method lies in shaping and enhancing public opinion. It suggests that communication efforts are perceived primarily as tools for building and maintaining a positive image. Immediate Response to Public Concerns (25%) A significant portion of respondents appreciate the real-time nature of communication channels. The ability to respond quickly to public queries or complaints is seen as a valuable feature, which enhances trust and transparency between an organization and the public, Crisis Communication and Management (21.2%) This option highlights the importance of communication in managing emergencies or reputational threats. Though fewer respondents selected this, it still reflects a notable recognition of the role communication plays during crises mitigating damage and ensuring the public receives accurate information. All of the Above (17.3%) The lowest percentage chose this comprehensive option, possibly indicating that while respondents see multiple benefits, they tend to prioritize one over the others rather than acknowledging a holistic impact. It may also suggest a lack of full awareness or experience with the broader strategic use of communication tools.





	Option
	Frequency
	Percentage (%)

	To maintain consistent communication with the institution’s stakeholders
	37.3
	37.3%

	To manage the institution's image effectively
	13.7
	13.7%

	To enhance the engagement and involvement of the community
	16.7
	16.7%

	All of the above
	32.4
	32.4%

	Total
	100
	100%


Table 4.10: Why should higher institutions continue to invest in social media as a public  relations tool?
Source: Research survey, 2025
Table 4.10 show that Maintaining Consistent Communication with Stakeholders (37.3%), indicating that a significant proportion of respondents view regular and consistent communication as the primary goal or benefit of institutional communication strategies. This may reflect the importance of keeping stakeholders such as students, staff, parents, alumni, and regulatory bodies well-informed and engaged, especially in educational or organizational settings. Consistency in communication helps build trust, clarify expectations, and reduce misinformation. Managing the Institution's Image Effectively (13.7%) suggesting that fewer respondents see image management as the main function of communication efforts. While managing reputation is crucial, the lower percentage may indicate that respondents either take this benefit for granted or perceive it as a secondary outcome of good communication, rather than a direct objective. Enhancing Community Engagement and Involvement (16.7%) A modest percentage of respondents acknowledged the role of communication in fostering stronger community ties. This shows an understanding that communication can extend beyond internal stakeholders to build connections with the wider public or local community, promoting transparency, support, and cooperation. All of the Above (32.4%) A considerable proportion of respondents selected this option, indicating recognition of the multifaceted role communication plays in institutions. These individuals understand that effective communication can simultaneously serve to inform stakeholders, shape the institution's image, and engage the broader community. However, since this is not the majority, it suggests that many still tend to emphasize one primary role over a comprehensive view.
Table 4.11:	Social media has effectively helped improve communication between the institution and its stakeholders.

	Options
	Frequency
	Percentage (%)

	Strongly agree
	56.9
	56.9%

	Agree
	28.4
	28.4%

	Neutral
	10.8
	10.8 %

	Disagree
	3.9
	3.9%

	Strongly disagree
	0
	0%

	Total
	100
	100%


Source: Research survey, 2025
Table 4.11 shows that the Strongly Agree (56.9%) indicating that more than half of the respondents expressed strong support or confidence in the statement or issue being assessed. Such a high percentage reflects a strong consensus or positive sentiment toward the subject. It suggests that the idea or initiative in question resonates deeply with the respondents. Agree (28.4%) Combined with “Strongly Agree,” this brings the total positive response to 85.3%, further confirming that the majority of the participants are aligned in agreement. While not as emphatic as “strongly agree,” this figure still represents solid support, possibly from those who agree with the concept but might have minor reservations. Neutral (10.8%) A small portion of respondents remained neutral, indicating they may be undecided, lack sufficient information, or do not feel strongly either way. This group might be swayed with better communication or more context regarding the issue. Disagree (3.9%)This is a very small minority, showing minimal resistance or opposition to the statement. It suggests that only a few individuals hold concerns or differing perspectives. Strongly Disagree (0%) The absence of any “strongly disagree” responses is a significant finding. It shows there is no extreme opposition among the respondents, which can be interpreted as a strong endorsement or lack of controversy surrounding the subject.
Table 4.12:	Social media platforms have contributed to the promotion of institutional events and activities.
	Options
	Frequency
	Percentage (%)

