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Abstract 

Artificial Intelligence (AI) has emerged as one of the most transformative technologies influencing the field of 

public relations (PR). The integration of AI-powered tools such as chatbots, sentiment analysis, predictive 

analytics, and automated content generation has significantly changed how organizations communicate with 

stakeholders. AI enables public relations professionals to analyze large volumes of data, personalize 

communication strategies, monitor public opinion in real time, and improve crisis management. Despite these 

advantages, the growing dependence on AI also raises ethical concerns regarding transparency, accountability, 

misinformation, algorithmic bias, privacy, and the diminishing role of human judgment in communication. This 

paper examines the role of artificial intelligence in public relations by exploring both its opportunities and ethical 

challenges through an analysis of recent academic literature. Drawing upon the works of Buhmann and White 

(2022), Swiatek and Galloway (2022), Jeong and Park (2023), Seidenglanz and Baier (2023), and Mashiah and 

Avidar (2025), the paper argues that AI should function as a supportive tool rather than a replacement for public 

relations professionals. The study concludes that while AI enhances efficiency and strategic communication, 

ethical governance and human oversight remain essential to maintaining public trust, credibility, and authentic 

stakeholder relationships. 
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Introduction 

Public relations has traditionally been built on the 

principles of communication, trust, reputation 

management, and relationship building between 

organizations and their stakeholders. Public 

relations professionals perform a wide range of 

functions, including media relations, crisis 

communication, corporate reputation management, 

stakeholder engagement, and strategic 

communication planning. These responsibilities 

require creativity, emotional intelligence, ethical 

decision-making, and an understanding of social and 

cultural contexts. However, rapid technological 

advancements over the past decade have 

significantly transformed communication practices, 

with Artificial Intelligence (AI) becoming one of the 

most influential developments in the profession. 

Artificial Intelligence refers to computer systems 

capable of performing tasks that normally require 

human intelligence, including learning, reasoning, 

decision-making, language processing, and pattern 

recognition. In the context of public relations, AI has 

introduced new methods for analysing large 

datasets, generating communication content, 

monitoring media coverage, identifying emerging 

issues, and predicting stakeholder behaviour. AI-

powered technologies such as natural language 

processing, machine learning, predictive analytics, 

sentiment analysis, and generative AI have become 

increasingly integrated into communication 

strategies across governments, corporations, and 

non-profit organizations. 

The rise of generative AI platforms, including 

ChatGPT and similar language models, has 

accelerated the adoption of AI within public 

relations. These tools enable practitioners to draft 

press releases, prepare speeches, generate social 

media content, summarize media reports, and 

personalize communication for diverse audiences. 

AI has also improved organizational responsiveness 

by allowing communication teams to monitor public 

opinion continuously and respond to crises more 

efficiently. As organizations increasingly rely on 
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digital communication channels, AI offers 

significant opportunities to improve productivity 

while reducing operational costs. 

Nevertheless, the integration of AI into public 

relations also raises important ethical concerns. The 

use of automated communication systems has 

generated debates regarding transparency, 

accountability, misinformation, algorithmic bias, 

data privacy, and the erosion of authentic human 

relationships. AI-generated content may 

unintentionally spread inaccurate information or 

reinforce existing social biases embedded within 

training datasets. Moreover, excessive dependence 

on automation may reduce opportunities for 

empathy, creativity, and ethical judgment, all of 

which remain fundamental to successful public 

relations practice. 

The objective of this paper is to examine both the 

opportunities and ethical challenges associated with 

the use of Artificial Intelligence in public relations. 

By reviewing recent academic literature, the paper 

explores how AI is reshaping communication 

management while emphasizing the importance of 

responsible implementation. It argues that although 

AI has the potential to transform public relations 

positively, sustainable adoption requires ethical 

governance, transparency, and continued human 

oversight. 

Artificial Intelligence in Public Relations 

Artificial Intelligence has fundamentally changed 

how communication professionals collect 

information, interact with stakeholders, and evaluate 

communication outcomes. According to Buhmann 

and White (2022), AI should be viewed as an 

enabling technology that augments rather than 

replaces public relations professionals. They argue 

that AI performs repetitive and data-intensive tasks 

more efficiently than humans, allowing practitioners 

to focus on strategic communication, relationship 

building, and creative problem-solving. 

