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ABSTRACT
This study examines the role of public relations in the image management of organizations, using Kwara State Polytechnic, Ilorin, as a case study with particular focus on how online media reports influence public perception. In an era dominated by digital communication, the image of an organization can be shaped significantly by what is reported online. Public relations, therefore, plays a strategic role in managing, protecting, and enhancing an organization’s reputation, especially in response to online narratives.
The study adopts a descriptive survey research design, and data were collected through structured questionnaires distributed to staff and students of Kwara State Polytechnic, as well as through content analysis of selected online media reports. The aim was to assess how the institution's public relations strategies respond to online reports and how those responses affect its public image. Findings from the study reveal that public relations practices such as timely press releases, engagement with digital media platforms, and proactive communication strategies are critical to managing and correcting negative online impressions. It was also found that effective public relations contribute to building public trust, improving institutional credibility, and fostering positive relationships with stakeholders.
The study concludes that public relations is a vital tool in managing the image of academic institutions, especially in the digital age where online media can rapidly influence public opinion. It recommends that institutions should strengthen their public relations departments, develop strategic media engagement plans, and actively monitor online content to safeguard their reputation.
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CHAPTER ONE
INTRODUCTION
1.1Background of the Study
In today’s digital age, organizations are increasingly recognizing the Importance of maintaining a positive image in the eyes of their stakeholders. A positive image can enhance an organization’s reputation, build trust, and ultimately, drive business success. Conversely, a negative image can lead to a loss of reputation, customer loyalty, and revenue.
Kwara State Polytechnic, the institution at the centre of this study, was established in 1972 as a tertiary institution with the primary objective of providing Middle-level manpower for the Nigerian economy. Over the years, the institution has grown in size and reputation, with a student population of over 15,000 and a staff Strength of over 2,000.
Despite its growth and achievements, Kwara State Polytechnic has faced numerous challenges, including inadequate funding, infrastructure decay, and staff Shortages. These challenges have impacted the institution’s ability to provide quality education and have led to negative publicity and a decline in its reputation.
In recent years, the institution has been in the news for various reasons, Including student unrest, staff protests, and allegations of mismanagement. These negative reports have the potential to damage the institution’s image and reputation, Making it challenging to attract students, staff, and funding.
The rise of online media has further complicated the institution’s image Management efforts. Online media platforms, such as social media and online news Sites, have made it easier for stakeholders to share their opinions and experiences about the institution. While this has created opportunities for the institution to Engage with its stakeholders and promotes its brand, it has also created challenges, Such as managing negative publicity and maintaining a positive online presence.
In this context, the role of public relations in image management becomes Critical. Public relations practitioners can help the institution to develop and implement effective strategies for managing its image and reputation, both online and offline. This can include media relations, crisis communications, social media Management, and reputation management.
Therefore, this study aims to investigate the role of public relations in image Management of Kwara State Polytechnic, with a focus on online medium reports. The study will examine the institution’s current image and reputation, the public relations strategies employed by the institution, and the effectiveness of these Strategies in managing the institution’s image and reputation online.
1.2 Statement of the Problem
Kara State Polytechnic like many other institutions of higher learning, faces the
 Challenge and reputation in the face of increasing the institution’s image and reputation are critical to its Ability to attract students, staff, and funding, and to achieve its academic and Research goals.
However, the institution’s image and reputation have been negatively impacted by various factors, including inadequate funding, infrastructure decay, staff Shortages, and negative publicity. The rise of online media has further complicated the institution’s image management efforts, as negative reports and comments can quickly spread and damage the institution’s reputation.
Despite the importance of public relations in image management, there is a Lack of understanding of how public relations can be effectively used to manage the institution’s image and reputation, particularly in the online environment. This lack of understanding has resulted in a gap between the institution’s image management efforts and the expectations of its stakeholders.
1.3 Aims and Objectives of the Study
Aim
The aim of this study is to investigate the role of public relations in image
Management of Kwara State Polytechnic, with a focus on online medium reports.
Objectives
· To examine the current image and reputation of Kwara State Polytechnic Among its stakeholders.
· To identify the public relations strategies employed by Kwara State Polytechnic
· To manage its image and reputation.
· To assess the effectiveness of the public relations strategies employed byKwara State Polytechnic in managing its image and reputation, particularly in theOnline environment.
· To identify the challenges facing Kwara State Polytechnic in managing itsImage and reputation, particularly in the online environment.
· To make recommendations on how Kwara State Polytechnic can improve itsPublic relations strategies to effectively manage its image and reputation.
1.4 Research Questions for The Study
· How does public relations contribute to the image management of KwaraState Polytechnic, particularly in the online environment?
· What is the current image and reputation of Kwara State Polytechnic among Its stakeholders?
· What public relations strategies are employed by Kwara State Polytechnic toManage its image and reputation?
·  How effective are the public relations strategies employed by KwaraStatePolytechnic in managing its image and reputation, particularly in the online Environment?
· How do stakeho으lders perceive the image and reputation of Kwara State Polytechnic?
1.5 Significance of the Study
This study is significant because it will contribute to the existing body ofKnowledge on public relations and image management, particularly in the context ofHigher education institutions in Nigeria. The findings of this study will providePractical insights and recommendations for public relations practitioners,Communication managers, and policymakers in higher education institutions in
Nigeria. By examining the role of public relations in image management, this studyWill help Kwara State Polytechnic and other higher education institutions in Nigeria toImprove their image management strategies, particularly in the online environment.Ultimately, this study will inform policy development and decision-making in higherEducation institutions in Nigeria, particularly in the areas of public relations, Communication, and image management.
This study is significant for several reasons
Contribution to Knowledge: This study will contribute to theExisting body of knowledge on public relations and imageManagement, particularly in the context of higher education Institutions in Nigeria.
Practical Implications: The findings of this study will providePractical insights and recommendations for public relationsPractitioners, communication managers, and policymakers in Higher Education institutions in Nigeria.
Improved Image Management: This study will help KwaraStatePolytechnic and other higher education institutions in Nigeria toImprove their image management strategies, particularly in the online Environment.
Enhanced Reputation: The findings of this study will provide insightsOn how higher education institutions in Nigeria can enhance theirReputation and buld trust with their stakeholders.
Policy Development: This study will inform policy development andDecision-making in higher education institutions in Nigeria, particularlyIn the areas of public relations, communication, and image Management.
Empirical Evidence: This study will provide empirical evidence on theRole of public relations in image management, which will be useful forFuture research and practice in the field.
Comparative Analysis: The findings of this study will provide aComparative analysis of the image management strategies employedByKwara State Polytechnic and other higher education institutions in Nigeria.
Overall, this study will contribute to thedevelopment of effective imageManagement strategies for higher education institutions in Nigeria, which willUltimately enhance their reputation and build trust with their stakeholders.
1.6	Scope Of The Study
The scope of this study is focused on the role of public relations in imageManagement of Kwara State Polytechnic, with a specific emphasis on online mediumReports. The study will examine the current image and reputation of Kwara State
Polytechnic, the public relations strategies employed by the institution, and theEffectiveness of these strategies in managing the institution’s image and reputationOnline. The study will also identify the challenges facing the institution in managing
Its image and reputation online and provide recommendations for improvement. TheStudy will be limited to Kwara State Polytechnic and will not generalize to otherInstitutions. 
The study will also be limited to online medium reports and will notConsider other forms of media or communication.
1.7	Limitations Of The Study
The study has several limitations. Firstly, the study is limited to KwaraStatePolytechnic, and the findings may not be generalizable to other institutions.
Secondly, the study focuses only on online medium reports, and does not considerOther forms of media or communication. Thirdly, the study relies on self-reportedData from respondents, which may be subject to biases and limitations. Fourthly, the
Study does not have control over extraneous variables that may affect the outcomeOf the study. Finally, the study is cross-sectional in nature, and does not allow for the Examination of cause-and-effect relationships.

