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Abstract-

The transition of Public Relations (PR) practices from conventional to digital resources can be observed. Despite these
platforms catering to the primary needs of Communication, they also necessitate a need for ethical practices to avail
maximum benefit from them. This research also focused on the effect of cultural and contextual factors on how ethical
behavior is considered in digital public relations practices in Kuwait. Data was gathered from 267 Public Relations (PR)
practitioners through Qualitrics.com and analyzed using Partial Least Square-Structural Equation Modeling (PLS-SEM).
Results revealed that Cultural Factors significantly affect Digital Signaling in Public Relations Practices, indicating
respondents practice communication relying on their perceptions about Public Relations (PR) practices, privacy
disclosure, and the guidelines provided by their organizations. Further, the effect of Contextual Factors also remained
significant, showing the impact of organizational social media policy, guidelines, and training on the Public Relations
(PR) practices among them. Besides, ethical approaches regarding socially responsible behavior, client-centred
approaches, and organizational monitoring of PR practices also remained prominent. It is concluded that digital
signaling holds a growing significance in Public Relations practices. It is important to skillfully navigate the factors
affecting these practices to uphold ethical standards and ensure meaningful engagement with stakeholders. Hence,
skillfully cultivating cultural and contextual facets remains crucial for sustaining ethics and driving effective
stakeholder involvement as the digital sphere evolves within contemporary Public Relations.
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1. Introduction

Public Relations has shown a strong ability to adapt and transform in response to cater for Communication over the past
years, tailoring its practices to meet the growing needs of its audience (Al Olaimat et al., 2022). The advent of
technology has substantially impacted Public Relations (PR) operations and their interactions within society. Large and
smaller organizations have adopted digital Public Relations, depending extensively on online platforms. According to
(Hagelstein et al., 2021), the digital revolution always introduces new technologies that significantly influence personal
and public Communication. Over recent years, the ascent of social networking platforms and public wikis has been
observed, along with the beginning of profiling algorithms, big-data analytics, and social bots. Both organizational
public relations departments and PR agencies have started incorporating and using these technologies in everyday
functions. These nascent communication tools and methods improve the reach and effectiveness of organizational
content. This encompasses using websites' credibility and microblogs' quick engagement. As a result, Public Relations
practitioners now necessitate a dynamic and constantly evolving digital appearance to excel in their expertise
(Permatasari et al., 2021). As (Theaker, 2013) stated, there has been a significant shift in the expansion of Public
Relations from the conventional to the digital era. This change is evident in the functions, roles, and chores that define
various eras, from PR 1.0 to PR 4.0. As a result, the use of social media for Public Relations (PR)practices has acquired
much attention from scholars. This use is considered a robust part of strategic Public Relations (PR), emphasizing
ethical implications for the practitioners. Despite the potential advantages of emerging digital platforms, scholars in the
field of public relations have emphasized the ethical obligations of these new communication tools and approaches,
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especially their moral intricacies. Scholars like (German & Drushel, 2011) and (Phillips & Young, 2009) were the first
to highlight the digitalization and the expansion of social media, intensifying existing ethical concerns and giving rise to
ethical issues. Similarly, (Bachmann, 2019) argued that the use of digital technologies in public relations does not
necessarily cultivate mutually advantageous relationships; rather, it may lead to 'developing moral apathy and moral
blindness' while affecting public opinion (pp. 327-328)

Similarly, existing literature highlights the impacts and importance of practitioners' perceptions, attitudes, and other
personal factors affecting Public Relations practices in the digital spaces. For instance, (Sebastid et al., 2017)
conducted a comparative analysis of the impacts of cultural factors on Public Relations practices in Brazil and Portugal.
Results showed some minor differences based on the respondents' demographics, yet their perceptions about ethical
practices remained similar, indicating the importance of cultural factors as potentially affecting professional conduct.
On the other hand, contextual factors also remain prominent in affecting the attitudes of Public Relations practitioners,
affecting their perceptions about ethical conduct in professional arenas. In a similar context, existing studies also
witnessed contextual factors' profound impact on ethical behavior in digital Public Relations practices. As (Han et al.,
2013) (pp. 553-553) stated, ethical compliance within an organization is complex and distinct from general scenarios.
Decision-makers in organizational settings deal with multiple factors, encompassing corporate social responsibility and
the impacts of stakeholders' interests. This includes handling conflicts of interest among diverse stakeholders like
clients, employees, shareholders, and competitors. Also, organizations inevitably face ethical dilemmas, not just in
reconciling their designated duties and obligations to different stakeholders amidst conflicts of interest but also in
negating the interests of their organization against their personal interests. There is a growing need for obligating ethical
practices in the contemporary landscape of evolving persuasive communication strategies. These include native
advertising, the confluence of paid practices through digital media, protecting client privacy, and fighting digital
promotion fraud (Meng, 2022).

Research Objectives

This research examines the effect of cultural and contextual factors on how ethical behavior is considered in digital
public relations practices. Specifically, it aims to comprehend how these factors affect social identity signalling and how
they contribute to stakeholder perceptions of ethical conduct. Notably, several studies examine cultural impacts
(Edwards & Hodges, 2011; Kusay, 2019) and contextual practices (Criado et al., 2017; Tong, 2022), yet these studies
focused on other different geographical regions. Secondly, most of these studies examined these impacts under different
theories, primarily the Dialogic Theory of Communication (Edwards & Hodges, 2011; Tong, 2022), indicating a vital
theoretical gap. Based on the relevant gaps, this research is based on Hofstede's Cultural Dimensions Theory,
scrutinizing the impact of cultural and contextual factors in the Kuwait-based Public Relations practices. Thus, this
research addressed the following research question.

RQ1. How do Cultural and Contextual Factors Affect Ethical Signaling in Digital Public Relations (PR)?
Study Significance

This research is significant in both academic and practical realms. By examining the complex interplay of cultural and
contextual factors on ethical behavior in digital public relations within Kuwait, it offers an in-depth understanding of the
dynamics shaping modern communication practices. This is especially important in an era where the digital landscape is
rapidly developing, and ethical considerations are important. This study's focus on the Kuwait provides specific insights
that can be directly applied in this distinct cultural and contextual milieu, filling a critical empirical gap in existing
research. Consequently, this research provides practitioners, organizations, and scholars with tailored knowledge to
steer ethical dilemmas and construct communication strategies that resonate effectively with stakeholders in the relevant
cultural context. Also, applying Technological Determinism as the theoretical framework significantly improves
studying ethical behavior in digital public relations. This transition from the principal use of the Dialogic Theory of
Communication introduces a fresh perspective and new avenues for inquiry. It enables a deeper investigation of how
cultural dimensions impact ethical considerations, possibly revealing insights that may have yet to be readily noticeable
under previous theoretical approaches.

