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Introduction

In the digital age, strategic communication has emerged
as a pivotal force in shaping public perception and go-
vernment policies, especially during crises. This paper
explores the governmental Public Relations Strategies
and Public Communication during the Pandemic Crisis.
It focuses on the role and efficacy of strategic commu-
nication by the Saudi Arabian government during the
COVID-19 pandemic, particularly using social media
platforms. This research addresses the critical inter-
section of public relations, crisis communication, and
digital media. It provides insights into the effective stra-
tegies of governmental organizations in times of global

health pandemic crises.

The COVID-19 pandemic presented unique challenges
and required innovative public communication strate-
gies. The Saudi Arabian government’s response, which
relies on social media to disseminate information and
engage with citizens, offers a rich context for analysing
the nature of public relations and strategic communica-
tion (Aldarhami et al., 2020). In this paper, a theoretical

framework is developed to frame public communication



actions by the Saudi governmental organization. This framework is develo-
ped using various communication theories and models, such as stakeholder,
gatekeeping, and persuasion models. It also includes Grunig’s four models,
the key opinion theory, and the two-step flow theory. By applying these
theoretical lenses, it is possible to understand how information was mana-

ged and presented during the crisis.

This paper also explores the strategic role of public relations and social media
communication by Saudi governmental organizations during the COVID-19
pandemic crisis. The purpose of the study is to examine the public rela-
tions strategies implemented by the Saudi governmental organizations and
their effectiveness in managing the crisis through social media as a public
communication tool. By analysing existing theories and models of public
relations and communication, the literature review offers a comprehensive
understanding of how strategic communication helped to disseminate vital
information during the pandemic. This review paper uses a thematic review
methodology. This approach involves identifying, analysing, discussing, and
explaining themes within the literature to provide a comprehensive unders-
tanding of the topic of social media communication of Saudi governmental

Public Relations during the COVID-19 pandemic crisis.

Despite extensive research on the use of social media in Saudi Arabia during
the pandemic (Mohammed & Ferraris, 2021), there remains a significant
gap concerning the effectiveness of these strategies. By investigating the
effectiveness of these tools, the research seeks to answer pivotal questions
about the evolution of media data strategies and the role of public relations
in crisis situations. The primary research question focuses on the role of
public relations and the evolution of media strategies within Saudi gover-
nmental organizations during the COVID-19 crisis. This is further broken
down into specific queries that investigate the use of social media platforms

such as Twitter/X.
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Theoretical Framework

Strategic communication is imperative because it helps in passing informa-
tion from one party to another. The literature review will focus on strategic
communication and how the Saudi Arabia government has used it to com-
municate COVID-19. The literature review will also analyse theories and
models of communication where the theoretical framework will also inform
the methodology. This analysis of the existing theories will help understand
how they can be used to examine the research problem. Through the lite-
rature review, the researcher will investigate and analyse studies related
to the research topic and questions that aim to find out the public relations
role and media data strategies used by the Saudi Arabia governmental or-
ganizations during the COVID-19 pandemic crisis. The government of Saudi
Arabia has done a lot as well as other governments (Alahdal, Basingab, &
Alotaibi, 2020).

The literature review and research revolve around theories and models.
The theories and models help us to develop a better understanding of the
research problem. This paper examines various communication theories
and models, such as the stakeholder, gatekeeping, and persuasion models,
alongside Grunig’s four models, the key opinion theory, and the two-step
flow theory, to frame the government’s actions within a theoretical context.
These theoretical lenses help in understanding the processes through whi-
ch information was managed and presented to the public during the crisis.

The theories are as stated and explained below.

Stakeholder, gatekeeping, and persuasion models

According to stakeholder theory, leaders must understand and account for
all stakeholders (Nie, Ibrahim, Mustapha & Mokhtar, 2019). Stakeholders
are important in any nation or organization because of their important
contributions. In the case of a country, citizens are the major stakeholders.
They play an essential role in impacting decision-making. On the other
hand, they are paying taxes that impact the revenue of a nation. The theory

applies to the literature review because the literature review has focused
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on communications between the government and the citizens (Nie et al.,
2019). Moreover, the government should understand and account for citi-
zens because it must inform them of the health risks that face them. As far
as strategic communication is concerned, the essentiality of stakeholders
cannot be ignored. The government must employ communication strategies

that are aligned with the needs of the citizens across the nation.

In communication, gatekeeping is the process of selecting and prioriti-
zing information based on relevance and importance (Kyprianos, Sifaki &
Bantimaroudis, 2020). In the busy modern world, there is a lot of informa-
tion from events and occasions. It would be impossible for media houses,
institutions, and leaders to share every piece of information with their
audiences (Kyprianos et al., 2020). Gatekeeping helps to select the informa-
tion that will be more useful and important to audiences. The gatekeeping
theory is important to the literature review. In strategic communication,
analysing information is one of the most important steps (Kyprianos et al.,
2020). Analysing information helps to know the most important informa-
tion and information that can be dropped or communicated later. Apart
from focusing on strategic communication, the literature review also focu-
ses on COVID-19 (Kyprianos et al., 2020). The application of gatekeeping
theory in the literature review helps to understand the importance of prio-
ritizing COVID-19 information.

Persuasion theory is a mass communication theory that deals with messa-
ges with the main aim of changing the behaviours and attitudes of receivers
(Geers et al., 2018). In this case, it is important to know and understand that
there are different reasons why communication takes place. In some cases,
communication is aimed at informing receivers, while in other cases, it is
aimed to persuade receivers to change in one way or another (Geers et al.,
2018). The theory is relevant to the literature review because it touches on
one of the main goals of implementing strategic communication (Geers et
al., 2018). The literature review focuses on the application of strategic com-
munication in persuading people to change their behaviours to frustrate the
spread of COVID-19. With the help of the theory, it will be easy to know if

Governmental public relations strategies: the saudi public
communication in social media during the pandemic crisis
316



the strategies employed by the government are persuading or the govern-

ment needs to employ more effective strategies (Geers et al., 2018).

Research by Mohammed & Ferraris (2021) argues that social media plat-
forms, particularly Twitter, have been a significant source of information
during COVID-19. People who are active on social media can easily be af-
fected by the information shared on social media because they are exposed
to it most of the time. According to Mudrick, Miller, & Atkin (2016), social
media has the power to affect the behaviours of social media users. Even
though Mudrick et al. (2016) focus on the influence of social media from a
marketing point of view, their work shows that social media is one of the

tools that can influence consumers’ behaviours.

