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 Abstract. This abstract explores the impact of digital public relations on 
good governance, accountability, and national integration. It highlights the 
growing importance of digital transformation in shaping democratic 
processes and ensuring effective management. The use of social media 
and other online platforms has the potential to enhance monitoring and 
oversight within government institutions and across public services. 
Additionally, digital PR practices have been found to influence citizens' 
attitudes and behaviours towards the government. The study emphasises 
the role of digital tools and strategies to promote transparency, 
accountability, and inclusivity in governance, ultimately fostering national 
integration. 
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INTRODUCTION 

The rise of the digital generation has revolution-
ised the field of public relations. Digital Public 
Relations (DPR) integrates information and 
communication technologies (ICTs) into modern 
PR practices. These include computer-compliant, 
computer-driven, or computer-mediated ap-
proaches [1]. DPR involves communication 
through cyberspace, the Internet, and the World 
Wide Web (www) and utilising the extranet for 
effective two-way communication with various 
online publics. 

One aspect of DPR involves preparing a digital 
press kit (DPK) to extend the reach and expedite 
the dissemination of corporate information to 
the media [2]. Embracing e-public relations or 
electronic PR, primarily on the Internet and the 
World Wide Web, can facilitate faster and broad-
er distribution of press releases and invitations 
[3]. The opportunities offered by DPR are vast, 
making it imperative for companies and organi-
sations in today's competitive and globalised so-
cio-economic landscape. 

To remain relevant and effective in this digital 
age, contemporary PR managers and executives 
must understand and master the principles and 
applications of DPR [4]. The first step is ensuring 
computer literacy, as DPR is inherently comput-
er-based. Public relations practitioners should 
grasp the distinction between analogue and digi-
tal computers. Analogue computers work with 
analogue signals, while digital systems represent 
information as a series of bits (0 and 1) to pro-
cess data faster and more effectively [5]. Embrac-
ing digital technology allows the transmission of 
multiple information signals over a single chan-
nel, enhancing speed, reliability, and efficiency. 

Public relations as a communication discipline 
led to the proliferation of digital tools, and rapid 
communication technologies should ideally am-
plify their power and effectiveness [6]. However, 
many technology-based businesses and multina-
tional corporations struggle to leverage these ad-
vancements. Simply overlaying digital tools onto 
outdated PR strategies is akin to fitting a jet en-
gine onto a horse-drawn carriage. To truly capi-
talise on the potential of digital tools and audi-
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ences, a comprehensive redesign of PR structures 
and approaches is necessary. 

Conventional PR tools, such as press releases, 
conferences, kits, and facility visits, were de-
signed for professional audiences of journalists 
during a different era. PR programs must address 
non-journalist audiences in the digital age, in-
cluding prospects, customers, stakeholders, hu-
man rights organisations, and industry analysts 
[6]. PR information must be structured and for-
matted for quick consumption to engage these 
audiences effectively. The conventional press re-
lease format often fails to meet the information 
requirements of a digital audience. Therefore, PR 
programs must be redesigned to align with digi-
tal applications and audience preferences. 

Like developing an annual business plan, PR pro-
grams should have a clear plan outlining how 
they support business objectives and promote 
corporate reputation. Mere product announce-
ments are insufficient; the key lies in leveraging 
technology to communicate with digital audienc-
es effectively. This roadmap is essential for 
achieving results in digital PR. In digital PR pro-
grams, it is possible to set up discrete channels to 
reach specific target audiences, allowing for tai-
lored and customised communication [6]. Re-
sponsiveness to information needs and quick fol-
low-up are crucial to maintaining interest and 
fostering an ongoing dialogue with the media and 
other stakeholders. Timely responses via tele-
phone or email can make a significant impact on 
establishing positive relationships and capturing 
attention in the digital realm. 

