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here public
trust and institutional

transparency are vital,
public relations (PR)
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has become one of the most
strategic functions within any
organisation. PR pmlbssionals
are the invisible bridge between
institutions and the people they
serve, from managing public
perception (0 shaping policy
narratives and facilitating
stakeholder engagement.

At the National Road Fund
agency (NRFA), the Public
Relations Unit is more than
justa communication ared:
it is the voice and face of the
Agency. As the institution
responsible for financing
Zambia's road infrastructure
through toll revenu¢, NRFA
depends signiﬁcnmly on the
general public’s understanding,
cooperation, and confidence.
This relationship is nurt
and maintained by 8 team of
dedicated PR pnclilioncrs
working behind the scenes:

Central to the function of

users understand how their
contributions support rod
maintenance, developmen
safety improvements across
f:ounlry, PR makes complex
u_xslilu\ional matters relatable 0
citizens. helping them S€¢ how
national development directly
affects their lives.
A recent example of this
effort is the promotion of
the E-Toll Card. a cashless
payment system designed 10
reduce congestion and improve
efficiency at toll gates: With
over 120,000 cards already in
circulation, this innovation has
seen increased public uptake
thanks to W idespread aw areness
campaigns championed by the
PR team. Thes¢ campaigns have
utilised multiple platforms:
radio, social media, public
service announcements, and toll
gate activation 10 reach drivers
and encourage adoption of the
technology.- Through messaging
that emphasises convenience,
safety, and (ransparency the
PR Unit has helped position the
E-Toll Card not justasd tool but
as a service improvement:
Beyond public education,
reputation management is one
of PR’s most critical functions.
In today's fast-moving media
landscape, an institution’s image
can be built over the years and
undone ina single news cycle.
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rivate sector partners (0
Jocal authoritics and civil
society. The PR Unit plays
a coordinating role in these

before it spreads. The team
crafts press releases, organises
interviews, manages media
inquiries, and ensures that the

ublic has access 10 accurate, relationships, ‘making sur¢
timely information. that communication flows

Handling crises 1S another smoothly and that smkeholders

significant ared where PR
demonstrates jts value.
Whether it’s 8 toll gate
nt, a service disruption.
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the PR team acts §
such moments, preparing
statements, advising leadership
and ensuring that the public
receives honest, empathetic
cummumcalion. This approach

onition 4€r0SS diverse

2 o i ported fairly and recog
are kept informed and (nvnlv_ed, activities ar¢ ryc st o 355
Whebe S bom;";if:r‘ym hnd;;gc: r:::;l;m}f:i stories, 4r¢ Ultimately. PR 15 not Just3
,[«h ‘c,::;({' Trzlnsp(:m roadAsafety all part of the effort to keep 1€ supf;,)lan ;m\ :I?F (4 I&, a :::;arfi';
& ST . infe edia enabler. At NRIA: e
i blic informed an the med!
cdf?{':';(aroprk ’;zCﬂfgCrv: ’llx’)’ :'J:gagcd [n addition © this, the the PR Unit has hc/pt.ti lf'l:;fﬂnﬂ
ST, R e o el
the PR Iﬁ{n hc[lg: n:lc:sgn efforts sgcc:r;:’nl. l_":. l; 01:5’ b development Through C’T",m"
an#‘:ﬂ pn:'st}tln[::: ;f PR }s also felt pdates. and the annual repor- cnmmumcaun.n. lh; :gt&l: Pg:x’z ’
slrongl,\,3 during public events, Each of thes¢ tols plays @ role ﬂ:f"‘;i 'lﬂl:;gﬂmf‘-n dC,V;“ o es
exhibitions. national tradé in shaping the parrative an puDi CC:,’SS’IMC . Cm;"’“_y
fairs, and €0 rate functions: maintaining visibility: . po ti s susdinabh. e eipracot
The PR Unit is responsible for [nternal communication is ozus:wumhk el
organisioé and mansging - w ovcrlooked TR Jﬂ : es that ins‘itmiuns lil;e
agency S panicipalion at such asures that employees acros ;r;;;r‘u s R o
events, from designing pranding 11 toll stations nd our n:glonal ! & 2 .‘1>r:d n;md su, S - E
materials and preparing speeches fices are con™ lead ml;t;:n L underst pported-
to arrangin| media coverage ency’s mission ¢ igns
and cnggglriz with the public- nzanisalional values. . To learn mo': ;:;:l the
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crucial aspect of the PR promon'onal items, the PR dialling 700
mandate. The team maintains Unit ensures consistency 1M
close working relationships with  how NRFA presents itself. The author is public
media This not only strengthens the rel: technical
prand but also helps build trust sssistant at NRFA-
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