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ABSTRACT
Purpose – This study examines associations among Digital
Public Relations Transformation, Digital PR Maturity, Brand
Awareness, and Stakeholder Engagement in one Islamic
educational institution and develops a context-specific conceptual
blueprint for digital PR management.
Design/methods/approach – A sequential explanatory mixed-
methods design combined a survey of 102 stakeholders analyzed
using PLS-SEM with interviews and focus group discussions
involving 12 participants. Religious Content was examined
qualitatively as contextual evidence rather than as a statistical
moderator.
Findings – Digital PR Transformation was positively associated
with Digital PR Maturity (β = .417, p < .001, R² = .174) and Brand
Awareness (β = .268, p < .001). Digital PR Maturity was positively
associated with Brand Awareness (β = .208, p < .001, R² = .162),
while Brand Awareness was associated with Engagement (β =
.468, p < .001, R² = .219). Qualitative accounts emphasized
consistent academic-religious messaging, clear workflows, and
interaction prompts. Because bootstrapped indirect-effect
intervals are not reported, the results do not establish mediation.
Research Implications – The study offers a process-oriented,
institution-specific blueprint for governance, content coordination,
and analytics. The findings are associative and require replication,
complete measurement-model reporting, and pilot implementation
before broader generalization.
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1. Introduction
Islamic educational institutions are increasingly expected to use official digital communication

channels while preserving academic and religious values. Digital transformation therefore requires
more than platform adoption; it also requires coordinated governance, content processes, and
stakeholder-oriented communication. These demands are especially relevant as Islamic education
navigates institutional change, global pressures, and the continuing importance of religious identity
(Azizah et al., 2025 ; Qotrunada et al., 2025 ; Rohman et al., 2024 ).

Despite growing platform adoption, public relations practices in many Islamic educational
institutions remain fragmented and insufficiently integrated (Mudiono & Mudzakkir, 2025 ).
Communication routines may still rely on conventional methods, limiting
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stakeholder interaction and opportunities to strengthen institutional reputation and public trust (Irwan
& Misidawati, 2025 ). Persistent variation in brand awareness and stakeholder engagement highlights
the need for adaptive, integrated, and technology-supported PR strategies.

Institutions also face challenges in maintaining consistent digital engagement. Students,
alumni, parents, and community groups may not interact regularly through institutional channels, while
limited engagement metrics complicate the evaluation of communication performance (Apriansah,
2024 ; Ardyansyah et al., 2025 ). Prior studies therefore emphasize digital PR governance, social
media management, content consistency, and data-informed evaluation (Albustomi & Hefniy, 2025 ;
Kurniawati, 2023 ; Palupi et al., 2025 ; Mareta Puri Rahastine & Susilowati, 2025 ; Sudarmanto et al.,
2020 ).

To clarify the analytical scope, Digital Public Relations Transformation (X1) refers to the
adoption and coordination of digital tools, governance, team capability, and cross-channel processes.
Digital PR Maturity (X2) denotes the standardization, procedural discipline, and routine use of data in
communication workflows. Brand Awareness (Y1) reflects stakeholder recognition and recall of
institutional identity, while Engagement (Y2) reflects interaction behaviors. Religious Content (Z) is
used only as a qualitative contextual lens for value consistency, authoritative references, ethical tone,
and sensitivity to Islamic norms. Communication effectiveness is not modeled as a separate latent
construct; it is discussed as a broader interpretation of the measured relationships.

In response, the study examines a process-oriented Digital Public Relations Management
Model for the Industry 4.0 context. The proposed model links digital transformation, process maturity,
brand awareness, and engagement, while academic-religious content provides contextual
interpretation. The mixed-methods design evaluates the proposed associations and informs a
conceptual blueprint covering governance, workflows, content coordination, performance indicators,
and feedback loops. The blueprint is not implemented or experimentally tested in the present study
(Huda et al., 2025 ).

Prior studies show that digital branding and social media can strengthen community
engagement, institutional identity, and reputation (Mundiri et al., 2021 ; Nurrahman, 2024 ;
Sudarmanto et al., 2020 ; Yusup et al., 2025 ). However, limited research has examined Digital PR
Transformation, Digital PR Maturity, Brand Awareness, and Engagement within one integrated
framework in Islamic education. The role of academic-religious content also remains underexplored
as a contextual mechanism, and mixed-methods studies that connect structural associations with
stakeholder accounts remain limited (Martha, 2025 ).