According to [7], the intensely competitive na-
ture of today's business environment necessi-
tates that multinational corporations adopt new 
and faster methods to enhance their corporate 
image. Digital public relations, also known as e-
PR, is a recent development in corporate man-
agement. This concept involves utilising infor-
mation communication technologies (ICTs) to 
engage in public relations activities. With techno-
logical advancements, public relations can now 
be conducted using computers, the Internet, the 
World Wide Web, global systems for mobile tele-
communications, and other information technol-
ogy systems. 

The study investigates the role of digital public 
relations as a novel strategy in corporate man-
agement. It explores how companies, organisa-
tions, multinational corporations, institutions, 
and individuals can leverage digital public rela-

tions to improve their image and reputation 
among their target audiences and stakeholders. 
The study highlights that digital public relations 
is characterised by its high level of creativity, 
strategic approach, speed, and result-oriented 
nature, all while being cost-effective. One notable 
advantage is that accessing information about 
government agencies on the Internet is free, re-
quiring no payment. 

 

RESULTS AND DISCUSSION 

Social accountability refers to the ability of citi-
zens and civil society organisations to hold the 
state and service providers accountable for their 
actions, obligations, and responsiveness to citi-
zen needs. It involves mechanisms and tools that 
empower citizens to demand transparency, mon-
itor government performance, expose corrup-
tion, and improve public service delivery. 
Through social accountability, citizens can active-
ly participate in decision-making processes, con-
tribute to policy formulation, and ensure that 
public resources are used effectively and effi-
ciently. Authors [8] define social accountability as 
building accountability that relies on civic en-
gagement. In the public sector, social responsibil-
ity refers to a wide range of actions and mecha-
nisms that citizens, communities, independent 
media, and civil society organisations can use to 
hold public officials and public servants account-
able. These include activities such as participa-
tory budgeting, monitoring of public service de-
livery, public expenditure tracking, investigative 
journalism, the establishment of public commis-
sions, and citizen advisory boards. These citizen-
driven accountability measures complement and 
reinforce traditional mechanisms such as politi-
cal checks and balances, accounting and auditing 
systems, administrative rules, and legal proce-
dures. 

Impacts of Digital Public Relations on Government 
Accountability. The pandemic in Nigeria has 
changed how businesses, organisations and gov-
ernment agencies run their public relations af-
fairs; modern technology has altered government 
narratives positively or negatively. According to 
[9], social media has created an avenue for citi-
zens to interact across borders and participate 
actively in nation-building. Social media such as 
Twitter, Facebook, LinkedIn and other social me-
dia applications serve as platforms for the citi-
zens to hold the government accountable. 
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Author [10] posits that "the word accountability 
was derived from the word accountable, which 
means adjunct something, responsible for your 
decisions or actions and expected to explain to 
them when you are accountable to the voters". 
Also, author [11] says "Public accountability 
means that those who are charged with the draft-
ing and or carrying out policies should be obliged 
to explain to their electorate". The electorate is a 
composite group including clients, employees 
and the taxpayers. Nigeria and numerous other 
African developing countries consistently face 
various issues linked to underdevelopment, in-
cluding inadequate infrastructure, high mortality 
rates, low literacy levels, and poor healthcare. 
Despite abundant human and natural resources, 
these challenges persist due to a lack of account-
ability in African nations, including Nigeria. 

Despite the successive Nigerian governments 
implementing various measures to address the 
issue of poor accountability, the problem contin-
ues to endure without significant improvement. 
Numerous explanations can be put forward for 
this complex situation; nevertheless, the primary 
factor, as indicated by writers, scholars, and 
commentators who analyse Nigeria's develop-
ment predicament, is the absence of accountabil-
ity in governance [6, 12, 13]. 

New technologies have enabled government 
ministries, parastatals, agencies, and other de-
partments to establish their digital presence for 
exchanging information with citizens. Additional-
ly, citizens now have the opportunity to provide 
feedback and communicate with the government, 
thereby circumventing the formal structures tra-
ditionally involved in engaging with various gov-
ernment stakeholders. Unlike traditional media, 
which often face government censorship and 
control, the new press offers advantages in terms 
of timeliness and cost-effectiveness. 

