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Abstract

The place of public relations in image and reputation management in Nigerian universities cannot be over-emphasized in view of the need to position the university as socially responsible entity with the commitment feelings and expectations of the publics on its activities. The study sought to examine the role and characteristics of public relations in Kwara State University, an emerging state-owned university in Nigeria, using the propositions in the Excellence Theory as a guide. The qualitative study adopted in-depth interviews with seven purposely selected officials of the university, comprising the Vice-Chancellor, Registrar, two Provosts of Colleges, two Directors, including that of University Relations, and a senior official of the office. Findings by the study revealed that the University Relations office is not an integral part of the university management, that public relations model is two-asymmetrical and that the office at the moment was unable to carry out excellent public relations role due to its emphasis on public communication, no formal research in place to gauge the feelings and expectations of the publics, absence of trained officials to carry excellent public relations in line with the Excellence Theory. The study concluded that the office is unable to do better because it is still evolving, and recommended that public relations should be made an integral part of management in universities, while effort should be made to equip the public relations office with the right caliber of professional staff so that it can perform its role creditably in managing the image and reputation of the university with its publics.
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Introduction
A university is established for a purpose which is expanding the frontier of knowledge and contributing to the advancement of the society. In academic climes. The goals are listed as teaching, research and community service. However, the university has some component units that help to achieve these goals. In the same way, the university has publics, which are the students, the academic and non-teaching staff, its host community, the donors, international community (since the walls of the university is the universe), its sponsors (in this case the government, individual or corporate owners), among others. The public relations unit helps to create and sustain mutual relationship between the university and these publics.  In 
the case of Kwara State University, it is a university that wants to be seen to be different from a typical Nigerian university. It therefore, has a major challenge of *Habibat Bolajoko Na’Allah, Department of Mass Communication, Kwara State University, Malete Email: Habiba.naallah@kwasu.edu.ng,  Keji4wisdom@yahoo.com




convincing the local and national population that it is indeed different. There is no doubt that its major problem would be to find the most effective way of disseminating news, relating with people from around the world, convincing them and sustaining such conviction about its difference. Again, more questions would be asked. In what ways is the university different? Is it its academic programmes, or its students, academic and non-academic staff, its infrastructure, or what? How is this difference relevant to the primary responsibility of a university to teach, do research and help in community service? An emerging university like Kwara State University that is so conscious of its image, must have to choose what it considers the best ways it would manage its campaign functions through its University Relations office, a unique creation that is most different from conventional offices that handle public relations in the Nigerian university. There have been several studies on public relations in university setting such as De Santo and Garner (2001), Handerson (2001), Hall (2002), Hall and Baker (2003), Pabich (2003), Jarrel (2003), Ross (2004), among others. However, most of the studies were on established and old universities. This study is different because it focuses on an emerging university that had existed for barely 10 years. Thus, the study seeks to find out how unique Kwara State University's University Relations office is in terms of helping to enhance the reputation and social wellbeing of the university, using the propositions of the Excellence Theory as yardstick. Specifically, the study seeks to determine (a) How strategic the University Relations is in meeting the goals and objectives of Kwara State University as a socially responsible institution (b) the characteristics of public relations role assumed by officials of University Relations (c) the models of public relations adopted by University Relations in Kwara State University.

Theoretical Framework
The excellence theory is a general theory of public relations that resulted from a 15year study of best practices in communication management funded by the International Association of Business Communicators (IABC) Research Foundation (Grunig et.al, 1992).For an organization to be effective, according to the theory, it must behave in ways that solve the problems and satisfy the goals of   stakeholders as well as of management and it must communicate symmetrically with publics (taking the interests of both the organization and publics into account) to cultivate high-quality, long-term relationships with them. Thus, excellence theorists (Grunig, et al.,2002) identify several excellence principles of an effective communication department, which they grouped into four, namely (a) empowerment of the public relations function (b) communicator/public relations roles (c) integrated function and relationship with other functions (d) and models of public relations. These categories have been considered as useful benchmark in determining whether a public relations department is indeed excellent and is carrying out the expected tasks. As this study seeks to establish the type and place of public relations in Kwara State University, the Symmetrical/Excellence theory is appropriate. The study therefore, adopts the propositions in the symmetrical/excellence theory to evaluate and situate the public relations practice in the young educational institution. 

