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Abstract 

The principal purpose of thi s study is to investigate whether public relations practitioners in 

federal government instituti ons are using soc ial medi a or not. Mixed methods approach was used 

by employing questionnaires and in -depth interviews as data co ll ection techn iques. The study 

revea led th at public re lati ons practitioners in federal government institlltions lackcd, ski ll s and 

knowledge, social media goals, defined target audience, social media content strategy, and ta cti cs 

to track the achievement of social media goa ls. The study also indicated that the problem that 

was hindering them from using soc ial media effectively was not only lack of knowledge and 

sk ills but a lso bureaucratic and manageri al issues that requ ired commitment n·om the top 

management of their respective institutions. 
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CHAPTER ONE 

Introduction 

1.1 Background and Justification 

Histori ca ll y, governments have relied heavily on tradi tiona l media , spec ificall y newspapers, 

television, and radio, to get information to ci tizens. Because of thi s, they, in undemocratic 

governments had total conh·ol, had limited control over what was dissem inated to publi cs and 

when it would be di stributed. Traditional media accommodate a one-way communication mode l, 

but a one-way power over news generation and dissemination is largely obsolete (Shirky, 2008). 

According to Gillin (2008), senior fellow, Society for New Communications Research , social 

media are giving ri se to a new style of communications that is characteri zed by conversation and 

communi ty. The boom of the Internet and particul arly social media has changed the landscape 

for communications. Traditional media are now not the only source of public govcrnm cnt 

information influencing public thought and discourse. The advent of blogs, podcasts, and soc ial 

networks provides government officia ls the means to communicate directly with their publics 

without the intervention of editors and reporters, who can act as gatekeepers or censors of 

information (Smith, 20 I 0). In addition, with declining newspaper readership, the quality of local 

coverage of news and info rmation could be waning (Kingsley, 20 II), thereby forcing officials to 

find new outlets to reach their pub lics. 

With soc ial media, users are able to post, share, and republish information eas il y and qu ick ly. 

Socia l media are a rapidly moving and vigorous domain (Kaplan & Haenlein , 2010). It is crucial 

for organizations to have stTategies in place for utili zing social media. AdministTators have began 

to embrace them to encourage civic engagement and build communi ty, because, as user­

generated media, social media allow public relations practitioners in government the ab ility to 

inform and to seek input and opinions from relevant publics (Hand & Ching, 20 11). Social mcdia 

can enhance governments' abilities to interact with and engage citizens as well as to meet their 

expectations for transparency. Practitioners in government public relations have more too ls to 

engage and cOlllmunicate with the public than ever befo re. 
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A social media presence is a trademark of a vibrant and transparent communications strategy, 

and, to that end , socia l media offer particular utility to loca l government public re lations. Social 

media tools can improve interactivity between a government and the public, and they reach 

populations that do not consume tTaditional media as frequentl y as others (Bertot, et al. " 2010). 

This new technology allows officials in government to build relationships with key stakeholders, 

namel y the citizens it represents. Especially social media is very powerfu l communication too l to 

engage with the youth . As noted by Tancer (2008), the world's leading online competiti vc 

service, social media have replaced pornography as the number one use of the Internet which 

used to be visited people at younger age. Th is shows how powerful social media is to grab the 

attention of the youth. 

According to the national eensus conducted in 2007, about 70% of the Ethiopian population is 

under 40 years which means th e country has a predominantly youth popu lation. This can be 

taken as an oppOlwnity to be benefited from the dialogic nature of social media. Therefore, 

government agencies need to assess what the youth expects from them, w hat they can afford and 

how to communicate that. 

Therefore, because of the increasing popularity of these new technologies and Ethiopian soc ial 

political context, it is important to examine the soc ial media usage of government public 

relatiOlis in government institutions. Moreover, it is important to understand these new channels 

of communication properl y and use it strategica ll y and effective ly. 

Ethiopia is among developing countries that are struggling to emancipate itself from deep rooted 

poverty and non-democratic system where maladmini stration is among major challenges whi ch 

need strategic solutions. [n the Ethiopian context, getti ng rid of poverty is among top priori ty 

agendas. Millions of Ethiopians are still li ving in extreme poverty. "In the year 2000, 55.3% of 

Ethiopians lived in extreme poverty, but by 20 11 this fi gme was 33 .5%." (World Bank, 2017) 

Eth iopia 's vision, as is stated in the Growth and Transformation Plan , is to beeome a country 

where democratic rule, good-governance and social justice rei gn, upon the involvement and free 
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will of its peoples, and once ex tricati ng itselffrom povel1y to reach th e level ofa middle-income 

econon!y as of2020-2023." Eradicating povel1y is something that needs concerted efforts from 

the govel11ment, the pub lic and the support of international eonullunity which dcmand very 

engaging public relations work that mobilizes all the resource toward development efforts in a 

very inclusive manner. 

Ethiopia is also where democratization is at its nascent stage. For democracy to flouri sh, it 

requires active and constructive involvement and ownership of the ci tizens so that the people 

become the real owner of the public authority, and those in public post are accountable. Peop le 

deserve quali ty service fi'Olll the government agencies, and when the agencies fa il to deli ver, 

there should be platforms where the public can air out concerns and chall enge the responsible 

parties. 

To add ress such societal demand, developing long-term and positive relationships by 

government agencies with publics and managing the relationships strategically is important. In 

this regard, the social med ia provide a number of opportunities for government agencies in terms 

of building relationships and engaging with publics, developing relationships based on dialogue, 

ensuring the public participation in dec ision making and implementation. 

Taking advantage of the opportunities provided by the soc ial media in terms of relationship 

bu il ding between government agencies and publics depends on fu ll utili zation of the interaction 

and participation supporting characteristics and the dialogic capacity that it provides is 

something that needs to be considered carefully as a communication tool. 

To engage with the public using such new techno logy, public relations offi ces and the public 

offices at large need to understand in what context we can use the technology what the platforms 

can provide. Effective use of the social media also requires defining goa ls and target aud ience 

and having a matrix to eva luate the status likes, shares, fo llowers and comments to the contents 

posted to soc ial media pages and accounts. Without deternlining wh ich sites are most beneficial 

to post to and when to post to them, deciding how large you want your soc ial media presence to 

be, identi fying th e ri ght metrics to use to measure your progress towards social media goa ls and 
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how and why to engage current and potential audience on line, opening a page and dropping 

some writings is just wasting time. It is in light of this background that this study tri es to 

investigate to what extent public relations offices in selected government agencies arc strategic 

in their-usc of soc ialmcdia in building relationships with their publics. 

1.2 Statement of the problem 

Perhaps, the use of social media came into existence 111 Ethiopia not by the will of the 

government or the public relations professionals. It was rather by its penetrating capacity, and, 

later, 011 one hand, it became an opportunity by creating a platform where citi zens directl y 

cngage with each other and with the government. On the other hand, it became a threat to the 

growing democratic system by eroding public trust on the government. 

As a senior social media content developer and analyzer, the researcher observed that the 

scenario changed to a great extent since 2008 E.C. Having recognized the increasi ng in 

accessibility of the telecom in frastructure by the government endeavor and the growing number 

of socia l media users, the social media users with confli cting poli tical interest began posting fake 

news with viral videos (See appendix ii , a pregnant woman assass inated in Congo and posted on 

a soeialmed ia page as "thi s, an Oromo mother, was killed by the Ethiopian Pol icc" and I was in 

harry to cheek if the tragedy was in Ethiopia, Appendix I). Since social media was a ncw 

phcnomenon to the context of Ethiopia, users liked and shared what happened in Eth iop ia. 

It initiated and aggravated the public anger in different parts of the country. Attempts were made 

by the government communicators to disprove such fake news, but it did not get the public trust. 

Moreover, various interest gro ups continued posting such news faster than ever before. The 

government federal government, considered social mcdia as a tool fo r communication, though 

too late, and urged the federal government Communication Affa irs Office to considcr social 

mcd ia as a platform for communication, and so it was incorporatcd in the public relations scctors 

across thc country. 

Socia l media is now part of everyday li fe of Ethiopians. The number of social media users has 

bccn increasing virally. Social media, specially Facebook, acco unts are being created in the name 
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of every vill age, publi c offi ce, social entity and the like at all levels using any fo rm of ava il ab le 

dev ice li ke the mobil e without being limi ted by the broadband internet coverage. Reports from 

govcrnment agencies show that the govenU11ent public relation practi tioners are using it as a tool 

fo r communication . However it is hardl y possible to know whether they are using th is powerfu l 

media strategically or not. 

Moreover, there is little research on the extent to which local governments in Ethiopia are 

actually using social media to inform and engage publics, despite the enormous value th e soc ial 

media offer to strengthen govell1ment-citizen relations. Given the extmordinary growth and 

popularity of social media over the past few years, it is important to evaluate if government 

publ ic relation practitioners were using this technology to communicate with thei r publics and 

how they wcre incorporating it into their communication plans. 

It is, therefore, important to study how public relations practiti oners tI1 Ethiopian federal 

government institutions are using soc ial media . Thus, thi s study aimed to examine whether thc 

public relations practitioners were using social media strategically or not. 

1.3 The Research Objectivcs of the Study 

1.3. 1. General Objective 

The gcneral objective of this study is to investigate to what extent public rclations practi tioncrs 

in selccted federal government agencies use social media strategically. 

1.3.2. Specific Objectives 

The specifi c objectives of thi s thesis are: 

I. To investigate publi c relation practitioners in federal government institlltions have 

defined social medi a goals and target audience. 

2. To look into their social media usage if they are using various social medi a platforms 

as a tool for communicati on in alignment with their organization's miss ion. 

3. To look into the content created by the public relations offi ces were appropriate to 
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their target audiences. 

,. 4. To witness if they have organizational structure and capacity that is required for 

effective use of the social media platforms. 

1.4 The Research Questions of the Study 

1. Do public relation practitioners in Ethiopian federa l govemment institutions conduct a 

research on over all social media status in the country, the soc ial media presence of thei r 

competitors and what the public is looking for online? 

2. Do they have clearly defined target audience good set of social media goa ls? 

3. Do they use vari ous social media platforms in alignment with organizational miss ion? 

4. Do they use social media analytics to track progress? 

1.5 Significance of the study 

This study inspected how effectively public relations practitioners in Ethiopian federal offices 

use social media as a communication platform . . It also exp lored which social media platforms 

were being uscd by the practitioners to reach out to the Ethiopian public. Then, it recommended 

effective way of using soc ial media for strategic communication in relationship building based 

on th e find ings and the conceptual and theoretic frame work. Thus, the result of the analys is wi ll 

have importance to government agencies at federal level in particular and public relations 

practitioners in the country in general. It might also be of some use to policy makers and 

academicians who work in the areas of relationship building especially between publics 

1.5 Scope of the Study 

The main objective of this study is to know if public relation practitioners 111 the Ethi opian 

government institutions were using social media strategically or not. However, because of 

resource, and time constraints, its scope was limited to the federal level and more specifi ca lly to 

selected federal government institutions. So the study did not consider the case in private 

organi zations and government institutions at regional level. Cognizant of time and finance 

constraints, only the current status of the social media use for public relations and 

communications bas becn focused. As a result, the study focuses on usage of the soc ial media , 
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specially Facebook, YouTube and Twitter , in 201611 7 fi sca l year. 

1.6. Limitations of the Study 

The researcher beli eves that the results of this study would be more comprehensive if it 

embraced more settings, subj ects and first hand infonnation. However, because of resource, 

budget, and time constraints, thi s study is confined onl y to specified settings, subj ects and firs t 

hand in formation. 

1.7. Ethical Considerations 

This study was conducted in the way that ethical Issues of research were taken into 

consideration. The participants were initially informed about the nature of the research and 

responses were used for purpose of objectives of the study only. Participants wcre also made 

aware of their unconditional ri ght not to participatc or withdraw at any time. They wcre told that 

anonymity of their identity would be respected unless they are willing to be mentioned. A ll th e 

interviews were audio recorded. 

Letters that required different concerned bodies support was written by the Graduate School of 

Journal ism and communication to get trust and cooperation of concerned organi zations and 

participants in the process of gathering the necessary information 

1. 7. Organization of the thesis 

The study is organized by four chapters. While the first chapter introduces the study and gives 

some hi ghlights on background of the study, the second chapter deals with on the conceptual and 

theoretical framework of the snldy as well as review of related li terature. The th ird chapter 

makes arguments for choice of methodology and explains the methods of data collcction uscd. 

The fO lllth chapter presents data fo llowed by analysis whil e the fifth chapter provides 

conclusion, and recommendations. 
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CHAPTER TWO 

2. Literature Review 

This chapter of this research work tries to review different literature works that can serve as 

theoretical and content background on which the research bases itself. 

2.1 Concepts and definitions 

2.1.1 Background 

Public relation used to be considered as one way flow of information from institutions to the 

public. This is an observable phenomenon especia lly on government agencies. However, this has 

been changed because of changes and developments in tel111S of state admi ni stration in the 

foreground in recent years have increased the need for interactive form of public relations by 

government agencies. 

