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ABSTRACT

This study evaluated social media as a communication tool for promoting effective public
relations among organisations in Benin City. The study was guided by the Uses and
Gratifications Theory and the Social Media Engagement Theory. The Objectives of the study
were to: Identify the social media platforms most commonly used by organisations for public
relations, ascertain how organisations use social media to communicate with the public,
investigate the effectiveness of social media in improving PR outcomes and identify the
challenges organisations face when using social media for public relations. The study used a
survey research design and administered 258 questionnaires to undergraduate mass
communication students at the University of Benin. The data was collected and analysed using
descriptive statistics. The findings revealed that Facebook and X are the most commonly used
platforms for public relations in Benin City. Organisations primarily use social media for one-
way communication, such as product information, customer service, and press releases, with the
most common posting frequency being daily or weekly. Social media was thought to be
generally effective in increasing visibility, audience reach and cost-effectiveness, but its
effectiveness in crisis management was moderate. The main challenges were identified as an
unreliable power supply, poor internet connectivity, and a lack of professional expertise. The
study concludes that, while social media adoption for public relations is high in Benin City,
organisations must embrace interactive engagement, invest in professional training, and address

infrastructure challenges to achieve the best PR results.



CHAPTER ONE

INTRODUCTION

1.1 Background to the Study

The concept of 'social media' has been exhaustively defined by several authorities in the
field of communication and media studies. Some have argued that social media are Internet-
based platforms that allow users to create, share and exchange content while also promoting
social interaction and networking. Boyd and Ellison (2008) posit that social media are websites

that allow users to create profiles and view the relationships they have with one another.

Social media refers to digital platforms and services that allow people and organisations
to create, publish, share, and engage with social networks and user-generated content in real
time. This definition is expanded by Kaplan and Haenlein (2010), who define social media as a
collection of Internet-based applications that enable the production and sharing of user-generated
content and build upon the technological and ideological underpinnings of Web 2.0. Social
media is described as "activities, practices, and behaviours among communities of people who
gather online to share information, knowledge, and opinions” by Safko and Brake (2009).
According to Breakbridge (2010), social media is a contemporary public relations tool that
facilitates direct communication, interaction, and the development of relationships between
publics and organisations. Organisation across various sectors in Benin City like corporate firms,
government agencies, educational institutions, and small businesses — actively use social media
to promote services, announce updates, and maintain public engagement. The advancement of
digital communication has reshaped the way organisations interact with their publics.

Traditionally, public relations relied on print media, radio, television, and press releases.



However, the emergence of social media has introduced a more interactive, fast-paced and
audience-driven communication environment. Social media sites like Facebook, Instagram, X
(formerly Twitter), LinkedIn, YouTube, and WhatsApp give businesses direct access to their
target audiences. These platforms enable organisations to manage their reputation, respond to
criticism, exchange information, and increase public trust. These days, social media is used
extensively in marketing, public relations, political communication, customer service, and brand

management. Communication strategies are shaped by analytics tools and influencer marketing.

Effective public relations for organisations has benefited from social media in numerous
ways. Public relations is the process of managing communication between an organisation and
its stakeholders in order to foster trust, maintain goodwill, and protect the organisation's
reputation. The term "public relations™ refers to a strategic communication method that
businesses, institutions, individuals, and organisations frequently use to establish positive
relationships with the general public. According to Asemah, Kente, Nkwam-Uwaoma, and Amah
(2021), strategic communication entails listening to an organisation's target audience. A public
relations strategy that informs and educates the public about an organisation's contributions
increases both brand awareness and public relevance (McQuerrey, 2017). Social media improves
public relations by allowing for two-way communication between organisations and audiences,
instant dissemination of information, brand storytelling and image building, crisis management,
audience feedback and engagement, community building, and customer relationship
management. Therefore, social media has become an indispensable tool in contemporary public

relations practice.

It is against this backdrop that this study, seeks to evaluate social media as a

communication tool for promoting effective public relations among organisations in Benin City.



1.2 Statement of the Problem

The emergence and adoption of social media in Benin City by organisations have
increased significantly; businesses use social media to promote products and services,
educational institutions communicate with students and stakeholders and non-governmental
organisations raise awareness and mobilise support, while government agencies disseminate
information and engage with citizens. As a result, social media has emerged as a key

communication tool for citywide public relations initiatives.

Despite widespread use of social media by organisations in Benin City, many continue to
face challenges such as inconsistent content management, low audience engagement, and a lack
of professional social media strategies. The effectiveness of social media as a PR tool and its
effects on public trust and organisational image must be critically evaluated. Organisations
occasionally fail to adequately handle online criticism or promptly address public enquiries,

which can damage their reputation and public image.

Therefore, there is a need to critically assess how social media is being used by
organisations in Benin City and whether it effectively contributes to achieving public relations

goals such as trust building, positive public perception, and organisational image management.

1.3 Objectives of the Study

This study aims to achieve the following objectives:

1. Identify social media platforms used for public relations in Benin City

2. Ascertain how organisations use social media for public relations



3. Examine the effectiveness of social media in public relations outcomes

4. Determine challenges in using social media for public relations

1.4 Research Questions
This study aims to answer the following research questions:

1: What social media platforms are most used by organisations in Benin City for public

relations?

2. How do these organisations use social media for communicating with the public?

3. How effective is social media in enhancing public relations outcomes?

4. What challenges do organisations face in using social media for public relations?

1.5 Significance of the Study

This research is important for organisations, public relations practitioners, students and
scholars of mass communication. The findings of this study give organisations in Benin City
useful information about how social media can be strategically employed as a communication
tool to improve public relations, establish a company's reputation, and encourage significant
interaction with their audiences. The study acts as a guide for communication professionals and
public relations practitioners in implementing social media strategies that enhance stakeholder
relations and are in line with organisational goals. The study increases University of Benin mass

communication students' comprehension of social media's role in contemporary public relations



practice and provides them with information pertinent to their professional work in a digital
media environment. Additionally, the study adds to the body of knowledge already available on
social media and public relations and acts as a resource for academics and researchers who might

want to conduct additional research in this field.

1.6 Scope of the Study

The scope of the study is restricted to full-time undergraduate students of the Department
of Mass Communication, University of Benin's Ekehuan campus. These students were chosen
because they have a solid understanding of social media and public relations techniques, making
them well-suited to assess how Benin City organisations use social media for PR.
Geographically, the study is limited to Benin City and conceptually, it focuses on how much
social media is used, how well it serves PR purposes and what obstacles Benin City
organisations face when utilising social media for PR. The academic year 2025-2026 is covered

by the study.

1.7 Operational Definition of Terms

The following definitions are provided for the terms as they are meant to be understood in this

study:

Benin City: This refers to the capital city of Edo State, Nigeria, as well as the geographic area

where the organisations under investigation are based and where this study is limited.



Communication Tool: “Communication tool” refers to social media sites like Facebook,
Instagram, X, WhatsApp, LinkedIn, and YouTube that Benin City organisations use to manage

organisational messages, interact with the public, and spread information.

Effective: This indicates how well Benin City organisations use social media to accomplish their

public relations goals of visibility, credibility, and stakeholder engagement.

Evaluation: This is the methodical assessment of the degree to which Benin City organisations
use social media as a public relations communication tool and the results that come from doing

SO.

Organisation: This term refers to any registered corporate body, business enterprise,
government agency, or non-governmental organisation that conducts public relations activities in

Benin City.

Public Relations: Public relations is the strategic process by which Benin City organisations use
social media to establish, preserve, and manage relationships with their audiences that are

mutually beneficial and to safeguard their company’s reputation.

Social Media: This refers to interactive web-based platforms and applications that allow Benin

City organisations to produce, distribute, and interact in real time with their target audiences.



CHAPTER TWO
LITERATURE REVIEW

This chapter focused on the review of related literature in line with the study, as they
provided insights, information and a framework for this project and would help to understand the
current state of social media as a communication tool for promoting effective public relations
among organisations in Benin City. No academic work can exist without input from other works.

