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The Importance of Social Media in
Managing the Image of the Educational
Institutions

Waldemar Jedrzejczyk' and Stanistaw Brzezinski?

ABSTRACT

KEY WORDS:

JEL Classification:

The subject of the article relates to the use of social media in organizational activities aimed at
creating a positive image of an organization. The image is an important element of the organiza-
tion's strategy—it shapes its distinctiveness, distinguishes it from competitors, and determines
how the organization is perceived in the environment. Image is created at the interconnection
between the organization and its stakeholders. A significant role in the process of shaping the
image is played by marketing communication, which is subjected to increased virtualization due
to the progressing digital transformation. The attributes of social media predestine them to be
used in the process of image creation. The main purpose of this article is to assess the importance
of social media in the process of managing the image of educational institutions. The rules of the
market economy apply not only to business organizations but also increasingly to other types of
organizations, including educational institutions. Following the example of enterprises, educa-
tional institutions must also build a positive image of the organization. In the presented empirical
research results, the research subject was narrowed down to one type of educational institution,
namely secondary schools. The research has shown that all analyzed schools use social media and
the school’s website as tools to promote and build their image in the local community. Unfortu-
nately, the effectiveness of using these tools is low.

Image of the organization, social media, educational institutions, Poland.
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1. Introduction

The image of an organization is how the stakeholders
perceive it—it is the depiction of the organization
in the environment in which it operates (Alvesson,
1990; Chaturvedi & Gupta, 2014; Frandsen, 2017;
Negara et al., 2020). A positive image allows the
organization to be distinguished amongst the
competition, build the trust of recipients and gain
their loyalty. The image may be deliberately and
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intentionally created by the organization. However,
it is a complex process over which the organization
has control only partially—it results from the
essence of the image. The image management
process should focus on two aspects:

1) Shaping own image, that is, the deliberate
influence on the shape of the image from the
stakeholders’ point of view;

2) Collecting and analyzing the opinions of
stakeholders in order to undertake corrective
actions and to improve, strengthen and enforce the
image.

The image concept should constitute an element
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of the overall marketing concept, strictly related
to other components, and social media play an
increasingly important role in contemporary
marketing (Kaushik, 2012). Due to their attributes,
social media are an optimal tool for use in the
image creation process (Mangold & Faulds,
2009). Numerous research proves that business
organizations attach great importance to social
media in conducting marketing activities, which
aim at building the organization’s image (Mazurek-
Lopacinska & Sobocinska, 2017)—this is an effect
of progressing technological development and
the growing potential of social media. The main
benefits of present social media include (Kaplan
& Hanlein, 2010): wide range, general availability,
low costs, mobility, interactivity and multimedia,
higher level of effectiveness, and better engagement
of the user. Social media allow existing in the virtual
space, which is becoming as important as reality. It
is often expressed that what is not in the media does
not, in fact, exist. This notion indicates the need
for regular and systematic research to diagnose
what is happening in media reality. With this in
mind, it is crucial to note that market economy
principles apply not only to business organizations
but also increasingly to other types of organizations,
including educational institutions. Similarly to
enterprises, educational institutions must also
maintain good relations with their stakeholders
(Kazoleas et al., 2001) and build a positive image of
the organization (Alves & Raposo, 2010; Rynca &
Radomska, 2018).

The main purpose of this article is to assess the
importance of social media in the process of managing
the image of educational institutions. In the presented
results of empirical studies, the analyzed entity was
limited to one type of educational institution—
secondary schools.

The research did not cover the COVID-19
pandemic, which began in November 2019. Since
the pandemic had a considerable impact on
the functioning of schools, in particular on the
organization and tenor of the educational process,
this article poses a complementary problem question:
does the period of the COVID-19 pandemic foster
the use of IT tools and social media in the process of
creating the image of educational institutions?