Grunig’s four models

Grunig and Hunt models are associated with public relations. The models
are arranged from basic to sophisticated models. The first model is the
press agentry model. In this model, an organization or government gains
the public’s attention (Hung-Baesecke, Chen, & Ni, 2021). Press agentry uses
one-way communication to communicate to the target audiences, and it is
hard to evaluate this model’s impact on audiences. The second model is the
public information model. In the public information model, the goal is to
share truthful information with the recipients (Hung-Baesecke, Chen, &
Ni, 2021). The major characteristic of the public information model is that it
is one-way communication. However, trustworthiness and accuracy of the
information are major emphases. The third model is the two-way asymme-
trical model ((Hung-Baesecke, Chen, & Ni, 2021). The model advocates for
two-way communication. The use of persuasive communication is common,
and its aim is to influence the stakeholders’ actions, behaviours, and attitu-
des. The fourth model is a two-way symmetrical model (Hung-Baesecke,
Chen, & Ni, 2021). The fourth model promotes and sustains two-way be-
neficial relationships where back and forth discussions are promoted to
ensure that all parties are involved ((Hung-Baesecke, Chen, & Ni, 2021). The
two-way symmetrical model offers an ethical advantage because it consi-

ders stakeholders by making them part and parcel of the communication
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model. When there is accountability and transparency, citizens trust the
government, promoting a good relationship between the government and

its citizens.

The Grunig and Hunt 4 models of public relations are helpful in examining
the government’s COVID-19 communication strategies because they offer a
framework to categorize and evaluate the effectiveness of various commu-
nication approaches (Hung-Baesecke et al., 2021). The models present basic
and sophisticated models in public relations. With an understanding of how
the government of Saudi Arabia was communicating about COVID-19, it
will be easier to identify the models that the government used. The four
different models have varying levels of effectiveness (Hung-Baesecke et al.,
2021). The application of the models will help to know why communication
worked or why it did not. For example, the first two models are one-way
communication, while the third and fourth models are two-way communi-
cation. Investigating the approaches the government used to communicate
will help to know if the government employed the first, second, third, four-

th, or several models.

Key opinion theory

Key Opinion Theory is mainly used in marketing and especially social
media marketing. The theory focuses on the aspect of using social media
platforms to influence members of society (Wang, Bai, Li & Wang, 2020).
There is a direct link between the theory and the research and literature re-
view. The research has focused on how the government of Saudi Arabia has
been using social media platforms to influence the Saudis. Through social
media platforms, the government (MOH) has managed to increase know-
ledge of COVID-19 among Saudis (Wang et al., 2020). Therefore, the use of
the theory in the research is appropriate because the theory is concerned
with how to use social media to influence public opinion, which is in line
directly with the research focus. This review examines how Saudi govern-
mental organizations, specifically the Saudi Ministry of Health (MOH), use
social media platforms to influence public behaviours and increase aware-

ness of COVID-19. By applying Key Opinion Theory, the research connects
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theoretical knowledge with practical implications, explaining how social

media an effective tool for public health communication during a crisis can

be.

Two-step floww theory

The Two-Step Flow Theory states that information goes through two steps
before it reaches the targeted audience (Soffer, 2019). For example, gatekee-
pers or opinion leaders convey information to their audiences. The theory
concludes that most people form opinions based on the opinions of their
leaders (Soffer, 2019). The theory is applicable in this research because
it has touched on the essentiality of using media to form the opinions of
public members. The aspect of leadership is evident in this case because
leaders are responsible for making decisions (Soffer, 2019). In Saudi gover-
nmental organizations, leaders play a crucial role in decision-making and
disseminating information. This is evident as Saudis have gained signifi-
cant knowledge about COVID-19 and effective ways to handle the pandemic,
which is primarily due to their leaders’ influence and communication ef-
forts (Soffer, 2019). As a result, the theory emphasizes the significance of
leadership and media in public communication during a global health crisis
such as the COVID-19 pandemic.

Public Relations, Social Media, and COVID-19

Public relations, social media, and COVID-19 are three terms that have been
used in the literature, and they are related as far as strategic communica-
tion is concerned. In the next section, the literature review will focus on
public relations strategies and the utilization of social media to communi-
cate about COVID-19. The government of Saudi Arabia uses social media to
communicate to its citizens, and it is important to investigate if social media
tools helped in the promotion of public relations roles. This section will also

focus on the social media platforms that the government employs.

Crisis communication has been greatly transformed due to the COVID-19
outbreak in Saudi Arabia (Hassounah, M., Raheel, H., & Alhefzi, M. (2020).
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Governmental organizations have implemented creative and innovative
solutions to engage external stakeholders such as public members in know-
ledge and information sharing. Gutiérrez-Garcia, Recalde, and Alfaro (2020)
argue that social media provides an opportunity for government officials to
generate ideas about public engagement within corporate communication.
Therefore, the utilization of social media can help government officials to

communicate about any crisis that may face a nation.

According to Hinson (2012), practitioners in public relations should mana-
ge strategic decision-making and organizational behaviour processes that
align with public informational needs and should do it from a strategic
management point of view. There has been a redefinition of strategic mana-
gement during the era COVID-19 pandemic to accommodate the utilization
of social media. Changes have taken place as far as communicating with
the public is concerned. The inclusion of the public in decision-making to
promote a balanced dialogue between governmental organizations and the
public members has been widely fostered. The reason behind it is that the
use of social media has presented a platform where members of the public
can contribute. The feedback of members of the public influences the go-
vernment in making decisions. Traditional public relations activities, such
as media relations and information sharing, have changed public relations
practices during this time of COVID-19. The government and organizations
have been using digital platforms more than ever before. As opposed to the
pre-social media era when the governments relied heavily on mass media,
the government has incorporated social media as a tool for promoting public

practices, promoting a shift within public relations departments.

Park (2021) states that crisis management is one of the most important
things when a nation or the world is going through calamities. Crisis mana-
gement is the process of putting measures in place and employing strategies
that will help to reduce negative events. However, there are challenges
when it comes to managing crises if there are no effective communica-
tion tools. Social media has become an important tool in managing crises

across the world. Moreover, it is limited in nations with a small percentage
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of people connected to social media. The ability of social media platforms to
promote instant communication makes them suitable channels for commu-
nication but only for audiences that have embraced the use of digital tools

of communication.

Park (2021), along with Tambo, Djuikoue, Tazemda, Fotsing & Zhou (2021),
argue that there is a direct need to use effective communication tools
when managing risks. There is a connection between risk managing and
crisis communication. When the government communicates about a cer-
tain crisis, some citizens might respond with panic, which exposes them
to risks such as stress and depression (Park, 2021). Given that social media
promotes immediate communication, the government can use social me-
dia to reduce the risk of panic among members of society. For example,
when people are panicking because of a new outbreak, the government can
use social media to reassure them that they can protect their lives, thus
reducing stress (Tambo et al., 2021). Even though the risk of misinforma-
tion is an issue of concern, some strategies can be used to reduce the risk.
Governments using social media can employ social media managers who
ensure that there are no accounts that imitate the country’s name. The best
way to implement this is to have laws in place that criminalise the use of
fake accounts. The government can also employ social media personnel
who explore the internet to ensure that there are no fake accounts imitating

government’s accounts.