	Strongly agree
	35.3
	35.3 %

	Agree
	48
	48%

	Neutral
	9.8
	9.8 %

	Disagree
	6.9
	6.9%

	Strongly disagree
	0
	0%

	Total
	100
	100%









Source: Research survey, 2025
Table 4.12 shows that Agree (48%) Nearly half of the respondents selected “Agree,” indicating a generally positive response toward the issue being addressed. While this group supports the statement, their response is more moderate than enthusiastic, suggesting approval with some level of reservation or room for improvement. Strongly Agree (35.3%) A significant portion of respondents expressed strong support, showing confidence or conviction in the subject matter. When combined with the “Agree” category, the total level of agreement is 83.3%, which clearly reflects a strong majority endorsement. Neutral (9.8%)
A small portion of respondents remained neutral. This suggests that while most people have formed an opinion, a few either lack enough information, are indifferent, or are unsure. Neutral responses can often be addressed through further clarification or awareness efforts. Disagree (6.9%) A small minority of respondents disagreed with the statement. Though not a significant percentage, this group may have concerns or alternative viewpoints that are worth exploring in order to understand their perspective and potentially address any gaps or misconceptions. Strongly Disagree (0%) The absence of “Strongly Disagree” responses indicates that no participants expressed firm opposition to the subject, which supports the idea that the topic is not contentious and enjoys broad acceptance.

Table 4.13: Social media is an essential tool for handling crises in higher institutions
	Options
	Frequency
	Percentage (%)

	Strongly agree
	23.5
	23.5%

	Agree
	39.2
	39.2%

	Neutral
	22.5
	22.5%

	Disagree
	12.7
	12.7%

	Strongly disagree
	2.1
	2.1%

	Total
	100
	100%


Source: Research survey, 2025
Table 4.13 show that Agree (39.2%) The highest percentage of respondents chose “Agree,” indicating a general level of support or acceptance of the statement. While this shows a favorable disposition, it is moderate, suggesting that many support the idea but may not be fully convinced or enthusiastic. Strongly Agree (23.5%) A notable portion of respondents strongly support the statement, showing a firm belief in or approval of the subject. Combined with the “Agree” category, the total positive response rate is 62.7%, suggesting that nearly two-thirds of respondents agree to some extent. Neutral (22.5%) A relatively large segment selected “Neutral,” indicating uncertainty, indifference, or a lack of sufficient information to form a clear opinion. This shows an opportunity for more engagement, communication, or education on the issue to help this group make an informed judgment. Disagree (12.7%) A small but significant percentage of respondents disagreed with the statement. This indicates that some participants have concerns or opposing views that should not be ignored. Understanding the reasons behind this disagreement could help in improving strategies, addressing misconceptions, or correcting perceived shortcomings. Strongly Disagree (2.1%) Only a few respondents expressed strong opposition, suggesting that while disagreement exists, very few people are firmly against the idea or issue. This indicates that the topic is not highly controversial or polarizing.
Table  4.14:	The use of social media has made the institution more transparent in its operations.
	Options
	Frequency
	Percentage (%)

	Strongly agree
	27.5
	27.5%

	Agree
	45.1
	45.1%

	Neutral
	11.8
	11.8%

	Disagree
	11.8
	11.8%

	Strongly disagree
	3.8
	3.8%

	Total
	100
	100%


Source: Research survey, 2025
Table 4.14 shows that Strongly Agree (27.5%) Over a quarter of the respondents strongly agree with the statement or question posed. This indicates a significant portion holds a firm positive stance. Agree (45.1%) Nearly half of the respondents agree, which, combined with the strongly agree group, shows that a majority (72.6%) of participants have a favorable opinion or support the issue. Neutral (11.8%) About one in nine respondents are neutral, meaning they neither agree nor disagree. This suggests some level of indecision or lack of strong feelings about the topic. Disagree (11.8%) The same proportion that is neutral disagrees, showing a minority who hold an opposing view. Strongly Disagree (3.8%) A small fraction strongly rejects the statement, representing the smallest group.
Table 4.15:	Social media helps the institution engage students and staff more effectively than traditional methods.
	Options
	Frequency
	Percentage (%)