Technological Determinism Theory

The Technology Determinism Theory supports the conceptualization of current research. Notably, the relevant theory
proposes digital technology as an autonomous force, indicating its adoption as affecting society (D. S. Kang & Mastin,
2008). Based on these premises, current research is supported as it presents a lens to comprehend the intricate
relationship between culture and technology in digital signalling. This theory argues that technological progress can
significantly shape norms, behaviours, and cultural practices. In the context of digital signalling in Public Relations, this
implies that the instruments, platforms, and mediums utilized for signalling ethical behaviour are not neutral; rather,
they embody the cultural values and standards of the societies they arise from. This indicates how organizations share
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their ethical perspectives in the digital sphere as they work within a technological ecosystem with cultural implications.

Further, Technological Determinism provides discernment concerning how digital platforms mediate the
Communication of ethical values. Different digital platforms offer distinct characteristics, functionalities, and methods
of interaction. These affordances impact the content of ethical signalling besides the style and structure of
Communication.

Similarly, the Technology Determinism Theory emphasizes the globalizing influence of digital technology (Mardiana &
Daniels, 2019). As digital platforms surpass geographical boundaries, they promote the dissemination of values on a
global scale (Edafejirhaye, 2022). This means that organizations engaging in digital signalling must be conscious of the
diverse audiences they are accessing, each with its cultural differences and interpretations. Also, the confluence of
technologies in the digital space contributes to the blurring of cultural boundaries, forming a vigorous and evolving
environment where ethical signalling happens (Aboagye Da-Costa et al., 2021). This dynamic nature calls for a flexible
and adaptive approach to Public Relations practices that recognizes the complex relationship between culture and
technology in the digital era. Thus, based on the theoretical discussion, the operationalization of the primary constructs
is represented in Table 1.

Table 1. Definitions of Study Constructs

Construct Definition Source

Digital Public Relations strategically manages and shares information through digital
channels and platforms. It encompasses approaches that use technology and online

Digital Public Communication to engage with stakeholders, share messages, and maintain ethical (Permatasari et al.,
Relations standards. 2021; Vercic et al.,
Digital Public Relations concerns the application of communication techniques in the 2015)

digital landscape to build and strengthen relationships with different stakeholders. It
uses online platforms and technologies to communicate messages, manage reputation,
and steer ethical considerations.
Ethical signalling in digital public relations is the intentional and transparent
Communication of an organization's commitment to ethical principles and patterns
through digital channels. It involves communicating messages, actions, and initiatives
Ethical Signaling that show an online commitment to ethical conduct, virtue, and social responsibility.
Ethical signalling serves as a mechanism to build trust, credibility, and positive (Banks et al., 2023;
relationships with stakeholders. Zerbini, 2017)
Ethical signalling in digital public relations refers to the strategic communication
actions undertaken by organizations to transparently share their adherence to ethical
principles, values, and practices in the digital realm. It involves the purposeful
dissemination of messages, content, and actions that are a genuine commitment to
moral conduct, integrity, and social responsibility within the online environment.
Cultural factors in digital public relations are the profoundly rooted beliefs, values,
practices, and norms that shape the behavior and opinions of individuals within a
distinct societal context. These factors greatly affect how ethical behavior is perceived

Cultural Factors and employed in digital PR efforts, including considerations regarding language,  (Sanz & Crosbie,
traditions, communication styles, and societal expectations that influence the efficacy 2016; Siegert,
of ethical messaging and social identity signalling in digital Public Relations. 2007)

Cultural factors in digital public relations are the socio-cultural elements affecting the
ethical considerations and communication strategies used in digital PR campaigns.
These factors are based on a broad range of elements, including but not limited to
language, customs, convictions, and societal norms. They are critical in shaping how
stakeholders comprehend and assess ethical behavior in the digital space.

Contextual factors in digital public relations are the specific conditions and broader

Contextual circumstances that cover and impact the practice of ethical behavior within the digital (Perbawaningsih,
Factors communication sphere. These facets go beyond cultural concerns, including legal 2008; Thurlow et
frameworks, industry standards, technological advances, and organizational context. al., 2017)

Contextual factors in digital public relations refer to the situational and environmental
factors that shape the ethical decision-making procedure within the digital
communication landscape. These include legal regulations, industry-specific policies,
technological improvements, and organizational settings. They significantly affect how
ethical behavior is practised and considered in digital PR practices.

Cultural and Contextual Factors

According to (Sriramesh, 2006), Public Relations practices are deeply intertwined with promotional Communication
associated with social, political, and economic changes. As a result, cultural beliefs are important in preparing and

25



Studies in Media and Communication Vol. 13, No. 2; 2025

employing Public Relations practices. The pervasive impact of neoliberal ideologies highlighting market-driven
strategies, consumerism, and individualism has elevated the need to convince audiences towards what is perceived as
the 'right' social, economic, and political choices. This surge in demand for Public Relations has led to the emergence of
novel methods to connect consumers and producers. The recent expansion of Public Relations strategies is intricately
linked to overarching societal shifts correlated with the digital, post-industrial, and globally connected era. According to
Bauman, this epoch is characterized by a higher degree of fluidity and unpredictability compared to the late
twentieth-century era (Aronczyk et al., 2017). Hence, this has engendered a more comprehensive and dynamic
landscape upon which Public Relations practices unfold, accompanied by establishing Public Relations practices that
are influenced by cultural norms and expectations (Bachmann, 2019). Throughout history, organizations have
conventionally operated within hierarchical, bureaucratic systems, which provided them with relatively steady identities
and public images. However, the advent of digitalization and globalization has cultivated a shift towards balanced, more
flexible organizational standards, introducing an increased level of unpredictability in the global terrain. This
transformation has brought fluidity to societal classes, customer features, and civic participation (Kiousis, 2011).

Consequently, Public Relations practices are now directed towards a more volatile audience, striving to cultivate a
positive perception among their members. This dynamic has led organizations to constantly review and redefine their
individualities, images, reputations, and labels to establish and sustain legitimacy. Compared to the more rigid structures
of industrial bureaucracies, Public Relations practices are more communicative, performative, and emotionally deep.
Notably, in today's digital Communication, organizations adopt tactics akin to celebrity promotion, engaging in
promotional endeavours and theatricality to position themselves as the figurative nucleus of the scattered organization,
seeking to present themselves as genuine and intimately connected (Kantola, 2014).

Similarly, (Macnamara, 2016) further witnessed how organizational factors, such as culture, regulations, structure, and
communication systems, shape and impact Public Relations strategies and activities. For example, The organizational
and regulatory environment substantially impacts communication strategies. Public Relations practitioners stay attuned
to legal prerequisites when sensitive information needs to be revealed, ensuring compliance with relevant laws while
preserving transparency. Under these regulatory principles, legal regulations and industry-specific rules shape how
organizations engage with their audiences. This includes data protection laws, advertising standards, and
industry-specific codes of conduct (Romenti et al., 2019). Public Relations practitioners can interpret and apply these
regulations to ensure their communication efforts meet legal requirements.

Furthermore, the social media landscape has transformed Public Relations practices differently. This dynamic digital
ecosystem provides Public Relations practitioners an exceptional platform for quick and widespread Communication
with audiences. It allows organizations to share information, engage with stakeholders, and sustain their reputation. As a
result, these organizations design and implement technological infrastructure to achieve their goals. According to (C. M.
Kim, 2020), a strong technological foundation provides the tools and platforms required for Public Relations
practitioners to implement their strategies, encompassing a broad array of resources (Allagui & Breslow, 2016), from
website hosting and content management systems to analytics tools that measure the impact of Public Relations
campaigns. Also, access to technology, including internet availability and device penetration, specifies the extent to
which audiences can be accessed., leading to constant presence in the digital space, connectivity with the stakeholders,
and better communicational outcomes.

