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of Al. One of the primary recommendations was to use artificial intelligence
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perspective of public relations practitioners, the media field is the area most in
need of Al integration within Jordanian universities, with 47.7% of
respondents highlighting this need.
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1. Introduction

Over the past four decades, the world has experienced remarkable
advancements in various fields, profoundly impacting individuals and
institutions alike (Tirksoy, 2022). An unprecedented technological and
information revolution drives these changes, compelling countries and
organizations to embrace these innovations due to their significant positive
effects on performance and development. As a result, the world has become a
global village with minimal technical barriers to exchanging services and
knowledge across borders (Anjani & Wolor, 2024). The information revolution,
fueled by the emergence of the internet and artificial intelligence, has driven
change in countless aspects of life. Artificial intelligence, in particular, has
permeated various fields, transforming the public relations landscape (Cerci,
2024). Al tools have imposed a new reality on the field, prompting public
relations practitioners to adopt these technologies to enhance their competitive
edge. Many have increasingly relied on Al for numerous tasks, benefiting from
unique opportunities to measure public perceptions, gather feedback, and reveal
smart insights. Al's power lies in its data-driven approach, facilitating
innovative solutions, better planning, and faster knowledge sharing within
public relations, especially amid the ongoing revolution of modern technologies
poised to further transform the field (Attar et al., 2024; Huang & Rust, 2018).
As a crucial component of institutional media, public relations provides fertile
ground for the growth of Al technologies, which have become essential in all
facets of life, particularly in public relations (Galloway & Swiatek, 2018a). The
integration of Al in public relations work is accelerating rapidly, becoming a
vital strategy for augmenting human capabilities with automated technology.
This enhances the effectiveness of public relations activities, ensuring survival,
continuity, and adaptation to digital technology (Almesafri & Habes, 2023;
Bdoor & Habes, 2024; Habes, Alanani, et al., 2024; Habes, Alhazmi, et al.,
2024; Tahat et al., 2023). Al facilitates the transformation of data, whether
numbers, audio, or video—into text within seconds, creating content, designing
campaigns, managing crises, and anticipating potential crises before they
escalate. It automates routine tasks, targets audiences more precisely, and
enables effective customer communication through instant responses to
Inquiries and interactions (Soegiarto et al., 2024a). These developments strongly
justify the need for the current study, which aims to explore the extent to which
Al techniques are employed in public relations within universities. Public
relations is a critical component of any organization’s administrative and
communication process, whether in the public or private sector, and it is
particularly impacted by modern technological developments that support its
work. Employing Al applications can significantly enhance institutional
performance, leading to growth and development by formulating more accurate
and efficient strategies (Soegiarto et al., 2024a). As technological



345

Al Olaimat, Ma,abrah, Al Hadeed, Bader Al Hadid, Yassin Tahat, Mohammed Habes

transformations sweep the globe, the importance of public relations within
organizations has grown, and the urgent need to integrate modern mechanisms
and emerging applications has become apparent. Al represents the pinnacle of
digital progress, enriching all aspects of life and various scientific fields.
Integrating public relations and Al has resulted in a pivotal shift within
organizations, allowing tasks to be completed more quickly and efficiently
through advanced, less costly, and labor-intensive tools. Al’s role in public
relations has become a driving force for human development and a crucial
requirement for institutional adaptation (Jeong & Park, 2023).

This study aims to identify the extent of public relations practitioners'
awareness of artificial intelligence techniques within Jordanian universities and
examine the advantages of employing these technologies. It also seeks to
explore the proposals offered by public relations practitioners in Jordanian
universities regarding adopting Al tools while identifying the obstacles they
face in implementing these techniques. Furthermore, the study aims to pinpoint
the areas within Jordanian universities that most need Al technology from the
perspective of public relations practitioners. This study, therefore, seeks to
answer the primary question: To what extent are artificial intelligence
techniques employed in the public relations departments of Jordanian
universities, considering both the current reality and the obstacles faced?