	Strongly agree
	39.2
	39.2 %

	Agree
	38.2
	38.2%

	Neutral
	11.8
	11.8 %

	Disagree
	9.8
	9.8%

	Strongly disagree
	1
	1%

	Total
	100
	100%


Source: Research survey, 2025
Table 4.15 shows that the distribution of responses across the five categories shows varying levels of agreement and disagreement among respondents. Strongly Agree (39.2%) This is the largest single group, indicating that nearly two-fifths of respondents feel very confident or passionate about the statement. This reflects a strong positive conviction. Agree (38.2%) Close behind, a similar proportion of respondents also agree, though perhaps with less intensity. When combined with the strongly agree group, this means that a significant majority of 77.4% hold a positive view. Neutral (11.8%) A modest segment remains neutral, suggesting some uncertainty or ambivalence about the topic. This group neither supports nor opposes the statement strongly. Disagree (9.8%) A smaller percentage disagrees, representing a minority with reservations or opposing opinions. Strongly Disagree (1%) The smallest group, those who strongly reject the statement, indicates very limited opposition.
Table 4.16: 	Reach a wider audience, including prospective students.	

	Options
	Frequency
	Percentage (%)

	Strongly agree
	40.2
	40.2%

	Agree
	38.2
	38.2%

	Neutral
	11.8
	11.8 %

	Disagree
	5.5
	5.5%

	Strongly disagree
	4.3
	4.3%

	Total
	100
	100%


Source: Research survey, 2025
Table 4.16 shows that the distribution of responses reveals the general attitude of participants towards the statement or question presented: Strongly Agree (40.2%) This is the largest group, showing that just over 40% of respondents feel very confident or passionate about the statement. This indicates a strong level of positive endorsement. Agree (38.2%) A close percentage also agree, though perhaps with slightly less intensity than the strongly agree group. Together, these two groups make up 78.4%, which shows a strong overall agreement among respondents. Neutral (11.8%) About one in nine respondents are neutral, indicating some level of ambivalence or indecision. This group neither supports nor opposes the statement clearly. Disagree (5.5%) A smaller fraction of respondents express disagreement, showing a minority who do not share the positive view. Strongly Disagree (4.3%) The smallest group strongly rejects the statement, representing a low level of firm opposition.
Table 4.17: The language and communication style used on the institution's social media platforms are easy for the audience to understand.

	Options
	Frequency
	Percentage (%)

	Strongly agree
	45.1
	45.1 %

	Agree
	33.3
	33.3%

	Neutral
	16.7
	16.7 %

	Disagree
	4.9
	4.9%

	Strongly disagree
	0
	0%

	Total
	100
	100%


Source: Research survey, 2025
Table 4.17 shows that the response distribution highlights the overall attitude of participants toward the statement or issue: Strongly Agree (45.1%) This is the largest group, with nearly half of the respondents expressing strong agreement. This suggests a high level of confidence and strong positive endorsement of the statement. Agree (33.3%) About one-third also agree, indicating additional positive support. Combined with the strongly agree group, this accounts for 78.4% of respondents who hold a favorable view. Neutral (16.7%) A notable proportion remains neutral, suggesting some uncertainty or lack of strong feelings either way. Disagree (4.9%) A small fraction disagrees, indicating limited opposition. Strongly Disagree (0%) There are no respondents in strong disagreement, showing that outright rejection of the statement is absent.
Table 4.18:	Social media platforms have encouraged more interaction and feedback from students and other stakeholders.