The increased use of social media during COVID-19 is similarly reflected in
Gulf Cooperation Council countries (GCC). Andijan, Fazio, and Azhar (2020)
reported that containment measures against COVID-19 such as lockdowns,
closure of learning institutions, and banning all forms of social gatherings
required the proactive implementation of communication strategies by go-
vernmental officials in many of the GCC countries. In this regard, media
data strategies proved pivotal in controlling the spread of COVID-19. For
instance, Andijan, Fazio, and Azhar (2020, p.842) reported that “Multiple
awareness campaigns in different languages are in progress through
various forms of media to increase public awareness about COVID-19 in-

fection”. Other efforts include providing timely information on the rate of
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infection, death, and recovery. Other public relations programs include edu-
cating the public about curfew hours and following government directives.
However, government officials reported lockdown curfew violations and
special cases during the holy month of Ramadan (Orfali et al., 2021). In this
case, it was evident that despite the government’s initiatives, some GCC

citizens failed to heed the government’s advice.

In their research, Al-Ghamdi & Albawardi (2020) focus on the variety of
voices on social media discussing COVID-19 with specific reference to
WhatsApp and Twitter platforms which are widely used in Saudi Arabia
(Al-Ghamdi & Albawardi, 2020). Even though most scholars have focused
on the positive side of using social media as a platform to communicate, the
current study focuses on both the negative and positive sides. It is important
to note that the social media platforms used for good and beneficial purpo-
ses are the same platforms used to spread false information and cause chaos
(Al-Ghamdi & Albawardi, 2020). Different levels of the government of Saudi
Arabia, organizations, and public members have been utilizing social media
platforms. Social media platforms bring together people from different ba-
ckgrounds and classes (Al-Ghamdi & Albawardi, 2020). Governments are
changing to align their service delivery with the interests and needs of the
citizens (Al-Ghamdi & Albawardi, 2020).

The Saudi Ministry of Health is one of the governmental organizations that
have created a dedicated team of social media strategists who have hel-
ped create messages that meet public informational needs. For instance,
selecting a dedicated team of public relations experts to address people’s
concerns about the spread of the virus and mitigation measures. The adop-
tion of digital media varies across nations. Likewise, the Jordanian MOH
has implemented social media strategies during the pandemic to inform
the public about containment measures such as wearing masks, social
distancing, and handwashing via platforms such as Facebook and Twitter.
(Al-Dmour et al., 2020).
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During the era of COVID-19, the government has worked hard to implement
strategic communication. The first area pertains to the use of social media,
where the government is the source of information. In this regard, social
media has been seen as a tool that the government can use to convey infor-
mation about an issue that is urgent (Aljameel et al., 2021; Du Plessis, 2018).
COVID-19 updates were urgent, especially after the outbreak of the pande-
mic. There was no information about the pandemic because it was new to
people (Alfaro, 2020). However, using social media, it was possible and easy
to reach many people. In this case, proximity principles apply. The principle
of closeness states that publics tend to form relationships with people who
are closer to them (Ittefaq, 2019). From a communication point of view, pro-
ximity principles apply when the communicator avails the information to
the targeted audience (Ittefaq, 2019). In this case, the communicator ensu-
res that information is directed and channelled to the relevant beneficiary
or recipient. The second area that Aldarhami et al. (2020), Gutiérrez-Garcia,
Recalde, and Alfaro (2020), Wang and Wang (2020), and Du Plessis (2018)
have agreed with Aljameel et al. (2021) is about the use of social media
where the government is not the source of information. The WHO used its
online platforms to communicate about the pandemic when there was an
outbreak of COVID-19 in 2020. Technology has made it possible for people
worldwide to connect (Aldarhami et al., 2020). Saudi Arabia has opened
to the global community, and therefore, the people of Saudi Arabia could
access information about COVID-19 through online platforms (Wang and
Wang, 2020).

The best way a government can protect its citizens is by having cons-
tant communication about the prevailing issues (Aldarhami et al., 2020).
Understanding the citizens is paramount because it avoids unnecessary
conflicts with the government (Alahdal et al., 2020). When Saudi Arabia
started implementing COVID-19 safety guidelines, it was important for
the government to explain to the public members why it was doing so and

why it was necessary (Alahdal et al., 2020). Through public relations, the
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government of Saudi Arabia explained the importance of citizens adhering

to the rules and regulations which were put in place.

Critical Examination of Reviewed Studies

Raising awareness and providing access to adequate information during
a public health crisis is vital for government organizations. Aldarhami
et al. (2020) argue that social media use in public information related to
COVID-19 is instrumental to the government of Saudi Arabia. Specifically,
the Ministry of Health (MOH) has provided citizens with information
concerning social distancing from regular handwashing to stay-at-home
directives. Aldarhami et al. (2020) report that 78% of Saudi Arabia citizens
relied on the MOH for information related to COVID-19 as a reliable source
in 2020. Similar findings by Huynh et al. (2020) reveal a similar pattern in
Vietnam, where 86% of citizens believed the government for COVID-19 in-
formation. Similarly, Aldarhami et al. (2020) report that high levels of public
awareness create opportunities for governmental organizations to imple-
ment containment measures during a public health crisis. Aldarhami et al.
(2020) report that “high levels of awareness among the Saudi population,
demonstrated in the early stages of the pandemic, indicate the existence of
established plans by the government to educate the nation about coronavi-
rus” (p. 682). It is therefore arguable that the Saudi MOH has established
communication strategies to disseminate information and create public
awareness about COVID-19. Public awareness campaigns conducted by the
MOH included critical information related to coronavirus and prevention
strategies such as Stay-at-home, Meter-and-half, We-cooperate-we-do-
not-indulgence, Coming-back-with-caution, and Without-your-right-hand.
These are some of the public awareness media campaigns that the Saudi
MOH conducted. The analysis by Aldarhami et al. (2020) clearly demons-
trates the effectiveness of the use of social media in communicating about
COVID-19 by the Saudi MOH because the information shared by the gover-

nment was helpful to citizens.

Governmental public relations strategies: the saudi public
communication in social media during the pandemic crisis
324



Even though Alhassan & AlDossary (2021) have paid more attention to so-
cial media as the fastest way to communicate with the public, they have
also focused on social media as a tool that promotes engagements between
the government and citizens. During the outbreak of COVID-19, the wor-
Id was in a state of shock, and not every person managed to handle the
news of the pandemic without becoming stressed or anxious (Alhassan &
AlDossary, 2021). The deployment of social media played a useful role in
measuring public response as well as levels of stress and anxiety. One of the
advantages of using social media as a communication tool to engage the pu-
blic is an immediate response (Alhassan & AlDossary, 2021). After posting,
people can reply and air their views. If they do not understand the message
that has been passed across, they can immediately state so. Social media
presented the Ministry of Health with an opportunity to communicate and
engage members of the public (Alhassan & AlDossary, 2021). Through citi-
zens’ responses, the government could assess if its strategies were working
or not. This can be explained using the Shannon and Weaver communica-

tion model.