Digital Public Relations and accountability go 
hand in hand in the modern communication and 
information-sharing era. As the Internet and so-
cial media have become dominant channels for 
public discourse, organisations and individuals 
have had to adapt their PR strategies to effective-
ly engage with the public and maintain accounta-
bility for their actions. Digital Public relations 
made the government accountable by putting 
them on their toes to ensure transparency. With 
the advent of new media, citizens are now well-
informed about the objectives and strategies of 
the government. This enhanced transparency 

facilitated by new media extends to government 
personnel, agencies, and ministries. Further-
more, individuals and civil organisations have 
utilised new media platforms to hold these gov-
ernment entities accountable for their actions 
and demand explanations when necessary – this 
is referred to as social accountability. 

Scholars like [14, 15, 16] elucidated that social 
accountability is a perspective that focuses on 
society's expectations of its members. It involves 
holding power holders accountable for their ac-
tions through explanations and justifications and 
facing consequences if necessary. This approach 
aims to enhance government transparency and 
accountability by empowering ordinary citizens 
to exercise their rights and hold governments 
accountable for using public funds and exercising 
authority. Social accountability strategies and 
tools, such as social media, mass media, pressure 
groups, and consultative groups, have gained 
recognition for ensuring administrators and pub-
lic officers are accountable for their actions while 
performing their duties. 

Therefore, using digital media enables the dis-
semination information regarding government 
affairs, allowing citizens to express their dissatis-
faction with governmental activities. It is evident 
that without citizens' demand for information 
through new media platforms, government per-
sonnel, agencies, and ministries would not feel 
compelled to make relevant information availa-
ble. Consequently, government accountability is 
contingent upon citizens actively seeking such 
transparency. Moreover, it is widely perceived 
that the government and its agencies often at-
tempt to hinder the influence of new media on 
accountability. 

Transparency in the digital age, it is crucial for 
government PR practitioners to ensure that any 
information provided is accurate and timely ac-
tivities, policies and decisions that are in the in-
terest of the citizens to avoid chaos. For instance, 
in the "Endsars Protest", the situation could have 
been arrested swiftly if only digital PR had been 
employed to calm the aggrieved citizens. Also, 
Digital Public Relations has made the govern-
ment accountable by monitoring trends and con-
versations, addressing issues, responding to que-
ries, identifying public sentiment and managing 
crises. The following are the strategies the gov-
ernment should employ in the digital space to 
maintain accountability and transparency: 
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1. Government PR professionals must actively 
monitor conversations and mentions related to 
their organisation. This allows them to promptly 
address issues, respond to queries, and manage 
the organisation's online reputation. Monitoring 
also helps identify emerging trends and public 
sentiment, enabling proactive communication. 

2. When faced with a crisis or negative publicity, 
responding quickly and effectively by acknowl-
edging the issue, providing transparent updates, 
and demonstrating a commitment to resolving 
the situation can help maintain accountability 
and rebuild trust. 

3. Engaging with stakeholders and other gov-
ernment agencies through social media and 
online platforms. This engagement fosters ac-
countability by showing that the organisation 
values public input and takes it into account. 

4. Constant monitoring and analysis of digital 
metrics to identify areas for improvement and 
measurement of communication impacts. 

5. Establish good communication and synergy 
with identified influencers to amplify the gov-
ernment's message and maintain accountability. 

6. Data privacy and security should be prioritised 
by ensuring that social media and online plat-
forms are handled by trained personnel and are 
secured from cyber-attacks. 

Digital PR requires governments to be transpar-
ent, actively engage with stakeholders, monitor 
digital conversations, respond to crises effective-
ly, and manage their online reputation. By em-
bracing these practices, the government can en-
hance their accountability in the digital age and 
maintain positive relationships with the citizens. 