With the transition to the paradigm of govemance from the traditional administrati on 

approaches, power centrality has disappeared and a citizen-focused perspective started to 

dominate the s ta te admini stration. In loday 's environment where the boundary between the 

governors and governed has completely become blurred and the admini stration power is shared 

among the layers that form the community, the obligation to get the support and approval of 

publics in decision-making and policy-making process of government agencies has been of great 

importance (Online Journal of Communication and Media Technologies Vol ume: 6 - lssuc: 

January - 20 16). 

It is know that government agcncies that ex ist in order to fi.I1till the public requirements are in an 

unbeatab le situation in terms of the services they provide and that they are considered as unique. 

However, this advantages that government agencies hold does not mean that the need fo r 

developing positive relationships with publics di sappears or can be ignored. On th e contrary, it 

also draws attention to the fact that a strong connection exists between ensuring public intcrest 

which is the main goal of the di scipline of public relations and the efforts of government public 

relations. In order to reveal the mission of providing the pub li c interest by strategica ll y managi ng 

the relat ionships and communication of government agencies with pub li cs, it is necessary to 
8 



identify the expectations of publics and to meet these expectations, to develop re lationshi ps 

based on dialogue between the patties of government publi c relati ons, to develop public 

awareness for various socia l issues or problems and achieving these goa ls is only poss ib le by 

government public relations practi ces(ibid). 

Public relations as a stTategic management fu nction focus ing on build ing, main tain ing, 

developing and managing relationships between organizations and publics with differcnt 

characteristics cover the efforts in order to have positive and long-term relationshi ps bascd on 

principles of mutual benefit, tTUst, understand ing and goodwill. New media formed as a result o f 

the recent developments in info rmation and communication technologies made new tools that 

organ izations can bene fit during the bui ldi ng and managing relationships with publics available 

to the use of publ ic relations. The communication medium formed of these new tools defined as 

soc ial media brought significant opportuni ties on the agenda with its structurc supporting the 

participation at the stages of establishing, developing and maintaining relationships between 

organ izations and publics and supporting interaction and dialogue between the parties of the 

relationship. 

2.1.2 Government Public Relations from the Governance Perspective 

It can be said that government agencies feel the need to have positive relationship with the 

governed target audience. However, transformation in the form of transition from the approach 

of management in which power is collected under one authority to a ty pe of management in 

which the power is shared by all actors fonn ing the society carri ed these needs of th e 

govcrnment agencies to the top level (Online Journal of Communication and Media 

Technologies Vo lume: 6 - Issue: I January - 20 16). 

Concept of govel11ance in rela ti on with changes occurring in the core of the state administrati on 

is di fferent fi·om the deci sions taken in parliament by the elected deputies and traditiona l 

managemcnt mode l implemented by public admi ni stration authoriti es; and governance points out 

the changes in both the creation and implementation of pol icies and in the actors in stylc of 

politica l governance. Governance expresses the cooperati on among the actors in th e stat e 

admini stration and work ing together harmonious ly (Treib, Biihr& Fa lkner, 2007; Jordan & 

SchOU1,2006;Frahm &Martin;Kooimn,200). 

9 



, 
Governance approach considers the target audience that consists of the governed , which are the 

citizens, one of the actors that holds shares in the state admini stration and therefore, it 

emphasizes the strategic administration of relationships between government agencies and 

publics by government pub lic relations. 

Govcrnance did not on ly bring the need to revise the relationships between government agencies 

ancl publics on the agenda but al so attributed even greater importance to positive relationships to 

be developed. Government publie relations as an important fi eld of expertise and application of 

publ ic relations have aroused attention as it provides important contributions to the governmcnt 

agencies with stTategies and applications focus ing on the management in line with the two-way 

symmetrica l communication based on the principles of dialogue and interaction as required fo r 

relationships between government agencies and publi cs by contemporary approach of public 

relations(Online Journal of Communication and Media Technologies Volume: 6 - Issue: I 

January - 20 16). 

The purpose of publi c relations practice is to establish two way communication seeking common 

ground or areas of mutual interest and to estab li sh understanding based on truth, knowledge and 

full in f0l1l1ation (B lack, 1989: I). Depending on thc main purpose of public relations discipli nc, 

government publ ic relations practices help government agencies to find a common ground with 

their citizens. In thi s way, government public relations make a significant contribution to achi eve 

corporate objectives and guarantee the occurrence of public interest. 

Government public relations play a crucial role in keeping the public in formed about issues, 

problems, ancl actions at all levels of government. Govern ment public in fo rmation officers seek 

citizen approva l of government programs, help explain what citizens want from the government, 

strive to make govel11ment responsive to citi zens' wishes, and attempt to understand and affect 

public opinion (Baskin ct aI. , 1992: 392). Government public relations efforts in comp li ance with 

governance parad igm should focus on building positi ve and long- term relationships between 

government agencies and their publics. Therefore these efforts will be ab le to serve the purpose 

of building mutual understanding, trust and goodwi ll between government agencies and their 
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publics based on dialogica l communication and maintaining positive relationships(Onl ine 

Journal of Communication and Media Technologies Volume: 6 - Issue: I January - 2016) . 

2.1 .3 Social Media and Relationship Building 

Relational paradigm wh ich has come into prominence in publi c relations li terature in the reccnt 

years pointed out a new definition of public relations concept. With relationship managcment 

approach, a consensus has emerged that public relations is a discipline that focuses on the 

stTategic management of relationships between organizations and publics. (Bruning&Ledingham, 

2000a; Jo, 2006; Grun ig, 2006; Jo, Hon & Brunner, 2004; Watson & Noble, 2005; Bruning 

&Ledingham, 2000b). With relational paradigm, public relations has started to be defined as a 

management function that identifies, estab li shes, and maintains mutuall y benefi cia l relationsh ips 

between an organization and the various publi cs on whom its success or fa ilure depends (Cut lip 

et aI. , 2006: 6). Also concept of relationship has drawn attention in the public relations 

disc ipline. 

Stratcgics and practices of relationsh ip management focus on the aim of having positive, long­

term relationships based on the principles of mutual benefit, trust, understanding, goodwill and 

the organizations who want tn ach ieve this goal successfull y should adapt to the principles o f 

two-way symmetrical communication. 

If the purpose of public relations is to build relationships between organizations and publics , 

however, then corporations must conceptualize and measure both communication processes and 

outcomes as two way communication processes by looking for effects on management as wel l as 

on publics. Corporations can build relationships more effectively if they build symmetrical ones, 

which benefit both organizations and publics, than if they build asymmetri cal ones that benefi t 

only the organization (Grunig& Huang, 2000: 27) . Us ing a symmetrical model results in mo re 

positive, long-teI111 relationships with an organization's publics, helping the organi zation achieve 

its goals (Wise, 2007 : 154) . 

Demonstration of the communication process based on two-way symmetrical communication 

and ba lance of dialogue and mutual power in the orga nization -public relationships is supported 

in the relationship management that conceptualizes the organizations and publics as parties of th e 
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relationship with eq ual power. EffOlts in terms of public relations through the implementation or 

two-way symmetrical model do not onl y allow achieving the goa l of establi shing relationshi ps 

with publics but also allows the real ization of the dialogic approach of public relations. The data 

obtained in thc research by Bruning, Dials and Shirka (2008) in order to reveal the importancc of 

the use of dialogue in the re lationship between organizations and publics points out that 

organizations have the opportunity to establish the best relationships by dialogic process and 

highlights that the dialogic approach requires to be engaged with publics in the communication 

process (Online Journal of Communication and Media Techno logies Volu me: 6 - Issue: I 

January - 2016). 

The emergence of the Internet and the World Wide Web opened up new opportunities for dialog 

and relationship - building between organi zations and their publics (Avidar, 2013: 440). Two 

way communication and the theory of synunetTY can be neatly related to the characteri stics of a 

new medium, such as interactivity or rec iproca l performance (./0 & Kim, 2003: 200). [ntern et 

based communication tools which have emerged as a consequence of development on 

information and communication technologies have put new tools into service of public relations 

such as corporate web sites and social media environments. These new tools especia ll y soc ial 

media environments ha ve a huge potential to build re lationships based on dia logue between 

corporati ons and their publics. 

Social media prov iding oppott uniti es 111 order for organizations to bu ild relationsh ips with 

publi cs and to be in di alogue arouses attentions in terms of relationship management with the 

characteristics of patticipating and interacting. Social media ensures an environment that allows 

organizati ons to use of capacity allowing to receive feedback from publics, to understand the 

needs and ex pectations of them, to be engaged with conversation and dialogue rather than onc 

way message transmission which develops the relationships between the organizations and 

publi cs (Lovejoy, Waters, & Saxton, 201 2; Smith, 2012; Briones, Kuch, Liu &Jin , 20 J I) . Soc ial 

media.i s based on a dia logue in organization - public relations and also enable two way 

communication and interactivity due to their structure . For th is reason social media shou ld bc 

used and utilized in relationship management processes. 
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The organ izations that would like to establi sh relationships with publics via social media shou ld 

fully use the capacity in terms of rea lizing the dialogic public relati ons approach of the soc ial 

media; it is important to benefit from thc social media for the purposc of cstabli shing dialogue 

rather than onc - way transfer of corporate context and messages (On line Journal of 

Communicati on and Media Technologies Volume: 6 - Issue: I January - 20 16). To do so it is 

equally important that public agencies should fully understand what social media mean , its tools, 

and the impact it has on the public relation practice. 

2.1.4 What Are Social Media 

When many people think of social media, they tllink of Facebook and Twitter. However, soc ial 

med ia do not just include social networking sites, but also blogs, forums, message boards, photo 

sharing, podcasts, RSS (reall y simple syndication), search engine marketing, video sharing, 

Wikis, social networks, professional networks, and micro blogging sites (Wright and Hinson, 

2009). 

As stated by Wright and I-l inson (2009) and reported by the International Association of Busincss 

Communicators, "more than half of all internet uscrs have joined a socia l nctwork, social 

networks have become the number one platform for creating and sharing content and nearl y 75 

percent of all Internet users have read a blog" (Young, 2009). 

Although social media are impacting the way many organizati ons communicate and more and 

more people are becoming acti ve with these new channels, the definition of what soc ial mcdia 

encapsul ates is undetermined due to the ri se of many different forms. No two people are defining 

this media the same way (Online Journal of Communication and Media Technologies Volume: 6 

- Issue: I January - 2016) . 

2.1.5 Government Agencies and Social Media Usage 

Social medi a is among web 2.0 technology features accommodates a huge potential for publi c 

institutions that wish to remain in contact and estab li sh relationship with the target audi ence 

formed of citi zens (McNutt, 2014). Today, thc use of various social media environments by 

govenUllcnt agencics is increased in order to provide the interaction with the governed 

(Agostino, 201 3). Social media comes to the front in terms of ensuring the cO IUlection and 
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interaction of state admini stration with publics as well as publics to be palticipating by providing 

the opinions and suggestions, taking administrative decisions and ensuring the public 

participation in the process of policy making(Online Journal of Communication and Mcdia 

Techno logies Vo lume: 6 - Issue: I January - 20 16). Neverthcless, social media-based pub li c 

engagement is an uncharted telTitory and government agencies genera lly lack experience and 

knowledge about implementing social media (Lee &Kwak, 2012: 492) . 

Ensuring the participation of publics in the decisions and policies with their oplllions and 

suggestions, shaping the decisions and policies in line with the expectations and requirements of 

publics and creation of a common ground on the reconciliation axis with publics is direct ly 

related to the power in order to build positive relationships between government agencies and 

publics . 

Therefore, social media should be used in accordance with symmetri cal communication 

principles. It can be said that government agencies wh ich use social media environments as one ­

way communi cation tool s do not take advantage of dialogical capacity of social mcd ia 

adequately(Online Journal of Communication and Media Technologies Volume: 6 - Issuc: I 

January - 201 6). 

2.1.6 How Social Media are impacting the Public Relations practice? 

According to Larry Weber (2009), as stated by Wright & Hinson (2009), "The communications 

world is dramatically movi ng in a digital direction and those who understand this transfol1nation 

will communicate much more effectively than those who do not." Public re lations practitioners 

are in the business of communicating with publics and therefore must understand thi s 

transformation in order to communicate effectively. 

However, due to the fast paced growth of social media, it is difficult for these professionals, as 

wcll as the uni versit ies training future professionals, to keep current status (Onl ine Journal of' 

Communication and Mcdia Tcchnologies Volumc: 6 - Issuc: I January - 2016). Blogs, 1'01' 

example, are increasing in popularity because they give indepcndence from h'aditional editors 

and media gate keeping (Pavlik, 2007). The use of blogs as a means to gather infarmation is 

increasing as well as the posting of blogs to better position oneself in the eyes of the public . In 
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the past, public relations practitioners were responsible for packaging content and then 

distributing it to the media in hopes of being published. Today, practitioners are sti ll responsible 

for packaging the content; howcver, they are now able to publish the content themselves through 

blogs, soc ial networks and other on line media outlets. Practitioners still send information to thc 

traditional media, but they are now also able to talk directly to the public, view the public's 

responses, and act accordingly. For example, when a consumer tweets about a bad experience, 

the company can view these comments and respond immediately to provide more direct serv ice 

to its customers(Online Journal of Communication and Media Technologies Volume: 6 - Issue: 

I January - 20 16). 