Evolution of Public Relations: Forms and Practices
Public relations as a discipline has continued to attract a great deal of scholarship. As definitions are multiplying and models and theories are being proposed, new concepts are also being developed. Thus, as the discipline has continued to evolve, areas of research are becoming widened. For instance, as an indication of a growing scholarly interest in the discipline, Wilcox (1992) compiled some 500 definitions of public relations. In addition, after examining, books, journals, and magazines on public relations and asking 83 public relations practitioners for their definitions of public relations, Rex Harlow found some 472 definitions of public relations. Aside from this multiplicity in definitions, scholars have proposed some models and approaches. One of the approaches as reflected in the work of Hutton (1999, p.200-201) shows a pattern in the evolution of the discipline: “public be fooled” era, “public be damned” and “public be manipulated.” “public be informed” to "public be involved or accommodated" phases.
Other theorists such as Grunig and Hunt (1984) have their own classification of the evolutionary trend in public relations practice. They listed four models in explaining, public relations practice. The first two models see public relations as a one-way communication between an organisation and its publics while the third and fourth models see public relations as a two-way communication between an organisation and its publics. Specifically, the first model reflects the press a gentry/publicity model with emphasis on publicity or promotion that draws the attention of the publics to the activities of the organisation. The second model is public communication approach which entails using the media to project the image of the organisation: the two-way asymmetric model sees public relations as efforts to achieve maximum change in the attitude and behaviour of the publics towards an organisation, without necessarily changing the attitude of the organisation to the publics it serves. Critics have considered this model as manipulative. The fourth model is the two-way symmetric approach that sees public relations as efforts by organisations to achieve mutual understanding with its publics. Modern trend has shown that most scholars of public relations prefer the fourth model that considers an organisation as a responsible member of the society.
	Kinnick and Cameron (1994), Mersham and Skinner (2001), Seitel (2001), Steyn and Puth (2000) consider the two-way asymmetric model as dictatorial while the two-way symmetric approach is considered as the best approach to public relations.  Also, Grunig and White (1992) note that the acceptance or criticism against the symmetric model of public relations stem from two worldviews. First is the dominant worldview which sees public relations as efforts aimed at getting what an organization wants without changing its behaviour or reaching compromise with its publics. The other one is a symmetric worldview that sees public relations as a tool by which competing organizations and groups interact to manage conflict in such a way that it will be beneficial to all (Grunig & White, 1992). Hutton (1999) further evolved six models of public relations. These include persuasion which is proactive by way of persuading members of the public to think and act in ways that will benefit the organization; advocacy which is reactive in nature and targets at controversy or when engaging the opposition; public information through acting as educator and information clearing house such that doubts are erased from the minds of the public on the organization and  its activities; cause-related public relations which  is also called crusading and targets large interest groups rather than special or specific interest group as in the advocacy model; image/reputation management which targets the popularity of the organisation in the public and the value the public attaches to it; and relationship management which  is based on identification of mutual interests, values and benefits between an organisation and  its publics. The emphasis here is on mutual trust, compromise, and cooperation.
	Grunig and Hunt (1984) assign certain historical periods to each developmental model of public relations such as press-a gentry,	1850-1900; public information, 1900-1920; two-way asymmetric,1920s onward and two-way symmetric, 1960s onward. Another classification by Aranolf and Baskin (1983) records three major phases in the development of public relations which they listed as manipulation, information and mutual influence and understanding. Manipulation, according to them is associated mostly with the 19th century dominated with the press a gentry mode; information with the work of the publicity officers at the beginning of the 20th century and mutual influence and understanding which the modern approach is. Creation of mutual understanding between an organisation and its publics forms the current target of public relations. This is also known as building a good corporate image for an organisation. Jefkins (quoted in Jimoh & Aliagan, 2011) contends that for public relations to successfully manage the corporate image of an organization, it must be able to apply the four basic public relations transfer approach, namely hostility to sympathy, prejudice to acceptance, apathy to interest and ignorance to knowledge. Ajala (2001), quoting Jefkins, also describes corporate image as the way an organization is perceived by outsiders. This means the way an organisation is seen to behave. Whether good or bad or how its management is seen to behave publicly and the performance of its product or services (Jimoh & Aliagan,2011). Furthermore, Akande (quoted in Jimoh & Aliagan, 2011) says that corporate image represents the true image of an organisation and it covers the overall impression held about an organisation by its publics. This impression is predicated on its reputation, corporate social responsibility, staff strength, amount invested in policy and sponsorship of programmes.