1.8 Definition Of Key Terms
Public Relations (PR): The deliberate and systematic effort toEstablish and maintain a positive image and reputation of anOrganization among its stakeholders.
Image Management: The process of creating, maintaining, andImproving an organization’s image and reputation among itsStakeholders.
Online Medium Reports: News and information about anOrganization that are published online, including social media, newsWebsites, and blogs.
Kwara State Polytechnic: A higher educationinstitution in NigeriaThat is the focus of this study.
 Stakeholders: Individuals or groups who have a vested interest in anOrganization, including students, staff, alumni, and the general public.
Reputation: The overall perception of an organization’s image,Character, and quality among its stakeholders.



CHAPTER TWO
LITERATURE REVIEW
2.1 CONCEPT OF PUBLIC RELATIONS
Public relations (PR) is a strategic communication process that builds mutually beneficial relationships between organizations and their publics. It involves managing how information about an organization is communicated to its audience, including stakeholders, employees, customers, and the general public, to create and maintain a favorable image.
PR serves as a tool for enhancing reputation, managing crises, promoting services, and influencing public perception. It leverages various channels such as press releases, social media. blogs, and other digital platforms to engage with target audiences effectively.
2.1.1 Key elements of public relations include:
Media Relations: Building and maintaining relationships with journalists and media outlets to ensure accurate and positive coverage.
Corporate Social Responsibility (CSR): Demonstrating an organization's commitment to societal well-being.-Crisis Management: Addressing and mitigating negative events that could harm an organization's reputation.
Internal Communication: Ensuring effective communication within the organization to align employees with its goals and values.
Public relations also emphasizes storytelling, which allows organizations to humanize their brand, convey values, and connect emotionally with audiences. The concept has evolved over time with the rise of online media, which has introduced new dynamics in managing and projecting organizational images.
This subsection establishes the foundational understanding of PR, which is essential for
analyzing its role in the image management of Kwara State Polytechnic in online media reports.