According to the Shannon and Weaver communication model, human com-
munication can be broken down into seven concepts (Kubota, 2019). The
concepts are sender, encoder, channel, noise, decoder, receiver, and feedba-
ck. With social media, the government utilized the seven concepts (Kubota,
2019). The information starts from the source and ends with the public
members giving feedback about the communication. In this case, the World
Health Organization is the source of information. The reason behind it is
that the WHO has been informing respective nations about COVID-19 and
the best ways to deal with the virus. The encoder is the government of Saudi
Arabia. The government of Saudi Arabia is responsible for converting the
information from the WHO into details that can be shared with the mem-
bers of the public. The channel of information can be associated with social
media platforms. The literature review focuses on the use of social media,
and this means that it is the primary channel. Regarding the concept of

noise, this may only happen if there is an error when sending a message. It
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affects the process of passing the message to the intended consumer. The
fifth concept is the decoder (Kubota, 2019). In this case, the information that
the government of Saudi Arabia shares is converted into data that members
of the public can consume. The sixth concept is the destination (Kubota,
2019). In this concept, the information gets to members of the public. The
last concept is feedback, which is associated with the response of the reci-
pients (Kubota, 2019). In the case of Saudi Arabia, this entails the response

of citizens after consuming the information.

Aljameel et al. (2021) conducted a study to investigate five regions within
Saudi Arabia and the levels of awareness in each of the regions. The main
aim was to know the effectiveness of the methods of awareness that were
used in every region. The social media platform associated with the stu-
dy was Twitter (Aljameel et al., 2021). The government of Saudi Arabia
used Twitter to make some of the most important communications about
COVID-19. According to the findings, the levels of awareness among the five

regions differed.

The study by Aljameel et al. (2021) also focused on public sentiments and
their effects on creating awareness among the people of Saudi Arabia.
When the World Health Organization declared that COVID-19 was a pande-
mic, information started circulating on social media platforms (Aljameel et
al., 2021). Even though not every piece of information was accurate, much
information circulated was factual and from the WHO. As a result, people
were aware of COVID-19 but had little knowledge of how to deal with the
pandemic. According to Alomari, Katib, Albeshri, & Mehmood (2021), the
modern world is connected to a level never seen before. Technology has
fostered innovations and technological means of bringing global citizens to-
gether. Social media platforms are used for fun and entertainment and are

also used to communicate important information with members of society.

The first revelation, as presented by Alomari et al. (2021), pertains to the
government. After analysing the tweets that were collected, there were

fifteen measures of COVID-19. The measures are the strategies that the
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government has put in place for citizens to follow to reduce the spread of
COVID-19. The role of social media in public relations has been depicted as
crucial in this case. The second revelation pertains to the significance of so-
cial media in creating a platform where the government communicates and
gets the chance to interact with the citizens or get information from the ci-
tizens (Alomari et al., 2021). Social media platforms promote engagements,
and that is evident in the tweets that were collected. After the government
communicated about the measures that should be put in place, there were
responses and concerns from the public members (Alomari et al., 2021). In
this regard, it is important to investigate the goals of public relations in any
government. The main goal is to communicate with the citizens and ensure
that there is clarity. When there is immediate feedback from the public, the
government can assess if the message was received by the public members
positively or not. In this case, the application of McNamara’s pyramid of
outputs and outcomes would be essential. The three steps of McNamara’s

pyramid model are inputs, outputs, and outcomes.

Inputs refer to the material and strategic components of communication
programs. Outputs refer to the physical materials and activities to produ-
ce writing and designs of communication. Outcomes refer to the results
that are attained after implementing specific communication strategies.
The theory applies to the primary goal of government using social media to
communicate with citizens. In this case, the main goal of communication is
to produce positive outcomes, and that is to inform members of the public.
The government can use the model to design an effective communication
channel. The model brings together all essential aspects of communication.
In addressing the aspect of outputs, the government can come up with a
strategy that is most likely to be effective. After identifying the strategy, the
selection of materials becomes pertinent. In this case, the use of technolo-
gical devices becomes essential. The activities that are involved are posting
and sharing information. After coming up with a strategic communication

plan and identifying activities and materials to use, the government can
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attain the outcomes that it desires. Attaining positive outcomes is a likely
scenario when the government employs the best materials and approaches

to communication.

Desvars-Larrive et al. (2020) agree that the COVID-19 pandemic affected
many nations across the world. Both developed and third-world nations did
not anticipate the pandemic, and therefore, the impact was severe because
all nations were caught unaware. However, one aspect was crucial: commu-
nicating the problem to the public members (Desvars-Larrive et al., 2020).
When there is a health concern, pharmaceutical concerns are put in pla-
ce. However, this was not the case in COVID-19. The outbreak of COVID-19
came at a time when there was no medicine to control it. The healthca-
re sector did not have enough information about the best pharmaceutical
interventions to employ (Desvars-Larrive et al., 2020). However, non-phar-
maceutical interventions played an integral role in controlling the spread
of COVID-19.

The utilization of social media gives citizens a platform to be heard and con-
tribute to matters of the nation (Joos, 2019). Citizens can utilize social media
to consult with the government as well as seek advice and guidance. Based
on the research by Zhao and Zhang (2017) social media makes it easy for
users to access public forums. As a result, they can produce and share in-
formation on issues of public importance. At the same time, public relations
play an essential role in enabling organizations to gain better knowledge on
stakeholder management. According to Ji, North, and Liu (2017), experts
in the field of public relations must consider the significance of research
in meeting the interests of stakeholders. They should include public par-
ticipation and engagement through available online forums. There has
been a realization of the significance of social media strategies and public
relations. This realization has been during the COVID-19 pandemic, and it
is worldwide. The utilization of social media stands out as a strategy that
produces positive fruits and thus influencing governments to utilize a stra-
tegic management approach that guides social media as a highly effective

strategy in dealing with COVID-19. Some governments, such as the United
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States and the United Kingdom, have been using social media before, and
they have proven that it can be effective in communicating. For this rea-
son, some of the nations across the world have opted for social media with
the main aim of promoting effective communication and reaching a signi-
ficant number of people within a short time. Also, a proactive approach to
stakeholder management is essential in addressing key stakeholder concer-
ns. According to stakeholder management theory, there is a dire need for
an organization to create value for all stakeholders (Pedrini & Ferri, 2019).
From the government’s perspective, the theory puts more emphasis on the
need for the government to create value for citizens. The government can
do so by ensuring that it meets the needs of the citizens. For instance, it
is important to note that misinformation campaigns during the COVID-19
pandemic have been rampant. Social media platforms such as Twitter have
been used as tools of misinformation asserted by Grazed and Maia (2020).
Conspiracy theories about the virus’s origin have also been spreading at
an alarming rate (Grazed & Maia, 2020). Conspiracy theory is defined as
the attempt to explain tragic events. However, it does not dwell on the tru-
th but associates’ people and countries with tragic events (Douglas et al.,
2019). For this reason, stakeholder management favours the governmental
organizations by providing them with the best approaches to disseminate

information concerning the COVID-19.

