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Article history This study examines the conceptual role of Public Relations
Received 16 March 2026 (PR) in managing organizational reputation and public trust,
Revised 14 April 2026 with a particular focus on State-Owned Enterprises (SOEs) in
Accepted 7 May 2026 the digital era. Rapid developments in information

technology have increased the risk of reputational crises,
requiring organizations to adopt transparent and responsive
communication strategies. Using a conceptual paper
approach and a structured literature review, this research
synthesizes various theoretical frameworks, including
Situational Crisis Communication Theory and the
organization-public relationship model. The analysis
indicates that PR functions as a strategic managerial pillar
that builds "reputational capital” through consistent two-
way communication, which acts as a buffer during
organizational crises. Furthermore, the study explores how
effective crisis communication strategies can mitigate public
uncertainty and restore trust by maintaining social
legitimacy. The resulting conceptual model provides a
systematic framework for understanding the interplay
between PR strategies, crisis management, and long-term
reputation preservation. This research contributes to the
theoretical expansion of organizational communication by
addressing the research gap in the SOE context. It concludes
that a proactive PR approach is essential for navigating the
complex digital landscape and suggests that future empirical
studies should validate this framework across diverse
industrial sectors.
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Introduction

The rapid evolution of digital technology and social media has significantly heightened
the risk of reputational crises for organizations, including major state-owned enterprises. In
this digital era, organizational reputation is regarded as a critical strategic asset linked to
sustainability, social legitimacy, and long-term stakeholder relationships. Because information
regarding organizational activities can be disseminated instantly across digital platforms,
public perception can shift rapidly, necessitating communication strategies that are
transparent, responsive, and adaptive [1],[2]. Media outlets serve not only as information
channels but as active agents that frame events, where public discourse can amplify negative
perceptions during a crisis. Consequently, crisis communication has become a fundamental
element of Public Relations (PR), functioning to manage information flow, reduce public
uncertainty, and facilitate reputational recovery [3],[4].

The phenomenon of reputational crisis is particularly observable in national energy
sectors, such as PT Pertamina (Persero), which has faced public scrutiny regarding corporate
governance and transparency. As a State-Owned Enterprise (SOE), Pertamina operates at the
intersection of commercial interests and public policy, bearing a larger social responsibility
than private firms due to its role in managing strategic national resources [5],[6]. While SOEs
are vital instruments for national economic development and social welfare, they often face
intense public attention and political pressure during organizational failures. Evidence
suggests that legal probes and governance scandals within such firms not only damage their
corporate image but also erode public trust and social legitimacy, which are essential for
maintaining national energy stability [1],[7].

Despite the growing importance of PR in organizational management, academic
literature focusing specifically on SOEs remains limited, as most studies prioritize private
corporations or general public institutions [8],[9]. Furthermore, existing crisis communication
research often relies on empirical testing of specific theories, such as the Situational Crisis
Communication Theory (SCCT), rather than on developing comprehensive conceptual models
that account for the unique relationships among state firms, the government, and the public

[1],[10]. This research aims to bridge this gap by developing a conceptual framework that
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explores how PR functions as a strategic mechanism to manage information and maintain
stakeholder trust during a crisis [4],[9].

Literature Review

A. Public Relations Concepts

Public Relations (PR) is defined as a communication management process that connects an
organization with various public groups interested in its activities. In classical literature, PR
functions as a managerial role aimed at building mutually beneficial relationships through
planned and systematic communication [4],[11]. Beyond merely disseminating information,
PR involves managing relationships, analyzing public opinion, and evaluating the impact of
organizational communication to ensure mutual understanding between the organization and
its stakeholders [10],[11].

Modern PR has evolved from one-way information delivery toward a more participatory
two-way communication model. This symmetrical approach emphasizes dialogue, positioning
the public as active participants who shape organizational legitimacy rather than passive
recipients of information [12],[13]. Within strategic management, PR practitioners are
expected to contribute to decision-making by providing analyses of public opinion and social
dynamics, ensuring that corporate policies align with stakeholder interests [3],[14].