Digital Signaling in PR Practices

Public relations experts and scholars have raised concerns regarding the effect of new and social media on the
established norms and ethical values related to the field. In online and social media communication, the focus tends to
lean more toward strategic goals than ethical considerations. Within the PR profession, ethical conduct is important
(Holland et al., 2018). Competent Public Relations professionals serve as trustworthy advisors and strong advocates for
their clients, holding a moral duty to promote trust and often considering the role of the moral compass within
organizations. This dual responsibility extends to their clients and the wider public, stressing the significance of honesty
and accuracy in Public Relations practice. Some proponents recognize that Public Relations practitioners should be
mindful of maintaining social responsibility and obligation to serve their client's specific interests. Researchers have
supported transparency as a standard practice within organizations (Kolic Stanic, 2019; Zhou & Xu, 2021). The way an
organization is considered in terms of transparency has consistently been linked to promising results, including trust,
progress, credibility, and a sense of accountability. With the growing importance of societal and professional
movements to improve transparency in Public Relations, scholars greatly emphasize the significance of transparency in
organizational communication practices. Besides, considering the organizational values in Public Relations practices
also influences the communication practices, obligating the experts to follow the dominant coalition within an
organization (J.-A. Kang & Berger, 2010). As a result, organizations strongly impact Public Relations practices in the
digital space. (Parsons, 2016) argued that aligning organizational values is important for Public Relations professionals
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in the digital space, as it establishes and supports the authenticity and credibility of an organization. When Public
Relations efforts are consistent with the organization's values, it creates a sense of stakeholder trust. This trust is
valuable in building positive relationships with the public, media, customers, and other critical stakeholders. Also,
aligning organizational values serves as a strong tool for reputation management. When an organization's actions,
messages, and policies are consistent with its stated values, it shows a genuine commitment to those principles. This
consistency helps protect the organization from reputational threats and crises, as stakeholders like to give the benefit of
the doubt to an organization they perceive as acting under its values (DiStaso & Bortree, 2014).

2. Research Methods

This study employed an online survey distributed through Qualtrics.com to address its primary research objective. The
participants were individuals employed in Public Relations agencies within organizations (internal Public Relations)
and (external Public Relations) in Kuwait. The survey link was distributed to Public Relations specialists across the
Kuwait via email and LinkedIn. Respondents were selected through a random sampling method from the International
Public Relations Association (IPRA), the Kuwait Public Relations Association (UAEPRA) (Kuwait Public Relations
Association, 2022), and the Middle East Public Relations Association (MEPRA) (IPRA, 2023). Invitations to participate
in the survey were first sent via email. Informed consent was first obtained from the study respondents. Besides, data
confidentiality was ensured, and the respondents were notified that their participation would be voluntary. The online
survey was operational from March 19, 2023, to October 20, 2023. A total of 267 responses were accumulated during
this period. Later, the data was exported in MS Excel format for further analysis. The statistical analysis was performed
using SPSS and Smart-PLS to employ Partial Least Square- Structural Equation Modelling (PLS-SEM).

Research Instrument

Table 2. Data Measurement Items and Sources

Constructs Items Sources
I take responsibility for communicating effectively with the clients.
[ design Public Relations campaigns based on my skills and expertise. (Boudreaux, 2005)
Cultural [ maintain media contacts by using creative ideas. (Trepte et al.,
Factors I edit and format the communication material. 2017)
I believe in avoiding private disclosure of our clients. (Deng et al., 2022)

I believe in disclosing the minimal details after obtaining permission from them.

I believe in data protection as a central privacy concern.

[ believe that I am proficient in using digital tools for Public Relations practices.

[ support the use of digital technology for Public Relations practices.

I believe that my organization is sufficiently digitalized.

My organization provides written regulatory principles regarding communication practices.

The organization guides us regarding what is necessary to share with the clients.

We must prefer more timely Communication for both external and internal (Ramirez, 2012)

Contextual Communication. (Macnamara &
Factors My organization has a broad social media policy. Zerfass, 2012)
My organization provides staff training to use social media for Communication. (Jabbouri et al.,

My organization provides specific social media use-based guidelines. 2016)

My organization depends on digital platforms for the information flow.
My organization depends on digital resources for clients and stakeholders' Communication.
My organization believes in dealing with ethical issues concerning Communication with

clients and stakeholders. (Toledano &
Digital Public Relations practices are obligated to adopt socially responsible behavior. Avidar, 2016)
Signaling in PR As Public Relations practitioners, we take responsibility for the organizational ethical
Practices conduct for communication purposes. (Gorenak &
My organization obligates us to respect the clients and stakeholders. Ferjan, 2015)

Our organization prohibits immoral behaviour with the clients and stakeholders.
My Public Relations practices are client-focused.
My organization consistently monitors our communication practices.

The study instrument was designed by adopting measurement items and scales employed in the existing studies
(Elareshi et al., 2022; Habes et al., 2022). The first section of the questionnaire was based on demographic questions
such as respondents’ gender, age, educational level, and experience. Further, the questionnaire was divided into three
subsequent sections regarding study constructs. Each construct was followed by relevant dimensions to examine their
impacts on ethical signalling. Table 2 indicates the survey items and their sources. First, the Cultural Factors were
divided into three dimensions: Cultural Communication Styles, Cultural Perspectives on Privacy and Data Protection,
and Cultural Attitudes towards Technology. A total of ten questions were stated to measure the three dimensions of
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Cultural Factors from the three distinct studies (Boudreaux, 2005; Trepte et al., 2017; Deng et al., 2022).

Contextual Factors, on the other hand, were also divided and measured in three dimensions, including Organizational
Regulatory Environment, Social Media Landscape, and Technological Infrastructure and Access adopted from the
studies by (Ramirez, 2012)(Macnamara & Zerfass, 2012) and (Jabbouri et al., 2016). Eight questions were adopted to
measure the Contextual Factors in the current research study. Finally, the dependent variable, "Ethical Digital
Signaling", was measured by adopting seven survey items from the studies by (Toledano & Avidar, 2016) and (Gorenak
& Ferjan, 2015). The relevant construct was categorized into two dimensions: Transparency and Disclosure and
Alignment with Organizational Values.

Data Normality

The normality of the data was assessed to ensure that the chosen methods were appropriate in the current research study
(Shatskikh et al., 2016). The normal distribution, the Gaussian distribution, was assessed using the Shapiro-Wilk and
Kolmogorov-Smirnov tests. The outcomes of the normality tests in this study are presented in Table 3. These results
showed that the significance levels for Kolmogorov-Smirnov for each construct exceeded the threshold of >0.5.
Additionally, the Shapiro-Wilk test also showed significant values greater than 0.5, suggesting that the data in this study
followed a normal distribution(Habes, Elareshi, et al., 2023). Thus, it is found that the normal data distribution validates
the application of parametric tests in the current research study.