Public Relations and Image Management
Public relations (PR) plays a central role in image management by influencing how an organization is perceived by its stakeholders and the general public. Image management involves crafting and sustaining a positive reputation, addressing misconceptions, and enhancing trust between an organization and its audience. Effective PR strategies ensure that the organization's values, achievements, and vision are consistently communicated in ways that resonate with its target audience.
2.1.2 ROLE OF PR IN IMAGE MANAGEMENT
Building a Positive Image:
Public relations helps organizations develop a positive public image through tailored messaging, strategic storytelling, and regular engagement with their audience. Highlighting success stories, achievements, and contributions to society are core aspects of this process.
•	 Reputation Repair and Maintenance:
In cases where an organization faces negative publicity, PR strategies are employed to repair its image. This includes responding to criticism, addressing crises, and reframing public narratives to rebuild trust.
-	Establishing Credibility:
A well-executed PR strategy reinforces the organization's credibility by showcasing expertise, ethical practices, and transparency in its operations.
•	 Engaging with Stakeholders:
PR facilitates direct and meaningful communication with stakeholders, including employees, students, alumni, media, and the community. Such engagement fosters goodwill and ensures alignment with organizational goals.
Online Media and PR in Image Management
The rise of online media has transformed how PR manages organizational images. Digital platforms, such as social media, blogs, and news websites, enable real-time communication and offer wider audience reach. However, they also present challenges, as negative news or criticism can spread rapidly.
For an institution like Kwara State Polytechnic, online media offers both opportunities and risks:
Opportunities: Promoting academic achievements, innovative programs, and
community contributions.
Risks: Managing negative reports, misinformation, or stakeholder grievances.
Public Relations Strategies for Educational Institutions
Educational institutions like Kwara State Polytechnic use PR to enhance their reputation by: Highlighting their contributions to academic excellence and community development.
• Engaging with alumni and prospective students through positive storytelling.
• Managing crisis situations effectively to mitigate teputational damage.
In conclusion, public relations serves as a vital tool for managing an organization's image, particularly in a digital age where online media plays a significant role in shaping public perceptions.
2.1.3 ROLE OF ONLINE MEDIA IN PUBLIC RELATIONS
The rapid growth of online media has significantly transformed the landscape of public relations. Digital platforms, such as social media, websites, blogs, online news outlets, and forums, have become powerful tools for organizations to communicate with their stakeholders, build relationships, and manage their public image. Online media allows real-time interaction with a global audience, which offers both opportunities and challenges in terms of image management.
Key Roles of Online Media in Public Relations:
1. Real-Time Communication and Engagement: Online media platforms, such as
Twitter, Facebook, Instagram, and LinkedIn, enable organizations to communicate with their audiences instantly. PR professionals can share updates, respond to inquiries, and address concerns quickly, allowing for better control over the narrative.
This immediaçy helps build a more dynamic and responsive image, as organizations can engage with stakeholders in real time.
2. Enhanced Reach and Visibility: Online media provides organizations with a
platform to reach a wider audience beyond traditional geographical boundaries.
Through search engine optimization (SEO) and content marketing, organizations can improve their visibility, attract a global audience, and build a larger online community. This helps in amplifying their messages and creating brand awareness.
3. Building Relationships with the Audience: Online media encourages two-way communication, which is essential for relationship-building. Public relations efforts are no longer just about broadcasting messages but also about listening to feedback, responding to comments, and fostering dialogues with the public. Engaging content such as blog posts, videos, and infographics can stimulate discussions, thus fostering a stronger connection between the organization and its stakeholders.
4.	 Crisis Management and Reputation Control: One of the most significant challenges with online media is that negative information can spread quickly.
However, PR professionals can use online media to manage crises effectively by providing timely responses and countering misinformation. By addressing issues head-on and maintaining transparency, organizations can mitigate reputational damage and rebuild trust among their audiences.
5.	Monitoring and Managing Online Reputation: Online media allows organizations to track public sentiment and monitor mentions across various platforms. Tools such as social listening software can track what people are saying about the organization online, helping PR teams understand public perception and identify potential issues before they escalate. This enables organizations to address concerns proactively and maintain a positive image.
6.	Content Creation and Storytelling: The digital environment provides organizations with the opportunity to create compelling narratives through various content formats.Blogging, video creation, social media posts, and interactive content can be used to tell stories that reflect the organization's values, culture, and achievements. This content not only helps build a strong brand identity but also encourages engagement, making the organization more relatable and trustworthy.


