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Abstract. Social media and public relations (PR) work in synergy, with PR strat-

egies shaping the tone and messaging of social media interactions, while social 

media platforms serve as key channels for distributing PR content. Together, they 

enable organizations to maintain a consistent and cohesive digital presence, 

strengthening audience engagement and enhancing overall impact. This study in-

vestigates the role of social media in influencing strategic communication within 

organizations. Using a qualitative research approach, interviews were conducted 

with respondents from government and corporate organizations in Klang Valley. 

The findings indicate that social media content is closely monitored by major 

institutions, such as the Ministry of Rural and Regional Development (KKLW), 

and that organizations integrate social media into their strategic planning. How-

ever, effective leadership is essential in optimizing social media for information 

dissemination, collaboration, brand visibility, and stakeholder engagement. As 

social media continues to evolve, it is becoming an increasingly significant force 

in the business sector, reshaping how organizations interact with clients, establish 

their brands, and drive economic growth. This study underscores the importance 

of strategic leadership in leveraging social media to enhance organizational com-

munication and effectiveness. 

Keywords: social media, strategic communication, public relations, engage-

ment, PR strategies 

1 Introduction 

Public relations (PR) play a vital role in shaping and maintaining an organization's im-

age and reputation. The field has evolved significantly, especially with advancements 

in technology. This evolution is exemplified by the establishment of the Institute of 

Public Relations Malaysia (IPRM) in 1962, initiated by PR specialists from business, 
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industry, and government. The institute aims to advance the profession, provide train-

ing, and enhance PR practices in the country (IPRM, 2023). Its establishment has cre-

ated opportunities for professional development, coaching, and engagement among PR 

practitioners, allowing them to adapt to the demands of the modern communication 

landscape. 

The role of PR practitioners has expanded in response to digital transformation. 

IPRM serves as a valuable resource for knowledge and training, equipping PR profes-

sionals with the skills necessary to navigate their evolving roles. PR is not only respon-

sible for managing an organization's image but also plays a crucial role in strategic 

communication. According to Ganiyu et al. (2021), PR is a systematic and well-struc-

tured communication process designed to foster mutually beneficial relationships be-

tween organizations and their stakeholders. To achieve this, PR professionals must de-

velop strategic plans that effectively engage key stakeholders, including the media, the 

public, and government entities. They must also remain attuned to public attitudes and 

concerns to maintain positive relationships (Wilcox et al., 2015). In the digital age, PR 

practitioners face unprecedented demands for transparency, authenticity, and visibility, 

which are essential for sustaining an organization’s reputation (Men, 2013; Anani-

Bossman, 2020). Consequently, PR plays an indispensable role in fostering trust and 

credibility within the communities it serves (Ahmad & Ismail, 2015; AlYaqoub, 2020). 

While PR practitioners engage with multiple audiences, they do not target the gen-

eral public as a whole, as this approach lacks specificity for effective PR programming 

(Wedlock, 2014). The PR field is dynamic and constantly evolving in response to 

changing societal and economic conditions. Although PR has gained increasing recog-

nition as a profession in Malaysia, its growth has not kept pace with the country’s rapid 

economic development (Kaur, 2002; Idid & Arandas, 2016). PR practitioners employ 

communication strategies to achieve various organizational objectives, and their role 

has been explored from multiple perspectives, particularly in terms of competence and 

role definition (Viera & Grantham, 2013; Gregory & Fawkes, 2017; Thurlow et al., 

2018). 

However, PR is not solely a technical function; it is also a critical component of 

organizational governance. Strategic communication management is essential for ef-

fective internal and external communication (Abidin et al., 2021). By leveraging stra-

tegic communication, organizations can enhance their messaging, maintain stakeholder 

trust, and strengthen their public image. To thrive in a globalized and technologically 

driven environment, PR practitioners must continuously adapt to new communication 

tools and trends. Those who develop effective strategies and embrace technological 

advancements will be better equipped to navigate industry changes, execute organiza-

tional policies, and achieve long-term success. 