University Branding
University branding is becoming a major issue in public relations for colleges and universities as well. This involves creating the image of an institution as a unique commodity to be bought and sold according to practices similar to business negotiations (Tiffany, 2009). Kobre (cited in Tiffany, 2009, p.9) describes "the multimedia approach" as important for public relations practitioners to undertake. He defines this as using all "print, electronic, and personal communication channels to reach [the institution's] publics" (Tiffany,2009, p.19) while one of the first rules of public relations is to write for the audience. Kobre's work attests to the fact that a corollary should emphasize the necessity of publishing for the audience as well. This is particularly due to the prevalence of diverging media; target audience receive information through many sources (Levinson, 2009).
Scholars have advocated a strategic approach to university public relations that moves beyond media relations and embraces strategic management, two-way symmetrical communications, and various other Excellence principles (Garner et.al.,1992). This strategic perspective is evident in various studies of public relations in the university setting. For instance, De Santo and Garner (2001) recommend that university public relations practitioners set synchronized goals, identify stakeholders, and conduct evaluations. Grillis (1997) argues that it is critical for public relations practitioners to have access to the top leaders within a university. Also, Henderson (2001) proposes a four-step process for managing communication in universities. These include research, planning, communication, and evaluation. The emphasis on strategic public relations management is clearly evident in research done by scholars studying the practice of public relations by universities in the former Soviet-bloc countries (Hall, 2002; Hall & Baker, 2003; Pabich, 2003).
Other studies have advocated a move away from one-way asymmetrical methods and toward practices that resemble the characteristics conceptualized in the Excellence study. Pirozek and Heskova (2003), for example, examine the public relations practice of a university in the Czech Republic. They show how the two-way symmetrical tactics of research and feedback systems helped the university gain a better understanding of the attitudes of its key publics. Kaverina’s (2003) study of a state university in Russia showed how two-way symmetrical efforts to initiate dialogue (e.g. radio call in shows. open house functions) helped strengthen the relationship between the university and its key publics.
Jarrell (2003) encourages universities to involve public relations in decision making because practitioners can lessen risk by forging good relations with publics and can scan for emerging issues. Simpson (2002) advises university communicators to build strong community relationships, take local concerns seriously, and attend to internal and external constituencies. Ross (2004) urges Public Relations practitioners in Higher Education Institutions to utilize external research resources (e.g.. consulting firms) to enhance their practice. The above studies and articles illustrate that practitioners are being encouraged to practice public relations in a strategic, two-way symmetrical manner. However, more studies need to be done to see if practitioners are following those recommendations.
The excellence theory study conducted by Grunig et.al (1992) shows that public relations loses its unique role in strategic management if it is sublimated to marketing or other management functions, reasoning that sublimation to another function will result in attention only to the stakeholder category of interest to that function, such as consumers for marketing and this usually results in one-way asymmetrical communication.



Methodology
In view of the fact that cross-sectional method of research studies a given issue at a single point in time and it enables the researcher to look at the prevalence of something in a given population, it is most appropriate for this study. The issue the study seeks to investigate is public relations practice in the Kwara State University and the population of study (respondents) have different characteristics, though they have something in common; they all experience the type of public relations being practised in the university. The study is both exploratory and descriptive. It is exploratory in the sense that it provides ideas and insights into particular phenomenon in the case of University Relations at KWASU. It seeks to understand through inquiry, how public relations is being practiced to create the desired image sought for by the management of the university, through relationships with its different publics, comprising students, staff, host community, the government and the donors- of the institution. It is also a descriptive study because it attempts to describe systematically a situation, problem, phenomenon, service or programme, or provides information about public relations practice in KWASU through coordinated interactions with its various publics.
In conducting this study, In-depth interviews were conducted on officials of the university, comprising management members, provost of colleges and staff of University Relations. The choice of respondents is was arrived at following consultations with staff of the university. It was revealed that as an evolving unit, the University Relations’ vision and focus is better understood by the Vice Chancellor as head of the university management, while officials of the office are best suited to also provide information, since they carry out the functions and responsibilities of the office. Thus, the Vice Chancellor, Registrar, Provost of Colleges, Director and two senior professional staff in public relations unit constitute the main respondents in the in-depth interviews conducted. 
Before conducting the interviews, the purpose was made clear to the interviewers. The interviews consist of 13 open-ended questions generated from the research questions and there was opportunity for follow-up questions and clarifications. The questions were tailored towards examining the type of public relations practiced by Kwara State University and focusing on empowerment of the public relations functions, communicator roles, organization of communication functions, and public relation models. Each interview lasted for an average of one hour. The interviews were transcribed and analysis of the interview data was done using thematic analysis. These responses were thereafter categorized to generate our conclusions.

