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Abstract 

Many businesses and organisations around the globe are thriving better through the 

adoption and application of digital tools like websites and other social media platforms 

for effective information management. Whether public relations efforts in university 

communities in Nigeria at large and  Benue state in particular have imbibed this new 

trend to enhance information flow is unknown. This paper therefore assessed the use of 

websites and other social media platforms as digital tools for Public Relations practice in 

managing communication efforts amongst universities in Benue State. Qualitative 

method using content analysis as well as interview of public relations and ICTs officers 

on the use of websites and other social media platforms by their universities were 

employed to find answers to the research problem. Findings reveal the use of websites 

and other social media platforms like Facebook, WhatsApp and twitter by the institutions 

studied. However, it was noted that these universities do not really make effective use of 

the website to frequently update recent news about the institutions. The study also 

discovered that the websites of the institutions are not interactive in the actual sense thus 

recommending among others that the said institutions should facilitate interactivity of 

their websites and the other digital tools to enhance information dissemination and 

search.  

Introduction  

Information management in organisations is the core duty of public relations practitioners. As rightly 

observed by Oliver (2010), public relations specialists need to ensure that they have enough authority and 

influence to ensure that strategic plans and policies are well communicated. What better way to achieve 

this than to go along with digital technology which is advancing communication on a daily basis. With 

the arrival of digitisation and digital accompaniments, communication at all levels has advanced 

immeasurably. Digital technology has advanced the way, manner and speed in which information is 

shared and received. This in turn has changed the scenario for business and organisational 

communication. With digital technology advancement, the job of public relations practitioners in 

facilitating information management have equally been impacted to a great extent. Wilcox, Cameron, 

Ault and Agee (2006 p, 329) stressed on this point that:  

Through the internet’s (which became public consumption after 1990) World Wide Web, 

thousands of companies, organisations, media, and individuals tell the world about 

themselves, sell their wares, and promote their ideas. By posting pages of printed words, 

graphics, photographs, and sounds, these people and organisations communicate with 

millions of “netizens” worldwide.  

Examples here are websites and the other digital tools like Facebook, WhatsApp and twitter etc. 

The website to an extent is first point of contact for most individuals or groups seeking information from 

an organisation online. Websites are equally a platform where organisations position themselves within a 

society or a business world. This then implies the hosting and effective management of such websites for 

proper packaging and selling of such organisations to those seeking its services. Similarly, other social 

media platforms such as twitter, Facebook, WhatsApp, LinkedIn etc. come handy to impact two way 
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communication and immediate feedback between communicators and receivers (Lopes 2014; Ogbe 2013; 

Ojo, 2014). Educational institutions are not exempted from this dire need for digital technology. 

From the forging, many studies have been conducted by scholars in the adoption and application 

of these digital technologies by various organisations both public and private. Fadida, Suyudi, Nuryuliani 

& Hermana (2014) reviewed empirical research on websites quality measurement model based on 

consumers’ perception. Visser and Weideman studied websites usability attributes. Other studies looked 

at corporate websites and their impact (Azzone, et al 2001; Balogun, 2013) and Interactivity in websites 

(Bodomo, 2006; Dholakia, Zhao, Dholakia, & Fortin, 2000). Some other social media platforms studies 

have been done ascertain their impact on organisational and consumer behaviour Haiji, 2012; as well as 

empowerment (Brenner 2012 & Chen, 2015). 

While these research evidences abound, they are mostly conducted outside the shores of Nigeria. 

However, no studies exists (or only a few may be available) addressing digital technologies of websites 

and other social media platforms and how they affect information management in universities in Nigeria. 

To fill this gap, this paper assessed whether university communities have adopted the effective 

application of digital tools with particular reference to social media tools like website and other platforms 

to facilitate effective information management.  

Considering the importance of digitalisation to information management in organisations in a 

global world, the need to contribute to research in this area is paramount. Hence, the paper contributes to 

knowledge in this area by assessing the adoption level and application of specific digital media tools like 

websites and other social media platforms by university communities in Benue State for effective 

information management. 

Objectives of the work 

The paper is guided by the following objectives: 

i. Determine the extent to which universities in Benue State have adopted and are utilising websites 

for effective information management 

ii. To find out the extent to which such universities are using other social media platforms to 

facilitate effective information management. 

iii. To determine the extent to which digital technology tools like websites and other social media 

platforms have improved information management in universities. 

iv. Identify challenges to effective information management in the adoption and use of websites and 

other social media tools by the universities. 

