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| ABSTRACT 

Artificial Intelligence (AI) has increasingly become a transformative force in strategic communication and public 

relations (PR), reshaping how organizations engage stakeholders, manage reputation, and deliver targeted 

messaging. This review study examines the role of AI in enhancing automation, personalization, and ethical 

governance within strategic communication and PR practices. It synthesizes existing literature to explore how AI-

driven tools such as chatbots, predictive analytics, natural language processing, and generative content systems are 

being integrated into communication workflows to improve efficiency, responsiveness, and audience targeting. The 

study finds that automation enabled by AI has significantly streamlined routine communication tasks, including 

media monitoring, press release distribution, and customer engagement, thereby allowing PR professionals to focus 

more on strategic decision-making. Furthermore, AI-powered personalization has enhanced audience segmentation 

and message tailoring, enabling organizations to deliver highly relevant content based on user behavior, 

preferences, and digital footprints. This has contributed to improved engagement rates and stronger stakeholder 

relationships across digital platforms. However, the review also highlights critical ethical concerns associated with AI 

adoption in strategic communication. These include issues of data privacy, algorithmic bias, misinformation, lack of 

transparency in automated decision-making, and the potential erosion of human accountability in communication 

processes. The study emphasizes the need for robust ethical frameworks and regulatory oversight to ensure 

responsible AI deployment in PR practices. Overall, the study concludes that while AI offers significant opportunities 

to advance strategic communication through efficiency and precision, its integration must be carefully balanced 

with ethical considerations to safeguard trust, authenticity, and public interest in the evolving digital communication 

landscape. 
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1. Introduction 

The rapid advancement of artificial intelligence (AI) has significantly transformed the landscape of strategic 

communication and public relations (PR), reshaping how organizations interact with stakeholders, manage 

reputations, and disseminate information. AI-driven systems, including machine learning algorithms, natural 

language processing tools, and predictive analytics, are increasingly being integrated into communication strategies 

to enhance efficiency, responsiveness, and data-driven decision-making (Pinto, 2024). As a result, PR practice is 

shifting from traditional, intuition-based communication approaches toward more automated and insight-driven 

models that prioritize real-time engagement and audience segmentation. 
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One of the most notable transformations brought about by AI in strategic communication is automation. 

Organizations now deploy chatbots, automated content generation tools, and AI-powered media monitoring 

systems to streamline communication workflows and manage large-scale information flows (Jeong, 2023). These 

technologies enable practitioners to respond quickly to public inquiries, track media sentiment, and generate 

reports with minimal human intervention. While automation enhances efficiency and scalability, it also raises 

concerns about message authenticity, transparency, and the potential reduction of human judgment in 

communication processes. 

 

In addition to automation, AI has significantly advanced personalization in public relations. Through the analysis of 

big data, AI systems can identify audience preferences, behavioral patterns, and engagement histories, allowing 

organizations to tailor messages to specific stakeholder groups. This level of personalization improves audience 

engagement and strengthens relational outcomes by delivering more relevant and timely content (Seidenglanz, 

2023). However, the increasing reliance on data-driven personalization also introduces ethical challenges related to 

privacy, consent, and data security, particularly in contexts where user information is collected and processed 

without full awareness. 

 

Ethical considerations constitute a critical dimension of AI integration in strategic communication. Issues such as 

algorithmic bias, misinformation, lack of transparency in automated decision-making, and accountability for AI-

generated content have become central concerns for scholars and practitioners alike. The use of AI in shaping 

public narratives raises questions about the extent to which communication remains truthful, fair, and socially 

responsibl (Angin, 2024). Consequently, there is a growing need for ethical frameworks and governance 

mechanisms that ensure AI technologies are deployed in ways that uphold professional standards and public trust. 

 

Against this backdrop, this study reviews the role of artificial intelligence in strategic communication and public 

relations, with a particular focus on automation, personalization, and ethics. It synthesizes existing literature to 

examine how AI is reshaping communication practices, identifies emerging opportunities and challenges, and 

highlights gaps in current research (Septiana, 2025). By doing so, the study contributes to a deeper understanding 

of how AI is redefining the boundaries of strategic communication in an increasingly digital and algorithm-driven 

environment. 

 

2. Methodology 

2.1 Research Design 

This study adopts a qualitative systematic review design to examine the role of artificial intelligence in strategic 

communication and public relations, with a particular focus on automation, personalization, and ethics. A review-

based approach was deemed appropriate because the field is rapidly evolving and conceptually dispersed across 

communication studies, media studies, information systems, and digital ethics literature. The methodology 

prioritizes synthesis of existing scholarly work rather than primary data collection, enabling a comprehensive 

interpretation of emerging trends, theoretical developments, and empirical findings. 