The proposed framework follows a process-maturity logic: digital capability is expected to
become consequential when it is embedded in standardized routines, which may support consistent
institutional recognition and subsequent stakeholder interaction. Accordingly, four directional
hypotheses are tested: H1, Digital PR Transformation is positively associated with Digital PR Maturity;
H2, Digital PR Transformation is positively associated with Brand Awareness; H3, Digital PR Maturity
is positively associated with Brand Awareness; and H4, Brand Awareness is positively associated with
Engagement. Religious Content is not included in the structural model.

The contribution of this study is fourfold: it evaluates the four constructs within one explanatory
framework; reports the direct association between brand awareness and engagement; uses religious
content as a qualitative contextual lens; and combines sequential explanatory mixed methods with a
limited design-oriented component to formulate a context-specific blueprint (Eriani et al., 2025 ).
These contributions are preliminary because the study is based on one institution and does not test
the blueprint through implementation.

At the practical level, the findings may inform governance, cross-channel coordination, content
planning, and analytics routines in the studied institution. Data
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analytics and artificial intelligence are treated as prospective development options rather than
empirically tested components (Syafii et al., 2025 ).

Based on these motivations, the study addresses four questions: (1) How is Digital PR
Transformation associated with Digital PR Maturity in the studied institution? (2) How are Digital PR
Transformation and Digital PR Maturity associated with Brand Awareness? (3) How is Brand
Awareness associated with Stakeholder Engagement? (4) How do stakeholders describe the role of
academic and religious content in strengthening interaction?

Using a quantitative survey followed by interviews and FGDs with PR managers and
stakeholders, the study tests the four structural hypotheses and uses qualitative evidence to
contextualize the observed relationships. It also develops a conceptual digital PR blueprint for future
pilot testing, consistent with calls for adaptive digital PR strategies in educational settings (Putri &
Yuliana, 2025 ).

2. Methods

Figure 1. Research procedure. Sampling was purposive stratified without random
selection, and Religious Content was treated as a qualitative contextual construct rather

than a moderator.

2.1 Research Approach and Design
This study used a sequential explanatory mixed-methods design, in which the quantitative

phase preceded the qualitative phase and the latter was used to contextualize the statistical
relationships (Creswell & Plano Clark, 2018 ). The quantitative component was observational and
cross-sectional. A limited Design Science Research component was used to synthesize the integrated
findings into a conceptual blueprint, following the problem identification, design, and communication
logic of design-oriented research (Peffers et al., 2007 ). The blueprint was not implemented or
evaluated in an institutional pilot.

2.2 Population and Sample
The population of this study includes stakeholders of an Islamic educational institution that has

been operating official digital communication channels for at least two years. The stakeholder groups
represented in this population consist of PR managers, lecturers, education staff, students, alumni,
and parents.

Quantitative data were obtained from 102 stakeholders from one Islamic educational institution.
Participants were selected through purposive stratified sampling based on stakeholder roles; no
random selection was applied. The sample included 2 PR managers, 5 lecturers, 5 education staff, 20
students, 40 alumni, and 30 parents. Of 128 survey invitations, 102 valid responses were obtained,
yielding a response rate of approximately 79.7%. The PLS-SEM 10-times rule was used only as a
preliminary heuristic: because Brand Awareness received two incoming paths, the heuristic minimum
was 20 cases. The final sample
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exceeded this value, but its adequacy does not remove the limitations of a single-site purposive
sample (Hair et al., 2022 ).

In the qualitative phase, 12 participants were selected purposively to represent the stakeholder
groups: 2 PR managers, 2 lecturers, 2 education staff, 2 students, 2 alumni, and 2 parents. Data were
gathered through in-depth interviews and FGDs. Data collection ceased when the research team
judged that additional accounts no longer produced substantively new themes.