Without fear of doubt, social media platforms have played host to conspi-
racy theories and that has affected most of the vulnerable people who do
not know more about COVID-19 (Prasad, 2021). The sophistication of such
campaigns requires that public health officials implement public relations
programs that are robust and will help maintain public confidence during
the era of COVID-19. Consequently, the government opened unique social
media accounts and utilized them for communicating with the citizens.
When there is a high level of awareness among citizens on the availability
of legit social media accounts that belong to the government, citizens are

likely to prioritize the information that such platforms share.
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The outbreak of COVID-19 redefined how some governments use social
media platforms to communicate with their citizens as well as engage
them on matters about COVID-19. Many researchers have invested in ex-
tensive research to examine how government organizations utilize social
media platforms such as Facebook and Twitter (Muniz-Rodriguez et al.
2020). Additionally, the essential role of social media in intergovernmen-
tal information sharing and strategic planning has also been researched,
e.g., by Gil-Garcia et al., 2019. The researchers conclude that governmen-
ts, through their respective social media platforms, can share information.
Haro-de-Rosario et al. (2018) found that the use of social media by local
governments to enhance community engagement and participation revea-
led the role of social media and public relations in promoting transparency

and accountability.

According to Islm et al. (2021), specific factors motivate citizens to engage
governments on social media platforms during COVID-19. Citizens do not
engage the government more often when there are no crises. If they are
interested in accessing information from the government, they use other
ways of communicating with the government than social media (Islm et al.,
2021). For example, there are government offices that provide information
about the initiatives and services of the government. People not connec-
ted to social media opt for such methods of communication. COVID-19 has
changed the interests of citizens because information about COVID-19 has
become important, thus increasing the interest of citizens in knowing more
about the virus (Islm et al., 2021). After the WHO announced COVID-19 and
its seriousness, governments were responsible for devising measures and
guidelines to help save their citizens. The population and environment of a
nation affect the spread of COVID-19. For this reason, the WHO has advised
nations to come up with interventions and implement them. Even though
the WHO is not a legislative body, it has been given the authority to give
directives on health measures that specific nations should take by countries

under the United Nations. The government is the supreme authority in any
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respective nation, giving it the authority to come up with health and safety
guidelines. It becomes important for citizens to enquire from the govern-

ment if they are interested in factual data or accurate information.

Discussion

Public awareness campaigns by government organizations have helped to
manage communication during COVID-19. According to Al-Hanawi et al.
(2020), the Saudi Ministry of Health undertook a comprehensive public
awareness campaign through Facebook and Twitter in response to the
pandemic. Through Twitter and Facebook, the government communicated
about COVID-19 and what people should do to reduce the spread of the virus.
Communications via social media and government websites have proven
instrumental so far in providing COVID-19-related information. Of note, de-
mographic factors - age and gender - have been studied to see their influence
on social media use. For example, Asaad et al. (2020) indicated that middle-
-income and highly educated female respondents have more information
concerning emerging infectious diseases than other segments of Saudi
society. Asaad also concluded that, as expected, younger and educated in-
dividuals are more aware of digital and social media (e.g., Twitter) than the
older generation. Also, improving public relations and exploring media data
strategies provides essential input into reducing the impact of the COVID-19
pandemic. Public relations focus on the best ways to communicate, while
media data helps in conveying the specific message that an organization or
government wants to pass. Identifying the best methods of communication
and conveying the right information helps to reduce COVID-19 because peo-
ple get to know what they need to do to deal with COVID-19. Hence, social
media platforms such as Facebook and Twitter play a critical role in disse-

minating awareness-raising interventions.

During the pandemic, the government took action to frustrate the spread
of COVID-19 (Alahdal et al., 2020). The two strategies that the Ministry of
Health opted for were curfews and quarantine. However, the two strate-

gies were aimed at protecting the citizens from contracting COVID-19. It is
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important to note that COVID-19 is a new illness, so people do not know as
much about it as other diseases (Alahdal et al., 2020). Members of the public
are likely to have little to no knowledge of a new illness. Communications
from the government become an important aspect of public relations roles
in ensuring that public members understand the current health situation

with accurate information about the pandemic.

Similar studies on the role of public relations practices in communicating
with the public by other governments have been conducted to establish the
importance of digital communications during national emergencies. For
example, Gutiérrez-Garcia, Recalde, and Alfaro (2020) argue that digital
communications played a significant role in providing access to information
and creating awareness for the public in Spain during the pandemic. The
study revealed that access to information among the younger generation
created a high level of knowledge concerning COVID-19 related informa-
tion. The study only focused on Spain; however, other studies presented
information on how digital communication increased awareness in different
countries for other publics. Such studies include Wang and Wang (2020)
and Du Plessis (2018), who demonstrate that access to information and an
established information technology infrastructure increases the efficien-
cy of public relations and communication strategies that educate people in
hard-to-reach areas. Hard-to-reach areas are locations where mass media
organizations do not cover due to issues of setting up satellites to trans-
mit broadcasting signals. Telecommunication organizations have invested
heavily in setting up their satellites, and that has increased people covered
by mobile phone services. With the help of the infrastructure of telecom-
munication organizations, it is easier to reach more people than televisions
and radios can. Aldarhami et al. (2020) likewise concluded that increased
awareness is directly related to improved educational levels, social media

use, and demographic characteristics.

AlHumaid, Ali & Farooq (2020) assert that COVID-19 has affected many
people psychologically and increased stress among the people of Saudi
Arabia (AlHumaid et al., 2020). They argue that, despite some limitations,
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the Saudi government has been effective at limiting the impacts of the virus
as it has deployed effective public relations strategies such as the utilization
of social media to communicate with the citizens. For example, the gover-
nment has utilised constant communication forums to update citizens on
the progress of response to COVID-19 and what citizens need to do to be
safe. The effectiveness of these strategies is seen in each strategy’s ability
to address the issue of concern. For example, when communication helps
to reduce panic and stress among members of society, it means that the
communication effectively dealt with the issues it was designed to deal with
(AlHumaid et al., 2020).

Rather than focusing on effectiveness, Hammad & Algarni (2021) investi-
gated the psychosocial effects of social media during COVID-19 in Saudi
Arabia. Their research examines the negative side of social media and how
social media platforms were used to increase fear and panic among mem-
bers of society. One of the disadvantages of social media is that there is a lot
of freedom and less supervision. Therefore, it becomes possible and easy for

people with no facts to share their assumptions (Hammad & Algarni, 2021).

