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ABSTRACT 

Today, in creating and sustaining online communication between healthcare services and the public, factors 
like Public Relations (PR) play a significant role. Additionally, Artificial Intelligence in the healthcare Public 
Relations as an important method to ensure accessibility to healthcare facilities, particularly in the United 
Arab Emirates. Supported by the Media Richness Theory, this research also focuses on Online Healthcare 
Communication that is further accompanied by AI adoption in the healthcare PR. The researchers proposed a 
conceptual model and executed Structural Equation Modelling for data analysis. Data gathered from n= 244 
PR practitioners in the Healthcare Sector indicated their greater reliance on social media to build trust and 
gather Feedback from potential patients. Artificial Intelligence is also found to mediate trust and feedback by 
facilitating online healthcare communication. Overall, healthcare P.R.P.R. greatly facilitates healthcare 
services through online platforms leading to improved healthcare services in the U.A.E. The researchers 
concluded that Social Media for healthcare Public Relations is widely preferred today. As better services 
themselves guarantee improved P.R.P.R., using online communication mediated by social media platforms 
further enhances their quality. Finally, study implications and recommendations for future research are 
discussed accordingly. 

KEYWORDS: Artificial Intelligence; Healthcare; Public Relations; Social Media; Feedback. 
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1. INTRODUCTION 

Social media usage for healthcare purposes is 
increasing and getting higher acceptance. People 
preferring social media for healthcare purposes 
involve public members, healthcare practitioners, 
patients, and healthcare organizations (Huo et al., 
2019). According to Salleh and Moghavvemi (2016), 
there are several uses of social media for Healthcare, 
depending mainly on the purposes and requirements 
of the users. These requirements especially involve 
facilitating communication between healthcare 
professionals and patients, providing answers to 
queries regarding healthcare concerns, collecting 
data about patients' opinions and experiences, 
promoting health awareness, supporting disease 
prevention initiatives, enabling teleconsultations, 
and reducing healthcare-related stigma, as well as 
online consultation. Additionally, social media 
enables real-time updates on health emergencies and 
facilitates preventive healthcare campaigns, which 
are crucial in regions with high patient volumes.  
Plunkett (2021) argues that, within a few years, these 
uses will advance and expand, providing even more 
opportunities to use social media for healthcare 
communication. According to Afful-Dadzie et al. 
(2021), social media offers several benefits for 
healthcare communication purposes, i.e., more 
tailored information, increased interactions, 
widening access, and increased social support.  

As both patients and healthcare practitioners 
widely use social media, the healthcare sector and 
organizations must keep their services updated. 
Besides, healthcare staff should stay in touch with the 
online platforms as Healthcare is more than merely 
doctor-patient interaction. Srimarut and Techasatian 
(2019) recommend that healthcare organizations use 
social media but for specific purposes and activities 
that may magnify the importance of social media for 
healthcare purposes. Regardless of the nature and 
size of the healthcare organizations, staying in touch 
with the patients and frequent communication about 
the Healthcare is the need of the day. As Huo et al. 
(2019) stated, the key message of ever-increasing 
healthcare communication is that social media, along 
with conventional methods, is an important pathway 
to facilitate communication between patients, 
healthcare organizations, practitioners, and other 
staff members. Besides, social media provides a cost-
effective channel for health promotion, especially in 
developing countries where traditional campaigns 
may be resource-intensive.  As the health issues are 
prevailing, instant access to health care information 
and facilities is significant in resolving these concerns 
in a better possible manner. 

Similarly, to create and sustain online 
communication between healthcare services and the 
public, factors like Public Relations (P.R.P.R.) play a 
significant role. In this regard, Elrod and Fortenberry 
(2020) call the relevant phenomenon "healthcare 
P.R.P.R.," which plays a constructive role in 
educating, fostering community, spreading 
awareness, building trust, and providing solutions to 
the problems concerning Healthcare (Nwodoh et al., 
2019). Also, online healthcare P.R.P.R. is bridging the 
gap between healthcare services and the public 
(Saleh Alkhayyal Alteneiji, 2021). According to Salleh 
and Moghavvemi (2016), across the healthcare sector, 
P.R.P.R. practitioners have strong skills in promoting 
online healthcare services and products that are 
accompanied by increased accessibility, ensuring 
positive outcomes for the patients. Effective 
healthcare P.R.P.R. can also influence patient 
behaviour, such as adherence to vaccination 
schedules or preventive screenings, which ultimately 
improves population health. 

 However, today when Healthcare and P.R.P.R. 
are merged into a single concept, evolving 
technology is adding more to enhance the scope, 
providing more public-centric approaches. Here, 
(Manne & Kantheti, 2021) cited an example of 
Artificial Intelligence in the healthcare Public 
Relations as an important method to ensure 
accessibility to healthcare facilities. For example, in 
the United Arab Emirates, Artificial Intelligence 
(A.I.A.I.) is widely embraced by the petroleum and 
telecommunication sector. But in the healthcare 
sector, P.R.P.R. through Artificial Intelligence has a 
separate scope, especially regarding healthcare 
education and online consultation reservation. Also, 
recommending the most relevant medical 
practitioners, providing important details about 
them, and also suggesting the most relevant 
pharmacy services are also done by the AI-enabled 
healthcare P.R.P.R. system in the U.A.E. (Chen & 
Wang, 2021). As noted by Matheny et al. (2018), 
Artificial Intelligence in Healthcare P.R.P.R. 
simplifies the life of healthcare practitioners, 
patients, and hospital administrators that are 
conventionally done by the human force. However, 
A.I.A.I. facilitated these relevant operations through 
less fraction of cost and period. Furthermore, AI 
reduces human error in administrative tasks and can 
improve response times for patient queries, 
enhancing overall trust in healthcare services. 

Thus, this research also assesses the 
aforementioned adoption of A.I.A.I. in Healthcare 
P.RP.R. Specifically, it investigates how AI mediates 
trust, feedback, and the effectiveness of online 
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healthcare communication. The researchers 
narrowed down this research scope to the Emirati 
region due to limited resources and time. Notably, 
the researchers have divided this study to examine 
the said phenomenon both empirically and 
systematically. In this context, the first section 
contains a brief discussion about the topic and 
problem of the study. Accompanied by the 
supportive literature, the second section highlights 
the study hypotheses. The third section involves the 
theoretical framework providing support to the 
conceptual Model. The fourth section is based on 
discussing the methods applied in the current 
research. The fifth section contains data analysis and 
results. Finally, the sixth section discusses the results, 
conclusion, and study limitations. 

