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INTRODUCTION 
rganizational corporate image is a key determinant of 

organizational success and sustainability. Many 

surviving and progressive organizations and 

institutions across the globe pay attention to issues of 

corporate image and related image making factors wherein 

public relations (PR) programmes are fundamental. By this 

process, such organizational management that understands 

the fundamental importance of PR in corporate image 

formation among its stakeholders continues to hold-on to their 

market place potentials, viability and sustainability. In contrast, 

organizational management that fail to understand the 

importance of PR easily lose-out and probably go into 

extinction as experienced today by many businesses and 

institutions especially those in developing countries such as 

Nigeria. Today, the Nigerian Polytechnics corporate image 

appears questionable as many existing polytechnics in the 

country are rushing to be converted to a university education 

system. Thus, the sustainability of the polytechnic education 

system in Nigeria would largely depend on its corporate image 

revival and promotion via PR programmes. 
Corporate image can be seen as the cognition or intuition that 

comes into the mind of an organization’s stakeholder 

whenever such organization’s name is mentioned. It is the 
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intuitive bond or mental representation of an organizational reputation in the mind of the 

consumers of its products or services. A company or an institutional corporate image is 

usually formed by its stakeholders or customers through information or perceptions 

previously held by them about the company.  It connotes consumers’ inferences or belief 

about an organization’s brands of products, services, mode of operations, value and 

prestige (Widyastuti, Sudarmin, Bayu, & Saputra, 2020).Corporate image formation 

among stakeholders revolves around four major elements of an organization viz-a-vis 

personality (the overall characteristics of an organization in relation to its target public or 

audience); reputation (based on stakeholders’ experiences of the organizational 

operations); value (corporate culture); and corporate identity. These are common 

organizational corporate image components which largely facilitate the introduction of 

any organizational symbols in form of logo, colors and slogan. Indeed, the nature of an 

organizational corporate image formed among stakeholders goes a long way to 

determine its customer loyalty and trust. Effective public relations practices play vital 

roles in gaining organizational customers’ loyalty and trust. 

Public relations, commonly referred to as PR practice was defined as “a deliberate, 

planned and sustained effort to establish and maintain mutual understanding between an 

organization and its publics” (CIPR, 2015). A critical look at the above definition shows 

clearly that PR is not, and can never be a fire brigade activity in organizations. It suggests 

that PR activities must be consciously determined, premeditated and continuous towards 

attaining organizational set goals and objectives. Jefkins (2016) noted that public relations 

transform these institutions to universities. Consequently, the study examined the 

association between the use of public relations by some polytechnic in Western 

Nigeria and their students’ perception of corporate image.  The study adopted survey 

research design. The population for the study was 46,712 students in six polytechnics 

with a sample size of 397 students at National Diploma (ND) and Higher National 

Diploma (HND) programs in 2019/2020 academic session. Findings show that there is 

positive correlation between public relations and corporate image of polytechnics at 

r= 0.691 and p= 0.00< 0.05. The result show that students show negative attitude 

towards the manner at which management handles PR issues. Study concludes that 

the extent of management deployments of PR determines the extent of its influence 

on the corporate image of the polytechnics. Thus the more PR functions deployed the 

more positive impacts on the image. The study recommends more of interpersonal 

relationship by the management with the students in the polytechnic. 

 

Keywords: Management Deployment, Public Relations, Corporate Image, Perception, 

Southwest Polytechnics. 
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entails all kinds of predetermined organizational communicative activities - inwardly and 

outwardly - that exists within and outside an institution and its public members towards 

achieving organizational goals under mutual understandings”. It is therefore expected 

that organizations wishing to succeed and remain viable must take issues of public 

relations with utmost seriousness. Indeed, tertiary institutions such as the polytechnics 

especially those in developing countries such as Nigeria with questionable corporate 

image in the sight of its stakeholders are expected to be at the forefront of utilizing PR 

mechanisms to salvage its dwindling corporate existence.  

The circumstances surrounding the polytechnic education system reported in existing 

literature as reflected above may not be unconnected to its corporate image issues which 

cannot be separated from public relations problems among others. Thus, this study 

examined management deployment of public relations programmes and student’s 

perception of corporate image of selected polytechnics in Southwest Nigeria. 

