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Abstract 

Public relation is very relevant in institution today since it has become the most powerful tool to 

express the image of an institution to the public community. The study assessed public relations 

as a tool for attaining educational institution objectives. The major problem of this study was the 

presence of social vices such as bribery, cultism and corruption, sex scandal that make 

communities dissatisfied with the Nigeria education sector. The major objective of the study was 

to examine public relations as a tool for attaining educational institution objectives. Descriptive 

design was used with a sample size of 77 subjects, stratified was use to group the population and 

sample randomly selected. A structured questionnaire was the instrument used to gather data 

from the field for analysis. Regression analysis was employed to test the five hypotheses 

formulated. Findings reveal that reputation management, customer relations, media relations, 

social media and corporate social responsibility on achieving educational institution objectives 

was positively significant respectively. The study concluded that institutions should pay more 

attention to those variables for attainment of their educational institution objectives. And 

recommended among others that the models used in this study should be properly adopted by the 

institutions for adequate sustainability of their existence.  

 

Keywords: Public relations, education, institution, reputation management, customer relations, 

media relations, social media, corporate social responsibility.   
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INTRODUCTION 

In this interdependent world, it has really become important for almost every kind of institutions 

to keep a long term and trustworthy relations with the community or public groups in order to 

handle upcoming challenges and also to maintain its survival and success. The evolution of 

public relations in this century is something too wonderful because it strikes a balance between 

man and God. It also serves as a middle man between an organization and the public from my 

own thought or calculation. The first public relation officer, the researcher knows or thinks of is 

Jesus Christ who played a role of mediating between God and mankind; reconciled both and 

concretized God‟s relationship with man. The first need for public relations arose in heaven 

when God asked “who shall I send and who will go for me? And there was a response “Father 

send me”. This is the origin foundation of public relations practice. (Isaiah 6:8). 

Over the years, public relations have been very important communication in society. Business all 

over the world have  been using such public relations tools as publicity, sponsorship, event 

management as well as image and identity buildings to promote their products and services 

(Dornyo, & Adiku, 2015). Having realized that public relations is a necessary tool in making 

their needs and programs known, higher educational institutions also began to use it to gain 

publics support. Posit that educational Public Relation is a planned systematic management 

function designed to help improve the programs and services of an educational organizations. It 

relies on a comprehensive, two-way communication process involving both internal and external 

publics with the goal of stimulating better understanding of the role, objectives, 

accomplishments, and needs of the organization”. 

Globally, many institutions virtually and physically interact and communicate with Publics and 

audience outside their own country of origin to build a dynamic set of relationships trade, directs 

foreign investment, political coalitions, worthy global causes, information flow, and social 

networking, among other phenomena, are increasing the complexity of these relationship 

dramatically. Moreover, this complexity results in greater interdependence and interconnectivity 

among societies, groups of ideology-driven or cause-driven individuals, and institutions 

worldwide (Sharp & Pritchard, 2003). This reality parallels the evaluation of public relations as a 

profession, practice and field of study in every corner of the planet (Bates, 2006, Sharp & 

Pritchard, 2003). So, they states that the growth of the world‟s interdependences on role of public 

relations play in this dynamics have motivate the creation and development of several 

institutions that represent and contribute to the professionalism. 

Appreciatively, in the case of Nigeria, it is clearly enshrined in the national constitution that the 

security and welfare of all the people or citizens in Nigeria shall be the primary purpose of all the 

tiers of government, the Federal Republic of Nigeria, FRN 1999. Secondly, in the case of 

education, the national policy on education, gratifyingly, adopts education in Nigeria, as an 

instrument “par excellence” for effecting national development, FRN (2004). Its categorize 

levels of education include primary, secondary and tertiary education. The tertiary level is the 

highest level. The implication of all the above is that since the highest level of manpower 
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development and capacity building in Nigeria, is done at the tertiary education level, the 

effective and efficient management of the human and material resources of all the tertiary 

educational institutions will definitely and surely enhance national security in the country. The 

field of public relations is all about developing understanding and building good relationship 

with various public groups including, government, institution, media, employee, investor, 

supplier, retailer and customer etc. because institutions cannot do without public relations. He 

who thinks so is mistakes for “No man is an island” according to an ancient author. In other 

words, public relations produces good fruit, it enhances growth and builds up understanding and 

good relationship which leads to success of organizations. 

Holistically, this study captures some independent variables, which are reputation management, 

customer or students relationship management, media relations, social media and corporate 

social responsibility as certain if they might have influence in attaining educational institution 

objectives particularly from the perspective of a developing country. 