Thus, it reviewed other studies and findings based on the following:
2.1 Historical Review

2.2 Conceptual Review



2.3 Opinion Review

2.4 Empirical Review of Related Studies

2.5 Theoretical Framework

2.1 Historical Review

2.1.1 Developmental phases of social media

The development of social media has taken place in different phases, as shaped by

advancements in technology and the behaviour of users.

i. Early Social Networking

Social networking stepped into the limelight with platforms like 6 Degrees (2017), which
allows users to create profiles and connect with friends. In the early 2000s, other platforms like
Friendster in 2002 and MySpace, which came up in 2003, became popular because they focused
on personal profiles and music sharing. In 2003, LinkedIn came up and introduced the concept of

professional networking.

ii. Expansion and Global Adoption Phase

Facebook, which initially emerged in 2004, became public in 2006 and was serving the
purpose of social interactions and digital networking. It became a dominant platform. Twitter,

which has become "X, emerged in 2006 and introduced microblogging, which allows users to



communicate short messages in real time. YouTube came up in 2005 and has revolutionized
content sharing, allowing users to upload videos and also watch videos on diverse kinds of
subject matters. WhatsApp emerged in 2009, followed by Instagram in 2010. The former came

as instant messaging and the latter as a visual content sharing platform.

iii. Mobile and Multimedia Era

The popularity of smartphones and mobile increased accessibility to social media.
Snapchat in 2011 introduced disappearing messages, while in 2016, TikTok became popular for
short videos. Social media has since then continually advanced and brought in diverse
innovations that enhance a personalized user experience (Junco, R. 2012). Social media creates
interconnectivity between various points and serves as a bridge between individuals, businesses
and organisations with the goal of improving communication between various agents and

writers.

2.1.2 The Evolution of Public Relations

The field of public relations (PR) has undergone substantial change since its inception.
The foundation for contemporary PR practices was established by pioneers such as Edward
Bernays and lvy Lee in the early 20th century (Cutlip, 2014). While Bernays' work on applying
psychological principles to PR strategies opened the door for more advanced communication
techniques, Lee's emphasis on honesty and transparency helped shape the industry's approach to

stakeholder engagement (Bernays, 2023).

The industry's complexity and scope increased with its growth. PR grew internationally
after World War 11, concentrating on crisis management and company reputation (Grunig, 2012).

Professional associations such as the Public Relations Society of America (PRSA), which was



founded in 1948, contributed to the advancement of PR ethics and professionalism (PRSA, n.d.).
PR's role in organisational communication was further cemented during this time by the growth
of external agencies and internal PR departments. Public relations practices have changed
significantly since the introduction of social media and the internet. Digital platforms have
boosted stakeholder engagement, enhanced transparency, and allowed for real-time
communication (Kent & Taylor, 2018). Public relations professionals now have to handle online
crises, use social media influencers, and combine digital and traditional media outreach tactics
(Phillips & Young, 2009). As businesses look to measure the results of their PR initiatives, this

change has also resulted in an increased focus on metrics and measurement.

PR's development is a reflection of larger technological and societal shifts. Practitioners
must place a high priority on accountability, transparency, and flexibility as the industry
develops further (Ihde, 2017). Professionals can more effectively negotiate the challenges of
contemporary communication and forge closer bonds with stakeholders by being aware of the

historical background of public relations.
2.2 Conceptual Review
2.2.1 Conceptual Review of Social Media

Every successful organisation has always relied heavily on communication. Traditional
media like radio, television, and newspapers had given way to more immediate and interactive
platforms like social media in the current digital era. Social media is now more than just a
marketing tool for organizations in Benin City, it is a vital tool for interacting with the public,
managing reputation, and fostering relationships. This conceptual review looks at the

developmental phases of social media as a concept and as a means of communication tool for



promoting effective public relations and how well it works to improve public relations among

organisations.

Social media can be defined as a group of Internet-based communication platforms that
enable interactions, information sharing, and community creation among users. According to Jan
H. Kietzmann, Kristopher Hermkens, Iran P. McCarthy, and Bruno S. Silvestre (2011, p. 24-25).
"Social media can be seen as web-based or mobile technologies that are necessary for operating
highly interactive platforms where users create, modify, and share user-generated content"
(Kietzmann et al., 2011). From Kietzmann's definition, social media can be said to be online
tools and platforms used to create and share ideas and information. Such platforms include social
networking sites (e.g., Facebook, LinkedIn), photo and video sharing platforms (Instagram,

YouTube), blogging and vlogging platforms like TikTok, etc.

Siddiqui and Singh also defined social media as various forms of technology that enable
individuals to share views, experience social interaction, and upload content such as images and
videos in networks (Siddiqui & Singh, 2016). The emergence of social media is as a result of the
limitations involved in traditional means of communication. Unlike the traditional forms of
communication, social media allows more participation and interaction (Nikiphorou et al., 2017).
The development of social media over time has made it a determinant factor for organizations to
interact effectively with their publics. Social media development has been marked by
diversification of platforms with functionalities that dictate the interaction of users in a distinct

manner.

Kaplan and Haenlein categorise social media into six broad types, emphasizing diversity

in online communication as it exists today (Nugraha et al., 2024). For instance, Facebook,



Twitter/X, and Instagram have unique functions in social interaction, with Facebook taking the

lead in terms of the number of users and organizations of community (Bhat, 2024).

The Modern Social Media Outlets include:

i Facebook: Facebook was launched in 2004 by Harvard student Mark Zuckerberg, it has nearly

1.7 billion users-including 69% of U.S. adults, according to Pew Research.

ii. Reddit: This was lunched in 2005 by Massachusetts 20-somethings Steve Huffman and
Alexis Ohanian as a news-sharing platform, its 300 million users have transformed Reddit into a
combination news aggregation/social commentary site. Its popularity is based on the ability to

"upvote™ and "downvote" user posts.

iii. Twitter/X: X (formerly knownly as Twitter) Founded in 2006 by Jack Dorsey, Evan
Williams, Biz Stone, and others as a microblogging site, by 2020, 22% of U.S. adults were

Twitter user.

iv. Instagram: Instagram was established in 2010 by Stanford graduate Kevin Systrom as a
photo-sharing site and purchased by Facebook in 2012, Instagram has more than 1 billion users

worldwide.

V. Pinterest: This was lunched in 2010 by iPhone app developer Ben Silbermann as a visual “pin
board,” Pinterest External link:open_in new became a publicly traded company in 2019 and has

more than 335 million active monthly users.

vi. Snapchat: Three Stanford students, Evan Spiegel, Reggie Brown, and Bobby Murphy,
founded this video-sharing platform in 2011. It introduced the idea of "stories," or serialised

short videos, and "filters,” which run for educational digital effects, frequently based on location.



Vii. Tiktock: TikTok came into the limelight on 2016 by Chinese tech company ByteDance,
this short-form video-sharing site was merged with the U.S.-based mobile app Musical.ly in
2018 and became popular with American teens and young adults. As of early 2020, it had more

than 800 million users worldwide.

The expansion of such platforms has not only reshaped interpersonal communication but
also exploded into business and industrial environments, enabling businesses to address
audiences much better than ever (Lepez et al., 2022). Furthermore, the development of social
media has brought dramatic effects on public opinions, cultural practices, and even the work
environment. Organizations increasingly use social media as a vehicle for communication,
promoting effective public relations and building communities, which in turn modifies
communication processes. As we advance into the contemporary era, the influence of social
media continues to expand due to the development of technology (Sule, 2020). The desire for
connectedness has created a new presence in business, education, and even in personal life,
leading to various phenomena such as FOMO (fear of missing out) in events (Chandra et al.,

2024) and changing cultural dynamics (Huda & Nur, 2022).

It is essential to acknowledge that social media is quickly taking over as the primary
online platform for interaction, communication, and teamwork (Vester 2010). Social media
interactions between individuals, groups, and large audiences are made possible by the new
media, which is fuelled by the internet. Social media interactions between individuals, groups,
and large audiences are made possible by the new media, which is fuelled by the internet. Since
the primary objective is to make communication and content sharing easier, it has aided in

bringing people from all over the world regardless of location together in a global village. Social



media’s introduction has increased the potential for communication. Social media's introduction

has increased the potential for communication.

Social media has since become a powerful communication tool for public relations
practice, allowing organizations to disseminate information quickly, manage crises, promote
corporate image, and maintain continuous engagement with stakeholders. As a result,
organizations are now more accountable to their audiences, fostering a culture of transparency
and responsiveness. This evolution has not only changed how information is shared but also how

organizations build trust and loyalty over time.

2.2.2 Overview of Public Relations

Public relations is one of the branches of mass communication studies, several authorities
in the field of communication and media studies had argues that any organisation that wants to
succeed, be it an individual, government, company, non-profit organization and so on, must
practice public relations to win the heart of its customers and sustain their patronage in the long
run. Common definitions say it is having a good relationship with people; some say it is making
an organization look good or doing good and publicizing that good to the people to encourage a
safe environment for such an organization to thrive. The term "public relations” is used to
describe a strategic communication method that businesses, institutions, people, and
organizations often employ to establish favorable connections with the general public. Both

internal and external publics may be involved in this (Pahwa, 2023).