Challenges of Online Media in Public Relations:
1. Misinformation and Fake News: The sDread of false information or rumors on social media can damage an organization's reputation. PR teams must be vigilant and prepared to address such misinformation quickly by providing accurate facts and clarifications.
2. Managing Public Perception: Online media platforms provide users with the ability to voice their opinions easily. Negative reviews, comments, or posts can quickly escalate, leading to a crisis. Organizations need to have a robust PR strategy in place to manage such instances and prevent them from spiraling out of control.
3. Data Privacy and Security Issues: Privacy concerns and data breaches can lead to significant reputational damage. Public relations efforts must also include managing how the organization handles and protects stakeholder data, ensuring transparency and trust.
Case Study: Kwara State Polytechnic and Online Media
For Kwara State Polytechnic, online media plays a crucial role in managing its image. By utilizing platforms such as its official website, social meia accounts, and online news outlets, the institution can highlight academic achievements, student success stories, partnerships, and community outreach programs. These digital platforms also allow for real-time communication with current and prospective students, faculty, and alumni, keeping them informed and engaged.
Furthermore, in the event of negative reports or controversies, Kwara State Polytechnic can usę online media channels to provide updates, correct misinformation, and showcase its commitment to transparency and accountability. Effective use of online media in public relations can help enhance the institution's reputation and attract more students, faculty, and funding.
In conclusion, online media has revolutionized public relations by offering organizations a direct and immediate way to engage with their audiences, manage their reputation, and navigate crises. For educational institutions like Kwara State Polytechnic, embracing online media tools is essential for building and maintaining a positive public image in the digital age. 

2.2 THEORETICAL FRAMEWORK
The theoretical framework serves as the foundation for analysing the role of public Relations in managing organizational image, particularly in the context of online media. The Following theories are relevant to this study:
Excellence Theory and Its Relevance to the Study
The Excellence Theory of Public Relations, developed by Grunig and Hunt, is highly relevant to understanding the role of public relations in managing the image of organizations, especially in the face of public serutiny or negative online media coverage. In the context of Kwara State Polytechnic, the theory provides a useful lens through which to assess how the institution responds to online reports that may affect its reputation.
The theory's emphasis on two-way symmetrical communication encourages organizations to go beyond one-sided publicity or damage control. Instead, it advocates for genuine engagement with stakeholders students, staff, the media, and the wider public to foster mutual understanding and long-term trust. This is particularly important when issues arise from online media platforms, which can quickly amplify negative perceptions or controversies.
For instance, if a negative report about the Polytechnic surfaces on an online platform, an excellence-based PR approach would require the institution's public relations unit to:
Monitor and analyze public reactions on social media or news sites.
Acknowledge concerns transparently and promptly.
Provide accurate information or clarifications.
Open up channels for feedback and dialogue.
Use insights from public opinion to improve institutional practices and communication strategies.
Such a response aligns with the two-way symmetrical model, which fosters cooperation rather than confrontation. It not only helps to correct misinformation or clarify misperceptions, but also positions the Polytechnic as a transparent and responsive institution-ultimately enhancing its public image.
Moreover, by adopting this model, Kwara State Polytechnic can build stronger relationships with its stakeholders, turning moments of reputational risk into opportunities for demonstrating accountability and commitment to excellence.
In summary, the Excellence Theory supports the argument that effective public relations, grounded in open dialogue and mutual respect, plays a vital role in managing and safeguarding the image of organizations in today's fast-paced, media-driven environment.
Agenda-Setting Theory
The Agenda-Setting Theory, introduced by McCombs and Shaw, posits that media has the Power to shape public perceptions by determining which topics are given prominence. Through Strategic use of media, organizations can influence what the audience considers important.
2.3 EMPIRICAL REVIEW
The empirical review examines previous studies and research on the role of public Relations in image management, particularly in relation to online media. By reviewing relevant Literature, this section highlights findings and insights from various studies, which provide Context for understanding the impact of PR practices on organizational image.
Public Relations and Image Management in Educational Institutions A study by Nwabueze (2018) explored the role of public relations in managing the image Of universities in Nigeria. The findings showed that strategic PR practices, such as media Relations, community engagement, and crisis communication, significantly enhanced the public Perception of universities. The esearch highlighted how positive media coverage and effective Communication strategies were key in positioning universities as credible, innovative, and Reputable institutions.
• The Impact of Social Media on Public Relations
A study by Kaplan and Haenlein (2010) discussed the role of social media in reshaping public Relations practices. Their research found that social media platforms allow organizations to Engage directly with stakeholders. Facilitate transparency, and control the dissemination of Information. The study further emphasized that organizations leveraging social media could' Build a more personal and authentic relationship with their audiences, which is crucial for Managing their image.
• Crisis Management in Public Relations
Coombs (2007) conducted research on crisis communication and its role in public Relations. His study introduced the Situational Crisis Communication Theory (SCCT) and found That organizations with established crisis communication strategies are better equipped to Maintain their reputation during a erisis. The study showed that swift and transparent Communication with the public can reduce the negative effects of a crisis.
Online Media and Image Repair Strategies
An empirical study by Lee and Ryu (2019) investigated how organizations online Media to repair their image after facing negative publicity. The study found that responding to Negative content with apologies, corrective actions, and transparent communication significantly Improved public perception. Furthermore, the study emphasized the importance of monitoring Online discussions and addressing issues promptly before they escalate.
• Public Relations and Institutional Branding
A study by Ogbeide (2015) examined the role of public relations in branding educational Institutions. The research indicated that PR activities such as branding campaigns, student Recruitment drives, and alumni relations were crucial in shaping the public image of educational Institutions. The study concluded that consistent and targeted PR efforts through both traditional And online media are essential for the long-term success of institutions.
Social Media's Role in Public Relations for Higher Education
A study by Dabbish et al. (2012) examined the role of social media in higher education Institution s' public relations strategjes, The study found that universities and colleges are Increasingly using social media to engage with current and prospective students, manage crises, And promote institutional events. Social media platforms allowed institutions to highlight Achievements, share news, and maintain a positive presence in the public domain.