In Nigeria, reputation management is a core (intangible) asset of the firm and creates barriers to 

competitive threats. Established reputations impede competitive mobility and produce returns to 

firms because they are difficult to imitate (Caves & Porter, 2013). A strong corporate reputation 

suggests that the goods and services being offered by the firm are of higher quality (Carmel, & 

Tishler, 2005) and that the firm is responsible and will treat its customer well. On the part of 

costumer relations, Nigeria besieged economy; classical higher institutions were selling with 

reduced revenues and looking for avenue to do extra with less. In order for colleges and 

Universities to achieve this objective, they have to focus more on accomplishing or performing 

better than the expectations and desires of the customer, specifically the students, (Olaleke, Taiye 

& Jeje, 2014). On the part of corporate social responsibility, Orukari (2010), indeed many 

authors have affirmed that CSR is a veritable platform through which institutions give something 

back to society to reciprocate public goodwill and support. Such institutions try to support good 

causes, sponsorships, donate to charity, and be a good corporate citizen in host communities 

through scholarships, building of schools, women empowerment etc. On the part of social media 

and media relations, it has found huge application in many areas and higher education is one of 

the beneficiaries as a result of television, radio and newspaper. social network services such as 

face book, twitter, and my space are the typical application of web 2.0 technology which have 

gained huge popularity and widespread use in higher education among multiple age groups in 

same or different educational institution, places and countries over the past few years, (Jan & 

Hermkens, 2011). Particularly, from the perspective of developing country like Nigeria.  Most of 

community‟s loss their confidence and trustworthy on higher institutions activities within the 

society makes the researcher to investigate on this study in Enugu State with stated institutions 

namely: UNN, ESUT, and IMT, GO University, ESCET, Eha-Amufu, caritas and peace land. 

Public relations presently practiced in them as a result of information passing, communication 

package and image builder. 
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1.2 Statement of the Problem 

In many institutions‟ in Nigeria, there is the presence of social vices such as bribery, cultism and 

corruption, sex scandal that make communities dissatisfied with the Nigerian education sector. 

Omonijo and Nnedum (2012), observed that exposure of students to social media has been 

instrumental to the rising wave of social vices. Today, Nigerian institutions‟ are mere shadows of 

their past, in terms of academic standards. Quality has been sacrificed due to the insatiable desire 

by politicians, some educational bureaucrats, institutions‟ administrators and teachers, 

instructors, lecturers, professors to find the easiest means to accumulate wealth, (Asemah, 2009).  

Thus, there is a need to examine public relations as a tool for attaining educational institutions 

objectives in Enugu state. 

1.3 Objective of the Study 

The general objective of the study is to examine public relations as a tool for attaining 

educational institution‟ objectives in Enugu State. Other Specific objectives includes, to; 

i. Determine the influence of reputation management for attaining community‟s friendly 

relationship. 

ii. Determine if there is any relationship between customer relations management and the 

attainment of students‟ co-operation. 

iii. Ascertain the influence of media relations for the attaining increase in student‟s 

enrolment. 

iv. Ascertain the influence of social media for attaining positive public image. 

v. Examine the influence of corporate social responsibility for manpower development. 

REVIEW OF RELATED LITERATURE 

2.1 Conceptual Framework 

In this study, appropriate conceptual frameworks were designed to help achieve optimum 

conceptual clarification and empirical focus in the study. The concepts and variables that are 

associated with the study were employed to analyse public relations as a tool for attaining 

educational institution objectives. 
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Independent Variables 

 

Reputation Management  

Customer Relations                                      

Media Relations                                             

Social Media  

Corporate Social Responsibilities 

 

 

 

Fig 1: Conceptual framework showing the relationship existing between independent 

variables and dependent variable. Sources: Researcher, 2016. 

 

2.1.1 Public Relations 

While a lot people seem to have a good idea about public relations, few seem to agree on one 

definition American historian Robert Heilbronercas cited in Cutlip &  Center, 1978), describe the 

field as “a brotherhood of some 100,000 whose common bond is its profession and whose 

common woe is that no two of them can ever quite agree on what the profession is”. Basically, 

Heibroner is right, although there have been serious efforts to come up with a suitable definition. 

One of the most ambitious searches for a universal definition was that commissioned in 1975 by 

the foundation of public relations research and education. Sixty public relations leaders 

participated in the study, which analyzed 472 different definitions and offered the following 

definition. Public relations are a distinctive management function which helps to establish and 

maintain mutual lines of communications, understanding, acceptance and cooperation between 

the organization and its public. Involves the management of problems or issues, helps 

management to keep Informed on and responsive to public opinion. The British Institute of 

public relations “public relation is a deliberate, planned, and sustained effort to establish and 

maintain mutual understanding between an organization and its publics” (Jethwaney & Sarkar, 

2000). Broom and Trucker, (2008) defines public relations as the management process whose 

goal is to attain and maintain accord and positive behaviours among social groupings on which 

an organization depends to achieve its mission. Its fundamental responsibility is to build and 

maintain a hospitable environment for an organization. James (2006), defines public relations as 

the management of communication between an organization and its publics. 

2.1.2 Reputation management  

The concept of reputation management was introduced in 1985 by Albert and when, including 

the characteristics of an organization that members understand them as nuclear features, the 

unique and continuous in organization. There is quite some difficulty in finding a well-crafted 

definition of reputation management in the available literature of reputation management which 

Dependent    variable 

Increase in student‟s enrolment 

Communities friendly 

Positive public image 

Student‟s co-operation 

Manpower development 
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succinctly captures the subject. Earlier definitions tended to mimic the professional orientation or 

bias of this authors along economic, strategies, marketing organizational, sociological and 

accounting lines of thought. But a definition offered by Argenti and Druckenmllor, (2009). In 

their work titled “reputation and the corporate brand” is quite helpful especially as it is a 

departure from the lines of thought identified above they defines reputation management and the 

objective representation of multiple constituencies linkages of a company, built up over time. 