Study Significance

The importance of this study arises from its focus on a significant and
original topic within the media field, addressing a modern technology that is
rapidly being integrated into organizations across sectors. This technology has
become a rudimentary strategy for digital transformation. However, scientific
research remains scarce examining the intersection of public relations and
artificial intelligence, particularly within the humanities. As organizations
increasingly prioritize artificial intelligence applications to automate operations
and enhance performance, interest in these tools has surged in recent years. This
study proposes strategies for public relations practitioners at Jordanian
universities to leverage artificial intelligence more creatively, effectively, and
efficiently, thereby elevating their work. Also, it highlights the growing
necessity for further scientific research on artificial intelligence, one of the most
vital pillars of modern technology. It emphasizes the importance of connecting
Al with public relations, which remains at the heart of institutional operations
and organizational communication.

2. Review of Literature

Integration of Al in Public Relations
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A study by (Galloway & Swiatek, 2018b) aimed to assess how public
relations practitioners at Saudi Airlines utilize Al applications and evaluate their
influence on professional competencies. Employing a quantitative and
analytical survey method, the study sampled 31 public relations practitioners
based at the airline’s Jeddah headquarters. Data was collected using a
guestionnaire, revealing that Al applications were moderately used to formulate
media messages, write news, and measure customer satisfaction. The senior
management at Saudi Airlines provided considerable support for Al integration,
leading to benefits like reduced time and effort and faster responses to inquiries
and complaints. However, practitioners faced challenges in understanding Al's
application in interpreting social emotions and values. (Syed et al., 2024) further
examined the perspectives of public relations practitioners on using Al tools,
identify the areas of Al application, and assess the positive effects and
challenges of Al use. Conducted through a survey of 100 public relations
practitioners in Saudi companies, the study found that Al contributed
significantly to planning and influencing behavioral intent, ultimately producing
diverse, high-quality content. However, controlling advanced Al software was
cited as a significant challenge. Practitioners proposed placing complete trust in
automated systems to enhance Al usage.

A study by (Zuiderwijk et al., 2021) analyzed the impact of Al on social
media marketing from the viewpoint of public relations officials. Data was
gathered from 200 officials across various government and private institutions
using a survey method. Key findings highlighted the benefits of Al in
customizing content based on public interests. However, the study also noted a
negative impact: Al’s role in potentially replacing human jobs related to social
networking sites.

(Sunday et al., 2023)explored emerging trends in Al’s use for managing
government services. Utilizing content analysis, the study focused on digital
platforms in the UAE, finding that Al significantly improved customer
experience by customizing services via instant chat applications. It also
highlighted the superior performance of voice chat over traditional text-based
chatbots, as voice chat was faster, more intuitive, and offered a more
personalized customer experience.

(Munandar & Irwansyah, 2020) investigated the role of Al tools, systems,
and programs in enhancing public relations and marketing communications. The
study employed a qualitative approach, sampling specialized engineers from an
Al company in Egypt. It revealed that Al is increasingly used in public relations
to send direct messages to target audiences and to assist professionals in
providing relevant content to customers. Al was seen as a supportive tool for
professionals rather than a threat to organizations. (Haleem et al., 2022) focused
on the role of the digital environment in enhancing institutions' administrative,
productive, and marketing capabilities, as well as public relations contribution
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to this development. The study used a survey method to gather data from 400
public relations practitioners in government and private institutions in Cairo and
Giza. It found that public relations practitioners demonstrated significant
interest in acquiring Al-related information and that a positive correlation
existed between their knowledge of Al and their favorable evaluation of its role
in digital marketing.

Integration of Al in Public Relations in Global Context

(Anjani & Wolor, 2024) aimed to analyze the impact of communication
efficiency, organizational culture, and professional competence of public
relations staff on the quality of public service in the Al era. This descriptive
research included 100 individuals working in public relations or who had
undergone training. Data was collected via questionnaires, and the study found
that communication efficiency significantly improves public service quality.
Careful word choice and respectful interactions foster trust and comfort in
social exchanges, while organizational culture enhances service quality by
promoting trust, mutual respect, and cooperation among employees.

(Jin & Youn, 2023) examined the factors that drive customers to continue
using Al-powered chatbots. Using a survey method with 279 American
participants, the researchers found that chatbots' human resemblance positively
influences customers' sense of social presence and imagery processing. This, in
turn, fosters their intention to keep using Al chatbots, which also evoke a sense
of shared presence between users and the technology.