Literature review/theoretical framework 

Digital technology is transforming communication scenario. The likes of websites and other 

social media are especially glaring in the aspect of information management. (Chu, Leung, Hui, and 

Cheung 2007; Dahlen, Murray, and Nordenstam 2004) sees unique feature of websites as interactive. 

Castainedor., Frais, and Rodriguez, (2007); Ainscough and Luckett, (1996) sees the web as an invention 

from the development of the Internet which serves as a means of global sharing of information between 

computer based resources around the world. Therefore, the use of websites can enhance to a great extent 

communication flow between an organisation and its stakeholders. In addition, it can attract potentials 

investors to an organisation. Balogun (2013) named types of websites to include Personal websites, 

Public sector websites, Voluntary organisations websites and corporate websites - Educational 

institutional based websites fall into this last category. 
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Chen and Wells (1999) maintains that the interactive, and multi-activity nature of the WWW as 

allowed by hypermedia, enable organisations and other users of a corporate website to communicate with 

many other stakeholders. This notwithstanding, factors – some of which could be challenges may abound 

in the adoption and effective utilisation of functional websites. Gil-Garcia, (2006) cited in Detlor and 

Hupfer (2010) provides some of these challenges to include:  the number of IT employees available to 

support the website, the budget allocation, specialised training, in-house development and outsourcing 

and marketing strategy. 

An effective website means an opportunity to attract and keep a visitor who may probably 

become a beneficial consumer, customer or stakeholder of an organisation. Similarly, it improves e - 

commerce and enhances the success of organisations. Therefore, an effective website as a matter of 

necessity should contain several characteristics including Interactivity (Teo, Oh, Liu, & Wei 2003; 

Leichty and Esrock 2001), Competitive advantage (Varadarajan, Yadav and Shankar 2008; Badomo, 

2006), Information (Chakraborty, Srivastava, and Warren 2002; Azone, Bianchi, and Noci 2001), Image 

(Design / Structure (Koehn, 2003;  Xi, Zhuang, Huang, She, Zhang (2007) and Relevance (Varadarajan, 

et al., 2008) 

Maswera, Dawson, and Edwards (2008)  in a study to compare tourism organisations of  373 

websites from four African countries – South Africa, Uganda, Kenya and Zimbabwe and 180 from the 

USA find that few of the African organisations are embracing e-commerce and that, although some 

websites were comparable to those of their western counterparts, the majority needed considerable 

improvements. The African websites were found to be generally informative but lacked interactive 

facilities for online transactions. This goes to say that, where websites exist but are not effectively 

utilised, the aim of the communication efforts will be defeated. 

  As digital brainchild, other social media platforms such as Facebook, LinkedIn, WhatsApp, 

twitter etc. are not left out in enhancing public relations information management within and amongst 

organisations and their publics. 

Social media platforms have become the long-desired two-way and immediate feedback tools to 

serve as solution to the elite traditional media of Mass Communication. The effectiveness of this desirable 

digital tech to organisations cannot be overemphasise. McKinsey cited in Martin and Bavel (2013) 

surveyed organizations on how they use "social tools and technologies", including social networking and 

social media technologies and reported steady increased usage of the platforms by business and 

(organisation) since 2008. The report also shows business use of "microblogging" tools like Twitter and 

other popular social media platforms. The rising adoption rates amongst those organizations surveyed, 

shows over 50% of respondents using social networking technologies. 

  Henderson and Bowley (2010) in their critical discourse analysis research to find out the role of 

authenticity in social media use adds credence to this assertion through their discovery that organisations 

“attempt to re‐position its identity to appear “authentic” to potential young stakeholders, and to use social 

media to build a dialogue that would attract new recruits to the industry” (p. 8) 

Martin and Bavel (2013) offer some benefits of using web 2.0 tools like social media to include 

sharing information (communication), removing communication barriers, enabling new kinds of 

conversation, finding expertise, increasing the reach of the organisation, and enhancing existing 

processes.  

Various institutions of learning are not left out. Social media platforms like Facebook, WhatsApp, 

twitter, LinkedIn etc. outside the shores of Nigeria  have become the major avenues for communication 

and interaction between school management and their students, staff, and between students within the 

school (Siddiqui and Singh, 2016). Al-Mukhaini, Al-Qayoudhi, and Al-Badi, (2014) adds that colleges 
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and universities have adopted the social media networks as a measure for online teaching. It is thus a 

matter of concern if some educational institutions in Nigeria, particularly in Benue state, especially 

universities are yet to buy into this concept. It is especially worst if Public Relations practitioners who are 

communication managers of such institution are still lagging behind in acquiring the requisite skills to 

overcome communication challenges for their organisations.  

