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Abstract: The image of preschool education institutions has gained significance as early childhood education is
acknowledged not merely as a social service but also as a strategic investment in human capital. In numerous
nations, preschools function within a competitive and information-rich landscape where parents diligently
compare institutions, solicit opinions on social networks, and assess the quality of educational services through
both firsthand experience and mediated perceptions. This article analyzes the influence of public relations (PR)
on the perception of preschool educational institutions, utilizing principles from public relations theory,
educational administration, and early childhood education. The research is founded on a narrative review and
theoretical examination of literature concerning school-family communication, institutional reputation,
relationship management, and strategic communication in education. The article defines the image of a preschool
institution as a complex idea that includes cognitive ideas about safety and quality, emotional judgments about
trust and warmth, and plans to do things like enroll, be loyal, and spread the word. Some people say that PR in
the preschool sector is more than just advertising or simple information campaigns. Instead, it is a strategic, two-
way communication process that connects the values and practices of the institution with the expectations of
parents and the norms of the community. Good public relations includes clear information, two-way
communication, and activities that help build relationships that support the institution's credibility and legitimacy.
The article concludes that professional, ethically grounded public relations is an essential asset for preschool
institutions aiming to improve their public image, foster collaboration with families, and exhibit social
responsibility. It also suggests avenues for further empirical research in this inadequately examined domain.

Keywords: Public relations; preschool education; institutional image; reputation; school-family communication;
strategic communication; early childhood education.

public perception of a preschool institution transforms

Introduction: In  modern educational systems,
into a strategic asset capable of attracting or deterring

preschool education is not merely regarded as a

custodial service that cares for children while their
parents are employed. Instead, people are starting to
see it as an important time for cognitive, emotional,
social, and moral growth that sets the stage for later
success in school and learning for the rest of your life.
Because people now understand things differently,
they expect more from kindergartens, early learning
centers, and other preschool organizations. Parents
and communities now look at more than just the basic
safety and cleanliness of schools. They also look at the
quality of the educational programs, the
professionalism of the teachers, the psychological
climate, and how well the school's values match up
with the family's values. In these circumstances, the
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families, bolstering or eroding community trust, and
ultimately affecting the organization's sustainability
and growth.

Public relations is a strategic way for organizations to
talk to the public and build relationships that benefit
both sides. It gives you a way to think about and
manage this image. Classic public relations theory says
that an organization's reputation isn't just based on
how well it does its job or how well it runs information
campaigns on its own. It's also based on how well it
communicates with key stakeholders and manages
relationships with them. In preschool education, the
main outside groups are parents and families.
However, local communities, regulatory bodies,
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partner organizations, and the general public that has
opinions about early childhood education also play a
role. Teachers, administrators, and support staff
constitute important internal publics whose sense of
belonging and commitment also influences how the
institution appears to outsiders.

Preschool institutions encounter distinct challenges in
image formation when compared to universities or
secondary schools. The main “clients” of their services
are very young children who cannot fully articulate
their evaluations, which means that perceptions are
mediated primarily through parents and other adults.
The main goal of preschool education is not something
that parents can easily measure. For example, they
can't easily tell if play-based activities are educationally
meaningful or if small changes in the emotional climate
will help kids grow up healthy. As a result, symbolic
cues like the visual identity, cleanliness, and aesthetics
of the environment, the friendliness of the staff, and
the tone of communication in parent groups or digital
channels become more important. In this way, public
relations in preschool education needs to do more than
just share facts. It also needs to make a clear story
about what kind of place the school is and what kind of
future it holds for kids.

At the same time, many preschool institutions,
especially in public systems, have traditionally paid
limited attention to professional PR, either assuming
that their social mandate guarantees trust or viewing
communication with parents as a purely administrative
function. In such settings information flows are often
fragmented and reactive, emerging primarily in
response to problems or complaints rather than
forming part of a proactive strategy. Also, as more
parents use social media and messaging apps, new
places have opened up where institutional images can
be made and challenged, sometimes without any
official communication. Rumors, isolated negative
events, or emotionally charged narratives can swiftly
disseminate and significantly impact the reputation of
a preschool, often exceeding the reality of its practices.