CONTEMPORARY ECONOMICS
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2. The Process of Managing the Image of
Educational Institutions

The image, like any activity in the area of communica-
tion of an organization with the environment, should
be carefully planned and supervised. Image manage-
ment should be a continuous process as it requires
conscious, systematic, and long-term actions (Massey,
2016). Managing the organization’s image is not an
easy task, mainly due to the substantial complexity
of this phenomenon. To a large extent, the image is
shaped regardless of the organization and does not al-
ways reflect reality. Thus, the process of managing the
organization’s image may be divided into the follow-
ing stages (Schuler, 2004, Swieczak, 2017):

1. Defining the goals of building the desirable im-
age of the organization;

2. Determining the main stakeholders of the orga-
nization;

3. Analyzing the present image of the organization;

4. Defining the determinants of the organization’s
image;

5. Selecting the instruments for creating the image
and channels of communication with stakeholders;

6. Appointing the team and people responsible for
executing image-related tasks;

7. Implementing and executing the image manage-
ment strategy;

8. Supervising the achieved results.

The indicated stages in the process of managing the
image of an organization enable to identify areas: 1) in
the environment of the organization, where it is nec-
essary to take action to create, strengthen or change
the image of the organization; 2) within the organiza-
tion itself, in which activities significantly affect the
organization’s image. These steps enable creating ef-
fective operational plans for building a positive image
subjected to the mission and strategy of the organiza-
tion. They make it easier to define the scope of activi-
ties for individual groups of employees and the degree
of responsibility for contributing to building the orga-
nization’s image.

As mentioned in the introduction, similarly to en-
terprises, educational institutions must also build a
positive image of the organization. However, the spec-
ificity of creating the educational institutions’ image is
different than in the case of companies (Rynca & Ra-
domska, 2018). It results from disparate management
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characteristics, different funding rules, and specific
legal regulations. Managing the image of educational
institutions, particularly secondary schools, is rela-
tively easier than the analogical process carried out
in business organizations. In the case of educational
institutions, the following stages of the management
process are comparatively simple (Jedrzejczyk, 2020a;
Jedrzejczyk, 2020b):

1. It is easy to define the primary goal of schools'
marketing activities—the main goal is to attract can-
didates during recruitment.

2. It is easy to precisely determine the most impor-
tant groups of stakeholders—the students. In the pro-
cess of building a positive image of the organization,
a proper definition of groups of stakeholders, particu-
larly customers, plays a significant role.

3. It is relatively easy to define the most crucial de-
terminants of the image—in its ongoing marketing
activity, the school should expose the most relevant
elements for the student, such as educational offer,
educational standards, the faculty, premises, and tech-
nical facilities.

4. It is relatively easy to select tools for image cre-
ation—the range of methods should include social
media as the vast majority of youth in secondary
schools use and is present in various social media out-
lets on a mass scale, where they create their own com-
munities. Consequently, it is relatively easy to define
the customer-student profile.

5. It is relatively easy to appoint people responsible
for executing image-related tasks—in addition to
schools principals, the teams should include all teach-
ers since they are in direct contact with the most rel-
evant schools stakeholders—the students.

There can be distinguished two basic models of
building the organization’s image: the linear model
and the feedback model. The image building process,
according to the linear model, consists of the following
sub-processes: (a) The organization builds its identity
based on its strengths; (b) Stakeholders receive and
obtain information about the organization—about its
weaknesses and strengths; (c) Based on the obtained
information, stakeholders create the organization’s
image; image created by different groups of stakehold-
ers may vary; (d) A combined image effect, defined
as reputation, is developed; it consists of the sum of
images created by individual groups of stakeholders,

www.ce.vizja.pl

maintained over a longer period of time.

The linear model of building the organization’s im-
age is a non-closed system. It is a fundamental weak-
ness of this model as information flow is conducted
one-way only—from the organization to stakeholders.