Table 3. Data Normality Testing

Kolmogorov-Smirnov* Shapiroe-Wilk
Constructs Statistic Sig. Statistic Sig.
Cultural Factors 125 .637 961 535
Contextual Factors .096 932 .969 273
Digital Signaling in PR Practices 125 .199 957 .901

Statistical Analysis and Findings
Table 4. Confirmatory Factor Analysis (CFA) and Construct Reliability

Constructs Items Loadings AVE CR CA

CFR1 0.793
CFR2 0.774
CFR3 0.688

Cultural Factors CFR4 0.630 0.645 0.800 0.706
CFR5 0.537
CFR6 0.420
CFR7 0.532
CFR8 0.617
CFR9 0.536
CFR10 0.805
CXR1 0.598
CXR2 0.331

Contextual Factors CXR3 0.622 0.643 0.747 0.742
CXR4 0.640
CXRS5 0.633
CXR6 0.662
CXR7 0.103
CXRS8 -0.036
ESDI1 0.765
ESD2 0.774

Digital Signaling in PR ESD3 0.688 0.700 0.921 0.891
Practices ESD4 0.793
ESD5 0.774
ESD6 0.688
ESD7 0.630

This research examines the effects of two constructs, including cultural and contextual factors, thus employing a
two-step approach commonly used in Structural Equation Modeling (SEM), known as the "inner model and outer model
assessment." Initially, the preliminary focus was assessing the inner model's validity and reliability, encompassing an
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examination of the measurement tool (Ali et al., 2021; Habes et al., 2021). Following this, the study examined the
effects of cultural and contextual factors on digital signalling. The first step involved analyzing the inner model's
validity and reliability in this context. Convergent validity was analyzed to confirm the internal consistency among each
construct's measurement items, as (Carlson, 2010) suggested. Also, discriminant validity was used to measure the extent
to which the study constructs were distinct (uncorrelated), following the methodology suggested by (Shiu et al., 2011).

The findings of the convergent validity assessment are presented in Table 4. Notably, most of the Factor Loads for the
measurement items surpassed the suggested threshold of >0.5 (Chin & Yao, 2014). Further, the Average Variance
Extracted Values (AVE) exceeded the threshold of >0.5, indicating robust internal consistency across all items (Cultural
Factors 0.645, Contextual Factors 0.643, and Digital Signaling in PR Practices 0.700). Further, the construct reliability
was also assessed in the relevant study, indicating that all the Cronbach Alpha values (Cultural Factors 0.706,
Contextual Factors 0.742, and Digital Signaling in PR Practices 0.801) and Composite Reliability value (Cultural
Factors 0.800, Contextual Factors 0.747, and Ethical Signaling 0.921) as sufficiently surpassing the threshold value
0.7(Habes, Tahat, et al., 2023; Hatamleh et al., 2023; Tawafak et al., 2023; Wang et al., 2023).

Furthermore, this study evaluated the model fit after removing items with lower loading values (CFR5, CFR6, CFR7,
CFR9, CXR1, CXR2, CXR7, CXR8, ESD3, and ESD7) as presented in Table 5. According to (Méigot et al., 2010),
assessing goodness of fit helps ascertain how closely the measurement model aligns with the expected model. The
refined measurement model for this study is presented in Figure 1. After excluding items with lower loading values, the
goodness of fit analysis indicated a Standardized Root Mean Square (SRMR) value of 0.146, falling below the
designated threshold of <0.80. The Non-Fit Index (NFI) was also reported at 0.931, within the range of 0 to 1. The
Tucker and Lewis Index (TLI) remained at 1.844, exceeding the recommended threshold of >0.90. Also, the chi-square
value was reported at 1.839, which remained under the suggested threshold of <3.00, indicating a good fit for the study.
Table 5 represents the results of model fit in the current study.

Table 5. Results of Model Fit

Saturated model Cut-off Value
SRMR 0.146 <0.85
TLI 1.844 >0.90
Chi-square 1.839 <3.0
NFI 0.931 b/w 0-1
CFR1
CFRI10  §pss
0.037
CFR2 .
“o.812 ESD1
0.743~
crra 40T /’,
rn'say 0838  ESD2
cFR4  0.565 /0_331.:

—0.859-» ESD4

0.703 ESD5

CXR3 \\‘

0.889 ESD6
CHR4

- 0.650:‘

0669~
cxrs &

0.348

CXR

CXRE

Figure 1. Final Measurement Model

This study also conducted a multicollinearity analysis to examine potential correlations among the predictors.
According to (J. H. Kim, 2019), multicollinearity in regression-based research occurs when two or more independent
variables in a regression analysis are correlated, leading to difficulties in correctly evaluating each variable's
contributions. Therefore, the researchers performed a Variance Inflation Factor (VIF) test. Table 6 outlines the results of
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Variance Inflation Factor (VIF) testing. The findings indicated that the VIF values for each predictor remained less than
the designated threshold of 3.0 (ranging from 1.132 to 2.308).

Table 6. Variance Inflation Factor (VIF) Analysis

Constructs VIF
CFR1 2.087
CFR2 1.745
CFR3 1.608
CFR4 1.398
CXR3 1.139
CXR4 1.786
CXR5 2.308
CXR6 1.698
CXR3 1.132
CXR4 1.786

The next step phase examined the measurement tool's discriminant validity through a two-step procedure using both the
Fornell-Larcker scale and the Heterotrait-Monotrait Ratio (HTMT) suggested by (Shiu et al., 2011). The results showed
that the values associated with each construct are distinct, indicating the absence of a potential correlation between them.
Also, the cumulative HTMT value remained below the prescribed threshold of <0.85, consistent with the suggestion by
(Ringle & Sarstedt, 2016), affirming discriminant validity among the constructs under study. A summary of the
Fornell-Larcker criterion and Heterotrait-Monotrait Ratio are provided in Tables 7a and 7b, respectively.

Table 7(a). Fornell Larcker Criterion

Contextual Factors  Cultural Factors Digital Signaling in PR Practices

Contextual Factors 0.667
Cultural Factors 0.512 0.667
Digital Signaling in PR Practices 0.441 0.964 0.837
Table 7(b). Heterotrait-Monotrait Ratio
Relationships HTMT

Cultural Factors <-> Contextual Factors 0.604

Digital Signaling in PR Practices <-> Contextual Factors 0.378

Digital Signaling in PR Practices <-> Cultural Factors 1.115

Outer Model Assessment

Regarding the outer model assessment, first, the effect size of the independent variables (Cultural Factors and
Contextual Factors) was tested. According to (Kraft, 2020), the effect size (%) is used to measure the strength of the
independent variables in a regression-based study. It shows how much the dependent variable is predicted to change
when the independent variable shifts by one unit, maintaining all other factors constant (Samartha & Kodikal, 2018). In
this context, an effect size of 0.025 or below is considered small, 0.20 is considered moderate, and 0.40 or higher is
ordered as large (Lorah, 2018). Consequently, the effect size indicating the influence of Contextual Factors on Digital
Signaling in PR Practices is notably high at 1.055 (large). Meanwhile, the effect size of Cultural Factors on Digital
Signaling in PR Practices is 11.044 (medium). These values indicate a strong impact of the independent variables on the
dependent variables, as outlined in Table 8.