Public Relations and Digital Literacy. The publica-
tion of the Government Public Relations (GPR) 
policy has presented a problem. The primary ob-
jective of GPR is to ensure the effective and effi-
cient dissemination of government priority poli-
cies and program information to the public. For 
instance, in Indonesia, to facilitate the implemen-
tation of GPR, the Indonesian Ministry of Com-
munication and Information served as the im-
plementation coordinator, which played a crucial 
role in equipping government personnel with 
digital competencies. At the local level, the re-
sponsibility lies with the local office of communi-
cation and information. 

Meanwhile, the enhancement of digital compe-
tence is closely linked to functional presuming, 

which involves the ability to actively engage in 
creating, distributing, and producing media con-
tent [17]. Previous research has primarily fo-
cused on entry-level public relations practition-
ers' digital and social media competencies [18]. 
However, public relations effectiveness also re-
lies on teamwork, leadership, organisation, and 
graphic design skills. Additionally, competencies 
like strategic thinking, creative thinking, and re-
search skills contribute significantly to the effec-
tiveness of public relations. 

Another study [19] developed an instrument to 
measure new media literacy among students in 
Singapore. The researchers employed quantita-
tive methods, including descriptive statistics and 
confirmatory factor analysis, to evaluate the 
quality of the items using interviews and ques-
tionnaires. The results confirmed the validity of 
the framework of new media literacy, comprising 
ten scales. This framework provides a statistical 
measurement to address the challenges of as-
sessing new media literacy. Enhancing media lit-
eracy can be particularly valuable in combating 
the spread of hoaxes, especially within govern-
ment public relations. 

Social media literacy is crucial as a knowledge 
base for understanding new media. New media 
possesses distinct characteristics compared to 
traditional media, prompting communication of-
ficers in government public relations to embrace 
and utilise these new platforms actively. A quan-
titative survey methodology assessed new media 
literacy among local government public relations 
officers. The study revealed that local govern-
ment public relations officers exhibit moderate 
new media literacy. Interestingly, the study also 
indicated that the level of critical media literacy 
surpassed functional media literacy, highlighting 
the significant role of local government public 
relations in promoting social media literacy to 
combat misinformation and hoaxes [20]. 

Another study emphasised the importance of 
traditional skills for public relations officers, ac-
knowledging that new technical skills will be-
come increasingly vital. Furthermore, it high-
lighted social media as the most critical new skill 
for fresh graduate students in public relations 
[21]. In a separate research endeavour, the focus 
was on the government's public relations efforts 
to mitigate the spread of hoaxes [22]. New media 
literacy was identified as an essential component 
and was supported by implementing a new me-
dia framework to enhance digital literacy among 



Path of Science. 2023. Vol. 9. No 8  ISSN 2413-9009 

Section “Social Communication”   5013 

government public relations officers [19]. This 
study employed a quantitative quasi-
experimental method to achieve its objectives. 

According to the t-test conducted on pre-test and 
post-test data, training programs have positively 
impacted social media literacy among govern-
ment public relations officers. In Indonesia, there 
is a misconception among some officers that digi-
tal public relations activities are synonymous 
with using social media platforms [23]. Further-
more, certain public relations officers lack stand-
ardised operational procedures for digital public 
relations activities, often relying on the prefer-
ences of their superiors [24]. However, they are 
responsible for serving as communication facili-
tators between the government and the commu-
nity, emphasising two-way communication and 
acting as negotiators [25]. PR officers should ef-
fectively utilise online platforms with ethical con-
siderations to promote organisational objectives 
and empower the public. 

New media literacy encompasses traditional, 
mass, and digital media [26], extending beyond 
the scope of conventional or mass media literacy. 
It includes reading and writing as foundational 
skills. New media literacy is vital for enhancing 
professionals' effective use of information tech-
nology. As professionals in government public 
relations, officers should possess the skills to uti-
lise technology effectively. 