2.1.6 Major Platforms of Social Media 

A soc ial platform is a web-based technology that enables the development, deployment and 

management of soc ial media so lutions and services. It provides the ability to create social media 

websites and services with complete social media network functionality (techoped ia). 

2.1.6.1 Facebook 

Facebook j umped by 60 million monthly active users from 1.94 bill ion in March 20 17 to 2.20 

billion as of March 3 1,20 18. The rate of growth seems to continue at 20 million active users pcr 

month. So, by the end of the year wc should see 2.35 billion Faccbook monthly active users. "As 

of this morning, the Facebook community is now officiall y 2 billion people l We're making 

progress connecting the world, and now let's bring the world closer together. It's an honor to be 

on th is journey with you." (Zuckerberg, 2017). 

2.1.6.2 YouTubc 

YouTube stands second having 1. 80 bi ll ion active user per month. Where does everyone go to 

watch or share video content online? It's obviously You Tube. After Google, YouTube is the 

second largest search engine. Desp ite being owned by Google, YouTube can still be recogni zed 

as a separate social network all on its own as the premiere place online to go to watch videos on 

every topic under the sun and upload your own as well. From music videos and movies, to 

personal vlogs and independent films, YouTubc has it all. YouTube also launched a premium 
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subscript ion option , call ed YouTube Red, which removes all advertisements fi'om videos. It also 

now offers YouTubeTV, a separate live streaming subscription service. 

2.1.6.3 Twitter 

Twitter is known as the real-time, public microblogging network where news breaks first. Most 

users love it for its short messagc limit (now 280 characters) and unfi ltered feed that showed 

thcm absolutely cverything in the form of tweets. Twitter has changed dramaticall y ovcr thc 

years, and today it's criticized a lot for going the way of looking and functioning almost exactly 

like Facebook. 

2.1.6.4 LinkedIn 

Linkedln is a social network for professionals. Anyone who needs to make connections to 

advance their careers should be on Linkedln . Profiles are designed to look sort of like extremely 

detailed resumes, with sections for work experience, education , volunteer work, certifications, 

awards and all sorts of other rel evant work-related information. 

2.1.6.5 Instagram 

lnstagram has grown to be one of the most popular social networks for photo sharing that the 

mobile web has ever seen. It's the ultimate social network for shari ng rea l-time photos and short 

videos while on the go. 

Now it's even a leading adverti sing platform for brands as well as lnstagram [nfiuencers, who 

legitimately generate income through the network 

2.1.6.6 Pintcrest 

Pinterest has become a major player both in social networking and in the search world, proving 

just how important visual content has become on the web. As the fastest standalone site ever to 

reach 10 million monthly unique visits, Pintcrest's beautiful and intuitive pinboard-style platform 
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is one of the most enticing and useful resources for coll ecting the best images that can be , 

categori zed into separate boards. 

2.1.6.7 Tumblr 

Tumblr is an extremely popular social blogging platfo rm that's heavil y used by teens and young 

adu lts. Likc Pinterest, it's best known for sharing visua l content. Users can customize their blog 

thcme, create blog posts in a ll sorts of different types of content formats, follow other users to 

see content in their dashboard feed and be followed back. 

2.1.6.8 Snap chat 

Snapchat is a social networking app that thri ves on instant messaging and is tota ll y mob ile­

based. It's one of the fas test growing apps out there, bui lding its popularity on the idea of self­

destructing "snaps. " You can send a photo or short video as a message (a snap) to a fri end, which 

automati ca lly di sappears a few seconds after they've viewed it. 

2.1.6.9 Reddit 

Reddit has never rea ll y had the nicest design but don't let that foo l you - it's a happening place 

on the web. It has a very strong and smart community of people who come together to ta lk about 

the topics they love while sharing links, photos and videos relevant to the subredd it topic th read 

where they're participating. 

2.1.6.1 Q Flick .. 

Flickr is Yahoo's popular photo-sharing network, which exi sted long before oth er popular 

competing networks like Pinterest and Instagram entered the social photo sharing ga me. It's st ill 

one of the best places to upload photos, create albums and show off your photography skills to 

yo ur friends. 
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2.1.7 Social Media Strategy 

Social media is not where we just damp what we have. We go there to interact. Social med ia is 

an opeli di alogue between us and our audience. Once we are in social media, we share what we 

think relevant, we li sten to what others say, we ask what we do not understand, and we respond 

to those who ask us, we demonstrate knowledge in our field , champion our stakeholders and 

establish our voice. This is how it works. 

Just hav ing a presence on social media platforms, only usmg a cheap bribe for li king or 

fo llowi ng you, expecting resul ts without investing money and time and using it onl y to se ll will 

never take anywhere. You need to work out the message you are going to del iver, the tool s you 

are go ing to use, how you are goi ng to promote this content etc. Thus, we need to develop social 

media strategy that takes us from where we arc to somewhere where we would love to go. 

2.1. 7 .1 What is not a Social Media Strategy? 

In order to gain public trust, PRs needs to establish expelti se, and meet potential target aud ience; 

every PR partitions needs to have strategic socialmcdia presence. It 's simply not enough to have 

social media sites up for your institution; without a clear strategy for social media use, your 

institution will struggle to get the public engagement levels and increased trust and effecti ve 

relationship you're looking for. To get the most out of one's social media effo rts, its strategy 

should inc lude social media goals of the inst itution, auditing current social media statlls of the 

institution, developing content strategy and using anal ytics to track progress . 

Elements of social media strategy 

According Houssem Daoud, there are eight soc ial med ia marketing strategy elements. 

Identifying Goals 

"Every piece of yo ur social media strategy serves the goa ls you set. You simply can't move 

fo rward without knowing what yo u're working toward. Look close ly at your company's overall 

needs and decide how you want to use soc ial med ia to contribute to reaching them." (Daoud, 

2016). 
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HOliSSCI11 Dnoud Sinies Ihnl you one can undoubtedly come up with several personali zed goa ls, bU I 

there are a few that all companies should include in their strategy- increasing brand awareness, 

retaining customers and reducing marketing costs are relevant to everyonc. " I suggest you 

choose two primary goals and two secondary goals to focus on . Having too many goals 

distTacts yo u and you ' ll end up achieving none."(ibid) 

Setting Marketing Objectives 

HOUSSC I11 Daoud says goal s aren ' t terribly useful if one doesn ' t have specifi c parameters thai 

define when each is achieved. Marketing objectives define how one get from Point A (an 

unfulfilled goa l) to Point B (a successfully fulfilled goa l) . Objectives can be determined with the 

S-M-A-R-T approach: Make your objectives specific, measurable, achievab le, relevant and time­

bound. In order to measure yo ur progress, choosing which analytics and tracking tools you need 

to have in place is important. 

Identifying Ideal Customers 

Identi fyi ng your idea l customer help you define and target the right people, in the right places, al 

the right times with the ri ght messages. When you know yo ur target audience 's age, occupation, 

income, interests, pains, problems, obstacles, habits, likes, dislikes, motivations and objections, 

then it 's easier and cheaper to target them on social or any other media. The morc specifi c you 

are, the more conversions you ' re go ing to get out of every channel yo u use to promote your 

business. 

Researching Competition 

"When it comes to social media marketing, researching yo ur competition not on ly keeps you 

apprised of their activity, it gives you an idea of what 's working so you can integrate those 

success ful tactics into your own efforts. "(ibid) 

Houssem Daoud recommends that one can start by compiling a li st of at least 3-5 main 

competitors. He al so says it is necessary to search which social networks they ' re using and 
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analyze their content strategy and the look at their number of fans or followers, post ing 

frequency and time of day. He utter that it is good to pay attention to the type of content they're 

posting and its contex r (humorous, promotional, etc.) and how they're responding to th cir fans. 

Choosing Channels and Tactics 

Houssem Daoud believes that many businesses create accounts on every popu lar social network 

without researching wh ich platform will bring the most rclum. 

"You can avoid wasting your time in the wrong place by using the in fo rmation from yo ur 

buycr pcrsonas to dctcrmine whi ch platform is best for you. If your prospects or 

customers tell you thcy spend 40% of their online time on Facebook and 20% on Twi tter, 

yo u know which primary and secondary soc ial networks you should focus on. When your 

customers are using a spec ific network, that 's where you need to be- not everywhere 

else. Your tactics for each social channel rely on your goals and objecti ves, as well as the 

best practices of each platform. " (ibid) 

Creating a Content Strategy 

According to Houssem Daoud, Content and social media have a symbiotic relationship : wi thou t 

great content soc ial media is meaningless and without soc ial media nobody wi ll know about your 

content so use them together to reach and convert your prospects. 

He suggests three main components to any successful social med ia content strategy: type of 

content, time of posting and fi'equency of posting. The type of content you should post on cach 

social network reli es on form and context. Form is how you present that information- tex t only, 

images, links, video, etc. 

Buffer understands their audience will respond to content that keep them updated on changes in 

social medi a. 

"There are many studies that give you a specifi c time when you should post on social 

media. However, I suggest using those studies as guidelines rather than hard rules. 
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Remember, your audi ence is uniqu e, so you need to test and fi gure out th e best ti me fo r 

yoursel f. "(ibid) 

Posting frequency is as important as the content you share. You don 't want to annoy your fans or 

fo llowers. "Finding the perfect frequency is crucial because it could mean more engagement for 

your content or more unlikes and unfoll ows. Use Facebook Insights to see when you r fa ns are 

online and engaging with your content. "(ibid) 

Allocating Budget and Resources 

To budget for social media marketing, it is good to look at the tactics you' ve chosen to achi eve 

your business goals and objectives . 

"Make a comprehensive li st of the tools you need (e.g., social media monitoring, email 

marketing and CRM), services you ' ll outsource (e.g., graphi c design or video production) 

and any advertising you ' ll purchase. Next to each, include the annual proj ected cost so 

you can have a high-l evel view of what you ' re investing in and how it affects yo ur 

marketing budget. Many businesses establi sh their budget first, and then select which 

tactics fit that budget. I take the oppos ite approach. I estab li sh a stTategy firs t, and then 

determine the budget that fits that strategy." (ibid) 

Assigning Roles 

Knowing who 's responsible fo r what increases producti vity and avoids con fusion and 

overlapping efforts. Things may be a bit messy in the beginning, but with time team members 

will know their ro les and what dai ly tasks they' re responsible for. 

"When everyone knows hi s or her role, it' s time to start planning the execution process. You can 

either plan dail y or weekl y. 1 don' t advise putting a monthl y plan together because lots of things 

wi ll come up and yo u may end up wasting time adapting to the new changes. You can use tool s 

like Basecamp or Acti veCollab to manage your team and assign tasks to each member. These 

tools save you tons of time and help you stay organized."(ibid) 
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2.1.8 Public Relations in Ethiopia 

Practicing public relation acti vities in Eth iopia is a recent phenomenon . Though so far, the 

Ethiop ian public relati ons practitioners do not have a national assoc iation and therc is no national 
~. 

data about when pub lic re lations staIted, practice of public relati on goes back to somc dccadcs. 

[n the last regimes public relation profession was being underway in a trad itional way 

(hornaffairs.com). It is during th is regime that government and private institutions act ively 

engaged though how they practice it is to be questioned. This how public relation is understood 

in governm ent institutions as my 9 years as government public relations practitioners taught me. 

Especia ll y nowa da ys, PR is being used and well understood as instituti ona l image build ing by 

private and governmental orga nizations. Sometimes PR practitioners close their doors to media 

just to protect images of thei r institutions wh ich lead to a question what stratcgy they arc usi ng to 

practice PR. From my personal observation, it is still at infant leve l which needs to bc advanced. 

It is also true that when it is measured objectively from scient ifi c point of view, the practice is at 

very low level. 

From the government point of view, publ ic relation has two fundamental national missions: that 

is to create national consensus loca lly and building Ethiopia' s good image in the outside world 

(establi shment proclamation of government communication affairs office) . As it is stated in the 

vision and miss ion of government communication affairs offi ce (www.cgao.gov.et). public 

re lations has these two broad miss ions though it manifestation is re flected though how each 

pub lic institution practice PR based on its own institutional miss ion. 

As Zcray Hailcmariam (2016) statcd in hi s articlc "1'R and Media Works: Thc Most Misguided 

Profession in Ethiopia", government 1'R was estab li shcd to crcate awareness loca ll y of the 

benefi t of unity based on di versity and the need to intensify the democratic institutions and fa ir 

and fa st economic development which are reportedly said pillars to save the nation fro m 

disintegration and engulfed by civil war. It is also equipped with the aim of bu ild ing th e good 

image of Ethiopia in the external world in the spirit of the investment, trade, tourism sectors fl ow 

stead il y to the country so that the sectors can contribute hugely to the stead ily growing and 

diversifying economies and asp ires that Ethiop ia shou ld get its deserved place ill Ihe 
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international politics through creating the true Image and cond itions of the country 

(Hail emariam, Hom Affa irs, 20 16). 