 

Statement of the Problem 

Organizations that understand the fundamental roles and benefits of PR across the globe 

are not only succeeding but increasingly gaining competitive advantages through radical 

deployment of PR programmes considering its indispensable roles. In spite of the benefits 

of polytechnic’s education in personal and nation building via its practical orientations, 

there are indications that over 90 percent of secondary school leavers today in search of 

admission to higher education opportunities in Nigeria hardly consider or choose the 

polytechnic system as preferred institution of higher learning even with its practical 

oriented background required in securing enviable employment opportunities after 

graduation compared to other higher institutions of learning. This negative attitude of 

students could be associated with corporate image problems of polytechnics in recent 

times and worrisome. Thus, the study investigates management deployment of public 

relations programmes and student’s perception of corporate image of selected 

polytechnics in Southwest Nigeria. 

 

Research Questions 

i. To what extent do students value the corporate image of polytechnics in 

Southwest Nigeria?  

ii. To what extent does public relations practices’ deployment influence students’ 

perception of the corporate image of the selected polytechnics in Southwest 

Nigeria? 

iii. What are the challenges confronting public relations in the formation of corporate 

image of polytechnics in Southwest Nigeria? 
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Research Hypothesis 

Ho1: Public relations does not have significant influence on the formation of corporate 

    image of polytechnics among students in Southwest Nigeria. 

 

Literature Review 

The viability and sustainability of organizations and institutions is increasingly depending 

on their corporate image promotional efforts. Public relations is concerned with 

projecting and portraying images in a vicarious capacity by allowing people to have insight 

into an organization’s behavior through the activities and experience of its public 

relations officer articulated in the spheres of communications, liaison and sensitivities of 

corporate presentation (Public Relations Association, 2012). The association noted that 

PR functions help organizations to tactically examine or evaluate public opinions about 

their products and services (the organizations business elements) with the view of 

correlating as much as possible policies and procedures necessary for customers’ or 

stakeholders expansion and retention. The study of Ehikwe (2005) emphasized that the 

corporate image of an organization forms a strong marketing communication and 

enhances public’ patronage. The outcome of his study also showed that PR could 

encourage high productivity, improve sales of products, fight competitive challenges, 

encourage relations with customers and financial institutions, regulate relationships and 

minimize crises in organization, increase public confidence that could encourage quality 

in staff recruitment. Thus, image making is regarded as one of the most prominent tasks 

of PR in organizations.  

In the early days of public relations adoption by corporate organizations, it was found to 

be one of the most influential factors in good corporate image formation, which 

according to Kotler (2001), it is the main channels to persuade somebody to speak good 

about an organization. The importance of corporate image to organizations is premised 

on the expression of Kotler (2001) that “just as there can be no industry, firm or company 

without some forms or kinds of image, good, bad or indifferent, so there are no successful 

industries or firms companies without a good image”. Chukwu (2004) shed some lights 

on the importance of corporate image. According to Chukwu, “corporate image helps to 

create confidence in any product that bears a company's name (identity); and that it 

further helps to assure the acceptance of organizational new products in advance”. At 

this period of human and organizational history, it was found by Yang (2007), that public 

relations outcomes are positively associated with satisfactory reputations of 

organizations in a significant manner. It therefore means that the perception of Nigerian 

polytechnics by the public could be boosted if the positive events and achievements of 

the polytechnics are relayed to the public periodically. 

Many other studies exist in the field of corporate image formation or corporate image 

building. One most prominent study in this direction and in recent time is that of Feng & 
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Wu (2016) who examined “the influence of PR via social media platform use on corporate 

image identities across differential ownership in China”. To this end, “two Chinese banks, 

the Bank of China (BOC) as representing the state-owned bank and the China Merchants 

Bank (CMB) as representing the joint-equity bank” were selected for their study as they 

were regarded as epitomes of the enormous corporations of diversified business owner-

ships currently engaging on social media corporate affairs analysis. Roper & Fill (2012), 

posited that “an organizational image is a reflection of how it is regarded by its multiple 

stakeholders”. This suggested that an organization’s image position or circumstance goes 

a long way in obtaining public trust, credibility and assists in achieving its set objectives. 

