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Abstract 

The study aimed to identify the effect of the public relations departments in the 

education directorates' use of social media on the image of education from the point 

of view of school principals and teachers in the Hebron governorate, as the current 

study used the descriptive approach by designing a questionnaire distributed to a 

sample of school principals and teachers in the Hebron governorate It consisted of 

(692) people chosen in a voluntary/non-random way, and the results showed that the 

extent of public relations departments in the education directorates' use of social 

media from the point of view of school principals and teachers in the Hebron 

governorate was of a moderate degree, and the field of interaction with students and 

parents came In the first place, then “Contribution to e-learning” in second place, and 

“The Role of Public Relations in Developing Motivations and Satisfying Needs” in 

third place, and it was found that the role of Public Relations in building and 

maintaining a positive image of education from the point of view of school principals 

The teachers in the Hebron governorate were average. The results showed that the 

independent variables (contribution to e-learning, the role of public relations in 

developing motivations and satisfying needs) are the most influential dimensions of 

public relations departments' use of social media on (education). It was also found 

that the independent variable (interaction with students and parents) has no effect on 

the education picture. The study found that there were no statistically significant 

differences in the total score and in all fields of degrees of public relations use of 

social media from the viewpoint of school principals and teachers in the Hebron 

governorate due to variables: (gender, educational qualification, directorate). The 

study also found that there are statistically significant differences in the overall degree 



b 

 

of the public relations departments' use of social media from the viewpoint of school 

principals and teachers in the Hebron governorate due to the job variable. The results 

showed that there were no statistically significant differences in the averages of the 

role of public relations in building and maintaining a positive image of education 

from the viewpoint of school principals and teachers in the Hebron governorate due to 

variables: (gender, job, educational qualification, directorate). In light of the findings 

of the current study, the researcher recommended several recommendations, the most 

important of which is training those in charge of public relations in education 

directorates to use social networking sites for the purposes of promoting education to 

draw a positive image of education in Palestinian society. And developing public 

relations in education directorates by holding advanced courses in using social media 

in the most effective way. Key words: Public Relations, Education Directorates, 

Social Media, Hebron Governorate. 


