
 
 

 

Kesari Mahratta Trust – (Copyright-2024)            Volume-I, Issue-I, NOVEMBER-2024  1 | P a g e  

Multi-Disciplinary Journal  

ISSN No- 2581-9879 (Online), 0076-2571 (Print) 
www.mahratta.org,  editor@mahratta.org 

Transforming Negative Image Into Positive Image 

Through PR: A Case Study Of Uorfi’s Javed. 
 

Poonam V. Shinde 

Department of Journalism and Mass Communication 

Tilak Maharashtra Vidyapeeth, Pune-37 

 

Ms. Shashwati Shweta 

Faculty, Department of Journalism and Mass Communication 

Tilak Maharashtra Vidyapeeth, Pune-37 

 

Abstract 
This study examines the role of public relations strategies in transforming public perception, 

using Uorfi Javed’s case as an example. Key strategies such as narrative reframing, media 

collaboration, direct audience engagement, and PR stunts were identified as essential in 

reshaping a controversial image into a positive one. Consistency in messaging proved vital to 

maintaining credibility, while paid media campaigns and collaborations with trusted outlets 

amplified achievements and countered criticism effectively. 

Authentic engagement on social media helped humanize the public figure, address criticism 

directly, and foster stronger audience connections. Despite challenges like ingrained public 

biases and backlash, these strategies demonstrated their effectiveness in managing reputation in a 

highly scrutinized media environment. 

The findings provide valuable insights for public figures and PR professionals navigating image 

management. Future research could explore how these strategies apply across different cultural 

contexts or to other public figures facing similar challenges. 

 

Research Statement 
This study examines how strategic public relations can transform public perception, focusing on 

Uorfi Javed’s case. It explores the effectiveness of narrative reframing, media collaboration, 

audience engagement, and PR stunts in reshaping a negative image into a positive one. The 

research highlights the importance of consistent messaging, paid media, and authentic social 

media interaction in managing reputations and addressing public criticism. These findings 

provide valuable insights for PR professionals and public figures while encouraging further 

exploration across diverse cultural contexts. 
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Introduction  
Public relations (PR) have emerged as a vital phenomenon in shaping perceptions and managing 

reputations, particularly for individuals who face persistent negative public scrutiny. By 

employing strategic communication, PR professionals can not only mitigate damaging narratives 

but also reconstruct a positive public image. This is especially relevant in today’s digital era, 
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where social media amplifies both criticism and appreciation at an unprecedented scale. An 

intriguing example of such image transformation is the case of Uorfi Javed, a media personality 

known for her unconventional fashion choices and controversial public image. Despite facing 

intense trolling and criticism, Uorfi has managed to leverage PR strategies to gradually shift the 

public narrative, transforming her portrayal from a contentious figure to one associated with self-

expression and empowerment. 

This research explores how public relations professionals strategize and apply techniques to 

maintain and reshape Uorfi Javed’s public persona. It examines the interplay of narrative 

framing, media representation, and public engagement to understand their roles in converting 

negative image-behaviour into positive image-behaviour. By analysing Uorfi’s journey, this 

study highlights the tools and methodologies employed by PR experts, such as storytelling, 

audience segmentation, and digital outreach, to influence public opinion. 

Furthermore, the study delves into broader insights on reputation management in the context of 

today’s hyper connected digital and social media milieu. The findings not only contribute to a 

better understanding of Uorfi’s unique transformation but also extend to a larger debate on the 

role of PR in redefining narratives and protecting reputations in the modern media landscape. 

 

Literature Review  
Kazankova (2021) “Social Media as a Tool for Reputation Management” – A closer look at how 

to explores the idea that polarizes content which tends to attract higher levels of engagement on 

social media. In Javed’s case, her controversial outfits and responses to social media criticism 

often generate significant online discourse. Studies indicate that highly emotional or divisive 

content is more likely to be shared, commented on, and interacted with, thus increasing visibility 

(Kazankova, 2021). Javed’s public persona thrives on this engagement loop, where every post, 

comment, or critique potentially fuels further interaction, which in turn enhances her online 

presence. This approach, while polarizing, showcases the effectiveness of strategic controversy 

in boosting a public figure’s reputation in the digital agency. 

