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Study of (Alfdool et al., 2025) “The brand image influence on the relationship between social
media advertising and sustainable tourism practices in Petra (Jordan)”.
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The Role of Digital Public Relations in Enhancing the Image of Tourism Sector among
the Jordanian Public

Khalaf Lafee Alhammad and Areej Ahmad Al-Momani, Department of public relations and
advertising, Yarmouk University, Irbid, Jordan.

Abstract

This study aims at identifying the role of digital public relations (PR) in improving the image of tourism
sector among the Jordanian public, and the public’s following-up degree of digital PR activities of the Jordanian
governmental tourism organizations. A descriptive approach was adopted by applying a questionnaire on a
purposive sample of (400) individuals, and conducting five interviews with PR and media practitioners in
Jordanian governmental tourism organizations. The study implemented dialogic communication theory as a
theoretical framework. It concludes the digital PR role in shaping the image of the tourism sector was high with
a mean of (2.71). That includes executing attractive digital PR campaigns that scored (2.83), and that the digital
PR content makes the public more willing to visit new tourism destinations (2.77). The study also finds digital
PR was highly capable of formulating the image of the Jordanian tourism sector (2.73), which was seen through
the public’s recognition of the positive impression they shape about tourism in Jordan (2.78), and that the image
was improved in the latest years (2.76). The authors find a positive correlation between the public’s image of the
Jordanian tourism sector and their following-up degree of digital PR activities in governmental tourism
organizations.

Keywords: Digital public relations, Image, Tourism sector, Jordanian public.
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