 

2.2 Literature Search Strategy 

The literature search was conducted using major academic databases, including Google Scholar, Scopus, Web of 

Science, and communication-focused journals indexed in reputable publishing platforms. The search process 

combined keywords and Boolean operators such as “artificial intelligence AND public relations,” “AI AND strategic 

communication,” “automation in PR,” “personalization AND communication technologies,” and “ethics AND AI 

communication.” Additional relevant studies were identified through backward and forward citation tracking of key 

articles to ensure comprehensive coverage of influential and frequently cited works in the field. 

 

2.3 Inclusion and Exclusion Criteria 

The selection of literature followed clearly defined inclusion and exclusion criteria to ensure relevance and academic 

rigor. Included studies were peer-reviewed journal articles, conference papers, and authoritative book chapters 

published in English between 2015 and 2026, a period marked by accelerated adoption of AI technologies in 
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communication practice. Studies were selected if they addressed AI applications in public relations, strategic 

communication, media automation, audience targeting, or ethical implications of algorithmic communication. 

Excluded materials comprised opinion blogs, non-scholarly reports without methodological transparency, 

duplicated studies, and publications unrelated to communication contexts or AI-driven systems. 

 

2.4 Data Extraction and Thematic Categorization 

Relevant data were systematically extracted from the selected studies, focusing on author(s), year of publication, 

research context, methodological approach, key findings, and theoretical contributions. The extracted data were 

then organized thematically to align with the core objectives of the review. Three primary thematic categories were 

developed: automation in strategic communication practices, personalization and audience targeting through AI 

systems, and ethical implications of AI integration in public relations. This thematic structure enabled comparative 

analysis across diverse studies and facilitated the identification of recurring patterns, contradictions, and research 

gaps. 

 

2.5 Data Analysis Approach 

The analysis employed a narrative synthesis approach, allowing for the integration of findings from heterogeneous 

studies with varying methodologies. Rather than statistically aggregating results, the study interprets and 

synthesizes conceptual and empirical insights to construct a coherent understanding of how artificial intelligence is 

reshaping strategic communication. Special attention was given to identifying convergence in findings across 

studies, as well as tensions between technological efficiency and ethical concerns such as transparency, 

accountability, bias, and misinformation. 

 

2.6 Quality Assurance and Validity Considerations 

To enhance the reliability and validity of the review process, triangulation was achieved through the use of multiple 

databases and cross-verification of key studies across citation networks. Priority was given to high-impact journals 

and widely cited publications to ensure academic credibility. In addition, methodological transparency was 

maintained throughout the selection and synthesis process to minimize selection bias and ensure that the findings 

accurately reflect the current state of scholarship in AI-driven strategic communication and public relations 

research. 

 

2.7 Ethical Considerations 

As this study is based on secondary data analysis, no human participants were directly involved. However, ethical 

considerations were observed in terms of accurate representation, proper citation of sources, and avoidance of 

misinterpretation of original authors’ findings. The review also acknowledges the ethical dimensions inherent in the 

subject matter itself, particularly concerning AI-driven communication practices, ensuring that the analysis remains 

sensitive to issues of bias, privacy, and responsible technology use in public relations contexts. 

 

3. Findings and Discussion 

3.1 Nature and Scope of Artificial Intelligence in Strategic Communication and Public Relations 

The findings from the reviewed literature indicate that artificial intelligence (AI) has become an increasingly 

embedded component of strategic communication and public relations (PR), reshaping how organizations interact 

with stakeholders, manage reputation, and design communication campaigns. Across the literature, AI is 

consistently defined not merely as a set of technical tools but as an ecosystem of data-driven systems capable of 

automating, optimizing, and personalizing communication processes. Scholars such as Buhmann (2022) and Panda 

(2019) emphasize that AI in PR extends beyond operational efficiency to include strategic decision-making support, 

particularly in audience segmentation, sentiment analysis, and real-time engagement. However, the review also 

reveals conceptual inconsistency in how AI is framed, with some studies focusing narrowly on automation while 

others adopt a broader socio-technical perspective that includes ethical and governance implications. 

