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Education sector in India, especially the higher education, includes under-graduate, post-graduate colleges, B-schools
etc, is vast and has high potential for PR practitioners. Public relation is essential for successful functioning of any educational institute.
Public Relations use social media technologies for changing the ways in which educational practitioners reach out and engage their
communities. Social media technologies help to diffuse sociology and information with technology.

Social media technologies are the fastest medium to disseminate information at lightning speed. The information flow is transparent and
free. Emphasis is now being given to content creation and reach and acknowledgement of this content. The process of transfer of
information involves PR practitioners play an important role in elaborating the image of education institutes, not only to people reading,
but also how they share this information for others to participate. According to few researchers it is similar to as many-to-many model
where many broadcast many messages (information / communication) to many.

This media can be suited for socializing and sharing opinions in the form of blog posts or comments or spoken podcasts or videos etc. These
opinions are direct and open which is different from other media options. It also helps like-minded people to form groups, discuss and blend
in their own. These factors have resulted in growth of social media technologies and transformed the way internet is used for PR practitio-
ners. For example most of the Education Institutes have their websites to showcase their strengths and work. This information helps
people in many ways. It is no longer a one-way communication channel and instead, it is driven by the activities of users on website or
associated websites via internet. There are several recently published books that explore how social media technologies are altering the
mode of communication between organizations and external - internal stakeholders. Therefore it is essential for organizations to tap into
this effective use of social media through public relation practitioners.

Effective Public Relations Measures will allow communication between education institutes and people in general for dissemination of
information and knowledge. Social media technologies such as Facebook, Twitter, blogs, wikis, Flickr, and YouTube have more than a
billion users which focus on more than friendly conversation and individual expression. These technologies facilitate remarkably spread
out population in immediate participation alongwith platform for effective collaborations. These one liner or even thoughts, opinions of
people help connecting and changing the institute image.

In order for any higher education institute to grow and to catch up with the ever expanding technological world of social media applica-
tions, it has to improve and focus on its PR practices using social media. Social media platforms/ technologies is the key for any educa-
tional institute to reach the audience through effective display of strength or showcase of strength highlights)g

The proposed study focuses on the various ways in which social media websites are being used as public relations tools by the education
sector and how the development and maintenance of such social media websites is crucial for the success of these institutes. Unfortunately,
there are few academic articles about social media effecting public relations in the educational sector scholarly literature. Hence the
proposed study is aimed at studying the sources of social media being accessed by education sector and its impact on their public relation
practices.

The proposed study would invite the participation of academicians from the higher education institutes across India. The population to be
targeted is the Indian higher academic fraternity. A well tested and structured instrument was prepared to measure the influence of social
media on public relation practices. The questionnaire was prepared by taking various constructs from the previous studies. The question-
naire was tested for its validity. The survey was administered to higher education academicians through the online platform. Descriptive
statistics shall be used to describe the data. Simple statistical techniques are used to study the influence of social media on public relation

practices for education institutes.

Introduction:

According to Newson & Carrel (2001) public relations is an art
and science of analyzing trends, predicting their consequences,
counseling organization leaders, and implementing planned
programmes of action which serve both organizations and the
publicinterest.

Present public relation practitioners are facing difficulties and
challenges as information speed and globalization altering the
pace and landscape of the profession. The present business
environment characterized by globalization requires organiza-
tions to understand the intercultural and international aspects
of public relations while operating in a global market. The
internationalization of public relations is both an opportunity
and a challenge for professionals (Taylor, 2001, p.629).

Over the last decade, and particularly in the last few years, social
media technologies has transformed our thinking about our
relationships, our connections with and affinity to others, and
the influence and persuasive power of online communities on
how one think, organize, and act politically. Since the inception
of the Internet and integration of email technology into one's
personal and work lives, his ways of communicating begun to

change. However, it was not until the creation of social media
interfaces like Facebook, MySpace, Friendster, LinkedIn,
YouTube, Twitter and other similar applications that has seen
such a massive harnessing of the potential of the now-pervasive
online connectivity in everyday lives. Social media technology
links people together in ways that resemble traditional feelings
of connection, belonging, loosely defined memberships,
exchange of feelings and ideas, and the reporting of experiences
and actions. Indeed, Social media technologies have suddenly
lowered the costs of collaborating, sharing, and producing, thus
providing revolutionary new forms of interaction and problem-
solving (Shirky, 2010). One can now create, maintain, and
access both well-defined and amorphously defined
communities online, while also using the social media
technology as a tool for a smooth transition between online and
face-to-face contact via friendships, planned activities, and
other more formal organizational affiliations. Social media
technology has become a growing phenomenon with many and
varied definitions in public and academic use. It generally refers
tomedia used to enable social interaction.