CHAPTER THREE
RESEARCH METHODOLOGY
3.0 INTRODUCTION
Research methodology describes the techniques and procedures used to identify and analyses information regarding a specific research topic. It is a process where by researchers design their study so that they can achieve their objectives using the selected research instruments.
This chapter describes the research design, population, sample, instrumentation, validity, reliability, data gathering, and data analysis methods used in this study. The purpose of this study is to examine how social media users perceive the influence of political content on their opinions and behavior. To achieve this goal, a quantitative methods, research design was adopted to provide a comprehensive exploration of both numerical data on audience perceptions and in-depth insights from specific instances.
3.1 RESEARCH DESIGN
According to Devaus (2001) research design is an overall schedule or plan that one chooses to mix up the various parts of the research in a coherent and step by step manner thus, ensuring that the problem under the research is well addressed. Research design are basically of two form, the quantitative and the qualitative variants.
Nwana, 1981 define research design as a term used to describe a number of decisions which need to be taken regarding the collection of data before they are collected. The research therefore, adopted the survey method in data collection, it is used to obtain the peoples opinion through questionnaire.
3.2 POPULATION OF THE STUDY
Population of the study is an interdisciplinary field of scientific study that uses various statistical methods and models to analyses, determine, address, and predict population challenges and trends from data collected through various data collection methods such as population census, registration method, sampling, and some other systems of data sources. In the various fields of healthcare, a population study is a study of a group of individuals taken from the general population who share a common characteristic, such as age, sex, or health condition. This group may be studied for different reasons, such as their response to a drug or risk of getting a disease.
The population under consideration for this study consists of social media users across diverse demographics, aiming to capture a broad spectrum of opinions and experiences related to political content on these platforms. Social media users are defined as individuals who use one or more social media platforms (such as Facebook, Twitter, Instagram, YouTube, etc.) for personal or professional purposes. The population of the study will be comprised of 200 respondents within Kwara state, Nigeria.
3.3 SAMPLE SIZE AND SAMPLING TECHNIQUE
Sample size is a portion of a population selected for the study and is the method of selecting samples from a population. Sample size refer to a selected group under a research area which reasonably represents the entire population of concern. The sample size considered for this study was 200 based on the total number of questionnaire administered.
Sampling technique is an approach that gives researchers compile information about a population and is focused on outcome from participaht of the population. A stratified random sampling technique will be employed to select the participants for both the quantitative phases of the study. Stratified random sampling is a probability sampling technique that divides the population into homogeneous groups (or strata) based on a certain criterion, and then selects a random sample from each group.
The population will be divided into four groups. The sample size for the quantitative phase will be determined based on statistical considerations, aiming for both adequacy and diversity. A smaller sample size of 200 will be used, which means that 50 participants will be randomly selected from each group.
3.4 RESEARCH INSTRUMENTATION
It is a tool used to collect, measure and analyses data related to a research work or interest. According to Creswell, 2012 research instrument is a tool for measuring, observing or documenting quantitative data. A structured survey questionnaire will be the primary instrument for quantitative data collection. The survey questionnaire will include questions addressing various aspects of social media use, political engagement, and perceptions of influence. The survey questionnaire will be administered online using a survey platform such as Survey Monkey or goggle forms. The first section will collect demographic information from the participants, such as age, gender, education qualification, income, location, culture,and political affiliation. The second section (B) will entail the research questionnaire containing the research objectives.
3.5 VALIDITY AND RELIABILITY OF THE INSTRUMENT
Validity refers to the extent to which an instrument measures what it was intended to measure, Robson 2011. The survey questionnaire will undergo rigorous pre-testing to establish face validity and identify potential ambiguities. Face validity refers to the extent to which the instrument appears to measure what it is intended to measure, Reliability will be assessed using test-retest reliability measures to verify the consistency of responses over time. Reliability refers to the extent to which the instrument produces stable and consistent results. The pre-testing will involve administering the survey questionnaire to a small sample of 10 social media users from each age group, and soliciting their feedback on the clarity, relevance, and appropriateness of the questions. The feedback will be used to revise and refine the survey questionnaire before the main data collection.
3.6 METHOD OF DATA GATHERING
This methods requires the gathering and estimation of information on targeted variables in a research work with a questionnaire as it instrument and online survey will be considered. Quantitative data will be collected through online surveys distributed across major social media platforms using a goggle forms or survey monkey. Data will be collected using goggle forms.
3.7 METHOD OF DATA ANALYSIS
Data analysis is the manner in which gathered data will be presented, interpreted and analyzed using simple tables, frequency and percentages to ensure that relevant points are lost in research work. Quantitative data will be analyzed using statistical software such as SPSS to derive descriptive statistics, correlation analyses, and inferential statistics where applicable. Descriptive statistics will provide a summary of the demographic characteristics, social media use, political engagement, and perceptions of influence of the participants.