(Mohamed Abdelhafiz Hussein et al., 2022)highlighted the importance of
association rule mining (ARM) for public relations practitioners in improving
the effectiveness of data mining tools like WEKA. Using an electronic
questionnaire, the study surveyed 300 participants from Northern Cyprus and
Egypt. Key findings included that ARM contributes to marketing and
promotional activities such as cross-selling and targeted campaigns. It also
enhances public relations activities, with data volume playing a crucial role in
the accuracy of augmented reality software, underscoring the importance of data
In producing more accurate results. A study by (Arief & Gustomo, 2020a)
sought to understand how big data and Al might automate and simplify public
relations work, particularly concerning efficiency and the potential replacement
of certain PR functions. The study used descriptive research and surveyed 320
public relations practitioners, collecting data through questionnaires and
interviews. The results revealed that 45% of the sample believed Al and big
data could replace news clipping functions. Meanwhile, another 45% viewed
media monitoring and social listening as the following areas likely to be
automated.
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Theory of Replacing Jobs with Artificial Intelligence

The theory of replacing jobs with artificial intelligence proposing Al will
gradually replace human intelligence through four levels: mechanical,
analytical, intuitive, and emotional (Benhamou, 2020; Khogali & Mekid, 2023).
These levels are organized in increasing order of complexity, with mechanical
intelligence handling simple, routine tasks and emotional intelligence focusing
on understanding and influencing human emotions. The theory indicates that
organizations must select the appropriate level of Al intelligence to match their
specific activities, allowing Al to progressively take over tasks that range from
essential functions to more complex, creative, and emotional work. The theory
Is built on the idea that Al will mainly replace human labor at the task level
rather than the job level. As Al advances, it begins by taking over more
straightforward mechanical tasks (Shen & Zhang, 2024). It gradually moves
toward handling more complex responsibilities, eventually replacing human
workers when it can manage all tasks associated with a job. This progression is
expected to follow a predictable path, starting with mechanical tasks and
moving toward analytical, intuitive, and emotional tasks (Al Hadeed et al.,
2023). Al becomes increasingly competent in tasks involving creativity and
emotional understanding. This theory is applied to explore how Al techniques
are employed in the current study's Jordanian university public relations
departments, examining the realities and challenges (Abuselidze & Mamaladze,
2021). The theory has helped shape the research questions and objectives,
providing a framework to understand how Al might integrate into public
relations work and what obstacles practitioners may face as they adapt to Al's
growing role in their field (Yue, 2023).

3. Research Methodology

This study falls within the realm of descriptive research, which seeks to
collect and analyze facts and data about a specific phenomenon or situation to
provide a clear explanation. Descriptive research is instrumental in identifying
patterns and generalizations concerning the subject under investigation
(Franzese & luliano, 2019). It provides a foundation for understanding and
interpreting a phenomenon's intricacies, helping researchers form meaningful
conclusions based on the collected evidence. The survey method was employed
to carry out this research, a widely used technique in quantitative research
across various fields of study. The survey method is crucial in obtaining
accurate and comprehensive information that captures the social and practical
realities influencing different sectors. It plays a crucial role in understanding the
administrative, economic, educational, cultural, political, and scientific
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activities that impact the analysis of phenomena (Fisher & Marshall, 2009;
Stapor, 2020). Using this method, the study effectively captures the nuances of
the subject matter, ensuring that the data reflects the complexities of the issue
under investigation. Thus, combining descriptive research and the survey
method allows for thoroughly exploring the phenomenon in question. The
approach ensures that the facts gathered are detailed and interpreted in a manner
that contributes to broader generalizations and insights. This methodological
approach helps bridge the gap between raw data collection and more profound
understanding, formulating well-supported conclusions.

4, Sampling

The study population consisted of Jordanian public and private
universities, and a deliberate sample (Acharya et al., 2013; Etikan, 2017) of
them was selected based on the largest Jordanian universities in terms of
establishment, the number of students and faculty members, and the presence of
effective public relations departments. The sample consisted of 65 individuals
from the following universities: University of Jordan, Yarmouk University,
Mutah University, Jordan University of Science and Technology, Jadara
University, Middle East University, Irbid National University.