1.1. Study Background 

The integration of advanced technologies, 
particularly Artificial Intelligence (AI) and 
telemedicine, has significantly transformed 
healthcare delivery by improving patient-centered 
care, enhancing accessibility, and strengthening 
patient-provider relationships. The successful 
adoption and use of these technologies rely on a 
variety of contextual factors, especially in distinctive 
healthcare systems, such as that of the United Arab 
Emirates (UAE) (Alkaabi & Elsori, 2025). Developing 
a world-class healthcare system is a strategic priority 
for the UAE and constitutes one of the six pillars of 
its national agenda, Vision 2021. The sector has 
expanded rapidly to meet the growing population's 
needs, address the high prevalence of chronic 
diseases, and support the country’s ambition to 
become a regional hub for medical tourism. This 
growth has been accompanied by the development of 
specialized healthcare capabilities aimed at reducing 
the number of patients seeking complex and costly 
treatments abroad. 

To support this vision, the UAE has implemented 
a range of advanced medical technologies. These 
include telemedicine services, the digitization of 
health records, interconnected medical devices, and 
3D printing solutions, often in partnership with 
leading global companies, particularly from the 
United States. The COVID-19 pandemic further 
accelerated the adoption of these technologies, 
creating opportunities for collaboration and 
highlighting the potential of telemedicine and remote 
patient monitoring. For instance, the use of smart 
wearable devices, such as wristbands, has allowed 
health authorities to monitor patients with mild 
symptoms at home, reducing the burden on hospitals 
while ensuring continuous care (Alzaabi & Hasan, 

2022). The UAE has also prioritized the development 
of the Internet of Medical Things (IoMT), which 
connects medical devices and software applications 
to streamline healthcare services with minimal 
human intervention. This technology is efficient in 
managing chronic diseases, which are highly 
prevalent in the UAE, and in supporting remote 
patient monitoring. The pandemic has highlighted 
the utility of IoMT, reinforcing its importance in 
modern healthcare delivery and shaping the UAE’s 
preparedness for future health crises (UAE Business 
Councial Report, 2024). 

From an economic perspective, the UAE’s 
healthcare sector is poised for significant growth. 
Research predicts a compound annual growth rate of 
approximately 10% between 2019 and 2023, with 
healthcare spending expected to rise to 5.1% of GDP 
by 2029, up from 3.7% in 2019. This trend suggests a 
strong prospect for MedTech expansion, highlighting 
the country’s focus on preventive healthcare, cost 
reduction, and the elimination of unnecessary 
medical procedures (El Khatib et al., 2022). The 
UAE’s experience with managing COVID-19 is likely 
to have a lasting impact on the healthcare system, 
accelerating investments in telemedicine, electronic 
medical records, and other innovative medical 
technologies. To sustain the growth of the MedTech 
sector, continued attention to data privacy and 
regulatory frameworks is important, as these factors 
influence international investment and collaboration. 
Besides, healthcare and medical technology should 
remain a central focus in ongoing U.S.-UAE 
economic policy dialogues, facilitating partnerships 
that bring state-of-the-art medical solutions to the 
UAE. Therefore, these developments highlight the 
UAE as a strategic and forward-looking healthcare 
environment, providing a robust foundation for 
examining the role of AI and social media in 
healthcare communication, public relations, and 
patient-centered care (UAE Business Councial 
Report, 2024). 

1.2. Study Significance 

This study is significant because it provides a 
more in-depth understanding of how social media 
and Artificial Intelligence (AI) can be used to 
improve healthcare communication and Public 
Relations practices. With the increasing use of digital 
platforms, healthcare organizations must find 
effective ways to engage with patients, provide 
timely information, and establish trust. This research 
highlights how technology can improve patient 
feedback collection, streamline communication, and 
increase the accessibility of healthcare services by 
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analyzing the mediating role of AI. The study also 
addresses a gap in existing literature by focusing on 
the healthcare sector in the United Arab Emirates, 
where the adoption of AI in Public Relations is still 
emerging. The findings can help healthcare 
organizations develop more effective online 
communication strategies, enhance patient 
satisfaction, and foster stronger relationships 
between healthcare providers and the public. 
Additionally, the research offers practical insights for 
policymakers, hospital administrators, and PR 
professionals on the benefits of integrating social 
media and AI for healthcare applications. Hence, this 
study contributes to improving healthcare quality, 
accessibility, and patient-centered services. 

2. LITERATURE REVIEW AND HYPOTHESES 
DEVELOPMENT 

2.1. Trust And Feedback For The Healthcare 
Sector 

Trust is a critical component of a successful 
healthcare facility. It is essential for healthcare 
practitioners, patients, and healthcare organizations. 
Without trust, medical practitioners and patients 
may be unable to communicate, share concerns, and 
provide better solutions to healthcare issues. Besides, 
trust is important for a relevant organization to offer 
its services at every doorstep (Sutherland et al., 2021). 
As noted Foundation (2021), without trust, even a 
minor prescribed treatment such as an antibiotic 
would be uncertain for a patient. Besides, from the 
therapeutic perspective, trust is of greater 
significance than it also increases the efficacy of the 
prescribed treatment. Al-Jabr et al. (2018) further 
argued that patients who trust their doctors are more 
likely to recover. Existing literature investigated the 
importance of trust according to patients’ 
perspectives also indicates trust as an important 
factor motivating patients to depend on the relevant 
healthcare practitioners and organizations. A study 
by Wong et al. (2020) further validated the 
relationship between Healthcare and trust. The 
researchers used a literature review approach and 
found that trust in healthcare services is of greater 
significance across both public and private 
healthcare services. Further, factors like quality of 
services, practitioners’ expertise, and healthcare cost 
also mediated the relationship between Healthcare 
and trust. Patients' Feedback provides an important 
opportunity to determine their requirements and 
their general opinion about the services from the 
healthcare providers. As noted by Plunkett (2021), 
examining the patient's Feedback is about which 

services are going well and which need 
modifications. Thus, healthcare providers must 
communicate effectively with the patients and adapt 
their communication patterns to meet their demands. 
Especially today, when online communication in 
healthcare services is widely common, actively 
listening to the patients, determining their 
requirements, providing according to their needs, 
and attaining their opinion about the quality of 
services and overall satisfaction, is of greater 
importance (Gowda et al., 2020). 

