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Abstract  
 

All human activities are currently interconnected through many communication systems and technologies that are active 

in the global intensity of industry 4.0. Some technology-based disruptive companies will start and change the role of 

business in the context of the industrial revolution 4.0 by using social media such as Instagram or WhatsApp which do 

not require large funds as a scale of capital roles. This technological advancement emerged as a new communication 

system on information and engineering approaches that were oriented towards the future of the manufacturing industrial 

revolution 4.0 by involving Computer Information Technology (ICT). As the application of ICT to social life, for more 

than 10 years we have witnessed changes at all levels of society with new trends in consumer behavior and services 

accompanied by improvements in hardware and computer access. The ease of service and communication that is 

integrated by Industry 4.0 is based on mobile computing, cloud computing, and big data with the provision of services 

that can be accessed globally via the internet. The results show that as a development of the industrial 4.0 work concept, a 

positive image in this digital era can be concluded that media relations activities in the digital era are carried out by 

Public Relations practitioners by utilizing digital media such as the use of social media and the use of the organization's 

own website. The use of social media makes it easy for Public Relations practitioners to do public relations work, such as 

in disseminating and conveying information to the public. The role and activities of media relations itself in this digital 

era refers to information and communication technology that can integrate various applications, functions and content of 

digital media production by providing an efficient influence on interactivity between users. The technology group focuses 

more on those that have a significant impact on manufacturing, namely: (1) Data, computing power, and connectivity 

(wireless networks), (2) Analytics and Intelligence (artificial intelligence in objects (AI)), (3) Human-machine interaction 

(augmented reality (AR) solutions), (4) Digital to physical conversion. 
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INTRODUCTION 
The continuity of public relations activities 

according to Urwick (1976), is part of the 

organizational management function related to 

mechanical management, dynamic management, and 

relationship management (Ruslan, 2017). In relation to 

relationship management, stakeholder theory explains 

that the process of building relationships is carried out 

by organizations with actors related to organizational 

operations (Kriyantono, 2014). One of the 

communication activities in the PR program that 

becomes the "spirit" of PR is media relations, which is 

an activity in establishing relations between PR and the 

mass media (Iriantara, 2011). This media relations 

activity aims to publish and publicize PR work 

programs through the mass media to facilitate 

communication activities between PR and the public 

(Ruslan,2017).  

 

In particular, in providing information to gain 

public support and trust (Ardianto, 2014). For 

companies, the existence of the media according to 

Christensen and Cheney (2000) is one of the 

stakeholders related to company branding through 

visibility and legitimacy within the scope of corporate 

communication (Chouliaraki, 2014). This means that 

through visibility and legitimacy through the media, 

companies can position themselves and build an image 

in the public by including information and news 

through the media. This is the first step for PR in 

establishing a cooperative relationship between 

companies and the preparation of media agenda 

publications (Theaker, 2004). Dissemination or 
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publication in managing this information can work 

together through the press, print or electronic media or 

traditional media (Ruslan, 2017). 

 

Public Relations, according to Kriyantono 

(2017), that told actually, the literal meaning of ‗public 

relations‘term is not the same as ‗Humas‘ (society 

relations). The meaning of the word ‗hubungan‘ is 

equal to ‗relations‘ but‘masyarakat‘ (society) is 

different from ‗public‘. The term ‗society‘ is too broad 

while the ‗public‘ is only a part of the broader society. 

Public is only a group of people or groups in the 

society. The public does not have to be in a certain 

geographical area, does not have to know each other, 

and does not need to be bound by the same social 

norms, but,itis bound by common interests towards an 

issue and therefore the membership is temporary 

(Cutlip, Center, and Broom, 2011; Kriyantono, 2016a; 

Lattimore, Baskin, Heiman, and Toth, 2010; Seitel, 

2001).  

 

With the transformation of public relations 

from conventional to digital changes the company's 

public relations practice to be more efficient and 

practical, which explicitly requires new management 

and strategies to maintain the company's image and 

reputation in order to remain well created. As the 

presence of the internet and digital media in public 

relations work practices that provide work efficiency. 

PR needs to realize that with the internet, the public can 

access all press releases or news releases that are sent 

and accessed on the homepage on the company's 

website, on the other hand PR can also create mailing 

lists to distribute press releases via e-mail (Kriyantono, 

2014). In the composition of PR in the digital era 4.0, 

the most involved aspect is the number of digital 

platforms and social media in reaching cyber 

communications related to online content management 

as a PR strategy in strengthening the company's image 

and reputation. By communicating with the public, the 

program will be in accordance with public needs and 

the public can respond to messages conveyed during a 

crisis by understanding what the public knows 

(cognitively), believes, and perceives the information it 

receives (Kriyantono, 2012). 