Based on a company‟s identity programs, its performance and how constituencies have perceived 

its behavior. On the other hand, after reviewing the definitional literature on the subject, Barnett, 

(2006) in landscape”, proposed another good definition which to me is comparable to that of 

Argenti and Druckenmllor, (2009) stated above. He define the subject as observers‟ collective 

judgment of a corporation based on assessments of the financial, social and environmental 

impacts attributed to the corporation over time. Barnett, (2006) identified three clusters of 

meanings in the definitional statements of reputation which suggest that reputation accrue as an 

asset through three stages they identified as awareness, assessment and consolidation. In this 

sequence, the first thing is for people to notice or become aware of the presence of an 

organization in the community. This initial awareness of the organization‟s presence in the 

community gradually leads to the awareness of its unique culture (ie the nature of its buildings, 

offices, color, logo, relationship with its staff and the community in which it operates behavior of 

its directors, its social responsibility thrust, and nature of its governance. Bahrain, Samadi and 

Sohrabi, (2014) examine the role of corporate reputation on customer loyalty. The study adopts a 

descriptive research design-survey. Statistical population includes customers of 25 banks and 

financial Institutions of public and private in the city of Hamadan. The sample size by Morgan 

table was obtained. 384 customers were selected randomly and answered the questionnaire. 

Research tool used is questionnaire for data analysis. Correlation coefficients of Pearson and 

spearman are used for testing hypotheses and finally the result shows that there is significant 

relationship between corporate reputation and customer loyalty in banks and financial 

Institutions. Miremadi, Babakhani, Yousefian, and Fotoohi, (2010) mentioned the importance of 

the corporate reputation in B2B context. The study adopts descriptive survey research design, 

with structured questionnaire distributed among 80 except for managers who work in variety 

industries such as construction, mining and generator motor equipment in Iran. The findings 

presented in this study conclude that corporate reputation has effect on loyalty but with less 

impact compared to satisfaction. Moreover, the personal elation has no significant impact on 

loyalty. 

2.1.3 Customer Relations  

Customer relationship management known as student relationship management has developed an 

approach based on maintaining positive relationship, with customers. Increasing customer 

loyalty and expanding customer lifetime value (Brassing Bor & Pattil, 2000). In order to achieve 

better results, higher education‟s institutions (HEI) are adopting CRM (customer relationship 

management) strategy (Hilbert, Schönbrunn, & Schmode, 2007). Like executives in industries of 

http://www.scielo.br/scielo.php?script=sci_arttext&pid=S1807-17752016000100045#B20


 

International Journal of Marketing and Management Research 
Vol. 9, Issue 3, March 2018, Impact Factor; 5.108   ISSN: (2229-6883) 

www.skirec.org   Email Id: skirec.org@gmail.com 

 

 
 An International Double-Blind, Peer Reviewed, Refereed Open Access Journal - Included in the International Indexing Directories 
 

Page 7 

other business sectors, HEI's managers, by adopting CRM initiatives, intend to increase 

performance, promote better management practices, and improve the HEI's relationship with 

current and potential students, especially in executive education. To be more exact, as HEIs 

adopt CRM strategy, they are developing a “student-as-customer” perspective. An educational 

CRM system helps HEIs to have a holistic understanding of students´ needs as it gathers 

customer knowledge collected in all phases of student interaction phases (admission, registration, 

fee payment, course conclusion, etc.) (Grant & Anderson, 2002; Seeman & O'Hara, 2006). 

Customer relationship management is defined as a firm‟s practices to systematically manage its 

customers to maximize value across the relationship life cycle. (Martin, Oliver, & Jacquelyn, 

2010). Furthermore, customer relationship management is defined as the overall process of 

building and maintaining profitable customer relationship by delivering superior customer value 

and satisfaction. (Kotler & Armstrong, 2010). More so, it could be defined as managing detailed 

information about individual customers and carefully managing customer touch points. 

Maximize customer loyalty (Kotler & Armstrong, 2010). Understanding the needs of customers 

and offering value added services are recognized as factors that determined the success or failure 

of companies. Customer relationship management is increasingly important to firms as they seek 

to improve their profit through long term relationship with customers. Saeednia, Dastjerdi and 

Jafari (2012), investigated prioritization of effective factors on customer relationship 

management implementation in Persian International holds company. The results revealed a 

direct and significant relationship between CRM and other variables, and shows significant 

differences among the influence of various factors. Based on the result, the study concludes that 

the staff factor and the technology factor were the most and the least effective factors on CRM 

Implementation. Mahesh and Fatemeh, (2013), examined customer relationship management of 

new media intervention in Iranian and Indian. The result revealed that it was imperative to 

formulate a CRM policy as a competitive business management strategy in the new millennium. 