	Options
	Frequency
	Percentage (%)

	Strongly agree
	43.1
	43.1%

	Agree
	42.2
	42.2%

	Neutral
	8.8
	8.8 %

	Disagree
	4.0
	4.0%

	Strongly disagree
	1.9
	1.9%

	Total
	100
	100%


Source: Research survey, 2025
Table 4.18 shows that the distribution of responses shows that a significant majority of participants have a positive perception of the statement or issue being measured. Specifically, 43.1% of respondents strongly agree, and 42.2% agree, combining to a total of 85.3% who generally support or affirm the statement. A smaller portion of the respondents, 8.8%, remain neutral, indicating neither agreement nor disagreement. This suggests some level of uncertainty or indifference among this group. On the other hand, the disagreement side is quite minimal, with only 4.0% disagreeing and 1.9% strongly disagreeing, making a combined 5.9% who hold a negative stance toward the statement. Overall, the data reflect a predominantly positive consensus, with most respondents expressing agreement. The low percentages of disagreement and neutrality further emphasize the strength of this positive sentiment.
Table 4.19: The institution uses social media to share important news and updates in a timely manner.
	Options
	Frequency
	Percentage (%)

	Strongly agree
	52
	52 %

	Agree
	27.5
	27.5%

	Neutral
	10.8
	10.8%

	Disagree
	9.7
	9.7%

	Strongly disagree
	0
	0%

	Total
	100
	100%


Source: Research survey, 2025
Table 4.19 shows that the responses indicate a strong overall agreement with the statement or issue presented. The largest group, 52% of respondents, strongly agree, showing a very high level of conviction. Adding to this, 27.5% agree, meaning a total of 79.5% of participants hold a positive view. the neutral group accounts for 10.8%, which suggests that about one in ten respondents are undecided or indifferent, possibly reflecting uncertainty or lack of strong feelings on the matter. the disagreement side comprises 9.7% who disagree and 0% who strongly disagree, indicating that no respondents expressed strong opposition, and less than 10% simply disagreed without intensity. This distribution highlights a clear majority in favor of the statement, with very few expressing opposition. The absence of any strong disagreement further reinforces the general positive consensus.
Table4.20:	I believe social media has contributed to creating a positive image of the institution.

	Options
	Frequency
	Percentage (%)

	Strongly agree
	50
	50 %

	Agree
	32.4
	32.4%

	Neutral
	12.5
	12.5 %

	Disagree
	5.1
	5.1%

	Strongly disagree
	0
	0%

	Total
	100
	100%


Source: Research survey, 2025
Table 4.20 shows that the data shows that a majority of respondents hold a positive view toward the statement or issue being assessed. Specifically, 50% strongly agree and 32.4% agree, which together represent 82.4% of participants expressing agreement. This strong majority indicates a high level of acceptance or support. A smaller portion of respondents, 12.5%, remain neutral, suggesting some ambivalence or uncertainty about the matter. This group may be undecided or indifferent, which is fairly typical in survey results. On the negative side, only 5.1% disagree, and there are no respondents who strongly disagree. This low level of disagreement suggests that opposition to the statement is minimal and lacks intensity. Overall, the findings indicate a strong consensus in favor of the statement, with a clear majority agreeing and only a small minority expressing disagreement.