 

2 Problem Statement 

In today's digital landscape, contemporary organizations rely on more than just tradi-

tional methods to build their reputations, as the role of public relations (PR) has grown 
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significantly in importance. According to Zaw (2018), social media enables individuals 

to communicate and interact with information that is easily accessible online, trans-

forming the way organizations engage with their audiences. Social media has revolu-

tionized word-of-mouth marketing, expanding its reach from a small group of acquaint-

ances to a global audience (Duan, Gu, & Whinston, 2008; Castillo et al., 2021). This 

shift has not only changed individual communication patterns but has also redefined 

how organizations interact with the public. 

Organizations now utilize social media platforms to engage with audiences, respond 

to feedback, share updates on company activities, and promote products and services. 

This direct interaction allows organizations to build and maintain a positive public rep-

utation. As digital technologies continue to evolve, more organizations are integrating 

various forms of new media, including social media, into their communication strate-

gies. These tools have become essential for engaging with tech-savvy audiences both 

locally and internationally (Men, O’Neil, & Ewing, 2020). 

PR practitioners in Malaysia must modernize their approaches by leveraging tech-

nology to align with the latest developments in PR activities. For example, social net-

working applications can facilitate effective engagement and support the development 

of communication strategies and campaign planning. Many organizations now use cus-

tomized applications to streamline communication with stakeholders and the general 

public, optimizing social media as a primary tool for public engagement. 

This study aims to examine the role of social media in strategic communication and 

public engagement, contributing to the growing body of research on modern PR prac-

tices and digital media. Additionally, it will explore the dynamics of mutual communi-

cation between organizations and their audiences, shedding light on how digital plat-

forms shape contemporary PR efforts. 

3 Literature Review 

3.1 Strategic Communication 

 

Strategic communication is an analytical process that helps businesses define their 

goals and objectives while formulating communication plans and techniques to achieve 

them. PR, as a strategic communication approach, aims to foster mutually beneficial 

relationships between organizations and their stakeholders (PRSA, n.d., para. 3; For-

mentin & Bortree, 2018). Meanwhile, corporate image is shaped by individuals' per-

ceptions of reality, influenced by both practical and emotional factors that impact con-

sumer experiences (Barich & Kotler, 1991; Foroudi et al., 2019; Kandampully & Hu, 

2007). Effective strategic communication is intentional, structured, and grounded in 

research, allowing for continuous evaluation and refinement. It operates within an or-

ganizational environment influenced by social networks and external factors (Smith, 

2021). Corporate image plays a crucial role in shaping public perception, as it reflects 

an organization's identity and helps distinguish it from competitors. Organizations that 

understand stakeholder expectations and align their communication strategies with their 
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mission and vision can enhance their public image and credibility. Leadership is instru-

mental in planning, shaping, and guiding communication strategies to ensure alignment 

with organizational goals. 

Corporate reputation, in contrast, is a long-term evaluation of an organization based 

on the accumulated perceptions of both internal and external stakeholders (Fombrun, 

1996; Fombrun & Shanley, 1990; Foroudi et al., 2019). While reputation encompasses 

public opinions about an organization’s products, management, financial stability, so-

cial responsibility, and stakeholder relationships, corporate image focuses more on the 

emotional impact of the brand. A strong brand image reinforces an organization’s rep-

utation, fostering stakeholder trust and loyalty (Foroudi et al., 2020). Furthermore, PR 

leaders who implement well-structured strategic communication plans can positively 

influence an organization’s financial success and overall credibility. This highlights the 

importance of integrating strategic communication to enhance both corporate image 

and goodwill. 

Reputation is shaped by stakeholder perceptions and expectations, making it a cru-

cial intangible asset for organizations. A strong reputation attracts key industry stake-

holders and reflects a history of positive interactions with them. While corporate iden-

tity, image, and reputation are distinct concepts, they collectively contribute to an or-

ganization’s value. A well-maintained image and reputation reassure stakeholders of 

the organization’s credibility, influencing not only customers but also employees, in-

vestors, government entities, and the media. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Fig. 1. Six main approaches to Strategic Communication in Managerial Organiza-

tion by Hallahan et al. (2007); Holtzhausen (2014); Abidin et al. (2021) 

 

PR planning serves as a key strategic communication tool for achieving various organ-

izational objectives. Strategic communication employs a range of techniques and inte-

grates multiple communication disciplines to effectively engage diverse audiences. 