H1a: Healthcare sector has a significant impact on 
trust 

H1b: Healthcare sector has a significant impact on 
Feedback 

2.2. Healthcare Public Relations (P.R.P.R.) 

Healthcare Public Relations or medical Public 
Relations are simply using communication for 
healthcare purposes. These communication purposes 
mainly involve press releases, traditional media 
platforms, and social media accounts to bridge the 
gap between healthcare providers and patients 
(Tomic et al., 2018). According to Nwodoh et al. 
(2019), healthcare Public Relations can also be 
considered a pathway to spread strategic messages 
between healthcare management and the general 
public. However, despite healthcare Public Relations 
being a subfield of public health and P.R.P.R., it also 
confronts some challenges and requires unique 
expertise. One of the prominent features of 
healthcare Public Relations is that it has a direct and 
prolonged effect on public behaviors. In other words, 
spreading awareness, suggesting effective healthcare 
solutions, and educating people about the 
importance of physical and psychological health are 
included in healthcare Public Relations (Nnabuko & 
Onyiaji, 2021). Here Alteneiji (2021) cited an example 
of healthcare Public Relations during the Covid-19 
pandemic in the middle eastern region when 
healthcare service providers mainly resorted to 
online platforms to spread awareness about the 
pandemic and measures to halt the virus outbreak. 
As a result, people not only adopted these measures 
but also rushed to mass vaccination programs, 
leading to a prominent decrease in the infection 
outbreak. 

H2: Healthcare sector has a significant impact on 
Public Relations 

2.3. Trust And Feedback In Public Relations 
(P.R.P.R.): 

According to Zeqiri (2021), trust is an important 
factor in Public Relations practices as there is no point 
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in conveying a message when the people do not trust 
the communicator. For this purpose, trust should be 
accelerated by merging credibility with reliability by 
the Public Relations practitioners. As noted by Gara 
and La Porte (2020), credibility and reliability are 
strongly associated with trust. These concepts further 
contain competence, empathy, and honesty, which 
are core components of successful Public Relations 
practices. For instance, trust is important to create 
and sustain good relationships between healthcare 
providers and patients. Notably, Public Relations in 
the healthcare sector widely acknowledge the 
importance of two-way benefits, but their 
approaches vary. However, these approaches are 
solely goal-oriented and support common health and 
wellbeing. 

Similarly, Feedback on the metrics also helps 
determine the extent to which the public likes an 
organization and its services. Besides, it also helps to 
know the overall impact of the message and how 
people perceive it (Moreno et al., 2021). Feedback 
also enables assessing the opinion to improve the 
services. For example, during the Covid-19 outbreak, 
healthcare Public Relations campaigns were assigned 
tasks to convince the public of vaccination 
acceptance. These PR professionals are contacted 
through different online campaigns involving 
opinion leaders such as celebrities, athletes, 
politicians, and others from across the globe. As a 
result, a massive positive response was recorded, 
leading others to consider vaccination a safe passage 
to immunization (Mohamed & Devaraj, 2020). One of 
the prominent advantages of Feedback in Public 
Relations is that the observations can be made during 
a designated period. When PR professionals gather 
the needed data, they can assess it, generate results, 
and thus make relevant conclusions (Lee & Li, 2021). 

H3a: Public Relations sector has a significant 
impact on trust 

H3b: Public Relations sector has a significant 
impact on Feedback 

2.4. Trust In Online Healthcare Communication: 

Much literature has always focused on public 
trust in healthcare services. However, this trust-
building and uncertainty reduction process have 
adopted new approaches. For instance, using online 
platforms for communication purposes is a general 
concept. On the other hand, online healthcare 
communication further provides insight regarding 
the importance of the online presence and usability 
of healthcare communication for both organizations 
and the general public (Hyland-Wood et al., 2021). 
Here, Chen et al. (2016) further argued that the 

significance of trust could be determined by the fact 
that it is a default initiating point for the healthcare 
issues and a moral duty of the healthcare providers. 
According to Peng et al. (2020), a lack of 
communication between patients and healthcare 
providers create certain uncertainties among the 
public. However, the contemporary patterns of 
online communication not only alleviate these 
uncertainties but also ensure healthcare facilities are 
at their doorstep. Chua and Banerjee (2018) further 
suggested that developing a more reciprocate and 
balanced understanding between the healthcare 
providers and patients is important to enhance the 
healthcare services. Accompanied by the ease of use 
and increased accessibility, social media platforms 
provide direct access to healthcare services, enabling 
interaction between healthcare practitioners and 
patients. 

Moreover, these online platforms also help spread 
awareness and education about the diseases, their 
symptoms, and possible treatments (Asan et al., 
2021). To further validated this, Sousa-Duarte et al. 
(2020) cited an example of the role of social media 
during polio epidemics in Pakistan. As noted, both 
Public and Private healthcare organizations consider 
social media as an important career of information 
and communication and information between the 
healthcare services providers and the public. Online 
platforms inform people about the severity of the 
issue and spread awareness about the importance of 
vaccination programs to counteract the epidemic. 
Consequently, people changed their behaviors and 
adopted measures to counteract the relevant 
epidemic (Ganatra & Patel, 2018). 

H4: Trust has a significant impact on online 
healthcare communication 

2.5. Feedback In Online Healthcare 
Communication: 

According to W and Sing (2018), patient 
experiences are an important determinant of 
healthcare quality. Existing literature on poor 
healthcare services indicates a decreased interest 
and, therefore, a reduced consideration by the public. 
As a result, healthcare organizations widely resort to 
fast and reliable resources to gather timely patient 
feedback through their social media platforms. As 
noted by (Jug et al., 2019), online Feedback tends to 
support patient-centered, actively responsive 
healthcare services that fulfill the patients' needs if 
used well. Once the healthcare sector recognizes the 
importance of Feedback, they carefully gather and 
interpret them to modify their services. As noted by 
Baines et al. (2018), one thing we have learned during 
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the current technological era is that adopting 
digitalization and collecting Feedback is the need of 
the hour. Also, the data collected from the patients 
can become handy and may help to provide insights 
to alter or maintain the services. Further, if we 
recognize the overall significance of collecting 
patient feedback data, it can also facilitate us in 
concluding. Gowda et al. (2020) further argued that 
Feedback through online healthcare communication 
also helps improve the overall reputation of the 
services. In this regard, getting online Feedback for 
healthcare purposes is different than ordinarily 
getting reviews. This Feedback, as mentioned earlier, 
helps in a multifaceted way, further ensuring equal 
healthcare services for all. 

