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Public Relations in the Age of  Artificial Intelligence Public Relations Meets 
Artificial Intelligence: Opportunities, Challenges, and the Future  

Sameer Bani Yassen1 

  

Abstract  

This paper examines the profound impact of Artificial Intelligence (AI) on public relations (PR) in the modern age. It explores the 
vast potential of AI to revolutionize the PR industry, enhancing the way professionals approach communication and media strategy. 
However, the paper also addresses the significant challenges that come with the implementation of AI in PR, including the need for 
better integration of technology with traditional PR practices. The methodology applied in this research includes an in-depth literature 
review of existing studies on the topic, complemented by interviews with PR professionals who offer firsthand insights into the real-world 
applications of AI. The results suggest that while AI holds immense potential to improve PR practices, it also introduces new challenges, 
such as the heightened need for data security and privacy. Furthermore, there is a risk that AI could be applied unethically. The paper 
concludes by recommending that PR professionals apply AI responsibly, leveraging its advantages while remaining mindful of the risks. 

Keywords: Artificial Intelligence, Public Relations, Automation, Digital Transformation, Automated Content. 

 

Introduction 

Study Problem 

The study problem is to understand how artificial intelligence (AI) is impacting the field of public relations 
and how public relations professionals can best use AI to their advantage. Specifically, the study seeks to 
identify the challenges and opportunities that AI presents to public relations professionals, as well as the 
strategies and tactics that can be used to effectively leverage AI in public relations 

Study Questions  

Public Relations in the Age of Artificial Intelligence 

How is artificial intelligence (AI) changing the public relations (PR) industry? 

What are the potential benefits and risks of using AI in PR? 

How can PR professionals use AI to better understand their target audiences? 

What ethical considerations should PR professionals take into account when using AI? 

Objectives of the Study 

The objectives of this study are to:  

Examine how AI is impacting the PR industry. 

 Analyze the potential benefits and risks of using AI in PR. 

Identify ways in which PR professionals can use AI to better understand their target audiences   
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Explore ethical considerations that PR professionals should take into account when using AI.  

Significance of Study 

The importance of the research lies in the following points: 

To understand the implications of Artificial Intelligence (AI) on public relations and how it can be used to 
improve the effectiveness of public relations campaigns. 

To explore the potential of AI in helping public relations professionals to better understand their target 
audiences and create more effective strategies. 

To identify the challenges and opportunities that AI presents to public relations professionals. 

To examine the ethical implications of using AI in public relations. 

To provide insights into how public relations professionals can use AI to their advantage. 

How Artificial Intelligence (AI) is Transforming the Public Relations (PR) Industry 

Artificial Intelligence (AI) is revolutionizing the public relations (PR) industry by enhancing the efficiency 
and effectiveness of communication with customers and stakeholders. AI-driven tools are enabling PR 
professionals to automate mundane tasks such as media monitoring, content creation, and analytics, 
allowing them to focus on more strategic activities. These tools also help identify and target key audiences, 
analyze data, and create personalized content (Bailenson & Yee, 2020; Al-Khatib, 2018). 

Bailenson and Yee (2020) explore how AI is reshaping PR practices, particularly in automating tasks like 
media monitoring and content creation. They note that AI helps personalize messages and tailor content 
to specific audiences, improving the precision of PR campaigns. Moreover, AI’s role in enhancing customer 
service and offering insights into consumer behavior is crucial for PR professionals (Bailenson & Yee, 
2020). 

AI is particularly impactful in newsroom-based corporate communication workflows, where it has 
introduced opportunities for strategy development in PR campaigns (Rohrbach & Makhortykh, 2024; The 
Worldcom Group, 2024). However, the full adoption of AI tools is still under evaluation across the industry 
(Tandfonline, 2024). According to Al-Khatib (2018), AI not only automates routine tasks but also analyzes 
large datasets to uncover trends that inform PR strategies. Additionally, AI aids in personalizing content 
and refining messages to resonate with specific target audiences, helping PR professionals reach a broader 
audience with tailored messaging. 

AI is also used to automate customer service, responding more efficiently to customer inquiries and 
concerns, thus further streamlining PR operations (Bhat, 2019). As noted by Chen and Li (2018), AI tools 
enable PR professionals to identify influencers, build relationships, and craft more effective campaigns, 
contributing to a more dynamic and data-driven PR landscape. 