When we see the practice against the policy framework, effectiveness of the industry is under 

question though it needs a sc ientific survey to know how effective it is. That is why this study 

aims to know how effectivcly they are using social media. From my personal experience as a 

government public relations practitioner, every govenunent institution has public relations post. 

In some places, there is a directorate which is well structured and other places as a team or even 

at individual level within other departments. 

Professiona ll y, most of them recruited from different professional back ground. There are places 

where yo u find public relations practitioners who have no know how about what public relat ion 

is as. [n the name filling these gaps, workshops are being organized for two days or more in 

whi ch most which [ personall y participated as either participant or organ izer. 

Currentl y more than 140 federal government institutions have public relations department at 

least. Nine regions and two City adm inistrations al so have public relation department. As a 

public "elations expert for nine years and work in an organization that leads government public 

relati ons in the country, not matter number of practitioner may be, a lmost in all fedcral 

government institutions, there are public relations practitioners. The number of public relation 

practitioners depends on the how board areas they cover. The numbers starts from two people 

and in some organizations it goes to twelve. 

Till this year there have not been any public relations schools or departments in Ethiopian 

uni versities. Thanks to Addis Ababa University, it is just now the countTy is to have public 

relations as a fie ld to be studi ed. However, that does not mean courses are not being given under 

either in language and literature or si nce recently in school of journalism and communication in 

different colleges and uni versities. Therefore, public relation practicc in Eth iopia, espec ially PR 

in government agencies, should be seen from thi s back ground . 
. , 

2.1.9 Federal government public relations in Ethiopia 

Accord ing the cabinet affairs office of the prime minister of federal democrati c republic of 

Ethiopia , there are 26 mini stries in Ethiopia . Based on the informati on got from federal 
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government communication affairs office , there are 142 federal gove rnm ent institutions whi ch 

had public relations department. All these institutions had soc ial media accounts especia ll y 

Facebook pages in the name of their institutions. 

"The practice of public relations in Ethiopia is a recent phenomenon. During thc previous 

regimes, public relations were conducted in a traditional maImer. However, various public and 

private organizations came to understand its benefits. Yet, the profession is still in its infancy. " 

(Hailemariam, 2016) 

2.2 Theoretical Framework of the Study 

The purpose of this thesis is to know the status of social med ia usage in public relations and its 

impact in practice so that to come up with possible recommendation . To do so, a theoretical 

framework for the study is req uired. Therefore, for Public relations, an overview of the ex ist ing 

theory will avail. However, to understand social media more effort: is required, which is why the 

explo ration of the concept of socia l media is approached. 

Currently, the PR academic communi ty defines PR as "a management function conce rn ed with 

relationship building among publics ti'om a symmetrical perspective to build trust, preserve or 

reduce conflict, and build community" (van Ruler & Vercic, 2005, p. 2). According to van Ru ler 

and Vcrcic (2005), thcre secms to be no more discussion about this detinition- in-usc. Although 

the purpose of PR may be agreed upon, the same does not seem to hold for the way in which PR 

is practiced (van Ruler & Vercic, 2005). 

A method of exploring the PR practice which has often been used is describing organizati ona l 

roles, a method which was first introduced to PR by Broom and Smith in 1978 (Dozier, 1992). 

Roles can be defined as "abstractions of behavior patterns of individuals in organizations 

(Dozier, 1992, p. 327). Dozier and Broom exclaim the usefulness of roles, stating that " in th e 

conduct of inquiry about public relations practices, perhaps no concept has proven so 

theoretically and empiri ca ll y useful as organizational role " (1995 , p. 3). 

In thi s thes is, PR approaches toward using social media in relationship building are defined 

according to the reflective model of communication management by van Rul cr and Verci c 

(2005) and the soc ial network theory. 
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2.2.1 Dependency theory 

Media system dependency theory (M SD), or simply mcdia dependency, was developed by 

Sandra Ball -Rokeach and Melvin Dell eur in 1976 (Delleur, 1976). The theory is grounded in 

class ical sociological literature positing that media and their audi ences should be stud ied in the 

context of larger social systems. MSD ties together the interrelations of broad social systems, 

mass medi a, and the individual into a comprehensive explanation of media effects. At its core, 

the basic dependency hypothesis states that the more a person depends on media to meet needs, 

the more important media will be in a person's life, and therefo re the morc effects media will 

have on a person (Ognya nova,20 12). 

Dependency th eory proposes an integral relationshi p among audiences, media and the larger 

social system. This theory predicts that you depend on media information to meet certain needs 

and achieve certain goals, like uses-and-gratifications theory. But you do not depend on all 

media equally. Two factors in lluence the degree of medi a dependence. First, you will become 

more dependent on media that meet a number of your needs than on media that provide just a 

few. The second source of dependency is social stab ility. When socia l change and confl ict are 

high, established institutions, be li efs, and practices are challenged, fo rcing you to reevaluate and 

make new choices. At such times your reliance on the media fo r information will increasc. At 

othcr, more stable times your dependency on media may go way down. 

One's needs are not always strictly personal but may be shaped by the cul ture or by vari ous 

soc ial conditions. In other words, ind ividuals' needs, motives, and uses of media are contingent 

on outside factors that may not be in the individuals' control. These outside factors act as 

constraints on what and how med ia can be used and on the availabili ty of other non-media 

alternatives. Furthermore, the more alternatives and indi vid ua l had fo r gratifyi ng needs, the less 

dependent he or she will become on any single medium. The nu mber of functional alternati ves, 

however, is not just a matter of individual choice or even of psychologica l traits but is limitcd 

also by factors such as ava il abi li ty of certain media. 
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2.2.1 Social Network Theory 

A social network is a spec ifi c kind of network where nodes are social entities (Van den Bulte & 

Wuyts, 2007). Nodes or entities are called actors. Actors are linked by social ties or relations. 

Social ti es have a number of properties including directionality, reciprocity, strength, and 

homophil y. Directionality refers to the flow of direction between nodes. For example, a tie may 

flow from node A to node 13. If a tie flows back from B to A, then ties are reciprocal. 

Tie st rength refers to the intensity and tightness of a tie such as the amount of time, intimacy, or 

va lence associated with the ti e (e.g. the affective, supportive, or cooperative character of a ti e). 

Ties are homophilic when actors interact with one another on the basis of shared values or 

interests. Properties of soc ial networks include transitivity, density, and closure. Networks high 

in transiti vity are those for which ties stress reciprocity. Nctworks are said to be dense if a high 

proportion of actual to possible ties exists. Closme means the density among those in a network 

with whom an actor has a tie. Closure tends to increase with transi tivity, wh ich itself tends to be 

higher for ties with positive valence. If closure among the neighbors of a focal actor is low, then 

this actor may represent a bridge and span a structural hole or gap in the network.(Van den Bulte 

& Wuyts, 2007). An actor's importance in the overall network is measured by centrality. Degree 

centrality is the numbcr of ties an actor has. This can bc mcasured as out-degree ve rsus in ­

degree. Closeness centra li ty is how close an actor is to each of the other actors in the entire 

network such as the "degrees of separation". Eigen va lue centrality measures the extent to whieh 

an actor with high prestige is connected to others with high prestige. Fina ll y, centra li za tion 

reflects the importance or prominence of the actors in the network. A centralized structure means 

that the network is organized around focal actors (Van den Bulte & Wuyts, 2007). 
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CHAPTER THREE 

3. Research Methodology 

3.1. Introduction 

Th is research ai mcd to study the use of social media use by government institutions publi c 

relations units. Thercfore, thi s chapter attempts to dcsign a mcthod that can help th e st11dy 

investigate how selected federa l offices choose social media platforms, how they use it to cngage 

effcctively and how they track the progresses. 

3.2. Research Design 

Both qualitative and Qualitative research methods were employed in this research. This 

approach was prefelTed to others as it gives chances to come up with reach and in-depth findings 

which may not easily be gathered through quantitative or qualitativc mcthod alone. A mixed 

method focuses on co ll ecting, analyzing, and mixing both quantitative and qualitative data in a 

single study or seri es of studies. Its central premise is that the use of quantitati ve and qual itat ive 

approaches, in combination , provides a better understanding of research problems than either 

approach alone. "The overall purpose and central premise of mixed methods is that the use of 

quanti ta ti ve ancl qua litative approaches in combination may provide a better understand ing of 

research problems and complex phenomena than either approach alone" (Creswell and Clark, 

2007, p.---). 

Mixed methods research is a methodology for conducting research that involves 

collecting, analyzing, and integrating quantitative and qualitative research in a single 

study or a longitudinal program of inquiry. The purpose of thi s form of research is that 

both qualitative and quanti ta ti ve research, in combinati on, provides a better 

understanding of a research problem or issue than either research approach alone 

(Creswell , 20 15). 
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In qualitative research, one interviews people to understand their perspectives on a scene, to 

retrieve experiences from the past, to gain expert insight or information , to obtain descriptions of 

events or scenes that are normally unava ilable for observation , to foster trust, to undcrstand a 

sensiti ve or intimate relationship, or to analyses certain types of di scourses (Lindlof, 1995). That 

is why researchers seek explanations to understand not to predict or control as in quantitative 

research method. 

Bryman (1998) states that qualitative research paradigm wou ld be used in socia l research to 

wh ich research takcs its conclusion to insider perspective in social action. Qualitative research 

studies human action from the perspective of the social actors themselves or groups whi ch are 

engaged in any kind of wo rk (ibid). For these reason, the study used qualitative research tool s, 

main ly in-depth interviews. 

According to C reswell (1994) quantita tive research is a type of research that is 

'explaining phenomena by collecting numerical data that are analyzed us ing 

mathematically based methods (i n particular statistics).' To collect quantitative data 

for this study, a survey was conducted. To thi s end, a questionnaire was administered 

and fi lled out by 100 purpos ively selected public relations staffs , all of they filled , of 

federal governme nt offices. 

3.3 Population, Samples and sampling Procedures 

The population of this study incorporates the public relations practitioners in the federal 

government institutions (mini stri es, agencies, authorities, etc). According to the current 

information from federal Government Communication Affairs Office, the number of federal 

government organizations that have the public relations and communications department is 142. 

There are instihltions where one can find more than five public relation sta ffs wo rking as a team 

and the departments have a directorate status. There are also institutions where one or two public 

relations expelts are acting as event organizing experts and speech writers for the head of the 

institutions. On the average one can find 3 to 4 staff members in a PR department of a federal 

government agency. 
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Purposive sampling methods were mainly employed in th is study. Understand ing from related 

literatll1'e revi ews, most sampling techniques in qua litative inquiry depend not on random 

probability, where every population element has an equal chance of being se lected instead they 

depend on purposefu l selection. As Deacon et al. (1999) mentions what is common to all 

qualita\ive section sampling l informantsl procedures, is that selection of sample uni ts is 

deliberately shaped by research agenda. Thus, the key informants for the study were purposely 

selected. 

The inclusion of the above data sources implies that the study design call s for triangulating 

methods of data gathering. Triangulation helps to avoid a weakness in one method by using a 

second method that is strong in the areas that the first is weak. 

3.4. Data Gathering Procedures and Tools 

The study is concerned with looking at the extent to wh ich public relations units in government 

institutions use soc ial media strategica ll y. Therefore, data was co llected fro m questionnaire, in­

depth interview and review of face book pages of major institutions with more emphasis on 

ministri es. 

3.4.1 Questionnaire 

Questionnaires are a very convenient way of collecting usefu l comparable data from a large 

l1umber of individual s. They are research instrument consisting ofa series ofquesti ol1s (or other 

types of prompts) fo r the purpose of gathering information from respondents. 

Questionnaires can be classified as both, quantitative and qualitative method depending 

on the nature of questions. Specifically, answers obtained through closed-ended questions 

with multiple choice answer options are analyzed using quantitative methods and they 

may involve pie-charts, bar-charts and percentages, whereas answers obtained to open­

ended questionnaire questions are analyzed using qualitative methods and they in volve 

discuss ions and critica l analyses without use of numbers and calculations 

(Dudovskiy,205) 

The questions, in the questionnaire des igned fo r this study, wcre closed ended with multiple 

choices that respondents were offered a set of answers they have to choose from. The 
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questionnaire was downsized to avo id confusion and to make the respondents not get bored, and 

di scouraged to answer the questionnaire. One hundred (100 public relation practitioners fill ed th e 

questioners. 

3.4.2. Individualln-dcpth Interviews 

In-depth interviews are useful learning mechanisms about individual perspectives. They are also 

effective for getting people to talk about thei r personal feelings , opinions, and experiences. It is 

known that those who are afraid to talk in front of people about a topic would explain if they gct 

chance of talking in front of one person or the researcher (Lindlof, 1995). 

In-depth interviews also are useful in the field of qualitative research for their effectiveness in 

giving in a human face to research problems. According to Lindlof (1995) it is believed that the 

interview is a remarkably adaptable tool because it can be conducted anywhere and it can be 

conducted for short or long period of time as it is necessary. Different informants can offer a 

variety of insights because they have had unique experiences in the scene. 