Hammad & Algarni found that anxiety, depression, and social alienation are
evident among Saudis who used social media platforms during the outbreak
(Hammad & Algarni, 2021). Their study of 371 Saudi participants identified
that 83% of them were exposed to social media (Hammad & Alqarni, 2021).
Misinformation is one of the factors that led to the mental disorders that the
patients were suffering from. Misinformation promoted the sharing of in-
formation that increased fear. As a result, stress among citizens increased,
thus exposing them to a mental health issue (Hammad & Alqgarni, 2021).
Some people sharing COVID-19 information on social media did not source
the information from reliable sources, which means that some of the infor-

mation was inaccurate (Hammad & Algarni, 2021).
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Research Gap and Future Directions

Most millennials are active social media users and have the knowledge and
capabilities to differentiate between genuine and misleading information.
The benefits of social media in managing and communicating crisis has
been reported by Fowler (2017); Eriksson and Olsson (2016). Governments
worldwide, especially developing countries, prefer social media such as
Twitter to engage the public and demonstrate a readiness to prioritize pu-
blic health concerns. The reason behind it is that most of the popular social
media platforms were founded in developed nations. Therefore, people in
developed nations are more used to the technologies when compared to peo-
ple in other nations across the world. The use of social media has become a
priority, especially during this time of COVID-19 (Penny cook, McPhetres,
Zhang, Lu, & Rand, 2020). Even though some of the developed nations have
used interviewers who meet to face with citizens to collect information, the
practice continues to decrease (Penny cook et al., 2020). The reason behind
it is that one of the regulations of COVID-19 is social distancing, and social

distancing has affected many face-to-face interactions.

Research by Islm et al. (2021) demonstrates a strong connection between
social media use and governmental public relations. Their study acknowle-
dges that governments utilize social media as a communication tool (Islm
et al., 2021). During the outbreak of COVID-19, governments worldwide
had to deploy the most effective forms of communication for their popu-
lations. Many people worldwide are subscribed to the internet and have
social media accounts (Islm et al., 2021). The best way to communicate with
the citizens is by looking into the tools that have high chances of effective-
ness or tools that can reach a lot of people and help deliver accurate and

timely information.

Multiple studies conducted by Al-Kandari et al. (2019) support the wide-ran-
ging opportunities of social media in public relations. Primarily, social media
tools are more efficient, and timesaving compared with traditional media.

This is because a social media message can reach many people within the
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shortest time and require fewer resources, human or financial, to create
and disseminate. To this end, social media (e.g., Twitter and Facebook) play
a pivotal role in public relations, provide insights into citizens’ expectations,
and amplify government efforts to engage the public. However, despite the
numerous benefits of social media in public relations, disadvantages such
as propaganda allegations erode public trust in the government to imple-
ment a communication crisis plan. In dealing with the issue, it becomes
paramount for governments to use social media platforms only to use gover-
nment sites and shut down any fake accounts. Doing so would reduce the
erosion of trust among members of society. Despite extensive research on
the use of social media in Saudi Arabia during the pandemic (Mohammed
& Ferraris, 2021), there remains a significant gap concerning the effective-

ness of these strategies.

Conclusion

COVID-19 is an illness that was never anticipated, and its effects are dire
(Abbas et al., 2021). The illness has affected and disrupted many people’s
lives in South Asia, including Pakistan, Saudi Arabia, and other countries
worldwide. As a result, cases of mental illnesses also continue to increase.
As opposed to two to three decades ago when there were no social media
platforms, the introduction and utilization of social media continues to gain
popularity, and governments worldwide have been using the platforms to

connect with their citizens (Abbas et al., 2021).

According to Abbas et al. (2021), the pandemic has created fear. Social me-
dia platforms have been used as tools to cause fear, and at the same time,
they have been used as strategies to help overcome fear (Abbas et al., 2021).
With the help of social media, governments have had the opportunity to pre-
sent clarifications that help erode false information at the citizens’ disposal.
Fear has been one of the contributing factors to mental illnesses (Abbas et
al., 2021). When people share false information on social media, some subs-
cribers take it seriously and allow the information to affect them (Abbas et
al., 2021). Through social media, it has become possible for governments to
share the truth about COVID-19.
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Social media has been beneficial during the time of COVID-19 in different
ways. First, it has helped to know the responses that have been made to the
illnesses (Mohammed & Ferraris, 2021). Second, people in different parts of
the world have been able to know what nations across the world are doing
to fight the spread of COVID-19. Furthermore, through social media, people
have been able to encourage each other during this challenging time. The
lack of social media would have affected the situation because there would
be no platforms to promote engagements and communication (Mohammed
& Ferraris, 2021). Scholars have investigated and researched the use of so-
cial media in Saudi Arabia during the pandemic era. However, there has
been a gap in the effectiveness of the strategies of using social media as a
tool of public communication. The gap pertains to the most effective tools
and the impacts they have on the public. The researcher will be answering
the question of “how” effective social media can be as a communication
strategy. The literature review bridges the gap by presenting materials that
help rate the effectiveness of using social media as a communication tool
during the era of COVID-19.

This review paper makes a valuable contribution to the existing body of
knowledge for public relations and communications professionals working
in governmental and non-governmental organisations. It emphasises the pi-
votal role that public relations and social media communication strategies
played in disseminating information during the global pandemic caused by
the novel coronavirus SARS-CoV-2 and evaluates their dual impact on public
health and government communication. The study addresses the existing
research gap regarding the effectiveness of social media as a public com-
munication tool in crises. Furthermore, it offers insights and a theoretical
framework for public relations and communications professionals, provi-
ding a comprehensive analysis of theories and models in public relations

and strategic communication.
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Abstracts

Chapter 1
Ethics and Society: Challenges in Organisational and
Public Communication

Evandro Oliveira
/EAE Business School, Spain
Gisela Gongalves

/LabCom - University of Beira Interior, Portugal

In the contemporary era of unprecedented global
interconnectivity, the ethical dimensions of commu-
nication have assumed heightened importan—ce for
organisations and public institutions. The function of
communication has expanded beyond its traditional
role as a mere conduit for conveying messages. It has
become a strategic instrument that influences per-
ceptions, shapes behaviours and builds relationships
between entities and their stakeholders. This evolution
reflects broader societal shifts, including te~chnological
advancements, global crises, and intensified public scru-
tiny, which have positioned communication as a central
aspect of organisatio—nal and institutional operations.
Those with a stake in an organisation or institution are
becoming more demanding of transparency, accoun-
tabili-ty and authenticity, as a result of their greater
access to information and ability to mobilise through
digital platforms. It is thus imperative that com—muni-
cation practices align with societal values, with ethical
commitments embedded not only in messaging but also

in actions.
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Chapter 2
The Normative Imperative: Ethics

Shannon A. Bowen

/University of South Carolina, United States of America

The normative imperative in strategic and organisational communication
emphasizes the critical role of ethics in addressing sociopolitical challenges.
This paper highlights the importance of normative theory in guiding ethical
decision-making across various fields, particularly within strategic commu-
nication and through the use of normative scholarly analyses. Advocating
for a Kantian deontological issues management framework, that normative
paradigm utilizes the categorical imperative to ensure moral actions. A
refined ethical issues management model is presented, integrating moral
deliberation throughout the process. By adopting these principles, organi-
zations can enhance ethical decision-making, improve relational outcomes,
and build public trust, ultimately contributing to organisational effective-

ness, relational outcomes, professionalism, and advanced scholarly inquiry.