 

A key finding is that AI has shifted PR practice from reactive communication models toward predictive and adaptive 

communication systems. Traditional PR frameworks, which relied heavily on human-driven media monitoring and 
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manual content production, are increasingly supplemented or replaced by AI-enabled systems capable of 

processing large-scale data in real time. This transformation is evident in the integration of analytics dashboards, 

automated reporting tools, and machine learning algorithms that inform campaign strategy and message framing 

(Moore, 2021). Consequently, strategic communication is becoming more data-centric, with organizations relying 

on algorithmic insights to guide both short-term messaging and long-term reputation management. 

 

3.1.1 Evolution of AI Applications in Public Relations 

The evolution of AI applications in PR demonstrates a clear trajectory from basic digital automation tools to 

sophisticated generative and predictive systems. Early applications in the early 2000s were largely limited to email 

automation, keyword-based media monitoring, and rudimentary social media scheduling tools. These systems were 

primarily rule-based and lacked adaptive learning capabilities (Çerçi, 2024). However, the literature shows that the 

introduction of machine learning and big data analytics in the 2010s marked a significant turning point, enabling 

more dynamic analysis of audience behavior and media trends (GBOLADE et al., 2018). 

 

More recent developments, particularly the emergence of generative AI systems such as large language models, 

have expanded PR capabilities into content creation, crisis simulation, and hyper-personalized messaging. Studies 

such as Ahmed (2024) and Constantin (2024) highlight how AI-driven tools now assist in drafting press releases, 

generating social media content, and predicting public response to communication strategies. For example, 

organizations increasingly use AI-powered media monitoring platforms to track sentiment shifts during crises, 

enabling faster and more targeted responses. This evolution reflects a shift from supportive automation to co-

creative systems where humans and machines jointly produce communication outputs. 

 

However, the literature also notes that this evolution is uneven. While multinational corporations and global PR 

firms have rapidly integrated advanced AI systems, smaller agencies often rely on basic automation tools due to 

cost and skill constraints (Pong, 2025). This divergence reinforces the idea that technological evolution in PR is 

closely tied to organizational capacity and access to digital infrastructure. 

 

3.1.2 Key AI Technologies in Strategic Communication 

The review identifies several core AI technologies that are central to contemporary strategic communication and PR 

practice. Natural language processing (NLP) is among the most widely used, enabling sentiment analysis, topic 

detection, and automated content generation. NLP tools allow PR practitioners to analyze large volumes of social 

media data to understand public opinion and emerging narratives (Alserhan, 2025). This capability is particularly 

valuable in crisis communication, where real-time interpretation of public sentiment is critical for timely response. 

 

Predictive analytics is another significant technology, enabling organizations to anticipate audience behavior and 

communication outcomes. By analyzing historical data patterns, predictive models assist PR professionals in 

forecasting media coverage, engagement levels, and potential reputational risks. This aligns with findings from 

Türksoy (2022), who argue that predictive systems are increasingly shaping strategic planning in digital 

communication environments. 

 

Chatbots and conversational agents also represent a major development in AI-driven PR. These tools are widely 

used in customer engagement, stakeholder communication, and public information dissemination. For instance, 

organizations deploy AI chatbots on websites and social media platforms to handle routine inquiries, thereby 

improving response efficiency and availability (Hermann, 2022). Meanwhile, generative AI systems have expanded 

the scope of content production, enabling automated drafting of press materials, campaign slogans, and social 

media posts. Despite these advancements, the literature consistently highlights concerns about authenticity, 

message accuracy, and loss of human tone in AI-generated communication. 

 

3.1.3 Adoption Trends Across PR Practice 

The findings indicate significant variation in the adoption of AI across different PR contexts, shaped by 

organizational size, geographic location, industry sector, and digital maturity. Large multinational corporations and 
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global PR agencies are leading in AI adoption, integrating advanced systems for media intelligence, crisis 

monitoring, and audience analytics (Mashiah, 2025). These organizations often have dedicated data science teams 

and substantial budgets for AI infrastructure, enabling them to fully exploit the capabilities of emerging 

technologies. 

 

In contrast, small and medium-sized enterprises (SMEs) and independent PR consultancies demonstrate slower 

adoption rates, primarily due to financial constraints, limited technical expertise, and concerns about return on 

investment. In many developing regions, including parts of Africa and Asia, AI adoption in PR remains at an early 

stage, often limited to basic social media automation and analytics tools (Islam, 2024). This digital divide reflects 

broader inequalities in access to technology and reinforces the uneven diffusion of innovation in strategic 

communication practice (Ekwunife et al., n.d). 