In-depth interviews involve not only asking and answering questions, but also the systematic 

recording and documenting of resources combined with a deep probing for deeper meaning and 

understanding of the people's responses. Unlike focus group interviews, in -depth interviews 

occur with one individual at a time to provide a more involving experience. 

Thus, the researcher conducted in-depth interviews with 52 key in fo rmant individuals who were 

using social media either as blogger or infonnation seeker and those who were wo rking as the 

public relations experts and department leaders in federal government institutions that aspirc to 

bui ld relationships with publics. The interviewees reflected their own opinions and beliefs about 

the effectiveness of soc ial media use by government institutions. The main fo cus of the 

interviews wi th public relations practitioners was to understand how effective ly thcir 

organization used social media engagement. It also aimed at learning how much they understand 

the nature of social media and tactics and strategies it requires. 

Though it helped the researcher to have the inside view on how much effectively they are using 

social media from the inside, there were times some intcrviewees tried to cover up incffi ciency 
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of people at both the manageria l and techn ical level. " In-depth interview has also its limitations 

such as individual factors make it difficult to draw general conclusions. Furthermore, in -depth 

interviews are based on personal experience and as a result they suffer from subj ecti vity." 

(Deacon, et aI. , 1999, p.---). To minimize such subjectivity, the researcher also included some 

interview outside public relations practitioners who are using social media as a blogger to 

entertain their views or as all information seeker j ust to be updated on what IS out thcre. 

Therefore, focus group interview discussions were used as a means of getting additional 

information. 

3.4.1.1 The Interview Guides 

In this study, semi-structured interview guides were administered in th e interview sessions with 

the respondents. Even though the areas toughed by the interviews question similar to the three 

type of key informants, some additional points were added to get their perspectives based the 

ro le they had in public relations use of social media . Questi ons designed for individual soc ial 

media users (Ethiopians at home, members of Diaspora community and foreign national li ving in 

Ethi opia), targeted to encourage them to eva luate the engagement of public relations 

practitioners of federa l govcrnment institutions as a customer or citizen seeking to engage with 

govcrnment institutions onl ine via social media. Semi-structured interviews were chosen by their 

characteristics of modification according to the context of the conversation. 

Furthermore, the designed guides were open-ended questions and the objective of thi s kind of 

question is to encourage the interviewees to talk. This enabled the researcher to probe for 

examples and asking for clarifications. The main variable in this research is social media 

strategy. So the researcher tried to check if institutions had soc ial media strategies. The questions 

also addressed institutiona l social media goals and clear identification of target aud ience. It also 

gave chance for the interviewees, special public relations practitioners, to respond if they 

conducted a research on their social media usage. Checking if the institutions had content 

producti on schedule and content strategy in general were also among issues addressed by the 

interview questions. 
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3.4.2 Review of face book pages of federal government institntions 

Before goi ng into in-depth interviews, the researcher reviewed selected Face-book and Twiller 

pages and accounts of federal government institutions and over all status of soc ial media use in 

Ethiopia in general. Accord ingly, Face-book pages of 26 ministries and 5 federal agencies were 

reviewed. In addition to these selected institutions, all active social media accounts being run by 

Ethiopia were hi ghlighted to understand the general social media status in the country (See 

Appendices lll). 
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CHAPTER FOUR 

4. Dalll presentation, discussion and analysis 

In this chapter data from different sources are presented, discussed and analyzed with the 

relevant theoretical underpinnings of the two way communications and the strategy to maintain 

effecti ve public engagement by using soc ial media. Questionnaires and Interviews were designed 

to get information on the institutions to look into their social media engagement quantitati ve ly 

and qualitatively. For thi s reason, close ended questionnaires were carefully anal yzcd whi ch was 

supported by in-depth interview which helped in some areas to come up with more findin g which 

was not clearly some presented in the questionnaire. The finding were themati ca ll y catego rized, 

presented and analyzed 

4.1 Data presentation 

4.1.1 r n terview 

Q I. Do have defined properly defined social media goals? 

Thirty three Interviewees said they have social media goals. However when they were asked i r 

the goals were smart enough to measure where their social media usage was effective or not, 

they said social media had no separate goal rather than being one of PR goals to disseminate 

institutional information. 

Twenty one of the interviewees said they had no soc ial media goa ls. They stated that therc were 

times even they face a very vague goal s of public relation such building national image and 

creationa i consensus . Accordi ng to them national image building is not something a single 

institution can rea li ze. They also sa id national image building needs concerted efforts of every 

actors and stakeholder but they expected to set it a goals which cannot be measured and 

difficulty to evaluate. 

Q2. Do you have defincd social media audience? 

33 



Out of 52 key infoll1lants interviewed, 35 said that there is no need to research social media 

target audience. The point of reference for these interviewees is that Ethi op ia has more than 75% 

you population. So, they concluded that youth is a target audience for all publi c relation 

practitipners worki ng for government. "We do not need to study who our targct audience. It is 

the youth . 75%% of our population is youth. If you reach the 75%, it is easy to reach the 

remaining 25%. We have to reach you and make them a motor for the development efforts" 

(Interviewee 27, on 16 April 20 17) . Ten interviewees seconded what the 35 interviewees stated 

but differently. For them it is obvious that youth is their target audience in Ethiopian contex t. 

Seven interviewees stated that they had properly defined target audi ence clustered into age, rural 

and urban, gender and gender. 

Q3. Have you identified social media platforms that bcst fit to your institutions and organi zed 

social media team? 

A II Fifty two interviewees said Facebook was their number one choice. Ten interviewees sa id 

they fou nd Fscebook, Youtube and Twitter appropriate fo r their institutions. Forty four 

interviewees sa id they use Facebook and twitter. They were asked why prefer the two for others; 

they said the two are eas ily adoptable. And they also said that since 1110st of Eth iopians arc us ing 

the two, it is enough to use the effectivel y. 

Q4. Do you use social media progress tracking tools? 

Only five informants had idea about social progress tracking tool s. Two informants stated th at 

they are properly using the tool s speciall y Facebook and twitter insights. Forty seven infollnants 

said they had no idea about soc ia l media progress tracking tools. 

4.1.2 Questionnaire 

Q 1. Did you conduct a research on over all social media status in the country, the socialmcdia prcscnce 

of their competitors and what the public is looking for on line in relation to the mission of your 

organi za tion before you started using social medi a? 

~ 93 pat1icipants responded "No "=93% 
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» 7 participants responded "yes"=7% 

Answers 

Q2. Have you ever conducted a research for both officially sanctioned and unauthorized pages such as fan 

sites, rogue employee sites or malicious sites posi ng as you or your organization, representing your 

organ ization? 

» 99 partic ipants responded "No "=99% 

» I participants responded "yes"= I% 

Responses 

Q3. If you found out that there are officially sanctioned and unauthorized pages such as fan sites, roguc 

employee sites or mal iciolls sites posing as you or your organ ization, representing your organization, have 

taken any action let the publi c know it is not you? 

All the parti cipants answered no= 100% 

Q4. Have you identified your target audience? Please tick or circle the chosen answer. 

90 answered "Yes"=90% 

10 nswered "no"= I 0% 
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Idetified target audience 

100 ~---------------------------------------

50 -1--- . Idetified target audience 

0 +----
Yes No 

Q5. Do you do research on who is act ively engaging with your institution online? 

};> 85 answered "no" 

};> 15 answered "yes" 

Researching potential target audience 

Yes No 

• Resea rching potential target 

Dudience 

----_ ... ----------------------------' 

Q6. Whcn did your institution starlusing social med ia to engage with the publi c? 

~ 55 patticipants responded "Two years ago"= 55% 

~ 10 participants responded "one year ago"= 1 0% 

~ 25 participants responded "three years ago"=25% 

~ 15 participants responded " five years ago"= 15% 
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60 -r---------------------------------------------------------

50 -1----------

40 -1--------

30 -1----------

20 1----------

10 

o ------, 

one year ago"s two year ago three years ago five years ago 

1--___ ---_--------------- __________________________________________ _ 

Q7_ How many fans/likes does your organization 's face book page have? 

~ 15 participants answered 200 and below listed face book as number one 

~ 44 part icipants responded "more than 1000" 

~ 20 pal1icipants responded "3000-5000" 

~ 15 participants Responded" I 0000-50000" 

~ 6 participants responded " I 00000-500000" 
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likes/fans 
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45 
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35 
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25 

20 

15 

10 

5 

0 
200 and below more th an 1000 3000-5000 10000-50000 100000-500000 

Q8. Did you identify social media platform that can work for your institution? 

All the participanls allswered "yes"= IOO% 

Q9. If the answer for question number fo ur is yes, which social media platform/ too ls are appropriate for 

your organization? 

~ 65 participants answered face book and twitter 

, 

~ 25 participants answered face book, twitter and YouTube 

~ 10 participants answered Facebook, twitter, YouTube and blog 
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10 +----
0 +-----

fa ce book and twitter 

Q I I. Do you have socia l medi a goals? 

75 participants answered "No" 

25 participants answered "Yes" 

face book, twitter and ~o~~ __ !~~ebook, twitter, YouTubc Clnd blog 

Response by the participants for if they have 
social media goals 

80 

70 

60 ! 

50 

40 

30 

20 

10 

0 
Ye, No 

• Response by the participants for 
if they have social media goals 

._-_._- -_._------_ .. __ .... 
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Q 12. If your answer is "yes", do think they arc specific, Measurable, Attainable, Relevant and 

Tim e-bo und? 

>- .... 20 part icipants answered "No" 

~ 2 participants answered "Yes" 

~ 78 participants did not answered the question 

Are the goals SMART? 

5 

4.5 

4 

3.5 

3 

2.5 

2 

1.5 -i---, 

1 

0.5 

o 
yes no di not answer 

• Are the goals SMART? 

--------_. __ .. _-----_. __ .. _--_._---------_._ ... 

Q 13. Do you have content management strategy? 

85 participants answered "No" 

15 participants answered " Yes" 
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Contents management strategy 

90 

80 

70 

60 , - ---

50 

40 
• Contents ma nagement stra tegy 

30 

20 

10 

0 
Yes No 

Q 14. How often do you produce news story and craft messages for your social media pages and account? 

~ 5 participants answered "Daily" 

};> 1 participant answered "once a week" 

~ 94 participants answer "No defi ne schedule" 
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shedule for posting contents to social media 
100 

90 

80 

70 

60 

50 

40 

30 

20 

10 

0 --Dai ly 
,---~--~-~, 

Once a week No defined schedule 

• shedule for posting conlents to 
social mcdiJ 

'----------------------------, ---. 

Q 15, Have you assigned role for content creation and management of the content and the aceounls and 

pages? 

~ All of the parti cipants responded "yes" 

Q 16, If the answer is yes for question number 5, 

I) Who creates contents? Please tick or circle the chosen answer. 

60 participants answered "Head of public relation Department" 

30 participants answered "Public relation experts" 

10 participants did not answered the question 
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70 

60 

50 

40 

30 

20 +---

10 +----

0 -1-----
Head of public re lat ion 

Departmen t 

Admin role 

. Admin role 

Publ ic relation experts did nol answered 

Q 17. Do you have responsible person who manage the pages/accounts and assigns other admin members? 

» 15 palticipants answered "yes" 

» 85 participants answered "no" 
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Assigning admin for each social media 

pages/accounts 
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• Assigning Jdmin for each social 
medii) pagcs/<Jccounts 

Q 18. Do you use social medi a analytics to track progress? 

~ 7 participants answered "Yes" 

~ 93 participants answered "no" 
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Using social media progress tracking tools 
100 ----- ----------

90 

80 

70 

60 

50 

40 

30 

20 

10 

0 
Yes No 

• Using social media progress 
tracking tools 

Q19. Do you know social mcdia progrcss (mentions, scntimcnts(positivc ornegative) tracking tool s such 

as hootSllit, socialpilot_co, the counter, social mention, buffer, boardreader, ta lkwalker, topsy, Facebook 

insights etc? 

~ Ninety fi ve responded they did not know. 

~ Five responded they know. 

Using Social media progress tracking tools 

100 ~----------------------======~---
80 -j---------------------

60 +--------------------
40 +-.-----.-------------.---
20 +--------------------
o 

Yes No 
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4.1.3 Fnee book review 

Q I. Are the Facebook phages of federal govelmnent institutions liked by the public and popu lar? 

Out of 142 Facebook of federa l government institution only fi ve government institutions had 

more than 50,000 li kes. Only two pages had more than 100, 0000 likes. 

Q2. Are the pages updated regularly? 

Out of 142 Facebook of federa l government institution 72 pages are outdated and some of th em 

were updated one year (even more) ago. Only five pages are were updated regularl y. One page 

had been updated every day and had minimum 15 stories posted each day. However, more than 

90 percent of the contents were copied and pasted from Ethi op ian Broadcasting Corporation, 

Ethiop ian News Agency and Fana broadcasting corporate. 

Q3. Do the pages respond comments of the audience? 

None of the pages responded to the comments ii'om the audience. 

Q4. Do the contents being posted to the pages consider diverse interest of the aud ience? 