Data Analysis Methods

This study used the statistical package program for the social sciences,
commonly called SPSS, to process its data effectively. Several statistical
methods were employed to analyze the data comprehensively. Frequency tables
and percentages were used to assess the distribution and frequency of personal
data within the study sample, providing a clear overview of the demographic
characteristics (Bhatia, 2017). Besides, arithmetic averages were calculated to
determine the mean responses of the study participants, offering insights into
the central tendencies of their answers. The standard deviation was applied to
measure the variability and dispersion in the participants' responses,
highlighting how much individual answers deviated from the average (Olsen &
Marie St George, 2004). The Cronbach alpha coefficient was used to ensure the
reliability and consistency of the study instrument, which evaluated the stability
and internal consistency of the measurement tools used in the research. Using
these statistical methods, the study could analyze and interpret the data with
precision, contributing to the robustness of its findings.

Data Collection Tool

In this study, the researcher employed a questionnaire as the primary data
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collection tool to assess the extent to which artificial intelligence techniques are
utilized in Jordanian university public relations departments, specifically
focusing on the realities and obstacles involved. To measure participants'
responses, the study utilized a Likert scale with three levels of approval: Agree
(3 points), Neutral (2 points), and Disagree (1 point) (Aguinis et al., 2021;
Zozus, 2017). This scale allowed for a nuanced evaluation of how artificial
intelligence techniques are integrated into public relations practices within these
institutions. Table (1) presents the distribution of trend levels and category
boundaries based on the arithmetic averages derived from the responses. This
table illustrates the varying extent to which artificial intelligence techniques are
used, reflecting the current state and challenges faced by public relations
departments in Jordanian universities.

Table 1: Trend levels and category limits to the extent of employing
artificial intelligence techniques in Jordanian university public relations
departments "reality and obstacles"

Trend level Category limits
low From 1.00 — less than 1.667
medium From 1.667 — less than 2.334

High from 2.334 - 3.00

The results in Table (2) indicate that the values of the Cronbach alpha
stability coefficient ranged between (82% - 86%), which are values that indicate
that the resolution is the study tool with a high degree of internal consistency
between the paragraphs and that the axes of the resolution have high reliability
and applicability, as the total stability value of the resolution amounted to
0.85%.

Furthermore, The questionnaire designed for this study was structured
around several key axes: the personal data of public relations practitioners in
Jordanian universities, their familiarity with artificial intelligence techniques,
the advantages of employing these techniques, their proposals for further
utilization, and the obstacles they face in implementing artificial intelligence.
This comprehensive framework aimed to capture a broad spectrum of
information related to Al integration in public relations within these institutions.
Procedures for honesty and consistency were meticulously applied to ensure the
questionnaire's accuracy and reliability. For honesty, the questionnaire was
reviewed by a panel of esteemed professors with significant scientific and
practical expertise in public relations. Their feedback led to revisions, including
adding, deleting, and modifying certain sections, thereby enhancing the
content's validity and ensuring that the questionnaire accurately reflects the
intended measurements. For consistency, the Test-Retest method was employed
to assess the stability of the questionnaire. A pre-study was conducted with 10%
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of the original sample to test the instrument's reliability. The consistency of the
responses was measured using Cronbach's Alpha equation, as detailed in Table
(2). This technique confirmed the stability and reliability of the questionnaire,
reinforcing its effectiveness as a tool for gathering precise data on the
employment of artificial intelligence techniques in Jordanian university public
relations departments. The results in Table (2) indicate that the values of the
Cronbach alpha stability coefficient ranged between (82% - 86%), which are
values that indicate that the resolution is the study tool with a high degree of
internal consistency between the paragraphs and that the axes of the resolution
have high reliability and applicability, as the total stability value of the
resolution amounted to 0.85%.

Table 2 Cronbach alpha coefficients values for internal consistency of
main resolution axes

Cronbach alpha value  Number of paragraphs Axis
0.88% 14 Features
0.82% 9 Constraints
0.85% 7 Propositions
0.85% 30 Overall Scale

5. Data Analysis and Discussion

Table (3) shows the personal data of the study sample starting from the 65
gender variables, where it showed that the percentage of males was 61.5% while
the percentage of females was 38.5%.