H5: Feedback has a significant impact on online 
healthcare communication 

2.6. Artificial Intelligence In Online Healthcare 
Communication: 

Using Artificial Intelligence in the healthcare 
sector has a prospective ability to serve healthcare 
practitioners and patients at many levels. For 
example, Artificial Intelligence can help practitioners 
suggest the most relevant treatment for the patients. 
Besides, it can also help in disease diagnosis on a 
fundamental level (Matheny et al., 2018). On the 
other hand, Artificial Intelligence also allows the 
patients to choose the most suitable and relevant 
healthcare practitioner, find the best matching 
pharmaceutical company, and select a good quality 
healthcare service provider (Secinaro et al., 2021). 
According to Chen and Decary (2020), mostly 
healthcare technologies and Artificial Intelligence 
have potential relevance to the healthcare field. Yet, 
their adopted tactics may vary based on their 
organizations and policies. Some studies also assert 
that Artificial Intelligence in Healthcare can perform 
better than humans, such as disease diagnosis, as 
many cases have witnessed its role in different cases 
and regions. Further, regarding the applicability and 
the role of Artificial Intelligence in Healthcare, 
(Puaschunder, 2020) argues that machine learning is 
one of the best approaches. It is one of the core 
techniques of Artificial Intelligence, having different 
versions for healthcare purposes.  

Manne and Kantheti (2021) cited another example 
of deep learning in Healthcare. As noted, Artificial 
Intelligence in Healthcare uses Deep learning prefers 
using speech recognition as Natural Language 
Processing (N.L.P.). However, compared to machine 
learning, deep learning has complex meanings for 
human observers, indicating challenges regarding 
the interpretation of the results. (Isaacs, 2020a) in 

their review study further highlighted the 
importance of Artificial Intelligence in Healthcare. As 
stated, Artificial Intelligence can diagnose a disease 
comparatively faster than humans. The AI-based 
approaches the healthcare sector is adopting further 
determine their relevance and suitability for the 
patients' health. Further validated by Manne and 
Kantheti (2021) as noted that using Artificial 
Intelligence as a tool for improved Healthcare 
provides an unprecedented opportunity to improve 
healthcare and patient experiences and reduce costs. 
Examples involve but are not limited to automation, 
providing the patients with suitable caregivers, 
healthcare practitioners' synthesis, 
recommendations, and information synthesis for the 
shared decision-making process. 

H6a: Artificial Intelligence mediates the 
relationship between trust and online 
healthcare communication 

H6b: Artificial Intelligence mediates the 
relationship between Feedback and online 
healthcare communication 

2.7. Media Richness In The Age Of Social Media 
And Artificial Intelligence (AI) 

The conceptual framework of the current research 
is grounded in Media Richness Theory (MRT), 
proposed by Daft and Lengel, which asserts that 
communication media vary in their ability to convey 
information effectively. The richness of a medium 
depends on its capacity to handle multiple 
information cues, provide timely feedback, and 
facilitate personal interaction, which becomes 
particularly critical during uncertain or high-stakes 
situations, such as healthcare crises (Bergin, 2016). 
Media Richness Theory has been widely applied to 
both traditional and emerging digital platforms, 
offering a lens through which to evaluate the 
suitability of communication channels for different 
purposes (Salleh & Moghavvemi, 2016). Healthcare 
communication is inherently complex and 
accompanied by uncertainties. Patients require 
accurate, accessible, and context-sensitive 
information from healthcare professionals to make 
informed decisions (Sousa-Duarte et al., 2020). 
Online healthcare platforms, particularly social 
media and AI-enabled systems, are increasingly seen 
as avenues to satisfy these needs. Such platforms, 
when designed with attention to ease of use and 
meaningful feedback mechanisms, can align with 
patients’ informational and emotional requirements 
(Nwodoh et al., 2019). In this context, Trust and 
Feedback emerge as crucial components under 
Media Richness Theory, as they allow healthcare 
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organizations to reduce uncertainties and foster 
sustained online interactions (Srimarut & 
Techasatian, 2019). 

Expanding MRT to the current research, the 
theoretical model emphasizes how health 
information and communication technologies 
(HICTs), including AI-enabled online platforms, can 
align the communication medium with the content to 
improve patient engagement. Traditional offline 
consultations are often limited in depth due to time 
constraints and high patient volume, which may 
reduce patient trust and lead to tension in physician-
patient relationships (Wang et al., 2017; Wei et al., 
2020). Online platforms provide opportunities to 
rebuild trust by enabling more flexible, timely, and 
continuous interaction. However, online 
communication introduces new challenges: reduced 
social presence, asynchronous interactions, and 
reliance on patient-reported symptoms, which may 
hinder trust development and affect the quality of the 
physician-patient relationship (Li et al., 2018; Zhang 
et al., 2019). Media Richness Theory critically 
addresses these challenges by suggesting that 
different communication formats, text, voice, or 
combined text and voice—offer varying degrees of 
richness and social presence. Richer media can 
provide more immediate feedback, nuanced cues, 
and a greater sense of presence, which in turn 
enhances communication efficiency and strengthens 
trust between patients and healthcare providers 
(Mandal & McQueen, 2013). The selection of an 
appropriate media channel, therefore, becomes a 
strategic decision in online healthcare PR, ensuring 
that messages are effectively delivered and patients 
feel adequately supported. In the context of Artificial 
Intelligence in healthcare Public Relations (A.I.A.I.), 
AI-enabled platforms can further optimize media 
richness by personalizing interactions, providing 
real-time responses, and analysing patient feedback 
to improve communication outcomes (Liu et al., 
2022). This aligns with the theoretical model of the 
current research, which posits that the alignment 
between technology, message, and media richness 

directly affects patient trust, feedback, and 
engagement in online healthcare communication. By 
incorporating MRT into the study, this research not 
only highlights the importance of selecting rich 
media for healthcare interactions but also 
emphasizes the role of AI in mediating these 
interactions to enhance trust, satisfaction, and 
effective health communication. Figure 1 illustrates 
the conceptual framework of current research study. 