 

Sectoral differences are also evident. The technology, finance, and healthcare sectors exhibit higher levels of AI 

integration in communication strategies compared to public sector institutions, which tend to adopt AI more 

cautiously due to regulatory and accountability concerns (Rosenlund, 2025). Furthermore, organizational culture 

plays a critical role in adoption; firms with innovation-oriented cultures are more likely to experiment with AI-driven 

communication tools. 

 

3.2 AI-Driven Automation in Public Relations Practices 

The review findings indicate that artificial intelligence has significantly transformed public relations (PR) workflows 

through automation, particularly in content production, media monitoring, and strategic decision-making. Across 

the literature, AI-driven automation is consistently associated with improved speed, scalability, and efficiency in PR 

operations. However, these gains are accompanied by recurring concerns regarding reduced human oversight, risks 

to communicative authenticity, and the ethical implications of delegating persuasive communication tasks to 

algorithmic systems. Scholars such as Islam (2025) and Vdovichena (2024) emphasize that while automation 

enhances operational capacity, it simultaneously challenges traditional PR principles grounded in relational 

communication and professional judgment. 

 

3.2.1 Automation of Content Creation and Distribution 

Findings from the reviewed studies reveal that AI is increasingly used to automate the creation and dissemination of 

PR content, including press releases, corporate announcements, social media posts, and campaign messaging. 

Natural language generation (NLG) tools such as ChatGPT-based systems, Jasper AI, and other proprietary 

communication platforms are now capable of producing structured media content based on input data, 

organizational updates, or predefined templates (Bateson, 2025). For instance, in corporate communications 

environments, AI-generated financial summaries and earnings reports have been widely adopted, enabling 

organizations to release standardized updates at scale and in real time. 

 

In addition to content generation, AI systems automate content scheduling and multi-platform distribution. Tools 

such as Hootsuite AI and Sprinklr optimize posting times based on audience engagement patterns, thereby 

increasing visibility and reach. This aligns with findings by Osei-Mensah (2023), who argue that automation in social 

media management allows organizations to maintain continuous engagement without proportional increases in 

human labor. 

 

However, the literature also highlights concerns about the homogenization of messaging and the erosion of 

authentic voice. While AI-generated content improves efficiency, it may lack contextual sensitivity, cultural nuance, 

and emotional depth. This creates a tension between speed and authenticity, particularly in crisis communication 

where tone and credibility are critical. Scholars such as Islam (2025) caution that overreliance on automated content 

risks reducing PR communication to formulaic outputs, potentially weakening stakeholder trust. 
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3.2.2 Media Monitoring and Sentiment Analysis 

The findings further demonstrate that AI-powered media monitoring and sentiment analysis tools have become 

central to contemporary PR practice. Systems such as Brandwatch, Meltwater, and Talkwalker enable organizations 

to track news coverage, social media discourse, and public conversations in real time (Igwe-Nmaju, 2021). These 

tools use machine learning and natural language processing (NLP) to categorize sentiment as positive, negative, or 

neutral, while also identifying emerging trends, influencers, and reputational risks. 

 

A key insight from the reviewed literature is that sentiment analysis has shifted PR from reactive to proactive 

reputation management. Instead of manually scanning media reports, practitioners now receive real-time 

dashboards that inform strategic responses. For example, during corporate crises, organizations can immediately 

detect spikes in negative sentiment and adjust messaging strategies accordingly. This supports the argument by 

Yue (2024) that digital analytics have transformed PR into a data-driven discipline, where decisions are increasingly 

informed by algorithmic insights (Jimoh et al., 2023). 

 

Nevertheless, the findings also reveal limitations in sentiment accuracy and contextual interpretation. AI systems 

often struggle with sarcasm, regional dialects, and culturally specific expressions, leading to potential 

misclassification of public opinion. This can result in flawed strategic decisions if practitioners rely solely on 

automated insights. Consequently, scholars such as Ly-Le (2025) stress the importance of human validation in 

interpreting AI-generated analytics to avoid misleading conclusions. 

 

3.2.3 Efficiency Gains and Organizational Impact 

Across the reviewed studies, a strong consensus emerges that AI-driven automation significantly enhances 

efficiency in PR operations. Organizations report reduced time spent on routine tasks such as content drafting, 

media tracking, and reporting, allowing professionals to focus more on strategic planning, stakeholder engagement, 

and creative campaign development. This shift reflects what Islam (2025) describe as the “augmentation of PR 

practice,” where AI acts as a supportive tool rather than a full replacement of human expertise. 