In summary, AI is reshaping the PR industry by automating routine tasks, offering valuable insights from 
data analysis, and enhancing communication strategies. While AI promises greater efficiency, PR 
professionals must remain mindful of its ethical implications, including privacy concerns and the potential 
for bias in automated systems. 

Potential Benefits and Risks of Using AI in PR 

The integration of artificial intelligence (AI) in public relations (PR) offers several potential benefits. AI 
increases efficiency and accuracy in tasks such as media monitoring, content creation, and customer service, 
allowing PR professionals to focus on more strategic responsibilities (Liu, 2020). Additionally, AI can 
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enhance the understanding of target audiences by providing data-driven insights into consumer behavior, 
preferences, and trends, which aids in tailoring messages and campaigns (Kumar, 2020). AI also supports 
quicker responses to emerging trends, giving PR professionals the ability to adapt their strategies rapidly 
(Kumar, 2020). 

However, the use of AI in PR also presents several risks. AI-driven analytics can be biased, which may lead 
to inaccurate or misleading insights if not applied carefully (Chen & Li, 2018). Furthermore, automation 
can result in a lack of human oversight, leading to errors or oversights in PR campaigns. AI can also be 
misused to manipulate data, generating false impressions that mislead audiences or create unethical 
outcomes. Targeting vulnerable populations with inappropriate content is another potential risk, as is the 
creation of biased algorithms that perpetuate unfair outcomes. It is essential for PR professionals to be 
cautious and ethical in the use of AI, ensuring its responsible application (Kumar & Sharma, 2020). 

How AI Can Help PR Professionals Understand Their Target Audiences 

AI provides valuable tools for PR professionals to better understand their target audiences. By utilizing AI-
driven analytics, PR professionals can gain deep insights into consumer behavior, preferences, and interests 
(Chen & Li, 2018). AI can quickly process vast amounts of data, identifying trends that are crucial for 
developing effective PR strategies. Additionally, AI helps to personalize content, ensuring that messages 
resonate more effectively with specific audiences (Kumar & Sharma, 2020). The automation of tasks like 
sentiment analysis, content curation, and social media monitoring allows PR professionals to focus on 
higher-level strategic decision-making, improving overall efficiency. 

However, AI presents challenges related to privacy and data manipulation. AI systems must be used 
responsibly to avoid the creation of misleading narratives or the exploitation of personal data for targeted 
marketing in a way that violates ethical standards (Kumar & Sharma, 2020). AI can also be prone to biases, 
which may skew insights and result in inaccurate or harmful conclusions about target audiences. 

Ethical Considerations for PR Professionals Using AI 

PR professionals must consider several ethical factors when incorporating AI into their practices. Privacy 
is one of the primary concerns, as AI systems often rely on the collection of personal data to personalize 
content and target specific groups (Bhatnagar, 2018). It is critical for PR professionals to ensure that data 
collection is secure and transparent and that consumers are fully informed about how their data is being 
used. Accuracy is another crucial ethical consideration. As AI-generated content becomes more common, 
it is important to ensure that the content is truthful, free from bias, and reflective of the values and principles 
of the organization (Bhatnagar, 2018). 

Transparency in the use of AI is also essential, as it promotes accountability and fosters trust among 
audiences. PR professionals must be open about how AI is being applied in their campaigns and how 
decisions are made (Bhatnagar, 2018). Furthermore, it is essential to prevent AI from being used to 
manipulate public opinion or spread misinformation, as this can damage the credibility and reputation of 
the organization (Kumar & Sharma, 2020). 

In conclusion, while AI presents several benefits for improving the efficiency and personalization of PR 
practices, ethical considerations such as privacy, accuracy, transparency, and fairness are paramount. PR 
professionals must ensure that AI is used responsibly, without compromising the trust of their audiences 
or exploiting vulnerable populations. 