B. Public Relations Theory

Public Relations theory positions organizational communication as a social system that
connects an entity with its environment. Effective PR is not solely measured by message
delivery but by the quality of the organization-public relationship, characterized by trust,
commitment, and satisfaction [4],[15]. Based on the two-way symmetrical model,
organizations obtain feedback to adjust policies according to public needs, thereby fostering
long-term stability [11],[12].

In a strategic management perspective, PR serves as a managerial function vital for
navigating social issues and potential conflicts that threaten reputation [14], [16]. This
approach integrates organizational communication with overall corporate strategy to protect
the firm's standing during crises or significant environmental shifts [3], [4]. By maintaining
social legitimacy through dialogue and relationship management, PR supports the long-term
sustainability and reputation of the organization [12], [16].

C. Public Trust

Public trust is understood as the community's belief in an organization’s integrity,
competence, and responsibility. It is a fundamental element of the organization-public
relationship that is built through continuous interaction and transparent, consistent

communication [17],[18]. Organizations demonstrate their commitment to public interest
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through responsible practices, which gradually foster societal confidence in the institution [17],
[19].

There is a significant correlation between corporate reputation and public trust, where a
positive reputation serves as an indicator of credibility and reliability [20],[21]. When an
organization maintains ethical standards and meets stakeholder expectations, its reputation
strengthens, thereby increasing public trust. Conversely, effective, open, and responsive
communication is essential to maintain this trust, as it allows organizations to accurately

explain policies and address emerging public concerns [4], [19].

Material and Methods

This study is designed as a conceptual paper, focusing on the development of
theoretical ideas and models through the analysis of relevant literature. In this research type,
empirical data is not gathered via surveys or experiments; instead, it involves a critical analysis
of existing theories and prior research findings to explain the relationships between Public
Relations strategy, crisis communication, corporate reputation, and public trust [22],[23]. This
approach allows for a systematic conceptual analysis of organizational communication
phenomena, providing theoretical contributions by establishing a framework that can serve as
a foundation for future empirical investigations [22].

The methodology employs a structured literature review to examine scientific
publications, including peer-reviewed international journal articles and academic books with
high credibility [5],[24]. This process involves analyzing core concepts within public relations
and reputation management to discover theoretical linkages between variables, ensuring that
the analysis is based on reliable and up-to-date scientific references [5],[23]. The reviewed
literature functions as the basis for constructing scholarly arguments that support the
development of the conceptual framework, enabling the identification of research gaps while
strengthening the study's theoretical grounding [5],[24].

The analytical technique utilized is conceptual analysis and theoretical synthesis,
where various concepts are critically analyzed to identify interrelationships between research
variables [22]. The process follows a systematic sequence: collecting relevant literature,
grouping key concepts, and synthesizing theories to build the conceptual model. Through this
method, the links between Public Relations strategy and the recovery of public trust are
systematically explained. The resulting model is expected to provide a robust theoretical basis
for understanding how crisis communication affects organizational standing, particularly in

the context of state-owned enterprises [22], [24].
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Results and Discussions

Public Relations (PR) is fundamentally understood as a strategic communication
process designed to establish and maintain mutually beneficial relationships between
organizations and their publics. In contemporary organizational communication, PR functions
not merely as a promotional instrument but as a managerial activity that shapes organizational
legitimacy, stakeholder engagement, and reputation sustainability [ 2], [25]. The development
of PR practices has evolved significantly alongside the transformation of communication
technology and digital media ecosystems. Organizations are now required to communicate
transparently, responsively, and interactively to meet the expectations of increasingly active
and participatory publics. Consequently, PR activities encompass communication planning,
media management, issue monitoring, crisis response, and reputation maintenance as
interconnected organizational functions [26], [27].

Within this context, PR concepts are closely associated with reputation management
because public perception is largely constructed through communication experiences and
organizational narratives. Corporate reputation emerges from repeated interactions between
organizations and stakeholders over time. Effective PR strategies help organizations establish
positive perceptions by ensuring message consistency, information transparency, and
stakeholder responsiveness [2], [25]. These communication efforts contribute to the creation
of organizational credibility, which becomes an important intangible asset in highly
competitive and uncertain environments. When organizations consistently deliver
trustworthy communication, stakeholders are more likely to perceive them as reliable and
socially responsible institutions. Therefore, reputation should be viewed not only as a
communication outcome but also as a strategic organizational resource [26],[27].