The public relations task of higher education is to reach each
individual citizen and convince him/ her of the significance and
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importance of education to him in terms of his /her own self-
interest and thus persuade him to protect and to pay for
education. The ultimate goal is development of public support
and recognition that education is the responsibility of all the
people and that it may be enabled to discharge its mission in the
preservation and upholding of democratic society. A collective,
coordinated, and sustained program to win and hold public
support is a basic requisite to the solution of most of our
educational problems, where public opinion reigns supreme.
Given adequate public support, education can meet the
challenge of the times today. Public relations efforts be soundly
conceived, be in the best interests of all education, and be
competently directed. (Scott M. Cutlip, 1950)

Statement of the Problem

Due to the increase in use of social media among people around
the world, there has been an increase in its use as tactics for
many public relations practitioners as well. This new form of
communication is growing at such a rapid pace, hence there is a
need to analyze the impact of social media and other new media
sources on the overall public relation in higher educational
institutions. The purpose of this study is to discover how public
relation practitioners in higher education institutions across
India are using social media and also to analyze the impact and
implications this new media have on the public relations
profession; and how public relations professionals value these
new media asa means to communicate with the public.

Literature Review:

As a discipline, PR dates back to the beginning of 20" century
and is strongly linked to the growth of the media (print, TV,
radio, online) when it begins to influence actions, behavior and
policy. (Butterick,2011)

The Chartered Institute of Public Relations (CIPR, 2012),
Public relations is about reputation- the result of what one does,
what one says and what others say about him/her. It is planned
and sustained effort to establish and maintain goodwill and
mutual understanding between an education institution and its
public

Kaplan and Haenlein (2010) defined social media as a group of
internet based applications that build on ideological and
technological foundations of web 2.0 and that allow the creation
and exchange of user generated content. Web-based technolo-
gies that support the social architecture of a community and
enhance the effectiveness and value of personal interactions
continue to emerge. Bruns (2008) projected that ,\World Wide
Web would radically transforming , shifting from an informa-
tion repository to a more social environment where users are
not only passive receivers or active harvesters of information,
but also creators of content. Web-based technologies now
encompass the socializing features of virtual spaces that have
emerged as zones for information sharing, collaboration, and
community formation and extension (Suter, Alexander, &
Kaplan, 2005).

As Hill and White (2000) identified, World Wide Web
becoming a significant communications tool for businesses,
organizations and education institutions. They proposed, Web
sites would be used to keep stakeholders up-to-date, provide
information to the media, gather information about publics, and
strengthen the corporate identity, and a host of other public
relations functions. They found that media, corporations,
institutions, and publics — may be linked by the structural
opportunities that websites provide. They further stated
internet being reasonably low cost source of public relations
should emerge as superior to other tools in the near future.

Social media has a tremendous impact on the practice of public
relations (Wright & Hinson, 2009). Integrating social media
into an organization's overall communication plan is vital to its
success (Parnell and Parmley, 2009). Universities raising their
profiles realized they needed fresh communications leadership,
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with many senior level placements from corporate and media
sections. Academic institutions are becoming more watchful
and strategic in how they manage their communications.
(Parnell and Parmley, 2009).

Public relations in the digital age requires understanding how
your key constituents are gathering and sharing information
and then influencing them at key points (Key, 2005). He noted
that for public relations to flourish in the digital realm
practitioners needed to break out of traditional thinking and
embrace new strategies and approaches (Key, 2005).

Public relations practitioners have realized the importance of
emerging means of communication. A majority of respondents
in a recent study published by the Institute for Public Relations
believe the emergence of blogs and social media have changed
the way their organizations (or their client organizations)
communicate (Wright and Hinson, 2009).