There is no doubt that public relations is considered by any well- meaning organization as 

a powerful tool for coordinating human and business image making / building. A good 

understanding of the meaning, vision and mission of public relations programmes have 

been found to be a veritable instrument for managing corporate image by several studies 

in the past. To corroborate this view, Jefkins (2016) argues that PR is a strong/powerful 

communication tool for the enhancement of organizational corporate image. Existing 

literature has equally expressed that if PR use for organizational corporate image is to 

work successfully, it must be credible; and that unless our messages are believed, they 

will fail to achieve their primary objective. Corporate image planning is therefore a 

specialist area of activity which requires the skills of the public relations experts who have 

been trained in the art or science of organizational trends analysis, prediction of the 

consequences or implications; as well as in the pattern of organizational management 

(leadership) counseling on possible ways of implementing planned programmes of action 

in organizations to achieve the interest and aspirations of both the organization and its 

publics. 

Public relations (PR) roles in developing and building good corporate image and winning 
customer and public interest, satisfaction, retention, trust, mutuality of control, 
commitment and value in organizational activities is enormous. Apart from the recently 
reported studies of PR functions and impacts on organizational viability above, it was 
reported that as far back as 1897, that the University of Michigan engaged in winning 
public favour in a systematic way by establishing a publicity office to cater for the image 
of the university in the minds of its publics through the use of PR programmes. Other 
higher educational institutions like Chicago, Columbia, Harvard, Ivy League, Michigan, 
Pennsylvania and Wisconsin among others followed suit and achieved significant success 
through PR functions, activities and tools (Cutlip & Center, 2005); noting that three 
avenues found to be used in this regard: personal contact, controlled media and public 
media among others. 
 

Methodology 

The survey research design was adopted with the aid of validated questionnaire 

administered on 397 students in selected polytechnics in Southwest Nigeria. The students 
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were selected from the study total population of 46,712 students at the ND and HND 

programmes in the 2019/2020 academic session through a multistage sampling 

techniques and Yamani (1984) determination of sample size formula. Complete data 

eventually gathered from 328 students out of 397 copies administered to the students 

representing 82.62% response rate was analyzed in the study via descriptive and 

inferential statistics such as mean, standard deviation, Pearson’s Product Moment 

Correlation, and Multiple Regression via SPSS to arrive on the study major findings 

reported below. 

 

Research Results 

Analysis of Research Question One: 

The analysis of research question one was carried out to reflect the value attributed to 

polytechnics’ corporate image among students in Southwest Nigeria as follows in Table 1. 

 

Table 1: Descriptive Analysis of Polytechnic Corporate Image Value among Students 

Scale 

Statement on Polytechnic 

Corporate Image 

 
VLV LV HV VHV Mean Total Decision 

1. To what extent would you 

attribute value to 

polytechnic reputation in 

Nigeria? 

F 164 63 27 74 2.12 328 Rejected 

% 50.0 19.2 8.2 22.6 100  

2. How would you rate the 

value of Polytechnic 

education in Nigeria? 

F 94 153 66 15 2.22 328 Rejected 

% 28.7 46.6 20.1 4.6 100  

3. How would you value the 

Polytechnic education on its 

corporate reputation? 

F 41 56 159 72 2.80 328 Accepted 

% 12.5 17.1 48.5 22.0 100  

4. How would you value the 

contribution of your 

polytechnic to the 

development of the 

country? 

F 18 90 123 97 2.91 328 Accepted 

% 5.5 27.4 37.5 29.6 100  

5. I will love to come back 

for my HND after my ND 

programme because of its 

value. 

F 135 116 44 33 2.18 328 Rejected 

% 41.2 35.4 13.4 10.1 100  

F 68 108 84 68 2.14 328 Rejected 
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6. I will recommend 

polytechnic education to 

prospective candidates 

seeking admission into 

tertiary institutions because 

of its value 

% 20.7 32.9 25.6 20.7 100  

7. I could easily become 

attached to the value of 

polytechnic education 

forever as I am to this 

polytechnic. 

F 108 106 43 71 2.03 328 Rejected 

% 32.9 32.3 13.1 21.6 100  

Overall Mean / Cluster Mean (2.343)   

Source: Field Survey, 2022. 