The personal data of the study sample for the 65-age variable shows that
the percentage of 33-23 reached 11%, 44-34 amounted to 26%, while 45 years
and over was the highest percentage reaching 63%. The following is a
breakdown of the study population based on personal data:

Table 3 Gender distribution of community members

Percentage Iteration Gender
61.5% 40 male
38.5% 25 female
100% 65 Total

Percentage Iteration lifetime

11% 7 From 33-23
26% 17 From 44-34
63% 41 45 years and above
100% 65 Total

. Education

Percentage Iteration Qualification
7.7% 5 diploma

61.5% 40 Bachelor
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30.8% 20 Graduate
100% 65 Total

Percentage Iteration Work Experience
10.8% 7 Less than 4 years
38.4% 25 5109 years
50.8% 33 More than 10 years
100% 65 Total

As for the personal data of the study sample for the 65 educational
qualification variables, the results showed that the percentage of public relations
practitioners in Jordanian universities who obtained a diploma degree was 7.7%,
the percentage of public relations practitioners in Jordanian universities who
obtained a bachelor's degree was 61.5%, and the percentage of public relations
practitioners in Jordanian universities who obtained postgraduate studies was
30.8%.

The personal data of the study sample shows for the 65 educational
qualification variable, where the results showed that the experience of public
relations practitioners in Jordanian universities less than 4 years amounted to
10.8%, the experience of public relations practitioners in Jordanian universities
from 5 years to 9 years amounted to 38.4%, and the experience of public
relations practitioners in Jordanian universities amounted to more than 10 years.
50.8%.

The main question of the study " What is the extent of employing
artificial intelligence techniques in the Jordanian university public relations
departments" reality and obstacles" was answered by answering the questions of
the sub-study emanating from it, and the following is a presentation of the
results of the study according to the sequence of its questions: How
knowledgeable are you in artificial intelligence techniques?

Table 4 Knowledge in artificial intelligence techniques

Percentage Iteration Categories
17% 11 A thing or two
52.3% 34 Medium knowledge
30.7% 20 Little knowledge
100% 65 Total

Table (4) shows the extent to which public relations practitioners in
Jordanian universities know artificial intelligence techniques, where the
percentage of public relations practitioners in Jordanian universities who have
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extensive knowledge in artificial intelligence techniques was 17%, the
percentage of public relations practitioners in Jordanian universities who have
medium knowledge in artificial intelligence techniques is 52.3%, and the
percentage of public relations practitioners in Jordanian universities who have
little knowledge in artificial intelligence techniques 30.7%. This result is
expected because artificial intelligence techniques are a modern digital tool that
Is still in its early stages and its use is somewhat limited, and the level of
awareness of public relations practitioners in Jordanian universities is relatively
low due to the lack of human competencies specialized in artificial intelligence
techniques and the limited technological competencies capable of dealing with
them professionally, in addition to the weak confidence of the owners of
organizations in dealing with artificial intelligence techniques as they violate
privacy and confidentiality.

The first question: What are the advantages resulting from the
employment of public relations practitioners in Jordanian universities in
artificial intelligence techniques?

Table 5 Advantages resulting from the employment of public relations

practitioners in Jordanian universities artificial intelligence techniques
Standard  Arithmetic

Grade - Items Rank  figure
deviation mean

High 0.47 2.80 Professional content production 1 1

Medium 0.55 2.21 Technical skills development 14 2
High 0.61 251 Solve problems easily 9 3
High 0.57 2.72 Foster creativity and innovation 4 4
High 0.59 2.65 Improve design skills and increase efficiency 6 5
High 0.65 242 Enhancing competitiveness 10 6
High 0.69 2.35 Save time and effort 12 7

Medium 0.58 293 Improving the _ imgge of the organization 13 8

through the services it provides

High 0.58 2.68 Easy to set up PR campaigns 5 9
High 0.43 2.77 Reduce human error 2 10
High 0.63 2.61 Speed in response and completion of tasks 7 11
High 0.72 2.40 Keeping pace with modern technology 11 12
High 0.48 2.75 Conduct public opinion polls 3 13
High 0.66 2.57 Crisis Avoiding 8 14