The study concludes that CRM system should be well equipped with competent human resources 

and also organizes necessary training and orientation programmes to the CRM professionals in 

order to develop their vision and mission in the field of activity concerned. 

2.1.4 Media Relations  

A more recent definition of media relations comes from Trench and Yeomans (2006), they noted 

that media all the writers and producer who contribute to and control what appears in this print, 

broadcast and outline media”. From the foregoing we can define that media relations is a two 

way communication process that links employers or clients of public relations practitioners with 

target public through the various media communication. Furthermore, it can be seen as a means 

of establishing report with media gatekeepers so that the media can present an organization to its 

public in a positive-light. This is because once an organization is well packaged and presented 

positively to the public by the various media of communication; this would boost her Image 

before its public. Blond and Bivins, (1996) cited from Tench and Yermans (2006). Wrote that the 

purpose of media relations is not to issue press release or handle enquirers from journalists or 

http://www.scielo.br/scielo.php?script=sci_arttext&pid=S1807-17752016000100045#B34
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even to generate a massive file of press cutting. The true purpose of media relations they states is 

“to enhance the reputation of an organization and its products and to influence and inform the 

target audiences”. Nevertheless, Holtz (2002) argues that the role of an organizational media 

relations department is not to make company look good in the press, nor it to keep the company 

out of the newspaper. Ideally, the job of the media relations department is “to help reporters, and 

editors to do their Job. This explains why Ajala (2005), noted, that good media relations can only 

be established if public relations practitioners have an understanding of the functions of the 

media in the society. 

2.1.5 Social Media  

The social media is a relatively new but fast growing category of online interactive applications. 

These applications are based on user-generated content rather than supplier-generated allowing 

peer-to-peer communication and user participation (Nambisan & Nambisan, 2008, Shankar and 

Malthouse, 2009). The social media applications (Blogs, Online communities, social networks, 

online bulletin boards and content aggregators), (Constantimdes & Fountain, 2008). Social media 

is that means that employs mobile and web based technology to create highly interactive 

platforms via which individuals and community share, co-create, discuss and modifies user‟s 

generated content (Kletzmann, 2012). With the above comment social media has a lot of 

definition from different authors. But social media can be defined as the information content 

created by web sues user highly accessible publishing technologies. Social refers to the 

instinctual needs we human have to connect with other humans. We have a need to be around 

and included in groups of similar like-minded people with whom we can feel at home and 

comfortable shoring our thoughts, ideas, and experience. Media refers to the tool we use with 

which we make those connection with other humans whether they are drums, bell the written 

word, the telegraph, the television, mail, websites, photograph‟s audio, video,  mobile phones we 

use to make those connections, (Safko  & Brake, 2009). Kim, Jeong, and Lee, (2009) defines 

social media sites as these websites which enable people to form online communities and share 

users. The people could be the individual user‟s photos, videos, website book marks, user 

profiles, activity update. Kaplan and Haenlein (2009) defines that “social media is a group of 

Internet, logical and technological foundations of web that allows the creation and exchange of 

user generating content. Hayes, Ruschman and Walker (2009) describe the use of a social 

networking system as a marketing tool by a university in their case study; they found a 

significant relationship between those who logged onto the social network and the likelihood of 

applying them to the university. Waters, (2009) found that non-profit organizations in general are 

adopting social networking site profiles, but are not using them to their full potential for 

relationship cultivation. Mansa and Kumah (2011) investigate social media as a tool to be used 

for effective service delivery to clients by African Libraries. Findings indicated that students 

endorse the linking of social media to the library‟s web page to facilitate and collaborate between 

the library and the university community. Efthymios and Marc (2011) examine the impact of 

social media on study selection and university choice in Netherlands. The study objective was 
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aimed at identifying market segments based on its social media use; include analyzing empirical 

data collected through a survey among future university students in the Netherlands. The study 

methodology used to gather and analyze data was post-hoc descriptive method and survey 

include the target population was mentioned. Results of a study aimed at identifying the role and 

importance of the social media on the choice of future students for a study and university in 

comparison with the traditional university marketing channels in the Netherlands. The 

conclusion of study was to identify and describe three market segments (Information, interaction 

and socialization) among future students based on their use of social media. 

2.1.6 Corporate Social Responsibility  

Corporate social responsibility is about the integrity with which an organization governs itself, 

fails its mission, live by its values, engages with its stakeholders and measured its impacts and 

publicity reports on its activities. Thus, the recognition and acceptance of corporate social 

responsibility is a vital communication tool in the hands of all organizations. In all modern 

societies, the use of corporate social responsibility cannot be overemphasized. The need for 

corporate social responsibility in the management of our environment remains a pertinent issue 

more than ever before. In fact, it remains an essential instrument of civil social responsibility for 

the development and transformation of our cities, slums and the provision of necessary 

amenities, jobs and infrastructural facilities. (National Open University of Nigeria, 2010). 