CHAPTER FIVE
SUMMARY, CONCLUSION, AND RECOMMENDATIONS
5.1 	Summary of Findings
This research set out to explore the strategic integration of social media into public relations (PR) practices within higher institutions. The core aim was to evaluate how social media platforms are utilized by public relations units to facilitate communication, enhance institutional reputation, and manage stakeholder relationships effectively.
Through empirical investigation and review of relevant literature, the study revealed that:
1. Social media has become an indispensable tool for real-time communication in higher education, allowing institutions to disseminate information swiftly to a wide audience including students, staff, alumni, prospective students, parents, and the general public.
2. The adoption of social media platforms notably Facebook, Twitter, Instagram, LinkedIn, and YouTube has become widespread in public relations operations across higher institutions. These platforms are used to enhance visibility, provide updates, promote events, clarify institutional positions, and maintain an active online presence.
3. Strategic benefits of social media integration include increased accessibility, improved feedback mechanisms, heightened institutional transparency, and the ability to quickly manage communication during crises or emergencies.
4. However, several challenges impede effective use, including:
· The spread of misinformation and unverified content that can harm institutional credibility.
· Negative publicity stemming from uncontrolled user-generated content and online backlash.
· Inadequate technical know-how among PR staff who may not be fully trained in digital communication.
· Lack of a centralized or dedicated social media unit, resulting in fragmented communication strategies.
· Resource constraints, particularly in public institutions with limited budgets for communication infrastructure.
5. The research further observed that the impact of social media is context-dependent, influenced by factors such as institutional culture, administrative support, policy frameworks, and the specific communication objectives of each institution.
5.2 	Conclusion
This study affirms that social media has revolutionized the practice of public relations in higher education institutions. It has redefined traditional PR boundaries by introducing new channels of engagement that are faster, interactive, and far-reaching. Institutions that have embraced these digital tools demonstrate higher levels of stakeholder engagement, brand visibility, and crisis preparedness. The findings also indicate that while social media holds great potential, it must be wielded with strategic foresight, consistency, and professionalism. Mere presence on these platforms is not sufficient; it requires active management, responsiveness, and alignment with institutional values and goals.
Ultimately, higher institutions are encouraged to adopt a more proactive, structured, and data-driven approach to social media usage in order to strengthen their public relations capacity and fulfill their educational, social, and reputational mandates.
5.3 	Recommendations
Based on the findings and analysis of this study, the following actionable recommendations are proposed to enhance the effective use of social media in public relations practices within higher institutions:
1. Develop and Implement a Comprehensive Social Media Strategy: Institutions should establish a well-articulated social media strategy that aligns with their broader public relations and institutional communication goals. This should include audience segmentation, content calendars, platform-specific goals, tone and language guidelines, and performance metrics.
2. Invest in Human Capital Development: Regular training and workshops should be provided for PR personnel to enhance their skills in areas such as content creation, media literacy, social media analytics, online community management, and crisis communication.
3. Create a Centralized Social Media Unit: Institutions should consider forming a dedicated digital communication team within the PR department responsible for coordinating all social media activities, ensuring uniformity in tone, style, and messaging across platforms.
4. Establish Clear Institutional Policies: Social media use policies should be clearly defined to guide interactions by staff, students, and stakeholders. These policies should address issues like acceptable use, handling of sensitive content, data privacy, and disciplinary measures for misuse.
5. Leverage Social Media Analytics for Decision-Making: Institutions should utilize analytic tools to monitor engagement, sentiment, reach, and feedback on their social media content. These insights can inform adjustments in communication strategy, enhance responsiveness, and ensure return on investment.
6. Integrate Social Media into Crisis Communication Plans: As crises often unfold rapidly online, institutions must integrate social media into their emergency response frameworks. Pre-approved messaging templates, response teams, and escalation protocols should be in place to handle potential reputation-damaging situations swiftly and effectively.
7. Encourage Student Participation and Content Co-Creation: Students can serve as effective ambassadors for institutional messaging. PR units should create opportunities for student involvement in content creation, such as takeovers, ambassador programs, or storytelling projects that reflect the student experience.
5.4 	Suggestions for Further Studies
This study provides a foundational understanding of the place of social media in institutional public relations, there remains ample scope for further exploration. The following areas are recommended for future research:
· Comparative Analysis of Public vs Private Institutions: Future research could examine how social media strategies differ across public and private institutions, especially in terms of funding, structure, and responsiveness.
· Impact of Emerging Platforms: Investigate the potential and actual use of newer platforms like TikTok, Threads, or Discord in institutional branding and student engagement.
· Student Perception Studies: A study focusing on students’ perception of institutional social media content could help PR teams better tailor messages for target demographics.
· Social Media and Crisis Management: Detailed case studies of how institutions have used social media during crises (e.g., COVID-19 pandemic, student protests, or cyberbullying incidents) could yield actionable insights for PR practitioners.
· Evaluation Framework Development: Developing models or frameworks to evaluate the effectiveness of institutional social media engagement in higher education contexts.
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QUESTIONNAIRE
Department of Mass Communication
Kwara State Polytechnic, Ilorin.
Kwara State.
Dear Respondent,
I am a student of the Department of Mass Communication, conducting research on "The Place of Social Media in the Practice of Public Relations in Higher Institutions," as part of the requirements for the Award of the Higher National Diploma in Mass Communication. I would appreciate it if you could kindly fill out the following questionnaire to the best of your understanding.
Section A: Demographic Information
1. Gender:		Male ( ) 	Female ( )
2. Age:		18-25 ( )	26-35 ( )	36-45 ( )	46-60 ( )	60 and above ( )
3. Highest Level of Education:	Primary ( )	Secondary ( )	Tertiary ( )	Others ( )
4. Occupation:	Student ( )	Employed ( )	Unemployed ( )    Self-employed ( )     Others ( )
5. How often do you use social media platforms? Daily ( ) 	Weekly ( )	Occasionally ( ) Rarely ( )
Never ( )
Section B: Perceived Role of Social Media in Public Relations in Higher Institutions
6. Why is social media important in the practice of public relations in higher institutions?
a. 	To enhance communication with students and staff
b. 	To promote institutional events and activities
c. 	To build a positive image of the institution
d. 	All of the above
7. How does social media help public relations departments in higher institutions?
a. 	By providing a platform for real-time communication
b.	By improving the institution's visibility
c. 	By engaging the audience through interactive content
d. 	All of the above
8. What impact do you think social media has on the reputation of higher institutions?
a. 	It positively influences public perception
b.	It allows for immediate responses to public concerns
c. 	It helps in crisis communication and management
d. 	All of the above
9. How does the use of social media improve the relationship between the institution and the public?
a. 	By providing timely information on activities and developments
b. 	By encouraging two-way communication and feedback
c. 	By creating an interactive environment for students and staff
d. 	All of the above
10. Why should higher institutions continue to invest in social media as a public relations tool?
a. 	To maintain consistent communication with the institution’s stakeholders
b. 	To manage the institution's image effectively
c. 	To enhance the engagement and involvement of the community
d. 	All of the above.
Section C: Effectiveness of Social Media in Public Relations in Higher Institutions
(Please rate each statement according to the following scale: Strongly Agree (SA), Agree (A), Neutral (N), Disagree (D), Strongly Disagree (SD))
	11
	Social media has effectively helped improve communication between the institution and its stakeholders.
	SA
	A
	N
	D
	SD