According to Pahwa (2023), "Public relations is a strategized process of managing the
release and spread of organization-related information to the public to maintain a favorable
reputation of the organization and its brands."” According to the definition presented by Public
Relations Worldwide in Mexico City in 1978, generally referred to as the Mexican statement,
"public relations is the art and science of analyzing trends, predicting their consequences,
counseling the organization's leadership, and implementing planned programs of action that will
serve both the organization's and the public interest” (Charles et al., 2021). Wilcox, cited in
Reddi (2014), public relations is seen as a distinctive management function that helps to establish
and maintain mutual lines of communication, understanding, acceptance, and cooperation
between an organization and its publics. The application of the principle of public relations to
meet the goals of an organization and maintain good relations with its public is termed

"corporate public relations." (Reddi 2014).

Public relations serve as an early warning system to help anticipate any upcoming trends.
By conducting due diligence and analysis, public relations practitioners can identify emerging
trends, opportunities, and issues before they become mainstream. This approach allows
organizations to be ahead in order to prevent crises. Social media as a tool for promoting
effective public relations practices among organizations has been a discourse that has over the
years gained global relevance. It has changed how people communicate with one another and
share information. The widespread adoption of social media, fueled by the growing availability
of smartphones and internet-enabled devices, has revolutionized the field of public relations.
Social media has transformed the way information is being disseminated, allowing individuals
and organizations to share their stories, news, and ideas directly with their audience. This shift

has forced public relations professionals to adapt to a new reality, where the traditional



gatekeepers of information (institutions and media outlets) no longer control the narrative. Social
media has democratized information sharing, enabling anyone to become a publisher, influencer,
or news source. Due to this, social media has become an essential channel for public relations

practitioners to build and maintain good relationships with external and internal publics.

Social media as a tool for promoting effective public relations among organizations: with
the new media technology, information dissemination and interaction have become easier than
ever, creating a seamless two-way communication. Social media has helped in sharing
organizational news and stories to keep the stakeholders abreast of the latest developments and
decisions being taken in the organization. Engaging in crisis communication and reputation
management has rather become easy for organizations due to the advent of social media; public
relations practitioners don't have to pay large amounts to conventional media houses to bring
information to their publics, as they (public relations practitioners) can do it themselves with
little or no financial burden involved and can monitor online conversations or feedback from
their publics. By leveraging social media successfully, public relations practitioners can amplify

their messages, reach a wider audience, and build stronger relationships with their stakeholders.

In summary, public relations is an essential function that helps organizations to manage
problems, stay connected with their public's opinion, carry out their responsibility to the public,
adapt to industry changes, anticipate industry trends, and employ research and ethical
communication. Through these efforts, public relations not only protects the interest of the

organization but also contributes to its long-term success and its sustainability.



2.3 Opinion Review

The act of examining how Benin City organisations use social media for public relations
(PR) is not only appropriate but also required in an era where communication ecosystems are
quickly moving from traditional media to digital platforms. Social media has completely
changed how businesses communicate with their audiences. Social media has changed public
relations from a "one-way communication model” to a "dynamic, interactive, and relationship-
focused profession,” as Mu'azu and Gapsiso (2025) correctly note. Nigeria is a clear example of
this shift, as the country's internet usage keeps growing and its citizens have new expectations

for communication.

Social media sites like Facebook, Instagram, WhatsApp and X (formerly Twitter) are
now vital communication channels for Benin City firms, including government offices, academic
institutions, non-governmental organisations, banks, hotels and small enterprises. According to
El-Kasim (2020), social media offers chances for "effective two-way communication with
publics,”" which is a fundamental tenet of contemporary public relations theory, particularly the
symmetrical communication model. This dialogic approach is extremely helpful in a city like

Benin, where community relationships have a significant impact on institutional reputation.

Additionally, the subject reflects actual social realities. These days, announcements from
Edo State government organizations frequently start on Facebook or X before making their way
to print media. Universities use WhatsApp broadcast groups to interact with students. Influencers
and local companies work together to mold brand perception. This change exemplifies social
media’'s capacity to “"influence multiple public strata during and after crises,” according to
Babatunde (2022). The speed and accessibility of social media turn into strategic PR assets in a

variety of circumstances, including institutional disputes, public health issues, and



disinformation. But because it encourages critical thinking about the difficulties involved, the
project is equally pertinent. Social media is a risky environment in addition to an opportunity. In
a fast-paced digital environment, Mu'azu and Gapsiso caution that many organizations have
trouble managing public perception and "strategic implementation.” Credibility can be swiftly
damaged by unfavorable remarks, false information, and criticism that goes viral. Poor social
media communication management can turn minor problems into reputational crises in Benin

City, where public trust in institutions may already be precarious.

Recent research from Nigeria indicates that the strategic potential of social media use is
frequently diminished by a lack of digital expertise and resource constraints. Therefore, assessing
efficacy requires looking at professionalism, strategy, and quantifiable results in addition to
following or liking content. The project is theoretically consistent with Grunig and Hunt's two-
way symmetrical model of public relations, which encourages communication and understanding
between parties instead of propaganda. This model can thrive thanks to social media, but only if

it is used strategically and morally.

This undergraduate topic is excellent, in my opinion, because:

1. It is up-to-date and pertinent to Nigeria's digital revolution.

2. It examines the local application of global PR concepts, bridging theory and practice.

3. It steers clear of technological optimism and discusses both opportunities and challenges.

4. 1t supports local scholarship, especially in Edo State, where there is still a low level of

empirical PR research.



This study can assist businesses in determining if their social media presence is merely
disseminating information or actually encouraging interaction and trust. It demonstrates social
consciousness and intellectual maturity. Without a doubt, social media has helped organizations
move public relations from a supporting role to a strategic management one. However,
preparation, professionalism, responsiveness and ethical responsibility are necessary for
effectiveness. In addition to adding to the body of knowledge, the study provides useful advice
for enhancing communication tactics in a society that is changing quickly by assessing how

Benin City organizations handle this digital environment.

2.4 Empirical Review of Related Studies

This study reviewed the following empirical studies that were conducted by other researchers,

the findings of this work will improve on the weakness of the following literature:

Nwachukwu and Nkwocha (2015) conducted a study on the impact of social media on
information management in public relations practice. The study surveyed 235 registered PR
practitioners in Nigeria and found that nearly all practitioners utilised social media in their
professional practice. Furthermore, the study revealed that social media enhanced the gate-
keeping function of PR practitioners. The most popular social media channels used by Nigerian
PR professionals were Facebook, Twitter, and blogs. However, the study did not investigate the
frequency of social media usage among Nigerian organizations. This knowledge gap was
addressed by Waters, Burnett, Lamm, and Lucas (2009), who conducted a content analysis of
275 nonprofit organization profiles to examine their use of social media networking sites. The
study aimed to determine how nonprofit organizations incorporate relationship development

strategies into their Facebook profiles. The findings indicated that nonprofit organisations had



not fully leveraged interactive Facebook applications, neglecting the interactivity of social

networking.

The study carried out by Ezekiel Segun Asemah (2015) has shown that social media are a
big tool of mass communication, which most organisations employ to utilise the relationship
between the organisation and its internal and external publics. The use of the theoretical
framework is also similar; both employed uses and gratification theory, which laid the
foundation of the project's theoretical framework. Both researches try to investigate the use of
social media in organizations and try to provide solutions to the problems faced while using

social media.

Media equation theory and uses and gratification theory were used to anchor this
research. The survey was adopted, and the questionnaire was used as the primary instrument for
data collection. The findings revealed that public relations in Plateau State extensively use social
media, with high access to social networking sites. Twitter and Facebook emerged as the most
used platforms for public relations activities. The results indicate that practitioners employ social
media for various purposes, including government relations, media relations, corporate social
responsibility communication, creating visibility with partners, and branding. However, the study

found a surprisingly low level of social media usage for communicating organizational activities.

The paper concludes that public relations practitioners in Plateau State have not
adequately leveraged social media for public relations practice. But it is recommended that
public relations practitioners prioritize familiarity with new media, as those who embrace
innovation are perceived as industry leaders, better equipped to effectively engage the target

audience.