In the feedback model of building the organiza-
tion’s image, in addition to sub-processes 1-4, there is
also sub-process (e) the organization obtains informa-
tion about its image, which may then be used in im-
provement activities. The feedback model is a closed
model. The organization knows what are the effects
of undertaken activities in the scope of building the
image and, in case of a weak image, it can undertake
corrective actions.

Due to the application of two-way communication
in the feedback model, it seems natural to use social
media in the process of shaping the relations of the

organization with its environment.

3. The Potential of Social Media
Social media compose an extensive set of commu-
nication tools based on web applications and mobile
technologies (Bingham & Conner, 2010; Kaplan &
Haenlein, 2010). The most significant characteris-
tics, which differentiate social media from traditional
media include (Kaplan & Hanlein, 2010; Gladwell &
Shirky, 2011; Heinonen, 2011; Laroche et al., 2012; Fill
& Turnbull, 2016):

1. Range—social media can reach a larger group of
recipients;

2. Access—social media are generally accessible for
many recipients free of charge or against a small price;

3. Use—creating content via social media does not
require any special skills; it is enough to be able to use
new technologies;

4. Immediacy—social media form a space where
reactions are immediate;

5. Impermanence—messages may change almost
the minute they were published;

6. Usability—social media are mainly based on

what most users can do.

Social media include, among others: social net-
working sites (Facebook, Instagram, Tiktok, Linke-
dIn, Badoo), Wiki-type websites (Wikipedia), blogs
(Blogger, WordPress, Photoblog), content sites (Pin-
terest, YouTube, Flickr, Slideshare, Vimeo), microb-
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logs (Twitter), online news sites (Wykop.pl, Reddit),
forums (Gazeta.pl, Wizaz.pl, Kafeteria.pl), and mes-
sengers (WhatsApp, Skype, Facebook Messenger,
Viber). Each type of social media features certain
properties. They have radically changed the way
people communicate (Bingham & Conner, 2010).
They turned communication into an interactive
dialogue. This form of communication enables both
the creation and exchange of user-generated content
(Kaplan & Haenlein, 2010). The use of social media
by organizations increases customer involvement in
the processes that take place in it (Kietzmann et al,,
2011; Kaplan & Haenlein, 2012; Barker et al.,, 2013;
Mazurek-Lopacinska & Sobocinska, 2017). More of-
ten, organizations treat social media as a marketing
tool useful for image building, promoting and selling
products, creating a potential customer base, conduct-
ing word-of-mouth marketing, and building a com-

munity around the organization.

4. The Role of IT Tools and Social Media in
Education During the COVID-19 Pandemic
The COVID-19 pandemic poses a substantial problem
in the modern world due to its negative effects on the
global economy. Its fallout can be divided into three
principal categories: (a) the burden imposed on the
health systems and populations of affected countries;
(b) the economic costs of measures adopted to limit the
spread of the virus, and (c) the impact of the global eco-
nomic slowdown on individual economies. The pan-
demic has rocked stock markets, shaken oil and other
commodity markets, caused mass unemployment, in-
creased extreme poverty, disrupted trade flows, led to
food and medical shortages, and threatened the solven-
cy of businesses and governments around the world.
The pandemic has changed the functioning, to a greater
or lesser extent, of almost all types of organizations. It
also significantly affected the work organization of
educational institutions as all types of schools were to
switch from in-person to remote learning. In Poland,
in-person classes were suspended for the first time
on March 12, 2020. From March 25 to June 26, 2020,
courses were held remotely. In subsequent school years
2020/2021 and 2021/2022, educational institutions
implemented a hybrid system—in-person, hybrid, or
online learning, depending on the number of reported
cases of COVID-19 illnesses.

CONTEMPORARY ECONOMICS
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The functioning of educational institutions during
a pandemic is regulated by legal acts developed by the
Ministry of Education and Science. The new regula-
tions on the organization of remote learning provide
teachers with a wide range of possibilities to hold les-
sons using distance teaching methods and techniques,
including electronic communication. According to
the new regulations, schools are at liberty to choose
the right teaching tool, taking into account all aspects
related to the capacity of the school, the teachers, and
above all, the technical and organizational capabilities
of the students.