 

In Indonesia, several large companies have 

started to transform by applying the latest technology, 

one of which is PT. Schneider Electric Manufacturing 

Batam (SEMB) and PT. Petrosea Tabang which is also 

the lighthouse for industry 4.0 in Indonesia. In the 

report of the Annual Meeting of The New Champions 

2019 World Economic Forum, the company is one of 

the leaders of several world industries that are 

innovating digitalization 4.0. Cann (2019) explained 

that PT Petrosea became a service provider for the 

mining industry by directing optimal delivery, real-time 

monitoring using drone surveys and successfully 

increasing profits within 6 months, while PT Schneider 

Electric developed a spectrum of solutions based on 

industry 4.0 by using the IIoT platform. who are part of 

the broad Schneider Electric community to reach 

customers and corporate partners by improving 

operations across the ecosystem. 

 

According to Siswanto Sutojo (2004), a 

positive image and strong company reputation are part 

of the technical aspects of winning market competition 

by developing marketing strategies and effectiveness 

(Ardianto, 2014). The importance of the strength of the 

reputation and branding of this company can be 

obtained from the presence of digital media 

(Ringlstetter & Vizjak, 2003). Therefore, companies 

need media management with the aim of developing 

brands and branding images (Kochhan & Moutchnik, 

2018). According to exposure from Kriyantono, Riani 

and Safitri (2017) that public relations is prioritized to 

Prior relational reputation on the public‘s perception of 

how the company has cared for the public in previous 

situations. If the company did not treat the public well 

on the other occasions, it has a bad prior relational 

reputation (Coombs, 2007a; Coombs, 2007b). Coombs 

(2007a, p. 3) called the prior relational reputation 

―distinctiveness‖. From the description above, it is 

obvious that this theory is closely linked to Weiner‘s 

Theory of Attribution (Choi & Lin, 2009; Coombs, 

2007a; Coombs, 2007b; Jeong, 2009) which states that 

a person tends to seek the information about the causes 

of a negative and unexpected event (Kriyantono, R., 

Riani, Y. A., & Safitri, R. I. , 2017).  

 

In the academic literature it is stated that 

public relations has the function of carrying out 

information services, namely "management of 

communication between organizations and their 

publics" (Grunig & Hunt, 1984, in Kriyantono, 2019). 

Academic opinion above is also written in the 

regulations on public relations from the government. 

Regulation of the Minister of Administrative Reforms 

Bureaucratic Reform No 30 and 31 of 2011 states that 

Public Relations of the government is management in 

the field of information and communication in 

government institutions. PR is more than just forming 

the desired institutional image, but also carrying out the 

function of public services. As emphasized in 

excellence theory, professional public relations focuses 

on achieving success between the organizations 

represented by the public relations and the community 

served (Cutlip, Center, & Broom, 2011, in Kriyantono, 

2019). Fragmentation and communication media 

channels in this company can be done through various 

mobile devices (Sandra & Karmasin, 2013). Through 

digital media, companies indirectly provide 

participation and interactivity for anyone, including 

producers and consumers (Harlow & Harp, 2007). For 

this reason, companies and organizations need to 

maintain communication relationships in building 

companies with the internal environment (internal 

relations), the environment for investors (investor 

relations), the media (media relations), the government 
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as regulator (government relations) and also the 

community (community relations) (Primayanti, 2017). 

 

From this explanation, it is in line with the 

vision and mission of the Ministry of Industry of the 

Republic of Indonesia (Kemenperin) which designed 

the strategy in the roadmap with Making Indonesia 4.0. 

Airlangga Hartarto explained that there is a strategy and 

a big leap for the industry by utilizing information and 

communication technology to give birth to a new 

business model with a digital basis in order to achieve 

high efficiency and better product quality (Ministry of 

Industry of the Republic of Indonesia, 2018). Minister 

of State-Owned Enterprises (BUMN), Erick Thohir, 

also said that several state-owned companies will now 

transform into companies that optimize the 

empowerment of digital technology 4.0 systems by 

building partnerships with Microsoft. Microsoft will 

provide learning programs for PLN and Pertamina in 

implementing and exploring digital technology to 

develop human resources and modernize data center 

infrastructure development via the cloud, re-architect 

applications, and assess data assets (Andrianto, 2020). 

 

According to Azhary, S., & Kriyantono, R. 

(2018), Internet presence should be considered by 

public relations practitioners to serve as media 

important in interacting directly with stakeholders, 

including the public (White and Raman, 2000), because 

by reflecting on the history of technological 

determinism perspective (Mcluhan, 1962), it can be 

seen that every innovation in technology 

communication brings the public closer to the world 

democratic one. The practice of public relations 

activities that using the internet then we are familiar 

with the term electronic public relations (e-pr) or cyber 

public relations or online public relations, namely PR 

practitioners who use or utilize the internet as a medium 

of publicity (Onggo, 2004). With using net relations, 

public relations can deliver messages directly to the 

public in the form of online writing to reach very broad 

public (Coombs, 2006). the internet that is often used 

by public relations is very varied, depending on their 

respective creativity. These facilities include features 

that: they embed in their organization's website (Wilcox 

and Cameron, 2009, Azhary, S., & Kriyantono, R., 

2018). 

 

In this regard, the author focuses on discussing 

the study on media relations management in the digital 

era for companies that have emerged in the industrial 

era 4.0, especially with the existence of an artificial 

intelligence system that is able to facilitate PR work. 