Shwayun (2011) further notes that: managing social responsibility requires the use of appropriate 

measures and human resources for those measures. The schools or universities need to address 

their current and future impact on society in a proactive manner and ensure ethical practices in 

all student and stakeholder interactions. University administrators, faculties and staff and 

students identify, support and strengthen their key communities as part of good citizenship 

practices. They need to define performance or outcome. Universities and corporate social 

responsibility performance indicators to ensure that the social consciousness and responsibility 

meet the basic requirements and expectations to service the stakeholders. The above assertion 

goes to show the relevance of corporation social responsibility in university administration. 

Dahan and Senol‟s (2012) conducted research on “corporate social responsibility in higher 

education institutions: Istanbul Bilgi university case.” The aim of the study was to analyses 

Istanbul Bilgi University in the context of corporate social responsibility practices. The scholars 

noted that for any institution, whether public or private, to be successful in corporate social 

responsibility strategy, corporate social responsibility actors have to be internalized and must be 

supported by the management of the University.  The findings from Dahan and Senol‟s (2012) 

research shows that corporate social responsibility performance cannot be successful if the 

management of an organization is not in support of it. The second finding shows that Istanbul 

Bilgi University carries out corporate social responsibility, but the extent to which it does is 

minimal. 
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2.2 Theoretical Framework 

Three theories have been chosen to provide the theoretical framework for this study. These 

theories are System theory, Situational theory and Public Relations Transfer theory.  

The system theory was propounded by Grunig, Grunig and Dozier, (2006) states that the 

systems perspective emphasizes the interdependence of organizations with their environments, 

both informal and external to the organization. According to systems perspective organizations 

depend on resources from their environments, such as raw materials, a source of employees and 

customers for the services or products they produce. “The environment needs the organization 

for its product and services” organizations with “open systems” used public relations people to 

bring back information on how productive their relationships are with clients, customers and 

other stakeholders. Organizations with “closed systems” do not seek new information but operate 

on past history or the preference of decision makers. 

The situational theory was propounded by Grunig and Repper (1999), it is a good start to use 

the concept of stakeholders as a way for describing relationships. However, they concluded that 

not all people in stakeholder groups would be equally likely to communicate with the 

organization. They felt that public relations people could more effectively manage 

communications by identifying specific publics within stakeholders groups. 

The public relations Transfer theory was propounded by frank Jefkins in 1988. According to 

Nweke (2001), the theory is an antidote against some negative developments in organizations. 

Jefkins (1988) states that when the negative situation is converted into posited achievements 

through knowledge. The result predictably is the primary objective of public relations, Practice- 

understanding. Among the three theories mentioned, the study anchored significantly on the 

transfer process theory. The theory was suitable for the study, because perfection is something 

humanity cannot attain but always Strive towards. Based on this premise, organizations are 

bound to experience hostility, apathy and prejudice from members of their publics, and once an 

organization experiences any of these, the transfer process theory comes in handy. As such the 

model is said to be relevant to this work. 

2.3 Empirical Studies 

Asikins and Akua (2015) examined using public relations as a management tool in tertiary 

Institutions in Ghana the objective of the study was to examine the extent of practice of public 

relations as a tool for facilitating the achievement of the objectives of the University of 

Educational Winneba. Data for the study was collected from a sample of one hundred and fifty 

(150) respondents sampled from staff of the university findings from the study showed that the 

university‟s public relations department was poorly resources to perform its functions. 

Furthermore, the study revealed that the public relations position was neither accorded the same 

status as other senior management positions nor involved adequately in decision making. Based 

on the findings of the study, it was recommended that the public relations unit of the University 

be adequately resourced and the practitioners adequately empowered. 
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In a related study of Odhiambo (2012) examined social media as a tool of marketing and creating 

brand awareness-in Nigeria. The purpose of the study was to examine whether social media as a 

marketing tool has impact in creating brand awareness. The study adopted a case study research 

design. The findings presented in this study conducted that even though social media was more 

effective than some of the traditional advertising channels, it cannot be implemented in isolation 

without augmenting it with other forms of traditional advertising channels. The implications 

were that social channels. The Implications were that social media alone cannot single handedly 

create brand awareness or even develop business. 

Odinioha and Wadike (2013) examined the social responsibility performance of higher 

educational institutions in Nigeria. The purpose of study was to check the impact level of Higher 

Institutions acted as socially responsible citizens. The study adopts a descriptive survey and a 

total of 120 respondents were issued questionnaire or interviewed, out of which only 86 copies of 

the questionnaire were successfully retrieved in usable form. The study found that host 

communities‟ rates the institutions moderate in their social responsibility performance. They 

concluded part was that higher institutions should boost their relationship with communities 

through increased response to social issues. 

Krishnan (2007) the role of media relations in corporate public relations practice in Klang valley 

Malaysia. The purpose of the study was discovering how media relations is viewed and utilized 

in Malaysian organizations. These issues are explored in 15 public listed companies across all 

industries in the Klang valley. The study adopted in-depth interviews. A structured interview 

questionnaire was used as the research instrument to elicit participant responses. The findings 

suggests that media relations play a strategic role to build relationship with the media as well as 

to inform and educate stakeholders in profiting and better managing the organizations 

reputations. 