The theoretical foundation of PR is further strengthened through the application of
crisis communication theories such as Situational Crisis Communication Theory (SCCT) and
Image Restoration Theory (IRT). SCCT explains that organizational responses during crises
significantly influence stakeholder perceptions regarding responsibility and accountability
[25],[28]. According to this theory, organizations must select crisis response strategies that
align with stakeholder attributions of responsibility. Transparent communication, corrective
action, and timely clarification are considered essential components for minimizing
reputational damage. Similarly, IRT emphasizes that organizations attempt to restore
damaged reputations through strategies such as denial, justification, corrective action, and
mortification [26], [27]. These theories demonstrate that PR activities are not limited to
information dissemination but involve strategic efforts to manage meaning, public

interpretation, and organizational legitimacy during uncertain situations.
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Furthermore, the integration of digital communication technologies has transformed
the implementation of PR theory in practice. Social media platforms accelerate information
circulation and amplify public reactions, making organizational reputation increasingly
vulnerable to reputational threats and communication failures [2],[28]. In digital
communication environments, organizations must demonstrate communication agility and
responsiveness to maintain stakeholder confidence. PR practitioners therefore need adaptive
strategies capable of balancing transparency, consistency, and speed in managing
organizational narratives. The integration of PR concepts, crisis communication theories, and
digital communication practices creates a comprehensive analytical framework for
understanding how organizations maintain legitimacy and reputational stability in
contemporary society [25],[27]. Ultimately, PR theory emphasizes that organizational
sustainability depends heavily on communication quality, stakeholder trust, and the ability to
manage public perception strategically and ethically across both conventional and digital
communication spaces.

Table 1. Summary of Public Relations Concepts and Theoretical Foundations in

Organizational Reputation Management

Main Aspect Description Supporting
Theory/Concept

Public Relations Strategic communication process for managing PR Management

Function stakeholder relationships Theory

Reputation Organizational reputation built through Corporate Reputation

Management communication consistency and transparency Concept

Crisis Managing organizational responses during crises ~ SCCT and IRT

Communication

Digital Social media accelerates interaction and Digital PR Framework

Communication reputational exposure

Organizational Public trust developed through ethical and Stakeholder Theory

Legitimacy responsive communication

Public trust represents one of the most essential outcomes of effective organizational
communication and strategic public relations practices. Trust is generally defined as the
willingness of stakeholders to believe that an organization acts responsibly, transparently, and
consistently in fulfilling its commitments and social obligations [2], [27]. In organizational
contexts, public trust is closely associated with credibility, legitimacy, accountability, and
communication integrity. Organizations that consistently provide accurate information,
demonstrate ethical behavior, and maintain responsive communication are more likely to
establish sustainable relationships with their stakeholders. Consequently, trust becomes an
intangible organizational asset that significantly influences reputation, stakeholder loyalty,
and long-term institutional sustainability [25],[26].

The development of public trust is strongly influenced by communication experiences

between organizations and their publics. Trust cannot be established instantly; rather, it
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evolves gradually through continuous interactions characterized by openness, reliability, and
mutual understanding. Strategic PR activities therefore play a critical role in fostering trust by
ensuring that communication processes remain transparent and stakeholder-oriented [2],[25].
In crisis situations, trust becomes particularly fragile because stakeholders tend to evaluate
organizational accountability based on communication responses and crisis management
performance. Organizations that fail to communicate transparently during crises risk losing
stakeholder confidence and experiencing severe reputational decline. Conversely,
organizations capable of demonstrating empathy, responsibility, and corrective action are
more likely to preserve public trust even under significant scrutiny [27],[28].

The relevance of public trust becomes even more significant in digital communication
environments where information spreads rapidly and public opinion changes dynamically.
Social media platforms empower stakeholders to actively evaluate, criticize, and disseminate
organizational information in real time. This communication environment increases
reputational vulnerability while simultaneously intensifying the importance of transparent
and adaptive PR strategies [2],[28]. In digital spaces, public trust is strongly influenced by
organizational responsiveness, consistency of messaging, and communication authenticity.
Stakeholders increasingly expect organizations to engage directly with public concerns and
provide immediate clarification during uncertain situations. Therefore, organizations must
adopt communication approaches that emphasize openness, accountability, and participatory
interaction to maintain social legitimacy [25],[27].

