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ABSTRACT

The emergence and diffusion of the social media have transformed the way public
relations is practiced across the globe. Social media provides more opportunities of
engagement between organizations and the public. Studies establish that social media
has great influence and impact in shaping relationships that exist between
organizations and their strategic publics. However, most of the empirical findings on
social media and relationship building are carried out in advanced nations such as the
US, the UK, and Canada. Still, little is known about the influence of the social media
on public relations practice in developing nations. Moreover, most of the studies
conducted on the relevance and influence of the social media in PR practice in those
developed countries were not guided by a theory. Hence, the utmost need to
investigate the relevance and influence of the social media from developing countries
angle. This study therefore, investigates the social media use among the Nigerian PR
Practitioners. The study utilized Technology Acceptance Model as the theoretical
framework. TAM posits that a potential user of a specific Information System (IS)
may use it because of its perceived usefulness (PU) and perceived ease of use (PEU),
moreover, these two determinants influence his/her behavioural intention (BI) for
actual use. Hence, this study proposes a model which explains how practitioners use
the social media for enhancing mutual relationships by providing two constructs
which explain the actual use of social media among practitioners, namely, perceived
mutual relationships, measured from three dimensions (trust, commitment and
satisfaction) and perceived interactivity, measured from another three dimensions
(active control, two-way communication and synchronization). Data were collected
from 513 PR practitioners through self-administered questionnaire nation-wide.
Structural Equation Modelling (SEM) was employed for testing the study’s
hypotheses. The study’s hypotheses were broadly divided into two: at the first level
were hypotheses that tested TAM as the theoretical guide of this study, and at the
second level, hypotheses that tested our constructs which explained how practitioners
actually use the social media for enhancing mutual relationships with their publics.
From the TAM level, the findings indicate significant relationships between the
variables: PEU to PU (B=.88, p=.000); PU to BI ($=.28, p=.002); PEU to BI (=.48,
p=.000); PU to SM (B=.44, p=.000) and Bl to SM (B=.55, p=.000). The findings of the
hypotheses that tested the use of the social media for enhancing mutual relationships
at the second level, suggest statistically positive and significant relationships between
social media use and enhancing mutual relationships: SM to TR (p=.93, p=.000); SM
to CM (B=.92, p=.000); SM to ST (=91, p=.000); SM to AC (p=.54, p=.000); SM to
TC (B=.87, p=.000); and SM to SY (p=.82, p=.000). The findings prove the proposed
model of this study which explains the relevance and influence of the social media for
enhancing mutual relationships between organizations and the publics. The theoretical
and managerial implications of this study are also presented and discussed.
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CHAPTER ONE

1.1 INTRODUCTION

The emergence of new media, particularly social media, had further boosted the
notion of relationship management perspective in public relations practice. Social
media provides both organizations and key publics to interact and derive meanings
through their conversations for long-term and mutual relationships. Lovejoy, Waters
and Saxton (2013) established that, social media has opened up new possibilities for
organizations to engage their stakeholders by allowing them to send information out
quickly and to receive real-time feedback. Similarly, Vorvoreanu (2006) found that,
organizations may engage in a variety of relationship building strategies and tactics,
but one important site of relationship building and maintenance is the organizational
social media.

Social media facilitates almost free and unlimited interaction between
individuals, groups and organizations. Boyd and Ellison (2011:3) defined social
media as web-based services that allow individuals to (1) construct a public or semi-
public profile within a bounded system, (2) list of connections and those made by
others within the system. The nature and nomenclature of these connections may
vary from one site to site.

University of Kentucky Regulations (2011) also described social media as
media designed to disseminate information through social interaction, created using
highly accessible and scalable publishing techniques online. Examples of social
media include but are not limited to: LinkedIn, Facebook, Twitter, YouTube, Flickr,
iTunes U, Second Life, and MySpace. As more forms of social media emerge, it is

beneficial for the users to understand how to use these tools in relation to their jobs.



The rapid growth of social media, coupled with their increasing relevance in
day-to-day interactions among people, thus makes them inevitable for organizations
to leverage on them for achievement of their goals. While social media impinge on
communication practices of virtually every organization, they are more fundamental
in contemporary communication-centred professions such as public relations. Social
media accentuate not only the practice of public relations, but the way numerous
publics of the field view and interpret the current state of the field. Many studies
have, therefore, been carried out with a view to explain the influence and
implications of social media on public relations practice, particularly on how social
media as a new phenomenon affects relationships management (Eyrich, Padman &
Sweetser, 2008; Alikilic and Atebek 2012; Caers, Feyter, Couck, Stough, Vigna and
Bois 2013).

For example, the studies established that public relations practitioners were
adopting social media in the public relations industry (Eyrich, Padman & Sweetser,
2008). Hence, these studies found that Facebook and Twitter were the most
outsanding social media platforms used in the public relations practice (Wright and
Hinson 2012, Caers, et al. 2013, Lovejoy, waters and Saxton, 2013).

While social media impinge on communication practices of virtually every
organization, they are more fundamental in contemporary communication-centred
professions such as public relations. Social media accentuate not only the practice of
public relations, but the way numerous publics of the field view and interpret the
current state of the field. Many studies have, therefore, been carried out with a view
to explain the influence and implications of social media on public relations practice,
particularly on how social media as a new phenomenon affects organization-public

relationships.