One of AI’s most significant contributions to public 

relations is its ability to process enormous volumes 

of information in real time. Traditional media 

monitoring required communication professionals 

to manually track newspapers, television broadcasts, 

and online platforms. Today, AI-powered systems 

continuously monitor digital media, identify trends, 

evaluate public sentiment, and provide 

organizations with actionable insights within 

minutes. This capability allows organizations to 

anticipate reputational risks and respond proactively 

to emerging issues. 

Another important application involves automated 

content creation. AI-powered writing assistants 

generate first drafts of press releases, newsletters, 

speeches, website content, and social media posts. 

While these tools significantly reduce the time 

required for routine writing tasks, human 

professionals remain responsible for ensuring 

factual accuracy, contextual relevance, and ethical 

appropriateness. 

Customer engagement has also been transformed 

through AI-powered chatbots and virtual assistants. 

These systems provide twenty-four-hour 

communication support, answer frequently asked 

questions, and improve customer satisfaction 

through immediate responses. Such technologies 

allow organizations to maintain continuous 

interaction with stakeholders while reducing 

operational costs. 

Jeong and Park (2023) explain that AI also 

strengthens organizational communication through 

the Organization-Situation-Public-Communication 

(OSPC) model. Their research demonstrates that AI 

enables organizations to better understand 

stakeholder expectations, adapt communication 

strategies, and improve relationship management 

through evidence-based decision-making. Rather 

than relying solely on intuition, communication 

managers can use predictive analytics to forecast 

audience reactions and optimize campaign 

effectiveness. 

Opportunities of Artificial Intelligence in Public 

Relations 

Artificial Intelligence offers several opportunities 

that enhance the effectiveness of public relations 

practice. 

First, AI significantly improves operational 

efficiency. Many repetitive administrative 

activities—including media monitoring, data 
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collection, campaign reporting, scheduling social 

media posts, and compiling communication 

metrics—can now be automated. This automation 

allows PR professionals to dedicate more time to 

strategic planning, stakeholder engagement, and 

creative communication. 

Second, AI enables data-driven decision-making. 

Machine learning algorithms analyse large datasets 

from social media, news outlets, customer feedback, 

and online discussions to identify trends and 

audience preferences. Organizations can therefore 

design communication campaigns based on 

empirical evidence rather than assumptions. 

Predictive analytics further assists practitioners in 

forecasting public reactions, identifying emerging 

issues, and preventing potential crises before they 

escalate. 

Third, AI enhances communication personalization. 

Modern stakeholders expect organizations to 

provide relevant and individualized communication 

experiences. AI analyses behavioural patterns, 

demographics, purchasing histories, and 

communication preferences to deliver personalized 

messages across multiple platforms. Customized 

email campaigns, targeted advertisements, and 

personalized customer interactions improve 

engagement while strengthening organizational 

relationships. 

AI also plays a vital role in crisis communication. 

Organizations face increasing reputational risks due 

to the speed at which information spreads through 

digital media. AI-powered sentiment analysis tools 

continuously monitor online conversations and 

detect sudden changes in public opinion. Early 

identification of negative sentiment enables 

organizations to respond quickly, minimizing 

reputational damage. Predictive models can even 

forecast crisis scenarios by identifying unusual 

communication patterns. 

Media monitoring has similarly become more 

sophisticated through Artificial Intelligence. Natural 

Language Processing (NLP) technologies 

automatically analyse news reports, blogs, online 

discussions, and social media posts to assess 

organizational reputation. AI systems classify 

communication according to positive, negative, or 

neutral sentiment while identifying influential 

stakeholders and media outlets. Such insights help 

organizations evaluate campaign effectiveness and 

refine communication strategies. 

Finally, AI contributes to improved stakeholder 

engagement through conversational agents and 

virtual assistants. Chatbots provide instant responses 

to customer inquiries, reducing waiting times and 

improving service quality. Organizations operating 

internationally benefit from multilingual AI systems 

capable of communicating with diverse audiences 

across different time zones. 

Overall, these applications demonstrate that AI 

strengthens communication management by 

increasing efficiency, responsiveness, and analytical 

capacity while allowing professionals to 

concentrate on higher-level strategic 

responsibilities. 

Ethical Challenges 

Despite its advantages, Artificial Intelligence 

presents several ethical challenges that require 

careful consideration. 