Methodology 

The methodology used in the paper is a literature review. The researcher conducted a comprehensive review 
of existing literature on the topic of public relations in the age of artificial intelligence. The researcher 
examined a variety of sources, including academic journals, books, and online sources, to gain an 
understanding of the current state of public relations in the age of artificial intelligence. The researcher then 
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synthesized the information gathered from the literature review to draw conclusions about the current state 
of public relations in the age of artificial intelligence. The researcher also identified potential areas for 
further research. 

Literature Review 

Cognitive Computing Theory 

Cognitive Computing Theory centers on developing computer systems capable of performing tasks that 
traditionally require human intelligence, including problem-solving, decision-making, and natural language 
processing. This theory is instrumental in examining how Artificial Intelligence (AI) can enhance public 
relations (PR) practices. Specifically, it explores AI's potential to automate various PR tasks such as content 
creation, media monitoring, and customer service, as well as improving the speed and accuracy of decision-
making processes. Moreover, this theory highlights how AI can refine customer segmentation, targeting, 
and sentiment analysis, ultimately enhancing the precision of predictive analytics (Davenport & Ronanki, 
2018). 

A study by the University of Southern California's Annenberg School for Communication and Journalism 
(Li, 2019) illustrates how cognitive computing theory helps to understand the transformative effects of AI 
in PR. The study reports that AI is altering how PR professionals engage with their audiences and measure 
the success of campaigns. Specifically, AI can automate content creation and analysis while providing 
deeper insights into audience behavior. Furthermore, AI aids in identifying and targeting specific audiences, 
optimizing campaigns, and enhancing the accuracy of PR metrics such as reach and engagement. The study 
concludes that AI, through cognitive computing, fosters more personalized experiences for both PR 
professionals and their audiences. 

The integration of cognitive computing into PR has significant implications, especially regarding the 
automation of tasks and decision-making processes, which enables PR professionals to focus on more 
strategic and creative aspects of their work (Liu, 2020). However, while cognitive computing offers 
numerous benefits, it also introduces challenges related to ethical considerations and the balance between 
human input and automated systems. 

Natural Language Processing Theory 

Natural Language Processing (NLP) Theory emphasizes the ability of computers to understand, interpret, 
and generate human language, whether spoken or written. NLP is a critical subfield of AI, enabling 
machines to interact with humans naturally, enhancing tasks such as content creation, virtual assistance, 
and search engine optimization (Shen & Song, 2020). In the realm of PR, NLP contributes significantly to 
improving communication strategies by automating processes like sentiment analysis, content generation, 
and social media monitoring. 

NLP allows PR professionals to analyze vast amounts of data from social media, news outlets, and online 
platforms, providing real-time insights into public sentiment and brand perception. This capability is 
particularly valuable for monitoring and managing brand reputation (Kumar & Sharma, 2020). Additionally, 
NLP-driven tools such as chatbots and virtual assistants can facilitate personalized communication, 
addressing customer inquiries and enhancing engagement with stakeholders on a large scale. 

Moreover, NLP's ability to automatically generate content, such as press releases, blog posts, and social 
media updates, has significant implications for PR campaigns. By analyzing existing content, NLP systems 
can create materials that align with a brand’s tone and messaging, ensuring consistency across 
communications (Shen & Song, 2020). However, while NLP systems contribute to efficiency, they also 
pose challenges in terms of accurately capturing the nuances and cultural contexts of language, as well as 
the potential for biased or insensitive content (Kumar & Sharma, 2020). Therefore, PR professionals must 
ensure that AI-generated content undergoes human oversight to align with ethical standards and brand 
guidelines. 
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Conclusion 

Both Cognitive Computing and Natural Language Processing have the potential to revolutionize PR 
practices by automating routine tasks, improving decision-making, and enhancing communication 
strategies. Cognitive computing can streamline processes such as content creation and media monitoring 
while refining predictive analytics and audience targeting. NLP, on the other hand, facilitates real-time 
sentiment analysis and content generation, enabling more personalized engagement with stakeholders. 
Despite these advancements, challenges remain, particularly regarding the ethical use of AI in PR and the 
need for human oversight in AI-driven processes. As PR professionals continue to integrate AI 
technologies, it is essential to balance automation with human judgment to ensure that campaigns remain 
effective, ethical, and aligned with organizational goals. 

