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ABSTRACT 
In the current digital era, new media platforms play a critical role in combining content 
management and public relations strategies for business success. Public relations campaigns 
can reach a wider audience and have a greater impact thanks to new media platforms like 
social media, blogs, and online news sources that enable real-time communication and 
audience involvement. The media companies in India were the main subject of this study, and 
their audience content management received particular attention. Using the case study 
approach,  we  chose  a  sample  of  n  =  300  people  from  n  =  10  media  organizations  that  are  
presently operating in India. Moreover, it was discovered that two-way communication was a 
major emphasis of both these PR strategies and the adoption of new media. As a result, these 
businesses' two-way communication has a big impact on content management, which helps 
them create, assess, and modify content that appeals to and is loved by their target audiences. 
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1. INTRODUCTION 
These new media platforms, which include social media, blogs, and online forums, have 
fundamentally altered the way in which businesses connect with stakeholders and the general 
public. As a result, the landscape of corporate communication has been subjected to complete 
transformation. New media provides direct, two-way contact, which enables public relations 
professionals to publish news releases, connect with customers, and answer complaints in 
real-time, thereby developing trust and brand loyalty. Traditionally, public relations (PR) 
depended on media relations to create brand perception. However, new media offers direct 
communication(Navarro, 2017). In addition, new media platforms improve content 
management by enabling businesses to disseminate interactive information such as blog 
posts, infographics, and videos directly to their audience. This helps businesses educate 
customers,  demonstrate  their  commitment  to  the  principles  of  the  firm,  and  promote  
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themselves as thought leaders in their respective industries. Increasing brand exposure, 
improving customer connections, and establishing a stronger online reputation are all 
outcomes that result from the convergence of public relations and content management. 
Furthermore, the data analytics capabilities of these platforms enable businesses to evaluate 
the efficacy of their communication tactics and improve the outcomes of their efforts. 
 
1.1. Public Relation (PR) 
The expression "public relations" (PR) alludes to an assortment of specialized techniques and 
systems that are used to deal with the dispersal of data about an individual or company to the 
overall population, especially the media(Nawanir, 2018). The dispersal of huge organization 
news  or  occasions,  the  upkeep  of  a  brand  picture,  and  the  utilization  of  a  positive  twist  on  
ominous occasions to restrict the aftermath from those occasions are its center goals. An 
official statement from the enterprise, a news meeting, interviews with writers, postings via 
online entertainment, or different discussions are instances of the structures that public 
relations could take. 
 

Each individual or association that works in the public eye is dependent upon the 
likelihood that data about them or their activities will be dispersed to the overall population. 
Notwithstanding the way that public relations is an industry all by itself, each endeavor to 
introduce oneself to others in a specific way can be respected a kind of public relations 
correspondence. 
 
1.2. Corporate Public Relations 
The communication function, in contrast to other corporate departments such as legal and 
financial, does not have the primary aim of meeting specific regulatory or compliance 
requirements as its major objective. As a consequence of this, the function is virtually never 
organized in a manner that is consistent from one organization to the next. There is a broad 
range of variation in the resources and the number of workers that are dedicated to 
communication within firms of comparable size. Additionally, the nature of the company 
might have an effect on the reporting connections and functional tasks that are in place. 
 

For instance, businesses that are primarily concerned with the development and 
maintenance of powerful consumer brands may spend a significantly larger number of people 
and a bigger amount of attention to the communication function in comparison to 
organizations  that  are  solely  engaged  in  selling  their  products  or  services  to  other  
businesses(Samuels, 2016). A business that sells its products or services directly to end users 
has a bigger requirement for a sizable media relations staff because it is able to receive 
dozens of calls from both mainstream and trade media on a daily basis. When the company is 
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introducing a new product, the staff will be asked to organize customer events, press 
conferences, and satellite media tours with local television stations(Savi , 2016). 
Additionally, they will be responsible for planning press conferences. 
 