With the advancement of new technologies, organizations can now enhance traditional 

media with interactive and personalized communication tools (Smith, 2021). Digital 
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media platforms empower PR practitioners to develop their skills, engage with the pub-

lic, and uphold higher communication standards. By leveraging these tools, organiza-

tions can strengthen their stakeholder relationships, maintain a strong corporate repu-

tation, and achieve long-term strategic success. 

 

3.2 Public Relations Strategies and Social Media  

 

Modern PR practitioners play a crucial role in co-creating meaning and shaping reality 

through an interactive process of research and communication. This process is con-

ducted for the mutual benefit of individuals, groups, organizations, stakeholders, and 

the public with whom they share social, cultural, intellectual, economic, and commu-

nicative relationships (Kent & Li, 2020, p. 6). As digital media continue to evolve, PR 

practitioners must become increasingly tech-savvy, as proficiency in online media has 

become essential, particularly with the rapid advancement of technology. Today, social 

media serves as the primary communication channel for most organizations (Smith, 

2021). Ahmad (2019) found that the majority of organizations have designated specific 

staff members to manage their social media accounts. To ensure effective social media 

operations, some organizations provide regular training to equip their staff with the 

necessary technical expertise. 

Moreover, PR practitioners must stay informed and adaptable to technological ad-

vancements. Organizations widely utilize online platforms such as social media to en-

gage in two-way communication with the public. Through interactive features like com-

menting, liking, and sharing, audiences can actively participate in dialogues, express 

opinions, file complaints, or seek additional information about an organization. This 

dynamic engagement fosters both social and competitive advantages, helping organi-

zations strengthen their public image and reputation (Tufekci, 2008; Kim & Chock, 

2015). According to Rudeloff, Pakura, and Niemand (2021), PR practitioners must de-

velop skills in content creation and design, gain a deep understanding of target audi-

ences, balance engagement across multiple social media platforms, and effectively 

manage time to implement successful communication strategies. 

The emergence of social media, driven by advancements in information and com-

munication technology (ICT), has significantly transformed how organizations interact 

with their audiences. PR practitioners increasingly rely on digital platforms to facilitate 

communication (Sogunro, 2003; Ekeah & Ewabunze, 2018; Ganiyu et al., 2021). How-

ever, digital access is not universal. Individuals with lower incomes, those residing in 

rural areas, young children, persons with physical disabilities, and the elderly may have 

limited or no access to smartphones and internet technology (International Communi-

cation Union, 2015; Lovari & Bowen, 2019). This digital divide means that targeted 

audiences for online communication are not entirely inclusive, as engagement is limited 

to those with access to digital technology. Nevertheless, compared to traditional media, 

social media offers a broader and more diverse reach. Organizations must ensure that 
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the applications and information they use are tailored to the technological access and 

digital literacy levels of their intended audiences. 

 

3.3 Roles of PR Leaders 

 

PR leaders play a critical role in defining, developing, and expanding an organization's 

sphere of influence, which contributes to building its corporate brand and reputation 

(Lukusa, 2009; Anani-Bossman, 2020). This highlights the strategic nature of PR pro-

fessionals in planning and executing communication initiatives. Traditionally, PR roles 

have been categorized into two main functions: technicians and managers. 

Technicians primarily handle the technical aspects of PR, such as writing press re-

leases, producing videos, and creating newsletters. According to Smith (2021), com-

munication technicians are responsible for these tasks under the supervision of senior 

PR professionals. In contrast, managers focus on research, decision-making, and stra-

tegic communication planning. Smith (2021) identifies two types of PR managers: a) 

Tactical Managers – Responsible for making day-to-day decisions on specific commu-

nication issues. Their role emphasizes advocacy and persuasion; b) Strategic Managers 

– Focus on broader organizational concerns, including corporate structure, industry 

trends, and emerging issues. Their primary responsibility is to develop long-term stra-

tegic communication plans and policies. 