Moreover, public trust serves as a protective mechanism during reputational crises
because organizations with strong reputational capital tend to receive greater stakeholder
tolerance during periods of uncertainty [26], [28]. This reputational capital is developed
through long-term communication consistency and responsible organizational behavior.
When trust has been established successfully, stakeholders are more likely to perceive crises
as temporary challenges rather than indicators of systemic organizational failure. As a result,
trust functions not only as a communication outcome but also as a stabilizing factor that
supports organizational resilience. Organizations that maintain transparent and ethical
communication practices are generally more capable of preserving stakeholder confidence
even amid intense public scrutiny and digital misinformation [3], [32]. In addition, sustained
public trust can strengthen organizational adaptability by encouraging continued stakeholder
support, cooperation, and legitimacy during periods of institutional disruption and
reputational uncertainty [18], [40]. The integration of public trust within the conceptual
framework of PR and crisis communication therefore highlights the importance of strategic

communication management in sustaining organizational legitimacy, strengthening
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stakeholder relationships, and protecting corporate reputation in increasingly volatile digital
communication environments [2], [27].

Table 2. Summary of Public Trust Dimensions and Their Implications for Organizational

Communication
Main Aspect Description Communication
Implication
Public Trust Stakeholder confidence in organizational Builds organizational
integrity and accountability legitimacy
Transparency Open and accurate communication strengthens  Enhances stakeholder
credibility confidence
Crisis Trust influenced by organizational response Reduces reputational
Communication during crises damage
Digital Social media intensifies public scrutiny and Requires adaptive
Environment interaction communication
Reputational Positive reputation provides resilience during Sustains long-term trust
Capital crises
Conclusion

This study concludes that Public Relations serves as a vital strategic pillar in navigating
the complexities of organizational crises, particularly within the unique landscape of state-
owned enterprises. The developed conceptual framework demonstrates that a proactive PR
strategy, built upon the principles of transparency and consistent two-way communication, is
essential for mitigating the immediate negative impacts of a crisis. By positioning PR as a core
managerial function rather than a mere technical tool, organizations can effectively manage
the flow of information and maintain stakeholder alignment even during high-pressure
situations.

Furthermore, the integration of crisis communication with reputation management
highlights that an organization’s standing is not merely recovered post-crisis but is protected
by the "reputational capital” built through long-term ethical practices. This research
emphasizes that in the digital era, where information moves instantaneously, the speed and
accountability of an organization’s response directly determine the preservation of public trust.
The proposed model provides a systematic guide for organizations to move from crisis to
opportunity by prioritizing credibility and social responsibility. Future empirical research is
encouraged to test this framework across different industrial sectors to further validate its

applicability in diverse crisis scenarios.

Limitation and Suggestions

This study identifies several limitations that should be considered when interpreting
the proposed conceptual framework. Primarily, as a conceptual paper, this research focuses on
theoretical synthesis and model development without the inclusion of direct empirical data
collection. Consequently, the interrelationships between the identified constructs have not

been statistically tested or validated through qualitative or quantitative field methods [22],
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[12]. Furthermore, while the analysis draws from a wide range of scholarly literature, the
dynamic nature of digital communication means that certain emerging global trends in crisis
management may not be fully captured [4], [39]. Additionally, the specific focus on State-
Owned Enterprises (SOEs) may limit the generalizability of the model, as the unique
relationship between state firms and the government creates communication dynamics that
differ significantly from private sector organizations [10], [1].

Based on these limitations, several suggestions are proposed for future research.
Future studies are encouraged to empirically test the conceptual model through quantitative
approaches, such as surveys, to statistically verify the links between Public Relations strategy,
reputation, and public trust [4], [23]. Qualitative methods, including in-depth interviews with
practitioners or case studies, could also provide a more nuanced understanding of how these
strategies are operationalized in real-world crises. Moreover, expanding the organizational
context to include private corporations and non-profit sectors would allow for comparative
analyses that broaden the scope of the framework [1], [39]. Lastly, integrating the specific role
of social media and digital platforms into the model is crucial for understanding how
organizations can effectively manage their digital footprint and maintain public confidence in
an increasingly transparent information environment [4], [23].
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