Keywords: Ethics, Strategic Communication, Normative Theory, Kantian

Framework, Public Trust.
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Chapter 3
Adapting to the Challenges of Communication in the Digital Age: Ethical
Principles for PR Practice in Germany

Elke Kronewald

/Kiel University of Applied Sciences and German Council for Public Relations, Germany

The relevance of ethical considerations in public relations (PR) practice is
becoming increasingly apparent, especially with the advent of new technol-
ogies such as social media and artificial intelligence (AI), which present new
challenges and ethical dilemmas. The German Council for Public Relations
plays a pivotal role in the advancement of ethical communication practic-
es within Germany. The Council was established in 1987 and serves as a
voluntary self-regulatory body for communications professionals. The pri-
mary responsibilities of the Council include the formulation and revision
of ethical codes and guidelines, the monitoring of compliance with these
standards, and the disclosure of misconduct. The Council’s objective is to
ensure the maintenance of ethical standards in communication, thereby
preserving public trust. The German Communications Code of 2012 rep-
resents the most significant foundation for ethical PR practice in Germany.
The Code emphasises fundamental principles, including transparency,
integrity, fairness, truthfulness, loyalty, and professionalism. Other guide-
lines address more specific aspects of communication ethics, (e.g. science
PR, Al). This chapter uses three case studies to illustrate the Council’s work
when established ethical guidelines are breached. In light of the evolving
communications landscape, the Council assumes a prominent role in offer-
ing guidance by ethical guidelines to address the current challenges in PR
practice. It is therefore imperative that PR ethics, codes and guidelines are

integrated into communications education, as is adequate media visibility.

Keywords: PR ethics, codes, guidelines, Al, German Council for PR.
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Chapter 4
Ethical Issues in the Contemporary Practice of Public Relations

Gisela Gongalves

/LabCom - University of Beira Interior, Portugal

The rise of digital communication strategies — including sponsored con-
tent, social media influencers, and Al-driven tools such as social bots and
big data analysis — presents new ethical dilemmas in public relations prac-
tice. These technologies blur lines between advertising and journalism,
raising concerns about transparency, authenticity, and the potential for
manipulation. This chapter debates how public relations legitimize organi-
sational actions in the public sphere through persuasive communication,
emphasizing the ethical challenges inherent in this process. By revisiting
foundational concepts in public relations theory, it examines two norma-
tive perspectives: public relations as advocacy and as dialogue. Drawing
on normative frameworks, including Habermas’s ethics of discussion and
Grunig’s theory of excellence, it critically analyses the complexities of ethi-

cal public relations in the evolving digital landscape.

Keywords: public relations ethics, dialogue, symmetry, digital strategies,
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Chapter 5
Habermas's Communicative Action and the Constructivist-Relational Theory
as References for the Communication of Sustainability in Organizations

Lauralice Ribeiro
/University of Coimbra, Portugal
Paula Ribeiro

/CECS and Instituto Politécnico de Portalegre, Portugal

This study explores and substantiates the normative foundations for a
theoretical approach to organisational communication for sustainability,
drawing on Jirgen Habermas’s Theory of Communicative Action (1984)
and Stanley Deetz’s Politically Attentive Relational Constructionism (PARC)
(2010). The objective of the research is to identify points of convergence be-
tween the two frameworks that can inform communication practices in the
construction of shared meanings around sustainability. A non-systematic
review of the literature was conducted to identify key authors whose work
is aligned with the two theories. This review revealed that ethical conduct
and the inclusion of diverse audiences are critical alignments between the
two theories. These findings are in accordance with the recommendations
set forth by organisational bodies regarding the communication of sustaina-
bility. The study underscores the potential of collaborative meaning-making
as a means of addressing the challenges outlined in the United Nations 2030
Agenda. It proposes collaboration as a model for achieving more effective

and inclusive communication outcomes.

Keywords: Communicative action; Habermas; Relational-Constructivism;
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Chapter 6
University Fourth Mission and Social Impact. Ethic Imperative and Relational
Challenges in the Context of High Education in Italy

Lucia D'Ambrosi

/Sapienza University of Rome, Italy
Valentina Martino

/Sapienza University of Rome, Italy
Paolo Brescia

/Sapienza University of Rome, Italy

The article examines the evolution of university missions within the context of cor-
porate and public communication, with a particular focus on the emerging trends
surrounding the Fourth Mission/social impact. The study investigates these devel-
opments in comparison to European trends and other organisational frameworks,
while examining the extent to which these “new missions” are being institution-
alised by academic governance. The findings indicate that, in addition to regulatory
changes, there has been a transformation in definitions and cultural norms within
the Italian university system, suggesting a broader shift towards a more strate-
gic and ethically driven approach. This advanced vision places an emphasis on a
relational and communicative framework that prioritises long-term responsibility
and the creation of shared value with stakeholders and society. In this context,
universities are not merely the disseminators of knowledge; they are reimagined
as dynamic institutions that integrate traditional educational models with digital
platforms, thereby fostering mutual engagement and community relationships.
This shift is perceived as a departure from the traditional, unidirectional model of
university impact, towards a reciprocal and strategic model that seeks to generate
sustainable benefits for both academic institutions and their broader communities.
The study’s findings emphasise the necessity of integrating this ethical approach
into the institutional framework of academic governance to effectively address the

evolving relational and communicative challenges facing Italian universities.

Keywords: university communication, university impact, university missions, val-

ue, corporate communication, public communication.
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Chapter 7
Decoding the CSR Communication Paradox: Strategies for Effective
Engagement

Barbara Costa
/Polytechnic University of Leiria, Portugal
Alexandra Leandro

/CEQS.PP, CECS - University of Minho, and Polytechnic University of Coimbra, Portugal

Over the past few decades, there has been a notable increase in the number of
companies engaging in CSR activities, which has subsequently led to a rise in the
amount of CSR communication. The contemporary understanding of corporate so-
cial responsibility (CSR) may be attributed to a combination of factors, including
academic research and social and political pressures that have emerged over the
past seven decades. As stakeholders become increasingly informed and demand-
ing, effective communication is essential for the dissemination of information, the
establishment of trust, the enhancement of reputation, and the fulfilment of stake-

holders’ expectations.

Nevertheless, there are instances when CSR communication may engender
scepticism rather than achieving the objective of demonstrating a company’s con-
tribution to societal well-being. Nevertheless, it is also thought that companies can
play a significant role in addressing current social issues in a positive manner. This
creates a paradox around CSR communication that presents a significant challenge

for professionals in the field.

The objective of this study is to gain deeper insight into the paradox of CSR commu-
nication and to identify the most effective strategies for communicating CSR. The
researchers employed a mixed methodology, comprising an initial literature re-
view and an online survey of Portuguese consumers, followed by interviews with
six companies. In conclusion, the study presents a set of guidelines on how com-

panies should approach CSR communication, based on a synthesis of the findings.