Out of 142 pages reviewed, only three pages had contents in Amharic and Eng lish. Contents of 

the rest pages are, there are pages where one or two out of hundred stories are in English and 

other loca l lang1lages, in Amharic . It only two instituti ons pages that had contents categorized 

based on audience ciuster( age, educati on, rural-urban etc). 
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CHAPTER FOUR 

4.2 Discussion and Data analysis 

As it can be seen from the response by the participants, using social media in federal govel1lmcnt 

institut ions is not supported by do ing research. Ninety nine percent of the participants did not 

know who may be using their names by creating fake accounts in the names of the ir institutions. 

Onl y ope person responded "yes" but when it comes to taking appropriate action, the answer was 

"no". Ni nety three percent of the rcspondents said they conducted a research on over a ll social 

media status in the countTY, the social media presence of their competitors and what the public is 

looking for online in relation to the mission of your organization beforc you started using social 

medi a. 

Having the questionn aire collected and gaps identified, face book accounts of 70 mini stri es 

reviewed and in-depth in terviews conducted. During face pages review, pages were purpose full y 

selected in order to fi ll the gaps observed in the questionnai re. Out of 70 instituti ons' pages 

reviewcd, in the names of 45 institutions more than three pages in name of each institution. Sixty 

I'ive institutions did not respond to what their competitors disseminating negati vely rcgarding 

their institutions. Only five institutions responded indirectly without touching the point. 

Out of 52 institutions whose public relations practitioners parti cipated in the in-depth-intervicw, 

ten had plan documents, two had social media guidelines (yet to be approved by head of their 

instil1lt ions) and nonc of them had social media strategy. None of the insti tutions researched 

soc ial media presence and strategy of their competitors. Sincc those pages, pages that advocating 

agai nst w hat government public relations practitioners promotes, are advocating against the 

selected government insti tution 's mission, government public relations experts are at a cyber­

battle fie ld to be champion but based the document review they had no strategy protect their 

intuitions' interest from the advocators attach and promoted and fu lfi ll their social media 

objecti" cs. 
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In order to fill find the facts which could not revea led by both the questionna ire and race book 

page rev iew, point were included in the in terview guides. Out of 52 key informants selected for 

the intcrview, 45 sa id they d id not conducted research to soc ial media. Five responded that since 

social media is dom inating informati on di ssemination, they did a short assessmcnt on how to 

incorporated socia l media as means of di sseminati ng info rmation. There pages were having 

more than three in of, and social media strategy documents of selected ministr ies and agencies 

were thoroughly reviewed and the results are presented, discussed and analyzed as foll ows. 

As it was stated in chapter two, de fining target audience is onc of th e key indicators to chcck 

whether one is using soc ial media strategica lly or not. When target audi ence is properly 

identified, the contents being posted to social media pages consider the interest of the identificd 

target audience. For example, if the page is about sport, it is good to know what our ta rget 

audience if seeking online to know about Ethiopian sport. When one properly defines what hi /her 

target audience I looking for online, then des igns a strategy that helps hi m or her to address what 

defi ned target aud ience is looking for. If we manage to identify what our target aud ience is 

looking fo r and address it properly, the pages likes/fans increases quickly because it grabs the 

attention of thc audience. In this regard, four questions dcsigned to look at if the fed era l 

government insti tutions idcn ti ficd their target aud ience and are acting accordingly. 

During face book analysis, it was found out that only three institutions out of 70 institutions who 

face book pages was selected for this study has more than 100000 face book pages fans and 

others have below 5000 fans. It was also revealed that there were up to fo ur pages created in the 

name of the same institutions. The face book page review also showed that stori es bei ng posted 

to face book page were telling how the institutions were successful in accomplishing thcir 

mission. Somc page post contcnts that has no relation to their institutional mission. 

As it can be seen from the response to the questiOlUlaire, ninety percent of the respondent 

answered that they identified their target audience. However, all of the respondents said they did 

not do research to identify who is looking to engage with them online. The questionna ire 

revealed that majority of the federal government inst itutions are new comers to the socia l media 
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scene. Seventy nine percent of the respondents answered that number of their face book fan is 

under 5000 which complements the find ing from the face book page review. 

Po int s th at need further clarity were included into the interview guides. The first point is th at the 

90% respondent answered they identified their target audience but all them stated that they did 

not do research to know who is looking for what there are providing. The second point that 

during Facebook page review, there only three institutions which had more than 100000 fa ns. 

Fifteen percent of the respondents answered that their institutions had more than 100000 whi ch 

seemed contradicting with the finding from Facebook page review. 

The interview guides aimcd to find out if the fede ral institution identified their targct aud icncc 

and cngage accord ingly. Out of 52 key informants interviewed, 35 said that thcre is no need to 

research social medi a target audience. The point of reference for these interviewees is that 

Ethi opia has more than 75% you population. So, they concluded that youth is a target audience 

for a ll public relation practitio ners working for government. "We do not need to study who Ollr 

target aud ience. It is the yo uth. 75%% of our population is youth . If you reach the 75%, it is easy 

to reach the remaining 25%. We have to reach you and make them a motor for the development 

enarts" (Interviewee 27, on 16 April 2017). Ten interviewees secolllkd what the 35 intervicwecs 

stated but differently. For it is obvious that youth is their target audi ence but yo uth can ('urther 

cluster into rural youth, urban youth, and university graduates and so on. 

Our socialmcdia target audience is clear. It is all about youth. But all Ethi opian you ma y 

not be looking for what my instituti on provides. For instance, mini stry of education and 

mini stry of agriculture have their own category of youth. j do not be lieve wc need a 

research to identify our socia l medi a target audience. You just disseminatcd information 

based on your instituti ona l objectives in a way that youth can be attracted (Interviewee 

13, on 06 April 20 I 7). 

Seven interviewees be li eve that it necessary to ha ve at leas t qui ck assessment on thc overall 

social status in country and who is looking for what kind of in formati on. According to these 

interviewee, it is wrong to generali zed that social media user are po liti call y motivated. 
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Social media has become where people update themselves on current affairs, get 

knowledge on how to improve their lives, meet with news fri ends and sell what they 

produce. When each sector is not be able to communicate with their target audi ence by 

using social media, social medi a become a place for onl y politica l debate. However, that 

does not mean all those who engage online interested in politics. We need to identify our 

own target audience so that we can provide them what they may get on other pages. 

(Interviewee 42, on 20 April 2017). 

As the finding fro m both the interview and question showed, federal government instituti ons 

have no problem in identify ing soc ial medi a platform that works for them. Number one choice of 

the parti cipants was face book. They considered twitter and you tube as their second choice. Very 

few stated that they need are tl'yi ng to used blogs though not that much effective. During the 

interviewees said that Facebook is the best choice because most Ethiopian youth is using it. They 

also said that Facebook is easy to use. 

As it was stated in chapter two, setting social goa ls and objecti ves is a must if one needs to use 

soc ial mcdia effecti vel y. But thc goals need to bc smart enough. If they are not smart, it is not 

clear why you set them, who will accomplish them, numbers to be measure, whether the goals 

are attainable or not. It should also need to know if social media support institutional mission and 

objective. The goals need to be time bounded. 

If we take face book page as example, we may have goals to grow likes. Them who is goi ng to 

like it and why? What should be done to make people like it? One may say "we would like to 

l,'TOW our Face book page likes bccausc Face book is a kcy social medi a plat fo rm that wc can 

cngage with the public and serve to participate actively and get benefited." Thcn the goa l can bc 

"we wish to grow the X Facebook page from X li kes to Y likes by May ---, 20 IS." 

Based on this rationale, Facebook pages reviewed and questionnai re were distributed. The 

fi nding from face book page rev iew di scovered that social media usage in federal government 

organ izati ons are not goa l ori ented. Except li ve pages, all 65 pages had no regul ar post ing 

schedule. Some of th em had not been updated for eight months and even more. Some 

institutions there were institutions just copy and paste what media report. Facebook Page updatcs 
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of sev~nty federal government institutions from January 201 6 to Februaty 201 6. Out of 142 

Facebook pages reviewed, 15 institutions had been posting contents once a month , 32 insti tuti ons 

posted less than six post w ithin one year, 23 institutions posted nothing within the year indicated 

and 70 pages posted less than three posts or not all at all in one year time. 

Out of 100 partic ipants fill ed the questi onnaire, only 25 said th ey had social media goa ls. Out of 

25 who sa id they had social medi a goa ls, only two answered their goals are specifi c, meas urable, 

atta inab le, relevant and time-bound. Again 85% of the participants said they have no content 

management strategy. Similarly, 94 participants answered they had no define sched ul e to post 

contents to their pages/accounts. When they were asked if they assigned ro le for content creation 

and management of the content and the accounts and pages, all of them sa id yes. Sixty percent of 

the participants said that heads of public relation department is responsible person who manage 

the pages/accounts and assigns other admin members. The fi ndings from both Facebook page 

review and questi onnaires put in the picture that most of federal governm ent institu tions had no 

social media goa ls. 

Out of 52 public re lation practi ti oners interviewed, only eight said they have social media goals. 

The remai ning 44 said they have public rati on plan and goa ls in whi ch soc ial media is one of the 

outlet to reach the publ ic. Out of eight interviewees who said they had soc ial med ia goals, only 

four said their goals are measurable and time bound. However, they had doubt that the goals are 

relevant to their institutions. 

Then th e foc us of the interview was why they did not have social medi a goa ls. There are very 

few who had the idea to come up with smart goals and all the strategy but stated that they lack 

support and commitment from the management. Interviewee 7, who was a public relation expert 

in one of federal government insti tutions, stated that their social media use is a toothless dog. 

I fear soc ial media like a 'ehirak ' (Amharic term equi valent to a monster or vampire), 

liker fire and like an acid that burns people's body. Sometimes ago it used to be us who 

had total control of what was to be di sclosed and what was not. When I get my mobile 

data on, I read about my own institution what I myself even do not know. I do have social 

media goa l to win the heart of th e youth who source of in fo rm ati on has become socia l 
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media. But the technology requires commitment from th e top leadership. You need 

)luman resource and budget. What can you do if the management does not care about 

what is needed to organized effective social media team? (interviewee 07, on 04 April 

20 I 7). 

Other complains about the work envirolUllent and economic hardship . Interview 12 is a junior 

Public relation expert. According to the interviewee, there are times that public relation goals 

even publi c re lation exrerts themselves do not understand. 

How can 1 measure and attain national imagc building as a goa l. Even what my institution 

can do in this rcgard is conh·ibuting something to the national image building bascd on its 

mission and vision . You have someone who even does not properly articul ate thc vision 

and mission of your institution and then the vision of the country as head of public 

relati on department, as your boss and tell you to write nati onal image bui lding as a goal 

at my leve l. We try to come up with goals, not of course social media goa ls but just 

public rations goa ls; you do not attain them so you just report number of activities. I f you 

sec the reports of public relations, they read 'we tri ed to di sseminate this and that kind of 

contents' but they do have anything that tells what result ach ieved by disseminating the 

contents. So not only wc do have social media goals but also we do not have smart publi c 

relation goals (Interviewee 12, on 06 April 20 17). 

Out of 52 participants 20, joined public relation industry with no knows how about th e fie ld. 

Some of them said they are not happy with their current assignment as public relation experts 

and even head of public relation departments. While some of them sa id they were tTying to cope 

up with the profession but said thcy wanted long tel111 tTaining. There are still those scem 

frustrated. 

According to interview 15, those who came from different woreda's and zones to join the federal 

govenunent institutions frustrated because of both economic and profess iona l reasons. 

When we joined federal government institutions as public relation experts, we expected 

that we could have filled the political aspect of commun ication gap at federal level. Whcn 

we wcre assigned as publ ic relations expert or hcad of the department, mini stcr and state 
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minister, and head of agencies expected us j ust to give them a protocol service. Some o f" 

them did not want us to even exercise the profession. We also had economic problem. 

Wc left our settlcd life in our respcctive region for the mission wc were ass igned. Some 

.of us even so ld our house expecting federal government would provide us full 

accommodation. When we joined federal institutions, we have to struggle with the 

harshest environment. Therefore, we have been straggling with our personal problems 

too. That is why we are not effective in the profession. Social media needs commitment, 

resource and technology. We try to use it but it is not planned, and goal oriented 

(Interviewee 15 April 07, 20 17). 

Interviewees 16, 17, 18 and 19 were from the social sectors. What they have in common were 

that all of them created social media accounts, posts event based news stories to their pages even 

though not regularly, and follows up what the audience comments on their posts. However, they 

did have defined social media goa ls. Some of them believe that there is no need to have 

separated socia l media goa ls. 

We do no need to have separate social media goa ls. We have information di ssemination 

goals for the public relation activity. Social med ia is one of our outlets. We also do not 

need a (eam that works exclusively on social media. All public relation experts, includ ing 

head of the department, needs to write something whenever we have events and post it to 

our page. Organizing a team for social media is wasting financial , human and material 

resource (Interviewee 17 April 08 , 2017). 

Accorcling to intervicw 20 who is a senior public relation expert and have rcach back ground in 

the area of journalism and communication, the public relation is a profess ion that necds 

professionals. 