Raha, Long, Wan and Zaleha (2013) examined impact of customer relationship management on 

customer satisfaction and loyalty in Malaysia. The purpose of the study was to examine whether 

customer relationship management has impact on customer satisfaction and loyalty. The study 

employs quantitative approach based on 300 respondents. Multiple regression analysis was used 

to examine the relationship of the variables. The finding shows that behavior of the employee‟s 

is significantly related and contributes to customer satisfaction and loyalty. 

METHODOLOGY 

3.1 Research Design  

Okaja (2003) defines research design as the structuring of investigation aimed at identifying 

variables and their relationship. It is used for the purpose of obtaining data to enable the 

Investigator test hypothesis or answer research question by providing procedural outline for 

conducting research. This research design utilized for the purpose of this study was descriptive 

research design. The subject used for the study were administrative staff and public relations 

staff of ESUT, UNN, GODFREY OKOYE, IMT, ESCET, Eha-Amufu, Caritas and Peaceland. 
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The public relations tools were reputation management, customer relations, media relation, social 

media and corporate social responsibility. 

3.2 Area of the Study 

The study was carried out in Enugu State of Nigeria; specifically in the metropolis where the 

majority of the selected institutions were located. This enabled the researcher gained easy access 

to information. 

3.3 Pilot Study 

Pre-testing was carried out before the questionnaires were administered to the respondents, to 

testify whether the questions were relevant made sense and clearly understandable. Pre-testing 

aimed at determining the reliability of the research instrument including the sequence of the 

questions, wording and structure. In this study pre-testing was carried using small copies of 

questionnaire which were distributed to the eight (8) educational institutions, on two different 

occasions. Thereafter, the returned copies of questionnaire from the pilot survey were coded and 

a cronbach alpha test was used by SPSS to ensure the reliability of the research instrument. 

3.4 Source of Data  

Sources of data for this study were done through primary and secondary sources. The primary 

sources of data were got from the questionnaire, personal Interview and observation. The 

secondary sources were also got from extensive review of textbooks from seasoned authors, 

Internet materials, Journal publications etc. 

3.5 Population of the Study 

The population of this study comprised of administrative staff and public relations‟ staff of 

ESUT, UNN, GODFREY OKOYE, IMT, ESCET, Eha-Amufu, Caritas and Peacland in Enugu 

state. The total population of the study was estimated at 96.  

Table 3.6 Description of Population Rate 

School PR Staff Management Staff 

ESUT 14 5 

UNN 15 5 

IMT 15 5 

GO University 5 5 

ESCET 5 5 

Eha-Amufu 7 5 

Caritas 3 5 

Peaceland College of 

Education 

2 5 

Total 66 30 

Source; Schools Management 
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3.6 Determination of Sample Size  

Sample size determination is the act of choosing the number of observations or replicates to 

include in a statistical sample. The sample size is an important feature of any empirical study in 

which the goal is to make inferences about a population from a sample. In practice, the sample 

size used in a study is determined based on the expense of data collection, and the need to have 

sufficient statistical power (Kish, 2005). The following formula was used to determine the 

sample size. When using the formula the study involves statistical assumptions that the selection 

of individuals is random and unbiased. The decision to include an individual in the study cannot 

depend on whether or not that individual has the characteristics or outcome being studied 

(Pagano & Gauyreau, 2000). 

Equation I: Sample Size 

n = Z
2
PqN 

   
2
(N-1)+Z

2
Pq ---------- equation (1) 

Where n = the required sample size 

 P = 0.5; q =0.5, Z = 0.0025 

  = 1.96 

 e = 0.05, where e = expected error. 

N = Entire population 

Z = Level of Significance 

P = Probability that individual has the characteristics or outcome of being studied 

q = Probability that individual does not have the characteristic or outcome being studied. 

= Substituting in the formula 

n = 1.96
2
 x 0.5 x 0.5 x 96 

      0.05
2
(96-1)+1.96

2
 x 0.5 x 0.5 

n = 3.8416 x 0.25 x 96 

    0.0025(96-1) + 3.8416x0.25 

 92.1984    = 92.1984 

     0.2375 + 0.9604   1.1919 

n=  77.3  

3.7 Sampling Procedure 

Stratified and simple random sampling procedures are integrated to select the sample size for the 

study. Stratified sampling procedure, was used to divide the sample into eight (8) distinct strata 

consequently, the simple random sampling was used to select suitable sample from each of the 

stratum. The essence was to ensure equal opportunity participation of members in the population 

and, to prevent unnecessary bias during selection.   

3.8 Instrument for data Collection 

The structured questionnaire was used to collect data from the respondents of selected 

educational institutions in Enugu State. An instrument titled “questionnaire on public relations as 

a tool for attaining educational institution objectives was used. The first part of the questionnaire 
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deals with the demographic characteristics of the subjects ranging from sex, marital status, 

educational qualifications etc. The second part also deals with staff assessment of public 

relations as a tool for attaining educational institution objectives. Questions for this study were 

generated by the researcher to suit the purpose of the study. Respondents were asked to Indicate 

their responses on five points likert scale; ranging from strongly agree, agree, undecided, 

strongly disagree, and disagree (SA-SD). Three research assistants were employed to administer 

the Instrument. These research assistants were been trained for one week by the researcher and 

the instrument were administer over a period of two weeks. 77 questionnaires were distributed 7 

were discarded due to non-completion by respondents. 

