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Abstract:
Communication Stratgies of Digital Public Relations
in Profit and Non-profit Organizations

Prof. Souraya Ahme El-Badoui.
Dr. Hala Rasha

— The strategic management of public relations in many local
and regional organizations, profit and non-profit, public and
privatw, depends on the use of several means of
communication, the most important of which is digital media,
from Web 1.0 through the Metaverse to the Artificial
Intelligence (Al).

— In this context, the current study aims to analyze foreign and
Arab literature for (25) years starting from (1999) to (2023) to
investigate the tasks and strategies of public relations in the
digital space, with the aim of clarifying and revealing the
components of the successful relationship between public
relations practitioners in profit and non-profit organizations
and stakeholders based on Roller’s Situational Model of
Communication Strategies and the Dialogic Features of Kent
and Taylor. The study concludes that public relations
strategies are varied according to the generation of web and
the type of the organization

dasiall Y
& 505 Aaadlall ) A0l Cleliad ) shaiddalall GBSl ) 3 ki) &) ghas
Gandl (e dalall Bl Gl Cun 60 m) Jlde e ol JBY) &)
131 asede o 3m o3 U palan s aliiall ¢y ol y Joal iy inall (s
¢yall Sl I cManagement By Objectives (MBO) «ila¥L
irally calall (6l )l 4 aal gy A Public Sphere alal) Jlaalls Lo jll
skl 138 (e Stakeholders ziaall cilaial ge 4y )l ;s clide 5l
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il Cn JaSH K Le g cdlagy) Wl slasl c¥lay dileidl
a3V lish & all g adle )

Glgall Dladia (seas JdaiZhang et al.(2022) 4wl i LS

Al ras e xS 2 Weibo adse Ao Ui sS el dbaal) <l 4SSl

Sl slaall (S5 5 (5 sinas alaia W) JA (e ) sadl da) i) s 55 gas Cilgad)

sl Al Jila gl aladiuly ol sall dpaal SISV (5 ginall agdy daiall
il sall 4l laall ClaliiaY)

S lie b yisid) sall o Chen et al.(2021) dudy ol sy

daill GlegSall el ddiadl elaia¥) dual sill cliaie e bl sal)
e pSal G 5 ¢l Jaadl b dalay Gl il e g el
Ll clla a8y il gall 5 il sSall G A8 ) WS ey AELASN B )
5o Ao dppall 4k gl dasall dall il aalie (e 20 L) 3,LEY) Gl

18 2028 555t 1) (il g SIAD sanl) - CNEY) 5 Aalad) BBl g gl Al



Lol e g daag ) cilaiial) 8 dad ) dalad) cilBblal! Adlaiy) cilbia) i)

bl gall A8 jLie A ) 3 8 5 ks Clald L Bl Lgadine (S 38 6] g5 Gl
(il 5 el gl o) giall 13 520l 5l il wlalie e
sle Al Al 3Bl 22wl ) Oliae) Zalldl (5580 (2022) ple (s
515 claia e Lediieal) eV Gl il apil Gy jadll bl sal
Gasat S Uy ,s8 el I WHO daallall daall dakaia g &) jadll dauall
) ALYl gl JUadls il gall iy jai A Al adle Y Al il A
deaf 44la oMo bl e calall udi s anall o sl B 31 LAY 4
Aaall 50550 Lnaal) Ayl gl el alially Ailaiall ) piiad) ) pacma Jalail
sad¥) (salal JLai¥l 5 ki Al ) Sl 5 pudl) @Bgn e Ay jeadll
e Y Al il aaly
P elaal¥l Jal gl =353 Austin et al. 78 «(2012) sl A5
The Social Mediated Crisis Communication (SMCC) <ile}Y)
Ll 8 b e Jis il Laidl s Source desteall jaas il (gl il
(3 saill 1] ik cianall ol gt dadaiall dasleall jaiaa ()5S 8 A 33U
alse e Gl glaall Dlginl o 21 e Asiue Lpulal jilas L6 2
et il Y il 3 elaiaY) Jual 5l
dualsill adlge e (gsinall alla a5 :Influentialsgssised) .1
(selaiayl
5 sinall A8 jliia g 3¢l R () s sty (Al i) s :Followers ggsstiall 2
=i daal sill 4l ga Ao 05 5i5all o 5 pdiy (53
o oshasy 3l aa :lnactive Members Gshddll & slac¥) 3
iy IR (e i iYL Jasie e JSGy Sl Cpaial) JIA (e e el
Word-of-mouth 48 shial) 2alSl) i 4yl 23l y)
die 4 ) e Gl yiul aa )l (1e2.0 cas sliad 8 daladl Bl adiai g
«Concentrative Dialogue G siall [l el daasil yiul: & scla 330 gl
e A Ll J o b pales 5 dadaiall G G815 GlAT ) sall aladiul e
¢ sl sall 3 saill (& gl oLy Al i) e s ) 4l a5 k)
aladiul ey ¢Transformative Dialogue (Jssill O sall daal yiul
Oseanll an i Wl G Leba) iuls leilube psdl lsall daaidl)

19 2028 555t 1) (il g SIAD sanl) - CNEY) 5 Aalad) BBl g gl Al



Lol e g daag ) cilaiial) 8 dad ) dalad) cilBblal! Adlaiy) cilbia) i)

Ugaal Hlsall Calass sleFraming Dialogue & sall JLY) das il 5
dypals s Al Gle sage gad AV Gy yualaall Gldda) saial s
Ladaiall aadi ads ¢Generative Dialogue sl msii daadi yiul
(Romenti et al., Aekaiall J& (e JAX (550 agin lad Hlsall o la jalea
2014)

LIV Al iVl dadaidl ool 5 sga g ) oY) 1 g
Caald elly e JUaSy (e ooalil) A8 Bl Ly ey chadiiud)
sle laia e Conciliatory Tone deallai dagl alasiuly Nestle 4,4
Gua i Gle XS 15 sdie Gy Cun Y il Lol e o gl
OBY) Ll yin) Jsill BPAS 5 Crexdind (Jiiall a5 el auany 4500
a3V Cgon clisl b o elaia¥l dual i) a8l 50 o Lillua e 4 ) sall
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