CHAPTER FOUR
DATA PRESENTATION, ANALYSIS AND INTERPRETATION
This chapter presents and interprets data gathered from the survey conducted on the role of public relations in image management at Kwara State Polytechnic. The analysis is based on 100 valid responses and is presented in a question-by-question tabular format, followed by interpretation.
Table 4.1: Gender Distribution of The Respondents
	OPTION
	Frequency
	Percentage

	Male
	74
	74%

	Female
	26
	26%

	Total
	100
	100%


Interpretation: The table shows that the majority of respondents were male, accounting for 74%, while females made up 26%. This gender disparity suggests that male opinions may slightly dominate the responses.
Source: Survey Mars Survey Report (2025)
Table 4.2: Age Distribution of The Respondents
	OPTION
	Frequency
	Percentage

	Under 18
	12
	12%

	18–25
	49
	49%

	26–35
	35
	35%

	Above 35
	4
	4%

	Total
	100
	100%


Interpretation: Most respondents (49%) were aged between 18 and 25, followed by 26–35 (35%). This indicates that the majority of participants were likely students or early-career professionals.
Source: Survey Mars Survey Report (2025)
Table 4.3: Status of distribution Respondents
	OPTION
	Frequency
	Percentage

	Student
	47
	47%

	Staff
	34
	34%

	Others
	19
	19%

	Total
	100
	100%


Interpretation: Nearly half of the respondents were students, suggesting the survey primarily reached the academic population. Staff made up one-third, while others constituted 19%.
Source: Survey Mars Survey Report (2025)
Table 4.4: Duration at Kwara State Polytechnic
	OPTION
	Frequency
	Percentage

	Less than 1 year
	21
	21%

	1–3 years
	29
	29%

	Over 3 years
	50
	50%

	Total
	100
	100%


Interpretation: Half of the respondents have been at the institution for more than three years, suggesting that most participants were experienced enough to assess the school's public relations image accurately.
Source: Survey Mars Survey Report (2025)
Table 4.5: Awareness of the Public Relations Unit
	Response
	Frequency
	Percentage

	Yes
	68
	68%

	No
	32
	32%

	Total
	100
	100%


Interpretation: A large majority (68%) are aware of the existence of the Public Relations unit, which reflects good visibility but still leaves room for improvement.
Source: Survey Mars Survey Report (2025)
Table 4.6: Exposure to Online Reports about the Institution
	Response
	Frequency
	Percentage

	Yes
	68
	68%

	No
	32
	32%

	Total
	100
	100%


Interpretation: The same percentage (68%) of respondents reported encountering online reports about the polytechnic, indicating consistent exposure to digital narratives.
Source: Survey Mars Survey Report (2025)
Table 4.7: Frequency of Encountering Online Reports
	Frequency
	Responses
	Percentage

	Frequently
	18
	18%

	Occasionally
	54
	54%

	Rarely
	18
	18%

	Never
	10
	10%

	Total
	100
	100%


Interpretation: More than half (54%) of respondents encounter online reports occasionally, indicating moderate but consistent visibility. Only 10% claimed they never see such reports.
Source: Survey Mars Survey Report (2025)
Table 4.8: Sources of Online Reports
	Source
	Responses
	Percentage

	Social Media
	40
	40%

	Blogs/Online News
	31
	31%

	Official School Website
	27
	27%

	Others
	2
	2%

	Total
	100
	100%


Interpretation: Social media is the primary source of information (40%), followed by online news and the school’s official website. This underscores the importance of maintaining a strong social media presence.
Source: Survey Mars Survey Report (2025)
Table 4.9: Impact of Online Reports on Perception
	Impact
	Responses
	Percentage

	Positive
	49
	49%

	Negative
	31
	31%

	No Impact
	20
	20%

	Total
	100
	100%


Interpretation: Nearly half (49%) view online reports positively, but a significant 31% feel negatively influenced, suggesting that PR must continually address both harmful and helpful content.
Source: Survey Mars Survey Report (2025)
Table 4.10: Adequacy of PR Response to Misinformation
	Response
	Responses
	Percentage

	Yes
	50
	50%

	No
	37
	37%

	Not Sure
	13
	13%

	Total
	100
	100%


Interpretation: Only half of respondents believe the PR unit is adequately responding to misinformation, highlighting a potential weakness in response strategy.
Source: Survey Mars Survey Report (2025)