1.3. New Media and Public Relation Practice 
Both the effect on the capacities, information, and work practices of current and future 
professionals, as well as the manner by which new media is consumed and utilized, will be 
thought about. This will incorporate the effect that the assumptions and ways of behaving of 
purchasers in regard to public relations are having on the act of public relations. Public 
relations experts face deterrents as far as staying aware of what is at present accessible as 
well as the thing is being made arrangements for discharge from now on(Sembor, 2017). This 
is  on the grounds that  new innovations are continuously being created and refreshed, which 
presents an issue all by itself. Plans that are made two or three years ahead of an occasion 
might should be reconsidered on various occasions to reflect patterns in the usage of new 
advancements among significant publics. This is on the grounds that some enormous scope 
public relations projects, for example, public data crusades or huge worldwide occasions, 
have expanded lead times. 
 

Being able to deliver what is required quickly and with the necessary degree of 
exactness is one of the ramifications that public relations experts face because of the need to 
get ready material quicker than any time in recent memory. Different ramifications 
incorporate having processes set up that can acquire the expected need clearances for 
materials to be delivered, as well as having the innovation accessible to straightforwardly 
disperse or transfer what is being spread. It is conceivable that these factors will put strain not 
simply on the public relations expert and the group with whom they work, yet additionally on 
the relationships that they have with their colleagues or more ranking staff individuals, 
especially the CEO and individuals who are liable for their consideration(Tankosic, 2016). It 
is likewise feasible for it to add strain to the association with the information technology (IT) 
group if the public relations specialists can't straightforwardly submit content to the business 
site.  

At the point when immediate material is expected, in-house public relations 
professionals might have to reinforce their relationships with data innovation divisions and 
may likewise have to work with the association's lawful counsellors to refine the conventions 
for content leeway. 
 
1.4. Content Management 
The process of assembling, organizing, delivering, retrieving, and managing the content of a 
website or commercial firm is referred to as content management(Ureña, 2019). The digital 
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content lifecycle, which includes creation, distribution, storage, and retirement, would be 
thrown into disarray if content management protocols were not in place(Michael, 2021). This 
would result in content that is unstructured, unavailable, and inconsistent. 
 

Every day, businesses produce a massive amount of data that comes from their 
operations. The exponential development in the volume, pace, and variety of an 
organization's enterprise data is something that very few businesses are prepared to deal with 
in the present day. Even fewer are equipped to handle and account for that data, as well as to 
make the records that are produced accessible to the business as a whole(Yuan, 2017). In the 
past, private sector firms have not been required to make investments in enterprise content 
management (ECM) systems, despite the fact that information governance is a well-
established practice among government bodies. Rather from being a "nice to have," business 
content management is becoming a need as a result of a number of variables, including the 
proliferation of generative artificial intelligence, the demand for tailored user experiences, 
and other issues(Wang, 2015). 
 
1.5. Importance of Content Management 
You are able to exercise control over the creation, publication, and dissemination of digital 
material through the use of content management(Kock, 2021). That is to say, it assists you in 
organizing your ideas and thoughts in such a way that others can locate and consume the 
information that you have created. 
 

In the absence of content management, the internet would be nothing more than a 
chaotic collection of material that defied logic and logic(Lee, 2015). In a similar manner, if 
your company is similar to the majority of businesses in existence today, you additionally 
store data across a number of different systems and information repositories. This is a 
strategy that has been the standard over the course of the previous twenty years as a result of 
the quick improvements in information technology (Macnamara, 2017). 

 
Due to the fact that you simply are unable to control all of the information that is 

stored in walled repositories, you are unfortunately running the danger of experiencing severe 
business risks and a loss of efficiency as the volume of data continues to expand(Henseler,  
2015). When you are searching for a certain document that has not been maintained in an 
appropriate manner, you are wasting time, and it is possible that you are not entirely aware of 
what other information you truly own(Gallicano, 2021). With the help of a content 
management  solution,  you  will  be  able  to  organize  all  of  that  material  into  a  system that  is  
simple to navigate and access. 
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2. LITERATURE REVIEW 
Grunig, L. A. (2020)This study researches the potential  impacts that  power might have on 
the singular professional, the discipline of public relations, the hierarchical framework, and 
society overall(Grunig, 2020). There is no question that the expert act of public relations, 
which is to a greater extent an administrative activity as opposed to a specialized technique, 
would undeniably have gainful outcomes on the hierarchical framework. 
 