From the above literature review it is evident that, it facilitates
understanding on public relation, social media and the role of
internet in enhancing public relations; whereas no literature has
found about the impact of social and other new media sources
on public relation practices in higher education institutions
which further resulted into framing the objectives of the study
and undertaking the same.

Objectives of the study:
The study was undertaken in order to fulfill following
objectives:

1. To know the various technologies of social media adopted by
higher education institutes.

2. To study the influence of social media technologies in
enhancing public relation practices in higher education
institutes

3. To study the various reasons for using these social media
technologies in enhancing PR practices

4. To find the measures adopted by PR practitioners for
enhancing PR practices in higher education institutes through
social media technologies.

Research Methodology

Population: The study is targeted for the Indian higher
academic fraternity to be used by education institutes in
measuring PR practices through Social Media.

Sample: Participation of academicians from education institutes
across India and the respondents were 300 approximately.

Data Collection: The study includes both primary and
secondary data collection techniques. For Primary data
collection, a well-tested and structured instrument (Question-
naire) was prepared to measure the influence of social media on
public relation practices. The questionnaire was prepared by
taking various constructs from the previous studies. The
questionnaire was tested for its validity and was administered to
higher education academicians through the online platform.

Statistical Techniques: The primary data collected through
questionnaire was fed in SPSS for further processing. Descrip-
tive statistics were used to describe the data Frequency was used
in order to analyse the data which also helped to draw meaning-
fulinterpretations.

Duration of the study: Survey conducted for the period Jan.
2016 —June 2016 (six months).

Secondary data was collected from references mentioned in the
paper (Mostly used for literature review).
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Hypothesis of the Study: Social media |[Between Groups| 6.550 | 3.275 |5.204| .006
This studyhast.hreehypoth.esis o ) ) have made [Within Groups [184.366] .629
Null Hypothesis 01: There is no significant influence of social communicati Total
media_ in .en}.lancing public relation practices in higher on more 190.916
education institutes effective
Null Hypothesis 02: There is no significant influence of the Sum of | Mean F Si
reasons for using social media in enhancing PR practices Squares | Square 18.
Social media [Between
Null'Hypothesis 03: There is no significant ipf_luence_of gocial are more Groups 86.638 | 43.319 33.195 | .000
media on Fhe measures adopted by PR practitioners in higher accurate than | Within 282.358| 1.305
educationinstitutes. the traditional | Groups : .
. . . . . media Total [468.997
Hypothesis Testing (Data Analysis): For Hypothesis testing Social media IBetween
data was fed into SPSS and analysis is done using reports and ocial media Grouns 6.151 | 3.075 20474 000
statistical inferences drawn from SPSS. are more oup ’ :
credible than | Within
- A, . . i traditional | Groups 440121 150
H,,;: There is no significant influence of social media in di ]
enhancing public relation practices in higher education media Total | 50.162
institutes Social media oo 8183 | 4.091
o . . . . offer educationf-rob 26.259 | .000
H,;: There is 31gn1flqant }nf]l}ence of SOC.IQI r.ned.la in enhancing institutes a low| YVithin 45652 | 156
publicrelation practices in higher education institutes cost way to Groups
. o . . develop PR | Total | 53.834
Table1 Social media is used to enhance Public Relations (PR)
Social media |Between
. Frequency Percent are more | Groups 21116 | 10.558 14.331 | .000
Valid Facebook 119 40.2 s
oth = = trusted Within 215.854| 737
Tt terls 596 109680 information | Groups ) )
21 : source Total |236.970
Source: SPSS i i
So.c1al mfedla Between| 188 094
(including | Groups
Interpretation: From the above table it is evident that Facebook blogs) has [ Within 375 688
is the most .faV.()red phoice of social medi:il as compared to other changed the | Groups 73.350 | .250
social media like LinkedIn (f=100), Twitter (f=52) and blogs way your
(f=25). Institute Total | 73.537
Communicates
Table2 Reasons for using PR
Frequency | Percent Sum of | Mean F Si
Valid | Supplements the use of 119 402 Squares| Square g
traditional media : The
Reaching out maximum 176 505 emergence of |Between 2166 | 1.083
people social media | Groups
Any other 1 .3 (including
Total 296 100.0 blogs) has 5.978 .003
Source: SPSS changed the | Within 53.074 | 181
way your Groups
Interpretation: From the above table it is evident that social Ins“(t;llte
media helps in reaching out to the maximum population which Han e?
is the primary objective of PR practices. external Total | 55.240
communication
H,,: There is no significant influence of the reasons for using the emergence
social media in enhancing PR practices of social mediaBetween| 5 /o | 4 g93
(including | Groups
H,,: There is significant influence of the reasons for using social blogs) has
- . . 1.336 264
media in enhancing PR practices changed the
way your Within
Table3 Institute: Groups 399.639| 1.364
Handles
Sum of | Mean F Sig. internal
Squares| Square communication| Total |403.284
Social Media [Between Groups| 8.112 | 4.056 |7.273| .001
enhanced the[ Within Groups |163.398] .558 Interpretation: From the above table, it is evident that social
PR practices Total media (including blogs) has changed the way the Institute
in your 171.510 Communicates (Sig 0.688) and the emergence of social media
Institute (including blogs) has changed the way the Institute handles
Social media |[Between Groups| 3.519 | 1.760 |3.710| .026 internal communication (Sig 0.264).
(includin ithi
Blogs) & | Within Groups |138.967| .474 H,;: There is no significant influence of social media on the
influence the Total measures adopted by PR practitioners in higher education
traditional 142.486 Institutes.
mainstream L . . .
media Ha,: There is significant influence of social media on the
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measures adopted by PR practitioners in higher education
institutes.