Table 4.11: PR Unit’s Online Presence
	Response
	Responses
	Percentage

	Strongly Agree
	34
	34%

	Agree
	41
	41%

	Neutral
	18
	18%

	Disagree
	3
	3%

	Strongly Disagree
	4
	4%

	Total
	100
	100%


Interpretation: A total of 75% agree or strongly agree that the PR unit has a visible online presence, reflecting overall satisfaction with its digital engagement.
Source: Survey Mars Survey Report (2025)
Table 4.12: Influence of Online Reports on Public Opinion
	Response
	Responses
	Percentage

	Strongly Agree
	14
	14%

	Agree
	44
	44%

	Neutral
	28
	28%

	Disagree
	11
	11%

	Strongly Disagree
	3
	3%

	Total
	100
	100%


Interpretation: A combined 58% believe that online reports shape public opinion, which stresses the need for continuous image monitoring by the PR team.
Source: Survey Mars Survey Report (2025)
Table 4.13: Effect of Negative Online News on Reputation
	Response
	Responses
	Percentage

	Strongly Agree
	13
	13%

	Agree
	42
	42%

	Neutral
	29
	29%

	Disagree
	9
	9%

	Strongly Disagree
	7
	7%

	Total
	100
	100%


Interpretation: More than half agree that negative online news damages the school’s image, reinforcing the importance of active media relations.
Source: Survey Mars Survey Report (2025)
Table 4.14: PR Unit’s Effectiveness in Correcting False Narratives
	Response
	Responses
	Percentage

	Strongly Agree
	19
	19%

	Agree
	33
	33%

	Neutral
	28
	28%

	Disagree
	11
	11%

	Strongly Disagree
	9
	9%

	Total
	100
	100%


Interpretation: Only 52% believe the PR unit is effective in correcting misinformation, indicating that there’s a need for stronger, quicker responses.
Source: Survey Mars Survey Report (2025)
Table 4.15: Need for More Proactive PR Campaigns
	Response
	Responses
	Percentage

	Strongly Agree
	18
	18%

	Agree
	34
	34%

	Neutral
	28
	28%

	Disagree
	13
	13%

	Strongly Disagree
	7
	7%

	Total
	100
	100%


Interpretation: A combined 52% agree that more proactive PR campaigns are necessary, indicating a demand for a more engaging PR strategy.
Source: Survey Mars Survey Report (2025)


Table 4.16: Trust in Official Channels
	Response
	Responses
	Percentage

	Strongly Agree
	18
	18%

	Agree
	25
	25%

	Neutral
	32
	32%

	Disagree
	16
	16%

	Strongly Disagree
	9
	9%

	Total
	100
	100%


Interpretation: Only 43% express trust in the institution’s official channels, suggesting a need to build greater credibility and consistency.
Source: Survey Mars Survey Report (2025)
Table 4.17: Social Media as a Tool for Image Management
	Response
	Responses
	Percentage

	Strongly Agree
	18
	18%

	Agree
	36
	36%

	Neutral
	18
	18%

	Disagree
	20
	20%

	Strongly Disagree
	8
	8%

	Total
	100
	100%


Interpretation: 54% believe social media is an essential tool for image management. This confirms the platform’s value in strategic PR communications.
Source: Survey Mars Survey Report (2025)
Table 4.18: Collaboration with Online Media
	Response
	Responses
	Percentage

	Strongly Agree
	13
	13%

	Agree
	46
	46%

	Neutral
	21
	21%

	Disagree
	15
	15%

	Strongly Disagree
	5
	5%

	Total
	100
	100%


Interpretation: 59% support increased collaboration with online media outlets, indicating a need for partnerships to enhance reputation management.
Source: Survey Mars Survey Report (2025)
Table 4.19: Institutional Image Improvement Over the Years
	Response
	Responses
	Percentage