The rise of digital tools and technologies has blurred the traditional distinctions be-

tween PR and journalism, leading to the emergence of hybrid roles that focus on digital 

and social media communication (Wolf & Archer, 2018). However, the transition to 

digital PR has posed challenges, as some professionals initially struggled to adapt to 

the evolving communication landscape due to a lack of comprehensive understanding 

of new media systems (Rahman, 2014; Alyaqoub, 2020). 

On the other hand, a significant body of PR research argues that social media has 

revolutionized PR practices, enhancing engagement and communication efficiency 

(DiStaso et al., 2011; DiStaso & Corkindale, 2012; Allagui & Breslow, 2016; Wolf & 

Archer, 2018). However, these claims are often based on single case studies or concep-

tual discussions, highlighting a gap in empirical research on contemporary PR, partic-

ularly in the context of new media. 

 

 

 

 

3.4 The Engagement with the Public  

 

Despite the limited understanding of transparency and openness, social media has be-

come essential for increasing customer engagement, as it transforms internet users from 

passive content consumers to active participants in generating and sharing content 
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(Animesh, 2016; Castillo et al., 2021). However, Animesh (2016) also noted that social 

media communicators posting on behalf of an organization may unintentionally violate 

ethical standards, particularly concerning the free flow and disclosure of information. 

In some cases, failing to accurately represent themselves as official representatives of 

an organization can led to the dissemination of misleading or incomplete information. 

According to Alyaqoub (2020), for public relations to maximize its potential and 

productivity in corporate activities, it requires both strategic thinking and creative abil-

ity. Having a dedicated and well-trained team is crucial to executing effective strategies 

and reaching target audiences. Previous research has suggested that organizations 

should employ social media specialists under the supervision of the PR department to 

ensure proper oversight. Given the growing reliance on social media, this role has be-

come increasingly significant, requiring proper training to manage diverse publics ef-

fectively. 

Moreover, engagement through social media has both managerial benefits—such as 

motivating employees and attracting customers—and normative, ethical implications, 

as it fosters responsible and transparent interactions among organizations, employees, 

stakeholders, and the public (Taylor & Kent, 2014; Taylor & Kent, 2018; Johnston & 

Taylor, 2018; Kent & Li, 2019). Prior research has explored various aspects of engage-

ment in public relations, including the role of corporate social responsibility (CSR) in 

strengthening business-society relationships. Furthermore, meaningful engagement 

with individuals, groups, and the broader public—both internally and externally—re-

inforces the fundamental purpose of public relations (Kent & Li, 2020). Similarly, en-

gagement in online communities significantly impacts information-sharing behaviors, 

with research indicating that higher levels of participation lead to greater willingness to 

share knowledge (Di Gangi & Wasko, 2016). Effective engagement fosters satisfaction 

and trust among stakeholders, underscoring the importance of two-way communica-

tion. Establishing a dialogue where both parties can exchange feedback enhances mu-

tual understanding and strengthens relationships between organizations and their audi-

ences. 

4 Methodology 

This research focuses on managerial leaders as policymakers, examining their strategic 

communication planning through the use of new media, specifically social media. Ad-

ditionally, it explores the role of public relations (PR) professionals in leveraging new 

media to enhance their functions. The study aims to determine whether social media 

facilitates effective two-way communication and public engagement. To gain deeper 

insights, PR practitioners were interviewed to assess contemporary PR roles, their func-

tions, and conceptual understanding. The selection of informants was based on their 

positions within the organization, ensuring that the study captures their perspectives on 
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the roles, values, and ethical considerations of PR, particularly in relation to profession-

alism. Furthermore, the research will be conducted in government corporate companies 

located in Klang Valley. 

The study employs a semi-structured interview method, carried out in two phases. 

The first phase consists of questions designed to gather demographic information from 

the informants. The second phase includes questions derived from the study’s research 

objectives, focusing on PR practices and the strategic use of social media. Semi-struc-

tured interviews allow for data collection within a pre-established thematic framework 

while providing flexibility in question order and wording. This approach enables the 

interviewer to pose additional questions based on informants’ responses, ensuring a 

more in-depth exploration of the subject matter. Interviews were conducted in a mixed-

language format, incorporating both Bahasa Melayu and English, primarily through in-

person interactions. 