 

Table 1 shows the descriptive analysis of polytechnics’ corporate image value among 

students. The data indicates that the mean ratings of items 1, 2, 5, 6, and 7 were not 

acceptable based on the cut-off point of 2.50 since the analysis was based on four Likert 

scaling format, while only items 3 and 4 were acceptable. With the cluster or overall mean 

of 2.343, most rated items were rejected (not acceptable). It can therefore be concluded 

that Polytechnic Corporate Image value is low among the study respondents (students). 

This generally implies that students rating of polytechnics’ corporate image is low and 

therefore not encouraging. Specifically, table 1 item number one shows that respondents’ 

attribution of value to polytechnic education reputation or corporate image in Nigeria is 

below average i.e. when considering the mean ratings of 2.12 based on the cut-off point 

of 2.50. This scenario is applicable to many other items in table 1. This could be due to the 

issues of existing dichotomy between the B.Sc. and HND certifications in the Nigerian 

society and workplace in relation to remunerations and related issues especially when it 

comes to furthering of career choice in the country wherein an HND holder is expected 

either go through a B.Sc. programme for some years or a PG programme before 

approaching a Master Degree Programme among others. This scenario has led to 

frequent agitations for the conversion of polytechnic education to universities across the 

country in recent past. Similarly, item 2 on table 1 shows a negative value to the question 

that tries to know how respondents would rate the value of Polytechnic education in 

Nigeria with the mean rating of 2.22 based on cut-off point of 2.50. The scenario is also the 

same on item 5 in table 1 which seeks to know if respondents would love to come back 

for his/her HND after an ND programme because of its value with 2.18 mean rating. Also 

on item 6 in table 1 shows a negative response of 2.14 mean rating based on the cut-off 

point of 2.50 in a question that sought to know if students would recommend polytechnic 
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education to prospective candidates seeking admission into tertiary institutions in Nigeria 

among others with the exemption of items 3 and 4 only in table 1. This finding is 

collaboration with the expression of Kotler (2001) that organizational corporate image 

could be either good or bad. He noted that “just as there can be no industry, firm or 

company without some forms or kinds of image, good or bad; rich or poor, high or low. 

Thus, there are no successful industries, organizations or firms without a good image” 

(i.e. either highly recognized and valued corporate image or poorly valued among its 

publics. This scenario according to Chukwu (2002), corporate image was found to help 

create confidence in any product that bears a company's name or identity; and further 

helps to assure the acceptance of organizational new products in advance of their arrival 

in the market place. This could be one of the reasons why it was postulated that 

organizational corporate image has the capacity to open minds as well as doors to 

organizational growth and development. To Kotler (2001), corporate image gives an 

organization a competitive edge in attracting large numbers of good clients; and as well 

facilitates the attraction of capital assets to such organization in favourable terms such as 

helping organization to gain access to dependable sources of organizational raw 

materials supply or inputs, as well as securing efficient and profitable distribution 

channels. In essence, the low level or poor assessment of the polytechnic education 

corporate image among students in table 1 are also assigns of poor funding incidences 

often witnessed in the polytechnic education system of the country as reported in most 

existing literature. 

 

Analysis of Research Question Two: 

Analysis of research question two is carried out in table 2. This was done to ascertain the 

extent at which PR practices influence students perception of polytechnics’ corporate 

image in Southwest Nigeria. 

 

Table 2: Descriptive Analysis of Public Relations use of media in Polytechnics 

Statement on Public 

Relations in 

Polytechnics 

 
 VLE  LE HE VHE Mean Total Decision 

1. To what extent would 

you rate the use of 

news bulletin in 

promoting polytechnic 

education? 

F  52  90 144 42 2.54 328 Accepted 

%  15.9  27.4 43.9 12.8  100  

F  62  113 111 42 2.41 328 Rejected 
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2. How would you rate 

the use of flyers in your 

polytechnic towards 

the promotion of its 

corporate identity? 

%  18.9  34.5 33.8 12.8  100  

3. To what extent does 

your polytechnic 

management projects 

its achievements to 

members of its public 

through the use of 

television programmes. 