	Strongly Agree
	22
	22%

	Agree
	32
	32%

	Neutral
	27
	27%

	Disagree
	13
	13%

	Strongly Disagree
	6
	6%

	Total
	100
	100%


Interpretation: 54% agree that Kwara State Polytechnic’s image has improved over time, suggesting that PR efforts are having some positive impact.
Source: Survey Mars Survey Report (2025)
4.3 Discussion of Findings
This section discusses the key findings of the survey in relation to the research objectives and existing literature on public relations and image management.
Awareness of the Public Relations Unit
The majority of respondents (68%) confirmed awareness of the Public Relations (PR) unit at Kwara State Polytechnic. This indicates a fair level of visibility of the unit, aligning with the core function of PR in creating awareness and visibility as noted in Grunig and Hunt’s (1984) Excellence Theory. However, the remaining 32% unaware of the unit suggests there is room for improvement in internal communication and outreach.
Exposure to Online Reports
Most participants (68%) also reported encountering online reports about the institution, with social media (40%) being the leading source. This supports the view of modern scholars who argue that public perception is increasingly shaped by online narratives and social media engagement (Breakenridge, 2012). The institution’s reliance on social media as an information channel reflects the shift in PR strategies to digital platforms.
Perception Shaped by Online Content
Approximately 49% of respondents indicated that online reports positively influence their perception of the institution, while 31% reported negative influence. This mixed perception aligns with the Agenda-Setting Theory, which posits that media exposure significantly shapes how audiences perceive issues or organizations (McCombs & Shaw, 1972). The implication is that Kwara Poly’s image is at the mercy of how it is portrayed online
Role of PR in Managing Online Misinformation
Half of the respondents (50%) believe the PR unit adequately responds to misinformation, but 37% do not share this confidence. This finding points to a moderate performance by the PR unit and echoes concerns in PR literature about slow or inadequate institutional responses to online crises. Timely and strategic communication is critical to reputation management in the digital age (Coombs, 2007).
Online Presence and Influence
75% of respondents agree or strongly agree that the PR unit has a strong online presence, and 58% believe online reports shape public opinion about the institution. This demonstrates that PR efforts are active but still need to be more impactful in shaping public perception. According to Cutlip et al. (2006), credibility and frequency of communication determine how much PR influences stakeholders’ opinions.
Effectiveness in Rebuilding Reputation
Although 54% believe the school’s image has improved over time, only 52% believe the PR unit is effective in correcting false narratives. This suggests that while some progress is evident, effectiveness is still moderate. Proactive engagement, relationship-building, and two-way communication are essential to strengthening credibility.
Trust and Transparency
Only 43% of respondents trust the official communication channels of the school. This is a critical finding as it suggests a gap in credibility, which is a central pillar of effective PR. Trust-building efforts, such as consistent updates, transparency, and responsiveness, need to be intensified.
Need for Proactive Campaigns
A majority (52%) agree on the need for more proactive PR campaigns. This aligns with the Two-Way Symmetrical Model of PR, which emphasizes open dialogue, feedback, and continuous engagement rather than reactive communication strategies.
Social Media and Collaboration with Online Media
A combined 59% of participants support more collaboration with online media, and 54% believe social media is a key image management tool. These findings affirm the strategic importance of digital PR and suggest that the PR unit must develop structured partnerships with online platforms and influencers to amplify positive messaging
The findings reveal that while Kwara State Polytechnic’s PR unit is somewhat active and recognized, there are notable gaps in awareness, trust, responsiveness, and proactive engagement. Online platforms clearly play a pivotal role in shaping public opinion about the institution, and strengthening digital PR strategies is essential for effective image management.











CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1 Summary
This study investigated the role of public relations in the image management of organizations, with a focus on online medium reports about Kwara State Polytechnic. The primary objective was to assess how public relations strategies influence public perception and the overall image of the institution in the digital age.
The study employed a quantitative approach through structured questionnaires distributed among staff, students, and media practitioners, along with a qualitative content analysis of selected online media reports on Kwara State Polytechnic.
Findings from the study revealed that:
Public relations plays a significant role in managing the institution’s image, especially in controlling the narrative presented to the public through online platforms.
Online media reports have a strong influence on how the public perceives Kwara State Polytechnic, either positively or negatively.
The public relations unit of Kwara State Polytechnic engages in proactive and reactive strategies to respond to online reports and to maintain a favorable image.
A communication gap sometimes exists between the PR unit and the media, which may lead to the publication of inaccurate or biased reports.
Effective use of social media platforms and timely press releases help the institution mitigate negative publicity and promote its achievements.
5.2 Conclusion
The findings of this research have underscored the pivotal role that public relations plays in image management, especially in an era where information spreads rapidly through online media. For Kwara State Polytechnic, the effectiveness of its public relations strategies significantly impacts public trust, student enrollment, stakeholder engagement, and overall reputation.

Online media, being a primary source of information for the public, requires careful monitoring and consistent engagement by the PR unit. An institution's failure to address negative reports or to promote its positive contributions can lead to a damaged reputation that may take years to rebuild.
Therefore, it is concluded that an effective public relations strategy that includes media monitoring, prompt response to misinformation, regular dissemination of positive news, and engagement with online audiences is crucial for sustaining a positive institutional image.
5.3 Recommendations
Based on the findings and conclusion of this study, the following recommendations are made:
1. Strengthen PR Strategies: Kwara State Polytechnic should invest more in professional training for its public relations personnel to improve crisis management, media relations, and digital communication skills.
2. Enhance Media Monitoring: A dedicated media monitoring team should be established to track online mentions, reports, and trends that may affect the institution’s image.
3. Proactive Communication: The institution should regularly share news of achievements, innovations, and community engagements through press releases and social media updates to build a positive brand identity.
4. Timely Response to Issues: Public relations officers must respond swiftly to any negative report or misinformation in the media to prevent it from escalating.
5. Engage with Stakeholders: Regular engagement with students, staff, alumni, and the general public through surveys, town hall meetings, and feedback channels can help the institution understand public perception and address concerns promptly.
6. Leverage Social Media: Kwara State Polytechnic should make effective use of social media platforms for real-time communication, brand promotion, and public engagement.


7. Build Relationships with Journalists and Bloggers: Maintaining a cordial and transparent relationship with online journalists and bloggers can help ensure more balanced and accurate reporting.
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