2.3 Variables and Operational Definitions

a. Digital Public Relations Transformation (X1): measured through digital policy and governance,
infrastructure and platforms, team capability, data- and analytics-oriented processes, and
coordination of academic-religious content in the editorial calendar. This final dimension
concerns workflow integration, whereas Religious Content (Z) concerns the qualitative
characteristics of message values and tone.

b. Digital PR Maturity (X2): includes dimensions such as standard operating procedures (SOPs) for
response and response time; content calendar (regularity of posting frequency and cross-
channel coordination); channel integration (planned cross-posting workflows); dashboard metrics
(completeness and frequency of review); and quality of campaign execution.

c. Religious Content (Z): examined qualitatively through value consistency, authoritative references,
ethical communicative tone, and sensitivity to Islamic norms. It was not included as a moderator
or predictor in the structural model.

d. Brand Awareness (Y1): assessed through indicators such as reach/impressions, share of voice,
aided and unaided brand recall, and branded search volume within the same observation period.

e. Engagement (Y2): assessed through engagement rate, click-through rate, watch or dwell time,
newsletter open and click rates, and inbox response rate.

f. Control variables: institutional size, age of digital channels, posting frequency, digital advertising
expenditure, and academic seasonality were recorded as contextual characteristics but were not
included in the reported structural model.

2.4 Research Instruments
The main instrument was an online Likert-scale questionnaire developed from digital PR and

branding literature and adapted to the religious context. Practitioners in digital PR and religious
communication reviewed content relevance, and a pilot test with 30 respondents was used to refine
item wording and examine preliminary reliability. Supporting instruments comprised a checklist for
cross-channel digital metrics, semi-structured interview and FGD guides, and a document audit sheet
for SOPs, content calendars, dashboards, and campaign materials. The current article reports the
perception-based structural model and qualitative summaries; item-level instrument details and pilot
coefficients are not presented.

2.5 Data Collection Techniques
Data collection comprised an online survey, platform and web analytics extraction, interviews

and FGDs, and document review. Survey responses were used in the reported PLS-SEM model.
Platform metrics and documents served as contextual triangulation materials
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and were not modeled as separate outcome datasets in the reported analysis. The survey and
qualitative evidence were integrated during interpretation.

2.6 Quantitative Data Analysis
Quantitative data were analyzed using PLS-SEM in SmartPLS. Analysis covered the

measurement model and structural model in accordance with established PLS-SEM reporting
guidance (Hair et al., 2022 ).

Convergent validity was evaluated using outer loadings and Average Variance Extracted (AVE),
internal consistency using Composite Reliability (CR), and discriminant validity using the Heterotrait-
Monotrait Ratio (HTMT). The adopted thresholds were outer loadings of at least .70, AVE of at least
.50, CR of at least .70, and HTMT below .90 (Hair et al., 2022 ; Henseler et al., 2015 ).

Structural assessment used R², f², and Q², while path significance was evaluated with 5,000
bootstrap resamples. Mediation requires a bootstrapped indirect-effect confidence interval that
excludes zero; products of direct coefficients alone were treated as descriptive quantities rather than
inferential mediation evidence (Hair et al., 2022 ).

Religious Content was not tested as a moderator. Harman's single-factor test and full-
collinearity VIF were specified as common-method-bias diagnostics, and Importance-Performance
Map Analysis was specified as an exploratory prioritization procedure (Kock, 2015 ; Ringle & Sarstedt,
2016 ). Because numerical diagnostic and IPMA outputs are not reported in the Results, no
substantive conclusion in this article is based on those procedures.

2.7 Qualitative Data Analysis
Qualitative data were analyzed through iterative open coding, category development, and

theme refinement to identify patterns in strategy, religious values, content practices, governance
routines, and performance metrics (Braun & Clarke, 2006 ; Zahrah et al., 2025 ). Credibility
procedures included member checking, peer debriefing, source triangulation, an audit trail, and
contextual description.

2.8 Integration of Quantitative and Qualitative Result
Quantitative and qualitative findings were integrated through a joint display that aligned each

reported structural path with stakeholder accounts (Creswell & Plano Clark, 2018 ). The integrated
interpretation informed a conceptual blueprint covering roles, workflows, SOPs, KPIs, and feedback
loops. The blueprint was not pilot-tested, and its implementation is reserved for future research.

2.9 Methodological Novelty
The methodological contribution is the combination of sequential explanatory mixed methods

with a limited design-oriented synthesis. The approach tests four structural associations,
contextualizes them with stakeholder accounts, and translates the integrated findings into a
conceptual blueprint.

The framework connects Brand Awareness and Engagement and uses Religious Content as a
qualitative context. Objective platform metrics and documents were collected for triangulation but
were not incorporated into the reported structural model. Religious Content is proposed for statistical
testing only in future research.