These changes make it necessary to have a better
understanding of how PR works in preschool education
and how it helps shape the image of the institution.
Existing literature on educational communication has
focused mainly on schools and higher education,
whereas early childhood institutions remain an
underexplored area. This article addresses this gap by
analyzing the role of public relations in shaping the
image of preschool education institutions. It
approaches PR not as an auxiliary or decorative activity
but as an integral component of organizational
management, especially in its relational, dialogical, and
ethical dimensions. The aim is to provide a conceptual
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framework that can inform both future empirical
research and practical strategies for managers and
educators working in the preschool sector.

The article is based on a narrative review and
theoretical synthesis rather than on primary empirical
data. This methodological choice reflects the current
stage of research on PR in preschool education, where
systematic empirical studies remain relatively limited,
while there exists a rich body of theoretical and applied
work on public relations, educational marketing, and
school-family partnerships. The objective of the
review is to connect these strands of literature and
adapt their insights to the specific context of early
childhood institutions.

The literature examined includes monographs and
handbooks on public relations and strategic
communication, works on marketing and reputation
management in education, and studies on parental
involvement and school-community relations.
Particular attention is given to conceptual frameworks
that emphasize relationship management, two-way
symmetrical communication, and the co-construction
of organizational image through interaction between
institutions and their publics. Publications focusing
explicitly on early childhood education are used to
contextualize how such concepts apply to preschool
settings, including the centrality of trust, safety,
emotional climate, and developmental
appropriateness in parental evaluations.

Sources were identified through thematic searches in
scholarly databases and library catalogues using
combinations of terms such as “public relations”,
“educational institutions”,  “preschool”, “early
childhood education”, “institutional image”, and
“school-family communication”. In addition, reference
lists of key works were scanned to locate further
relevant publications. The analysis follows a
gualitative, interpretive approach: rather than seeking
statistical generalization, it aims to generate an
integrated conceptual model of how PR activities
contribute to the construction and transformation of
the public image of preschool institutions.

The reviewed materials were grouped according to
several analytical dimensions: definitions and functions
of institutional image, principles of relationship-
oriented public relations, characteristics of
communication with parents and communities in
educational settings, and emerging practices of digital
and social media communication in schools and
preschools. For each dimension, converging ideas were
identified and adapted to the specific characteristics of
preschool education, such as the age of children, the
strong emotional involvement of parents, and the
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regulatory constraints on communication about
minors. The resulting synthesis forms the basis for the
“Results” and “Discussion” sections of the article,
where the role of PR is conceptualized and implications
for practice are considered.

An examination of both theoretical and practical
literature reveals that the image of a preschool
education institution is a multifaceted construct that
emerges at the convergence of internal practices and
external perceptions. It contains cognitive elements,
such as parents’ beliefs about educational quality,
safety, and professionalism; emotional elements,
including feelings of trust, warmth, and security; and
behavioral elements, such as decisions to enrol a child,
continue attendance, or recommend the institution to
others. Public relations, understood as a strategic
communication and relationship-building function,
plays a central role in shaping each of these elements
by mediating between the internal reality of the
institution and the expectations of its external
environment.

First, PR helps the cognitive part of an institution's
image by giving clear, easy-to-find, and trustworthy
information about the preschool's mission, values, and
programs. Parents might make assumptions or use
informal sources that aren't always correct when
information is broken up, out of date, or too formal.
Conversely, a coherent communication strategy
enables the institution to present its educational
philosophy, daily routines, safety standards, and
professional competencies in a way that s
understandable to non-specialists. This includes not
only traditional printed materials and meetings but also
websites, social media pages, and digital newsletters
that show real-life examples of children’s activities and
learning outcomes. PR helps parents make better
decisions about the quality and uniqueness of the
school by putting teaching methods in context and
explaining why some methods are used.

Second, PR has a big effect on the emotional side of
image. This is especially important in early childhood
education because people don't usually make decisions
about preschools based on purely logical reasons.
Parents entrust their very young children to the care of
strangers for many hours each day, and their sense of
comfort depends on emotional impressions as much as
on objective indicators. Public relations activities that
focus on kindness, openness, and empathy, like
welcoming rituals, personal communication channels,
and quick responses to complaints, make parents feel
seen and respected. The tone of messages, the visual
aesthetics of communication materials, and the
presence of stories that highlight children’s joy,
curiosity, and achievements all contribute to feelings of
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warmth and pride associated with the institution.
When parents experience repeated positive
interactions with staff and receive honest, timely
information, trust becomes more resilient to occasional
difficulties or misunderstandings.