Table :4
Sum of | Mean F
Squares | Square
PR practitioners Between 10.984
should measure the | Groups 2.588 2.588
amount of Within
communication that Groups 69.273 236
is being disseminated [ Total
about their institutes
through blogs and 71.861
other social media
PR practitioners Between 34.013
should analyse Groups 19.687 | 19.687
content of what's Within
being communicated | Groups 170.174| .579
about their institutes [~ Toa]
in blogs and other 189.861
social media
PR practitioners Between 2,139 2,139 13.480
should measure Groups
impact social media | Within
on the formation, Groups 46.503 158
change and Total
reinforcement of
attitudes, opinions 48.635
and behaviors

Interpretation: From the above table, it is evident that majority
of the respondents agree that PR practitioners should analyze
the content of what's being communicated about their institutes
inblogs and other social media

Findings & Implications of the Study:

Based on the analysis and the interpretation of the data collected
through empirical study following major findings can be
enumerated:

1. After studying in-depth literature review we observed and
noted the various technologies of social media adopted by
higher education institutes in India. Also the present study
revolves around these social media technologies. Among all the
major Social Media technologies such as Facebook, LinkedIn
Twitter, blogs etc, Facebook is the most preferred choice of
social media as compared to the others. Further it is evident that
social media helps in reaching out to the maximum population
hence HO1 (There is no significant influence of social media in
enhancing public relation practices in higher education) gets
rejected and the alternate hypothesis can be accepted.

2. From the responses gathered it is evident that social media
(including blogs) has changed the way the Institute Communi-
cates and also it has transformed the way the Institute handles
internal communication hence we can reject Hy, There is no
significant influence of the reasons for using social media in
enhancing PR practices) and accept alternate hypothesis.

3. Majority of respondents (as gathered form the frequency)
agree that PR practitioners should analyze the content of what
the education institutes communicate. This also shows that
delivering of information is strength and this should be
measured using effective PR measures. Thus we reject H,,
(There is no significant influence of social media on the measures
adopted by PR practitioners in higher education institutes) and
accept the alternate hypothesis.

Implications for theory and practice

The present research undertaken will provide deeper insight
into the role of PR practices and Social Media in revamping
higher education across India. The research findings will help
educational institutes to frame effective PR practices which will
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strengthen internal and external communication.

Limitations of the Study

The respondents were invited to participate and give their
responses despite that we could not receive response as
expected. So the analysis is based on responses actually
received. The sample was spread across India which proved to
be the major limitation of the study.
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