Public relation is a profess ion that needs profess ionals. Politics is something you shape 

and frame the profess ion but it is not answer to everything. I have been in the profession 

in the profession for more than a decade. Where experts from the profess ion handle 

public relation , you can see good results. When you come to new media it goes beyond 

that. It needs comment, to be active \11 uSing technology and understanding how to 
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engage with the public profess ionall y, espec ially with youth. Federa l govern ment 

communication affai rs offi ce gives you one or two day orientation how to open social 

med ia accounts and how to post. But what to post and setting social media goa ls, tacti cs 

and strategy needs a deeper understanding. We all have Facebook account at least and 

some of us try to post some stories. The problem is that very few likes or follows our 

pages (Interviewee 20, April 10, 201 7) 

According to Interviewee 25, who is head of public relation , public rel ation work is a forgotten 

profess ion in the country. Interviewee 25 argues that political commitment a lone take one 

nowhere unless the very concept, tactics, strategy, techniques and the va lues of public relations 

are properly understood. 

Public practitioners are there to win the trust of the public on behalf of the public. They 

need to understand what government needs from the sector properly and also they need to 

the public well. The industri es are supposed to serve as a bridge between the people and 

an institution in particular and the government in general. However, the field is a 

forgotten field by government and by hi gher education. What the higher education 

produces is something people find difficult to fit our context. They shou ld be there to 

support the industry. Where there is weak public industry, especially of govel11ment , it is 

difficult to think about using new technology effectively. Yes, we need to have defined 

social media goal , strategy and objectives. I ask my staff members to come up with an ad 

hock social media plan, kind of risk management when something is being posted wrong 

about my institution, then they try it but terminates somewhere(lnterviewee 25, April 12, 

201 7) . 

Social di saster such as il lega l migrati on, human traffi cking, and awareness creat ion on issues 

related to health, education and job creation a very critical a rea where the country needs effective 

communication by using both the mainstream and digital means of communication . Health sector 

is somehow better than other in producing contents regularly. However, it also lacks properly 

defi ned goals and objectives that properly te lls what the sectors is aiming to get from th e social 

media. 
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Interviewees 26-35 were from institution re lated to good governance directly or indirec tl y. 

Publ ic engagement is among main agendas in these institutions as the researcher was ab le to see 

fro m the ir citizen chart.,r though some of them had no citizen chalter. 

However, the use of soc ia l media, which is a powerful tool for publi c engagement nowaday, in 

these institutions is weak. Interviewee 28 is a senior public relation expert. Acco rding this 

interviewee, using social media is just for the sake of report. 

We all use socia l mcdia for with no clear clue and strategy. When I compare what we try 

to post to our ;ocial media pages with those who campaign against government, it is 

meaningless. My team produces some news stories based on major events take place by 

our institutions or in co llaboration with other government institutions. There are times no 

one likes or shares. Whereas, whatever our competitors post, thousands of people share 

and like. Socia l media needs resource, technique, skill and commitment. Especially 

properl y defined goa ls are a must. We do not have any (Interviewee 28 April 13,2017). 

Interviewecs 35 to 52 are from thosc institu ti ons working mai nl y on serv icc delivery. Thcse 

instituti ons just post list of service they are supposed to deliver. They also produce event based 

new stories and post it to their social media pages. However, in relation to using soc ial media 

based on dai ly, weekly, monthly and ann ual socia l media plan, they are weak. 

To have social media plan, yo u need properly understanding of the subj ect matter itself 

We were given one or two days training by whom we consider has better experience in 

using social media. Then we created pages in the name of our institution. Ycs, doing 

something is better than doing nothing. But it is not effcctive. We do not have national 

social media strategy. We do not institutional social media strategy. We do not have 

institutional soc ial media guidelines. How can you ask experts to use social media on 

behalf of the insti tuti on? We, including me, are not willing to come up with soc ial media 

plan. We know it is difficult achieve issues to be entertained in the social media goals. 

How can I say "2000 page li kes" ifT do not know how to make 100 people like page? So 

we are not willing to come up with social media goa ls (Interviewee 37 April 18, 20 17) 
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The final topic raised to investigate if the PR practitioners are using social media was looking at 

if they track progresses. The findings ii'OID the questionnaire demonstrated that using progress 

tracking tools is not fam iliar to public relation experts in federa l governm cnt institution . Except 

five institutions, other institution from which participants were selected did not know how to 

track social media progress. When the interviewees asked if they use social media progress 

(mentions, sentiments(positive ornegative) tracking tools such as hootsu it, socialpilot_co, the 

counter, soc ial mention , buffer, boardreader, talkwalker, topsy, Facebook insights etc, out of 

52participants, 39 answered, "what is it?" . Very few of the participants said they used Facebook 

insights. As was seen from the interview, even those five respondents who sa id they use progress 

tracking meant Facebook ins ight. 
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CHAPTER FIVE 

4. 5. Conclusions and Recommendations 

5.1. Conclusions 

The findings from both qualitative and quantitative method demonstrated that almost all publ ic 

relat ions practitioners in various federal government institutions in Ethiopia lacks social med ia 

strategy, socia l medi a goals, social medi a tactics and proper structure. Publi c relati ons 

practitioncrs lack wcrc not using social mcdi a stratcgica ll y. It al so reveal cd that thcy contin uc 

capaci ty building to use the technology meaningfull y. 

A lmost all of the institutions included in the study did not do research on the ovcrall status of 

social media in the countTY, the statues of the competitors social medi a and what their potenti al 

target audi ence are look ing fo r online. The study al so revealed that public relations practi tioners 

believed that there no need to conduct studies to identify thei r respecti ve social media target 

audience. As it can be seen from the social media strategy theory, know what is go ing on in 

social nctworking sites. Unless onc knows what the public is looking for online, how other 

competitors are engaging, what the weak and strong side of the competitors and what gaps nceds 

to fi lled, starting social mcdia is wastage. Pub lic relations practitioncrs who arc worki ng for 

government insti tutions in particul ar and federal govenU11ent institutions in particu lar have to 

havc clear picture of social media status in Ethiopia before they start using social med ia. 

The stud y also revealed that public re lations practit ioners thought that social media ta rget 

audi enccs were given and they are for the most part the youth . Some of them think that since 

youth are acti ve in using social media no need to look for spec ific audience. According them, 

target audience of social med ia is the use. However, as it was indicated in chapter tw o, you use 

are not looking for the same content. Some use are focused on entertainment. Others are acti vc in 

political affa irs. Yet there are others who are acti ve in economic affa irs. Therefore, it is good to 

identify target audi ence based on institutional mission and direction. As Ethiopia contcx t 

indi cates, target audi ence can be categorized as urban and rural. If the content does not include 

the interest of the urban population, the content should be des igned for rural community so that 
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all th e formats, elements and channels consider educational and other related background o r the 

audience. 

The study further indicated that sampled federal government institutions did not properly sct 

their social media goals. If institutions have no social media and claiming they are using socia l 

med ia, the outcome is just wasting money and other resource. Without clear goal one cannot 

know what result may come out of all the efforts being made. In in some institution, as indicated 

in the finding, national image building is set as a goal. National image building is a very broad 

tenn. Goal nceds to be very spccific and attainab le. 

Lack of skills and knowledgc scemcd to be one of the major problcms that hindered the 

practitioners from using soc ial media strategically and effectively. More than 90% percent of the 

survey participants said they did not know what social media progress tracking tools are. As 

commented by some interviewees, the PR practitioners needed to get both short term and long 

term trainings possibly organized by hi gher learning. In these regarding, universities and colleges 

should offer continues suppOtt to the community in general and to institutions in particular. 

Analysis of the qualitati ve data indicated that the challenges the practitioners face when they try 

to use social media were not only of techni cal nature. Lack of Commitment [rom top 

management to creat e conducive envi ronment was among the fi'equently mentioned cha ll engcs. 

More specificall y, economic hardship, bureaucratic hindrance and lack of material and human 

resource and organizational structure that SUpp0l1S social media team need quick response if the 

institutions are to effectively use social media and bring about tangible res ults. 

Among the findings that stood out in the stlldy was lack of national soc ial media strategy. In th c 

absence of a national social media strategy, the efforts toward national relation building may not 

bear fruit. It is obvious that the separate efforts of each institutions relation building add up to 

the biggest figure which government relation is building at the macro level. 

To sum up , pub li c relations practitioners in the federal government institution arc not only 

lacking the strategy to use social media effectively but also most of them have not yet sta rted 

using it. Thercforc, government and hi gher institutions should give focus to empower the public 
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relation practitioners so that the public and the government will make the most benefit out of thc 

new technology. 

S.2 Recommendations 

Here are some recommendations based on the findings of the study: 

I. There should be an entity at national level that serves as social media training center, new 

technology development, endogenous va lues promotion and social media eth ics 

promotion. 

2. It would be good if uni versitics design regular short term training on social media 

concepts, techniques and management so that public relations experts get h'ained at 

weekend or any other time. 

3. Universities shou ld take providing training to federal government public re lation 

practi tioners and creating awarcness as part of th eir community service mission. 

4. It would be good if there is a chance at second and co llege to specialize on socia l media. 

5. There should be national social media strategy in place so that all interested parties can 

lise it as a reference. 
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Appendices 

Appendices I: Questionnaire 

I . When did your institution start using soc ial media to engage w ith the public? Please ti ck 

or c ircle the chosen answer. 

Al one year ago 

BI Two years ago 

C/Three years ago 

D/Five years ago 

2. Did you conduct a research on over all social medi a status in the country, the soc ia l 

media prcsence of their compctitors and what the public is looking for onlinc in relation 

to thc mission of your organization before you started using social media? Please tick or 

circle the chosen answer. 

NYes BlNo 

3. Have you ever condu cted a resea rch fo r both officia ll y sanctioned and unauthori zed 

pages such as fan sites, rogue employee sites or mali c ious sites posing as you or yo ur 

organi zation, representing your organization? 

a. Yes 

b. No 

4 . How many are they? Please tick or circle the chosen answer. 

N one 

B/ two 
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C/three 

D/more than tluce 

E/none 

5. If yo u fo und out that there are o ffi cia ll y sa nctioned and unauthorized pages such as [an 

sites, rogue employee s ites or malicious si tes pos ing as you or your organization, 

representing your organi zati on, have taken any action let the public know it is not yo u? 

Please ti ck or c ircle the chosen answer. 

AlVes 

B/No 

6. Did you identify social media platform that can work for your institution? Please ti ck or 

circle the chosen answer. 

a. Yes 

b. No 

7. If the answer for question number four is yes, whi ch soc ia l media p latform/tools are 

appropri atc for your organ ization? 

I ) -------------------------------

2) 

3) 

4) ----------------------------------

5) --------------------------------

6) --------------------------------

8. How many Total Fans does your institutional pages/account have? Please tick or circl e 

the chosen answer. 

Twitter Facebook 

a) 200 and below A. 200 and below 

b) 1000 B. IOOO 

c) 2000 C.2000 

d) 3000-5000 D.300-5000 
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e) 100000-50000 

o 100000-500000 

g) More than a million 

E. 10000-50000 

F. 100000-500000 

G. morc than a million 

9. Do you do research on w ho is act ively engaging with your institution on line? Please ti ck 

or circ le the chosen answer. 

N Yes 

BI No 

10. Have you identified your target audi ence? Please tick or circle th e chosen answer. 

AlYes 

BI No 

II . Which social mcdia sitesl twitter, blog etcl are they using? Plcase tick or circle the chosen 

answer. 

N Facebook BI Tw iter CI blogs CIY outube Dlothers 

12. Have you ever conducted a research on your compet itor's social media presence and 

identified the ir major strengths and weaknesses? Please tick or c irc le the chosen answer. 

AlYes 

BI No 

13. How do you see social medi a usage of your institution when you compare with your 

competitor 's? Please tick or circle the chosen answer. 

AI Very effecti ve 

BI Good 

C/poor 

Dlvery poor 

14. Do you have social media goals? Please tick or circle the chosen answer. 

AlYes 

BINo 

15. Do you have content managemcnt strategy? 

AlYcs 
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BlNo 

16. How often do you produce news story and craft messages fo r your social medi a pages 

and account? Please tick or circle the choscn answer. 

N Daily 

B/Once a week 

C/twice a week 

D/Once a month 

ElNo define schedule 

17. Have you assigned role for content creati on and management of the content and thc 

accounts and pages? 

N Y es 

BlNo 

18. If the answer is yes fo r question number 17, 

2) Who creates contents? Please tick or circle th e chosen answer. 

N public relation experts 

B/Management bodies 

C/Head of public relation Department 

D/Social Media Experts 

3) Do you havc responsible person who manage the pages/accoun ts and assigns 

other admin members? Please tick or circle the chosen answer. 

NYes 

NINo 

19. Do you usc social media analytics to track progress? Please ti ck or circle the chosen 

answer. 

NYes 

BlNo 

C/ I have no idea about the tool 
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Append ices II : Pictures used in the study 

Shock ing pictures taken from abroad and posted happened faeebookFacebook pages owned by 

Ethiopian 

Source Image: 

. "(tlps:! /www.change.org). 

ht1p'lIwww chanqe gro/p/pres jdent-barack-obama-secretarv­

of -st ate -jo h o-ke rev -and -co dc! re"><i.-the -fo rq QU e o -Ci eoocj d e­

h o Jocaust-j o-the-koDcIO 

a separate email to signers of you r pet ition. 