Table (5) shows that the most prominent advantages resulting from the
employment of public relations practitioners in Jordanian universities in
artificial intelligence techniques were represented in the paragraph that states
"professionalism in content production” with an arithmetic mean of 2.80 and a
standard deviation of 0.47, while the paragraph that states "improving the image
of the organization through the services it provides" ranked last among the
advantages resulting from the employment of public relations practitioners in
Jordanian universities artificial intelligence techniques with an arithmetic
average of 2.23 and a standard deviation of 0.58.
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Acrtificial intelligence techniques create professional and creative content
using the technologies they provide, and content production is the most
important field through which artificial intelligence can make an impact, as
smart robots work in collecting material quickly and accurately that surpasses
humans in producing traditional content, automating tasks, generating data and
creating automated texts, and thus contributes to improving the professional
competence of public relations practitioners and speed in the production
process, the theory of replacing jobs with artificial intelligence was employed in
this question, as the theory focuses On mechanical intelligence, which requires
training and non-extensive experience, and here the production of content for
Jordanian universities falls within the Artificial intelligence, which is based on
creating press reports, bulletins or data more efficiently and accurately.

This result agreed with the Al-Shuaibi study 2023, which revealed that
the expected benefit of employing artificial intelligence in public relations was
represented by a high percentage in the paragraph that states "benefiting from it
in the production of diverse and high-quality content”, and this result differed
with the 2024 premium study, as it showed that the most important advantages
it provides to Saudi Airlines to employ artificial intelligence in the public
relations department are the economy of time and effort and the speed of
response to inquiries and complaints, and with the study of Thabet 2023 Which
showed that the use of artificial intelligence applications in the platforms under
study achieves improving the customer experience and achieving customer
management standards by customizing services using the instant chat
application, and with the Montaser 2023 study, which showed that the most
important uses of artificial intelligence in the field of public relations are
sending direct messages to the target audience of organizations' customers and
helping professionals to provide the content that customers need, and with the
Abdul Hamid study 2023 Which indicated that the most prominent benefits
expected to be achieved from adopting artificial intelligence applications in e-
marketing through social networking sites are "customizing content according
to the interests of the audience."

The second question: What are the obstacles facing public relations
practitioners in Jordanian universities towards employing artificial intelligence
techniques?

Table (6) shows that the most prominent obstacles facing public relations
practitioners in Jordanian universities towards employing artificial intelligence
techniques were represented in the paragraph that states “"poor knowledge in
programming and algorithms™ with an arithmetic mean of 2.78 and a standard
deviation of 0.50, while the paragraph that states "the difficulty of the social and
economic environment" ranked last among the obstacles facing public relations
practitioners in Jordanian universities towards employing artificial intelligence
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techniques with an arithmetic average.2.39and standard deviation 0.71. This
result is attributed to the fact that artificial intelligence techniques require high
and continuous training to deal with software, deep knowledge of algorithms,
and the need for high skills in data analysis, application development and
problem solving.

Table 6 Obstacles facing public relations practitioners in Jordanian
universities towards employing artificial intelligence techniques

Standard  Arithmetic

Grade deviati Items Rank  figure
eviation mean

High 0.65 2.58 High cost of Al applications 6 1
The difficulty of training public relations

High 0.51 2.66 practitioners in how to use artificial intelligence 3 2
techniques

High 0.48 2.73 Dispensing with the human element 2 3

High 0.71 2.39 The difficulty of the socio-economic environment 9 4
Lack of specialized human competencies in

High 0.66 2.57 artificial intelligence and limited technological 7 5
competencies

High 0.60 2.52 Violation of privacy and loss of data confidentiality 8 6
Lack of confidence in artificial intelligence

High 0.63 2.61 technologies and lack of acceptance of decision- 5 7
makers to deal with them

High 0.50 2.78 Poor knowledge in programming and algorithms 1 8

High 0.57 2.64 Inability to track unethical practices 4 9

This result agreed with the Al-Shuaibi 2023 study , which showed that
the most prominent obstacles and potential challenges from the use of artificial
intelligence tools in public relations are the difficulty of controlling advanced
software applications due to lack of knowledge, and differed with the 2024
premium study, which showed that the most prominent obstacles to artificial
intelligence and its applications faced by public relations practitioners at Saudi
Airlines are represented in: The difficulty of understanding social feelings and
values in applications, and disagreed with Abdul Hamid's 2023 study, which
revealed that the negative effects resulting from the use of artificial intelligence
technology in e-marketing through social networking sites were represented in
"dispensing with the human element in most jobs related to social networking
sites."