Pooja Tiwari (May 2024) -The Urfi Javed is known for her bold and unconventional fashion 

choices, recently stunned her fans with a traditional avatar that showcased a softer, more classic 

side of her style. Known for her daring outfits and unapologetic self-expression.Uorfi’s switch to 

a more traditional look surprised many of her followers. The response was overwhelmingly 

positive, with fans praising her beauty and calling her a “true style icon.”This shift in her public 

persona demonstrates how Urfi’s ability to adapt her image to maintain relevance and appeal to a 

broader audience. Even with her media presence,her usual fashion choices often spark 

controversy, this traditional look allowed her to engage with her followers in a new way, showing 

versatility without losing her unique charm. Social media was flooded with comments like “Pehli 

bar bahut khubsurat lag rahi hai madam,” emphasizing how her fans appreciated the 

change.Uorfi’s ability to balance her bold persona with moments like these highlights her 

strategic approach to managing her reputation. It shows a different side of herself, as Javed 

continues to engage the audience and strengthen her position as a prominent influencer in the 

digital space. 

Itishree Sethy (Aug 2024) “Personalized Engagement as a PR Strategy” -The release of Javed’s 

unscripted reality series, Follow Kar Lo Yaar, offers an unfiltered look into her life, reinforcing 

her brand as authentic and transparent. To emphasize that unscripted content on platforms like 

Prime Video resonates with audiences seeking more relatable and genuine representations of 

public figures. By showing the behind-the-scenes of her celebrity interactions, Javed cultivates a 
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sense of authenticity that helps humanize her public persona, making her more relatable to her 

audience. This study also explores about how Javed’s playful DMs and quirky approach to 

celebrity interactions contribute to her image as a fearless, entertaining figure in the media 

landscape. 

As per ABP News (May 2022),”Psychological Impact of Negative PR and Its Role in Public 

Perception”-The psychological impact of being in the public eye can be immense, as public 

figures often face intense scrutiny, hate, and trolling.Uorfi Javed’s transparency about her 

emotional struggles with online negativity underscores the toll of such publicity. However, this 

ability of Javed,to address these challenges and maintain her presence in the media aligns with 

strategies for transforming negative PR into positive outcomes. This Research also indicates that 

public figures who acknowledge their struggles in a relatable way can foster greater empathy 

from their audience, turning negative press into a source of engagement and support Javed’s 

candid discussions about the psychological effects of trolling help humanizing image and support 

Javed’s candid discussions about the psychological effects of trolling help humanizing image and 

making of Urfi more relatable and allowing her to reposition her narrative toward resilience and 

authenticity, key elements in converting negative attention into a positive public image. 

 

Qualitative Methodology 
This study adopts a qualitative research approach to explore how public relations (PR) can 

transform a negative image into a positive one, using Uorfi Javed as a case study. Through in-

depth interviews with faculty experts in PR and media studies, the research aims to uncover the 

strategies, challenges, and impacts of PR efforts in image transformation. 

Research Design 

A qualitative research design was chosen to provide rich, detailed insights into the subject. Semi-

structured interviews were employed to allow participants to share their expertise while ensuring 

the research objectives were addressed. 

Sampling Technique 

Purposeful Sampling was utilized to ensure that the participants possess relevant expertise in PR 

and media studies 

1.Participants: 

Two assistant professors with substantial experience in teaching and researching public relations 

and reputation management were selected. 

The Assistant professors Shashwati Shweta and Mira Mondal, both are affiliated with the 

Department of Media and Communication at Tilak Maharashtra Vidyapeeth University and have 

published works on PR strategies and media influence. 

Rationale for Sampling: 

Non probability sampling ensures that the participants contribute in-depth and credible insights 

relevant to the research objectives. 

 

Data Collection 
Interview Format: 

Semi-Structured Interviews: This format provided a balance between structured questions and 

the flexibility to explore unanticipated topics. 

Question Design: The questions were open-ended and focused on themes such as PR strategies, 

media influence, audience engagement, and challenges in image management. 