According to Kriyantono (2019) in aspect of Media 

Relations in Public Relations Practices that Research 

serves to provide empirical information in the field and 

not from subjective construction so that research 

becomes the most important source of inspiration for 

Public relations to design its communication programs 

to be targeted, including media relations programs 

(Kriyantono, 2015). Media relations is very important 

to get optimal broadcasting from the media 

(Kriyantono, 2016), to find out public perceptions and 

analyze the effectiveness of planning, including 

sponsorships and community relations, and become the 

main opinion leader during a crisis (Jong, 2007). The 

importance of media relations is further emphasized by 

Ahmed (2006, p. 22, Kriyantono, 2019). This shows 

that with the digitalization of this technology, the author 

seeks to examine how the trend of digitalization of 

media 4.0 is used in corporate communication strategies 

in the Public Relations sector. The research was 

conducted using qualitative methods through literature 

studies from international and local journals that 

examine media relations in the digital era, especially in 

AI systems. As a study of the analysis of the technology 

industry in accordance with the field of Communication 

Science, in this case the author gives the topic " 

Literacy Study of Media Relations Studies on 

Digitalization and Artificial Intelligence in Journals - 

Journal of Public Relations Indonesia and International 

Year 2008 - 2019)‖ 

 

LITERATURE REVIEW 
Industrial Digital Revolution 4.0 and Public 

Relations Practices 

The concept of digitization according to J. 

Scott Brennen and Daniel Kreiss is a way of 

restructured domains of social life leading to digital 

communication and media infrastructure (Bloomberg, 

2018). In social life, this leads to interactions that shift 

from analog technology to digital technology (email, 

chat, social media). In business, digitization is the use 

of digital technology to change business models that 

provide digital business opportunities. In short, 

digitization is the concept and process of changing from 

analog to digital, including the development of 

information technology that provides convenience in 

human activities that are more efficient and practical. In 

relation to the practice of public relations, it will not be 

far to discuss corporate communication or corporate 

communication which is needed to carry out company 

performance or management through PR programs. 

Before discussing further about the implications of the 

concept of industry 4.0 and public relations, here the 

researcher will first describe the role of communication 

in the industrial era which then discusses the role of 

public relations in the industrial revolution 4.0. 

 

Communication Science in Industry 4.0 

The concept of the industrial revolution 4.0 

began at the turn of the current century and was built on 

the digital revolution (Schwab, 2019). This 

phenomenon, according to Mosconi, (2015) was first 

mentioned in 2011 in Germany as a proposal for the 

development of a new concept of economic policy in a 

high-tech strategy (Roblek, 2016). In this case, the 

industry will revolutionize the organization of global 

value chains, with the existence of ―smart factories‖. 

Smart factory that enables the creation of a global 
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visual and physical manufacturing system that works 

together flexibly (Schwab, 2019). This wave of 

innovation is driven by the Internet of Things (IoT), 

data, and services, which are related to network subjects 

and objects that can communicate in real time 

(Kagermann, 2015). In general, this trend appears as an 

increase in digitization and product interconnection in 

value chains and business models that are connected 

between people, objects and machines (Haeffner & 

Panuwatwanich, 2018). 

 

From a communication perspective, IoT and 

CPS are compositions that are highly dependent on 

mobile internet, which requires high internet-based 

telecommunications networks in industrial 

communications (Wollschlaeger et al., 2017). With the 

advent of IoT and IoS, Spath et al. (2013) claim that the 

development and use of communication media within 

the company lies in Social Media, Social Web and Web 

2.0 which will facilitate all communication activities 

(Bartodziej, 2017). Social media currently provides 

users with a new experience for the presence of 

products through internet integration in offerings that 

are able to validate, confirm and check products related 

to customer satisfaction as the company's product 

reputation (Jara, Parra, & Skarmeta, 2012). Some 

technology-based disruptive companies will start and 

change the role of business in the context of the 

industrial revolution 4.0 by using social media such as 

Instagram or WhatsApp which do not require large 

funds as a scale of capital roles (Schwab, 2019). 

 

All human activities are currently 

interconnected through many communication systems 

and technologies that are active in the global intensity 

of Industry 4.0 (Marcon, 2017). This technological 

advancement emerged as a new communication system 

on information and engineering approaches that were 

oriented towards the future of the manufacturing 

industrial revolution 4.0 by involving Computer 

Information Technology (ICT) (Faheem, et al., 2018). 

As the application of ICT in social life, for more than 

10 years we have witnessed changes at all levels of 

society with new trends in consumer behavior and 

services accompanied by improvements in hardware 

and computer access (Igor & Juhasova Bohuslava, 

2016). 

 

Implications of the concept of industry 4.0 in Public 

Relations 

In corporate governance, corporate 

communication is an important part of communication 

related activities with internal and external coordination 

(Lies, 2012). This leads to the role of Public Relations 

which is seen as the main component in corporate 

communication which acts as internal communication 

or referred to as internal PR, and also as marketing 

(communication) in an organization (Hauer, 2018). The 

purpose of corporate communication through the 

performance of Public Relations is to establish 

relationships with the community in creating and 

improving the image of the organization (Kiesenbauer 

and Zerfass, 2015). Referring to the concept of industry 

4.0, the role of corporate communication will not be far 

from the concept of digitalization with interconnection 

through CPS and IoT which provides convenience with 

flexible and real time communication through new PR 

tasks in implementing innovative PR tools (Hauer, 

2018). 