However, significant percentage of these studies were conducted in the
advanced world particularly US and some parts of Europe. Caers et al. (2013)
observed that with millions of users worldwide, research on social should be taken
one step further, expanding research to multiple countries and settings for the
purpose of integrating research findings. Similarly, Waters, Burnett, Lamm, and
Lucas (2009), made the same suggestion that studies on social media influence on
organization-public relationship need to be carried out in countries with different
settings in order to have more bases in describing how this recent phenomenon
affects public relations practice. Moreover, another advocacy was made to
investigate how social media is being used to engage organization stakeholders
(Lovejoy, Waters and Saxton, 2013).

Although there had been a significant number of studies on social media from
the developing countries, it is observed that studies on social media in these nations
had high concentration on issues such as politics and elections (Gomez, 2013,
Muniandy and Muniandy 2013, MacArthur Foundation 2011), youth and
socialization (Wok, Idid and Misman 2013, Dhaha and Igale 2013, Shahnaz and
Wok 2011) and education (Asabere 2012, Nasri and Charfeddine 2012, Kabilan,
Ahmad and Zainol Abidin 2010). It was also observed that exploration of the
relevance and influence of social media particularly from relationship management
and public relations practitioners’ perspective has not been given much attention in
the developing nations (Waters et al. 2009, Lovejay, Waters and Saxton, 2013).

The above explanation made it imperative to investigate the role played by
public relations practitioners from the developing nations on how they are using

social media for enhancing mutual relationships between organizations and their



publics, since maintaining good relationships between them is believed to be a
primary goal of public relations practice.

Using some key relational elements which include trust, commitment to
relationship, satisfaction and interactivity, this study examined the perceptions of
public relations practitioners in Nigeria on the utilization of social media for the
enhancement of mutual relationships within the framework of Technological

Acceptance Model (TAM).

1.1.1. Technology Acceptance Model

The Technology Acceptance Model (TAM) was developed by Davis (1989) as an
adaption of Theory of Reasoned Action (TRA). It was developed specifically to
predict who is most likely to accept new technology in a workplace environment.
The model suggests that when users are presented with a new technology, a number
of factors influence their decision about how and when they will use it. These factors
are what he termed as perceived usefulness and perceived ease of use.

Perceived usefulness was defined as “the degree to which a person believes
that using a particular system would enhance his or her job performance” while
perceived ease of use was defined as “the degree to which a person believes that
using a particular system would be free of mental and physical effort” Davis
(1989:2). In addition Dillon (2001) defined technology acceptance as the
demonstrable willingness within a user group to employ information technology for
the tasks it is designed to support.

Technology Acceptance Model has been a robust model that explained why
an information system is accepted or rejected. Numerous studies utilized TAM to

investigate the relevance of social media in organization-public relationships across



the globe (Shen, Laffey, Lin and Huang, 2006; Mulero 2012; Alarcon-del-Amo,
Romero and Gomez-Borja, 2012). Their studies established the applicability of TAM
in explaining how organizations and practitioners were using social media in the
promotion of cordial relationships with their strategic publics.

This study introduced two new constructs which are termed “perceived
mutual relationships and perceived interactivity” to explain how public relations
practitioners utilize social media for enhancing mutual relationships with their
publics. Perceived mutual relation in the context of this study is defined as “the
degree at which a public relations practitioner believes that utilizing social media in
his/her work place would enhance long-term and mutual relationship between
organizations and key publics”. Perceived interactivity is defined as “the degree at
which practitioner believes that utilizing social media in his/her work place would

enhance interaction between organizations and key publics”.

1.2 STATEMENT OF THE PROBLEM

Studies on public relations practitioners and social media (Eyrich 2008, Avery et al.
2010, Macnamara 2010b, Lee 2013), Facebook and organizations (Waters et al.
2009, Gustafsson 2012, Day Good 2012, Caers et al 2013), social media and public
relations (Alikilic and Atebek 2010, Treem and Leonardi 2012, Nordstrom 2012)
indicated preeminence of the U.S and Europe as the locales. This no doubt leaves a
huge gap in the understanding of social media influence in public relations from a
global prism. Scholars have thus call for the exploration of this phenomenon from
other settings, with differing geographic, psychographic and demographic variations

(Caers et al., 2013; Lovejoy et al., 2013; Waters et al., 2013).



Caers et al (2013) observed that many interesting topics had been addressed
by previous research on social media and that our knowledge was expanding fast.
However, the review of social media research also revealed that our understanding
was still quite fragmented and might lack nuances that characterize different settings,
countries, and demographic variables. This is in consonance with Lovejoy et al.’s
(2013) suggestion that future research needs to be conducted to analyze many
dimensions of Twitter usage. For example, to examine how Twitter is used in
connection with other Internet sites to build organizational communities. These
scholars also suggested comparative research on social media among nonprofit, for-
profit and government sectors with a view to account for variations organization-
publics communication of each sector.

Currently public relations practice in Nigeria is believed to have entered
information technology era, however, Otunbanjo et al. (2009) observed that there are
inadequate studies documenting the influence of social media on the practice in the
country. This assertion was supported by Waters et al. (2009) when they observed
that public relations scholarship had discussed relationship development on
traditional Web sites and blogs, but little research was published on social
networking sites in both United States and elsewhere in the world.

Besides, theory-based research into adoption of social media to public
relations is not only in its infancy but meager. In addition, in-country divergence in
public relations practice as a whole and public relations practitioners in particular has
not received attention of scholars (Wright and Hinson 2013). Being a multi-religious
and multi-ethnic society, Nigeria offers a laboratory for testing how socio-
demographic differences affect public relations practice and public relations

professional (Ya’u 2012).