Transparency remains one of the most debated 

issues. Stakeholders increasingly interact with AI-

generated content without realizing that 

communication has been produced by machines. 

The absence of disclosure may undermine trust if 

audiences later discover that supposedly authentic 

messages were generated automatically. Ethical 

public relations practice therefore requires 

organizations to maintain openness regarding AI-

assisted communication whenever appropriate. 

Algorithmic bias represents another significant 

concern. AI systems learn from historical datasets 

that often reflect existing social inequalities and 

prejudices. Consequently, automated 

communication may unintentionally reinforce 

stereotypes related to gender, ethnicity, age, or 

socioeconomic status. Biased AI systems can 

produce discriminatory communication outcomes 

that damage organizational credibility and alienate 

stakeholders. 

Privacy is equally important. AI depends heavily on 

extensive data collection, including online 



 

Economic Sciences 
https://economic-sciences.com  

ES(2026) 22, (2), 528-532| ISSN:1505-4683 

  

 

531 
 

behaviour, purchasing patterns, browsing histories, 

and personal preferences. While such information 

enables communication personalization, excessive 

data collection raises concerns regarding 

surveillance, informed consent, and individual 

privacy rights. Organizations must therefore comply 

with evolving data protection regulations while 

respecting stakeholder autonomy. 

The rapid growth of generative AI has also 

intensified concerns about misinformation and 

deepfakes. AI technologies can produce highly 

realistic fake videos, fabricated speeches, 

manipulated images, and misleading news articles 

that are increasingly difficult to distinguish from 

authentic content. Such capabilities threaten 

democratic communication, organizational 

reputation, and public trust. Public relations 

professionals must therefore ensure rigorous 

verification procedures before distributing AI-

assisted content. 

Another ethical challenge involves accountability. 

When AI systems generate inaccurate or harmful 

communication, responsibility becomes difficult to 

assign. Questions arise regarding whether 

accountability lies with software developers, 

communication professionals, organizational 

leadership, or the AI system itself. Existing ethical 

frameworks and legal regulations have yet to 

provide comprehensive guidance for such situations. 

Finally, concerns remain regarding the possible 

erosion of human creativity and professional 

expertise. Public relations is fundamentally based on 

empathy, emotional intelligence, negotiation, 

cultural awareness, and ethical reasoning—qualities 

that Artificial Intelligence cannot fully replicate. 

Excessive dependence on automation risks reducing 

authentic human interaction, which remains 

essential for building long-term stakeholder 

relationships. 

Mashiah and Avidar (2025) describe this tension as 

the “technology acceptance paradox.” Although 

communication professionals recognize AI’s ability 

to improve productivity and efficiency, they remain 

cautious about its broader ethical implications. 

Successful adoption therefore depends on balancing 

technological innovation with professional values. 

Conclusion 

Artificial Intelligence is transforming public 

relations by reshaping communication processes, 

improving operational efficiency, and enabling 

organizations to engage stakeholders more 

effectively. AI-powered technologies such as 

predictive analytics, natural language processing, 

automated content generation, and sentiment 

analysis provide communication professionals with 

unprecedented opportunities to make evidence-

based decisions and respond rapidly to changing 

public expectations. The literature consistently 

suggests that AI enhances the technical dimensions 

of public relations while allowing practitioners to 

focus on strategic planning and relationship 

management. 

However, the benefits of AI cannot be considered 

independently of its ethical implications. Challenges 

relating to transparency, algorithmic bias, 

misinformation, accountability, privacy, and 

declining human involvement present significant 

risks for organizations seeking to integrate AI into 

communication practices. Public trust, which 

remains the foundation of effective public relations, 

depends not only on technological innovation but 

also on ethical responsibility and authentic human 

engagement. 

Therefore, Artificial Intelligence should be 

understood as a complementary tool rather than a 

replacement for public relations professionals. 

Organizations must establish clear ethical 

guidelines, maintain transparency in AI-assisted 

communication, protect stakeholder data, regularly 

audit AI systems for bias, and ensure meaningful 

human oversight in all strategic communication 

decisions. As AI technologies continue to evolve, 

the future of public relations will depend on 

achieving a balance between technological 

efficiency and the ethical principles that define 

responsible communication. By combining 

innovation with accountability, organizations can 

harness the full potential of Artificial Intelligence 

while preserving trust, credibility, and meaningful 

stakeholder relationships. 
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