FINDINGS

RQ1: How strategic is the University Relations in meeting the goals and objectives of Kwara State University to be a socially responsible institution?

In determining the strategic role of public relations in meeting the goals and objectives of the university, four themes were generated. These were (a) involvement in decision making (b) dominance of informal research in programme evaluation (c) image building (d) dominance of media relations
Involvement in Decision Making
Findings reveal that the University Relations office is not fully integrated in the University management. Hence, there is little it could do in influencing management decisions. However, there is a conscious move in that direction, particularly as the Vice Chancellor knows the importance of the office and the great contributions it could make to the success of the administration in term of having input in management decision making process. A proof of that is including the Director of the University Relations in the expanded management council comprising principal officers, Provosts of Colleges and Directors of units and centres. It is not yet certain how frequently the extended management meets. However, part of the reasons why the University Relations is not yet part of management decision making process is that the office, just like the university is still evolving. As the Vice Chancellor says. “the University Relations office of the Kwara State University is still in its foundation stage and at this point, everything it is doing now really is to prepare itself for the roles of representing the university well to the concerned publics. The University Relations office is positioned at the centre to influence the management decision on all matters concerning its relationship with its public.”
The Registrar also corroborates this view. According to her, in the University law, University Relations is not listed as part of management, though that law also empowers management to co-opt any relevant arm of the university as it deems fit. She adds: “Under the law, it is not listed. But there is a condition in the law that mandates the committee to appoint any other relevant functionary of the university as it deems fit. So, for now the University Relations office has now been co-opted into that committee.” Also, the Provost College of Agriculture and Veterinary Medicine opines that it is ideal that the University Relations should be a member of the university management to be able to function effectively, although this is presently not the case because the university is still young. The same view is shared by the Provost College of Information and Communication Technology. According to him, “to a very large extent, the University Relations is not what it should be because public relations is a management function and for public relations unit to be very effective in any organization, the head of that unit must be at the top management level. That is to say he should be part and parcel of the management so that he can advise the management on public decision issues. To the best of my knowledge, the University Relations office of Kwara State University has not been given that vantage position yet. So, a little adjustment has to be done. Of course, the unit is headed by a director and statutorily the director is part of the broader management structure because when the principal officers are taking decisions about the university, the director of public relations must be there. Even if he is not a member of management, he can be co-opted.”
In the same vein, the Director the Entrepreneurship Centre says that communication is very essential to the success of any management, hence if a management wishes to be successful, it should take the unit in charge of public relations seriously. However, he believes that University Relations at Kwara State University is still far from having influence on management. He notes, “sincerely, the University Relations is supposed to be an integral part of the management of the university. When you look at management it has to do with decision making. And that decision must be appropriately communicated if there must effective accomplishment of the targeted goals and objectives. So, the medium through which decision is communicated is crucial and that is the role the university relations plays in the university both for the internal and external communication. And that is why we are not referring to our own as public relations but rather the university relations because it captures both the internal and external communication.”
However, the Director of University Relations believes that because the office is still evolving, the management does not fully involve it in management decision making process. According to him, “The management of the university is aware of the importance of the office of University Relations, but it is selective in the involvement of the office in policy formation and implementation. This however, might be due to the fact that the University Relations is evolving, just as every aspect of the university. The management is conscious of the importance of this office and is doing its best to integrate it into policy decisions. At the moment, the director is a member of the expanded management that covers the principal officers, provosts, deans and directors, where management is advised on major policy decisions.”
Also, there is a view that because the office, until now, is not properly structured, it has not been possible for it to be integrated into management. This view is shared by many people. According to the Registrar, “for now, the University Relations office is just developing and the structure is just being put in place, Also, the Provost, College of Information and Communication Technology contends that “the university relations is handicapped in terms of personnel and in terms of equipment and logistical support. You cannot do all these things with the few people you have there. So, there is problem of office accommodation. I consider that a teething problem. There should be a befitting office, with all necessary equipment and staff and properly funded so that they can meet all the challenges. It should be a full-fledged unit with offices. There is so much work for the university relations. I don’t see the unit being able to meet up with all these challenges yet because of the present structure.”
The Director Entrepreneurship also accepts that the structure “as it is now it is not yet the ideal of what it should be and I believe sincerely it can be better. If you want to look at it theoretically what it will be by looking at the ideal, the structure in terms of human capacity as well as facilities do not support the ideal; the aspect of internal communication of decision is not properly 1aid out the way it is implemented right now. For the external, it is fairly okay.” According to him, University Relations is not represented in many organs of the university such as the Senate, hence it cannot know what is going on. He explains, “For instance, when academic decisions are taken by the highest academic decision-making body, that is the Senate you don’t even get the decision extract out on time. The decision extract of the Senate should come out not later than 24 to 48 hours after the Senate must have risen because issues that have to do with the academic future must have been decided upon, and need to be communicated appropriately but when the Director of University Relations is not invited to Senate, he will therefore not even know what decision is taken.”
Another view sees the problem from the fact that there is no clear policy guiding the operation of the University Relations office. According to the institution’s Information and Protocol Officer, “I do not really think that the University Relations has been able to influence management decision. The reason for this is that until now there is no clear-cut policy guiding the operation of the office. With the appointment of a new director for the office, we now have a structured policy on ground that will actually help and guide the management of the university.” One other view is that the University Relations office is not really a part of management because information is passed from up down to it, and it has no way of influencing it. But as the Director of the office has clarified, some of the decisions of the management are influenced by the office, though most times informally when the director passes some information to the Vice Chancellor that could enrich management decisions on certain matters. The Registrar also hints about this, saying “I think they do that from time to time. Well, I might not be involved in that type of communication directly, but I believe that the office will be liaising with the Vice Chancellor on sensitive issue like that.”