This configuration offers a context-specific pathway from association testing to conceptual
model development. Because the blueprint was not implemented and data came from one institution,
it should be treated as a preliminary design proposition rather than an implementation-ready model.
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2.10 Research Ethics
This study adheres to established research ethics principles (Israel & Hay, 2006 ) by protecting

respondent confidentiality, providing clear information regarding the objectives of the research, and
obtaining informed consent prior to data collection. All data were processed using anonymized codes
to prevent bias and safeguard respondent privacy. In the institutional context where this study was
conducted, formal ethical clearance from a centralized ethics committee is not required for minimal-
risk survey research. Nevertheless, all research procedures followed the internal ethical guidelines
applicable within the university, including voluntary participation, the right of respondents to withdraw
at any time without consequence, and secure data management and storage in accordance with
institutional data protection standards.

3. Result and Discussion

3.1 Structural Associations among Digital PR Transformation, Maturity, Brand Awareness, and
Engagement

In the studied institution, Digital Public Relations Transformation (X1) was positively associated
with Digital PR Maturity (X2), β = .417, p < .001, R² = .174. Digital PR Transformation was also
positively associated with Brand Awareness (Y1), β = .268, p < .001, while Digital PR Maturity showed
an additional positive association with Brand Awareness, β = .208, p < .001. Together, X1 and X2
explained 16.2% of the variance in Y1.

Brand Awareness (Y1) was positively associated with Engagement (Y2), β = .468, p < .001, and
explained 21.9% of its variance. These coefficients indicate statistically significant associations within
the sampled institution. They do not, by themselves, establish causal effects or communication
effectiveness as a separately measured outcome.

The product of the X1 to X2 and X2 to Y1 coefficients was approximately .087, while the
product of the X1 to Y1 and Y1 to Y2 coefficients was approximately .125. These quantities describe
possible indirect pathways, but formal mediation cannot be concluded because bootstrapped indirect-
effect estimates and confidence intervals are not reported.

Qualitative accounts provided contextual explanations for the reported associations.
Participants emphasized clear SOPs, structured content calendars, consistent academic-religious
messaging, regular analytics reviews, and explicit interaction prompts. These accounts suggest how
process discipline and message consistency may support recognition and interaction, but they do not
constitute an independent statistical test of the structural paths.

Table 1. Reported structural model results

Path β p R² Evidence-based interpretation

X1 to X2 .417 < .001 .174 Positive association with Digital PR Maturity

X1 to Y1 .268 < .001 .162 Positive association with Brand Awareness

X2 to Y1 .208 < .001 .162 Positive association with Brand Awareness

Y1 to Y2 .468 < .001 .219 Positive association with Engagement

Note. R² is reported for the endogenous construct and is repeated for paths sharing the same
outcome.
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3.2 Interpretation of Structural Results and Qualitative Context

Figure 2. Reported PLS-SEM structural model linking Digital PR Transformation (X1),
Digital PR Maturity (X2), Brand Awareness (Y1), and Engagement (Y2). Indicator labels

are schematic; interpretation is limited to the reported structural coefficients.
The model explained 17.4% of Digital PR Maturity, 16.2% of Brand Awareness, and 21.9% of

Engagement, indicating modest explanatory power. The positive association between digital
transformation and process maturity is consistent with literature emphasizing integrated digital
governance and coordinated PR routines (Irwan & Misidawati, 2025 ; Mudiono & Mudzakkir, 2025 ).
The association between brand awareness and engagement also aligns with studies linking digital
branding, social media, and stakeholder interaction (Mundiri et al., 2021 ; Nurrahman, 2024 ; Palupi et
al., 2025 ).

The current manuscript states that retained loadings exceeded .70, CR and AVE met minimum
criteria, and HTMT was below .90. However, exact indicator loadings, construct reliability values,
HTMT ratios, f² values, Q² values, common-method-bias diagnostics, and IPMA scores are not
presented in auditable tables. Consequently, the discussion is limited to the reported path coefficients
and R² values.

Operationally, the strongest reported structural association was between Brand Awareness and
Engagement. Process maturity may therefore be a relevant management focus, particularly through
response standards, content-calendar discipline, cross-channel coordination, and periodic analytics
review. AI-based prediction, recommender systems, and sentiment analysis remain prospective
options for future implementation and were not empirically tested in this study.