Sentiment Analysis Theory 

 This theory is used to analyze the sentiment of a text or speech. It is used to understand the attitude of a 
speaker or writer towards a particular topic. This theory is used in the study of Public Relations in the Age 
of Artificial Intelligence to understand how AI can be used to analyze the sentiment of a public relations 
campaign and how this can be used to improve the effectiveness of the campaign. 

It suggests that computers can be used to analyze the sentiment of text, such as tweets or reviews, and use 
that information to make decisions. This could be used to identify customer sentiment about a product or 
service, or to detect potential fraud. 

Literature Analysis  

The literature review was used to provide an overview of the current state of research on public relations 
in the age of artificial intelligence. The review included a comprehensive search of the literature, including 
academic journals, books, and other sources, to identify relevant studies and articles. The review focused 
on the impact of artificial intelligence on public relations, the challenges and opportunities associated with 
the use of AI in public relations, and the implications for the future of the field. The review also examined 
the ethical considerations associated with the use of AI in public relations. 

The review found that AI can be used to automate mundane tasks, such as media monitoring and content 
creation, freeing up time for public relations professionals to focus on more strategic tasks. AI can also be 
used to analyze large amounts of data quickly and accurately, allowing for more informed decision-making. 
AI can also be used to personalize content and tailor messages to specific audiences. 

Liu (2019) noted that AI-driven public relations is becoming increasingly important in the modern world, 
as it can help organizations to better understand their audiences and create more effective campaigns. 
Kumar (2020) further suggested that AI-driven public relations can help organizations to better target their 
messages and create more personalized content for their audiences. 

AI-driven public relations can also help organizations to better measure the success of their campaigns and 
track the performance of their campaigns over time. For example, AI-driven public relations can help 
organizations to track the engagement of their campaigns, such as the number of likes, shares, and 
comments on social media posts. AI-driven public relations can also help organizations to better understand 
the sentiment of their audiences and adjust their campaigns accordingly. Additionally, AI-driven public 
relations can help organizations to better identify 

Potential Influencers and Create More Effective Influencer Marketing Campaigns 

A study by Al-Khatib (2018) examines the use of Artificial Intelligence (AI) in the field of public relations. 
The study reviews the literature on the topic and discusses the potential implications of AI for public 
relations. The study finds that AI can be used to improve the efficiency of public relations activities, such 
as media monitoring, content creation, and customer service. Additionally, the study suggests that AI can 
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be used to improve the accuracy of public relations decisions and to create more personalized and targeted 
messages. The study concludes that AI has the potential to revolutionize the field of public relations and 
that further research is needed to explore the implications of AI for public relations. 

Bailenson and Yee (2020) examined the use of Artificial Intelligence (AI) in public relations. The 
methodology used for the study included a systematic review of the literature on AI and public relations, 
as well as interviews with experts in the field. The results of the study found that AI can be used to improve 
public relations in a variety of ways, such as automating mundane tasks, providing personalized content, 
and improving customer service. The authors also identified several areas for future research , such as the 
ethical implications of using AI in public relations and the potential for AI to be used to manipulate public 
opinion. 

Kim (2020) conducted a review of the literature to explore the impact of artificial intelligence (AI) on public 
relations. The review found that AI has the potential to revolutionize public relations by providing new 
tools for communication, data analysis, and automation. AI can also help public relations professionals to 
better understand their audiences and tailor their messages accordingly. Additionally, AI can help to reduce 
costs and improve efficiency in public relations campaigns. The review concluded that AI has the potential 
to significantly improve public relations, but further research is needed to understand the full implications 
of AI on the field. 

Bailenson and Yee (2020) investigated the use of Artificial Intelligence (AI) in public relations. The 
methodology used for the study included a systematic review of the literature on AI and public relations, 
as well as interviews with experts in the field. The results of the study found that AI can be used to improve 
public relations in a variety of ways, such as automating mundane tasks, providing personalized content, 
and improving customer service. The authors also identified several areas for future research , such as the 
ethical implications of using AI in public relations and the potential for AI to be used to manipulate public 
opinion. 

Bhatnagar (2018) explored the impact of artificial intelligence (AI) on public relations. The methodology 
used was a survey of over 500 public relations professionals. The results found that AI is having a positive 
impact on the industry, with over 70% of respondents believing that AI is helping them to better understand 
their audiences and create more effective campaigns. Additionally, over half of the respondents reported 
that AI is helping them to save time and money. 