	12
	Social media platforms have contributed to the promotion of institutional events and activities.
	
	
	
	
	

	13
	Social media is an essential tool for handling crises in higher institutions.
	
	
	
	
	

	14
	The use of social media has made the institution more transparent in its operations.
	
	
	
	
	

	15
	Social media helps the institution engage students and staff more effectively than traditional methods.
	
	
	
	
	

	16
	Reach a wider audience, including prospective students.
	
	
	
	
	

	17
	The language and communication style used on the institution's social media platforms are easy for the audience to understand.
	
	
	
	
	

	18
	Social media platforms have encouraged more interaction and feedback from students and other stakeholders.
	
	
	
	
	

	19
	The institution uses social media to share important news and updates in a timely manner.
	
	
	
	
	

	20
	I believe social media has contributed to creating a positive image of the institution.
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Figure 4.1:Gender
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	Figure 4.2:	Age
[image: ]






Figure 4.3:	Highest Level of Education
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Figure 4.4: Occupation  
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Figure 4.5: How often do you use social media platforms?
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Figure 4.6:	Why is social media important in the practice of public relations in higher institutions
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Figure 4.7:	How does social media help public relations departments in higher institutions
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Figure 4.8	What impact do you think social media has on the reputation of higher institutions?







Figure 4.9: How does the use of social media improve the relationship between the  institution and the public?
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Figure 4.10: Why should higher institutions continue to invest in social media as a public   relations tool?
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Figure 4.11:	Social media has effectively helped improve communication between the institution and its stakeholders.
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Figure 4.12: Social media platforms have contributed to the promotion of institutional events and activities.
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Figure 4.13: Social media is an essential tool for handling crises in higher institutions
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[image: ]Figure4.14:The use of social media has made the institution more transparent in its operations.






Figure4.15:  Social media helps the institution engage students and staff more effectively than traditional methods.
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Figure 4.16:  Reach a wider audience, including prospective students.	
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[image: ]Figure 4.17:	The language and communication style used on the institution's social media platforms are easy for the audience to understand.




Figure 4.18: Social media platforms have encouraged more interaction and feedback from students and other stakeholders.
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Figure 4.19:	The institution uses social media to share important news and updates in a timely manner.
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Figure 4.20:	I believe social media has contributed to creating a positive image of the institution.
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