5 Findings 

Table 1 presents the demographic profile of the informants. The interviewees were se-

lected based on specific criteria, including their background, experience, and position 

within their respective organizations. The interview questions aimed to explore how 

they define contemporary PR professionalism. To ensure consistency, the questions fo-

cused on their opinions, experiences, and knowledge, aligning with their professional 

backgrounds. 

According to Malterud et al. (2016), information power is influenced by the speci-

ficity of participants' experiences, knowledge, and attributes. In this study, informants 

were selected based on their current involvement in the PR field, particularly in relation 

to technological advancements, mainstream media trends, and political shifts that im-

pact PR roles in Malaysia. Examining the industry from multiple perspectives allows 

for a more comprehensive understanding of the evolving PR landscape. 

The rapid advancement of technology in Malaysia has necessitated adaptation within 

the PR industry. In addition to managing social media, PR practitioners must consider 

organizational policies, especially regarding the use of digital platforms for marketing, 

advertising, promotions, and information dissemination. Within the selected organiza-

tion, PR practitioners operate at three distinct levels; i) Managerial Team – Responsible 

for strategic planning, decision-making, and overseeing communication policies., ii) 

Officers (PR Executives) – Implement communication strategies and manage daily PR 

activities, and iii) PR Technical Staff – Focus on content creation, media production, 

and technical support for PR campaigns. This hierarchical structure ensures an orga-

nized and efficient approach to PR functions within the organization. 
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Table 1. Demographic profile of informants 

Informant Age Gender Education Position Experience 

in PR field 

1 45 Female Master General Man-

ager 

16 years 

2 46 Male Degree Manager 2 years 

3 40 Male Degree Manager 15 years 

4 29 Male Diploma Executive 7 years 

5 29 Male Diploma Executive 7 years 

6 27    Female Diploma Executive 2 years 

 

The informants were interviewed to identify the roles of PR leaders or authorities’ roles 

as strategists. There are three themes that were discussed during interview session such 

as authorities’ roles, the functions of multidisciplinary team and engagement between 

the organization and public. Each of the themes has subtheme to explain the phenome-

non happened in organization by using social media as tool to engage with the public. 

At the same time, this tool was used as part of strategic communication planned to 

shifted mission and vision of the organization. It also describes the PR leaders’ func-

tions as a policy maker and mediator, and the technical staff's role as delivering tasks 

in accordance with predefined plans and policies.  

 

 

 
Fig. 2. Map for authorities’ roles as strategic communication 

 

 

Figure 2 maps research findings of the functions of authority’s roles to plan strategic 

communication in the organization. It shows authorities’ roles theme in this organiza-

tion are divided into three subthemes; direction, monitoring and planning. 
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5.1 Authorities Roles 

 

5.1.1 Direction from the leaders  

 

The first theme in the social media practice is the authorities’ roles. In a direction con-

text direction from leaders is a guideline or instruction used to perform tasks or duties 

in the organization. The leaders will set goals to aim and achieve by subordinates. Based 

on the data analysis, the informants revealed direction or instruction from the leaders 

before creating and upload content through social media. At the same time, their content 

and online activities were also monitored and need to be reported to the government 

which is Ministry of Rural and Regional Development (KKLW). There are three sub-

themes mentioned by the informants which are direction, monitoring and planning. 

 

“I provide them with the direction as they are still young and inexperi-

enced, they are still clueless on the direction of FELCRA and how we would 

like to portray it as PR.” 

Informant 1 

 

“Actually, our social media is always monitored, coordinated and advised 

by the ministry.” 

 

“The general manager would provide simple guideline and they work it out 

accordingly based on their instinct.” 

Informant 3  

“She gave us freedom to create a video. She said,’ I’ll give you assignment 

and I want you follow the trend. I don’t want video too long and static’. So, 

from there she already told us what she wants.” 