Keywords: Corporate social responsibility; CSR communication; Organisational

communication.
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Chapter 8
Social Participation in Public Organisations: A Case Study of Santa
Catarina’s Prosecutor Office (MPSC)

Gisiela Klein
/University of Coimbra, Portugal
Clerilei Aparecida Bier

/University of Estado de Santa Catarina, Brasil

It is of the highest importance that civil society assumes an active role in
the development of competencies within the public sphere. It is incumbent
upon organisations, particularly those in the public sector, to facilitate
this participation. The objective of this research is to ascertain the ex-
tent of social engagement in the communication channels of the Public
Prosecutor’s Office of Santa Catarina (MPSC), a Brazilian public institution
with the mandate of defending citizens’ individual and collective rights.
The data collected provided a sample of 453 communications published on
the organisation’s social media platforms. The findings indicate that the
communications disseminated by the organisation are primarily oriented
towards disseminating information to the public, without actively involving
them in participation or decision-making processes. The content of the so-
cial media messages is primarily informative and educational in nature. An
analysis of the content of the posts reveals that the objective of the MPSC
is to disseminate information to citizens regarding their rights. However,
there is a notable absence of citizen involvement in the deliberations and

decision-making processes.

Keywords: organisational communication; participation; social media; pu-
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Chapter 9
Public Sector Communication and Gender Perspectives: Italian Local Social
Media Practices of Italian Regions

Marica Spalleta

/Link Campus University, Italy

Gea Ducci

/University of Urbino, Italy

Lucia D'’Ambrosi

/Sapienza University of Rome, Italy
Camilla Folena

/University of Urbino, Italy

The EU Gender Equality Strategy 2020-2025 emphasises the significance
of gender-sensitive communication in promoting inclusivity, challenging
stereotypes and strengthening trust in public institutions. This exploratory
study examines the adoption of such practices in Italian public administra-
tions, with a particular focus on social media. The findings indicate that
there is a paucity of implementation due to factors such as bureaucratic
resistance, political influence, and challenges that are specific to digital
communication. Those regions with a left-wing political orientation tend
to demonstrate a greater sensitivity to gender issues. The study highlights
the potential of public communication as a space for the implementation
of inclusive practices. It emphasises the necessity for professionals to be
empowered and for future research to refine strategies and facilitate the

adoption of these practices across diverse contexts.

Keywords: Gender-sensitive communication, Public communication,
Digital Communication, Social media, Gender equality, Institutional com-

munication, Policy implementation.
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Chapter 10
The Sustainability Narrative Challenge: The Secil Group

Andréia Melchiades Soares
/ISCSP, University of Lisbon, Portugal

The environmental implications of the cement industry present a significant
challenge to its reputation, necessitating the development of narratives by public
relations professionals that highlight the sector’s positive societal contributions.
The image of an organisation is of great consequence in the formation of relation-
ships with stakeholders and the attainment of legitimacy. The management of
media relations plays a pivotal role in influencing public discourse and fostering

trust in corporate endeavours.

This article examines the Portuguese media’s perception of the Secil Group’s sus-
tainability image, a local cement company. This study has three specific aims: (1) to
analyse Secil’s intended public image as a sustainable organisation; (2) to evaluate
its media portrayal; and (3) to identify and understand the discrepancies between
the two. The findings of this study are based on a content analysis informed by
framing theory (Entman, 1993) and Hallahan’s (1999) attributes model. This anal-
ysis reveals a significant divergence between Secil’s projected sustainability

narrative and its media representation as an entity that pollutes.

In order to effectively address these challenges, it is recommended that Secil adopt
a more comprehensive sustainability narrative. It is advisable that the scope of the
sustainability narrative be expanded to encompass social and governance (ESG)
dimensions in addition to environmental concerns. Such an approach would guar-
antee the consistent integration of these aspects into all forms of communication.
The integration of this narrative into both institutional messaging and product
marketing will facilitate the achievement of greater alignment between the compa-

ny’s intended and perceived images.

Keywords: intended image, media image, public relations, sustainability, framing,

cement companies.
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Chapter 11
‘This is Me’ - Says the Agency: A Multi-Method Case Study on the Projected
Organisational Identity of Banco de Portugal

Fva Kaponya

/ICNOVA, NOVA University of Lisbon - School of Social Sciences and Humanities, Portugal

Public agencies are subject to the actual normative imperative of compulsory
disclosure in the form of transparency and accountability requirements
foreseen by the law. Furthermore, empirical evidence suggests that, by de-
liberately exposing themselves to social judgement, these entities can gain
further benefits by building strong reputation and socio-political legitimacy.
In this endeavour, the organisation’s self-presentation is of critical impor-
tance, as it constitutes the base for external audiences’ initial assessment
on the attractiveness and appropriateness of the entity, featuring an interes-

ting subject matter for strategic communication research.

As an illustrative case study, through the identification of the key di-
mensions of its self-definition presented in the permanent sections of the
institutional website, this paper aims to assess the projected organisational
identity of Banco de Portugal. Considering the methodological heterogenei-
ty of the field, the article also seeks to provide rationale and justification for
the necessity to opt for a blended approach applying a two-stage research
design featuring discourse analysis and computer-assisted content analy-
sis. Accordingly, the paper not only contributes to the scarce empirical
evidence available on the organisational identity of public authorities, but
also demonstrates the synergies stemming from the combination of two

fundamentally different approaches in the investigation thereof.

Keywords: public agency, projected organisational identity, discourse

analysis, content analysis, multi-method approach.
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Chapter 12
Governmental Public Relations Strategies: The Saudi Public Communication
in Social Media during the Pandemic Crisis

Mutaz Alotaibi

/King Abdulaziz University, Saudi Arabia & Cardiff University, UK.
Susan Kinnear

/Cardiff University, UK

This paper examines the strategic role of public relations and social media
communication by Saudi governmental organisations during the global pan-
demic caused by the novel coronavirus (2019-nCoV). The objective of this
study is to examine the public relations strategies employed by Saudi gov-
ernmental organisations and their efficacy in crisis management through
the use of social media as a public communication tool. By analysing existing
theories and models of public relations and communication, the literature
review offers a comprehensive understanding of the role of strategic com-

munication in disseminating vital information during the pandemic.

Theories of communication are employed to examine pivotal concepts
such as public relations, social media, communication strategies, and the
Coronavirus Disease 2019 (Covid-19) pandemic. The aforementioned the-
ories include those pertaining to stakeholders, gatekeeping, persuasion,
Grunig’s four models, key opinion theory, and the two-step flow theory.
The research study identifies a significant gap in the existing literature re-
garding the effectiveness of social media as a public communication tool.
In particular, the research seeks to identify the most effective social media

tools and to understand their impact on public engagement.

The research questions are designed to investigate the ways in which Saudi
governmental organisations employed social media, particularly Twitter/X,
to communicate with the public during the pandemic crisis caused by the
novel coronavirus (2019-nCoV). This review paper study employs a thematic

methodology, with the objective of identifying, analysing, discussing and
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providing knowledge related to themes in the literature, to offer a compre-
hensive insight into the social media communication strategies of Saudi

governmental public relations during the COIVD-19 pandemic crisis.

Keywords: Public Relations; Social media; Saudi organizations; Strategic

communication; Covid-19; Risk and crisis communication.
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