The third question: What are the proposals of public relations
practitioners in Jordanian universities towards employing artificial intelligence
techniques?

Table (7) shows that the most prominent proposals of public relations
practitioners in Jordanian universities towards employing artificial intelligence
techniques were represented in the paragraph that states "cooperation between
artificial intelligence and human intelligence without dispensing with one of
them" with an arithmetic mean of 2.58 and a standard deviation of 0.39, while
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the paragraph that states "attention to infrastructure” ranked last among the
proposals of public relations practitioners in Jordanian universities towards
employing artificial intelligence techniques with an arithmetic average of 2.55
and a standard deviation of 0.61.

Table 7 Proposals of public relations practitioners in Jordanian
universities towards employing artificial intelligence techniques?

Grade Star_1da.1rd Arithmetic ltems Rank figure
deviation mean

Enacting laws and legal legislation to protect privacy

High 0.48 2.13 and confidentiality

2 1

High 0.58 2.65 The need to provide continuous technical support 4 2

Cooperation between Al and human intelligence

High 0.39 2.85 without dispensing with one of them ! 3
High 050 257 Su_bj_e(_:tln_g PR_ practitioners to training on the use of 6 4
artificial intelligence applications
High 0.61 2.55 Attention to infrastructure 7 5
Benefiting from the successful experiences of

High 0.55 2.63 international universities in employing artificial 5 6
intelligence techniques

High 0.59 267 Raising awareness of the importance of employing 3 7

artificial intelligence through courses and seminars

There is no doubt that the basis of public relations practice is based on
personal communication between the organization and its audience and not on
dealing with machines, robots or robots, but artificial intelligence applications
are a new technology that has begun to make its way to work in all
organizations and it has become an absolute necessity to apply and benefit from
it without dispensing with the human element, which is described as the origin
of creativity and the root of thinking, and the need for cooperation between
human intelligence and artificial intelligence and striking a balance between
them to automate tasks and enhance performance more effectively and
efficiently. This result differed with the Shuaibi 2023 study, which showed that
the most prominent suggestions of public relations practitioners to promote the
use of artificial intelligence tools were "not putting full trust in automated
systems."

Fourth question: What are the areas most in need of employing artificial
intelligence techniques in Jordanian universities from the point of view of
public relations practitioners?

Table (8)
Percentage Iteration Categories
33.8% 22 Administrative field
18.5% 12 Advertising Industry
47.7% 31 Media field

100% 65 Total
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Table (8) shows that the area’s most in need of employing artificial
intelligence techniques in Jordanian universities from the point of view of
public relations practitioners are the media field with 47.7%, followed by the
administrative field with 33.8%, and the advertising field with 18.5%.

This result is attributed from the researcher's point of view because the
media field in Jordanian universities is more necessary to employ artificial
intelligence applications for its contribution to the creation of media content and
press reports easily, and the speed in the process of producing news and
providing digital content dedicated to the target audience based on its interests,
and the use of automated chat to respond to inquiries, in addition to translation
techniques, linguistic correction, verifying the source of the news and many
others, and this would improve work productivity, enhance strategies, raise
efficiency and accuracy, which will reflect positively On the approval of the
public and the achievement of satisfaction towards the organization.

6. Discussion on Results

This research examined the familiarity of public relations practitioners in
Jordanian universities with artificial intelligence (Al) technologies. Only 17%
of these professionals possessed adequate knowledge of Al approaches. This
finding highlights a significant gap in understanding and awareness of emerging
technologies in the field. Such a low percentage suggests that many
practitioners may need to be fully equipped to leverage Al in their day-to-day
responsibilities, which could hinder the advancement of public relations
practices in an increasingly digital world. The lack of widespread Al knowledge
may also impact the ability of these professionals to stay competitive and
innovative within the global public relations landscape as suggested by the
existing literature (James, 2024; Soegiarto et al., 2024b; Swiatek et al., 2024).
Among the advantages of integrating Al into public relations activities within
Jordanian universities, the most notable was the enhanced professionalism in
content production. This aspect was quantitatively assessed, yielding an
arithmetic mean of 2.80 and a standard deviation of 0.47. Al tools, such as
automated content generation and data-driven insights, significantly improve
public relations content creation efficiency, accuracy, and quality. According to
(Nurlaela Arief et al., 2019), the ability to use Al for professional content
production enables practitioners to craft more targeted, consistent, and engaging
messages that resonate with their audiences, thereby increasing the overall
effectiveness of their communication strategies.