Implementing remote learning is a significant chal-
lenge for most teachers, for which they have not been
previously prepared. Prior to the pandemic outbreak,
85,4% of the surveyed teachers had no previous experi-
ence with distance teaching (Centrum Cyfrowe, 2020)
Holding online classes requires the use of new tools and
different teaching methods. The most commonly used
tools in remote learning are: communication apps,
email, electronic grade books, educational platforms,
group work tools using shared resources, and social
media. These tools can be essentially categorized into:
online classroom tools (Cisco Webex, Discord, Google
Classroom, Google Meets, Live Streaming Facebook,
Microsoft Teams, Skype, WhatsApp, Zoom), tools for
establishing ongoing contact with students (E-grade
book: Librus, Vulcan, etc., Messenger, Moodle, Skype),
tools for uploading homework (E-grade book: Librus,
Vulcan, etc., Google Classroom, Messenger, Microsoft
Teams, Moodle, Watch2Gether, WhatsApp), assess-
ment and testing tools (Kahoot, Socrative, Testpor-
tal, Quizizz, Quizlet), and tools for transferring the
material in different forms (Canva, Eduelo, Genially,
Google Maps, LearningApps, TVP Lessons, Jamboard,
Mentimeter, Microsoft Excell, Microsoft PowerPoint,
Microsoft OneNote, Microsoft Sway SketchNoting,
ThingLink, Wordwall) (Buchner & Wierzbicka, 2020).

Education is one of the social life areas most severe-
ly affected by the COVID-19 pandemic. Coronavirus
has not only forced changes in the manner of commu-
nication, but it has also changed the way of consuming
content on social media. With the pandemic and the
resulting restrictions on social interaction, social me-
dia has become the main channel of communication
for people. The rise in social media use, which was pre-
dicted even before the pandemic, has been confirmed
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in the numbers in the era of social distancing and
quarantine. From the very first days of the lockdown,
social media saw an increase in active users. Facebook
saw a 50% increase in messaging across its platforms,
including Messenger and WhatsApp. The exchange of
private messages on Twitter increased by a third (IAB
Polska, 2020) One of the latest reports from Global-
WeblIndex indicates that the number of social media
accounts per internet user has increased from 7,6 in
2017 to 8,1 in 2020. The time spent on social media has
also increased by a few minutes—now it is 2 hours and
22 minutes per day (Zylowska, 2020).

Social media is already an inherent attribute of
modern reality. Its role has become increasingly im-
portant when working remotely. For instance, social
media allows schools to provide instant updates, rapid
distribution, and immediate response from school
stakeholders. Well-used social media can also signifi-
cantly enrich the learning process by increasing the
attractiveness of the learning content and the vari-
ety of teaching tools. The wide array of social media
and its akin applications render these media useful in
many areas of school activity. Most social media out-
lets capture much more traffic and user engagement
than before. Naturally, it is a suitable time for schools
to continue intensifying activities in social media, for
ongoing communication between the school and its

stakeholders, in order to create a positive image.

5. The Importance of Social Media in
Managing the Image of the Secondary
Schools - Main Conclusions of Own
Research

5.1. Research Method

The main goal of the conducted empirical studies is
to prepare a model approach to effective manage-
ment of the image of educational institutions'. Three
principal research questions are asked in relation to
the main goal:

1. Is the potential of social media in the manage-
ment of the image of educational institutions used
effectively?

2. What are the main reasons for ineffective use of
social media in managing the image of educational
institutions?

3. How to manage the image of educational insti-
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tutions using social media, so that the process of cre-
ating the image was effective?