3.9 Reliability of Test Instrument 

Onwumere (2005) defined reliability as the degree to which similar outcomes are produced by a 

measuring instrument where used in different situation. To ensure the reliability of the 

instrument, factor analysis was undertaken to assess the reliability of the measurement items and 

the internal uniformity of the research constructs. In specific terms, factors loadings, the 

cronbach‟s alpha values were determined using SPSS in order to check measurement items 

reliability. Since the alpha result above are significantly greater than 0.7, the questionnaire is 

deemed to have excellent stability and consistency. see Appendix 2. 

3.10 Validity of the Instrument 

Onwumere (2005) defined validity as the extent to which a measuring instrument on application 

performs the function for which it is designed. To ensure the validity of the research instrument 

used, a draft copy of the instrument were given to the researcher‟s supervisor and some 

professors in marketing for their inputs in order to determine the face validity of the research 

instrument. Their suggestions and comments were incorporated into the final copy of the 

instrument. Convergent and discriminate validity of the research constructs were determined by 

checking the inter-correlation between the researches constructs and by comparing the average 

variance extracted (AVE). Regarding convergent validity, the item-to-total values, AV, was used 

as indicators.   

3.11 Procedure for Data Analysis 

Both the descriptive and inferential statistical tools were employed in this study. In the 

descriptive statistics, the descriptive analysis of the responses were associated with simple 

frequencies, percentages, mean and standard deviation while in the inferential statistics, the 

multiple regression analysis and testing the hypotheses by using parametric test. The parametric 

test that were used includes:- the independent sample t-tests and ANOVA tests. According to 

Pallant (2010) these tests were used to test differences between groups. 

4.1 DATA PRESENTATION AND ANALYSES 

In this section outlined, the researcher is concerned with the analysis of the answers to the 

questions in the questionnaires administered to the respondents. The use of table was adopted to 

clearly show the responses obtained in each question of the questionnaire and the research 

hypotheses from chapter one was tested with the use of regression analysis. According to the 
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table below 77 questionnaire copies were distributed to the public relations staff and 

administrative staff of the   institutions. A total of 3 were loss and 4 discarded due to non-

completion by respondents. 

Table 4.1 Distribution of Questionnaires by Respondents 

Questionnaires Frequency  Percentage  

Returned Rate 70 90.9 

 Non completion Rate 4 5.1 

Loss rate 3 3.8 

Total 77 100 

Source: Field Survey, 2016 

Table 4.1 above shows that 70 questionnaire were returned while 7 were not returned from the 

respondents. Therefore, the total of 70 copies questionnaire were used for the analysis. 

4.2 Demographic Data Presentation 

This section shows the analysis of respondents according to Sex, Marital status, Age and 

Educational qualifications. 

Table 4.2.1: Presentation of Respondents’ Bio-data 

Sex Frequency Valid percentage (%) 

Male 60 85.7 

Female 10 14.3 

Marital status  

Married 55 78.6 

Single 10 14.3 

Divorce 5 7.14 

Age (years)  

18 – 30 years  10 14.3 

31 – 45 years 50 71.43 

46+ years 10 14.3 

Educational qualifications       

OND/NCE 5 7.14 

HND/B.SC 50 71.43 

MBA/M.SC 10 14.3 

Others specific 5 7.14 

Source: Field Survey, 2016 
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Table 4.2.1 above shows that 85.7% of the respondents were male while 14.3% were female. 

Coming to marital status, out of the total respondents 78.6% were married, 14.35 are single and 

7.1% were divorced. In age, we notice that 14.3% respondents were between the ages of 18-30 

years, 71.4% and 14.3% respondents were between the ages of 31-45 years and 46 years above 

respectively. From table above, it was observed that 7.14% respondents were OND/NCE holders, 

71.43% were HND/B.Sc. holders, while 14.3% were MBA/M.Sc. holders and 7.14% were 

holders of related educational qualification. 

4.3 The Regression Analyses 

This analysis was employed to understand which among the independent variables are related to 

the dependent variable, and to explore the forms of these relationships. The table below depicts 

the summary of the regression results and the analysis of variance. 

Table 4.3.1 Summary of Regression Analysis Results 

Regression Model Summary: Dependent variable institutions objectives 

R Squared 0.9513 

Adjusted R Squared 0.9093 

Observations 5 

ANOVA (Analysis of Variance) 

 Degree of 

Freedom 

Sum of 

Squares 

Mean Square 

Regression 3 3.679 1.226 

Residual 1 1.362 1.3628 

Total 4 5.041  

Calculated F 79.511 

Significant F 0.0019 

Output of Regression – Co-efficient 

Independent variables Coefficients Standard error t-statistics 

(Constant) -0.411927 9.534550 -0.52 

R-M 1.239171 0.1761758 8.57** 

CRM 1.933912 0.3949586 5.34** 

MR 0.439358 0.2594685 4.92** 

SM 1.074127 0.3443411 5.54 ** 

CSR 0.977053 0.1578200 5.31** 

Note: Significance at 5% 

The hypotheses of our study will be evaluated with the aid of the statistical tool of analysis such 

as t-statistics, f-statistics, R-squared, Adjusted R-squared. 