Despite the potential benefits, notable obstacles hinder the adoption of Al
by public relations professionals in Jordanian universities. The most noticeable
challenge is a deficiency of knowledge in programming and algorithms, as
reflected in the results showing an arithmetic mean of 2.78 and a standard
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deviation of 0.50. This issue underscores a critical skills gap that prevents
practitioners from fully utilizing Al tools. Notably, (Kaleel & Alomari, 2024)
consider that a strong foundation in the technical aspects of Al, public relations
professionals may be able to effectively implement Al-driven strategies, further
highlighting the need for specialized training and educational programs to
bridge this gap.

One of the key proposals from public relations practitioners for
overcoming these challenges involves promoting cooperation between artificial
intelligence and human intelligence without entirely relying on one over the
other (Mehmood Qadiri et al., 2020). This indication was highly regarded, with
an arithmetic mean of 2.58 and a standard deviation of 0.39. The notion of
synergy between Al and human skills highlights the importance of balancing
automation and the creative, strategic thinking that human professionals bring to
the table. By working together, Al can assist human intelligence by handling
repetitive, data-intensive tasks, allowing professionals to focus on higher-order
functions such as relationship-building, crisis management, and strategic
planning (Santa Soriano & Torres Valdés, 2021; Wang et al., 2021). Finally,
from the perspective of public relations practitioners, the media field was
identified as the area most in need of Al adoption within Jordanian universities,
with 47.7% of respondents indicating this as a priority. Given the rapidly
evolving media terrain, integrating Al into media operations could help enhance
the dissemination of information, improve audience targeting, and foster more
Interactive and personalized communication experiences. Therefore, public
relations practitioners can better manage media relations (Arief & Gustomo,
2020b), predict trends (Santa Soriano & Torres Valdés, 2021), and engage with
audiences across various platforms by using Al (Cataldas & Ozgen, 2023),
ensuring they remain relevant and effective in a digital-first environment (Arief
& Gustomo, 2020b; Kusku Ozdemir, 2024).

7. Study Recommendations

This study concluded with several key recommendations to advance the
integration and application of artificial intelligence. First, given its significance
in the modern era, there is a critical need to intensify scientific research on
artificial intelligence. This includes augmenting scientific libraries with relevant
research and studies on emerging technologies transforming various fields and
sectors. Further, incorporating an "Aurtificial Intelligence" course into school and
university curricula is crucial for developing a generation equipped to handle
and innovate with these technologies. Furthermore, it is essential to activate
legal frameworks that regulate the use of artificial intelligence to safeguard
privacy and data confidentiality while preventing potential abuses. Public
relations practitioners in Jordanian universities should acquire targeted training
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on artificial intelligence techniques through courses, seminars, and workshops.
This will help refine their skills and enhance their awareness of digital
technologies, which are increasingly critical across various domains. To keep
pace with the technological advancements of the Fourth Industrial Revolution,
Jordanian universities must also focus on implementing artificial intelligence
techniques to restructure and improve educational institutions. Raising
awareness about the benefits of Al in organizations and institutions is also
essential, as is learning from the successful experiences of international
universities. Adopting the most appropriate technological tools for public
relations from these global practices can further enhance the effectiveness of Al
in Jordanian universities.

8. Limitations

The study's limitations encompass several vital aspects. Firstly, the
temporal scope of the research was limited to a specific period, with the study
being conducted from February 2024 to June 2024. This timeframe may affect
the relevance and applicability of the results to different periods or future
developments. Spatially, the study was restricted to the Hashemite Kingdom of
Jordan, so the results may not be generalizable beyond this geographic region.
Also, the study focused exclusively on public relations practitioners within both
public and private universities in Jordan. This human-centric limitation
emphasizes that the insights gathered are specific to this group and may not
reflect the experiences or perspectives of practitioners in other sectors or
regions. These boundaries define the study's scope and must be considered
when interpreting the results and their broader implications.
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