Responses to such questions were sought in a sur-
vey addressed to defined groups of respondents. The
research was conducted in the years 2015-2019. In
search for the answer to the research question in em-
pirical studies, emphasis was put on those elements
of the process of shaping the image, which depend
on the organization and which should be combined
with the use of social media. Three sub-processes
were analyzed:

1. Building of organization’s identity,

2. Communicating the organization’s identity to
stakeholders,

3. Obtaining feedback from stakeholders on the
current image of the organization.

The main purpose of this article is to assess the
importance of social media in the process of manag-
ing the image of educational institutions, which are
divided into schools and educational establishments.
The vast majority of educational institutions are
schools, usually divided into primary, secondary, and
higher education facilities. In publications regarding
this field of study, it is relatively easy to find works
regarding the issue of building the image of universi-
ties (e.g., Ivy, 2001; Alves & Raposo, 2010; Suprapto
& Rosmala, 2012; Tess, 2013; Rynca & Radomska,
2018; Akincr & Serin, 2020), while it is significantly
more difficult to find studies on the issue of build-
ing the image of secondary schools (e.g., Eger et al,,
2018). This is because universities have been compet-
ing to acquire the best students for many years. How-
ever, the problem of increased competition on the
educational services market has only started to apply
to secondary schools recently. The main reason for
this is the increasing demographic decline in many
countries along with the simultaneous increase in the
importance of school education as a social institution
in the era of dynamic technological development. In
Polish reality, the education reform introduced in
2017 is an additional factor.

Empirical research was conducted on two principal
research populations. The first population comprised
employees of secondary schools (principals, vice-
principals, and teachers), and the second one—main
stakeholders—students and their parents. Schools
were located in Poland in the Lodzkie voivodeship.

This work is licensed under a Creative Commons Attribution 4.0 International License.

461




462

| Vol.15 | Issue4 | 2021 | 457-466

201 employees participated in the research, includ-
ing three principals, five vice-principals, and 193
teachers from thirteen secondary schools, as well as
1465 students from these schools and 467 parents of
students. The research was conducted in 13 schools,
where principals agreed to conduct this research. The
research tool was auctorial survey questionnaires. The
questionnaires developed for individual stakeholder
groups differed slightly. Each questionnaire consisted
of a core section and a metric. In the questionnaire for
high school staff, the core section consisted of 29 ques-
tions. In the questionnaire for high school students,
the core section consisted of 30 questions. In the ques-
tionnaire for parents of students, the core section con-
sisted of 18 questions. The questions were of various
types: open, semi-open, and closed—single choice and
multiple choice; alternative questions and questions in
the form of ranking scales. The survey was conducted
once, and it was anonymous. The survey was in paper

form, and it was distributed in an auditorium.

5.2. Assessment of the Scale of Using Social Me-
dia in the Process of Managing (Creating) the
Image by Secondary Schools

5.2.1 Employee’s perspective

All analyzed secondary schools are already using so-
cial media, but the level of this use varies. All schools
have accounts on at least one social media portal,
and most—on at least two social media portals. The
most popular social media service amongst secondary
schools is Facebook—all schools use it. YouTube is also
very popular. Other social media such as Messenger,
Instagram, or Snapchat are used much less. It seems
that schools still do not appreciate these applications,
while they should. They have huge potential due to im-
mense popularity amongst young people. In general,
social media are seen as a good communication chan-
nel between the school and its stakeholders, in partic-
ular students and their parents (92% of respondents).
The effectiveness of promotional activities carried out
using social media is also deemed as high (87 % of re-
spondents).

5.2.2 Main stakeholders’ perspective

The use of social media in the process of building
the school’s image is highly justified. At the moment,
students have almost unlimited access to the Inter-
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net, which they mainly use in their natural environ-
ment—at home and in school. More or less, almost all
students use social media—they have an account in at
least one portal and use it daily (98% of respondents).
Within the scope of activity in social media, many
students also share their opinions on Internet forums
and blogs and comment on posted content (44% of
respondents).

Digital communication tools are also included in
the portfolio of methods of promotion applied by
schools. However, schools do not fully use the po-
tential of applied methods, digital tools in particular.
This is mostly visible in the case of social media. Less
than half of respondents who receive information
about the school via social media see this as an effec-

tive form of promotion.