Table 8. Effect Size (f2)

f-square Size
Contextual Factors -> Ethical Signaling 1.055 Large
Cultural Factors -> Ethical Signaling 11.044 Large

Furthermore, the path analysis was conducted to examine the preliminary research question probing the effects of
cultural and contextual factors in ethical signalling in digital Public Relations (PR). First, the relevant analysis revealed
a significant effect of Cultural Factors on Digital Signaling with a significance value of p< 0.000, beta coefficient value
£ 0.391 and #-statistics 11.731. Also, the effects of Contextual Factors on Digital Signaling remained significant with the
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significance value p< 0.000, beta coefficient value f 1.063 and #-statistics 35.202. Furthermore, the path between
Contextual Factors and Digital Signaling remained comparatively stronger (1.063) than between Cultural Factors and
Digital Signaling. Table 9 represents the results of the path analysis.

Table 9. Hypotheses Testing

95% Confidence
Relationships Mean STDEV |O/STDEV| B P values Interval

Lower  Upper
Bound Bound

Cultural Factors -> Digital Signaling in PR Practices 1.365 0.727 11.731 0.391  0.000 2.266 3.180
Contextual Factors -> Digital Signaling in PR Practices ~ 0.361 0.761 35.202 1.063 0.000 1.128 1.262

Finally, according to the gathered data, the Importance Performance Map Analysis (IPMA) was conducted to examine
the overall performance of the Cultural and Contextual Factors (Ringle & Sarstedt, 2016). Figure 2 shows the results of
the Importance Performance Map Analysis (IPMA). Results revealed the performance of Cultural Factors (1.034)
as comparatively better than the Contextual Factors (0.071).

Importance-performance map

0.124 -0.024 0026 0.076 0.126 0.176 0.226 0.276 0.226 0.376 0.426 0.476 0.526 0.576 0.626 0.676 0.726 0.776 0.826 0.876 0.926 0976 1054
mportance (Total effects)

@ ContextualFactors CulturalFcators
Figure 2. Importance of Performance Map Analysis
3. Discussion on Results

This research examined the impact of cultural and contextual factors on Digital Signaling in Public Relations in Kuwait.
Theoretically supported by Technology Determinism Theory, the data gathered from 267 respondents was analyzed by
the Partial Least Square- Structural Equation Modelling (PLS-SEM). Overall, the results remained supportive, showing
both cultural and contextual factors as significantly affecting ethical signalling. According to (Smith, 2020), digital
signalling in public relations (PR) practices has experienced a transformative change with the birth of digital media
platforms. It has helped organizations to engage with their audiences in real time, stimulating instant feedback and
response. However, this prompt exchange of information raises crucial ethical considerations. As a result, authenticity
and translucency become important in a digital signalling terrain, as misinformation can spread rapidly, potentially
harming reputations and deteriorating trust.

Table 10. Descriptive of Study Data

95% Confidence Interval

Constructs Mean SD VAR Lower Upper
Cultural Factors 3.972 0.552 0.305 3.89 4.03
Contextual Factors 3.816 0.710 0.505 3.72 3.90
Ethical Signaling 3.937 0.727 0.529 3.84 4.02

Similarly, the respondents from this research indicated their general agreement about the role and impact of cultural
factors, further leading to maintaining transparency and accountability in communicating with the clients (Table 10
summarises the descriptives in the current research study). According to them (respondents), they take responsibility for
communicating effectively with the clients and designing Public Relations campaigns based on their skills and expertise.
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Respondents also revealed that they maintain their media contact by using creative ideas, editing and formatting the
communication material and avoiding disclosing the private information of their clients. As noted by (Sriramesh, 2012),
privacy concerns are foremost for Public Relations practices today, as gathering and using user data for targeted
Communication can raise questions about permission and trust. Keeping a balance between leveraging digital signalling
tools for effective PR and maintaining ethical standards is a crucial challenge encountered by professionals in the field.

Further, the respondents revealed that they believe in disclosing minimal details even after obtaining clients' permission,
as data protection and privacy are important to them. Besides, the respondents revealed that they are proficient in using
digital tools for Public Relations practices and support using digital technology for Public Relations practices. Also, the
respondents believed that their organization is sufficiently digitalized. These findings are consistent with the study
(Vasquez & Taylor, 1999) examining the relationship between social culture, corporate culture, and the communication
techniques of public relations professionals in the United States. Findings showed that the relevant practitioners usually
comply with one-way communication models, even when their organizational policies do not implement this approach.
Also, those in the field of public relations who hold collectivist values strive to employ two-way communication models.
This emphasizes the significant impact of cultural values on the communication practices employed within public
relations.

Furthermore, according to the study respondents, their organization provides written regulatory principles regarding
communication practices that further inform what is necessary to share with the clients. According to the respondents,
they are obligated to prefer more timely Communication for both external and internal Communication. Besides, they
revealed that their organization has a broad social media policy, provides staff training to use social media for
Communication, and also provides specific social media use-based guidelines. Further, they revealed that their
organization relies on digital platforms for the information flow, communicating with the clients, and delivering
information. As (J.-A. Kang & Berger, 2010) argued, the accessibility and reach of digital platforms strengthen the
possible impact of PR messaging, necessitating increased impacts of organizations on Public Relations practices. The
power dynamic between organizations and their stakeholders increases with the possibility of viral content. The findings
obtained in the current research study align with the study (Yang, 2007) as they investigated the impact of
organizational guidelines on communication practices to sustain the organizational reputation further. Results indicated
a strong, significant impact of organizational guidelines on communication practices, as Public Relations results further
indicate a positive organizational reputation. Finally, the respondents revealed that their organization believes in dealing
with ethical issues concerning Communication with clients and stakeholders, as Public Relations practices are obligated
to adopt socially responsible behavior. According to the respondents, they take responsibility for the organizational
ethical conduct for communication purposes as Public Relations practitioners. Also, their organization obligates them to
respect the clients and stakeholders and immoral behaviour with them is prohibited as their communication practices are
client-focused and constantly monitored by their organization. Notably, these results reflect the argumentation by
(Ledingham & Bruning, 2000), assuming Public Relations as a "Relationship Approach" focused on having strong
relations with the clients and stakeholders to attain a good reputation. Also, Ledingham and Bruning emphasize
implementing this relationship approach in various parts of the Public Relations practices, as also found in the current
research study.

4. Conclusion

This study's clear focus on the Kuwait presents unique regional insights, especially relevant to the swiftly evolving
digital landscape of Kuwait. It highlights the imperative for practitioners and organizations to be sensitive to the cultural
and contextual nuances of their digital communications strategies. As the digital landscape persists to play an
increasingly critical role in modern Public Relations, adeptly steering these factors will be important for maintaining
ethical standards and assuring effective stakeholder engagement in this dynamic environment. Thus, as the digital realm
continues to evolve within modern Public Relations, adeptly leveraging cultural and contextual factors will be crucial
for maintaining ethical standards and promoting effective stakeholder engagement in this dynamic environment.