Informant 6 

 

5.1.2 Monitoring  

 

The next subtheme is monitoring. The authorities do some degree of monitoring on the 

activities that had been set earlier. Most of the informants agreed that authorities are 

responsible for monitoring content and information of social media.   

 

“Observation wise, we would do it together.” 

Informant 1 

 

“That’s more on KPI. For example, how much they need to publish content 

on social media? Maybe 1000 times, these should be done by Encik Marzuki.” 
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Informant 2 

 

“Usually for approval, they would get approval from the general manager, 

whether it could be submitted or not.” 

Informant 3 

 

“I have two steps ahead, which is when I’ve created this content, I have to 

refer to my supervisor, after that, I’ll go through my boss, my general man-

ager. Then, my content will be released.” 

Informant 5 

“Social monitoring will be done by Kak Anne.” 

Informant 6 

 

5.1.3 Planning  

 

The next subtheme is planning. As discussed above, content and online activities under 

this organization were monitored by ministry. The ministry has set Key Performance 

Index (KPI) and they also set for the target of the content. Perhaps, the content of the 

organization must align with the objectives of ministry. The informant 2 and informant 

4 mentioned about their calendar that has been set up one-year earlier. However, the 

managers still have authorities to do media planning for online activities like mentioned 

by informant 6.  

 

“We have our own calendar. For example, in May, err... I’m not really 

remember; it supposedly has three big segments. 1. Big campaign organiza-

tion, 2. Success story and 3. Publicity on media. All these three categories 

involve me, Farouq and Anne.” 

Informant 2 

 

 “If talk about strategy, Puan Roshida is our strategy.” 

 

“So, Datuk Sri Zahid Hamidi social media team is actually very active. 

That’s why he asked the agencies under KKW to make one-year plan. About 

content, campaign and how many content should be post per day.  

Informant 4 

 

 “Encik Farouq more into media plan, more into write up.”  

Informant 6 
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Fig. 3.  Map for multidisciplinary team for social media 

 

 

5.2 Multidisciplinary Team  

 

5.2.1 Implementation  

 

Under multidisciplinary theme have one subtheme that is implementation. There are 

two types of implementations under multidisciplinary team, which are special task and 

teamwork. Then, multidisciplinary team are responsible for implementation of social 

media usage. Under the corporate communication department, they have various unit 

such as planning, complaint and etc. All these unit are part of a multidisciplinary team 

that are responsible for handling social media of the organization. For example, Com-

plaint Unit will answer complaints from public through social media and will assist 

them to file appropriate complaint though their system if needed.  

 

5.2.2 Special Task 

 

The next one is a special task. Under this subtheme, special task refers to specialty. 

Each of PR practitioner has their skills and ability to produce a good content for social 

media. For informant 2 mentioned about two different staffs with different tasks. Even 

though the function and skills are different, but in the end of the day they meet the goal 

to produce a content for social media following the guidelines given by their authorities. 

Therefore, they form a multidisciplinary team to perform tasks related to online activ-

ities.  
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 “Izzat makes a lot of videos, but for posting will be done by Encik Marzuki.” 

Informant 2 

“As a PR, I will promote events for public excitement.”  

 

“Luqman, more on editing task. He likes editing. For the template or 

annual book, we will divide the task according to the capacity of the 

number of urgency matter.”   
Informant 6 

 

5.2.3 Teamwork  

 

However, most of informants agreed that before each of PR practitioners doing the 

special task following their specialty, they will sit down to discuss and divide the task 

accordingly. They will discuss it after get guidance or instructions from authorities to 

set up content and information. 

 

 “As for the implementation, the work flow we will soon discuss. We 

work in-team.” 

Informant 1 

 

“I believe that the collaboration between our youngsters and the general 

manager is good as she is willing to explore new things.” 

Informant 3 

“But, we in the corporate communication department, we open more on 

discussion. It means, Puan Roshida can share the ideas, and we also can do 

the same thing. So, whoever has the best idea or we might improve the idea.” 
Informant 4 

 

 “We will create content together.” 