5.3. Reasons for the Low Efficiency of Using So-
cial Media in the Process of Managing the Image
of Secondary Schools

5.3.1 Employee’s perspective

The main reasons for the low efficiency of using social
media in school activities include the absence of a so-
cial media strategy and the lack of systematic activi-
ties. These factors contribute to the remaining low-
efficiency variables directly or indirectly: low level of
use of social media in the promotion of individual ed-
ucation profiles, low substantive level of content pub-
lished in social media, no incentives for stakeholders,
small communities among the school's stakeholder
groups, and the absence of employees responsible for
the preparation and monitoring of content.

The school principals usually do not set clear di-
rections for the use of social media in school promo-
tional activities, do not monitor or analyze activities
undertaken by school employees, do not appreciate
teachers’ activity and involvement in publishing valu-
able content, and do not analyze the opinions and
comments posted by stakeholders in social media.
The school should conduct activities in social media
in an organized and systematic manner. However,
respondents indicated that these activities are very
often not organized or not systematic.

Respondents also indicated a lack of incentives for
stakeholders, small school social media communi-
ties—groups of students, alumni, parents, employers
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who would create networks directly connected to the
school, and a lack of staff responsible for preparing
and monitoring content as reasons for the low effi-
ciency of schools’ use of social media in creating their
image. In order for stakeholders to be active advo-
cates of the school in social media, they should be
systematically encouraged to do so. A similar remark
also applies to school employees. There are no jobs
for image specialists in schools. Therefore, there are
no employees responsible for the preparation and
monitoring of content published on social media by
teachers and other stakeholders. The lack of incen-
tives for stakeholders and employees contributes to a
small school community in social media. The school's
activities in social media lack permanent groups of

parents, students, and graduates.

5.3.2 Main stakeholders’ perspective
The specific reasons for the low efficiency of using
social media in the process of managing the school’s
image were reflected in the identified expectations
of the main school stakeholders—students and their
parents, in terms of school activity in social media.
Based on the analysis of the respondents’ answers,
eight main categories of expectations were distin-
guished. The respondents most often indicated that
schools in social media channels should:

1. Operate in a planned and systematic manner.

2. Post latest news for students.

3. Post latest news for candidates.

4. Promote all education profiles.

5. Provide information and materials useful in the
teaching process.

6. Draw attention to the attractiveness of the form
of the presented content.

7. Encourage stakeholders to cooperate.

8. Take initiatives to increase community involve-

ment in the school.

5.4. Assessment of the Process of Creating
an Image of Secondary Schools

5.4.1 Employee’s perspective

All school staff, including both the management
and teachers, should be engaged in the process of
shaping the school’s image. Teachers play a crucial
role as they have direct contact with students. From
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the teachers’ perspective, things are looking good.
In their opinion, they are engaging in the school’s
promotional activities, which aim at presenting and
promoting information about the school’s strengths
(94% of respondents). Many of them use social me-
dia to support these activities (68%). Most engaged
teachers undertake numerous activities in social
media. They check information placed by the staff,
students, and graduates, analyze opinions and com-
ments, as well as post information, photographs, and
films on daily life at the school.

Schools also attempt to obtain information about
the quality of their work from main stakeholders. Un-
fortunately, these activities are not sufficient. Teach-
ers indicated that opinions about the functioning of
the school from students are usually obtained in di-
rect discussions (85% of respondents). The greatest
disadvantage of this manner of obtaining informa-
tion is the questionable objectivity of received feed-
back due to the nature of the teacher-student relation.

Feedback from the second most important group
of the school’s stakeholders—parents of students—
is obtained mainly during parent-teacher meetings
(92%). The greatest disadvantage of this manner of
obtaining feedback is significant inertia resulting
from the low frequency of meetings, which usually
take place four times a year.