Figure 1: Conceptual Model. 

3. METHODOLOGY 

3.1. Study Design 

The current research is based on a cross-sectional 
nature. According to (Macnamara, 2016), cross-
sectional are important as they enable data collection 
from several participants at a single point in time. 
Further, the researchers adopted a survey approach 
designed on a five-point Likert scale. According to 
Ahmad et al. (2019) survey method is mainly 
preferred as it enables data gathering directly from 
the respondents having first-hand experience of a 
relevant phenomenon.n Table 1 summarizes the 
sources, and items of data gathering tool. After data 
gathering, the researchers coded and manipulated 
the data for statistical analysis. Here, both Statistical 
Package for Social Sciences and I.B.M. Amos were 
used according to the nature and design of the study 
(Krosnick, 1999). 

Table 1: Sources Of Research Survey Items. 
S/R Variables Source Items 

1. Social Media Healthcare (Afful-Dadzie et al., 2021; Huo et 
al., 2019a) 

The hospital/healthcare 
organization ensures high-

quality patient services. 
The healthcare sector provides 
easy access to medical care for 

patients. 
Healthcare services in my 

organization are responsive to 
patients’ needs. 

2. Healthcare and PR 
(Elrod & Fortenberry, 2020; 

Nwodoh et al., 2019b; Tomic et 
al., 2011) 

The healthcare organization 
effectively uses social media for 

public communication. 
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Public Relations campaigns 
improve patient awareness about 

healthcare services. 
PR activities in the healthcare 

sector help in building 
community trust. 

3. Artificial Intelligence in 
Healthcare Sector 

(Isaacs, 2020b; Manne & 
Kantheti, 2021; Matheny et al., 

2018) 

I trust the healthcare 
organization to provide accurate 

information online. 
I believe healthcare professionals 

provide reliable guidance and 
recommendations. 

I feel confident in sharing my 
personal health information with 

the healthcare organization. 

4. Trust and Equivocality (Bergin, 2016; Salleh & 
Moghavvemi, 2016a) 

The healthcare organization 
actively seeks patient feedback 

online. 
Feedback from patients is 
considered for improving 

healthcare services. 
I feel my opinions about 

healthcare services are valued. 

3.2. Sampling Approach 

The population of the current investigation 
involves Public Relations practitioners from public 
sector hospitals currently working in the United 
Arab Emirates. However, the researchers randomly 
selected a sample of n= 250 PR practitioners. Notably, 
selecting the relevant sample size was suitable, as 
according to Ahmed (2009), studies based on 
structural equation modeling should contain a 
minimum sample size of n=200 participants to ensure 
their generalizability. Moreover, as the researchers 
used self-administered questionnaires, they applied 
a convenience sampling technique for the 
participants' selection purposes, as suggested by 
Apuke (2017). For this reason, the researchers first 
approached the relevant hospitals and acquired 
permission from their administrators as an important 
consideration. Notably, the selected sample size of 
250 ensures sufficient statistical power for structural 
equation modeling and provides a practical yet 
representative overview of PR practitioners across 
public hospitals in the UAE, even without knowing 
the exact total population size. Thus, after the data 
gathering, the researchers carefully checked and 
finalized n= 244 questionnaires as n= 6 were 
incompletely filled or missing, suggesting the 
response rate of 97.6%. 

3.3. Research Ethics 

According to Brown (2016), informed consent is 
one of the most preferred research ethics. It involves 
providing the participants with primary information 
about the research process. Thus, the researchers also 
provided the participants with informed consent, 

mainly involving information about the research 
problem, its purposes, and the potential 
generalizability of results. Participants were also 
ensured that their data would be kept safe and not 
used for commercial purposes. Finally, the 
researchers also informed the participants that they 
could quit responding whenever they wanted 
without further questions or obligations.  

4. DATA ANALYSIS 

4.1. Convergent Validity Analysis 

In the first step of data analysis, the researchers 
examined the convergent validity of the 
measurement model. As noted by Samuels (2016), 
convergent validity help to ensure the internal 
consistency of the research items facilitating the 
further pathway to the structural model analysis. 
Thus, for the convergent validity, the researchers 
examined Factor Loadings, Average Variance 
Extracted, Cronbach Alpha, and Composite 
Reliability. First, the Factor Loadings values analysis 
revealed that most of the relevant values surpass the 
threshold value of 0.5. Besides, all the Average 
Vraince Extracted Values (AVE) also range from .860 
to .954, which are also greater than the designated 
threshold value of 0.5. 

Similarly, calculating the Cronbach Alpha values 
revealed that they range from .754 to .811, and the 
Composite Reliability value ranges from .717 to .905. 
Both Cronbach Alpha and Composite Reliability 
values surpass the threshold value of 0.7. Thus, it is 
found that the convergent validity of the 
measurement is successfully established. Table 2 
summarizes the findings of convergent validity 
analysis: 

Table 1: Convergent Validity of Measurement Model. 
Variables Items FL AVE CA CR 
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Healthcare Sector 