 

From an organizational perspective, automation has also led to cost reductions by minimizing the need for large 

operational teams dedicated to manual monitoring and content production. Smaller PR departments can now 

manage larger communication portfolios due to AI-enabled scalability (Uysal, 2025). However, this restructuring has 

also altered job roles, with increasing demand for hybrid competencies that combine communication expertise with 

data literacy and digital tool proficiency. 

 

At the same time, the findings highlight concerns about job displacement and role fragmentation. Entry-level PR 

tasks, traditionally used for professional development, are increasingly automated, potentially reducing training 

opportunities for junior practitioners. Furthermore, the redistribution of responsibilities raises ethical questions 

about accountability, particularly when AI-generated communication results in misinformation or reputational harm. 

As highlighted by Alotaibi (2024), the delegation of communicative authority to machines necessitates stronger 

governance frameworks to ensure transparency, responsibility, and ethical compliance in automated PR 

environments. 

 

3.3 Personalization and Audience Engagement in AI-Enhanced Communication 

The reviewed literature indicates that artificial intelligence has significantly transformed audience engagement in 

strategic communication and public relations by enabling highly sophisticated levels of personalization. Unlike 

traditional segmentation approaches that relied primarily on broad demographic categories, AI-driven systems now 

integrate behavioral analytics, predictive modeling, and real-time data processing to tailor communication 

strategies to individual users. This shift has been widely noted in contemporary studies on digital public relations, 

which argue that personalization has become a central driver of engagement effectiveness in algorithmically 

mediated environments. For instance, Yue (2024) highlight that AI-powered communication systems allow 

organizations to move beyond mass messaging toward adaptive communication ecosystems that continuously 

learn from audience interaction patterns. 
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3.3.1 Data-Driven Audience Segmentation 

Findings from the reviewed studies show that AI enables a more granular and dynamic form of audience 

segmentation by processing large-scale datasets derived from social media interactions, browsing histories, 

purchasing behavior, and geolocation data. Machine learning algorithms categorize audiences not only by static 

demographic variables such as age, gender, or location, but also by psychographic indicators such as interests, 

sentiment orientation, and content consumption habits (Gao, 2023). This approach allows public relations 

practitioners to identify micro-segments and emerging audience clusters that would be difficult to detect through 

conventional research methods. 

 

For example, organizations using AI-driven analytics platforms can distinguish between users who engage passively 

with branded content and those who actively share or co-create narratives, thereby enabling differentiated 

communication strategies. This aligns with findings by Bowen (2024), who argues that data-driven PR is increasingly 

reliant on continuous feedback loops that refine segmentation in real time. However, the literature also indicates 

that such segmentation raises concerns about data accuracy and algorithmic bias, particularly when datasets reflect 

uneven representation of certain demographic groups, potentially leading to distorted audience interpretations. 

 

3.3.2 Hyper-Personalized Messaging Strategies 

The reviewed evidence demonstrates that AI has enabled the evolution of hyper-personalized messaging strategies 

in public relations, where content is dynamically tailored to individual users rather than predefined audience groups. 

Natural language generation tools, recommendation algorithms, and predictive analytics are increasingly used to 

craft messages that reflect user preferences, past interactions, and inferred emotional states (Pinto, 2024). This 

results in communication that appears more relevant and context-sensitive, thereby increasing the likelihood of 

engagement. 

 

For instance, organizations in the digital marketing and corporate communication sectors increasingly deploy AI 

chatbots and automated email systems that adjust tone, timing, and content based on user behavior. Such systems 

can recommend different narratives of the same campaign depending on whether the audience member is a first-

time viewer, a loyal customer, or a disengaged stakeholder. Studies by Jeong (2023) suggest that this level of 

personalization enhances message recall and strengthens perceived relevance, which are critical factors in effective 

public relations (Samuel et al., 2021). 

 

However, the findings also indicate that hyper-personalization blurs the boundary between organic communication 

and algorithmically constructed persuasion. While it improves engagement metrics, it also raises ethical questions 

about autonomy and transparency, particularly when users are unaware of the extent to which their data is shaping 

the content they receive (Seidenglanz, 2023). 

 

3.3.3 Implications for Trust and Engagement 

The analysis reveals a dual effect of AI-driven personalization on trust and audience engagement in public relations. 

On one hand, personalized communication fosters stronger relational ties between organizations and stakeholders 

by making interactions feel more relevant, timely, and responsive. This supports relationship management theories 

in public relations, particularly the view advanced by Angin (2024) that effective communication should be dialogic 

and mutually beneficial. AI enhances this model by enabling continuous, data-informed dialogue at scale. 