Ju-Chieh Cheng (2019) conducted a study on Social media and public relations. This
study researched social media and public relations. The study was aimed at understanding the
impact of social media on public relations practices by providing in-depth insight into the
relationship between both variables (social media and public relations). The researcher used
reliable secondary research. The research shows how public relations benefits from the
interactivity, rapidness, and timeliness of social media. Facebook, Twitter, and YouTube were
chosen to explain why public relations should apply social media to practice. The research
proved that the advantages of Facebook are in its multiform presentation and easy access to the
comments, while Twitter is more professional in the shortness of the content, which gives
broader and more objective perspectives. YouTube is mainly used for uploading videos to make
the content more visible and interesting to understand. The researcher opines that public relations
should enhance their skills in collecting useful data through the provision of chatrooms and
feedback spaces. Social media helps to strengthen the relationship and helps to bring the distance
between public relations and the public closer. In addition, this research shows that social media
helps public relations practitioners to follow trends by joining conversations that help them
understand their public better and help collate beneficial data. Also, they can talk to their public
directly, which makes it easier to identify the needs of their public and try to solve such needs

swiftly so as not to result in a crisis.

The research shows, however, that there are relatively few negative sides of social media
on public relations, and they include information overload, abuse, and misuse of social media.
This current study shares similarities with this research work in terms of addressing the
important role social media plays in stakeholder engagement and how it is being used to manage

crises.



2.5 Theoretical Framework

This study was anchored on two communication theories namely: The Uses and
Gratifications Theory (UGT) and the Two-Way Symmetrical Model of Public Relations. These
offered a strong theoretical framework for assessing social media as a communication tool for

fostering successful public relations among Benin City organisations.

2.5.1 Uses and Gratification Theory

The uses and gratification theory is a communication theory that explains why people use
the media and how it fulfills their specific needs. This theory was developed by Elihu Katz, Jay
Blumler, and Michael Gurevitch in 1974. The uses and gratification theory says that the audience
is more of an active audience rather than passive. According to Edegoh, Asemah & Nwammuo
(2013), the uses and gratification theory is one of the mass communication media that calls
attention to what people do with the media rather than what the media do with people. The uses
and gratification theory claims that the media do nothing to people; rather, people do things with
the media. In other words, media influence on people is limited to what people want them to do.

By this the audience is not passive but critical and active.

This theory over the years has been applied to radio, print media, and digital media. The
theory, which is also known as 'utility theory," explained why a particular kind of media serves a

specific circumstance. The theory seeks to investigate what people do with communication



content, instead of what the communication content does to them. (Ezekiel S. Asemah, et al.,
2017).Fo 1998) notes that the theory perceives the recipient as actively influencing the effect
process, since they selectively choose, tend to perceive, and retain the media messages based on
their needs and beliefs. He notes that the focus shifted from the media production and

transmission function to the media consumption function. (Asemah et al.).

The theory says that people use social media to fulfill their various needs and desires, so
understanding these needs and wants, whether it's to learn something new, stay connected,
connect with others, or relax, can help such media to create better content and experiences for
their audience. Uses and gratification theory provides an explanation for why Benin City
residents follow and interact with organizations on social media sites like Facebook, Instagram,
WhatsApp, and X (formerly Twitter) in the context of this study. People may follow a company
to get timely service updates (surveillance), to associate with brands that represent their identity
(personal identity), to feel like they belong to a community (personal relationships), or just to
enjoy interesting and entertaining content (diversion). By using uses and gratification theory, this
study makes the assumption that social media will only be useful for public relations when
organisational content is in line with the target audience's needs and motivations. This
application of the uses and gratification theory to this study is to determine why people or
organizations use social media. What do people get from using social media in various
organizations? And what this means for public relations in organizations seeking to get the

attention of the public.

2.5.2 Two-Way Symmetric Public Relations Model

The Two-Way Symmetrical Model, which was created by James E. Grunig and Todd

Hunt as a component of the Excellence Theory in public relations, serves as the second theory



supporting this investigation. This model exemplifies a dialogic and moral communication
strategy in which organisations and their audiences have fair and reciprocal interactions.
According to Grunig and Hunt (2014), two-way symmetrical communication is a process
whereby organizations listen to feedback and modify their behavior in response to it, in addition
to sharing information. Instead of one-sided persuasion, the objective is relationship building and

mutual understanding.

This model is naturally supported by social media platforms because they enable real-
time interaction through polls, shares, comments, direct messages, and live sessions. These
interactive tools allow organizations in Benin City to interact directly with their stakeholders.
Symmetrical communication is demonstrated, for instance, when a business promptly addresses
Facebook customer complaints or conducts online surveys to get public opinion. Transparency,
trust, and goodwill—all important components of successful public relations are fostered by such

involvement.

The two-way symmetrical model's strength is its focus on dialogue and ethical
orientation. It pushes businesses to view communication as relationship management instead of
just advertising. Critics counter that the model is a little too idealistic. In practice, true symmetry
may be thwarted by organisational interests, power disparities, and resource limitations. It's
possible that not all organizations can or will include public input in their decision-making

procedures.

The aforementioned theories work well together when assessing social media as a
communication tool for fostering successful public relations among Benin City organisations.
The Uses and Gratifications Theory describes the needs and motivations of audiences who

interact with organizational social media content. Organisations should interact with audiences



through communication, responsiveness, and mutual understanding, according to the Two-Way

Symmetrical Model.

These frameworks collectively imply that two crucial elements are necessary for Benin
City's social media PR to be successful: The capacity of organisations to produce content that
meets their audiences' emotional, social, and informational needs. The readiness of organisations
to have sincere, reciprocal conversations that foster trust and enduring bonds. In order to
determine whether Benin City organizations are drawing in audiences with pertinent content and
maintaining meaningful interactions that foster successful public relations, this study uses these
theories as guiding frameworks. This study offers a thorough theoretical foundation for
comprehending how social media can function as a strategic communication tool for
organizations in Benin City by fusing the relational focus of the Two-Way Symmetrical Model

with the audience-centered perspective of the Uses and Gratifications Theory.



CHAPTER THREE

METHODOLOGY

The research methodology for this study was presented in this chapter. The researcher
employed a range of techniques to gather precise data, carefully process it, and present it in an

organised manner for simple comprehension. They consist of the following:

3.1 Research Design

3.2 Population of the Study
3.3 Sample Size

3.4 Sampling Technique

3.5 Research Instrument

3.6 Validity of Instrument

3.7 Reliability of Instrument
3.8 Method of Data Collection
3.9 Method of Data Analysis

3.1 Research Design



This study employed a survey research design, which made it effective in gathering data
and assessing the opinions and feelings of University of Benin undergraduate students. This
research approach was taken into consideration because it allowed for a thorough analysis of the
findings and offered a clear understanding of the role that social media plays in public relations

practices among Benin City organisations.

3.2 Population of the Study

The population of this study consisted of 726 full-time mass communication
undergraduates from the University of Benin's Ekehuan Campus, ranging in age from the 200 to
400 level. 100lv students were not selected because the department was unbundled at the time of
conducting this study and this level served as the faculty of communication and media studies'
pioneer students. The population under investigation is too crucial to be disregarded. It is the

fundamental factor that determines the outcome of a study.

3.3 Sample Size

The sample size for this study was determined using a 40% sampling ratio as proposed by

Nwana (1981) for populations under 1000.

Therefore:; 40% of 726 = 0.40 x 726

=258.4 = 258 students.

Hence, a sample size of 258 students was used for the study.

3.4 Sampling Technique



This study made use of purposive sampling because of the samples, which were full-time
undergraduates of mass communication students in University of Benin, Ekehuan Campus.
Purposive sampling is a sampling technique in which the researcher uses his or her discretion to
select respondents who best fit the study's objectives. This sampling technique involves the
researcher selecting participants at random who are thought to have the necessary characteristics

or data for the study. It is also known as judgement sampling or expert choice.

3.5 Research Instrument

The research instrument used for this study is a structured questionnaire. The
questionnaire was administered to full-time undergraduate students of the Department of Mass
Communication, University of Benin, Ekehuan Campus, through a face-to-face distribution and
retrieval method. The questionnaire is divided into three sections. Section A elicits demographic
information of respondents, such as gender, age, and level of study. Section B and Section C are
designed on a 4-point Likert-type scale to determine respondents’ opinions on the use of social
media as a communication tool for promoting effective public relations among organisations in
Benin City. The response options are Strongly Agree, Agree, Disagree, and Strongly Disagree.
The identity of all respondents was treated with utmost confidentiality and used solely for

academic purposes.

3.6 Validity of Instrument

The researcher submitted the project cum its questionnaire to her Departmental

supervisor, Miss Blessing Amenaghawon Agbonlahor, who reviewed the work and adjusted it to



guarantee the validity of the instrument which helped collect valid responses from the

respondents.