 

According to Wilcox and Cameron (2009), 

advances and innovations in this technology offer 

interesting opportunities for public relations practice, 

especially in the dedicated use of tools with intelligent 

skills. PR profession in the industrial era 4.0. according 

to Yuswohady (2019), experiencing technological 

disruption, an implication of industry 4.0 with the 

presence of big data and artificial intelligence (AI) 

which have been used to develop the quality and 

effectiveness of the PR function exponentially (Arief, 

2019). Talking about AI, Galloway (2018) explained 

that the concept of AI in public relations relates to 

technology development systems that have a human-

like appearance or character (humanoid) in their 

cognitive abilities and carry out PR activities 

independently or together with PR practitioners. 

 

From research conducted by Stephen 

Waddington (2019), the industrial era 4.0 has 

implications for the role of PR in improving the 

decision-making process and influencing company 

productivity with an efficient timeframe through AI and 

big data technology. However, this technological 

sophistication cannot be replaced by human skills (soft 

skills) in adapting (adaptivity), creativity (creativity), 

emotional intelligence (emotional intelligence), and 

building relationships (relationship building) (Loupa, 

2018). 

 

Just like any PR campaign that uses URLs or 

hashtags in social media. According to Lynch (2018), 

this is the implementation of AI and big data in using 

algorithms that are able to manage data validly and 

allow PR in managing promotions as well as 

engagement with stakeholders and audiences on social 

media. This interconnection is able to improve the 

company's image through the components and roles of 

Public Relations, Media Relations and Corporate 

Marketing by involving the organization's external 

communication in the form of promotions that are 

carried out in real time (Hauer et al, 2018). 

 

Most experts state that the presence of AI in 

public relations practice is a combination of technology 

and human insight in increasing strategic thinking by 

synthesizing digital marketing concepts in companies 

(Lynch, 2018). This leads to changes in functions, 

systems, management and workflow processes in the 

PR industry (Panda, 2019). PR practitioners will change 

the concept of market orientation (marketing oriented) 
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as content related between companies and customers 

(Hauer et al, 2018). For example, for social media users, 

the concept of related content will help customers find 

the content they are looking for through social media by 

directing to the site and link to the related page. So that 

automatically the company is able to capture its own 

market share according to the content and media used. 

 

Media Content Divergence in Public Relations 

Practices 

The development of digital technology in the 

media or commonly referred to as media convergence 

in extracting information exchange is a process of 

change that occurs in the culture of society. In social 

culture, convergence occurs in the various 

communication styles of communicators in 

accommodating the content of the media used (Giles, 

2016). In this context, the media are referred to as key 

drivers or the main driver in the integration of 

technology between cultural and commercial through 

the production and distribution of media content 

(Jenkins and Dauze, 2008). This creates a new 

experience in the use of new media through digital 

platforms related to media content and social interaction 

between the community and media companies (Jenkins, 

2006). The development of this technology has changed 

the production of communication in distribution, 

delivery and storage by 90% in accessing real-time 

information through the internet and new media, 

especially in the use of social media and access to the 

World Wide Web (Cutlip, et al., 2016). 

 

Referring to the classical theory from 

McLuhan, that the media is able to shape behavior and 

thoughts in managing information related to other 

people and give different influences in the 

characteristics of each media (Littlejohn and Foss, 

2009). As is the case, the use of social media has 

become the development of communication media, 

especially for companies in accessing and selecting 

content according to the digital platform used. 

According to data from Hootsuite (2018) the most 

widely used and effective social media platforms in 

spreading the word are; Youtube 43%, Facebook 41%, 

WhatsApp 40% , Instagram 38% and Twitter 27% 

(Arief, 2019). Likewise for provit companies, research 

conducted by Facebook (2019) states that 69% of the 

audience in Southeast Asia knows and gets information 

through digital platforms through advertisements on 

posts on social media. 

 

From some of these digital platforms, 

according to Cao (2014) criteria on social media allow 

the audience to choose different media; this picture 

becomes a process of data or content divergence from 

social media. Content on social media is in the form of 

digital information (audio visual) that is formed by 

users in the form of digital information (audio visual). 

According to John Battelle (2006), there are forms of 

media used by society today systems and services, 

namely: (1) Packaged Goods Media, in which content is 

produced, packaged, and distributed through traditional 

(newspaper, cable, mail) and modern (internet) 

channels; (2) Conversational Media, which is referred 

to as performance media or media performance in 

companies using social media as consumer content 

(consumption content). Content in social media has 

become a very important thing in the company's needs, 

because it is able to provide the power to interact, 

control, create and distribute information (Daugherty, 

2003). 

 

For corporate communication to upload 

content on social media requires content settings 

according to the type of social media network. 