5. Study Implications

Considering the technology determinism theory, this research suggests important theoretical implications. Investigating
digital public relations practices intrinsically aligns with the assumptions of technology determinism. As digital
platforms and technologies develop, they significantly influence Public Relations communication approaches and
ethical considerations. The integration of technology determinism theory suggests that the digital landscape and its
mechanisms are not neutral entities. They are infused with intrinsic values and norms, shaping how ethical behavior is
perceived and integrated into digital Public Relations. For example, how information is shared, received, and assessed
within the Kuwait's digital sphere is likely impacted by the deterministic influence of technology. Also, the study's focus
on social identity signalling in digital public relations practices shows an awareness of the role of technology in
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mediating and forming social identities. The digital environment provides a distinctive platform for individuals and
organizations to signal their cultural associations and values, and these signals are subject to the impact of technological
affordance. The impact of social and cultural values and customs on ethical behaviors in digital public relations, in
addition to the role of digital platforms and the technology used in shaping public relations practices. Finally, examining
stakeholder perceptions of ethical conduct in the Kuwaits digital public relations landscape highlights the significance
of considering the broader societal implications of technological advancements. This aligns with the technology
determinism theory's assumptions that technological shifts have far-reaching effects on different facets of society,
including ethics and norms.

6. Limitations and Recommendations

Although this research is based on a novel topic, it has some primary limitations. First, this research is conducted in the
Kuwait-based Public Relations practices that limit the generalizability of results. Future researchers can conduct
relevant studies in other geographical regions to overcome this limitation. The second limitation involves using a single
methodological approach (quantitative design). Future researchers can conduct mixed-method designs to delimit this
scope. Finally, the third limitation examines the effect of only two factors (cultural and contextual factors). Future
studies can further examine the impact of other factors, i.e., motivation, power distance, and others, to further expand
the scope of their studies.

Acknowledgments
Not applicable.
Authors contributions

Dr. Mohammed and Dr. Salem were responsible for study design and revising. Prof. Mohammed was responsible for
data collection. Prof. Mohammed drafted the manuscript and Prof. Salem revised it. All authors read and approved the
final manuscript.

funding
Not applicable.
Competing interests

The authors declare that they have no known competing financial interests or personal relationships that could have
appeared to influence the work reported in this paper.

Informed consent

Obtained.

Ethics approval

The Publication Ethics Committee of the Redfame Publishing.

The journal’s policies adhere to the Core Practices established by the Committee on Publication Ethics (COPE).
Provenance and peer review

Not commissioned; externally double-blind peer reviewed.

Data availability statement

The data that support the findings of this study are available on request from the corresponding author. The data are not
publicly available due to privacy or ethical restrictions.

Data sharing statement
No additional data are available.
Open access

This is an open-access article distributed under the terms and conditions of the Creative Commons Attribution license
(http://creativecommons.org/licenses/by/4.0/).

Copyrights
Copyright for this article is retained by the author(s), with first publication rights granted to the journal.
References

Aboagye Da-Costa, C., Ganaa, F., & Apeakoran, E. (2021). Technological determinism: new media applications and
adaptations within traditional media in Ghana. Information Technologist (The), 18, 1-16.

33



Studies in Media and Communication Vol. 13, No. 2; 2025

Al Olaimat, F., Habes, M., Al Hadeed, A. Y., & Al Jwaniat, M. 1. (2022). Reputation management through social
networking platforms for PR purposes: A SEM-based study in the Jordan. Frontiers in Communication, 7.
https://doi.org/10.3389/fcomm.2022.1009359

Ali, S., Habes, M., Youssef, E., & Alodwan, M. (2021). A Cross-Sectional Analysis of Digital Library Acceptance, &
Dependency  during  Covid-19.  International — Journal of Computing and  Digital  System.
https://doi.org/10.12785/ijcds/1001125

Allagui, I., & Breslow, H. (2016). Social media for public relations: Lessons from four effective cases. Public Relations
Review, 42(1), 20-30. https://doi.org/10.1016/j.pubrev.2015.12.001

Aronczyk, M., Edwards, L., & Kantola, A. (2017). Apprehending public relations as a promotional industry. Public
Relations Inquiry, 6(2), 139-155. https://doi.org/10.1177/2046147X17706411

Bachmann, P. (2019). Public relations in liquid modernity: How big data and automation cause moral blindness. 8(3).
https://doi.org/10.1177/2046147X19863833

Banks, G. C., Ross, R., Toth, A. A., Tonidandel, S., Mahdavi Goloujeh, A., Dou, W., & Wesslen, R. (2023). The
triangulation of ethical leader signals using qualitative, experimental, and data science methods. The Leadership
Quarterly, 34(3), 101658. https://doi.org/10.1016/j.leaqua.2022.101658

Boudreaux, J. (2005). A Quantitative Assessment of Public Relations Practitioners’ Perceptions of Their Relationship
with the Organization They Represent [University of South Florida].
https://digitalcommons.usf.edu/cgi/viewcontent.cgi?article=3786&context=etd

Carlson, K. D. (2010). Understanding the Impact of Convergent Validity on Research Results—Kevin D. Carlson,
Andrew O. Herdman, 2012. https://doi.org/10.1177/1094428110392383

Chin, C.-L., & Yao, G. (2014). Convergent Validity. In A. C. Michalos (Ed.), Encyclopedia of Quality of Life and Well-
Being Research (pp. 1275-1276). Springer Netherlands. https://doi.org/10.1007/978-94-007-0753-5_573

Criado, J. I., Rojas-Martin, F., & Gil-Garcia, J. R. (2017). Enacting social media success in local public administrations:
An empirical analysis of organizational, institutional, and contextual factors. International Journal of Public Sector
Management, 30(1), 31-47. https://doi.org/10.1108/IJPSM-03-2016-0053

Deng, K., Mo, Y., Yang, Y., & Gillmore, E. (2022). From the employee perception view towards the digital
transformation. https://www.diva-portal.org/smash/get/diva2:1665031/FULLTEXTO1.pdf

DiStaso, M. W., & Bortree, D. S. (2014). Ethical Practice of Social Media in Public Relations. Routledge.
https://doi.org/10.4324/9781315852171

Edafejirhaye, V. (2022). Mulltimedia Systems, Social Media and Media Relations in Private Universities (SSRN
Scholarly Paper 4332745). https://doi.org/10.2139/ssrn.4332745

Edwards, L., & Hodges, C. E. M. (2011). Public Relations, Society & Culture: Theoretical and Empirical Explorations.
Taylor & Francis.