Dominance of Informal Research in Programme Evaluation
Research is very crucial to public relations planning. However, it appears that the office of University Relations has not fully tapped into this potential. Thus, research is done on informal basis. This much was attested to by the Vice Chancellor who notes that though information collated through investigation and research are disseminated in formal and informal ways, there is however emphasis on informal method. The Registrar notes that informal research and dissemination must definitely be going on. She says, “though I didn’t get that involved directly, I wouldn't rule it out. Perhaps information was being passed on to some other functionaries of the university. CSO or the Vice Chancellor but as the Registrar I was not usually being briefed.” According to the Provost College of Information and Communication Technology, there is lack of formal research in the University Relations. "Public relations is a planned process of sustaining relations. There must be research, there must be planning, there must be execution and there must be evaluation. What they do now is just to respond to issues as they come. It is not proactive public relations,” he submits. Also, the Senior Information and Protocol Officer opines that part of the reason for lack of formal research in programme evaluation is that the office of University Relations has just begun to take shape and appropriate structure and policies are being put in place to actualize the goal of research in effective public relations planning.
The university nevertheless has its own way of probing the minds of members of the university community and evaluating programmes and activities carried out. For instance, the Vice Chancellor undertakes visitation to all Colleges in the university every semester where he interacts with the staff and students and receives feedback on the impression of the staff and students on policies, programmes and activities of the university management. This is organized and handled by the University Relations. According to the Director University Relations, "in the current, rain semester…, centres and units were included in the visitation. The forum is most helpful in gauging the mood and feelings of the staff and the students. There is also an annual Open House forum in which members of the public are invited to the university to see what programmes and activities are being carried out by the university. This forum is largely attended by prospective students who meet the teaching and support staff that provide answer to questions on courses and programmes run by the university,” he explains.