3.7 Reliability of Instrument

The reliability of the research instrument was established through a pilot test conducted
among 30 undergraduate students in the Department of Mass Communication, Ambrose Alli
University, Ekpoma. Ambrose Alli University was chosen for the pilot test because it has similar
characteristics to the University of Benin but is not part of the main study population. The
instrument recorded an overall Cronbach's alpha coefficient of 0.82 after data from the pilot test
were analysed using the Cronbach's alpha reliability test in SPSS. According to Nunnally's social
science research benchmark of 0.70, the coefficient shows that the questionnaire was reliable and
internally consistent for gauging the use of social media as a communication tool for fostering

successful public relations among Benin City organisations.

3.8 Method of Data Collection

The method of data collection adopted for this study was a field survey using self-
administered questionnaires. The questionnaires were administered and retrieved in person to
full-time undergraduate students at the University of Benin's Department of Mass
Communication, Ekehuan Campus. This approach improved the overall quality of the data
collected by guaranteeing a high rate of return, reducing the chance of missing data, and
allowing the researcher to promptly clarify any part of the questionnaire that respondents were

unclear about.

3.9 Method of Data Analysis



The data gathered for this study were analysed using descriptive statistics, specifically simple
percentages and frequency counts. The findings were presented in tables to provide a clear and
concise summary of the responses. This method of analysis was chosen because it allows for the
summarisation of large amounts of data while also making it simple to identify key trends and
patterns. Additionally, the use of tables made it easier to interpret the results and supported the

development of significant conclusions that were consistent with the study's goals.



CHAPTER FOUR

DATA PRESENTATION, ANALYSIS AND DISCUSSION OF FINDINGS

This segment of the study contains the data presentation, analysis and discussion of
findings, for the responses elicited from the respondents by the researcher during the 2026 field
survey. The study was equally interpreted further in the discussion of findings, to enhance more

clarity and unambiguity of the data presented.

4.1 Data Presentation

Table 1: Questionnaire Distribution and Collection

Variables Frequency Percentage

Retrieved 258 100%

Unretrieved - -

Total 258 100%

Source: Field Survey, 2026.

The table above presents the distribution and retrieval rate of questionnaires administered
for the study. Out of 258 questionnaires distributed to undergraduate students of mass
communication at the University of Benin, all 258 were returned, representing a 100% response
rate. This meant that the data gathered was complete and trustworthy for analysis and

demonstrated full participation from the target respondents. The 100% retrieval rate also reduced



non-response bias and increased the validity of the findings regarding the evaluation of social

media as a communication tool for public relations among organisations in Benin City.

Table 2: Distribution of Respondents by their Gender

Gender Frequency Percentage
Male 111 43%
Female 147 57%

Total 258 100%

Source: Field Survey, 2026.

This table shows that out of 258 undergraduate students of mass communication who
participated in the study, 147 were female, representing 57%, while 111 were male, representing
43%. This showed that the majority of the participants were female respondents. The greater
percentage of female respondents was in line with the overall demographic trend in Nigerian
university mass communication departments, where female enrolment frequently surpasses male
enrolment. The gender distribution indicated that both male and female students’ opinions were
represented in the findings regarding the assessment of social media as a communication tool for

public relations among organisations in Benin City, with a slight female dominance.

Table 3: Age Range of the Respondents

Age Range Frequency Percentage




18-20yrs 71 28%
21-23yrs 138 53%
24-26yrs 42 16%
27yrs and above 7 3%
Total 258 100%

Source: Field Survey, 2026.

The age distribution of respondents is shown in the above table 3, with the 21-23 age
group having the highest frequency (138 respondents or 53%), closely followed by the 18-20
age group (71 respondents or 28%). This demonstrated that 81% of respondents were between
the ages of 18 and 23, which suggests that the study gathered responses from young adults who
were active social media users and were likely to be familiar with how organisations in Benin
City used social media for public relations. Therefore, the findings reflected the perspectives of

the core undergraduate population, which frequently engaged with organisational content online.

Table 4: Distribution of Respondents by their Level of Study

Level of Study Frequency Percentage
200 Level 58 22%

300 level 87 34%

400 level 113 44%

Total 258 100%

Source: Field Survey, 2026.

This presentation shows the 400 level recording the highest frequency of 113

respondents, representing 44%, closely followed by the 300 level with 87 respondents,



representing 34%. This indicated that 78% of respondents were in the 300 and 400 levels, which
suggested that the study captured most of the views from senior students who had spent more
years in the department and were more likely to observe how organisations in Benin City used
social media for public relations than the junior ones. Therefore, the findings reflected the
perspectives of experienced undergraduates who were better positioned to assess the

effectiveness and challenges of social media in PR practice.

Section B: Social Media Usage for Public Relations

Table 5: Opinion of the Respondents on whether Organisations in Benin City use Social

Media for Public Relations

Variables Frequency Percentage
Strongly Agree 120 47%

Agree 119 46%
Disagree 16 6%
Strongly Disagree 3 1%

Total 258 100%

Source: Field Survey, 2026.

The above data presentation unveils respondents’ opinion on whether organisations in
Benin City use social media for public relations, with 120 respondents, representing 47%,
“strongly agree,” closely followed by 119 respondents, representing 46%, who agreed. This
indicated that 93% of respondents affirmed the use of social media for PR by organisations in

Benin City. The overwhelming agreement underscored that the undergraduate students perceived



social media as a dominant communication tool currently adopted by organisations in Benin City

for public relations activities.

Table 6: Social Media Outlet Mostly Used by Organisations in Benin City for Public

Relations

Variables Frequency Percentage
Facebook 131 51%

X (formerly Twitter) 89 34%
Instagram 20 8%
LinkedIn 13 5%

Others 5 2%

Total 258 100%

Source: Field Survey, 2026.

The social media platform that Benin City organisations use most frequently for public
relations is shown in the above table. Facebook has the highest frequency, with 131 respondents,
or 51%, while X (formerly Twitter) has the second-highest frequency, with 89 respondents, or
34%. This indicated that Facebook and X were the two most popular platforms identified by

respondents, accounting for 85% of all responses. The preference for these two platforms



indicated that Benin City organisations relied more on Facebook and Twitter for PR campaigns,

probably because of their wider audience and greater involvement among college students.

Table 7: Respondents’ View on the Purpose for which Organisations use Social Media to

Communicate with their Publics in Benin City

Variables Frequency Percentage
For crisis management 46 18%
For customer service 83 32%
For information | 115 45%

dissemination about their

products

For engagement and | 14 5%
interaction

Total 258 100%

Source: Field Survey, 2026.



The table above shows respondents’ perspectives on the purpose for which organisations

use social media to communicate with their audiences in Benin City, with information

dissemination about products receiving the most attention (115 respondents, or 45%), and

customer service coming in second (83 respondents, or 32%). This indicated that 77% of

respondents believed organisations used social media primarily for information dissemination

and customer service. The dominance of these two objectives showed that Benin City

organisations used social media mainly for product information sharing and customer service,

with less emphasis placed on crisis management and engagement/interaction.

Table 8: Opinion of the Respondents on the Effectiveness

Public Relations Outcomes for Organisations in Benin City

of Social Media in Promoting

Variables Frequency Percentage
Strongly Agree 149 58%

Agree 91 35%
Disagree 15 6%
Strongly Disagree 3 1%

Total 258 100%

Source: Field Survey, 2026.

The data from the survey showed that 'strongly agree' recorded the highest frequency of

149 respondents, representing 58%, on the effectiveness of social media in promoting public



relations outcomes for organisations in Benin City, with 'agree' as the second highest at 91
respondents, representing 35%. This underscored that 93% of respondents affirmed social media
as effective for achieving PR outcomes, while only 7% disagreed. The strong consensus
suggested that undergraduate students viewed social media as a highly effective tool for
enhancing visibility, reputation management and stakeholder engagement for organisations in

Benin City.

Table 9: Respondents’ Views on Whether Organisations Face Challenges While Using

Social Media for PR

Variables Frequency Percentage
Strongly Agree 106 41%

Agree 130 50%

Agree 15 6%
Strongly Agree 7 3%

Total 258 100%

Source: Field Survey, 2026.

The above data presented from the field survey revealed that ‘agree’ recorded the highest
frequency of 130 respondents, representing 50%, on whether organisations face challenges while
using social media for PR in Benin City, with 'strongly agree' as the second highest at 106
respondents, representing 41%. The high level of agreement implied that undergraduate students
perceived challenges such as misinformation, negative feedback and resource constraints as

common issues organisations in Benin City face on social media platforms.