F  59  93 106 70 2.57 328 Accepted 

%  18.0  28.4 32.3 21.3  100  

4. To what extent does 

your polytechnic uses 

live radio programmes 

in promoting its 

corporate identity. 

F  68  95 117 48 2.44 328 Rejected 

%  20.7  29.0 35.7 14.6  100  

5. To what extent does 

your polytechnic use 

billboards as a medium 

of public 

communication? 

F  101  69 104 54 2.34 328 Rejected 

%  30.8  21.0 31.7 16.5  100  

6. To what extent does 

your polytechnic use 

meetings as a medium 

of public 

communication to 

enhance its corporate 

reputation? 

F  98  88 84 58 2.31 328 Rejected 

%  29.9  26.8 25.6 17.7  100  

7. To what extent does 
your polytechnic use in-
house magazines to 
boost polytechnic 
identity? 

F  53  129 98 48 2.43 328 Rejected 

%  16.2  39.3 29.9 14.6  100  

  Overall Mean / Cluster Mean (2.430)   

Source: Field Survey, 2022. 
 
Table 2 shows the descriptive analysis of public relations practice in the Polytechnics 

under study. The data indicates that the mean ratings of items 2, 4, 5, 6, and 7 are not 
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acceptable based on the cut-off point of 2.50 since it was a four Likert scaling type. With 

the cluster mean of 2.430, most rated items were not acceptable. It can therefore be 

concluded that the extent of Public Relations practice in Polytechnics is relatively low 

from the overall point of view on table 2 with the cluster mean of 2.430. In specific terms, 

item 2 in table 2 which seeks to know how students rate the use of flyers in their 

polytechnic towards the promotion of its corporate identity is low (at 2.41 mean value). 

This circumstance is also applicable to items 4, 5, 6 and 7 on table 2 respectively with 2.44, 

2.34, 2.3 1 and 2.43 Mean values.  The only exemptions are the use of bulletins and 

television programmes with the respective mean value of 2.54 and 2.57.This generally 

implies that public relations practices has not influenced students’ perception of the 

polytechnic education in southwest Nigeria resulting from its relatively low deployment 

by its management. It further depicts that polytechnics management in the country have 

failed to considerably deploy public relations practices in the region under study capable 

of influencing students’ perception of polytechnic corporate image or reputation 

positively.  This line of finding is in agreement with that of Hutton (1999) study on 

Reputation Management: The New Face of Corporate Public Relations. His study 

disclosed among others that while the study did not find a strong correlation between 

reputation and overall spending on corporate communication activities, it did find some 

interesting correlations between reputation and specific categories of spending on PR 

practices and corporate image formation in organizations. This result could be a reflection 

of poor funding of polytechnic education by the Nigerian government couple with miss 

management of the available funds by the management of various polytechnic under the 

study. 

 

Analysis of Research Question Three: 

Analysis of research question three is presented in table 3. This was done to ascertain the 

perception of students on the factors confronting polytechnic management in the use of 

PR mechanisms towards the formation and promotion of polytechnic corporate image 

(CI) in polytechnics in Southwest Nigeria. 

 

Table 3: Descriptive Analysis on Factors Challenging PR and CI Practices in Polytechnics 

in Southwest Nigeria 

Statement towards PR & RM 
Usage in Polytechnics’ 
Corporate Image Formation. 

 
SA A D SD Mean Total Decision 

1. My institutions 
management show 
inadequate support for the 
use of PR in the promotion 

F 66 96 128 38 2.52 328 Accepted 

% 20.1 29.3 39.0 11.6  100  
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of the polytechnic’s 
corporate image 

2. Management 
commitment to issues 
affecting the PR 
unit/department in 
promoting the polytechnic’s 
corporate image is poor. 

F 55 41 96 136 2.68 328 Accepted 

% 16.8 12.5 29.3 41.5  100  

3. The staff and students of 
the polytechnic feel inferior 
and unwilling to promote 
the polytechnic’s corporate 
image to members of the 
public. 