New media literacy serves both a consuming and 
presuming dimension and a functional and criti-
cal dimension. It can be divided into consuming 
practical skills (competence in accessing media 
and understanding messages), finishing critical 
skills (competence in understanding and inter-
preting social, political, and economic contexts), 
functional prosuming skills (competence in cre-
ating media content), and critical prosuming 
skills (contextual interpretation of media content 
during participation in new media). The new lit-
eracy framework developed by [17] and expand-
ed upon by [19] encompasses ten comprehensive 
components: consuming skill, understanding, 
analysis, synthesis, evaluation, presuming talent, 
distribution, production, participation, and crea-
tion. 

Authors [27] studied the transition of global me-
dia from traditional public relations to digital 
public relations. The focus of this research was to 
examine the utilisation of social media as a digital 
public relations tool by Nigeria's national and 
sub-national governments. The study addressed 

the existing knowledge gap regarding the fre-
quency of social media usage as a digital public 
relations tool among Nigerian governments and 
the levels of e-participation exhibited by the 
online audience as of February 28, 2022. 

A qualitative approach with a descriptive re-
search design was employed as the methodology 
for this study. The findings revealed that all na-
tional and sub-national governments in Nigeria 
maintain a minimum of two and a maximum of 
six social media accounts. However, the frequen-
cy of social media usage varied, from monthly to 
yearly, across the 38 governments. Additionally, 
the study found that the levels of e-participation 
by the online audience were generally low. 

Based on the results, several recommendations 
were proposed. Firstly, it is recommended that 
all governments adopt, at a minimum, the top 
four social media platforms (Facebook, Twitter, 
YouTube, and Instagram) as digital public rela-
tions tools. Furthermore, the study suggests that 
governments in Nigeria should fully exploit the 
potential of Facebook, given its advantages in fa-
cilitating e-participation through features such as 
comments, shares, likes, and views. Lastly, the 
study recommends that official government ac-
counts be used weekly rather than relying solely 
on governors' personal social media accounts to 
enhance e-participation levels in Nigeria. 

Digital Public Relations and Stakeholders' En-
gagement. To enhance public information gov-
ernance in the millennial era, the ideal strategy 
for Government Public Relations would involve 
promoting stakeholder engagement strategy 
models, storytelling strategies, single narratives, 
conventional media optimisation strategies, and 
digital media and social media optimisation 
strategies. These approaches aim to establish the 
appropriate positioning for government public 
relations [28]. 

Strategic communication is an effective solution 
for achieving the goals of public communication 
programs. Well-organised organisations strive to 
generate publicity through various means, such 
as press releases, campaigns, social media en-
gagement, special events, visual materials, and 
other symbolic messages aimed at their target 
audience [29]. 

Increased engagement with these platforms is 
directly associated with more positive attitudes 
towards their use of social media. Research sug-
gests that social media usage influences aware-
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ness about government policies, levels of political 
involvement, and online trust. This relationship 
is partially mediated by the frequency of social 
media use, specifically for users of Twitter, 
YouTube, and Instagram [30]. 

Public relations, as one of the management func-
tions, involves evaluating public attitudes, identi-
fying policies that align with public interests for 
individuals or organisations, and planning ap-
propriate strategies to effectively communicate, 
engage and implement programs to improve 
general understanding and acceptance [31]. 

Like offline public relations, digital public rela-
tions aims to enhance the reputation and under-
standing of an organisation through online media 
channels [32]. Government public relations pro-
fessionals must possess communication and 
journalistic skills to conduct digital public rela-
tions activities [33]. 

In the fourth industrial revolution (4.0) era, vari-
ous online platforms were available for digital 
public relations, including websites, YouTube, 
social media platforms (such as Facebook, Twit-
ter, Instagram), and podcasts. These platforms 
offer interactive content that incorporates audio 
and visual elements. Public, private, and non-
profit organisations utilise online platforms to 
implement their public relations strategies. Effec-
tive implementation of digital public relations 
relies on interaction and message dissemination. 
Cutlip suggests the concept of the 7Cs: credibility, 
context, content, clarity, continuity-consistency, 
channel, and the audience's capability (Cutlip, 
2013). The Holmes Report (2015) outlines the 
following critical public relations skills: 40% so-
cial media community management, 39% multi-
media content creation, 39% insight and plan-
ning, 39% creativity, 31% measurement and ana-
lytics, and 23% digital building and produc-
tion [34]. 