Theoretical Framework: Technological Determinism Theory  

Technological determinism, a term originally coined by Thorstein Veblen and later 

popularised by Marshall McLuhan in 1964 views that technology decisively shapes how 

individuals think, feel, and act and how societies organise themselves and operate. The theory strongly 

correlates new technologies as the primary cause of major social and historical changes. This implies that 

a sequence of invention and application of communication technology influences the direction and 

pace of social change – and that communication revolutions lead to social revolutions.  

Ainscough and Luckett (1996) further explains that, a society’s technology drives the 

development of its social structure and cultural values. Today, the web permeates the daily lives of 

millions around the globe. The effect is profound and often direct, changing the way we communicate and 

consume on a global scale. A theory of this kind becomes more relevant when the issue hinges on a 

technology that facilitates global communication. The World Wide Web (WWW) and its attendant tools 

like the social media and websites supported by internet connectivity to a large extent determines societal 

developmental strides. This is because information is power, power guarantees knowledge thus 

development. 

From the foregoing, this leaves no doubt to the import of this theory to a research paper that aims 

at assessing the adoption and usage of new communication technologies such as the social media 

including websites for effective information management. It goes without saying that effective 

information management can greatly enhance relationships between university institutions and its teeming 

publics. This consequentially is better determined by the adoption and effective application of the tools of 

websites and other social media which to a large extent drives information communication which is key to 

success of organisations. 

Methodology  

The paper adopted in-depth interview as well as an analysis of websites contents of universities in Benue 

state. This paper acknowledges its limitation in the fact that, content analysis of websites is novel, hence 

the dearth of evidence - based agreeable format, thus the loopholes that might be obvious. However, with 

digital technology offering web based communications, researchers have adopted the use of content 

analysis in web based contents (Neuendorf 2002). The websites were critically examined and analysed by 

explaining the outcome of what was noted from each website. 

  The population for the content analysis comprised of three universities in Benue State – the  

Federal University of Agriculture (FUAM), Makurdi, Benue State University, Makurdi (BSU) and the 

University of Mkar (UMM). The three universities represent federal, state and private institutions in the 

state. The data for the selected websites were collected between 7 and 9th October, 2019. 

The unit of analysis for this study was based on the home page of each university website. All 

websites are expected to have basic features or elements that gives out basic information about the 

institution. These elements represent the categories that were studied. The categories were studied by 

ascertaining if they were present in the websites and with adequate information as desired. These 

categories include:  
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- Page Header: The website is analysed to ascertain if it had certain features such as Institution’s 

page header, logo and Branding information. 

- Primary Text: Whether the website has institutions text not more than 200 words, describing 

everything the institution stands for. 

- Navigation: A website is expected to contain this element which should be readily available for 

visitors to use without having to scroll down the page just to access it. 

- Graphics: This include use of attractive images like colourful pictures including other attractive 

images as well as application of effective white space to complement the texts. 

- Contact Options: Whether the site has effective contact information like online representative, 

phone numbers or email address to enable visitors get clarification or more information where 

such is not available on the site. This feature emphasise the interactive nature of websites thus 

very important. 

- Footer: This is an element at the foot of the page that provides basic information such as 

copyright claims and can also contain a list of links to different parts of the website such as the 

"About" and "Contact" pages and other important pages. 

All these elements together communicate information to visitors, hence they were analysed to establish if 

the studied universities have them, and not just having them but also utilising them as they should. 

Instructions for coders was carefully prepared to enable them assimilate the process easily and carry out 

the task. By using the codebook, two trained coders evaluated the sampled websites. 

 

Interview  

Based on information obtained from the websites which showed that the ICT units of the schools hosted 

the websites of their institutions, the researchers considered it relevant to interview one ICT staff from 

each university as well as the public relations officers of the identified institutions – one each. These 

totalled up to six respondents that were interviewed. Four of the interviews took place via telephone, 

while the ones from Benue State University were engaged in a face-to-face interview on the 13th and 15th 

October, 2019. 

 

FINDINGS  

Content Analysis of Websites 

To determine the extent to which universities in Benue state have adopted and are utilising websites for 

effective information management, findings show that all the universities have adopted the use of 

websites to position themselves on the digital ladder of information management. With regards to the 

homepage of the university websites, it was discovered that the institutions have made concerted efforts to 

pass information to potential investors or visitors. For instance, from the ‘Page Header’ as the first 

element studied, analysis revealed that the universities have projected themselves by clearly identifying 

the institutions in three sub categories of  university information including institution’s name, logo and 

branding information. The exception here was the University of Mkar whose website had provision for 

name and logo but not for branding information. 