According to Arief (2019: 129-130) content 

management on corporate social media is intended as 

an understanding of the function of social media 

according to its objectives and characteristics. The 

content on this social media is informative, semi-formal, 

with a more friendly and professional communication 

style. 

 

Company's Positive Image and Reputation in Public 

Relations 

The ever-changing view of public relations 

reflects the evolution of public relations practice within 

organizations and society (Cutlip, 2016). In all types of 

organizations, both commercial and non-commercial in 

the public (government) and private (private) sectors, 

public relations is a form of communication in creating 

an understanding through knowledge and impactful 

activities (Jefkins, 2003). This public relations activity 

produces products that are very important for the 

sustainability of the organization, through public 

relations messages and the meaning of messages that 

can produce a positive meaning or image of the 

organization in the eyes of the public (Kriyantono, 

2014). 

 

In a company, image is an impression that the 

organization has in total that comes from the behavior, 

reputation and self-image of the public towards a 

company or organization that is created to have a 

positive value (Ardianto, 2004). In general, companies 

will form and implement corporate programs by 

shaping their image and reputation through the role of 

PR (Gray and Balmer, 1998). According to Nguyen and 

Leblanc (2001), the perception of the company's image 

and reputation is created from trust and positive 

interactions in regressing the level of customer loyalty 

to the company. To build the image itself, the company 

can start by determining and selecting community 

groups or target groups who have an important role in 

business success (profit making) and have a positive 

perception of the company by conducting market 

research (Ardianto, 2014). 

 

Corporate image is a form of projection of a 

well-structured and positive corporate communication 



 

 

Riza Nur Rizqiyah et al., J Adv Educ Philos, Aug, 2021; 5(8): 236-248 

© 2021 |Published by Scholars Middle East Publishers, Dubai, United Arab Emirates                                                                                        241 

 
 

program so that it develops into a reputation as a result 

of consistent and effective performance over time (Gray 

and Balmer, 1998). Through the role of PR, reputation 

in the business function is positioned in corporate 

communication, corporate affairs, corporate relations as 

a potential form of corporate identity (Hutton et al., 

2001). A strong corporate reputation has the 

characteristics of a high level of visibility, a distinctive 

corporate identity, the value of corporate 

communication, corporate transparency, and 

organizational consistency in communicating internal 

and external messages (Cornelissen, 2013). 

 

In the management function, public relations is 

considered as a professional who performs the role of a 

manager who uses research and dialogue to build 

healthy relationships with his publics in helping 

organizations to interact with social components 

(Kriyantono, 2014). The management function in public 

relations has the understanding that public relations 

plans, builds and maintains good and beneficial 

relationships between the organization and the public 

and can influence the success or failure of the 

organization (Cutlip, 2016). The planning system in PR 

itself is a form of planned communication, both 

internally and externally, between an organization and 

all its audiences in order to achieve specific goals 

(Jefkins, 2003). 

 

The emergence of public support and 

understanding of the organization or company is 

bridged by work programs and PR activities that are 

managed by a PR function and structure within the 

organization's management (Ardianto, 2014). 

Organizational management in public relations 

represents an open systems approach rather than a 

closed and reactive systems approach (Cutilp, 2016). 

This is done so that the company works more optimally 

in achieving the formation of a positive image and a 

good reputation, of course also supported by the 

functions and structures of PR in the ranks of top 

management (Ardianto, 2014). In the concept of 

structuration, public relations is considered a dynamic 

form of communication and is seen as a process in 

supporting all levels of the organization to construct 

social reality in order to create shared meaning 

(Kriyantono, 2014). In external companies, public 

relations is considered as one of the communication 

functions that manages publicity, promotion, media 

relations, and supports company marketing (Grunig, 

2008). Therefore, corporate communication managed 

by PR practitioners will relate to various external 

communication channels and media from the 

organization or company to communicate with 

customers (Balmer, 2006). 

 

The Concept of Agenda Setting Theory in Media 

Relations 

Media relations is closely related to the agenda 

setting model approach by looking at a number of issue 

models or topics that receive media attention that are 

considered important in a certain period (Sambo, 2019). 

In the context of public relations, the concept of agenda 

setting discusses the process of determining the media 

agenda and public relations agenda (agenda building) 

(Kriyantono, 2014). In agenda building, PR 

practitioners will contribute by providing information 

subsidies to journalists through news releases, media 

advisories, press conferences, interviews and so on 

(Kiousis and Wu, 2008). This media production itself 

will respond to social and cultural developments which 

in turn are able to influence these developments 

(Littlejohn, 2011). The assumption of the agenda 

building concept views salience as a process that 

involves reciprocal relationships in influencing groups 

other than the media and public opinion such as policy 

makers, interest groups and corporate groups (Kiousis 

et al. , 2007). 

 

The expansion of the agenda setting theory 

discussion was then lifted from the assumption that 

public relations must be proactive in providing 

information and even influencing the media and public 

agenda with the aim of disseminating the organization's 

views on an issue including offering solutions that will 

be and are being implemented (Kriyantono, 2014). This 

is related to what Kurt Lang and Gladys Engel Lang 

(1959) explained that the mass media is able to impose 

attention on certain issues in building a public image by 

presenting objects that must be considered, known, and 

felt by individuals in society (Severin and Tankard, 

2014). 

