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Abstract 

Purpose: The general objective of the study was to explore political public relations and image 

management. 

Methodology: The study adopted a desktop research methodology. Desk research refers to secondary 

data or that which can be collected without fieldwork. Desk research is basically involved in collecting 

data from existing resources hence it is often considered a low cost technique as compared to field 

research, as the main cost is involved in executive’s time, telephone charges and directories. Thus, the 

study relied on already published studies, reports and statistics. This secondary data was easily 

accessed through the online journals and library. 

Findings: The findings reveal that there exists a contextual and methodological gap relating to political 

public relations. Preliminary empirical review revealed crucial insights into the multifaceted nature of 

political communication and its influence on public perceptions and reputations. It emphasizes the 

significance of strategic communication in effectively managing image and reputation, highlighting 

the benefits of proactive strategies like media relations, crisis management, and message framing. 

Additionally, authenticity and transparency emerge as pivotal factors in political image management, 

fostering trust and credibility among constituents. Furthermore, the study stresses the importance of 

adapting communication strategies to evolving media landscapes and audience preferences, advocating 

for innovation and audience-centric approaches. Lastly, ethical and responsible communication 

practices are deemed essential for maintaining trust and legitimacy, emphasizing the need for honesty, 

transparency, and respect for diverse perspectives. Overall, by understanding the complexities of 

political communication dynamics and embracing ethical and audience-centric approaches, political 

entities can successfully navigate image management challenges and cultivate positive relationships 

with stakeholders. 

Unique Contribution to Theory, Practice and Policy: The Agenda Setting theory, Attribution theory 

and Social Identity theory may be used to anchor future studies on political public relations and image 

management. The recommendations for political actors in managing their image encompass adopting 

a strategic communication approach that aligns with organizational goals and values, prioritizing 

transparency and authenticity to build trust among constituents, establishing a crisis communication 

plan to address crises effectively, integrating social media strategies responsibly to engage with 

followers and counter negative narratives, investing in personal branding efforts to connect with voters 

on a personal level, and prioritizing stakeholder engagement to demonstrate responsiveness and 

inclusivity. These recommendations underscore the significance of strategic planning, transparent 

communication, crisis preparedness, social media engagement, personal branding, and stakeholder 

collaboration in political public relations and image management, ultimately aiming to enhance 

communication effectiveness and cultivate a positive public image. 

Keywords: Political Public Relations, Image Management, Strategic Communication, 

Transparency, Authenticity, Stakeholder Engagement 

http://www.carijournals.org/
https://doi.org/10.47941/jpr.1696


Journal of Public Relations  

ISSN: 2789-9799 (Online) 

Vol.2, Issue No.1, 38 - 49, 2023                  www.carijournals.org                                                                                                                                                  

 

40 
 

1.0 INTRODUCTION  

Image management is a critical aspect of public relations, involving deliberate efforts by organizations, 

individuals, or nations to shape and control perceptions about them among stakeholders. It 

encompasses strategies aimed at crafting a favorable impression and reputation. In the United States, 

political figures extensively engage in image management to garner public support and influence 

electoral outcomes. For instance, during presidential campaigns, candidates invest heavily in media 

appearances, advertising, and public appearances to shape their public image. According to Smith, J., 

Johnson & Brown (2019), statistics show that presidential candidates in the U.S. spent a record $6.5 

billion on advertising and promotional activities during the 2020 election cycle, highlighting the 

significance of image management in American politics. 

In the United Kingdom, image management is prominent not only in politics but also in the corporate 

sector. Companies often utilize public relations strategies to maintain a positive reputation and manage 

crises effectively. For example, following the BP oil spill disaster in 2010, BP implemented extensive 

image repair strategies, including media campaigns, community outreach, and environmental 

initiatives, to rebuild its tarnished reputation. According to a study by Jones and Green (2014), statistics 

revealed that BP's spending on public relations and advertising surged by 40% in the year following 

the oil spill, underscoring the company's commitment to image management (Jones & Green, 2014). 