For the primary text which is expected to give a summary on the home page of what each 

university stands for, only university of Mkar was found to have this feature on its home page. The rest of 

the universities had a link taking a visitor to another page represented by titles like “who we are” or 

“about us”. For update of information on websites, findings reveal lack of regular updates for all three 

universities as at October 2019 when the websites were analysed. While Benue State University is 

considered worst in this situation as news information seen on the home page shows no evidence of the 

date such news items were posted, it however offered skeletal posting of information which may not be a 

true reflection of events that have taken place recently within and outside the school. For the University of 
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Agriculture, last update of information on the website showed May 2019 while the University of Mkar 

registered August 2019 as the last date information was posted. None of the websites showed a daily or 

even weekly updates of information on the sites. 

In the aspects of site navigation, the three universities showed an appreciable level of guiding 

visitors to other relevant pages to enhance information search.In terms of graphics, the total number of 

images or pictures on the websites showed seven for BSU, two  for FUAM and 14 for the UMM. For 

FUAM, it takes a click to be directed to the next image. Furthermore, the multimedia element showed 

moving objects for BSU and UMM and none for FUAM. None of the universities showed evidence of 

audio/video or live streaming features to enhance attraction and effective information communication on 

the websites. 

Also notable from the findings is the fact that all three universities utilise phone numbers and 

emails as means of contact for further information by visitors. However, the area of interaction with an 

online representative is yet to be adopted by any of the universities. Similarly, the universities sites had 

links to important information as the footer note. This is in addition to links to other social media 

platforms for twitter, Facebook and LinkedIn for FUAM and UMM, while BSU had links to only 

Facebook. 

 

The Interview Section  

In the second research objective which aimed to establish the extent to which such universities are using 

social media platforms to facilitate effective information management, interview with public relations 

officers of the universities as well as evidence from websites showed the establishment of twitter, 

Facebook and LinkedIn for FUAM and UMM while Benue State university has a link to Facebook page. 

The information officer of BSU affirmed that the school operates a Facebook page named “BSU news” 

where students interact with the school management on matters of importance to both students and 

management. This was corroborated by FUAM and UMM public relations officers. These social media 

tools according to the officers facilitate the easy and quick means of communicating issues especially 

those with emergency tone from management to students on the one hand and vice versa. Similarly, the 

officers confirms other platforms like twitter which is directed at communicating information to members 

of the public especially those with invested interest in the university. 

To treat the third objective which aimed to establish the extent to which digital technology tools 

of websites and social media have improved information management in universities, The information 

officers for BSU and FUAM informed that the ICT units of their respective schools are assigned the 

responsibility of hosting the websites as well as updating information. However, the information or public 

relations units of the schools manages information flow on the social media platforms of their 

universities. The study noted that, while UMM have links on the website establishing account with 

Facebook, twitter and LinkedIn, only Facebook is used as a form of communication in the school 

The Public Relations practitioners of the institutions however aver that, the use of social media 

platforms are so relevant that it takes less than five minutes to communicate management decisions to 

students and staff – unlike when they had to take much longer time to convey same information using 

traditional media of radio and television. In addition, they agreed that notices to concerned members - 

between management to staff such as meetings are convened and information passed within the shortest 

period possible.  

Asked why as managers of information in their respective institutions they are not in charge of 

updating the websites of their schools, responses of the officers were deduced to mean a matter of job 
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schedule. That the job description of the ICTs staff indicates that websites be hosted and managed by 

them. The views of the public relations persons were equally affirmed by the ICTs officers interviewed. 

The information officer for Mkar however noted that, “it is the function of the information units to update 

information on their websites but, due to lack of human resources, this function is left to the ICT unit”. 

To identify challenges to effective Public Relations practice in the adoption and use of websites 

and social media by universities which represented the fourth objective of the study, both the ICTs and 

information officers attributes some of the inadequacies in manging the websites and social media 

platforms effectively to inadequate time, human and financial resources.  

The ICTs personnel for instance aver that, mostly, they are fully engaged in tackling other issues 

relating to students registration as well as examination result matters, aptitude test, generation of pin and 

registration numbers for students etc. these they said requires a great deal of their time and coupled with 

the shortage of manpower, it becomes difficult to regularly and effectively update information on the 

websites as it should be. Furthermore, the officers complained of lack of finances which hinders the 

follow up of events, coverage and subsequent uploading to the sites. 

For the public relations officers, some were of the view that administrative bureaucracies 

sometimes hinders the effective communication of information on social media. This according to them 

especially happens when management insists on what is to be published on the sites. They also view this 

bureaucracy as the reason why some policies are made that do not favour information managers like 

public relations practitioners (reference to management of websites by ICTs staff rather than Public 

Relations officer.) 