 

In PR practice, the mass media has an 

important role because the mass media has the power to 

shape and influence public opinion, and its ability to 

transmit and reproduce messages quickly, 

simultaneously and can be reached by a large audience 

(Kriyantono, 2014). Understanding the power of the 

media in setting the agenda is important in the 

management of a PR communication strategy. 

 

RESEARCH METHOD 
In this qualitative research, the researcher 

examines by using the literature study method. This 

study is intended or carried out by utilizing library 

sources to obtain research data (Zed, 2014). Literature 

studies are related to theoretical studies and other 

references related to values, culture and norms that 

develop in the social situation under study (Sugiyono, 

2016). In this case, the researcher conducted a literature 

study related to the topic of media relations in the 

digital era and artificial intelligence. Research using 

this literature study is the same as other research, but 

the sources and methods of data collection are by taking 

data from the library. In this study, researchers 

collected data sources from scientific articles from 

international and Indonesian journals. The method with 

this literature study is to collect data related to research 
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by reading, recording and processing research materials 

or data. 

 

In this study, the researcher uses an 

interpretive paradigm that sees reality as a construction 

of understanding or interpreting social reality with a 

qualitative research type. with library research design. 

Research using an interpretive paradigm according to 

Deacon (1999) is a research that focuses on 

investigating how humans interpret social life by 

understanding language, sounds, imagery, personal 

style and social reality (Daymon & Holloway, 2011). 

The purpose of research with an interpretive paradigm 

is to seek an understanding of how we form meaning 

through interactions and how to behave towards 

meanings that have been formed (Ardianto, Anees, & 

Bambang, 2009). Through the interpretive paradigm, 

the reality in social life will adjust to the context that is 

considered relevant and can be understood in a variety 

of ways which is influenced by experience, context and 

time (Kriyantono, 2014b). In the interpretive paradigm, 

the conceptualization of qualitative research is a 

methodological approach that produces data logically 

and systematically either in the accumulation of 

knowledge (such as policies) or in those that have been 

determined (empirically) from an object of research 

(Thorne, 2016). 

 

Furthermore, in this study using the type of 

qualitative research. Qualitative research is research 

that departs from social reality by knowing how 

complex information sources and methods are in 

presenting structured and natural data (Cresswell, 

2010). The presentation of qualitative research data 

emphasizes the depth (quality) of the data, not the 

amount (quantity) of the data (Kriyantono, 2014). This 

is aimed at gaining in-depth knowledge with a holistic 

(whole) understanding of the object of research from a 

cultural, social or global scale perspective according to 

the reality that exists in society. 

 

RESULT AND DISCUSSION 
The Role of Media Relations in the Digital Age 

The role of media relations in the digital era, 

researchers will present data about the transformation of 

public relations in the digital era, which is the basis for 

media relations activities carried out by PR in the 

digital era. In the explanation below, the researcher 

relates the digital era of PR 1.0, PR 2.0, PR 3.0 to PR 

4.0 at this time. 

 

Information data and research articles are 

clarified from scientific articles in international journals 

and local (Indonesian) journals. In international 

journals, researchers examine several publishers 

including Routledge, Emerald, Elsevier, 

Communication & Society/ Comunicación y Sociedad, 

Sage Publisher, and SCMS Journal of Indian 

Management. As for the Indonesian journals 

themselves, the researcher studied several publishers 

including the Social Science Journal, the International 

Journal of Progressive Sciences and Technologies 

(IJPSAT), the Information and Communication 

Technology Journal, and a book entitled "Public 

Relations in the era of Artificial Intelligence". The 

literacy studies in these articles in this study analyze the 

themes that discuss media relations and public relations 

in companies in a digital context and their 

implementation in the concept of artificial intelligence 

and have been published in the period between 2008 

and 2019, with a total of 15 articles.  

 

Transformation of Corporate Public Relations in the 

Digital Age 

Revolutions and changes in the era of 

globalization in the past few decades have had an 

impact on every channel of life. One of them is in the 

economic, social, and cultural fields, which in this case 

refers to the company's role in responding to dynamic 

changes. At the same time, the complexity of public 

relations as an important component of corporate 

communication has also undergone several changes. 

Before the existence of digital media connected to the 

internet, PR practitioners did all their work 

independently traditional and manual. As in news 

clippings, making press releases, or by distributing 

newsletters, were carried out by the company's PR staff 

by utilizing the current media such as television, radio, 

and newspapers. The form of communication in this 

phase describes one-way or vertical communication 

from one source of communication to many target 

audiences or one to many, so that PR 1.0 activity 

describes PR as a broadcaster (Arief, 2019). 