Image Building
Building organizational image is a primary goal of the University Relations in Kwara State University. Thus, the office is central to programmes and activities tailored towards projecting a good image for the university. The University Relations office boosts the image of the university through the university's in-house newsletter, the KWASU  UPDATE. This is being distributed to all staff in KWASU, the host communities, friends of the university, and important persons in Ilorin, among others. The in-house bulletin is also distributed to all universities and tertiary institutions in the country. The KWASU UPDATE provides regular information on the programmes and activities of the university. The University Relations also proposed the production of a campus newspaper known as ALGAITA to be produced by students of Kwara State University and supervised by University Relations office. The office has also further improved on the content of KWASU website. News and photographs are uploaded as they untold. Other means by which it has been able to promote the good image of the university is by ensuring good relationship with the media and this has improved KWASU media profile. 
Furthermore, the office has continued to give exposure to KWASU academic staff through arranging media interviews on radio and television for them to talk on their disciplines. Almost all academic staff have featured at least once, some as many as three or four times in these media promotion activities. A Video documentary titled "KWASU: The Story of the University for Community Development has also just been concluded. It has been previewed and was to be aired on national televisions.  Commenting on the image building role of the office, the Vice Chancellor remarks that "the University Relations is always available at every activity that takes place in the university. This shows the effectiveness of the office. It is also evident in the in-house organ, KWASU UPDATE. Whenever you find KWASU in the news, it is the handiwork of the office because it is responsible for telling people who we are through the mass media. This is being done to the extent that Kwara State University is now a trail blazer for others to emulate.” The Registrar believes that since image building is one of the primary duties of University Relations office, it is doing it perfectly. She adds, "based on the fact that the primary function of the University Relations is to protect the image of the university and at the same time engage in management of information, …. I believe the office is doing this very well.” Also, the Director University Relations believes that KWASU UPDATE is a good image making tool being used by the office to promote the image of the university. It has become a darling of many on campus and in the community

Dominance of Media Relations
It has been shown that there is a lot of concentration on media relations by the University Relations office. This is because the university is relatively new and hence needs to be known by people. Media organizations are invited to every programme and activities of the university by the office of University Relations. As confirmed by the Director of University Relations, "all arms of the university, colleges, centres and units consult the University Relations whenever they have activities. Such consultation involves advice and guidance on invitation, mobilization, publicity, and anchoring of their events. The consultation also covers media invitation and coverage. etc. As documented in the University Relations policy, it is compulsory for all arms of the university to consult University Relations whenever they are organizing any event.
Also, as contained in the University Relations policy, lecturers, staff and students are encouraged to contact the office on any item containing potential news value, or any matter related to University news or publicity. University Relations staff are expected to visit campus offices on a regular basis for assistance to them on media relations, although in view of other competing schedules, this is not being fully accomplished. KWASU lecturers, staff and students who have ideas or information for stories are also encouraged to contact University Relations. This is being taken up by individual colleges, student bodies, colleges and centres in publicizing their activities. This is done through invitation to specific events or issuing press releases and photographs for use in the in-house journal and by the media where the events have already been held.
However, there is a critique of the dominance of media relations in the public relations activities of the university. The Provost College of Agriculture and Veterinary Medicine opines that “members of the university community expects more than that. I think probably the office does not have enough staff to be able to make more impact in other areas,” he stresses. The same view is shared by the Provost College of information and Communication Technology who maintains that “that is that they are doing now, but public relations is more than that" while the Director Entrepreneurship states that “we are saying that is not enough. It should be total communication, both internal and external.”  

RQ2. What are the characteristics of the public relations roles assumed by the officials in the University Relations office of Kwara State University?

[bookmark: _Hlk82257454]In analysing the characteristics of public relations role in the university, two themes were revealed. These were (a) Dominance of the technician role among managers (b) managerial role enactment among top executives  

Dominance of the Technician Role among Managers
Findings revealed a dominance of technician roles among officials of the University Relations. Major work includes newswriting and editing for distribution of news outlets as press releases, organizing press conferences, arranging interviews for the Vice Chancellor and media exposure for senior academics in the university. This is evident in the tasks performed by the Senior information and Protocol Officer and that by Information and Protocol Officer. However, as observed by the Director University Relations, "the situation is improving now, especially with the presentation of the University Relations policy. This is a blueprint that guides the operation of the office and will ensure that it practices effective public relations." The new focus presently is for the office to constantly initiate programmes and activities that will project the university as a socially responsible organization, committed to the development of the community. Also, as the Vice Chancellor has said, the University Relations actually ought to do more than this. He remarks, “I expect the University Relations to project the uniqueness of the university committed to the advancement of the community. To demonstrate how our staff are addressing national problems and pottering solutions to them. These are the area in which we are unique. The officials are beginning to give emphasis to this. This idea was foremost in my mind when was setting up the University Relations.” However, for the officials to really graduate from this technician stage, they may need some training in public relations as beside the director, the two professionals are graduates of English and one of them only worked in the media. This argument is supported by the Director Entrepreneurship who contents that "the university relations is not properly staffed yet based on what we are seeing and what we expect them to do,they really have to get the structure right and get the right kind of people to manage it. It is not a thing that you expect one man to deliver. These are technical areas and there should be people responsible for internal or external communication, protocol and other areas like that, with the Director at the top,” he stressed.