Li, L. (2022) Initially,  the  article  gives  a  rundown  of  the  ebb  and  flow  research  status,  
research procedures, and hypothetical underpinning of the transmission way of information 
news-casting. Lasswell's 5W model, which is a clever model to survey information news 
from five unique perspectives, is the following thing that it utilizes. These five angles are the 
disseminator, the spreading channel, the scattering content, the crowd, and the dispersal 
impact.  At  last,  a  marker  framework  is  produced  to  assess  the  impact  of  the  ongoing  new  
media on the transmission of information(Li, 2022). This framework is developed based on 
content examination, looking, and information mining. The Delphi technique is used to dole 
out loads to different pointers and to make decisions in light of different markers. This 
review, through the examination of the outcomes, uncovers the difficulties that emerge during 
the most common way of consolidating information reporting and new media stages. 
Furthermore, it offers help for the improvement of a correspondence plan for information 
news coverage later on. 
 
Larsson, Larsåke. (2009) study,  which  depends  on  interviews  with  the  two  sides,  
distinguishes a nearby and progressing relationship, which is essentially uneven, in which 
public relations players consistently give writers and editors with instrumental news points as 
to news management. The previous affirm that they are often effective in entering their 
special ideas into publications and projects, while the last option to a great extent discredit the 
statement that they are fruitful in doing as such(Larsson, 2009). Regardless of this, writers 
recognize that the public relations industry frames a talented news supplier. Nonetheless, they 
additionally perceive that when publication assets are restricted, they are compelled to 
depend on content from outside sources. Thus, a commonly reliant and trading connection 
can be deciphered as a dense form of the relationship between public relations and the media. 
 
Kriyantono, Prof. (2019) The  reason  for  this  study  is  to  give  a  depiction  of  the  
methodologies that public relations experts in both the private and legislative areas use in 
examination and media communications. As indicated by various bits of distributed material, 
the act of public relations starts and finishes with research, and keeping up with positive 
relationships with the media is  crucial  for the outcome of the act  of public relations.  In this 
period of straightforwardness, the nature of examination and contacts with the media is an 
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undeniably significant component that requires a lot of consideration(Kriyantono, 2019). The 
reason that public and confidential public relations have embraced research as the premise of 
their tasks and that media relations have been done on the idea of data revelation was formed 
by the analyst. A subjective methodology is used in this exploration project, which comprises 
of directing meetings with 32 public relations professionals in East Java. These professionals 
come from colleges, state-claimed associations, and privately owned businesses. The 
discoveries  of  this  study  are  introduced  as  a  recommendation,  which  expresses  that  experts  
have not given the focal point of directing examination connected with the nature of media 
relations,  that  public  relations  colleges  tend  to  make  broad  communications  as  the  primary  
objective, and that professionals from privately owned businesses or state-claimed endeavors 
will generally put pioneers as the fundamental public. Moreover, public relations 
professionals tend to target lessening negative inclusion as a media relations system as 
opposed to zero in on building long haul relationships. 
 
Nordheim, S., & Päivärinta, T. (2006) A critical oil firm is the subject of this review, which 
examines the course of big enterprise content management (ECM) including its essential 
detailing and execution. This study is a dramatic illustration of a half and half improvement 
way to deal with big enterprise content management (ECM) that includes the teleological, 
life-cycle, and persuasive motors of advancement(Nordheim, 2006). This is considering the 
system of four engines of improvement and change in associations called the four engines of 
advancement. As opposed to this, the transformative improvement engine has been exhibited 
to be the best in the content management research that has been reported up until this point. 
Moreover, the contextual analysis is a valuable enhancement to deal with put together 
exploration with respect to big business framework establishments likewise. 
 
