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Abstract:
This study aims to explore public relations strategies and
their role in influencing public opinion. A descriptive



analytical methodology was used, supported by reviewing
previous studies and theoretical frameworks, and a
questionnaire was proposed as the main data collection
tool. The findings emphasize the vital role of PR in shaping
institutional image through well-planned strategies that
align with audience characteristics and modern media.
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- Sam Black, "Public Relations", 2002.

- Grunig & Hunt, "Managing Public Relations", 1984.
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