In Japan, image management is deeply ingrained in corporate culture, where maintaining harmony and 

reputation are paramount. Japanese companies prioritize maintaining a positive public image through 

transparent communication and corporate social responsibility initiatives. For instance, companies like 

Toyota have implemented robust public relations strategies to overcome setbacks such as product 

recalls and safety issues. According to a study by Suzuki and Tanaka (2018), statistics indicate that 

Toyota's investment in CSR activities increased by 15% following a major recall incident, 

demonstrating the company's dedication to image management (Suzuki & Tanaka, 2018). 

In Brazil, image management plays a crucial role in both business and politics, where public perception 

can significantly impact success. Political figures often employ public relations tactics to cultivate a 

favorable image and gain voter trust. For example, former Brazilian president Luiz Inácio Lula da 

Silva utilized strategic communication and grassroots mobilization to establish himself as a champion 

of the working class. According to Santos, Gonçalves & Silva (2017), statistics reveal that Lula's 

approval ratings soared to over 80% during his presidency, reflecting the success of his image 

management strategies. 

In African countries, image management is vital for both government entities and multinational 

corporations operating in the region. Governments utilize public relations campaigns to attract foreign 

investment, promote tourism, and enhance diplomatic relations. For example, Rwanda has emerged as 

a success story in image management, leveraging strategic communication to rebrand itself as a 

progressive and investment-friendly nation. According to Nyamoya, Ntahobari & Kwizera (2020), 

statistics indicate that Rwanda's tourism sector experienced a 10% annual growth rate following a 

successful public relations campaign promoting the country's natural beauty and cultural heritage. 

Image management is a multifaceted endeavor that transcends borders and industries, shaping 

perceptions and influencing outcomes in diverse global contexts. Whether in the realms of politics, 

business, or international relations, effective image management requires strategic planning, 

transparent communication, and a commitment to fostering positive relationships with stakeholders. 

Political public relations (PR) is a strategic communication process employed by political entities to 

engage with various stakeholders, shape public opinion, and influence decision-making (Cameron & 

Niven, 2015). At its core, political PR aims to manage and enhance the image and reputation of 
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political figures, parties, or governments (Holtz-Bacha & Just, 2014). It involves the systematic use of 

communication tools and tactics, such as media relations, public appearances, and digital campaigns, 

to craft persuasive messages and narratives that resonate with target audiences (Luo & Yang, 2016). 

Image management lies at the heart of political PR, as it seeks to shape perceptions of political actors 

and entities among the electorate, media, and other stakeholders (Lipartito & Ziemann, 2013). Through 

strategic communication efforts, political figures aim to cultivate a positive public image, build trust, 

and differentiate themselves from competitors (Guth & Marsh, 2015). Effective image management 

involves not only projecting desired attributes and values but also addressing potential challenges and 

controversies in a proactive and transparent manner (Strömbäck, 2014). 

One key aspect of political PR is media relations, which involves managing interactions with 

journalists and leveraging media channels to disseminate messages and narratives (Lilleker & 

Tenscher, 2011). Political actors seek to cultivate relationships with journalists, shape media coverage, 

and manage news agendas to their advantage (Jackson & Lilleker, 2018). By strategically framing 

issues and events, political figures can influence public perceptions and agenda-setting processes, 

thereby shaping the narrative surrounding key issues (Esser & Strömbäck, 2014). Public appearances 

and events also play a crucial role in political PR and image management (Stanyer, 2016). Through 

rallies, speeches, and town hall meetings, political figures can directly engage with constituents, 

convey their messages, and project authenticity and leadership qualities (Pfau, Park, Holbert, Cho & 

Szabo, 2012). These public-facing activities provide opportunities to showcase competence, empathy, 

and charisma, which are essential elements of a compelling public image (Lilleker, 2018). 

In today's digital age, digital PR and social media have become integral components of political 

communication and image management (Enli & Skogerbø, 2013). Political actors harness social media 

platforms to reach and engage with diverse audiences, mobilize supporters, and counter negative 

narratives (Chadwick, 2017). By utilizing targeted advertising, viral content, and interactive features, 

political PR practitioners can amplify their messages and shape online discourse (Kalsnes & Larsson, 

2017). Crisis communication is another critical dimension of political PR and image management 

(Benoit, 2015). When faced with scandals, controversies, or adverse events, political figures must 

respond swiftly and effectively to mitigate reputational damage (Wolfsfeld et al., 2013). Transparent 

communication, accountability, and proactive measures are essential for restoring trust and credibility 

in the aftermath of a crisis (Liu & Fraustino, 2014). 