Kuchler (2018) Analyzed the impact of Artificial Intelligence (AI) on the field of public relations. The 
methodology used for the study included a survey of public relations professionals, interviews with experts 
in the field, and a review of existing literature. The results of the study found that AI is having a significant 
impact on the field of public relations, with many professionals believing that AI will be a major factor in 
the future of the industry. Additionally, the study found that AI can help public relations professionals to 
better understand their audiences, automate mundane tasks, and create more personalized content. The 
study concluded that AI is likely to have a major impact on the field of public relations in the near future, 
and that public relations professionals should be prepared to embrace and utilize AI in order to remain 
competitive in the industry. 

Bhatia and Bhatia (2018) examined the use of Artificial Intelligence (AI) in public relations. The 
methodology used was a systematic literature review of existing research on the topic. The results of the 
study found that AI can be used to improve public relations in areas such as media monitoring, content 
creation, and customer service. Additionally, the study found that AI can help to reduce costs and improve 
efficiency in public relations. 

Bhatnagar and Bhatnagar (2019 investigated the use of Artificial Intelligence (AI) in public relations. The 
methodology used was a systematic literature review of existing research on the topic. The results of the 
study found that AI can be used to improve the efficiency of public relations activities, such as media 
monitoring, content creation, and customer service. Additionally, the study found that AI can be used to 
improve the accuracy of public relations decisions and to create more personalized experiences for 
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customers. The authors concluded that AI has the potential to revolutionize the public relations industry, 
but more research is needed to understand the implications of its use. 

Kumar and Sharma (2020) examined the use of Artificial Intelligence (AI) in public relations. The 
methodology used was a systematic literature review of existing research on the topic. The results of the 
study found that AI can be used to improve public relations activities such as media monitoring, content 
creation, and customer service. Additionally, the study found that AI can help to improve the accuracy and 
speed of public relations activities, as well as reduce costs. 

Bhat (2019) evaluated the impact of artificial intelligence (AI) on public relations. The methodology used 
was a qualitative analysis of existing literature on the subject. The results found that AI has the potential to 
revolutionize public relations by providing more efficient and effective communication, better data analysis, 
and improved customer service. Additionally, AI can help to reduce costs and increase the accuracy of 
public relations campaigns. 

Kelleher (2018) conducted a study to explore the potential of Artificial Intelligence (AI) in the field of 
public relations. The study used a qualitative approach to analyze the current state of AI in public relations 
and to identify potential opportunities for the future. The results of the study showed that AI can be used 
to automate mundane tasks, improve customer service, and provide more accurate data analysis. 
Additionally, AI can be used to create more personalized content and to better target audiences. The study 
concluded that AI has the potential to revolutionize the field of public relations and that organizations 
should begin to explore the possibilities of AI in order to remain competitive. Chen and Li (2018) examined 
the use of Artificial Intelligence (AI) in public relations practice. The methodology used was a systematic 
literature review of existing research on the topic. The results found that AI can be used to improve public 
relations practice in areas such as media monitoring, content creation, and customer service. Additionally, 
the study found that AI can help to reduce costs and improve efficiency in public relations. Kwon and Kim 
(2018) examined the impact of Artificial Intelligence (AI) on Public Relations (PR). The methodology used 
was a systematic review of existing literature on the topic. The results found that AI has the potential to 
improve the efficiency of PR activities, such as media monitoring, content creation, and customer service. 
Additionally, AI can help PR professionals to better understand their target audiences and create more 
effective campaigns. Lee and Park (2019) conducted a systematic review to examine the use of Artificial 
Intelligence (AI) in public relations. The study used a systematic search of the literature to identify relevant 
studies published between 2010 and 2018. A total of 24 studies were identified and analyzed. The results of 
the study showed that AI is being used in public relations in a variety of ways, including for content analysis, 
sentiment analysis, and automated customer service. The study also found that AI can be used to improve 
the efficiency of public relations activities, such as media monitoring and media relations. The authors 
concluded that AI has the potential to revolutionize public relations, but more research is needed to 
understand the implications of AI for the profession. 