 

On the other hand, the literature consistently highlights growing concerns regarding surveillance, data privacy, and 

algorithmic manipulation. When audiences become aware that their online behavior is being extensively tracked 

and analyzed, trust in organizations may be undermined, particularly if data usage practices are not transparent 

(Septiana, 2025). This tension is echoed in recent studies on digital ethics, which argue that excessive 

personalization can lead to “filter bubble” effects, where individuals are exposed only to content that reinforces 

existing preferences, thereby limiting informational diversity and critical engagement. 
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Furthermore, concerns about manipulation arise when AI systems optimize content not only for relevance but also 

for behavioral influence, such as maximizing clicks, emotional responses, or conversions. As noted in research by 

Buhmann (2022), datafication in communication systems risks shifting public relations from relationship-building 

toward behavioral engineering. Consequently, while AI-enhanced personalization improves engagement outcomes, 

it simultaneously introduces ethical dilemmas that challenge the credibility and long-term trustworthiness of 

strategic communication practices. 

 

3.4 Ethical Implications of Artificial Intelligence in Public Relations 

The findings of this review indicate that while artificial intelligence has significantly enhanced efficiency, targeting 

accuracy, and responsiveness in public relations practice, it simultaneously introduces complex ethical challenges 

that affect organizational credibility, stakeholder trust, and professional accountability. Across the reviewed 

literature, a consistent concern emerges: AI-driven communication systems often operate as “black boxes,” making 

it difficult for practitioners and audiences to fully understand how messages are generated, how data is processed, 

and who is ultimately responsible for communication outcomes. These concerns align with broader scholarship in 

algorithmic communication ethics, which emphasizes that technological efficiency without ethical governance can 

undermine the legitimacy of strategic communication practices (e.g., Panda, 2019; Moore, 2021). In PR contexts, 

these issues are particularly sensitive because trust and transparency are foundational to effective stakeholder 

relationships. 

 

3.4.1 Transparency and Disclosure in AI Use 

A key finding from the reviewed studies is that transparency in AI-assisted communication remains uneven and 

underdeveloped across organizations. While many firms increasingly deploy AI tools for content generation, 

chatbots, and media monitoring, disclosure of such use is often limited or entirely absent. This lack of transparency 

raises concerns about authenticity and informed audience engagement (Çerçi, 2024). For example, AI-generated 

press releases or social media responses may be perceived as human-authored, thereby blurring the boundary 

between authentic organizational voice and automated messaging. 

 

The literature suggests that undisclosed AI use can lead to credibility risks when stakeholders later discover the 

presence of automation, potentially resulting in perceived deception or manipulation. This aligns with prior studies 

in digital communication ethics, which argue that disclosure is a core component of informed consent in mediated 

environments. In public relations practice, scholars such as Ahmed (2024) emphasize that transparency is essential 

for maintaining dialogic relationships, and the concealment of automated processes undermines the principles of 

openness and mutual understanding. Consequently, the findings indicate a growing need for standardized 

disclosure frameworks, such as labeling AI-generated content or clearly indicating chatbot interactions, to preserve 

organizational legitimacy in digitally mediated communication ecosystems. 

 

3.4.2 Data Privacy and Surveillance Concerns 

Another major ethical issue identified in the findings relates to data privacy and the increasing reliance on large-

scale audience surveillance for personalization and targeting. AI-driven PR systems often depend on extensive data 

collection, including behavioral tracking, social media activity, demographic profiling, and predictive analytics 

(Constantin, 2024). While these capabilities enhance message relevance and audience segmentation, they also raise 

significant ethical concerns regarding consent, data ownership, and potential misuse. 

 

Evidence from the reviewed studies suggests that organizations frequently collect and process user data beyond 

what is explicitly understood by audiences, creating an imbalance of informational power. This aligns with Pong 

(2025) broader concept of “surveillance capitalism,” where user data becomes a commercial resource with limited 

transparency. In public relations contexts, this raises ethical questions about whether highly personalized 

communication strategies respect audience autonomy or instead manipulate behavioral tendencies. 

 

Furthermore, the findings indicate that weak regulatory enforcement in some jurisdictions allows organizations to 

deploy AI-driven profiling tools with minimal accountability. This increases the risk of data breaches, unauthorized 
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sharing of sensitive information, and unintended secondary uses of data (Alserhan, 2025). As a result, the literature 

strongly emphasizes the need for stronger ethical governance frameworks, including data minimization strategies, 

informed consent mechanisms, and compliance with global privacy standards such as GDPR-inspired models. 