Interview Questions: 



 
 

 

Kesari Mahratta Trust – (Copyright-2024)            Volume-I, Issue-I, NOVEMBER-2024  4 | P a g e  

Multi-Disciplinary Journal  

ISSN No- 2581-9879 (Online), 0076-2571 (Print) 
www.mahratta.org,  editor@mahratta.org 

1. How did media coverage and social media platforms influence Urfi Javed's public image 

during this transformation process? 

2. What specific PR strategies or campaigns were used to shift the narrative about Urfi 

Javed from negative to positive?  

3. What measures were taken to ensure the positive image created for Urfi Javed is 

sustained over time? 

4. How were negative incidents or controversies involving Urfi Javed handled to prevent 

further damage to her public image? 

5. What types of content (e.g., interviews, collaborations, social media posts) were 

strategically used to promote a positive image of Urfi Javed? 

Interview Process: 

Mode: The interviews were audio recorded. 

Duration: Each interview lasted approximately 10-15 minutes. 

Ethical Considerations: Participants gave informed consent for recording and transcription 

of the interviews. 

 

Limitations  
1. Small Sample Size: The study is based on two faculty interviews, limiting 

generalizability. 

2. Subjectivity: Responses may reflect personal biases of the participants. 

3. Single Case Study: Focusing only on Uorfi Javed may not apply to other cases. 

4. Limited Data Access: The study relies on external observations, not direct PR campaign 

details. 

5. Dynamic Public Opinion: Public perception changes over time, which may affect 

findings. 

 

Scope  
1. Focus on public relations strategies for reshaping public perception, using Uorfi Javed’s 

case as a reference. 

2. Examines narrative reframing, media collaboration, audience engagement, and PR stunts 

as key PR techniques. 

3. Relevant to PR professionals, public figures, and media strategists for reputation 

management. 

4. Analyzes the role of consistent messaging, paid media, and social media authenticity in 

building trust and credibility. 

5. Addresses challenges like overcoming biases and managing backlash in media 

environments. 

6. Provides insights applicable to individuals and organizations managing public narratives. 

7. Lays the foundation for future research across cultural contexts, industries, and other 

public figures. 

 

 

Observation  
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1. Narrative Framing: Focus on reframing controversies into empowering and relatable 

stories to shape public perception positively. Consistency in messaging is crucial to 

maintain credibility and avoid mixed signals. 

2. Media Collaboration: Collaborate with trusted media outlets to amplify positive stories 

and achievements. Paid media campaigns play a significant role in influencing narratives 

and countering negative press effectively. 

3. Direct Engagement: Engage authentically and consistently with audiences on social 

media to humanize public figures, build trust, and address criticism directly. Regular 

updates and responsiveness are key to maintaining loyalty. 

4. PR Stunts: Well-planned PR stunts can create buzz and redirect attention from 

controversies. However, they should align with the figure’s core values and narrative to 

ensure authenticity and prevent backlash 

5. Reputation Management: Reputation management is an ongoing process that requires 

proactive narrative building and reactive crisis management, supported by paid media 

campaigns and strong media partnerships. 

6. Challenges: Key challenges include overcoming ingrained biases, managing backlash, 

and ensuring consistent, authentic messaging across all platforms to maintain trust. 

 

Conclusion 
This study highlights the transformative power of strategic public relations in reshaping public 

perception. The findings demonstrate that a combination of narrative reframing, media 

collaboration, direct audience engagement, and well-timed PR stunts can effectively manage and 

enhance a public figure’s reputation. In the case of Uorfi Javed, these strategies collectively 

turned a controversial image into a more positive and relatable one. 

Consistency in messaging emerged as a crucial factor, ensuring credibility across platforms. Paid 

media campaigns and collaborations with trusted outlets amplified achievements while 

countering criticism, and authentic social media engagement fostered stronger audience 

connections. Despite challenges such as overcoming biases and managing backlash, these 

approaches proved instrumental in managing public perception. 

These insights provide valuable lessons for public figures and PR professionals, especially in a 

media landscape where scrutiny is constant. Future research could examine how these strategies 

vary across cultural contexts or apply to other public figures navigating similar challenges. This 

would further enhance understanding of reputation management in diverse and dynamic 

environment. 
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