T-statistics: This is the test for individual significance of variables and a variable is said to be 

significant when the t-statistics is greater than the t0.05 critical value at 5% level of significance. 
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Using 95% confidence interval and 4 degrees of freedom (5-1) will give you the value 2.132 

from the statistical table. Since the t-statistics of reputation management (8.57), customer 

relations management (5.34), media relations (4.92), social media (5.54) and corporate social 

responsibilities (5.31) are higher than the one from the table (2.132), it can be concluded that 

reputation management, customer relations management, media relations, social media and 

corporate social responsibilities are significant in describing variations in public relations tool in 

attaining educational institution objectives and cannot be ignored. 

F-statistics: This is the test for overall significance of variables and also the measure of 

goodness of fit of the model. Using 95% confidence interval and 5, 4 degree of freedom gives 

the figure 6.26 from the statistical table. Since the f-statistics from our result is 79.511, which is 

higher than that from the table, we reject the null hypothesis and accept the alternative 

hypothesis, concluding that the joint influence of all included independent variables is significant 

and therefore cannot be ignored in policy options pertaining explaining variations in attaining 

educational institution objectives. 

R-squared: This is the explanatory power of the variables modeled. The coefficient of 

determination (R
2
) from our result is 0.9513. This implies that 95% of the variations in attaining 

educational institution objectives are accounted for by the included independent variables of 

reputation management, customer relations management, media relations, social media and 

corporate social responsibilities. 

Adjusted R-squared: This is the explanatory power of the insensitive number of variables 

modeled. The adjusted coefficient of determination (Adjusted R
2
) is given as 0.9093. This means 

that approximately 91% of the variations in attaining educational institution objectives are 

accounted for by the included variables, after the coefficient of determination has been adjusted 

to make it insensitive to the number of included variables. 

4.4 Test of Hypotheses 

Hypotheses were rejected if the t-calculated is greater than the critical t0.05 level and if the 

relationship between the dependent variable and the independent variables is positive. Otherwise, 

hypotheses were supported. 

Table 4.4.1 Summary of Hypotheses testing 

Hypothese

s 

Independent 

variables 

Dependent 

variable 

R/ship t-

calculate

d 

Critical 

t0.05 

Hypothes

es 

rejected 

H1  Reputation 

management  

Education 

institution 

objectives 

+1.23917

1 

8.57 2.132 YES 

H2 Customer 

relations 

Education 

institution 

objectives 

+1.93391

2 

5.34 2.132 YES 



 

International Journal of Marketing and Management Research 
Vol. 9, Issue 3, March 2018, Impact Factor; 5.108   ISSN: (2229-6883) 

www.skirec.org   Email Id: skirec.org@gmail.com 

 

 
 An International Double-Blind, Peer Reviewed, Refereed Open Access Journal - Included in the International Indexing Directories 
 

Page 18 

H3 Media 

relations 

Education 

institution 

objectives 

+0.43935

8 

4.92 2.132 YES 

H4 Social media Education 

institution 

objectives 

+1.07412

7 

5.54 2.132 YES 

H5 Corporate 

social 

responsibility 

Education 

institution 

objectives 

+0.97705

3 

5.31 2.132 YES 

Authors’ computations                                  

5.1 Summary of Findings 

1. The study finds that reputation management is positive and significant in its influence on 

attaining educational institution objectives.  

2. The study also observes that customer relations management is positive and significant in 

its influence on attaining education institution objectives.  

3. The study shows us a positively significant influence of media relations on attaining 

education institution objectives.  

4. The study finds also that social media is positive and significant in its influence on 

attaining educational institution objectives.  

5. The study also observes that corporate social responsibility is positive and significant in 

its influence on attaining educational institution objectives.  

5.2 Conclusion 

The study investigated public relations as a tool for attaining educational institution objectives in 

selected institutions in Enugu State. The findings of the study revealed that reputation 

management, customer relationship and the media relations have a strong association with 

educational institution objectives. Therefore, it is concluded that institutions in attaining their 

educational objectives needs to strengthen on these factors or these public relations tools for 

attaining their institution objectives. 

5.3 Recommendations 

The institution should train, educate and develop their staff on how to apply public relations 

strategies for attaining institution objectives. A strong reputation culture should be cultivated by 

the institutions as a necessary foundation to beat the completion, enhance their community were 

the institution exist for better development and continuous existence. 

5.4 Contributions to knowledge. 

First, the conceptual framework developed in this study was historical with appropriate keys in 

other to establish the relationship between two variables which shows weak, strong and moderate 

relationship. 
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Key: Stronger:-Reputation management has a strong relationship. 

Stronger:-Customer relations have a strong relationship. 

 Weaker:-media relations have a weaker relationship. 

 Stronger:-social media have a strong relationship. 

 Moderate:-corporate social responsibility has a moderate relationship. 
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