 

Entering the disruptive era, the sophistication 

of communication technology is one of the challenges 

for PR practitioners in expanding their network. One of 

them is the presence of communication devices 

designed to reach a wider audience with the internet 

network. So that in practice there is a need for a new 

strategy based on the concept of cyber-PR as a dynamic 

communication component. The internet itself is a 

communication network that connects all devices such 

as computers in a wide and global network, although it 

is different from operating systems and machines 

(Ahmadi & Hermawan, 2013). The use of the internet 

in public relations activities is possible in establishing 

good relations to maintain public support, such as by 

spreading press releases or news releases through home 

page on the company's world wide web via the internet 

(Kriyantono, 2014). The concept of digitization has 

evolved to restructure digital communication systems 

and media infrastructure into social life, including 

business models. Digitization itself refers to the 

adoption in increasing the use of digital or computer 

technology for organizations and industries (Scott & 

Kreiss, 2016). On the same hand, digitalization is a 

process of forming between social structures and 

communication technologies that create networks in 

society (van Dijk, 2005). 
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For companies, this digitalization concept 

turns the market into a dynamic digital platform. This 

information civilization makes the product position a 

platform where all its power starts from data to become 

information and provide knowledge (Kasali, 2018). 

This information and knowledge will of course be 

disseminated and consumed by the public without 

limits. The same thing, in the explanation of Harlow & 

Harp (2013), states that the digital era provides easy 

internet access for consumers in spreading news using 

digital media. The existence of this digital media 

provides picture of horizontal communication, 

interconnected; communication from many sources to 

many audiences or many to many (Arief, 2019). It is 

also believed by the public that digital media provides a 

greater reach than print or radio media because it is 

seen as having the potential to become a more 

democratic alternative media (Harlow & Harp, 2013). 

 

In the performance of public relations, the 

presence of digital media or online media is called by 

some experts as a form of PR 2.0 transformation. The 

roles, functions and tasks of PR 2.0 are switched as 

connectors between the audience and practitioners 

through online media or digital platforms (Arief, 2019). 

The dialogical, interactive, relational and global nature 

of online media is very suitable in strategic public 

relations management, although at the same time some 

traditional methods are still used in distributing 

newsletters and bulletins (Grunig, 2009). The use of 

digital media offers more opportunities and benefits for 

companies through the creation and dissemination of 

consumer-generated content to increase engagement 

and company credibility (Pearson, 2010). Digital media 

is also one of the ideal tools in filtering information 

such as in systems search in cyberspace just by entering 

keywords regarding issues or issues related to the 

company or organization (Grunig, 2009). Data and 

information relating to this company or organization 

becomes a form of metadata, the result of digital media. 

Metadata is a form of simplification of information 

produced in digital form related to systems and indexes 

for searching or storing digital data that are created and 

clarified by users (organizations) (Scott & Kreiss, 

2016). 

 

In the next period, PR transformed into PR 3.0 

which in its performance has used social media in 

disseminating information. Social media this is the most 

widely used, most liked and trusted media by the 

public, so the task of PR is not only to monitor offline 

and online media but also social media (Arief, 2019). In 

addition, the presence of social media also provides 

access to strengthen media relations activities (Eyrich, 

Padman, & Sweetser, 2008). The use of this 

communication technology provides convenience in 

work and speeds up the circulation of information. With 

social media, the public is easier in carrying out social 

interactions in the communication component digital 

(Krishnamurthy, 2014). The existence of social media is 

also considered as a middle ground or a middle ground 

in social networks that is able to send messages while 

strengthening relationships between users so that they 

are able to integrate widely in the industry as digital 

tools (Eyrich, Padman, & Sweetser, 2008). For 

example, the use of social media such as Facebook, 

Twitter, Instagram, YouTube, to blogs that become 

digital platforms. 

 

Furthermore, at this stage, PR is referred to as 

PR 4.0, whose performance is supported by the 

sophistication of artificial intelligence (AI) systems and 

big data. This new development in analytical techniques 

using AI will help PR practitioners in a wider context of 

work (Galloway & Swiatek, 2018). AI itself is the 

ability of machines that use data algorithms to make 

decisions (systems) like what humans have done, for 

example the ability to think systems and act rationally 

like humans (Rouhiainen, 2018). AI is strategically a 

tool that can lighten PR work, so that anything else can 

be done, simply AI can make work easier by 

simplifying tasks such as in media coverage (Yaxley, 

2018). Various tools can be utilized by PR as a function 

to simplify PR tasks such as in distributing releases to 

various media, managing corporate campaigns to 

managing analytical data using AI technology (Arief, 

2019). In this era, new tools and new PR competencies 

will revolutionize PR work and practitioners must be 

able to adapt to technological trends in order to stay 

relevant. 

 

The transformation of public relations related 

to technological developments and digitalization poses 

a challenge for PR practitioners to evolve in setting new 

strategies to gain reputation in the public. In the same 

way, technological developments and the 4.0 industrial 

revolution require understanding and information in the 

strategic management of organizations. As a 

comprehensive communication function and role, 

public relations are a communication management 

function to build relationships between organizations 

and their publics (Kriyantono, 2014a). This relationship 

involves two subsystems that is responsible for building 

relationships and ensure the internal functional role of 

the company or organization and build relationships in 

the external environment including with other 

organizations, the public and the media (Petrovici, 

2014). In this regard, public relations today according 

to CIPR (The Chartered Institute of Public Relations) is 

about how the reputation of what is done, what is said, 

and what others say about the organization with the aim 

of gaining understanding and support and influencing 

opinions. and behavior between organizations and the 

public. 