 

3.4.3 Bias, Misinformation, and Algorithmic Accountability 

The review also reveals that algorithmic bias and misinformation represent critical ethical risks in AI-enabled public 

relations. AI systems are trained on large datasets that may contain historical biases, cultural stereotypes, or 

incomplete representations of populations (Türksoy, 2022). As a result, automated communication tools can 

unintentionally reproduce or amplify these biases in generated content, audience targeting, or sentiment analysis 

outputs. 

 

For instance, biased training data may lead to exclusionary messaging that underrepresents minority groups or 

reinforces dominant narratives, thereby affecting organizational reputation and stakeholder inclusivity. Additionally, 

AI-generated content systems particularly generative language models may produce inaccurate or misleading 

information if not properly supervised (Hermann, 2022). This increases the risk of reputational damage when false 

or unverified statements are disseminated at scale. 

 

The findings further highlight concerns regarding algorithmic accountability. In many organizations, responsibility 

for AI-generated outputs is diffused across developers, communication teams, and third-party vendors, making it 

difficult to assign clear accountability when errors occur. This echoes Hermann (2022) argument that algorithmic 

systems require new forms of accountability structures that go beyond traditional human authorship models. In PR 

practice, this lack of clarity becomes particularly problematic during crises, where misinformation or biased outputs 

can escalate rapidly across digital platforms. 

 

3.5 Future Directions and Emerging Trends in AI-Driven Public Relations 

The findings of this review indicate that artificial intelligence is rapidly transitioning from a supportive tool in public 

relations to a foundational infrastructure shaping how strategic communication is conceived, executed, and 

evaluated. Across the literature examined, a consistent pattern emerges: AI is no longer confined to automation and 

analytics but is increasingly embedded in creative, strategic, and ethical dimensions of PR practice. Studies by 

Mashiah (2025) and Islam (2024) similarly suggest that the profession is undergoing a structural transformation 

driven by data-intensive technologies, with practitioners anticipating more profound changes in campaign design, 

stakeholder engagement, and reputation management in the near future. The emerging trends highlight three 

interconnected trajectories: generative AI integration, hybrid human–AI workflows, and intensified regulatory 

development. 

 

3.5.1 Integration of Generative AI in PR Strategy 

A key finding from the reviewed literature is the accelerating adoption of generative AI tools in strategic 

communication processes, particularly in content creation, campaign ideation, and crisis messaging. Generative 

models are increasingly being used to draft press releases, develop narrative variations for different audience 

segments, and simulate communication scenarios during crisis planning. For instance, organizations are now 

leveraging AI systems similar to GPT-based models to rapidly produce multilingual campaign content, enabling 

global reach with reduced production time and cost. This aligns with observations by Rosenlund (2025), who note 

that generative systems are reshaping storytelling practices by enabling hyper-scalable content production while 

maintaining contextual relevance. 

 

However, the findings also reveal significant concerns regarding authenticity, message consistency, and reputational 

risk. While generative AI enhances efficiency, it can introduce factual inaccuracies or tone inconsistencies if not 

carefully supervised. In crisis communication contexts, the literature warns that overreliance on automated 

generation may result in emotionally misaligned messaging, potentially exacerbating stakeholder distrust (Islam, 

2025). Thus, while generative AI is positioned as a transformative force in PR strategy, its integration is increasingly 

framed as requiring stringent editorial oversight and ethical safeguards to maintain communicative credibility. 
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3.5.2 Human–AI Collaboration in Communication Workflows 

Another prominent finding is the emergence of hybrid communication ecosystems in which human practitioners 

and AI systems jointly participate in decision-making and content production. Rather than replacing professionals, 

AI is increasingly functioning as an augmentation layer that enhances analytical capacity, audience segmentation, 

and predictive insights (Vdovichena, 2024). Evidence from recent industry reports (e.g., CIPR and Holmes Report 

analyses) suggests that PR practitioners are shifting toward roles that emphasize interpretation, ethical judgment, 

and strategic framing, while delegating routine tasks such as media monitoring and sentiment analysis to AI 

systems. 