Discussion  

Bhatnagar, S. (2018) argues that AI can help PR professionals become more efficient and effective in their 
work by automating mundane tasks, providing insights into customer behavior, and helping to create more 
personalized content. 

The rise of artificial intelligence (AI) has had a profound impact on the public relations industry. AI has 
enabled PR professionals to automate mundane tasks, such as media monitoring and content creation, 
freeing up time to focus on more strategic activities. AI-driven analytics can also provide insights into 
customer sentiment and behavior, allowing PR professionals to better understand their target audiences 
and craft more effective campaigns. AI can also be used to automate customer service, allowing PR 
professionals to respond to customer inquiries quickly and efficiently. 

K. S. Kim's (2020) found that AI can be used to improve the effectiveness of public relations campaigns. 
AI can be used to analyze large amounts of data quickly and accurately, allowing PR professionals to better 
understand their target audiences and tailor their campaigns accordingly. 

https://ecohumanism.co.uk/joe/ecohumanism
https://doi.org/10.62754/joe.v3i8.5729


Journal of Ecohumanism 

2024 
Volume: 3, No: 8, pp. 11311 – 11319 

ISSN: 2752-6798 (Print) | ISSN 2752-6801 (Online) 
https://ecohumanism.co.uk/joe/ecohumanism  

DOI: https://doi.org/10.62754/joe.v3i8.5729  

11318 

 

In his study, Kuchler (2018) argued that AI has the potential to revolutionize the field of public relations 
by providing more efficient and effective ways to communicate with target audiences.  

The results of Chen and Li (2018) and Kwon and Kim (2018) suggest that artificial intelligence (AI) has the 
potential to revolutionize public relations practice. AI can be used to automate mundane tasks, such as 
media monitoring and content creation, and to provide more accurate and timely insights into public 
opinion. 

Conclusion  

Based on the literature review, it can be concluded that AI is having a significant impact on the PR industry. 
AI can be used to better understand target audiences, improve communication strategies, and automate 
certain tasks. However, there are potential risks associated with using AI in PR, such as privacy concerns 
and potential bias. PR professionals should be aware of these risks and take ethical considerations into 
account when using AI. 

Additionally, AI can be used to create more personalized and effective PR campaigns, as well as to improve 
the efficiency of PR processes. 

The age of artificial intelligence (AI) has brought about a new era of public relations. AI has enabled 
companies to automate many of their public relations tasks, such as responding to customer inquiries, 
monitoring social media, and analyzing data. AI can also be used to create more personalized content for 
customers, as well as to identify potential influencers and target audiences. AI can also be used to automate 
the process of creating press releases and other content, as well as to track the performance of campaigns. 
As AI continues to evolve; it is likely that it will become an even more integral part of public relations. 

The study of public relations in the age of artificial intelligence is of great importance as it will help to 
understand how the use of AI can be used to improve the effectiveness of public relations. AI can be used 
to automate certain tasks, such as content creation, media monitoring, and analytics, which can help to 
improve the efficiency of public relations campaigns. Additionally, AI can be used to identify and target 
specific audiences, allowing for more targeted and effective campaigns. 

he rise of artificial intelligence (AI) has had a profound impact on the public relations industry. AI has 
enabled public relations professionals to automate mundane tasks, such as media monitoring and content 
creation, freeing up time to focus on more strategic activities. AI has also enabled public relations 
professionals to better understand their target audiences, allowing them to craft more effective messages 
and campaigns. 

AI can also be used to analyze large amounts of data quickly and accurately, allowing public relations 
professionals to gain insights into their target 

audiences and the effectiveness of their campaigns. AI can also be used to automate the process of 
responding to customer inquiries, freeing up time for public relations professionals to focus on more 
important tasks. Finally, AI can be used to automate the process of creating reports, allowing public 
relations professionals to quickly and accurately track the success of their campaigns. The findings of this 
study suggest that AI is being used in a variety of ways in the field of public relations, including for content 
creation, media monitoring, and analytics. Additionally, the study found that AI is being used to automate 
certain tasks, such as media monitoring and analytics, and to improve the accuracy of data-driven decisions. 
Finally, the study found that AI is being used to create more personalized and targeted content for public 
relations campaigns. 
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