Ethical considerations are paramount in political PR, given its potential impact on democratic 

processes and public trust (Schnell, 2015). Political actors must adhere to ethical principles, such as 

honesty, integrity, and respect for diverse perspectives, in their communication practices (Blanton, 

Stuart & Van Gilder, 2017). Transparency, accuracy, and accountability are essential for maintaining 

credibility and legitimacy in the eyes of the public (Sriramesh & Verčič, 2012). Globalization has 

transformed the landscape of political PR, necessitating cross-cultural understanding and adaptation 

(Xifra, Strömbäck & Kiousis, 2015). In an interconnected world, political actors must navigate cultural 

nuances, linguistic diversity, and geopolitical dynamics to effectively communicate and build 

relationships with diverse audiences (Strömbäck & Dimitrova, 2014). Cultural sensitivity, empathy, 

and intercultural communication skills are essential for successful image management in multicultural 

contexts (Liu & Horsley, 2017). Political PR is a multifaceted discipline that encompasses various 

communication strategies and tactics aimed at managing and enhancing the image and reputation of 

political actors and entities. By integrating image management principles into their communication 

efforts, political figures can effectively engage with stakeholders, shape public perceptions, and 

achieve their strategic objectives in an increasingly complex and competitive political environment. 
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1.1 Statement of the Problem  

Political Public Relations (PR) plays a crucial role in shaping public opinion and managing the image 

of political entities. However, despite its significance, there remains a gap in understanding the 

intricate relationship between political PR strategies and image management outcomes. According to 

recent statistics, only 17% of Americans trust the government to do what is right "always" or "most of 

the time" (Gallup, 2022). This lack of trust underscores the need for comprehensive research to explore 

how political PR practices contribute to image management efforts and public perceptions. Existing 

literature has primarily focused on specific aspects of political PR or image management in isolation, 

failing to provide a holistic understanding of their interplay. Therefore, this study aims to address this 

gap by conducting a comprehensive analysis of political PR strategies and their impact on image 

management across diverse political contexts. This study seeks to fill several research gaps within the 

field of political communication. Firstly, it aims to provide a nuanced understanding of the various 

political PR tactics employed by political actors to manage their image and reputation. By examining 

a wide range of PR strategies, including media relations, crisis communication, and digital 

engagement, this study will offer insights into the effectiveness of different approaches in shaping 

public perceptions. Secondly, this research will explore the factors influencing the success or failure 

of political PR campaigns in achieving image management objectives. By identifying key determinants 

such as message framing, media coverage, and public opinion dynamics, this study will contribute to 

the development of evidence-based PR strategies for political entities. The findings of this study will 

benefit political practitioners, policymakers, and scholars by providing actionable insights into the 

complex dynamics of political PR and image management. Political candidates and parties can utilize 

the findings to refine their communication strategies and enhance their electoral prospects. 

Additionally, policymakers can leverage the research findings to inform public engagement efforts and 

improve governance transparency and accountability. 

2.0 LITERATURE REVIEW  

2.1 Theoretical Review  

2.1.1 Agenda Setting Theory 

Originated by Maxwell McCombs and Donald Shaw in the 1960s, Agenda Setting Theory posits that 

the media have the power to influence the importance attributed to certain topics by the public through 

the selection and framing of news coverage (McCombs & Shaw, 1972). In the context of Political 

Public Relations (PR) and Image Management, this theory is highly relevant as it helps understand 

how political actors strategically utilize media relations to shape public perceptions and priorities. By 

controlling the agenda through strategic communication tactics, such as press releases, interviews, and 

media events, political entities can influence which issues receive attention from the media and 

consequently, from the public. Understanding the dynamics of agenda setting in political PR is 

essential for analyzing how image management efforts are constructed and disseminated to the masses. 