 

This evolving collaboration reflects what Bateson (2025) describe as “augmented intelligence,” where human 

creativity and contextual understanding remain essential to counterbalance algorithmic limitations. For example, AI 

tools may identify trending issues across social media platforms, but human professionals are still required to 

interpret cultural nuances and determine appropriate messaging strategies. The literature consistently emphasizes 

that the most effective communication workflows are those that integrate machine efficiency with human empathy 

and ethical reasoning. Nevertheless, a recurring concern is the potential deskilling of practitioners if critical 

decision-making is excessively automated, underscoring the need for continuous professional development in AI 

literacy. 

 

3.5.3 Regulatory and Ethical Framework Development 

The third major finding highlights a growing consensus on the urgent need for comprehensive regulatory and 

ethical frameworks governing AI use in public relations. As AI becomes more deeply embedded in communication 

ecosystems, concerns around transparency, accountability, misinformation, and data privacy have intensified. 

Scholars such as Osei-Mensah (2023) argue that the absence of clear governance structures risks undermining 

public trust in digitally mediated communication, particularly when audiences are unable to distinguish between 

human- and AI-generated content. 

 

The review indicates that professional bodies and regulatory institutions are beginning to respond, albeit unevenly, 

to these challenges. Codes of ethics are being updated to include provisions on algorithmic transparency, disclosure 

of AI-generated content, and responsible data usage (Islam, 2025). However, the findings also reveal significant 

gaps in global standardization, with regulatory approaches differing widely across jurisdictions. In contexts where 

formal regulation is weak, ethical responsibility often falls on individual organizations, creating inconsistencies in 

implementation. 

 

Moreover, the literature underscores the importance of proactive governance rather than reactive regulation. This 

includes embedding ethical design principles into AI systems used in PR, ensuring bias mitigation in automated 

content generation, and establishing accountability mechanisms for algorithmic decision-making (Igwe-Nmaju 

2021). As highlighted in recent studies on digital communication ethics, the future of AI-driven PR will depend not 

only on technological advancement but also on the establishment of robust normative frameworks that safeguard 

transparency, fairness, and public trust. 

 

4. Conclusion 

This review has examined the evolving role of artificial intelligence in strategic communication and public relations, 

with particular attention to automation, personalization, and ethical considerations. Across the literature, it is 

evident that AI is no longer a peripheral tool but a central force reshaping how communication professionals 

design, deliver, and evaluate messages. By integrating machine learning, natural language processing, predictive 

analytics, and generative systems into PR practice, organizations are achieving higher levels of efficiency, 

responsiveness, and audience insight than was previously possible through traditional methods. 

 

A key conclusion drawn from the analysis is that AI-driven automation has significantly transformed core public 

relations functions such as media monitoring, content generation, sentiment analysis, and crisis communication 

management. These technologies enable real-time decision-making and reduce operational workload, allowing 
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practitioners to focus more on strategy and relationship-building. However, the literature also cautions that 

overreliance on automation may risk reducing human judgment in contexts where nuance, cultural sensitivity, and 

ethical reasoning are essential. 

 

In addition, AI-enabled personalization has emerged as a powerful driver of audience engagement. The review 

shows that organizations increasingly use algorithmic systems to segment audiences and tailor messages based on 

behavioral data, preferences, and digital interactions. While this has improved communication effectiveness and 

engagement rates, it also raises concerns about privacy, data protection, and the potential for manipulative 

targeting. Previous studies consistently emphasize that personalization must be balanced with transparency to 

maintain public trust in organizational communication. 

 

Ethical implications remain one of the most critical dimensions of AI adoption in public relations. The findings 

highlight ongoing debates around algorithmic bias, misinformation, lack of accountability, and the opacity of AI 

decision-making systems. These concerns are compounded by the rapid pace of technological development, which 

often outstrips regulatory and professional guideline development. Scholars such as those in digital ethics and 

communication governance stress the need for stronger institutional frameworks to ensure responsible AI use in 

public communication. 

 

Overall, this study concludes that artificial intelligence represents both a transformative opportunity and a complex 

ethical challenge for strategic communication and public relations. While it enhances efficiency, precision, and 

personalization, it simultaneously introduces new risks that must be carefully managed. The future of PR practice 

will therefore depend on achieving a balanced integration of AI capabilities with human oversight, ethical standards, 

and professional accountability. 

 

Finally, the review underscores the importance of ongoing interdisciplinary research to better understand the long-

term implications of AI in communication ecosystems. As AI technologies continue to evolve, public relations 

practitioners, scholars, and policymakers must collaborate to ensure that innovation advances in ways that are 

transparent, ethical, and aligned with the broader goals of public interest and democratic communication. 
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