Elareshi, M., Habes, M., Al-Tahat, K., Ziani, A., & Salloum, S. A. (2022). Factors affecting social TV acceptance
among Generation Z in Jordan. Acta Psychologica, 230, 103730. https://doi.org/10.1016/j.actpsy.2022.103730

German, K., & Drushel, B. E. (2011). Ethics of Emerging Media.
https://etica.uazuay.edu.ec/sites/etica.uazuay.edu.ec/files/public/The%20ethics%200f%20emerging%20media%20
_%?20information%?2C%20social%20norms%2C%?20and%20new%20media%?20technology%20%28%20PDFDriv
€%20%29.pdf

Gorenak, M., & Ferjan, M. (2015). The influence of organizational values on competencies of managers. E+M
Ekonomie a Management, 18(1), 67-83. https://doi.org/10.15240/tul/001/2015-1-006

Habes, M., Alj, S., & Pasha, S. A. (2021). Statistical Package for Social Sciences Acceptance in Quantitative Research:
From the Technology Acceptance Model’s Perspective. FWU Journal of Social Sciences, 15(4), 34-46.
https://doi.org/10.51709/19951272/Winter-2021/3

Habes, M., Elareshi, M., Mansoori, A., Pasha, S., Salloum, S. A., & Al-rahmi, W. M. (2023). Factors Indicating Media
Dependency and Online  Misinformation  Sharing in  Jordan.  Sustainability, 15(12), 1-15.
https://doi.org/https://doi.org/10.3390/sul5021474

Habes, M., Elareshi, M., Ziani, A., Almansoori, A., & Alsridi, H. (2022). Smart interaction and social TV used by
Jordanian University students. Technology in Society, 102110. https://doi.org/10.1016/j.techsoc.2022.102110

Habes, M., Tahat, K., Tahat, D., Attar, R. W., Mansoori, A., & Ketbi, N. (2023). The Theory of Planned Behavior

34



Studies in Media and Communication Vol. 13, No. 2; 2025

Regarding Artificial Intelligence in Recommendations and Selection of YouTube News Content. 2023
International Conference on Multimedia Computing, Networking and Applications (MCNA), 42-47.
https://doi.org/10.1109/MCNA59361.2023.10185878

Hagelstein, J., Einwiller, S., & Zerfass, A. (2021). The ethical dimension of public relations in Europe: Digital channels,
moral  challenges, resources, and training.  Public  Relations  Review, 47(4), 102063.
https://doi.org/10.1016/j.pubrev.2021.102063

Han, J. Y., Park, H. S., & Jeong, H. (2013). Individual and Organizational Antecedents of Professional Ethics of Public
Relations Practitioners in Korea. Journal of Business Ethics, 116(3), 553-566. https://doi.org/10.1007/s10551-012-
1480-6

Hatamleh, I. H. M., Safori, A. O., Habes, M., Tahat, O., Ahmad, A. K., Abdallah, R. A.-Q., & Aissani, R. (2023). Trust
in Social Media: Enhancing Social Relationships. Social Sciences, 12(7), 416.
https://doi.org/10.3390/s0cscil 2070416

Holland, D., Krause, A., Provencher, J., & Seltzer, T. (2018). Transparency tested: The influence of message features on
public perceptions of organizational transparency. Public Relations Review, 44(2), 256-264.
https://doi.org/10.1016/j.pubrev.2017.12.002

IPRA. (2023). IPRA and MEPRA in Middle East co-op agreement. https://www.ipra.org/news/press-room/ipra-and-
mepra-in-middle-east-co-op-agreement/
Jabbouri, N. L., Siron, R., Zahari, 1., & Khalid, M. (2016). Impact of Information Technology Infrastructure on

Innovation Performance: An Empirical Study on Private Universities In Iraq. Procedia Economics and Finance,
39, 861-869. https://doi.org/10.1016/S2212-5671(16)30250-7

Kang, D. S., & Mastin, T. (2008). How cultural difference affects international tourism public relations websites: A
comparative analysis using Hofstede’s cultural dimensions. Public Relations Review, 34(1), 54-56.
https://doi.org/10.1016/j.pubrev.2007.11.002

Kang, J.-A., & Berger, B. (2010). The influence of organizational conditions on public relations practitioners’ dissent.
Journal of Communication Management, 14, 368-387. https://doi.org/10.1108/13632541011090464

Kantola, A. (2014). Mediatization of Power: Nordicom Review, 35(2), 29-41. https://doi.org/10.2478/nor-2014-0013

Kim, C. M. (2020). Social Media Campaigns: Strategies for Public Relations and Marketing. Routledge.
https://doi.org/10.4324/9781003020196

Kim, J. H. (2019). Multicollinearity and misleading statistical results. Korean Journal of Anesthesiology, 72(6), 558-
569. https://doi.org/10.4097/kja.19087

Kiousis, J. S., Spiro. (2011). Political Public Relations: Defi ning and Mapping an Emergent Field. In Political Public
Relations. Routledge.

Kolic Stanic, M. (2019). Transparency in Public Relations: Evidence from Associations’ Ethics Codes. Interdisciplinary
Description of Complex Systems, 17(2), 417-429. https://doi.org/10.7906/indecs.17.2.15

Kraft, M. A. (2020). Interpreting Effect Sizes of Education Interventions. Educational Researcher, 49(4), 241-253.
https://doi.org/10.3102/0013189X20912798

Kusay, Y. (2019). Digital Storytelling as a Part of Participatory Culture in Communication and Public Relation
Practices. In Handbook of Research on Transmedia Storytelling and Narrative Strategies (pp. 271-291). IGI
Global. https://doi.org/10.4018/978-1-5225-5357-1.ch014

Kuwait  Public  Relations Association. (2022). Kuwait Public Relations Association—ClarifiedBy.
https://clarifiedby.diligenciagroup.com/company/summary/3349262-kuwait-public-relations-association/

Ledingham, J. A., & Bruning, S. D. (2000). Public Relations As Relationship Management | A Relational Approach To
the Study and Practice of Public Relations (1st ed.). Routledge. https://doi.org/10.4324/9781410604668

Lorah, J. (2018). Effect size measures for multilevel models: Definition, interpretation, and TIMSS example. 6(8).
https://doi.org/10.1186/s40536-018-0061-2

Macnamara, J. (2016). Organizational listening: Addressing a major gap in public relations theory and practice. Journal
of Public Relations Research, 28(3—4), 146-169. https://doi.org/10.1080/1062726X.2016.1228064

Macnamara, J., & Zerfass, A. (2012). Social Media Communication in Organizations: The Challenges of Balancing
Openness, Strategy, and Management. International Journal of Strategic Communication, 6(4), 287-308.
https://doi.org/10.1080/1553118X.2012.711402

35



Studies in Media and Communication Vol. 13, No. 2; 2025

Mardiana, H., & Daniels, H. K. (2019). Technological Determinism, New Literacies And Learning Process And The
Impact Towards Future Learning. Journal of Educational Science and Technology (EST), 219-229.
https://doi.org/10.26858/est.v513.8662

Meng, J. (2022). Ethical challenges of digital communication in public relations: A comparative study of individual,
organizational, and national factors in 52 countries. Grady College. International Communication Association
(ICA) Conference. https://grady.uga.edu/research/ethical-challenges-of-digital-communication-in-public-relations-
a-comparative-study-of-individual-organizational-and-national-factors-in-52-countries/

Mérigot, B., Durbec, J. P., & Gaertner, J. C. (2010). On goodness-of-fit measure for dendrogram-based analyses.
Ecology, 91(6), 1850-1859. https://doi.org/10.1890/09-1387.1

Parsons, P. J. (2016). Ethics in Public Relations: A Guide to Best Practice. Kogan Page Publishers.