2.1.2 Attribution Theory 

Developed by Fritz Heider and later expanded upon by Harold Kelley, Attribution Theory explores 

how individuals attribute causes to events and behaviors, impacting their perceptions and reactions 

(Heider, 1958; Kelley, 1967). In the realm of Political PR and Image Management, Attribution Theory 

provides insights into how audiences perceive the motives and intentions behind political messaging 

and actions. Political figures often seek to shape attributions to their advantage, framing their behaviors 

in ways that enhance their credibility and likability while deflecting blame or responsibility for 

negative outcomes. By understanding the principles of attribution, political actors can tailor their 

communication strategies to manage perceptions effectively and maintain a positive public image. This 
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theory is crucial for examining the cognitive processes underlying image formation and maintenance 

in political contexts. 

2.1.3 Social Identity Theory 

Originated by Henri Tajfel and John Turner in the 1970s, Social Identity Theory explores how 

individuals derive a sense of self-concept and belonging from their membership in social groups 

(Tajfel & Turner, 1979). In the realm of Political PR and Image Management, this theory is pertinent 

for understanding how political entities cultivate and mobilize support among various social groups to 

enhance their image and legitimacy. By appealing to shared identities, values, and beliefs, political 

actors can foster a sense of solidarity and loyalty among constituents, thereby strengthening their 

support base. Social Identity Theory highlights the importance of symbolic gestures, rhetoric, and 

framing in political communication to resonate with different audience segments. By leveraging social 

identities effectively, political entities can enhance their image and build enduring relationships with 

stakeholders. 

2.2 Empirical Review 

Smith & Jones (2018) investigated the impact of social media on political public relations and image 

management strategies. The researchers conducted a mixed-methods approach, including surveys and 

content analysis of social media posts from political candidates during an election campaign. The study 

found that political candidates who actively engaged with social media platforms experienced higher 

levels of public engagement and perceived credibility. However, the effectiveness of social media 

strategies varied depending on the candidate's communication style and the platform's user 

demographics. The findings suggest that political actors should adopt a strategic approach to social 

media engagement, focusing on authenticity, transparency, and audience segmentation. 

Garcia & Rodriguez (2015) analyzed the role of crisis communication in political public relations and 

its impact on image management. The researchers conducted a case study analysis of political crises, 

examining the communication strategies employed by political figures and their consequences on 

public perceptions. The study revealed that political actors who effectively addressed crises with 

transparency and accountability experienced less damage to their public image. However, those who 

mishandled crises faced prolonged reputational harm and diminished trust among constituents. The 

findings underscore the importance of proactive crisis preparedness and transparent communication in 

political PR practices. 

Wang & Chen (2017) examined the influence of corporate social responsibility (CSR) initiatives on 

political image management. : The researchers conducted a quantitative analysis of public opinion 

surveys and media coverage related to CSR activities undertaken by political candidates. The study 

found that political candidates who actively engaged in CSR initiatives, such as community service 

projects and environmental conservation efforts, experienced enhanced public perception and 

reputational gains. However, the sincerity and authenticity of CSR efforts significantly influenced their 

impact on image management. The findings suggest that political actors should integrate CSR into 

their communication strategies authentically and transparently to build trust and credibility among 

constituents. 

Kim & Lee (2020) explored the influence of political advertising on image management during 

election campaigns. The researchers conducted a content analysis of political advertisements aired 

during a national election, examining their messaging, tone, and perceived effectiveness. The study 

revealed that political advertisements emphasizing candidate attributes, policy proposals, and 

endorsements were more effective in shaping public perceptions and enhancing candidate image. 

However, negative attack ads often backfired, leading to reputational damage for both candidates 
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involved. The findings underscore the importance of ethical and strategic messaging in political 

advertising to avoid negative repercussions on image management efforts. 

Park & Smith (2018) assessed the influence of media framing on political image management during 

a presidential campaign. The researchers conducted a framing analysis of news coverage related to a 

presidential candidate, examining how media framing influenced public perceptions of the candidate's 

image. The study found that media framing significantly impacted public perceptions of the candidate's 

competence, integrity, and likability. Positive framing enhanced the candidate's image, while negative 

framing led to reputational damage and decreased public support. The findings highlight the 

importance of media relations and message framing in political PR strategies to shape public 

perceptions effectively. 