HCS1 0.810 

0.860 .754 .781 HCS2 0.764 

HCS3 0.910 

Public Relations 

PR1 0.915 

0.954 .773 .905 PR2 0.994 

PR3 0.781 

Trust 

TST1 0.878 

0.878 .811 .722 TST2 0.879 

TST3 0.098 

Feedback 

FBK1 0.996 

0.906 .794 .802 FBK2 0.817 

FBK3 0.718 

Artificial Intelligence 

AI1 0.918 

0.875 .803 .717 AI2 -0.061 

AI3 0.833 

Online Healthcare 
Communication 

OHC1 -0.060 

0.863 .762 .813 OHC2 0.911 

OCH3 0.810 

4.2. Goodness of Fit 

According to Gu et al. (2019), Goodness of Fit, also 
known as Model Fit, is a critical measure to 
determine how well the observed data aligns with 
the hypothesized model. In the current study, the 
measurement model demonstrated an excellent fit 
across multiple indices. The chi-square value (X² = 
0.440) is well below the recommended threshold of 
3.0, indicating a strong alignment between the model 
and observed data. The probability value (p = 0.000) 
further confirms the statistical significance of the 
model fit. Also, the Fit Index (FI = 2.56) exceeds the 
minimum recommended value of 1.0, suggesting that 
the model provides a good representation of the 
observed relationships (Hooper et al., 2008). The 
Standardized Root Mean Square Residual (SRMR = 
0.651) is also below the threshold of 0.85, 
demonstrating a very low residual error and 
excellent fit (Hooper et al., 2008). Considering these 
indices, the Comparative Fit Index (CFI = 0.92) and 
Tucker-Lewis Index (TLI = 0.91) both exceed the 
commonly accepted benchmark of 0.90, indicating a 
good fit (Hu & Bentler, 1999). Finally, the Root Mean 
Square Error of Approximation (RMSEA = 0.068) 
remains below the 0.08 threshold, suggesting 
acceptable approximation error. Taken together, all 
indices confirm that the measurement model shows 
an excellent overall fit, supporting the reliability and 
validity of the proposed conceptual framework.. 
Table 2 summarizes the results of goodness of fit.  

Table 2: Goodness Of Fit Indexes. 
Fit Index Value Threshold Interpretation 

Chi-Square (X²) 0.440 < 3.0 
Excellent fit; 
well below 
threshold 

Probability 
Value (p) 

0.000 p < 0.05 
Statistically 
significant; 

confirms 
model fit 

Fit Index (FI) 2.56 > 1.0 

Good fit; 
exceeds 

minimum 
requirement 

Standardized 
Root Mean 

Square 
Residual 
(SRMR) 

0.651 < 0.85 
Excellent fit; 

value is below 
threshold 

Comparative 
Fit Index (CFI) 

0.92 > 0.90 

Very good fit; 
meets 

recommended 
criteria 

Tucker-Lewis 
Index (TLI) 

0.91 > 0.90 

Very good fit; 
meets 

recommended 
criteria 

Root Mean 
Square Error of 
Approximation 

(RMSEA) 

0.068 < 0.08 

Good fit; below 
threshold 
indicating 
acceptable 

error 

4.3. Discriminant Validity 

In the second step of examining the internal 
consistency of the measurement model, the 
researchers examined the discriminant validity. 
According to Zumbo (2005), criteria are important to 
test the discriminant validity of the measurement 
model, including the Heterotrait-Monotrait Ratio 
and the Fornell-Larcker criterion. First, regarding the 
Fornel-Larcker criterion, the square of all the 
Average Vraince Extracted values is greater than the 
correlation values (See Table 3). Besides, the 
calculation of the Heterotrait-Monotrait Ratio 
revealed the H.T.M.T. value of -1.39 (See Table 4) that 
is smaller than the threshold value of 0.9, as 
suggested by Weston and Gore (2006). Thus, the 
discriminant validity of the measurement model is 
also affirmed.  
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Table 3: Fornel-Larcker Criterion. 
 H.C.S. PR TEST FBK AI OHC 

HCS .739      

P.R.P.R. -.875 .910     

TEST .054 -.021 .770    

FBK -.750 .678 .228 .820   

AI -.422 .354 -.393 -.260 .765  

O.H.C. .281 -.238 -.538 -.269 
-

.043 

.739 

Table 4: Hetesssrotrait-Monotrait Ratio. 
 H.C.S. PR TEST FBK AI OHC 

HCS       

PR .186      

TEST -.065 -.063     

F.B.K. .934 -.124 -.036    

AI .911 -.117 .097 .954   

O.H.C. -.062 -.055 .596 .005 .064  

4.4. Coefficients Of Determination R2 

After affirming the internal consistency of the 
measurement model, the researchers examined the 
structural Model. For this purpose, first, they 
conducted the Coefficients of Determination R2 to 
assess the predictive power of latent variables 
(Dufour, 2011). In this regard, the R2 values range 
from .455 to .762, indicating a fundamental/ strong 
predictive power of the latent variables. Table 5 
summarizes the results of Coefficients of 
Determination R2: 

Table 5: Coefficients of Determination R2. 
S/R Variables R2 

1. Healthcare Sector .762 

2. Public Relations .455 

3. Trust .667 

4. Feedback .601 

5. 
Artificial 

Intelligence 
.583 

4.5. Hypotheses Testing 

The second step of structural model analysis 
involves path analysis, including regression weights. 
As noted by Suhr (2016), although path analysis 
contains regression weights (t and significance 
values), it provides potential insights regarding the 
strength of structural relationships proposed in the 
conceptual model. Thus, in this research, the 
researchers also conducted a path analysis to 
examine the relationships between latent variables. 
First, H1a and H1b proposed a significant impact of 
the Healthcare Sector on Trust and Feedback. The 
proposed relationships were in line with the current 
healthcare strategies, as witnessed by Chen and 

Wang (2021). The proposed relationships remained 
significant with the path values at -.674 and .988 
(respectively), with significance values p> 0.000 and 
p> 0.000. Further, H2 of the study proposed a 
significant impact of the Healthcare Sector on Public 
Relations, assuming P.R.P.R. as an important 
component of healthcare organizations today 
Alteneiji (2021). The relevant hypotheses also 
indicated validation with the path value at .117 and 
significance value at p> 0.001. The next two 
hypotheses (H3a and H3b) proposed the significant 
impact of Public Relations with Trust and Feedback, 
as also scrutinized by (Kaya & Mantar, 2021a; Wong 
et al., 2020). The relevant hypotheses also got 
validated as the path values remained at .282 and -
.485 (p> 0.000 and p> 0.000).  

Similarly, in the next hypothesis, the researchers 
proposed a significant impact of Trust (H4) and 
Feedback (H5) on Online Healthcare 
Communication, as also investigated by Kaya and 
Mantar (2021) and Srimarut and Techasatian (2019). 
First, the impact of Trust on Online Healthcare 
Communication remained significant, with the path 
value at .638 and the p-value at p> 0.000. Besides, the 
effect of Feedback on Online Healthcare 
Communication also remained significant, with the 
path value at .133 and p-value at p> 0.003. Finally, the 
researchers proposed mediating/ indirect effect of 
Artificial Intelligence (A.I.A.I.) on the Trust (H6a) 
and Feedback (H6b), leading to Online Healthcare 
Communication. The researchers used path analysis 
and Sobel Test to examine the proposed mediation, 
as suggested by Wood et al. (2008). In this regard, it 
is found that Artificial Intelligence is significantly 
mediating the Trust (H6a) and Feedback (H6b), 
leading to Online Healthcare Communication with 
the path values at -.108, -.106 (respectively), and p-
values at p> 0.006 and p> 0.000. Besides, the indirect 
effect's values are also found as H1a: .390 and H6b: 
262 (respectively). Table 5 summarizes the results of 
hypotheses testing, i.e., path analysis and regression 
weights. 