McQuail introduces several categories of new 
media. Firstly, new media encompasses interper-
sonal communication media, which includes pri-
vate content that can be quickly deleted, such as 
mobile phones and email. Secondly, new media 
refers to interactive play media, encompassing 
computers, video games, and virtual devices [35]. 
The primary innovation of interactive play media 
lies in its interactivity and the satisfaction de-
rived from the process and usage. Thirdly, new 
media comprises information search media, en-
compassing libraries and data sources offering 
vast amounts of up-to-date and accessible infor-

mation. Fourthly, new media involves collective 
participatory media, which consists of using the 
Internet for sharing and exchanging information, 
opinions, and experiences through computers, 
such as social networking websites. Lastly, new 
media substitutes traditional broadcasting me-
dia, enabling the reception or download of previ-
ously broadcasted content [35]. 

Furthermore, this study examined the use of dis-
ruptive social media as a digital public relations 
tool by national and sub-national governments in 
Nigeria as of February 28, 2022. Specific research 
questions were formulated to guide the investi-
gation to achieve this objective. The study's find-
ings provide insights into these research ques-
tions. 

The first research question inquired about the 
extent of social media utilisation by national and 
sub-national governments in Nigeria as a digital 
public relations tool. The findings indicate that all 
governments employ a minimum of two and a 
maximum of six social media accounts, including 
Facebook, Twitter, YouTube, Instagram, Flickr, 
Slideshare, and LinkedIn. These results align with 
[36] findings, establishing that Facebook, Twitter, 
and YouTube are popular government social me-
dia operations platforms. Srivastava concluded 
that social media use by governments offers a 
quick, cost-effective, and interactive platform for 
engaging with citizens despite initial scepticism 
among governments worldwide. 

Notably, only Cross River, Ebonyi, and Kastina 
States lack an official Facebook account, and Kas-
tina, Kano, and Ondo States do not possess an of-
ficial Twitter account. Additionally, most states 
do not have a YouTube account, except for State 
House (FG), Akwa Ibom, Plateau, Ebonyi, Ekiti, 
Kano, Kebbi, Niger, Ondo, Sokoto, Taraba, and 
Yobe States. Furthermore, only the FCT, Anam-
bra, Edo, Kano, Nasarawa, Niger, Ondo, and 
Taraba States do not maintain an official Insta-
gram account. Some social media accounts, how-
ever, have remained inactive for four to six years, 
as they were associated with past administra-
tions, such as the Facebook and Instagram funds 
of the Bayelsa State Government. Nevertheless, 
national and sub-national governments in Nige-
ria have utilised these social media platforms at 
various times. 

Additionally, it was observed that some govern-
ment officials used their personal social media 
accounts to publish activities, neglecting the offi-
cial social media accounts of the state govern-
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ment. Moreover, most active social media ac-
counts were not integrated into the state gov-
ernment websites. Multiple dummy Facebook 
accounts were also noted, both legitimate from 
government media aides and illegitimate from 
fraudsters. 

The second research question examined the level 
of social media usage by national and sub-
national governments in Nigeria as a digital pub-
lic relations tool. Utilising a rating scale from 0-
24% (very low), 25-50% (low), 51-65% (high), 
and 66-100% (very high), the analysis reveals 
that Facebook demonstrates a weekly usage of 
66% (very high) as a digital public relations tool, 
surpassing all other social media platforms in 
terms of frequency of use, spanning from weeks 
to years. On the other hand, Twitter exhibits a 
weekly usage of 48% (low), indicating below-
average utilisation by the 35 governments em-
ploying it. The data further suggests that Twitter 
is more frequently used monthly and yearly than 
weekly. Instagram registers a weekly usage of 
45% (low), also falling below average. Like Twit-
ter, the monthly and annual use of Instagram ex-
ceeds the weekly usage. As a digital public rela-
tions tool, YouTube demonstrates a weekly usage 
rate of 25% (deficient), and again, its monthly 
and yearly usage surpasses the weekly usage. 
Based on the percentages obtained, the level of 
social media use as a digital public relations tool 
by national and sub-national governments in Ni-
geria is relatively low. These findings concur with 
existing literature and data analysis, suggesting a 
trend of government social media accounts being 
overshadowed by those of political personalities. 
Author [37] noted that the objectives and out-
comes of institutional social media use are not as 
apparent as they are for individual politicians. 
Political leaders, such as heads of state and gov-
ernment, tend to be more popular on social me-
dia than the institutions they represent, creating 
uncertainty among government institutions re-
garding how to effectively leverage social media 
and its implications for strategic objectives and 
daily operations. 