 Informant 6 

 

 

 
Fig. 4. Map for engagement between organization and public 
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5.3 Engagement 

 

5.3.1 One-way communication 

 

Subtheme for engagement is one-way communication. One-way communication means 

is one direction of communication without feedback. For this situation, PR practitioner 

decided not to have two-ways communication. They prefer to provide informative con-

tent rather than having feedback with public. For informant 1, clearly said no two-ways, 

and they only focus on the messages and content. However, for informant 3 believes 

that, they always use social media to look like they encourage for feedback from the 

public. Informant, 4 and 6 mentioned about the informative content that always been 

uploaded on social media most of the time is about dividend and it is seasonal informa-

tive content.  

 

 “We insist on not doing 2-way communication. We focus more on message 

and content.” 

Informant 1 

  

“As a public relation officer, I learned that the best approached is when we 

are able to see a one-way communication as a two-ways communication.” 

 

“We have various ministry managements and agencies working with us and 

some agencies have the tendency to hide the comments from the public regard-

ing them as they are not able to answer them.” 

Informant 3 

   

“But on Facebook, it depends on what we post, it is seasonal actually.  

 Informant 4 

 

“Every time dividend comes out, there will not enough for the payment. So, 

the participants will rage against us. So, at the moment we will use social 

media to tell them why it can’t be done, based on the cost development. Why 

cost development is too high. We will provide more information. For two-ways 

is impossible now because the participants are angry to us. So, it can’t be two-

ways communication.  

Informant 6 

 

5.3.2 Two-ways communication 

 

The next subtheme for engagement is two-ways communication. Two-ways communi-

cation means both parties have dynamic communication such as feedback. Following 
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this organization, even though they prefer one-way communication but there are certain 

content needs feedback from the public. As mentioned by informant 4, they need feed-

back from the public when the organization uploads information about the services pro-

vided. They are always accepting any feedback from the public unless it involves with 

dividend information. Informant 6 also mentioned about their unit that always open for 

any inquiries or complaint through social media.  

 

“By using TikTok, we do need two-ways communication. One of the reasons 

is this organization actually has various interesting locations for vacation. So, 

we need to create one content that make public notice and ask about it. For 

me, this is the most successful two-way communication on TikTok.” 

Informant 4 

 

 “This organization is open two-ways communication in social media.” 

Informant 5 

 

“There is, because I’m from the Complaints Department. So, any complaint 

or question will be answer through Facebook or Instagram.” 

Informant 6 

 

6 Discussion 

The evolving digital landscape has significantly reshaped the role of PR practitioners, 

presenting both new opportunities and challenges. This shift raises an important ques-

tion: Are PR professionals truly embracing the full potential of digital media as a tool 

for public communication? Findings suggest that their role is crucial in ensuring clear 

and effective information dissemination, aligning with organizational goals. Addition-

ally, the presence of a multidisciplinary team plays a vital part in implementing policies 

set by higher authorities, allowing for a more structured approach to PR functions, es-

pecially in managing social media. 

While public engagement remains a key focus, PR practitioners recognize that ex-

cessive interaction may not always be beneficial to maintaining a balanced relationship 

with their audience. As a result, they strategically adopt both one-way communica-

tion—to efficiently disseminate information—and two-way communication, fostering 

meaningful engagement with the public when necessary. This adaptable approach al-

lows them to navigate the complexities of modern PR while maintaining credibility and 

control over their messaging. 
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7 Conclusion 

Future research could benefit from a mixed-methods approach, combining both quali-

tative and quantitative methodologies to provide a more comprehensive understanding 

of PR functions and social media usage. Surveys could offer valuable insights into en-

gagement trends and usage patterns within the corporate sector, while focus groups 

could explore the role of social media for PR practitioners and the challenges, they face 

in navigating the digital landscape. This approach would not only enhance the depth of 

analysis but also enable researchers to capture diverse perspectives across different de-

mographics. By integrating these methods, researchers can gain a clearer picture of how 

PR practitioners utilize social media, how audiences of varying ages interact with 

online content, and what strategies are most effective in fostering meaningful engage-

ment. These findings would be instrumental in helping PR leaders refine their commu-

nication strategies and establish more effective industry standards, ensuring that PR 

professionals are well-equipped to adapt to the evolving digital landscape. 
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