Third, PR supports the behavioral dimension of image,
particularly in the form of enrolment decisions, loyalty,
and word-of-mouth communication. The literature on
services and education consistently shows that
satisfied stakeholders are likely to share their
experiences with others, both offline and online. When
families are choosing a preschool, personal
recommendations from friends, family, and other
parents in their neighborhoods or online communities
are some of the most important sources of
information. Public relations cannot fully control such
informal communication, but it can shape the
conditions under which it occurs. When parents
perceive that their opinions are valued and that the
institution responds constructively to feedback, they
are more inclined to act as advocates rather than
critics. Conversely, neglecting complaints or avoiding
dialogue can turn isolated incidents into reputational
crises. Systematic PR efforts that cultivate
relationships, invite participation in events, and offer
parents opportunities to contribute to the life of the
preschool can transform them into long-term partners
and allies.

The review further reveals that effective PR in
preschool institutions tends to move from one-way
dissemination of information toward two-way,
symmetrical communication. In traditional models,
administrators and teachers primarily “inform” parents
about decisions that have already been made,
expecting compliance rather than feedback. This kind
of communication may be enough for regular
announcements, but it doesn't do much to create a
shared sense of responsibility for the growth of
children. In more advanced approaches, public
relations is seen as a dialogical process in which the
institution actively listens to parental concerns, invites
suggestions, and is prepared to adjust policies or
practices when appropriate. This may take the form of
regular surveys, focus groups, advisory boards, or
informal meetings where parents and teachers jointly
discuss educational priorities. The resulting
interactions not only improve the image of the services,
but they also make them better and more useful.

Another important finding is that digital PR is becoming
more and more important for shaping the image of
preschools. Parents of young children usually use
mobile devices, messaging apps, and social networks a
lot, and they want to be able to talk to teachers quickly
and easily. Preschools can share pictures, short reports
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on events, and useful information quickly and easily on
digital platforms. This makes things more open and
visible. Digital communication also comes with new
risks because it is immediate and public. For example,
poorly thought-out posts, inconsistent visual identity,
or slow responses to public comments can make you
look unprofessional. The literature indicates that
preschool institutions gain advantages from
formulating explicit regulations regarding digital
communication, encompassing privacy safeguarding,
message tone, and procedures for addressing adverse
feedback. When managed strategically, online PR
complements face-to-face interactions and reinforces a
coherent, trustworthy image.

Finally, the analysis shows how important it is to have
internal PR for staff and good ways for people to talk to
each other. Teachers and caregivers are the main link
between the school and families. Their daily
interactions with kids and parents are a better way to
show what the school is like than any brochure or
website. If staff members feel unsupported, don't know
what's going on with institutional decisions, or aren't
included in communication plans, they may
unintentionally show that they are confused or angry.
On the other hand, when communication within the
organization is open and everyone is involved, and
when staff members understand and support the
organization's mission, they become credible
ambassadors for its image. So, internal PR includes
regular meetings, chances for staff to learn new things,
praise for their work, and ways for staff to give
feedback. Preschools can create a consistent image
that parents see as real instead of fake by making sure
that their internal culture matches their external
communication.

The synthesized findings point to a set of interrelated
mechanisms through which public relations shapes the
image of preschool education institutions. One
important thing to remember is that PR is not just
about publicity or marketing; it is also an important
part of how schools work and how they are run. A
preschool that invests heavily in attractive promotional
materials but neglects the well-being of children, the
professional growth of teachers, or the quality of
communication with families is unlikely to sustain a
positive image over time. Parents and communities are
more and more likely to compare what they hear from
officials with what they see, hear from friends, and find
online. Trust goes away quickly when promises and
reality don't match up. So, PR in the preschool sector
needs to be based on being real and always getting
better, not on changing how things look.

The results support relationship-oriented models of
public  relations that stress understanding,
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conversation, and long-term partnerships. Preschools
that use these kinds of models don't see parents as just
people who get information; they see them as co-
educators who can help the school do better by sharing
what they know about their children and what they
expect from their education. Public relations activities
become ways for people to talk about their ideas about
early childhood, discipline, learning, and care. Both
sides change their expectations and get a better
understanding of the other through repeated, polite
interactions. This relational orientation is especially
important in societies with many different cultures,
where families may have different ideas about what
makes for "good" education or "good" behavior for
young children. PR that is aware of diversity and willing
to talk can help stop misunderstandings and fights that
could turn into public disputes that hurt the
institution's reputation.