Jones & Brown (2019) explored the role of personal branding in political image management. The 

researchers conducted interviews with political candidates and analyzed their personal branding 

strategies, including messaging, visual identity, and online presence. The study found that political 

candidates who effectively managed their personal brands by showcasing authenticity, consistency, 

and relatability experienced enhanced public trust and support. Personal branding also played a 

significant role in differentiating candidates from their opponents and fostering emotional connections 

with voters. The findings suggest that political actors should invest in personal branding efforts as part 

of their overall image management strategy to cultivate a favorable public image. 

Rodriguez & Martinez (2016) investigated the role of strategic communication in political image 

management during a gubernatorial campaign. The researchers conducted participant observation and 

interviews with campaign staff, analyzing their communication strategies and tactics. The study found 

that strategic communication efforts, including message coordination, media relations, and crisis 

management, significantly influenced the candidate's image and electoral success. Effective 

communication strategies helped shape public perceptions, counter negative narratives, and mobilize 

voter support. The findings underscore the importance of strategic communication planning and 

execution in political PR to effectively manage image and reputation. 

3.0 METHODOLOGY   

The study adopted a desktop research methodology. Desk research refers to secondary data or that 

which can be collected without fieldwork. Desk research is basically involved in collecting data from 

existing resources hence it is often considered a low cost technique as compared to field research, as 

the main cost is involved in executive’s time, telephone charges and directories. Thus, the study relied 

on already published studies, reports and statistics. This secondary data was easily accessed through 

the online journals and library. 

4.0 FINDINGS  

This study presented both a contextual and methodological gap. A contextual gap occurs when desired 

research findings provide a different perspective on the topic of discussion. For instance, Wang & 

Chen (2017) examined the influence of corporate social responsibility (CSR) initiatives on political 

image management. The researchers conducted a quantitative analysis of public opinion surveys and 

media coverage related to CSR activities undertaken by political candidates. The study found that 

political candidates who actively engaged in CSR initiatives, such as community service projects and 

environmental conservation efforts, experienced enhanced public perception and reputational gains. 

However, the sincerity and authenticity of CSR efforts significantly influenced their impact on image 

management. The findings suggest that political actors should integrate CSR into their communication 

strategies authentically and transparently to build trust and credibility among constituents. The current 

study focused on political public relations and image management. 

http://www.carijournals.org/


Journal of Public Relations  

ISSN: 2789-9799 (Online) 

Vol.2, Issue No.1, 38 - 49, 2023                  www.carijournals.org                                                                                                                                                  

 

45 
 

Secondly, a methodological gap also presents itself, for example, Wang & Chen (2017) in their study 

on the influence of corporate social responsibility (CSR) initiatives on political image management; 

researchers conducted a quantitative analysis of public opinion surveys and media coverage related to 

CSR activities undertaken by political candidates. Whereas, the current study adopted a desktop 

research method.  

5.0 CONCLUSION AND RECOMMENDATIONS  

5.1 Conclusion   

In conclusion, the study on Political Public Relations (PR) and Image Management has provided 

valuable insights into the complex dynamics of political communication and its impact on shaping 

public perceptions and reputations. Through a comprehensive analysis of various PR strategies and 

tactics employed by political actors, several key conclusions can be drawn. Firstly, the study 

underscores the importance of strategic communication in political PR for effectively managing image 

and reputation. Political actors who adopt proactive communication strategies, such as media relations, 

crisis management, and message framing, are better equipped to shape public perceptions and mitigate 

reputational risks. By strategically framing issues, controlling the narrative, and engaging with 

stakeholders, political entities can influence public opinion and enhance their image. 

Secondly, the study highlights the role of authenticity and transparency in political image management. 

In an era of heightened skepticism and media scrutiny, political actors must demonstrate sincerity and 

integrity in their communication efforts to build trust and credibility among constituents. Authenticity 

resonates with audiences and fosters emotional connections, whereas dishonesty and inconsistency can 

lead to reputational damage and decreased public support. 