F 64 73 122 69 2.55 328 Accepted 

% 19.5 22.3 37.2 21.0  100  

4. Poor public perception of 
the value of polytechnic 
education affects the need 
to promote its corporate 
image through PR functions 
of the institution 

F 59 127 84 58 2.43 328 Rejected 

% 18.0 38.7 25.6 17.7  100  

5. Student’s dissatisfaction 
with the dichotomy issues 
between the polytechnic 
and university education in 
workplace affects their 
willingness to promote the 
polytechnic corporate 
image. 

F 88 136 78 26 2.43 328 Rejected 

% 26.8 41.5 23.8 7.9  100  

6. Management shows 
inadequate support for the 
use of PR in the promotion 
of the polytechnic’s 
corporate image. 

F 67 115 81 65 2.44 328 Rejected 

% 20.4 35.1 24.7 19.8  100  

7. Management 
commitment to issues 
affecting the PR 
unit/department in 
promoting the polytechnic’s 
corporate image is poor. 

F 59 39 118 112 2.62 328 Accepted 

% 18.0 11.9 36.0 34.1  100  

F 67 53 97 111 2.61 328 Accepted 



 

TIMBOU-AFRICA ACADEMIC PUBLICATIONS 
MAY, 2022 EDITIONS, INTERNATIONAL JOURNAL OF: 

 

TIJERLS 

EDUCATIONAL RSEARCH & LIBRARY SCI. VOL.9 

142 
ISSN: 1942-6754 

8. Students of polytechnics 
feel inferior and unwilling 
to promote polytechnic’s 
corporate image to 
members of the public. 

% 20.4 16.2 29.6 33.8  100  

9. Poor public perception of 
the value of polytechnic 
education affects the need 
to promote its corporate 
image through PR 
functions/instruments of 
the institution. 

F 87 55 62 124 2.56 328 Accepted 

% 26.5 16.8 18.9 37.8  100  

10. Students’ dissatisfaction 
with the dichotomy issues 
between polytechnic and 
university education 
work/industry placement 
affects their willingness to 
promote the polytechnic 
corporate image through PR 
functions/instruments of 
the institution. 

F 65 71 71 146 2.50 328 Accepted 

% 19.8 21.6 21.6 44.5  100  

11. Poor practical orientation 
and knowledge of 
polytechnic education 
nowadays affects the 
polytechnics corporate 
image formation. 

F 99 34 60 135 2.88 328 Accepted 

% 30.2 10.4 18.3 41.2  100  

12. Poor policies of 
polytechnic education in 
Nigeria affects the 
formation of its corporate 
image. 

F 73 78 136 41 2.57 328 Accepted 

% 22.3 23.8 41.5 12.5  100  

13. Poor infrastructural 
development of polytechnic 
education has adverse 
effects on the formation of 
the polytechnics’ corporate 
image in Nigeria. 

F 58 34 105 131 2.56 328 Accepted 

% 17.7 10.4 32.0 39.9  100  

F 68 95 117 48 2.54 328 Accepted 
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14. Students’ dissatisfaction 
with dichotomy issues 
between polytechnic and 
university education in the 
industry affects polytechnic 
corporate image formation 
in Nigeria 

% 20.7 29.0 35.7 14.6  100  

15. Poor perception of the 
public on the relevance of 
polytechnic education 
affects its corporate image 
formation. 

F 54 69 104 101 2.64 328 Accepted 

% 16.5 21.0 31.7 30.8  100  

Overall Mean / Cluster Mean (2.569)   

Source: Field Survey, 2022. 

 

Table 3 shows the descriptive analysis of factors challenging PR and CI scale in the 

formation and promotion of polytechnic education in Southwest Nigeria. The data 

indicates that most mean ratings of items measured are acceptable based on the cut-off 

point of 2.50 since it was a four Likert scaling type, with the overall or cluster mean of 

2.569. Generally, the study can therefore conclude that the factors challenging PR and CI 

formation and promotion exercise and functions in polytechnics in Southwest Nigeria are 

numerous. Specifically, table 3 shows that most challenging factor towards effective 

promotion of polytechnic corporate image via PR functions is the issues around poor 

practical orientation and knowledge of polytechnic education in recent times with the 

mean value of 2.88. This could be one of the reasons why polytechnic management and 

related academic unions such as ASUP often lament on issues of poor funding of the 

polytechnic education system in the country. This scenario, has not only led to frequent 

ASUP strike over the years as a means of drawing government attention to facilities decay 

and lack in the polytechnic education system necessary for practical training of students 

for national development, but retarding students’ retention via effective PR activities in 

the Nigerian polytechnic education. Similarly, table 3 shows that the next challenging 

factor in this regard, is issues of management commitment towards the use of PR 

unit/department in promoting polytechnics’ corporate image with a mean score of 2.68. 