As digital communication becomes more important, it
brings up new problems that need to be thought about
carefully. On the one hand, online platforms make it
easy for preschool organizations to talk to each other
quickly, send personalized messages, and show what
the group does every day. On the other hand, the fact
that content is always visible and can spread quickly
makes mistakes even worse. So, ethical PR must find a
balance between wanting to be open and needing to
protect children's privacy and dignity. Pictures and
stories that parents find cute today will still be around
for along time, and the kids may even find them. These
risks can be lessened by having clear consent
procedures, being careful about which images to use,
and focusing on educational content rather than just
decorative content. Also, organizations need to be
ready to respond calmly and positively to criticism that
is made online. They should know that trying to silence
negative comments usually backfires and draws more
attention.

Another real-world problem that makes it hard to
develop professional PR in preschool settings is a lack
of resources. Many public preschools have tight
budgets and not enough administrative staff, so leaders
may think they can't spend time or money on
communication that isn't required by law. However,
the findings of this theoretical analysis indicate that
numerous public relations practices do not inherently
necessitate substantial financial investment; instead,
they rely on strategic thinking and the deliberate
structuring of existing communication processes.
Setting up regular parent-teacher meetings with a
dialogical structure, writing clear and friendly notes,
making notice boards that look good, or using free
digital tools for newsletters are all low-cost things that
can have a big effect on image. At the same time, bigger
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groups of preschools or networks of preschools might
think about hiring communication officers or working
with outside PR experts to come up with overall plans,
especially for dealing with the media and
communicating during a crisis.

The conversation also brings up issues related to
training and professional growth for employees.
Preschool teachers are mostly trained to be teachers,
not communication or public relations experts.
However, their daily interactions with parents are what
shape the school's image. Teacher education programs
and in-service training could benefit from including
modules on family communication, conflict resolution,
media literacy, and fundamental public relations
principles. This kind of training wouldn't turn teachers
into marketing experts, but it would give them the tools
they need to understand how their communication
affects trust, reputation, and partnerships. Similarly,
preschool managers could gain advantages from
familiarity with strategic communication planning,
stakeholder analysis, and the assessment of public
relations initiatives. This would enable them to
transition from instinctive methods to more structured,
evidence-based strategies.

Finally, the analysis proposes various avenues for
forthcoming empirical research. Theoretical arguments
robustly advocate for the importance of public
relations in shaping the image of preschool institutions;
however, there is a necessity for research that
quantifies the specific correlations between
communication practices and parental perceptions,
enrollment trends, or community support. Quantitative
surveys, qualitative interviews, and case studies of
reputable innovative preschools may elucidate the
most effective public relations strategies across various
socio-cultural contexts. It is essential to focus on the
experiences of vulnerable or marginalized families, as
their perspectives are frequently overlooked in
institutional communication. Understanding how they
interpret PR messages and the obstacles they
encounter in interacting with preschools would
facilitate the development of communication
strategies that foster equity rather than perpetuate
social exclusion.

Public relations plays a very important and complex
role in shaping the image of preschool education
institutions. As early childhood education becomes
more popular in public discussions and parents become
more informed and critical consumers of educational
services, the way preschools are seen becomes a key
factor in their legitimacy, appeal, and long-term
success. This article contends that institutional image is
not solely a product of external appearances or discrete
promotional initiatives, but rather arises from
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continuous, interactive processes that connect internal
realities to external perceptions. Public relations is the
strategic middleman in these processes. It organizes
information, makes it possible for people to talk to each
other, and builds relationships with parents, staff,
communities, and other stakeholders.

In the preschool sector, good public relations is based
on being real, open, and respectful. It takes making
sure that what you say matches what you do, being
aware of the emotional needs of families, using digital
media responsibly, and putting money into staff
development and internal communication. When these
conditions are met, preschools are better able to build
lasting trust, get through tough times, and show that
they are safe, caring, and educationally valuable places
for young children. Consequently, forthcoming
research and practice ought to regard public relations
not as an ancillary aspect of preschool management
but as an integral element of educational quality and
institutional advancement.
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