Table 10: Challenges Faced by Organisations Using Social

Media for Public Relations in

Benin City

Variables Frequency Percentage
Unreliable infrastructure like | 123 48%
erratic power supply and

internet

Lack of expertise 81 31%

Social media policies 29 11%
Online harassment 18 7%

Others 7 3%

Total 258 100%

Source: Field Survey, 2026.

The above findings from the survey showed that unreliable infrastructure like erratic

power supply and internet recorded the highest frequency of 123 respondents, representing 48%,

as a challenge faced by organisations in Benin City, closely followed by lack of expertise with

81 respondents, representing 31%. This indicated that infrastructural deficits and skill gaps were

the two major constraints limiting effective use of social media for PR activities. The dominance

of these challenges suggested that organisations in Benin City struggled more with operational

and human resource issues than with content or reputational concerns when managing social

media platforms.

Table 11: Frequency of the Use of Social Media by Organisations for PR in Benin City

Gender

Frequency

Percentage




Daily 135 52%
Weekly 90 35%
Monthly 25 10%
Rarely 8 3%
Total 258 100%

Source: Field Survey, 2026.

The survey's results underscored that 135 respondents or 52% of the total, reported using
social media for public relations on a daily basis, while 90 respondents or 35% of the total,
reported using it on a weekly basis. This demonstrated that 87% of respondents thought
organisations used social media on a daily or weekly basis for public relations activities. The
dominance of daily and weekly usage showed that organisations in Benin City maintained a
consistent and active presence on social media to engage the public and manage reputation,

rather than relying on monthly or rare postings.

Table 12: Primary Purpose of Organisation’s Social Media Presence in Benin City

Variables Frequency Percentage
Press Release 126 49%
Engagement 63 24%
Customer service 57 22%

Other (please specify) 12 5%

Total 258 100%

Source: Field Survey, 2026.



The survey results revealed that press releases were the most common reason for an
organisation's social media presence in Benin City, with 126 respondents (49%), followed by
engagement (63, 24%). This showed that organisations were primarily perceived to use social
media to disseminate official information and announcements, with interactive engagement with
the public coming second. The frequency of press releases suggested that organisations in Benin
City preferred one-way communication for narrative visibility and control over dialogue-based

relationship building on social media platforms.

Table 13: View of the Respondents on Whether Social Media Helps Organisations Reach a

wider Audience

Variables Frequency Percentage
Strongly Agree 99 38%

Agree 142 55%
Disagree 17 7%
Strongly Agree - -

Total 258 100%

Source: Field Survey, 2026.

The results from the survey showed that 'agree' recorded the highest frequency of 142
respondents, representing 55%, on whether social media helps organisations reach a wider
audience in Benin City, with 'strongly agree' as the second highest at 99 respondents,
representing 38%. This meant that 93% of respondents agreed that social media allows
organisations to reach out to audiences beyond their traditional target demographics. The strong

consensus suggested that undergraduate students saw social media platforms as extremely



effective at breaking down geographical and demographic barriers, allowing Benin City

organisations to reach larger and more diverse audiences.
Section C: Effectiveness and Recommendations

Table 14: Respondents’ View on Whether Social Media Has Improved Public Relations

Practices of Organisations in Benin City

Variables Frequency Percentage
Strongly Agree 87 34%

Agree 143 55%
Disagree 23 9%
Strongly Disagree 5 2%

Total 258 100%

Source: Field Survey, 2026.

The survey results reveal ‘agree’ was the most common response (143 respondents, or
55%), with ‘strongly agree’ coming in second (87 respondents, or 34%). This showed that only
11% of respondents disagreed with the 89% of respondents who said social media had a positive
impact on PR strategies. The majority agreement suggested that undergraduate students viewed
social media as a transformative tool that enhanced speed, interactivity, and reach in how

organisations in Benin City manage relationships with their publics.

Table 15: Distribution of Respondents by their Opinions on Whether Organisations should

increase their Use of Social Media for PR

Variables Frequency Percentage




Strongly Agree 132 51%

Agree 115 45%

Disagree 11 4%

Strongly Disagree - -

Total 258 100%

Source: Field Survey, 2026.

The results from the above table 15 unveiled that 'strongly agree' recorded the highest
frequency of 132 respondents, representing 51%, on whether organisations should increase their
use of social media for PR in Benin City, with 'agree' as the second highest at 115 respondents,
representing 45%. This showed that 96% of respondents were in favour of organisations using
social media more extensively for PR. The almost unanimous consensus indicated that
undergraduate students thought Benin City organisations would gain from increasing their social

media presence in order to enhance visibility, engagement, and crisis communication.

Table 16; Respondents’ Assessment of the Effectiveness of Social Media in Crisis

Management for Organisations in Benin

Effectiveness | Frequency Percentage

Level




Very 55 21%
Effective

Somewhat 149 58%
Effective

Not Very | 46 18%
Effective

Not at All|8 3%

Effective

Total 258 100%

Source: Field Survey, 2026.

The survey data reveal that ‘somewhat effective’ recorded the highest frequency of 149
respondents, representing 58%, while ‘very effective’ was second with 55 respondents,
representing 21%, in assessing the effectiveness of social media in crisis management for
organisations in Benin City. This showed that the majority of respondents perceived social media

as having moderate impact during crises.

Table 17: View of Respondents on Whether Organisations should Monitor and Respond to

Social Media Feedback

Variables Frequency Percentage
Strongly 79 31%

Agree

Agree 101 43%
Disagree 68 26%




Strongly - -

Disagree

Total 258 100%

Source: Field Survey, 2026.

The survey results showed that ‘'agree’ was the most common response, with 101
respondents (43%), followed by 'strongly agree’ with 79 respondents (31%), on whether
organisations should monitor and respond to social media feedback in Benin City. This showed
that 74% of respondents were in favour of active monitoring and response, indicating that
undergraduate students thought two-way communication was crucial for preserving reputation

and trust on social media.

Table 18: Opinion of Audience on Whether Social Media is a Cost-Effective Tool for Public

Relations

Variables Frequency Percentage
Strongly 151 59%

Agree

Agree 88 34%
Disagree 14 5

Strongly 5 2%
Disagree

Total 258 100%

Source: Field Survey, 2026.



The responses from the survey showed that 'strongly agree' received the highest
frequency of 151 respondents, representing 59%, while "agree' was second with 88 respondents,
representing 34%, on whether social media is a cost-effective tool for public relations in Benin
City. This demonstrated that 93% of respondents viewed social media as cost-effective for PR
activities, with very few expressing disagreement. The strong bias toward agreement indicated
that undergraduate students perceived social media as a more affordable alternative to traditional

PR channels like print and broadcast media for organisations in Benin City.

Table 19: Respondents’ Willingness to Recommend Social Media as a Public Relations

Tool in Benin City

Variables Frequency Percentage
Yes 226 88%

No 21 8%
Undecided 11 4%

Total 258 100%

Source: Field Survey, 2026.

The above table showed that 'yes' was recorded with the highest frequency of 226
respondents, representing 88%, regarding respondents’ willingness to recommend social media
as a public relations tool in Benin City. This highlighted near-unanimous support among
undergraduate students for using social media in PR, which indicates they see it as an essential

channel for organisations to build awareness, engage audiences, and manage reputation locally.

4.2 Discussion of Findings



The following contained the discussion of findings of the aforementioned data
presentation and analysis found in the field survey and how they answered the research questions

and fulfilled the objectives of this study:

4.2.1 What social media platforms are most used by organisations in Benin City for public

relations?

The data in table 6 revealed that Facebook and X (formerly Twitter) were the most
popular public relations platforms in Benin City. Facebook had the most respondents (131),
accounting for 51%, while X came in second with 89, representing 34%. The combined 85%
response rate for these two platforms demonstrated a clear majority among undergraduate
students that organisations prioritise them for public relations purposes. This choice reflects
platform penetration and user behaviour in the city, as Facebook provides broad demographic
reach, community groups and visual content formats that enable organisations to target specific
audiences. X (formerly Twitter), on the other hand, is ideal for announcements and quick
information sharing because it offers real-time updates and popular hashtags. The low usage of
Instagram, LinkedIn and other platforms suggests that most Benin City organisations have not

yet fully incorporated them into their PR strategies.

The presentation in table 5 further confirmed platform usage by revealing that 119
respondents or 46%, agreed and 120 respondents or 47%, 'strongly agreed' that Benin City
organisations use social media for public relations. This 93% confirmation showed that social
media use is widespread throughout the city's organisational sectors. The overwhelming
agreement meant students observe consistent PR activity on social platforms, confirming that
organisations have moved beyond traditional media like print and broadcast to digital channels.

