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Abstract :

Social media has become a fundamental tool in shaping public opinion and
fostering relationships between organizations and their audiences, particularly
with the significant advancements in digital communication. The use of digital
influencers has emerged as an integral component of modern public relations
strategies aimed at enhancing engagement with target audiences. This research
paper seeks to highlight the effectiveness of employing digital influencers in
achieving organizational public relations objectives, as well as to clarify the
advantages and challenges associated with this strategic approach.

Keywords: Digital Influencers; Public Relations; Social Media; Communication
Strategies; Target Audience.
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