The third research question assessed the level of 
e-participation facilitated by social media as a 
digital public relations tool among national and 
sub-national governments in Nigeria. The study 
analysed metrics such as likes, shares, comments, 
retweets, and views for each social media plat-
form. Posts garnering over 100 likes, shares, 
comments, retweets, and ideas were categorised 
as having high e-participation. The findings indi-

cate that all four social media platforms under 
investigation (Facebook, Twitter, YouTube, and 
Instagram) exhibit higher percentages of low 
participation compared to high e-participation. 
Consequently, the level of e-participation enabled 
by social media as a digital public relations tool 
among national and sub-national governments in 
Nigeria is relatively low. This finding aligns with 
similar trends in countries sharing comparable 
media ecologies with Nigeria. A study on the 
Federal Government of Nigeria's digital relations 
revealed that mobile Internet users do not per-
ceive the digital media relations of the federal 
government as vital since they acquire govern-
ment information from traditional news media. 
The study recommends promoting the federal 
government's digital media relations channels, 
including websites and social media networks. 

In conclusion, this study sheds light on using dis-
ruptive social media as a digital public relations 
tool by national and sub-national governments in 
Nigeria. It reveals the prevalence of social media 
adoption among these governments, with vary-
ing degrees of usage across different platforms. 
However, social media utilisation and e-
participation levels remain relatively low, indi-
cating room for improvement in effectively lev-
eraging these tools. The study underscores the 
need for government institutions to navigate the 
challenges associated with social media use, par-
ticularly regarding strategic objectives and day-
to-day operations, while emphasising the promo-
tion of digital media relations channels to en-
hance engagement with citizens. 

The study [38] focused on the District Govern-
ment Public Relations in Sleman and their efforts 
to establish public trust amidst the COVID-19 
pandemic. The presence of misinformation, par-
ticularly regarding COVID-19 and government 
policies, has contributed to a decline in public 
trust, leading to a crisis of confidence. Therefore, 
the primary responsibility of Government Public 
Relations is to disseminate accurate information, 
foster public trust, and effectively manage situa-
tions. 

This research adopts a descriptive approach with 
a qualitative methodology. Data collection in-
volves conducting in-depth interviews with the 
Public Relations officials of the District Govern-
ment in Sleman and conducting a literature re-
view. The study utilises the concepts of Public 
Relations [39] and the Dimensions of Public 
Trust (Rawlins) to analyse the efforts made by 
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Public Relations in building public trust during 
the COVID-19 pandemic. 

The findings indicated that the Public Relations 
team of the District Government in Sleman has 
been successful in building public trust and com-
bating hoaxes by promptly delivering infor-
mation through online media channels, ensuring 
precise and consistent messaging, and coordinat-
ing efforts to establish trust. However, the re-
searcher believes that the efforts made by the 
Public Relations team in Sleman to build public 
trust are not fully optimised. One area of im-
provement is the absence of a precise measure-
ment system employed by the District Govern-
ment's Public Relations in Sleman to evaluate 
their performance and gauge the effectiveness of 
their trust-building initiatives within the com-
munity, particularly during the COVID-19 pan-
demic. 