PRESIDENT BAAACK OBAMA. SECRETARY OF STATE 

JOHN KERRY, AND CONGRESS: The Forgotten 

Genocid e (Holocaust) In the Kongo 

C'=*I<:i<X..ESE OI .... SPOR.<o. 'USA' ANO CQtlGOLESE COtvlMUNlTY IN 

At.1ERlCAPETITION TO PRESIDENT BARACK OBAMA.. To... 

~ttp:r.U,.YWW_chang!'.c.tg 

Posts by us ing the image throughout Ethiopian Social Media (especially by Oromo activist) and 

some websites: 

- .~..-.... 

a "'-"N ~. _!.. -
;::~~:';,':';'~' ,,:::.-': :;:-':!:;.~.,::,~: ~:;.'::::;::!.!';:;::::~d'" 
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~~:::':.:7.::'!"! =-=::::~':-: ... "::.. ... ~~ .. ":'" 
.. .. <> ....... ~ .......... - " .. ,,, ............ .....-....- .~ ." ..... ,,-
:::.~:;: , ... ~ .. .... .... " _~_ '" N"'" ......... ~ .,~ ~ ,,, • 

.. _ . .... ... <0--............... , ...... ~ . .......... , . . .... '> ........ ... ..... .... ~ ......... _ ........ ....... ~ ..... ........................ ~, ..... 

...... .. . ~ _ .......... _ .. ' ''T''~ •. ,.. ~ ...... ., ... .... ., ... ~ ..... , .. - .... "'" ..... ~~ .. -'" ... .... , ...... ...... .,.,,.. ........... ~ 
<t ..... _ .... ... _ ..... ......... ·1 · ........... "' ... • . ...... '~"~. "~ 

........ . ~ ... ,.. ....... ,,_ .. ' ... _ .......... ~ .................. . . ....... r 

.. ·h-. "'7 ' . -r_ ...... ... ~ .. ..... , .... .. _ Tn ,.,,,~~ 

::.;c..~~.:~ .::-;~.~;..;:::..:'"'..:: . ~:- -"", ... .............. " 
...... >.. ... _, ............... ..., ... ........ . , . .. ~ ... ".,. .<.~ , ......... ' ....... ,,- .................................... " ....... ~ .... ~ ..................... . 
"""-- ... --............ ., ........... ..... 

1. Genocide I Oromian Economist 

2. "tlps :1/OI'OI1l;a II eCOll Olll isl. won/press. COIll/ lllgl gell ocide/ 

395 x 312 - Posts about Genocide written by Oromian Economisl . 
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3. ~2~8 __________ -L __________ ~F~eb~I~· '~la~rLv __________ J-__________ 2~0~1~6~ ________ -" 

OromianEconomist Itttps://orOlllialleCOII0Illisl.lVordpress.colII/ 2016/ 02/281395 x 312 -

Feb 27, 2016 - 4 posts published by OromianEconomist on February 28, 2016. 

Ethiopia ! OromianEconomist ! Page 2 

/lIIps://orollli£mecollolllisl. lVordpress.COIII/lag/elitiopia/page/21395 x 312 - Posts about Ethiopia 

written by OromianEconomist. 

Ethnic cleansing Against Dromo People I OromianEconomist 

It IIps://orolll in lI eCOIlOIII isl. lVordpress. cOIIII...!elit lIic-clenllsi IIg-agai IIsl-orOIll ... 395 x 312 - Posts 

about Ethnic cleansing Against Oromo People written by OromianEeonomist. 

Photographic Documentation of TPLF's Terrorist Crimes Against .. . 

111 ereja. cOIII/fo l"lllll/ vielVlopic.pltp ?f= 2 & t= 112 5 5 6&slllrl= J 0 

Mar 22, 2016 - 10 posts - 2 authors 

395 x 312 - She was a high school student, but that didn't matter to the terrorists from Tigray hell 

bent on exterminating the Oromo people. Image ... 

The )' icture That Shocked The World· Ethiopian News Forum - Mereja 

111 er eja. cOIII/fo l"lllll/ l'ielVtopi c.pltp? / =2& t= J J 2 480&slarl= I 0 

Mar 20, 2016 - 10 posts - 4 authors 

395 x 312 - Abdisll wrote: Tigray arc desensitized to death and violence caused by their own 

terrorist squads, it doesn't bother them none whatsoever ... 

4. 'BECAUSE I AM OROMO': SWEEPI NG REPRESSION IN THE ... 
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"Ilps ://OI'OIll;a II ecoll om ;sl. wort/press. coml. . ./beca IIse-;-am-Ol'om o-sweep; 11. •• 

395 x 312 - Posts about 'BECAUSE I AM OROMO': SWEEPI NG REPRESSION IN TI-lE 

OROMIA written by OromianEconomist. 

5. Oromo mothers are in danger : Fascist Ethiopia's regime militarv forces ... 

" II ps :f / 01'0111 jail eco II 0111; s I. wo 1'(/ press. co 1111. • ./0 f 0 11/ 0-111 01" ers -a re-; Il-t/ lIll g e f ... 

395 x 312 - Feb 27, 201" - Ethiopian security force killed a 7-lIIonth pregnant www.ayyaantuu .nct 

February 27, 2016 # Oromoprotests this mother is a 7 month pregnant ... 

Source image: 

(www. rightnow.io) 

... ---""-.... ---~. 
r--~~-~-- -li::'iiii;' • . ~ . ...... 

= --

Klgnl NOwllU 

--

Posts by using the images 

- - : " '";:. 
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Appendix []I : Face Book pages of Federal Government institutions 

,0 Ink of Facebook page Pages likes 

l. htt~s :LLwww. Face book. co mLE t h i o~i a n a i rl i n esL~ostsL15358933264 953 72 1,081 ,42 1 
2. https://www.Facebook.com/MFAEthiopia/ 283,906 

3. https:!/www.Facebook.com/Federal-Government-Communi cati on- 178,864 

Affairs-Office-of-Ethiopia -349142568566343/ 
1-

4. https:!/www. Facebook.com/M FAEthiopia/ 283,890 

5. htt~s :LLwww.Facebook.comLNationa l - Lotter~-Adm inistration - Eth io~ i a- 62,323 
176396532436575Ufref=~b&hc loca tion=~rofile browser 

6. https://www.Facebook.com/fdremoe/ 52,874 

7. htt~s :LLwww. Face boo k.co mLi NSA. ETH lOP IAUfref= ~b&hc l ocat i o n=~ro fi 42,3 01 
Ie browser 

8. Federa l Ministry of Health,Eth iopia 46,528 
9. https:!/www. Facebook.com/MoFEDet/?ref=br rs 20,090 

10. httQs :LLwww. Face boo k. co m LM i n i st r~ . of. T ra ns ~ort. Eth i o~ iaU ref=b r rs 14,452 

11. htt~s :LLwww. Face boo k. comL etsuga r Ufref= ~b&hc location =~rofi I e bro 10,087 

wser -
12. htt~ s :LLwww. Face boo k.comL~agesL Co m mercia I-Ba n k -of- 14,367 

EthioQiaLl12944122052262?fref=~b&hc locat i on=~rofil e browser 

13. htt~s :LLwww.Facebook.comLMi nistr~.of.Trans~ort.Ethio~iaUfref=~b&hc 14,45 1 
locat ion=~rofil e browser 

14. htt ~s: LLwww.Facebook.comLEthi a ~i a nConstru ct ion WorksCo r~o rat i a nUf 12,089 
ref=~b&hc 10cation=Qrofi le browser 

15. h tt~s :LLwww. Fa ce boo k. comLI nvest Eth io~iaU ref=sea rch 15,332 

-
16. https:!/www.Facebook.com/%El%8B%A8%El %8A%A2%El %89%B5%El 11,590 

%8B%AE%El%8C%B5%El %8B%AB-
%El%8A%95%El%8C%8D%El%8B%B5-
%El%89%A3%El%8A%95%El%8A%AD-

%E 1%8B%A8%E1 %88%98%El %88%A8%El %8C%83-
%El %89%9B%E1 %89%B5-1743117895906489/?ref=py c 

17. h ttps:! /www.Facebook.com/Federa l-Democratic-Republic-of-Et h io pia- 10,273 
Ministry-of-I ndustry-166755056811192/?hc ref=SEARCH 

-
18. https:!/www.Facebook.com/Ethiopia-Mi n istry-of-sciences-a nd- 5,495 

T echnology-13083 2580420569/ 

19. https://www .Facebook.com/ephi pagef7ref=se~lh 5,660 

20. https:!/www.Facebook.com/Min ist ry-of-Cu lture-and-Tourism-Ethiopia- 2, 166 
868041033279063/ 

21. htt ps :/ /www.Facebook.com/fd resportcommission/ 5,453 



-
22. htt ~s :LLwww. F aceboo k.comLhofeth io ~ i a nL?fref=~ b&hc location=~rofile 6,976 

browser 
1-

23 . htt~s: LLwww.Facebook.comLambafantaL?ref=br rs 2, 108 

24. h tt~s:! /www.Facebook.com/Eth iopian-ministry-of- 25 
trade%E1%8B%A8%E1%8A%95%E1%8C%8D%E1%8B%B5-
%E1%88%9A%E1%8A%95%E1%88%B5%E1%89%B4%E1%88%AD-
1933517066877528/ 

25. htt~s :LLwww. F aceboo k .comLE th io l2ia n-I nvestm ent -Age n cy- 139 
318284824971349L?ref=br rs 

26. https:!/www.Facebook.com/EthiopianMofa/?ref-br_rs 3,625 

27. httl2s: LLwww.Facebook.comLmeleszenawileadershil2acade myL?fref= Qb& 5, 143 
hc 10cation=Qrofile browser 

28. htt QS :LLwww. Face book. co m LE I AR PRL?fref-Qb& h c locati on= ~rofi Ie bro 6,6 11 
wser -

29. htt ps:! /www.Facebook .com/pages/Ethiopian-National-Defense- 4.313 
Force/112652922116853 ?fref=pb&hc location=profile browser 

30. https:!/www.Facebook.com/EthioDefence/?ref=py c 6,46 1 
31. httl1s://www.Facebook.com/Tccl1aEthiol1ial?fref=l1b&hc location- 1,640 

proJile browser 
32. https:!/www.Facebook.com/Ethiopian-Agricultura l-Tra nsfo rmati 0 n-

Agency-184079755028557/?fref=pb&hc location=profile browser -
3* htt ps ://www .laEe ~ 0 okFa ce book.com/ cbe. w i nget/? ref= py c 1,562 

34. https:!/www.Facebook.com/pages/Nationa l-Bank-of- 2,975 
Ethiopia/103127696394606?fref=pb&hc location=profile browser 

35. https://www.Facebook.com/Ethiopian-Airports-E nterp ri se-EAE- 4,705 
ll1034349003285/?fref=pb&hc location=profile browser - -

36. https://www. Facebook.com/d iasporamobi lizatio n/?fref= pb& hc J ocati 0 n 4,276 
=profi le browser 

37. https:!/www.Facebook.com/Min istry-of-Women-and-Child re n-Affa i rs- 5,418 
1574468536107434/?fref=pb&hc location=profil e browser 

38. https:!/www.Facebook.com/pages/M inistry-of-Education- 135 
E th i 0 pi a/11 0100992? 64341 ?fref=p b&h c Jocatio n= p rofi Ie_browse r &rf= 7 
57698024273652 

39. htt ~s: LLwww. Facebook.comLfeac. etL?fref=~ b& h c location-Q rofi Ie brow 6,697 
ser 

40. https://www.Facebook.com/Ministry-of-Hea lth-Eth iopia- 5,780 
444390355683777 /?ref=br rs 

41. https:! /www.Facebook.com/Federa l-Democratic-Republic-of-Ethiopia- 177 
Min i stry-of -Defence-1948 29909207 3 200/?ref=br rs 

42. https:!/www.Facebook.com/M efEth/?ref=br rs 1,273 
43. https:!/www.Facebook.com/ M inistry-of-Science-and-Technology- 3,097 

Ethiopia-386541651526529/?ref=br rs 
44. h tt ps:! /www.Facebook.com/Etiopian -Conformity-Assessment- 56 

Enterprise-604417036347 482/?fref=pb&hc location=profi le browser 
-
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45. https:!/www.Facebook.com/mowieethiopia/?ref=br rs 3,85 1 
46. htt~s :!Lwww. Face book. co mL Fed e ra I Coo ~erativeAgencYL? ref- b r rs 2,494 

-
47. https:!/www.Facebook.com/Federal-Democratic-republic-of- 153 

Et h i 0 pi aMi n istry-of -Hea Ith-21 045465904 2 449 /?ref= br rs 
1-

48. https:!/www .Facebook.com/mocpair/? ref=br rs 310 

49. https:!/www.Facebook.com/Ethiopia-Min istry-of -sciences-a nd-
Techno logy-130832580420569/?ref=br rs 
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