3.3 Brand Awareness, Engagement, and Academic-Religious Content
Brand Awareness significantly predicted Engagement, β = .468, p < .001, R² = .219. Under the

standardized linear association, a .30 standard deviation difference in awareness corresponds
descriptively to approximately .14 standard deviations in engagement. This calculation is illustrative
and should not be interpreted as an experimental forecast.

Students and alumni described familiarity, trustworthiness, and consistency as reasons for
interacting with institutional content. Parents emphasized the relevance and shareability of content
that combines academic clarity with appropriate religious framing, while PR practitioners highlighted
visual identity and explicit engagement prompts. These summaries support a contextual interpretation
of RQ4, but Religious Content was not statistically tested.
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Table 2. Joint display of quantitative and qualitative evidence

RQ Reported evidence Bounded integrated inference

RQ1 X1 to X2: β = .417, p < .001, R² = .174.
Accounts emphasized SOPs, calendars, and
analytics review.

Digital transformation is associated with
process maturity in the studied institution.

RQ2 X1 to Y1: β = .268; X2 to Y1: β = .208; both p <
.001; R² = .162. Participants emphasized
message consistency.

Transformation and maturity are associated
with awareness; no causal inference is made.

RQ3 Y1 to Y2: β = .468, p < .001, R² = .219.
Familiarity, trust, and prompts were linked to
interaction.

Awareness is associated with engagement and
is contextually supported by stakeholder
accounts.

RQ4 No statistical test. Parents and practitioners
emphasized relevant academic-religious
framing.

Religious Content is a qualitative contextual
finding, not a tested structural effect.

3.4 Practical Implications for Institutional Digital PR
The findings suggest, rather than establish, a context-specific set of management priorities for

the studied institution. First, role clarity across content operations, community management, analytics,
and message governance may help translate digital capability into more disciplined processes.

Second, standardized workflows for planning, production, publication, moderation, and
evaluation may reduce fragmentation. An integrated content calendar can coordinate academic,
religious, admissions, graduation, Ramadan, and public-service themes while maintaining message
continuity.

Third, an institutional dashboard may connect awareness indicators, such as impressions,
share of voice, and recall, with engagement indicators, such as engagement rate, CTR, watch time,
newsletter open and click rates, and inbox response rate. These recommendations should be pilot-
tested before claims of effectiveness are made.

Pilot implementation could compare selected channels before and after workflow changes over
a predefined period. Such testing should specify the implementation context, duration, outcome
indicators, and comparison strategy. Until such evidence is available, the blueprint should be treated
as a conceptual proposition rather than a validated roadmap.

4. Conclusion
This single-institution study found positive associations between Digital Public Relations

Transformation and Digital PR Maturity, β = .417, p < .001, R² = .174; Digital Public Relations
Transformation and Brand Awareness, β = .268, p < .001; Digital PR Maturity and Brand Awareness,
β = .208, p < .001, R² = .162; and Brand Awareness and Engagement, β = .468, p < .001, R² = .219.
These findings support the proposed direct relationships but do not establish causality or mediation
because bootstrapped indirect-effect confidence intervals are not reported.

The study contributes a process-oriented framework linking digital capability, process discipline,
institutional recognition, and stakeholder interaction. Qualitative accounts indicate that academic-
religious message consistency, governance routines, and interaction prompts may contextualize these
relationships. Practically, the findings inform a preliminary blueprint involving role clarity, standardized
workflows, integrated content calendars, and KPI dashboards. The blueprint has not been
implemented or evaluated.



129Digital Public Relations Transformation, Brand Awareness, and Stakeholder Engagement in a...

The findings are bounded by a cross-sectional, purposive sample from one institution,
heterogeneous stakeholder groups, self-reported perceptions, an unspecified analytics observation
window, and incomplete reporting of measurement-model diagnostics, indirect-effect intervals, IPMA
results, and qualitative coding evidence. Generalization to other Islamic educational institutions
therefore requires replication with multisite samples, complete statistical reporting, and stronger
qualitative documentation.

Future research should test the blueprint through predefined pilot studies, report full
measurement and structural diagnostics, evaluate intergroup differences, and examine Religious
Content as a clearly operationalized predictor or moderator. AI-based analytics may also be evaluated
as a separate intervention rather than assumed as a component of the present findings.
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