Perbawaningsih, Y. (2008). A Case Study on Megawati Soekarnoputri, the Fifth President of the Republic of Indonesia
and the Multidimensional Crisis 1998—2004 [Technical University of Ilmenau]. https://www.db-
thueringen.de/servlietsyMCRFileNodeServlet/dbt_derivate 00015284/ilm1-2008000065.pdf

Permatasari, A. N., Soelistiyowati, E., & Suastami, I. G. A. P. P. (2021). Digital Public Relations: Trend and Required
Skills. 6(2). https://doi.org/10.24329/aspikom.v6i2.836

Phillips, D., & Young, P. (2009). Online Public Relations: A Practical Guide to Developing an Online Strategy in the
World of Social Media. Kogan Page Publishers.

Ramirez, D. (2012). Organizational communication satisfaction and job satisfaction within university foodservice
[Kansas State University]. https://core.ac.uk/download/pdf/9402276.pdf

Ringle, C. M., & Sarstedt, M. (2016). Gain more insight from your PLS-SEM results: The importance-performance map
analysis. Industrial Management & Data Systems, 116(9), 1865-1886. https://doi.org/10.1108/IMDS-10-2015-0449

Romenti, S., Murtarelli, G., Miglietta, A., & Gregory, A. (2019). Investigating the role of contextual factors in
effectively executing communication evaluation and measurement: A scoping review. Journal of Communication
Management, 23(3), 228-245. https://doi.org/10.1108/JCOM-12-2018-0131

Samartha, V., & Kodikal, R. (2018). Measuring the Effect Size of Coefficient of Determination and Predictive
Relevance of Exogenous Latent Variables on Endogenous Latent Variables through PLS-SEM. 77/9(18).

Sanz, E., & Crosbie, T. (2016). The meaning of digital platforms: Open and closed television infrastructure. Poetics, 55,
76-89. https://doi.org/10.1016/j.poetic.2015.11.002

Sebastido, S. P., Zulato, G., & Santos, T. B. (2017). Public relations practitioners’ attitudes towards the ethical use of
social media in Portuguese speaking countries. Public Relations Review, 43(3), 537-546.
https://doi.org/10.1016/j.pubrev.2017.03.012

Shatskikh, S. Ya., Melkumova, L. E., & Mercury Development Russia, Samara, Russia. (2016). Normality assumption
in statistical data analysis. Collection of Selected Papers of the II International Conference on Information
Technology and Nanotechnology, 763-768. https://doi.org/10.18287/1613-0073-2016-1638-763-768

Shiu, E., Pervan, S. J., Bove, L. L., & Beatty, S. E. (2011). Reflections on discriminant validity: Reexamining the Bove
et al. (2009) findings. Journal of Business Research, 64(5), 497-500. https://doi.org/10.1016/j.jbusres.2010.04.004

Siegert, B. (2007). Cacography or Communication? Cultural Techniques in German Media Studies. Grey Room, 29, 26-
47. https://doi.org/10.1162/grey.2007.1.29.26

Smith, R. D. (2020). Strategic = Planning  for  Public  Relations  (6th  ed.). Routledge.
https://doi.org/10.4324/9781003024071

Sriramesh, K. (2006). The relationship between culture and public relations. In The Future of Excellence in Public
Relations and Communication Management: Challenges for the Next Generation. Routledge.
https://www.routledge.com/The-Future-of-Excellence-in-Public-Relations-and-Communication-
Management/Toth/p/book/9780805855968

Sriramesh, K. (2012). Culture and Public Relations: Formulating the Relationship and Its Relevance to the Practice. In
Culture and Public Relations. Routledge.

Tawafak, R. M., Al-Rahmi, W. M., Almogren, A. S., Al Adwan, M. N., Safori, A., Attar, R. W., & Habes, M. (2023).
Analysis of E-Learning System Use Using Combined TAM and ECT Factors. Sustainability, 15(14), 11100.
https://doi.org/10.3390/sul51411100

36



Studies in Media and Communication Vol. 13, No. 2; 2025

Theaker, A. (2013). The Public Relations Handbook—Alison Theaker—Google Books (4th ed.). Routledge.
https://books.google.co.uk/books?hl=en&Ir=&id=8X2pAgA AQBAJ&oi=fnd&pg=PA411&dq=digital+signaling+i
ntpublictrelations+pdf&ots=t7czCr2FOY &sig=-KId5SRny6wgPuCWb3emDJLP15hc#v=onepage&q& f=false

Thurlow, A., Kushniryk, A., Yue, A. R., Blanchette, K., Murchland, P., & Simon, A. (2017). Evaluating excellence: A
model of evaluation for public relations practice in organizational culture and context. Public Relations Review,
43(1), 71-79. https://doi.org/10.1016/j.pubrev.2016.10.013

Toledano, M., & Avidar, R. (2016). Public relations, ethics, and social media: A cross-national study of PR practitioners.
Public Relations Review, 42(1), 161-1609. https://doi.org/10.1016/j.pubrev.2015.11.012

Tong, S. C. (2022). Public relations practice in the digital era: Trust and commitment in the interplay of interactivity
effects and online relational strategies. Journal of Marketing Communications, 28(7), 799-819.
https://doi.org/10.1080/13527266.2021.1951814

Trepte, S., Reinecke, L., Ellison, N. B., Quiring, O., Yao, M. Z., & Ziegele, M. (2017). A Cross-Cultural Perspective on
the Privacy Calculus. Social Media + Society, 3(1), 2056305116688035.
https://doi.org/10.1177/2056305116688035

Vasquez, G. M., & Taylor, M. (1999). What cultural values influence American public relations practitioners? Public
Relations Review, 25(4), 433-449. https://doi.org/10.1016/S0363-8111(99)00030-2

Vercic, D., Vercic, A. T., & Sriramesh, K. (2015). Looking for digital in public relations. Public Relations Review, 41(2),
142-152. https://doi.org/10.1016/j.pubrev.2014.12.002

Wang, S., Li, N., Liu, N., & Habes, M. (2023). Transitioning from Information Sharing to Knowledge Services:
Unpacking the Evolution of Rural Media Within the Context of Media Integration. Journal of the Knowledge
Economy, 1-32. https://doi.org/10.1007/s13132-023-01593-2

Yang, S.-U. (2007). An Integrated Model for Organization—Public Relational Outcomes, Organizational Reputation,
and Their  Antecedents. Journal of Public Relations Research, 19(2), 91-121.
https://doi.org/10.1080/10627260701290612

Zerbini, F. (2017). CSR Initiatives as Market Signals: A Review and Research Agenda. Journal of Business Ethics,
146(1), 1-23. https://doi.org/10.1007/s10551-015-2922-8

Zhou, A., & Xu, S. (2021). Digital public relations through the lens of affordances: A conceptual expansion of the
dialogic principles [University of Tennessee]. https://doi.org/10.1080/1062726X.2022.2046585

37