The alignment between perceived usage in Table 5 and platform preference in Table 6 suggests



organisations are making deliberate choices about where to allocate PR resources based on
audience presence. Facebook and X (formerly Twitter) emerged as the primary channels because
they offer the largest active user base among undergraduates and the general public in Benin

City.

The dominance of Facebook and X has practical implications for PR practice in Benin
City. Organisations that concentrate their efforts on these platforms are more likely to achieve
visibility, message spread and brand presence due to higher audience concentration. However,
the minimal use of Instagram and LinkedIn also points to untapped opportunities, especially for
visual branding and professional networking. This finding directly answers Research Question 1
by confirming Facebook as the most used platform, followed by X, while pointing out that other
platforms remain secondary in organisational PR strategies. For PR practitioners in Benin City,
the implication is to maintain a strong presence on Facebook and X while gradually exploring

underused platforms to diversify audience engagement.

4.2.2 How do these organisations use social media for communicating with the public?

The presentation of data in table 7 unveiled that organisations in Benin City use social
media mainly for information dissemination and customer service. Information dissemination
about products recorded the highest frequency of 115 respondents, accounting for 45%, with
customer service second at 83 respondents, which is 32%. This 77% put-together response
showed that PR communication is centred on sharing product details, service updates and
organisational announcements. The low rating for engagement and interaction at 14 respondents,
representing 5% and crisis management at 46 respondents, representing 18%, revealed that
interactive and relationship-building functions are still limited. This suggests organisations treat

social media as a broadcast channel rather than a dialogue platform.



The findings in table 12 corroborated this one-way communication pattern by showing
that press release was the primary purpose of organisational social media presence for 126
respondents, representing 49%, followed by engagement for 63 respondents, representing 24%.
The emphasis on press releases indicated that organisations prefer controlled messaging where
they can shape narratives and maintain visibility without engaging in direct conversation. This
approach allows organisations to disseminate official information quickly, but it limits
opportunities for feedback, public opinion management and relationship building. The gap
between information sharing and engagement suggests PR practice in Benin City is still
transactional, focusing on what organisations want to say rather than listening to what publics are

saying.

The data in Table 11 added frequency to the discussion by revealing that 135
respondents, representing 52%, reported organisations use social media daily, with 90
respondents, representing 35%, reporting weekly use. This 87% combined daily and weekly
usage showed that organisations maintain a consistent online presence to stay relevant. However,
the high frequency of posting does not necessarily translate to interactive communication. Since
content is leaning toward announcements and product information, the public receives frequent
updates but has limited avenues for dialogue. This answers the above Research Question 2 by
showing that organisations in Benin City communicate with the public regularly through social
media, but the communication model remains announcement-driven and less participatory,

which indicates room for improvement in two-way engagement strategies.



4.2.3 How effective is social media in enhancing public relations outcomes?

The study discovered a strong perception of effectiveness for overall PR outcomes.
According to Table 8, "strongly agree™ had the highest frequency of 149 respondents, or 58%,
while "agree” had 91 respondents, or 35%, indicating that 93% of respondents agreed that social
media is useful for promoting PR results. This was further supported by Table 14, which showed
that 143 respondents, or 55%, agreed and 87 respondents, or 34%, strongly agreed that social
media has improved PR practices, resulting in an 89% positive perception. This high rating
indicated that students believe social media improves speed, interactivity, and visibility when
compared to traditional public relations methods. The ability to publish content instantly and

reach audiences without media gatekeepers was likely central to this positive assessment.

The effectiveness was also demonstrated by audience reach and cost efficiency. Table 13
shows that 142 respondents (55%) ‘agree' and 99 respondents (38%) 'strongly agree' that social
media helps organisations reach a larger audience. According to 93% of students, social media is
breaking down geographical and demographic barriers that traditional media cannot. Table 18
also showed that 151 respondents, or 59%, strongly agreed, while 88 respondents, or 34%,
agreed that social media is cost-effective for public relations, for a total agreement of 93%. The
perception of cost efficiency is likely due to the fact that social media reduces spending on paid
media while still providing measurable visibility. Table 19 summarised this positive view, with
226 respondents (88%) saying yes to recommending social media as a PR tool, indicating strong

support for continued use.



However, effectiveness was moderate in high-stakes situations such as crisis
management. Table 16 showed 'somewnhat effective' as the highest with 149 respondents,
representing 58%, while 'very effective’ had only 55 respondents, representing 21%. This showed
that organisations in Benin City still struggle to fully manage reputation and public perception
under pressure, even though students think social media is helpful for quick updates and rumour
control during crises. The disparity between general and crisis-specific effectiveness suggests
that PR teams may lack strategies for real-time monitoring, rapid response, and stakeholder
engagement during emergencies. This responds to Research Question 3 by demonstrating that
social media improves PR outcomes in terms of visibility, reach, cost effectiveness, and general
practice; however, its influence on crisis management is still limited, necessitating strategic

improvement for Benin City organisations.

4.2.4 What challenges do organisations face in using social media for public relations?

The study's conclusions showed that Benin City organisations face considerable
difficulties when utilising social media for public relations, with operational issues coming in
first. Table 9 revealed that 106 respondents, or 41%, strongly agreed and 130 respondents, or
50%, agreed that organisations encounter difficulties when using social media for public
relations. There is a near consensus among students that social media PR practice is not without
challenges, as evidenced by the 91% combined agreement. The high degree of agreement
indicated that students frequently see limitations, inconsistencies, or disruptions in the way
businesses handle their social media presence. This finding established the context that, despite
widespread adoption and perceived effectiveness, the actual implementation of social media
public relations is hampered by practical challenges that affect consistency and communication

quality.



The results in table 10 identifies the specific nature of these challenges, with unreliable
infrastructure such as erratic power supply and internet recording the highest frequency of 123
respondents (48%), followed by a lack of expertise at 81 respondents (31%). These two factors
accounted for 79% of all responses, indicating that infrastructure deficits and human resource
gaps are the most significant constraints. Erratic power and internet connectivity have a direct
impact on organisations' ability to maintain daily or weekly posting schedules as reported in
Table 11, respond quickly to public feedback as expected in Table 17, and manage their online
reputation in real time. Lack of expertise implies that many organisations do not have trained
public relations professionals managing social media, which can result in poor content strategy,
low engagement, and ineffective crisis management. Other challenges, such as social media
policies and online harassment, received significantly fewer responses (29 and 18 respectively),

indicating that they are secondary concerns when compared to infrastructure and skill gaps.

The dominance of infrastructure and expertise challenges has direct implications for
public relations practice in Benin City. Since Table 11 shows that 87% of organisations maintain
a daily or weekly presence, power and internet outages cause a mismatch between posting
frequency and actual reliability. Organisations may fail to respond to feedback or disseminate
information at crucial times, undermining reputation management and trust. The skill gap also
explains why Tables 7 and 12 show that communication is skewed toward press releases and
information dissemination rather than interactive engagement, as organisations without
professional social media managers may be unable to handle dialogue, sentiment analysis, and
community management. This answers Research Question 4 by confirming that unreliable
infrastructure and a lack of expertise are the two most significant challenges that organisations

face when using social media for public relations in Benin City. Addressing these challenges



through backup power solutions, reliable internet access, and professional training would be

critical for optimising social media PR outcomes.

CHAPTER FIVE

SUMMARY, CONCLUSION, RECOMMENDATIONS, SUGGESTION FOR FURTHER

STUDIES AND CONTRITION TO KNOWLEDGE
5.1 Summary

This chapter summarises the study, which focused on evaluating social media as a
communication tool for promoting effective public relations among organisations in Benin City.
The objectives of the study were to identify the social media platforms most used by
organisations for PR, ascertain how organisations use social media for communicating with the
public, examine the effectiveness of social media in enhancing PR outcomes and determine the
challenges organisations face in using social media for PR. The researcher adopted a survey
design and 258 copies of questionnaires were administered to undergraduate students of mass
communication in University of Benin. All questionnaires were successfully retrieved and used

for analysis. The major findings derived from respondents’ feedback are outlined below:

1. The findings revealed that Facebook and X are the dominant social media platforms used by
organisations in Benin City for public relations. Respondents showed clear preference for these
two platforms, and there was overwhelming agreement that organisations in Benin City use

social media for PR activities.



2. Many organisations use social media mainly for information dissemination about products and
customer service rather than for interactive engagement or crisis management. A press release
was identified as the primary purpose of organisational social media presence and most

organisations maintain a daily or weekly posting frequency to stay visible online.

3. Respondents perceived social media as generally effective in enhancing public relations
outcomes. There was strong agreement that social media improves PR practices, helps
organisations reach a wider audience, and serves as a cost-effective communication tool.
However, its effectiveness in managing crises was rated as moderate, indicating room for

improvement in emergency communication.