Discussions  

The study using content analysis of websites homepage and interview of Public Relations officers and 

ICTs staff aimed to establish how digital technology is impacting information management in 

universities. The findings revealed the fact that tertiary institutions in Benue state recognise the 

importance of advancing with digital technology to facilitate the effective management of information. As 

rightly observed by Castainedor, et al., (2007) and Berthon, Pitt, Berthon, Crowther, Bruwer, Lyall,  and 

Money (1997) who viewed websites as an invention that enhances global information management, it is 

noteworthy to establish that the universities in Benue state have also bought into the essence and need for 

websites as a way of enhancing information communication.  That notwithstanding, the difference lies 

between having a website and ensuring that it is judiciously used to portray its meaning and essence. This 

entails that, having a website without the relevant activities that will facilitate information management 

amounts to waste of effort. This is in line with the discovery that some of the websites lack the ideal 

interactive features as well as attractive images that will attract and keep visitors. This assertion is also 

consistent with Chen and Wells (1999) who agreed that the interactive, and multi-activity nature of the 

WWW as allowed by websites, allow organisations to communicate with many other stakeholders. This 

finding is also similar with Maswera, Dawson, and Edwards (2008) who discovered in their study that 

African websites are generally informative but not interactive. Needless to emphasise that the interactive 

and attractive nature or design of a website goes a long way to improving the image of an organisation.  

But as no concept runs smoothly without its challenges, so it is noticeable in this study. The 

various universities encounter challenges that hinders its smooth information processing and 

communication. While for instance Gil-Garcia, (2006) findings as cited in Detlor and Hupfer (2010), 

revealed some of the challenges discovered in their website study to include:  lack of IT employees 

available to support the website, the budget allocation, specialised training, in-house development and 

outsourcing and marketing strategy, this study identified the challenges to include financial constraint, 

inadequate time and human resource etc. as some of the challenges that hinders effective operation of the 

studied digital tools.  
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While the interviewed personnel were not quick to point out lack of skills as a challenge in 

facilitating information management in the universities, the researcher believes further study or probing 

will yield such findings. For instance a highly skilled Public Relations practitioner will understand the 

need to advice the management to make polices that will allow communication experts to manage 

websites once hosted by the ICT staff. Failure to achieve this will resort to the assumption that the Public 

Relations practitioners is inefficient. Furthermore, effective information management is key for the 

success of any organisation. This requires adequate skills in digital tools like website management and 

social media interaction which have become the order of the day and are still advancing to more 

sophisticated features by the day. This means the feature of interactivity as suggested by Teo, et al., 

(2003); Leichty and Esrock (2001) should be the core of any website (and other social media platforms). 

Effective information management on these digital tools like social media can in a great way 

curtail negativity in tertiary schools such as students’ unrest and general insecurity on the campuses. 

There is therefore the need for improvement in the use of digital technologies amongst universities in 

Benue state and by implication, Nigeria in general, because free and effective communication is key for 

enhanced cordial relationships between established publics and potential ones. 

Conclusion 

The study of the only three universities in Benue state shows that digital tools of websites and other social 

media platforms have been adopted by universities to promote their public relations activities and enhance 

information communication. Despite the efforts made by these universities in facilitating information 

flow using digital accompaniments like some of the social media platforms like Facebook, twitter, 

WhatsApp etc., there is still much to be desired. The management of these digital tools especially the 

website is misappropriated hence it is not yielding the desired or expected result. The aim of a website 

should be a way of communicating activities of the institution to a public in need of such information. As 

such, information should be regular and effectively updated. This of course can only be achieved if 

communication experts with the needed skills are in charge. In addition, it means management of such 

universities must tackle the challenges of human and financial resources as well as undue management 

bureaucracy to allow the relevant experts manage the digital tools for increased output.  

Recommendations 

Based on the findings of the study, the paper recommends the following: 

i. That management of universities should make policies that will handover information 

management of the websites to public relations units of their schools. The Justification for this 

recommendation lies in the fact that as communication experts trained in the act of effective 

communication, the unit would be in a better position to add taste to the website thus improving 

information management. 

ii. More Public relations officers should be employed or an employee in this unit be assigned 

specific duty, whose major role in the institution should be the management of the digital tools of 

social media including websites for effective information management in the university. This will 

allow for frequent update of information on the digital tools for better result. 

iii. The websites of universities should be updated to include interactive features like online 

representative who should always be there to give immediate answers to visitors’ queries. In 

addition, multimedia features such as audio/video and more attractive images should constitute 

features of the websites as this adds aesthetics thus interest and improved image. 
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