Impacts of Digital Public Relations on National 
Integration and Unity in Nigeria. National integra-
tion refers to promoting unity, cohesion, and sol-
idarity among the diverse groups and communi-
ties within a nation. It fosters a sense of belong-
ing, shared values, and a common identity among 
individuals from different backgrounds, ethnici-
ties, religions, and cultures. National integration 
aims to create a harmonious and inclusive socie-
ty where all citizens can live together peacefully 
and contribute to the nation's development. It 
often involves promoting equality, social justice, 
respect for diversity, and a strong sense of patri-
otism and national pride. 

Though National Unity and National Integration 
are different, both aim to achieve togetherness at 
the apex. The US Department of National Unity 
defines national unity as "a situation in which all 
citizens from various ethnic groups, religions and 
states live in peace as a united nationality giving 
total commitment to national identity, based up-
on the Constitution. National unity refers to co-
hesion and harmony among the various groups 
and individuals within a nation. It emphasises the 
shared sense of identity, purpose, and values that 
unite people as a collective entity. 

On the other hand, national integration focuses 
on bringing together diverse groups and individ-
uals within a nation, ensuring their inclusion, 
participation, and equal opportunities. It empha-
sises accepting and recognising different cultural, 
religious, ethnic, and linguistic identities while 
promoting social cohesion and equality. National 
integration aims to create a sense of oneness and 

solidarity among various communities, bridging 
divides and reducing social disparities. 

While national unity and integration share the 
goal of fostering a cohesive society, their ap-
proaches and emphasis differ. National unity 
emphasises the shared sense of identity and pur-
pose, focusing on the collective consciousness 
and loyalty to the nation. National integration, on 
the other hand, emphasises the inclusion and 
recognition of diverse identities, promoting so-
cial equity and harmony. Both concepts are es-
sential for a stable and harmonious society, as 
they contribute to nation-building, social cohe-
sion, and progress. However, achieving national 
unity and integration requires efforts to address 
social, economic, and cultural disparities, pro-
mote equal opportunities, and foster a sense of 
belonging and shared values among all members 
of society. 

 

CONCLUSIONS 

Though [40] argued that measures such as the 
Federal Character Principle, National Youth Ser-
vice Corps, and Federal Unity Schools have had 
some positive effects, they have not fully 
achieved the goal of promoting national integra-
tion in Nigeria. Digital public relations can pro-
mote national unity by leveraging online plat-
forms to disseminate messages that foster a 
sense of shared identity and values among di-
verse groups within a nation. Here are a few 
ways digital PR can contribute to promoting na-
tional unity: 

1. Engaging with diverse audiences: Digital PR 
allows organisations to connect with various au-
diences, including ethnic, cultural, and social 
groups. By tailoring messages and content to 
resonate with these diverse audiences, digital PR 
can help create a sense of inclusivity and repre-
sentation. 

2. Promoting dialogue and understanding: Digital 
PR can facilitate conversations and discussions 
among citizens from different backgrounds 
through social media and online platforms. This 
can lead to increased awareness, empathy, and 
collaboration, which is essential for promoting 
national unity. 

3. Highlighting common values and goals: Digital 
PR campaigns can emphasise shared values, tra-
ditions, and aspirations that unite citizens across 
various regions and demographics. Digital PR can 
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reinforce national identity by showcasing stories 
and narratives emphasising commonalities. 

4. Celebrating diversity: Digital PR can also play a 
role in celebrating the diversity within a nation. 
Digital PR can foster a sense of pride and appre-
ciation for the nation's multicultural fabric by 
highlighting the contributions and achievements 
of different communities, cultures and regions. 

5. Addressing social issues: Digital PR can raise 
awareness about social problems and promote 

inclusive policies that address disparities and so-
cial justice. Digital PR can contribute to a more 
equitable and united society by amplifying voices 
and advocating for positive change. 

6. Digital PR has been a powerful tool for promot-
ing national unity by leveraging online platforms 
to engage, communicate, and connect with di-
verse audiences while emphasising shared val-
ues, celebrating diversity, and addressing social 
issues. 
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