4. The study also found that organisations face significant challenges in using social media for
PR. The majority of respondents agreed that challenges exist, with unreliable infrastructure such
as erratic power supply and internet connectivity, along with lack of professional expertise,

identified as the major constraints limiting effective use.

Finally, this study shows that while social media has been widely embraced by
organisations in Benin City for PR, its use is still shaped by platform concentration,
communication style, perceived outcomes, and operational realities. The adoption is high and
perception is positive, but full optimisation is limited by structural and strategic gaps that need
deliberate attention to move from mere presence to effective engagement and reputation

management.

5.2 Conclusion

The use of social media has become a widely adopted and essential communication tool

for public relations among organisations in Benin City. Facebook and X dominate organisational



public relations practice due to their large audience reach, real-time information sharing, and
widespread public adoption. Organisations use these platforms primarily for one-way
communication, with a focus on product information, customer service, and press releases. The
consistent daily and weekly posting frequency demonstrates a deliberate effort to maintain online

visibility and relevance.

Despite its widespread use, social media's effectiveness in public relations remains
limited in critical areas. Its impact on crisis management is only moderate, despite the fact that it
greatly improves visibility, audience reach, cost effectiveness, and overall PR practice. Major
obstacles that prevent consistent and strategic use include unreliable power supplies, unstable
internet, and a lack of professional expertise. Therefore, organisations in Benin City must go
beyond brand information dissemination to embrace interactive engagement, invest in social
media managers' professional training and address infrastructure issues that impact dependability

and reputation management in order to maximise public relations outcomes.

5.3 Recommendations

The study's conclusions lead to the following suggestions for enhancing social media's

effectiveness as a public relations tool for Benin City organisations:

1. Implement a Strategic Social Media Framework: Organisations should create and execute a
structured social media strategy that is consistent with their public relations goals. This will
ensure that communication efforts are intentional, consistent, and measurable, rather than

haphazard.



2. Prioritise Two-Way Interactive Engagement: Organisations need to start actively interacting
with their publics instead of just disseminating information in one direction. Responding to
comments, addressing concerns, and encouraging dialogue promotes trust, transparency, and

stronger stakeholder relationships.

3. Invest in Professional Capacity Building: Public relations professionals and social media
managers should receive regular training in content creation, digital analytics, crisis
communication, and emerging platform trends. This will increase professionalism and campaign

effectiveness.

4. Make Data-Driven Decisions: Organisations should use social media analytics tools to track
audience engagement, sentiment, and campaign performance. Organisations will be able to
improve overall communication outcomes, optimise timing, and refine messaging due to data-

driven findings.

5. Ensure Ethical and Consistent Communication: In all social media communication,
organisations must uphold ethical standards, accuracy, and transparency. Over time, public trust
will grow and an organisation's reputation will be safeguarded by consistent and reliable

messaging.

5.4 Suggestions for Further Studies

While this study shed light on the use of social media as a public relations communication tool
by Benin City organisations, its scope and methodology were limited. The following subjects

should be the focus of future research in order to expand on these findings:

1. Larger Population and Geographical Scope: Future research should involve PR professionals,

corporate communications managers, and a variety of publics in addition to University of Benin



undergraduate students studying mass communication. A more national perspective on social
media PR practice will also be provided by a comparative study conducted in several Nigerian

cities.

2. Mixed-Methods Approach: Future researchers should use a mixed-methods design that
incorporates content analysis, qualitative interviews and quantitative surveys. This will enable
more thorough investigation of stakeholder perceptions, content development and organisational

strategies beyond self-reported data.

3. Platform-Specific Effectiveness: Additional research should look into the effectiveness of
individual social media platforms like TikTok, Instagram, and LinkedIn for specific PR goals.
This will assist organisations in determining which platform is best suited to specific audiences

and communication objectives.

4. Crisis Communication on Social Media: Future research should concentrate especially on how
organisations use social media during emergencies, given the study's moderate rating of crisis
management effectiveness. Response time, message accuracy, and reputation recovery tactics in

times of crisis should all be investigated.

5. Impact of Artificial Intelligence and Emerging Technologies: Future research should examine
how emerging technologies are influencing social media PR practice and whether they enhance
efficiency and engagement outcomes, given the rise of Al tools, chatbots and automation in

digital communication.
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APPENDIX
(QUESTIONNAIRE)
Department of Mass Communication,
Faculty of Arts,
University of Benin,
Benin City,

Edo State.

Dear Respondent,

An Appeal for the Completion of my Questionnaire

My name is John Chidera Virginia, a final-year student in the Department of Mass
Communication, Faculty of Arts, University of Benin, Benin City, Edo State, Nigeria, with the
Matriculation number ART2201245. | am conducting an academic work on the topic:
Evaluation of Social Media as a communication tool for promoting effective Public Relations
among organisations in Benin City, in partial fulfilment for the award of a Bachelor of Arts

(B.A.) Degree in Mass Communication.

| humbly appeal for your assistance in helping me fill answers to the attached
questionnaire, all information you supply there will be treated with utmost confidentiality. Your
support and cooperation in this academic exercise are greatly appreciated. Thank you for your

time and consideration.

Yours Faithfully,
John Chidera Virginia.

(Researcher).



Section A: Demographic Information

Instruction: Please tick (v) in the appropriate box after each question.

1. Whatisyour gender?a. Male[ ]b.Female[ ]c.Other[ 1.
2. What is your age range? a. 18-20yrs [ ] b. 21-23yrs [ ] c. 24-26yrs [ ]d. 27
and aboveyrs[ ]

3. What is your level in school? a. 200 Level [ ] b. 300 Level [  ]c.400 Level [ ].

Section B: Social Media Usage for Public Relations

4. Do you agree that organisations in Benin City use social media platforms for public
relations? a. Strongly Agree [ ] b. Agree [ ] c. Disagree [ ] d. Strongly
Disagree[ ]

5. Which social media platform is most used by organisations in Benin City for public
relations? a. Facebook [ ] b. Twitter[  ]c.Instagram[  ]d. LinkedIn[ ]e.
Others[ ]

6. What do organisations in Benin City use social media to communicate with the public?
a. For crisis management [ ] b. For customer service [ ] c. For information
dissemination about their products [ ] d. For engagement and interaction [ ].

7. Is social media effective in enhancing public relations outcomes for organisations in
Benin City? a. Strongly Agree [ ] b. Agree [ ] c. Disagree [ ] d. Strongly

Disagree ([ ]



8. Do organisations in Benin City face challenges in using social media for public
relations? a. Strongly Agree [ ] b. Agree [ ] c. Disagree [ ] d. Strongly
Disagree[ ]

9. Which challenges do organisations in Benin City face in using social media for public
relations? a. Unreliable infrastructure like erratic power supply and internet [ ] b.
Lack of expertise [ ] ¢. Social media policies [ ] d. Online harassment [ ]e.
Others[ ]

10. How often do organisations in Benin City use social media for public relations? a. Daily
[ 1b.Weekly[ ]Jc.Monthly[ ]d Rarely[ 1]

11. What is the primary purpose of organisations’ social media presence in Benin City? a.
Press Release [ ] b. Engagement [ ] c. Customer service [ ] d. Other (please
specify) [ ]

12. Do social media platforms help organisations in Benin City to reach a wider audience? a.

Strongly Agree[  ]b. Agree[ ]c.Disagree[ ]d.Strongly Disagree[ ]

Section C: Effectiveness and Recommendations

13. Has social media improved the public relations practices of organisations in Benin City?
a. Strongly Agree[ ] b.Agree[ ]c.Disagree[ ]d. Strongly Disagree [ ].
14. Should organisations in Benin City increase their use of social media for public
relations? a. Strongly Agree [ ] b. Agree [ ] c. Disagree [ ] d. Strongly
Disagree [ ]

15. How effective is social media in crisis management for organisations in Benin City? a.
Very effective [ ] b. Somewhat effective [ ] c. Not very effective [ ] d. Not at

all effective [ ].



16. Do organisations in Benin City monitor and respond to social media feedback? a.
Strongly Agree[ ] b. Agree[ ]c.Disagree[ ]d.Strongly Disagree[ ]

17. Is social media a cost-effective tool for public relations in organisations in Benin City? a.
Strongly Agree[ ] b. Agree[ ]c.Disagree[ ]d.Strongly Disagree[ ]

18. Would you recommend social media as a public relations tool to organisations in Benin

City?a.Yes[ ]b.No[ ]c.Undecided|[ ]