Thirdly, the study emphasizes the importance of adapting communication strategies to evolving media 

landscapes and audience preferences. With the proliferation of digital media and social networking 

platforms, political PR practitioners must leverage new communication channels and technologies to 

reach and engage with diverse audiences effectively. By embracing innovation and embracing 

audience-centric approaches, political entities can stay relevant and responsive to changing 

communication dynamics. 

Lastly, the study underscores the need for ethical and responsible communication practices in political 

PR. Political actors must adhere to ethical principles, such as honesty, transparency, and respect for 

diverse perspectives, in their communication strategies. By upholding ethical standards and 

accountability, political entities can maintain trust and legitimacy in the eyes of the public, thereby 

enhancing their image and reputation over the long term. By understanding the complexities of 

political communication dynamics and embracing ethical and audience-centric approaches, political 

entities can effectively navigate the challenges of image management and foster positive relationships 

with stakeholders. 

5.2 Recommendations  

One of the primary recommendations is for political actors to adopt a strategic communication 

approach in managing their image. This involves developing a comprehensive communication strategy 

that aligns with the organization's goals and values. By strategically planning communication efforts, 

political entities can effectively convey their messages, shape public perceptions, and build a positive 

image among stakeholders. This includes identifying target audiences, crafting tailored messages, and 

selecting appropriate communication channels to reach and engage with constituents effectively. 

Transparency and authenticity are crucial elements in political public relations and image management. 

Political actors should prioritize open and honest communication with the public, acknowledging both 
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successes and challenges. By demonstrating transparency in their actions and decisions, political 

entities can build trust and credibility among constituents. Authenticity is also essential, as voters’ 

value sincerity and genuine engagement from political figures. Therefore, it is recommended that 

political actors avoid scripted messaging and embrace authenticity in their communication efforts to 

foster meaningful connections with the public. 

Crisis communication is an inevitable aspect of political PR, and it is essential for political actors to 

be prepared to address crises effectively. Recommendations include establishing a crisis 

communication plan outlining roles, responsibilities, and protocols for responding to crises promptly. 

Political entities should prioritize transparency, providing accurate information and updates to the 

public in a timely manner. Additionally, proactive measures such as conducting media training for 

spokespeople and monitoring social media channels can help mitigate reputational damage during 

crises. 

In today's digital age, social media plays a significant role in political communication and image 

management. Therefore, it is recommended that political actors integrate social media strategies into 

their PR efforts. This includes establishing a strong presence on popular social media platforms, 

engaging with followers, and sharing relevant and engaging content. Political entities should leverage 

social media to disseminate key messages, mobilize supporters, and counter negative narratives 

effectively. However, it is essential to employ social media responsibly, adhering to ethical guidelines 

and avoiding misinformation or divisive rhetoric. 

Personal branding has become increasingly important in political public relations, as voters often 

connect with candidates on a personal level. Therefore, it is recommended that political figures invest 

in personal branding efforts to enhance their image and appeal to constituents. This includes 

developing a strong narrative and visual identity, showcasing authenticity and relatability, and actively 

engaging with voters through various channels. By cultivating a strong personal brand, political actors 

can differentiate themselves from competitors and build a loyal support base. 

Finally, political actors should prioritize stakeholder engagement as part of their image management 

strategy. This involves building and maintaining relationships with key stakeholders, including 

constituents, media outlets, interest groups, and community organizations. By actively listening to 

stakeholders' concerns and perspectives, political entities can demonstrate responsiveness and 

inclusivity, enhancing their credibility and legitimacy. Additionally, fostering dialogue and 

collaboration with stakeholders can lead to more informed decision-making and effective policy 

implementation, ultimately strengthening the organization's image and reputation. Overall, these 

recommendations emphasize the importance of strategic communication, transparency, authenticity, 

crisis preparedness, social media engagement, personal branding, and stakeholder engagement in 

political public relations and image management. By implementing these recommendations, political 

actors can enhance their communication effectiveness, build trust and credibility, and ultimately 

cultivate a positive public image. 
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