Table 6: Hypotheses Testing (Path Analysis And 
Regression Weights). 

Hypotheses Path t-value P 

Trust<---
Healthcare Sector 

-.674 -32.275 .000 

Feedback<---
Healthcare Sector 

.988 86.693 .000 

Public Relations<-
--Healthcare 

Sector 
.117 3.240 .001 
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Trust<---Public 
Relations 

.282 8.556 .000 

Feedback<---
PublicRelations 

-.485 -26.905 .000 

Online Healthcare 
Communication<-

--Trust 
.638 12.588 .000 

Online Healthcare 
Communication<-

--Feedback 
.113 2.965 .003 

Hypotheses Path Indirect Effects P 

Trust<--- 
Artificial 

Intelligence <---
Online Healthcare 
Communication 

-.106 .390 .006 

Feedback<--- 
Artificial 

Intelligence <---
Online Healthcare 
Communication 

-.106 .262 .000 

4.6. Importance Of Performance Map Analysis: 

Figure 3: Importance of Performance Map Analysis 

According to Aprilia et al. (2022), Importance 
Performance Map Analysis is an important part of 
Structural Equation Modelling (S.E.M.), showing the 
influence of exogenous variables on the endogenous 
variable(s). IPMA represents the performance of 
exogenous construct in a two-dimensional map. 
Thus, in this research, the researchers conducted 
Importance Performance Map Analysis. As shown in 
the See Figure 3, trust remained the highest 
endogenous variable influenced by the exogenous 
variable with the Mean value at M: 3.94. Besides, 
followed by Public Relations (M: 3.86), Feedback 
remained the third most influenced variable (M: 
3.79). Finally, Artificial Intelligence and Healthcare 

Sectors remained the least influenced variables (M: 
3.77 and M: 3.73, respectively). 

5. DISCUSSION ON RESULTS 

Trust and Feedback are two crucial factors that 
strengthen the company-client relationships. This 
trust can be built through constant communication, 
providing a pathway to access the public, offering 
them services, gathering their opinion, and 
improving services accordingly. Media Richness 
Theory, in terms of Trust and Feedback, provides a 
strong baseline regarding how mass media 
platforms, including social media, help people 
interact, stay connected, and gain insights about the 
services they want (Gołuchowski et al., 2017). Further 
consistent with the propositions of media richness 
theory, respondents also agreed that “the 
hospital/healthcare organization ensures high-
quality patient services,” “the healthcare sector 
provides easy access to medical care for patients,” 
and “healthcare services in their organization are 
responsive to patients’ needs,” reflecting the positive 
perception of the Healthcare Sector. 

Especially talking about healthcare Public 
Relations, the increased use of online healthcare 
communication also requires the practitioners and 
the relevant organizations to imply the responsibility 
of foresight and precision. As a result, healthcare 
Public Relations campaigns and messages access the 
right people, convey the favorable message, and 
attain the required outcomes through online 
platforms. However, it is also notable that the 
healthcare P.R.P.R. professional does not need to be 
complicated. Instead, adopting general approaches 
aimed at simplified information through simplified 
means is the need of the day (Borchert & Heisel, 
2022). Participants also indicated that their 
organization effectively utilizes social media for 
public communication, and PR campaigns enhance 
patient awareness of healthcare services. They 
further revealed that PR activities in the healthcare 
sector help in building community trust,” presenting 
the significance of Healthcare and PR in 
strengthening public communication.  

Peng et al. (2020) also witnessed that technology, 
such as Artificial Intelligence, is another progress in 
healthcare Public Relations that further enhances 
public trust and confidence in healthcare services in 
general. In line with Peng et al.'s (2020) propositions,  
respondents in the current study, largely agreed that 
they trust the healthcare organization to provide 
accurate information online, as healthcare 
professionals provide reliable guidance and 
recommendations. According to the respondents, 

Healthcare 
Sector

Public 
Relations

Trust

Feedback

Artificial 
Intelligenc

e

3.7

3.75

3.8

3.85

3.9
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they feel confident in sharing personal health 
information with the healthcare organization, 
indicating the positive perception of Artificial 
Intelligence in Healthcare. 

Figure 5: Path Model in Current Study. 

Similarly, this research also examined why 
healthcare Public Relations adopt and implement an 
ever-improved online technology. Factors like Trust 
and Feedback provided a pathway to design and 
examine the potentially significant structural 
relationship. Accompanied by Artificial Intelligence, 
the researchers further proposed improved services 
for the public members in the United Arab Emirates 
(See Ptah Model labeled as Figure 5). However, 
proposing a conceptual model was one thing, 
assessing it with suitable statistical approaches such 
as Structural Equation Modelling (S.E.M.). Thus, 
applying the relevant statistical technique revealed 
that all the hypotheses remained significant as 
proposed. First, in the H1a and H1b of the study, the 
researchers proposed significant impacts of the 
Healthcare Sector on Trust and Feedback. Results 
revealed a potentially significant impact of the 
Healthcare Sector on Trust and Feedback with the 
path values at -.674 and .988 (respectively) and 
significance values at p> 0.000 and p> 0.000. 
Accordingly, respondents agreed that their 
organization actively seeks patient feedback online 
as it is considered important for improving 
healthcare services. Besides, patients’ opinions about 
healthcare services are valued, supporting the role of 
Trust and Equivocality in enhancing patient 
engagement. 

As Sousa-Duarte et al. (2020) noted, community 
trust in healthcare services is important for optimal 
health. Trust, in this context, greatly impacts the 
decision to attain critical medical care, mental health 
care, and preventive screenings. Trust between the 
healthcare providers and patients is also associated 

with patients' confidence to share their Feedback 
regarding services leading to improved experiences, 
positive healthcare results, and patients' perceptions 
about the healthcare system. Besides, H2 of the study 
proposed a significant impact of the Healthcare 
Sector on Public Relations, assuming that the 
healthcare sector in the U.A.E. today pays special 
consideration to adopt Public Relations practices. 
Findings validated the proposed impact as 
significant with the path value at .117 and 
significance value at p> 0.000. These results align 
with the arguments proposed by Chen et al. (2016), 
who consider healthcare P.R.P.R. as the need of the 
day. Also supported by Shahzad et al. (2021) as they 
consider Public Relations an important source to 
spread healthcare awareness and education, 
especially after the rise of the Covid-19 pandemic. 