3. RESEARCH METHODOLOGY 
Concerning this exploration, the contextual investigation technique was used. As per the 
discoveries of Crowe et al., the contextual investigation strategy is a multi-faceted and mind-
boggling technique that helps with assessing a peculiarity in a setting that is situated, all 
things considered. The scientists involved organized surveys to gather the vital data for their 
review. The scale and things of the surveys were taken from recently led research and 
adjusted likewise. It is important to note that the questionnaire was developed using a Likert 
scale with five points, and there were four items for each dimension. Following the 
completion of the data collection process, we modified and coded the data in preparation for 
the analysis. Statistical Package for Social Sciences is utilized owing to the fact that the 
current investigation incorporated the use of structural equation modeling. 
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Figure 1: Conceptual Model of Study 

 
3.1. Sample selection technique 
The individuals who participated in this study were professionals in the field of public 
relations who are now employed in media organizations in the India. We, however, were 
required to select a subset of individuals in accordance with the requirements of the research. 
As  a  result,  they  chose  n=10  media  houses  (their  regional  offices)  that  are  now  operating  
throughout the four states that make up the India. We picked asample size of N =300 people 
to satisfy the necessities and plan of the study. Along these lines,  the sample size of n=300 
was ideal for the research that was being led.  
 

Consequently, following the completion of the data collection procedure, we gathered 
the questionnaires and meticulously examined them prior to beginning the coding and data 
analysis processes. There was a total of n=300 questionnaires, of which n=200 was finalized 
for the further processes. This represents a response rate of 66.6%, whereas n=8 questions 
were either missing or incompletely filled out. 
 
3.2. Ethical considerations 
Prior  to  beginning  the  process  of  data  collecting,  we  first  obtained  a  formal  license,  which  
was then signed by the branch managers of the relevant offices' respective departments. 
Those who participated in the study were given an explanation of the research topic, the 
objectives of the investigation, and the significance of the findings. In addition, we gave the 
responders the assurance that their personal information would be kept confidential and 
would not be used for any objectives, whether they were personal or commercial. 
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4. DATA ANALYSIS 
4.1. Convergent validity 
After conducting an analysis of the measurement model's internal consistency, it was 
discovered that the majority of the factor loadings were more than the recommended 
threshold value of 0.05. In addition to this, the retrieved values of the average variance 
(0.809–0.932) continued to be greater than the threshold value of 0.5 that may be considered 
meaningful. The investigation found that the composite reliability values ranged from 0.754 
to 0.814, and the Cronbach alpha values ranged from 0.748 to 0.869, which means that they 
above the threshold value of 0.7.  This was in reference to the construct dependability.  This 
resulted in the establishment of the convergent validity analysis, which indicated that the 
items on the questionnaire were internally consistent. Table 1 provides a summary of the 
calculations about convergent validity. 
 

Table 1: Summary of convergent validity analysis 

Constructs Items 
Factor 

Loading 
Average 
Variance 

Cronbach 
Alpha 

Composite 
Reliability 

Media 
Organization 

MO1 0.778 

0.858 0.761 0.754 
MO2 0.616 
MO3 0.815 
MO4 0.987 

Public Relation 

P1 -0.155 

0.829 0.794 0.793 
P2 0.893 
P3 0.836 
P4 0.791 

New Media 

NM1 0.817 

0.837 0.748 0.798 
NM2 0.794 
NM3 0.845 
NM4 0.863 

Two-way 
Communication 

TWC1 0.872 

0.932 0.755 0.803 
TWC2 0.916 
TWC3 0.984 
TWC4 0.716 

Content 
Management 

CM1 0.774 

0.809 0.869 0.814 
CM2 0.449 
CM3 0.774 
CM4 0.882 
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4.2. Goodness of fit 
In this particular investigation, the Chi-square value was found to be x2=0.070, and the 
significance value was found to be 0.001. In addition, the value of the non-fit indices stayed 
at 0.198, and the value of the standardized root mean square (RMSEA) remained at 0.366. 
Both  of  these  values  were  lower  than  the  threshold  value  of  0.078.  The  Goodness  of  Fit  is  
indicated in Table 2. 
 

Table 2: Goodness of Fit 
Goodness of Fit Measure Value 
Chi-square ( ²) 0.070 
Significance Value (p-value) 0.001 
Non-fit Indices Value 0.198 
RMSEA 0.366 

 

 
Figure 2: Goodness of Fit 

 
4.3. R2 analysis of variance 
For the purpose of determining the extent to which the exogenous factors are able to predict 
the outcomes of the research, R2 analysis, which is also referred to as coefficients of 
determination R2, is performed. In the first place, it is based on a value that ranges from 0 to 
1, which represents the predictive capacity of the independent construct(s). According to the 
findings of the R2 analysis conducted in this study (see Table 3), there was a variance of 
40.8% in media organization, 53.2% in new media, 49.6% in two-way communication, and 
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30.5% in content management. As a result, the latent variables exhibited a variation that 
ranged from not significant to significant. 
 