Managerial Role Enactment among Top Executives
Officials of University Relations are not part of management. Information passed through top down approach. Sometimes there is communication gap and this affects the operation of the office. As observed by the Information and Protocol Officer, “there were times that important information goes direct to the university community without the knowledge of the office. This sometimes causes embarrassment where you have to admit your ignorance on what you are supposed to know,” he states. However, the office manages situation to the best of its ability, even here there are lapses. Officials of the office meet as every situation unfolds to map out strategy on front it. In other words, they apply their managerial expertise in tackling public relations issues that come up. A case in point as explained by him was when management ruled that students who failed to register after the last deadline it gave would not be permitted to write examinations and would be refused entry into the campus. This decision was sudden and information was passed through the internet to students less than24hours to the commencement. It was obvious that many students were caught unawares and even staff as they were yet to check their mails. The Director of University Relations had to direct a print-out of hard copy of the mail to be posted on the notice board for students and staff to read. Thus, this act was able to check rumours and falsification of information. The lesson from this is that sometimes it takes days for people to access their mails either through technical fault, power failure or lack of time. As the Director Entrepreneurship has said, the University Relations must be at the centre of information management. Most time. information does not get to the right place. The university relations must be able to get information across to all sections of the university.”

RQ3. What models of public relations are applied by University Relations in the university?

On the models of public relations adopted by the University, two themes were generated. These were (a) Dominance of one-way communication (b) Infrequent presence of two-way communication.    

Dominance of One-Way Communication
The study found that communication at the University Relations was one-way asymmetrical manner, using the public information model. There was emphasis on press a gentry model whereby information on the university is promoted in the public domain to show that it is creditably discharging its mandate. The Senior Information and Protocol Officer is in charge of media relations and periodically press releases were issued on programmes and activities of the university. Answers were provided to press enquiries and media interviews were organized for officials and the media were invited to every event of the university. It was shown that at most times it is the university dishing out information about itself to the public, hence there was little allowance for feedback. This is emphasized by the Vice Chancellor who notes that “I expect the University Relations to know thoroughly everything happening within and outside the university. Including knowing all the staff, their expertise, the goal of every department. I expect the University Relations to talk authoritatively about the university. It should be the mouthpiece	of the university.
According to the Director of University Relations, “the job of the University Relations entails passing information about the university to the public and to some extent reporting the feelings and expectations as well as reactions of the public to the university management. The reporting or feedback role is to a small extent and the University Relations is conscious of this role though at the moment this is not pronounced.”
The analysis above accentuates the public information model practiced by the University Relations by which it tries to position the university in a positive light through providing timely and positive about it to the media. All the interviewees agreed that the office of University Relations is doing well in terms of promoting the good image of the university. The Registrar, for instance notes that during the recent crisis the university had with students over refusal to allow unregistered students to sit for examinations, the University Relations office was at its best. The Director Entrepreneurship also corroborates, saying “as much as possible we involve the University Relations in our activities, from planning and communication with the university and the external community.”