In other words, poor management commitment towards PR department for the 

promotion of polytechnic corporate image is poor. This is closely followed by the poor 

perception of the public on the relevance of polytechnic education which is also a major 

factor affecting polytechnic corporate image formation and promotion in the country 

with the mean score of 2.64 in table 3. Another important challenging factor in this regard, 

is the issues of management poor commitment towards the use of PR department in the 

promotion of polytechnic’s corporate image with the mean score of 2.62. This is followed 
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by poor government policies on polytechnic education in Nigeria which has adverse 

effects on the formation and promotion of its corporate image before members of its 

public with the mean score of 2.61 in table 3 among others. Surprisingly, table 3 shows 

few exemptions (i.e. students surprisingly disagree with the factor pointing to their 

dissatisfaction with the dichotomy issues between the polytechnic and university 

education in workplace as factor affecting management willingness to promote the 

polytechnic corporate image in the country with the mean score of 2.43 in table 3 as well 

as management showing inadequate support for the use of PR in the promotion of the 

polytechnic’s corporate image with the mean scores of 2.44 respectively. 

 

Hypotheses Testing 

The study formulated hypothesis was tested using correlation and multiple regression 

analysis with the aid of SPSS (Statistical Package for Social Sciences) as presented. 

 Summary Table 4 Showing the Correlation Analysis of the Study Variables 

Correlation Public Relations Corporate Image 

Public 

Relations 

 

Pearson Correlation 1 .691** 

Sig. (2-tailed) .000 .000 

N 335 335 

   

Corporate 

Image 

Pearson Correlation .691** 1 

Sig. (2-tailed) .00 .000 

N 335 335 

**. Correlation is significant at the 0.05 level (2-tailed). 

 

Table 4 shows the result of bivariate correlation analysis result by the Pearson method. 

The correlation explains the strength of relationship between the variables. There is 

positive correlation between all the factors and corporate image formation of 

polytechnics at P = 0.00 < 0.05) i.e. with significant values less than 0.05. In table 4, result 

shows that the null hypothesis is rejected (H0) and accept the alternate hypothesis (Hi), 

since the significant probability is far less than 0.05, which is 0.000 < 0.05. It can therefore 

be concluded that public relations have significant influence on the formation of 

corporate image of polytechnics in Southwest Nigeria. This finding implies that PR 

functions or deployment would have significant positive influence on polytechnic 

corporate image depending on the direction, degree or extent of its application. This 

finding is in agreement with that of Agyapong, Twum-Ampomah & Acheampong (2015) 

study on the use of public relations tools in building image of tertiary institutions found 

among other things that PR programmes were found useful in projecting the corporate 

image of organizations. 
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Conclusion and Recommendations 

From the foregoing, it would be necessary to conclude that management extent of PR 

deployment determines the extent of its influence on the corporate image possessed by 

polytechnics in Southwest Nigeria. In other words, the low level of corporate image 

perception observed among students was due to the extent at which management 

deployed PR functions in Southwest polytechnics in the country; and that polytechnics’ 

corporate image can be explained by PR factors. Thus, the more PR functions and 

activities are deployed, the more positive impacts they would have on the corporate 

image and value among students and other members of its public. Thus the study 

recommends that polytechnics’ management in Southwest Nigeria should take PR 

programmes seriously if corporate image issues of polytechnics are of any concern to 

them towards its survival and sustainability. The approach adopted in carrying out the PR 

functions also matter, wrong approaches may result to waste of time and resources. The 

use of social media to show case the products of the polytechnic can be a good idea for 

external public, while more of interpersonal relationship should be considered for internal 

public which mainly are the students. This category of internal public become the opinion 

leader in better position to further project and sell the image of the polytechnic to the 

prospective candidates seeking admission in tertiary institutions in Nigeria. 
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