Table 3: R2 analysis of the endogenous variables. 
Variables R2 
Media Organization 0.408 
New Media 0.532 
Two-way communication 0.496 
Content Management 0.305 

 

 
Figure 3: R2 analysis of the endogenous variables. 

 
4.4. Hypotheses testing 
As should be visible in Table 4, the course examination that was acted in this examination 
included way esteems as well as relapse loads and importance values. As a result of this, it 
was found that the effect of media organizations on public relations kept on being extensive, 
with  the  way  esteem  being  0.192  and  the  importance  esteem  being  more  noteworthy  than  
0.001. Because of the approval of Hypothesis 1, it tends to be reasoned that media 
organizations are effectively executing public relations and correspondence systems into their 
essential working and improvement. Likewise, the place of intermingling of the second 
hypothesis of the ongoing study was the huge impact that media organizations have on new 
media. The hypothesis that is proper was gotten from the likelihood that media organizations 
are zeroing in on their presence and utilization of new media. For various reasons, these 
organizations use new media to talk with the general populace and partner with them. As per 
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the  discoveries  of  the  examination,  the  hypothesis  being  referred  to  is  right,  with  the  way  
esteem being 0.128 and the importance esteem being more than 0.007. 
 

As an additional point of interest, Hypothesis 3 of this study claimed that public 
relations and communication in both directions have a substantial impact. As per the 
symmetric model of communication and public relations, the important hypothesis is 
established on the key suspicion concerning the capability that public relations plays during 
the time spent delivering and keeping up with communication. Nevertheless, the hypothesis 
H4 was found to be unimportant, as the path value was found to be -0.048 and the 
significance  value  was  found  to  be  more  than  0.679.  This  indicates  that  the  results  did  not  
conform to the assumptions that public relations methods in Emirati media houses adhere to 
the principle of two-way communication. 

 
Moreover, the impact of new media on two-way correspondence (H5) was steady 

with  the  way  that  the  current  writing  on  new  media  and  correspondence  believes  it  to  be  
liable for working with two-way interactivity among users.According to the findings, the path 
value was found to be 0.388, and the significance value was found to be greater than 0.003, 
which indicates that the proposition of new medium for two-way communication is 
compatible with the findings. Last but not least, we hypothesized that there is a considerable 
impact that two-way communication has on the management of media content (H6). There is 
a correlation between organizations that place an emphasis on contact with their audience and 
the generation of content that is appropriate, which ultimately results in an enhanced 
reputation and acceptance among the general public. As a result, the calculation showed that 
the path value was 0.247, and the significance value was greater than 0.000. 
 

Table 4: Path analysis of study hypotheses 
Hypotheses Relationships Path t P 

H1 Media Organization  Public Relations 0.192 4.498 0.001 
H2 Media Organization  New Media 0.128 2.752 0.007 
H3 Public Relation  New Media 0.383 11.110 0.006 
H4 Public Relation  Two-way Communication -0.048 -0.412 0.679 
H5 New media  Two-way Communication 0.391 2.901 0.003 
H6 Two-way communication  Content Management 0.247 6.615 0.001 

 
5. CONCLUSION 
Through the facilitation of real-time communication, interactive engagement, and increased 
brand  visibility,  new  media  platforms  are  essential  for  the  integration  of  public  relations  
strategies and content management for business success. The aforementioned study 
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emphasizes the significance of cultivating improved connections between public relations 
practitioners and media outlets, stressing the necessity of trust and cooperation via reciprocal 
communication. Because PR specialists deliver fast, precise information, they prevent the 
spread of false information and guarantee access to verified sources, which results in more 
accurate and trustworthy media material. Furthermore, the two-way communication approach 
is essential for crisis communication, enabling PR specialists to work with media experts to 
rapidly address issues and distribute correct information. These results highlight the need for 
a proactive, interactive PR strategy to enhance information accuracy and media relations. 
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