 

The Role of Media Relations in Digitalization and 

Artificial Intelligence 

In the application of digitalization and 

artificial intelligence systems in public relations 4.0 

activities, companies and organizations will adapt and 
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require implementation in strategic management. The 

application of digitization in the context of digital 

public relations leads to the use of social media, whose 

role is very much needed in connecting audiences and 

stakeholders. Management of social media for PR is an 

alternative in digital communication management, 

including current media relations activities. The 

relationship between PR and mainstream media in this 

digital era requires social effectiveness in utilizing 

digital tools or online tools. This is because several 

studies conducted by PEW Internet and the American 

Life Project show that the role of digital tools such as 

social media for companies can represent 

communication tools rather than business tools in 

general (Kent & Saffer, 2003). 

 

Likewise in its scope with artificial systems 

intelligence, where AI is able to provide convenience in 

managing digital tools including social media. This is as 

explained by Panda (2019) in his research that: 

 

AI has the potential to automate and perform various 

tasks such as writing data, organizing and updating 

media lists, assisting in crisis management converting 

and transcribing audio into text, following and 

predicting media trends and monitoring and managing 

social media. 

 

From the explanation of the article, the 

effectiveness of AI in PR performance provides the 

potential to be able to work more easily and efficiently 

in managing social media. This effectiveness also plays 

a role in digital media relations activities, where AI is 

able to provide convenience in media monitoring 

activities. In research conducted by Galloway (2018), 

explaining AI technology is able to help organizations 

manage reputation and create engagement in 

monitoring media. Media monitoring activities 

themselves are carried out to evaluate PR activities in 

media relations activities. This AI capability is one of 

the interesting things in imitating human intelligence 

that is able to see a different world, so that AI is able to 

process and identify patterns and organizational data 

that affect reputation (Gourley, 2018). 

 

The importance of reputation for companies 

and organizations is able to provide a great asset to 

survive and succeed. Reputation is able to make the 

company more prominent among the public and a 

competitive advantage. Effective PR in maintaining the 

company's reputation will create good communication 

in building relationships with all stakeholders, including 

investors, employees, customers, journalists and the 

government. The existence of positive relationships and 

interactions between the company and the public will 

create public opinion on the communication activities 

that have been carried out by the company through 

suggestions, views, comments that are freely given 

through social media. This social media activity is able 

to spur help on interconnected offline activities (Harlow 

& Harp, 2013). 

 

From his presentation, Justin Ellis & Alyce 

McGovern (2015), the use of digital media refers to 

information and communication technology that can 

integrate various applications, functions, and content of 

digital media production by providing an efficient 

influence on interactivity between digital media users. 

This digital media consists of web 2.0. web 3.0, mobile 

mobile and users who use computer devices and the use 

of social media. So that in its implementation the use of 

social media will bring the interaction between the 

public and companies closer so that it is necessary to 

regulate the content published through the media. 

 

CONCLUSION 
Based on the results of data presentation and 

discussion of research on media relations management 

in improving a positive image in this digital era, it can 

be concluded that media relations activities in the 

digital era are carried out by PR practitioners by 

utilizing digital media such as the use of social media 

and the use of the organization's own website. The use 

of social media makes it easy for PR practitioners to do 

public relations work, such as in disseminating and 

conveying information to the public. The role and 

activities of media relations itself in this digital era 

refers to information and communication technology 

that can integrate various applications, functions and 

content of digital media production by providing an 

efficient influence on interactivity between users. 

Furthermore, the strategies in media relations 

management in this digital era lead to the management 

of social media for PR and the media. 

 

One alternative strategy in this activity is to 

utilize digital tools or online tools in social 

effectiveness in the digital era. As in the management 

of content on the organization's social media or the 

company itself, which can be referred to as owned 

media, which is intended as a disseminator of 

information internally and externally to the organization 

itself. The use of social media also requires content 

management to bring closer interactions between the 

public and companies. 

 

RECOMMENDATION 
Based on the results of the research that has 

been done, the researcher can convey several 

suggestions, that Looking at the limitations of the 

research, the researcher hopes that further research can 

be carried out with the same research theme and new 

trends. Then the researcher hopes that further research 

requires an evaluation in further research on media 

relations management in the digital era. So that in 

future research, we can study or to study more deeply 

related to the role and management of media relations 

in the digital era to new trends that follow the 
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advancement of information technology and the era of 

modernization. 

 

For the Practical Advice that Researchers hope 

that in this digital era, the role of media relations in 

improving the company's positive image has positive 

implications for Public Relations practitioners and 

media crews. Especially in the current pandemic 

situation and conditions, the application of digital 

media in media relations activities can be maximized 

with digital tools such as the use of social media. So 

that it will make it easier for Public Relations 

performance in building relationships with the media as 

well as with the public and company stakeholders 

quickly and in real time. 
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