Further in the H3a and H3b of the study, the 
researchers assumed a significant impact of Public 
Relations practices on Trust and Feedback. As Zeqiri 
(2021) argued, Public Relations practitioners believe 
in the power of trust-building with their clients. Ths 
trust not only facilitates the pathway to increased 
interaction opportunities but also increases access to 
their Feedback. Both these factors help understand 
the clients' requirements and further improve the 
required goals of the Public Relations activities. Thus, 
results in the current research revealed a significant 
impact of Public Relations practices on Trust and 
Feedback. According to the Healthcare P.R.P.R. 
respondents, trust is one of the most important 
considerations in our everyday practices. Through 
trust-building, we tend to interact and gain insights 
into the customers' experiences of the healthcare 
services. Consequently, it further aids us in 
improving the service quality and also sustaining 
relationships with them. 

Similarly, the H4 of this research proposed a 
significant impact of Trust on Online Healthcare 
communication. According to Huo et al. (2019), the 
patients need to be listened to and provided with 
potential solutions to their problems. Besides, 
building their trust in online interaction with 
healthcare services is another brighter aspect of 
technology-enhanced healthcare services. Hence, 
results in current research also validated H4 with the 
path value at .638 (p> 0.000), showing the consistency 
of results with the arguments given by Huo and their 
colleagues. Additionally, findings also approved the 
H5 of the current study asserting a significant impact 
on Feedback on the Online Healthcare 
Communication with the path value at .113 (p> 
0.003). As noted by Nwodoh et al. (2019), social 
media platforms give direct access to know what the 
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patients think of services, also leading to trust-
building. However, the healthcare sector should start 
professional courses and Training programs for the 
workers to magnify the importance and possibility of 
obtaining Feedback from the patients. 

Finally, the researchers examined the proposed 
mediation of Artificial Intelligence in H6a and H6a of 
the study. First, the researcher proposed a significant 
mediating impact of Artificial Intelligence on Trust, 
leading to an increased Online Healthcare 
Communication. Results indicated significant 
mediation of the Artificial Intelligence with the path 
value at -.106 (p> 0.006). Second, the mediating 
impact of Artificial Intelligence on the Feedback 
leading to an increased Online Healthcare 
Communication also remained significant, with the 
path value at -.106 (p> 0.000). As Matheny et al. 
(2018) stated, Artificial Intelligence in Healthcare 
provides several advantages over the conventional 
methods of clinical examination, drug prescription, 
and consultation services. AI-based learning 
algorithms are becoming more accurate and precise, 
especially when gathering patient data, providing 
more insights into the most suitable diagnostics, 
treatment variability, care processes, and patient 
outcomes. 

6. STUDY CONCLUSION 

The current study indicated that Social Media for 
healthcare Public Relations is widely preferred 
today. As better services themselves guarantee 
improved P.R.P.R., using online communication, 
further mediated by social media platforms, further 
enhances their quality. Besides the study, 
respondents indicated another major use of Artificial 
Intelligence in Healthcare P.R.P.R. is the use of N.L.P. 
systems that help classify the clinical documentation. 
Study participants revealed that N.L.P. provides vital 
insights regarding quality and approaches to 
improve the medical practices, h to prepare 
unstructured notes for the patients, and ensure better 
patient results. It is also notable that providing 
insights regarding the factors that lead to social 
media adoption for healthcare P.R.P.R. provides only 
one side of the reasons behind technology acceptance 
and implementation. Examining technology usage 
strategies concerning adoption factors, especially 
from the patient's perspective, can further highlight 
more dimensions and opportunities to ensure 
healthcare services for everyone in a better possible 
manner. 

6.1. Implications 

This research provides significant theoretical 
implications for the study of healthcare 
communication, public relations, and technology 
adoption. First, it expands the application of Media 
Richness Theory by showing its relevance in online 
healthcare environments, particularly in shaping 
trust and feedback mechanisms between healthcare 
organizations and the public. By highlighting how 
different media formats and communication 
strategies affect the quality of interaction, the study 
supports the notion that the choice of communication 
medium influences both relational and informational 
outcomes in healthcare contexts. Second, the 
integration of Artificial Intelligence (AI) into 
healthcare Public Relations contributes to theoretical 
discussions on technology-mediated trust and 
service delivery. This research emphasizes that AI is 
not merely a tool for automation, but rather functions 
as an active mediator that improves the effectiveness 
of communication and public engagement. It 
enhances the understanding of how technology can 
facilitate alignment between organizational 
messages and patient expectations, providing 
insights into the mechanisms by which AI influences 
patient perceptions and behavioral responses. 

Third, this study extends the conceptualization of 
trust and feedback as diligent constructs in the 
healthcare sector. The results suggest that these 
constructs are critical in mediating the relationship 
between healthcare strategies, technological 
interventions, and communication outcomes. The 
research also emphasizes the role of public relations 
as a theoretical lens for understanding organizational 
legitimacy, message framing, and reputation 
management in healthcare. Altogether, this study 
contributes to the theoretical body of knowledge by 
integrating communication theories, technology 
adoption models, and healthcare public relations 
frameworks, providing an in-depth understanding of 
how trust, feedback, and AI jointly shape effective 
healthcare communication. 

6.2. Research Limitations 

This study also contains three primary limitations. 
First, this study employs a single-method, 
quantitative approach, which limits its scope. Future 
studies can integrate more methodologies, such as 
mixed-methods, to further delimit this scope. The 
second limit involves the geographical 
generalizability of results. Future researchers can 
replicate this study and conduct similar projects in 
different regions to gain a deeper, region-specific 
understanding. Finally, the third limitation involves 
the convenience sample approach. Although the 
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relevant sampling approach is widely applied, it has 
received much criticism due to researchers’ own bias. 

Future studies can employ alternative approaches, 
such as random sampling, to mitigate this limitation. 
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