On the other hand, opinions and comments posted
by students and their parents on social media outlets
are analyzed to a much lesser extent; this way of ob-
taining feedback was declared by 48% and 33% of the
respondents respectively.

5.4.2 Main stakeholders’ perspective

Opinions generated by current students and their
parents significantly contribute to the school’s im-
age in the eyes of future students and their parents.
Therefore, the process of monitoring these opinions,
in particular in social media—where young people
feel utterly no restrictions—is quite critical from the
point of view of managing the school’s image. Nega-

tive opinions should trigger corrective action.

6. Discussion and Conclusions
In the client’s market era, the need to care for the
image becomes a given. This concerns not only

businesses but also public and social organizations,
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including educational institutions. Caring for the
image and building it consciously is becoming a
general practice in schools. The image also forms a
significant element of the school’s strategy, shapes
its diversity, distinguishes it amongst the compe-
tition, and is decisive in terms of how the school
functions and how it is perceived in the local com-
munity. The image is one of the most important
factors that decide about choosing a particular
school.

Image is created at the interconnection between
the organization and its stakeholders. Marketing
communication plays an important role in the pro-
cess of shaping the image, as it becomes increasingly
virtualized as a result of ongoing digital transforma-
tion. The new model of marketing communication
is based primarily on social media.

In the process of shaping the school’s image, many
schools still concentrate mainly on building their
identity and communicating it to their stakeholders
and, to a much smaller degree, on obtaining and an-
alyzing feedback. Therefore, in theory, the image is
built in a closed system—the feedback model, and,
in practice, in an open system—the linear model.
The linear model uses classical public relations tools
based on one-way communication such as the press,
television, radio, and door open days. The effects of
such activities, however, are characterized by sub-
stantial inertia. These restrictions are not present in
the case of social media.

In the process of image management, schools do
use social media, but the results of studies demon-
strate that activities in this area are insufficient. All
analyzed schools use social media and the school’s
website as tools to promote and build their image
in the local community, which is undoubtedly a
strength. However, the low effectiveness of using
these tools is the weak point. The current scale of
using social media in schools may be surprising,
taking into account the nature of this tool. For the
first time in history, organizations may use tools
with huge potential, for which they do not have to
pay, and which offer unlimited access as the only
condition is access to the Internet. They may also be
certain that this tool is used by stakeholders, espe-
cially when the main stakeholders are young people.
7. Recommendations
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Conclusions from the research may contribute to the
development of a collection of recommendations,
which may help schools increase the effectiveness of
using social media in the process of managing their im-
age. A collection should contain the following recom-
mendations:

1. Activities of schools in social media should be sys-
tematic and inscribed in the school development strat-
egy.

2. The strategy should ultimately contribute to goals
and operational plans, which should precisely define
what information should be published, by whom, at
what time, and in which media.

3. The school should use a wide variety of social me-
dia in its activities as well as the functionality of indi-
vidual media as much as possible.

4. All school employees should be involved in the
school’s activities on social media. However, it is neces-
sary to appoint people responsible for monitoring the
content published in social media about the school, and
these activities should be additionally remunerated.

5. Schools should present initiatives taken in social
media among the employees. Appreciation of the most-
involved employees by the school management will cer-
tainly be a factor motivating other teachers to actively

participate in activities in this area.

8. Limitations

The considerations presented in the article do not ex-
haust the issues and require further research. The limi-
tation of the study is the sampling method and its size—
the research was conducted in one country, in one type
of school, and on a relatively small research population.
A larger sample would provide a better generalization
of the results.

Footnotes

'Research is conducted by a research team managed by
Waldemar Jedrzejczyk, the co-author of this article. The
principal study area concerns the issue of competences,
both those currently desirable as well as prospective,
referring to sectors, kinds and types of organizations,
professional groups, and key positions in organizations.
In the area of the organization’s competences to create
the image using social media, the main owner is Marta

Konieczna-Kucharska.
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