Infrequent Presence of Two-Way Communication
Although one-way communication dominates the practice in the University Relations, it is clear that all the officials favour two-way communication mode. Though existing practices and structure tend to discourage it. The Vice Chancellor and officials of University Relations agreed on this. According to the Vice Chancellor, the University Relations must ensure smooth and cordial relationship between the university and its publics through two- way communication. Headds, “the University Relations must mobilize the community to the university as well as the university to the larger community. It should constantly ensure that the goals which the university has set for itself are met and achieved.” The Director University Relations stresses the importance of dialogue in communicating with the publics to ensure a harmonious relationship. He adds ,“the University Relations provides reports on the feelings and expectations of staff, students and the host community to the management and it strives to ensure that the management does not neglect the reports presented by the University Relations. At the moment, this is done regularly, though on informal basis. ”However, the Director Entrepreneurship believes there is still a yawning gap in two-way communication. According to him “the University relations right now does not have the structure to do that. We hear a lot of things from the grapevine and you wonder how this comes about and the reason is simple. Where you don’t give out official information, people will come up with unofficial information. But if you come out with official information, there will be no room for rumour mongering. Sometime some of these things that you see as rumour have source. Either communication is expected which is not forthcoming and somebody will generate something that will spread. I will give you an instance.  The examination we are now holding, when the time table came out, there was a rumour that we have shifted examination by one week. This rumour came from students and the people who are supposed to know were approached and they said there was nothing like that. Information management is still not efficient enough in the university. ”
What the above analysis has shown is that two- way communication system, though desired by the university, is not yet existent. As an evolving institution, it still has time to evolve perfect public relations. And the way to achieve that as suggested by the Provost, College of Information and Community Technology is for “the chief executive to appreciate the concept of modern public relations and give public relations the position it deserves in the organizational structure. Actually, the public relations unit is as good as what the chief executive wants it to be. If it is given the pride of place as it deserves, it will perform better and be more useful to the university. He has to change the perception and provide them with adequate funding, personnel and equipment, then they will perform up to expectation.”

Discussion
The study found that the University Relation office of the Kwara State University is not yet an integral part of the management structure, though there is a consciousness in that regard from the hierarchy of the management and that information management, at the moment, is top down and there is no established rule on consultation with the University Relations office when major decisions are being taken for input, though occasional consultation by management. The office receives information about decisions and it passes it on to the public. In addition, the University Relations office, at the moment, is not yet properly structured to deliver excellent public relations. Though there is University Relations Policy in place but that is not yet properly implemented. The University Relations office is not yet properly staffed as aside from the Director, there are only two professional staff and this is not adequate for the tasks the office carries out or expected to carry out. Also, the operations of the two professional staff are not coordinated and often there is confusion in role expectation. Official of University Relations dependence on media relations and publicity drive corroborate the findings by Coman (2003) and Kaverina (2003) on studies conducted in Europe. The professional background of the participants is also a likely explanation for the focus on media relations. Only one of the participants had academic training in public relations. The university can therefore, correct this situation by actively recruiting practitioners with training in public relations and giving training to those on the job presently to boost their performance.
There are great expectations from the office, but enabling environment is not yet provided in terms of befitting office accommodation, personnel and equipment to deliver. In addition, there is little effort in research to feed management on the feelings and expectations from the public’s (staff, student and the host community), though there is sufficient consciousness in that regard from the office and the management. However, there is a general belief among all the interviewees that the University Relations, in spite of glaring constraints, is doing its best to promote the good image of the university. It is also evident from the study that the University Relations major goal is promoting a favourably image for the institution and that promotional news releases through media are its primary tool of image building. However, limiting its current task to image building thus constitutes its barrier to achieving excellence, based on the criteria set by Gruning (2002). The Excellence theory argues that to achieve excellence, communication practitioners should focus on building mutual relationship with their strategic publics through communications. This fact is readily subscribed to by the management, the provosts and two directors interviewed as well as officials of University Relations. The concentration on image building therefore, is because the management and the office of University Relations have not quite firmed out their relationship. However, findings show that the university management is committed to changing its view on the role and expectations from the University relations.

Conclusion
The University Relations Office is still evolving and can do better in providing excellent public relations to the university. The dominance of the one-way asymmetrical model at the university is influenced by management stance on the role of the office. It is clear that the University Relations is not an integral part of management, though it maintains constant touch with the Vice Chancellor and other principal officers and obtains information which is passed to the public. For the office to able to carry out strategic communications, it has to be integrated into the decision-making process. The study therefore, recommends that public relations in Nigerian universities should be an integral part of management and should be involved in decision making, so that the office can effectively understand and be able to defend accurately management decisions and also be able to ensure that the feelings of the public’s are considered at all times. Communication between the university and the publics must be two – way symmetrical and must be beneficial while trained public relations officers are needed to man the offices in Nigerian universities, so that they can engage in strategic communication at all times.
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